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SYNOPSIS 
 
The contract-free subscription 
streaming service economy 
results in constant, high churn, 
and now after years of strong 
spending on original and 
exclusive content to build their 
subscriber bases, investors are 
calling for services to prioritize 
profitability and ARPU. Brands 
have migrated vast amounts of 
ad spend to more interactive 
platforms, and streaming 
services are challenged to retain 
viewers and turn a profit. 
 
With the evolving landscape of 
television, where viewers 
increasingly engage with 
content beyond traditional 
viewing, this study seeks to 
understand consumer attitudes 
toward and potential usage of 
emerging interactive functions. 
It quantifies consumer 
engagement with content, 
including chatting, polling, 
sports betting, and shopping/e-
commerce features on various 
platforms, and their interest in 
engaging in these activities on 
or alongside the TV. 
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Key questions addressed: 

1. How has viewing expanded to mobile and web platforms over time? 
2. How do consumers interact with video on mobile and web platforms today through social, 

sports, gaming, and commerce-related features? 
3. What interactive features are consumers interested in on their TV? How can they impact 

streaming services’ consumer retention and engagement strategies? 
4. What interactive advertising and commerce experiences make sense for TV viewing? 
5. What are the key barriers to interactive video experiences on the TV and how can 

developers mitigate these headwinds? 

“Consumers are bringing their expectations of interactivity to the big screen and are already 
comfortable with transactional video experiences. The large base of heavy social video users is the 
foundation of future interactive video services. Service providers should build on consumers’ 
expectations of interactivity to engage and retain them in the CTV environment and expand the 
transactional services offered.” 

—Jennifer Kent, VP, Research, Parks Associates 
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• Concerns About Data Security/Privacy with 
Interactive TV Features by Education Level 

Sports & Interactivity 
• Sports Viewer Segments 
• Interactivity Engagement While Watching Live Sports 
• Interactivity Engagement While Watching Live 

Sports, by Sports League/Genre 
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