
1. TV and digital video would benefit significantly from a metric that combines 
cross-platform audience behaviour outcomes, yet a widely accepted one 
does not currently exist. 

2. Many networks, agencies and distributors are attempting to create their own, 
complicating the landscape for advertisers.

3. Several barriers are making the creation of such metrics more difficult:

 a. Debate about what the metric should measure: while advertisers pushing  
for purchasing behaviour, the best approach would be to focus first on media. 
b. Transparency: any new metric should have a media-agnostic foundation. 
c. The question of how fraud should be addressed.

4. For many, a census methodology is preferable to a panel approach because 
of the DR opportunities presented by digital video; however, it would be harder to 
implement for TV. 

5. There is general consensus that the minimum requirements of a cross-
platform metric would be the measurement of net reach and avoidance of 
audience duplication.

6. Cross-platform net reach tracking is still in its infancy from a purely digital 
perspective: Nielsen DAR and Comscore vCE – both MRC accredited – seem  
to be the best solutions available on the market today.

7. A widely accepted cross-platform performance metric will be useful both at 
a booking level – for real-time steering – and for holistic post-activity campaign 
evaluation. 

8. A key issue is deciding on the traded metric as well as the measurement metric: 
what is purchased and how vendors should adapt when considered as a multi-
platform product.

9. The solution must be adopted by publishers as well as advertisers, and must 
work without publisher action. It is critical that it works for YouTube and Facebook, 
neither of which currently allow third-party tracking.  

10. Multi-platform adoptions will come from established markets such as the US, 
the UK and Germany: in under-developed markets, it is difficult to measure even 
TV successfully at present. 
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The digital landscape is changing: your 
media management strategy needs to 
change with it. But change can be a force 
for good: ECI, the market’s fastest grow-
ing global media management company, 
can help you make your media budget 
generate higher value by harnessing 
these changes. 

Ours is a new breed of media 
auditing and performance management 
company. We are leading the charge 
in sophisticated media benchmarking 
services, delivering higher value and 
driving media-led impact. We have a 
forensic, fact-based approach to digital 
and harness our world-class talent and 
proprietary technology to maximise your 
digital impact. 

Today’s dynamic, fast-paced media land-
scape requires data-driven decision 
making, global experience and a firm 
grasp of innovative technologies. ECI 
offers all these things – and more – from 
media auditing and pitch consulting to 
KPI setting and management.  

We operate across the Americas, 
Europe and Asia. Our clients are some 
of the world’s largest and best-known 
advertisers, and our network of owned 
and affiliated offices support them 
through high-level media intelligence 
and rigorous benchmarking. Ultimately, 
we provide the insight, experience and 
savvy that helps our clients to ensure that 
their advertising investment and agency 
relationships generate higher value. 
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