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The line-up for this presentation

Media in the 21st century
Living with change

Second-screen apps
What do we mean by “app”?
How do apps fit into social media & social communication?
Which “screens” are we talking about?
What is the current app situation?

Designing second-screen apps                                
- what's hot and what's not?

What do we mean by “design”?
What research disciplines are involved in second-screen development?
Second-screen apps in the near future
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Analogue
Natives

Digital 
Natives

Media in the 20th century
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Digital 
Natives

Media in the 21st century



Media in the 21st century

Most of us in the room are 
digital immigrants. 
But we live with digital natives 
and analogue natives.

Most of us in the room are 
digital immigrants. 
But we live with digital natives 
and analogue natives.
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Analogue
Natives

Digital 
Immigrants

Digital 
Natives

Source of the terms: Prensky, Marc (2001). Digital Natives, Digital Immigrants. 
From “On the Horizon” MCB University Press, Vol. 9 No. 5, October 2001

Media in the 20th and 21st century

What is changing? How fast does change happen?
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The technologies we use are changing

Household Ownership 2002-12
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HKD billion

Advertising revenue is changing

Advertising spend 2004-2011 (Denmark)
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Media Consumption is Changing

Daily Media Consumption  (Danes 2012)
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MAIL Online 30 August 2010 (UK)
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MAIL Online 15 May 2013 (UK)
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The Economist 9 November 2013

女神办公室trailer: 
http://v.youku.com/v_show/id_XNjI2MjI4MjY0.html
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The Economist 9 November 2013

Text
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Media in the 21st century

Key take aways:

Information and Communication 
Technologies change continually
Our society is diverse - it consists 

of analogue natives, digital 
immigrants and digital natives
Our needs as human beings         

are largely the same but                
they are satisfied in different ways
A sense og what is changing and 

the rate of change is critical
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Media in the 21st century
Living with change

Second-screen apps
What do we mean by “app”?
How do apps fit into social media & social communication?
Which “screens” are we talking about?
What is the current app situation?

Designing second-screen apps                                
- what's hot and what's not?

What do we mean by “design”?
What research disciplines are involved in second-screen development?
Second-screen apps in the near future
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What do we mean by “app”?

App is short for application software 

Frequently used to mean mobile app 
(more specific) or 
computer program (more general).

How do apps fit into social media & social 
communication?
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Social - what do we mean?

12

On the phoneOn the phoneDialogueDialogue

Lending a bookLending a book Sharing photosSharing photos
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Social Media - what do we mean?

SynchronousSynchronous

13

AsynchronousAsynchronous
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Social Media - what do we mean?

14

Same
place

(presencial)

Same
place

(presencial)

Different
place

(virtual)

Different
place

(virtual)
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Social Media - what do we mean?

15

Synchronous
Virtual
Synchronous
Virtual

Synchronous
Same place
Synchronous
Same place

Asynchronous
Virtual
Asynchronous
Virtual

Asynchronous
Same place
Asynchronous
Same place



21

Are social media ‘social’?
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So what about this case - social media?
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Apps and Social Media 

Key take aways:

Social originally meant 
communication at the same time 
and place
Social now covers virtual 

communication
When designing social media we 
need to keep in mind 
time (synchronous or asynchronous?) & 
place (presencial or virtual communication?)
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Second-screen apps - what are they?Second-screen apps - what are they?

17
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Second-screen apps - what are they?Second-screen apps - what are they?

18
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Brass Monkey Beta
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TEND TO BE:

•Male

•8095er

•College educated

•Constant user of social media

•Significantly more likely than average to socialize 
content about entertainment

•Behavior highest among those residing in India, 
Brazil and China

Q6 When watching entertainment content, how often are you simultaneously using another device 
[e.g. television, computer, smartphone, tablet, etc.]?

Q7 How likely are you to use multiple devices while watching entertainment content to enhance  your 
entertainment experience?

96%
HAVE SIMULTANEOUSLY USED ANOTHER DEVICE WHEN WATCHING ENTERTAINMENT, 
AND 51% DO SO “ALWAYS” OR “MOST OF THE TIME.” 

70%
EXPERIENCE
ENHANCERS

Source: Edelmann (2013). Designing the Future of Entertainment. 2013 Global Entertainment 
Surveyhttp://www.slideshare.net/EdelmanInsights/2013-edelman-global-entertainment-survey

Seven-in-ten enhance TV by simultaneously using 
another device

Second-screen apps - what are they?
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Second-screen apps - what are they?Second-screen apps - what are they?

20

Synchronous
Taking part (女神办公室), Voting & Quizzes 
Breaking news & Sports results

Access services (customizable subtitles,optional sign language overlay, AD)Discussing TV with family & friends

Synchronous
Taking part (女神办公室), Voting & Quizzes 
Breaking news & Sports results

Access services (customizable subtitles,optional sign language overlay, AD)Discussing TV with family & friends

Asynchronous
Video On Demand (TV & video online)
Meta-content (looking for something)
Recommendations 
Information services linked to the show

Asynchronous
Video On Demand (TV & video online)
Meta-content (looking for something)
Recommendations 
Information services linked to the show
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Second-screen apps - what are they?Second-screen apps - what are they?

21

Synchronous
Taking part (女神办公室), Voting & Quizzes 
Breaking news & Sports results

Access services (customizable subtitles,optional sign language overlay, AD)Discussing TV with family & friends

Uses broadcast & broadband on same TV
Mechanisms for synchronising content   
from 2014 (HbbTV 2.0)

Source: Looms, Peter Olaf (2013) TV in the 21st Century – One Screen or Two?         
RTHK Media Digest. Hong Kong SAR, China.                                                                     
http://rthk.hk/mediadigest/20130205_76_122955.html

Synchronous
Taking part (女神办公室), Voting & Quizzes 
Breaking news & Sports results

Access services (customizable subtitles,optional sign language overlay, AD)Discussing TV with family & friends

Uses broadcast & broadband on same TV
Mechanisms for synchronising content   
from 2014 (HbbTV 2.0)

Source: Looms, Peter Olaf (2013) TV in the 21st Century – One Screen or Two?         
RTHK Media Digest. Hong Kong SAR, China.                                                                     
http://rthk.hk/mediadigest/20130205_76_122955.html
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Second-screen apps - what are they?

Closed Captioning / Subtitles 
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Main ‘screens‘                             Second 
screens                            

Cinema Screen

Performing Arts

TV Screen

PC 
Screen

Smart-
phones

Tablets
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Second-screen taxonomy  
Regina Bernhaupt (2013)
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Media in the 21st century
Living with change

Second-screen apps
What do we mean by “app”?
How do apps fit into social media & social communication?
Which “screens” are we talking about?
What is the current app situation?

Designing second-screen apps                                
- what's hot and what's not?

What do we mean by “design”?
What research disciplines are involved in second-screen development?
Second-screen apps in the near future
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Designing second-screen apps 

The Action-Centric model sees design as     
a process informed by research and 
knowledge. 

However, research and knowledge are 
brought into the design process through  the 
judgment and common sense                  of 
designers – by designers                   
"thinking on their feet"
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Designing second-screen apps 
- what's hot and what's not?

“Contrary to a key assumption of the TV 
industry, interaction with digital interactive 
TV (iTV) programmes and ads is driven as 
much by social motivations as it is by 
information seeking. 
This insight was revealed by a survey of a 
representative sample of 867 digital TV 
households in the UK.”

Source: 
Steven Bellman, Anika Schweda and Duane Varan (2008)
The importance of social motives for watching and interacting with digital television. 
Interactive Television Research Institute, Murdoch University, Perth, WA.
International Journal of Market Research Vol. 52 Issue 1.
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Designing second-screen apps 
- what's hot and what's not?

1. Problem Removal. Being a couch potato.
2. Problem Avoidance. The consumer seeks a product or service 

that will prevent a future problem. For example, a viewer might 
check the weather on the TV to see if it is likely to rain.

3. Incomplete Satisfaction. (This would be the typical motivation 
for switching channels).

4. Mixed Approach-Avoidance. 
5. Normal Depletion. This ‘empty larder’ motivation drives a lot of 

habitual consumer behaviour.
6. Sensory Gratification. (This would be the typical reason for 

choosing to watch an entertaining TV show).
7. Intellectual Stimulation and Mastery. (Seeking information 

out of curiosity … would be the typical motivation for watching 
documentaries).

8. Social Approval. The consumer seeks recognition from social 
reference groups through the use of the product or service.

Source: 
Steven Bellman, Anika Schweda and Duane Varan (2008)
The importance of social motives for watching and interacting with digital television. 
Interactive Television Research Institute, Murdoch University, Perth, WA.
International Journal of Market Research Vol. 52 Issue 1.
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Designing second-screen apps 
- what's hot and what's not?

Source: Edelmann (2012) Value and Engagement in the Era of Social Entertainment and Second 
Screens.http://www.edelman.com/insights/intellectual-property/value-engagement-in-the-era-of-social-
entertainment-and-second-screens-2012/
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Designing second-screen apps 
- what's hot and what's not?
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People say they want immersive 
and interactive experiences

Watch more than one episode of my favorite TV show in one sitting

Try new ways to interact with entertainment

Access additional online content related
to my entertainment

Interact in real time with what I am watching

Use social networks to interact with talent
from the entertainment I like

Vote for my favorite contestants on reality
TV or music talent shows

Watch content while simultaneously using
my personal device to buy merchandise

88%

73%

70%

65%

63%

61%

60%
Source: Edelmann (2013). Designing the Future of Entertainment
2013 Global Entertainment Surveyhttp://www.slideshare.net/EdelmanInsights/2013-edelman-
global-entertainment-survey 

Q8 Thinking of your favorite 
television shows, how likely are 
you to watch more than one 
episode in one sitting?Q10 
Please indicate how likely you 
would be to engage in the 
following activities.
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Q16 Generally speaking, how likely are you to use social media to share content about each of the 
following?

People are as likely to share about 
entertainment as about themselves 
or their friends

Your Family

Local/Regional news

National/World news
Your friends

Yourself

Entertainment

76%

76%

75%

67%

64%

65%

Emerging markets (India, Brazil, 
China and Turkey); 8095ers; and 
college graduates lead the trend
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Q23 Which of the following best represents your view? Please rank your top three responses. When I 
use social media to share content about entertainment, I do it mostly... (Shown: % First choice)

Globally,
people are
more likely to share 
positive than negative 
experiences

5x

20%

4%

To share joy/satisfaction

To warn others not to waste time 
or money on content that is not 
entertaining
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Media consumption in connection with events
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Media consumption in connection with events

•IBC in September 
2013 focused on the 
interplay between 
“traditional media” 
and social media.
• IBC’s session “The 
2nd Screen - From 
Statistics to Services” 
looked at users and 
value.

Sarah Pearson
ACB, UK

Video ethnography
of major events

Regina Bernhaupt
RUWIDO, France
User modelling

Les Carter
BlackArrow, USA
2nd screen and 

advertising
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Media throughout the day

Media use for a 24 hour cycle (Netherlands - March 2012)

Source: Bram Tullemans.
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Media throughout the day

Media use for a 24 hour cycle (Netherlands - March 2012)

Source: Bram Tullemans.
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The Long Tail and the Water Cooler

Source: Chris Anderson. The Long Tail. 
WIRED magazine Issue 12.10 - October 2004   
http://www.wired.com/wired/archive/12.10/tail.html
Illustration from 
http://www.searchengineguide.com/matt-
bailey/keyword-strategies-the-long-tail.php

Source: Bram Tullemans. Multiplatform measurement 
- The watercooler has gone digital. p 14-15.Tech-i 
Issue 13 • September 2012. EBU, Geneva.  
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Regina Bernhaupt and analysis of users

1. Turn on set
2. Select channel  
(press one of 5 buttons)

1  2  3  4  51  2  3  4  5
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Point-and-click / Finger movements
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Second screen app for selecting content

Source full article: 
Looms, Peter Olaf (2013) TV in the 21st Century – One Screen or Two? RTHK Media Digest.  Hong 
Kong SAR, China. http://rthk.hk/mediadigest/20130205_76_122955.html
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Regina Bernhaupt and analysis of users
Source: Regina Bernhaupt (2013) 1,2, Michael Pirker 1 and Bastien Gatellier 2 1 ruwido, Austria and 
2 IRIT, FranceIDENTIFICATION OF USER EXPERIENCE AND USABILITY DIMENSIONS FOR SECOND 
SCREEN APPLICATIONS: RESULTS FROM AN EXPERT EVALUATION USING GENERIC TASK MODELS. 
IBC Congress 2013. 13 Setpember, 2013, Amsterdam, Netherlands.
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Regina Bernhaupt and analysis of users
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Where do we go from here?
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Designing second-screen apps 
- what's hot and what's not?

Key take aways:
Smartphones and tablets are truly 

ubiquitous
Understanding social motivations 

can help us design media
We can use a wide range of sources 

and research methods to come up 
with effective and compelling media 
experiences
Apps and second-screen apps are 

set to play a role in stimulating mass 
media and the performing arts. 
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International
Telecommunication
Union

Barrier-Free Digital Television 
25 May 2011  European Commission

Contact details:

Peter Olaf Looms
Ellesvinget 25
DK-2950 Vedbæk
DENMARK
E: polooms@gmail.com
M: +45 51 56 75 46
Skype: pol-denmark
WeChat: peterolaflooms

Thank you for listening


