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Media vision 2020 

Technology 

Business Consumer 

The New 
Game 
Of TV 

Changing… 

- Behaviors 

- Demands 

- Experiences 

Changing… 

- Services 

- Business models 

- Value chains 

Changing… 

- Distribution 

- Networks 

- Devices 
Source: Ericsson Media vision 2020 
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›  New entrants bring 
new investment 

–  IP connectivity brings 
new entrants into the 
market 

›  Emerging markets rely 
on mobility 

–  Limited fixed IP 
infrastructure,  

–  Mobile as the primary 
screen? 

›  The Networked Society 
is realized 

–  15 billion video-
enabled connected 
devices 

Media vision 2020 

›  Consumer convenience  
–  Personalization, 

choice and intelligent 
recommendation 

›  On-demand has risen 
to parity with live/linear 

–  50/50 split between 
on demand and live/
scheduled viewing 

›  $750bn revenues  
–  $530bn (2013) 
–  Business models 

reach across 
industries 

–  Personal information 
& advertising is 
increasingly important Source: Ericsson Media vision 2020 
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Representing >620 million 
Consumers 

Qual: 22 in-depth interviews (San Fransisco, London & Stockholm) 
Quant: 23 000 online interviews (1000/country) + booster for age 60-69 
All 23 Markets (Base 23 Markets): Brazil, Canada, Chile, China, France, Germany, Greece, Indonesia, Ireland, Italy, 
Malaysia, Mexico, Portugal, Russia, Singapore, Spain, South Korea, Sweden, Taiwan, Turkey, UAE, UK, US  

Source: Ericsson ConsumerLab TV & Media 2014 Study 
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Average hours watching video on each device per week 
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At home 
Away from home 

BASE: Base 9 Markets [Those who have and use respective device] 

hours 

Device viewing 

Source: Ericsson ConsumerLab TV & Media 2014 Study 
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TV & Video Socializing 

Source: Ericsson ConsumerLab TV & Media 2014 Study 

One screen 
Family viewing 

FROM TO 

Many screens 
Individual viewing 

Mobile devices are impacting the traditional at home TV 
setting and the way consumers watch content 

If you watched us at 11:30 at night in bed, we’d both be on our 
phone. I'll be watching one thing, she’ll be watching another thing” 

Hector, 33, US 
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›  Drivers for place-shifting 
– Killing time on-the-go 
– To finish already started content 
– To find more time for watching 
– As background viewing 

Place-shifting 

Source: Ericsson ConsumerLab TV & Media 2014 Study 

36% place-shift on a weekly basis or more often  
(20% in Sweden) 
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Heavy Video Users ( > 3hrs) Medium Video Users (1 
-3hrs) 

Light Video Users 
(< 1 hr) 

Data usage 

Data consumption In MBs 
(Download + Upload)  

The figure shows Wi-Fi and cellular network data usage among different types of video users. The classification of the 
video usage groups are based on the time spent on video related apps in a month (within ODM Sample) 

US 11% US 15% US 73% of sample 

Source : On-device metering data from Nielsen (5000 Smartphone users in each market) 
BASE: US, Smartphone users who use video apps on mobile phone 

US Total Smartphone  
Wi-Fi consumption 
(Among sample) 

US Total Smartphone  
cellular consumption 
(Among sample) 

Existing business models impact mobile video 
consumption habits 
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Internet enabled TV’s 

58% 

32% 

9% Yes 
No 
Don't know 

BASE: Base 23 Markets 

Are you able to access TV/Video content from Internet  
on one or more of your TV’s? 

Source: Ericsson ConsumerLab TV & Media 2014 Study 

Almost 60% are able to access content from internet on 
one or more of their TV’s  
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Changes in Viewing 

Consumer TV/Video consumption on a more than weekly basis 

83% 
77% 

61% 
75% 

47% 

28% 31% 

25% 

0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

90% 

100% 

2011 2012 2013 2014 

On demand content make up for an increasing part of consumers 
viewing habits, especially streaming  

Source: Ericsson ConsumerLab TV & Media 2014 Study 
BASE: Base 9 Markets [Showing: Use several times a week or more] 

Scheduled broadcast TV 

Streamed video  
(YouTube, short clips, movies, 
programs, TV-series) 

Recorded broadcast TV 

DVD, Blu-ray etc. 
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Cord cutting 
Existing restrictions for the managed services impact the 

perceived value, and trigger cord cutting and shaving  

We’re spending so much money on just Comcast channels, and most of them you don’t 
watch. Should we get a Roku?... If [my husband] wasn’t so obsessed with golf, it would 
be a no-brainer… We literally pay $200 a month for golf” 

Laura, 33, US 

13% 

60% 

12% 

15% 

Increased 
No change 
Reduced 
Eliminated 

BASE: Base 9 Markets 
Source: Ericsson ConsumerLab TV & Media 2014 Study 

21% 

65% 

7% 
7% 

19% 

58% 

12% 

11% 

2012 2013 
2014 
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27% 

28% 

30% 

31% 

32% 

34% 

35% 

37% 

41% 

41% 

43% 

46% 

46% 

47% 

47% 

49% 

49% 

54% 

61% 

Click-to-buy - Order anything you see on TV using your remote 

Interactive TV 

Multi person recommendations 

User generated content (e.g.  YouTube) 

Video telephony through the TV (e.g. Skype) 

Local content - Specifically produced for my area 

Premium mobile live TV  

One service for searching, watching and paying for any video 

Online video services (e.g. Netflix, HBO) 

My TV-/Video content anywhere  

Extreme quality (4K / UHDTV - much higher than HD quality) 

Perfect live video and sound at large events (e.g. a football game/

One stop customer care 

À la Carte TV-/video package  

Subtitles in my language to all movies, programs and series 

Time shift/On demand 

New movies directly on my TV at the same time as theatrical release 

Free from ads/commercials 

Excellent quality (HD quality) 

Important TV features 

Source: Ericsson ConsumerLab TV & Media 2014 Study 
BASE: Base 23 Markets  [Interest, top 2 answers on 7-graded scale] 
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15% 

11% 

19% 

40% 

46% 

59% 

0% 50% 100% 

None of these strategies 

Other strategy to avoid watching ads 

Use illegal services in order to avoid ads 

Record it in order to be able to skip the 
ads 

Change the channel while the ads are on 

Do something else (e.g. leave the room, 
browse internet on phone) 

Ad coping strategies 
Do you do any of the following activities in order to avoid watching 
TV and video ads and commercials?  

Source: Ericsson ConsumerLab TV & Media 2014 Study 
BASE: US and Canada 
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›  Willingness to pay to get rid of ads 
›  Ads interrupt the experience 
›  Many actively avoid ads (e.g. DVR) 

›  Help finance existing viewing habits 
›  Some ads are fun, a few relevant 

Ad’s model under attack 

Source: Ericsson ConsumerLab TV & Media 2014 Study 

Ads need to become 

More relevant Non-intrusive Opt-in 

Selling very targeted TV ads is merely a technician's wet dream – mass market TV ads will 
continue to be the bread and butter for the commercial TV industry also in the foreseeable future.” 

Malte Andreasson, United Screens, Sweden 
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Atomized Pre-bundled 

Atoms & aggregation 

Full personalization 
Scattered experience 
Additional access cost (data) 

All-in-one experience 
Little or no personalization 
No additional access cost 

Consumers want a fully atomized media experience, but they still 
want help aggregating it all 
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Atomized Pre-bundled 

Atoms & aggregation 

Full personalization 
Scattered experience 
Additional access cost (data) 

All-in-one experience 
Little or no personalization 
No additional access cost 

Consumers want a fully atomized media experience, but they still 
want help aggregating it all 




