STATE OF
OTT REPORT 2022
4 out of 5 American consumers now watch streaming
TV. Resonate data is tracking what that means for
networks, advertisers, and the future.
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INTRODUCTION:
OTT GROWTH CONTINUES IN 2022
Back in 2021, we wondered if 2020’s banner year for streaming was a fluke. Perhaps a blip in the data due
to consumers stuck at home quarantining months on end. But OTT’s skyrocketing growth shows no signs
of slowing down. Looking ahead, OTT services are expected to grow 26% this year.1 Consider that 80% of
consumers are already watching streaming TV. That means 85% of all consumers will tune in to a streaming
service by the end of 2022.
Streaming is no longer the future. The future is now.
Additionally, OTT revenue is predicted to double by 2025.² You need to get to know these viewers and fast.
You need to understand who they are, what they watch, when they watch, and why they watch. You need
to understand the values that drive them and the purchasing patterns that predict their behavior. You need
to have 360-degree, proprietary, real-time data that lets you meet them with the right message on the right
channel at the right time.
You need the Resonate Ignite Platform.

In this State of OTT report, you’ll meet two key streaming audiences and learn the three trends
that will drive OTT revenue and industry growth in 2022.
• Learn why bundling could be the future of streaming, especially as new players show up on the
scene every day
• See how CTV Insights are determining how networks can target consumers with effective and
interactive content
• Learn how you can provide advertisers with data that knowstheir customers better than they do

REQUEST DEMO

1. 'Research: OTT Services Expect to Grow 26% by End of 2022,' Streaming Media, October 4, 2021. https://www.
streamingmedia.com/Articles/News/Online-Video-News/Research-OTT-Services-Expect-to-Grow-26-by-Endof-2022-149345.aspx.

2. Lukovitz, Karlene. 'OTT Revenue Now Projected To Double By 2025,' Digital News Daily, May 18, 2020.
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VIEWERS
COMPARE ON-DEMAND AND LIVE STREAMING VIEWERS
The streaming viewers binge-watching Emily in Paris aren’t necessarily the same as those who are tuning in
to This is Us every week. In the Resonate Ignite Platform, we can compare the two audiences to see where
there are similarities and differences in their demographics and behaviors to help you make decisions
around advertising, content distribution, and more.

ON-DEMAND STREAMING VIEWERS

LIVE STREAMING VIEWERS
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ON-DEMAND

MORE LIKELY TO SUBSCRIBE TO

STREAMING

MORE LIKELY TO SUBSCRIBE TO

JUST OVER HALF OF BOTH GROUPS BINGE WATCH TV OFTEN OR ALWAYS.

THESE VIEWERS VALUE

CREATIVITY

EXCITEMENT

ENJOYING LIFE’S
PLEASURES

THESE VIEWERS VALUE

CREATIVITY

ACHIEVEMENT

AUTHORITY

On-Demand Streaming viewers are more likely
to have discretionary income over $100,000

VIEWING PREFERENCES
On-demand streaming viewers are most likely

Live streaming viewers are most likely to say they

to say they wanted to watch entire seasons of

wanted a better selection of shows and wanted

shows, which translates to an opportunity for

to save money, opening doors for additional ad

yield optimization with gated content

revenue on ad-supported content

Want to read more about streaming-specific audiences? Check out these blog posts
exploring Disney+ viewers and Paramount Viewers.
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TREND ONE

BUNDLING

NETWORK PARTNERSHIPS ARE THE FUTURE
For those of you who cut the cord long ago, remember how expensive cable was? You got hundreds of
channels...and paid hundreds of dollars.
Some consumers are beginning to feel like all of their subscriptions are adding up to the same amount they
were paying in cable. They can’t watch The Marvelous Mrs. Maisel on the same network that offers them
And It’s Just Like That, and if they want to stream March Madness, they need to throw live streaming into
the mix. At what point are their favorite shows pulling them into too many directions?
The time may already be here and consumers are looking for ways to bundle their streaming subscriptions.
Right now, we’re seeing Verizon Unlimited offer free Disney+, Hulu, and ESPN+, T-Mobile is offering Netflix,
and AT&T Unlimited is offering HBO Max. But what about network bundles?

Looking at Netflix Viewers, over half also have Amazon
Prime, Hulu, and Disney+ subscriptions.
This means there are opportunities for streaming services to band together and offer consumers access to
multiple networks. That also means they need to find where their audiences overlap and which network
partnerships make sense — without cannibalizing their own content.
Here’s a quick example. Peacock’s viewers skew younger, lower income, and 71% watch TV on a SmartTV.
They love enjoyable, unique products, and they value creativity. Meanwhile, Amazon Prime Video’s audience
is older, higher income, and prefers durable, rewarding products, while valuing acquiring wealth and
influence. That bundle wouldn’t be a match made in
prime-time heaven.
Netflix and Disney+, however, may have more in
common. Both capture a large segment of the
Millennial and Gen X populations. Their audiences
watch on SmartTVs and mobile phones. They look
for family-friendly products, yet they crave a life full
of excitement. These two audiences could align —
as long as both networks see an opportunity for
collaboration, not competition.
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TREND TWO

CTV

IP ADDRESSES ARE CURRENCY
Take a quick look around your home. How many CTV devices do you have? If you’re like 80% of Americans,
there’s likely at least one within eyesight.³ And that’s great news for advertisers.
Media publishers and networks have access to IP addresses and those IP addresses are connected to
Resonate. Using those IP addresses, Resonate is able to describe the audience to advertisers in a targeted
way that helps win more advertising revenue and make better decisions internally when it comes to
marketing, content, and strategy, which provides targeted intel on who’s consuming content on which
channel. IP addresses are worth serious money in the CTV space because the ability to deliver the right ad
to the right consumer on the right channel isn’t taken lightly in an era of increasing privacy.
And Resonate is forging ahead at the forefront of CTV insights by using IP addresses to unlock an
unprecedented level of insights into CTV audiences in a privacy-safe, cookieless environment. These IP
addresses uncover and understand the characteristics and motivations of today's cord-cutters at the
household level, turning anonymous viewers into compelling audience segments for advertisers.
What CTV devices are OTT viewers using?

ON-DEMAND STREAMING
VIEWERS

LIVE STREAMING
VIEWERS

CTV is advertisers’ key to tapping into the revenue
they once saw on linear TV — revenue they may have
written off as ad-free streaming gained traction
3. Boyle, Alyssa, 'The Future Of CTV: Identity, Engagement And AVOD,' adexchanger, January 4, 2022. https://www.adexchanger.com/digital-tv/the-future-of-ctv-identity-engagement-and-avod/.
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TREND THREE

AVOD

A GOLDEN OPPORTUNITY FOR TARGETING
Despite the growth in streaming subscriptions, there will always be a need for free options. For anyone
who remembers flicking on a TV and only having the choice of 4, 6, 8, or 12, Advertising Video On-Demand
(AVOD) is the equivalent of a basic cable package — except with a world of options.
And as more shows become available in some form on the AVOD versions of Premium channels,
advertisers will face a myriad of choices. The same money that once went into prime-time basic cable
commercials will begin to pour into AVOD advertising, except with targeting on an individual level and the
ability to optimize in real-time.
AVOD dollars in North America could reach 32.6 billion in the next 4 years.4
Imagine the possibilities if you had Resonate’s data to power your advertisers’ AVOD decisions. You know
what they’re watching and when they’re watching it — plus you know their behaviors, their motivations,
and their drivers. You know who you’re reaching and why — and you won’t waste money on consumers
who aren’t the target audience.

4. 'Trends Shaping OTT: 2022 and Beyond,' Axiom. https://www.axinom.com/article/ott-industry-trends.
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CONCLUSION
KEY TAKEAWAYS FOR OTT MARKETERS
How can marketers adapt and continue to capitalize on OTT growth? This year provides the opportunity for
networks to blast off ahead of the curve — if they’re prepared with the data and insights necessary to take
advantage of the opportunity.

STAY UP-TO-DATE ON CONTINUOUS SHIFTS
Networks need to stay up-to-date on the continuous shifts within the streaming world. As viewers rack up
the subscriptions, consumption will continue to rise — but savvy consumers will look for opportunities to
bundle and save money. Resonate’s fresh, relevant audience data at the individual level is the only way to
stay competitive in an increasingly saturated market.

MAXIMIZE AUDIENCE VALUE
Marketers must understand audience shifts and recognize that reaching these consumers will require
actionable, real-time audience intelligence. Resonate’s 360-degree, holistic data gets at the granular
nuances and dynamic insights that can help advertisers maximize audience value and increase market
share and retention, while also helping networks make distribution decisions to tell the right story to the
right audience in the right way.

TRACK AUDIENCE VIEWING HABITS NOW
With more consumers at home, how will that affect viewing habits? Are they more likely to flip on the TV
rather than watch on their phone? Resonate provides the real-time insights that allow media companies to
meet their viewers where they are consuming content now, whether that is traditional TV, CTV, streaming
devices, mobile devices, and more.

AS CHANGE ACCELERATES, ARE YOU PREPARED TO KEEP UP?
As we move into 2022, these changes will accelerate even faster. Viewers will be facing even more choices
in the streaming space, and in-home viewing behaviors will continue to shift in the months and year ahead.
With Resonate, OTT marketers can:
• Access robust data connected to CTV viewers who watch a specific show or use a particular device
• Analyze their audiences against 14,000 insights and 230 million connected profiles
• Better monetize audiences by proving their unique value to advertising partners
OTT services can’t afford to make marketing, product, and advertising decisions based on 2020-2021
insights. Resonate’s real-time, granular audience intelligence is the way forward — are you with us?

GET STARTED
ABOUT RESONATE
Resonate is a pioneer in A.I.-driven consumer data and intelligence, delivering deep, dynamic insights, activation, and analysis in an easy-to-use SaaS
platform. The Resonate proprietary, privacy-safe data set includes more than 13,000 fresh, relevant data points that describe more than 200 million
individual U.S. consumers. Hundreds of companies use Resonate to drive better marketing strategy and execution fueled by a better, more comprehensive
understanding of their customers and prospects that extends beyond traditional demographics, psychographics, and behavioral data to uncover why
consumers choose, buy, or support certain brands, products, or causes. Empowered with unparalleled technology to drive insight into action, leading
brands, agencies, and organizations use Resonate to identify, engage, and analyze these audiences, driving growth and increasing customer lifetime value.
Headquartered in Reston, Virginia, Resonate is privately held and backed by Argentum Capital Partners, Revolution Growth, Greycroft Partners and iNovia
Capital. For more information, please visit www.resonate.com.
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