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SYNOPSIS

OTT video services across business models continually adapt their offerings and
experience to remain relevant in a fast-changing market. Consumer perception
affects both potential uptake and engagement/retention. This consumer-focused
report quantifies consumer usage and perception of OTT video services across
various business models, their libraries, and features.

ANALYST INSIGHT

“In 2022, the streaming market is maturing, though by no means settled. Expect
more acquisitions and bundles of smaller services to reach a larger audience
and continued experimentation with hybrid business models to capture market
share and expand their user and revenue bases.”

—Eric Sorensen, Sr. Contributing Analyst, Parks Associates
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DISCLAIMER

Parks Associates has made every reasonable effort to ensure that all information in this
report is correct. We assume no responsibility for any inadvertent errors.
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