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On the road again



In a nutshell

Universe

• Adults16+ 
living in BE

• 9.462.733 p.

Sample

• 8 202 
interviews

• 1 respondent 
represents 
1.154 
individuals

Fieldwork

• 24/11/2021-
30/06/2022

Recruitment

• Face2face @ 
home 

• Telephone 
via Random 
Digit Dialing  
(RDD)

• Online access 
panel

• Online CIM 
panel

• Postal

Interview

• F2F:CASI 
Computer 
Aided Self 
Interviewing
• CAWI  (via 

[mobile] 
Web)



NRS 2021-2022 recruitment overview
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Recruitment: not exactly as intended…

Planned Actual



Changes in the fieldwork

88%

12%

Data collection mainly online

CAWI: Web based, 
self administered

CASI, as previously
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Profile differences by recruitment
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Changes in questionnaires



Average questionnaire duration
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Web audience reported after fusion

Claimed reach website from the NRS «replaced» by observed CIM Internet 
reach through a fusion

Significant impact on Web and Total Brand results
since the published NRS website reach & profiles are now equal to the CIM Internet Reach 
and profiles



Periods in use

February-March-April 2022Nov 2021- June 2022



Reminder: the available metrics
Paper

“Vdig”
Replica Web

Total brand



Website outputs !! Reach only

• Duration: 
• Day
• Week
• Month

• Units (whenever existing):
• Run of site ( ROS ) : complete results of same “brand” site , with a potentially

larger scope than paper title
• Sum of sections , or section : subset of ROS , with a scope that matches best 

with the paper title
• App
• Total ROS + App
• Total Sections + App



Website outputs, 
ROS vs sections what makes the difference ?



Output « total brand » metrics

• Only one pre calculated unit available
• On same period as print+digital version

• Dailies: daily average
• Weeklies: weekly average
• Monthlies: monthly average

• Web: closest perimeter to the print+digital version
• Depending on the title: ‘ROS+App’ or ‘Section(s)+App’

• All other ‘total brand’ options: custom made in the software package 
you use



Print & replica: 
you said ‘business as usual’?



NRS 2022-2021 vs previous: overview differences
print+replica
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Less tertiary readers (1) Newspapers
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Less tertiary readers (2) magazines
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About pick-ups: cheat sheet
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About reading sessions: cheat sheet
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Reading depth & pick-ups: small transfers
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Total brand: 
some things you ought to know



NRS 2022-2021 vs previous: overview differences
Total brand audience
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Less “COVID-effect” in brand to P+R ratio
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Evolution daily reach Belgian Internet
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Beware on « total » brand

• Reach from CIM Internet = all possible users, 
• whatever the section
• whatever the platform
• corresponding to a 100% SOV

• But do you often buy/get 100% SOV ??



Why « total brand » is not what you usually get online 
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Final thoughts



“Famous last words”

• Evolutive survey framework
• Increasing complexity in field operations: it must be expected as the name 

of the game
• As usual, some things happening may be explained, and some may not (yet)
• Question on useful metrics: “total brand” not relevant on cross platform 

performances
• Near future: 
• “Publishing brands”
• Extension to non-read formats (such as podcast, video, …) 
• Quality of contacts to be measured outside CIM scope




