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About This Study

WITH THE IMPENDING LAUNCH OF A HALF-DOZEN 
HIGH-PROFILE NEW STREAMING SERVICES LOOKING TO 
CHALLENGE THE DOMINANCE OF NETFLIX, AMAZON, 
AND HULU, THE TELEVISION LANDSCAPE IS PRIMED TO 
GO THROUGH ONE OF THE MOST DISRUPTIVE PERIODS 
IN THE HISTORY OF THE MEDIUM. 

Recognizing the power of bringing their own content directly 

to consumers, media companies are creating their own 

distribution platforms. We know that consumers are cutting 

the cord at an ever-increasing rate, but what remains unclear 

is how they feel about the wealth of OTT choices that will 

soon be available.  

TV Time and United Talent Agency conducted a study in 

September 2019 to assess how consumers feel about this 

new media landscape. The study leverages TV Time’s global 

community of more than 12 million users of its TV tracking 

platform, and was conducted in the U.S. and in three of 

Disney’s international launch markets. What emerges is a 

great divide in awareness of the upcoming streamers, strong 

opinions on original versus licensed content, and a prevailing 

perception that there are too many choices. It examines these 

topics along with price sensitivity, opinions on subscription-

only versus ad-supported plans, and the number of new 

services people are likely to add. This study also focuses 

specifically on how consumers feel about the Disney+ offering 

in the U.S. and in key launch markets.

The following insights are based on results from the U.S. 

population, with a separate section on international markets. 

See The Findings → 
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Consumer Sentiment

ALMOST ALL OF THE RESPONDENTS IN THIS STUDY (85%) 
CURRENTLY SUBSCRIBE TO MORE THAN ONE STREAMING 
SERVICE. BUT HOW MANY MORE WILL THEY ADD?

While just over one-third (34%) of respondents say they do 

not plan to add any new service, a substantial segment of the 

population see themselves adding one (42%) or two (20%). 

With so many new entrants, this result suggests the supply of 

streaming media will soon exceed current consumer demand. 

As the first of the new services to hit the market, Disney+ and 

Apple TV+ may be less impacted by this dynamic. However, 

those with launch dates further out may face more of an uphill 

battle to win new subscribers as they ramp up marketing.1

Fig 1.   Expected Number of Services to be Added in the Next Year
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“Do you expect 
to subscribe to 

a new streaming 
service?”

1 Study was fielded just prior to Apple TV+ pricing announcement and NBCU “Peacock” name announcement.



4 / 14 

tvtime.comWhite Paper • Beyond The Big Three

Given consumer reluctance to add more than two new 

services, it is not surprising to learn that the vast majority 

(70%) of respondents feel there will soon be too many 

streaming video choices. 

The most common complaint concerned cost, with 87% 

claiming that services are becoming too expensive. To that 

point, people are often willing to accept 

some form of ad-supported model 

(44%) compared to a subscription-only 

model (56%). This could imply that some 

ads are acceptable if it brings down the 

overall cost of the service.

Beyond cost, the new television landscape is hardly 

frictionless. The other key frustrations expressed by 

respondents include: the need to toggle between services 

(67%), account setup and management (58%), and the inability 

to find content easily (45%).

Fig 2. Model Preference

Fig 3. Impediments to Adding Additional Services

“Why do you feel there 
are ‘too many’ options?”
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Another area that divides consumers and has large 

implications for the industry is the availability of library 

content versus original content on streaming platforms. 

When asked how important library content is when choosing 

a streaming service, a vast majority of consumers (90%) said 

library content was “important” or “very important.” 68% 

responded similarly about original content.

Clearly, there is consumer appetite for both library and 

original content. However, a lack of library content may put 

streamers like Apple TV+ at a disadvantage.

In the age of uncut cords, content was in one 

spot; today, the curation of one’s television 

content experience requires much more effort.

David Herrin, Head of Content Analytics
United Talent Agency

Fig 4. Importance of Library vs. Original Content in Selecting a Service

90%
Say “Important” or  
“Very Important”

68%
Say “Important” or  
“Very Important”

Library Content Original Content

“In general, how important is the 

availability of library content when 

considering a streaming service?”

“In general, how important is the 
availability of original content when 
considering a streaming service?”
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Awareness

BOTH DISNEY+ AND APPLE TV+ ARE ABOUT TO LAUNCH 
WHILE OTHER SERVICES ARE ARRIVING IN 2020. GIVEN 
DIFFERENT LAUNCH DATES, IT IS TO BE EXPECTED THAT 
THERE WILL BE LARGE GAPS IN AWARENESS AMONG 
COMPETING SERVICES.

While awareness is a highly elastic metric that could look 

quite different in the future, at the time of this study Disney+ 

and Apple TV+ had the highest levels of awareness (88% and 

63%, respectively) among the upcoming services. Both are 

established brands with tremendous consumer affinity, and an 

expansion into streaming is a natural extension of the brand.

HBO Max and NBCU’s Peacock service garnered 37% and 

28% awareness, respectively. Quibi, which has not begun to 

market its service and is not affiliated with an existing and 

recognized media brand, registered an awareness of 5%.

Fig 5. Awareness of Upcoming Services
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Intent To Subscribe 

AWARENESS IS AN IMPORTANT EARLY INDICATOR OF 
INTENT TO SUBSCRIBE. SINCE MOST CONSUMERS DO 
NOT INTEND TO ADD MORE THAN TWO NEW SERVICES, IT 
BECOMES A CRITICAL METRIC FOR THE INDUSTRY.

Once again, Disney+ appears to be in the 

most favorable position with more than 

half (56%) of respondents saying they are 

“likely” or “very likely” to subscribe. None 

of the other services reached 20%.

In what may be a positive sign for Apple, when respondents 

were provided with a few examples of the high-level talent 

attached to Apple TV+ projects, the intent to subscribe 

increased by ten percentage points.

Image Credit: Apple

Consumer intent to 

subscribe to Apple 

TV+ increased by ten 

percentage points 

when details of original 

content are known.
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Disney+

AMONG THE SIX SOON-TO-LAUNCH STREAMING 
SERVICES INCLUDED IN THIS STUDY, DISNEY+ APPEARS 
BEST POSITIONED FOR SUCCESS.

Disney+ has the highest levels of awareness and intent to 

subscribe, a healthy mix of library and original content, and 

the advantage that its service arrives before most others.

Awareness of Disney+ is extremely high 

(88%), and a majority of consumers (56%) 

indicate a likelihood to subscribe to the 

service. Disney also appears to be well-

positioned with respect to its Disney+/Hulu/

ESPN+ bundle, 

with a full 53% 

of the population saying they are 

“likely” or “very likely” to subscribe.

Also of note, families (57%) are no more or less likely to 

subscribe to Disney+ than households without children (55%), 

illustrating the strength of Disney’s adult franchises.

Fig 6. Intent to Subscribe to Disney+, Aggregated “Very Likely” and “Likely” Responses

“Disney will also 
offer a bundle that 

includes Disney+, Hulu, 
and ESPN+ at a cost of 
$12.99 per month. How 
likely is it that you would 
subscribe to that bundle?”

56%
Intend to 
Subscribe

53%
Intend to 
Subscribe

Image Credit: Disney
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Consumer affinity for Marvel is also a positive sign for 

Disney+ Originals, as forthcoming new original Marvel titles 

on the service are very highly anticipated by the TV Time 

community. See TV Time’s 25 most anticipated TV shows as 

of October 21, 2019 on the following page.

General consumer preferences also align well for Disney. The 

fact that library content registers as highly important (notably 

more than originals) when choosing a service is a positive 

sign for Disney. Moreover, a slight majority of consumers 

(56%) prefer ad-free services, which supports Disney’s 

subscription model.

Consumers are attracted to most of Disney’s library 

franchises, particularly Marvel and Pixar. Star Wars (perhaps 

surprisingly) and National Geographic garner less enthusiasm.

Fig 7. Strength of Disney Franchises 
Aggregated “Very Interested” and “Interested” Responses
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Fig 8.   25 Most Anticipated Upcoming New Shows, October 2019, U.S. TV Time App Users

RANK SHOW PLATFORM RELEASE DATE 

1 The Witcher Netflix TBD

2 His Dark Materials BBC One Nov 3, 2019

3 The Mandalorian Disney+ Nov 12, 2019

4 Star Trek: Picard CBS All Access Jan 23, 2020

5 Katy Keene The CW TBD

6 Marvel's Falcon & Winter Soldier Disney+ Aug 5, 2020

7 Harley Quinn DC Universe Nov 29, 2019

8 Marvel's WandaVision Disney+ TBD

9 Marvel's Loki Disney+ TBD

10 The Morning Show Apple TV+ Nov 1, 2019

11 Marvel's Hawkeye Disney+ TBD

12 Stargirl DC Universe TBD

13 Marvel's What If...? Disney+ TBD

14 FBI: Most Wanted CBS TBD

15 See Apple TV+ Nov 1, 2019

16 Mrs. Fletcher HBO Oct 27, 2019

17 The Lord of the Rings (2020) Amazon TBD

18 Snowpiercer TNT TBD

19 9-1-1: Lone Star FOX Jan 19, 2020

20 Penny Dreadful: City of Angels Showtime TBD

21 Deputy FOX TBD

22 Dollface Hulu Nov 15, 2019

23 Dickinson Apple TV+ Nov 1, 2019

24 Broke CBS TBD

25 Marvel's She-Hulk Disney+ TBD

Finally, it does not appear that Disney’s potential success 

poses a major threat to existing services, as a majority of 

respondents (70%) indicated they were not “likely” or “very 

likely” to drop a current service if they subscribed.

Disney+ and Apple TV+ 

have 10 of the Top 25 most 

anticipated new shows 

among TV Time app users.
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International

TV TIME AND UNITED TALENT AGENCY ALSO 
CONDUCTED ITS STUDY IN THREE OF THE FOUR 
COUNTRIES WHERE DISNEY+ IS LAUNCHING 
OUTSIDE OF THE U.S., SPECIFICALLY, THE 
NETHERLANDS, CANADA, AND AUSTRALIA. THE 
RESULTS SHOW MANY SIMILARITIES, THOUGH 
SOME IMPORTANT DIFFERENCES AS WELL, WHEN 
COMPARED TO THE U.S. CONSUMER MARKET.
 

Awareness of Disney+ is quite 

high abroad and on par with 

the U.S., illustrating the strength 

of Disney’s brand globally. 

Awareness is 93% in the 

Netherlands, 84% in Australia, 

and 82% in Canada. This 

compares to 88% in the U.S. 

It is also promising that general consumer preferences abroad 

often align with those in the U.S. For example, people assign 

a high value to library content when selecting a service (86% 

in all three countries compared to 90% in the U.S.) This bodes 

well for Disney given its rich library of TV shows and movies.

People are also comfortable with Disney’s paid-only SVOD 

business model, with people in the Netherlands (60%), 

Australia (59%), and Canada (49%) expressing a preference for 

that model, compared to 56% in the U.S.

Fig 9.   Awareness of Disney+ 
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There are a few warning signs 

for Disney as well. Intent 

to subscribe to Disney+ is 

somewhat lower outside of the 

U.S. and varies quite a bit by 

country. That measure was 56% 

in the U.S. compared to 49% in 

the Netherlands, 42% in Canada, 

and 38% in Australia. This suggests that, in spite of high 

awareness abroad, it may require more marketing to educate 

people on the details of the Disney+ service outside the U.S. 

Finally, several of Disney’s major franchises are not quite as 

strong internationally as they are in the U.S. This is true of Star 

Wars (48% average of Australia, Canada and the Netherlands 

versus 55% in the U.S.), and Marvel (69% average versus 77% 

in the U.S.).

Fig 10.   Intent to Subscribe to Disney+ 

Alex von Krogh, Vice President TVLytics
TV Time

While Disney+ appears well-positioned to succeed 

internationally, it may require additional focus in 

strategic markets to encourage people to subscribe. 

It will be important to track how people engage with 

their programming from a global perspective and how 

that compares to competitors in those markets.

Fig 11.   International Strength of Disney Franchises: 
U.S. vs. *Average of Netherlands, Canada, and Australia

MARVEL PIXAR
ANIMATED 

CLASSICS

DISNEY+ 

ORIGINALS
STAR WARS

NATIONAL 

GEOGRAPHIC

U.S. 77% 71% 64% 61% 55% 33%

INTL’ AVG* 69% 67% 60% 57% 48% 39%
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Conclusion

AS OF TODAY, IT IS CLEAR THAT THERE IS QUITE A BIT OF 
DISPARITY IN THE LEVEL OF CONSUMER AWARENESS OF 
THE UPCOMING STREAMERS. 

Perhaps not surprisingly, Disney+, which has a strong 

brand and is well-known for its programming, has very high 

awareness compared to brands with later launch dates. 

With respect to general consumer preferences, several 

themes surfaced:

• People value library content
• People are comfortable with a subscription-only model
• People believe there are too many services to choose from
• People are willing to subscribe to one or two new services

Based on these general trends, as well as brand awareness 

and intent to purchase measures, Disney looks well-

positioned to succeed in this burgeoning streaming media 

environment, both in the U.S. and globally. 

Consumer sentiment will no doubt evolve in the coming 

months as new services launch, and it will be critical to 

understand how those changes impact the competitive 

streaming landscape.
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This study focuses exclusively on six upcoming streaming services: Disney+, Apple TV+, HBO 
Max, Peacock, Discovery Streaming, and Quibi. The study was conducted among users of the TV 

Time platform as follows:

• Fielded September 6, 2019 – September 9, 2019 in the U.S.

• Fielded September 13, 2019 – September 30, 2019 in the Netherlands, Canada, and Australia 

• Respondent counts: U.S. (4,816), Netherlands (1,216), Canada (448) and Australia (154)

• U.S. results are balanced by age/gender of population (13-54)

This study was fielded prior to the Apple TV+ pricing announcement on September 10, 2019 (for 

U.S. respondents), and NBCU’s “Peacock” name announcement on September 17, 2019.

Methodology

United Talent Agency is a leading global talent agency 

that represents many of the most acclaimed figures across 

film, television, news, music, sports, speakers, theater, fine 

art, literature, video games, podcasts and other social and 

digital content. A passionate advocate for artists, creators 

and innovators, the company also is recognized in the 

areas of film finance and packaging, branding, licensing 

and endorsements. United Talent Agency is known for its 

dedicated digital media group helping clients— from A-list 

talent to Fortune 500 companies—capitalize on a rapidly 

changing entertainment, media and business landscape. 

The agency's worldwide presence includes its Los Angeles 

headquarters and offices in New York, London, Nashville, 

Miami and Malmö, Sweden. Information about United Talent 

Agency can also be found by following the company on 

social media on Instagram, Twitter, Facebook and LinkedIn.

About United Talent Agency

TV Time is the world’s largest tracking platform for TV and 

movies. Every day, nearly a million people worldwide use 

TV Time to keep track of what they’re watching, discover 

what to watch next and engage in a community of more 

than 12 million registered fans. Fueled by this global first-

party data, TV Time offers business solutions through 

TVLytics. This service provides data and insights to media 

companies, talent agencies, advertisers and clients from 

the content ecosystem to better inform strategic decisions 

across their businesses. For more information about 

TVLytics, visit www.tvtime.com/tvlytics.

About TV Time
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