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Knowing, measuring and understanding media audiences have become
a multi-billion dollar business. But the convention that underpins that
business, audience ratings, is in crisis. Rating the Audience is the first
book to show why and how audience ratings research became a
convention , an agreement, and the first to interrogate the ways that
agreement is now under threat. Taking a historical approach, the book
looks at the evolution of audience ratings and the survey industry. It
goes on to analyse today's media environment, looking at the role of
the internet and the increased difficulties it p



