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“Pay TV providers have invested heavily in new services,
with a focus on anywhere, anytime and apps for watching
content on phones and tablets. However, some central
themes of the digital era have yet to be addressed,
including personalization of content and ads. A failure to
adapt soon will enable internet-based streaming services to
become more legitimate competitors.”

,— Billy Hulkower, Senior Technology Analyst

This report looks at the following areas:

BUY THIS

< Is the future a la carte? REPORT NOW
< Are online subscriptions hurting sales?
= Sports programming: a solution or a problem?

VISIT:
Pay TV stands in the lull before the storm. Subscriptions have risen annually since the industry began store. mintel .Ccom
until 2013, when they fell by 80,000. Providers have been raising prices to make up for the lack of
growth in subscriptions, even though the primary reason why consumers change service is to find a
lower-cost service. Simultaneously, new competitors are gaining steam or just arriving at the door: CALL
Netflix is now in one in four U.S. households, while Google and Intel are preparing their own pay TV EMEA

services. With so many changes to the industry striking simultaneously, pay TV providers are searching +44 (O) 20 7606 4533
for a new orientation, with a focus on loyal customers willing to pay top dollar for services. This report
provides necessary tools for achieving this objective.
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Figure 34: TWC key social media indicators, September 2013
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Figure 54: Intent to switch provider, by age, August 2013
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Contract status
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Savings lead reason for changing service
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Figure 61: Satisfaction with current provider, by provider, August 2013

Figure 62: Providers under consideration for switching service, by age, August 2013
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Older subscribers more likely to be principle decision maker
Figure 66: Principle decision maker for service, by age, August 2013
Figure 67: Principle decision maker for service, by gender, August 2013

Ad selection as a premium service
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Figure 72: Select attitudes and behaviors related to pay TV, by race/Hispanic origin, August 2013
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Appendix — Additional Data by Demographic Groups

Providers under consideration for switching service
Figure 74: Providers under consideration for switching service, by gender, August 2013

Figure 75: Providers under consideration for switching service, by household income, August 2013

Leading Providers
Figure 76: Pay TV provider, by race/Hispanic origin, August 2013

Premium channels
Figure 77: Subscription to premium movie channels, by age, November 2012-June 2013
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Interest in switching
Figure 78: Intent to switch provider, by race/Hispanic origin, August 2013

Figure 79: Intent to switch provider, by household income, August 2013
Attitudes to price and brand

Figure 80: Attitudes to price and brand, by gender, August 2013

Figure 81: Attitudes to price and brand, by presence of children in household, August 2013
Use of TV everywhere and provider apps

Figure 82: Use of TV everywhere and provider apps, by presence of children in household, August 2013

Figure 83: Use of TV everywhere and provider apps, by household income, August 2013
DVR providers and DVR/PPV access

Figure 84: DVR service provider, by age, November 2012-June 2013

Figure 85: DVR service provider, by race/Hispanic origin, November 2012-June 2013

Figure 86: DVR service provider, by household income, November 2012-June 2013

Figure 87: DVR service provider, by age, November 2012-June 2013

Figure 88: Access to pay-per-view and DVR, by age, November 2012-June 2013

PPV — types of programming watched
Figure 89: Type of pay-per-view programming watched, by household income, November 2012-June 2013

VOD — types of programming watched, and watching frequency
Figure 90: Type of video-on-demand programming watched, by household income, November 2012-June 2013
Figure 91: Type of video-on-demand programming watched, by age, November 2012-June 2013
Figure 92: Type of video-on-demand programming watched, by race/Hispanic origin, November 2012-June 2013

Figure 93: Frequency of use of video-on-demand, by race/Hispanic origin, November 2012-June 2013

Appendix — Additional Tables by Current Provider
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Figure 100: Satisfaction with current provider, by principle decision maker and length of tenure, August 2013
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Figure 108: Select attitudes and behaviors related to pay TV, by principle decision maker and length of tenure, August 2013
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Figure 109: Participation in pay TV retention services, by principle decision maker and length of tenure, August 2013
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