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Netfl ix Raises Prices as Consumer 
Subscription Spending Tightens 
WHILE WALL STREET has reacted favorably to Netfl ix’s decision to set its largest-ever 
consumer price increase, the streaming service is executing the plan at a time in which 
the market for subscription OTT services seems to be tightening. 

Netfl ix, which was a day away from making its fourth-quarter earnings report at the 
time this blog was posted, said in October that it expected to add around 9.4 million sub-
scribers globally in Q4 2018, up from around 7.6 million in the fourth quarter 2017.

And there doesn’t seem to be any hard evidence — yet — that the market for major 
subscription streaming services is softening. Although even a $1 monthly increase was enough to cause 8% of polled 
subscribers to cancel their Netfl ix service, according to a recent survey conducted by OTT research company The Diff u-
sion Group just before Netfl ix announced its price change. 

At CES — and in the months before CES — OTT executives talked about a consumer market that is reaching a satura-
tion point in terms of the number of subscription streaming services it can carry. 

“The idea of the average household subscribing to Netfl ix, Hulu, Amazon, HBO Plus and YouTube Premium all at the 
same time is ludicrous,” said Farhad Massoudi, CEO of ad-supported OTT company Tubi, speaking on a panel at CES. 
“The average household has an income of $54,000 a year. They’re not buying $8 avocado toast.”

For more from this blog, go to broadcastingcable.com/jan21. 

VIDEOPHILE

U.S. OTA Homes Up 48% in 
Eight Years to 16M: Nielsen
The share of U.S. homes 
that receive local broad-
cast stations through 
over-the-air antennas has 
increased nearly 50% over 
the past eight years to 
around 16 million, accord-
ing to Nielsen.

The research company 
found that nearly 14% of 
U.S. homes are watching 
TV over the air.

Notably, in a separate 
study, over-the-top fi rm 
Ooyala found that TV 
antenna shipments in the 
U.S. rose 2% in 2018 and 
are up 8% since 2016. 

Nielsen found that OTA 
users broke down into 
roughly two groups. 

One has a median age 
of around 55 and doesn’t 
complement OTA pro-
gramming with streaming 
services. OTA is primarily a 
cost-savings tool for these 
nearly 6.6 million homes. 

The other 9.4 million 
households comple-
ment off -air signals with 
subscription streaming 
services including Netfl ix, 
Amazon Prime Video and Hulu. This group’s median household age is 36 and also tends to be more affl  uent. Notably, the older 
group tends to watch six hours of television a day, on average — that’s two full hours more than the younger group, which has 
a more diverse selection of programming services. — Daniel Frankel

NUMBER

52M
The number of Comcast and 

Sky subscribers who will receive 
NBCUniversal’s 

just-announced upcoming 
streaming service at no 

additional monthly charge. 

Daniel Frankel

“We compete 
so broadly with 

all of these 
providers that any 

one provider 
entering only 

makes a difference 
on the margin. 

So that’s why we 
don’t get so 

focused on any 
one competitor.”

— Reed Hastings, Netflix 
co-founder and CEO, discussing 
competition the streaming giant 

faces from Apple, The Walt Disney 
Co. and Comcast and others during 

the company’s fourth-quarter 
earnings call Jan. 17.
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