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Conflict Resolution Program’s Viewing Analysis

Conflict Resolution programs integrate various
forms of television programs, and their contents
are mainly based on the conflicts and disputes in
people's daily life. By revealing the conflict reso-
lution process, this type of program shows the
ethical standards of “truth, goodness and beauty”
to audiences. Classified by whether the program
has a dispute resolution feature, conflict resolu-
tion programs were broadcast by 38 channels in
71 cities in the first half of 2011; among these
channels, 34 are terrestrial channels, which
broadcasted 89%

programs and 4 others are provincial satellite

of all conflict resolution
channels, that broadcasted 11% of conflict reso-

lution programs.

First, the ratings of conflict resolution programs
continue to rise. In the first half of 2011, depend-
ing on their unique advantages, conflict resolu-
tion programs attracted more and more audience
attention. After a slight decline during the Spring

Festival in early February, the viewing of conflict

®

Media
Research

Feng Bo

resolution programs rose gradually. As of mid-
June 2011, the viewing of conflict resolution
programs had significantly increased comparing

to that in the beginning of the year.

Second, conflict resolution programs had high
replay rate and the rating performance was also
strong for repeats. Almost all the conflict resolu-
tion program we studied in the article were
repeated after the original broadcast and many of
them had good viewing results during for the
repeats. “The New Old-Uncle” from Shanghai
Entertainment Channel, "Golden Conflict resolu-
tion" from Jiangxi Satellite TV, “Errands Guo” from
Shanxi Science and Education Channel and
some other conflict resolution programs not only
got good ratings in prime time, but also showed
strong competitiveness in their repeat time bands

during the day time.

Moreover, conflict resolution programs’ ratings

were higher than the average rating of programs

III\

in the same genre broadcasted by the same
channels. Depending on the form and content,
conflict resolution programs could be classified
as special topic programs or life service
programs. Compared to the average rating of
other special topic and life service programs,
among the 38 conflict resolution program we
analyzed, 36 programs had higher ratings and

higher market shares.

Finally, most conflict resolution programs have
similar audience structure. Since conflict reso-
lution programs focus more on content close to
daily life, they got more attention from females
as well as middle aged and elderly audiences.
The audience structures of “The New Old-
Uncle ", “Errands Guo ", "Golden Conflict reso-
lution" and "Making a Turn at the Dead End"
show that the proportion of female viewers is
higher than that of males and that 45-54 years
old audiences make up the largest proportion

of the audience. |
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Single Listening Peak Cities Listening Analysis

In most markets morning and evening com-
mute periods are the two most important
periods for radio listening, and these two
periods can contribute up to 20% -40% of a
stations listening time, a large influence on
radio frequencies performance. An analy-
sis focusing on radio listening in cities with
single listening peak (single-peak city)
shows that, the impact of network conver-
gence and new media developments may
be leading to a listening decline year by
year, especially in cities having morning
peak. Cities with evening peaks have differ-
ent development trends and their radio
listening has increased year on year.
Among all single listening peak cities a
significant trait is their high audience

loyalty.

No matter in morning-peak cities or

evening-peak cities, the main listening

3

Xie Yongli
audience remained stable and their radio
listening place preferences remain in line
with their demographic characteristics.
This indicates stable development trends in
regional radio market. In general provincial
and city level frequencies had clear com-
petitive advantages in the local markets,
showing significant regionalization features
of radio media. In the morning peak com-
mute period the competitiveness of

national frequencies is evident. Local
frequency audience appeal is based their
programming focus on local life character-
istics; programs, which are highly related to
audience’s interests, such as weather fore-
casts, traffic information and news
programs, got more attentions from audi-

ences.

Morning and evening peak hours are the
two periods when audiences have the most

4 5
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contact with radio media, and the periods
that are important to pull up the general
listening condition of a radio frequency. In
recent years, in spite of radio listening
levels in the morning peak markets show-
ing a declining trend caused by the impact
of network convergence and new media,
we still see the irreplaceable advantages of
radio media. The "liberation of the eyeball"
feature decides that radio is the most suit-
able media form of car drivers. Thus, how
to take the most advantage of this unique
quality, how to create high quality programs
for core time bands, how to provide more
and better programs for audiences, how to
attract more attention from audiences and
how to increase the general competitive-
ness of frequencies, are questions that
radio operators need to think about and

solve in the future. ] |

July 2011




—
<
-
o
9]
c
»

uoIsiA MeN |BALIQ SHOdS eI oipey

July 20,2011,the Shanghai Pudong Jiali
hotel, Yao Ming announced to end his
career as a basketball player and
officially retire. CCTV5 manufactured an
over 4 hours special program to report
the affairs and review Yao’s past, which
is the first time for CCTV5 to spent such

length and such energy to commemo-

Yu Songtao
rate an athlete's retirement. The program
(13:00~17:55) was broadcasted in a
Wednesday working day afternoon, but
the TV ratings across the whole country
achieved 3.93 %, which is 2.4 times com-
pare to the same timeslot, same week-
day in the past half year. Who can won

such rallying point besides Yao Ming?

Most favorite sports stars (First mentioned)
(15-54 yrs from China's 11 biggest cities)

05 23.7

The Times of Yao Has Gone

Yao Ming is a milestone in Chinese basket-
ball history, and he is the Chinese and even
Asian's symbol, who joined NBA as the
champion in the NBA's draft in 2002, Yao
Ming is always the most favorite sports star
by Chinese people, which the data from
CSM sports all studies regarding sports
stars. The newest data from the surveys of
2011 spring shows : 23% respondents first
mentioned Yao Ming as the most wel-
comed sports stars, far ahead of the

second — Liuxiang. Yao’s NBA games

i —

> 20

<

o 15 always attracted more TV viewers than

Q |

. 10 9.3 other NBA games in China. What will NBA

z 5.8 46 l

g 5 . ’ 4.1 or Chinese national basketball team deal

O

2 oL - , - , - without Yao? Let’s see. i -j
Yao Ming  Liu Xiang Beckham Kobe Bryant M.Jordan ri' e S
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On October 25th 2010, Kantar Media
announced that Google TV Ads will inte-
grate Return Path Data (RPD) from Kantar
Media's DIRECTView™  service to
enhance optimization of its ad placements.
The goal of the program is to provide mar-
keters and advertisers with new sales and
marketing tools. The service enables mea-
surement of the entire spectrum of live and
time-shiffed (DVR) audience viewing
behaviors at a second-by-second level
across more than 350 channels. Providing
RPD as an ingredient to existing client
products may enhance analytics for more
effective targeting.

A research program about Shanghai IPTV
user viewing behavior conducted by CSM

Figure 1 Daily reach of VOD and TVOD

(May 2011, Shanghai 300,000 IPTV users)

20| === Reach (10 thousand HHs) Ave.Daily Reach (10 thousand HHs) 14
The Holiday of 12
19 Labors Day Weekends 10

15

o J/ﬂ</ v
16 \_\/ \_‘/ 0

Huang Jingmei

and China Telecom Shanghai Branch is
based on the analysis of Return Path Data.
CSM is focusing on insights into Shanghai
IPTV users’viewing behavior through the
analysis of 300,000 users’ data. From this
research, the industry will develop a clearer
idea about viewing habit in the new media
environment.

The Return Path Data from Shanghai’s
300,000 users in May shows that about
93% of users used VOD (Video On
Demand) services, and about 85% users
used TVOD (TV On Demand) service. In
general, the reach of VOD and TVOD
increased strongly during weekends, which
constituted the usage peak of May. (Chart
1) The daily reach data also shows that

IPTV Users Maintain the Viewing Habit of Traditional TV, RPD Helps Advertisers to Enhance the Ads Placement

traditional TV’s viewing habits are main-
tained in this new media environment.

From time-band level, VOD and TVOD
services expand the traditional viewing
peak. 19:00-23:00 is the usage peak for
VOD and TVOD services, (Chart 2) and it is
wider than the traditional viewing peak.

Data-driven advertising marketplaces are
creating new opportunities for television
programmers to connect with marketers,
spurred by the ability of ad buyers to gain
insight into the programming inventory
under consideration. The use of RPD in
general, greatly enhances the analysis
made possible through these market-
places, which may improve the service to a
higher level.

Figure 2 Time-band reach curve chart of VOD and TVOD

(May 2011, Shanghai 300,000 IPTV users)
Reach (10 thousand HHs)

Ave. Reach (10 thousand HHs)
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Monthly TV Program Ranking in Four Key Markets,Jun. 2011

(02:00-26:00, 4+)

Ranking Program Channel

1 Wheather Forecast BTV Satellite Channel
2 53/161st:nkghn%pcgglq'esr}r?gi%ng;mpions Women's Singles Final CCTV-5 Channel
Beijing 3 CCTV News Broadcast BTV Satellite Channel
4 Snow in the Wind BTV Satellite Channel
5 BTV Stedum2011 Chinese Super League (CSL) Wesk 13 BTV Sports Channel
1 China's Got Talent Shanghai Dragon TV
2 The Talent is Coming Shanghai Dragon TV
Shanghai 3 News Perspecitve SHTV News Comprehensive Channel
4 From Audiences SHTV News Comprehensive Channel
5 News Report SHTV News Comprehensive Channel
1 Ghetto Justice (Episodes 3-20) TVB Jade (Chinese)
2 The Other Truth (Episodes 1-4) TVB Jade (Chinese)
Guangzhou 3 My Sister Of Eternal Flower (Episodes 13-20) TVB Jade (Chinese)
4 The Water Margin (Episodes 81-86) GDTV Pearl River Channel
5 Focus Today GDTV Pearl River Channel
1 All Star Glam Exam TVB Jade (Analogue+SD+HD)
2 Ghetto Justice (Episodes 3-20) TVB Jade (Analogue+SD+HD)
Hong Kong 3 The Other Truth (Episodes 1-4) TVB Jade (Analogue+SD+HD)
4 My Sister Of Eternal Flower (Episodes 13-20) TVB Jade (Analogue+SD+HD)
5 Wax And Wane (Episodes 1-14) TVB Jade (Analogue+SD+HD)

Notes: 1. Mainland: This is a daily avrtg% ranking of TV program in all time bands; premirre broadcast and rebroadcast are counted as different programs.
2. Mainland: Only includes the highest avrtg% big sports event, big entertainment events or wheather forecast program in the ranking. el
3.TVB Jade (Analogue+SD+HD) is used when the program is stimutaneously broadcasted on TVB Jade(Analogue), TVB Jade(SD ) and TVB Jade JHD). .
4. Hongkong: This is a daily avrtg% ranking of TV program in all time bands; programs, which are less than 5 minutes, are not included. [

AvRtg%
12.75
9.26
7.78
6.46
6.22
22.34
13.98
10.49
10.03
9.12
8.64
8.41
8.23
8.10
8.03
30.40
29.70
28.00
27.10
25.70
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About CSM

CSM Media Research is a joint venture between CTR Market Research and the Kantar Media. Dedicated to TV & radio audi-
ence measurement research, CSM Media Research offers reliable and uninterrupted rating information for Hong Kong SAR
and China. CSM Media Research operates the world's largest TV & radio audience measurement panel network, covering
more than 57,000 households and 188,000 individuals. CSM’s TV audience measurement network provides data that repre-
sents the viewing of 1.2 billion people in China mainland and 6.3 million people in Hong Kong SAR. The radio network repre-
sents the listening of 80 million people in China. Up to July, 2011, CSM delivers data from 186 TAM panels (1 national panel,
25 provincial panels, and 160 city panels including Hong Kong SAR) which provide data independently, measuring the viewing
of 1,256 unique TV channels all day, every day of the year. Meanwhile, CSM has built radio audience measurement panels in

33 cities and 2 province, measures the listening of 416 radio frequencies.
?®
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CSM Headquarters

24th Floor, Shimao Tower, No0.92A Jianguo Road Chaoyang District, Beijing, China 100022
Tel.: 8610-8508-6666

Fax: 8610-8508-6888

E-mail: ¢sminfo@csm.com.cn

Hong Kong Shanghai Guangzhou Chengdu
Tel: 852-21118808 Tel.: 86-21-62175511 Tel.: 86-20-81307987 Tel.: 86-28-85576271
Fax: 852-21118800 Fax: 86-21-62189836 Fax: 86-20-81078448 Fax: 86-28-85567142

For more infomation, please visit : www.csm.com.cn
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