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AGENDA

A Foreword

A Ni el s e n dstsategyli Bdowsihg on International Media
Measurement

A Global development of TV viewing

A Millenials

A TAM and development of TV viewing in Bulgaria

A Timeshift viewing trends 7 globally and in Bulgaria

A Radio listening trends in Bulgaria

A Monitoring services

A What will be next?

A Tools
A Q&A
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AGENDA

A Ni el sends
Measurement
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Focusing on International Media Measurement

Claire Harris
Sofia, Bulgaria 28 November 2017

Copyright E 2 OTheZNielsen Company. Confidential and proprietary.
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OUR MISSION

The most complete understanding of
consumers worldwide.

OUR PROMISE

An uncommon sense of the
consumer for faster, smarter,
more confident decisions that
Improve performance



REACHING YOUR AUDIENCE USED TO BE SIMPLER
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BUT THE MEDIA LANDSCAPE HAS CHANGED
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WE MAKE SENSE OF THE CONSUME
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Data assets, science & technology



I VR

90+ YEARS OF INNOVATION, 100+ MARKETS GLOBALLY

Nielsen produces Mielsen creates the
the first marketing Designated Market
research and Area (DMA) concept,
perFo rmance surveys in the US’ de'ﬁnlng a
television market
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MNielsen introduces a

MNielsen launches

MNielsen scanned its new TV metering

technology, the
Active/Passive meter,

new Total Audience
capabi“ty to
capture audiences

first item on
Jun 25,1974
Juicy Fruit Gum
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to measure all

The C i i Nielsen measured Mielsen introduces broadcasts inthe U.S.  Njclsen becomes the on every screen
Fe c;mj:an};m N|e|se'-n presents the telavision ratings for al hand-held scanners L
. oundedan . first instantaneous Summer and Winter used by household h ider f
incorporated in Audimeter to th Y research provider for
Ch'P i udimeter to the Olympic Games members to record the Olympic Games
lcage, radio industry broadeasts since 1968 UPC-coded purchases
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We capture

85

million
retail product transactions
a year in 350,000+

We measure media
In 47 countries,
representing around

We measure the
activity of more than

500,000
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80%

of global advertising
spend

online panelists

worldwide stores globally
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THE CHANGING MEDIA
LANDSCAPE
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CONSUMERS HAVE MORE CHOICES THAN EVER TO
ENGAGE WITH CONTENT

Self-reported paid services used to watch Online devices used to watch VOD programming
broadcast and/or VOD programming (Europe only)
COMPUTER MOBILE PHONE TABLET

77% : 45% ) 41%

| - NORTH SMART TV GAME CONSOLE BLU-RAY PLAYER
¥y AMERICA

37% 11% My 6% Wy

54%

30% SATELLITE

35% ONLINE SERVICE

2% I OTHER

Source: Global Video on Demand Report, March 2016 Base : All those who watch any type of video-on-demand programming in Europe n=8235



