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Towards a Vision of the Television Landscape 2010

The operating assumption of this effort is one of continuous change, even after 2010.

Here are the dimensions that the Steering Committee of the Council for Research Excellence believes to be important. The examples in parentheses are not meant to be exhaustive.
1. Content

· Programming (as-scheduled and time-shifted)
· Advertising (signage, degrees of product placement, branded entertainment)
2. Delivery of TV signal
· Distribution technology (HDTV, digital, wireless, multitasking)
· Receiver (TV, PC, mobile phone, car)
· Linkage to other media and databases (e.g. TV link to internet, links to consumer marketing information)
3. Audience

· Demography (population changes)
· Source of viewership (type of receiver)

· Data granularity

· Viewing experience and impact (attentiveness, engagement, new metrics)
· Location (out of home)
· Social viewing

4. Measurement technology

· Hardware (innovations in set top boxes and meters such as personal/portable/passive) 

· Software 

5. Marketplace

· Buyer/Seller transactions (future of Upfront, new marketplace models such as direct targeting)
· Investment in research and staff (both research providers and users)
6. Environment
· Respondent cooperation 

· Privacy issues of data use
· Regulation of research (role of MRC, industry efforts such as AMI)       

· Permission Marketing (driven by consumers of media)
· Global Marketing (links to other data bases)
Attributes of an Enhanced measurement System

To help guide the Council for Research Excellence in its evaluation of research projects, the Steering Committee has begun to identify elements 

· Passive

· Portable

· Person based
· Complete

· Accessible

· Transparency of procedures

· Standardized vocabulary

· Efficient allocation of resources

· Client involvement
