
For decades, the television set has been the sole device for viewing 
video content, but new platforms are beginning to emerge that allow 
consumers to watch video on things other than their TVs and in 
locations beyond their homes.

Objectives
• Assess consumer interest in and awareness of 

non TV-based video services
• Investigate consumer interest and use of 

various forms of non TV-based video services
• Better understand the types of consumers who 

currently use non TV-based video services and 
those who are most likely to use these 
services

• Assess the potential near-term impact on other 
forms of media & entertainment

This study can be purchased individually or as part of a Strategic 
Advisory Service.

For more information on this and our other research programs, visit us 
on the web at www.LeichtmanResearch.com or contact us at (603) 397-
5400 or via email at Info@LeichtmanResearch.com.

Emerging Video Services II
Fourth Quarter 2007/First Quarter 2008

A nationwide study of non TV-
based video services

Did you know?
• 43% of broadband subscribers are 

online and watch TV at the same time at 
least weekly.

• 85% of households have at least one 
cell phone – with about 43% of this 
group having a cell phone that allows 
them to watch video 

• 47% of households have at least one 
iPod or MP3 player 

This second annual nationwide LRG study investigates non TV-based video services (including cell 
phones, iPods and broadband) in order to get an accurate picture of where these markets currently 
stand, and the near term potential for these new video services. Consumer data discussed in this 
report is based on a telephone survey of 1,250 randomly selected adults throughout the United States 
conducted in December 2007/January 2008. 
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