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Gender Region Age

Education / Job

Under $20k

$20k to $60k

$60k to $100k

$100k to $200k

$200k+

15%

29%

22%

21%

13%

Household income

Respondent Profile

29% 71%

Base: All respondents, 1094
* based on employed - 798
Source: CNN // Ericsson Joint Study – Future of TV 2008

Average : 37 years old

$100k+                                34%

http://images.google.com/imgres?imgurl=http://www.premier-lighting.com/sales/apollogobocat/gobos/4000s/4131.gif&imgrefurl=http://www.premier-lighting.com/sales/apollogobocat/symbols2.html&h=354&w=357&sz=5&tbnid=ff03iwGlhuMJ:&tbnh=116&tbnw=117&start=10&prev=/images%3Fq%3Dmale%2Bsign%26hl%3Den%26lr%3D
http://images.google.com/imgres?imgurl=http://www.premier-lighting.com/sales/apollogobocat/gobos/4000s/4130.gif&imgrefurl=http://www.premier-lighting.com/sales/apollogobocat/symbols2.html&h=355&w=357&sz=4&tbnid=ZgWnAAgYeUEJ:&tbnh=116&tbnw=117&start=7&prev=/images%3Fq%3Dmale%2Bsign%26hl%3Den%26lr%3D


97%

56%

24%

22%

2%

73%

At Home

At work

On The Move 

Internet Cafe

College/University

Other

Q. From which of the following locations do you access the Internet? Select all that apply
Base: Respondents with internet access on their mobile (642)
Source: CNN // Ericsson Joint Study – Future of TV 2008

Internet Access Location Via Mobile 

Internet access @ home is ubiquitous. ‘On the move’ is the third most popular 
location for accessing the internet 

Presenter
Presentation Notes
**At home include for work and personal use

Males aged between 25-44 are most likely to be accessing the internet on the move



73%

27%

Share 
Video 
UGC

Don’t 
Share 
UGC

¾ are already sharing user generated content, largely with family and friends

User Generated Video Content

Q. Thinking now about consumer generated video content (e.g. videos of family, friends etc) with whom do you share this?
Base: All respondents, 1094
Source: CNN // Ericsson Joint Study – Future of TV 2008

63%

61%

16%

6%

Friends

Family

Other community
members

Broadcasters/news
media

Who do you share user generated 
video content with?

Under 45 yrs Over 45 yrs

Share User 
Generated Video 

Content
75% 66%



29%

12%

12%

10%

Record
Video Clips

Watch
Videos

Watch
Mobile TV

Send Videos

Q. Which of the following activities do you do on your mobile phone or other mobile device (e.g. MP3 player)?
Base: All respondents – 1094
Source: CNN // Ericsson Joint Study – Future of TV 2008

TV/Video Activities Via Mobile

Mobile is used as a recording device more than for viewing or transmitting

Presenter
Presentation Notes
Almost a quarter interact with TV or video on their mobile on a daily basis. Mobile is used as a recording device more than for viewing or transmitting



60%

6%

4%

1%

8%

13%

Broadcaster's
website

Broadcaster's area
on You Tube

Online TV services
e.g. Joost, Jalipo

Content aggregator
e.g. Real Networks

Via Slingbox

Other

Q. How do you usually access TV content on your PC (desktop/laptop)?
Base: Respondents who watch TV on: Desktop/Laptop – 748
Source: CNN // Ericsson Joint Study – Future of TV 2008

Trusted branded sites are the most popular route to online video content

Sites For TV Content Online



% Increased% Decreased

Q. To what extent would you say your viewing of TV content has increased or decreased by device over the last 3-4 years?
Base: All respondents, 1094
Source: CNN // Ericsson Joint Study – Future of TV 2008

20%

40%

14%

20%

55%

32%

23%

40%

TV viewing via PCs has seen significant growth in the last few years. A third 
report increased viewing on their home TV

Perceived Change In TV Viewing

67% say TV 
viewing has 

increased via 
PC (Laptop/desktop)



Reasons for Watching TV Online 
Desktop/Laptop

Q. What are your reasons for watching TV content on your PC (desktop/laptop)?
Q. And what is the single most important of these reasons?
Base: Weekly TV viewers on: Desktop/Laptop – 748
Source: CNN // Ericsson Joint Study – Future of TV 2008

42%

34%

32%

24%

8%

7%

71%

51%

Flexibility - watch
when I want

Catch up - watch
what I missed

Programme choice

Making my own
schedules

Filtering / Avoiding
Advertising

Ability to find TV
brand I like

Avoiding family
arguments

Other

Flexibility is the top reason to access TV content online

34% felt that “flexibility” 
was the most important 
reason for TV viewing 
followed by catch-up 
with 10%

Presenter
Presentation Notes
Filtering. avoiding advertising 36% for NA and for those NA that chose it is the second most important rea



TV is the platform of choice for longer viewing sessions whilst the PC is 
preferred for shorter bursts of viewing

8.9 Hours

On TV

2.6 Hours2.9 Hours 1.4 Hours

Average time spent in a week watching TV

10 Hours+ 
9% 

10 Hours +
35% 

10 Hours+
9% 

10 Hours+
5% 

% spending 10+ hours per week

Hours of TV  Viewing By Device

Q. On average, how many hours per week do you spend watching TV (whether on your home TV, via the internet on your 
desktop/laptop or on your mobile phone or other mobile device)?
Base: All respondents, 1094
Source: CNN // Ericsson Joint Study – Future of TV 2008

Presenter
Presentation Notes
21% for laptop less than an hour -18% 1 to 4 – 8% 5to 9

16% for desktop less than an hour -13% 1 to 4 – 5% 5to 9

10% for mobile less than an hour -3% 1 to 4 – 2% 5to 9

9% for TV less than an hour 27% 1 to 4 – 19% 5to 9
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