SHAPING THE FUTURE OF THE NEWSPAPER

RAM in Switzerland: From
traditional readership surveys to
media usage measurement

By Othmar Fischlin, Publicitas

In Switzerland, like in most advertising
markets, print media are losing market share.
Of course, that is to be regarded as a global
trend and of course, new research methods and
tools will not be able to simply turn the matter
on its head. As a matter of fact, over the last
decade, other media invested more money and
attention into research issues than newspapers.
And almost all media - except print - have
developed standardised systems to measure
usage of editorial and advertising content.
Coincidence? Advertisers and their agencies
tend to trust measured results more than
readership figures based on surveys.

As the leading media sales company in
Switzerland, Publicitas evaluated different
approaches to measure the use of newspapers
and magazines. Technologies such as RFID
and others are available on the market - but are
still too expensive to become the standardised
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solution for the whole print industry. It is a
matter of fact, one day in the future, this holy
grail of the print industry will be found.

Meanwhile, Publicitas and its publisher-
partners maintain and promote a standardised
system to evaluate the use of newspaper
content based on readership panels.

RAM is a standardised market research system
used by dozens of publishers worldwide.

To use the RAM system, a publisher must
recruit and maintain a representative panel of
readers or subscribers to his title, the printed
and/ or the online edition. RAM is a Web-
based software tool which links publishers and
readers with the purpose to run online-surveys
whenever needed.

Of course, the use of panels for market
research is not an innovation nowadays. But
the advantage of a standardised system with
standardised questionnaires opens the door to
the comparison of results and to the setting of
benchmarks.

The impact of an ad or the recall of a print
campaign depends on a wide range of media
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e Coordination of ads to be measured
e Support to publishers
e Consolidation of RAM-results for advertisers

e
Source: Publicitas Advertiser m

driven factors such as format, placement,
number of insertions etc. On the other hand,
the performance of an ad campaign can also
depend on the advertised product itself, the
artwork and other factors which the publisher
cannot influence.

The measurement of editorial and advertising
content on a continuous basis through RAM
and the analysis of the insights gained thereby
are a solid basis to learn more about how
newspapers can improve their role as platforms
for advertising and to provide ROI scores to
publishers.

Name of the advertiser: Easy Jet Hamburg
Publish date: 2006-09-14

Print edition / Page: 59

Environment: Guide / Calendar

Size: Width: 120 mm Height: 130 mm
Total number of answers: 414 Base

Read Newspaper: 343

Noticed ad: 196

Range: 179,500 Persons
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