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ABOUT THE CRE

The Council for Research Excellence is a body of senior research
professionals, formed in 2005 to identify important questions about
audience measurement methodology and to find,
through quality research, the answers to those questions.

The Council provides the Nielsen client community a means to undertake
research projects no one company could undertake on its own.
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> OBJECTIVES AND RESEARCH QUESTIONS
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RESEARCH OBJECTIVES

Understand the changing
media landscape
resulting from internet
technology and video
platform proliferation

=

Inform the development
of strategies for
audience measurement
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APPROACH

In-Person & Digital Ethnography
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WHY ETHNOGRAPHY

Rooted in Anthropology

Based on observations from the
perspective of the consumer

audience measurement systems

- Helps with various issues, including:
APractical issues (e.g., measuring kids)
APnhilosophical issues (e.g., what constitutes an exposure)

> Has played a role historically in the development of
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A NOTE ABOUT THE METHODOLOGY

Ethnographic research is qualitative  research

> By design, it is:
- Not meant to be representative

- Not meant to be projectable

It is framed to oversample users of specific
groups, such as:

- SVOD Subscribers
- Latinos
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TWO STUDIES

ACCELERATION LONGITUDINAL
EXTENSION ETHNOGRAPHY
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ETHNOGRAPHIC TOOLS

Discrete, unobtrusive, fisheye
cameras support genuine
involvement and interaction
during in-person ethnography.

Digital ethnography is
conducted using a Participant
Toolkit.
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ETHNOGRAPHIC TOOLS

Discrete, unobtrusive, fisheye
cameras support genuine
involvement and interaction
during in-person ethnography.

Digital ethnography is
conducted using a Participant
Toolkit.

Observersfocusonibei ngo i n
everyday lives of the respondent
not on capturing them.

Follow up conversations occur
via Skype, FaceTime, or Google
Hangouts.
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> ACCELERATION EXTENSION

Kirsten Bruckbauer, Research Director, GfK
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> ACCELERATION EXTENSION

Sample and Method
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RECRUITMENT FUNNEL & METHOD

Recruitment was designed to identify households intending to make
a media technology upgrade before remuneration was discussed.

1
INVENTORY
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> ACCELERATION EXTENSION FINDINGS
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=3,

Smart TVs emerged as the viewing
device most participants intended to -
purchase in the near future

—————————————————————————————————————————————————————————————————

[
i Smart TVs are the apex of home theater
i technology and are a gateway to more upgrades.

- ———-—

- ———————

—————————————————————————————————————————————————————————————————
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ACCELERATION The introduction of a Smart TV drew
viewing time away from other devices
2 In the household and became the
stimulus for more group viewing

—————————————————————————————————————————————————————————————————

' :

i Smart TVs bring viewers together. |

: ,’
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When both a new Smart TV and

streaming device enter a household,
the household focuses on the Smart .
TV and uses the streaming device to |
supplement a non -Smart TV in another

room of the house

—————————————————————————————————————————————————————————————————

' ‘.
_____ | Streaming is expanding to multiple rooms in the
i household.

—————————————————————————————————————————————————————————————————
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While a new tablet did not become a
dominant screen, it tended to .
establish a solid position in the |
household device hierarchy |

—————————————————————————————————————————————————————————————————

Streaming plays a role in tablet usage, but tablets
are not the primary screen. Except for kids.

- ———————

—————————————————————————————————————————————————————————————————
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Streaming devices show the
potential to shift household viewing -
patterns

—————————————————————————————————————————————————————————————————

|
' Viewing patterns are still dynamic and shifting as
i a result of the device/service ecosystem churn.

- ———-—

- ———————

—————————————————————————————————————————————————————————————————
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EVOLUTION OF STREAMING ADOPTION
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EVOLUTION OF STREAMING ADOPTION
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Multipurpose Devices
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EVOLUTION OF STREAMING ADOPTION

| R O

Laptops

cre

Multipurpose Devices

Dedicated Streaming Devices
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STREAMING DEVICES
THOUGHT OF AS MOBILE
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hel ps maintain a home expe

HOUSEHOLD DEMOS

Device purchased Apple TV
Household members 2
Change in Viewing Upgraded Cable
TV service RCN
Digital subscriptions Netflix

nTHE APPLE TV | S SM
ENOUGH WHERE WE WILL BE

ABLE TO EASILY SWITCH IT
BETWEEN THE LIVING ROOM AND
THE SECOND BEDROOM.

Al MY HUSBANDOS] PAR
IN IOWA. IT WOULD BE NICETO
BRING IT WITH TO WATCH

MOVI ES WHI LE WEORE
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EVOLUTION OF STREAMING ADOPTION
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