Out of Home
Media Usage

© The Nielsen Company




Share of Media Usage Varies by Location
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Presenter
Presentation Notes
It’s no surprise to see changes in media consumption patterns as people journey across different locales in their day.  But the VCM study allows us the unique opportunity to quantify it.

The analyses you have seen up to this point have focused on TV, but here we look at all media including print, computer and audio. 

Note that this goes beyond what we can learn though Nielsen data.

When we look at share of media consumed inside the Home:  Live TV is the dominant form of media at 54%, followed by Computer usage at 15%.    

As we move outside the home, major shifts in media usage occur.  

For those people observed at Work, ¾ of all media usage in the workplace can be attributed to 2 sources: computer and audio.  Workers spend the most media time with the computer at 44%.  Computer usage includes all screen time including internet activity,  email and software applications. Audio comprises the second most dominant media in the workplace at 32%.  This includes both terrestrial and satellite radio, as well as audio streamed via the computer.      

In the Car, audio is the most dominant media at almost 90% share.

As for Other Locations, which includes public places such as retail environments and other peoples homes, audio comprises more the half the share at 57%…followed by Live TV at 19%. 



In the Home, Television Is the Most Used Medium
...Followed by the Computer
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Presenter
Presentation Notes
When we look at share of media consumed inside the Home:  Live TV is the dominant form of media at 54%, followed by Computer usage at 15%.    

As we move outside the home, major shifts in media usage occur.  
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In the Workplace, Computer and Audio are the Most Used
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Presenter
Presentation Notes
For those people observed at Work, ¾ of all media usage in the workplace can be attributed to 2 sources: computer and audio.  Workers spend the most media time with the computer at 44%.  Computer usage includes all screen time including internet activity,  email and software applications. Audio comprises the second most dominant media in the workplace at 32%.  This includes both terrestrial and satellite radio, as well as audio streamed via the computer.


At Work, Young Adults Spend the Most Time with Media

Daily hours of media time at the workplace by Gender/Age*
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* Reflects time spent with the computer, Live TV, print, video, telephone and other media
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Presenter
Presentation Notes
Currently keeping in presentation – awaiting final determination.

If it stays in, include/have ready info on how many hours different demos spend at the workplace, 

The bar graph represents total media consumption in the workplace by age and gender.

We found that younger adult workers tend to spend more time with media while on the clock.  The average was over 6 hours per young worker.  The bulk of this media is comprised of computer and audio sources. 

For older workers, we observed generally less media consumption at work. 

We are not entirely sure of what is driving this higher in media usage is workplace.  Is it a reflection of longer work days, or full time vs part time employment, or types of employment (blue vs white collar)???   BUT this analysis helps provides important questions to be answered when exploring workplace media usage in the future. 



Inside the Car, Audio is the Dominant Medium

Share of Media Time in the Automobile (Adults 18+)
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Presenter
Presentation Notes
In the Car, audio is the most dominant media at almost 90% share.


In Public Places and Retail Environments,
Audio Has the Highest Share

Share of Media Time at Other Locations (Adults 18+)
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Presenter
Presentation Notes
As for Other Locations, which includes public places such as retail environments and other peoples homes, audio comprises more the half the share at 57%…followed by Live TV at 19%. 



Although the Majority of TV Usage Happens at Home,
7% of Viewing Occurs While Outside the Home

Percentage of minutes of live television viewing/exposure by location (Adults 18+)
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Presenter
Presentation Notes
Changing gears a bit….here’s a birds-eye view of all television viewing and where it is being consumed.

In terms of share of all live television viewing minutes, the majority of it was observed in the person’ own home…at 93%.

7% of TV viewing took place outside of the person’s home.  This is comprised of viewing at other people’s homes, and at the workplace, as well as public locations such as restaurants, bars, malls, etc) 

This pie chart is representative of Persons 18+.

Look at changing to whole numbers


Younger viewers are most likely to watch TV away from
their home ... comprising 21% of their total TV day.

Share of Total TV Viewing By Location by Age
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Presenter
Presentation Notes
However, when take a closer look at in-home vs. out of home viewing and compare the percentages across age groups, a definite pattern emerges.  

These vertical bars represent the distribution of TV viewing by location both inside and outside the home….moving from youngest to oldest as we move left to right.  The brackets on top of these bars represent the total percentage of TV viewing occurring outside their homes.  

In general, younger viewers tended to watch more television outside of their home than older viewers

For the youngest segment (A18-24), 21% of their television exposure occurs while away from their own home.   This includes viewing at work, outside, bars, retail areas and a large percentage in other people’s homes.  But please note that the majority of their TV viewing, at nearly 80% is done inside their home.

As we move to 25-34 year olds, the percentage of viewing moves to 12% outside of their home.   

For the oldest segment (P65+), only 2% of the TV viewing occurs outside their home.
 



Key Takeaways

Media consumption changes distinctively
depending upon location

Younger viewers are more likely to consume TV
away from home

Young adults also spend the most time with
media at work
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