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COURAGEOUS  
THINKING 

Trends in SVOD –  
from subscriptions to spend 
Jill Rosengard Hill, Executive Vice President 
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SVOD is the number one platform for viewing among 
Gen Z, Millennials and Gen X 

2021 Video Entertainment Pulse Study 
Gen Z N=393; Millennials N=609; Gen X N=596; Boomers N=687.  Q12D.4  In a typical week, what percentage of your total viewing is done on the following? Must add up to 100%.  

% OF TOTAL VIEWING BY PLATFORM 

Under 50% of 
time spent on 
Cable/Broadcast 

Over 50% of time 
spent on 
Cable/Broadcast 
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Boomers

GenX

Millennials

GenZ

Broadcast TV (ABC, NBC, CBS, FOX, etc.) Cable TV (TNT, ESPN, AMC, HGTV, etc.)

Live streaming services (You Tube Live, Hulu Live, Sling TV, etc.) Premium cable (HBO, Showtime, Starz, etc.)

SVOD services (Netflix, Hulu, Disney+, Amazon Prime, etc.) AVOD services  (Crackle, Pluto TV, Tubi, etc.)

35% 
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64% 66% 

73% 70% 
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26% 
34% 

40% 38% 
49% 

9% 10% 13% 11% 13% 

Pay TV Subscribers SVOD Subscribers Omnivores Self-Bundlers

Dec 2021 Magid Video Entertainment Pulse – Ages 18+  

PLATFORM SUBSCRIBERS/VIEWERS 

May 2019 TOTAL March 2020 TOTAL September 2020 TOTAL March 2021 TOTAL Dec 2021 TOTAL 

SVOD is now as common to have inside the home as 
Pay TV services – it’s outpacing Pay TV for the first time 

Self-Bundlers – do NOT 
subscribe to Pay TV but 
subscribe to 3+ PAID or 

FREE on-demand 
streaming services 

Omnivores – 
subscribe to Pay TV 
and 3+ PAID or FREE 

on-demand 
streaming services 

SVOD Subscribers – 
subscribe to a PAID on-

demand streaming 
service 

 
 
 
 

Pay TV Subs – subscribe 
to a MPVD or vMVPD 

service 
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* Removed outliers of greater than $250 
Dec 2021 Video Entertainment Pulse Study – Total 18+ N=2226; Total 2018 18+ N=1600; Total 2019 18+ N=2000; Total 18+ March 2020 N=22232; Total 18+ Sept 2020 N=2244, Total 18+ Mar 2021 N=22 Q5.1. 
Do you, or does anyone in your household, subscribe to any of the following ? Select all that apply.  
 

Average number of SVOD services subscribed  
doubled from 2019 to Dec. 2021 
Average monthly spend on SVOD services also increased $10 from 2019 to Dec. 2021 

AVERAGE NUMBER OF  
SVOD SERVICES SUBSCRIBED  

1.5 
2 2.2 2.3 

2019 Mar-20 Sep-20 Mar-21 Dec-21

2.9 Average number of paid SVOD 
services subscribed in 
households among 18+ 

Average monthly spend 
on SVOD services* 

$23.58 $18.93 $18.38 $16.21 
$13.54 
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2018 2019 Mar-20 Sep-20 Mar-21 Dec-21

5+

4

3

2

1

None

Dec 2021 Video Entertainment Pulse Study – Total 18+ N=2226; Total 2018 18+ N=1600; Total 2019 18+ N=2000; Total 18+ March 2020 N=22232; Total 18+ Sept 2020 N=2244, Total 18+ Mar 2021 N=2216. 
Q5.1. Do you, or does anyone in your household, subscribe to any of the following ? Select all that apply.  
 

High numbers of SVOD 
subscriptions has  
become the norm 
There are more consumers today who 
subscribe to 4+ SVOD services than those 
who don’t subscribe to any 
  

NUMBER OF VIDEO STREAMING SERVICES SUBSCRIBED 

Close to half of consumers subscribe  
to 3 or more SVOD services 
 
4+ SVOD services: 
Total – 33% 

9% 10% 
19% 

24% 25% 
33% 

44% 37% 
30% 

27% 30% 
22% 
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Momentum in the AVOD space 

Dec 2021 Video Entertainment Pulse Study – Total 18+ N=2226;  
Q9D In which of the following ways do you prefer watching streaming TV shows and movies? 

42% 

CONSUMERS’ PREFERENCE FOR WATCHING STREAMING TV SHOWS AND MOVIES 

For free, with 15- to 30-second 
commercial breaks integrated into the 
content (AVODs) 

43% For a monthly subscription fee, 
without commercials integrated into 
the content (SVODS)  

For an individual fee for each video, 
program, or movie I watch, without 
commercials integrated into the content 15% 
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THANK YOU 

Jill Rosengard Hill 
Executive Vice President 

jrosengardhill@magid.com 
212.515.4523 
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Video Entertainment Study Dec 2021 » Methodology 

Nationally representative online survey of N=2,400 Online Users 
 Ages 13+  
 Sample matched to the US Census for age, gender, and race 
 Study focus: media attitudes and behaviors of consumers on a broad range of topics 
 Data collected December 21 – December 31, 2021 
 Average survey length 36 minutes 
 Respondent recruitment completed by a high-quality online research panel and data 

collection firm 
 

Groups for Analysis:  
 Total Consumers N=2,400 (18+ N=2,226) 
 Subscribe to 4+ SVODs (18+ N=738) 
 Subscribe to 2-3 SVODs (18+ N=648) 
 Subscribe to 1 SVOD (18+ N=361) 

 
Year over Year Tracking 

 Tracking from March 2021 – Ages 18+ N=2,216 
 Tracking from September 2020 - Ages 18+ N=2,244 
 Tracking from March 2020 - Ages 18+ N=2,232 
 Tracking from May 2019  - Ages 18+ N=2,000 
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