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Global video streaming behaviour

The global streaming market size was valued at $43 billion in 2019

It is projected to grow at an annual rate of 20.4% over the next seven years, predicted to be
worth upwards of $180 billion by 2027.

One of the key drivers for paying for streaming services is to access
movies and tv shows that aren’t available elsewhere

This is important across generations, with 57% of users citing it as a top reason, but it’s
especially significant for millennials, 71% of whom stated it as one of the major reasons.

The most important streaming attributes are cost, ease of use and variety

Streaming and playback quality, speed of menu selection and content loading, and accessibility /
search of desired content are also key.

Netflix, Amazon Prime and Hulu are the key market players with 183
million, 150 million, and 32 million subscribers respectively.

YouTube has over 30 million daily users watching over 1 billion hours of video every day.

Netflix has the largest share of streaming distribution at 34%
Followed by YouTube at 20%, Hulu at 11% and Amazon Prime at 8%.

Sources
https://www.comparitech.com/tv-streamina/streaming-statistics/
https://medium.com/@liz.mounfield/the-future-of-the-video-streaming-industry-whats-next-for-2021-dc44459aelfa



https://www.comparitech.com/tv-streaming/streaming-statistics/
https://medium.com/@liz.mounfield/the-future-of-the-video-streaming-industry-whats-next-for-2021-dc44459ae1fa

COVID and changing streaming habits

Impact of the pandemic

* COVID has placed more than 25% of the world
under lockdown. This has resulted in an
increased demand for online streaming and
entertainment services.

* 57% of the global population noted that they’ve
been watching more shows / films on streaming
services as a result of being at home during the
pandemic. This is higher amongst Gen Z
(67%).

* 20% of the world’s population stated that they
expect to continue watching more shows / films
on streaming services post-COVID.

° People are now paying for an average of four
streaming video subscriptions, an increase from
three pre-COVID.

Sources:

https://www.grandviewresearch.com/industry-analysis/video-streaming-market
https://wwwz2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey/summary.html
https://www.cnbc.com/2020/11/12/coronavirus-hurt-theme-parks-costing-disney-2point4-billion.html
https://www.bloomberg.com/opinion/articles/2020-11-13/walt-disney-co-earnings-prove-disney-is-future?sref=jO7iaJLA

Subscription fatigue

Although there is increased uptake of subscriptions, more are
cancelling. Since the start of the pandemic, 9% of consumers have both
added and cancelled at least one new paid streaming video service.
Although introductory offers and original content are attracting
subscribers, many are likely to cancel if content dries up and they're
unable to justify the cost. Further, trials and easy cancellations are
allowing people to essentially ‘rent’ services instead of joining, binge-
watching shows only to cancel and rejoin when a new series drops.

Growth of Disney+ @

So far, the COVID pandemic has cost Disney’s parks, experiences and
products segment $2.4bn, with revenue falling 61%. Yet it's video
/ Shares of Netflix /' Disney Streamlng SerVICe greW to

100%

—"| 74 million paid subscribers

W s | as of October. Disney+ is
now narrowing on the
W leader, Netflix.

' ] I
Dec Apr Jul Oct
2019 2020

https://www.globalwebindex.com/hubfs/1.%20Coronavirus%20Research%20PDFs/GWI%20coronavirus%20findings%20April%202020%20-%20Multi-Market%20Research%20(Release%205).pdf
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https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey/summary.html
https://www.cnbc.com/2020/11/12/coronavirus-hurt-theme-parks-costing-disney-2point4-billion.html
https://www.bloomberg.com/opinion/articles/2020-11-13/walt-disney-co-earnings-prove-disney-is-future?sref=jO7iaJLA
https://www.globalwebindex.com/hubfs/1.%20Coronavirus%20Research%20PDFs/GWI%20coronavirus%20findings%20April%202020%20-%20Multi-Market%20Research%20(Release%205).pdf

People have more time on their
hands, and they’re trying new
things. But at the same time,

we are seeing a significant ‘
amount of churn. ’

'i-W"- % ¥

Kevin Westcott vice chalrman'bf Delontte and U.S. telecom,
media and entertainment leader.




The future of video streaming

The pandemic has
created a change in viewing
behaviour and as restrictions
ease and we start spending

more time outside our homes,
it's unlikely that the shift

towards video streaming will
go away. By 2022, video

streaming will account for
82% of all internet
traffic.
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Netflix has chosen France to
trial it’s first linear offering,
Direct, which will be ‘foray

into real-time, scheduled
programming’. The channel
broadcasts films and series
from Netflix's own catalogue
on a fixed schedule, 24
hours a day.

It's thought to
combat the
situations when
you cannot
choose what to
watch.
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() Mubi is a film platform
< available globally, which
offers a hand-curated
selection of films on

demand, ready to stream
ad-free. It's distinguishing
feature is the ‘30 films for
30 days’ offering.

“ Maybe you’re not in the mood to
decide, or you’re new and finding your
way around, or you just want to be

surprised by something new and o
differé)nt. Instgad of chooiing what to V0e [llzd, vie car.efully
watch, you just want to start watching. ,, puft toggther sglectmn o @
films is considered a An emerging
‘refreshing alternative to the player to watch
overwhelming content MUBI -2
assault of Netflix and the

LoA?
Sources: like’, and also creat9§ a
https://medium.com/@liz.mounfield/the-future-of-the-video-streaming-industry-whats-next-for-2021-dc44459ae1fa 'Sense Of time-SenSItlve
https://www.thedrum.com/opinion/2020/07/29/the-future-video-streaming-more-curated-experience )
https://variety.com/2020/film/global/netflix-linear-channel-test-1234824339/ urgency'.
https://www.wired.co.uk/article/netflix-direct-linear-television

https://www.theguardian.com/culture/2020/may/23/streaming-how-to-make-the-most-of-new-mubi-library
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Our tried & tested approach is the perfect blend of theory, data collection '
and analysis, leading to actionable insights that would enable streaming ‘
services to gain and maintain a competitive edge in their offering

Mapping the Demand
habits through a\ spaces \
mixed methods framework
approach development

The theory of \
habit
formation

Interactive \

workshop
debrief




The Theory of Habit Formation

The Habit Loop

Consumers are habitual beings — to trigger any
change in behaviours or the creation of new ones, it
is crucial to first establish how current habits are
formed.

A habit is an automatic and rigid pattern of
behaviour employed in specific situations. Every
habit loop is defined by four main steps — cue,
craving, response, reward.

The cue triggers a craving, which motivates a
response, which provides a reward, which satisfies
the craving and, ultimately, becomes associated
with the cue.

We design our research method to explore each
habit loop in detail and identify how behaviours
differ according to cues, cravings and rewards.




Mixed methods data collection

To accurately understand and map consumers’
content needs, attitudes and behaviours we need to
use a method that allows us to map their behaviours,
identifying both patterns and exceptions. The longer
we do this for, the more accurate the mapping!

For this we would utilise our very own online
community platform and | or mobile ethnographic
app — each participant would have to fill in a short
diary task for each streaming occasion, whether it's in
or out of home.

In addition, we would also conduct further qualitative
exploration of content needs and ideals.

We would design tasks and exercises that unlock the
subconscious behaviours and the emotions attached
to them (e.g. the withdrawal technique).

This mixed method approach allows us to really get to
the heart of habit formation and gain a deep
understanding of the psychological, social or
environmental cues that influence this process.




Demand Spaces Framework

Making sense of the data

Combining the theory of habit formation with a mixed-

methods approach will allow us to create the Demand

Spaces Framework, combining four different

variables:

1. Consumer cues — what is the occasion, when
and where (i.e. starting the day | getting ready, in
their lunchbreak, relaxing in the evening, winding
down, cooking, etc)?

2. Consumer cravings — what is the emotional
trigger (i.e. motivation, inspiration, relaxation,
feel-good etc.)?

3. Consumer responses — how (i.e. platform &
content chosen, duration, genre), with whom
(alone / with others, type of company) and where?

4. The rewards received — what is the emotional
reward (i.e. feeling energised, inspired, calm,
motivated, relaxed etc.)?

Within each demand space framework we can also

look at who lives within each space, flagging key

differences by consumer typology, including
demographic, attitudinal segments and customer type

(amongst others), to help bring focus to decision

making.




Interactive workshop debrief

Actioning the data

Creating the Demand Spaces framework will allow us
to provide actionable insights and recommendations
that would enable you to confidently make strategic
and tactical decisions to gain a competitive edge in
developing your offering.

The best method of embedding the results is through a
3-part interactive working session (immersion,
consolidation, development) with relevant team
members and stakeholders. The ultimate aim of this
session is generating ideas and proposed actions to
incorporate into your strategy and innovation process.

Answering the big questions will provide the team with
more focus and direction, and will clearly highlight the
strategic “jobs to be done”, making sure they are
anchored in both consumer and internal insight.




Case Study: Demand Spaces for Deezer

As one of the leading music streaming platforms, Deezer identified a research need to create a baseline
of habit forming features to inform the creation of new, differentiating and innovative functionalities
within the Deezer app to ultimately enhance the user experience. Mustard was commissioned to
conduct this research across four markets — Brazil, Sweden, France and Germany.

We started with a stage of desk research to put together a conceptual, theoretical framework on the
habit loop and its main elements - cues, cravings, routines and rewards, which we used to inform our
subsequent research design and analysis of results.

We then conducted exploratory qualitative research — to get to the ‘real time, in the moment’ behaviours
when streaming music we had a select group of people diarising their behaviours on Pickles every time
they were streaming music. As they were doing this, Mustard moderators were ready to ask follow-up

questions to get a detailed understanding of what users were doing, feeling and thinking in those - deezer!
moments, the type of insight we wouldn’t have been able to get to otherwise. Ll

At the same time we ran an online community with a bigger group of users where we explored their
behaviours and preferences in great detail, including what they liked and disliked about their music
streaming platforms. To get to their habitual behaviours we also used various research techniques,
including the withdrawal technique where we asked them to not stream music / use a different platform
for a day and diarise their reactions when doing this.

The qualitative stage was then followed by a guantitative a roach, where we asked users tofillina
quant questionnaire every time they were streaming music. This allowed us to map how their
behaviours and preferences were changing depending on what they were doing in the day. In other
words, we were able to see how the habit loop they were engaging in was dictating their music
streaming behaviours and preferences.

By focusing on this real-time, not claimed behaviours we were able to unlock deeply rooted behaviours
and make actionable recommendations on how Deezer can become the first habits based music
streaming platform, truly embedded and shaped around its users’ behaviours.
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making the difference

We’d love to tell you more about
our approach!
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please contact: please contact:
Gareth Hodgson, Director Irina Dimitriade, Senior Research Manager
0161 2355270 / 07949 618197 0161 2355270 / 07340755509

gareth.hodgson@mustard-research.com irina.dimitriade@mustard-research.com



