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The average 
household subscribes 
to four streaming 
services, spending 
$47 per month.

While many speculate how high that 
number will rise, one thing is certain: 
households will eventually reach a limit. 

The everyday user won’t subscribe 
to every platform. Consumers will 
dictate which streaming services 
rise to the top or fade away.

Media and entertainment companies are in a 
race to be the streaming platform of choice. 
Companies that want to survive can’t just 
focus on subscriber activation—they also 
need to prioritize retaining users with an 
exceptional product experience.

Amplitude helps companies develop a deep 
understanding of their users’ behavior, 
so they can deliver valuable product 
experiences. Our platform uses customer 
actions to predict what strategies will 
translate to business outcomes—whether 
that’s greater revenue, loyalty, or market 
leadership. When it comes to the streaming 
and entertainment industry, placing the right 
digital bets is paramount to success.

I N T R O
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S E C T I O N 
1

There’s much discussion about the factors leading 
up to the boom, but one thing is certain—streaming 
entertainment has officially become a non-negotiable 
in the average household. According to PwC, 
consumers now regard entertainment spending as 
necessary as water or electricity.

This demand for media doesn’t mean market success 
for every streaming provider. Players will have to 
keep anticipating customer desires, staying up to 
date on effective tactics, and offering on-demand 
content to stay afloat.

Industry Trends 
and Patterns 

$50B+
2020 global video streaming market

The media and entertainment 
industry is experiencing an 
economic boom, and it shows 
no signs of slowing. 

In 2020, the global video streaming 
market size was valued at USD 50.11 
billion, and the M&E industry is expected 
to grow at a compound annual growth 
rate (CAGR) of 21.0% from 2021 to 2028.
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Over the last 10 years, revenue from subscription pay models has 
grown 437%. More consumers are streaming entertainment content 
from home and on the go. Technology advancements have resulted 
in better internet speeds, and mobile devices are in the hands of 
more people. As a result, the average consumer is turning to online 
vendors for everything, especially media and entertainment.

The “good, better, best” method of most subscription models lets 
customers pay for what they want to use. These choices, alongside 
the monthly payment cadence, reveal valuable information about 
what customers want. According to McKinsey & Company, “not only 
can the subscription model drive greater average spend, launch a 
virtuous cycle of using data to better serve consumer needs, and 
inspire loyalty, it provides value to consumers who appreciate...
curated experiences.”

Subscription-based pay models create long-term relationships 
between businesses and consumers. The longer a customer remains 
loyal to a service, the more information can be gathered. Consumer 
trends, behaviors, and preferences become readily available for 
service providers that wish to continuously provide streaming 
experiences informed by data.

The Rise of Subscription-Based Services

S E C T I O N  1

“ Not only can the 
subscription model drive 
greater average spend, 
launch a virtuous cycle of 
using data to better serve 
consumer needs, and inspire 
loyalty, it provides value to 
consumers who appreciate...
curated experiences.”

 McKinsey & Company
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Acquisitions and Expansion
Competition between streaming giants such as Amazon Prime, Disney+, and 
Netflix is at an all-time high. As companies innovate and experiment with new 
strategies, acquisitions are supplanting an old playbook of defunct tactics. Key 
players that were once king of the hill are buying out the competition because 
consumers aren’t willing to pay for every platform.

• Disney purchased 21st Century Fox and most of Hulu while launching 
mega sensation Disney+.

• AT&T has acquired Time Warner to create WarnerMedia, which will soon 
merge with Discovery.

• Comcast purchased Sky and launched Peacock.

One of the main drivers behind gobbling up competitors is claiming ownership of content libraries, especially those that include 
“universes.” Ownership of a cinematic universe automatically comes with opportunities for long-term expansion and multi-
channel distribution. Consider Marvel—its characters are not only in shows and movies but also appear in books and video games. 
And ViacomCBS is paying South Park creators $900M over six years to house the show and produce a new movie “set in the world 
of ‘South Park.’”

With the consolidation of streaming empires, the stakes have never been higher to offer a unique product. Industry players need 
to understand their distinctive market value—what are they offering potential subscribers that isn’t already available? Even if 
companies have enough capital to go the acquisition route, they still need to deliver content and experiences that audiences can’t 
find anywhere else.

S E C T I O N  1
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As in-person entertainment events make a comeback, they’re working alongside the digital world rather 
than against it. As a result, opportunities for new revenue streams are available to those who seize  
the moment.

Consider recent blockbusters that were simultaneously released in theaters and streaming platforms. 
Marvel Studios’ Black Widow made more than $215M at the box office and Disney+ Premier Access. The 
film debuted at #1 and experienced the largest opening since the pandemic began.

Even with the return of live entertainment, subscription services will remain a popular way to consume 
entertainment.

• PwC projects streaming platforms will generate 2X more revenue than the box office in 2024.

• Live music is at an all-time low, but the industry as a whole is projected to remain profitable because 
of streaming and digitization.

• Sports events around the world, from soccer to UFC, have seen the light when it comes to streaming.

In addition to streaming platforms, entertainment providers should also look for ways to create interactive 
multimedia experiences. After all, people still crave connection with others. AI technology will be key for 
creating immersive, personalized experiences where like-minded consumers can connect.

2X
more streaming 
revenue than the box 
office in 2024.

S E C T I O N  1

The Coexistence of Live and At-Home Entertainment
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Industry Challenges 
Fueled by Rapid Growth

Prominent streaming entities will have to work harder to retain subscribers while 
niche competitors try to outmaneuver mainstream options. To capture the long-term 
interest of subscribers, leaders and newcomers alike will need to offer personalized 
product experiences in addition to a unique, abundant content library.

The same tactics and circumstances that paved 
the way for the current tier of streaming leaders 
will not be enough to guarantee future success. 

S E C T I O N  2
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Personal viewing recommendations on streaming platforms often 
lead to high engagement rates and loyalty between the provider 
and subscriber. Wired reports that “more than 80 percent of the 
TV shows [and movies] people watch on Netflix are discovered 
through the platform’s recommendation system.” This algorithm’s 
recommendations aren’t solely based on surface-level variables, 
such as previously watched genres. Actions and behaviors from all 
subscribers generate data that is used to predict what will catch fire.

Quibi’s inability to understand consumer preferences and content 
habits may explain why it failed to take off. A poor user interface, 
misguided consumer insight, and lackluster content sank a well-
funded streaming coup that was predicted to disrupt the industry.

Quibi attempted to compete with streaming giants by bringing short-
form, mobile content to smart TVs. According to a study conducted 
by Neilsen, the TV set is still the first choice for streaming content. 
Those early Quibi subscribers were certainly confused when they 
saw TikTok-style clips where they expected to find the latest 
blockbuster. Quibi’s refusal to embrace the preferences and habits 
of the market led to its rapid demise.

S E C T I O N  2

High Expectations:  
Personalized User Experiences

According to a study 
conducted by Neilsen, the TV 
set is still the first choice for 
streaming content.” 

“
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With the acquisition and expansion trends, major M&E companies like Disney, ViacomCBS, 
and Comcast now own multiple streaming services under one corporate umbrella. These 
businesses face the unique challenge of understanding their super funnel—the macro 
perspective of all user behaviors, preferences, and events across their entire portfolio.

Without this super funnel view, companies won’t have as much insight into the sum total of 
each user’s actions and behaviors across all platforms. This approach isn’t cost-effective 
because you have to repeat acquisition efforts to win users on every streaming service. 

Instead, businesses can track cross-platform user behavior to build a holistic, unified 
acquisition strategy. This data can help answer questions like: 

• What’s causing a user to switch between platforms? 

• Why do they continuously subscribe to one service but not another? 

• Do content recommendations on one platform generate activity on another? 

Using an analytics solution to track cross-platform behavioral data, companies can 
acquire users across their portfolio efficiently and cost-effectively. After acquisition, better 
experiments and decisions can be made. Personalized content recommendations can enjoy 
a synchronized strategy across platforms and duplicate content can be removed to  
reduce costs.

S E C T I O N  2

The Super Funnel:  
Managing Multiple Platforms



12  Personalization at Every Step | Media and Entertainment 12

In 2018, the California Consumer Privacy Act paved the 
way for strict amendments to the use of third-party digital 
information. Consumers must give companies permission 
to collect and sell their data. In response to these changes, 
Google Chrome is phasing out cookies, the lauded third-party 
tracking goldmine.

Apple, with the release of iOS14, has also taken action by 
requiring users to grant apps permission to “track them or 
access their device’s advertising identifier.”

Facebook immediately followed in Apple’s info-restriction 
footsteps: “In response to these changes, we will also start 
processing pixel conversion events from iOS 14 devices and 
later using Aggregated Event Measurement. This will support 
your efforts to preserve user privacy and help you run 
effective campaigns.”

How do these changes affect streaming services? Platforms 
with mobile applications and other online revenue streams 
won’t be able to share third-party user data with advertisers. 
According to McKinsey & Company, “the loss of third-party 
data will leave marketers, ad agencies, and the publishing 
and media vehicles...in the dark about behavioral and 

demographic insights...” The decisions made by Big Tech 
inevitably influence the way today’s companies collect and 
manage data.

Streaming platforms that are reliant on mobile apps and the 
ads that go with them will take a financial hit if they don’t 
alter the playbook. Companies like Apple, Facebook, and 
Google are notorious for quick and dramatic changes to their 
rules with little warning. The longer streaming companies 
wait to go all-in on first-party data, the farther behind they’ll 
be in the race for entertainment superiority.

First-party data, generated directly from native consumers, 
will now be the primary means of ad revenue. Companies 
who embrace this shift will notice that rich first-party data 
empowers better decisions because the information reflects 
personal behaviors, not just demographics.

The Departure from Third-Party Data

S E C T I O N  2

Streaming platforms that are 
reliant on mobile apps and the 
ads that go with them will take a financial 
hit if they don’t alter the playbook.”

“
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A Battle of Content Libraries: 
Licensing vs. Original Content

To retain users, streaming platforms must strike a balance between creating original 
content—which drives subscriptions—and licensed content, which may sustain 
retention. The perfect balance between fresh content and proven staples remains to 
be seen, and providers are still experimenting to find the sweet spot.

Original content often gets subscribers through the door. Paramount Pictures spent 
2020 selling the majority of its content, including Eddie Murphy’s Coming 2 America. 
The film debuted on Prime Video the same weekend Paramount+ launched, and it 
became an overnight sensation—which left industry critics at a loss. If Paramount 
had held on to the smash hit, they would have generated new subscribers and 
forged more notoriety as a significant streaming contender.

Subscribers who sign on for a specific show or movie may cancel after they finish. 
One way providers can retain these users is by owning a content library that includes 
“universes” such as Disney’s ownership of anything Star Wars. However, acquiring 
universes isn’t a viable strategy for most streaming providers unless they have 
billions of investment capital at their disposal.

While a robust content library featuring original and licensed content is essential, 
streaming providers must still prioritize the user/product experience. Consumers 
are not only demanding an extensive list of their favorite shows and movies—they 
require friction-free experiences that are easily accessible.

S E C T I O N  2
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According to a Deloitte survey, consumers subscribe to streaming 
platforms because they want to:

• Watch a broad range of shows and movies

• Watch original or exclusive content not found anywhere else

• Take advantage of a discount or free trial

Deloitte also reports that consumers cancel subscriptions because 
the service is too expensive, a free trial ends, or they replaced it with 
another service.

What’s the best way to keep those “hit and run” streamers who 
come for a specific show? How do providers convert trials and 
discounts into long-term subscribers? At Amplitude, we believe in 
answering these questions with insights generated from behavioral 
data. By understanding the critical moments of the customer 
journey, entertainment providers can find new opportunities to 
improve personalization and UX accessibility.

Data-Driven Tactics

Compelling content is not 
enough to keep subscribers 
interested. 

Media and entertainment companies 
that stand a chance of staying on top are 
those that incorporate data-driven tactics 
into everything they do. Specifically, 
streaming providers need to understand 
how and why subscribers choose them, 
along with why some of them leave.

S E C T I O N  3
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Typically, streaming companies try to retain users by 
offering generic, surface-level content recommendations. 
For instance, if a customer watched a horror movie, more 
horror movies will appear in the carousel of the platform. This 
tactic may have worked in the early ages of streaming, but 
consumers are now much more discerning.

Amplitude’s behavioral cohorts feature provides stronger 
insights about common actions among converted customers. 
Organize users based on their habits, preferences, and 
platform usage to see what behaviors you should encourage. 
For example, you might find that customers who add content 
to a “Watch Later” list are more likely to convert to a paid 
subscription. Once this behavior pattern is tracked, you might 
find that adding an extra notification about the “Watch Later” 
garners more conversions over time.

Through a partnership with Amplitude, iflix increased its 
conversion-to-view rates and ROI by 4x. The Malaysian-
based entertainment service was seeing only a tiny 
percentage of its users return to the app. Amplitude 
Recommend enabled iflix to identify its key user segments 
based on behaviors and preferences. iflix now builds cohorts 

specifically for fans of Malaysian football—the company’s 
biggest audience—allowing the company to reach out to 
these users in a more personalized way. This knowledge 
enabled iflix to expand from one onboarding campaign to 
seven targeted campaigns.

Understand Customer Behavior

S E C T I O N  3
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Prioritize First-Party Data

S E C T I O N  3

Streaming providers should prioritize first-party data 
collection across all consumer touchpoints: web pages, social 
media, mobile apps, and CRM tools to name a few. Owning 
rich first-party data not only provides more monetization 
opportunities for advertisements—given new regulations—it 
also boosts native consumer insight making the data more 
valuable for advertisers.

Amplitude’s cross-platform analytics can give streaming 
companies the ability to aggregate behavioral data as users 

move throughout each individual platform and mobile 
app. Our Identity Resolution tool can give you a holistic 
perspective of the customer journey. Say a customer 
downloads your mobile app, then visits your Instagram page, 
and then later signs up for a free trial. Amplitude can merge 
these actions into one customer journey. This super funnel 
view depicts how a customer engaged with the brand from 
three different streams, all of which led to the final conversion 
and a lower cost of acquisition.

Co-Founder, Jeffrey Wang, explains 
how Amplitude’s Identity Resolution 

tool can give you a holistic perspective 
of the customer journey.
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Companies may be able to offer content that no other provider can claim—but if 
subscribers have difficulty accessing their favorite shows and movies, they’ll pursue 
other options. In a PwC study, 49% of survey respondents said the user experience 
is what makes a streaming service valuable. Another finding from the survey 
suggests that even discounts and free trials are not enough to keep consumers 
interested if the UX is clunky.

When it comes to UX optimization, constant adjustments, testing, and experiments 
are what generate authoritative insights. A/B testing enables more than just 
peripheral tweaks—it can drive big-picture changes. Through data-backed 
experimentation, you can learn what matters to users and what’s limiting growth.

NBC used Amplitude to test micro-adjustments to their homepage experience 
for Vizio TVs. Amplitude’s A/B Test View indicated that the changes would boost 
viewership by 10%, so the company immediately rolled them out to all viewers. The 
result? Day 7 retention was up 2x, and an additional adjustment to the video preview 
feature boosted conversions by 36%.

36%
Adjustment to the video preview 
feature boosted conversions by

S E C T I O N  3

Lean into UX Optimization
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Key 
Takeaways

S E C T I O N  4

New research from Harvard Business Review 
Analytics Services, sponsored by Amplitude, 
confirms that the number one growth opportunity for 
digital companies is through the product experience.

Entertainment providers 
must find unique ways 
to capitalize on product 
analytics if they want to 
emerge as household 
fixtures. “The number one growth 

opportunity for digital companies 
is through the product experience.”

Harvard Business Review Analytics Services 
Sponsored by Amplitude

The survival of streaming companies may depend on their ability to 
measure where customers find value in their products. Generating 
data from consumer behaviors is the key to understanding customer 
engagement and experience.
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Think Beyond Activation

A critical event or discount may get customers 
in the door, but what are the events that drive 
a customer to stay for more than a year? To 
solve the retention puzzle, companies need to 
determine product milestones over the entire 
customer journey through analysis. If you 
can locate these milestones, you can design 
product experiences so that more users reach 
them and become high-value customers. 
Streaming companies should look at high-
value customers and the actions they perform 
during their journey. Then, they can identify 
their products’ milestones and create digital 
experiences that compel more users to follow 
that path.

Let Consumer Behavior 
Be Your Guide

Companies will face increasing pressure to 
get answers to big questions: What’s the best 
way to get a user to watch the next piece 
of content? How do I handle a binging user 
versus a non-binging user? When it comes to 
retention, companies need to ask questions 
about content habits and preferences. How 
many hours of content per week does the 
average long-term subscriber consume? Diving 
deeper into these lifestyle choices is where the 
next wave of industry success may be found.

Experiment with 
Audience Segmentation

By segmenting consumers into various 
audiences or cohorts, you can determine 
which engagement strategies to pursue based 
on their tendencies. Once you’ve identified 
your high-value customers, you can look 
at the patterns of their actions and create 
different cohorts to test things like CTAs or 
navigation experiences. Consider the challenge 
of converting a free trial user to a subscriber. 
Perhaps your high-value customers respond 
well to in-app communication instead of 
email. Now you can test free trial conversion 
strategies by segmenting your audience: those 
who receive email and those who get notified 
about their free trial within the app.

K E Y  T A K E A W A Y S
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Leverage Behavioral Data with 
Amplitude's Digital Optimization System

©2021 Amplitude, Inc. All rights reserved. Amplitude is a registered trademark of Amplitude, Inc.

Product & Marketing Dashboard

Share Notebook Save +5

Signup > Purchase Funnel

Listeners by Country

476K

Active Free & Paid Users by Channel

Revenue by Customer Segment

Amplitude’s Digital Optimization System allows 
companies to provide personalized recommendations 
and user experiences based on behavioral data. 

Through Amplitude’s unified ecosystem, companies can 
understand product features that drive conversion, uncover 
behavior anomalies, and predict future outcomes based on  
those behaviors.

Amplitude is empowering the world’s leading product teams to make data-driven 
decisions and build experiences that deliver outcomes. Discover why over 200,000 
disruptors rely on Amplitude to guide their product decisions. Get started today. 

N E X T  S T E P S
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