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Where are we getting
this information from?

The detailed viewing data for this

report has been pulled directly from
https://www.digital-i.com/services/analytics/ Digital-i's coveted SVOD Analysis
software SoDA.



https://www.digital-i.com/services/analytics/
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In 2019 , we launched SoDA, our research tool designed to allow for detailed analysis of viewing to content on ~ o.cC
SVOD platforms . The accuracy, granularity and novelty of this viewing data has begun to answer the same questions Data Def|n|t|ons
about Netflix as BARBdata does about TV, and has been received with great interest.

Heavy, Medium and Light groups based on
Ever since, we have been experimenting with ways to add features onto our platform that enable even more detailed 1/3 of sample, based on ranking each
cuts of the data and, ultimately, provide a deeper level of insight from the platform . This year, we released a household on total streams across Jan aJune
function that opens the door on viewing behaviour segmentation for advanced SoDA users, be it to particular ‘ 2020.

programmes or genres, or by the amount a segment of households views. The possibilities for key strategic insight are
endless. Time spent estimates based on the
: estimation that each stream is an average of
\ In this report, we have used this functionality to produce a heavy/medium/light (HML) viewer analysis on the UK Netflix 33.25 mins. (based on data modelling using
\ subscriber base in the first half of 2020, including the lockdown period . In this report we dive into the detail of HML BARB nor-linear data).
Netflix households, to see what look like, how much they view and what particular content brings them into the
platform . All data reported at household level, no

duplication of streaming for viewers per

Understanding the difference between these types of viewers has always been a very important element of TV VI

research, perhaps even more so in a world where SVOD continues to take viewing away from linear TV. Netflix originals based on any content

Subscriptions are now a major revenue driver in the industry, so keeping subscribers hooked into a service and using it zAfkzzki A« Al i~2sqgs|tzi
often can be the key to maintaining this revenue. Equally, appealing to the less heavy SVOD viewer can be the best way (including content exclusive to Netflix in the

to drive subscriber increases and increase market share. Netflix are the leading SVOD service in the world, and being UK).

able to break their subscription base down in this way is a vital tool when it comes to understanding how they
develop loyalty among viewers aswell as continuing to grow subscription levels worldwide

In the first section of this report, we provide an overview of some key facts about the viewing of HML households on
Netflix in general and move on to discussing the make up of these households. In section two, we investigate the
different types of content that appeal to these groups, this includes a more in depth look at the differences between
heavy and light households .
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Netflix HML The heaviest 33% of households (HH) ool TorSteams @

Analysis contribute more than 2/3 of all streams
Key Facts on Netflix, the lightest only 8% of
Streams. e
® Medium
Light
Ave Streams Per Day, Per Household @ Heavy HH have been
verr averaging more han
| 5 streams per day.
Medium _ 1.8
. " This equates to an
) | estimated 2.9 hours of _ _
Vs Only 24% of light HH watch Netflix every day.
g per day. )
Half of medium HH and over % of heavy HH
Ave Time Per Day, Per Household Medium HH are |Og on every day

spending an hour per
day on Netflix whilst
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|Ight HH Spend Ave Daily Reach % @
approximately 20 e
mins per day.

This means that approximately 20% of all households in the UK are spending an average of just N —
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HML split by Household Characteristic @
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46% m No Kids, No 16-34's
No Kids with 16-34's
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11% m Both Kids and 16-34's
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Heavy Light

HML split by Household Size
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Household Information

Light Netflix HH tend to have a smaller
household size than the other segments (1 -3
people). A relatively small proportion of them
have kids and 46% are made up of people aged
35+.

The medium group has the largest proportion of
HH that contain people aged 16 -34 and do not
live with kids (47%), of these medium viewer
households with young people, only 25% of
them also have kids.

The heavy viewer group has the highest
proportion of HH with kids (38%0), and also the
highest proportion of large HH (4 people +).
There are relatively few heavy HH that only
contain people aged 35+.






