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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

TV
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DVD
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TV
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on 

laptop

Video 
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Video 
cell 

phone
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ÅPrimarily former Nielsen panelists
(e.g. from FTO), recruited with Nielsenôs assistanceWho? 

ÅFull waking day observation of 
media exposure, life activities and locationWhat? 

ÅObserved twice, in Spring and Fall 2008When? 

ÅSix regionally dispersed DMAsWhere? 

ÅComputer assisted observationHow? 

ÅA final sample of 952 observed days: Over ¾ million 
minutes of observation, at 10-second resolutionHow many? 

CRE VCM Data Collection
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The Observational Method

9

9



Computer -Assisted Observation 

Danatm smart 
keyboards equipped with 
a custom Media CollectorÊ 
program

Observers categorize location, life activities and 
media exposure via touch screen & keyboard

Data are logged to file every 10 seconds
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Category Systems: Media
TV

ÅNews program

ÅSports program

ÅEntertainment/info program

ÅAd/Program promotion

ÅSurfing

ÅNavigation (e.g., program guide)

Video Playback

ÅVideotape

ÅDVD

ÅTiVo/DVR 

ÅOther

Radio

Web

ÅSearch (Yahoo, Google, Ask, etc.)

ÅSocial network (MySpace, etc.)

ÅOnline gaming 

ÅMedia browsing (YouTube, iTunes)

ÅOther

Email

Instant Msg 

Software

ÅOffice/writing/work

ÅOffline PC Game

ÅOnline PC Game (non-web)

ÅMedia (photo/imaging/video/sound)

ÅOther (Programming, CAD)

Computer Media

ÅCD on Computer (includes SACD)

ÅDVD on Computer (inc. music DVD)

ÅDigital Music Stored (on hard drive)

ÅDigital Music Streaming (real-time)

ÅDigital Video Stored

ÅDigital Video Streaming

ÅOther

Phone 

ÅLandline

ÅMobile Talk

ÅMobile Texting/SMS

ÅMobile Camera

ÅMobile Video

ÅMobile Audio (MP3)

ÅMobile Games (any built-in game)

ÅMobile Web (includes online game)

ÅOther

Portable Video

ÅPortable DVD

ÅNon-DVD (iPod, PSP, PDA, etc.)

ÅOther 

Music

ÅPortable Music (iPod, other MP3)

ÅHome/Office Stereo or boom box

ÅOther (e.g., music in retail setting)

Print

ÅNewspaper 

ÅMagazine 

ÅBook 

ÅOther

Games

ÅConsole Online

ÅConsole Offline

ÅPortable (PSP, Gameboy, etc)

ÅOther (arcade, DVD extra, etc)

Digital Transfer

ÅDownload audio

ÅDownload video

ÅUpload audio

ÅUpload video

Other

ÅCinema

ÅOther (walkie talkie or other 2-way radio, 
etc.)

ÅApparent primary attention is noted in 
concurrent media exposures

ÅSupplemtal flags are used to tag 
social/solitary viewing, altered speed, 
indoor/outdoor 
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Observers Were Trained Extensively

Telephone and computer while working, at work

Television while exercising out of home

Game console while socializing, at home

Training videos show typical 

behavior in context while 

animating the steps to log 

the exposure in the 

Media Collector software
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Conceptual Foundation

ÅConsumer centricity

ïWhatever, wherever, whenever

ÅMedia neutrality

ïItôs about all media in context

ÅA different kind of ñsingle sourceò

ïThe source is the consumer
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CRE VCM Study DMAs

ÅA final sample of 952 observed days:

ïN=376 individuals in the Core sample, observed twice, 

yielding 752 observed days

ïPlus 100-person media Acceleration sample, 

yielding 200 observed days

Core DMAs 

in yellow;

Acceleration 

DMA in red

Image from Google EarthÊ 

Dallas, TX

Seattle, WA

Chicago, IL

Indianapolis, IN

Atlanta, GA

Philadelphia, PA
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Although it was useful to build on 

Nielsenôs ñ3 screenò orientation, the 

definition of screen media in VCM study 

analysis was dramatically broader

Å Total TV & Video (Net)

ï Total TV (Subnet)

Å Live TV

Å Playback TV via DVR/TiVo

ï Total Video (Subnet)

ÅDVD or VCR

ÅVideo on Demand/PPV

ÅComputer Video (Sub-subnet)

ï Digital video stored on computer

ï Digital video streaming to computer

ï DVD on computer

ÅMobile Video (Sub-subnet)
ï Portable DVD

ï Video on personal (non-phone) devices (iPods, PSP, etc.)

ï Video on mobile phone

ÅEnvironmental/Other video

Media Focus: The ñVideo Hierarchyò
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Extensive detail included in the 

ñVideo Hierarchyò list

1.

2.

3.



Four -Screen Categorization
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Although The Composition Of Consumersô Screen Media Time Varied 

Across Age Groups, Their Total Screen Time Was Strikingly Similar

1

Confirmation of earlier 

research or beliefs
New information

Confirms the direction expected, 

particularly for digital mediaé

But with substantial additional detail 

now available in a ñvideo consumer 

mapò from a media-neutral source

This is the first known information 

source documenting what could be 

considered a share competition for 

media consumersô time across 

various screen media.
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Å Averaging 8½ hours total when including concurrent media exposure, 

for all age groups except for the 45-54 group (at 9½ hrs) 

Except Among Those 45 -54, Whose Screen Time Was Highest. 



Except for those 45-54, 

4-screen totals all add 

to 8½ hrs +/-2% 
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It is widely recognized that those 65+ are heavy users of Live TV

Among those 55+ time with email declines substantially and IM disappears

DVR playback is highest among those under 55 Those 45-54 use TV like those older but computer like those younger

Web use is highest for those under 45

DVD use is highest among the 18-34 Computer and environmental video small and mainly among those under 25

How Consumers Accumulated Their Screen Time
Average Daily Minutes, Core Sample, N=752 observed days, Spring and Fall 2008

All participants, including non-users of various media, including concurrent media exposure

By age 

group

Total 1st screen: 353min
Total 2ndscreen: 143min Total 3rd screen: 20min

Total 4th screen: 8min

Mobile is mostly about talking, but 

with 12 mins texting for those 18-24
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1. Simply looking at the share of screen time for each of the 

components

2. Showing how the various screen media rank within each age 

group

3. Adjusting to remove the ñdouble countingò effect of concurrent 

media exposure.

3 Additional Perspectives On Screen Time
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