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State of OTT Video Services

OTT Service
Subscriptions

® 4 or more
services

W 3 services

W 2 services

B 1 service

W O services

Q1/2014 Q1/2018 Q1/2021

82% OTT services vs. 58% traditional pay TV
OTT subscriptions will grow to 277+ million in 2026
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OTT Service Subscription:
Big 3 OTT vs. Non Big 3 OTT

M Both top 3
and other
OTT services

H Non top 3
OTT services
only

HmTop3OTT
services only

Q1/2017 Q1/2021

Shifting consumer behaviors
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Broad Content
Services are
Foundational and
Dominate

Niche Services
Play a Big Role

Average Percentage of Monthly Viewing
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PARKS
Content Viewing Habits on ASSCTIATES
Different Type of Services

H Niche
Content
Service

M Broad
Content
Service

OTT subscribers

Ad-based Transactional
service users service users
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Top 7 Key Factors Affecting Service Usage

1. Cost of service

2. It offers a specific TV show or movie that
| want to watch

3. Ease of navigating and finding content to
watch

4. The categories/genre of programming
available

5. The ability to watch programs on
connected devices | own

6. It offers new original programming
7. The content does not have ads
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Consumers Enjoy Browsing Through Libraries

72%

| am typically able to find the types
of TV shows and movies | am
interested in watching on the

online video services that | access

46%

Sometimes | end up not watching
anything because | cannot find
anything good.

© Parks Associates

56%

| regularly discover new categories
of TV shows and movies on the
online video services | access

42%

| often get frustrated when looking
for something to watch

ASSIATES

50%

| enjoy browsing through programs
to find something to watch




37% or 8M Hoppers have 5+ Services

~25% of OTT
subscribers are
“Hoppers”

Service hoppers
subscribe for
shorter periods of
time and they
subscribe to more
services
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% With Specified Number of Services
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Number of OTT Services Subscribed:

Non-Hoppers vs Hoppers

Non-hoppers

Hoppers

W 5+ Services

W 4 Services

M 3 Services

B 2 Services

M 1 Service
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Total Average Monthly Spending PARKS
OTT and Pay TV Services ASSEEIATES

Cord-Cutters vs. Cord-Nevers vs. All OTT Sub vs. All Current Pay-TV Households
$120 -

5100 - | Average = $85 Average = 590 Average = $85

$80 -

60 -
° Average = $43

% Specifying

S40 -
$20

S0

Cord-Cutters Cord-Nevers Total OTT Subscribers  Pay-TV Subscribers
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VIDEO THAT
MEANS




BRIGHTCOVE
VIDEO CREATES THE CONNECTIONS TO

MONETIZE
CONTENT




WE HELP
THESE
BRANDS
STREAM
WORLDWIDE
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BRIGHTCOVE BY THE NUMBERS

$ *875M
197 M accounts for almost
of total public

viewers a week

revenue in 2020 downstream o |
3,330+ customers Internet traffic [VslilayERiapier1e watching
in 70+ countries annually Industry leading reliability S>962M ideos
Live scaling .
from 80,000 to Live Live

1M

S$SAI concurrent users users (without SSAI)

around the world 3. M
with 40 PB of data

concurrent users
in 24 Mins.
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