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Press Release 

Amsterdam, 23 February 2026 

NMO launches Total Video: insights into all 
types of viewing behavior across all screens 
Linear, time-shifted and on-demand viewing in one dataset 

On 6th April, the National Media Onderzoek (NMO) will launch ‘Total Video’, an expansion of its TV and 

video audience measurement that from then on will capture all types of viewing behavior in the 

Netherlands: linear, time-shifted, and on-demand. This launch marks the second phase of the NMO 

Viewing measurement, conducted by Kantar Media, and adds online viewing on all screens to viewing on 

the big screen. 

NMO Total Video provides insights into all forms of viewing behavior. The research combines data from 

panel studies with various measurement tools and sources, such as census data from participating 

broadcasters. NMO thus records linear, time-shifted, and on-demand viewing across all devices and 

platforms, including smartphones, tablets, streaming services, broadcaster apps, and TV sets. 

Patricia Sonius, managing director of NMO: “NMO Total Video offers a future-proof and reliable dataset of 

viewing behavior—linear, time-shifted, and on-demand—across all imaginable screens and devices. This 

enables us to capture all types of viewing behavior. The first operators, video parties, and platforms are 

already on board—and this is just the beginning. The launch marks a solid start full of opportunities for 

further growth together. We look forward to more parties joining soon to make the whole even stronger.” 

More opportunities to reach target audiences 

With the expansion of the NMO TV and Video audience measurement, media agencies and advertisers gain 

even better insights into where their target audiences can be reached. Additionally, the updated research 

will provide insights into changes in viewing behavior: how much time do Dutch viewers spend on which 

screen and on what type of content? This information is essential for broadcasters and program makers to 

optimally serve their audiences. 

New: reporting of VOD and VSP 

New in this phase is the reporting of Video on Demand (VOD) and Video Sharing Platforms (VSP), where 

total viewing time for VOD and VSP is reported. Within VOD, viewing time for ad tiers—the ad-supported 

segments—of the parties funding NMO is broken down by brand. Premium tiers (without ads) and VOD 

platforms not financially contributing to the research are reported under ‘Other VOD Platforms’. NPO Start 

is an exception and participates as a streaming service both with and without advertisements. 
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Viewing of VSPs, such as YouTube, Instagram, and TikTok, is reported as a whole (‘VSP Total’). 

Final figures available after thirteen days, preliminary figures for big screen after just one day 

NMO Total Video brings together all forms of viewing behavior, based on various measurement systems 

and data sources. Data processing takes time. The final figures for NMO Total Video are available thirteen 

days after the broadcast day. Market parties using the data to evaluate TV programs and campaigns have 

access to preliminary viewing figures immediately after the broadcast day, which are then further updated 

daily. 

Starting April 7th, NMO will publish the preliminary viewing figures for the previous day daily. These 

preliminary viewing figures only cover viewing behavior on the big screen. A second publication will follow 

a week later, which will also include time-shifted viewing on the big screen (this is similar to NMO's current 

publication); even then, the figures will still be preliminary. The complete and comprehensive picture of 

viewing behavior across all platforms and devices, both live and time-shifted, will be available after thirteen 

days. Patricia Sonius on the publication of provisional viewing figures after one day: "The market is now 

very aware of the difference between preliminary and definitive figures. We assume everyone understands 

that conclusions based on preliminary viewing figures are premature." 

Viewing figures are available via an app and a dashboard on the NMO website. NMO has created a new 

environment for this purpose: nmodata.nl. 

In March, NMO will extensively inform the market about the richness of NMO Total Video. As soon as new 

participants join the research, NMO will make further announcements. 

End of Press Release 
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Note to Editors: 

For questions regarding this press release, please contact Patricia Sonius at: 

patricia.sonius@nationaalmediaonderzoek.nl 

 

About NMO 

The National Media Research (NMO) provides insights into what the Netherlands reads, listens to, and 

watches across all media, platforms, and devices. NMO delivers datasets and market standards used 

throughout the media industry. It does so through innovative research that together forms a ‘reach 

research architecture’ aimed at developing cross-media datasets. NMO is initiated and funded by 

commercial and public media organizations, media agencies, and advertisers, and is open to new market 

participants. The Joint Industry Committee structure of NMO ensures that all stakeholders contribute to its 

success. Together, they create better insights into media reach in the Netherlands and stimulate innovation 

in the industry. 

Website: www.nationaalmediaonderzoek.nl 

Dashboard: www.nmodata.nl 

 

 

About Kantar Media 

Kantar Media is a global leader in media measurement and analytics, providing clients with comprehensive 

insights into audience behavior, advertising effectiveness, and media consumption patterns. With a deep 

understanding of the global media landscape, Kantar Media offers data-driven solutions that help brands, 

agencies, and media owners optimize their marketing strategies and drive measurable results.  

Website: kantarmedia.com 
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