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O O In the past year, the mobile video market has shifted radically, and two forces have emerged to
radically change the definition of "mobile video." First, Internet delivery of user-generated and
professional content is moving viewers from their living rooms to their computers. Second, high-quality
mobile devices that use wireless networks (such as Apple's Wi-Fi iPhone and iPod Touch) are improving

mobile access to the Internet in general. As a result, "Internet video" increasingly means "mobile video."

O O This research uses innovative survey techniques to provide an in-depth comparison of US
consumer attitudes toward various types of mobile video content delivered over cellular, broadcast, and

Wi-Fi networks as well as device preferences and content sources.

0 [0 2008 survey illuminated interesting trends and adjustments in the ways people think about mobile

video.

O O also defines potential usage models that highlight the benefits of mobile video solutions offered by
mobile operators, time-shifting and place-shifting hardware, as well as portable media players and similar
devices. Unlike other research that is available, this report also includes an analysis of the ATSC M/H

standard now being tested for use by US broadcasters.
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