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Press Information
“News Channels garner record number of seats in the Viewership parliament”

– TAM Media Research

Releases Special Report on Elections 2004 for Indian Media Industry

Scope of analysis:


Time period taken – 4 election weeks (April 18, 2004 to May 15, 2004). This was compared to 4 weeks of Jan’04 to track changes in the ‘average environment’.

TAM’s analysis on Viewership on:
o
Time spent on News Channels 
o
Channel share with various important events like September 11th attack, Gujarat earthquake, Parliament attack etc.
o
Viewership share for channel genres
o
Viewership share versus Revenue share for news channels
o
Viewership by markets
o
Share of various dayparts (starting early morning) for news channels 
o
Top programmes on Hindi News Channels

AdEX India’s, a division of TAM media Research, analysis on Ad spends trends

o
Top 10 product categories on TV & Press during Elections2004

o
TV + Press Ad spends by BJP & Congress during Elections 2004

(Detailed analysis charts to follow in the next email) 

May 25, 2004, Mumbai: TAM Media Research, the TV Ratings Company, today released an exhaustive and thought provoking study on media viewership and spends on the recently held Elections 2004. The study reveals an exceptional spurt in the viewership levels of News Channels as compared to other genres for the specified period. The study has released patterns both on the Viewership and ad spends trends across the 4 weeks of the Elections starting April 18, 2004. The analysis is on the basis of aspects like total time spent, news channels Viewership with other genres and makes comparisons with the viewership trends of other key incidents like September 11 and Parliament attacks, Gujarat earthquake etc. 

Observes Mr. Atul Phadnis, Vice President, TAM Media Research, “It’s been an exceptional Elections this time where a host of records have been created. The 1st use of EVMs, the 1st Sikh Prime Minister, the highest ever viewership share for news on Television are just some of them. The fact that news channel viewership during the 2004 General Elections far surpassed the levels attained during September 11, Parliament Attack, Counting 1999 comes in as a major surprise.” 

“What perhaps made it even more interesting is elections taking place in 4 phases, thereby increasing the suspense for the 407 million potential Indian TV viewers”, adds Mr. Phadnis.   

Below are some key findings from TAM’s special report on Elections 2004:

Time Spent:


Counting week registered a whopping 70% growth in Time Spent (minutes) as compared to the average over previous weeks 
Comparison with key incidents world over:


The Viewership Share of News channels for the Elections 2004 Counting week shot up to 9.3%, far surpassing September 11th attack (4.5%), Parliament attack on Dec 13, 2002 (2.7%), Gujarat Earthquake (1.18%) and Elections 1999 (1.75%)

Viewership was double that of September 11 attack; seven times more than Elections-1999
Comparison with other Channel Genres:


% channel share for news genre shot up from an average of 5% to almost 7% for 4 election weeks to 9% during the Counting Week; sports channel viewership however dipped from 5.9 to 1.5; regional channels saw a dip from 25.8 to 25.5; Hindi mass channels viewer ship dipped slightly from 32.6 to 31.9. 
Comparison of weekly Viewership and revenue share for News Channels


While News Channels on an average got about 12% in the pre-Election phase, this figure shot up to around 20% by the end of election period


What’s interesting, however, is that the Ad Revenues started going up almost 3 weeks before the viewership share and before the 4-phases of the Elections. This shows that Advertisers were ‘waiting for the viewers’ on the News Channels when the viewers came in hordes to witness the General Election proceedings.

Market wise analysis of Viewership:

If we do a marketwise analysis, we find that the steepest increases came from states like Punjab, Madhya Pradesh, Maharashtra and West Bengal. Uttar Pradesh, Gujarat Delhi & Mumbai who consume a lot of News on TV kept up their high levels right through the Elections.
Daypart Viewership analysis of news channels:

On the day of the Counting, all eyes were only set on News Channels through the day! As against a share of 6.5% in the Morning for News channels on any average day, the Counting day witnessed the same to be almost 5 times higher at 34%!

The “early morning” slot on the counting day also grabbed a large share of the viewership pie of 24.2% as against an average of 9.2%.
Top programmes on key Hindi News channels:


Election related programming got high viewership on all the News stations in the last 4 weeks.


While Aap Ka Faisla scored the top slot in AajTak, Vote 2004 – Top Stories made it in the NDTV India buffet. Aap Ka Hukum and Sinhasan Ka Final made it in Star News and Zee News respectively

AdEX India, a division of TAM Media Research, gave the following analysis on the Ad Spends category:


Top 10 product categories advertised on TV during the 4 election weeks include Toilet Soaps, Shampoos, Washing Machines/Liquids, Election campaign, Aerated soft drink, cars/Jeeps, Corporate/brand image, refrigerators, Cellular phone service and lastly Pan masala/zarda/gutkha. Jan’04 charts showed the top slot being occupied by Corporate/brand image while last in the count being Liquor


The total Elections related Ad Spends is estimated at Rs.1750 Million


Of this TV + Press stands at Rs.1373 Million


Of the 1373 Million TV & Press Ad Spends, Congress+allies and BJP+allies spent a whopping Rs 939 million

About TAM Media Research:

Television Audience Measurement (TAM) Media Research, a 50:50 joint venture between Nielsen Media Research(NMR) / AC Nielsen and Kantar Media Research(KMR)/IMRB, is India’s only and Asia-Pacific’s largest TV Audience Measurement system. TAM India recently won accolades in the ESOMAR Asia Pacific Research conference in Shanghai. TAM has also been invited to speak at the largest Audience Measurement conference in the World taking place in Geneva in June this year.

About ADEX India :

ADEX India is a division of TAM Media Research and India’s largest advertising monitoring agency monitoring more than 100,000 brands and 650 product Categories. It recently won an international award for a break-through new technique of capturing Product Placement within TV Programs.
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