
CRE QUARTERLY MEETING

DECEMBER 5, 2013



OPENING

Ceril Shagrin, CRE Chair



THE RISE OF THE DATA SCIENTIST 

Jeremy Stanley 



MEETING WITH NIELSENôS LYNDA 
CLARIZIO



NIELSEN CLIENT SURVEY: TOP LINE 
RESULTS 
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CREôS NIELSEN CLIENT SURVEY

2013 Survey

> Fielded Monday, 11/18-Friday, 12/6 (still in field)
ÅCurrent completes  = approximately 300

2010 Survey

> Fielded Monday, 11/29-Friday, 12/16
ÅCompletes  = approximately 400
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SOLID IMPROVEMENTS FROM 2010

66%
61% 63%

77%
74%

45%

36%

83%
77% 78%

81% 79%

52%

35%

Are you aware
of the CRE

How important
is the CRE in

providing
knowledge

CRE is a
valuable

resource to the
industry

Rate the
quality of the
CRE's work

Rate the value
of the CRE to
our industry

CRE research
is conducted

independently
of Nielsen

CRE does a
good job

communicating
about its work

with clients

2010

2013

Strong gains

Opportunities

Top 2 

Box

Q: How much do you agree with the following statements
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CREôS PAST WORK IS RELEVANT

93% 91%

69%

92%

67% 68%

60%

TV
Untethered:
How mobile

affects overall
TV viewing

Talking Social
TV: How

social media
impacts TV

viewing

Current State
of Marketing
Mix Modeling

Evolution of
the Set Top

Box

Relative Error
of Diary
Ratings

UX: Literature
review-video

user
experience

Diary Non-
response Bias

Study

Recent Research

Top 2 

Box

Q: How would you rate the relevance of each project to the needs of the industry?
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CURRENT CLIENT NEEDS ARE BEING 
ADDRESSED

38%

58%

64%

66%

66%

71%

73%

73%

74%

82%

83%

88%

89%

Further study in survey Non-
Response

Impact of comm'l pod length
across video platforms

Video Consumer Mapping

Measuring ñout of homeò and ñat-
workò

Media use by life stage

Impact of social media on
purchase decisions

Changing demos of U.S.

Further study in Set Top Box
work

Application of big data/analytic
techniques to audience meas.

User experience across video
platforms

Impact of mobile/digital tech on
media use

Aligning imps across platforms
(total campaign measrmnt)

Improving measmnt of digital
audiences

Q: Below is a list of topics the CRE is considering.  How important do you think these research topics are to your business or to the industry? Top two box 

shown
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HOW THE CRE IS PERCEIVED

72%
67%

63%
59% 59% 57%

52% 51%
48%

44%
41%

36%

28%
24%

Top 2 

Box

Q: How accurately do the following values describe the CRE?

= values in CREôs Mission Statement
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Full results from the study will be released 

to the Council at a later date.
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STEERING COMMITTEE

Pat Liguori
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STEERING COMMITTEE - NOV 21, 2013 CALL 

1. Membership Requests

Voted to approve:

ωMichael Nathanson, Partner, Moffett Nathanson

ωBryon Shafer, SVP Media Res & Insights, Warner Bros 

TV Group

ωJudy Vogel, Gannett, Corp Research, Gannett

Pending:

ωSusie Thomas, SVP Research, UM/IPG/Magna

2. CRE Radio 

Membership 

ωYes

ωHold ñMeet the CREò 
webinar for interested 

radio researchers

ωObtain list of Radio 

Advisory Council 

members

3. Non-Member Attendance at CRE Events

Should Rentrak be allowed to attend CREôs 

ñSurvey Sampling in the Age of Big Dataò event?

ωNo

ωEvaluate on a case by case basis.

Members: Brad Adgate, Michele Buslik, Laura Cowan, Nancy Gallagher, Tanya Giles, Ceril Shagrin, 
Kate Sirkin, Ira Sussman, Judy Vogel
Chair: Pat Liguori
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Steering Committeeéé... Nov 21, 2013 Call 
Members: Brad Adgate, Michele Buslik, Laura Cowan, Nancy Gallagher, Tanya 
Giles, Ceril Shagrin, Kate Sirkin, Ira Sussman, Judy Vogel
Chair: Pat Liguori

4. Transparency Guidelines

Should meetings be held at 

which some members do not 

attend due to competitive 

considerations?

ωResolve on a case by case 

basis with Steering Committee 

and Chair of affected committee.

5. Susan Whiting Scholarship at Denison 

University

CRE Education Committee requests $50,000 for 

one-time scholarship award.  

ωVoted to approve $30,000. 

6. Funding Requests

Voted to approve:

ωSample Quality request for $17,000 for purpose of including additional Asian 

groups in Kelsey study, as requested by Nielsen.

Voted to deny:

ωPoynter Institute for Media Studies request for $30,000 for purpose of 

convening conference about ñThe Future of News Audiences.ò



FINANCIAL REPORT

Richard Zackon, CRE Facilitator
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2013 CRE Financials

Spent Allocated Total

Social Media $989,322 $989,322 

Mobile $316,100 $316,100 

Ethnography $369,000 $369,000 

Acceleration $250,487 $15,000 $265,487 

NeuroFocus $110,000 $110,000 

ROI $57,500 $57,500 

Sample Quality $51,059 $51,059 

Local Dairy $41,800 $41,800 

Digital Whitepaper $12,478 $12,478 

Return Path $15,000 $15,000 

Asian-American $116,400 $116,400 

Total Research $2,197,746 $146,400 $2,344,146 

Whiting Scholarship $30,000 $30,000 

Admin $334,539 $66,908 $401,447 

Total 2013 spending $2,532,285 $243,308 $2,775,593 



ORGANIZATION OF RESEARCH, 
DISCUSSION
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CRE RESEARCH COMMITTEES

ÅSample Quality   

ÅMedia Consumption and Engagement 

ÅReturn Path Measurement 

ÅDigital Research 

ÅSocial Media

ÅLocal Measurement  

ÅROI

ÅBig Data 

ÅCommercial Pod Length
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CLIENT SURVEY: HOW IMPORTANT DO YOU 
THINK THESE RESEARCH TOPICS ARE TO 
YOUR BUSINESS OR TO THE INDUSTRY

38%

58%

64%

66%

66%

71%

73%

73%

74%

82%

83%

88%

89%

Further study in survey non-response

Measuring the impact of pod length oné

Video Consumer Mappingé

Measurement of media consumption é

Media use by life stage

Impact of social media on consumersô é

The changing demographics of the U.S.

Further study in set top box work

Apply big data and new analyticé

User experience across video platformsé

Mobile and the impact of digitalé

Aligning impressions across platformsé

Improving measurement of digitalé
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ISSUES

> How to Organize our Research

> Growing Number of Committees

> Cross Committee Research

> Avoiding Duplication of Non-CRE Research: Nielsen, 
MRC, ARF, CTAM, CIMM

> Gaps

> Possible New issues: Genre? HUT?
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ORGANIZATION OF CRE RESEARCH

How to Organize:

> Platform: TV, Radio, Computer, Mobile, Socialé

> Research Technology: Meter, Diary, RPMé

> Research Process: UE, Sample, Collection, Analysisé

> Audience Behavior: Exposure, Engagement, Intent to 
Purchaseé
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ORGANIZATION OF CRE RESEARCH

How to continue dialogue?



BREAK



DIGITAL RESEARCH

Cheryl Brink 



SAMPLE QUALITY

Ceril Shagrin 



ROI

Dave Poltrack 



LOCAL MEASUREMENT

Billy McDowell 



BIG DATA

Stacey Shulman 



MEDIA CONSUMPTION AND 
ENAGAGEMENT

Laura Cowan 



RETURN PATH MEASUREMENT

Pat Liguori 



COMMERCIAL POD LENGTH

Hadassa Gerber 



SOCIAL MEDIA

Beth Rockwood 



33

TELEVISION IN THE SOCIAL MEDIA AGE

UpdateïDecember 5, 2013
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Å The study has closed with 1,702 people:

Å 1,665 completed within the first 3 weeks of the 

study, of these:
Å 383 TV Super Connectors

Å 294 Sports Super Connectors

Å 106 Spanish Dominant Hispanics

Å After qualifying, respondents checked-in with the mobile 

app throughout the day over the course of at least 21 

days.

Å Diaries kept from September 16thïOctober 6th, with 

option to continue on to October 31st.

Å Any time they saw, heard, or communicated 

something about prime time TV shows.

Å Prime time viewing behavior when watching prime 

time TV shows.

STUDY OVERVIEW
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FIELDWORK WAS BETTER THAN TARGET, 
YIELDING ~ 30% MORE PEOPLE TO ANALYZE

1,665
People were compliant and submitted diary entries in at least 5 out of 7 

days in any of the first 3 weeks (vs a target of 1,300 compliant in all 3 

weeks).

38%
Of people interacted with the diary all 21 days of the main 3 week period.

96%
Of people interacted with the diary in at least 15 days of the main 3 week 

period.
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COMPLIANCE STEADY FOR THE MAIN 3 
WEEKS

Base: Respondents (n=1,665)

Note: In order to be analyzed, 

respondents must have 

submitted diary entries in at 

least 5 of 7 days in either 

weeks 1, 2 or 3.  
(All respondents submitted at least 15 day of diary 

entries)
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COMPLIANCE STEADY FOR THE MAIN 3 
WEEKS

Base: Respondents (n=1,665)

People were allowed to continue for up to an 
additional 3 weeks for no additional 
incentive.  These extra reports will be looked 
at but will not be part of the main results.
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WITH DEMOGRAPHIC PROFILE STABLE 
FOR THE FIRST 3 WEEKS

F 15 ς24

F 25 ς34 

F 35 ς44 

F 45 ς54 

M 15 ς24

M 25 ς34 

M 35 ς44 

M 45 ς54 

Respondent Demographics by Week

Base: Respondents (Week 1, n=1,498; Week 2, n=1,569; Week 3, n=1,554)
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OVER 78,000 DIARY ENTRIES TO ANALYZE

78,310*
Diary entries have been provided in the first 3 weeks of the study. Diaries per week are in line 

with the 27,599 relevant diary entries collected over the course of 1 week in 2012.

22,745 (29%)
Of entries include information primarily about  something people saw, heard, or communicated 

about prime time TV.

55,565 (71%)
Of entries include information primarily about activities while people were watching prime time 

TV.

*Diary entries from 1,665 compliant respondents who submitted diary entries in at least 5 out of 7 days in any of the first 
3 weeks of the study.
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WHILE WATCHING/NOT WATCHING 
DISTRIBUTION:  COMPARABLE VS. 2012

Base: Compliant respondents (2012, n= 1,708; 2013, n=1,665)
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THE DAY OF WEEK AND TIME 
DISTRIBUTIONS ALSO COMPARABLE

Day of Week of 
Diary Entry

While Watching

Base: Diary Entries (Series B/D 2012, n=19,976; Series B 2013, n=55,565)

Time of Diary Entry
While Watching
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TV-RELATED SOCIAL MEDIA INTERACTION
HAVE DOUBLED SINCE LAST STUDY

Base: Diary Entries (Series B/D 2012, n=19,976; Series B 2013, n=55,565; Series A 2012, n= 7,557; Series A 2013, n=22,745) 
Diary AQ3: How did you see/hear or communicate about the show?
Diary AQ3b: ²Ƙŀǘ ǘȅǇŜ ƻŦ ŀŘ ŀōƻǳǘ ǘƘŜ ǎƘƻǿ ŘƛŘ ȅƻǳ ǎŜŜ ƻǊ ƘŜŀǊΧΚ
Diary AQ6: Did anyone (including yourself) refer to anything from an outside source about the show? (Please select all that apply)
Diary BQ9: How did you communicate/get info about the show? (Please select all that apply)
Diary BQ9b: ¢ƘŜ ŀŘ ŀōƻǳǘ ǘƘŜ ǎƘƻǿ ǿŀǎ ŀƴΧΚ όtƭŜŀǎŜ ǎŜƭŜŎǘ ŀƭƭ ǘƘŀǘ ŀǇǇƭȅύ
Diary BQ11: Were you using any of the following unrelated to primetime while watching the show? 
(Please select all that apply)
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FACEBOOK IS DIRECTLY INVOLVED IN ~2X AS 
MANY TV-RELATED INTERACTIONS AS TWITTER

Base: Diary Entries (Series B, n=55,565; Series A, n=22,745)
Diary AQ3: How did you see/hear or communicate about the show?
Diary AQ3b: ²Ƙŀǘ ǘȅǇŜ ƻŦ ŀŘ ŀōƻǳǘ ǘƘŜ ǎƘƻǿ ŘƛŘ ȅƻǳ ǎŜŜ ƻǊ ƘŜŀǊΧΚ
Diary AQ6: Did anyone (including yourself) refer to anything from an outside source about the show? (Please select all that apply)
Diary BQ9: How did you communicate/get info about the show? (Please select all that apply)
Diary BQ9b: ¢ƘŜ ŀŘ ŀōƻǳǘ ǘƘŜ ǎƘƻǿ ǿŀǎ ŀƴΧΚ όtƭŜŀǎŜ ǎŜƭŜŎǘ ŀƭƭ ǘƘŀǘ ŀǇǇƭȅύ
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ALL SM USAGE WHILE WATCHING:  
~HALF IS RELATED TO TV, HALF IS UNRELATED

Base: Diary Entries (Series B, n=55,565)
Diary BQ9: How did you communicate/get info about the show? (Please select all that apply)
Diary BQ9b: ¢ƘŜ ŀŘ ŀōƻǳǘ ǘƘŜ ǎƘƻǿ ǿŀǎ ŀƴΧΚ όtƭŜŀǎŜ ǎŜƭŜŎǘ ŀƭƭ ǘƘŀǘ ŀǇǇƭȅύ
Diary BQ11: Were you using any of the following unrelated to primetime while watching the show? 
(Please select all that apply)

17%

12%

4%

1%

1%

2%
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Base: Diary Entries While Watching/Watched Primetime TV(Spring 2012, n=19,976; Fall 2013, n=55,565)
Diary BQ4:Why did you decide to watch the show? 
Note: Ranked by Fall 2013

ACCORDING TO SELF REPORT, SM 

INFLUENCE ON TV VIEWING HAS ALSO 

DOUBLED SINCE LAST STUDY
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MORE TO COMEé

> Full Quantitative Report Q1, 2014

> Updated Academic Model, Late Q1-Q2, 2014



INSIGHTS TO PRACTICE

Nancy Gallagher 
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INSIGHTS TO PRACTICE

Social Media and TV Untethered sessions held

Reports to be sent to all CRE members and posted on web next week

Possible follow-up sessions with CRE

Å HUT (the evolving definition)

Å Mobile Strategy

Å Analytics (Bayesian/Granger Causality)

Å NTTR

Potential projects

Å Genre Classification

Å HUT (Industry uses/vision)

Future Meetings to be held morning of CRE quarterly meetings

Å March 13ðROI? Local Measurement? Sample Quality?

Documents for meeting should include all findings that could improve methodology-including those 
shared in course of project

Invite expanded Nielsen group  to CRE webinars



COMMUNICATIONS COMMITTEE

Emily Vanides 
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NICE MOMENTUM THIS QUARTER

More followers and subscribers in Q4:

> - 502 members

> Subscribers
ÅNewsletters  - 564

ÅNews Releases ï471

ÅWebinars- 481

Sources:  LinkedIn stats, based on self-reporting; and internal CRE data. All data as of 12/2/13
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RECENT NEWS AND EVENTS

>Events
ÅROI Committee breakfast - September

ÅLocal Measurement Summit - October

ÅMeet the CRE Webinar ïOctober

>Releases
ÅNew members ïSeptember

ÅStudies ïDigital Committee Ethnographic Study: 
September
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SAMPLE COVERAGE OF ROI COMMITTEE 
EVENT


