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The Key Players Involved

l]lGlSCll The Nielsen Company

ceeereees Creator and supporter of th

Council for Research Excellence

A client-led group that operates independently from
Nielsen

The Media Consumption and

Engagement Committee
Selected and guided the Video Consumer Mapping Study

Ball State University Center for Media
Design
A consumer-centric media insight and R&D facility

{S}equent Sequent Partners

partners A brand and media metrics consultancy

Center for Media Design
Ball State University
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VCM Study Objectives

Dimension current consumption of mediad focusing on
television and videod and how it is changing over time

Propose optimal forms of video media audience
measurement

The AMedsmeaduredo analysis wildl
This is in progress and pending significant Committee input.

Guide video media audience measurement



Measuring Video Is Becoming A
Multi -Platform, Multi -Place Challenge
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A Primarily former Nielsen panelists
(e.g. from FTO), recruited

A Full waking day observation of
media exposure, life activities and location

A Observed twice, in Spring and Fall 2008

A Six regionally dispersed DMASs

A Computer assisted observation

A A final sample of 952 observed days: Over % million
HOW many? minutes of observation, at 10-second resolution
‘ y
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The Observatlonal Method

L




Computer -Assisted Observation

Dana™ smart

keyboards equipped with

a custom Medi a
program

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

Data are logged to file every 10 seconds

Image © 2008 Neo Direct A= 10



Category Systems: Media

|

'TV

ANews program
ASports program
AEntertainment/info program
Aad/Program promotion

Asurfing

ANavigation (e.g., program guide)

Avideotape
ADVD
ATiVo/DVR
AOther

Radio

|

ASearch (Yahoo, Google, Ask, etc.)
ASocial network (MySpace, etc.)
AOnline gaming

AVedia browsing (YouTube, iTunes)
AOther

Email

||

Software

Roffice/writing/work

Koffline PC Game

AOnline PC Game (non-web)
AVedia (photo/imaging/video/sound)
AOther (Programming, CAD)

ACD on Computer (includes SACD)
ADVD on Computer (inc. music DVD)
ADigital Music Stored (on hard drive)
ADigital Music Streaming (real-time)
ADigital Video Stored

ADigital Video Streaming
Aother

e ]

ALandline

Aviobile Talk

AMobile Texting/SMS

AMobile Camera

Aviobile Video

Aviobile Audio (MP3)

AMobile Games (any built-in game)
AMobile Web (includes online game)

AOther

ApPortable DVD
ANon-DVD (iPod, PSP, PDA, etc.)
AOther

Music
APortable Music (iPod, other MP3)

AHome/Office Stereo or boom box
AOther (e.g., music in retail setting)

Print

ANewspaper
AMagazine
ABook
Aother

AConsole Online
AConsole Offline
APortable (PSP, Gameboy, etc)
AOther (arcade, DVD extra, etc)

Digital Transfer

ADownload audio
ADownload video
AUpload audio
AUpload video

ACinema

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

AApparent primary attention is noted in
concurrent media exposures
ASupplemtal flags are used to tag

social/solitary viewing, altered speed,
indoor/outdoor
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Observers Were Trained Extensively

4% Windows Media Player

Sync | Guide

Rip | Bumn

. Sync | Guide | -

Game console while socializing, at home

Rip . Sync | Guide »

~

ﬁrraining videos show typical
. behavior in context while
"""""" OEIES : animating the steps to log
------------ | 25 the exposure in the

Al \Media Collector software Dy

d
Software | 1Co g
— C

Software | [Cofa g

:] E Location: Home | Activity: Media Only lode: Normal

------------ Desktop Medig------------  ------Non~ (omputer Medw------ Console Online

(web ) (Email ) (Cimsg ) >(W)ConsolehQffline

Portable Garfes

{(Software ) (Comp.Med) ( Transfer ) OTHER

Primary: Undifferentiated

------------ Laptop Media:
) Coman ) (i)

L

(Software) ((omp, Med) (Trunsfer) (m) (m
O {Primary ) (Voluntary)  ( Embedded Video ) O Outdoors
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Conceptual Foundation

A Consumer centricity

T Whatever, wherever, whenever

A Media neutrality

T 1t ds about al | media I n contex

AA different kind of fAsingl e

T The source is the consumer
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Il mage from Go

CRE VCM Study DMAs

A A final sample of 952 observed days:

I N=376 individuals in the Core sample, observed twice,
yielding 752 observed days

I Plus 100-person media Acceleration sample,
yielding 200 observed days

T A B

Seattle, WA

< Philadelphia, PA
c" '\/
Chicago, IL i N

Core DMAs
in yellow;
‘ ; Atlanta, GA
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A Total TV & Video (Net) ¢ l Extensive detail included in the ()] -
Total TV (Subnet)

AVi deo Hierarchy

A Live TV | _ Although it was useful to build on
A Playback TV via DVR/TiVo Ni el sends A3 screemn

I Total Video (Subnet) definition of screen media in VCM study
A DVD or VCR analysis was dramatically broader
A Video on Demand/PPV
A Computer Video (Sub-subnet)

i Digital video stored on computer
2 [ i Digital video streaming to computer
L
I DVD on computer

A Mobile Video (Sub-subnet)
i Portable DVD
i Video on personal (non-phone) devices (iPods, PSP, etc.)

3 i Video on mobile phone

A Environmental/Other video
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Four -Screen Categorization

TV

Screen

Live TV A
DVD/VCR A
DVR Playback A
Game Console A

Mobile

Screen

Talk A

Text A

Web A

Mobile Other A
(e.g. camera)

Mobile Video A

Text

=Y

Message

Computer

Screen
A Web

A Email

A M

A Software

A Computer Video

All Other
Screens

A Environmental
A GPS Navigation
A In-Cinema Movie
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Al t hough The Composition Of Consume
Across Age Groups, Their Total Screen Time Was Strikingly Similar
Except Among Those 45 -54, Whose Screen Time Was Highest.

A Averaging 8% hours total when including concurrent media exposure,
for all age groups except for the 45-54 group (at 9%z hrs)

Confirmation of earlier
research or beliefs

New information

But with substantial additional detail
now availabl e 1In
map o f r o mnewiral soairdei a

Confirms the direction expected,

. This is the first known information
particularly for

source documenting what could be
considered a share competition for
media consumer so
various screen media.
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By age How Consumers Accumulated Their Screen Time

group 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
S Y—
65+ 421 72119 11 16

8hrs 18mins

It is widely recognized that those 65+ are heavy users of Live TV
- — W

55-64 346 914 42 38 36 |12 .
8hrs 32mins

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

-
45-54 336 19 21 46 51 15 Y 18 9hrs

34mins
DVR playback is highest among those under 55 Those 45-54 use TV like those older but computer like those younger
T
35-44 230 17 =27 74 47 15 62 ’ 25 8hrs 33mins
Web use is highest for those under 45
b dad 0 b i
25-34 256 1685 14 56 45 50 19 8hrs 31mins

DVD use is highest among those18-34 Computer and environmental video small and mainly among those under 25
S R — B E _
18-24 210 17 =34 26 67 20 & 62 29 °f 8hrs 30mins

1st screen

60 120 240 300 360 420 480 540 600
. . L . - Environmental
Live TV309min Webz49min Mobile talk7min c /Other videdmin
Playback via DVIBmMin & Email37min S Mobile tex2min @ InCinema movigmin
— o ] 3]
DVD or VCR3min g — IM:8min g — Mobile wetimin :‘” GPS navigaticﬁmjn
Console gamesnin - Softwaretémin - Mobile other_(e.g. = Total #screen8min
a N ™ camera, etd):5min o ,
Total $screen353min Computer videdmin Mobile vide0:1min | Mobile is mostly about talking, but
Total ®screeni43min Total 8screen20min| With 12 mins texting for those 18-24

—



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 Adoubl e
media exposure.
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