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Executive Summary: It’s an age of abundant media, as digital channels add to the flow of content from which 
consumers can choose. Online video, social networking and other digital options are occupying increasing amounts 
of consumer time. Mobile technology is extending people’s ability to access digital content throughout the day. And 
television is as popular as ever, taking up the biggest share of consumers’ time spent with media. 
134678

The catch to all this, however, is that the number of hours in a 
day remains the same. As a result, consumers have turned en 
masse to media multitasking. eMarketer calculates US adults 
crammed more than 11 hours of media content into an average 
day in 2011, double-counting for simultaneous usage. 

For marketers, the age of multitasking means consumers are 
available to receive multiple streams of messages at the same 
time. But multitasking also yields an audience whose attention 
is divided. Moreover, the “on demand” ethos of the internet 
leaves consumers disinclined to be passive recipients of 
whatever content is aimed at them, commercial or otherwise. 
This makes it imperative that marketers have something worth 
saying when they make a claim on consumers’ limited time. 

Key Questions 

 ■ How much time are consumers spending with each medium? 

 ■ What are the media elements most likely to divide 
consumers’ attention when they’re multitasking? 

 ■ How are multitasking and time constraints affecting the way 
consumers take in (or don’t take in) marketing messages? 

 ■ How can marketers adjust their strategies to account for 
media multitasking? 

hrs:mins

Average Time Spent per Day with Major Media 
by US Adults, 2011

TV and video 
4:34

Internet 
2:47

Radio 
1:34

Mobile 
1:05

Newspapers 
0:26

Magazines 
0:18

Other
0:48

Note: average time spent with all media per day in 2011=11 hours 33
minutes; time spent with each medium includes all time spent with that
medium, regardless of multitasking; for example, 1 hour of multitasking 
on the internet and watching TV is counted as 1 hour for TV and 1 hour 
for internet
Source: eMarketer, Dec 2011
134678 www.eMarketer.com
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The eMarketer View 

The amount of easily accessible media content grows 
daily, yet the number of hours in a day is static. The 
collision of these facts is creating new attitudes and 
behaviors among media users. As a result, marketers 
more than ever must also compete for consumers’ 
divided time and attention. 

When consumers are awake, the odds are good 
they’re using media. eMarketer estimates that the average 
adult consumes more than 11 hours of media content per day, 
when one double-counts for time spent using more than one 
medium. To a remarkable degree, people have simply added 
usage of new media to their usage of old media, rather than 
replace one with the other.  

Consumers have squeezed more media usage into 
their day by multitasking. Television viewing, for example, 
is often accompanied by usage of a smartphone or tablet. In 
an indication of how mainstream such behavior has become, 
one survey of mobile device owners found nearly half using 
them every day while watching TV. 

That is, if they are truly “watching” TV. The obvious 
consequence of media multitasking is distraction. It’s not 
surprising that one hears people speak of their “bandwidth,” 
referring not to the capacity of the digital devices they have 
but to their own capacity to deal with multiple activities. 
Media consumption used to be linear—“First I’m watching a 
show, then I’m reading a magazine.” Now it’s often a tangle of 
simultaneous activities, some related and some not. 

Distraction is not the only consequence of consumers’ 
effort to fit more media content into their day. As 
time constraints force them to make choices among content 
options, people necessarily become less passive in their 
relation to media. Consumers have become the programmers, 
not just the audience, for their media day. More and more 
habituated to getting content “on demand,” they are also apt 
to have less patience for content that is foisted on them. 

This new environment entails both peril and 
opportunity for marketers. Since consumers are spending 
much of their day with media, they’re often reachable by 
marketers’ messages—and sometimes reachable by more 
than one medium at the same time. Multitasking makes 
it harder, however, to grab and hold anyone’s attention. 
A run-of-the-mill commercial that would have performed 
adequately when nothing else was competing for a 
consumer’s eyeballs will now be mere background noise. It’s 
also trickier to measure the effect of a marketing message in 
this multitasking environment. The fact that a consumer had 
the TV on when a commercial aired—or was holding a laptop 
when a banner appeared on the screen—says less and less 
about whether those messages were heeded. In that light, ad 
practitioners’ use of the term “impressions” may have become 
an expression of wishful thinking. 

A brand that’s prepared to meet the consumer on 
multiple platforms—with useful things to say in 
each venue—can engage its audience more deeply 
than ever. Compared to even the recent past, there’s now 
more of a payoff for being smart and more of a penalty 
for being boring or irrelevant. Sometimes, being smart will 
mean not imposing unduly on consumers with messages 
they don’t need. In the age of multitasking, an essential task 
for marketers will be to make sure they’re not wasting the 
consumer’s time. 

For the list of industry experts interviewed for this 
report, see the eMarketer Interviews section. 
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Mapping Out Consumers’ 
Multitasking

Consumers are fitting more media into their schedules 
by using two or more types of media at the same time. 
With that, the phrase “couch potato” might better be 
“couch octopus,” as a consumer works the TV remote, 
updates a social network page via tablet and responds 
to a smartphone text message, all more or less at once. 
Likewise, the term “connected” takes on new meaning 
when consumers’ usage of one medium intertwines 
with usage of another. 

Multitasking has become a mainstream behavior because of 
the sheer volume of media people now cram into an average 
day—693 minutes in 2011, according to eMarketer, up from 
635 minutes in 2008. 

minutes

Average Time Spent per Day with Major Media by US
Adults, 2008-2011

2008 2009 2010 2011

TV and video 254 267 264 274

Internet 137 146 155 167

Radio 102 98 96 94

Mobile 32 39 50 65

Newspapers 38 33 30 26

Magazines 25 22 20 18

Other 48 46 46 48

Total 635 650 660 693
Note: time spent with each medium includes all time spent with that
medium, regardless of multitasking; for example, 1 hour of multitasking on
the internet and watching TV is counted as 1 hour for TV and 1 hour for
internet; numbers may not add up to total due to rounding
Source: eMarketer, Dec 2011
134676 www.eMarketer.com

134676

Since TV accounts for the biggest single share of consumers’ 
media time, it naturally has lots of overlap with other media 
when consumers multitask. Internet surfing is the most 
common accompaniment to TV viewing, according to an 
Adweek/Harris Poll in May 2011. But it’s far from the only 
activity consumers combine with their TV watching. 

While young adults have not abandoned TV, they are more likely 
than their elders to have it coexist with other media activities. In 
the Adweek/Harris survey, 57% of the 18-to-34 age bracket said 
they go on social networking sites while watching TV; the same 
percentage said they text on their mobile phone while doing 
so. In that light, young adults are an elusive audience for TV 
advertisers more for reasons of divided attention than because 
they have absented themselves from the TV set. 

% of respondents

Simultaneous Activities of US Internet Users While
Watching TV, by Age and Gender, May 2011

Gender Age

Surf the internet
using a computer

Read a book, magazine 
or newspaper

Go on a social
networking site (e.g., 
Facebook, Twitter)
Text on my mobile
phone

Shop online

Surf the internet using 
my mobile phone

Read a book on an
ereader device (e.g., 
Kindle, nook)

Surf the internet on a 
tablet computer (e.g.,
iPad, Xoom)

Other

None

Not applicable—I do 
not watch TV

Female
59%

51%

45%

39%

31%

16%

9%

6%

33%

11%

2%

Male
53%

37%

34%

35%

27%

20%

6%

8%

26%

18%

4%

18-34
68%

42%

57%

57%

40%

30%

6%

7%

32%

8%

5%

35-44
59%

41%

47%

46%

33%

23%

8%

13%

26%

12%

3%

45-54
55%

44%

36%

38%

27%

15%

9%

4%

28%

16%

2%

55+
45%

47%

21%

14%

19%

6%

7%

5%

30%

20%

2%

Total
56%

44%

40%

37%

29%

18%

7%

7%

30%

14%

3%

Note: n=2,309
Source: Adweek/Harris Poll as cited by press release, June 15, 2011
128994 www.eMarketer.com

128994

“Content used to be the scarcity. Media 
availability used to be the scarcity. Pages  
in a magazine used to be the scarcity. 
Thirty-second commercial breaks used to 
be the scarcity. Now it’s attention that’s 
the scarcity, because there are unlimited 
bits and there’s no end to content.”  
—Edward Boches, chief innovation officer at the Mullen ad 
agency, in an interview with eMarketer, February 9, 2012 

http://totalaccess.emarketer.com/Interview.aspx?R=6000669
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Motorola Mobility’s “Media Engagement Barometer” report 
gives a sense of the way TV time and social time are 
overlapping. When watching a TV show, more than two in 
10 internet users discuss it with friends “in real time via the 
internet or a social network” at least somewhat often. 

% of total

US Internet Users Who Discuss TV Programs Online 
in Real Time, Sep 2011

Very often, it's part of 
my viewing experience
8%

Relatively often, if it's something
that I know my friends are

currently involved in
14%

Occasionally, only if it's a big
event like a live sports match
19%

Rarely, it's something I've done
but it's not important to me
24%

Never
36%

Note: n=1,000 ages 16+; numbers may not add up to 100% due to rounding
Source: Motorola Mobility, "2011 Media Engagement Barometer"
conducted by Vanson Bourne, Dec 19, 2011
137276 www.eMarketer.com

137276

The proliferation of mobile devices is driving the rise in media 
multitasking. A July 2011 poll of mobile device owners for 
Yahoo! and Razorfish indicated that mobile multitasking 
while watching TV is more habitual than occasional. Among 
respondents who have a web-enabled phone, 49% said they 
use it every day to multitask while watching TV. Among tablet 
owners, 46% said the same. 

For more about the intersection of TV and social media, 
see the eMarketer report, “Socializing the TV Experience.”

Once mobile owners start multitasking while watching TV, 
some don’t stop: 15% said they do it for “the entire duration of 
the show,” while another 25% do it more than twice. 

% of respondents

Frequency with Which US Mobile Device Owners
Multitask via Mobile While Watching TV, July 2011

Frequency per week
Every day 49%

At least once a week 21%

Frequency per TV show
For the full duration of the show 15%

More than twice 25%

Once or twice 21%

Less than once per show 39%

Note: among respondents who multitask while watching TV
Source: Yahoo! and Razorfish, "Evolution of TV Multitasking" conducted by
Ipsos, Nov 10, 2011
134731 www.eMarketer.com

134731

The foremost multitasking activity for TV viewers is one 
that has yet to be digitized: eating. Among internet users 
ages 13 to 34, eating topped the list of TV-simultaneous 
activities in an August 2011 survey conducted for the Cable 
& Telecommunications Association for Marketing by C+R 
Research. But online activities were high on the list. 

% of respondents

Top 10 Activities Performed While Simultaneously
Watching TV According to US Internet Users, by Age,
Aug 2011

13-17

1. Eat

2. Text

3. Surf web

4. Study

5. Talk on phone

6. Games

7. Music

8. Clean

9. Email

10. Read

66%

58%

43%

38%

29%

28%

22%

21%

20%

19%

18-24

1. Eat

2. Surf web

3. Text

4. Email

5. Clean

6. Talk on phone

7. Cook

8. Games

9. Open mail

10. Music

68%

61%

56%

43%

36%

36%

31%

31%

26%

25%

25-34

1. Eat

2. Surf web

3. Email

4. Text

5. Clean

6. Talk on phone

7. Cook

8. Open mail

9. Pay bills

10. Games

67%

56%

48%

43%

43%

40%

38%

37%

30%

26%

Source: C+R Research, "Watching Gens X, Y & i" commissioned by the
Cable & Telecommunications Association for Marketing (CTAM), Nov 9, 2011
134443 www.eMarketer.com

134443

Viewers are split on whether the opportunity to use mobile 
devices while watching TV is a plus or a minus. In the Yahoo!/
Razorfish survey, 38% of respondents agreed with the 
statement, “Using the internet on my mobile or tablet device 
while watching TV enhances my viewing experience.” But 
the same percentage assented to the opposite view: “I find 
using mobile devices while watching TV to be distracting.” 
But whether or not they feel distracted, people chasing after 
online content related to a show will not be in a position to 
give the TV screen their undivided attention. 

Mapping Out Consumers’ Multitasking

http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2000811
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Working to Find the Upside in Multitasking 

For marketers, the downside of multitasking is self-evident: 
a distracted audience. But some experts, in interviews with 
eMarketer, noted a potential upside if marketers can come 
at the consumer from multiple angles at the same moment. 

The opportunity arises in cases where multitasking 
builds attention around a body of content rather than 
dispersing it across unrelated activities. “When people 
sit down to watch a TV show and they have their iPad 
with them, they’re not necessarily multitasking in 
contradictory ways,” noted Edward Boches, longtime 
creative director at the Mullen ad agency and now its 
chief innovation officer. “I may be using my iPhone or 
my iPad to GPS a location that’s in a TV show. Or I might 
be watching something and there might be a historical 
reference, and I’ll quickly just Google something. It’s 
not that I’m trying to do two or three different things at 
the same time. It might be that I’m using one device to 
augment the experience of another.” 

If a brand can help provide complementary content, 
this can turn consumers’ multitasking to its advantage. 
“I think there’s an opportunity if we can actually bring 
a cohesive content experience across platforms in 
general—TV, mobile device, tablet, PC, all of those 
devices,” said Edwin Wong, Yahoo!’s director of B2B 
strategic insights. “If you can create these really great 
experiences and hit a consumer multiple times across 
devices with different messages, you end up getting 
a better return. … It could add up to something even 
greater for any kind of brand trying to reach a consumer 
across devices.” 

But marketers still must determine how to piggyback onto 
consumers’ interest in the content, noted Adam Shlachter, 
managing director for digital at media agency MEC 
Interaction. “You have to figure out the right way to extend 
your message and expand it into places that people are 
spending time with in a relevant way,” he said. “But that 
doesn’t necessarily mean you have to create some wild, 
immersive world, because that might not be appropriate. 
You have to understand what the audience is hungry for, 
what they’re looking for to complement or enhance that 
viewing or that content consumption.”  

Moreover, marketers cannot assume that a multitasking 
consumer wants a brand to be part of the experience. 
Said Boches: “Just because a consumer is on a different 
device is not a message saying, ‘Hey, I’m watching TV on 
my iPad, so please do me a big favor: Don’t only run your 
TV commercial, but also do something for my iPad at the 
same time, so I can double the engagement with you.’ 
The fact that a brand does things in multiple places isn’t 
necessarily the formula for success.” 

One irony of consumers’ current media habits is that multitasking 
has given a sedentary character to some mobile usage. If 
someone is using a smartphone to visit Facebook while 
ensconced in front of the TV set, the activity is “mobile” only 
in the most technical sense. Especially during periods when 
TV viewing is most common, like primetime, advertisers using 
mobile media can’t assume their audience is actually on the go. 

Indeed, viewers’ mobility on such occasions may consist 
merely of moving their eyes away from a commercial break 
on the TV set. Nielsen has found many mobile owners use 
their devices during TV commercials (as well as during the 
program). Nearly six in 10 in Q3 2011 polling said they check 
their email during a commercial break and more than four in 
10 said they surf the internet for “unrelated info” or visit social 
networks during that time. 

% of respondents

Simultaneous Mobile Content Activities While
Watching TV According to US Smartphone/Tablet
Owners, Q3 2011

Checked email—during commercial
59%

Checked email—during program
57%

Used a download application
45%

Surfed for unrelated info—during program
44%

Surfed for unrelated info—during commercial
44%

Visited social networking site—during program
44%

Visited social networking site—during commercial
44%

Checked sport scores
34%

Looked up information related to the TV program I was watching
29%

Looked up product information for an ad I saw
19%

Looked up coupons or deals related to an ad I saw on TV
16%

Source: Nielsen, "Mobile Connected Device Report" as cited by Nielsen and
NM Incite, "State of the Media: US Digital Consumer Report, Q3-Q4 2011,"
Feb 23, 2012
137472 www.eMarketer.com

137472

Mapping Out Consumers’ Multitasking
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But this same survey also shows that multitasking needn’t 
always be a bad thing for marketers, as long as they’re 
positioned at multiple touchpoints to take advantage of it. 
Nineteen percent of Nielsen’s respondents reported using their 
mobile devices to seek information related to a commercial. 
That dovetails with the findings of a Q2 2011 Ipsos MediaCT 
survey of online consumers. Asked about activities they engage 
in while watching TV, 16% of survey respondents said they go to 
websites for companies whose ads they’ve seen. 

% of respondents

Online Activities Done While Simultaneously
Watching TV According to US Internet Users, Q2 2011

Personal email
69%

Visit social networks
57%

Instant message/chat with friends/family
32%

Work-/school-related email
20%

View content related to what I am watching on TV
19%

Online activities for work/school
19%

Visit websites for companies I see advertised while watching TV
16%

Note: n=5,252 who have gone online while watching TV
Source: Ipsos MediaCT, "LMX Hispanic—A Benchmark of el Futuro: The
Media Lifestyles of Digital Hispanics," Jan 26, 2012
136660 www.eMarketer.com

136660

Amid this media multitasking, a body of scientific opinion raises 
questions about people’s ability to do multiple things at once if 
each activity demands conscious attention. Research at Stanford 
University’s Communication Between Humans and Interactive 
Media Lab supports the doubters. In a PBS “Frontline” interview, 
the lab’s founder and director, Clifford Nass, said the human brain 
simply wasn’t built for media multitasking. When the lab studied 
people who regard themselves as proficient multitaskers, it found 
they were actually pretty bad at it. 

“They’re terrible at ignoring irrelevant information; they’re terrible 
at keeping information in their head nicely and neatly organized; 
and they’re terrible at switching from one task to another,” 
said Nass. The problem, he said, is that media usage requires 
conscious attention. “So for any of the tasks that we think about 
as part of the media landscape, there’s no autopilot,” he said. 

“If the message isn’t strong and it doesn’t 
resonate, I think with the multitasking 
it’s going to be very difficult to get their 
attention.” —Lisa Grutta, group manager for media, 
operations and promotions for GM’s Chevrolet brand,  
in an interview with eMarketer, February 20, 2012 

Time Spent with Specific Media 

The imperative for multitasking becomes clear when one 
looks in detail at the amount of time people spend with 
each medium. Internet usage has split into a number of 
time-consuming pastimes. Growing numbers of people 
conduct increasing amounts of their social life online. 
More and more video viewing occurs there as well. But 
TV time has not suffered (yet), in part because DVRs 
have enabled people to view more of what they want 
whenever they please. Mobile devices have also given 
people ways to spread media usage throughout their day. 

Television Viewing 

As internet usage grew into a mass-market phenomenon, 
some media mavens speculated that it would put TV on a 
downward trajectory. There are signs this is happening among 
younger viewers. But total TV-watching time is still rising, 
though the nature of “watching” has evolved since the days 
when a TV set was the only media device in the room. 

In 2008, according to eMarketer, consumers spent an average 
of 254 minutes per day viewing TV and video (a category that 
includes live, DVR and other pre-recorded video but excludes all 
online video, including that watched on TV sets). By last year, the 
figure had risen to 274 minutes. TV’s share of time spent with 
major media hovered around 40% during the period. 

% of total

Share of Time Spent per Day with Major Media 
by US Adults, 2008-2011

TV and video
Internet

Radio
Mobile

Newspapers
Magazines

Other

Note: time spent with each medium includes all time spent with that 
medium, regardless of multitasking; for example, 1 hour of multitasking 
on the internet and watching TV is counted as 1 hour for TV and 1 hour 
for internet
Source: eMarketer, Dec 2011
134677 www.eMarketer.com

2008

40.0%

21.5%

16.0%

5.0%
6.0%
4.0%
7.5%

3.4%

2009

41.0%

22.5%

15.0%

6.0%
5.1%

7.0%
3.0%

2010

40.0%

23.5%

14.5%

7.5%
4.5%

7.0%
2.6%

2011

39.6%

24.1%

13.6%

9.4%
3.8%

6.9%
693 mins660 mins650 mins635 mins

134677

Mapping Out Consumers’ Multitasking

http://totalaccess.emarketer.com/Interview.aspx?R=6000672
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A number of research firms have arrived at different figures 
for time spent with TV. But none of the studies casts doubt on 
the basic point that TV viewing accounts for a large chunk of 
consumers’ day. 

minutes

Comparative Estimates: Average Time Spent per Day
Watching TV Among US Consumers, 2010 & 2011

2010 2011

GfK MRI, Dec 2011 (1) 297 301

Nielsen, Feb 2012 (2) - 279

eMarketer, Dec 2011 (3) 264 274
Yankee Group, Sep 2011 (4) - 234

Edison Research and Arbitron, Nov 2011 (5) 205 223

McKinsey & Company, Oct 2011 (6) - 188

Fleishman-Hillard, Dec 2011 (7) 120 128

The Media Audit, Dec 2011 215 -

Note: (1) ages 18+; (2) ages 2+, on a traditional TV, data is for Q3 2011; (3)
ages 18+, includes live, DVR or other prerecorded video, excludes online
video; (4) ages 13+, TV and video; (5) ages 12+, data is for Feb for both
years; (6) excludes over-the-top TV; (7) among internet users
Source: eMarketer, Dec 2011; various, as noted, 2011
136823 www.eMarketer.com

136823

Popular wisdom depicts teens and young adults as having left 
TV behind, due to their zeal for social networking and other 
online usage. It’s true they spend less time than their elders 
watching TV, and their viewing of traditional TV has slipped in 
the past year. Among 12- to 17-year-olds, TV watching declined 
by 83 minutes per week between Q3 2010 and Q3 2011, 
according to Nielsen. In the 18-to-24 age bracket, it declined 
by 64 minutes per week. But Nielsen’s 2011 figures still show 
these age cohorts spending what amounts to a full day per 
week with traditional TV: 24 hours 11 minutes for the 12-to-17 
age group and 23 hours 57 minutes for the 18-to-24 age group. 
Marketers who think young people have abandoned TV and 
are unreachable via that medium are letting their vision of a 
possible future cloud their perception of current reality. 

While the internet often competes for time people might 
spend watching TV, it also provides content they can view on 
that screen. Thus, over-the-top (OTT) TV is adding to the total 
amount of time spent in front of a TV set. (Note, however, 
that time spent with OTT is not included by eMarketer in the 
category of time spent watching TV and video.) Looking at US 
consumers in general, an October 2011 report by McKinsey 
& Co. said they were averaging 17 minutes per day watching 
OTT (which includes the likes of Hulu and Netflix). A report last 
May by William Blair & Co. estimated there were 24 million US 
households with devices capable of playing OTT content and 
that they averaged five hours a week viewing such fare. This 
report predicted that OTT-capable households would number 
50 million in 2015, at which point they would spend nine hours 
per week viewing OTT content. 

Time Spent Watching TV Among US Cable vs. 
Over-the-Top TV Households, 2010-2015

Cable households
(millions)

Time spent watching TV per
week per household (hours)

Over-the-top households
(millions)

Time spent watching over-the-
top per week (hours)

2010

100

35

20

4

2011

102

35

24

5

2012

103

35

29

6

2013

105

35

35

7

2014

106

35

41

8

2015

108

35

50

9

Source: William Blair & Company, "The Future in Digital Media," May 16, 2011
131831 www.eMarketer.com

131831

For more on new ways people use their TV sets, see 
the eMarketer report, “Smart Devices: Evolution 
and Convergence.”

However they are viewing, consumers of any age group can 
be found in front of a TV set during any daypart, not just during 
primetime. A study by Magid Generational Strategies (using 
data from last April) showed a majority of baby boomers and 
more than four in 10 teen millennials watching TV during the 
5pm to 8pm period, for instance. 

% of respondents in each group
US TV Viewers, by Daypart and Generation, April 2011

iGen 
(8-14)

Teen
millennials

(15-17)

Adult
millennials

(18-34)

Gen X 
(35-46)

Baby
boomers

(47-65)

6am-9am 13% 11% 13% 18% 23%

9am-5pm 16% 24% 32% 28% 35%

5pm-8pm 59% 44% 43% 46% 54%

8pm-11pm 39% 51% 49% 60% 70%

11pm-2am 6% 15% 26% 25% 28%

Note: read as 13% of adult millennials surveyed watch TV during 6am-9am
Source: Magid Generational Strategies of Frank N. Magid Associates as
cited by Ad Age, Sep 16, 2011
133021 www.eMarketer.com

133021

Even counting only the minutes during which TV viewing 
is a consumer’s “primary activity,” the amount of time is 
substantial. Using the “primary activity” measure—which 
can only add up to 24 hours—the Bureau of Labor Statistics’ 
American Time Use Survey for 2010 found participants spent 
an average of 164 minutes per day watching TV. 

But many people resist the limits a 24-hour day imposes. 
Timeshifting of TV content is perhaps the most direct way in 
which consumers challenge the tyranny of the clock. With 
enough recording capacity, they can make primetime last all 
day. Or they can pluck a show out of the hours during which 
they’re sleeping and add it to their viewing schedule. 
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Many are doing just that, thanks to the DVR. An October 
2011 report by Leichtman Research Group said 44% of TV 
households in the US had at least one DVR, and 14% had more 
than one. Deloitte’s “Changing the Game: The State of the 
Media Democracy” report also put DVR penetration at 44%, 
based on October 2011 polling. 

“Not only is no one now giving their 
undivided attention to any one medium, 
but it’s not at any given time. And it 
challenges the notion of daypart targeting 
and time- and place-based media because 
consumers aren’t constrained to any one 
channel or time and place anymore.”  
—Adam Shlachter, managing director, digital, at MEC 
Interaction, in an interview with eMarketer, February 17, 2012 

In homes that have a DVR, viewing of timeshifted 
programming was equivalent to 16.7% of all average home-TV 
viewing per month during Q3 2011, according to Nielsen data. 
People ages 2 and older spent an average of 2 hours and 24 
minutes per week watching timeshifted programming. 

hrs:mins

Weekly Time Spent Watching TV/Video or Using the
Internet Among US Consumers, by Age, Q3 2011

2-11

12-17

18-24

25-34

35-49

50-64

65+

Total
Note: based on the total population in the US (297 million US consumers
ages 2+) whether or not they have the technology
Source: Nielsen, "State of the Media: The Cross-Platform Report Q3 2011,"
Feb 9, 2012
137139 www.eMarketer.com

On traditional TV

Watching timeshifted TV

Using the internet on 
a computer

Watching video on internet

Mobile subscribers watching
video on a mobile phone

26:03

24:11

23:57

27:46

32:07

40:07

45:23

32:33

2:03

1:39

1:39

2:59

3:02

2:44

1:43

2:24

0:33

1:35

3:54

6:00

6:08

5:16

2:50

4:07

0:08

0:25

0:46

0:53

0:38

0:25

0:13

0:29

-

0:17

0:16

0:15

0:06

0:02

<0:01

0:07

137139

Widespread timeshifting is a conspicuous example of a 
broader reality: Mainstream consumers have ceased to be 
passive recipients of whatever a content producer sends their 
way. “It used to be that we lived in a content world where 
it was curated for us, from the programs that we watched 
en masse or the publications we subscribed to and read en 
masse,” said Adam Shlachter, managing director/digital at 
MEC Interaction, in an interview with eMarketer. “And that’s all 
changed because consumers have become the editors, the 
curators, the sharers or the distributors of a lot of content.” 

One multimillion-dollar question has been whether TV viewers 
would conserve their time by zipping through (and being 
oblivious to) commercials when viewing shows recorded via DVR. 
Early indications suggest this isn’t the case. A study by IPG Media 
Lab and YuMe in March 2011 observed TV-viewing behavior 
of a small number of consumers. It found participants paying 
attention during nearly half of the fast-forwarded ad time—
exceeding the figure for those watching non-DVR’ed content. 

Percent of Time US* TV Viewers Pay Attention to the
Screen While an Ad Is Playing, by DVR Use, March
2011

DVR fast-forwarded 47%

No DVR 35%

Note: *Los Angeles-area
Source: IPG Media Lab, "Advertising Attention in the Wild – A Comparison
of Online and Televised Video Advertising" in conjunction with YuMe, May
24, 2011
130193 www.eMarketer.com

130193

That’s the good news. The bad news from this study is that 
viewers’ recall of the DVR’ed ads was considerably lower than 
for non-DVR’ed ads. The aided-recall figure for fast-forwarded 
DVR’ed ad content was more than one-third lower than for  
non-DVR’ed ads (20% vs. 32%). The pattern was similar for 
unaided recall (18% for fast-forwarded vs. 29% for non-DVR’ed). 
A brand that wonders whether TV timeshifters are paying 
attention to its commercials must also wonder whether they’re 
absorbing anything they’ll remember. 

This compounds the problem that multitasking already 
poses for gauging whether a marketing message is effective. 
“Since they are multitasking or their attention is fragmented 
across screens or devices and channels—simultaneously, 
let alone just bouncing back and forth—there’s not any good 
measure of what the impact or the effect of that is right now,” 
said Shlachter. 
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Internet Usage 

Though time spent using the internet has yet to catch up with 
consumers’ TV time, the gap is narrowing. In 2008, eMarketer 
estimates, average daily time spent with TV exceeded time 
spent on the internet by 85%. By 2011, the disparity had 
shrunk to 64%. At the end of last year, eMarketer estimated 
that US adults averaged 167 minutes per day online. Using 
various age cutoffs and methodologies, other research firms 
produced a range of estimates. 

minutes

Comparative Estimates: Average Time Spent Online
per Day Among US Consumers, 2010 & 2011

2010 2011

Yankee Group, Sep 2011 (1) - 216

GfK MRI, Dec 2011 (2) 198 204

The Media Audit, Dec 2011 193 -

eMarketer, Dec 2011 (2) 155 167
Edison Research and Arbitron, Nov 2011 (3) 116 142

Fleishman-Hillard, Dec 2011 (4) 113 115

Nielsen, Feb 2012 (5) - 35

Note: (1) ages 13+; (2) ages 18+; (3) ages 12+, data is for Feb for both years;
(4) among internet users; (5) ages 2+, data is for Q3 2011, home and work
locations
Source: eMarketer, Dec 2011; various, as noted, 2011 & 2012
136827 www.eMarketer.com

136827

When using the internet almost always meant reading text, it 
wasn’t hard to know what people were doing when they said 
they were online. Now internet usage encompasses numerous 
activities, some of which take up considerable amounts of 
consumer time. 

Social Networking 

Social networking accounts for a growing portion of consumers’ 
time with digital media. comScore’s “US Digital Future in Focus 
2012” report in February said social networking takes up about 
one in six minutes of internet users’ online time. Social network 
users ages 15 and older spent 16.8% of their total online time on 
social sites during October 2011, averaging 6.9 hours in those 
venues, according to comScore. In November 2011, Facebook 
alone accounted for an average of 6.6 hours of US social network 
users’ time during the month. 

Average Number of Minutes US Social Network Users
Spend on Select Social Networks, Nov 2011

Facebook
394.0

Tumblr
141.7

Pinterest
88.3

Twitter
24.4

LinkedIn
16.0

Myspace
12.0

Google+
5.1

Source: comScore Inc. as cited in company blog, Dec 28, 2011
135745 www.eMarketer.com

135745

By the end of 2011, according to comScore, Facebook 
accounted for 14.6% of all time spent online by US internet 
users. While noting that the site continues to gain users, the 
report added that its more significant gain “was not in user 
growth but in average user engagement, which jumped 32% in 
the past year to just over 7 hours per visitor in December.”  

Brands that market themselves via Facebook will find it laying 
claim to people’s time throughout the day. As an April 2011 
survey by Magid Generational Strategies demonstrated, it’s 
hard to find a daypart in which double-digit percentages of 
consumers are not using Facebook. 

% of respondents in each group

US Facebook Users, by Daypart and Generation, 
April 2011

iGen 
(8-14)

Teen
millennials
(15-17)

Adult
millennials
(18-34)

Gen X 
(35-46)

Baby
boomers

(47-65)

6am-9am 9% 10% 18% 18% 14%

9am-5pm 16% 30% 44% 32% 26%

5pm-8pm 41% 42% 39% 27% 23%

8pm-11pm 23% 39% 34% 28% 21%

11pm-2am 5% 12% 25% 16% 11%

Note: read as 18% of adult millennials surveyed use Facebook during
6am-9am
Source: Magid Generational Strategies of Frank N. Magid Associates as
cited by Ad Age, Sep 16, 2011
133022 www.eMarketer.com

133022
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Other social sites are also making demands on people’s 
time. For example, comScore’s “It’s a Social World” report in 
December 2011 said the 15.9 million unique visitors to Tumblr 
last November averaged more than two hours on the site 
that month; the 4.9 million unique visitors to Pinterest.com 
spent more than an hour there. BIGinsight polling in February 
2012 confirmed that Pinterest has already gained a significant 
foothold: Among consumers in general, 15.2% of respondents 
said they used the site. 

For more on Pinterest and some other up-and-coming social 
networks, see the eMarketer report, “Beyond Facebook and 
Twitter: Visually Focused Sites See Growing Interest.”

Aiming ads at a consumer’s interests, rather than at that 
person’s biography and social connections, could give more 
immediacy to a brand’s marketing efforts in social media. 
The Mullen agency’s chief innovation officer, Edward Boches, 
sees this trend giving marketers an opening to get through to 
distracted consumers who “have too much choice, too many 
options, and tune out whenever they want.”  

He described to eMarketer the thinking this rise of the “interest 
graph” should prompt among marketers: “If I can identify what 
people are actually interested in and what they’ve raised their 
hand about, then perhaps I can structure content or utility toward 
people who have already raised their hand and said, ‘OK, I care 
about cameras or I care about SUVs, or whatever it is.’” 

This approach could have the added benefit of connecting 
with consumers in a personal way, but without triggering 
fears about privacy. Targeting based on a person’s publicly 
declared interests—rather than on digital behavior the person 
may regard (however mistakenly) as private—will likely seem 
relevant without feeling intrusive. 

Whether it’s the interest graph or social graph that draws a 
consumer to a social network, a visit tends not to be a quick 
glance. Last August, Experian Hitwise found time spent per 
Facebook session among US users at just under 21 minutes, 
excluding mobile traffic. A January update, timed to news of 
Facebook’s initial public offering, put the figure at 20 minutes. 
Though shorter, visits to Twitter and Google+ also consume 
non-trivial amounts of time. 

mins:secs

Average Time Spent per Visit on Select Social
Networks by US Social Media Users, Aug 2011

Facebook 20:46

Twitter 12:41

Google+ 5:45

Note: excludes mobile traffic
Source: Experian Hitwise, "The 2011 Social Media Consumer Trend and
Benchmark Report," Oct 8, 2011
133453 www.eMarketer.com

133453

The time will add up substantially for the many social users 
who visit their sites multiple times in a typical day. Fifty-five 
percent of Facebook users in an August 2011 study by Polaris 
Marketing Research and SSI reported going to the site “several 
times a day.” Twitter is less of a daily destination for its users, 
according to AYTM Market Research: When polled in October, 
just over one-third of its users said they log in to the account 
“once or more most days.” 

% of total

Frequency with Which US Twitter Users Log in to
Their Twitter Account, Oct 2011

Once or more 
most days 
34.7%

Once or more 
most weeks 
23.1%

Once or more 
most months 
15.9%

Every few months 
or less often 
26.2%

Note: n=968; numbers may not add up to 100% due to rounding
Source: AYTM Market Research, "Brands and You in the Digital Age,” Dec 2011
135514 www.eMarketer.com

135514

A survey last October by uSamp found little difference in 
the proclivity of younger men and women to spend time on 
social networking sites every day. But a significant gap opened 
among older users. Women ages 50 and older were much 
more likely than their male counterparts to spend time daily 
on social sites. Advertisers that think older people are difficult 
to reach via social networks should rethink that view if their 
target market is female. 

% of respondents

Frequency with Which US Social Network Users Visit
Social Media Sites, by Age and Gender, Oct 2011

Male
18-24

25-34

35-49

50+

Female
18-24

25-34

35-49

50+

Total

Daily

86.4%

78.4%

56.0%

37.1%

85.7%

81.7%

63.1%

60.3%

69.6%

A few times
per week

12.1%

16.2%

24.0%

35.5%

8.6%

9.9%

20.0%

17.5%

17.5%

A few times
per month

1.5%

2.7%

8.0%

16.1%

2.9%

4.2%

9.2%

12.7%

6.9%

Once a
month or 
less often

0.0%

2.7%

12.0%

11.3%

2.9%

4.2%

7.7%

9.5%

6.0%
Note: numbers may not add up to 100% due to rounding
Source: uSamp, "Social Media Habits and Privacy Concerns Survey," Jan 30,
2012
136781 www.eMarketer.com

136781
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Then again, interacting with brands isn’t high on consumers’ list 
of priorities when they do go to social sites. NM Incite polling 
last April asked social users to say how often they employ social 
sites for various purposes. Atop the ranks of daily activities were 
contacting family and finding or maintaining contact with old 
friends. Few respondents said they spent their social network 
time interacting with brands on a daily basis. 

% of respondents

Frequency with Which US Social Network Users
Perform Select Social Network Activities, April 2011

Family contact

Find/maintain old friends
Entertainment

Gaming

Hearing positive/negative experiences

Money incentives

Creative outlet

New friends

Complimenting brands

Learning about brands/services

Expressing concerns about brands

Finding "how to" or self-help info

Business contact

Following celebrities

Job search

Dating

Daily

38%

27%
25%

20%

15%

14%

11%

11%

9%

9%

8%

8%

8%

6%

6%

3%

Weekly

31%

27%
22%

13%

26%

23%

20%

17%

18%

22%

18%

16%

14%

11%

8%

4%

Monthly
or less

20%

34%
21%

14%

25%

22%

33%

41%

27%

29%

25%

21%

27%

19%

14%

8%

Source: NM Incite, "State of Social Media Survey" as cited in "TV Viewers
Get Social," Oct 11, 2011
134648 www.eMarketer.com

134648

Considering the amount of time consumers spend in social 
networks, it’s not surprising that some feel they’ve reached 
the saturation point. Asked in a Poll Position survey in January 
to say how their time on social networks might change in 
2012, more than one-fourth of respondents said they’ll spend 
less. But nearly as many said they’ll spend more. (The polling 
was conducted among registered voters, not just social 
network users.) Marketers who have been slow to use social 
channels cannot count on consumer “fatigue” with social 
networks to get them off the hook. 

% of total

Demographic Profile of US Consumers Who Will Change 
the Amount of Time Spent on Social Media in 2012

Male
25.5% 37.0% 27.9% 9.6%

Female
23.6% 37.7% 26.7% 11.9%

Gender

Age
18-29

36.4% 29.7% 15.5% 18.5%

30-44
24.7% 36.1% 30.3% 9.0%

45-64
22.3% 42.9% 28.3% 6.5%

65+
15.6% 37.3% 33.3% 13.7%

Total
24.5% 37.4% 27.3% 10.8%

More Same amount Less No opinion

Note: vs. 2011; numbers may not add up to 100% due to rounding
Source: Poll Position survey as cited in company blog, Jan 4, 2012
136634 www.eMarketer.com

136634

Mobile technology has enabled consumers to get onto social 
sites during more of their day. Among smartphone users in 
the US, comScore last October found 64.1% saying they had 
accessed social networking sites at least once during the 
previous month by means of that device; 38.8% said they did 
this almost every day. Given numbers like these, comScore is 
not exaggerating when it remarks, “Mobile devices are fueling 
the social addiction.” 

Mobile Usage 

Mobile phones started out as communications devices that 
merely had the advantage of being untethered to a particular 
location. Now consumers spend increasing amounts of time 
using smartphones and other mobile devices to expand their 
media consumption far beyond voice and text. comScore 
emphasized this development in its “Future in Focus” report: 
“In 2011, the majority of all mobile phone owners consumed 
media on their device, marking an important milestone in the 
evolution of mobile from primarily a communication device to 
a content consumption tool.” 

Time Spent with Specific Media
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eMarketer estimates consumers spent 9.4% of their daily 
media time in 2011 using mobile devices. The amount of time 
spent in this way doubled between 2008 and 2011, going from 
32 minutes to 65 minutes. 

% of total

Average Time Spent per Day with Major Media 
by US Adults, 2011

TV and video 
39.6%

Internet 
24.1%

Radio 
13.6%

Mobile 
9.4%

Newspapers 
3.8%

Magazines 
2.6%

Other
6.9%

Note: average time spent with all media per day in 2011=11 hours 33
minutes; time spent with each medium includes all time spent with that
medium, regardless of multitasking; for example, 1 hour of multitasking 
on the internet and watching TV is counted as 1 hour for TV and 1 hour 
for internet
Source: eMarketer, Dec 2011
134679 www.eMarketer.com

134679

The number of mobile internet users has been rising briskly, 
and eMarketer foresees that trend persisting for the next 
several years. By 2016, 60.5% of the total population is 
expected to be accessing the internet from a mobile browser 
or an installed application at least once a month. 

US Mobile Internet Users and Penetration, 2010-2016

Mobile internet
users (millions)
—% change

—% of mobile
phone users

—% of population

2010

78.4

25.5%

33.8%

25.3%

2011

98.9

26.1%

41.6%

31.6%

2012

121.9

23.3%

50.2%

38.5%

2013

143.8

18.0%

58.1%

45.0%

2014

164.1

14.1%

65.1%

50.9%

2015

182.7

11.3%

71.3%

56.1%

2016

198.8

8.8%

76.6%

60.5%

Note: CAGR (2011-2016)=15.0%; mobile phone users of any age who
access the internet from a mobile browser or an installed application at
least once per month; excludes SMS, MMS and IM
Source: eMarketer, March 2012
137948 www.eMarketer.com

137948

Deloitte’s “Changing the Game: The State of the Media 
Democracy” report also shows a steady increase in the 
proportion of mobile users who employ the devices to access 
the internet. Fifty-three percent of mobile phone users polled 
in October 2011 said they did this, up from 35% in 2007. Such 
activity (along with other kinds of media-oriented usage) has 
become routine for many consumers. That’s especially true for 
young adults, according to Deloitte’s report. 

% of respondents

Daily or Weekly Mobile Activities of US Mobile 
Phone Users, by Generation, Oct 2011

Talking on the phone

Text messaging

Internet access

Digital camera (still pictures)

Email

Viewing photos or video

Mobile online search
Listen to music

Playing games

Update social networking page

Video camera

Receive news, sports, weather
and traffic updates through
text messaging

Using GPS for directions

Source: Deloitte, "Changing the Game: The State of the Media Democracy"
conducted by Harrison Group, Jan 4, 2012
135838 www.eMarketer.com

Trailing millennials (14-22)

Leading millennials (23-28)

Gen X (29-45)

Baby boomers (46-64)

Matures (65-75)

Total

90%

91%

58%

63%

53%

60%

45%
58%

55%

46%

32%

23%

22%

89%

88%

71%

66%

62%

67%

57%
54%

50%

57%

41%

36%

33%

88%

79%

59%

53%

55%

50%

49%
42%

34%

37%

28%

31%

25%

86%

56%

30%

29%

30%

27%

20%
16%

16%

14%

14%

15%

12%

82%

26%

11%

17%

12%

22%

6%
2%

2%

5%

6%

9%

7%

88%

71%

47%

46%

44%

44%

37%
34%

31%

31%

24%

23%

20%

135838
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As one might expect, communication (whether via talk or text 
message) still accounts for the largest share of consumers’  
mobile-usage time. And those minutes, by their nature, are times 
on which marketers cannot or should not intrude. But time spent 
on a range of other functions—from internet access to game 
playing to social networking—adds up to a large chunk of mobile 
usage. For example, a McKinsey & Co. report last October said 
internet users averaged 10 minutes per day playing games on their 
mobile phones and 12 minutes per day using social networks. 

minutes

Daily Time Spent Using a Mobile Phone According to
US Internet Users, by Activity, 2011

Entertainment
Playing games (1) 10

Taking photos 8

Listening to downloaded music 5

Watching videos (2) 5

Online streaming music/videos 4

Reviewing/editing documents 3

Downloading apps, videos, music, etc. 3

Communication
Talking 33

Social network sites 12

Reading/writing email, MMS 5

Instant messaging 5

Video chat 2

Browsing
Internet browsing (excludes social network sites) (3) 6

Search engine 4

Location-based services (4) 7

Online shopping & research 3

Other 4

Note: (1) includes preinstalled/downloaded games and browser games
inside and outside of social networks; (2) includes video recorded yourself
with a mobile phone; (3) includes posting comments (e.g., blogs); (4) local
search, sharing GPS location, navigation
Source: McKinsey & Company, "Minute by minute: How do global digital
consumers spend their tech time?" Oct 13, 2011
137048 www.eMarketer.com

137048

Consumer time spent using mobile devices is on the upswing 
in part because mobile delivers content categories that are 
gaining audience. One sees this in the convergence of mobile 
and online video. eMarketer expects the percentage of the 
population that views video on a mobile device to have more 
than doubled between 2010 and 2012. By 2016, one-third of 
the total population is expected to be mobile video viewers. 

US Mobile Video Viewers, 2010-2016

Mobile video 
viewers (millions)

—% change

—% of mobile
phone users

—% of population

2010

29.0

52.2%

12.5%

9.4%

2011

45.2

55.6%

19.0%

14.4%

2012

61.2

35.5%

25.2%

19.3%

2013

73.3

19.8%

29.6%

22.9%

2014

88.0

20.1%

34.9%

27.3%

2015

100.2

13.9%

39.1%

30.8%

2016

110.1

9.9%

42.4%

33.5%

Note: CAGR (2011-2016)=19.5%; mobile phone users of any age who watch
video content on mobile phones through a mobile browser, subscriptions,
downloads or applications at least once per month
Source: eMarketer, March 2012
137949 www.eMarketer.com

137949

In Motorola Mobility’s “Media Engagement Barometer” report, 31% 
of US consumers surveyed in September 2011 said they used a 
smartphone, tablet or laptop to watch TV services when away from 
home. And of these respondents, three-quarters reported engaging 
in this activity at least once a week. In a sign that TV content is 
straying from TV sets, just half of all respondents said 100% of their 
weekly viewing time is spent watching on a TV set. 

% of total

Frequency with Which US Internet Users View TV
Services via a Mobile Device, Sep 2011

Every day
15%

5+ days a week
13%

3-4 days a week
18%

Once or twice
a week
30%

Less than once
a week

23%

Never
1%

Note: n=311 ages 16+ who have viewed TV services via a mobile device;
includes smartphones, tablets and laptops
Source: Motorola Mobility, "2011 Media Engagement Barometer"
conducted by Vanson Bourne, Dec 19, 2011
137252 www.eMarketer.com

137252

Similarly, mobile devices are encroaching on the PC’s share of 
consumers’ time spent online. Deloitte’s “Media Democracy” 
report documented a significant decline between 2009 and 
2011 in the proportion of online time spent via desktop 
computer, with the number having fallen nearly 25% among 
people who are actively online and own one of various devices. 

% of total

Share of Time Spent Online by Device According to 
US Internet Users, 2009-2011

2009
57% 32% 7% 4%

2010
54% 32% 6% 4%

3%

1%

Desktop computer
Laptop/netbook
Mobile phone

TV
Video game console/handheld
Tablet

Note: among owners of at least one of these devices; actively online
Source: Deloitte, "Changing the Game: The State of the Media Democracy"
conducted by Harrison Group, Jan 4, 2012
135852 www.eMarketer.com

2011
43% 36% 10% 4%4%

3%

135852
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As tablet ownership becomes more mainstream, those devices 
will play an increasing role in consumers’ total media time. (A 
report in January by the Pew Internet & American Life Project put 
tablet penetration at 19% among US adults.) Polling last March 
by AdMob found nearly four in 10 tablet users saying they used 
the device at least two hours per day. While this represents the 
behavior of comparatively early adopters, such a caveat is offset 
by the fact that tablets will become increasingly functional as 
more content and apps are created for them. 

% of respondents

Time Spent per Day Using Their Tablet According
to US Tablet Owners, March 2011

Source: AdMob, "Tablet Survey," April 7, 2011
126764 www.eMarketer.com

2+ hours 
38%

1-2 hours 
30%

30 minutes-1 hour 
21%

15-30 
minutes 
7%

<15 minutes
4%

126764

At times, mobile connectedness can feel like a burden. Thus, 
it’s not surprising that, amid steady gains in mobile device 
usage, people sometimes try to disconnect from the always-on 
environment. Polling in April/May 2011 by Pew found 29% of 
mobile phone owners saying they sometimes turn their phone 
off “for a period of time just to get a break from using it.”  

As such, consumers will not welcome mobile advertising 
that adds to this burden without providing relevance or utility. 
But if a brand does provide something useful via mobile, 
consumers will be glad to spend a bit of their mobile time with 
it. Mullen’s Boches cites the example of Charmin’s SitOrSquat: 
Bathroom Finder app, which helps people locate clean public 
restrooms. “If they give me an app that helps me find a clean 
public restroom, that’s pretty cool,” Boches told eMarketer. 
“Then that might make me seek them out and want to use 
them and want to connect with the brand and then, of course, 
remember them and maybe, maybe, maybe be inclined 
toward the product when I’m in the supermarket.” 

Viewing Online Video 

Online video exemplifies the growing opportunities consumers 
have to use media—and the growing demands media place on 
people’s finite time. A category that was an early-adopter niche 
until recent years has gone mainstream. It has a US audience 
eMarketer estimates will reach 169.3 million this year (defining 
the population as those who watch at least once a month). 

US Online Video Viewers, 2010-2016

Online video
viewers (millions)

—% change

—% of population

—% of internet users

2010

145.6

11.3%

46.9%

65.0%

2011

158.1

8.6%

50.5%

68.2%

2012

169.3

7.1%

53.5%

70.8%

2013

178.7

5.6%

56.0%

72.9%

2014

187.6

5.0%

58.2%

74.7%

2015

195.5

4.2%

60.1%

76.0%

2016

201.4

3.0%

61.3%

76.9%
Note: CAGR (2010-2016)=5.6%; internet users who watch video content
online via any device at least once per month
Source: eMarketer, March 2012
137375 www.eMarketer.com
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If anything, the rising number of online video users understates 
the recent growth of this category. The more dramatic increase 
has been in the amount of time people spend with it. In December 
2010, 172 million US users spent an average of 14.6 hours during 
the month watching online video content, according to comScore. 
In January 2012, 181 million users spent an average of 22.6 hours 
watching. In other words, a modest increase in the number of 
users was accompanied by a massive increase in time spent 
per user. Google sites, chiefly YouTube, have consistently had the 
biggest share of consumers’ time spent viewing online video. 

Consumers’ usage of online video takes a variety of forms. In a 
Yahoo!/Interpret report based on January 2011 polling, viewers 
said short clips accounted for 74% of the online videos they 
watched. But that figure was down by 10 percentage points since 
2009 as viewing of movies and full-length TV shows increased. 

The audience for online viewing of movies and TV shows is 
large and growing. Among internet users ages 18 and older, 
eMarketer estimates that 59.8 million will view movies online 
at least once a month this year, with the number forecast to 
reach 90.5 million in 2016. The number who regularly view TV 
shows online is even higher, according to eMarketer. 

US Adult Online TV Viewers, 2010-2016

Adult online TV
viewers (millions)
—% change

—% of adult online
video viewers
—% of adult
internet users

—% of adult
population

2010

50.9

15.8%

43.6%

28.0%

21.6%

2011

61.9

21.7%

49.0%

33.0%

26.1%

2012

73.3

18.3%

54.3%

38.0%

30.5%

2013

83.0

13.3%

58.5%

42.0%

34.2%

2014

91.0

9.6%

61.2%

45.0%

37.1%

6.7%

62.8%

47.0%

2015

97.1

39.2%

2016

101.0

4.0%

64.0%

48.0%

40.4%

Note: CAGR (2010-2016)=12.1%; internet users ages 18+ who watch TV
shows online at least once per month
Source: eMarketer, March 2012
137383 www.eMarketer.com
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Now that consumers can conveniently access professional 
content like movies and TV shows—and view this material when 
it fits their schedule to do so—long-form content will naturally 
have an online audience. comScore’s “Digital Future” report 
also noted “an increase in quality, original, created-for-the-web 
content syndicated across platforms.”  

Of course, the rise in viewing of online video means consumers 
are more apt to be exposed to ads that accompany such material. 
In its report of January 2012 online-video viewing, comScore said 
consumers viewed 5.6 billion ads in that venue, totaling more than 
2.3 billion minutes. The average viewer saw 38.4 online video ads 
during the month. 

Or, at least, many viewers saw parts of many ads via online 
video. Examining completion rates for video pre-roll ads 
in the first half of 2011, a YuMe study found a majority of 
viewers watching all the way through. And the length of the 
commercial made less difference than one might expect. Even 
the spots lasting more than 30 seconds were watched in their 
entirety by 61% of viewers in Q2. 

Average Completion Rate for US Online Video Pre-Roll
Ads, by Video Length, Q1 & Q2 2011

15 seconds
69%

72%

30 seconds
66%

64%

30+ seconds
50%

61%

Q1 2011 Q2 2011

Source: YuMe, "Q2 2011 Video Advertising Metrics Report," Aug 26, 2011
132116 www.eMarketer.com
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In fact, those viewers were not just watching online video  
pre-roll ads. According to the separate IPG Media Lab/YuMe 
study cited above, a majority of participants were paying 
attention to the ads, and did so at higher rates than for TV ads. 
While 36.9% paid “full attention” to the screen during TV ads, 
55.2% did so during online video ads. 

Gaming 

Gaming used to be a mainly young-and-male avocation. Now 
it is a digital time-eater throughout the population. Noting that 
people can fall into more than one gaming category, eMarketer 
estimated in February and March 2012 that there is a massive 
and growing constituency for several kinds of games. 

millions
US Online and Mobile Gamers, 2012 & 2014

Online casual gamers

93.7 101.0
Social gamers

76.5
85.4

Online console gamers

40.1
48.0

Mobile gamers

102.0

141.2

2012 2014 2012 2014

2012 2014 2012 2014
Note: gaming audiences are not mutually exclusive; there is overlap
between groups
Source: eMarketer, Feb & March 2012
137950 www.eMarketer.com
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Sizing the overall gamer population, a June 2011 survey by 
Newzoo, a company that conducts research and consulting 
for the gaming industry, put the number of active US gamers 
at 145 million. It also said US consumers collectively spent an 
average of 215 million hours per day playing games. 

Other research confirms that games occupy considerable 
amounts of time. A Nielsen study of website categories where 
US internet users spend time found games accounting for 
9.8% of all time spent online last May, putting this activity 
second only to social networks/blogs. Asking internet users 
to specify how they spend time on a PC, McKinsey & Co. last 
October found respondents saying they allot an average of 
51 minutes per day to games (including offline games and 
browser games inside and outside of social networks). 

Time Spent with Specific Media



Time Spent with Media: Consumer Behavior in the Age of Multitasking Copyright ©2012 eMarketer, Inc.  All rights reserved. 16

Motorola Mobility’s “Media Engagement Barometer” found 
US internet users averaging seven hours per week on video 
games. Of course, some enthusiasts pull up these averages: 
10% of all respondents said they spend at least 15 hours per 
week playing video games. 

% of total

Weekly Time Spent Playing Video Games According to
US Internet Users, Sep 2011

<1 hour
18%

1-5 hours
21%

5-10 hours
10%

10-15 hours
5%

15-20 hours
3%

20-25 hours
3%

25-30 hours
2%

30+ hours
2%

Do not do this
36%

Note: n=1,000 ages 16+
Source: Motorola Mobility, "2011 Media Engagement Barometer"
conducted by Vanson Bourne, Dec 19, 2011
137242 www.eMarketer.com
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In a September 2011 survey by PopCap Games among adult 
internet users who play social games at least 15 minutes 
per week, 20% said they played 10 or more hours per week. 
Comparing the newer figures to those for January 2010, the 
overall trend was toward heavier usage. 

% of respondents

Weekly Time Spent Playing Social Games According to
US Social Gamers, Jan 2010 & Sep 2011

10+ hours
14%

20%

6-10 hours
18%

18%

3-5 hours
23%

25%

1-2 hours
16%

18%

31-59 minutes
17%

10%

16-30 minutes
12%

8%

Jan 2010 Sep 2011

Note: ages 18+
Source: PopCap Games, "2011 PopCap Games Social Gaming Research"
conducted by Information Solutions Group, Nov 14, 2011
134508 www.eMarketer.com
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Expenditures of time on games are high and rising because 
the activity appeals to a broad swath of the population. 
Women account for a majority of casual social gamers, 
according to polling conducted last May for social games 
publisher Kabam by Information Solutions Group. People 
ages 50 and older account for more than four in 10. While the 
hardcore social gamer population skews younger and more 
male, women constitute nearly half of this audience. 

% of respondents
US Social Gamers, by Age and Gender, May 2011

Gender
Female

Male

Age
<30

30-39

40-49

50+

Casual social gamer*

61%

39%

18%

19%

19%

43%

Hardcore social gamer**

45%

55%

33%

24%

17%

26%

Note: numbers may not add up to 100% due to rounding; *has only played
casual games, e.g., Bejeweled Blitz, Diner Dash, FarmVille, Texas HoldEm
Poker; **has played a strategy, RPG, or other "core" segment games (MMO,
action, FPS, MOBA)
Source: Kabam, "Social Gamer Research Study" conducted by Information
Solutions Group (ISG), Sep 22, 2011
132882 www.eMarketer.com
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Time spent on games is also expanding as players add a 
mobile dimension to their pastime. A December 2011 survey 
by MocoSpace among mobile social gamers in North America 
found a significant minority of them spending at least two 
hours per day playing mobile games. 

% of respondents

Time Spent per Day Playing Mobile Games According
to Mobile Social Gamers in North America, by Age and
Gender, Dec 2011

<1 hour 1-2 hours 2-3 hours 3+ hours

Male
12-29 50% 29% 10% 11%

30+ 34% 33% 15% 18%

Female
12-29 47% 27% 13% 14%

30+ 26% 30% 17% 27%

Note: numbers may not add up to 100% due to rounding
Source: MocoSpace as cited in press release, Jan 6, 2012
136250 www.eMarketer.com
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Print Media 

Time spent reading print periodicals is almost insignificant in 
comparison to total time spent with media. If consumers had 
not touched a newspaper or magazine during 2011, their total 
media usage would still have been higher that year than in 
2008 due to gains in other categories. Combining their shares, 
newspapers and magazines accounted for less than 7% of 
consumers’ total media time on an average day in 2011. 

The numbers for print were similarly grim in polling fielded 
last May and June by Harris Interactive for Fleishman-Hillard. 
Asked to quantify their time spent online and offline with a 
number of media activities, respondents reported spending 
a mere 2.1 hours per week reading magazines and 2.7 hours 
reading newspapers. 

Moreover, usage is on a downward trajectory. According 
to eMarketer, average time spent with newspapers in print 
fell 13.3% between 2010 and 2011; average time spent with 
magazines in print slid by 10.0%. 

% change

Growth of Average Time Spent per Day with Major
Media by US Adults, 2009-2011

2009

21.9%

6.6%

5.1%

-3.9%

-12.0%

-13.2%

-4.2%

2010

28.2%

6.2%

-1.1%

-2.0%

-9.1%

-9.1%

-

2011

30.0%

7.7%

3.8%

-2.1%

-10.0%

-13.3%

4.3%

15

0

Mobile

Internet

TV and video

Radio

Magazines

Newspapers

Other

Note: growth for total was 2.4% in 2009, 1.5% in 2010 and 5.0% in 2011;
time spent with each medium includes all time spent with that medium,
regardless of multitasking; for example, 1 hour of multitasking on the
internet and watching TV is counted as 1 hour for TV and 1 hour for internet
Source: eMarketer, Dec 2011
134680 www.eMarketer.com
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Some consumers have shifted reading time to the publications’ 
websites. Using data provided by comScore, the Newspaper 
Association of America in February 2012 noted the number of 
minutes consumers spent on newspaper websites rose 14% 
between Q4 2010 and Q4 2011, from 10.2 billion to 11.6 billion. 

Similarly, an audience is developing for magazines’ digital 
incarnations. The autumn 2011 wave of Afflinity’s “American 
Magazine Study” found 54% of magazine readers do at least 
some of their reading in digital form. Another 18% said they’ll 
probably do so in the future. Social sites are playing a role 
here. The study said 12% of all US adults were accessing 
magazine-branded social sites each month via computer or 
mobile device. 

Time Spent with Specific Media
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When consumers get magazine apps for their mobile devices, 
they spend time using them. In a study for the Association 
of Magazine Media, Affinity surveyed respondents who have 
such apps and found more than one-quarter of them spent at 
least three hours per week doing so. 

% of respondents

Time Spent per Week Reading Magazines on Mobile
Devices According to US Magazine App Users, 
Nov 2011

Less than 1 hour 27%

1-3 hours 45%

3-5 hours 18%

5-7 hours 7%

7-9 hours1%

9+ hours2%

Note: n=1,009 ages 18+; e.g., tablets or ereaders
Source: The Association of Magazine Media (MPA), "The Mobile Magazine
Reader: A Custom Study of Magazine App Users" conducted by Affinity
Research, Nov 21, 2011
134750 www.eMarketer.com
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Time will tell whether tablets will be the saviors of the magazine 
business, as some people predicted (or hoped) when the iPad 
was launched. On the plus side, people who own tablets are 
inclined to spend time using them to access magazine content. In 
GfK MRI polling last fall, 71% of tablet owners surveyed said they 
had at least some interest in doing so. 

The problem for magazine and newspaper publishers—
and for those who advertise via those companies’ digital 
editions—is that other functions are competing for tablet 
users’ time. Polling in September 2011 for a comScore “Tablet 
Advisor” report found many tablet owners used the device on 
nearly a daily basis to access video or to play games. Reading 
of magazine or newspaper content was just one of many 
tablet activities. The same competition for tablet users’ time 
could confound brands that hope to engage consumers by 
creating branded content for those devices. 

% of respondents

Frequency of Engaging in Select Entertainment
Activities via Tablet According to US Tablet Owners,
Sep 2011

Play a game

Listen to music downloaded from 
a music service
Listen to music from a streaming/
cloud-based service
Watch short video clips on sites such 
as YouTube

Read an ebook

Read an emagazine or newspaper
Watch full length movies

Watch on-demand video or TV episodes

Watch live broadcast TV programs

Almost every
day in the

past month

23%

22%

21%

19%

19%

18%
17%

16%

16%

At least
once in the
past month

67%

62%

57%

65%

56%

57%
48%

49%

48%

Source: comScore Tablet Advisor, "How Tablets, Smartphones and
Connected Devices Are Changing US Digital Media Consumption Habits,"
Oct 10, 2011
133528 www.eMarketer.com
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In this environment, print publishers must fully rise to the 
occasion in creating distinct tablet content. “And that’s not 
just making it scrollable and available in a sort of smart PDF 
format,” said MEC Interaction’s Shlachter, “but in a really rich 
format that allows for interactivity and allows for brands to 
be inserted into that experience to offer more interactive 
advertising and messaging experiences.” This might include 
ads better related to the editorial content. “I think the 
traditional publishing community is starting to figure out what 
the potential is,” he said. 

Time Spent with Specific Media
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Demographic Differences 

Looking behind the overall figures for media usage, one 
finds some sharp variations in degree of engagement 
among population groups. In such cases, figures on time 
spent can provide a clearer picture than one gets from a 
simple tabulation of users vs. non-users. 

In one striking example, a Nielsen report on Q3 2011 TV viewing 
found black consumers spending over 60 hours more per month 
with traditional TV than did their white counterparts. Higher 
amounts of DVR usage and timeshifting among whites made up 
just a bit of the difference. Asians in the US watched less traditional 
TV than other ethnic cohorts but watched more online video. 

hrs:mins

Monthly Time Spent Watching Video Among US
Consumers, by Race/Ethnicity, Q3 2011

Traditional TV

Timeshifted TV*

DVR playback**

Video on internet

Mobile subscribers watching 
video on mobile phone

Black

205:56

8:25

21:36

6:11

5:30

White

142:05

11:52

25:16

3:52

3:37

Hispanic

125:48

6:50

22:01

6:29

4:20

Asian

95:55

8:14

21:24

9:28

5:47

Note: based on total users for each medium; ages 2+; *all TV homes;
**DVR homes only
Source: Nielsen, "State of the Media: The Cross-Platform Report Q3 2011,"
Feb 9, 2012
137146 www.eMarketer.com
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The internet has its own patterns of difference in time spent, and 
age remains an important dividing line. This is evident in usage 
of social networks. While older consumers have joined social 
networks, they don’t loiter there as younger people do. comScore 
last October found social users ages 55 and older spending 
barely half as much time on social sites as those ages 25 to 34. 

average hours per visitor in each group

Time Spent on Social Networks in the US, by Age, Oct
2011

15-24 10.3

25-34 7.3

35-44 6.3

45-54 6.1

55+ 3.7

Source: comScore, "It's a Social World: Top 10 Need-to-Knows About Social
Networking and Where It's Headed," Dec 21, 2011
135628 www.eMarketer.com
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As comScore’s numbers suggest, teens’ social networking gives 
a big boost to their overall time spent with media. “With regard 
to teenagers, there is practically not a moment of their lives that 
is not spent in front of a screen,” Jeffrey Cole, director of the 
Center for the Digital Future at the USC Annenberg School for 
Communication & Journalism, told eMarketer. 

Born to Multitask 

Having come of age along with the internet and mobile 
devices, consumers in the 18-to-25 age bracket are well 
versed in media multitasking. But they’re oblivious to 
some elements of media usage that still resonate with 
their elders. Marketing agency Mr Youth encounters 
both tendencies as it targets this cohort. 

Nick Fuller, Mr Youth’s senior director of marketing, 
recalled in an interview with eMarketer a recent session 
with 22-year-old college students in San Francisco. “They 
had no concept of what live television meant,” he said. “It 
literally stumped the panel. Because nowadays, they’re so 
used to everything being on demand that the incentive 
around live primetime no longer exists. They know they 
can dial up content on demand whenever they would like 
to consume it. So, live is almost not even relevant.” 

Multitasking, by contrast, is highly relevant. Fuller cited 
Mr Youth research showing that “83% of this 18- to 
25-year-old demo are using two or more devices at any 
one time while they’re watching TV.” This makes them 
a promising audience for marketing efforts that tap into 
such simultaneous usage. “If we can figure out a way to 
incentivize this consumer to engage with the content 
that’s happening on TV, but also take that engagement 
into other devices, such as mobile phones and laptops—
which we know they have on them anyway—then it 
really helps as a marketer to create a more compelling 
and robust experience for the consumer.”  

This cohort’s multitasking goes beyond using multiple 
devices at once. Drawing on his own experience, Mr Youth 
marketing manager David Yarus spoke of multitasking 
while watching content from Hulu or Netflix on his 
desktop computer at home. (He’s a cord-cutter.) “More 
often than not, I don’t have it full screen,” he said. “I have 
on probably half of my screen the actual content that 
I’m engaging with. And then on the other half, I’ll have 
Facebook open, I’ll have iChat open. And that doesn’t 
even speak to the iPad in my lap and the cell phone in my 
hand.” The upshot for marketers, said Yarus, is that they’re 
competing for “eye space” on a single device, and not just 
vying for attention across multiple devices. 
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Despite the availability of TV sets and digital devices to keep 
kids occupied, the onset of parenthood is apt to disrupt a 
person’s media usage. In polling among parents of kids age 
8 and younger, Common Sense Media found personal media 
usage (e.g., time spent watching “your own shows on TV”) 
decidedly meager where it can be compared to eMarketer 
figures for the general population. Relatively speaking, parents 
of young kids are media-deprived. 

hrs:mins

Time Spent* with Select Media by US Parents, 
June 2011

Using a computer 1:49

Watching your own shows on TV 1:24

Reading books, magazines or newspapers for pleasure,
including electronically

0:32

Using apps other than games 0:07

Playing games or watching video on a mobile phone, iPod, 
iPad or similar device

0:07

Playing video games on a console player 0:06

Note: *yesterday
Source: Common Sense Media, "Zero to Eight: Children's Media Use in
America" conducted by Knowledge Networks, Oct 25, 2011
136351 www.eMarketer.com
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At least where the internet is concerned, an Edison Research/
Arbitron study got a different picture in polling of moms (defined 
as women with any kids under age 18 in the household). This 
youthful-skewing group, with more than four in 10 of them age 34 
or younger, was found spending more time with the internet than 
was true for all consumers ages 12 and older. 

hrs:mins

Time Spent Online According to US Moms vs. Total
Consumers, 2005-2011

2005 2006 2007 2008 2009 2010 2011

Moms 1:29 1:41 1:31 1:34 1:47 2:04 2:36

Total consumers 1:23 1:32 1:30 1:32 1:46 1:56 2:22

Note: ages 12+; in the past 24 hours
Source: Arbitron and Edison Research, "Moms and Media 2011," Aug 3, 2011

132974 www.eMarketer.com
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Increasing Time Here, Cutting  
Time There

So far, multitasking has enabled consumers to stuff 
more content into their day. There are signs, though, 
that consumers’ media time is straining at the seams. 
A number of surveys find consumers saying their 
rising usage of one medium is prompting them to 
reduce usage in another.  

The increase in consumer time spent playing games provides 
an example. Kabam’s report found slightly more than three 
in 10 social gamers saying they spend less time “surfing the 
internet” as a consequence of their involvement with social 
games. Smaller but significant numbers said the same about 
their usage of other media. 

% of respondents

Activities They Spend Less Time Doing as a Result 
of Social Gaming According to US Social Gamers, 
May 2011

Surfing the internet

Doing hobbies such as arts and
crafts, scrapbooking, knitting, etc.

Watching TV/DVDs

Exercising or playing sports

Going to the movies

Listening to music/radio

Reading a book, magazine 
or newspaper

Cooking

Playing (noncomputer) cards, 
board games or puzzles

Texting or IMing

Casual
social gamer*

31%

21%

32%

21%

18%

19%

29%

15%

19%

11%

Hardcore
social gamer**

33%

30%

29%

28%

28%

27%

27%

26%

25%

18%

Note: *has only played casual games, e.g., Bejeweled Blitz, Diner Dash,
FarmVille, Texas HoldEm Poker; **has played a strategy, RPG, or other
"core" segment games (MMO, action, FPS, MOBA)
Source: Kabam, "Social Gamer Research Study" conducted by Information
Solutions Group (ISG), Sep 22, 2011
136709 www.eMarketer.com
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Demographic Differences



Time Spent with Media: Consumer Behavior in the Age of Multitasking Copyright ©2012 eMarketer, Inc.  All rights reserved. 21

A similar pattern can emerge when consumers introduce a 
new device into their lives. AdMob polling last March detected 
this tendency among tablet owners: 77% said they’d used 
their desktop/laptop less since starting to use their tablet. GfK 
MRI polling last October among tablet owners found a smaller 
but still substantial proportion of them, 41%, saying they used 
their desktop/laptop less as a result of owning a tablet. But 
that same survey found broader effects on media usage—as 
with the 25% who said they watched less TV. 

% of respondents

Activities Done Less Often as a Result of Owning a
Tablet According to US Tablet Owners, 2011

Use a video game console/handheld video game 59%

Read printed/paper books 44%

Read paper newspapers 42%

Use a desktop/laptop computer 41%

Read printed /paper magazines 40%

Watch TV 25%

Use a mobile/smartphone23%

Play sports 19%

Go to the movies 17%

Socialize with friends/family9%

Note: among tablet owners who do that activity
Source: GfK MRI as cited in press release, Oct 5, 2011
133454 www.eMarketer.com
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Consumers may spend less time consuming media content in 
one form if they’re getting the same sort of material elsewhere, 
as when they shift from printed to digital versions of books, 
magazines and newspapers. The same tendency crops up 
in people’s TV viewing. Thus, while money is a factor in “cord 
cutting” and “cord shaving,” time constraints also matter. When 
the Diffusion Group polled heavy/moderate Netflix streamers 
last March and asked why they might downgrade their pay-TV 
services, respondents were far more likely to cite their growing 
use of online video than to blame “economic factors.” 

% of respondents

Reasons US Moderate and Heavy Netflix Streamers
Would Downgrade* Their Pay-TV Service, March 2011

Growing use of online video 61%

Economic concerns 24%

Note: *move from a higher service tier to a lower one, or cancel a
premium service of some kind
Source: The Diffusion Group, "Profiling Netflix Streamers" as cited by press
release, June 13, 2011
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Notwithstanding consumers’ appetite for media, non-media 
activities can crowd out some of the time they might otherwise 
devote to it. A McKinsey & Co. report published in January, 
titled “The Young and the Digital: A Glimpse into Future Market 
Evolution,” pointed to the role a shift in life stage can play. 
Discussing patterns in usage of a range of media, the report 
said, “The most dramatic drop-off in usage occurs after 
consumers ‘age out’ of their youth in their mid- to late-30s. 
The most probable explanation is that this post-youth stage of 
life is when many consumers have young children and career 
demands that combine to limit the amount of time available 
for device usage or quick adoption.” Marketers who think 
the media usage of today’s young digital natives is a simple 
template for that cohort’s behavior in decades to come should 
bear McKinsey’s observation in mind. 

“It has been the holy grail of marketers to say, 
‘Gee, we want to have you spend lots of time 
on our site.’  But the reality of it is, and this is 
why we have 24 hours in a day, it’s a tradeoff 
for your audience.” —Adrian Ott, CEO of Exponential 
Edge and author of “The 24-Hour Customer: New Rules for 
Winning in a Time-Starved, Always-Connected Economy,” in 
an interview with eMarketer, February 9, 2012 

If there is a saturation point for usage of media, though, 
consumers haven’t necessarily reached it. “We see no limits yet 
on the amount of media people will consume,” said the Center 
for the Digital Future’s Cole. “The interesting question regarding 
multitasking is about the comprehension of what is consumed. 
The evidence here is mixed.” Likewise, Wong thinks consumers 
can fit more devices into their day, “but I think the content 
experiences are going to need to start connecting those devices.”

Looking ahead, Shlachter takes the view that “something’s got 
to give. Eventually people are either going to tune in more and 
more deeply because of what they’re choosing to program 
their lives and days with and what they’re choosing to 
consume, or they’ll tune out more, because maybe they’re not 
going to find what they want. Or maybe they’re finding that it’s 
overload, and maybe they need to turn off.”  

This asymmetry between what people might do with media 
and what they have time and attention for will keep growing. 
One telling sign of this: A statistical self-portrait on YouTube’s 
site says 48 hours of video are uploaded to that venue every 
minute, “resulting in nearly eight years of content uploaded 
every day.” Even the most adroit multitaskers would have 
trouble fitting eight years of video into their day. 

Increasing Time Here, Cutting Time There
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Cole has seen a conflicted response among consumers as 
they deal with the tonnage of digital content coming at them. 
Characterizing their attitude with the phrase “e-nuff already,” 
he said, “They want to maximize the usefulness of what they 
do [on the internet] while minimizing all the other ‘noise.’” 

Marketers risk placing themselves in the “noise” category if 
they impose too much on consumers’ limited time. And that’s 
true even for brands a consumer has looked on favorably. An 
ExactTarget survey last January asked Facebook users to cite 
the factors that motivate them to “unlike” brands. Atop the list 
(cited by 44%) was “The company posted too frequently.”  

Indeed, consumers’ impatience—as when they rush around a 
website or jump quickly onto a link—can render a marketer’s 
message invisible. comScore has a chilling statistic in this 
regard, drawn from a December 2011 study that involved  
1.7 billion ad impressions for a dozen national brands. Just 
under 7 in 10 of the ad impressions were classified as being 
“in view,” said comScore’s summary of the findings. “The 
remaining 31% were delivered but never seen by a consumer, 
a likely result of a consumer scrolling past the ad before it 
loaded or a consumer never scrolling the ad into view,” the 
report concluded. 

Adrian Ott, CEO of Exponential Edge, suggests that consumers 
react to time constraints by relying more on habit in their 
purchase behavior, so they needn’t spend time thinking about 
brands they don’t already use. “I think that there is a lot of 
brand inertia out there, and it simply is easier for people to 
go with the tried and true and what they know,” she told 
eMarketer. Rather than bombarding people with marketing 
messages, she advises watching for what she terms “prairie 
dog moments”—those occasions when an event like a leading 
brand’s price increase will prompt consumers to pop their 
heads up and consider a change. 

Adding to the crowdedness of consumers’ media time, events 
that used to come and go in a single day now sprawl out for a 
week or more. The Super Bowl is the obvious example. Brands 
that advertise on the game telecast want to get consumers 
involved ahead of time and to keep them involved well after 
the final whistle has blown. In an interview with eMarketer, Lisa 
Grutta, group manager for media, operations and promotions at 
General Motors’ Chevrolet brand, noted that Chevy launched a 
Super Bowl-related app (dubbed Game Time) two weeks before 
the game itself. “We really wanted to make sure that we are part 
of that social conversation before, leading up to and during [the 
game]—and even afterward for that matter,” said Grutta. 

Consumer Time Spent vs.  
Ad Dollars Spent

The phrase “time is money” has yet to be reflected 
in the way consumers spend time with media and 
marketers spend money on it. Ad spending in digital 
channels—especially mobile—lags behind shifts in 
the way consumers allot their time. 

% of total

Share of Average Time Spent per Day with Select
Media by US Adults vs. US Ad Spending Share, 2011

TV
42.5%

42.0%

Internet*
25.9%

22.2%

Radio
14.6%

10.7%

Mobile
10.1%

1.0%

Newspapers
4.0%

14.3%

Magazines
2.8%

10.6%

Time spent share Ad spending share

Note: *time spent with the internet excludes internet access via mobile,
but online ad spending includes mobile internet ad spending; due to this,
the total of the ad spending shares for all the media adds up to more than
100%
Source: eMarketer, Dec 2011 & Jan 2012
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Contrary to what one might guess, TV is not the culprit behind 
this lack of alignment. In 2011, according to eMarketer, the 
share of consumer time going to TV viewing among select 
major media was almost identical to the share of ad dollars 
going to that medium: 42.5% for the former, 42% for the latter. 

Increasing Time Here, Cutting Time There

http://totalaccess.emarketer.com/Interview.aspx?R=6000672
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Meanwhile, the gap between time spent and money spent on 
the internet has been shrinking. Even as time spent on the 
internet has risen as a proportion of consumers’ media day, ad 
spending in that medium has grown even faster. As recently 
as 2008, the internet garnered just 14.9% of ad dollars, vs. last 
year’s 22.2%. During the same time span, the proportion of 
consumers’ media time spent with the internet rose by less 
than 3 percentage points. 

% of total

Share of Average Time Spent per Day with Select
Media by US Adults vs. US Ad Spending Share,
2008-2011

2008 2009

TV

Internet*

Radio

Mobile

Newspapers

Magazines

Time spent
share
43.2%

23.3%

17.3%

5.4%

6.5%

4.3%

Ad spending
share
38.5%

14.9%

11.2%

0.2%

22.1%

13.2%

Time spent
share
44.1%

24.1%

16.2%

6.4%

5.5%

3.6%

Ad spending
share
41.0%

17.3%

10.9%

0.3%

18.9%

11.8%

2010 2011

TV

Internet*

Radio

Mobile

Newspapers

Magazines

Time spent
share

42.9%

25.2%

15.6%

8.1%

4.9%

3.3%

Ad spending
share

42.6%

18.8%

11.0%

0.6%

16.4%

11.0%

Time spent
share

42.5%

25.9%

14.6%

10.1%

4.0%

2.8%

Ad spending
share

42.0%

22.2%

10.7%

1.0%

14.3%

10.6%

Note: *time spent with the internet excludes internet access via mobile, but 
online ad spending includes mobile internet ad spending; due to this, the
total of the ad spending shares for all the media adds up to more than 100%
Source: eMarketer, Dec 2011 & Jan 2012
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The major shortfall in dollars spent relative to time spent is in the 
mobile category: Mobile pulled in just 1% of spending last year, 
eMarketer estimates, even as its share of time spent among US 
adults rose to 10.1%. But given how new a phenomenon it is for 
consumers to spend lots of time with mobile, it’s not surprising 
that advertisers’ spending has yet to catch up. 

Nor does the gap between time spent and dollars spent 
necessarily reflect inertia or inattention on the part of brands 
and their ad agencies. Marketers want to see how consumers 
are using devices and media before spending money on 
reaching them via mobile. So far, much of consumers’ time 
using mobile phones is spent talking or texting (as noted 
above), and those are scarcely opportune moments for brands 
to intrude with marketing messages. 

Usage issues aside, advertisers may feel they are still low on 
the learning curve when it comes to creating effective ads for 
mobile channels. For that, some help is on way. For the first 
time, this year’s Cannes Lions advertising festival will include a 
separate awards category for mobile advertising, which could 
perhaps help draw more creative talent and effort (and dollars) 
to this discipline. 

Newspapers and magazines are the media whose share of 
ad dollars is disproportionately large in relation to consumer 
time spent. As their share of consumers’ media time dwindles, 
though, so has their share of ad dollars. In 2008, newspapers and 
magazines got a combined share of more than one-third of major 
media ad dollars. By last year, their share had slipped below 
one-quarter. Then again, their share of media time declined by a 
somewhat larger proportion, falling well below 10%. 

“The metrics of the past 30 years are most 
certainly not going to be the metrics 
for the next 30 years, let alone the next 
three years, or even maybe the next three 
months.”  —Adam Shlachter, managing director, 
digital, at MEC Interaction, in an interview with eMarketer, 
February 17, 2012 

The gaps between time spent and money spent also reflect 
the difficulty marketers have in measuring the impact of their 
messages in various media in today’s complex environment. 
“Once marketers and brands and everyone in this game has 
a better sense of the true effect of what’s going on across 
all channels, but especially digital, and they can get a better 
handle on it, I think that’s when you’ll start to see things 
shift,” said MEC Interaction’s Shlachter. In the meantime, the 
availability of masses of data about digital media has been a 
mixed blessing. “Unfortunately, it means all we’re constantly 
doing is looking at metrics upon metrics upon metrics, and 
we might not necessarily be measuring the most appropriate 
things,” he said. 

Consumer Time Spent vs. Ad Dollars Spent



Time Spent with Media: Consumer Behavior in the Age of Multitasking Copyright ©2012 eMarketer, Inc.  All rights reserved. 24

Conclusions 

Consumers keep increasing the amount of media 
content they consume. There are early signs that young 
people may reduce TV viewing as their digital time increases. 
Overall, though, the trend has been toward more time spent 
watching TV even as online time goes up. This has pushed 
consumers’ media-content time above 11 hours per day, on 
average. New time-eaters like online video are boosting the 
total. And as smartphones and tablets proliferate, mobile 
technologies are enabling consumers to spend more time 
with digital content, too. 

People can consume so much media because they 
often use more than one device at a time. Multitasking 
has become everyday behavior as consumers deploy multiple 
devices to take in multiple streams of content. But while 
making consumers available for marketers’ messaging, all 
this multitasking produces a distracted audience. The day is 
past when an advertiser can realistically hope to have the 
consumer’s undivided attention. 

The growing imbalance between the amount of content 
and the amount of available time also helps make people 
less patient. Having adopted the role of programmer as they 
choose among their media options, consumers won’t passively 
put up with content they didn’t choose. Accustomed to an “on 
demand” digital environment, they’re apt to be picky about how 
they spend their media minutes. More than ever, marketers must 
beware of wasting people’s time. 

The share of ad dollars going to digital media still lags 
behind the share of consumers’ time going there. But 
the internet’s share of ad dollars has risen more quickly than 
its proportion of consumer time in the past several years. 
Mobile is the laggard—and to some extent, legitimately so. 
As marketers become better able to measure the impact of 
their spending in various channels, disparities between money 
spent and time spent are likely to shrink. 
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