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Company Introduction
Oath is a media and technology company with over 1 billion 
users worldwide, making it the 3rd largest on the web.

We operate several video platforms such as Yahoo View 
(network television streaming) and go90 (a mobile-focused 
video platform targeted towards millennials) and operate our 
own video production (Yahoo Studios) and AR/VR production 
(RYOT) studios.

We are a Verizon company, and 
Verizon also offers wireline
cable TV solutions in several
metropolitan areas as well as 
operates a nation-wide LTE 
network.
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The Problem & Current Solutions
There is a need to understand current mobile television 
viewing behaviors in the United States in order to define new 
streaming solutions.

Not much literature in the area has been written since the 
early Mobile TV book, which was focused on live broadcasts 
(which never attained mass-market adoption).

We deployed a survey to a representative sample of 
Americans to quantify current mobile television behaviors as 
well as create behavioral clusters of use.
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The Data
We began by understanding the prevalence of 
specific behaviors. Americans accessed a wide 
variety of professional content, across devices, in 
many contexts, often with other people watching 
on a single mobile screen.
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Varied Content 
Across Devices

Many Contexts of Use

Often Co-viewing on Mobile Screens



No	free	time,	low	video.	(15%)	Highest	educated,	oldest,	upper	middle	
class.	Little	free	time	and	do	not	watch	video	during	it.	Lowest	interest	in	
most	content,	least	frequent	video	watching	behaviors	on	mobile.	Few	
subscriptions.

Long	form,	watch	alone.	(23%)	Mid	income.	Strong	preference	for	longer	
form	content	on	mobile.	Watching	was	ritualized	for	evening,	with	longest	
(60	minutes)	during	travel.	Several	subscriptions.	Tend	to	watch	alone.	Use	
mobile	to	augment	large	screens.	

Shorter	form,	watch	alone.	(25%)	Mid	income.	Some	subscriptions.	Never	
watched	a	series	solely	on	a	mobile	despite	stronger	preference	for	short	
form	(2-5	minutes).	Watching	was	less	ritualized.	Tend	to	watch	alone.	

High	income,	multi-length.	(19%)	Highest	income	group.	Liked	different	
lengths	to	fit	different	parts	of	the	day:	shorter	content	in	the	morning	and	
longer	in	the	evenings	and	when	traveling.	Occasionally	watch	with	friends.	

Mobile	video	lovers.	(17%)	Lowest	income.	Youngest.	Watched	the	most	
video	on	their	phones	from	many	paid	subscriptions	and	free	services.	Have	
the	most	free	time,	and	watched	video	during	it.	Occasionally	watch	with	
friends.	Preference	for	mid-length	shows	(10-30	minutes)	over	shorter.	
Overall	these	were	the	most	enthusiastic	for	mobile	video.	

The 5 Mobile TV 
Behavioral Clusters
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Implications for Design
Only	15%	of	our	representative	online	American	sample	was	in	the	low/no	Mobile	TV	use	cluster.	This	
behavior	has	reached	mass-market	adoption.	Yet	we	still	create	content	as	if	all	viewing	is	happening	on	big	
screens.

Design	for	Complementary	Use
Mobile	was	used	in	conjunction	with	televisions	and	computer	to	watch	most	series.	Content	needs	to	be	
available	across	devices	with	easy	handoff	between	devices.		It	also	needs	to	be	viewable	on	a	small	screen.

Mix	Long-form	and	Short-form	Content	
Participants	reported	watching	long-form	content	before	bed	or	while	traveling,	but	also	had	short	moments	
for	5-15	minute	videos	throughout	the	day.	Services	should	support	both	forms	of	content.

Premium	Content	Remains	King	(As	does	content	advertising)
Most	TV	content	viewed	is	from	giant	blockbusters	made	for	HBO	or	Netflix.	Without	the	big	hits,	services	with	
not	succeed.
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Conclusions & What’s next
At	the	conference	we	can	share	additional	details	about	
what	we	built	using	the	data	and	behavioural	clusters	
from	this	study.

The	findings	are	shaping	multiple	video	initiatives	
throughout	our	company.
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Appendix:	The	clusters
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