I/

-:< kaltura

Post-Streaming
wWars Era:
Takeaways From
Viewers

July 2021




Table Of TaL (0] (U o3 1 [o] o ISR RRRRUURRRRRIS 4.
Contents

KBY TINAINGS .o ettt ettt et ettt et e et e e et e et et e st et e et et e st e te et et eteete et eneeaeeteans ST

Viewing Habits

Most popular devices for watching entertainment CONtENt ..., 7.
Content types WAICNEA ON TV oottt ettt et eteeteete s S
Number of devices used for watChing CONIENT ... Q...
How people watch content 0N their TV e, 1Q.....
Most watched streaming SErviCeS DY COUNIIY ..o, 11...
Usage of MUltiple StreamMINg SEIVICES ..........o.o ettt 12......
¥ _ 2 | ' Time spent WatChING CONTENT ..ottt et ettt et e et eae e 13......
' - : | Top sources for fINAdING NEW CONTENT ... ...ttt te ettt ettt eae s 14.....
- Features, Frustrations & Impacts on Consumption
Most important features for watChing CONtENt ..., 16....
’ Content discovery — frustrations in finding NeW CONtENT ..., 17.
e Frustrations in WatCNING CONTENT ..ottt ettt re et et eneere e 18.......
CaUSES TOr 18AVING TV SEIVICES........c.ovoeeeee ettt ettt ettt ettt ettt ettt se et et e s teebeete s ere e 19.......
” | Number of paid TV SEIVICES ... 21.......
Total costs for CONtENt DY COUNTIY ..ottt eae e, 22.....
o Are viewers ge ing their MONEY'S WOIN? .o ettt 23.....
_. Single vs. multiple Dill per MONTN ... e, 24......
L!) =1 | METNOAOIOGY ..ttt bbb 25..........

@ltura Post-streaming Wars Era: Takeaways from Viewers




Introduction
and Key
FIndings




Introduction

Deloi e commented in its Future of TV and
Media Landscape 2030 report, that:

“We see digital platform companies as

the major disruptors in the future TV and
video market. By contrast, broadcasters
and content producers face the greatest
pressure for change.”

But what should this change look like, and how can both
consumers and content providers meet this challenge? As an
iIndustry-leading Cloud TV Platform, this is the question that

we looked to answer with our latest survey. By commissioning
Global Surveyz, we spoke to 500 people between the ages of

20 and 45, evenly split in gender from the United States, United
Kingdom, India, and Brazil. We asked them to share insights
about their viewing habits, from the way they consume content,

to the content services they use, how much they spend, and the
frustrations they experience.

The results shine a light on the way that today’s users interact with
media, and suggest that the streaming wars may well be over, and
what users really want is a consolidated way to find relevant and
accessible content, and that to stay ahead, content providers and
TV operators need to look for ways to facilitate this experience.
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Consumers are looking for super a regation services

i z &b

Multi-device is more important than ever Not only that, but the types of content that These solutions still need to be feature rich

70% of viewers are using 2 or 3 devices to watch content, viewers watch are also broad Users are expecting feature variety, and this can’t be ignored

and 10% are using more than 6! *) .0 ( - # 1%$*- $ VOD becomes as popular as live TV, with 32% choosing the when aggregating content.61% want to be able to continue
between countries. For example, in Brazil 85% of responderda-demand option on average.Live TV is the most popular 2 | #3%)" 4 V- 2# - [# 4 * v DC¢ *!

leverage smart TVs, while in India mobile is more popular thg@8%), with only one percent above live linear viewing, and thigo be able to find new content fast, and 57% want multi-
the other country’s surveyed — 39% vs. 24% in the US. Onenumber rising to 42% and 44% in India and Brazil. Interestinglydevice ease of use. Other important features included having
thing carries across all geographies, platforms need to be aldlé% of respondents also choose to keep their own content  live TV and premium options, the ability to pause live TV, to
to seamlessly address the use of multiple device types, as Si¥ary or downloads, and 46% of respondents commented that# 1 $ - ) 0. - +-*1F" *+/$*).v ) [# $'
of respondents say this is their most important feature. an important feature of watching content is having dedicated Y[ )l rv-*(C $ -)/ .*0- .u

applications outside of TV. It's clear that consumers aren’'t willing

to choose a single winner, and want to keep their options open.

o = ©

Content sources vary, and there is no single Users are looking for solutions to make multiple Appealing to today’s users clearly needs a wide
content King content services simpler approach

It's no surprise that Netflix is the most popular selection On average, 74% of consumers are paying for 2 or more Operators should be leveraging super-aggregationwith
among global streaming services, but it's by no means the content streaming services.In the US, the numbers are even so much diversity in user preferences, from content sources,
only player, or even the winning choice across the board. (*- 3/- (v 2$/# @?¢ *! 0. -. + 4%)" 1*- *1to-tHe types-of) tonteht Watched, and the devices used —

In India for example, YouTube is the most popular at 66%, aservices each month. Users would love to make this simpler, wjtlerators need to think broadly to appeal to the masses.
Netflix comes in third. Traditional TV still has a large share 079% saying they would like a single consolidated bill across alloud TV services that rely on super-aggregation can provide
the market, as much as 60% in Brazil, and a substantial 36%f their providers, and 73% expressing frustration over needingonsumers with one well-priced service to enjoy all of their
and 27% of the share in the UK and the US respectively. If to browse multiple sources to find their content. In fact, finding Pay TV and favorite OTT applications in one place, offering a
you're still looking for a winner to the streaming wars, you'recontent is a frustrating activity for 60% of respondents, despitsingle consistent experience for live, on-demand, premium,
likely to be disappointed. The real winners will be able to  more than half using service provider recommendations. and more.

leverage all sources across the board.
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The TV screen is still #1, _ | |
despite the popularity Most Popular Devices for Watching Entertainment Content

of mobile

Even with the popularity of new devices for watching content,

the television, soon to be celebrating 100 years, is still the
number one device, indicated by 62% of survey respondents as
their primary choice.

The mobile screen lags far behind, being selected as the primary
device for vieweing by less than a quarter of respondents.

0/ 1% 2 - +-1-) . $ - -* " F'-+#F U )
mobile screen is as important as the TV screen, and much more
popular overall - 39% in India vs. 24% in the US and 33% in
Brazil. This could be attributed to the large segment of mobile-
first consumers in India.

10% 24% 4%

Computers Mobile Tablet

62% 24% 9%@
USA

73% 12% 10%5%
UK —

2%

_ 55% 33% 10%H
Brazil —

_ A1% 39% 20%
India d

Figure 2 Most Popular Devices for Watching Entertainment Content by Country
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VOD became as equally
popular as live linear TV
viewing, downloads are
still very much alive

VOD popularity is catching up. While previously, the TV viewing
was dominated by live linear content, today consumers allocate
almost the same time to watch VOD.

In the age of high broadband proliferation with plethora of
streaming services and options available to viewers, you would
expect the VOD and live TV to completely dominate our vieweing

# $/.u 0-+-$.$)"'4v ) -'4 1S # *L [#  *).0( -

their own downloaded content libraries.

This changes between countries. In the UK there Is a stronger
preference for VOD over live TV, while in Brazil, more than 25% of
viewers have their own libraries of downloads, compared to only
10% utilizing VOD.

32% 33% 17%5% 130/1
USA
A5% 25% 120? 1% 7%
UK *
_ 42%| 10% 26% 40/f 18%
Brazil
_ A4% 24% 14fyj 8% 100/7
India *

Figure 4 Content Types for Watching on TV by Country
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Figure 3

Content Types Watched on TV




Most consumers use at
least 2-3 devices

Number of Devices Used for Watching Content

J o 4
2% 10%

70% of respondents are using 2-3 devices to watch content,
globally. Variety of devices and support for those devices is \
clearly important. Many new devices are now being used to
watch content since the days where TV was our only option. 180/
Consequently, only 18% of the respondents indicated to use a o
single device.

# ) '"**&$)" [ - & *2) 4 *0)/-4v /[# $ -)
TV market maturity may explain why 26% of respondents in
India are using one device vs. only 16% in the US.

70%

2%
16(%T 69% 13‘%T

USA

219 75% oo
UK | -

2%
: 18%T 72%| | 8%
Brazil

ndia 26% 68%] 6% 1 2-3 4-5 6+

device devices devices devices

Figure 6 Number of Devices Used for Watching Content by Country
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Smart TVs are the most
popular way to watch
content on the big screen

Smart TV popularity (38%) bypassed the set-top-boxes usage
(25%), and indicated as the number one way for users to watch
content.

The popularity of smart TVs becomes even more significant

when zooming in on geographies, representing the primary

choice of 85% of the respondents in Brazil, opposed to less than
30% in US. Over 30% of Americans use a streamer as the primary
method to watch TV, and this can be attributed to the popularity

of Roku and FireTV devices in the region.

29% 20% 32%)| 7%| 8% 4T/o
USA ﬂ
1%
43% 37% 6%|  11%][1%
UK — H

_ 85% 7%%) 4T/o
Brazil

50% 40%| 10%
India — H

Figure 8 How People Watch Content on their TV by Country
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Figure 7

How People Watch Content on their TV
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Smart TV
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...........................................................

Casting devices
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Not only Netflix-
streaming wars likely to
have multiple winners

Netflix’s global dominance has been well established, as the
service crossed the 200 million subscribers’ milestone earlier
this year. However, it's not a top choice across the board, showing
that the streaming wars are likely to have multiple winners.
The preferences vary between countries. In emerging
markets such as Brazil and India traditional TV plays an
Important role with over 60% of respondents indicating it as
their go-to destination for content. YouTube (66%) is the king

of streaming in India, with Netflix (58%) lagging behind at third
place, while the situation in Brazil is exactly the opposite.

The real winners will be operators and content providers that
can provide a way to aggregate all of these, and whatever
comes next.
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Figure 9

Most Watched Streaming Services by Country

India Brazil
@ YouTubeTV 66% NETFLIX
Traditional TV* 62% Traditional TV*
NETFLIX 58% & YouTubeTV
prinweo prin:v/igleo
Donep Dowep
Other Other
HBOMAX HBOMAX
hulu hulu
Roku LY
@ty Roku

USA

NETFLIX 65% NETFLIX
printv/i‘c’Ieo prinweo
hulu Traditional TV*
'®@+ @ YouTubeTV
Traditional TV* %@_‘_
&3 YouTubeTV Other
Roku €t
HBOMAX Roku
Other HBOMAX
& tv hulu

14%

76%

* Traditional TV refers to a TV package from a local cable/ satellite TV service provider or TV service from the network provider
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Over 60% of consumers | | |

. Usage of Multiple Streaming Services
use 3 or more streaming
services

The number of streaming services being used continues to

grow, with 62% of consumers indicating using 3 or more services

simultaneously.

American consumer is the most "streaming-savvy" user, with over

1$ # * /# - +*) ). (%) $)$%)"*1 -D $ -)/ ./I- ($)"
services. Brazil and UK demonstrate a more conservative approach,

but still show the adoption of 4 or more services at a time.

62% Use 3 or more streaming services

....................................................................................................

15%
12% 18% 32% 17% 22%
USA i

mm

|
|

17% 31% 35% 14%@/0 —
UK |
_ 32% 22% 32% 10%@% _—
Brazil
_ 14% 40% 40% | 6%
India
Number of streaming services
Figure 11 Usage of Multiple Streaming Services by Country 1 2 3 5 +
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/3% of viewers spend |

Time Spent Watching Content
more than 3-5 hours
a day watching content

20% of consumers watch over 6 hours a day, while 3 to 5 hours 2 3% 1-2 Hours
I’epresents the mOSt CommOn Consumptlon amount ........................................................................

15%6—10 Hours

ooooooooooooooooooooooooooooooooooooooooooooooooooo

73% of respondents are watching more than 3 hours per day,
while only 4% are watching less than 1 hour a day.

5% 10+ Hours

5 3 %3-5 Hours
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Viewers will watch
more content If their
service operators will
Improve discovery

& recommendations
capabilities

We have asked survey respondents what are their top sources
for learning about new content to watch (Figure 13).

TV viewing is hugely social. The top answers are social media
channels (67%), and friends and family (65%). However, over
half of viewers also rely on recommendations from the service
provider such as “Netflix recommends” (57%).

When asked what will most likely lead to watching more
content in 2021 compared to 2020 (Figure 14), most (72%)
selected better content recommendations. This was followed
by more content to select from (68%) and faster content
discovery (67%). This shows that while viewers are largely
getting their recommendations from friends and family, they
are frustrated by the results for content discovery that are
provided by the service providers.
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Figure 13

Top Sources for Finding New Content

6/7% 65%

57/%

28%
12%
9%
(ﬁ : gmnn! 4%
Social Friends & Service Search Entertainm- Generél Content Other
media family provider online ent/content news websites
recommen- sites (e.g. IMDB)
dations
Figure 14

Drivers for Increased Content Consumption in 2021 (compared to 2020)

Be er content recommendations

More content to select from | N 63%0

Faster content discovery 67%

Personalized content recommendations _ 649

12%
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Figure 15

Most Important Features for Watching Content

Continue Watching

Find new content fast

Smooth transition between
multiple devices

Entertainment apps beyond TV
(YouTube, Spotify, etc.)

Skip intro

Having different
user profiles

Pause live TV

Having a mix of live & premium
content channels (e.g. sports)

Combine content
from different sources

54%
53%
46%
43%
41%

34%

34%
30%

61%
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Over 80% of consumers
feel frustrated with
content discovery

63% of respondents indicated they feel frustrated occasionally
when finding new content, with nearly 20% feeling frustrated
0/ * ) *- 1) (*.] *V[# [$(u )'4 @F¢
feel frustrated.

This aligns with the previously outlined findings in (page 17,
figure 15), of fast content discovery being the second most
Important feature.
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Figure 16

Content Discovery - Pains of Finding New Content

..........................................................................................

Never feel frustrated
[# 4 ) 1 -

.................................................................

..............................................................

.......................................................................................

Occasionaly feel
frustrated

»83%

Feel frustrated with content discovery
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The need to browse
multiple sources Is
amongst the top reasons
for frustration

The need to browse multiple sources is as equally frustrating

as finding new content to watch (73%). Only 1% below the top
rated issue — lack of relevant content. 7 out of 10 also don’t know
where to find the content that they are looking for.
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Figure 17

Frustrations in Watching Content

Lack of relevant content on specific platforms

I /1%

g e O N

Browsing multiple sources to find content
J P N G0

Not knowing where to find content that I'm looking for I 55

Searching for relevant content
g R 61

281 #3)" 12 ) S )+ N O

Lack of auto-play next iS00 e | >

Too much content, don’t know what to choose _ 45%

B Male
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Content discovery Is the

Causes for Leaving a TV Service High price

second rated reason for
. . 0
leaving a TV service 61%

While costs represent the primary reason for TV service
abandonment (61%), content discovery is now the
number two reason for consumers' churn.

_ Can't find
Bad _V|deO content
Does not quality 0
support 12% 15 /0
Other devices | use

6% 6%

19

3:¢ kaltura Post-streaming Wars Era: Takeaways from Viewers






/4% of consumers are
paying for 2 or more
services

74% of consumers are paying for 2 or more content services.
From the 93% who are paying the bill, just 19% are paying
for a single service, and only 7% are not paying.

7% 15% 30% 26%|  12% 7%
USA
1%
8% 23% 33% 27% S%H
UK
2%
6% 30% 32% 24% 6%H
Brazil
4%
_ 8% 28% 34% za%u
India

Figure 20 Number of Paid Content Providers by Country
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Figure 19

Number of Paid Content Providers

19%

.................................................................................................

26%

10%
7% (&L
Not 1 2 5+
paying service services services
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So how much are

. . Total Costs for Content
users paying for their
services?

At the extreme, 12% of survey respondents are paying less 24010
than 10 US dollars per month and 18% paying over 80 US
dollars per month for content services.

# - - 3+ [ $ -) . J2 )" *v- +#$ v 0 [* 0 21%
economic climates and variances. 18 /0
7% 20% 21% 28% 24%
USA
18% 37% 21% 19%5%
UK ‘1
| 15% 22% 27% 20% 16% (<) $10 $10-324 $25-$39
Brazil
25% 32% 15% 17% 119
India T ﬁ)

Figure 22 Total Costs for Content by Country
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Consumers are ge Ing
their money’s worth as
streaming became the
new IV

64% of survey respondents indicated they are getting their
money’s worth, and 24% feel they are overpaying. Despite
| # (% "% -) v ) * [ *($)" *0/
frustration, people still feel that they are happy with their
spend. This can be attributed to the on-going consumer
migration to lower-priced streaming services, away from the
more expensive traditional Pay TV packages.

This suggests that service operators have an opportunity

to introduce value for their subscribers by blending in

- (%) . -1% . 2%/#%) /# $-* -. ) (*
TV services to meet consumer expectations.
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Figure 23

Are Viewers Ge ing their Money’s Worth?

n

12%

Paying too Paying less
much than expected

64%

OK; I'm ge ing my
money’s worth
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Figure 24

Single vs. Multiple Bill per Month

Do you prefer to have a single bill for
all your content providers?

Yes
79%

NO
21%
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Methodology

This report is based on a research conducted by a third-
party survey service provider, commissioned by Kaltura.

During Q1 2021, 500 people were surveyed between ages
20 to 45, from United States, United Kingdom, India, and

Brazil. The sample consists of 53% female respondents and
47% male respondents.
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About Kaltura .:= kaltura

Kaltura’s mission is to power any video experience for any organization. Kaltura is the video
experience cloud, powering communication, collaboration, learning and entertainment. Kaltura’s
products are used by over 1,000 global enterprises, media companies, service providers and
educational institutions, engaging more than a hundred million viewers at home, at work, and

at school. Kaltura’s Media and Telecom business unit helps telcos and content owners make the
transition to a full-fledged Cloud TV service that satisfies the exacting demands of today’s TV
viewers. The Kaltura TV Platform features personalized multi-screen access to linear, VOD and
I$( S. #$ 2 L #$- S+ 14 ) ))/u | *($). 1) (*) /1$5 /$*)
the ability to scale to millions of viewers anywhere in the world. The adaptability and agility of
the Kaltura TV Platform means that companies can experiment with new products and features,
analyze performance, and react quickly to changes in viewing behavior in order to optimize
engagement and better achieve business goals. For more informatiomwigikaltura.com.

=N o oo

For more information, please contact uscoudtv@kaltura.com
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