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SYNOPSIS 

Consumer technology industries need thoughtful, strategic research that quantifies 

the impact of COVID-19 for the next several quarters. As with previous public health 

incidents, the majority of economic impacts will come from changes and aversions in 

consumer behaviors. This research addresses short- and long-term questions related 

to consumer engagement with broadband, pay-TV and OTT video services, including 

new subscriptions to and cancellations of leading services. It assesses which 

behavior changes are likely short term in nature and which changes will last. 

ANALYST INSIGHT 

“2020 has been an unprecedented time to be in the telecommunications and 

entertainment space. With an ongoing global pandemic, and worsening 

conditions in the United States, strong demand for technology products and 

services – surges in broadband usage; use of messaging, video calling, and 

virtual meeting applications; video game downloads; and subscriptions to 

streaming video services – will continue into 2021 and potentially even 2022.” 

― Kristen Hanich, Senior Analyst, Parks Associates 
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