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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. 
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Global video streaming behaviour

Sources:

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

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. 

More than 80% of 

US households 

have at least one 

streaming 

subscription

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%.

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


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 

streaming service grew to 

74 million paid subscribers 

as of October. Disney+ is 

now narrowing on the 

market leader, Netflix.

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://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
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COVID and changing streaming habits

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.

https://www.grandviewresearch.com/industry-analysis/video-streaming-market
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


4

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.
Kevin Westcott, vice chairman of Deloitte and U.S. telecom, 

media and entertainment leader.

https://variety.com/2020/digital/news/streaming-video-subscriptions-churn-covid-19-deloitte-1234642672/



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.

Sources:

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

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/

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

Even with restrictions 

easing, people are not 

expected to rush back to 

cinemas with the same 

enthusiasm as before. 

Instead, people are 

looking to streaming 

platforms to fill their 

love of cinema. 

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. 
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It’s thought to 

combat the 

situations when 

you cannot 

choose what to 

watch. 

The future of video streaming

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 

different. Instead of choosing what to 

watch, you just want to start watching.

“

” An emerging 

player to watch

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. 

The limited, yet carefully 

put together selection of 

films is considered a 

‘refreshing alternative to the 

overwhelming content 

assault of Netflix and the 

like’, and also creates a 

‘sense of time-sensitive 

urgency’.

https://medium.com/@liz.mounfield/the-future-of-the-video-streaming-industry-whats-next-for-2021-dc44459ae1fa
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/
https://www.wired.co.uk/article/netflix-direct-linear-television


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

The theory of 

habit 

formation

Interactive 

workshop 

debrief

Demand 

spaces 

framework 

development

Mapping the 

habits through a 

mixed methods 

approach



The Theory of Habit Formation



Mapping patterns of behaviour



Demand Spaces Framework



Interactive workshop debrief



Case Study: Demand Spaces for Deezer
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