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KPI update
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TAMS panel characteristic

Previous

ESJul18 - Jun 19
Implemented 28/10/19

Total TV HHs 14.6m
Total TV population 46.6m

Current

PAMS 2019
Implemented 05/710/20

Total TV HHs 15.9m
Total TV population o0m
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Definitions

Installed households
® The number of households on the panel with an installed meter within a reporting period.

In-tab panel / Reporting panel
® The number of panel homes that contribute to the daily ratings. Where failure to meet quality control standards or

communications related problems occur, such installed homes are eliminated from the reporting panel (also known
as In-tab homes).

® Events such as load shedding / power outages will have a negative impact on the number of households that are
able to report viewing.

Metered TV Sets
® The number of working TV sets on the panel, to which a meter is attached, expressed as a percentage.
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Definitions

Weighting efficiency

® The household weighting efficiency % refers to the degree to which the panel represents the household universe
set out in the ES. (Target % = 65%)

® The individual weighting efficiency % refers to the degree to which the panel represents the individual universe
set out in the ES. (Target % = 70%)

® A panelis considered balanced if the weighting efficiency is equal to or above the target.

Panel balance

® The extent to which the sample proportions of certain demographic variables match the universe proportions of
those demographic variables.

Panel tenure
® The number of consecutive months/years that a household exists on the TAMS Panel, from the date of installation.

Panel composition
® The number of households on the panel that have access to the available Pay or non-Pay TV platforms.

® Note: The samples for OpenView and DTT are a result of natural uptake on the TAMS panel and have not been controlled nor
weighted to represent established universe estimates.
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TAMS sample overview (in-tabs)

Installed and reporting households 2025

Target
1
3147 3148 3148 3154 3155 3153 3163 3173 3185 3181 3180 3177 Installed HHs

3134

| Actual: wk 20 @ 100%
il 2315 | 2848 | 2883 W 2902 W 7379 M 2856 M 2342 M 2547 B 2842 B 2833 f 2842 2865

|

| 20% 90% 92% 92% 91% 91% 90% 90% 89% 89% 89% 90%

| Target
Reporting HHs
2 821

(90% of installed)

| g | n ) | » | | 4 4 L L Actual: wk 20 @ 90%

Wk9 Wk10 Wk11 Wwk12 Wk13 Wk14 Wk15 Wk16 Wk17 Wk18 Wk19 Wk20

® Reporting HHs H |nstalled HHs
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% of total TV sets that are metered
2025

92% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92%

Wk7 Wk8 WK9 Wk10 Wk11 Wk12 Wk13 Wk14 Wk15 Wk 16 Wk 17 Wk 18 Wk 19 Wk 20
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Metered TV sets
90%

Actual: wk 20 @ 92%
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Weighting efficiencies

Efficiencies indicators 2025

9

Week Week Week Week Week Week
15 16 17 18 19 20
.. Target
Individuals . :
weighting 72% | 72% | 72% | 72% | 72% | 72% Individual weights
efficiencies 70%
Individuals
maximum 36618 | 33878 | 35006 | 35382 | 33525 | 34147
weight
N N N O N Target
Households Household weights
weighting 84% 84% 84% 84% 85% 84% 65%
efficiencies
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Panel tenure
Week 20 2025

10+ years 37,08%

8-10 years 18,76%

|

6-8 years 14,54%

I

4-6 years 8,47%

1-3 years 10,76%

7-12 months 3,12%

0-6 months 7,27%

< .
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Recruitment and De-installations

TAMS Installations and De-installations By Month

(*No addresses received from Jan - June 2024)
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: Panel Install

KPI Dashboard

Installations vs De-installations

Total Panel
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M De-installs

M Installs

Demographic graphs include: Pay/Non-Pay TV, Race, Province
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Installs and Deinstalls: Weeks 1-20, 2025

140 - m Installed m Deinstalled 19
120 - 103
100 -
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20
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o 1 2 6
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60
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m Installed = Deinstalled

10
10 + 4
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16 Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. 4 : > Nielsen



“brc s

Pay / Non-Pay Panel

- Week 48 Week 12 Week 16 Week 20

Pay TV 1773 55,9% 1777 56,3% 1777 56,0% 1775 55,9%
Non-Pay TV 1401 44,1% 1377 43,7% 1 396 44,0% 1402 44,1%
Total 3174 100% 3154 100% 3173 100% 3177 100%
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Panel HH balance (PAMS 2019)

Week 20 2025

18 Copyright © 2021 The Nielsen

PAMS TAMS
2019 Panel
% %

Company (US), LLC. Confidential and proprietary. Do not distribute.

PAMS TAMS
2019
%

Panel
%

b C i

Above
* Below

* DStv audited
subscribers
31 March 2020

<> Nielsen



19

Panel composition trend

Base: number of installed households on the panel/

Note: ADTT household target market comprises
households that have a Digital STB in the home

DTT Overview

DTT week 20 = 268

DTT week 16 = 258
Difference = 10 household

We gained 10 households
and lost 0 household.

Week 20
2100 -
1800 - * - ~— —
1500 -
1200 -
900 -
600 - .
. — o= A
300 - o
-
0 2022 2023 2024 2025
—o—Pay TV 1848 1840 1829 1775
Non-Pay TV 1194 1239 1256 1402
== OpenView 346 404 464 539
=>=DTT 164 248 250 268
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DTT target market and viewing overview

e The DTT Households target market includes households with a DTT Set Top Box in the
home. It is based on the STB durable in the home.

e Therefore, if this target market is selected the ratings will reflect the viewing of
household/individuals who have a DTT STB in the home.

e With this target market, the ratings will not reflect viewing of those who do not have a DTT
STB in the home but could be watching DTT channels through other means, for example, a
DStv decoder, OpenView STB or an integrated tuner on their smart TV.
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Panel composition
Week 20 2025

Base: number of installed households on the pane/

Note: A DTT household target market comprises households that
have a Digital STB in the home

DStv + OV DStv + DTT
42 34
1% 0 ® Non-Pay TV Total pay TV HHs
(analogue only) o
6783 1775 (56%)
21%
FTA + OV Total non-pay TV HHS
490 1402 (44%)
1699
54% Total OpenView
539 (17%)
" FTA+DTT Total DTT
227 0
29 268 (8%)
FTA+ OV + DTT
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DTT HHs on Panel Trend |~

Note: ADTT household target market comprises
households that have a Digital STB in the home
(Past 12 months — 2024/2025) 9
300

250 . 4/__/268
263
247 245 246 244 246 242 241 244 245 250 250
200
150
100
50
0
NN < N O N0 OO O NS N O NN 00 000 AN HJd AN S N O N 000 O NS Nn W N 0 O O
N M N mH m ono 6n o0 onF T T T NN N vy vy ooy v A A A A A A A AN
X ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ O O O O OO O O 0O 0 XX ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ M XM
[} () () (] v Q [} () (] v Q [} () [ [} ] [} () [ [} ] [} () (] (] v QL () () (] v o [} () (] v Q [} () () [} ]
(Y (Y () (] v QL () () (] v QL () () (] (] (] () () (] (] (] (Y ; ; ; ; ; ; ; ; ; O) () () (] v QL (Y () (] (] (]
=222z 222=2=2:=2 ===2=2=2=2=2=2=2=2=2=
22 Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

<> Nielsen



) 'bl"C

DTT reporting households on TAMS

Base: number of DTT reporting households per month weighted to the household universe

Monthly reporting households on TAMS

Note: This reflects the number of reporting households on the panel and not the number of DTT
viewers.

Note: A DTT household target market comprises households that have a Digital STB in the home

1800 000 100%
1600 000
- 80%
1 400 000
1200 000 - 60%
1000 000
- 40%
800 000
600 000 - 20%
400 000
- 0%
200 000
- - -20%
Jun-24 Jul-24 Aug-24 Sep-24 Oct-24 Nov-24 Dec-24 Jan-25 Feb-25 Mar-25 Apr-25 May-25
mmmm DTT Households 1517339 | 1529851 | 1489863 | 1443294 | 1383384 | 1347018 | 1337514 | 1339616 | 1380395 | 1386595 | 1410789 | 1468504
=0 change per month 0% 1% -3% -3% -4% -3% -1% 0% 3% 0% 2% 4%
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Share of DTT and Analogue only HHs

Monthly reporting households on TAMS (Base: DTT and Analogue Only HHs)

Base: Share between Analogue Only and DTT reporting households per month weighted to the household universe (excludes DStv and OpenView HHS)

Note: This reflects the proportionof reporting households on the panel and not the proportion of DTT or Analogue only viewers.

Note: ADTT household target market comprises households that have a Digital STB in the home

100% ) pmy - - - . —

90% - 4,331,067 4,316,830 4,360,925 4,347,773 4,371,003 4,469,964 4,406,926 4,344,504 4,349,457 4,334,305 4,239,914 4,145,187
80% -

70% -
60% | | A%

74%

74%

50% -
40% -
30% -
20% -
RN 26% W 26% B 25% [ 257 B 249 QM 23%

1510704 1519272 1489863 1,443,294 1,383,384 1,347,018 1,337,514 1,339,616 1,380,395 1,386,595 1,410,789 1,468,504

23%

0%

Jun-24  Jul-24  Aug-24 Sep-24 Oct-24 Nov-24 Dec-24 Jan-25 Feb-25 Mar-25 Apr-25 May-25

EDTT = Analogue only
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Race

TVRY% past 12 months

AMRZ% per day for each week

2024/2025 (total screens)
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Non-referenced

Non-broadcast devices =

30

4-year trend of non-broadcast activity

All day

AMR% per day for each week
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Non-referenced

Any content that is
aired/streamed
directly ontoa TV
set and is not
monitored by the
BRC. This includes
content viewed on
Netflix, Showmax,
Youtube and so
on.

Non-broadcast
devices

Any activity that is
viewed on the TV
via a separate
device such as
Xbox, a computer, a
USB stick.
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4-year trend of non-broadcast activity

AMRX% per day at prime time for each week
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Average Time Viewing (ATV)

Prime Time 17:00-22:59 (2022-2025) viewing per day
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4-year trend all screens share

All day (2022-2025)
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4-year trend all screens share
Prime time 17:00-22:59 (2022-2025)
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4-year trend broadcast TV only share
Prime time 17:00-22:59 (2022-2025)
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TAMS
scorecard
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TAMS scorecard

Week 20 2025

Panel Health KPIs Target Achieved Grade Description Comment
0 o Weekly average of all

TV coverage 90% 92% working TV sets

Reporting o o A weekly average reach

households 90% 90% A based on the installed panel

RIM weighting Overall efficiency (excludes

efficiency 65% 84% A times of panel expansion or

households universe changes)

RIM weighting Overall efficiency (excludes

efficiency 70% 72% A times of panel expansion or

individuals universe changes)
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TAMS scorecard

Week 20 2025

Panel Health KPIs Target

Primary controls

# of balance cells 18
Last ES Jan-Dec 2019

Achieved Grade

9 A

Description

Panel balance on overall
sample (weighting matrix)
# balanced cells

Ideal HH 1-10: + 2 homes

Ideal HH 11-50: + 10% of set ideal

Ideal HH 51-100 : + 8% of set ideal
Ideal HH 100+: + 6% of set ideal

Comment

Cells affected:
Urban, WC, NC,
KZN, LP, Whites,
Coloureds, Pay
TV, Non-pay TV.

Tenure % <8 years

44%

Households that have tenure
of less than 8 years

1774 households
to be removed.

Daily consolidated

10am next business day
Fri, Sat, Sun: delivered 11lam Mon

Vle\.ng data 28 30 A Day previous to/and public
delivery holiday: delivered 11am day after
Delivery of all

station, 26 30 A

programmes,

breaks and spots







In-tabs

e In-tabs are at 90%, and the panel remains balanced and weighting efficiencies
are well above target.
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Load shedding impact on AMR%

Load shedding weeks 17 — 20 /2025

Monday Tuesday Wednesday  Thursday Friday Saturday Sunday
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1-18 May
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No loadshedding
during this period
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ASO by
province
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ASO Trend: Free State (Reach%*)

*Excludes Pay TV households
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ASO Trend: Northern Cape (Reach%*)

*Excludes Pay TV households
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ASO Trend: North West (Reach%*)

*Excludes Pay TV households
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ASO Trend: Mpumalanga (Reach%*)

*Excludes Pay TV households
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Eastern Cape (Reach%*)

ASO Trend

*Excludes Pay TV households

Note:

Note: May is not a full month — up to 18th
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ASO Trend: Gauteng (Reach%*)

*Excludes Pay TV households
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ASO Trend: KwaZulu Natal (Reach%*)

*Excludes Pay TV households

100 -
90 -
80 -

70 -

60 - A\ A »

40 - o\ ' .

30 -
20 -
Note:
10 - « etv has not switched off transmitters Note: May is not a full month — up to 18th
» Awaiting confirmation of where SABC has switched off
0 T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T 1
3
Q’gb '@’b sz?\ 5\?' G_)ef? eo go x@ @27\ 5\" %oQ\'eo . q,@’b &* © R eo (bgo @'b be* (b)\‘f(b%eQrbeo @fb &* 30 b‘,oef? éo go @'b @8\
P o P QN P N AL E P P

Total FTA e=——egty e===SABC ]l e===SABC2 e==SABC 3

51 Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. 4 N4 Nlelsen



ASO Trend: Limpopo (Reach%*)

*Excludes Pay TV households
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Western Cape (Reach%*)
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*Excludes Pay TV households

Note:

etv has not switched off transmitters

Note: May is not a full month — up to 18th

Awaiting confirmation of where SABC has switched off

[ ke gg
| ldv G¢

| TeiN Gz
| ged ¢
| uer Gz

eSle g7
| NON ¥Z
[Rilo) 7

des ve
A7
Incve

unr vz

| Ren ve
| ldv ve

TN vz
ged v
| uer vz

| %ag ez
| NON €2
Rilo)>r

das gz
 bBnv g2
Incee

unc €z

 Ren gz
| Jdv g2

e g
ged gz
| uer ez

| dadze
| NON 22
PO ez

dasze
| bnv gz
ncze

unree
e gg
| ldv gz

| fein gz
| ged ze
| uer-gg
| 09Q-TZ
| NON-TZ
| PO-TC
| das-Te
| bny-Tg
| Inc-Te

| unp-tg
- ReN-Te
| ddv-12
| TeiN-Tg
| ge4-12
| uer-Te
| 990-02
| NON-0Z
| PO-0Z
| das-0z
| Bnv-0z
| Inc-02

- unc-0g
- ReN-oz
| 1dv-0z
| feN-0z
RCEERVA
uer-0g

ASO Trend

100 -

20 +

10 -

<> Nielsen

= SABC 3

Total FTA e==—gty e==—=SABC ]l e=SABC 2

Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

53



Measured

channels
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