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COVID-19 IS DRIVING SVOD PRIMACY IN THE TV LANDSCAPE1 

THE WALLS BETWEEN TV AND YOUTUBE ARE COMING DOWN2

PRE-CRISIS, DTC MOVIE RELEASES WERE RARE: THE CRISIS WILL CHANGE THE MATH3
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The raw, authentic feel of content produced “from home” during COVID-19 
is resonating with consumers. Most people in the 18-49 core advertising 
demo want those production styles to be sustained post-crisis. 

CONSIDER:
§ How can pay TV and networks innovate and market themselves more effectively to stem declines?
§ What strategies can pay TV enact to build their resilience among existing customers?
§ What marketing messages will resonate with consumers to reinforce the unique value proposition of pay TV as consumers evaluate their platform choices? 

INSIGHTS FOR THE WEEK OF MAY 4, 2020

[ THE CONSUMER IMPACT OF COVID-19 ]

Only half of all frequent moviegoers said they would be very likely to attend 
even one of 10 major titles if released this summer. And that assumed some 
basic protections were in place like limited capacity, masked employees, and 
frequent cleaning.

DESIRED FUTURE OF TV SHOWS PRESENTED FROM HOME
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CONSIDER: 
§ Is the content that younger demos desire 

blurring the line between the highly 
produced content available on traditional 
platforms and high-quality amateur 
content distributed on YouTube?

§ How will the forced innovation of 
production during Covid-19 bring lasting 
change to content production?

§ How will “home-made” content 
production values be sustained to retain 
younger audiences post crisis? 

§ What kind of formats and talent will be 
best suited to thrive in this new TV 
content evolution? And what does this 
tell us about the ads best suited to 
accompany this new content? 

As widely reported, churn among cable subscribers spiked 
in Q1. This is compounded by an almost 50% reduction in the 
number of people who are likely to sign up for pay TV in the 
next month. And yet MVPDs still have unique value 
compelling to many consumers. Is MVPD marketing and 
innovation where it needs to be?

A net 5% of pay TV subscribers expect to reduce or cancel 
their pay TV service when faced with a lack of new content, 
but a net 11% of SVOD subs expect to add SVOD services 
when faced with this predicament. 

TV SERVICES NET MORE/LESS VALUABLE 
VS. PRE-CRISIS 
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LIKELY (4+5) TO ADD PAY TV IN NEXT MONTH
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EXPECTED ACTION 
IF LESS NEW CONTENT IS AIRED

(among customers of each)

Video consumption is way up since the 
beginning of the Covid-19 crisis. But not all 
video services have seen commensurate 
increases in perceived value. The winner 
right now? SVODs.

CONSIDER:
§ Consumer reluctance to go back to movie theaters 

should cause studios to rethink the distribution model.
§ With release and viewing parties now becoming 

common, is the new premiere venue the home?
§ Where do consumers see value in a prospective new 

release pattern? How might monetization change to 
benefit the studios and distributors?

We will be exploring these issues in future research 
and sharing insights and perspectives in the coming weeks. 

Stay tuned at Magid.com. 

Nobody takes your business away; you give it away. — Frank Magid

COVID-19 is accelerating SVOD gains. MVPDs have value levers to pull to remain competitive with SVODs. They must act now.

MVPDs MUST MARKET THEIR USPs LEST THEY 
LOSE THE BATTLE FOR SUBS

THE TOP SVODs ARE OUTPACING PAY TV 
IN VALUE GAIN AMONG CUSTOMERS

LACK OF ORIGINAL CONTENT IS A BIGGER TRIGGER 
TO CHURN FOR PAY TV THAN STREAMING

Is pay TV effectively conveying the 
unique value of its content?

SVOD

PAY TV


