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Designed and executed by 

d.fferentology/IAB UK  with cross-industry 

collaboration

N=2,000 Nat rep study in the UK and US

UK Ethnographic study and workshops



Mapping the SVOD 

landscape in 2020

V
O

D
Y

S
S

E
Y

Consumer usage, 

attitudes and language

Commercial 

opportunities
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Q Which, if any, of the following paid subs cription video- on- demand TV services does your 

hous ehold have acces s to?  Base: Total sample UK (2,000) US  (2,000). 

Bas e: SVOD  Subs cribers - UK (1,281), US (1,402), Nov UK (2,240) SIZE  OF PLANE T  IN PROPORT ION TO LEVEL 

OF ACC E S S
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B R ITB OX

APPLE TV+

NE T F LIX

AMAZON PR IME VID EO

NOW TV

PR EMIUM

H ULU

YT

Have acces s  to SVOD (March)73%

=  Avg number of platform access2.6

68% 78%

March November

1.7 2.3

D IS NEY+
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16%
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5%

23%

Q Do you antic ipate any changes to the number of paid subscription services in your household in the next 12 months? 

Q We are now going to show you some other paid subs cription video- on- demand services that are currently available or will be available in the 

market very soon. How likely are you to cons ider subs cribing to the following brands in the next 12 months? Bas e: Total sampl e UK (2,000), US 

(2,000) Base: November UK Total (2,240)

Whils t the majority will mos t likely stick with their current number of SVOD services  the appetite for new SVOD 
services is still strong. Original creators that are new to each market this  year are antic ipated to do well.

Antic ipate number of SVOD services  to 
decrease

Antic ipate number of SVOD services  to 
increase

Antic ipate number of SVOD services  to 
decrease

Antic ipate number of SVOD services  to 
increase

37% 36% 

[+1%]

[+2%]
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The proportion of those picking Live TV first is significantly 
higher than SVOD, with just under two fifths of the total UK 
population claiming to always go first to Live/linear TV when 
deciding what to watch.

Q On an average day, when deciding what to watch, which of the following services, if any, do you go to first? Base: All 2019 UK Respondents (2,029), 16-34 (619), 35+ (1,360), 2020 UK 

Respondents (2,000), 16-34 (636) 35+  (1.365), US Respondents (2,000)

“…gives me the up-to-date 
news and weather, locally”

“easier to use, they aren’t 
interrupted by ads and 

they have a wide variety 
of series to watch”

WHY SVOD IS GO TO SERVICE:

In the US and the younger cohort, there are almost as many people 
who now turn to SVOD first then do Live TV. This is being driven by 
unique and likeable content.

28% 

11% [+1%]51% [-2%] 

16-34 YEAR OLDS

35+ YEAR OLDS

21%31% 

17% [+1%]39% [-2%] 

Always go first to Live TV Always go first on SVOD

USA

UK

15% [-1%] 

WHY LIVE TV IS GO TO SERVICE:
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“If someone rang me up now 
and asked me what I was 
doing I would say I am 

watching Netflix, not TV”

Daniel

Age: 40
Profession: Surveillance monitoring
Children: Aged under 10
Connected TV access: Smart TV
VOD viewing: Heavy

Due to their shift patterns, Daniel and his wife rarely get the chance to watch TV together, so he mostly watches alone. 

When speaking about Netflix, it isn’t strictly TV but it can be “on the TV”- the physical TV set. If someone was to ask him 
what he was doing he would say I am watching “Netflix” rather than “TV”. 



S H A L L O W :  
LOW ATTENTION/PASSIVE/SECONDARY/MULTI-
SCREEN

D E E P
ACTIVE/DELIBERATE/ATV

“My flatmate and I don’t sit down together to watch TV 
often. I mean, if we do, it is just to catch up and eat 
while watching TV but we don’t sit down 
to watch something”
Cameron, ethno participant

“When I sit down to watch something in the living room, I 
just want to focus with no distractions”
Tanvisha, ethno participant

V
O

D
Y

S
S

E
Y



62%

55%

29%

25%

23%

16%

14%

11%

Eating

Having a rest

Doing housework

Cooking

Working/studying

Exercising

Taking a bath

Commuting
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Q10b When you watch something on a paid subscription video- on- demand platform, do you usually watch on your own or do you have someone else watching with 

you? 

Bas e: UK Respondents with acc ess to SVOD (1,374) Q Do you ever do any of the following activities  whilst simultaneous ly watch ing something on a subscription 

video- on- demand service? Base: UK Res pondents with acces s to SVOD  (1,374)

SVOD although primarily viewed in solus it is frequently viewed with other people and often done 
in combination with other activities , suggesting viewing is not that different from other T V formats.

I watch on my own I watch with someone else I watch with a group of people

60%

53%

15%
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I would not consider any 
advertising or sponsorship on these 

services acceptable

35% 
OF 16-24 YEAR OLDS

41% 
OF TOTAL 

UK POPULATION

4 in 10 subscribers  don’t 
cons ider advertis ing or 
spons ors hip on SVOD 
services acceptable.

Younger subs cribers  are a 
little more open to ads 
and spons orship as  are 
thos e with just a single 
subs cription.
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Q Imagine SVOD  SE RVIC E  started showing advertis ing to their users. 

Imagine they also offer a premium/ad- free subs cription plan. Which of the following actions, if any, would you take? 

Bas e: SVOD  subscribers  UK – Netflix (965)

The inclus ion of ads  to Netflix would at bes t dis pleas e 
s ubs cribers  and at wors t make them go els ewhere.  
D ependent in part on the s tickines s  of content – unique and 
exclus ive content may minimize churn but it’s  a big ris k.

Likely action if Netflix started  showing advertising 

I would upgrade my package to premium to continue 
receiving ad- free experience, even if it meant paying more

I would keep my current subs cription and accept / enjoy the 
ads

I would keep my current subs cription though not 
happy / put up with ads

I would switch to another paid subs cription video on demand 
service if they offered ad- free packages to avoid paying more

I would cancel my subs cription

NETFLIX

13%

20%

39%

11%

15%

33% Loss

15% Gain

50% Remainer

26%

72%
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It is starkly clear that the majority of res pondents  are not open to paying more for SVOD services. A free AVOD service, 
however, does appeal, showing that it is not the content that is putting people off but ins tead, the financial commitment. 

Q We would now like to show you some statements that people have said about video- on- demand services, such as Netflix, Amazon Prime Video,All4, ITV Hub or Dis ney+. Pleas e can you rate to what extent you agree or 

disagree with each of those statements. – T2B% shown.  Bas e: November UK Sample who express an opinion (1,624)

I AM PAYING ENOUGH MONEY ALREADY ON 
SUBSCRIPTION VIDEO-ON-DEMAND SERVICE(S) AND 

WOULD NOT CONSIDER PAYING ANYMORE

I WOULD CONSIDER HAVING A NEW VIDEO ON 
DEMAND SERVICE WHICH IS FREE WITH ADVERTS
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“I like that it fits in well 
with the environment 

that it came into”
Consumer workshop 

participant 

For CTV, consumers mostly 
want a passive viewing 
experience that doesn’t 
require the mental effort of 
making a decision or physical 
effort of picking up the 
remote. 
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Q Please can you rate to what extent you agree or disagree with each of those statements – “I don’t mind if the paid subscription video-on-demand 

services like Netflix show consumer brands or products within their shows. Base: UK SVOD subscribers (1,281)

“Product placement is the 
best type of advertising 
because it is subliminal”

Male, Smart TV

...don’t mind if SVOD services like 
Netflix show consumer brands or 

products within their shows



Device Relevance

“I enjoy when it is very relevant to the 
programme I am watching […] so 

anything that’s based on the content 
that I’m watching I’d pretty much be 

interested in” 
Consumer workshop participant

“Let’s say I am watching a series 
at home on TV, if I am on a 

break at work I can continue 
watching it on my phone” 
Cameron, ethno participant

Binge watching

The architecture of VOD platforms 
has created a culture of acceptable 
‘binge’ watching by encouraging 
people to click ‘Next Episode’. This 
creates an opportunity for a 
buildable ad experience.
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