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What to watch in video
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Platforms and formats for viewing video have exploded
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Online video as % of all online viewing

Online video is growing fast

SOURCE eMarketer, McKinsey iConsumer survey 
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Time spent on video on demand is still mainly 
in scripted long-form
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Mobile is the fastest growing device for watching 
video

MobileTV PC

20142013

SOURCE eMarketer, McKinsey iConsumer survey 
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While overall traditional TV viewing is falling slowly, 
younger audiences are in more rapid decline

SOURCE: Enders, statista
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There has been a shift in advertising dollars from TV, 
search and display

SOURCE eMarketer, McKinsey iConsumer survey 
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Traditional video still take the lion share of revenue

SOURCE McKinsey Global Media Report, IAB, Press searches
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Biggest impact of online video has been on DVD sales –
PayTV has so far managed to perform well

SOURCE McKinsey Global Media Report
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Control of access to video is shifting to social

SOURCE: Shareaholic
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Control of access to video is shifting to social

SOURCE: Shareaholic
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Struggle to keep consumers in their environment 
for long

SOURCE: Comscore, Barb

Note: Comscore data is largely desktop and more limited in mobile apps
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With social platforms leading video consumption

SOURCE comScore, McKinsey iConsumer survey 
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8 things to watch in video (1/3)

1. How quickly will older audiences 
move away from traditional TV 
platforms?

2. Will digital or traditional TV 
platforms provide the most 
value to advertisers?

Advertising

1

2
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8 things to watch in video (2/3)

Distribution

1. Will any individual content 
producer be able to survive 
without being aggregated?

2. How dramatic will cord-
shaving/cutting be given 
emergence of D2C video (e.g. 
HBONow)?

3. What will become the primary 
service that is bundled with 
PayTV?
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8 things to watch in video (3/3)

Production

1. Is growth in content production 
sustainable or is it a bubble?

2. Will SVOD players change 
current geographic and 
temporal windowing?

3. As local production grows, will 
there still be global demand for 
English-language content?
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