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U.S. Highlights     
 

□ In biggest DVR market, users report extensive replay of television 
programming. This is resulting in ad skipping and revenue shakeup unless 
producers and broadcasters reinvent marketing formats and messaging: 
o 24 percent have a DVR in their home, and 48 percent have used video-on-

demand from a cable company or other provider 
o While 33 percent report watching more television content than before the DVR, 

53 percent report watching at least fifty percent on replay 
 

□ Users feel extreme regarding new forms of advertising. Marketers have to work 
harder than ever to understand individuals and micro-segments: 
o Nearly 50 percent reported that video spots online – during, pre-rolled or as 

sponsorships – were the least annoying form of advertisement.  Other formats 
tested were banner ads, pop-ups, and contextual search ads 

o However, nearly the same level of consumers responded the same forms of 
advertising were most annoying online 

o Additionally, 11 percent said they’d be willing to pay a little for ad-free viewing of 
video online 

 
□ U.S. users report more usage of social networking sites and user generated 

content than almost any other content services category: 
o 45 percent use social networking sites 
o 29 percent visit user generated content sites 
o 24 percent use a music service such as iTunes 
o 24 percent subscribe to premium television content  

 
Europe Highlights 
 

□ In progressive mobile markets, users report content service adoption and 
cannibalization: 
o In the U.K., 26 percent reported watching mobile video, including mobile phones 

and iPods 
 73 percent reported using their phones for SMS; 16 percent reported using 

their mobile phones for gaming; 15 percent reported using their mobile 
phones for music;  15 percent reported using their mobile phones for sports, 
news and traffic and two percent for television shows 

o For those in the U.K. who had watched mobile video, 18 percent said they 
reduced “normal” television by a little and another eight percent reduced “normal” 
television by a lot; four percent substituted television on their regular TV for use 
on their new device. 

 
□ For respondents in Germany who had watched mobile video, 23 percent prefer 

to view user generated content and 21 percent prefer video trailers or 
promotions 

 
Asia Highlights 
 

□ Japan lags the U.S. and U.K. in social participation, reinforcing the need for 
media companies and marketers to localize by market as well as catering to 
individuals and micro-segments: 



o When asked if they had already contributed to a social networking site, like 
MySpace or Xing, 9 percent of respondents from Japan reported yes, compared 
with 16 percent of U.S. respondents and 20 percent of U.K. respondents 

o When asked if they had already contributed to video content sites, like YouTube, 
four percent of respondents from Japan reported yes, compared with seven 
percent of U.S. respondents and nine percent of U.K. respondents. 

 
□ Australia on the other hand topped all countries surveyed with 30 percent 

contributing to social networking sites and nine percent to video content sites 
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