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CABLE NATION: VOD’s Advantage: Quality Content, Consumers & Connections



• VOD is now available in 60% of homes; up 43% in five years

• VOD content has grown exponentially
• Number of titles have quadrupled
• Recent episodes and high profile programs have been added to VOD libraries

• As a result, consumer usage is growing steadily
• 70% use VOD; 59% watch TV content
• Time spent with VOD continues to grow – close to 9 hrs/month
• VOD viewers watch longer; spend more time with commercials

• Who are they?
• Higher income, A18-34 who are likely to have kids & own many devices
• Asians tend to watch more VOD content

• Nielsen measures and reports VOD Viewing
• VOD viewing is now being measured and therefore monetized within the C3 window
• More advertisers are exploring VOD opportunities day 4 and beyond

VOD SUMMARY

Video On Demand Summary
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Video On Demand Is Now Available In 60% 
Of Homes; Up 43% In Five Years

PENETRATION

42%
46%

53%
57%

60% 60%

‘09

UE (000) 47,660 53,278 61,095 65,300 67,946 69,481

‘10 ‘11 ‘12 ‘13 ‘14

VOD Availability in TV HHs

Source: Nielsen; June of each year.

SUMMARY
PENETRATION

CONTENT GROWTH
VIEWING PROXIMITY

TIME SPENT
TIME BY SOURCE

RATINGS CONTRIBUTION 
PROFILE

DRIVER OF VOD
MEASUREMENT

AD REVENUE
USAGE



CONTENT GROWTH

Source: SNL Kagan Multichannel market trends; Count represents avg monthy selection, reflecting 
turnover and refreshed content and are not comparable to average titles available simultaneously.

VOD’s Growth Is Driven By Increased Ease Of 
Use and Large Number of Titles Available

…And Libraries Continue To 
Be Populated With Recent 
Episodes of Popular Shows

Sample Programs on VOD 
(Availability Varies by Cable Provider)

‘08 ‘09 ‘10 ‘11 ‘12 ‘13

28,180

20,081

15,667

10,403
8,100

5,950

# of Titles Has 
Quadrupled In 
Past 5 years

Average U.S. MSO VOD Titles Per Month
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Two Out Of Three Consumers Use Video On Demand; 
Mostly Tuning To TV Programming

USAGE

Source: Comcast reported; 70% use VOD – of those who use, 59% view tv pgm = Rentrak 2013 report

59% of All TV’s That Watch On Demand Watch 
Content From Major Cable & Broadcast Networks

70% of Digital Consumers Use VOD
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PROXIMITY OF VIEWING

One Third Of All TV Entertainment Transactions Occur Within 
The First Three Days Which Leaves A Signi�cant Opportunity 
For Advertisers To Reach More Viewers Day 4 & Beyond

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 , etc...

% of Transactions Occurring By Day

There exists a huge opportunity to reach 
viewers outside the first three day window 
as 69% of TV entertainment transactions 
occur day 4 & beyond

• 23% of all FOD transactions occur 
within days 1-3

• 31% of all TV entertainment transactions 
occur with days 1-3

Source: Rentrak 2013 report
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Source: Rentrak state of VOD report 2013

Viewers Spend Almost 9 Hours a Month 
Watching VOD

TIME SPENT

Time Spent 
(Hrs Per Month)

2011 2012 2013

8.7

8.5

8.0

+9% v. 2011
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VOD Viewers Watch More Television Overall; Spending More Time 
With Commercials Since Fast-Forward Feature Is Most Likely Disabled

TIME SPENT BY SOURCE

Source: Nielsen Cross Platform 1Q14; Recently Telecast VOD (pgm that is delivered on VOD within 7 day of original telecast; Time spent per avg 30m pgm= Nielsen 

custom Npower Statiistic: avg number of total pgm min viewed per viewer on each mediumm for recent pgm (P2+), oct, 2013

Average Minutes Watched Per Viewers For a 30-min Program

0:09 0:54
1:05

1:00

1:16

0:44
0:32

1:07

0:48

0:14

0:05

0:05
0:11

0:05
0:10

0:15

Total

Hispanic

Black

Asian

Total

Hispanic

Black

Asian

Daily Time Spent With Time-Shifted 
Viewing In Primetime

Daily Time Spent With Live
Viewing In Primetime

Non-Recently Telecast VOD Viewers Recently Telecast VOD Viewers

0:28VOD0:23DVR0:20LIVE
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On Average, VOD Contributes 4-5% In The Coveted 
18-49 demo, While Individual Shows Can Experience 
a 15-20% Increase in Viewership From VOD

Source: Nielsen Cross Platform 1Q14; Recently Telecast VOD (pgm that is delivered on VOD within 7 day of original telecast

VOD CONTRIBUTION TO RTGS
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Live Viewing Time Shifted Viewing VOD Viewing

67% 29%

30%

29%

35%

36%

29%

23%

3%ALL

P2-11

P12-17

P18-34

P35-49

P50-64

P65

6%

7%

5%

4%

3%

2%

64%

64%

59%

60%

68%

75%

% of Viewing



They Tend To Be Younger, Higher Educated, 
Earn More and Own More Video Devices

PROFILE OF USER
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Source: Nielsen Cross Platform 1Q14; Recently Telecast VOD (pgm that is delivered on VOD within 7 day of original telecast; Share of audience nielsen 9/13

VOD TV

Share of Audience
Recently Telecast VOD Non RecentlyTelecast VOD

Income/ Family/Education: VOD Audience Comp

Non RecentlyTelecast VODRecently Telecast VOD

Device Ownership: VOD Audience CompRace: % of Viewing

Live Viewing Time Shifted Viewing VOD Viewing

White Black Hispanic Asian

12%

3%

32%

65%

5%

32%

63%

8%

40%

52%

5%

19%

76%

9%
11%

5%

31%

23% 23%

48%

20% 30%

85% 84%83%

63%
56%

77%

57%
52% 51%

42%

45%

52%

43%

33%

20%
17%

T12-17K2-11 A18-34 A35-49 A50-99 Earn $100K

Smartphone
Owner

DVR HH Tablet Owner DVR Owner Video Game 
Console Owner

Have Kids 4+ Yrs College



DRIVER FOR VOD
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‘Catching Up’ Is A Big Driver For VOD Content; 
Half Citing They Use It To ‘Get Up To Date With 
New Season’

“I’ll Watch Past Episodes of TV Programs on VOD to Get Up to Date 
With The New Season”

(Top 2 Box)

A18-24 A25-34 A18-49

51%

53%

47%
+12% v. YAG

+23% v. YAG

+19% v. YAG

Source: CAB/Magid Cable Nation Study; 1055 Please indicate the extent to which you agree with the following statement – “In order to be up 
to date with the new season, I’ll watch past episodes of TV programs on Video on Demand.” (Top 2 box – strongly agree, agree)



MEASUREMENT/MONETIZATION

Nielsen Now Measures and Reports VOD, 
Allowing the Industry to Monetize

What Happens After The 7th Day?
Content is captured but does not contribute to the linear telecast ratings.

Is VOD incorporated in the C3 rating?
Yes, if content has same commercial load.

Recently Telecast VOD

If content has SAME commercial 
load…does it contribute to linear 
telecast rating?

If content has DIFFERENT commercial 
load…does it contributes to linear 
telecast rating?

 Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8+

 Yes Yes Yes Yes Yes Yes Yes No

 No  No  No No No No No No
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Video On Demand Revenue Is Poised To Grow

Source: Nielsen Cross Platform 1Q14; Recently Telecast VOD (pgm that is delivered on VOD within 7 day of original telecast

AD REVENUE

2016

2015

2014

2013

2012

2011

2010

2009

2,471

2,342

2,215

2,071

1,931

1,877

1,851

1,788

PPV/VOD Ad Revenue 

(in millions)

Estimate
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If you would like additional video advertising information, insights or analysis 
please visit our website at www.thecab.tv or feel free to contact us directly:

Sean Cunningham 
President & CEO
212-508-1223

seanc@cabletvadbureau.com

Danielle DeLauro
SVP Strategic Sales Insights

212-508-1239
danielled@cabletvadbureau.com

Jason Wiese                                       
VP Strategic Insights

212-508-1219 
jasonw@cabletvadbureau.com

Evelyn Skurkovich
Sr. Director, Strategic Insights

212-508-1220
evelyns@cabletvadbureau.com

CONTACT US

Follow us on      and like us on      


