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Tiivistelmä 

Tässä raportissa tutkimme ns. 2
nd

 screen laitteiden, kuten matkapuhelimien, tablettien ja 

kannettavien tietokoneiden käyttöä television katselun aikana. Tutkimuksen tulokset 

pohjautuvat etnografiseen tutkimukseen, joka toteutettiin kahdessatoista kotitaloudessa.  

Haastatellut aikuiset olivat 25–35 -vuotiaita ja he katsoivat säännöllisesti Dance –ohjelmaa 

Neloselta. Tutkimukseen osallistui erityyppisiä kotitalouksia, kuten lapsiperheitä, lapsettomia 

pariskuntia sekä yksi yhden hengen kotitalous.  

Kaikissa kahdessatoista kotitaloudessa tehtiin haastatteluja ja täytettiin mediapäiväkirjoja 

viikon ajalta. Videoetnografia toteutettiin kahdella eri tavalla. Tutkijat havainnoivat television 

katselutilanteita kuudessa kotitaloudessa. Kahdessa kotitaloudessa osallistujat nauhoittivat 

omaa katsomistaan videokameroilla. Videokamera asennettiin olohuoneeseen niin, ettei se 

häirinnyt televisionkatselua.  

Empiirisen tutkimuksen pohjalta koostimme neljä erilaista 2
nd

 screen laitteiden 

käyttäjätyyppiä: Fiilistelijä, Impulssien seuraaja, Arjen hanskaaja ja Netti-individualisti. 

Fiilistelijälle pääsyy television katsomiseen on viihtyminen ja nautinto. Fiilistelijä tavoittelee 

intensiivistä katsomiskokemusta, jossa ohjelmaan voi uppoutua ilman häiriötekijöitä. Siksi 

fiilistelijä käyttää 2
nd

 screen laitteita vain ennen tai jälkeen ohjelman. 

Impulssien seuraajalle surffailu eri kanavilla ohjelmien aikana on tyypillistä. Impulssien 

seuraaja on tottunut jakamaan huomiota eri asioiden, medioiden ja laitteiden välillä. 

Impulssien seuraajalle on siten luonnollista katsoa televisiota ja käyttää 2
nd

 screen laitetta 

samaan aikaan.  2
nd

 screen ratkaisujen tulisi olla mahdollisimman nopeita ja helppokäyttöisiä, 

koska Impulssien seuraaja ei halua käyttää liian paljon aikaa vieviä palveluita. Sosiaalisuus, 

sisällön ja kokemuksien jakaminen televisiota katsellessa on tyypillistä Impulssien seuraajalle 

ja tätä voitaisiin tukea 2
nd

 screen ratkaisujen avulla. 

Arjen hanskaajan katsomistilanne on täynnä erilaisia arkisia tehtäviä: siivousta, ruuanlaittoa ja 

lastenhoitoa. Arjen hanskaaja käyttää 2nd screen laitetta yleensä jonkin asian hoitamiseen tai 

tarkistamiseen – harvemmin satunnaisesti ajanviettoon. Arjen hanskaaja käyttää 2nd screen 

laitetta myös löytääkseen ohjelmiin liittyviä tietoja ja suunnitellakseen katsomistaan. Koska 

televisionkatselu ei ole intensiivistä johtuen monista muista samanaikaisista tehtävistä, Arjen 

hanskaaja ei todennäköisesti tule käyttämään 2nd screen ratkaisuja, jotka ovat tiukasti 

sidottuja ohjelmien lähetysaikaan tai vaativat käyttöä samaan aikaan ohjelman kanssa.  

Netti-individualisti käyttää puolestaan tv –sisältöjen katsomiseen laitteita ja palveluita, jotka 

ovat käsillä ja sopivat parhaiten kulloiseenkin katselutilanteeseen. Koska Netti-individualisti 

katsoo ohjelmia usein kannettavalla tietokoneella tai tabletilla, 2
nd

 screen applikaatio 

voitaisiin sulauttaa valmiiksi katsomisohjelmaan. 
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Executive Summary  

In this report, we study use of so called secondary screens such as mobile phones, tablets and 

laptops during TV watching. The results of this study are based on an ethnographic research 

conducted in twelve households during autumn 2012. The interviewed adults were from 25 to 

35-years olds and they watched Dance television shows regularly on Nelonen. The sample 

consisted of different kinds of household types such as families with children, couples without 

children and there was one single person household in the study. 

In all the 12 households we conducted interviews and the participants wrote media diaries 

during one week. In addition to interviews and media diaries, we did video ethnography and 

observing in eight households. In six of them there were researchers present observing as the 

participants were watching TV at their homes. In addition there were two households who 

were recording their TV watching themselves with video camera. The camera was placed 

somewhere in the living room so that the participants could easily watch TV as usual. 

Based on the empirical research we present four different 2
nd

 screen usage types: Intensive 

Enjoyer, Impulsive Zapper, Everyday Performer and Web-Individualist. 

For Intensive Enjoyer, the driver for watching TV is first and foremost enjoyment and 

pleasure. They are looking for intensive TV experiences that they can really focus on without 

any disturbances. Intensive Enjoyer wants to immerse him/herself in watching TV and uses 

2
nd

 screens only before or after programs. 

For Impulsive Zapper it is characteristic to watch TV mainly in the prime time and select the 

best program available. Impulsive Zapper is used to switching attention between different 

things and following impulses from TV and other media sources. Consequently, it is natural 

to use different devices like TV and 2
nd

 screens at the same time. However, it should be quick 

and easy to start using the 2
nd

 screen content, because Impulsive Zapper doesn’t want to 

commit to anything requiring too much concentration. Social chatting is characteristic for 

Impulsive Zappers. Sharing content and experiences and chatting with friends while watching 

TV is already common and this could be promoted with 2
nd

 screen solutions.  

For Everyday Performers the viewing situation is filled with chores especially before late 

night: household duties like cleaning, cooking and childcare. Everyday Performers use 2
nd

 

screen to do or check something – they rarely pick the device up randomly just to pass time. 

As TV viewing and 2
nd

 screen use are intertwined in the everyday life and several duties are 

performed in parallel and with varying intensity, 2
nd

 screen applications that are tied to 

broadcasting times or require synchronous use with the application and the program are not 

likely to be favoured by the Everyday Performers. Usage needs are information-centred, as 

the use is fragmented and the social setting is usually “in the house”. Ease of use and 

accessibility are important features, and the provided information needs to be up to date and 

clearly presented. 

Web-Individualists use the devices that are most handy for watching situations. With Web-

Individualists, the motives for 2
nd

 screen usage are either related to personal social life or 

task-oriented. Web-Individualists could be described as tech-savvy. Since they are often 

watching shows with a laptop or a tablet, a 2
nd

 screen application could be embedded in the 

viewing software. 
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1 Understanding 2nd screen usages   

Usage of secondary screens while watching TV has been gaining a lot of attention 

in research lately. Especially media multitasking is visible in statistics about tablet 

usage: for example in 2012 69% of tablet owners use them while watching TV. 

Also smartphone owners use their phones often while watching TV (Nielsen, 

2012).  

Tablets are perceived as easier than laptops to consume in the sofa and at the same 

time they are more convenient to use than smart phones because of their bigger 

screens. In addition they have easy and intuitive user interfaces (D’heer & al, 

2012; Courtois & D’heer, 2012).  In turn, mobile phones are also used as second 

screen devices for TV but presumably not as much through broadcasters 2
nd

 

screen applications but rather by user-created forums for inter-audience 

interaction (Lochrie & Coulton, 2012). 

Yet, it appears that in many aspects the potential of second screen applications is 

underutilized. Although TV viewers might be aware of their existence, the 

viewers might still need to be reminded about the 2nd screen availability during 

the program (Courtois & D’heer, 2012). Secondary screens may be used in many 

different ways in the social contexts of TV watching. They may fulfil different 

information access functions as well as serve to articulate personal space in the 

living room context, where the 2nd screens are used ”alone together” (D’heer & 

al, 2012). 

2nd screen use may be connected to TV content in various ways. Some TV 

content requires more attention than others. 2nd screen usage may for instance be 

one way to avoid watching content one is not interested in.  In many cases, the use 

of second screens is related to TV content other family or household members are 

watching (D’heer & al, 2012). The increasing popularity of the 2nd screen devices 

may also come from the fact that consuming all the time personally interesting 

content may be difficult with shared TV, because family members may be 

interested in to watch different kinds of contents in different times (Park, et al. 

2006).  

Some studies indicate that the use of other media and devices during the TV 

watching tend rather to complement each other rather than compete one another 

(Naessens & Jacobs, 2009). Other studies have shown that interactivity in the TV 

domain may not always be welcomed by viewers as it may be disruptive during 

the TV watching experience. TV is still experienced as and expected to be a lean-

back medium, which allows relaxation in the living room contexts (Tsekleves, et 

al., 2011).  

There are of course individual differences whether, how and why people use 2nd 

screens in their everyday life watching situations and how they experience the 

usage.  To gain a better understanding of the diversity of current 2nd screen using 

activity we have observed TV viewing situations and analysed them from the 

viewpoint of what is the determining driver or motivation behind the 2
nd

 screen 
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usage. In addition, we have observed how the viewing event is characterized: can 

it be described as parallel or serial tasking? In some viewing events the subjects 

manage time and tasks by doing tasks in parallel and in rather unplanned manner, 

while in other viewing events the subjects focus on one task at a time. Finally, in 

this report, we discuss some design implications on the basis of our empirical 

findings of different 2
nd

 screen user situations and profiles. 

2 Research questions 

The aim of this study is to understand different kinds of habits of using 2
nd

 screen 

devices while watching TV.  In particularly, we focused on the following research 

questions:  

 How 2
nd

 screen devices are used (intensity, timing, devices…) while 

watching TV 

 What motivates to use 2
nd

 screen devices  

 What kinds of content users are consuming with their 2
nd

 screens 

 How 2
nd

 screen usage affects watching TV 

 How advertising on 2
nd

 screens is perceived 

In addition, we analyze how the viewers perceived the specifically developed 2
nd

 

screen functionality in relation to Dance program broadcast on TV Nelonen in 

autumn 2012. The interactive functionality made it possible to cheer Dance 

contestants on the screen of the secondary screen device such as tablet, smart 

phone or laptop.   

We focused especially on the following aspects of the service use and user 

experience: 

 How the feature was experienced  

 How using the feature affects watching Dance show 

 Ideas for further development 

 Usability issues 

3 Methods and Participants  

The main methods in this research were qualitative research methods.  We 

conducted qualitative theme interviews in twelve households. The interviewed 

adults were from 25 to 35-years olds and they watched Dance regularly (Table 1). 

In five households there was a couple living with children, in five households 

there was a couple without children and there was one single person household in 

the study. Four of the households were watching Dance mainly as live broadcasts; 

one was watching both live and recorded shows and rest were watching mainly 
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recorded programs. In all the households there was at least one 2nd screen device 

available and in use during TV watching, for example smart phone, tablet or 

laptop.  

Table 1: The participants 

Number Age Gender Household type Watches Dance program 

1 31 M Couple as live broadcast 

2 30 F Couple (not living 

together) 

as live broadcast 

3 32 F Couple as live broadcast 

4 25 F Couple mostly as live broadcast 

5 30 F Couple with children mostly as recorded broadcast 

6 35 F Couple both as live and recorded 

broadcast 

7 33 F Couple with children as live broadcast 

8 28 F Couple mostly as recorded broadcast 

9 35 M Couple with children both as live and recorded 

broadcast 

10 34 F Couple with children mostly as recorded broadcast 

11 31 F Couple with children mostly as recorded broadcast 

12 30 M Couple mostly as recorded broadcast 

 

We interviewed all the households twice. The research period started with pre-

interview, in which we discussed several themes such as the participants TV 

watching habits, social media and content sharing, interest in advertising and 

using 2nd screens for internet surfing while watching TV. In the first interview we 

gave the participants media diaries to fill out (Figure 1). The media diary covered 

one week TV watching period. It included daily description of one TV watching 

situation that could include more than one program. In addition the participants 

described in details how were the watching situations like and the reasons why 

they used 2nd screens while watching TV.  Moreover, it included more detailed 

description of watching Dance. In the second interview we asked the participants 

to reflect more in details their use of 2nd screens, for instance if it have been 

evolving in some way lately. We also read through the media diary and asked 

some more questions especially focusing on the 2nd screen usages, for instance 

how the participants divided their attention between TV and secondary screens 

and did it make some difference to the watching experience in general. 

In addition to the interviews and media diaries, as a part of this study, to create the 

whole picture of various TV watching habits and 2nd screen usages, we did some 

video ethnography and observing. Video ethnography was done in two ways. In 

six households there were researchers present at the time when the participants 

were watching Dance TV show at their homes and researchers were recording and 

observing the watching situations. This kind of observation session took 

approximately two hours. In addition there were two households who were 

recording their TV watching themselves with video camera. The camera was 
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placed somewhere in the living room so that the participants could easily 

concentrate on watching TV normally. 

 

Figure 1: An example of a media diary 

4 Findings 

4.1 Using 2nd screens in the living room context 

The overall usage of second screens can be divided into two categories: usage 

which is related to or inspired by the content seen on TV and other usage, which is 

not related to watching TV. The observations and media diaries revealed that 

second screen usage of this study sample was typically unrelated to watching TV. 

This unrelated use was triggered by social interaction, miscellaneous tasks or idle 

situations when the TV content is felt irrelevant or while commercial or other 

breaks. Typically the usage was related to messaging, monitoring Facebook, 

scheduling or searching for information. The use was also related to work, studying 

or doing everyday tasks such as searching for new furniture or paying bills. These 

tasks may be long-term and demand user’s attention for a longer time, and TV can 

be left totally in the background or for viewing only the most interesting parts of a 

program. Watching TV can also be a form of spending time together with one’s 

family or friends. When one family member wants to watch a specific program, 

another may be in the same room using a laptop or a mobile phone, and watch the 

program once in a while. 

From the perspective of this study and for implications to second screen solutions 

the usage related to the TV content was of more interest. Typically this usage was 

either related to planning one’s TV schedule or searching information related to the 

content seen on TV. These searches can be related to very diverse needs and 
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impulses, such as checking who is starring on a TV series, finding detailed 

information on background of an interesting person or arguing on facts related to a 

TV program. Interaction with TV programs was still very rare within this sample – 

some had tried sending a message to be shown on a program or voted in their 

favourite TV show, but these were typically done either only once for trying out a 

new service or for a very specific reason, such as a friend competing on a TV 

show. Current possibilities to interact with TV programs were felt irrelevant, too 

expensive or targeted to a specific user group only.  

4.2 Different 2nd screen usage types 

The data revealed that the viewing event could be affected by a myriad of 

variables. These variables can be personal (e.g. fatigue), social (i.e. family 

matters), technical (e.g. viewing device) or related to the program context (e.g. 

program type). Thus it was not expedient to portray the subjects’ viewing events 

in their entirety, but to group the essential features of these events as ideal types. 

While all the events did not have all the features of a certain type, they could still 

be classified as belonging to the circle of a certain ideal 2
nd

 screen usage type. 

Moreover, certain viewer is suggested to be more prone to a certain usage type. 

Two main distinguishing features were used to determine different 2
nd

 screen 

usage types: 

1. Is the determining driver behind the viewing event efficiency or 

enjoyment? Some viewing events were allocated to the daily schedule 

after tasks that were of higher importance. These viewing events were 

often characterized by a time constraint. Others were just enjoying 

spending time by watching TV, or were driven by a desire to watch a 

particular show. 

2. Is the viewing event characterized by parallel or serial tasking? In 

some viewing events the subjects manage time and tasks by doing tasks in 

parallel and in rather unplanned manner, while in other viewing events the 

subjects focus on one task at a time. 

The viewing events were placed on a conceptual matrix regarding to the 

determined two dimensions. Each quartile was named after a feature or two that 

connected the subjects in that quartile (Figure 2): Intensive Enjoyer, Impulsive 

Zapper, Everyday Performer and Web-Individualist. While the actual location of 

each viewing event is a judgement call, the four types serve as well-founded 

illustrative examples between the differences in viewing situations and 2
nd

 screen 

usage. The types are described briefly in the following. 
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Figure 2: The four 2nd screen usage types 

4.2.1 Intensive Enjoyer 

4.2.1.1 Characteristics of the TV viewing event 

For Intensive Enjoyer, the driver for watching TV is first and foremost enjoyment 

and pleasure. They are looking for intensive TV experiences that they can really 

concentrate on without any disturbances. Intensive Enjoyer wants to immerse 

him/herself in watching TV and seeks for getting to the right feeling with the 

program. They describe TV viewing event as a way to relax and pamper one self. 

This motivational background binds together with TV viewing habits. 

Concentration and watching TV programs from start to finish without 

interruptions is typical (Figure 3). The viewing event can be planned and 

coordinated beforehand in order to avoid interruptions. Advertising is one 

possible interrupter: even though it does not evoke strong negative feelings, the 

commercials are skipped if possible. If skipping is not possible, the commercial 

break is utilized to guarantee more pleasurable or disturbance-free watching after 

the break. This can mean for example getting some snacks from the kitchen or 

finalizing some quick household tasks.  

It is also characteristic for Intensive Enjoyers to have some favorite programs, 

which they are loyal to. It is even more important to enjoy these programs without 

any disturbances for example from fellow viewers, household tasks, advertising or 

2
nd

 screen solutions. Recording TV programs with digital recorders or watching 

TV on the internet services is typical especially with these important programs, 

because recording makes it easier to choose the right time, place and company for 

watching TV. 
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 “I don’t want to hear any idiotic comments while I am watching, I want to just 

watch and enjoy. And if I know that there will be people that cannot shut their 

mouth, I will record the program just in case. Then I can watch it later by myself 

without having to hear this annoying commenting. [laughing]!” 

Consequently, Intensive Enjoyers are characterized by serial tasking rather than 

parallel tasking. 

 

Figure 3: Intensive Enjoyers concentrate fully on the program. 

4.2.1.2 Designing 2nd screen for Intensive Enjoyer 

Intensive Enjoyer wants to concentrate fully on the program and does not usually 

use other devices at the same time. Instead, other devices are used before and after 

the program for example for continuing the viewing experience, re-living the 

highlights and orientating to the next episodes afterwards. 

The 2
nd

 screen device is not turned on all the time. It can be reached for and taken 

out for 2
nd 

screen use if needed, for example after the TV-show. 

For designing 2
nd

 screen, this means that 2
nd

 screen content cannot disturb 

viewing experience either. 2
nd

 screen contents cannot be tied into the broadcasting 

time. If 2
nd

 screen content is meant to be used during the TV program, it should be 

extremely simple and easy to use, because Intensive Enjoyer does not want to 

miss parts of the program due to 2
nd

 screen usage. 

If 2
nd

 screen content can be used before or after the program, Intensive Enjoyer is 

interested in diverse content and willing to spend time with it. He/she wants to 

deepen the information, enrich the experience and re-live the feeling with the 

program. The content can provide for example detailed background information 

or interviews on selected topics/persons: Intensive Enjoyer is interested in details 

and wants to get the rich “backstage feeling”, feeling similar to the one that is 

created if you are participating live shows.  
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 [About the live show:] ”And you can feel the feeling when you are there, 

backstage, and you can smell all, the dance floor and the curtains. And you know 

how those spotlights feel and you sense the breathing and, you just get closer like 

that. That’s exactly what I mean with the feeling.”  

The content can also provide an opportunity to watch again important parts of the 

program. This makes it possible to see the parts of the program you possible have 

missed the first time and relive the feeling of the program. On the other hand, 

Intensive Enjoyer can also check details about the next episode or take a sneak 

peek to the program beforehand. 

“I guess that I could go and see again the good songs… Probably during the 

same evening, after I have watched the program. Or then I could want to relive 

the feeling sometime later.” 

The deep commitment to the program makes also influencing the content of the 

future episodes tempting to Intensive Enjoyer. This influencing to the program 

can take for example a form of voting for topics, music, persons etc. 

4.2.2 Impulsive Zapper 

4.2.2.1 Characteristics of the TV viewing event 

Impulsive Zappers describe their driver of watching TV quite similarly than 

Intensive Enjoyers: They both are looking for enjoyment and relaxation. But 

while Intensive Enjoyers want to fully concentrate on certain programs, Impulsive 

Zappers emphasize that they simply want to spend their time and to be 

entertained. 

“I could watch TV and surf on the Internet randomly. Check, without any actual 

goal in mind, what has happened, is there some good gossips or scandals 

anywhere. That kind of meaningless wondering, it helps you to wind off and empty 

your brain.” 

Impulsive Zappers do not pay attention to planning and coordinating the viewing 

event or situation like Intensive Enjoyers do. Instead, the TV is turned on the 

whole evening. The surfing between channels is familiar to them and it is not 

unusual to cancel watching in the middle of the program. It is characteristic for 

Impulsive Zappers to watch TV mainly in the evening according to broadcast 

schedule and select the best program at each time.  

“You always find something to watch.” 

TV watching is fragmented and impulsive; the attention is divided to different 

directions and is quickly switching between tasks. In other words, parallel tasking 

is typical for Impulsive Zappers. TV is just one of many impulses that can arise 

also from other people or other activities too. Parallel to watching TV, Impulsive 

Zappers can discuss with other people about the program or about other things, 

read magazines, eat or make some coffee, surf on the Internet etc. (Figure 4)  
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“It irritates me that I often browse the net with my phone during the TV news, 

even though I try to be interested in the news [laughing]. Then I can totally miss 

the news program and I have to read the news from the net again, because I still 

wanted to hear them. I sometimes wonder how you can be so stupid that you 

cannot concentrate those fifteen minutes to the news. And surf on the net only 

after that. But I notice all the time that the mobile phone interrupts while I am 

watching TV. And it’s not only the news, it can be some good series or movie too 

and I still have to browse the net for some reason. I cannot just be and watch one 

thing at a time.” 

 

Figure 4: For Impulsive Zappers TV watching is fragmented and impulsive. 

Commercial breaks are considered to be good breaks for doing other things. This 

can mean channel zapping, but often it means also a break from all media devices, 

both TV and 2
nd

 screens. All and all the attitude towards advertising is indifferent: 

It is not exceptional to also watch commercials every now and then. After all, 

commercials can also be considered as a way to spend time. 

4.2.2.2 Designing 2nd screen for Impulsive Zapper  

Impulsive Zapper is used to switching attention between different things and 

following impulses from TV and other sources. Consequently, it is natural to use 

different devices like TV and 2
nd

 screens at the same time. However, it should be 

quick and easy to start using the 2
nd

 screen content, because Impulsive Zapper 

does not have the patience to commit to anything requiring too much 

concentration. 

The 2
nd

 screen device is ready-to-use, within arm’s reach or already in use all the 

time during TV viewing. TV seems to still guide the 2
nd

 screen usage: attention is 

quickly turned to TV if there is something interesting. Thus, planning the eye-

catching motivation to show on TV about using the 2
nd

 screen content is important 

part of designing 2
nd

 screen for Impulsive Zappers. 
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Social chatting is characteristic for Impulsive Zappers. Sharing content and 

experiences and chatting with friends while watching TV is already common and 

this could be promoted with 2
nd

 screen solutions. 

Impulsive Zappers are always looking for fun and entertaining content. They want 

to keep up with what is happening elsewhere at the same time, for example 

alternative programs on other channels or happenings behind the program scenes. 

Thus, they are interested in checking information about other programs or 

program backgrounds during TV viewing.  

The impulsive nature of viewing is also a challenge for TV programs, because 

Impulsive Zappers move their attention easily away from TV. Providing fun, 

surprising, exciting and constantly updating program-related content on 2
nd

 screen 

can help Impulsive Zappers to maintain attention in the program and prevent them 

to looking for impulses outside the program. 

Description of real life viewing event: Impulsive Zapper 

Petra is 34 years old and lives with her husband, their 1-year-old daughter and 

their dog in Tampere. She is currently taking care of her daughter at home and 

the life situation makes it possible to spend a few hours with TV both during 

the day and in the evening. Petra considers Dance program to be one of those 

entertaining but “brainless” programs among others, and she watches the 

program every now and then. 

It is Thursday evening. Petra is half sitting and half lying on the couch while 

typing a text message to her friend. Petra’s husband Jyri is taking their 

daughter to bed and TV is turned on in the background because Dance 

program is starting soon. During the program tune and the introduction of 

competitors, Petra is using her mobile phone to send messages and checking 

the Facebook. She concentrates on the program shortly every time the host 

says something interesting. 

Jyri has put the daughter to bed and sits on the sofa next to Petra. He watches 

the program for a moment and comments on the looks of the competitors and 

the talk of the host. Then they swap a few words about the dog and the chores 

with the daughter. Both are every now and then patting the dog, which lies on 

the floor beside the sofa. 

The commercial break starts and Petra goes to the kitchen. Jyri starts 

immediately to surf the channels through. He watches some of the channels 

a few 2nds and ends up watching JIM channel and the program “Australian 

border”. Jyri watches the program a few minutes: “I know that it always 

happens something in this program, even if you only watch it like three 2nds”. 

He switches over to channel four right before the Dance program continues. 

Petra comes back to TV and continues watching Dance. Soon, she picks up her 

phone from the table. Petra and Jyri are discussing the schedules for the next 

few days and Petra checks from her phone which fitness class she could attend 
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to next day. Jyri is watching his calendar from his own phone too. From time 

to time, Petra watches a dance performance and comments the dancing 

couple: “ That woman is not as good as that man is”. Petra is listening to the 

comments from the judges and comments the visiting judge: “That hair is well 

dyed”, “Won’t she give any critique?”. Then, Petra collects the IKEA 

catalogue from the table and starts to scan it through. She shows some potential 

furniture from the brochure to Jyri. 

The 2nd commercial break starts and Petra goes to make some coffee. Jyri is 

again zapping through the channels and ends up watching Pasila program. 

Pasila is one of Jyri’s favourite programs and he stays on the channels and 

watches it a little longer. Jyri switches back to channel four where Dance is 

continuing. Jyri asks Petra if he can still watch Pasila when they are 

introducing the dancers in Dance program. Petra agrees: “Ok, but the dance is 

something I want to see”. 

Petra brings some raisins and nuts from the kitchen and they switch the channel 

to Dance program. Petra concentrates momentarily to watch the dance but then 

takes the phone from the table again. Petra is surfing in the net with her phone 

but pays attention to TV when the judge praises the choreography to be super. 

Petra is annoyed that she didn’t watch the performance the judge is 

commenting. 

The third commercial break starts and Petra collects some coffee from the 

kitchen. Jyri switches to channel two and Pasila is still continuing. “Yes!” calls 

Jyri out. Pasila ends soon and Jyri goes to the kitchen to get some coffee. Petra 

takes the remote control and reads the program guide to find out what to 

watch next. 

4.2.3 Everyday Performer 

4.2.3.1 Characteristics of the TV viewing event 

For Everyday Performers the viewing situation is filled with chores especially 

before late-night: household duties like cleaning, cooking and childcare 

intertwined with personal and more voluntary tasks like magazine reading and 

web browsing. Everyday Performers manage time in the viewing event by doing 

both compulsory and optional tasks in parallel (Figure 5). The television program 

is on without interruption, but there is a huge variance in the viewing intensity. 

“I usually always keep Morning TV –show on because it is a part of my waking 

ritual. I have to put it on even though I would not really watch it… And sometimes 

I might do some work or some tasks there at the same time, like pay bills or 

something else. The sort of tasks that can be a bit nicer if the TV is on.” 

The Everyday Performer gets exposed to advertisements regularly since the 

television is often on – even though there was not anything particularly interesting   

more concentration (such as paying bills) or are done in a different location (like 
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in kitchen). Notably even though there is parallel tasking involved and the 

viewing intensity varies a lot, there is a continuous sound exposure to the 

broadcast. The Everyday Performers are also more prone to spot advertisements 

that relate to everyday life. 

“[I take interest to advertisements that] relate to my everyday life, for example 

chain store offerings might catch my attention: “Hey, there is stuff like that on 

sale in Citymarket”. Stuff such as diapers ten a package or salmon 7.90 a kilo.” 

 

Figure 5: For Everyday Performers the viewing situation is filled with chores. 

4.2.3.2 Designing 2nd screen for Everyday Performer 

For the Everyday Performer 2
nd

 screen devices are within usable range in the 

viewing situation, and the use is casual, short-term and intertwined with viewing 

experience and other tasks. 

“I grab it [2
nd

 screen device] and use it so that I may look it a bit with my other 

eye and keep the other eye on television, or so that I listen to the broadcast and do 

something with my computer.” 

Although the use is occasional and not very intensive, Everyday Performers use 

2
nd

 screen to do or check something – they rarely pick the device up randomly just 

to pass time. Activities done with 2
nd

 screen are sometimes related to TV shows: 

Planning watching, finding background information and reviews about the 

programs, and watching best or missed clips. Other activities include small duties, 

email and social media, and news. 

As TV viewing and 2
nd

 screen use are intertwined in the everyday life and several 

duties are performed in parallel and with varying intensity, 2
nd

 screen applications 

that are tied to broadcasting times or require synchronous use with the application 

and the program are not likely to be favored by the Everyday Performers. Usage 

needs are information-centered, as the use is fragmented and the social setting is 
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usually “in the house”. Ease of use and accessibility are important features, and 

the provided information needs to be up to date and clearly presented.  

4.2.4 Web-Individualist 

4.2.4.1 Characteristics of the TV viewing event 

Web-Individualists want to stay in control in the viewing event, meaning that they 

prefer watching television programs when it fits best in their individual schedule. 

Web-Individualists use viewing devices that are most practical for the situation 

and the desired viewing experience. This means that the viewing events are 

personal and free from external distractions. The viewing intensity is usually quite 

high. 

“This [viewing experience] was such that I was on my way to bed, and watched it 

[the show] from web-TV [from a laptop, in a bed]. […] Pretty much a routine 

case, a long day and after my Italian lesson I am going to bed to watch TV.” 

Web-Individualists are accustomed in using different devices for television 

viewing, and are very aware of the different viewing options for a particular show. 

These options include the use of foreign live or on demand streaming services. As 

Web-Individualists usually watch television programs and video content from a 

laptop or a tablet (i.e. through web browser or specific application), for them the 

1
st
 screen is often also the 2

nd
 screen (Figure 6). This means that the physical 

distance and effort to use 2
nd

 screen is almost zero. 

For Web-Individualists the language barrier between Finnish and English is low 

or non-existent, and they search and receive program information and hints from 

the most suitable forums – which are usually not hosted in Finland. 

”I often find interesting shows [from Tube+]... Like one of my favorites at the 

moment is How I met your mother, and in the web you can watch it episode after 

episode. With that show I use Tubeplus… The shows broadcasted in the States are 

usually posted quite rapidly there.”  

Web-Individualists are indifferent towards advertising. If they happen to watch a 

show that includes commercial breaks, they use that time focusing on another 

task. In many occasions, this task is done with a laptop. Even though there would 

be a sound exposure to advertising in the background, Web-Individualists do not 

take any notice on them. 

“[I was doing the task] during a commercial break. That is why I do not 

remember any advertisements. I always do something else when they are on.” 
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Figure 6: Web-Individualists are accustomed in using different devices for 
television viewing. 

4.2.4.2 Designing 2nd screen for Web-Individualist 

With Web-Individualists, the motives for 2
nd

 screen usage are either related to 

personal social life (social media sites, communication applications or email) or 

task-oriented. Web-Individualists could be described as tech-savvy. Since they are 

often watching shows with a laptop or a tablet, a 2
nd

 screen application could be 

embedded in the viewing software. This of course blurs the distinction between 

2
nd

 screen application and interactive TV. An interesting observation is that when 

Web-Individualist is using laptop or tablet in the viewing event, the meaning of 

smart phone as a 2
nd

 screen device reduces back to being just “phone”, i.e. a 

device to make and receive calls and messages. 

As Web-Individualists often watch TV alone, a 2
nd

 screen application with a 

social aspect could be intriguing, but most likely the social activity would happen 

only inside Web-Individualist’s existing social groups. As a target group for 2
nd

 

screen application design Web-Individualists are challenging, as they have a 

palette of existing web services and applications which they are accustomed to 

use, and since they usually focus on another task when the program has 

uninteresting moment or a commercial break. 

5 User Experience Study on the Dance 2nd screen application 

5.1 Description of the Dance 2nd screen application 

A new interactive service had been developed for Dance television show to be 

used with 2nd screen devices such as smart phone, tablets and laptops (Figures 7-

10). The application came visible on Dance on line web pages during the 

program, in ”Dance for your life” –part it was possible to cheer the contestants. 

The program also used the more traditional phone or SMS voting with a charge, 

but this new interactive cheering feature was free and concentrated only on 
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cheering the dancers who were under the threat of falling off the competition. 

Cheering the competitors through this new feature did not have an effect on the 

decisions about who is continuing in the competition. 

 

Figure 7: The 2nd screen application became available during the Dance TV show 
on the program. 
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Figure 8: During the program it was possible to cheer the contestants with the 2nd 
screen application. 

 

Figure 9: After the cheering period there was an announcement that the voting 
period is over. 
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Figure 10: Samsung sponsored the 2nd screen application. There was a possibility 
to participate to a lottery with different prizes weekly. 

5.2 2nd screen application: user experience 

During the research period the 2
nd

 screen application was tested with six persons, 

who used it at their home while watching Dance. The test users had different 

devices, ranging from touch phone to iPad, laptop and PC. 

The following points were discussed with the test persons:  

 The overall impression of the application 

 How easily the new cheering system with 2
nd

 screens was found  

 How easy it was to start to use it, were there any problems related to the 

use 

 Was there enough feedback on if the cheering with the service succeeded 

 Did cheering bring something extra on watching experience or did it 

interrupt 

 What would the user like to improve in the service 

In general, the service was found as a new and entertaining way to vote, especially 

because it afforded the option of cheering several Dance candidates same time. 

However, it was found a bit flattening that the cheering didn’t have any impact on 

final results. 

The new cheering service was not found very easily: The link to “Dance for your 

life”- part was quite invisible in the middle of the Dance homepage. For example 

the link in the program screen would have been more easily noticed by users.   
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The users were not also able to find enough information concerning the cheering 

service on the program webpages. For some users, there was also uncertainty 

before starting to use the service that whether it would cost to use it and would it 

affect the final result. After the voting time was over there wasn’t any information 

or instruction regarding the functionalities in the program home page. 

The service was experienced as easy to use. There was also a social aspect in use. 

”It worked surprisingly fluently technically.” 

”It was nice to have some competition with my daughter who pats her iPad 

faster” 

There were some problems experienced with picture quality as the picture was 

blurring once and a while and the cheering numbers didn’t run smoothly. 

After the cheering period was over, there was an announcement on the screen that 

voting is finished.  The test users wished that the service would give a little more 

information about how the cheering succeeded and how big “applause” users did 

give to each candidate. 

The users saw additional value in cheering if it would have had some influence on 

the final result.           

Besides voting just the best dancer the users mentioned other kind of interesting 

voting options: users would, for instance vote for some dances or songs for certain 

dancing couples for next episodes.  

The users thought that it would be interesting to have more interactivity on the 

user interface, for example some video image of the dancers, some real time 

information of how much each dancer is voted/supported at the moment.  

The advertisement in the 2
nd

  screen application was not experienced as disturbing 

because it offered a possibility to take part in the contest to win some Samsung 

products.  

”I took part in that competition twice because of the chance of winning some 

products. I usually don’t like on-line advertisements at all.”  

This type of advertisement would get more easily noticed by the users if it would 

be associated to the context in some interactive or entertaining way. 
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6 Conclusions  

The results of our ethnographic study show that there are many differences in 2nd 

screen usage details among various user types and profiles.  These individual 

differences may come from various reasons that are visible in television watching 

contexts such as diverse life situations (parents of small children vs. single person 

households), personal reasons (fatigue), relationship to the programs (fan or not) or 

other reasons such as personal watching habits.  We found considerable differences 

in how intensively the program was watched and how the 2
nd

 screen devices were 

used during the program.  There were also differences in how other activities such 

as household’s duties were dominating the watching experience.  

Our ethnographic observations in the households were focused only on one 

program type, so the results are not widely applicable to other program types 

without further studies. Yet, we assume that there might be also differences in how 

certain individuals use 2
nd

 screen devices during different program types as 2
nd

 

screen use is related to how interesting and engaging TV program content is found. 

Based on our experiences, ethnographic approach provided detailed and deep data 

of the TV viewing habits, and we have plans to utilise it also in the future studies. 

The experiment of having two participants video recording their TV watching was 

interesting, but did not have major benefits compared to the observations. 

However, it had some downsides, as the data it provided was more time-consuming 

to analyse and the researchers were not able to make questions while the participant 

was watching TV. The use of media diaries was felt useful, as they provided 

detailed data of a longer period of time, which helped to validate the findings of 

observations and gave practical background information of the second screen use 

while watching other TV programs.   

The tested 2
nd

 screen cheering application related to Dance-program was found as 

easy to use and a fun way to participate to the program. However, the users 

expected that their votes would really influence on the final results of the Dance 

contest. In the future, it is important to pay attention to the visibility of the 2
nd

 

screen application on the webpages so that it gets more easily noticed by the users.  

The designing of 2
nd

 screen services could take account different ways of using 

other ICT devices while watching TV. Some users, for instance, are more 

interested in using the 2
nd

 screen application after and before the program than 

during the program.  For designing 2
nd

 screen, this means that 2
nd

 screen content 

shouldn’t be disturbing viewing experience but should allow to deepen the 

information, enrich the experience and re-live the feeling with the program. 
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