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“At two hours daily of 
viewing per member, 
cable operators — 

increasingly more ISPs 
than MVPDs — have [a] 
growing reason to bring 
Netfl ix into the tent.”

— Ben Swinburne, Morgan Stanley media 
analyst, in a research note indicating that 

Netfl ix apps on set-tops could help the 
OTT giant extend a bridge to demographic 

groups that, to date, have sidestepped 
getting a subscription. He also suggests 

that integrating Netfl ix could reduce pay-
per-view revenues for MVPDs, but that the 
move could help them gain leverage with 

programmers on content costs. 

Perchance to Stream
Millennials, that coveted and seemingly tough-to-reach market segment, stream a lot 
of video, but a new study by Fullscreen conducted by WPP’s Kantar Vermeer tries 
to put a fi ner point on that trend.

From a high-level view, 69% of consumers age 13 to 34 stream video on three 
or more occasions per week. Broken down further, the percentage is higher among 
teens (75%), while millennials in the over-25 subgroup are at parity with the average 
(66%), according to an online survey of 2,000 consumers (1,000 respondents age 
12-17 and 1,000 respondents age 18-34) conducted in March. 

Of the older subsegment studied, 71% of respondents said they stream video 
through the TV at least an hour a day, versus teen usage that came in much lower 
— 56%.

 “We have found the driver of this to be the preference of independent viewing 
experiences on laptops and mobile devices,” Bryon Schafer, senior vice president of measurement and insight at 
Otter Media, which owns Fullscreen, noted in a summary of the study.

And count millennials among a group that will go out of its way to avoid ads due to a range of dislikes. More than 
70% of them agree that interruptions are the most negative aspect of advertising, followed closely by ad repetition. 
Additionally, 36% of the teens sub-group, and 47% of the broader Millennials segment said they avoid or block 
ads every change they get.
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million
The estimated number 
of head-mounted 
virtual reality 
displays that 
will be on the 
U.S. market 

(for enterprise 
and consumer 

use) by 2020, according to a new 
forecast from Forrester Research. 
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“And that’s just counting Game of Thrones” 

— Sunil Mudholkar (@sunilmud), director of product management for 
video software solutions, tweeting to Multichannel News’s report of a 
Cisco study predicting that video will consume 79% of Internet traf-
fic by 2020.  The same study sees HD and Ultra HD video making up 
82% of all Internet video traffic by 2020, up from 53% in 2015. 

TECH TWEETS

VIDEOPHILE
LENDING A HELPING HAND 
The rise of over-the-top services and the move toward niche-based offerings and skinny TV bundles would seem to suggest 
that consumers are more interested in self-curating their video choices. 

But most consumers who stream video are looking for some guidance, a recent study from Gfk suggests. About 81% of 
streamers surveyed said they want at least some curation, up from 68% in GfK’s study from 2014. Just 18% said they prefer 
no curation, per the study, which tallied the results of a survey of 1,007 U.S. consumers age 13 to 64, conducted in March. 

Among other fi ndings, GfK said about half of streaming-video viewers say there are too many services to keep track of, an 
indicator that there’s consumer interest in aggregation or bundling services “that will make their streaming life easier.” 

The survey also shed some light on consumers’ fi nancial limits. Netfl ix, Amazon and Hulu are already near the maximum of 
what people are willing to pay each month for an SVOD service. That ceiling is set at $10 to $11 per month, GfK said.

Per its latest survey, consumers are willing to shell out $10.82 for Netfl ix, up 4% from its 2014 fi ndings, compared to 
Amazon Prime ($9.10 per month, up 16%), and Hulu’s SVOD service ($9.96, up 1%).  The survey also concluded that 
consumers would pay $3.06 for YouTube (up 81%), and $7.53 for access to TV Everywhere services (up 105%).

Netfl ix, already tops with 
respect to its subscrip-
tion base, also led in terms 
of time spent per day at 2 
hours, 5 minutes, compared 
to Hulu (1:21), YouTube 
(1:15), TV Everywhere apps 
(1:13) and Amazon Instant 
Video (52 minutes). 

The largest share of con-
sumers surveyed (33%) also 
said they used Netfl ix at least 
once a month to view TV 
shows or movies, compared 
to 23% for YouTube, 13% 
for both Amazon and TVE, 
and 12% for Hulu.  
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