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1995      1996      1997      1998      1999      2000      2001 

Start of  
CATI fieldwork  
in Amsterdam 

Foundations laid by Inter/View & TIME 
magazine. Initial group of guarantors of 
advertisers, agencies, publishers & TV 
networks includes CNN, Eurosport & 
TIME. 

1st release of EMS 

Recontact study 
 (EMS Target & Brand) included, 

about familiarity & usage of brands 

Addition of TV day part data 
for planning TV spots 

EMS receives 
 IPA seal of Approval 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://vector.me/search/ipa-logo&ei=kV1xVd2PJsvlUrPUgYgM&psig=AFQjCNFWl335mi3kyeHup_lHP4MzhtU8-A&ust=1433579237695901
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2002        2003        2004        2005        2006         2007 

Business Boost  added to CATI 
fieldwork, for boost of top 

segment of senior managers 
(EMS Select Top 3%) 

Enhanced 
lifestyle/psychographic data 

Poland added 

Czech Rep. & Hungary 
added 

Russia 
added 

Questions about websites included in 
main questionnaire 10 year anniversary 
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    2008                  2009                2010                  2011     
1st release of  
EMS Middle East 

1st release of  
EMS Africa 

Introduction of  
Random Block Design  
in Main questionnaire 

Addition of  
online fieldwork 

to EMS Europe 

Turkey added  
to EMS Europe 

1st release of  
EMS EMEA data 

Introduction of  
EMS/comScore  

Webplanner 

EMS Digital Life:  
additional database 
with diary data 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.mapsnworld.com/turkey/flag-turkey.html&ei=d2Z1VcXLBIL4UJiegfgH&bvm=bv.95039771,d.d24&psig=AFQjCNHD7sK9IaFnU6tzPAueaCz6AM3V3g&ust=1433843678696628
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   2012              2013               2014              2015 

1st release of  
EMS Global data 
(EMEA + Asia Pacific) 

Addition of time dimension  
to TV R&F data  
by Hartman & Taconet 

1st release of  
Affluent Latin 
America 

Introduction of 
Digital Currency 

1st release of  
Ipsos Affluent Europe 

19th release  
of EMS Europe 20 year anniversary 
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    1995              2000           2005               2010              2014 

42% 

33% 
Source: EMS 1996 / Ipsos Affluent 2015 

Base: Total, excl. Greece, Czech Rep., Hungary, Poland, Russia & Turkey) 

20 YEAR TRENDS 

FEMALE 
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    1995              2000           2005               2010              2014 

UNIVERSITY DEGREE+ 
35% 

UNDERSTANDS ENGLISH 
78% 

70% 52% 

Source: EMS 1996 / Ipsos Affluent 2015 

Base: Total, excl. Greece, Czech Rep., Hungary, Poland, Russia & Turkey) 

20 YEAR TRENDS 
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         2004             2006             2008             2010            2012             2014 
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HD 
Source: EMS 2004 / Ipsos Affluent 2015 

Base: Total, excl. Greece, Czech Rep., Hungary, Poland, Russia & Turkey) 

MEDIA DEVICES OWNED 
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         2009            2010            2011            2012            2013            2014  

WATCHING TV 127 min. 
135 min. 

102 min. 

61 min. 

USING INTERNET 

READING NEWSPAPERS & MAGAZINES 
49 min. 54 min. 

Source: EMS 2009 / Ipsos Affluent 2015 

Base: Total, excl. Greece, Czech Rep., Hungary, Poland, Russia & Turkey) 

MEDIA CONSUMPTION 
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International media results 
Affluent Europe 2015 



Source: Ipsos Affluent 2015 

INTERNATIONAL TV – WEEKLY REACH 

42.5% 
                      ALL NEWS             ALL GENERAL 
                   /BUSINESS            /ENTERTAINMENT 
 71.0% 



Source: Ipsos Affluent 2015 

INTERNATIONAL PRINT – A.I.R. 

ALL INTERNATIONAL PRINT 

28.7% 



Source: Ipsos Affluent 2015 

INTERNATIONAL DIGITAL – WEEKLY REACH 

ALL WEBSITES ALL MOBILE 

ALL INTERNATIONAL DIGITAL 

45.6% 

28.4% 36.1% 



Source: Ipsos Affluent 2015 

INTERNATIONAL BRANDS – WEEKLY REACH + A.I.R. 

ALL INTERNATIONAL BRANDS 

85.9% 
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    1995           2000        2005            2010           2015 

20 YEARS 
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• Reducing the main interview length 
 

• Adopting “quarterly” add on surveys to measure less regular metrics such as media engagement 
 

• Investigate passive collection for future 

              FUTURE 
Adopt brand centric approach 

Add media brand engagement  measures 

Insights in Affluent behaviour 

Making sense of 
fragmented media 

Ask less questions,  
generate more answers 

Be the experts in  
the affluent field 

Shorter and userfriendly interviews 

Investigate passive collection 

Regular updates of interest to the 
wider market 
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