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COUNCIL FOR RESEARCH EXCELLENCE TO STUDY THE RELATIONSHIP 
BETWEEN SOCIAL MEDIA USE AND TV VIEWING 

 
Selects Keller Fay Group, Nielsen, Nielsen Life360, NM Incite,  

And Bluefin Labs to Participate 
 

New York, NY, August 6, 2012 – The Council for Research Excellence (CRE), a diverse 
group of senior-level research professionals from throughout the media and advertising 
industries dedicated to advancing the knowledge and practice of audience measurement 
methodology, will conduct a multi-pronged study to help determine how social media 
interaction impacts television viewing.   
 
The study will encompass three simultaneous efforts: 
 

1. A quantitative survey, conducted by word-of-mouth research/consulting firm 
Keller Fay Group, of up to 1,600 participants recruited by Nielsen, all checking in 
multiple times daily over the course of a week via a mobile app; 

 
2. A social media analytics project undertaken by NM Incite – a joint venture 

between Nielsen and McKinsey that provides social insights – with social TV 
analytics for this project provided by Bluefin Labs; and 
 

3. Ethnographies provided by Nielsen’s digital ethnography unit Nielsen Life360, 
for which 200 panelists will record media/technology usage for seven consecutive 
days using their own smartphones or Nielsen-provided phones. A subset of users 
will provide videos to bring their social media and TV engagement to life.   

 
An academic team led by Dr. Peter Fader, professor of marketing at the Wharton School 
of the University of Pennsylvania, and co-director of the Wharton Customer Analytics 
Initiative, will work with Keller Fay, Nielsen, NM Incite and Bluefin Labs to review the 
data collected from the quantitative and analytics portions of the study.  
 
The CRE seeks answers to these questions among others:   
 

• In the Quantitative phase: 
o How do social media interact with television viewing and with other 

information contact points?  
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o How do the social media and television viewing behaviors of so-called 

“super-connectors” – those in the top tier in usage of social-media sites – 
compare with other viewers’ behaviors? 

 
• In the Analytics phase: 

o What insights do social-media conversations provide about television 
viewing behaviors? 

o What are key topics of discussion about television programming in social 
media? 

o What drives positive and negative social media discussions related to 
programming? 

 
• In the Ethnography phase: 

o What are the real-time viewing behaviors – including time spent and 
concurrent media use – when social networks are part of the viewing 
experience? 

o What attitudes and motivations underlie the usage of one platform over 
another for TV engagement?  What are the key differences in what people 
say vs. what they actually do? 

o What are the “triggers” of activity – including needs, benefits and methods 
used? 

 
 “We will gain insights about new consumer behaviors that have evolved as social media 
has become more connected to television viewing,” said Beth Rockwood, senior vice 
president, market resources, Discovery Communications, and chair of the CRE’s Social 
Media Committee.  “This learning will allow us to better understand how viewing 
patterns are changing and how measurement of those behaviors can be improved.  Since 
no single approach is likely to provide the full picture, we felt it best to study behaviors 
simultaneously from three different perspectives.  In addition to learning about social 
media and television, we will also gain more insight about the research methods 
employed.” 
 
The study is expected to be completed in the fourth quarter of 2012. 
 
 
About the Council for Research Excellence 

The Council for Research Excellence (CRE) is an independent research group created 
(in 2005) and funded by Nielsen.  CRE is dedicated to advancing the knowledge and 
practice of audience measurement methodology and comprises senior-level industry 
researchers representing advertisers, agencies, broadcast networks, cable, syndicators, 
local stations, and industry associations.  
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CRE members represent advertising agencies and media-buying firms including GroupM, 
Horizon Media, Magna, Media Storm, Starcom MediaVest and TargetCast tcm; media 
companies including ABC, AMC Networks, CBS, Comcast, Cox, Discovery, Disney, 
Google, Hearst Television, NBC Universal, News Corporation, Raycom Media, Scripps 
Networks, Time Warner, Univision and Viacom; advertisers including Kimberly-Clark, 
Microsoft, Procter & Gamble and Unilever; industry organizations including the Media 
Rating Council, the National Association of Broadcasters, the Syndicated Network 
Television Association; and Nielsen; and the investment bank Nomura Securities. 

For more information about the Council for Research Excellence, please visit: 
http://www.researchexcellence.com/ 
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Tom Campo 
Campo Communications, LLC 
(212) 590-2464  
tom@campocommunications.com 
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