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CONQUERING CONTENT 
N O V E M B E R  2 0 1 5 !

EXCERPT OF FINDINGS
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The proliferation of TV shows:  a boon for TV viewers, a 
challenge for the industry 

$5 
billion 

2010 2012 2014 

371 
280 213 

$4.5 
billion 

Estimated spending on new 
content next year (2016): 

Combined spending on new 
content last year (2014): 

# of scripted original series (by year): 

SOURCE:  Janney analysis (Feb. 2015)  

SOURCE:  FX Research (Jan. 2015) 

More new shows: 

•  An unprecedented growth in new 
titles to choose from 

That cost more to offer:  

•  The price of content is going up, 
for all providers 

From new sources:  

•  …some of which bypass the 
traditional ways that TV shows  
are delivered, and discovered 
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The goal: understand how viewers discover new shows, 
and what makes them choose one show over others 

SOURCES 

AVAILABILITY 

BRAND 

INFLUENCE 

PRIORITIES 

Which sources of information (promos, social 
media, friends) they use to discover new shows 

Which of these sources have the greatest 
impact on choice of show 

The impact of which platforms and screens 
shows appear on 

How do the brands of networks, providers and 
shows influence which shows get watched? 

What are the most important ways for shows to 
break through the clutter 
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•  Age 16 to 74 
•  Watch at least 5 hours of TV per week 
•  Have broadband at home 
•  U.S. census balanced 
•  Data collection completed in October 2015 

We surveyed 1,202 TV consumers… 

4 
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Other characteristics of people in the sample: 

have an MVPD subscription. 6% 
are cord-cutters and 4% have 
never had pay TV  !

90% 

60% subscribe to at least one SVOD 
provider, up from 52% in 2014 !

Average hours of TV per week:  23.6  

of SVOD users also subscribe to 
an MVPD !

86% 
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Executive Summary 
Overview of Key Findings 
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of viewers say they are “always on the lookout” for new 
shows (vs. 15% who say they’re happy with their current shows and 
aren’t looking for others). 

29% 

Viewers today are highly interested in finding new 
shows—especially those who watch online !

Online viewing elevates the interest in discovery: 

of Netflix viewers say they’re “always on the lookout” 
for new shows 
35% 

of those who use 2-3 online sources are always on the 
lookout 

34% 

Among those who don’t watch online 
TV,  interest in discovery is much lower: 21% 
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29% say they’ll only try new shows 
that they’re sure they’ll like !

But viewers are also pickier about what, and how, they 
watch !

81% say that more of their total TV 
time today is spent on shows 
that they really like !

73% say they’ll only download new apps for TV if they’re 
sure they’ll watch them (and only 19% say they use 
all the apps they’ve downloaded already) !
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Discovery:  The Process 
Viewers’ TV goals and decision-making 
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OPTION 
A!

OPTION 
B!

We asked a battery of questions to capture viewers’ 
attitudes about discovery of new shows today!

In each question, we asked them to use a slider to 
indicate their position in relation to two opposing 

alternatives 

The slider captures their rating on each question 
on a zero-to-10 scale 
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26% 
16% 11% 8% 

53% 
59% 

55% 56% 

21% 25% 34% 36% 

Online viewers, and especially those who use multiple 
sources, are more likely to have an eye out for new shows 

I’m always looking out for 
new shows I might like 

10 

0 
I’m happy with my 

current shows and don’t 
tend to seek out new ones 

0-2 

8-10 

Q6A: Use the slider below to tell us which statement comes closer to how you look for shows to watch in general. 

LEVEL OF INTEREST IN DISCOVERING NEW SHOWS? 

No online 
viewing 

1 online  
TV source 

2-3 online  
TV sources 

4+ online  
TV sources 



12 

15% 10% 9% 10% 

56% 
55% 57% 52% 

29% 35% 34% 38% 

So are those who subscribe to SVOD services 

I’m always looking out for 
new shows I might like 

10 

0 
I’m happy with my 

current shows and don’t 
tend to seek out new ones 

0-2 

8-10 

Q6A: Use the slider below to tell us which statement comes closer to how you look for shows to watch in general. 

LEVEL OF INTEREST IN DISCOVERING NEW SHOWS? 

2015 
(All Viewers) 



13 

The most prolific online viewers are more likely to think the 
show discovery process is easy 

…it’s easy to find new 
shows I might like 

10 

0 

…it’s difficult to find new 
shows I might like 

With so many 
options… 

Q6C: Use the slider below to tell us which statement comes closer to how you feel about the process of finding new shows to 
watch 

EASIER OR HARDER TO FIND NEW SHOWS TODAY? 

17% 15% 14% 7% 

67% 65% 60% 65% 

16% 20% 26% 28% 

0-2 

8-10 

No online 
viewing 

1 online source 2-3 online 
sources 

4+ online 
sources 
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14% 13% 

57% 58% 

29% 29% 

The death of “least objectionable programming”: many 
viewers try new shows only if they’re sure they’ll like them 

I’ll only try a new show if I’m pretty 
confident I’m going to like it 

10 

0 
I’ll give any new show a try even if it 

only looks a little interesting 
0-2 

8-10 

2014 2015 

Q6B: Use the slider below to tell us which statement comes closer to how you feel about trying new shows. 

 

TVE users more picky 
Roku users more picky 

“PICKINESS” ABOUT NEW SHOWS 
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Netflix’s original shows have  
garnered lots of attention  

However… 
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…makes shows from TV 
networks available online 

10 

0 

…creates shows and puts 
them on TV 

Netflix is a  
company that… 

NETFLIX:  CREATOR OR DISTRIBUTOR? 

13% 4% 

65% 
62% 

22% 
34% 

0-2 

8-10 

All Viewers 

Q6D2: Use the slider below to tell us which statement comes closer to your understanding of Netflix 

…only 13% see it primarily as a creator.  Most place it 
between a creator and distributor of other networks’ shows 
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13% 4% 

65% 
62% 

22% 
34% 

…makes shows from TV 
networks available online 

10 

0 

…creates shows and puts 
them on TV 

Netflix is a  
company that… 

NETFLIX:  CREATOR OR DISTRIBUTOR? 

0-2 

8-10 

All Viewers Age 16-24 

…And the youngest viewers are much more likely to 
characterize Netflix as a distributor than a creator 

Q6D2: Use the slider below to tell us which statement comes closer to your understanding of Netflix 



18 

Influences 
Which factors drive TV decisions, and 
which are most important? 
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1. TOO MANY SHOWS There are so many TV programs to choose from that it’s hard to know where to 
start 

2. EASE OF DISCOVERY I’m more likely to choose TV sources that make it easy for me to discover new 
shows that I’ll like 

3. ACCESS TO NEW SHOWS I’m more likely to choose TV sources that give me access to new shows the 
soonest 

4. DEEPEST SELECTION I’m more likely to choose TV sources that have the deepest selection of content 
to choose from 

5. ORIGINAL PROGRAMS I’m more likely to choose TV sources that produce their own original 
programming 

6. SIMULTANEOUS RELEASE I prefer shows that let me watch multiple episodes at once, rather than waiting 
a week for new episodes to come out 

7. MORE FAVORITE SHOWS More of my total TV time now is spent watching shows I really like 

8. WATCH FEWER SHOWS My TV time today is spread across FEWER programs now than in the past 

9. WATCH MORE SHOWS My TV time today is spread across MORE programs now than in the past 

10. BETTER SHOW OPTIONS There are more good TV programs to choose from today than in the past 

11. UNIVERSAL LISTING I’d like to have a universal listing that would make it easy for me to find shows 
from any source—live TV and online 

12. OPPORTUNITY COST With so many shows available, it’s very frustrating to waste time trying a show 
that I don’t end up liking 

We asked respondents whether they agreed or disagreed 
with statements about aspects of TV selection process 
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More of my TV time now spent on shows I 
really like 

Want universal listing to easily find shows 
from any source 

More likely to choose sources that make 
discovery of new shows easy 

More likely to choose sources with deepest 
selection of content to choose from 

There are more good TV shows to choose 
from today than in the past 

There are so many TV shows to choose from 
that it’s hard to know where to start 

Prefer shows w multiple episodes available at 
once, rather than one a week 

My TV time today is spread across MORE 
shows now than in the past 

I’m more likely to choose TV sources that give 
me access to new shows the soonest 

It’s frustrating to waste time on a show I don’t 
end up liking 

My TV time today is spread across FEWER 
programs now than in the past 

I’m more likely to choose TV sources that 
produce their own original programming 

81% 

62% 

57% 

51% 

51% 

51% 

49% 

46% 

42% 

40% 

37% 

25% 

42% 

27% 

13% 

15% 

19% 

9% 

20% 

15% 

11% 

8% 

11% 

5% 

Q6E: Tell us how much you agree or disagree with each of the following statements !

As in years past, the vast majority feel that more of their TV 
time today is spent on shows they really like !

Strongly agree 

Strongly/somewhat agree 
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More of my TV time now spent on shows I 
really like 

Want universal listing to easily find shows 
from any source 

More likely to choose sources that make 
discovery of new shows easy 

More likely to choose sources with deepest 
selection of content to choose from 

There are more good TV shows to choose 
from today than in the past 

There are so many TV shows to choose from 
that it’s hard to know where to start 

Prefer shows w multiple episodes available at 
once, rather than one a week 

My TV time today is spread across MORE 
shows now than in the past 

I’m more likely to choose TV sources that give 
me access to new shows the soonest 

It’s frustrating to waste time on a show I don’t 
end up liking 

My TV time today is spread across FEWER 
programs now than in the past 

I’m more likely to choose TV sources that 
produce their own original programming 

81% 

62% 

57% 

51% 

51% 

51% 

49% 

46% 

42% 

40% 

37% 

25% 

81% 

60% 

48% 

42% 

49% 

42% 

43% 

46% 

38% 

36% 

38% 

27% 2015! 2014!

Looking at how viewer sentiment has changed since 2014:  
there are some important shifts to keep an eye on !

Ç 

Ç 

Ç 

Ç 

Q6E: Tell us how much you agree or disagree with each of the following statements !

All respondents: 
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More likely to choose sources that 
make discovery of new shows easy 

More likely to choose sources with 
deepest selection of content to 
choose from 

There are so many TV shows to 
choose from that it’s hard to know 
where to start 

Prefer shows w multiple episodes 
available at once, rather than one a 
week 

57% 

51% 

51% 

49% 

48% 

42% 

42% 

43% 50% 36% 2014!
2015!

Q2H: In the past six months, have you watched TV shows or movies from any of the following online sources, on any device? !

The biggest changes have to do with desire for deeper 
catalogs—but also a easier ways to navigate those choices !

Ç 

Ç 

Ç 

Ç 
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App Fatigue:  people who watch through TV apps are likely 
to have downloaded more apps than they actually use 

19% 

40% 

41% I only use a couple of 
them regularly 

10 

0 
I use most of them 

regularly 

All Viewers 

OF THE TV APPS YOU’VE DOWNLOADED, HOW 
MANY DO YOU USE REGULARLY? 

0-2 

8-10 

Q6D5: Use the slider below to tell us which statement comes closer to how you feel about your TV apps for your phone or 
tablet 
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4% 

24% 

73% 

HOW DO YOU FEEL ABOUT 
DOWNLOADING NEW TV APPS? 

…and ¾ say they only download new apps if they know 
they’re going to use them 

I only add new TV apps 
if I’m sure I’ll use them 

10 

0 
I add as many new 

TV apps as I can 

Q6D4: Use the slider below to tell us which statement comes closer to how you feel about your TV apps for your phone or 
tablet 

0-2 

8-10 
All Viewers 
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I prefer to use apps from 
individual networks I 

watch most often 

10 

0 
Prefer apps with access to 

shows from lots of networks 
and sources 

PREFER NETWORK-SPECIFIC APPS OR AGGREGATED ONES? 

30% 35% 26% 

47% 35% 45% 

23% 30% 29% 

All viewers 

0-2 

8-10 

In general, viewers are somewhat more likely to prefer apps 
that combine shows from many sources in one place 
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29% 27% 35% 

51% 46% 
46% 

20% 27% 19% I prefer to use apps from 
individual networks I 

watch most often 

10 

0 
Prefer apps with access to 

shows from lots of networks 
and sources 

PREFER NETWORK-SPECIFIC APPS OR AGGREGATED ONES? 

0-2 

8-10 

Age 18-34 Age 35-54 Age 55-74 

In particular, older viewers (those 55 or older) are most 
likely to feel this way 
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20% 
31% 35% 

55% 40% 
50% 

25% 29% 
15% 

I prefer to use apps from 
individual networks I 

watch most often 

10 

0 
Prefer apps with access to 

shows from lots of networks 
and sources 

PREFER NETWORK-SPECIFIC APPS OR AGGREGATED ONES? 

0-2 

8-10 

Use 1 online source Use 2-3 online sources Use 4+ online sources 

Aggregate vs. network specific:  as the # of online sources 
goes up, so does the attraciveness of apps that aggregate 
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Differences in Discovery 
The discovery process for linear shows vs. 
those watched online 



29 Q5E: How specifically did you first hear about the program? Try to think back to the very first way you found out.  

40%!

21%!

5%!

16%!

35%!

18%!

TV commercial! Face-to-face or phone conversation with 
someone !

General buzz you heard about the show!

TOP DRIVERS OF DISCOVERY, 
AMONG SHOWS THAT PEOPLE DON’T FIND ON THEIR OWN 

Shows watched on pay TV shows are mostly discovered 
through TV spots; online shows are discovered “socially” 

TV Commercial Face-to-face or phone 
conversation with someone 

General buzz you heard  
about the show 

Watch on a pay TV source 

Watch on online source 
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Cross Platform Pollination 
Do online and traditional TV complement 
or cannibalize? 
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As in 2014, about two-thirds have discovered a show via 
pay TV, but ended up watching episodes online as well 

Q6F_2:  Have you ever discovered a show on regular TV and then watched it online? 

Yes 
69% 

HAVE YOU EVER DISCOVERED A SHOW ON 
REGULAR TV AND THEN WATCHED IT ONLINE? 

“REGULAR TV” TO ONLINE 

2015 2014 

Yes 
67% 



32 Q6F_1:  Have you ever discovered a show online and then watched it on regular TV? 

Cross-pollination works in the other direction as well, with 
half watching shows via pay TV that they first found online 

HAVE YOU EVER DISCOVERED A SHOW ONLINE 
AND THEN WATCHED IT ON REGULAR TV? 

ONLINE TO REGULAR TV 

Yes 
52% 

2015 2014 

Yes 
51% 
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ONLINE TO REGULAR TV 

The online-to-pay TV phenomenon is especially strong 
among SVOD subscribers, Hulu in particular 

Q6F_1:  Have you ever discovered a show online and then watched it on regular TV? 

Yes 
70% 

Yes 
75% 

HAVE YOU EVER DISCOVERED A SHOW ONLINE 
AND THEN WATCHED IT ON REGULAR TV? 

Subscribers 
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HAVE YOU EVER DECIDED NOT TO WATCH AN ESTABLISHED SHOW 
BECAUSE YOU’D HAVE TO PICK IT UP MIDSTREAM? 

Not all is complementary, however; viewers hesitate to start 
a TV series mid-stream, knowing it will be available online 

Q6F_3:  Have you ever found out about a new program but decided not to watch because the show had been on for a while 
already-and you'd have to pick up the plot midstream 

Yes 
70% 

2015 

•  7 in 10 say they’ve decided to hold off on an established show because they 
discovered it after the season began 
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And the ever-increasing popularity of online sources has 
made viewers even more willing to wait than a year ago 

Q6F_3:  Have you ever found out about a new program but decided not to watch because the show had been on for a while 
already-and you'd have to pick up the plot midstream 

Yes 
70% 

2015 

Yes 
63% 

2014 

Ç

Ç Significantly higher than 2014 È Significantly lower than 2014 

HAVE YOU EVER DECIDED NOT TO WATCH AN ESTABLISHED SHOW 
BECAUSE YOU’D HAVE TO PICK IT UP MIDSTREAM? 

•  The proportion who say they’ve held off has increased 7 points since 2014 
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Brand Associations 
Which networks and providers are 
associated with particular genres? 
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Creating a unique identity in the minds of viewers has 
always been a challenge for TV networks 

•  More content:  The unprecedented volume of new original 
content makes it more of a challenge to remember which 
brands created each show originally 

•  Diffused distribution:  Online platforms like Netflix own 
the distribution of past seasons of popular shows, and many 
viewers discover them there for the first time—risking the loss 
of the original brand association 

•  More creators:  Brands that began solely as TV distributors 
are investing tremendous amounts of money in their own 
proprietary original content 

…and it’s a task that’s now even more difficult 
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We asked a battery of questions to uncover how new 
TV options are influencing viewer assumptions about… 
Where new shows 
come from: 

Which brands they associate with creating 
shows in specific genres 

Who produces the 
best new shows: 

Which brands they believe produce the BEST 
shows in particular genres 

•  We showed respondents a list of brands and asked them to choose 
three that would make them most interested in trying out a new 
show within the genre 

The list of brands the could choose from included… 
•  Broadcast networks 
•  Basic and premium cable networks 
•  Online distributors that produce original programs 
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46% 49% 

42% 42% 

12% 9% 

Brand is not a primary driver: about half say the network a 
new show is on has no impact on whether they watch 

…makes a lot of difference to 
me in deciding whether to try it 

10 

0 

…makes no difference to me in 
deciding whether to try it 

The network a show 
comes from… 

0-2 

8-10 

2014 2015 

Q6D: Use the slider below to tell us which statement comes closer to how you feel about trying new shows. 

DOES NETWORK BRAND INFLUENCE DECISIONS? 
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40% 45% 49% 

48% 44% 39% 

12% 11% 12% 

And the more shows a viewer is engaged with, the less they 
care about which network produces the shows they try 

0-2 

8-10 

Q6D: Use the slider below to tell us which statement comes closer to how you feel about trying new shows. 

0-2 
Favorite Shows 

3-4 
Favorite Shows 

5 or more 
Favorite shows 

…makes a lot of difference to 
me in deciding whether to try it 

10 

0 

…makes no difference to me in 
deciding whether to try it 

The network a show 
comes from… 

DOES NETWORK BRAND INFLUENCE DECISIONS? 
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27% 

40% 

53% 

21% 

7% 

26% 

31% 

11% 

6% 

Makes no difference 

Basic Cable Network 

Broadcast Network 

Online Provider 

Premium Cable Network 

Broadcast networks are still the most likely to entice 
viewers to try out a new sitcom, with basic cable second 

Q6H:  For each type of show, tell us which 3 TV sources would make you most interested in trying out the show  

Which 3 brands would 
make you most 

interested in a new… 

Makes no difference 

% mentions of networks in 
this category 

Top mentioned brand in 
network category 

HALF HOUR COMEDY  
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25% 

46% 

41% 

24% 

22% 

19% 

22% 

19% 

19% 

Makes no difference 

Basic Cable Network 

Broadcast Network 

Online Provider 

Premium Cable Network 

But basic cable wins share-of-mind for dramas. And 
note that Netflix and HBO are on par as strong sources 

Q6H:  For each type of show, tell us which 3 TV sources would make you most interested in trying out the show  

Which 3 brands would 
make you most 

interested in a new… 

Makes no difference 

% mentions of networks in 
this category 

Top mentioned brand in 
network category 

HOUR LONG DRAMA 
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53% 

41% 

48% 

23% 

61% 

49% 

54% 

37% 

Half-Hour Comedy 

Hour Long Drama 

Competition Reality 

Other Reality 

In the end, we see broadcast networks slipping a bit 
since last year in all genres as a compelling brand 

Q6H:  For each type of show, tell us which 3 TV sources would make you most interested in trying out the show  

2014 vs. 2015 

2015 

2014 

% MENTIONED: BROADCAST NETWORK Which 3 brands would 
make you most 

interested in a new… 



44 

Half-Hour 
Comedy 

Hour 
Drama 

Competitive 
Reality 

Other 
Reality 

Live  
Sports 

1 

2 

3 

4 

5 

The top 5 most compelling sources in each genre, 
among viewers who watch that type of show: 
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Half-Hour 
Comedy 

Hour 
Drama 

Competitive 
Reality 

Other 
Reality 

Live  
Sports 

1 

2 

3 

4 

5 

Ranked 4th in 
drama, up from 

5th last year 

The top 5 most compelling sources in each genre, 
among viewers who watch that type of show: 
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Half-Hour 
Comedy 

Hour 
Drama 

Competitive 
Reality 

Other 
Reality 

Live  
Sports 

1 

2 

3 

4 

5 

Ranked 3rd in 
2015—up from 

7th in 2014 

The top 5 most compelling sources in each genre, 
among viewers who watch that type of show: 
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Conclusions 
The most important things to remember 
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Conclusions 

Today’s viewers—
especially online 
ones—have more 
interest in trying 
new shows 

And not only shows that they’ve already heard 
about.  A significant number of consumers now sit 
down to watch without a specific show in mind, 
but with the idea that among the volume of options 
there’s a new show to discover and enjoy. 

1 
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Conclusions 

Today’s viewers—
especially online 
ones—have more 
interest in trying 
new shows 

And not only shows that they’ve already heard 
about.  A significant number of consumers now sit 
down to watch without a specific show in mind, 
but with the idea that among the volume of options 
there’s a new show to discover and enjoy. 

But they’re much 
pickier about which 
shows they try 

Nearly all viewers say they spend more of their 
total TV time today watching shows they really 
like, and many viewers won’t even try a new show 
unless they’re sure they’ll like it.  With massive 
catalogs of content available a click away, being 
the “least objectionable” show on the dial is no 
longer compelling enough to win an audience. 

1 

2 
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Conclusions 

These factors have a 
growing impact on 
which shows and 
platforms gain the 
biggest audience 

Viewers want to utilize the volume of content 
that’s available. A majority say they are more 
likely to use TV platforms with the deepest 
catalogs to choose from.  And a growing number 
say that they choose platforms that make 
discovery of new shows easy. 

3 
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Conclusions 

These factors have a 
growing impact on 
which shows and 
platforms gain the 
biggest audience 

Viewers want to utilize the volume of content 
that’s available. A majority say they are more 
likely to use TV platforms with the deepest 
catalogs to choose from.  And a growing number 
say that they choose platforms that make 
discovery of new shows easy. 

3 

HOWEVER:  
DISCOVERY IS A PROBLEM 
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Conclusions 

The range of TV 
options has gone 
from “flush” to 
“overwhelming” 

The majority of viewers (51%) feel there are so 
many shows available that it’s hard to know where 
to begin.  And viewers continue to clamor for a 
universal listing that will make it easier to find 
shows across platforms (62%). 

4 
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Conclusions 

The range of TV 
options has gone 
from “flush” to 
“overwhelming” 

The majority of viewers (51%) feel there are so 
many shows available that it’s hard to know where 
to begin. And viewers continue to clamor for a 
universal listing that will make it easier to find 
shows across platforms (62%). 

Viewers have  
“app fatigue” 

People don’t use most of the TV apps they have 
available, or even the ones they’ve downloaded.  
They’re reluctant to add new apps unless they’re 
sure it’s one they’ll use.  And many prefer apps 
that aggregate shows from many sources over 
those dedicated to one network.  
The implication:  even well-designed network apps 
have higher barriers to overcome as a means of 
getting new shows discovered. 

4 

5 
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Conclusions 

6 

Tried and true 
network sources are 
not always 
considered the best 
bet for new shows 

When viewers think about the content sources they 
can rely on most for certain genres, basic cable 
and even online providers are often at the top of 
their list. The field of credible content providers 
has become more crowded, leading to both 
greater choice and greater difficulty deciding what 
to commit to 
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Conclusions 

Discovery is a key 
issue for some of the 
most important 
viewer segments 

An example: connected TV sets remove one of the 
last logistical barriers between online content and 
“mainstream” TV viewers.  These viewers are 
critically important, and many of their decisions 
are driven by TV discovery. 
•  They’re among the most likely to be on the lookout for 

new shows to watch 
•  ¾ say they need a universal listing to help them find 

new shows (up from two-thirds last year) 
•  More than half (54%) say it’s hard to know where to 

start looking for new shows—up from 45% last year 

7 

6 

Tried and true 
network sources are 
not necessarily the 
best bet for new 
shows 

When viewers think about the content sources they 
can rely on most for certain genres, basic cable 
and even online providers are often at the top of 
their list. The field of credible content providers 
has become more crowded, leading to both 
greater choice and greater difficulty deciding what 
to commit to 


