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Faced with the subscription
offerings of the streaming
platforms, is there a ‘Subscription =;
Fatigue’ from consumers?
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Hello, I'm Pierre

This morning, | woke up at 7.30am!

My Daily routine is highly loaded and

fragmented, Weekdays and weekends!




Watching TV remains my 1st activity

As for all my children counterparts around the world, after school and eating of course!

Share of kids watching TV — France — December 2019 - Kids 4to 11
Base: 100% of the kids watching TV

74% Monday Tuesday Wednesday Thursday Friday Saturday  Sunday
(o]
8h 4% 4% 7% 4% 3% 8% 8%
Of the French kids aged 41011 watch TV at least 9h 5% 5% 12% 5% 5% 15% 15%
once a week. 10h 9% 7% 15% 8% 8% 18% 20%
11h 9% 9% 16% 9% 9% 22% 22%
10h54min 12h 4% 3% 6% 5% 5% 7% 7%
. S 13h 8% 7% 11% 7% 7% 11% 12%
Is their total average watching time each week.
14h 6% 5% 10% 5% 6% 12% 13%
they spend between Th5Tmin (Mondays, Tuesday,
15h 4% 5% 11% 5% 5% 10% 11%
Thursdays, Fridays) to 2h22min (Saturdays, 16h co 6% 10% 20 6% 1% 159
Sundays). 17h 16% 15% 15% 13% 14% 16% 17%
18h 18% 17% 17% 18% 18% 19% 20%
th
1/5 19h 13% 13% 12% 13% 13% 13% 12%
At best of the French kids aged 4 to 11 watch TV 20h 18% 18% 19% 19% 19% 19% 17%
at the same time. 21h 12% 12% 12% 12% 16% 19% 12%

Source: The Kid Consumer, by Kidz Global, December 2019 KIDZ GLOBAL @ @
N=1,252 kids 4-11 — Mothers answered for kids 4-6



While | favor Gulli ...

And to a lower extent Disney Channel

Favorite TV Channels — France — December 2019 - Kids 4to 11
Base: 100% of the kids watching TV
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Gulli Disney  Nickelodeon Tfou Boomerang Disney Jr Cartoon Canal J Tiji Télétoon Boing

Channel Network

Source: The Kid Consumer, by Kidz Global, December 2019 KIDZ GLOBAL @ @
N=1,252 kids 4-11 — Mothers answered for kids 4-6



... | also love VoD and YouTube!

Ways to Watch Television, Occasionally to Always — France — December 2019 - Kids 4to 11

Base: 100% of the kids watching TV

96%
73% 73%
%
45 40% 39%
Live Replayon TV - TV YouTube - TV Replay on the Internet — Replayon TV —You Video On Demand on TV
offered programmes TV programmes recorded - Buying

Source: The Kid Consumer, by Kidz Global, December 2019
N=1,252 kids 4-11 — Mothers answered for kids 4-6

KIDZ GLOBAL @ @



With the overwhelmed offerings in the streaming space, will

there be a ‘Subscription Fatigue' from consumers?

KIDZ GLOBAL @ @



Agenda

Today’s Presentation!

About the research
A fierce and intense competition
With plethora of offerings comes fatigue

How to act in such environment



About the research
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Desk Research

Consulting firms

Activate Technology & Media Outlook 2020,

Deloitte Digital media trends survey, 13th edition

Market Research firms

Leichtman Research Group, Do The Right Film,
Parrot Analytics, Kidz Global (intro).

Prepared by

Alexis Daigremont, Philippe Guinaudeau, Isabelle
Hull.



Comprehend the landscape

The Video on Demand Market is segmented through dozens of platforms in France!
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These also can be segmented by:

« Business model:

 Transactional Video on Demand (TVOD)),

CANAL CANAL+ « Subscription Video on Demand (SVOD),
SERIESS « Advertising Video on Demand (AVOD)),
——_e « Content:
« Pay-TV VOD,

 Over-the-top (OTT),

« Internet Protocol Television (IPTV))

Application: Media & Entertainment, Education & Training, Health

Social Creator- & Fitness, Live Events, and Sports

Network driven

viewing Short Form viewing
Low Production Value

Inspired from Activate analysis KIDZ GLOBAL @ @

And by geography



YouTube is the first source used by kids for
watching video content

What The Consumer Wants

They want to choose their programme, when they

want, where they want.

What YouTube Does Well for Kids

Content uploaded by traditional media companies
vs. content from non-traditional media companies.
Kids Entertainment represents 17% of the genres
watched (vs. 24%for Music & Dance, and 20% for
Entertainment.

What Netflix Does Well

amazon iy

=] prime video

Large library full of kids' content, made of a mix

between licensed and original. 2 YouTube

Source: BrandTrends, by Kidz Global, December 2019 KIDZ GLOBAL @ @
N=1,360 kids 4-11 — Mothers answered for kids 0-6



A fierce and intense
competition!




Streaming Access In France

Pénétration des différents modes dacces pour regarder des films ou des séries TV

AUprS de fensemble des frangais Selon |’é‘:ge Bl s5anset+ [J40-542ns [ 25-39ans [l 15-24ans ET_I
e 89% 96%
e @ Streaming
e —
60% 67%
. ‘D Almost half of the
French viewers access
17% 5% 75% SVoD and are more
OQ popular with younger

. viewers

AUTRES 12% 61% S&l
R @ 0 6 @
= 26% 3% Lockdown
30% PAYANTES € @ Q
p— 2/3 of the SVoD users
10% increased their
21% @ VOD transactionnelle ® O @ consumption during
lockdown
0% 10% 20% 30% 40% S0% 60% 70% 80% 90% 100%
, DO
Base : Ensemble des répondants (1.050 rep) THE

Question : Depuis le début de cette période de confinement. & quelle fréquence utilisez-vous ces différents modes d’accés pour regarder des films ou des séries TV ? R'GH! KIDZ GLOBAL @ @



Source : Harris Interactive et Vertigo - Internautes 15 ans et plus

Netflix crushes the competition

In this very competitive market, Netflix dominates. It's simple: over half of French SVoD users subscribe to the service

Classement des plateformes de vidéo a la demande en septembre 2019 (% d'utilisateurs)
Netflix 56;'6‘&10&1'941"8' -4
Amazon Prime Video [ N 218 46,0 pts ‘
canal+ séries [N 20,7
orange [N 195
wytrivor [ 16,7
canalplay voo [ 14,4
arte [N 14,2
itunes [ 11,2
Google Play [N 10,1
skrplay/zive | ©,3
sFrclubvidéo [N 3,5
Films&documentaires.com [ 8,2
ADN Anime Digital Network [N 7.9
Cinéma[s] @ la demande [ 7.5
France TvPluzzvaD [ 7,2
Troumvax [ 6.4
Lacinetek [N 5.9
FimoTv M 5.6
iminéo [ 5,5
Gulivax I 5,2

0,0 10,0 20,0 30,0 40,0 50,0 60,0 70,0

Offers the most extensive library: 3,867
contents (films, series, documentaries)
and unlimited

Amazon Prime Video: 3,247
films, documentaries and series

Canal+ Series: 150 series

Orange: 587 films and series

Base : internautes déclarant avoir payé pour visionner des films de cinéma ou des programmes TV en VabD.
Méthodologie : chaque mois 1 000 internautes agés de 15 ans et plus sont interrogés sur leur pratique en matiére de VaD.

- plateformes étrangéres.

CNC - Direction des études, des statistiques et de la prospective - septembre 2019 Source JustWatch - 2020 KIDZ GLOBAL @ @



And new streaming platforms keep coming.
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Apple TV+ Disney+

And some others very soon (HBO Max, Peacock...)!

Notes:

* HBO Max is the streaming service of AT&T’s WarnerMedia @ @
* Peacock is the streaming service of Comcast’s NBCUniversal KIDZ GLOBAL @



Fortunately, Disney + owns a solid catalog

Bringing together :

Disney

Pixar

Marvel

Lucas Films

National Geographic

Fox (The Simpsons)

803 films, documentaries
and series

Source JustWatch - 2020

The launch of Disney+
results in the deletion of its
content from other
competing platforms (such
as Netflix and Amazon).

Parrot Analytics has found
that the share of demand
for Disney+ is up 7.5% in

France since March 11,
when the World Health

Organization declared the

Coronavirus a global
pandemic.

KIDZ GLOBAL @ @



Exponential push of additional paid video
services per user

NUMBER OF PAID VIDEO STREAMING SERVICES PER USER,

U.S., 2016-2019, % SUBSCRIBERS

&%
A ol 72 3 .
subscriptions | 1.6 | (+15%) | 1.8 | (#16%) | 2.1 | (+21%) | 2.6 %,2:;5 The majority of US Homes
Per User. — S—— ——fp
Have a Video Streaming
3+ Services )
Service (74%) and 76% pay for
We forecast more than one.
2 Services that the average
streaming
' subscriber will have
4' 9 Digital video counts for 36% of
services by
, 2023 the viewing time of adult
1 Service
Americans, increasing over

traditional television.

2016 2017 2018 2019

Sources: Activate analysis, Activate 2016 Consumer Tech & Media Research Study (n = 4,000), Activate 2017
: Consumer Tech & Media Research Study (n = 4,047), Activate 2018 Consumer Tech & Media Research Study
aCtlvate (n = 4,000), Activate 2019 Consumer Tech & Media Research Study (n = 4,006), Digital TV Research, Hulu,
; : KIDZ GLOBAL (€D
consulting Netflix
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With plethora of
offerings comes fatigue!




Where this gets complicated

Consumers subscribe to multiple services to get the content they want (and this is only video!)

PAID VIDEO SUBSCRIPTIONS PER USER BY SUBSCRIBER SEGMENT, U.S., 2019, AVERAGE NUMBER SUBSCRIPTIONS
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Our topic today

MVPD + VIRTUAL PAY TV ! just got i

MVPD
SUBSCRIBERS

extended!!!

MVPD + SVOD

MVPD + VIRTUAL PAY TV + SVOD

activate
consulting Sources: Activate analysis, Activate 2019 Consumer Tech & Media Research Study (n = 4,006) KIDZ GLOBAL @ @



Top consumer frustrations with streaming
services

57%
Shows they like

“disappear” from
streaming services

47%
Need multiple

subscriptions to watch
what they want

Source: Digital media trends survey, 13th edition. Source: Digital media trends survey, 13th edition.

KIDZ GLOBAL @ @



o of consumers give up If they can't find
o what they want to watch in a few

minutes.

Source: Deloitte’s Digital media trends survey, 13th edition.



Costs Are Startmg to Welgh on Consumers Mmds

Lot users in the U UK who say thay find subscription seevices frustrting for the following ressorn

It's getting to be expensive to pay for multiple services

My favorite content can get taken down from services | pay for

The content | want to watch is spread across different services

The maximum number of devices | can use these is too limiting

The choice of content is overwhelming

I find it hard to remember all my passwords/login details

They don't have the content | want to watch

| don't feel like | own the content

It's hard to find content relevant to me

It's hard to remember how many/which ones | pay for
(to watch what they want)

Source: Glot

Consumers are increasingly

frustrated by the:

Consumers want choice but
only up to a point

KIDZ GLOBAL @ @



Fatigue is about S

Amazing place to write a brief about this slide!

.

The industry embraced Auto Pay

Basically, the process allows a recurring credit

card payment unless the consumer cancels.

.

Cancellation is often a hassle, and inertia helps

keep subscribers in the fold

AutoPay

Now CC and Banks offer Apps

Track the recurring payments and invite their

members to drop some.

There eve are now third-party services like Truebill

to help identifying unwanted subscriptions

A

@ Truebill
KIDZ GLOBAL @@



Threats

Unsatisfaction vs. the initial promise to access their

favorite content.

Cuts in expenses vs. limited used services, supported
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by financial tools.
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Consumer will consider content as items in a menu
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they pick in. And they will create their own bundles.

Consumers could be willing to engage with services

2\

that are supported by ads rather than subscriptions.

The entrance/development of other industry
distributors (such as Apple TV+) is a threats on

revenues
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How to act in such
environment?




Streaming services will need to partner with
distributors for subscriber acquisition

SUBSCRIBER ACQUISITION SOURCE BY STREAMING SERVICE', U.S., 2019, % SUBSCRIBERS

——

NETFLIX h Ul U hu | U ® CBS prime vigeo OCBS HBO® \OW :m.w'm[ STARZ

Amazon Prime — e ~ L, 1 1% 1%
i hBugdled w/ e
ther Services : 1%
Conpecled Device — 1% 10%
(Roku. Game Console
Smart TV 11% .
App Store Distribution
partners
App Store 17% |_taking
revenue
share
Streaming
Service
Website

. 1. Figures do not sum to 100% because of rounding
aCtlvate 2. “Other” includes both respondents who reported “other” and “not sure”
consulting Sources: Activate analysis, Activate 2019 Consumer Tech & Media Research Study (n = 4,006) KIDZ GLOBAL @ @



Opportunities

Survey your consumers, to provide them a unique
experience (and brand affinity) tailored to the device

they will use to connect.

Create story continuations, so you keep engaging

consumers at the point they past left you.

Fight to acquire and retain, through bundles and/or

cross-overs.

Offer branded exclusive content through multiple

distributors.




THANKYOU
FORYOURTIME

Philippe Guinaudeau
M : +33 6 7786 6720
E : philippe.guinaudeau@kidzglobal.com

KIDZ GLOBAL @ @


http://www.kidzglobal.com/
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