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’ About Africascope Maghreb
" Africascope Maghreb is the leading study on TV & Radio audience measurement conducted by Kantar to understand the

media landscape in Africa and consumer behavior, both globally and by media in three countries (Algeria, Morocco,

AfI’ICO V' Tunisia).
scope

Th interviews are administered face-to-face on tablets with a global sample of 4 109 people, representative of the popula-

Mog h reb tion aged 15 and over in the area covered by the survey.
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