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“Online media platforms will need to focus on both content
development and customer service so as to win more users
and foster them into paid subscribers. Evolving technology
allows marketers to be creative in running digital
campaigns. Advertising can use new platforms (eg online
radio) and new formats (eg interactivity) to catch people’s
attention.”

— Laurel Gu, Research Manager

This report looks at the following areas:
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Figure 27: Consumers who consider “few people around me subscribe to this” as a barrier against buying paid online video streaming
services, by demographics, April 2015
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services, by income, April 2015
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Figure 41: Types of online information interested in seeing, by consumer classification, April 2015

Mintropolitans are more positive about online advertising
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