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Synopsis  TV Viewing on Different Platforms 
This report assesses 
growth patterns for 
connected device and 
multiplatform media 
use as well as 
monetization 
strategies for the U.S. 
advanced TV, online 
video, and mobile app 
media markets. It 
includes market 
conditions, 
implications, strategic 
outcomes, and an 
update to Parks 
Associates’ advanced 
TV, online video, and 
mobile in-app 
advertising revenue 
forecasts. 

 
Publish Date: 4Q 14 
 

“Advertisers have become creative; they have adapted the production and 
distribution of their ad messages to multiscreen ad campaigns," said Harry 
Wang, Director of Health and Mobile Product Research, Parks Associates. 
"There is also a growing use of interactivity elements in the ad creative to 
increase user engagement." 
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Disclaimer 
Parks Associates has made every reasonable effort to ensure that all 
information in this report is correct.  We assume no responsibility for any 
inadvertent errors. 

 
 
 


