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Ericsson ConsumerLab: 

streaming closing in on 

traditional TV as users want 

“anywhere access” 
 Streaming closing in on linear TV with a gap of just two percentage points in terms of 

weekly consumption 

 25 percent increase, in just two years, of consumers prepared to pay for access to 

content on any device, showing an increasing willingness to pay for ”anywhere access” 

 ‘Binge viewing’ multiple episodes of a TV show back-to-back is accelerating with the 

increasing popularity of new on-demand video services  

The latest edition of the annual Ericsson ConsumerLab TV & Media Report, which launches 

today, has found that streaming video is now almost level with traditional TV watching, with 

75 percent of consumers watching streamed content several times a week, compared to 77 

percent who watch scheduled broadcast TV programming several times a week. 
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The study, now in its fifth year, also found that almost one in five viewers (19 percent) are 

prepared to pay for the ability to access their favored content on any device, an increase of 

25 percent in just two years.  

The results, based on interviews with over 23,000 people in 23 different countries, show 

that a shift in user behavior continues to drive change in the TV and media industries, 

prompting a move away from old formats and business models and ushering in an era of 

high-quality, on-demand entertainment.  

The study shows a rise in the amount of time spent watching content on smart phones and 

tablet devices. It also reveals that traditional broadcast and Pay TV channels are seen by 

many as ‘content repositories’ from which consumers cherry-pick individual pieces of 

content for later viewing, using their digital video recorder (DVR). DVR functionality is also 

helping to continue the trend of “binge viewing”, which began with the advent of boxed sets 

of TV series and movie sequels, and is in stark contrast to the traditional TV experience of 

waiting a week for each new episode of a favored show.  

Alongside this, many viewers have moved to subscription-based video on demand (S-VOD) 

services such as Netflix and Hulu, and 48 percent state that they would like to see all 

episodes of a series such as “Breaking Bad” and “House of Cards” released together, so 

they can choose when to watch them.  

Niklas Heyman Rönnblom, Senior Advisor at Ericsson ConsumerLab says: “Our research 

shows that 56 percent of those who pay for subscription-based video on demand services 

prefer all episodes of a TV series to be available at once, so they can watch at their own 

pace, compared with 45 percent for those who don’t pay for S-VOD. This shows the impact 

that such services have on consumer viewing behavior and requirements.  

“There are different ways to binge watch: some viewers do not discover a TV series until 

mid-season, so they will watch many episodes one after the other to catch up before the 

season is over. Others prefer to watch an entire season at their own pace, which means 

they have to wait until the entire season is available.”   

While 41 percent of consumers expressed a desire to be able to watch their favorite shows 

anywhere, there were two major barriers to this: the cost of data traffic and the cost of the 

content itself. The research also found that many were not prepared to compromise on 

quality, with 43 per cent saying that Ultra High Definition (UHD) was important to them.  

Heyman Rönnblom added: “The results of the study are clear – media companies need to 

rethink how they create and release content, while the focus for TV service providers is on 

delivering the highest possible quality for viewers, no matter what device they are watching 

on. The landscape is changing rapidly, and business and delivery models will have to keep 

up with that pace of change if they are to continue to deliver perceived value to consumers.” 

About this report 
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The Ericsson ConsumerLab TV & Media 2014 report is based on 23,000 online interviews 

with broadband users in Brazil, Canada, Chile, China, France, Germany, Greece, 

Indonesia, Ireland, Italy, Malaysia, Mexico, Portugal, Russia, Singapore, Spain, South 

Korea, Sweden, Taiwan, Turkey, United Arab Emirates, the UK and the US. Almost all 

respondents use the internet on a daily basis. The results of this study represent the views 

of more than 620 million people.  

This data was complemented with 22 in-depth interviews with consumers in San Francisco, 

London and Stockholm, as well as 11 interviews with media industry professionals.  

 

 

 

NOTES TO EDITORS 

Ericsson ConsumerLab TV & Media Report 2014  

On-demand webcast: key findings from the report  

SlideShare: presentation of TV & Media Report findings 

ConsumerLab reports can be found at www.ericsson.com/consumerlab 

Download high-resolution photos and broadcast-quality video at www.ericsson.com/press 

Ericsson is the driving force behind the Networked Society – a world leader in 

communications technology and services. Our long-term relationships with every major 

telecom operator in the world allow people, business and society to fulfill their potential and 

create a more sustainable future.  

Our services, software and infrastructure – especially in mobility, broadband and the cloud 

– are enabling the telecom industry and other sectors to do better business, increase 

efficiency, improve the user experience and capture new opportunities.  

http://www.ericsson.com/res/docs/2014/consumerlab/tv-media-2014-ericsson-consumerlab.pdf
https://mp201715.cdn.mediaplatform.com/201715/wc/mp/4000/23461/23473/39274/Lobby/default.htm
http://www.slideshare.net/Ericsson/ericsson-consumerlab-annual-tv-media-report-presentation
http://www.ericsson.com/consumerlab
http://www.ericsson.com/press
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With more than 110,000 professionals and customers in 180 countries, we combine global 

scale with technology and services leadership. We support networks that connect more 

than 2.5 billion subscribers. Forty percent of the world’s mobile traffic is carried over 

Ericsson networks. And our investments in research and development ensure that our 

solutions – and our customers – stay in front.    

Founded in 1876, Ericsson has its headquarters in Stockholm, Sweden. Net sales in 2013 

were SEK 227.4 billion (USD 34.9 billion). Ericsson is listed on NASDAQ OMX stock 

exchange in Stockholm and the NASDAQ in New York. 

www.ericsson.com   

www.ericsson.com/news  

www.twitter.com/ericssonpress 

www.facebook.com/ericsson  

www.youtube.com/ericsson  
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