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About this report

This report analyses real-world smartphone usage data to provide
a detailed view of how consumers engage with mobile video apps
on their handsets. The report examines both how usage varies by
geography, demographic, content and service type and
relationships between key usage metrics, such as data traffic,
minutes of viewing and session duration.

The report also provides recommendations for operators on
segmenting their customer base to take into account mobile video
usage.

It is based on data collected by Verto Analytics using a passive on-
device monitoring app during July and August 2016.

KEY QUESTIONS ANSWERED IN THIS REPORT

= How much does mobile video depend on the availability of Wi-Fi and how
might that change in future?

= How does video consumption vary by time of day, country, network, and
device?

=  Which customers are using subscription (SVoD), transactional (TVoD) and
advertising video on demand (AVoD) services® and how does that relate
to traditional pay-TV providers’ multi-screen services?

= How are direct-to-consumer (D2C) propositions from TV networks
succeeding on mobile?

= How do services such as HBO GO compare to Netflix or Google Play
\ Movies on mobile devices? y

1 See Methodology section for detailed definitions of SVoD, TVoD and AVoD services.
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SURVEY OUTLINE GEOGRAPHICAL COVERAGE

The analysis is based on data =  Germany
provided by Verto Analytics, collected -
using a passive on-device monitoring
app called Smart Panel.

India
= United Kingdom (UK)

= United States of America (USA)
The app tracks:
= app downloads and usage
= system processes
= data traffic from each app/process
= yoice traffic
= web browser activity.
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WHO SHOULD READ THIS REPORT

= Strategy and planning executives who are responsible for mobile
operators’ video apps, services and strategies and their partnerships
with OTT video players.

= Executives in fixed operators’, mobile operators’ or TV providers’
technology and innovation teams who are responsible for developing
video apps and services.

= Marketing and sales executives at vendors of communication services
equipment and software, as it will help them understand the needs of
their operator customers and their end users.
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Younger adults contributed the majority of viewing minutes by a

significant margin

Millennial adults (those aged 18-34) accounted for 71% of all
minutes of video app viewing in our panel. This was due to a
significant inverse correlation between age and the average daily
video viewing time (Figure 13).

Penetration of video apps was higher among 25-34 year olds than
18-24 year olds, which counterbalanced the higher minutes of
usage (MoU) of the younger group such that 25-34 year olds
actually contributed the largest number of viewing minutes among
our panel.

Life stage is a key factor in this difference: 25-34 year olds are more
likely to commute, which may create demand for mobile video, and
may also be parents who are introducing young children to video
content on their mobile devices. We identified users of apps such as
PBS KIDS Video and WATCH Disney Junior amongst our panel and
this is considered a significant use case for the BBC iPlayer.

One notable exception to the general trend for lower engagement
amongst older panellists was the use of video apps with live
streaming capability among those aged 55 or over. Both penetration
and average MoU were higher for this age category than for 45-54
year-olds. This is consistent with TV set viewing - older consumers
watch more hours of video content.

We could not conclude that higher MoU among young people
suggests a greater inclination to watching longer-form content -
younger users are more likely to use playlists of short content.
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Figure 13: Average usage of mobile video by age category and video service category (main
chart) and contribution of each age category of users to total video viewing (inset) [ 7= 8408]
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Consumer smartphone analytics: mobile video

The average panellist used 1.9 video apps - not many consumers use

paid-for services on mobile at present

Figure 17: Combinations of video apps used on each handset in the panel [#7= 8408]
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The average smartphone user in our panel used 1.9 video apps,
and one of these was almost always YouTube.

Only 39% of smartphone panellists used an app that was
associated with a paid-for service.

AVoD, and players such as YouTube, are important. AVoD apps
command valuable levels of engagement and are an ideal
platform from which to launch paid-for services, following either a
freemium model, TVoD, or associated SVoD or live streaming
service. YouTube is now pursuing this strategy with YouTube TV.

The image of a ‘typical high-powered user’ who consumers Google
Play, Netflix and YouTube content on-the-go (for example) only
describes 8% of our panellists at most. Consumer strategy teams
must therefore ensure that their segmentation of mobile video
users is proportionate to the usage behaviour of these groups.

Operator initiatives have only low penetration in the context of the
whole market, but can reach high penetration within individual
operator bases.

1 This varied from an average of 1.5 apps per user in Germany to 1.7 in India, 2.0 in the USA and
2.2 in the UK.
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio CONSULTING

=  We deliver tangible benefits to clients across the telecoms
industry:

O\g“a\ ’transformal«,b,7

— communications and digital service providers, vendors,
financial and strategic investors, private equity and

Consumer _ infrastructure funds, governments, regulators,
services Regulation broadcasters, and service and content providers.
__ and policy
Digital = QOur sector specialists understand the distinct local challenges
economy facing clients, in addition to the wider effects of global forces.
; =  We are future-focused and help clients understand the
Enterprise Transaction C ne'p .
challenges and opportunities that new technology brings.
and loT ° support
e Mason
RESEARCH
Regional )
markets *  Our dedicated team of analysts track and forecast the
Strategy different services accessed by consumers and enterprises.
Telecoms and planning G :
software and q = We offer detailed insight into the software, infrastructure and
EIS technology delivering those services.

= Clients benefit from regular and timely intelligence, and direct
access to analysts.
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Consumer services programmes
Mobile Services

Mobile Devices

Fixed Broadband Services
Convergence Strategies

Video Strategies

Network investment programmes
Network Investment Strategies
Network Traffic

Spectrum

Telecoms sofiware and networks
programmes

Software Forecastand Strategy
Telecoms Software Market Shares
Network-focused

Next-Generation Wireless Networks
Service Delivery Platforms
Service Fulfilment

Service Assurance

Network Orchestration
Software-Controlled Networking
Customer-focused

Digital Experience

Customer Care

Revenue Management

Analytics
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Research from Analysys Mason

Enterprise and loT programmes

Large Enterprise Voice and Data Connectivity
Large Enterprise Emerging Service Opportunities
SME Strategies

loT and M2M Services

DIGITAL loT Platforms and Technology
ECONOMY
Digital economy programmes

CONSUMER ENTERPRISE
SERVICES AND IOT

Digital Economy Strategies
Future Comms

Regional markets programmes
Global Core Data

REGIONAL Americas
MARKETS Asia-Pacific

Middle East and Africa
European Core Forecasts

RESEARCH ®
PORTFOLIO

European Telecoms Market Matrix

REEE . European Country Reports

TELECOMS %
SOFTWARE SOFTWARE
NETWORK- CUSTOMER-
FOCUSED FOCUSED DataHub

Data covering +80 countries and +400 operators

+1400 forecastand +250 historical metrics
Regional results and worldwide totals
Operator historical data

Compare markets and operators

analysysmason.com/research

Financial valuesin USD, EUR or local currency
Export data to Excel and save searches
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Consumer smartphone analytics: mobile video

Consulting from Analysys Mason

TRANSACTION SUPPORT

= Quality of service = Commercial due diligence

« = Market review = Technical due diligence
« = Margin squeeze tests = Digital services
= Analysing regulatory accounts = Mid-market finance sponsors

= Regulatory economic costing = Data centres

= Policy development and response

: = Media regulation
- = Expert legal support

= Radio spectrum management

STRATEGY AND 4 - :
PLANNING :

« = Net cost of universal service

- = Radio spectrum auction support = Commercial expertise

. = Postal sector policy: USO, liberalisation,
costing, pricing and regulation

= Technology optimisation

= New digital frontiers

analysysmason.com/consulting
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