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Chapter	  One	  

	  
Introduction	  

With	  a	  brief	  history	  of	  media	  interaction	  
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A companion experience in which a consumer engages in relevant content on a 

second device, such as smart phone, tablet or laptop while watching something 

on the “first screen” (typically a television but not limited to the living room. 

(Second Screen Society, 2014) 

 

This is how The Second Screen Society defines and exposes how people engage in 

watching entertainment that is delivered electronically through two screens. Second 

screen television is becoming ever more popular according to a research conducted by 

The Guardian (Dredge, S. 2014). This research shows that during 2012 around 80% of 

television viewers used other devices whilst watching television. But as a result of this 

popularity, does this mean that the ‘second’ screen will become the ‘first’?  

 

This dissertation will look at the increase in second screen usage, which has been 

directly affected by new media changes and more accessible technology. It will include 

a case study on Apple the leading exponent in this field. New technologies such as 

smartphones and tablets are changing the way we live our lives and they have also 

played an influential role in changing the media over the past three decades (Goggin, G. 

2012). Yet media developments are not without their concerns. It is true that audiences 

are involved and interact with television programmes in a way not seen previously, but 

their attention is not always fixed on the programme playing as they are often diverted 

by the content on their other devices. This has a very real implication on revenue 

supplied by advertising (Winslow, G. (2012). How can companies do the hard sell to an 

audience that uses the advertising break to surf the internet for example? They need to 

address this issue of dual screen viewing (Delaney, A. 2011). 
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Using the second screen as an outlet for social networking has become popular amongst 

young adults. In a study carried out by The Research Intelligence Group (TRiG), 44% 

of people have used a smartphone, tablet or laptop to text, tweet post or comment daily 

about the content they are watching on the television (Mancuso, J. and Smith, K. 2013). 

As Twitter and Facebook are not associated with any television programmes, 

advertising revenue is lost (Bercovici, J. 2013). Audience actions and participation is 

the key to what the future of television may hold. What they choose to interact with will 

change the face of television, whether it is an official companion application, with 

adverts linked to the broadcast or social networks with no links to the broadcast (3C).  

 

According to Jens F. Jensen, interactive television has been around since the early 

1950’s (2008), with the earliest experience of video telephony so The Bell telephone 

laboratories started to experiment with sending pictures over a phone, which was an 

early form of video telephony, The Picture Phone. The Picture Phone was described as 

the crossing of a telephone with a TV set, quite similar to a smartphone and television - 

the second screen that is so prevalent amount today’s TV audience (Mancuso, J. and 

Smith, K. 2013). In the 1960’s the Picture Phone became available to the public but 

never really accomplished any success. Surveys from users explained how the phone 

was difficult to use and picture quality was not up to the standard they would expect, the 

phone was the discontinued. (Jensen, J.F. 2008) 

 

Throughout the 1970’s interactive television became more of an achievable goal with 

the introduction of the first Cable TV set (Jensen, J.F. 2008). Cable television gave 

niche audiences more programmes to watch with the introduction of more narrowcast 

channels (P, Parsons. 2003).  Warner-Amex, now Time Warner, launched a set in 1977 

but unfortunately, due to the scale and price of the product it didn’t sell and failed. 
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QUBE was a television service also launched in the 1970’s which featured a TV cable 

box and a series of buttons that allowed viewers to participate in game shows and vote 

on live polls. The set was a success and saw many viewers subscribe to the service. 

Unfortunately, over time the QUBE system became expensive to maintain and not many 

big budget shows were taking the risk of adding interactivity in to their shows, so 

audience participation plummeted. As a result QUBE shut down their company in 1984.  

 

The 1980’s are considered to be one of the biggest breakthrough decades with the 

introduction of new interactive media and technology (Jensen, J.F. 2008). Games 

consoles, tape recorders, and personal computers are just some of the devices that meant 

that interactivity could be developed in a number of ways; the introduction of the 

telephone polls. Although viewers had already seen this try and fail with the Picture 

Phone, companies created a special number that allowed viewers to call up and vote in 

opinion polls. These interactive votes were added to votes cast by more conventional 

means. This method was used from the late 80’s onwards and is still used today in 

programmes such as The X Factor (ITV, 2014).  

 

The 1990’s saw the convergence of television and Internet, which allowed viewers to 

access the most popular Internet pages through their television. The bonding of these 

two entities, the television and the Internet meant that the previous failure of interactive 

television was forgotten.  

 

After the year 2000 and the creation of SMS (Short message service) television, the 

direct result of the simplicity of sending a text vote to a television show saw an 

explosion in the interactive audience (Jensen, J.F. 2008). The 2000’s also saw cross 
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media interaction with companies interacting with their viewers through email, SMS, 

and calls and live programming increased its status. 

 

With the introduction of new technologies such as smartphones and tablets the second 

screen has been created (Mancuso, J. and Smith, K. 2013). The second screen allows 

viewers to interact immediately with television shows through either companion 

applications or social networking sites. Shows such as the Million Pound Drop (Channel 

4, 2013) and This Morning (ITV, 2014) have given viewers the platform to interact 

through their companion apps and Twitter feed. These give social networkers the 

chance to ask questions and participate in opinion polls.  

 

There is an argument that the second screen is becoming the first screen to media 

consumers and technology users. Roettgers says that the television is purely background 

consumption and has to compete for the viewer’s attention (Roettgers, J. 2013). Alan 

Delaney, head of business development at IPTV and Connected Home, disagrees with 

this and explains that although second screen is giving users increased freedom; the 

television will remain the central entertainment hub in the home. With views from other 

media professionals and academics this dissertation will argue the point whilst also 

referencing statistics from viewers of second screen television.  
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Right now, someone is inventing the new media device, social utility, or 

application that will bring change to the industry (Gillan, J. 2011) 

 

From the beginning of the 2000s, viewers found new ways to share, access and engage 

with television (Gillan, J. 2013). As a result, media companies then had to find new 

ways to capture an audience. Companies developed their own media delivery platforms 

such as flash games and shorts related to the shows they produced. Not only did 

fictional shows adapt but so did news channels and newspapers. In a journal published 

in 2000, Scott L. Althaus and David Tewksbury stated that it was still unclear as to 

whether the web would take over traditional news broadcasting. Despite this prediction, 

online newspapers grew from 20 in 1994 to 4,000 in 1997 (2000). In 2011 The Pew 

Project for Excellence in Journalism conducted a survey that concluded that more 

people read the newspaper online rather than the physical copy (O’Dell, J. 2011). In the 

same article The New York Times admitted that print days were numbered.  

 

In a survey conducted by the Guardian in 2012 80% of smartphones owners, 81% of 

tablet owners and 73% of the tablet owners admitted they used their device whilst 

watching television (Dredge, S. 2012). Whether they engaged with a social networking 

site, companion app to a television show or some general web use. The survey 

concluded that most of the sample questioned were using a second screen device. Luis 

O. Arata explained that, 

 

What the rise of new digital media has done is to widen the focus of interest 

beyond the Object created’(2003). 
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Apple are at the forefront of the new media technologies age (Goggin, G. 2012). Henry 

Jenkins talks about Apple being a brand community (2008), which means that the new 

technology from Apple is needed by so called aficionados of the brand. He discusses the 

pressure that this brand loyalty exerts on community members to buy the latest Apple 

product.  

 

Goggin writes about the introduction of the much-anticipated iPad in 2010, describing it 

as ‘a novelty item with its sleek design and ease of usability not far different from an 

iPhone or iPod’. While this was true nothing was new with the iPad other than the 

converging of old technologies. True the iPad could play games, watch movies and act 

as a computer with word processing apps and a built in browser but technologies such 

as these started no less than 70 years ago with the introduction of the first computer 

(Goggin, G. 2012). However Apple customers never let the facts get in the way of their 

desire and pressure from brand communities, this saw iPad sales rise from 3.27 million 

in summer 2010 to 26.04 million at the beginning of 2014 (Statista, 2014). 

 

If we refer again to the figures in The Guardian that 81% of tablet owns use their 

devices whilst watching the television (Dredge, S. 2012) it could safely be said that with 

the Apple sales statistics to hand, many of those tablets were undoubtedly iPads. As the 

tablet is the most popular piece of technology used as a second screen device, what 

benefits do users get from using it whilst watching the television and what companion 

applications are out there for them to use?  

 

The Million Pound Drop App (Channel 4, 2013), allows users to play along with the 

eponymous TV show is live on Channel 4. Not only this but when a user registers and 

plays along it he or she is automatically entered into a ballot with the chance to appear 
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on the show. The app has been downloaded over 2.5 million times both on the Apple 

app store and the Android store. The app is free to download but users can unlock 

different games for the payment of £1.49 (Monterosa, n.d). Jody Smith, Multiplatform 

Commissioning Editor at Channel 4 explains that, 

 

Their software is flexible enough to cope with the demands of a live TV show, 

turning stats around rapidly, which are fed straight back into the broadcast 

(Monterosa, n.d). 

 

Having this quick turn around of gaming statistics would allow the user to feel more 

engaged in the programme knowing there is a chance that their results could come up in 

the show. The iPad also has a number of other television companion apps such as 

Embarrassing Bodies App (Channel 4, 2012), which allows users to check symptoms 

aligned to those broadcast. The television show The Walking Dead has an app that 

allows users to play along with episodes in a 1st person shooter style (Telltale Inc, 

2014). The Million Pound Drop app and other second screen applications have become 

popular due to giving the consumer increased freedom and choice says Alan Delaney. 

(2011).  

 

As the previous examples show there has been many success stories of applications and 

websites in the second screen world. When the concept of second was relatively new 

both Spooks and 24 brought out interactive games and ‘webisodes’ to ensure that 

viewers were always connected to the television content even when it was not on air 

(Gillan, J. 2013). Elizabeth Evans ran a case study on how users interacted with these 

new pieces of software. They complained of the content being too disconnected from 

the storyline of the apps, something that was particularly true of 24. The Spooks second 
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screen flash game also failed because users complained that they did not feel 

comfortable with the idea character attributes being mixed with their own to make 

decisions within the game (Gillan, J. 2013) 

 

With all this attention focused on the second screen, media companies have to keep 

interest in advertisements for funding of shows. They have found a way to boost ad 

revenue and keep the attention of the audience on the adverts. Simon Tunstill is head of 

communication at Thinkbox, a marketing body for commercial television in the United 

Kingdom (Thinkbox, 2014). He discusses the idea that multitasking whilst watching 

television is nothing new when it comes to second screen threatening the television 

business. In an interview for the Guardian he explains that, 

 

‘People have always done things in the ad breaks – and multi-tasked during 

programmes using a second screen is just a new behaviour. But it is one with 

more obvious commercial benefits to advertisers and broadcasters’ (Smith C, 

2013). 

 

However, Richard Kastelein, founder of Appmarket.tv (Appmarket, 2011) argues that 

second screen is a distraction to the viewer and advertisers are finding it difficult to 

compete for the younger viewers attention. Summed up simply in a direct quote from 

Kastelein, ‘everybody hates commercials’ (Smith, C. 2013).  

 

Delaney discusses one of the numerous benefits to audiences interacting with television 

with technology (J8). ‘Recommendation technology’ that is present on smartphones, 

tablets and laptops and allows companies to tailor advertisements specifically to it’s 

audience based on their browser history and other traceable online footprints. Similarly 
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the Slingbox service, available on Apple TV (Ralph, N. 2014), analyses what the 

audience member is watching and recommends other television shows and shows 

information such as the latest sports scores or news reports based on the user’s interests. 

While it is clear to see that media companies are trying to adapt to second screen 

popularity, are these strategies actually working and boosting advertising revenue? 

Viggle a mobile marketing platform produced a study proving that when they linked a 

second screen app to the ABC series ‘The Bachelorette’ the intention to buy some 

products increased by 76%. This was due to the advertising both on the television 

screen and on the second screen device (Winslow, G. 2013).  

 

Shazam is an application available on mobile application stores that identifies music 

and media that the user is listening to (Shazam, 2014). Shazam have also been at the 

forefront of second screen and interactive advertising (Winslow, G. 2013). In America 

the company is commissioned up to ten times a week on new advertisements. David 

Jones, executive VP of marketing at Shazam explains that,  

 

While a lot of the TV companion apps are really struggling, we are seeing 

increasingly high renewal rates (Winslow, G. 2013) 

 

With more than 420 million Shazam users in 200 countries these consumers are 

sometimes looking for more information from advertisers. The application allows users 

to delve further in to a companies information by letting Shazam listen to the advert, 

this will then lead to a site, extra content or information set up by the company 

(Shazam, 2014).  
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Not only is second screen improving advertising for commercial companies it is also 

boosting advertising and sales for the television companies themselves. FX and Fox 

both run companion applications for their shows (Winslow, G. (2012). ‘Sons of 

Anarchy’ have a separate application from FX’s other shows whilst FOX’s ‘New Girl’ 

companion app lies within Fox Now (FOX, 2013). Both applications give the viewer the 

chance to interact with the television show and discover new information but also fans 

are able to buy merchandise from the shows brand, increasing revenue for the 

broadcasters (Winslow, G. (2012). 

 

Although these companies are having obvious success from second screen advertising, 

Geoffrey Precourt, editor in chief of the Journal of Advertising, says television is still 

the most powerful form of advertising (2013). He goes on to explain that television is 

the most successful way of attracting customers to hat companies have to offer, and has 

been for over fifty years. His opinion is based on a discussion group the Journal of 

Advertising has ran with both groups of broad based advertising reaches and small 

examinations on particular audiences. Despite his research, the case study ran by Viggle 

shows how much second screen advertising has actually worked (Winslow, G. 2013), 

this goes against Precourt’s research.  

 

While there are advertisers who believe that the second screen is a distraction to users 

when it comes to television advertising (Smith, C. 2013), it is clear from evidence that 

second screen advertising is becoming successful in allowing not only for viewers to 

interact with advertisements, but at increasing the intent to buy in many cases 

(Winslow, G. 2013).  
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Social networking is becoming a new platform of social media according to Joan 

Mancuso and Karen Stuth, the founders of ‘5 square research’ (Mancuso, J. and Smith, 

K. 2013). They state that social media turns programming events into a shared social 

experience and that social media is a form of advertising for brands and television 

shows. This interaction includes both television programming and advertising. In a 

study The Research Intelligence Group (TRiG) conducted forty four percent of people 

reported they had texted, tweeted, posted of commented daily about the content they 

were watching on television, this included advertising. An example of an advertisement 

that allowed viewers to interact through social networking was the Argos alien advert 

that premiered on the 29th June 2013 (Chi & Partners, 2011). The concept was that 

viewers had to vote for the name to be given to the baby that was born in the advert 

using a hashtag. As well as this Argos set up an Alien family Twitter account that 

allowed viewers to interact with the Mum, Dad and children of the alien family (Argos, 

2013). To this date the Twitter account has gained almost 14,000 followers showing 

how many people felt the need to interact. This is just one example of second screen 

success with social media but users and viewers interact with social media constantly 

(Mancuso, J. and Smith, K. 2013), but what for and why? 
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As of January 2014 there were 1.23 billion Facebook members and Twitter had 243 

million active monthly users (Smith, C. 2014). Social networks allow users to keep in 

touch with friends as well as make new ones; this gives users a high self-esteem and 

satisfaction (Ellison, 2007 cited by Chang, T. and Hsiao, W. 2013 pg.103). In 2013 

social networking overtook porn as the number one activity users take part in on the 

Internet (Cooper, B. 2013). In a survey by BSkyB in 2012, 48% of people admitted to 

using social network sites whilst watching the television (Dredge, S. 2012), but what is 

the appeal of social television?  

 

The Fox TV show ‘Glee’ allows for a lot of social network interaction (Wood, M.M. 

and Baughman, L. 2012). The series follows a group of school kids as they join a glee 

club (N.A, 2009). The show follows a range of different characters and in turn attracts 

vast audiences. In a case study by Megan Wood and Linda Baughman, professors of 

media communication in California, it was discovered how the ‘Glee’ producers 

interacted with the audience (2012). Social media allows fans of particular, brands, 

shows and films to add to the advertising campaigns. This interest from fans on social 

media far exceeds the potential of any other Internet site (Neff, 2010 cited by Wood, 

M.M. and Baughman, L. 2012 pg 329). Glee character profiles allow for fans to interact 

with the show’s characters while it is on air. Although fans of the show run most of the 

profiles for the programme, they manage to advertise on the show’s behalf. Apart from 

the actors personal Twitter profiles FOX only run one official Glee Twitter profile 

(FOX, 2013), which gives short as to what will happen in the next episode. This shows 

that fandoms actually run the majority of Glee’s promotional accounts.  

 

The fans of Glee who run character profiles are taking part in transmedia storytelling 

(Wood, M.M. and Baughman, L. 2012). This means that audience’s second screen 
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companion provides a platform for viewers to interact with the characters from the 

show. This stimulates live tweeting between cast member and audience. An example 

from Rachel Berry and Mercedes, two of the shows main characters as they interact 

with each other over issues in the show, 

 

MercedesWMHS: Being a diva is all about attitude 

RachelBerryWMHS: Being a diva is all about emotion. 

MercedesWMHS: There’s only one I in diva, and that’s me!  

RachelBerryWMHS: Diva off! 

MercedesWMHS: @RachelBerryWMHS Bring it 

MercedesWMHS: It’s about to go down. 

MercedesWMHS: And if you give a damn, take me baby or leave me 

MercedesWMHS: So, @RachelBerryWMHS and I rocked that song. I can’t stay 

mad at my girl. (Wood, M.M. and Baughman, L. 2012) 

 

Identity control is very important to the producers of the shows but fans have the 

knowledge of character traits that give their comments a sense of authenticity when 

interacting (Wood, M.M. and Baughman, L. 2012). The fans follow both the storyline 

and tweet about what is happening in the show when live. As well as this they also 

tweet in the style of the character when the show is not live.   

 

‘Occupying the characters in the show in this way, transmedia storytelling 

becomes less of transgressive audience practice and more of an unintentional, 

fan driven reinforcement of the aims of the producers and advertisers’ (Wood, 

M.M. and Baughman, L. 2012)  
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Glee is not the only programme that has this sort of fanbase that creates its own 

transmedia interaction. Fox’s show ‘Family Guy’ has a number of character accounts, 

the most popular being ‘Stewie Griffin’ (2013). With 113,000 followers this fan tweets 

in the style of one of the main characters, Stewie, and interacts when the television 

show is on. Again not funded by Fox this account allows for fans to create a second 

screen experience for Family Guy despite the absence of a dedicated companion 

application.  

 

According to Paul Booth, Assistant Professor in the College of Communication at 

DePaul University (2012), many viewers see television as a giant social network and 

feel the need to interact with a second screen on websites such as Twitter and character 

dedicated message boards. He explains that viewers are less interested in plot 

development and are more interested in the welfare of the characters. Using ‘Heroes’ as 

an example, viewers interact through a dedicated message board whilst watching the 

show which is another example of how viewers use social networking sites as a second 

screen (Wood, M.M. and Baughman, L. 2012).  

 

Reality television has provided a platform for interaction in the UK ever since ‘Big 

Brother’ first aired in 2000 (N.A, 2000). The premise for this programme is that a group 

of contestants living in a house for months on end, while the viewing public gets the 

chance to vote them off as they see fit. ‘Big Brother’ ran for 14 years on Channel 4. 

When it was axed in 2009 it moved to Channel 5. As the show has changed and 

developed there have been more chances to interact rather than just through voting 

(BBC, 2011). Channel 5 launched a companion application for the show, which acts as 

a second screen showing news, events and interviews from the day. More importantly 

the application gives twitter feeds of all the dedicated big brother accounts and gives the 
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user the chance to use Twitter and Facebook straight from the application. This social 

networking integration not only allows viewers to interact and share news from Big 

Brother, but also when viewers add hashtags and mentions to tweets with the hope of 

gaining attention from one the shows presenters (Rylan Clarke and Emma Willis) they 

automatically raise the profile of the show within their personal social network account 

(Channel 5, 2014).  

 

The Only Way is Essex, (T.O.W.I.E) is a scripted reality television show aired on ITV2. 

Masquerading as ‘a fly on the wall’ documentary, it follows the live of Essex socialites 

(Dent, G. 2010). In an event that took place in October 2013 at ITV’s London television 

centre, Fru Hazlitt, the managing director of commercial and online at ITV claimed that 

the social network Twitter would be nothing if it was not for TOWIE (McCabe, M. 

2013). This claim was attributed to the large social networking presence of the 

characters on the show and the amount of tweets posted by fans about the show when it 

was on air.  

 

(Macmillan, G. 2013)  
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The table shows the amount of tweets posted on a particular television topic on the 24th 

of February 2013. Overall there were 207,284 tweets posted about TOWIE during its 

airing with the most being 6,692 at one time, proving that the TOWIE audience are the 

most engaged in the show with reference to social networking and second screening. 

However TOWIE has dedicated programme applications, none of these are actually 

second screen companion apps and this allows Twitter to become the companion to the 

show.  

 

With the obvious popularity of second screen social networking media companies are 

finding their ways to make use of this popularity. An example of this is the 2013 

‘Superbowl’ broadcast in both America and the United Kingdom. As the advert space 

for this event was a million dollars a minute, the adverts are from large companies and 

seem to create a lot of excitement, they also use social media again as an advertising 

tool (Mancuso, J. and Smith, K. 2013). For example, Pepsi sponsored the half time 

advertisement that preceded a performance by Beyonce. The company not only created 

a competition so that viewers could appear in the advert (Pepsi, 2013) but they also used 

the hashtag #Pepsihalftime. Beyonce’s performance and halftime advertising generated 

268,000 tweets a minute, working out successful for Pepsi through social networking as 

these tweets trended raising the profile of the company (Duca, L. 2013).  

 

Twitter is the main weapon used by advertisers and television companies alike. For 

example 26 out of 52 ‘Superbowl’ adverts in 2013 contained a hashtag or an invitation 

for audiences to interact with the company on Twitter, whilst Facebook was mentioned 

in 4 (Mancuso, J. and Smith, K. 2013). With the 140 character limit Mancuso and Stuth 

go on to explain that ‘Twitter is short and sweet and easy to use’ (2013). It is also 

usually used on a smartphone or tablet, which is often to the viewer’s hand. This is why 
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it is believed that Twitter is the most popular second screen social network site, but 

what is gained by media professionals through Twitter? 

 

Gavin Purcell, co-producer of Late Night with Jimmy Fallon, explains that he uses his 

personal Twitter account to find out feedback from the show, to see what works and 

what doesn’t (Engler, C. and Purcell, G. 2009). He goes on to explain that Twitter 

doesn’t cost anything; it’s a creative answer from the viewers who enjoy the show. The 

dedicated television show account, says Purcell, uses Twitter to gain interest for the 

show before it premieres. In the same article Craig Angler, senior vice president at Sci-

Fi digital, claims that Twitter is very important in finding out what people want, 

because when asked they won’t give an opinion. According to Angler he finds it very 

important that his company listens to fans through Twitter. He also admires the 

informality of Twitter, rather than using blogging websites (Engler, C. and Purcell, G. 

2009).  

 

Although media professionals claim to use Twitter to their advantage to improve shows, 

is television going to survive in the digital age? While advertisers are moving their 

adverts to the second screen to boost revenue (Winslow, G. 2013) others claim that 

television will always be the best way to advertise (J2). Either way, different 

professionals in the industry seem indecisive on what will actually work. Jeff Bercovici, 

journalist specialising in new media for Forbes magazine, claims that Twitter has the 

characteristics that make it a perfect television companion (2013), this being a similar 

view to that of Mancuso and Stuth (2013). According to Bercovivi, although Twitter are 

a huge social media company they prefer to keep themselves among the users 

particularly when it comes to television, as they also see themselves as a television 
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companion (Bercovici, J. 2013). In the same article CEO of Twitter Dick Costolo 

explains,  

 

‘TV has always been social and conversation-driven. It's just that in the past, the 

reach of that conversation was limited by the number of people in a room or who 

you could talk to on the phone or the next day at the watercooler. Broadcasters 

have come to understand that Twitter is a force multiplier for the media they've 

created (Cosoto, 2013 cited by Bercovici, J. 2013)’ 

 

Debra Aho Williamson, an emarket analyser, disagrees with the ease of use of Twitter 

and the range of people using it. She believes that although broadcasters use the 

network to gain a bigger audience and receive feedback, the comments are generally 

from a biased audience, in other words those who know how to use Twitter. She claims 

it’s like a whole new language to learn putting a lot of people off.  

 

Using ‘Breaking Bad’ as an example, Bonin Bough, head of global media consumption 

at Mondelez, an American food company, discusses that if there were for example 

500,000 people watching an episode of the show there would be millions of people 

participating in a conversation about it, therefore generating millions of tweets and free 

advertising, for a simple second screen conversation (Bough, 2013 cited by Bercovici, J. 

2013). Nielsen, a US company that study trends in television viewing habits (Nielsen, 

2014), ran their first study into television trends on Twitter. They measured the number 

of tweets that were posted in the week of September 23rd 2013. ‘Breaking Bad’ came 

out as the most tweeted about show but also 9.3 million unique users saw tweets about 

the show. Whilst this is true ‘Breaking Bad’ was not the most watched television show 

that week according to the study. The most watched shows were ‘The Big Bang Theory’ 
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and ‘NCIS’, both shows did not appear on the list of the most tweeted about shows that 

week (Ryman, N. 2013). Although ‘Breaking Bad’ was not the most watched show in 

September, whilst the finale of the show was airing a show record of 10.3 million 

people watched the show whilst there were 1.24 million tweets and 3 million people 

posted about the shows finale on Facebook (Ausiella, M. 2013).   

 

While Breaking Bad generated a lot of social media publicity, the question asked by 

Bercovici among others is will Twitter be able to save television. In an article for the 

journal of advertising research, experts discuss the statistics of second screen Twitter 

usage predicting the potential behavior of future television audiences (Pynta, P. et al. 

2014). The article then goes on to ask the question media professionals want the answer 

to, is the second screen a distraction to the first screen? Or does it prove to be a 

complementary influence? This all depends on the audience’s participation and 

interaction with second screen.  
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Although the phrase ‘audience participation’ shares many different definitions, José 

Alberto García-Avilés, a professor of journalism, defines it as,  

 

Feedback which the broadcasters provide through a combination of traditional 

systems and new technologies. It thus encompasses tools such as voting by SMS 

for a particular candidate in a reality show, or calling in a talk show to give 

one’s opinion (García-Aviles, J.A. 2012). 

 

Researchers argue that there is no longer an audience, only a user due to the media 

converging and fusing across platforms, making television a multiplatform for 

audiences (Livingstone, S. 2013). Channels have benefitted from new technology 

advantages of online media such as social networking sites, to gain knowledge of what 

the audience wants from programmes and advertisements. Yet this can only work if 

their audience participates (García-Aviles, J.A. 2012).  

 

In the past the audience used media for specific reasons. They would come home from 

work and watch television and socialise about the topic with the people in the room 

(Livingstone, S. 2013). Now with technology developments people are constantly 

connected to the media wherever they are, and when watching television they don’t 

often speak to people in the room, they speak to online friends.  

 

A study was undertaken on how families watch television (Saxbe, D., Graesch, A. and 

Alvik, M. 2011). The research aimed to discover whether families were solo or social 

watchers of television or both. The study concluded with children being solo television 

watchers, only if they had a television in their room, their social aspect of television was 

usually conversing with online friends about the programme.  
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Adults who took part in the research tended to be social television watchers. This was 

often due to the nature of programme they watched, usually a debate or a topic that 

would provoke a reaction such as a political broadcast. 22% of parents tended to use a 

second screen device whilst watching television, while only 17% of children did 

(Saxbe, D., Graesch, A. and Alvik, M. 2011). This is similar to the research conducted 

by The Research Intelligence Group, as 66% of second screen audience households had 

no children under the age of 18 living with them. This dispels any marketing myths that 

only teenagers and young adults use second screen devices (Mancuso, J. and Smith, K. 

2013). 

 

José Alberto García-Avilés devised seven different types of audience members when it 

came to interacting with television. These audience types were consumers, players, fans, 

commentators, citizens, collaborators, benefactors and activists. Each played their part 

in interacting with the media in different ways, but their reaction to interaction was 

guided by media decisions. A case study will show what programmes they would watch 

and how the second screen can be used to be associated with that category. (García-

Aviles, J.A. 2012). 

 

CONSUMERS 

Consumers are the audience type that tends to interact with television when there is an 

incentive. The first example of this is competitions run by media companies which often 

involve large prizes. An example of this is the ‘Gadget Show’ competition (Channel 5, 

2014). The latest competition includes 250 gadgets worth over £60,000. The ways in 

which the competitions are presented take up to seven minutes of the show as they list 

the gadget, which gives the viewer more of an incentive to enter. The Gadget Show also 
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displays website information and hashtags to encourage viewers to talk about the 

competition over social networks using the second screen. Other competitions such as 

ITV’s ‘Loose Women’ also offer outlandish prizes to viewers without them having to 

answer a single question. The prize on the 27th February was a brand new car and a 

£10,000 cash prize (ITV, 2013). According to García-Avilés, prizes are made so large 

and questions so easy because more people will enter, encouraging participation. 

Competitions will also be mentioned throughout the show to encourage the viewer to 

keep watching, boosting advertising revenue (2012). Loose Women also allows for free 

entries on their website, which gives the ease of use for any viewer using a second 

screen device. 

 

Ten out of twenty analysed websites have an online shop and buying goods from these 

shops also contributes the viewer being a consumer (García-Aviles, J.A. 2012). As 

mentioned in the new media chapter of this dissertation both the ‘New Girl’ series and 

‘Sons of Anarchy’ have companion apps that have an online shop intergrated, allowing 

for purchase while using a second screen (FOX, 2013). The online shops often have 

clothing related to the television show and DVD of past series (García-Aviles, J.A. 

2012).  

 

PLAYERS 

Players are the type of audience that will take part in game shows and polls (García-

Aviles, J.A. 2012).  An example of this would be a user in the United Kingdom 

interacting with the Million Pound Drop Game (Channel 4, 2014). With the popularity 

of Million Pound Drop Channel 4 are now launching a new service called 4now. This 

service is a second screen companion app for Channel 4 shows (Bulkley, K. 2013). The 

application will allow users to interact more with game shows on Channel 4 such as 
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Deal or No Deal. This change in a terrestrial televisions outlook on the audience will 

not only make more of the viewers players and give them a better viewing experience, 

but advertising revenue will improve (Bulkley, K. 2014).  

 

FANS 

Social media has provided a platform for fans to discuss interests in shows, not about 

however the storylines or production of the show progresses but more the characters and 

actors (García-Aviles, J.A. 2012). An example of a television show using social 

networks to their advantage is the CBS show, ‘The Big Bang Theory’ (CBS, 2014). In a 

Nielsen study the show came out as of the most watched shows in America above the 

likes of ‘Breaking Bad’ (Ryman, N. 2013). The show’s official Facebook page has over 

30 million likes and the statuses provoke comments from fans, usually amusing statuses 

about the characters (CBS, N.D). An example of one of their latest statuses:  

 

LIKE if you agree with Raj, SHARE if you disagree! Watch last night's 

#BigBangTheory now: http://bit.ly/GJDYJY 

 

The status gained over 8,000 likes and invited viewers to watch the show and interact 

with the second screen content posted on their Facebook page. The shows Twitter page 

is not dissimilar to Facebook but includes retweets and interaction with the actor’s 

personal profiles (CBS, N.D). Interaction is also made with fans of the show that are 

live tweeting. Media companies try and foster a reaction from the fans by posting 

questions on their social platforms (Precourt, G. 2013) and from the Big Bang Theory 

example this is apparent.  
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COMMENTATORS 

Commentators are also viewers who post comments about the show on social media but 

do not concentrate on the actors in the show, more the production aspects or topics of 

the show (García-Aviles, J.A. 2012). Commentators are the audience type that will 

tweet towards a question of the day topic featured on a programme. To attract 

commentators to a programme Twitter is often embedded within the schedule showing 

hashtags and user comments along the bottom of the screen during the broadcast. An 

example of this is the sister show of ‘The X Factor’, ‘The Xtra Factor’ (ITV, 2014). The 

presenter will ask questions based on tweets received throughout the show, encouraging 

second screen interaction. ‘The X Factor’ also has an application with an integrated 

Twitter timeline to encourage the ease of use (ITV, 2014).  

 

CITIZENS  

Citizens are audiences who tend to participate in political and cultural broadcast 

situations. They will partake in debates and live voting on a show (García-Aviles, J.A. 

2012). Channel 4 news have a section on their website that gives viewers information 

on how to participate in voting on the show. The page invites users to join the debate on 

Twitter for the live broadcast,  

 

Join the live blog debate on the 7pm news programme while watching it on the 

television. By adding the hashtag #c4news to your tweet, anyone who searches 

#c4news during the television programme can find your tweet. This way, you 

can join in the debate sparked by our viewers during the programme.  (Channel 

4, 2010) 
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The audience gives high praise to programmes that allow viewers to join debates and 

give their views as it shows a sense of democracy through broadcasts and bulletins, 

which often are given a biased label (García-Aviles, J.A. 2012). Politicians are also seen 

as more down to earth, as a poll suggest, when viewers are encouraged to interact with 

them over second screen by asking questions and sparking debates.  

 

COLLABORATORS  

When broadcasters invite audiences to send in audiovisual content the audience member 

is considered to be a collaborator (García-Aviles, J.A. 2012). News channels are the 

main sites where this sort of content will be found (Sky News, 2014). News teams 

usually ask for this sort of content when a situation is considered too dangerous to go 

and film. An example of this is the 2008 Chinese earthquake, where citizen journalist 

footage was the only film new channels could obtain (Moore, M. 2008). The footage 

itself is perhaps not an example of second screen viewing but it is definitely an example 

of how social media sites are influenced by second screen viewers (García-Aviles, J.A. 

2012).  

 

BENEFACTORS 

Benefactors are audience members that tend to donate to charitable causes (García-

Aviles, J.A. 2012) such as BBC broadcasting ‘Children in Need’ every year (BBC, 

2014). ‘Children in Need’ is run every year in the hope that audiences will donate and 

for ease of use the organisation has now brought out a second screen companion 

application that allows viewer to donate straight from the homepage (BBC, 2013). 

‘Children in Need’ also invite audiences to text and tweet the show throughout to show 

their support for the charity, second screen participation lead to ‘Children in Need’ 

raising over 31 million on the appeal night (BBC, 2013).   
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ACTIVIST 

The last audience member type is activist, which consists of users convincing other 

users to boycott television shows (García-Aviles, J.A. 2012). Although not a second 

screen activity what comes of the activist’s behavior then leads to Twitter debates and 

audiovisual content being sent in showing their views rather than the views they 

disagree with, which is not dissimilar to the audience type, citizens and collaborators.  

 

All the audience types reflect to different members of the viewing public (García-

Aviles, J.A. 2012). It is important that viewers interact with television shows as 

audiences hold the future of broadcasting. This is apparent through children as young as 

12 are growing up watching television with a second screen device (Saxbe, D., Graesch, 

A. and Alvik, M. 2011). According to Booth (2012) the television is just one component 

of the viewing experience as an audience will use other media to view and discuss what 

is actually being shown. But as media researchers argue there is no audience anymore 

(Livingstone, S. 2013), how will the audience and users of second screen television 

mold the future of television and what will eventually become of it? But more 

importantly as audiences are clearly becoming more dependent on their second screens 

(Mancuso, J. and Smith, K. 2013), will the first screen become obsolete? 
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Chapter	  Five	  
	  

Conclusion	  
The	  future	  of	  television	  
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Looking at changes to audience participation, social media and new media they are all 

significant in the second screen takeover of television. Firstly new media is becoming 

more advanced and more convergence of technology is taking place, which can be seen 

through the release of the iPad in 2010 (Goggin, G. 2012). This lead the way for 

popularity in tablets, now the most used second screen device according to the Guardian 

(Dredge, S. 2012), with 81% of second screen users using a tablet whilst watching 

television.  

 

The companion app is another popular use of the second screen. Companion apps allow 

the user to interact with the television through votes and games. American drama, ‘The 

Walking Dead’ took the companion app to a new level when bringing out their first 

person shooter game. This app related to the storyline being broadcast. With nothing but 

good reviews on various app stores this application broke the boundaries in terms of 

second screen (Telltake, Inc. 2013).    

 

Advertising for the second screen is currently a great problem for the world’s media 

(J8). Opinions of researchers and professional clash in an argument nobody can predict 

on whether second screen advertising will work, it highly depends on the users 

opinions. Richard Kastelein (2011) believes that the second screen is a distraction and 

television will always be the true output of commercials. While Simon Tunstill (2013), 

discusses the fact that everyone has multitasked during ad breaks, the second screen is 

that other task which gives advertisers obvious commercial benefits. A statistic from the 

‘Superbowl’ shows however that advertising is working on the second screen with their 

companion application adverts increasing intent to buy by 76% (Winslow, G. 2013). 
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Statistics have shown (Smith, C. 2014) that Facebook and Twitter are the most popular 

social networks on the internet and social networking is now the most popular activity 

on the Internet (Cooper, B. 2013). In a study by BSkyB, it was shown that social 

networking is also the most popular second screen activity with 48% of people 

indulging in them. Many shows allow this social networking interaction whether there 

are official pages or fan made. Viewers are eager to interact which is apparent from the 

amount of followers and tweets they receive (FOX, 2014). Many fans are not as 

interested in plot developments or technical aspects more so actors and their characters 

(Wood, M.M. and Baughman, L. 2012). Shows that have been running for over ten 

years are now adding second screen content and social networking to their normal 

broadcasting schedule, an example of this is Big Brother (Channel 5, 2014).  

 

Shows such as The Only Way is Essex (TOWIE) rely on social networking to keep 

broadcasting (McCabe, M. 2013).  TOWIE viewers tend to interact with the characters 

of the show over Twitter, as the personalities are usually live tweeting the show. 

TOWIE has been top of Twitter statistics for the amount of tweets based around it, 

beating popular shows such as ‘Top Gear’, ‘Dancing on Ice’ and ‘Sunday Brunch’ 

(Macmillan, G. 2013). With social networking becoming popular as a second screen 

activity, advertisers are now integrating hashtags and twitter accounts into their 

commercials, which allows the viewer to interact and learn more about the product. 

Bercovici (2013), asked the question will Twitter save television, and it could be said 

that research proves that programmes that allow for interactivity will survive whilst the 

programmes that don’t take advantage of Twitter and Facebook et al won’t. 

 

The fact that all of García-Avilés’ audience types can be related to a British second 

screen television interaction shows how every viewer can interact through an Internet 
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connect device (2012). Looking particularly at fans and commentators who use social 

media and companion applications to interact fully with the second screen, it is clear 

how easy it is for viewers to get the most out of their favourite shows and broadcast 

their opinion to the masses. Commentators particularly comment on the importance of 

social media for giving reviews for their shows and how much they listen to viewers 

and their opinions (Engler, C. and Purcell, G. 2009).  

 

With all research taken in to account, it is evident that the second screen is becoming 

just as popular as the first screen, if not more. Although there are researchers that 

believe there is no space for a second screen and that it is just a distraction (Smith, C. 

2014), evidence shows that the second screen is inevitably making its way into the 

homes of audiences and users alike. Statistics show that from a sample high majorities 

use the technology they own to interact with the second screen and television. Past 

viewers were known to come home from work and watch the television, discussing with 

people in the room the content (Livingstone, S. 2013), yet now children and teenagers 

have technology to hand that allows them to talk to friends about current television 

programmes. But, it is not just children; teenagers and young adults that want to interact 

with the television. Studies show that adults with no children living at home use 

technology as a second screen more than teenagers do (Mancuso, J. and Smith, K. 

2013). The audience holds the key to the future of second screen as many researchers 

agree. Their actions will mold the future of television whether they decide to interact or 

not. While this is true, broadcasters are making second screen applications more 

available to users and bringing out a wider range for niche audiences, for example the 

Sci-Fi channel (Engler, C. and Purcell, G. 2009).  
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If television carries on, on the current tangent of interactivity it is inevitable that the 

second screen will become as popular as the first screen to audiences. Although 

researchers have dubbed it the smallest part of an audience’s media cycle, television 

will not become extinct (Pynta, P. et al. 2014). It still lies at the centre of social 

television and entertainment whether a second screen is being utilised by audiences or 

not.  

 

“We all know that the television industry never stays still; it is constantly 

looking at where is can move next and how it can take advantage of new 

technology”. (Delaney, A. 2011) 
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