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Who did we interview?

2500 TV, film or video watching consumers were interviewed between October and

November 2018, split in the following ways...

...country

us

UK 1000

Brazil

Figure D1: Analysis of respondent country, showing
data for all respondents (2500)
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...age

W 14-21 years old m22-35 years old
m 36-50 years old m51-65 years old

Figure D2: “What is your age?”, asked to all
respondents (2500)

...gender

H Male

B Female

Figure D3: “"What is your gender?”, asked to .

all respondents (2500) h
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Four areas of interest:

Using subscription TV, movie and video services
Searching for the perfect video content bundle
Dealing with consumers’ personal data

Are consumers always adverse to adverts?
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Using subscription TV, movie and video services
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TV, movie and video subscription

Avg Using more than
one subscription
service AVg
Avg
61%
Total us Brazil
Figure 1: Analysis of the percentage of respondents who currently use two or more

subscription TV, movie and video content services in their household, and
the average number used. Split by respondent country. Asked to all
respondents (2500)

services being used

Figure 2:

Total us

Average total cost per
month (USD)

$68.45

UK

Brazil

Analysis of the average estimated total cost per month that respondents’
households pay for all TV, movie and video content services (USD). Split by
respondent country. Asked to respondents who currently use at least one
subscription TV, movie or video content service in their household (2295)

The majority (60%) of surveyed consumers are using at least two TV, movie and video subscription services in their household, with
two different subscription services being used, on average. Over half are using at least two different subscription services in all three of
the countries surveyed in, but it's most likely to be true in the US, where around two thirds (64%) are using multiple services (fig. 1)

On average, this is costing respondents’ households $72.45 USD per month, and again, the US comes out on top here - they are

spending $85.71 USD each month on their TV, movie and video subscription services (fig. 2) - it's a high expense, but one that
consumers have to pay if they want to get access to all of their favorite content
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Subscription services being used, by respondent age

It's those aged 22-35 years old who are the most likely (73%) to say that they use multiple subscription TV and video services in their
household, and this is true across all countries interviewed in (US = 76%, Brazil = 72%, UK = 70%)

Those in the oldest age bracket (51-65 years old) are the least likely (44%) to say this, and generally speaking there is a trend where
older consumers tend to be less likely to be using more than one subscription service

Using more than one subscription service

us UK Brazil

Total
| |

| |
LI

| |l | 11
- 73% /4% S— 72%
- 64% 65% 62%
580/0 550/0 570/0
51%
449, 42,
36-50 51-65 14-21 22-35 36-50 51-65

14-21 22-35 36-50 51-65 14-21 22-35 36-50 51-65 14-21 22-35
years old years old years old years old years old years old years old years old years old years old years old years old years old years old years old years old

Brazil

Total us UK

Figure 3: Analysis of the percentage of respondents who currently use two or more subscription TV, movie and video content services in their household number used. Split by .

respondent country and respondent age. Asked to all respondents (2500)

VansonBourne
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Using subscription services but not personally paying for them @

Around six in ten (58%) of those using at least

one subscription service admit that there’s at
least one that they do not pay for personally

Figure 4:

71%
64%
58%

Total 14-21 years  22-35years  36-50 years 51-65 years
old old old old

Analysis of the percentage of respondents using at least one subscription TV,
movie and video content service in their household that they do not pay for
themselves. Split by respondent age. Asked to respondents who currently use at
least one subscription TV, movie or video content service in their household (2295)
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It's not surprising to see that the younger respondents
are much more likely to be using subscription services
that they do not personally pay for — over seven in ten
(71%) of those aged 14-21 years old admit that this is
the case for at least one service

But even for those in the oldest age bracket (51-65
years old), two fifths (40%) say that they use
subscription services that they are not paying for
themselves - it’s likely that those in the middle two age
bands (22-35 and 36-50 years old) are footing the bill
more often than not, either for their children or their
parents

It's clear that with so much exciting video content
available, many see sharing log-ins as a necessity if they
are to get access to all of the content they want to see

So, are consumers actually getting access to all of the
content that they want to see?
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Missing out on content

Despite the amount that consumers are paying for TV and video subscription services (fig. 1), seven in ten (70%) subscribers are still not
getting access to all the content that they want to see via these. In fact, 29% say that there is still plenty of content that they want but do
not have access to, highlighting the incompleteness of many subscription services (fig. 4)

When looking at this by country, respondents from Brazil (75%) are the most likely to say that there is still some content that they do not
have access to (fig. 5). But even in the US, where they are spending the most on subscription video and TV and are the most likely to
have access to multiple subscription services (fig. 1, 2), over two thirds (68%) are not able to watch everything that they want to

“Yes - there is still at least
some content that I don't

get access to” 75%
70% 70%
68%
E Yes - there is still plenty of content that I want, but don’t get access to
B Yes - there is still some content that I want but don’t get access to
B Yes - but just one or two TV shows/films
us UK

® No - what we pay for gets us everything that we want to watch Total Brazil
Figure 5: "Considering how much your household pays, are there any TV shows/films Figure 6: Analysis of the percentage of respondents who do not have access to all
that you want to see, but these subscription services still don't give you TV shows/films that they want to see via their subscription services
access to?”, asked to respondents who currently use at least one despite what their household pays. Split by respondent country. Asked to .
subscription TV, movie or video content service in their household (2295) respondents who currently use at least one subscription TV, movie or
video content service in their household (2295)
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“Yes - there is still at least some content that I don’t get access to”

Total us UK Brazil
| 1 A 1

Missing out on content, by respondent age
| | | 11 1
80%
71% 73% £89%
I

73% 73% 74% 72% 73%

14-21 22-35 36-50 51-65 14-21 22-35 36-50 51-65 14-21 22-35 36-50 51-65 14-21 22-35 36-50 51-65
years old years old years old years old years old years old years old years old years old years old years old years old years old years old years old years old

Total us UK Brazil

Figure 7: Analysis of the percentage of respondents who do not have access to all TV shows/films that they want to see via their subscription services despite what their
household pays. Split by respondent country and respondent age. Asked to respondents who currently use at least one subscription TV, movie or video content service
in their household (2295)

Respondents aged 22-35 years old are the most likely (78%) to say that despite what they pay for subscription services, there is
still at least some content that they want to see but cannot because they do not have access to it. This is true across Brazil (84%),
the US (80%), and the UK (74%)

For each country it tends to be the younger generations who are more likely to say that they are still not getting access to all of the
content that they want - this doesn’t necessarily mean that they have access to less content, but may instead indicate that these
age bands have an appetite for a wider range of content, something that subscription service providers will need to have in mind 5
when trying to cater to them h
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Missing out on content, split by number of services used

“Yes - there is still at least

- some content that I don’t get
Those who have access to more subscription access to”

services are more likely to say that they're still

missing out on some content
Surprisingly, it is those who currently have access to
four or more subscription services in their household

73%
70% 71%
64%
who are the most likely (82%) to still be missing out on
at least some content
It's an interesting trend - perhaps it is those who have
access to a greater number of services who also have
the greatest appetite and demand for TV and video,
while those who only use/have access to a single
subscription service are more ‘basic’ viewers and
therefore easier to satisfy
Which providers of TV and video content are consumers

more likely to blame for not having enough content for Total 1 used 2 used 3 used 4 or more used
them?

Figure 8: Analysis of the percentage of respondents who do not have access to all TV
shows/films that they want to see via their subscription services despite what

their household pays. Split by number of subscription services used. Asked to r
respondents who currently use at least one subscription TV, movie or video

content service in their household (2295)
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The subscription services that are not providing desired content

There’s not a clear standout overall in terms

of where consumers are more likely to say
that content is missing

Over three in five of those whose subscription services do

not give them access to all TV shows/films that they want

to see blame satellite/cable TV (61%) for not including all

of the content that they want - the same proportion as for
streaming/on-demand services (61%)

There are clear trends by respondent age though. Younger
respondents are much more likely to demand more from
the streaming/on-demand services that they use, saying
that they do not give them access to all the content that
they want (14-21 years old = 68% vs. 51-65 years old =
44%). A similar (but opposite) pattern is clear for
satellite/cable TV

What this seems to illustrate is that younger consumers

Satellite/cable TV Streaming services/on-demand services have a stronger affiliation with streaming/on-demand
services - they would be more likely to want to view
m Total m14-21 years old m 22-35 years old content on this platform if possible

m 36-50 years old m51-65 years old

Figure 9: “You have stated that there is at least some content that you want to see but don't Wha_t exactly mlg_ht drive con_sumer loyalty toward a
currently have access to via subscription services. Which of the following providers media or entertainment provider?
are not including all of the content that you want?”, split by respondent age, asked
to respondents whose subscription services do not give them access to all TV
shows/films that they want to see (1609)

s
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Loyalty to media and entertainment providers

Elsewhere, over three in ten (31%) place ability to view content based on my preferences
on any device in their top three, and around one in five do so for
higher quality content options (e.g. 4K) (21%) and/or original
content options (19%)

Personalized content 1

. s - , Easy-to-segment content by user 11%
Beyond the top two loyalty drivers, it's these ‘nice to have Y ? Y ‘

features that can really help to differentiate a

media/entertainment provider from competition Use of future-technology (e.g. AR/VR) IR

Nothing drives me to be loyal to a
media/entertainment provider

11%

Around nine in ten (89%) respondents report Reasonable pricing options
that certain factors will drive them to be loyal to
. . . i 1 o,
a media or entertainment provider A wide variety of content
Ability to view on any device
The two standout factors are price and variety-based - half or Easy-to-use search function across all
more would place reasonable pricing (54%) and/or a wider available content -
variety of content (50%) in their top three drivers of loyalty here Ability to watch higher quality/definition
The top two answers may not be surprising, but they do highlight content (e.g. 4K) -
that it’s just as important as ever for media/entertainment Ability to download unlimited content
providers to be getting the basics right. Without these, consumer across devices .
interest will always be limited. And yet, with many consumers Original content only available with that .
spending a lot but not getting all the content they want (fig. _1, provider
5) - it seems that most face a ‘one or the other’ scenario Regular additions to content catalog

Do drivers of loyalty vary dependent on the age of
consumers? Figure 10: “"What drives your loyalty to a media/entertainment provider (including all
live and on-demand streaming services, cable and satellite providers)?”
Combination of responses ranked first, second and third, asked to all .

respondents (2500) H
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Loyalty drivers, by respondent age

When looking at the drivers of loyalty split by respondent age, there are a few notable differences. Reasonable pricing options, having a wide
variety of content, and including easy-to-use search functionality are all examples that tend to be more likely to drive loyalty in older
surveyed consumers. It suggests that it could be difficult for providers to target and appeal to all age groups simultaneously

There are also a number of examples that look to have a bigger appeal for younger generations. For example, use of future-technology (e.g.
AR or VR) is in the top three for only 4% of 51-65 year olds, but is over three times as likely (14%) to be in the top three drivers for those
aged 22-35 years old - it's definitely a feature that could carry serious weight for consumers when deciding on a provider in the future

Top 3 loyalty drivers
|

50% 49%

28%
21% 22% 20% 24% 22%

18% 20%

139% 14%
10% 9%, 49,

Reasonable pricing options A wide variety of content  Ability to view on any device Easy-to-use search function Ability to download unlimited Use of future-technology (e.g.
across all available content content across devices augmented/virtual reality)

ETotal ®™14-21 yearsold ®m22-35vyearsold ®36-50yearsold ®51-65 years old

Figure 11: Analysis of the percentage of respondents who place the above features in their top three drivers of loyalty to a media/entertainment provider. Split by respondent age. -

Asked to all respondents (2500) H
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Searching for the perfect video content bundle
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+549%

The cost of getting a ‘perfect’ bundle

+60%

$41.40

+489%

$40.88

+599%

Total us UK Brazil

Figure 12: Analysis of the average extra cost that respondents estimate that their

household would need to pay per month to get a perfect content bundle of TV,
movies and video (USD). Split by respondent country. Asked to respondents
whose subscription services do not give them access to all TV shows/films that
they want to see (1609)

Hotwire and Amdocs - research results

It would cost an additional $39.17 USD, on

average, to get to a ‘perfect’ bundle which
included all desired content...

...according to those respondents whose current
subscription services do not give them access to all of the
content that they want. This is 54% on top of what is
currently being paid for subscription services, on average

In the US, where they are currently spending the most on
subscription services (fig. 2), this estimate still exceeds
$40 USD

Brazil is where respondents expect that they would need
to pay the highest extra cost ($41.40 USD) - this could
be reflective of Brazil also being where respondents are
the most likely to say that they are missing out on
content through their current subscriptions (fig. 6)

Again, based on these extra cost estimations it’s clear
that many consumers’ current subscriptions are some way
off from delivering all of the content that they want

How could consumers fill these content gaps that exist in
their current subscription service bundles?
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Willingness to embrace a ‘pay-per-show’ model @

Three in five (60%) surveyed consumers would be open to using a ‘pay-per-show’” model to get immediate access (first public broadcast) to
their favorite TV shows and video content - over half agree to this for all three countries surveyed, but it is particularly true in Brazil, where
approaching eight in ten (77%) would be open to this (fig. 13). We know that it’s also Brazil where the greatest proportion say that they are

missing out on content currently (fig. 6), so ‘pay-per-show’ might be an attractive option for filling those gaps

There is also a relatively strong relationship between respondents’ age and their openness to this - younger respondents are more likely to be
willing to consume content in this way (14-21 years old = 67%, 51-65 years old = 43%) (fig. 14). Perhaps this is further indication of how
attitudes are changing over time and something that more might be open to in the future

“I would be willing to ‘pay-per-show’ for first public broadcast access”

77%
67% 69%
58% 60%
52%
I I
us UK

Total Brazil Total 14-21 years 22-35 years 36-50 years 51-65 years
old old old old
Figure 13: Analysis of the percentage of respondents who would be willing to pay for Figure 14: Analysis of the percentage of respondents who would be willing to pay for
immediate access (first public broadcast) to their favorite TV shows/films on immediate access (first public broadcast) to their favorite TV shows/films
a 'pay-per-show’ basis. Split by respondent country. Asked to all on a ‘pay-per-show’ basis. Split by respondent age. Asked to all -

respondents (2500) respondents (2500) h
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The price of ‘pay-per-show’

Amount that respondents are
willing to pay per episode for

unlimited access (USD)
$5.39 $5.64 $5.51
Total 0 used

2 used

$6.60

4 or more
used
Figure 15: Analysis of the average amount that respondents would be willing to pay per
episode of a show for unlimited access to one specific episode (USD). Split
by number of subscription services used. Asked of respondents who would
be willing to pay for immediate access to the first public broadcast of their
favorite TV shows/films on a 'pay-per-show’ basis (1494)

1 used

3 used

©0

4 or more
used
Figure 16: Analysis of the average amount that respondents would be willing to pay per
season of a show for unlimited access to an entire season (USD). Split by number
of subscription services used. Asked of respondents who would be willing to pay

for immediate access to the first public broadcast of their favorite TV shows/films
on a 'pay-per-show’ basis (1494)

Amount that respondents are
willing to pay per season for
unlimited access (USD)

$9.81

Total 0 used

1 used 2 used 3 used

On average, those who would be willing to ‘pay-per-show’ for immediate access to the first public broadcast of their favorite TV
shows/films would be willing to pay $5.39 USD per episode for unlimited access (fig. 15). For unlimited access to an entire season,
respondents would be willing to pay $11.41 USD, on average (fig. 16)

As consumers are being faced with high total bills for their video subscription services (fig. 1), it could be an appealing option for them
to be able to handpick only the individual shows that they are interested in and pay much smaller figures on a per show basis as a way

of complementing their existing bundles

17 Hotwire and Amdocs - research results
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Adding content to the ‘perfect’ bundle

The vast majoritgl (86%? of respondents would want to include a binge-worthy TV series in their perfect video content bundle, and
around two thirds (65%) would pay extra to include this. Most would also want to have live concerts/events (74%) and/or all games for
a specific sporting team (70%) included - with around half (50% and 51% respectively) willing to pay extra for it (fig. 17)

In terms of whether the preference would be for live or on-demand content, it very much depends on the context and the type of
content. For a binge-worthy TV series, the preference would be far more likely to be on-demand and when looking at all games for a
specific sports team, the preference swings the other way, with live coverage being the clear favourite. It's very important that
providers are able to cater to consumers’ demands and preferences in this way in order to keep customers satisfied

86%
0
74% 20%
65%
38%
50% 51%
29% 29% 29%

A bmge—vyorthy v Live concerts and A“. games f_or one A binge-worthy TV Live concerts and All games for one
series events specific sporting team

series events specific sporting team
® I would include this in my 'perfect' bundle

E Live (when broadcast/as it happens)
B ] would pay extra to include this in my 'perfect' bundle m On-Demand
Figure 17: Analysis of the percentage of respondents who would include/pay extra to

include different types of content in their 'perfect’ bundle. Asked to all
respondents (2500)

Figure 18: Analysis of the percentage of respondents who would want different
types of content in their ‘perfect’ bundle to be live or on-demand.
Asked to all respondents (2500)
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Adding content to the ‘perfect’ bundle, by respondent age

Those aged 14-21 (93%) and 22-35 years
old (93%) are the most likely to want to

93% 93%
include a binge-worthy TV series in their
‘perfect’ bundle

In all three examples, those aged 51-65 years old are the
least likely to want to include them in their ‘perfect’ bundle

When looking at including all games for a specific sporting
team, it is those aged 22-35 years old who are the most
likely (80%) to want this added to their bundle

We know that younger respondents are the more likely to be
saying that they do not currently have access to everything
that they want to see (fig. 7), so perhaps this is why they
tend to have a greater desire for adding these three to their
‘perfect’ bundle

Generally speaking these are all additions that the majority
would want added to their video subscription services if it
were possible, so it’s important that providers can meet this

demand
A binge-worthy TV series Live concerts and events All games for one specific
sporting team
ETotal m14-21 years old m22-35 years old m36-50 years old ®m51-65 years old What do’consumers think about add!ng special
features’ to their perfect bundle of video content?

Figure 19: Analysis of the percentage of respondents who would include different types of -

content in their ‘perfect’ bundle. Split by respondent age. Asked to all
respondents (2500)
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Adding special features to create the ‘perfect’ bundle (i) @

special features to content bundles and this includes a story (e.g. ‘choose your own adventure’)

couple of more ‘future-looking” examples. Providers who
could integrate these kind of options into their offerings
could have valuable differentiators on their side when
trying to secure customers in this busy and competitive
market

The option to purchase items relevant to
what I'm watching (e.g. clothes an actor 20%
wears or an item included in the scene)

The majority (64%) of respondents would be Access to deleted scenes/blooper reels
interested in adding special features or extra A . .
. ccess to different versions of the same
content to their perfect bundle TV show/film (e.g. theatrical versions,
director’s cut)
VIP access for TV shows/films (e.g.
The most common feature that respondents would consider exclusive actor/director interviews,
including is access to delete scenes/blooper reels (30%), previews)
while around a quarter would include access to different Access to augmented reality (AR) and
versions of the same content (e.g. theatrical versions) virtual reality (VR) content/features for TV
(25%) and/or extra camera angles/views of scenes (21%) shows/films
A similar proportion (23%) would also want to add access _
to augmented reality (AR) or virtual reality (VR) content, [Extra camera angles/views of scenes
and/or the option to change the direction of what they are (including concerts, sports events, etc.)
watching (21%)
There is a pretty considerable appetite for being able to add The option to change the direction of the

I would not be interested in any type of
special features

How does this vary depending on respondents’ age and
number of subscriptions used? Figure 20: “If you were able to create your ‘perfect’ bundle, which of the following
' special features or content would you consider including?”, asked to all -

respondents (2500) H
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Adding special features to create the ‘perfect’ bundle (ii

If they were to create a ‘perfect’ bundle, only four in ten (40%) of the respondents who do not currently have access to any subscription
services would be interested in adding special features to their perfect bundle, but there is a clear upward trend for respondents with access
to more subscription services. Over four in five (82%) of those who use four or more would be interested in adding special features (fig. 21)

There is also a definite age-based trend - only 40% of those aged 51-65 years old would value this, while the majority (79%) of those in the
youngest age band would be interested (fig. 22)

It seems that it's not something that would appeal to everyone, but some demographic groups would definitely value this from their
subscription service provider. Younger age groups in particular seem to appreciate the concept, so it's perhaps something that will see higher

demand over time

"I would be interested in adding special features to my ‘perfect’ bundle”

82% 79% 78%
73%
71% 0
64% e 61%
54%

Total 0 used 1 used 2 used 3 used 4 or more Total 14-21 years  22-35 years 36-50 years 51-65 years
used old old old old

Figure 21: Analysis of the percentage of respondents who would be interested in
adding special features or content to their ‘perfect’ bundle. Split by
number of subscription services used. Asked to all respondents (2500)

Figure 22: Analysis of the percentage of respondents who would be interested in adding
special features or content to their 'perfect’ bundle. Split by respondent age.
Asked to all respondents (2500) =

s
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To own or not to own? (i)

Total 63% 37% Total 63% 37%
14-21 years old 74% 26%
us 57% 43%
22-35 years old 77% 23%
UK 59% 41%
36-50 years old 61% 39%
Brazil 82% 18% 51-65 years old 35% 65%
®Yes - I want to be able to own and use my favorite content however I mYes - I want to be able to own and use my favorite content however I
see fit (e.g. download and watch offline) see fit (e.g. download and watch offline)
mNo - I am happy to have access without actually owning content mNo - I am happy to have access without actually owning content
Figure 23: “Would you value being able to download and own content that you have Figure 24: “Would you value being able to download and own content that you have
access to, instead of just viewing it as part of your subscription TV, movie access to, instead of just viewing it as part of your subscription TV, movie
and video content services?”, split by respondent country, asked to and video content services?”, split by respondent age, asked to respondents
respondents who currently use at least one subscription TV, movie or video who currently use at least one subscription TV, movie or video content
content service in their household (2295) service in their household (2295)

For those who currently use at least one subscription service for video content, the preference - if they had the choice - would be to
actually own content (63%), rather than just having access to it (37%). This is true of all countries, with Brazil a standout - 82%
would rather own content than just have access to it (fig. 23)

In terms of respondent age, it's the younger generations who are more likely to say that they would rather own content. Over three
quarters (77%) of those aged 22-35 years old say that this is the case, while only around one in three (35%) of those aged 51-65
years old say this (fig. 24) - it's perhaps a little unexpected, but it could be that if there was a price implication for owning vs. just .

accessing content then there may have been a different outcome here h
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To own or not to own? (ii)

When it comes to the number of different subscription services being used, it is those who use more who are more likely to want to actually
own content. For those only using one subscription service, the preference is actually slightly in favour of having access but not owning (51%),
but for those who use four or more services, four in five (80%) would prefer to own content and use it as they see fit (fig. 25)

There’s also a clear difference in view between those who do and do not pay for all the subscription services that they use - those who use
services that they do not personally pay for are much more likely (71% vs. 51%) to want to own content themselves (fig. 26)

Total 63% 37%

1 used 49% 51%

2 used 68% 32%

3 used 69% 31%

4 or more used 80% 20%

EYes - I want to be able to own and use my favorite content however I
see fit (e.g. download and watch offline)

B No - I am happy to have access without actually owning content

Figure 25: “"Would you value being able to download and own content that you have
access to, instead of just viewing it as part of your subscription TV, movie
and video content services?”, split by number of subscription services used,
asked to respondents who currently use at least one subscription TV, movie
or video content service in their household (2295)
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Total 63% 37%

I pay for all subscription services

)
that I use 51% 49%

I use subscription services that I

do not pay for myself 71% 29%

EYes - I want to be able to own and use my favorite content however I
see fit (e.g. download and watch offline)

B No - I am happy to have access without actually owning content

Figure 26: “"Would you value being able to download and own content that you have
access to, instead of just viewing it as part of your subscription TV, movie
and video content services?”, split by whether respondents use any
subscription services that they do not personally pay for, asked to
respondents who currently use at least one subscription TV, movie or video -

content service in their household (2295) h
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Number of views required to justify ownership

If they were to own content, respondents say that they would need to watch that content three times, on average, to justify ownership (fig. 27)

This view is relatively consistent regardless of respondents’ age - the age band where the fewest views are required to justify ownership is 14-21
years old, where the average is two views (fig. 28)

With owning content the preference for most respondents (fig. 23, 24, 25, 26) but multiple views being required to justify ownership, it seems that
most respondents plan to, or would like to be able to watch content multiple times

3
3 3 3
X 2
On average

Total 14-21 years 22-35 years 36-50 years 51-65 years
old old old old

Figure 27: Analysis of the average number of times that respondents would Figure 28: Analysis of the average number of times that respondents would
need to view content to justify owning it. Asked to respondents who

need to view content to justify owning it. Split by respondent
want to be able to own and use their favorite content however they age. Asked to respondents who want to be able to own and use
see fit (1441)

their favorite content however they see fit (1441) -
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The demand for all-inclusive bundles @

I would rather pay for a single, all-inclusive

bundle of video content with everything that I If there was a service provider that offered all
want, rather than have several different my desired content, I_\cllvould switch to that
subscription services provider
75%
73% > 73%
71% VAR 71% 71%
68%
Total 14-21 years 22-35years 36-50 years 51-65 years Total 14-21 years 22-35 years 36-50 years 51-65 years
old old old old old old old old
Figure 29: Analysis of the percentage of respondents who agree with the above Figure 30: Analysis of the percentage of respondents who agree with the above
statement. Asked to all respondents (2500) statement. Asked to all respondents (2500)

Despite respondents’ openness to ‘pay-per-show’ models (fig. 13, 14), there is still an enormous demand for a bundle that has it all.
Over seven in ten (71%) would rather pay for a single, all-inclusive bundle of video content rather than have several different services in
place (fig. 29) (which we know is the reality for many currently (fig. 1)). This attitude is very much consistent regardless of the age of
respondents (fig. 29)

Alongside this, a similar proportion (69%) agree that if there was a service provider that could offer absolutely all the content that they

were interested in, they would switch to that provider. This attitude is one that younger respondents tend to be more likely to agree with
(14-21 years old = 75%, 51-65 years old = 60%) (fig. 30) - a subscription service provider who can bring this all to the table will be .

extremely attractive to consumers, but it's a big ask, considering that everyone’s ideal bundle will be slightly different \
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TV shows that consumers cannot live without @@

In terms of the shows that surveyed consumers ‘could not live without’, Game of Thrones comes out on top. Of those who have seen
this show, approaching one in five (16%) say that they can’t live without it (fig. 31)
The popularity of big-budget TV shows like this cannot be understated, and the impact that their availability might have on a media

provider’s popularity could be huge. It will be interesting to see how the launch of the final season of Game of Thrones in 2019
influences consumers’ use of the HBO Go platform, or others that offer access to this content

Elsewhere, around two in three (66%) respondents agree that their perfect bundle would include at least one news channel so that they
have immediate access to news updates (fig. 32) - this highlights another area that could swing favour towards a certain bundle.
Providers aiming to put together a package would ideally need to give their customers at least the option of paying to include these

popular shows and content types

I have watched and could not live without...

My 'perfect
bundle' would include
at least one news
channel so that I get
immediate access to
news content

Game of Thrones (1507) 16%

The Walking Dead (1735) 14%

Stranger Things (1471) 11% 6 6 0/

The Big Bang Theory (2048) 99, a g r-e e

Figure 31: Analysis of the percentage of respondents who have watched the above Figure 32: Analysis of the percentage of respondents who agree that their 'perfect
TV shows and ‘couldn’t live without’ them. Asked to all respondents, only bundle' would include at least one news channel so that they get immediate o
showing the TV shows that they have seen (base number for each TV access to news content. Asked to all respondents (2500)
show in brackets)
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Subscription services where consumers’ favorite TV shows are found @

I watched my favorite TV show from the last 12 months on...

Total 48% 40% 12%
Total 48% 40% 12%
14-21 years old 64% 31% 5%
us 52% 43% 6%
22-35 years old 62% 31% 7%
UK 44% 37% 19% 36-50 years old 42% 45% 13%
Brazil 50% 41% 9% 51-65 years old 25% 53% 21%
B Streaming services/on-demand services B Streaming services/on-demand services
B Satellite/cable TV B Satellite/cable TV
B Broadcast/Freeview B Broadcast/Freeview
Figure 33: “Thinking about your favorite TV show from the last 12 months, what video Figure 34: “Thinking about your favorite TV show from the last 12 months, what video
service did you watch this on?”, split by respondent country, asked to all service did you watch this on?”, split by respondent age, asked to all
respondents (2500) respondents (2500)

It is most likely (48%) that respondents will have watched their favorite show in the last 12 months via a streaming/on-demand
service, followed by cable/satellite (40%). This preference is true across all three countries interviewed in (fig. 33)

However, this varies significantly by respondent age - around two thirds (64%) of those aged 14-21 years old watched their favorite
show of the last 12 months via a streaming/on-demand platform, while this is only true for one in four (25%) aged 51-65 (fig. 34)

It will be interesting to see how this develops over time, but it seems likely that the impact of streaming/on-demand platforms is .

only set to rise h
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Dealing with consumers’ personal data
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Trusting companies to look after personal data

Only around one in ten (13%) respondents say that they had complete trust in companies to look after their personal data five years ago.
Instead, eight in ten (80%) had less-than-complete trust in companies to do this when thinking back five years, including around one in
four (23%) who actually highlighted that they had no trust whatsoever in companies to take care of their data (fig. 35)

It tends to be older respondents who are less comfortable with companies looking after their personal data — around one in five (19%)
14-21 year olds had no trust in companies five years ago, while over a third (34%) of those aged 51-65 years old say this (fig. 36).
Realistically this could be swayed by the older respondents having much more (and much more valuable) data at stake

Thinking back to five years ago, I
had no trust in companies to
look after my data

23% 23%
19%
16%
B Complete trust in companies to look after my data
B Some trust in companies to look after my data

m A little trust in companies to look after my data

m No trust in companies to look after my data Total 14-21 years 22-35 years 36-50 years 51-65 years
, old old old old
mDon't know
Figure 35: “Thinking back to five years ago, how comfortable did you feel about Figure 36: Analysis of the percentage of respondents who had no trust in companies to
companies having access to your personal data?”, asked to all respondents look after their data when thinking back five years. Split by respondent age.

(2500) Asked to all respondents (2500) - q
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Changes in trust over time

34% 36%

0
36% 339%

m [ feel much more skeptical about companies having access to my personal data Total 14-21 years 22-35years 36-50 years 51-65 years
m ] feel slightly more skeptical about companies having access to my personal data old old old old
B My attitude has not changed as a result of recent personal data scandals

m [ feel slightly more skeptical about companies having access to my personal
m] feel that companies are now using data more responsibly data

mDon’t know m ] feel much more skeptical about companies having access to my personal

data
Figure 37: “How have personal data scandals in the news in the last couple of years Figure 38: Analysis of the percentage of respondents who had no trust in companies to

(e.g. the Cambridge Analytica/Facebook scandal) changed the way that you look after their data when thinking back five years. Split by respondent age.
feel about allowing companies to have access to your personal data?”, asked Asked to all respondents (2500)
to all respondents (2500)

Over time, this trust is only declining — the majority (71%) of respondents admit that recent data scandals (e.g. Facebook and
Cambridge Analytica) have resulted in them being even more skeptical about companies having access to their personal data (fig. 37)

When looking at this by respondent age it’s relatively consistent for all age bands, but those aged 51-65 years old are the most likely
(43%) to say that newsworthy personal data scandals have made them feel much more skeptical about companies accessing their

data (fig. 38) [ H
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Exchanging personal data for a ‘better’ bundle

Despite the clear lack of trust that many consumers have around companies handling their personal data (fig. 35, 37), around three fifths
(59%) would still be willing to exchange their personal data for improvements to their video content bundles (fig. 39) - it's a mindset that’s
particularly true of younger respondents, with over seven in ten (71%) aged 22-35 years old saying that they would do this, compared to

42% of those aged 51-65 years old (fig. 40)

A third (33%) would exchange their personal data for their current bundle at a lower price, and many would trade it for access to more
video content that they cannot currently access (27%) and/or fewer ads while consuming video content (21%) (fig. 39)

My current bundle at a lower price 33%

Access to more TV and film (i.e.
content that I do not currently have 27%
access to)

Fewer adverts when viewing video
21%
content

Better quality video content (e.g. 4K) 18%

Additional video features (e.g. 139
outtakes, bonus scenes etc.) °

I would not exchange personal data 419
for any of these °

Figure 39: “"Which of the following would you be willing to exchange your personal data
for specifically?”, asked to all respondents (2500)
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“I would exchange my personal data for
a ‘better’ bundle”

71%
66%
59% 59%

Total 14-21 years 22-35 years 36-50 years 51-65 years
old old old old
Figure 40: Analysis of the percentage of respondents who would exchange their -

personal data for a ‘better’ bundle. Split by respondent age. Asked to all
respondents (2500)
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Exchanging personal data for a ‘better’ bundle, by respondent age

36% |36%

My current bundle at a lower price Access to more TV and film (i.e. Fewer adverts when viewing video Better quality video content (e.g. Additional video features
content that I do not currently content 4K)
have access to)

mTotal m14-21yearsold m22-35yearsold ®36-50 yearsold ®51-65 years old

Figure 41: Analysis of the percentage of respondents who would be willing to exchange their personal data for each of the above features. Split by respondent age. Asked to all
respondents (2500)

As shown on the previous slide, it’s the younger consumers who tend to be more open to exchanging personal data for a better video
content bundle (fig. 40) and this is something that is true across all of the specific features included above (fig. 41)

For a few examples the age divide is particularly sizeable: around a fifth (17%) of those aged 14-21 years old would exchange their
personal data for additional video features (vs. only 5% of those aged 51-65 years old) and a quarter (25%) of those aged 22-35
years old would offer companies their personal data for better quality video (vs. only 9% of those aged 51-65 years old) (fig. 41) -

s
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Exchanging personal data for a ‘better’ bundle, by services used

When looking at exchanging personal data for a better bundle by nhumber of subscriptions that consumers have access to, a trend is
clear again - those with access to the most subscription services are the most likely (4 or more used = 77%) to be willing to

exchange their personal data for improvements to their bundle (fig. 42)

For those with access to four or more subscription services, the thing that they’re most likely (42%) to exchange their personal data
for is access to more TV and film content (fig. 43). We know that these respondents are also the most likely to say that their current
subscriptions do not give them access to all the content that they want to see (fig. 8), so this is perhaps not too surprising - they are
likely to have enthusiasm for any option that might get them a better all-round video consumption experience

“I would exchange my personal data for
a ‘better’ bundle”

77%
67%
63%
59% .
52%

Total 0 used 1 used 2 used 3 used 4 or more
used
Figure 42: Analysis of the percentage of respondents who would

exchange their personal data for a 'better’ bundle.
Split by number of subscription services used. Asked to
all respondents (2500)
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ETotal WO used ®1used ®m2used m3used ®m4 or more used

My current bundle at Access to more TV Fewer adverts when Better quality video  Additional video

a lower price and film viewing video content (e.g. 4K) features
content
Figure 43: Analysis of the percentage of respondents who would be willing to exchange their personal

data for each of the above features. Split by number of subscription services used. Asked to all

respondents (2500) - q
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Which providers are trusted more with personal data?

Total 60% 40%
14-21 years old 51% 49%
22-35 years old 56% 44%%
36-50 years old 62% 38%
51-65 years old 72% 28%
m Cable/satellite TV provider m Cable/satellite TV provider
B Streaming service or on-demand service provider B Streaming service or on-demand service provider
Figure 44: “Hypothetically, who would you be more willing to trust with your personal Figure 45: “Hypothetically, who would you be more willing to trust with your personal
data: A cable/satellite TV provider or a streaming service/on-demand service data: A cable/satellite TV provider or a streaming service/on-demand service
provider?”, asked to all respondents (2500) provider?”, split by respondent age, asked to all respondents (2500)

Six in ten (60%) surveyed consumers say that they would be more willing to trust a cable/satellite TV provider with their personal data
- they are ahead of streaming/on-demand service providers (40%) in this regard, but not by much (fig. 44)

Cable/satellite TV providers have the edge for every age band captured, but when viewing this by age, there is a definite trend wherein
the older consumers are more likely to trust the more traditional cable/satellite TV providers (51-65 years old = 72%) (fig. 45)

With newer streaming/on-demand providers proving to be a disruptive influence in this industry, it’s crucial that cable/satellite TV
providers are able to maintain this edge in terms of consumer trust. This can be a key differentiator for them

reputation built over time is an important aspect for the more traditional cable/satellite providers, particularly with older consumers

In terms of why consumers tend to trust one ahead of the other, there are no standout reasons (fig. 46, 47), but it’s likely that the . q
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Reasons for trusting providers with personal data

A cable/satellite TV provider

They are more trustworthy in general

They are more likely to immediately alert
me to any suspicious behavior around my
account

They are more likely to immediately alert
me to any suspicious behavior on their
systems in general

They are better at providing timely
customer service

They would provide me with help if my
account/personal data were compromised

They are better at communicating updates
in general

They closely monitor my account at all
times

No reason in particular

Figure 46: “"Why would you trust this provider more with your personal data?”, asked to
respondents who would be more willing to trust a cable/satellite TV provider
with their personal data (1504)

26%

24%

22%

19%

19%

17%

15%
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A streaming/on-demand service provider

They are more trustworthy in general

They are more likely to immediately
alert me to any suspicious behavior on
their systems in general

They are better at communicating
updates in general

They are more likely to immediately
alert me to any suspicious behavior
around my account

They are better at providing timely
customer service

They would provide me with help if my
account/personal data were
compromised

They closely monitor my account at all
times

No reason in particular

29%

28%

28%

28%

27%

22%

20%

Figure 47: “Why would you trust this provider more with your personal data?”, asked to

respondents who would be more willing to trust a streaming service or on-

demand service provider with their personal data (996) .
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Reasons for trusting providers with personal data, combined

Approaching one in five (16%) respondents trusts
cable/satellite TV providers more with personal data but
doesn’t have a particular reasons for doing so, and the
same proportion (16%) say that they are more
trustworthy in general

Compare this to streaming/on-demand service
providers, where only around one in ten (12%) say that
they see these providers as being more trustworthy in
general

It may be because cable/satellite TV providers have
been around for longer — brand confidence is higher
simply because they are older, more established
businesses

Reasons for trusting a
cable/satellite TV provider
more

Reasons for trusting a streaming/on-
demand service provider more

Figure 48: Analysis of the reasons why respondents would trust a
cable/satellite TV provider or a streaming service/on-
demand service provider more with their personal data.
Asked to all respondents (2500)
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No reason in particular

They are more trustworthy in general

They are more likely to immediately alert me to any
suspicious behavior around my account

They are more likely to immediately alert me to any
suspicious behavior on their systems in general

They are more trustworthy in general

They are better at providing timely customer service

They would provide me with help if my
account/personal data were compromised

They are more likely to immediately alert me to any
suspicious behavior on their systems in general

They are better at communicating updates in general

They are more likely to immediately alert me to any
suspicious behavior around my account

They are better at providing timely customer service
They are better at communicating updates in general

They closely monitor my account at all times

They would provide me with help if my
account/personal data were compromised

No reason in particular

They closely monitor my account at all times

I m
(=]
>

80/0 h
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Are consumers always adverse to adverts?

ony

Hotwire and Amdocs - research results Vanson Bourne




Reasons for accepting more advertising content

The majority (73%) of surveyed consumers would be open to accepting more advertising content in certain circumstances. Approaching half
(46%) would accept more adverts if it meant a cheaper TV service, and around a quarter would if they could select the length and frequency

(27%) and/or the time that they saw them (25%) (fig. 49)

Again, age has a big influence on the average consumer’s attitude - the youngest consumers are much more likely to accept this advertising
trade-off compared to the oldest age band (14-21 years old = 81%, 51-65 years old = 54%) (fig. 50)

This may be an indication of how more traditional advertising models could change in the future. If video content providers could offer more
flexibility when it comes to adverts, consumers may be more willing to accept them and it may somehow be a way of boosting the potential

Paying less for my TV service(s) 46%

Select the length and frequency of
adverts (i.e. many short adverts or 27%
fewer, longer adverts)

Decide when I see adverts (e.g.

[0)
Mondays only, evenings only, etc.) —

Choose which types of company
advertise to me (e.g. food-related, 23%
sport-related, etc.)
Choose which specific companies
advertise to me (e.g. Nike, Apple AR

adverts only)

Nothing would make me willing to
accept more adverts

27%

Figure 49: “What would encourage you to accept more advertising content in your
TV/video content?”, asked to all respondents (2500)
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of advertising revenue

81% 81%
730/0 740/0

Total 14-21 years 22-35 years 36-50 years 51-65 years
old old old old

Figure 50: Analysis of the percentage of respondents who would be willing to accept
more advertising content in their TV/video content under certain -

circumstances. Split by respondent age. Asked to all respondents (2500) \
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Other advertising preferences

“I would be more open to adverts if I “I would be open to more
could customize products/industries personalized and relevant adverts”

advertised to me”

65% 73% 74%
59% 66% YA

Total 14-21 years 22-35vyears 36-50 years 51-65 years Total 14-21 years 22-35years 36-50 years 51-65 years
old old old old old old old old
Figure 51: Analysis of the percentage of respondents who agree that they would be Figure 52: Analysis of the percentage of respondents who would be open to getting
more open to seeing adverts if they could customize the types of products more personalized and relevant adverts. Split by respondent age. Asked to
and industries that were advertised to them. Split by respondent age. Asked all respondents (2500)

to all respondents (2500)

Elsewhere, six in ten (60%) respondents say they would be more open to adverts if they could customize the products and industries
being advertised to them (fig. 51), while around two thirds (66%) would be open to more personalized and relevant adverts (fig. 52)

In both of these cases we again see a big variance by respondent age. Those in the younger age bands are far more open to these more
modern and innovative approaches to advertising (14-21 years old = 67% and 73% respectively) (fig. 51, 52)

It's clear that the future of advertising needs to move away from traditional models. Those subscription service providers who can
embrace this may be met with less resistance (and potentially higher revenue as a result), particularly as millennial and gen X .
consumers start using and paying for more video subscription services \

39 Hotwire and Amdocs - research results Vanson Bourne



Engaging with advertising via AR/VR

As well as embracing the idea of more flexible, relevant and customizable adverts (fig. 49, 51, 52), half (50%) also agree that if they
saw an advert for a product that they liked, they would be interested in using augmented reality (AR) or virtual reality (VR) to view
that product and find out more (fig. 53)

This idea is has greatest appeal for those aged 22-35 years old, where 60% would be interested in this — almost double the proportion
for those aged 51-65 years old (34%) (fig. 53). Again, what is evident here is that there’s a lot of room for advertisers to start utilising
newer approaches in order to potentially get better consumer engagement

If I saw an
advert for a product I
liked, I would be
interested in using AR
or VR to view that
product

(0]
57% °0%
50% 49%

Total 14-21 years 22-35 years 36-50 years 51-65 years
old old old old

5 00/0

agree

Figure 53: Analysis of the percentage of respondents who agree that if they saw an
advert on TV for a product that they liked, they would be interested in
being able to use AR or VR to view that product. Split by respondent age.
Asked to all respondents (2500)

s
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In summary...

41

Six in ten (60%) surveyed consumers are using at least two TV, movie and/or video subscription services in their household and, on
average, this is costing them $72.45 USD

— Of those using at least one subscription service, over half (58%) admit that there’s at least one that they do not pay for
personally

But despite most having a lot of access to video content already, seven in ten (70%) respondents say that there is still at least some
content that they want to see but their current bundle of subscriptions does not give them access to

— For these respondents, it is expected that it would cost an additional $39.17 USD, on average, to get to a ‘perfect’ bundle
which included all desired content

Six in ten (60%) surveyed consumers would be open to using a ‘pay-per-show’ model to get immediate access (first public
broadcast) to their favorite TV shows and video content...

— On average, those who would be willing to ‘pay-per-show’ for immediate access to the first public broadcast of their favorite
TV shows/films would be willing to pay $5.39 USD per episode and $11.41 per season for unlimited access

When considering their ‘perfect’ bundle, the vast majority (86%) of respondents would want to include a binge-worthy TV series,
and most would want to include live concerts/events (74%) and/or all games for a specific sporting team (70%)

— Around two in three (66%) respondents agree that their perfect bundle would include at least one news channel so that they
had immediate access to news updates

— The majority (64%) would also be interested in adding special features or extra content to their perfect bundle

Over seven in ten (71%) would rather pay for a single, all-inclusive bundle of video content rather than have several different
services in place and a similar proportion (69%) agree that if there was a service provider that could offer absolutely all the content
that they were interested in, they would switch to that provider

Around nine in ten (89%) respondents report that certain factors will drive them to be loyal to a media or entertainment provider

It is most likely (48%) that respondents will have watched their favorite show in the last 12 months via a streaming/on-demand
service, followed by cable/satellite (40%)

iy
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In summary...

« Thinking back five years, only a minority (13%) of respondents indicate that they had complete trust in companies with access to
their data to look after it...

— ...Since then, however, personal data scandals (e.g. Facebook/Cambridge Analytica) have heightened this lack of trust. The
majority (71%) now feel even more skeptical about companies having access to their personal data

« However, despite this, around three fifths (59%) would be willing to exchange their personal data if it meant that they would get a
‘better’ bundle

— A third (33%) would exchange their personal data for their current bundle at a lower price, and many would trade it for
access to more video content (that they cannot currently access) (27%) and/or fewer ads while consuming video content
(21%)

« When it comes to who is trusted more out of cable/satellite TV providers and streaming/on-demand providers, six in ten (60%)
surveyed consumers say that they would be more willing to trust a cable/satellite TV provider with their personal data

« Looking at openness to advertising, around three quarters (73%) of surveyed consumers would be open to accepting more
advertising content in certain circumstances

— Approaching half (46%) would accept more adverts if it meant a cheaper TV service, and around a quarter would if they
could select the length and frequency (27%) and/or the time that they saw them (25%)

« On top of this, three fifths (60%) of respondents say that they would be more open to adverts if they could customize the products
and industries being advertised to them

— And around two thirds (66%) would be open to more personalized and relevant adverts

« Half (50%) agree that they would be interested in using augmented reality (AR) or virtual reality (VR) to view a product in more
detail after seeing an advert for it

iy
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