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Source: Ericsson ConsumerLab TV & Media 2017 Study

By 2020, TV couch traditionalists will have 
sunk into oblivion
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With only 9% 
TV couch traditionalists 
expected by 2020, the 

market to offer 
entertainment services 
without mobile viewing 

will has sunk into 
oblivion…

* based on best-fit-regression analyses
BASE: Population  aged 16-692) watching TV/Video at least weekly and having Broadband at home in Spain

1) Trending using a 3 years moving average ¼, ½, ¼, 2) Age 16-59 covered in 2011-2012

prediction
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BY 2020, On-demand will make up almost 
half of the TOTAL VIEWIng

On-demand vs. live/linear viewing share of active viewing 
hours1) [Self-reported]

* based on best-fit-regression analyses

Source: Ericsson ConsumerLab TV & Media 2017 Study

BASE: Population  aged 16-692) watching TV/Video at least weekly and having Broadband at home in Spain
1) Trending using a 3 years moving average (¼ , ½, ¼)  , 2) Age 60-69 not covered in 2010-2012

Live & scheduled linear 
TV & video

On demand TV & video

Prediction*
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Source: Ericsson ConsumerLab TV & Media 2017 Study

› In Spain, by 2020, half of all viewing will 
be done on a mobile screen, an almost 3 
fold increase since 2010

› 1/5 of all viewing will be done on the 
smartphone alone, an almost 6 fold 
increase since 2010 

› At the same time, total viewing time will 
have increased by almost 20 percent, 
reaching more than 34 hours per week by 
2020

By 2020, 50 percent of viewing will be on
mobile screens 

Tablet
Smartphone

Laptop
Other screen

Desktop screen
TV screen

Total weekly hours

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2010 2011 2012 2013 2014 2015 2016 2017 2020
0

5

10

15

20

25

30

35

40

2020
Prediction*

* based on best-fit-regression analyses

BASE: Population  aged 16-692) watching TV/Video at least weekly and having Broadband at home in  Spain

1) Trending using a 3 years moving average (¼ , ½, ¼)  , 2) Age 60-69 not covered in 2010-2012

Share of total TV/video-time done on respective device screen on 
right axis, and average total nr of hours per week watching TV/video 
on left axis1) [self-reported]
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Millennials spend 88 Percent More time 
Searching VOD than those aged 35+
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Average minutes per day spent searching for content 
per before starting to watch something (Self-reported)

The average time spent 
searching for something 
to watch has increased by 
10 percent since last year
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Average minutes per day spent searching for content per before 
starting to watch something across user groups (Self-reported)
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Source: Ericsson ConsumerLab TV & Media 2017 Study
BASE: Population aged 16-69 watching TV/Video at least weekly and having Broadband at home in Spain
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Never heard of it

Percentage of consumers owning Virtual Reality headsets
[Self-Reported] 
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Percentage of consumers that use Virtual Reality, when they 
started and when they will start [Self-Reported]

Global

By 2020, 3 in 10 consumers will be VR users

BASE: Population aged 16-69 watching TV/Video at least weekly and having Broadband at home in Spain
Source: Ericsson ConsumerLab TV & Media 2017 Study

8 in 10
started using VR

less than one 
year ago
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