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A SNAPSHOT OF 
THE EVOLVING 

SECOND-SCREEN 
ECOSYSTEM

BY JEFF BAUMGARTNER

coverstory

econd-screen 
strategies are  
a big priority  
for program-
mers, as eye-
balls continue 
to be drawn 

away from TV screens and 
locked on to ever-popular  
tablets, smartphones and other  
IP-connected mobile devices.

 To help programmers stay 
in tune with viewers — even as 
their attention becomes frag-
mented — an ecosystem of ven-
dors has emerged with a variety 
of products and applications  
designed and tailored to keep 
the viewer engaged and unify  
the viewing experience with the 
more mobile second screen.

To keep track of this evolv-
ing field, Multichannel News 
has compiled a scorecard of key 
players in five product catego-
ries: companion applications 
that sync up with live, on- 
demand and recorded con-
tent; content discovery tools; 
content-recognition technolo-
gies that use audio cues to tee 
up interactive elements on tab-
lets and smartphones; second 
screen management tools; and 
advanced advertising systems 
for mobile devices. This list, 
which is not exhaustive, repre-
sents the many big players in 
the second-screen arena, and is 
meant to serve as a snapshot of 
how services are evolving.

TV veterans that survived 
the interactive-TV hype cy-
cle of the late 1990s may get a 
bout of déjà vu, because history 
appears to repeating itself more 
than a decade later as a crop of 
new suppliers chase a lucrative 
market opportunity. But rather 
than delivering interactive apps 
to the set-top — a market that 
never truly caught on — this 
group of vendors is focused on 
mobile platforms that are not 
just interactive, but highly per-
sonal as well. )

SYNCING UP WITH THE SECOND SCREEN 

S

COMPANY FOUNDED WHAT IT DOES WHY WE CARE

BuddyTV
Seattle

2005
BuddyTV Guide app is a “universal guide” that helps users find what they want to 
watch and also recommends new shows “that are otherwise buried in the guide.” 

• Reaches 5 million unique users per month via the BuddyTV.com site. • 1.1 million app downloads. • The company forged a partnership with DirecTV in 2012 that enables satellite-TV users 
to create custom channel guides and control their DirecTV set-top boxes via the BuddyTV Guide app. 

ConnecTV 
Emeryville, Calif.

2010
Free app for iOS, Android and browser-based devices that uses audio cues to  
sync with live or time-shifted TV shows and lets viewers chat with each other.

• Claims its AdSync Netork has produced click-through rates of 0.73%, versus a 0.1% click-through rate for traditional banner ads. • Teaming with media research firm SmithGeiger on 
study that will examine second-screen social-TV viewing behavior. • Partners include 10 major broadcast groups. 

Dijit 
San Francisco

2009
NextGuide, a hyper-personalized platform that helps connect consumers to TV 
shows and movies from traditional TV services, as well over-the-top video.

•  Launched a beta version of NextGuide for Web browsers in May, complementing a version developed for the iPad. • Dijit also operates Miso, a social TV, “check-in” service that came way 
of its acquisition of GoMiso in February 2013. 

GetGlue 
New York

2006 
Apps that enable users to “check in” and share what they are watching with friends 
in exchange for product discounts and other rewards. • 4 million registered users. • 1 billion-plus total check-ins, ratings and reviews. • More than 100 network and studio partners.

Shazam 
London

2002
Second-screen music and TV recognition applications. In May, the company 
introduced an “auto-tagging” element for the iPad.

•  Carlos Slim’s America Movil invested $40 million in Shazam, extending the company’s total funding to $72 million-plus. • Growing at 2 million users per week.  • Global user base of 350 
million people.  •  Sales of digital goods currently sit at more than $300 million annually. 

Viggle 
New York

2010 
A second-screen loyalty  “check-in” app/platform that offers points and rewards, 
such as coupons and gift cards, for watching TV shows.

•  Eclipsed 3 million registered users after adding 400,000 in May. •  “Active” users (those that logged into the company’s app at any time during the month) grew 26% in May, to 838,189. 
•  Users checked in to TV shows more than 24.93 million times in May.  • Posted a net loss of $43.07 million on revenues of $3.39 million for the three-month period ended March 31. 

Zeebox 
London

2011
Free app for iOS, Android, BlackBerry devices and PCs tells users what’s trending 
on TV based on viewing activity of a range of data sources, including Twitter. 

• More than 5 million global downloads. • Generates a 30-minute average engagement time across users of its mobile app.
•  Comcast intends to integrate the Zeebox app with its upgraded “X2” cloud-based user interface for set-tops, tablets and smartphones. 

Digitalsmiths
Durham, N.C.

2006
Video-discovery platform that bakes in personalized search, recommendations 
and browsing, social trending, mood-based discovery and a business-rules engine.

• In June, struck a deal to integrate its Seamless Discovery platform with  the Zeebox TV companion app. • Launched MVPD-focused Unified Data Service, which creates a single index 
where multiple video related data sources are ingested, aggregated, reconciled and stored. 

Fanhattan
San Mateo, Calif.

2011
Cut its teeth on a TV discovery app for Apple iOS; has since branched off into 
developing Fan TV, an IP streaming device coupled with a fancy user interface.

• Cox Communications uses the Fan TV box and Fanhattan’s UI to power flareWatch, a IP-based video service being tested in  Orange County, Calif. In a pilot that is evidently targeted to 
so-called “cord-cutters,” flareWatch is being sold to Cox cable-modem subscribers for $34.99 per month.

Jinni 
Tel Aviv, Israel

2007
Powered by the Entertainment Genome, the vendor has developed a video-
discovery engine that pumps out results based on the user’s tastes and moods.

• Time Warner Cable and Walmart’s Vudu over-the-top service announced as licensees for Jinni’s platform in January 2013, complementing deals with Singapore’s SingTel, and Bel-
gium’s Belgacom, among others.

ThinkAnalytics 
Glasgow

1995
Personalized video recommendation engines for set-tops, browsers, tablets, 
smartphones and other connected devices.

•  Hired cable vet Michael Pohl to corporate board of directors and strategic director for marketing and business development, Americas. • Vendor’s technology services more than 100 
million subscribers worldwide.  Customers include Cox Communications, Liberty Global, Swisscom, Telenet, Zon, and British Sky Broadcasting.

 Audible Magic
Los Gatos, Calif.

1999
Developer of “fingerprinting” technology that tracks and  monitors the detection 
of copyrighted material or any other audio or video-based content.  

•  Database houses more than 11 million digital fingerprints.  •  In January, Entropic agreed to port Audible Magic’s Smart ID automatic content recognition technology onto its set-top box 
system-on-a-chip platform. •  Sling Media to integrate Audible Magic’s technology in a new companion app for its video-placeshifting Slingbox products. 

Civolution 
Eindhoven, The Netherlands

2008 (as a spin-
off of Royal Philips 

Electronics) 

Digital watermarking and fingerprinting applications that interact in  
real time with mobile devices and connected TVs.  • Under a new, multiyear deal inked in July, NBC News Channel picked Civolution’s Teletrax system to monitor usage of its live and prerecorded video assets.

Cognitive Networks 
San Francisco

2008
Its ACR platform enables smart TVs and other connected devices to trigger transac-
tions, information requests, personalization and other interactive features.

•  Rogers Venture Partners invested $2.5 million in November 2012 as vendor announced the changing of its name from TV Interactive Systems to Cognitive Networks, and hired cable and 
interactive TV vet Michael Collette as CEO.

Flingo 
San Francisco

2008
Its ACR platform, Samba, connects, smart TVs, laptops, tablets and smartphones 
via a Web browser to deliver contextually relevant info to second screens.

• TiVo integrated Flingo’s Launchpad video service to provide more than 70 on-demand video apps, including those for A&E, History and Showtime, to Premiere DVRs.  • Vendor claims its 
technology is available on more than 20 million screens in 118 countries worldwide. 

Gracenote 
Emeryville,  Calif.

1998
Provides music and video metadata and recognition technology. Recently 
announced customers and partners include Vudu, Invidi and Zeebox.

•  Music and video database features descriptions of more than 130 million tracks and TV listings for 28 countries.  • Database receives more than 500 million queries per day, and more 
than 15 billion every month. •  Wholly owned, independent subsidiary of Sony Corp. of America. 

Ensequence
New York

2000
Pitches interactive-TV products and tools that enable programmers, service 
providers and advertisers to drive deeper engagement with viewers. 

•  Sony Electronics agreed to embed Ensequence’s ITV platform into its entire line of Internet-connected TVs. Ensequence, meanwhile, is tasked with selling the ITV capabilities to pro-
grammers and advertisers. • Customers include Comcast, Time Warner Cable, Dish Network, Verizon, ESPN, NBC, Showtime, Disney, HBO and AMC Networks.

Spot411  Technologies 
Orange, Calif.

2009
Markets a white label, software-as-a-service platform called TVplus that enables 
partners to create, manage and syndicate interactive content.  

• Company provides the “social and interactive video solution used by five of the eight largest TV network families.”  • Company’s tools used to power several companion app projects for 
MTV, Discovery Channel, TLC, Fox, CBC, and CBS. 

Watchwith 
San Francisco

2006 (as the  
Related Content 

Database) 

Specializes in sync-to-broadcast content authoring, content management and 
metadata syndication. Recent wins include Fox Broadcasting and NBCUniversal. • Landed a $5 million “A” round led by Rogers Venture Partners, with participation from early-stage investors Arris (via its acquisition of Motorola Home) and Gracenote.

BlackArrow
San Jose, Calif. 

2005
Advanced advertising systems for set-tops as well as mobile and connected 
devices. Comcast, Time Warner Cable and Rogers are among its top clients.

• Introduced BlackArrow Linear, a campaign manager/platform that brings dynamic ad insertion to live TV, complementing a similar platform it has developed for video on demand. 
• Its dynamic ad-insertion platform covers 30 million homes; company expects to eclipse 40 million homes by sometime in 2014. 

FreeWheel  Media
San Mateo, Calif.

2007
Digital video ad-insertion systems and monetization rights-management 
platforms for mobile devices. 

• Customers include NBCUniversal, Fox, Dish Network, Discovery Communication, Turner Broadcasting System, DirecTV, Crackle and Sling Media. • It’s the first DAI vendor to be  
integrated with upgraded publishing system from Comcast-owned thePlatform that handles video-on-demand and live TV on multiple screens. 

ThisTechnology 
New York

2006
Dynamic ad-insertion and campaign management systems for set-tops and 
connected devices.

•  Raised $7.5 million in a series-A round while announcing wins with Comcast, Verizon Communications, NBCUniversal and ABC.  • Launched upgrade of a blackout-management system 
for linear Internet-protocol video that could be delivered to set-tops or mobile devices. 

SeaChange  
International  Acton, Mass.

1993
Its Infusion platform is designed to splice ads into on demand and live video 
shipped to set-tops and mobile devices. •  Teamed with billing/back-office specialist Amdocs to help service providers deliver targeted ads to multiple screens. 

YuMe
Redwood City, Calif.

2004
Video advertising systems for Internet-connected devices, including PCs, phones, 
TVs tablets, set-tops and game consoles.

• Targeting a $65 million initial public offering, according to an S-1 filed on July 2. • Delivered more than 8 billion video ad impressions in 2012 across its range of supported devices. 
• For the first quarter of 2013, recorded a net loss of $3.3 million on revenues of $26.6 million, a 33% increase from the year-ago period.
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