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O ver the last 10 years, the media and entertainment 
sectors have undergone a dramatic change. It is 

difficult to think of any other sector which has experienced 
such an important and rapid change.

With the emergence of digital TV, the Internet and the 
customer 3.0, the outlook for media companies has changed 
considerably.

Users are less and less attached to traditional platforms and 
seek to consume content how and when they choose. They 
no longer depend on traditional media to access content. 
The new consumer demands availability and speed, and also 
multitasks whilst watching television.

These are the new consumer habits, but what is it that 
the user expects from that content? They seek relevant 
content with which they can interact. Customer 3.0 offers 
opinions, influences others, shares content and makes 
recommendations to others via social networks, thus making 
it a crossumer. 

It is logical to think that this new form of multi-format, 
multi-screen media consumption has an influence on how 
audiences are measured, which is an essential element in 
anticipating and revealing trends.

Audience measurement, content distribution and publicity 
management have now become the great challenges in the 
advertising industry and the media.

Understanding the audience and their consumer habits 
is fundamental for getting ahead of the competition and 
revealing patterns and trends. We are moving towards 
integrated measurement.

Another challenge facing the media is how to guarantee the 
quality of the services they offer their viewers.

In order to achieve consistent quality, it is vital to monitor 
signal performance and identify patterns in transmission faults 
so they can be resolved in real time and prevented in the 
future.

Big Data tools are capable not only of collecting large 
amounts of data from multiple sources, but also of organizing, 
correlating and presenting it visually, thus allowing analyses to 
be made and insights to be gained in real time. It is then that 
value is obtained from the data.
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T he constant appearance of new technologies 
increases the number of sources from which 

audiences can be measured and their consumer habits 
understood. While traditional tools only collect samples, and 
then only from some devices, the Logtrust solution collects 
data from any source and bases the analysis on the complete 
dataset and rather than on samples, achieving the integrated 
measurement that we spoke of earlier.

Logtrust is a Big Data management tool used to obtain 
operational and business intelligence. There is no limit to the 
frequency of data collection (audience sampling or signal 
monitoring can be done every minute, every 15 seconds, 
every 5 seconds, or even in real time...), nor in the amount of 
data it is capable of receiving (from 1GB to several TB per day) 
nor in the retention period (months or years).

What is more, you can access the most recent data as quickly 
as you can access data that was stored months, or even 
years before. Logtrust can also collect and process data from 
multiple sources, ranging from web servers, routers and 
firewalls to Smart TVs, web-based applications and databases.

Due to the speed of data generation, it is essential to manage 
the data in real time to enable taking decisions at exactly the 
right moment.

Streaming signals generate an amount of data that must be 
quickly processed to get full value from the data.

Logtrust offers real time viewing of what is happening in 
the systems, as well as what is going on in the business. It is 
capable of collecting 100,000 eps/core, 65,000 eps/core in 
correlation and more than 1,000,000 eps/core in queries.

Audience equals money.
If media companies are able to measure the number and 
type of people who watch their programs in greater detail, as 
well as where they are located, what devices they use and at 
what times, this data may be crucial when negotiating with 
advertisers.

Let us not forget that the main source of funding for media 
companies is advertising.

A more in-depth and detailed understanding of the audience 
may determine what message is sent, which messages arouse 
greater interest and which obtain a greater response.

Logtrust incorporates powerful visualization and geolocation 
tools which offer a level of understanding previously unheard of. 

2Solution
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It can, for example, record the IP address of every connected 
Smart TV and locate the position of the audience. This allows 
the measurement of core audiences and shaded areas by 
using heat maps and choropleth location maps.

Logtrust also allows the measurement of, for example, the 
number of homes connected to each channel per day, month 
and year; comparisons between weekends and weekdays, and 
detailed measurements of peak and off-peak viewing hours 
for each channel. For each type of information, Logtrust 
offers graphs which can be customized according to needs.

The following heat map shows the geographical location in 
which a particular channel is viewed on a Smart TV.

Audience measurement by channel can be easily visualized 
on this graph.

This Voronoi diagram shows the distribution of audiences by 
channel, by region, by city and even by service provider. The 
channels with the greater number of viewers can be seen at 
a glance and a closer examination reveals the distribution by 
channel and city.
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Logtrust chord diagrams correlate data from different tables. 
This makes it possible to compare channels and regions to 
obtain, for example, the percentage of channels viewed in 
a region and – using the same graph – determine which 
regions watch, for example, Channel2.

Knowing the number of televisions that are showing a 
particular program in real time, or audience figures at any 
particular moment, allows this data to be cross-referenced 
with advertising data in order to offer publicity aimed at the 
audience that exists at that moment and modify rates in real 
time.

Logtrust allows the comparison of a sample from a particular 
day and time with a sample from a previous week or 
month, and obtain comparative reports in order to study 
development.

A service of constant quality.
Logtrust monitors events to ensure good service quality. This 
allows media companies to analyze signal quality and receive 
alerts in real time to prevent service cuts, dropouts because of 
insufficient bandwidth or saturation in the devices that receive 
events.

It can also measure the failure rate in decoders by model and/
or location. Logtrust graphs show the volume and % of faults. 
This allows detecting in real time the exact point between the 
decoder and the center where the problem was produced 
and resolving it more quickly.
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For example, if a lot of faults are produced on decoders in a 
specific area, technicians can receive an alarm to fix the error 
before any more are produced.

This graph shows the volume of faults per day.

The process for updating router firmware can be controlled 
and the update can be stopped if something goes wrong.

Regarding service quality, customer support daily phone calls 
can be monitored with, for example, an alert being triggered if 
a call center exceeds a threshold of a specific number of calls.



7

L ogtrust quickly allows the user to:

• Monitor audiences over multiple devices.
• Analyze the preferences and consumer habits of 

viewers.
• Segment the audience to:

 o Offer specific content.
 o Personalize publicity and promotions.

• Engagement.
• Reveal trends.
• Monitor streaming signals.
• Ensure service quality with IT Monitoring.

By improving user experience, we also improve the 
company’s profits.

Why base decisions on perception? The Logtrust platform 
collects real data and, by applying operational intelligence, 
performs an exhaustive analysis in real time, advanced alert 
management and long-term trend prediction. Would you like 
additional information?

Would you like additional information? 

Please contact Logtrust at marketing@logtrust.com
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