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Managing Innovation: Second Screen Experience

for Television Industry
Abstract

This paper discusses the television industry’s use of Second-screen
Application Strategy to create the second-screen experience as an opportunity for
Thai television industry to recognize and see if it is feasible to apply this strategy in the
Thai context. Through document research and analysis of business practices from the
countries where the strategy is successfully deployed, together with the theory of
diffusion of innovation, | believe that changes in consumer behavior resulting from the
development of information and communication technologies (ICT) have caused the
Thai television industry to adjust vehemently to these changes, and that the Second-
screen Experience is a good strategy that could be beneficial to the television
business at the moment — although some modification in certain issues could be made

to suit the Thai consumer’s behavior and cultural context.

The paper addresses the second-screen strategy in regards to the benefits,
management, tactics, and impacts on television organizations from this strategy, and
discusses how the strategy should be deployed to effectively yield the benefits to
enhance viewing engagement by creating such experience, while responding to the
multi-screen behavior that affects both the on-air programs and advertisements.
Chances are that the strategy will accomplish and prosper in Thailand, as it is in other

developed countries.

Keywords : Television, Second-Screen, Second-Screen Experience, Social TV
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