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m Online ratings for programmes and (later on) video commercials: who's watching online and what is their profile?
m By combining panel data and census data, reach and viewing volume of the SKO Online Panel can be reported upon even more accurately.
m The world’s first system that employes a hybrid method to deliver high quality, detailed (programmes and commercials) data on a daily basis.

DATA INTEGRATIE

SKO-VIM FACTSHEET PHASE 1 — MEASURING ONLINE VIEWING BEHAVIOUR NEXT TO TV SET VIEWING BEHAVIOUR
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- WHAT Do You GET? > For more information, visit www. kijkonderzoek.nl
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In Phase 2 of the SKO-VIM project, the online viewing behaviour and the TV set viewing behaviour will be integrated. We will then be able to report on the total reach
of programmes and video commercials and to identify the ‘online’ and ‘offline’ share in total reach. Of course, it will be possible to analyse reach per target group.
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