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Consumer Profile of the Ad
Supported OTT Viewer

Study released at IAB’s NewFronts West

Full Report: IAB.com/ResearchHub

Objective: explore who watches OTT video, determine some of their defining
characteristics and why these viewers matter to advertisers
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Methodology: Ad Supported OTT Video Viewers

The study aimed to both provide a consumer profile and to gain insights into the behaviors,
attitudes and usage of U.S. video streamers watching Ad-Supported Over-the-Top (ASV OTT)

video.

Two online surveys were fielded among MARU/Matchbox’s Springboard America online panel
(~250,000 U.S. members):

1. Profile to Size the Audience and Provide Demographics:
Omnibus study of 1,512 nationally representative U.S. 18+ sample to determine the profile of the Ad-Supported
OTT Video Viewer; fielded 8/10/18.

2. In-Depth Survey to Gain Insights into their Behaviors, Attitudes and Usage:
Study among 1,223 consumers ages 18+ in the U.S., with age/gender quotas set to reflect viewership profiles
from the omnibus study; fielded 9/25/18-9/26/18.
iab
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Key Findings | Many Consumers Watch Ad-Supported OTT Video

7 30/ of adults 18+ who typically watch streaming OTT video say they
0 watch ad-supported OTT video

4 50/ of adults 18+ who typically watch streaming OTT video say they
O  watch ad-supported OTT video MOST out of streaming videos

QS1_Services. How do you typically watch TV or streaming video on your TV? 'Video' may include TV shows, movies, news clips, music videos, online original video series, etc.

Omnibus., n=900 . 4
QS2_ServicesMost. And which of the following do you watch most often? Ia

Omnibus, n=900



Younger

Kids in Household
Higher Earning
More Diverse

Male

ASV: Ad Supported Video
Gender, Age, HH Income, Marital Status., Kids in HH
Omnibus, n=1,512; Watch ASV OTT Most, n=388

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018

U.S. GEN POP.

36%
0
AGE 3A
30%
18-34 35-54
HH INCOME 28% HHI $75+
GENDER 49% Male
MARITAL STATUS
PARENTS Married Have children

in household

M 50% 41%

Caucasian

ETHNICITY African-American
é 12%
Hispanic
N
‘ Asian/Other

Key Findings | Ad Supported OTT is a Valuable Audience

WATCH ASV
OTT MOST

44%
37%

18%

18-34 35-54

34% HHI $75k+

60% Male
Married Have children
in household
49% 51%
Caucasian
African-American
Hispanic

5
Asian/Other ® b
i 1AdD.



Key Findings | Incremental Audience

ASV OTT Viewers are not easily reached on TV. They spend less time watching
cable than SVOD Viewers

Hours Spent Watching Cable/Sat/Telco TV Per Week

14.7hrs

11.6hrs

10.4hrs

ASV OTT Viewers SVOD OTT Viewers TV Only Viewers

Even lower among Free ASV OTT Viewers: 10.1hrs

ASV OTT Viewers are also more likely to be cord cutters/shavers:
52% ASV OTT vs. 47% SVOD vs. 26% TV only

Base: ASV OTT Viewers n=340, SVOD Viewers n=193, TV Only Viewers n=262
Statistically significant differences between ASV OTT and TV Only

QS6. [TV through cable/satellite/telco provider (e.g., live TV, DVR, VOD)] How many hours a week do you watch on each of the following platforms? ® 6
Statistically significant differences between SVOD OTT Viewers and TV Only. Iq b P



Key Findings | ASV OTT Viewers More Receptive to Advertising

Nearly 2/3 of ASV OTT
viewers don’t mind seeing ads

of ASV OTT Viewers | Ad Receptivity |
O % Say that adS can be ASV OTT Viewers mSVOD Viewers = TV Only Viewers

. Agree | Strongly Agree
useful or enjoyable 5200
0
I don't mind seeing ads if I'm paying m
nothing 53%
“Some ads can be useful or enjoyable” 19% 43%

50%

59%
0
37% I don't mind seeing ads if I'm getting to m A7%

24% watch content when | want 0

. o
ASV OTT Viewers SVOD OTT Viewers TV Only Viewers -
| don't mind seeing ads if I'm paying a
reduced fee 15 43%

14% 36%

QS7. How do you feel about advertising in general?
7 Base: ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302 .
Q22. [NET: Top Box] How much do you agree or disagree with the following?

Statistically significant differences between ASV and SVOD or TV Only

56%




Key Findings | ASV OTT Viewers Enjoy Interactive Ads More

 Roughly half of ASV OTT viewers enjoy interacting with video ads, giving ad feedback or
Interacting with opt-in rewarded video ads
Ad Interaction

mASV OTT Viewers mSVOD OTT Viewers

Agree | Strongly Agree
| like ads that give me the choice to interact with a sponsor (ex. taking a 56%
quiz, watching a longer video ad upfront) and then watch commercial-
free for a period of time

39%

51%
| like when I'm asked for feedback on the ads Ive been shown 350,
0

47%
33%

@
8 Q22. [NET: Top Box] How much do you agree or disagree with the following? Ia .

Base: ASV OTT Viewers n=589, SVOD Viewer n= 332
Statistically significant differences between ASV and SVOD

I like being able to interact with video ads (ex. taking a quiz, clicking to
learn more about a brand)




Key Findings | Stronger Ad Engagement Among ASV OTT Viewers

 Nearly Half of ASV OTT viewers recall skipped ads

Ad Engagement
mASV OTT Viewers mSVOD OTT Viewers

Agree | Strongly Agree

: 60%
When | see fewer ads, | pay more attention to them
49%

. 48%
Even when | skip an ad, | remember what the ad was for
14% 32%,

_ 57%
| like when brands support the content | watch
19% 39%

9 Q22. [NET: Top Box] How much do you agree or disagree with the following? Ia b .

Base: ASV OTT Viewers n=589, SVOD Viewer n= 332
Statistically significant differences between ASV and SVOD or TV Only



Key Findings | ASV Viewers Follow Influencers

® More ASV OTT Viewers — particularly Free ASV OTT Viewers — engage
with internet personalities

25040 regularly watch videos from some YouTube stars

770/ follow some internet stars on social media

2090 listen to video personalities who discuss products / brands /
services

@
Q25. Which of the following describe you?
10 Base: Total n=1223, ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302 .
Statistically significant differences between ASV OTT and SVOD OTT Viewers or TV Only or Total



Key Findings | ASV OTT Viewers Open to Direct Brands

® ASV OTT Viewers are...

Open to New Brands 5204 are very likely to try new brands/products

3694 learn about new products/brands/services from

Influenced by Video video ads

say others come to them to find out about new
20% 3%

products/brands/services
Influencers

2104 often post about products, brands, or services

_ buy more products directly from the brand online
Direct Brand Shoppers 2504 vs.in stores (for ex. mattresses, eyeglasses)

Q24. How likely are you to try new brands/products? [TOP BOX]
Q25. Which of the following describe you? Ia
11 Base: Total n=1223, ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302 .

Statistically significant differences between ASV OTT and SVOD OTT Viewers or TV Only or Total



Key Findings | ASV OTT Viewers Spend More on Subscription Direct Brands

Monthly Mean Spend on Subscription Purchases (e.g., Pet food, Contact Lenses, Meal Kits, etc.)

$119.19
$94.46
$89.23
$51.99
Total ASV OTT Viewer SVOD Viewer TV Only Viewer
@
12 Q27b. [Subscription Purchases (Pet food, Contact Lenses, Meal Kits, etc.)] How much would you estimate that your household spends on the following per month? Ia .

Base: Total n=1223, ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302
Statistically significant differences between ASV OTT and SVOD or TV Only or Total



Summary: Ad Supported OTT Video Viewers are...

1. Mainstream: 73% of OTT video viewers watch ASV OTT, 45% of OTT viewers watch
ASV OTT most.

2. Attractive Audience: Young, male, diverse, with kids, higher income
3. Incremental Audience: Less cable viewing, more cord cutters/shavers.
4. Receptive to Ads: 2/3 don’t mind ads, - like interacting.

5. Open to Direct Brands: Influence and follow influencers, spend more, shop direct brands.

. iab.
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Questions: Kristina@IAB.com ®
maru, iab.
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