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lres years ago, Alan Wurtzel,
presidont of NBC Universal
media and research develop-
mont, strode an stage ot the
Culver City studlo lot near where
Gone With The Wind was flmed,
braced for the sce he
to face from the hundreds of advertis-
ing executives gathered for tlulh
soeak peek at the US broadeast net
work's latest shows.
A bulm of studies and forecasts
tional television had
1n:| ill n‘!p on once captive viewers
tracted by new entertalnment
m But Mr Wurtzel and counter-
parts a1 rival netwaorks had discoversd
now technology had not killed off the
dinosaurs of media after all

watching its shows across television
sets, computers and hand-held
devices, “While [advertisers] under-
stood this was an attempt to betier
understand how we were moving

But at Jeast some in the sudience
embraced Mr Wurizel's idea thai the
new world of media new
ways to track viewers across TV and
the internet. The question bas become
st bow that will be sccomplished.

Since its advent in the 1960s, those
who subsidise American eommercial
tedevision - companies hawking every-
thing from lmnvl:r)' detergent to pye-
scription drugs - bave struggled to
find precise Dum!nlloni between
showing off products with a jingle and
a punch line, and the impact of that
alrtime on sales. The dirty little secret
of media is that no ope really knows
with as much certainty as they would
like who is watching what and for
how long. let slone the extent to
which consumer demand is influsnced
by sewing u

Advertisers and media companies
alike have long groused about | -
fections in the technigues that
Niclsen, the world's largest media and
retnll measurement company, has
used sinoe it standardised the sciemce
of audience tracking and, with it

very definiticn of market
share. Finding something better,

whether from NI or & rival, will

not be easy. But now, it is being
About $70bn (€48bn, £43bn) of

advertising spending annually - as

well ns which shows will be produced
and which will not return for another
seasan - relies on Nielsen's carefully
curated 1 of respondents that
determine US television ratings
Despite the barrage of criticism and &
long string of fulled competitors, its
system remains the currency of the
US television advertising business.

Unlike other markets including the
UK, where socalled joint industry
committees  pick  measurement
sources, antitrust laws prevent the US
telovislon industry from dolug the
same, executives believe - even
though Nielsen has long enjoyed a
nearmenopoly.

But the rise of the internet has agl
tated those who see panel measure-
ments such as those used by Nielsen
as a weak surrogste for a true
accounting of viewership. Website
publishers can track every mouse
click, every video viewing. every song
download with pm.-uInn over millions

the paulnlll\m uresemed by the
nearcensus Jevel of information that
pours in datly from cable or satellite

Turner, & division of Time Wamer,
says of current measurement toech-
wes: “We're living in a world which

is still the way it's been i the past”
So it should have been little sur-
creation

grouping of the largest content pro-
ducers, sdvertisers and advertising
agencies intended to “explore new,
Ium-quill\y ways 1o measure o
ences” ACTOSE BCTEEDS, |'01|-DI'|I\I
media consumers wherever they go.
Cimm's mombership ks a formidable
list of advertisers, such us Procter &

Time to adjust the set

Advertising Although web and set-top box data can provide precise
details of viewing habits, audience measurement in America remains
reliant on consumer panels but that may change, writes Kenneth Li

How Nielsen watches the viewers

The quest to solve the Wanamaker conundrum moves to the web

, Gamble and

Unilever; media comps-
nles including Time Warner, News
Corp and NBC Universal; and Starcom
ModiaVest and WPP amang agencles.
“What we're doing here is starting
with a whiteboand,” sayn Mr Wurtzel,
who led the formntion. “Nielsen has
been doing this for decades. They
have a model. It's human nature.
They soe that the way to move nhead
is through a particular path.”

Over about two years, following a
conversation between Jefl Zucker,
who as chief executive of NBC Univer-
sal is Mr Wurtzel's boss, and Peter
Chernin, Rupert Murdoch's farmer
number two at News Corp, the mathe-
matics gooks of media corralled 14 of
the Industry’s top decision-makers to

media sources, tracking poople across
an ever-growing oumber of devices ks
fke “trying o measure something
that requires a micrometer with a
crude yardstick®, says Gale Metzger at
at Enowledge Nﬁ“ﬂl‘h A survey

research compsany,

This “single source measurement”
Is a mythology passed on from one
mediom to the next, Mr Metzger

“None have d

Tuning in, dropping out *

US free-to-air TV channels

% of housshalds

none will succeed,” he wrote this
month on MedinPost, an industry
information website.
Mr Metzger can be cxcused his pess-
imism. Considered one of the most
minds in ressarch of his time,
uu' former Nielsen employee took on
glant for 11 years

lsy the ground for & mass protest, if
not guite & palsce coup.

qu Wurtzol says u-Lr miission has
nothing to do with killing off Nicksen
As on industry, they are to sift
throtgh the deluge of data meth-
odalogies already used by media buy-
ers and sellers. Clients complain that
tracking the same audiences with dif-
ferent tools yields different results.
Cimm's goals centre on evaluating the
use of sel-top box Information to
measure telovision viewing and find-
ing ways to track consumers scross
multiple devices rather than measure
wach separately, Pattl Wakeling,
media team leader at Unilever,
stresses the need for better toals:
“Our consumers don't consume modia
in stlos any mare. It becomes fmpor-
tant for us to measure their consump-
tons across all channels.” she says.

What Clmm to discover could
determine how advertising dollars,
wurvs and pounds are spent for years
to come - and help to dicate the
development of online video and other
new medin forms.

easuring traditional tele-
vision helped spawn
Niglsen's $5bn-n-yoar basi-
ness. Discovering the

interplay between TV, PC and cell-
phone video viewing could be a gold-
owned

world of fragmented audiences

wl:h a rival system called Smart -

until 1990 when his backers, including

tbv big four broadeast networks and
sponsars, pulled aut.

AGB of the UK, which introduced
todovisbon people meters in the US in
1987, suffered a similar fate in the
1690s after betng invited to creato an
alternative to Nielson in the US. (AGB
and Nielsen then formed a joint ven-
ture in 2004 to measure ratings in
Asin and Europe.) Mr Metzger counts
no fewer than 20 failed attempts st
single source measurement, beginning
with Arthur Charles Niolsen senlor.
The man who founded Nielsen gave
Mr Metzger o sigmed hardcover book
in the 1950, in which he discussed
the single source challongo.

The most ambitious recent failure
ended in February 2008, Nioken and
Arbitron, a measurement company in
the I'ld.h industry, formed Project
Apollo, a joint test that sought to
dotermine the shopping habits of 5,000

households carrying portable elec-

wanted But it was so expmmaive to
build a pane] that was large enough.”
To compensate for missing data,

ecanonilsts or
the statistical correlation betwesn two

wmmmusm
% of houssholds with at learst one recorder
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uses this “currency” to set hmmmmwmn | Inctors such as age, location and mm«wmmm
advertising nirtime | to see whether particular | cnly to subscribors. Using
Hialsen's meters are installed mm.mmwmm |mmamm meters in personal
the sots of members of the | executives from 7am, foflowed by o | lead to higher sales among certain mmnh is tracking
| panel - ed and more conciss report at djm. | iroupa, “Is It perfect? No. But | the way viewers from PC to
chanped avery two years. In addition to viewing data, | costwite It makes sonse, And it's | TV or waich both ot the same
“active™ part tracks codes insertod Mielsery penerates almost half of its | pretty good.” Instead of buying |—hmdhmumm
every throe seconds by programme | revenue from tracking retall trends. | advertising space in shows almed at | although it has met TV companies
cruators into the broadcast. A Here, another army of consumers | women aged 18 to 34, advertisers 1o discuss acoelernting the rofl-out.
~passive” gnuge acts both as back-up | flls out surveys and scans the bar | can target women who are likely to The anline shows will run the
and also as & meand to identify codes of thelr daily purchases The | buy a particular product. same commercials as thelr broadeast
| viewing of o show - using digital | company aims eventually to link | Mielsen has tracked video viewing | counterparts, conceivably allowing
video recorders, for example - after ||H:Inhmtmwmm | mcross TV, internet and mobile Nielsen to incorpornte online .
{13 injtin] airing. Homes are given a | Jim O'Hara, who heads Nielsn's devics for nbout two years, and one | viewing into the national ratings
special remote control with buttons | media products side, says the of fts more endeavours system - and 10 compare directly
10 identify who 1s watching. 1mmun“hu"m | fmvolves TV , & pay-TV | the effectivencss of TV and online
Af 2am, data from the homes are | databases, identifying common | industry initiative that nmmu | milvertising.

or more variables. But the potential
for larger sample sioes, such aa the
nine out of 10 US homes that pay for

drvision received over o st-top box,

TRA, whose inl-
tials stand for “true return-on-
investment accountability”, belleve
they have cracked the by Heens-

ing

digital video recorder maker, and

shopping data,from other sources,

With a large enough sample size, sta-
anomal

lervish
Mr Lieberman dtmanllrlm how
clients can, with a fow mouse
cl:eh. determine how purchasing
commercin] airtime during

Her company has also_invested
§10m to create the independently run
Council for Research Excellence,



