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The Key Players Involved

Å The Nielsen Company
ï Creator and supporter of the Councilôs work

Å Council for Research Excellence
ï A client-led group that operates independently from 

Nielsen

Å The Media Consumption and 

Engagement Committee
ï Selected and guided the Video Consumer Mapping Study

Å Ball State University Center for Media 

Design
ï A consumer-centric media insight and R&D facility

Å Sequent Partners
ï A brand and media metrics consultancy
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VCM Study Objectives

in order to

Dimension current consumption of mediaðfocusing on 

television and videoðand how it is changing over time

Propose optimal forms of video media audience 
measurement 

Guide video media audience measurement

The ñMeasured-Unmeasuredò analysis will not be covered today.

This is in progress and pending significant Committee input.
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Measuring Video Is Becoming A 

Multi -Platform, Multi -Place Challenge
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