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Impressions, impressions

everywhere...

But not all impressions

are created equal!



Understanding

Co-Viewing
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Meta-Analysis of MediaScience 

Studies on Co-Viewing

11 Studies

(n=2,299)
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Attention & Memory Effects

Co-Viewing (x2)
Solo Viewing (Control)

56%

50%

Brand Recognition

Memory Encoding

26%

22%

Unaided Recall

Memory Retrieval

10%

15%
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Co-Viewing Composition Effects

Same Gender Viewing

52%

38%

Unaided Recall

Memory Retrieval

Note: Based on analysis of sub-sample of larger dataset 

(where gender composition data was coded for). Mixed Gender Viewing

27%
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Age Effects

24%

30%

38%

19%

23%

31%

18-34 34-54 55+

Memory Retrieval

Co-Viewing (x2)
Solo Viewing (Control)

Unaided Recall

21%

23%

18%
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Program Effects

Co-Viewing (x2)

42%

58%

82%

90%

95%

102%
104%

111%

122%

S1 S2 S3 S5 D1 D3 R1 S1 S2

Brand Recall (indexed to Solo = 100%)

Unaided Recall Indexed to Solo Viewing

58%

22%
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Number of Co-Viewers Effects

Co-Visual Attention

43%
42%

35%

33%

1 2 3 4+

Brand Recall (indexed to Solo = 100%)

Visual Attention (by number of viewers)

3%

18%

23%

SOURCE:

80%

17%

3%

0%

Co-Viewing Prevalence

(during program)

SOURCE
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-58%
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Case Study: Worst Case Scenario

Moderators

Number of

Co-Viewers
Gender Mix

Program

Content
Presence of

Children
Other

Estimated Additional

Co-Viewers

1,000 +250

+105Additional Co-Viewers

-145Adjustment to Original

-40Adjusted Viewers



` All views not equal

Device-Level

Exposure Data
Add Additional

Co-Viewers

Adjusted Audience
(factoring for 

diminished ad impact)

-15%

20%

xxxx Hypothetical audience size (illustrative only)

Case Study: Average Scenario

Moderators

Number of

Co-Viewers
Gender Mix

Program

Content
Presence of

Children
Other

Estimated Additional

Co-Viewers

1,000 +200

+170Additional Co-Viewers

-30Adjustment to Original

+140Adjusted Viewers

Disclaimer: Averages are based on limited dataset.  More 

research is needed to arrive at reliable industry averages.
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All views not equal

Device-Level

Exposure Data
Add Additional

Co-Viewers

1,000

Estimated Additional

Co-Viewers

Adjusted Audience
(factoring for 

diminished ad impact)

Adjusted Additional

Co-Viewers

(by impact)

-40-58%

25%

Diminished

Ad Impact

-42%

Adjusted Viewers

due to 2nd Device

(by impact)

-203

xxxx Hypothetical audience size (illustrative only)

+250

Moderators

Number of

Co-Viewers
Gender Mix

Program

Content
Presence of

Children
Other

Worst Case

Scenario

2nd Screen 

Usage

35%
Conceptual

Model



FOR MORE INFO

Varan@MediaScience.com
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