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INTRODUCTION 
ï Every year, channels change.  Every year, Millward Brown helps you learn more about 

optimizing your media plans to move with change.  This year, weôre making sense of the 

multiscreen world for brand building. 

ï For more than 10 years, AdReaction has delivered insights and findings related to the 

opinions and perceptions of advertising, particularly digital formats.  AdReaction 2014 

dives into multiscreen advertising by studying ads on TV, laptops/PCs, smartphones and 

tablets. 

ï The core underlying principle of AdReaction is that brands should evaluate the 

multiscreen landscape by considering both the scale of screens (reach/opportunity to 

contact) as well as the receptivity of people to various marketing approaches, both 

within and across screens. 

ï For this yearôs study, we administered a 15-question survey, via smartphone or tablet, to 

more than 12,000 multiscreen users, ages 16 to 45, across 30 countries. Multiscreen 

users were defined as people who own, or have access to, a TV and a smartphone 

and/or a tablet. 
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CONDUCTED IN 30 COUNTRIES AROUND THE WORLD 
www.millwardbrown.com/adreaction 
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SUMMARY OF FINDINGS 
ï A typical multiscreen user consumes 7 hours of screen media per day during a 5 

hour period.  In most countries, smartphones are now the primary screen, taking up 2.5 

hours of time daily. Smartphones and laptops dominate daytime screen use while TV 

takes center stage in the evenings, when tablet use also peaks. 

ï Just 35% of screen time is simultaneous use of TV and a digital device.  Of this, just 

14% is meshing (simultaneous use for related content).  22% is stacking (simultaneous 

use for unrelated content). 

ï Therefore, the biggest multiscreen marketing opportunity is shifting (65% of screen 

time).  Brands can take advantage of shifting by using synergistic multiscreen campaigns. 

ï TV is generally more of a starting point and digital devices are generally used more 

to continue/complete tasks.   Multiscreen sequences are most likely to start on TV and 

continue on a smartphone.  However, all screen sequences are possible. 

ï Receptivity is higher for TV than for ads on digital screens, but brands cannot rely TV 

ads alone.  Consumers expect brands to be present on multiple devices and are 

impressed by those who find entertaining and useful ways of delivering across screens.  

ï Different channels play different roles, both in terms of their effectiveness and implied 

messaging. 
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CONCLUSIONS & IMPLICATIONS 

In order to reach and engage a large number of multiscreen users, most global brands will 

need to deploy media plans with a far heavier mobile emphasis than they do at present. This 

is increasingly the primary way to access many groups of people.   

 

The main principles for success across screens are: 

ÅBe Consistent ï Whenever someone engages with you, whatever screen theyôre using 

and wherever they are, your brand experience and messaging should be uniform.  

ÅBe Connected ï Think about second-screen experiences, specifically how your marketing 

can interact engagingly between screens and travel seamlessly across screens.   

ÅBe Considered ï Some screens are better than others at communicating particular 

aspects of your brandôs personality.  

ÅBe Concise ï Use mobile-friendly, shareable content that entertains first, informs second. 

 

This report contains examples from marketers around the world who are successfully putting 

these principles into practice, as well as the perspectives of industry experts. 
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CONTENT  
OUTLINE 

A comprehensive review of 
multiscreen marketing 
opportunities 

Notes:   

1) All data in this report is based among total respondents unless 

otherwise specified 

2) All figures in this report are global averages across countries 

unless otherwise specified 6 

HOW MUCH ARE SCREENS USED? 

ÅTime spent 

ÅUse by time of day 

HOW ARE SCREENS USED? 

ÅSimultaneous screen use  

ÅMeshing (related content) vs. stacking (unrelated content) 

ÅReasons for simultaneous multiscreen use 

HOW DO SCREENS INTERACT? 

ÅSimultaneous use by device 

ÅScreen shifting sequences 

WHAT DO PEOPLE THINK OF MULTISCREEN MARKETING? 

ÅReceptivity and attention to marketing across screens 

ÅNoticeability and receptivity of multiscreen marketing activities 

ÅScreen roles - medium as message and effectiveness learning 

HOW DO DIFFERENT PEOPLE MULTISCREEN? 

ÅUseful typologies as you target across screens 

WHAT SHOULD BRANDS DO? 

ÅRecommendations brought to life via best-in-class examples 

ÅReactions and opinions of industry experts 
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DAILY SCREEN 
USE (MINUTES) 

A typical global multiscreen 
user consumes just under 7 
hours of screen media daily.  
 
Smartphones are now 
comfortably the largest single 
screen medium around the 
world. 
 
Combined with tablet minutes, 
mobile devices now take up 
47% of all screen time. 

Roughly how long did you spend yesterdayéwatching 

television (not online) / Using the Internet on a laptop or PC/ on 

a smartphone/ on a tablet? 8 

113 
minutes 

(27%) 

147 
minutes 

(35%) 

108 
minutes 

(26%) 

50 
minutes 

(12%) 

TOTAL MINS:  417 

TV Smartphone Laptop Tablet 

Device Key 
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DAILY SCREEN 
USE VS. MEDIA 
SPEND 

As of 2013 there is still a 
significant gap between time 
spent on mobile devices and 
global mobile media 
investment levels.* 
 
Itôs no surprise that mobile 
spend is forecast to grow 
rapidly in the next few years.  
If anything, it should be 
growing faster than forecast. 

Roughly how long did you spend yesterdayéwatching 

television (not online)/ Using the Internet on a laptop or PC/ 

on a smartphone/ on a tablet? 

*Source: ZenithOptimedia Advertising Expenditure Forecasts 

December 2013 (repercentaged within screen media) 9 
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HOW SCREEN 
MINUTES COMPARE 
ACROSS COUNTRIES 

Overall screen minutes vary 
significantly by country, from 9 
hours in Indonesia to just over 
5 hours in Italy. 
 
Smartphones are now the 
most viewed medium in all 
countries except UK, France 
and Spain (where TV leads) 
and Hungary, Poland, Russia, 
& Slovakia (where laptops 
lead). 

Roughly how long did you spend yesterdayéwatching 

television (not online)/ Using the Internet on a laptop or PC/ on 

a smartphone/ on a tablet? 
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SCREEN USE 
DURING THE DAY 

Smartphones and laptops 
dominate daytime screen use, 
while TV takes center stage in 
the evenings. 

What times of day yesterday were youé 11 

0%

5%

10%

15%

20%

25%

30%

35%

40%

6am to
9am
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AT THE 
SAME TIME 

AT DIFFERENT 
POINTS IN TIME 

MULTISCREEN 
MINUTES BY TYPE 

Of the total time screens are 
being viewed, simultaneous 
use with TV is taking place 
around a third of the time.   
 
Of their 7 hours screen 
consumption, 109 minutes is 
simultaneous consumption of 
a digital screen while 
watching TV.   
 
Hence, a typical global 
multiscreen user spends just 
over 5 hours (308 minutes) 
with screens every day.   

Simultaneous:  At the same time as you were watching TV 

yesterday, how much time did you also spend using the 

Internet? 13 

SHIFTING 
(199 minutes) 

65% 

SIMUL-

TANEOUS 
(109 minutes) 

35% 

TOTAL MINS:  417   

NET MINS:  308 
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RELATED 
CONTENT 

UNRELATED 
CONTENT 

AT THE 
SAME TIME 

AT DIFFERENT 
POINTS IN TIME 

MULTISCREEN 
MINUTES BY TYPE 

We can then further break 
down the simultaneous 
minutes into ñmeshingò 
(where TV and a digital 
screen are being used to 
consume related content) and 
ñstackingò (where the content 
is unrelated). 
 
Generally, more time is spent 
stacking than meshing. 

Simultaneous:  At the same time as you were watching TV 

yesterday, how much time did you also spend using the 

Internet? 

Meshing:  While you were watching TV and using the 

Internet yesterday, how much of the time were you doing 

something related to what was happening on TV? 

Stacking:  Simultaneous minutes minus meshing minutes 14 

SHIFTING 
(199ô) 

65% STACKING 
(67ô) 

22% 

 

MESHING 
(42ô) 

14% 

TOTAL MINS:  417   

NET MINS:  308 
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HOW MULTISCREEN 
MINUTES COMPARE 
ACROSS COUNTRIES 

Meshing and stacking 
behaviors vary significantly by 
country.   
 
Thailand meshes the most 
globally; U.S. stacks the most. 
 
Italians are least likely to use 
screens simultaneously. 

15 

Simultaneous:  At the same time as you were watching TV 

yesterday, how much time did you also spend using the Internet 

Meshing:  While you were watching TV and using the Internet 

yesterday, how much of the time were you doing something 

related to what was happening on TV? 

Stacking = Simultaneous minutes minus meshing minutes 

MESHING STACKING SHIFTING 

Usage Key 

Global 
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REASONS FOR 
SIMULTANEOUS 
MULTISCREENING 
Social media stacking is the 
multiscreen equivalent of 
putting the kettle on.  TV is 
also often being viewed 
partially/ passively.  There are 
less reasons for people to 
mesh;  more information is 
the main one.  These reasons 
are fairly universal, with 
limited variation by country or 
region. 

Why do you also use a second device (laptop, smartphone, or 

tablet) when you are watching TV? 16 

11% 

14% 

19% 

24% 

20% 

25% 

27% 

28% 

39% 

42% 

Follow up on a TV ad

Interact with what's happening
on TV

Discuss what Iôm watching 
(e.g. via social media) 

Find more information about
what's on TV

Need to get other things done

Someone else has chosen
what's on TV

Just have TV on for
background noise

TV is not interesting enough
for all my attention

Keep up with friends on social
media (not TV related)

Fill time during ad breaks

GLOBAL 
AVERAGE 

ANY 

STACKING 

REASON: 

85% 

ANY 

MESHING 

REASON: 

41% 
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WHY PEOPLE USE 
MULTIPLE SCREENS 

There are many reasons for 
multiscreening. 
 
Some people will focus mainly 
on the TV and fill downtime 
(ad breaks etc.) with digital 
distractions. 
 
Other people may focus 
primarily on a digital device, 
and delays on this device will 
drive attention to the TV.  
 
Although meshing moments 
happen less often, they can 
clearly be very stimulating 
and involving when they do 
occur. 

What's your main reason for using multiple screens?   

How do they make your life better? 17 

ñTo reduce squabbles when 

other family members are 

watching a different TV 

program from what I 

prefer.ò  Kenya 

ñIt keeps me up to date on 

latest trends and gives 

me topics to talk about in 

my status updates.ò  

South Africa 

ñUsing multiscreens actually 

helps me get things done 

simultaneously. I only need 

to watch TV for important 

scenes.ò  Korea 

ñFor further information 

when I only have 

incomplete knowledge 

available.ò Germany 

 

ñI mainly have the TV on 

for my son and I go on my 

phone.ò Australia 

ñWhen my phone is loading, 

I can watch TV. During TV 

ads, I can use my phone. I 

take advantage of all the 

time.ò  China 

ñI enjoy social media 

interaction. Tweeting about 

a TV programme makes 

you more involved.ò UK 

ñI can talk to my friends while watching 

TV. I can also fill the down time by 

gaining more information on the 

program or ad that I am watching.ò  

Philippines 
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SIMULTANEOUS 
AND EXCLUSIVE 
USE BY DEVICE 

Due to highest overall 
viewing, smartphones are 
most likely to be used both 
simultaneously with TV, and 
standalone. 
 
Laptops are proportionately 
most likely to be used 
exclusively. 
 
Tablets are proportionately 
most likely to be used 
alongside TV. 

19 

+ 31 MINS 

(29%) 

+ 54 MINS 

(37%) 

+ 24 MINS 

(49%) 

77 MINS (71%) 

93 MINS (63%) 

25 MINS (51%) 

AT THE 
SAME TIME 

AT DIFFERENT 
POINTS IN TIME 

TV Smartphone Laptop Tablet 

Device Key 
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GLOBAL AVERAGES TV LAPTOP 

SMART-

PHONE  
TABLET  

NET  (ANY START %) 57 28 33 13 

NET (ANY CONTINUE %) 25 40 50 25 

SEQUENCES OF 
SCREEN SHIFTING 
(RELATED 
CONTENT) 

20 

In which of the following ways do you sometimes shift the same task 

from one device to another at a later time?   (By a task, we mean 

things like watching a show or video, searching for information, 

shopping, planning a trip or social networking)  

Globally, TV is the most 
common starting point and 
digital screens are more 
common continuations. 
 
However, many tasks also start 
on digital devices, and some 
tasks can be continued on TV 
(e.g. online ads driving TV show 
viewing). 
 
Smartphones are the most 
common continuation vehicle in 
all countries except Czech 
Republic, France, Japan, 
Poland, Russia and Slovakia, 
where laptops edge out phones. 
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START ON TV LAPTOP SMARTPHONE  TABLET  

CONTINUE 

 ON (%) 

TV - 11 15 5 

LAPTOP 25 - 19 6 

SMARTPHONE 37 17 - 6 

TABLET 14 9 9 - 

SEQUENCES OF 
SCREEN SHIFTING 
(RELATED 
CONTENT) 

21 

In which of the following ways do you sometimes shift the same task 

from one device to another at a later time?   (By a task, we mean 

things like watching a show or video, searching for information, 

shopping, planning a trip or social networking) 

The most common individual 
sequence is seeing 
something on TV and 
following up with an activity 
on a smartphone.  This holds 
true in all regions and 
countries globally except 
China, France, Poland and 
Russia, where TV most often 
sparks laptop follow up. 
 
Smartphones and laptops 
clearly operate as partner 
devices for many people. 



WHAT DO PEOPLE THINK OF 
MULTISCREEN MARKETING? 
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AD RECEPTIVITY 
BY SCREEN 
(FAVORABILITY 
AND ATTENTION) 

Overall, TV advertising is the 
more well received, while 
digital ad receptivity is lower 
across devices. 
 
This story applies equally to 
both components of 
receptivity: favorability and 
attention. 

How would you characterize your attitude towards each of the 

following formats of advertising?  

 

Each time you see each of the following, how much do you 

typically pay attention? Base: access to device. 23 

23 

24 

25 

41 

VERY/ 
SOMEWHAT 

FAVORABLE % 

52 

51 

52 

72 

PAY AT LEAST 
SOME 

ATTENTION % 

BASE: ALL ANSWERING BASE: OWN OR HAVE ACCESS TO DEVICE 


