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SYNOPSIS   

 

Video-on-Demand: The 
Road to Revenues 
analyzes the obstacles to 
VOD revenue growth and 
status of the competition.  

This consumer research 
project also identifies the 
strategies that will make 
VOD a success for pay-TV 
service providers. 

 

ANALYST INSIGHT   

“A significant portion of the pay-TV population is unaware of available VOD services. Pay-TV providers need to educate their 
subscribers on the availability, cost, and use of pay-TV VOD offerings, through marketing initiatives and perhaps even free TVOD 
trials.” 

― John Barrett, Director, Consumer Analytics, Parks Associates 
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