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It’s acknowledged that the Malaysian media
scene is considerably fragmented.
Advertisers are inundated with choice and
that makes the media planning process

enormously challenging.
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Media strategy effectiveness is by and large
influenced by the quality of numbers that are
delivered by the research fraternity. Readership and
viewership data play a vital role in understanding
audience coverage and reach.

But choice matters to users of any data. And it is no
different for readership and viewership numbers.
Previously, the only provider of media indices was
Nielsen Media Research. But of late, a new entrant
has stepped onto the turf.

Synovate was requested last year by JICPAR (Joint
Industry Committee for Print Audience Research) to
recommend a methodology that would overcome
some of the obstacles associated with a purely face-
to-face approach. As a result, Synovate recommended
a mixed methodology of telephone and face-to-face
interviewing.

The trigger behind the request from JICPAR and the
consequent initiative from Synovate has a lot to do
with the nature of security in place in today’s modern
society. This makes residents in urban locations - and
particularly upscale areas — extremely difficult to
interview via the traditional face-to-face route.

‘In general, 80% of households in Kuala Lumpur have
some form of security measure that only permits the
entry of residents. On top of that, 20% have a guard
or security person at the building entrance. People
who live in these locations are usually inaccessible
for face-to-face interviews. This is why we embarked
on the mixed methodology, which we believe is more
likely to represent the overall population most
accurately,” clarifies Steve Murphy, managing
director, Synovate.

Synovate’s media research initiative is named ‘Media
Atlas’. Their philosophy is that telephone represents
the most effective way to speak to the upscale/urban
groups, while face-to-face still has an important role
to play for sampling those urban and rural
respondents that tend to be easier to access, including
households without telephones.

So the seminal Q3-Q4 2005 Media Atlas initiative
kicked off by using CATI (computer assisted
telephone interviews) alongside face-to-face
interviews in all locations throughout Peninsular
Malaysia.

Eventually CATI and face-to-face interviews will
record an even split; with the former being most
extensively used to reach more respondents in
market centers.

When asked about the reliability of CATI, ‘Telephone
is not the answer to everything, but has a vital role to
play in reaching the upscale audiences in market
research,” says Steve. ‘Those with a phone in market
centers are not easily accessible for face-to-face
interviews, while not everyone in other urban, rural
areas may have a phone.’

According to Synovate, around 33% of Malaysia’s
population resides in market centers, with the
remainder spread almost evenly between other urban
and rural areas.

‘We deliberately over sample in market center areas
to permit a deeper analysis of upscale urban readers,
because it is a key target for most advertisers. Of
course, the data is weighted back to the population
distribution at the total level to see the big picture
for the country also’ says Steve.

Between September and December last year, 3592
randomly selected respondents were interviewed in
market centers as well as other urban and rural areas.
‘The interview build-up to August this year will
progressively reach 10,000 respondents, thus
making the results substantial as well as credible,’
says Steve.

But the survey has delivered interesting nuances
about the way people live their lives (see Synovate
Lifestyle Selection).

And the media planning fraternity’s response? ‘The
Media Specialist Association is supporting our
initiative. About ten media specialists have installed
our software tool and are currently working with and
analyzing our data to understand its full value. The
response has been quite favorable so far,” says Steve.

It will be interesting to see how the media
information turf will take shape. Synovate is raising

the ante with its Media Atlas.

Eventually, time will showcase the clear winner.
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Synovate Lifestyle Selection
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