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Video Consumer Mapping ïKey Players

ÅThe Nielsen Company
ï Creator and supporter of the Councilôs work

ÅCouncil for Research Excellence
ï A client-led group that operates independently 

from Nielsen

ÅThe Media Consumption and 

Engagement Committee
ï Selected and guided the Video Consumer 

Mapping Study

ÅBall State University Center for 

Media Design
ï A consumer-centric media insight and R&D facility

ÅSequent Partners
ï A brand and media metrics consultancy
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VCM Study Objectives

in order to

Dimension current consumption of mediað

focusing on television and videoðand how it is 

changing over time

Guide video media audience measurement
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ÅAdults 18+, primarily former Nielsen panelists, 
(e.g. from FTO), recruited with Nielsenôs assistanceWho? 

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

ÅComputer assisted observationHow? 

ÅObserved twice, in Spring and Fall 2008When? 

ÅSix regionally dispersed DMAsWhere? 

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

CRE VCM Data Collection

*Today we are looking at 5 DMAs and a sample of 376 people, 
observed twice, for 752 total observed days
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Summary of Top 10 Findings from March 2009

1. Though device composition varied, total screen time was 
similar across age groups, with the exception of 
adults 45-54 whose screen usage was highest.

2. Media multi-tasking: The degree of concurrent screen media 
exposure was equivalent for all age groups under 55.

3. TV dominates: VCM confirmed Nielsen data that more than 
98% of three-screen time is TV. 

4. Live TV led all video time by a large margin, followed by 
DVDs, then DVRs.

5. Computing is the second media activity after TV.
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6. New HDTV ownership led to higher TV exposure, though 
some of this increase appeared to be temporary.

7. Early DVR owners spent much more time with playback 
than more recent DVR owners.

8. TV had highest percentage of time as a sole medium. 
DVR playback time was even more likely than ñliveò TV to 
be sole medium.

9. TV users were exposed to, on average, over an hour a day 
of live TV ads and promos.

10.What we say we do, is not necessarily what we do! VCM 
study indicates that self-reported data under-reports time 
spent with TV and over-reports time spent with online 
and mobile video.

Summary of Top 10 Findings from March 2009
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Todayôs Agenda

ÅLife Activities

ÅConcurrent Media Usage

ÅSolitary vs. Social Viewing

ÅCommercial Viewing Behaviors
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Life Activities
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The observational methodology used for 

the VCM provided the ability to confirm 

that we truly are a multi-tasking society

when it comes to media consumption in 

the context of peoplesô daily lives.

© The Nielsen Company



99 98 97

89

80 79

64

39 38
34 32

11 7
5

0

10

20

30

40

50

60

70

80

90

100

Media Usage Is a Regular Part of Daily Life Activities

Percent Using Media During Life Activities 

Involved in Activity

%

Concurrently Use Media
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To be read: 62% of all adults consume media while engaged in meal preparation at some point in the day
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Primetime Is a Very Busy Time for 
W18-34 and W35-54

% Activity Composition of Adults within Gender and Age during Primetime

%

Men 18-34          Men 35-54          Men 55+          Women 18-34          Women 35-54          Women 55+ 
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