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Video over broadband is nothing short of an industry 
revolution. Many operators around the globe are making 
significant investments to position themselves for success in 
this new space. But what are consumers saying?

Video over Internet: beginning to 
deliver on its promise
Video over the Internet has become an 
established part of viewing habits for most 
consumers, in most countries and across all 
age groups. Once seen as the preserve of the 
younger, forward looking and technologically 
savvy, we’re now seeing the platform mature 
as a mass media channel. 

However, as the platform matures it is 
starting to generate interesting questions, 
opportunities and challenges for providers 
(both broadcasters and cable/telco 
operators), content owners, consumer 
technology manufacturers and new Internet 
businesses looking to capitalize on the move 
from niche to mainstream. These issues 
revolve around the type of experience and 

services that consumers are looking for; 
the range of devices that they see as most 
suited to particular types of content; their 
willingness to pay for the quality of service 
they expect and the level of trust that they 
place in the different players trying to target 
this highly valuable space. Critically, the 
survey shows that while there is a strong 
appetite for Internet video, consumers are 
uncertain and sometimes confused about 
what is available to them from various 
providers. This indicates a clear need to 
communicate and explain new services more 
effectively in order to be seen as a trusted 
provider. And trust in this fast developing 
market is going to be an essential quality to 
secure competitive advantage.

While technology is a key component of 
creating relevant and appealing offers, it is by 
no means the sole criterion for success. Success 
will hinge more on the ability to anticipate, 
understand and satisfy consumer behavior, 
which is constantly evolving and shifting at 
an ever-faster pace driven by the seemingly 
unlimited possibilities of the IP world.

In this second edition of the Accenture survey 
of consumers’ use of video over Internet we 
have focused on understanding the consumers’ 
aspirations, perceptions and behavior in this 
dynamic and fast-developing world. The 
survey seeks both to monitor the evolution 
of consumer behavior, tastes and aspirations 
by repeating some questions from our prior 
year’s survey, and also to identify and test 
hypotheses of new behavior and aspirations 
with some new questions. 

Methodology
The survey was conducted 
as an online omnibus 
among 7,503 consumers 
between 24 February 
and 2 March 2012. The 
countries covered were 
Argentina, Brazil, France, 
Germany, Italy, Spain, the 
UK and the US. The field-
work survey is handled 
by an external agency on 
behalf of Accenture.
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points within reach of most consumers, the 
survey results suggest that there are still 
some gaps in consumers’ awareness. That 
may point to the need for manufacturers 
to work with service providers more closely 
in order to invest in further communication 
and education about the possibilities 
offered with connected TV sets. In addition, 
those messages would need to focus on 
the services that connected sets provide, 
rather than their technological features. 
That requirement could point to the need 
for working closely with service providers to 
tell a mutually beneficial marketing story, 
stressing the new world of services to which 
connected sets give access. 

Habit forming
As video over the Internet matures as a 
platform, the key question is no longer 
whether most people consume video over 
the Internet, but rather what, when and how 
they do it. 

While the PC remains the most frequently 
used device for accessing video content, 
there are marked differences emerging in 
the devices that consumers use for specific 
types of content and the frequency of viewing 
habits associated with each one. When 
consumers were asked how often they watch 
video content over the Internet on a variety 
of devices, it’s clear that television (whether 
connected or through a set-top box) is 
driving frequency and building loyalty among 
consumers. Mobile demonstrates more erratic 
consumption with tablets, though clearly 
at an early stage of adoption, also used less 
frequently than either TVs or PCs (see Figure 3).

And the different habits associated 
with various types of content also show 
some clear trends. Consumers are more 
than twice as likely to watch full-length 
content such as movies and TV series on a 
connected TV, than they are on their PC.  

The latest Accenture survey of Internet 
video consumption points to a number of 
key questions that the different players in 
the market would need to consider as they 
develop their strategies to capture their 
share in a fiercely competitive market.

Pulling in the crowds
A combination of increasing online 
audiences, adoption of new technology 
and high content availability explains the 
high rate of online video consumption in all 
countries included in this survey. Ninety-two 
percent of the total online population (see 
Figure 1) in countries covered by the survey 
watched online video on one or more of 
PCs, laptops, TVs, mobile handsets or tablets, 
confirming the strong and rising trend 
identified in last year’s survey, which showed 
77 percent watching video online. 

The survey results of the last two years 
highlight that the main question now for 
service providers is how to capture customer 
attention by offering the right video content, 
on the appropriate devices in packages that 
respond to consumer expectations in terms 
of cost and quality.

In an ideal world
Before looking at how consumers are 
consuming video over the Internet today, 
it’s worth examining what their mode of 
choice would be in an ideal world, in order 
to gauge the gap between their aspirations 
and reality. What the survey reveals is that 
there is a degree of confusion about what 
is possible today. The survey’s findings show 
that while a majority of users, if given free 
choice, would opt for a connected TV set to 
view video over the Internet, nearly a quarter 
claim not to know or are unsure about the 
options available to them (see Figure 2). 

As consumer electronics manufacturers 
continue to invest considerable marketing 
budgets in promoting connected TVs, making 
these widely available at a range of price 

Understanding what the customer wants in 
a market that represents nothing short of 
the future of the industry is essential. In a 
context where devices, networks and content 
are merging into a single unified experience, 
many different players will claim to be able 
to play a central role. Accordingly, we are 
seeing device manufacturers branching into 
content, traditional broadcasters investing in 
understanding devices and middleware, and 
new Internet players setting out to become a 
one-stop shop. But the future winners would 
be, above all, those who can build consumer 
trust, and that derives from the ability to 
propose and offer multi-device services that 
appeal to and meet consumer expectations.

This battle for consumer trust is moving to 
a new global stage. Media has traditionally 
been a very local industry, protected by 
local licenses and regulation to operate 
broadcast networks and with local content 
predominating. IP is breaking down these 
barriers so that what we see today is 
increasingly a competition between global 
and local, and that battle has particular 
relevance for broadcasters and ISPs as they 
seek to establish themselves as the trusted 
provider for a single market.

The growing acceptance of video over 
Internet as an alternative or complement 
to traditionally delivered TV does, however, 
come with some strings attached. There is 
a rising expectation of quality. That means 
substandard picture quality, constant 
buffering or long wait times for content to 
download are increasingly unacceptable. 
Too many adverts are also a turn off for 
consumers and they would prefer not to 
have to sit through commercials before 
getting to their content. However, the good 
news is that consumers don’t expect to get 
all that for nothing. They would pay—and 
in many cases could be persuaded to pay 
more—if the quality of the service they 
receive matches their expectations. 
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That trend is reversed when it comes to 
short clips and user-generated content. The 
more the content resembles what consumers 
expect to see on their traditional TV, the more 
likely they are to access that content more 
frequently (see Figure 4). 

Quality counts
Watching content over broadband on a TV 
screen raises a number of significant issues 
about the quality of the consumer experience. 
While there may be expectations of lower 
quality for content accessed through a laptop 
or a smartphone, users are not prepared to 
extend the same tolerance when it comes 
to watching content on the bigger screen. 
It has to be of a high quality in terms of the 
(HD) picture, the speed of loading and the 
ease of navigation. For OTT providers (and 
especially broadcasters) this finding highlights 
an important issue: Quality of service is easy 
to guarantee in the context of a proprietary 
network but considerably more difficult when 
the service runs through a CDN owned and 
managed by somebody else. Innovative services 
enabled by the broadband network cannot 
come at the expense of the quality of the 
picture and of the overall content fruition. (For 
a comprehensive study on CDN implications, 
please refer to Accenture’s Point of View 
“Differentiation in an Omniplatform Paradigm. 
Over-the-Top TV Content Distribution.”)

When consumers are asked what it is that 
most frustrates or concerns them they point 
first to advertising during the program, the 
time it takes them to download or buffer 
the content and the quality of the picture 
that they get. These concerns are, across 
all countries, seen consistently as far more 
important than the cost of the content or 
the connection that supplies it, the range of 
content, or the user interface look and feel 
that they use to navigate through content 
choices. And as TV connected in one way 
or another to Internet video becomes a 
more mainstream choice, the impact of 
quality will loom even larger. To compete 
with traditional broadcast content, Internet 
video has to provide an experience that 
can stand comparison on the larger screen. 
Consumers will not put up with a markedly 
inferior service—and as the novelty of video 
over Internet continues to wear off, it is 
anticipated that the insistence on the highest 
quality will grow (see Figure 5).

Figure 4. Proportion Who Watch Each Type of Video Over the Internet on 
Each Device
Of Respondents Who Watch Video on Each Device
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Figure 5. Frustrations/Concerns With Watching Video Content Over the Internet 
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Figure 7. How Viewers Pay to Access Video Content Over the Internet

Figure 6. Frustrations/Concerns With Watching Video Content Over the Internet 
By Age
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Sixty-nine percent of respondents say that 
they are prepared to pay a subscription for 
on-demand content with nearly half (49 
percent) saying that they would be prepared 
to pay between $5-$10 per month, and 10 
percent saying that they would pay more 
than $10 (see Figure 8).

And that finding is consistent with emerging 
models, offering an all-you-can-eat array 
of content for a fixed price. Again, country 
differences suggest the existing popularity 
of these models in the market as well as the 
requirement to pay a license fee, as in the 
UK. The take-up of subscription-based video 
on-demand suggests that broadcasters could 
use OTT to broaden their subscription base to 
those who do not already pay for traditional 
cable and satellite TV. By offering entry-level 
subscription packages to OTT-only customers 
(as Sky has plans to launch in the UK and 
Canal Plus has already in France) broadcasters 
could tap into the demand for their content 
and open up a whole new revenue stream.

So, having established that consumers are 
willing to pay, what would persuade them to 
pay more for their video over Internet services?

more likely than other age groups to say they 
are prepared to pay for the quality they want 
(see Figure 6). 

Consumers express far fewer concerns 
about the range and cost of content. And 
they appear to be relatively content with 
the presentation of their viewing choices 
and the ability to search for content. The 
unambiguous message from the survey is 
that quality trumps all other considerations. 

Free lunch off the menu
The good news is that consumers accept that 
they will need to pay for what they want. 
Expectations of free content that are often 
associated with the Internet do not seem to 
persist when it comes to quality video services. 
Forty-three percent of respondents are already 
paying for at least some of the video content 
they access over the Internet (see Figure 
7). Payment shows national variations, so 
naturally enough respondents from the UK, 
for example, are more likely to say that they 
already pay (in light of the mandatory national 
license fee) for the services that they receive 
from the BBC online.

Too many words from our sponsor?
The increased frustration consumers express 
about the volume of advertising interrupting 
or interfering with their content seems to 
point to the growing scale of the market 
and its reach. But there appears to be a 
point at which the trade-off between free 
content and frequency of commercials 
becomes unpalatable. Providers with largely 
ad-funded models will perhaps need to 
reflect on the sustainability of that strategy 
as consumers’ willingness to put up with 
interruptions and delays in exchange for free 
content diminishes.

The survey data shows that overall, 
advertising is seen as the number one 
frustration, and it is particularly strongly 
felt among the youngest age group (those 
between 18-24), with 65 percent of them 
saying that they are bothered by the amount 
of advertising accompanying the content 
they want to watch. The demographic 
breakdown shows that younger people 
are generally more frustrated with the 
quality they experience, showing a higher 
dissatisfaction across all categories. 
However, they compensate by also being 

Base: Total respondents who consume video over the Internet on any device AND are willing to pay for 
on-demand content
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Figure 9. What Would Encourage Viewers to Pay More
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Figure 10. Multitasking While Watching TV
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The answers correspond closely to the 
frustrations that many consumers give voice 
to about the services that they receive today. 
The two answers that raise the most interest 
are higher quality of video and fewer ads 
(see Figure 9). Consumers do not want more 
content as much as they would like access to 
newer and premium content. Only one fifth 
say they want access to services and content 
across multiple devices. So while that may 
still be a significant finding, it is not a decisive 
factor when compared to the stress placed on 
the quality of the services that they receive.

And that finding is particularly pronounced 
among younger consumers, who are more 
than twice as likely to say they would pay 
more for higher quality content than those at 
the other end of the age spectrum.

Multi-tasking: one screen does  
not fit all
One of the much discussed possibilities of 
Internet video is delivering a multi-screen 
experience that offers consumers a range 
of enriched content and complementary 
services across two or more devices. This 
year’s survey set out to test how ready 
consumers are for a multi-screen world. 

The results confirm that the majority 
of consumers do something else while 
watching TV. Two-thirds use a laptop or 
PC, and four out of 10 a mobile phone or 
smartphone. What people do when watching 
TV corresponds to demographic expectations, 
so 66 percent of people aged 18-24 will use 
a smartphone or mobile when watching TV, 
compared with less than one in five of those 
over 65 who report doing the same (see 
Figure 10 and Figure 11). 

The survey results for this year show an 
increase in the number of people engaged 
with another device when watching TV, 
and the increase points to the growing 
opportunity to deliver complementary services 
and content on connected devices that enrich 
the main viewing experience. On the other 
hand, there is a decline in the number of 
people reading traditional media (books and 
newspapers) while watching TV (from 31 
percent in 2011 to 28 percent in 2012).



Figure 11. Multitasking While Watching TV
By Age
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Base: Total respondents who consume video over the Internet on any device
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to a catalogue of recent content, and PVR 
capabilities as important attributes. The 
appeal of these functions as available over 
the Internet suggests growing consumer 
sophistication as they make use of cloud-
enabled video capabilities to replace the need 
for local hard drives in their own devices.

The availability of benefits such as apps and 
social networking through the TV finds far 
less traction.

What do consumers want most?
When asked to define the most important 
feature of a video over Internet service on 
their TV, consumers’ responses point to its use 
as a complement to, rather than a substitute 
for, traditional TV viewing. Some rate the 
ability to time shift and catch up, others the 
additional choice that video over Internet 
offers when there is nothing that they want 
to watch on traditional TV (see Figure 12). 
That is especially true when it comes to those 
who access video over Internet on their TV 
sets, citing the flexibility from video on-
demand, and in particular catch-up access 

Perhaps the technology that is most exciting 
the industry in this context is the tablet. 
Many media businesses are developing tablet-
specific apps that can build on that potential. 

However, despite the media excitement, 
the use of tablets remains at a fairly low 
level, but a key question is how their use 
may grow in the future. One of the major 
directions—and opportunities—is likely to be 
the complementary viewing experience. Rather 
than watching the same content on a tablet, 
its future use is likely to be as a second screen, 
providing information about content, offering 
additional information and interactivity. 
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Figure 12. Definition of Video Over the Internet Service on a TV
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available on TV, and they also want social 
networking, remote control functions and 
additional interactive services that enrich 
their TV viewing. OTT service providers should 
bear in mind that devices sharing one IP 
network in the home are increasingly likely 
to be used simultaneously. Providers who 
make the most of this development will 

Comparing consumers’ service preferences 
for a connected TV screen and a tablet 
reveals the development of some clear 
distinctions according to the device in use. 
By using new devices, consumers are seeking 
to add experiences rather than simply swap 
one for another. For example, 44 percent 
of tablet users want content that is not 

Figure 13. Most Important Service Features of Video Over Internet Service on TV Screen
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need to use analytics to develop a detailed 
understanding of the subtleties of this newly 
emerging consumer behavior. And with 
that they will be able to create innovative 
services that provide integrated and 
complementary experiences across devices. 
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Figure 14. Preferred Services From Video Provider on a Tablet
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the video Internet market, local players are 
by no means out of the picture, and in some 
markets such as France and the UK enjoy 
nearly half of the market (see Figure 15). 

In VoD we trust.  
But who do we trust more?
So what do all these consumer preferences 
add up to when it comes to choosing a 
trusted service provider? For the majority, it’s 

Local vs. global: room for all?
Another battle for consumers’ hearts and 
minds is being fought on a global scale. 
As Internet video breaks down national 
media barriers, a number of global players 
have emerged to dominate the Internet. 
The success of Google, YouTube and so on 
clearly demonstrates the global nature of 
the Internet. But while those players are 
commanding the lion’s share (64 percent) of 

either their telecoms or broadband provider or 
their traditional TV broadcaster. Start-ups and 
electronics manufacturers look to have far 
lower levels of approval so far (see Figure 16). 

When the results are examined across 
different countries, the results show some 
clear splits reflecting the competitive 
landscape that exists in those countries 
today. So, for example, the UK shows a 
sizable majority preferring the services of 
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Figure 18. Preferred Provider of a Video Over the Internet Service
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very much in the mix, there is clearly 
much to play for and all would-be market 
participants will need to continue to refine 
their offers and go-to-market strategies 
around a close and constantly refreshed 
understanding of what consumers prefer 
and, critically, how those preferences are put 
into practice.

people demonstrate greater trust in 
traditional providers, whether broadband 
or broadcaster, with younger people twice 
as likely to suggest they would trust 
a TV manufacturer or gaming console 
manufacturer than the average response 
across all age groups (see Figure 18). With 
territorial and demographic considerations 

the traditional broadcaster, while European 
countries such as France and Spain show a 
clear preference for telecom providers (see 
Figure 17). 

When looked at by demographics, there are 
some interesting generational differences, 
reflecting some clear preferences. Older 
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Conclusion: under starter’s orderss
 
Telcos and cable providers are currently more likely to be 
seen by consumers as a trusted provider for Internet video 
services. This status offers them the potential to become the 
mainstream distribution networks in the future, opening 
up considerable possibilities to conceive, design and launch 
innovative convergent services across devices that provide a 
new, compelling consumer experience.

The survey also shows that the older 
generations favor broadcasters. Some of 
the latest developments (YouView in the 
UK, Mediaset Premium Play in Italy, Sky 
Go in the UK, Germany and Italy; and 
Canal Plus in France) are clear signs that 
broadcasters understand the importance 
of broadband in their strategies and 
are pushing ahead at maximum speed 
to occupy this space. (Please refer to 
Accenture’s Point of View “TV is All Around 
You, Bringing TV to Life Issue III.”)

Demand for those services looks set to 
grow strongly as consumers have already 
embraced new services with enthusiasm. 
They are excited about this new world 

of possibilities, although that eager 
expectation is tempered with some doubts 
and confusion about which devices will 
allow them—or are best placed to enable 
them—to engage in this new space.

The consumer is also prepared to pay. But 
that willingness is likely to be conditional on 
having access to specific services on each 
distinct device that will contribute to their 
overall video experience. Consumers will not, 
however, compromise on quality. Innovation, 
for its own sake, is unlikely to capture their 
commitment if providers fail to pay close 
attention to the quality of the viewing 
experience expected for each device—and 
that is particularly relevant for TV. 

Internet video is expanding consumer 
horizons. They are ready to commit to 
international brands and today show an 
inclination to prefer telecom businesses to 
act as their trusted provider. However, this 
is a space in which change happens very 
fast. If consumers do not perceive that their 
needs are understood and met, they are 
likely to transfer their allegiance rapidly. In 
the Internet video space everything remains 
up for grabs. 
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