THE EVOLVING ROLE =
OF TV AND MEDIA ERICSSON

Consumers’ relationship with how they view content is changing.
Ericsson ConsumerlLab’s TV and Media 2016 report analyzes insights
from 24 countries to understand shifting habits.

THE CONTENT

MASSIVE GROWTH DISCOVERY CHALLENGE

IN MOBILE VIEWING

US consumers spend 45 percent
more time searching on video &2 more 5
on-demand (VOD) services than

scheduled linear TV services

Average weekly viewing on
mobile devices has increased
by 4 hours since 2012

But fixed screen
viewing has declined
by 2.5 hours

TV and video
viewing time
+1.5 hours

PAID SCHEDULED TV REIGNS
SUPREME IN SPENDING

It accounts for about half
of the average household
media spending in the US

But, US consumers spend
60 percent more on VOD
services than 4 years ago

3

VOD spending

MOBILE STREAMING WITHOUT LIMITS

40 percent of consumers
are very interested in an

unlimited mobile video PP

streaming plan Scheduled [ 7
lhizeer 1 NURTURING

At 46 percent, -4 hours/week GROWING

millennials are the

most interested EXPECTATIONS

Targeting consumer needs will be a challenge in
the future, but will be worthwhile as consumers’
love for TV and video continues to grow.
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