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SYNOPSIS   

 

Second-Screen Usage 

Patterns examines usage 

and adoption trends of 

second-screen platforms 

and usage while viewing 

primary video content, with 

particular emphasis on 

mobile devices 

(smartphones and tablets). 

The research analyzes 

adoption of second-screen 

platforms and identifies 

video viewing habits by 

second-screen users vs. 

second-screen non-users. 

It also examines the 

potential effects that mobile 

data usage could have on 

second-screen 

experiences. 

 

ANALYST INSIGHT   

“Content providers continue to seek ways to capitalize on viewer attention toward second-screen devices, even though the 

abundance of second-screen apps experienced low usage among video viewers. The second-screen experience that viewers crave 

is much simpler, having more to do with finding program information than redefining the experience.” 

― Glenn Hower, Research Analyst, Parks Associates 
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