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SYNOPSIS

Video Consumption Trends: Content and Platforms analyzes trends in consumption
by platform (TV, SMP, computer, smartphone, tablet, and gaming console), source
(linear TV, physical media, OTT video, etc.), and content access by source. It
segments consumers based on their consumption habits and identifies how their
video viewing habits have been changing over time.

ANALYST INSIGHT

“Cell phones are increasing their importance as viewing platforms, OTT
subscriptions are increasing their dominance over legacy subscriptions, and age
and geography cause different content and platform choices. However, all of this
is happening in a changed marketplace due to inflation, world uncertainty,
continued political polarization, and more.”

—John Barrett, Director, Consumer Analytics, 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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