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Consumer-Generated Media Is Becoming the 
Content of the WebContent of the Web

% f f26% of top search results for world’s twenty largest brands is 
consumer-generated.
- Jupiter Research
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Consumers believe it

New Zealanders are more likely to believe recommendations from 
consumers and opinions posted online

S Ni l Gl b l O li R t T t i Ad ti i (47 M k t ) O t b 2007

p p

People are globally becoming more skeptical about advertising
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Source: Nielsen Global Online Report on Trust in Advertising (47 Markets) October 2007



Not a niche activity in New Zealand…

• 91% of New Zealand Internet users use the web to research products 
and services
• Of these, 64% read other people’s reviews / discussions / comments 

about products and services online e.g. on boards, blogs and 
websiteswebsites
• 31% actually submitted product reviews online
• 55% rated something or someone online55% g
• 19% of blog readers do so about products or services
• 62% have interacted with others via a social networking siteg

Source: 
Nielsen Online Consumer Generated Media Report, 2008

CGM is infiltrating everything 
that we are doing online!
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Number one provider accorder to 
F tForrester…

“Nielsen B Metrics deli ers a market leading listening platform that incl des“Nielsen BuzzMetrics delivers a market leading listening platform that includes
sophisticated sentiment analysis capabilities, strong international coverage and
multilingual support…the re-write of the reporting and user interface —
My BuzzMetrics extends its market leadership ”My BuzzMetrics — extends its market leadership.

The Forrester Wave™ Listening Platform, Q1 2009 Report
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My BuzzMetrics Dashboards y

•Cost effective monthly subscription

•Continual consumer insight into your priority topics, 
issues brands products and / or competitorsissues, brands, products and / or competitors

•Delivered via an online interface using our My 
B M t i D hb dBuzzMetrics Dashboards

•Keep abreast of consumer discussion on a daily basis

• Ideal for monitoring threats, developing PR strategy, 
spotting opportunities and general market understandingp g pp g g
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Nielsen Approach to Data

Social
Networking

Internal 
Data

Usenet/
Groups

Boards
Blogs

Control the harvest  to 
ensure quality inputs

World’s largest content 
reservoirensure quality inputs reservoir

Use spam identification 
algorithm to clean data

Parse out signatures 
for accurate results 

Topic Classifiers:  Filter the 
noise to focus on what 

matters
Segments: Slice wisely for 

trusted, actionable 
insightsinsights

Vertical-focused, full-time Other Nielsen data for 

Built for Research.

CGM analysts context and validation
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Slicing the data

Segment by 
enthusiast group orenthusiast group or 
demographic type

Segment by custom 
authors lists 

Segment by region

Filter by one or more 
languages.
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Slicing the data
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Everyone gets their own dashboard

Choose your language 
preferenceCreate and arrange 

widgets

Create more dashboards

Your saved reportsYour saved reports
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Summary
Log in for customisable 
dashboards:

y

dashboards:

•Volume trends
•CGM type – boards, blogs
•Automated Sentiment
•Topic Analysis
•Top Sites
•Top Authors
•Top News Sources

V b ti•Verbatims
•E mail alerts
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How do our clients use Nielsen 
BuzzMetrics
• Risk Mitigation • Viral marketing
– Diagnosis: Identify the threat
– Where are you getting talked 

about, by who?

g
– Identify category/brand thought 

leaders 
– Impact thought leaders (turn them 

– Help formulate and evaluate PR 
strategy

• Identify Opportunities

into evangelists)
– Foster communities

• Evaluate PR and marketingy pp
– Predict trends
– Un-earth evolving needs of 

consumers

a ua e a d a e g
– Did the campaign resonate, who 

with, why?
– Integrate with other Nielsen 

– Competitor analysis
– Uncover factors that drive 

sentiment

research solutions
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BuzzMetrics Global Footprintp

**Market My BuzzMetrics (Dashboard) 

USA  Available Now 
Canada Available Now 
Mexico  Available Now 
UK  Available Now 
Germany  Available Now 
Spain  Available Now p
Italy  Available Now 
France  Available Now 
China  Q3 2009 
Japan  Q3 2009 
Australia  Available Now 
New Zealand Available Now !
India (English) Available Now 
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Contact us now for a free demoContact us now for a free demo…

Vi k T ddVicky Todd
Vicky.Todd@nielsen.com

Tel: 09 970 3698

Ivan Fuyala
Ivan Fuyala@nielsen com

Amanda Wisniewski
Amanda Wisniewski@nielsen com Ivan.Fuyala@nielsen.com

Tel: 09 970 3678
Amanda.Wisniewski@nielsen.com

Tel: 09 970 4311
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