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Innovation 

IBOPE Aims at Twitter 

 

Technology startups open in Brazil a market that is already successful in the United 

States, focused on measuring TV audience using social media comments. 

 

by Marcus Vinícios Brazil 

Photos: Dulla 

INFO - July 2013 

 

When the credits rolled at the end of the first chapter of the soap opera Sangue Bom, 

on Rede Globo, the audience measured by IBOPE indicated a tepid debut. There were 28 

points on average that April night, which is equivalent to around 17 million people tuned in 

to the 7pm show. The soap opera Cheias de Charme, the biggest hit in recent years, 

reached 35 points in the first episode. 

While IBOPE showed less than encouraging data, another company's report painted 

a better scenario, based on comments made on Twitter. On social media, 95% of posts 

about the chapter were positive, starting with the praised soundtrack. It only took a few days 

on air and Sangue Bom's audience rose, reaching averages higher than those recorded by 

its predecessor, Guerra dos Sexos. 

The insight that the soap opera could catch on was given by Tuilux, a startup founded 

in Santos, on the coast of São Paulo, to study television audiences based on Twitter posts. 

The analysis is done by algorithms that track millions of monthly tweets. 

After an initial screening, which looks for content related to TV, the comments are 

sifted again by the analysis software, which searches for more detailed data. 

“We developed an algorithm that gets whether a post is positive or negative right at 

least 85% of the time”, says Helder Knidel, one of the founders of Tuilux. The company was 

created in 2012 by three professionals with experience in recommendation systems for e-

commerce: Knidel, 36 years old, Humberto Ribeiro de Souza, 34 years old, and Leandro 

Nunes de Castro, 39 years old. The Astella investment fund suggested they use technology 

to measure the audience. 

Using Twitter to measure audience was only possible because Brazilian 

professionals began to specialize in analyzing huge masses of data. 

Tuilux is not alone in this type of offer, which is starting to gain popularity in Brazil. 

The startup Qual Canal, from Brasília, is also participating in the race to work with 



broadcasters, advertising agencies, in addition to IBOPE itself, in offering more accurate 

information gathered from Twitter. There is also the Argentinean Zauber Labs, which is 

trying to conquer a part of the Brazilian market and already has among its clients Rede 

Record and Yahoo! 

“The fact that the Twitter system is open allows companies to create services around 

it”, says Guilherme Ribenboim, general director of Twitter in Brazil. “The combination of 

critical mass with an open platform leads to the emergence of this ecosystem.” 

The existence of Brazilian professionals capable of developing systems to analyze 

large amounts of data and extract some meaning from them was also essential. 

Engineer Leandro Nunes de Castro, from Tuilux, for example, completed his post-

doctorate at the University of Kent, in the United Kingdom, and develops work focused on 

the analysis of large volumes. He is a reference in Natural Computing. 

At Qual Canal, the profile of the founders is also technical. Anderson Fér, 27 years 

old, and André Terra and Fabrício Buzeto, both 28 years old, studied Computer Science. 

Flávio Ferrari, 53, studied Engineering and was president of IBOPE Media Information. They 

underwent mentoring at the Californian accelerator 500 Startups and returned to Brazil in 

March. “In California, we saw what the future of this market will be,” says Fér. Argentinian 

Gabriel Baños, 31, founded Zauber Labs in 2007, after graduating in Systems Engineering. 

Two years ago, the company specialized in analyzing tweets. 

 

 

Tweet Analysts Humberto Ribeiro de Souza, Helder Knidel and Leandro Nunes de Castro, 

from Tuilux, who study TV audiences based on Twitter posts  



 

One of the technological challenges for these new startups is identifying which posts 

refer to TV content. This is where knowledge in Natural Computing comes in, a branch of 

Computer Science that uses examples from nature to solve problems. “We started working 

on the algorithms over a year ago and we continue to improve. We have a dedicated 

research team”, says Baños, which employs 30 Engineers at his headquarters in Buenos 

Aires, and plans to open an office in São Paulo later this year. 

In the case of analyzing comments about the soap opera Avenida Brasil, for example, 

it was necessary to eliminate references to the Rio de Janeiro Avenue that has the same 

name. “Not everything we found was related to the soap opera”, says Knidel, from Tuilux. 

“We created a contextual search, which searches the post for any element that refers to TV”. 

Qual Canal already provides reports for Rede Globo, and Tuilux has among its clients 

the advertising agencies Loducca and JWT. They do not reveal what the contract values 

are. Zauber charges monthly fees of up to BRL 5,000. 

“I see the same phenomenon in Brazil as we see in the United States,” Chloe 

Sladden, global deputy president of media at Twitter, told INFO, referring to the trend of 

young technology companies teaming up with broadcasters or research institutes to analyze 

audience. 

In Brazil, IBOPE is already working with Qual Canal on a survey to verify the impact 

of social networks on measuring the audience of a TV program. “Our expectation is that this 

study will highlight trends and contribute to defining strategies in this new scenario”, says 

Juliana Sawaia, head of the Learning & Insights Department at IBOPE. “Based on the idea 

that it is an increasingly common habit to comment on programming, we need to evaluate 

this phenomenon.” The study is still in its early stages. 

Among the approximately 9 million people who use the internet and watch TV at the 

same time in Brazil, 29% comment on what they see. This change in behavior also affects 

the content production of broadcasters. “Before, TV directors received lots of letters. 

Nowadays, we have better tools to understand who is on the other side of the screen”, says 

Antonio Guerreiro, director of new media at Rede Record. “We monitor whether characters 

are doing well, whether we need to give them more strength," says Guerreiro. 

Among the 9 million people who browse the internet at the same time as watching 

TV, 29% comment on the content on social media. 

The Multishow channel applies this analysis mainly to its live broadcasts. “I personally 

follow the rankings on Twitter, and then we check with the audience”, says Guilherme Zattar, 

director of the broadcaster. “A product that automates this is amazing for channels that have 



interactive programming.” 

Advertising agencies also benefit from improved audience measurement. Practical 

example: if a show suddenly has a great number of viewers, it is possible to identify exactly 

what was commented on Twitter during that peak. This makes it easier to predict whether 

the phenomenon will repeat itself or not. 

“Our work depends on looking at past data and trying to predict how the public will 

behave in the future”, says Daniel Chalfon, deputy president of media at the advertising 

agency Loducca, in São Paulo, which already uses the system from Santos-based Tuilux. 

Guilherme Werneck, responsible for the social media division at MTV Brasil, says 

that there is still a long way to go before the definitive adoption of this type of audience 

measurement, as there is a lack of a standard. “Everyone needs to be on the same page,” 

he says. But there are those who are betting on a market broad enough to accommodate 

many companies. “Some will specialize in serving agencies, others will serve broadcasters”, 

says Flávio Ferrari, from Qual Canal. 

Twitter itself, which feeds all these companies, is betting that, in the future, there will 

be a fight for leadership in this market. “I think the models will mix”, says Guilherme 

Ribenboim. “Each company chose a certain path to start operating, but down the line they 

will compete.” 

  



  

 



  

 



  

 



 

 


