Beyond the TV borders: Second screen as a tool for audience engagement
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Abstract. The growing popularity of mobile connected devices has transformed the way TV content is conceived and consumed. Interacting with these devices while watching TV is a trending behaviour that represents a challenge for the TV industry as this interaction often distracts viewers from the TV content. Consumers use the second screen to retrieve further information about narratives, characters, purchasing goods and researching on products and services advertised. In a scenario of systematic live and linear TV audience erosion and ad-skipping broadcasters, marketers and producers are continuously looking for new ways to leverage different media strategies to keep TV viewers engaged with the primary content, promoting consumers’ loyalty and generating more revenue flows. In this paper, a set of second screen cases was selected to ground a reflection on how second screen solutions may be applied to foster the viewer and consumer engagement.
Introduction

In the end of the 20th century takes place the information technology revolution as an economic, social and technological trend which goes beyond the Industrial Revolution [1]. Years later, at the dawn of the 21st century, mainly with the popularity of the PC and the Internet, arises the media convergence, a “phenomenon involving the interconnection of information and communications technologies, computer networks, and media content” [2]. More than a technological process, media convergence also covers economical, cultural and social aspects as a result of development and integration of different media forms and platforms based on consumer needs. In a media convergence scenario consumers are motivated to explore, create and share information, forming a participatory development culture built upon information consumption, generation and sharing through dispersed media platforms[3]. The integration of the various forms of media takes place with support and cooperation of the media industries, which now seek new ways and structures to finance their business [4] and the combination of broadcast and broadband networks can be leveraged for delivering a wide range of personalized TV services [5].
Linear and live television viewing[6] used to be a relationship experience between the viewer and the TV program only. The appearance of new media like the Web followed by smart multimedia mobile devices has been transforming the way this old medium is consumed. The term “hypertelevision” was coined by Scolari [4] to describe the contemporary phase of television in a world of fragmented content and non-sequential viewing where the television itself stimulates interactions in a set of audiovisual resources tailored for more sophisticated and active consumers.

Interacting with a second screen is a trending behavior that has been evolving over the past few years with the growing usage of smartphones and tablets. The emergence of extra screens turned the act of watching TV into a communal, richer experience, and soon the television industry realized the potential of delivering contents to the audience through these often connected devices, via program specific apps or social media campaigns, such as Twitter temporary hashtags or social media fictional profiles. According to a Nielsen report [7], 84% of U.S. smartphone and tablet owners use these devices as companion screens while watching TV. However, they are not always used for browsing things related to the TV content. Dealing with this new, multi-tasking way of consuming broadcasted media comprises a new challenge to the television industry in order to keep the audience engaged with the broadcasted content instead of distracting them from it [8], [9]. 
In this paper, a set of second screen cases with different purposes like advertisement (using a crossmedia mobile application), entertainment (using transmedia strategies) and interaction (through social media networks) was selected to ground a reflection on how companion devices may be applied to foster the viewer and consumer engagement. Strategies to keep viewers linked to the main broadcasted content are highlighted and criticized on how they could be improved for more compelling, profitable and interesting experiences.
Second screen as an engagement tool
Since the beginning, television has been a collective and social experience, with people talking about the TV programs during the broadcasting with people nearby, at home. The popularity of the companion devices[10] has influenced the TV viewing experience in a way that people do not need to wait until the next day to expose their thoughts on TV contents also to physically distant friends, since they are able to do this during the TV show or right after its end by using these connected devices. Based on information exchanged in social media networks, viewers may influence other viewers’ opinions about shows, get tips of new interesting series, and talk about the latest gossip on the artists life. A huge amount of this interaction now takes place during the TV broadcast, allowing television advertisers and producers to receive live feedbacks about their programming, with interaction among viewers generating hints for the TV producers on how to develop the shows and creating opportunities for advertisers. The novelty of user-TV interactions in second screen devices has a positive contributing effect to the user experiences. However, some features and approaches should be reviewed in order to enhance content navigation and user experience [11].
Shazam second screen experience
An example of second screen experience offering exclusive content is implemented by the Shazam mobile application, which has evolved from a song identification service to an interactive advertising provider in a form of a portal to second screen experiences in partnership with TV shows and events. This cooperation of broadcasters, producers, advertisers and mobile software developers was materialized as a flow of content between television and mobile devices representing a classical cross media strategy[3]. 

Officially launched in 2011, Shazam “Resonate” TV platform [12] provides advertisers with mechanisms of message supervision, brand management and revenue control through live connected screen experiences. In addition, the mobile application users are provided with additional information regarding the show they are watching, including what music is being played, news related to the cast or guests among others. This initiative enables marketers with a new channel of advertising opportunities. In addition, Shazam also developed a rating tool oriented to help broadcasters and advertisers in measuring the impact of their campaigns, providing data regarding where and when ads are resonating with their target audience. 

As the user activates the app, the program being watched is recognized based on audio recognition technologies, and users can receive further information. Hence, viewers of some of the biggest events broadcasted live mainly in the United States (e.g. Super Bowl, Olympic games and Grammys) are encouraged to access additional information during the commercial breaks, using their mobile phones and tablets to access exclusive contents, such as complementary videos, behind-the-scene interviews, casting, gossip, photos or any related social media activity, etc (Figure 1). 
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Figure 1 - Examples of Shazam extra content presented during big live TV shows. Source: www.shazam.com 
Exclusive discounts, special consumer offers and coupons are also available for the viewers who activated this application during the advertisements broadcast. With the purposes of decreasing ad-skipping and time-delayed views, only people watching the show at prime time could access these exclusive contents. Additionally, the Shazam application has been used in several other countries [13], in TV commercials integrated with call-to-action logos on TV screen corners, prompting viewers to access extra contents by activating the mobile application.
In 2012, while announcing its plans to work anytime of day, Shazam generated enthusiasm on TV platforms and channels suffering from systematic live and linear TV audience erosion and ad-skipping [14]. Huge investments of cross-platform, rich-media projects with interactive and social networking features have taken place. Also in 2012 Shazam generated $300 million USD from selling digital goods through affiliate partners [15]. Higher ad and brand recalls [16] endorse the benefits and the efficacy of the Shazam’s crossmedia strategy for TV advertising and confirming that it engages viewers and improves brand recall, with the majority of the application users bookmarking ads and exclusive contents for future interaction. According to reports by Frank N. Magid Associates[17], viewers who activated the application for pulling up extra contents had more interest in further engagement with brands, talked more about the brand with others and revealed future intent to take action. 

Bookmarking information for future interaction proved to be a key feature in the application as it increases brand or product exposition from a few seconds ad to several minutes of engagement, which represents a significant lift in campaigns’ effectiveness. However, requiring activation for receiving content may exclude some users from taking part in ad campaigns. Studies conducted by Almeida et al. [18] on notification mechanisms used in second screen applications concluded that the most suitable strategy for delivering notifications to the second screen applications, in order to provide a balanced user experience, should be based on a combination of a visual notification (on TV screen) along with visual notifications on the second screen. A better approach for pushing contents to viewers’ second screens may result in positive outcomes in revenue flows without affecting the overall user experience.
‘The Walking Dead’ transmedia experiences
Considering the current scenario of content fragmentation and segmentation of the audience[19], an efficient alternative to bring the viewers back to linear TV transmission is the transmedia storytelling strategy. Jumping through different media platforms provides deeper experiences, motivates participation and is inductive to more content consumption[3].

A well-applied transmedia case has distinct media platforms telling complementary self-contained stories around a central narrative, which is usually available on TV. It is exactly what “The Walking Dead” [20] series has been doing to reach its millions of viewers and fans around the world. Based on the comic book series of the same name by Robert Kirkman, the show follows a group of survivors living in an apocalyptic earth full of undead, lethal creatures. In addition to the TV show a set of short video clips that reveal a brief storyline was developed as “webisodes”. Usually launched during season breaks, they keep viewers attached to the central narrative even when no episodes are being aired on TV. These videos work as short autonomous series and expand the overall narrative considering different point of views of early outbreaks of the undead apocalypse. New characters are introduced specially for each set of webisodes, forming spin-off stories in a complex fictional world of networked events around a central narrative flow. 

As stated by Jenkins [3], people are choosing to “invest deeply in a limited number of franchises rather than dip shallowly into a larger number”. Thus, to embrace other media platforms as well as other audiences, Twitter profiles, Facebook pages and social games are available for the fans too. These mediums allow users to post and check live comments on the episodes, respond to surveys and interact with other fellow fans via chat systems too. Another transmedia strategy to offer fans a new social way to engage with the series is a companion application to be used during the main show exhibition on television only (Figure 2). 
[image: image2.jpg]B storysyne

about story sync.

about story syne

(R

7





Figure 2 - The walking dead Story sync second screen app.

Source: wwwm.amc.com

By activating the Story sync application (Figure 2) at the time of the televised premiere, a practical inclusion is perceived by the audience, engaging the viewers while not distracting them from the main content, which is synchronized with the application via digital audio recognition technologies [21]. This second screen application provides polls, trivia and ads for viewers as they watch new episodes of the show in a strategy considered less intrusive than traditional visual advertising as it provides supplementary information on what viewers are already viewing. It is worth noticing that this second screen application avoids disturbing the user if the scene presented on television goes faster than the usual (e.g. on action scenes), while the supplemental content is pushed during commercials and calm scenes. This balance between engagement by providing extended content and distraction by a second screen application plays a crucial role for an enriched live TV viewing experience [8], driving viewers to the TV screen and making appointment (linear) TV viewing relevant again.

In addition to comic books, TV shows and second screen experiences, a live zombie obstacle event was created to expose fans to an immersive experience into the fictional apocalyptic world, transcending the original technological media platforms and taking the relationship between the viewers and the narratives to another level, improving the sense of immersion in the franchising. Providing various levels of experience stimulates and sustains audience loyalty [3].

Many other live events have taken place worldwide, most of them promoted by fans themselves, which turns these fans into prosumers, who proactively take control of their viewing experience and create new independent experiences around the main narrative. These fans find on the Internet a place for sharing thoughts and insights about the series and transmedia strategies, which are considered by producers, advertisers and screenwriters on their next moves.

“The Walking dead” franchising is one of the most remarkable cases of transmedia ever produced, with all the TV shows, webisodes, games, mobile applications and live events converging to the same story. Surely, transmedia strategies are accountable for the success of this franchising as the diversity of media helps to reach people of many different places, with different interests and tastes for TV series, games and stories, which leads to higher amounts of dedicated fans and creates more potential revenue flows. Having a diverse audience may look like an opportunity for producers at first sight. However, it may rather be an issue for marketers and advertisers, as the more diverse is the audience the harder is to tackle a possibly wider variety of viewer interests and habits. Finally, personalization based on viewers’ interests and habits is crucial for higher levels of audience engagement. Focusing on personalized contents may lead producers to more efficient and profitable transmedia cases.
Twitter TV experience
With the advent of online social networks, status updates and social interactions turned to be frequent and, with the increasing usage of connected phone devices, they became instantaneous. A study[22] about Twitter users’ behaviour and responses to television showed that 85% of them usually tweet about TV programs, with 72% of this amount tweeting while watching TV. Therefore, producers are willing to extend their relationships with the audiences by adding attractive interactive components of social media networks to live transmission, creating a new concept of Social TV[23].

Social networks often have an advantage over other third-party entities in the second screen environment as they already have a pre-existing engaged audience. Step by step broadcasters have been taking into account Twitter as a mechanism to drive people back to prime time, which is very attractive for revenue purposes[8]. Temporary on screen hashtags as closed captions, celebrities tweeting during live events, live polls by tweets, tweets used as part of TV shows and so on are commonly integrated tools applied by TV producers [24]. According to Twitter Playbook[25], TV shows increase the amount of tweets is 20% right after the on-air appearance of the hashtags. Likewise, 50% of Twitter users keep browsing what people are saying about the show during prime time hours and hashtags help them to find the desired content. Though watching less traditional linear TV seems to be a trend, many people still watch linear TV programming content if it has a social media link [26], and due to social media people are becoming more aware about TV programming (Figure 3).
[image: image3.png]SOCIAL MEDIA RAISES AWARENESS OF TV PROGRAMS

IMPACT OF SOCIAL MEDIA ON TV VIEWING

2013 ®2012

1AM AWARE 1Enior \RECORD IWATCHMORE 1 sampLe | WATCH LESS
OF MORE TELEVISION ‘ore e SHOWSONLINE  BECAUSE OF
PROGRAMS WORE PROGRAMS SPolLERs

11110 T | O——





Figure 3 – Impact of social media on TV viewing. 
Source: Nielsen State of Social Media Report Q4 2012-2013. 
Globally, 53 percent of people like to keep up with shows so they can join conversations on social media networks [26]. This new Social TV concept has been increasingly used as a tool for real-time inter-audience feedback retrieval, checking viewers’ enthusiasm during the live broadcast. Broadcasters, producers and marketers have been leveraging the social TV to keep viewers far from time-shifting devices and PCs, rewarding people for watching live and linear transmissions and interacting with sponsors. Exclusive contents such as live-tweets from actors/casts, posts from the official show among others have been proving that social TV promotes a direct and almost immediate increase of TV viewers’ engagement [25]. As an effective example of social TV employment, actors of American television series tweeted at prime time, encouraging fans to tune in for the original live transmission. 

Years ago, Rupert Murdoch said, “Technology is shifting power away from the editors, the publishers, the establishment, the media elite. Now it is the people who are taking control”[27]. A higher level of engagement with the content entices the audience to generate more content. Extensions, parodies, spoilers, mashups (remixes) and adaptations are some of the content generated proactively by the fans [19]. Moreover, these viewers create their own parallel narratives on Twitter, “reinvigorating live TV viewing and creating new forms of audience interaction” [24].

Social TV initiatives are complementary for building relationships with the audience, driving viewers’ conversations about TV programs, seeking deeper brand engagement, and increasing TV shows ratings. The rise of this new concept of social TV based on real time social networking interactions enables a positive opportunity to foster viewer engagement with TV programs and their advertisers[22]. Currently, finding out why certain TV shows compel viewers to share impressions with others, while other programs do not, seems to be the immediate task for TV broadcasters and second screen developers [28].

Twitter and other social networks have an advantage over standalone dedicated second screen applications due to the wider use of its mobile applications. Indeed, social networking mobile applications work as default gateways for social TV interactions, decreasing costs of implementation and easing the production of value-added social TV experiences. However, these applications may not be suitable for proactively feeding viewers with contents and building up personalized relationships with the audience. Dedicated standalone second screen applications may be tailored to viewers’ expectations and habits, establishing exclusive channels, which enable broadcasters and advertisers to extent brand exposition from few seconds to several minutes of interaction. Of course, discoverability is an important issue to be tackled when creating dedicated second screen applications. According to Geerts et al. [8], announcing the application on screen, letting the audience know it is there, and providing a very low threshold for accessing it are necessary steps to deploy a financially viable application. In addition, having a dedicated second screen application helps minimizing audience distraction from the main broadcasted content as TV broadcaster and advertisers may control the interactive experience.
Discussion
The cases presented in this article endorse some second screen experiences as valuable promotional strategies for broadcasters, producers and advertisers, actively engaging viewers in several activities around their contents. Taking in consideration this well established value chain, one observe that a multiple approach to storytelling in various narratives and media provides a more complex and immersive experience along the potential to attract different market segments, seducing a more diverse audience with different narratives and contents in different media. In a time where viewers increasingly avoid advertising messages and are changing their viewing habits, the TV industry is constantly seeking options to strengthen the audience engagement, namely by leveraging the combination of the viewing experience with social interaction features and techniques with a clear focus on viewers’ involvement rather than on passive consumption. In addition, the second-screen experience provides opportunities for broadcasters, marketers and content producers to connect the target audience via relevant messaging and notifications, even when the main content is not being aired on TV.
Though nowadays adopting a second screen strategy seem to be a must-do for many broadcasters and content producers, it is still hard to overcome some technical details to properly implement it. Many different second screen frameworks and technical solutions were developed, such as the IRT’s FIcontent Second Screen framework
 and the Active Loop framework
. Some of them imply installing extra smartphone/tablet apps, such as “The Walking dead” app; while other would mash up many different contents in a single app, such as the Shazam app. Both have advantages and drawbacks, as installing a new app for every different show may be tiresome and using the same app may rather be confusing.
After adopting (or developing from scratch) a technical solution for second screens, one must also create a plan for coordinating user access to the different media in second screens. Considering that timing is crucial in the TV world [8], synchronizing access these media contents is a key challenge for content producers and TV broadcasters, as the second screen content may draw attention away from the main content that appears on TV screen. A good timing for TV comprehends selecting the precise moment for presenting media contents to provide an optimum effect. On this regard, Geerts and his colleagues [8] present valuable recommendations for designing second screen apps, namely related to ease of use, timing and added value. Finding the right balance between engagement and distraction in the second screen strategy play a crucial role to engage viewers with the show and not distract them so they cannot follow the plot anymore. Moreover, content updates and notifications should not be too long and closely matched with the pacing of the show itself [10], [18].
In addition to the traditional smartphone/tablet app solutions, some TV manufacturers have allied themselves with broadcasters to work on hybrid TV solutions, which would enable Smart TVs with content-aware apps. In order to tackle the many diverse initiatives already created with this end, in Europe, it was established a technical standard for combining two or more screens called Hybrid Broadcast Broadband TV (HbbTV) [29], which defines an open standards-based framework that enables bi-directional communication between web applications for TV and second-screen devices [30]. Initially demonstrated in France in 2009, HbbTV is a standard for hybrid digital TV to harmonise broadcast transmission and interactive media contents, which may be delivered through the broadcast signal itself or through internet connection, for presentation on Smart TVs and set-top boxes. This standard has merged with a similar industry initiatives, namely the Open TV and the Smart TV Initiative, which in turn involves heavy-weight TV manufacturer brands such as Samsung and LG. These various organizations take in many of the worldwide TV manufacturers and, moreover, comprehend general technical solutions, including second screen solutions.
Conclusion

The growing usage of mobile connected devices has unveiled opportunities for media consumption never seen before. Consumer viewing habits involving much more than the traditional linear broadcasting services become a trend, including new interactive displays, time-shifting viewing and real-time collaborative discussions. Television has become more interactive and viewer’s interests are influenced by information made available online. 

Be it through broadcaster initiatives of personalized services, advertising campaigns or via social media networks, second screens usage represents a big challenge for TV broadcasters and producers. While the majority of viewers already split their attention between the TV and another screen, the average gaze on the TV decreases drastically [9]. Besides, there is still a lack of evidences regarding what works and what does not work when developing and using second screen solutions [8], [18]. Notifications mechanisms, personalized transmedia approaches and high value-added dedicated second screen apps are important aspects for building up successful second screen cases.

In a scenario of systematic audience erosion, ad-skipping and illegally accessed content, broadcasted television has changed enormously along with its viewers. Some may say the TV as we know does not exist anymore; some may say TV will die. Among all predictions and facts, a must-do for broadcasters, marketers and producers is to better understand the viewers’ requirements and habits so strategies involving second screen are more efficient and profitable, promoting viewers’ loyalty and generating more revenue flows. 
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