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Streaming:

Fall 2021 Trends



Since the start of the pandemic in March 2020, new 
trends have emerged, and consumers have 
modified their behaviors.

As the environment changes, brands now need to 
understand consumer purchasing habits and trends 
that impact their industry.

Provoke Insights, a full-service market research firm 
specializing in branding, advertising, and content 
marketing initiatives, launched a new bi-annual 
trends study to answer these pressing questions.

The goal of this research is to gain a national 
perspective on the mindset of consumers. The study 
covers multiple industries, including streaming 
services.

Background & 
Objectives
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Provoke Insights conducted a 15-minute survey 
among 1,504 Americans between the ages of 21 
and 65. The study was in-field from September 22nd

to September 28th, 2021.

A random stratified sample methodology was used 
to ensure a high degree of representation of the 
U.S. population (household income, age, gender, 
geography, ethnicity, and children in the 
household).1

Results based on this sample have a maximum 
margin of sampling error of ±2.5% at a 95% 
confidence level.

Statistical differences between subgroups indicated 
in this report were tested at a 95% confidence level.

Methodology

https://data.census.gov/cedsci/table?q=general%20population&tid=ACSDP1Y2018.DP05&vintage=2018 3
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Overview
Number of Current Streaming Subscriptions

Americans are watching TV via streaming platforms. Most of these consumers have purchased 
more than one streaming service. Parents are more likely to subscribe to multiple services.

2020 vs. 2021 and Beyond
No wonder there are so many new streaming platforms are coming to the market! Just in the last 
year, over a third of Americans have increased the number of platforms they subscribe to. 2022 
looks like a profitable year for streaming platforms as well. Growth will increase but not as rapidly 
as in 2021.

Subscription Considerations
Content library size followed by availability of original programming are the critical features 
consumers look for when considering a platform.

COVID-19 and Streaming Services
People who are concerned about their health due to COVID-19 are likely to have more 
subscriptions to streaming services now than they did a year ago. Similarly, those who worry 
about their children’s health say they will increase the number of subscriptions they have in the 
future.
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Base: All qualified respondents (N=1,504)Q. How many video streaming services do you currently subscribe to?

How Many Streamers?
The majority of Americans subscribe to at least one streaming service. Streamers are likely younger,
parents, and more affluent. 
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88%
of Americans have a

streaming service

$100K+ household 
income 92%

$50-100K household 
income 93%

M Millennials 93%

Z Gen Z 93%

Black  93%

Children living in the 
household 94% 

Under $50K household 
income 16%

B Baby Boomers 22%

West 15%

Do not have a
Streaming service

Have a
Streaming service



Base: Have at least one streaming service (N=1,324)Q. How many video streaming services do you currently subscribe to?

15%

26%
24%

17%

11%

7%

1 2 3 4 5 6+

Current Streaming Services
Most American streamers subscribe to more than one service.
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85%



Q. Compared to 2020, do you currently subscribe to more or less streaming services?

5%

57%

38%

Fewer services The same number
of services

More services

Streaming Services vs. 2020
Over a third of Americans are subscribing to more streaming services than they did before. Millennials, 
people with children in the household, and people concerned about their health are likely to have 
acquired more subscriptions in 2021. 
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Less than 4 streaming 
services 66%

B Baby Boomers 64%

Asian 69%

M Millennials 42%

Children living in the 
household 42% 

Concerned about 
personal health 41% 

4 or more streaming 
services 57%

Base: Subscribe to at least one streaming service (n=1,324)

*Excludes free trials and discounts/specials



Base: Subscribe to at least one streaming service (n=1,324)Q. In the next year, do you anticipate subscribing to more or less video streaming services?

6%

75%

19%

Fewer services The same number
of services

More services

Future Streaming Service Plans
A fifth of Americans are still anticipating increasing the number of subscriptions services they have. Those 
anticipating subscribing to more streamers are likely Millennials, have children, and are concerned for both 
theirs and their children’s health. 
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$100K+ household income 79%

B Baby Boomers 82%

Midwest 81%

Asian 81%

M Millennials 42%

Concerned about 
personal health 23% 

4 or more streaming 
services 22%

Concerned about 
children's’ health 25% 

Children living in the 
household 22% 

Black 25%

Northeast 22%



Q. What would most influence you to purchase a subscription to a video streaming service? (Select up to two)?

Top Considerations (all)
Library size and original programming are the top considerations for choosing streaming services.

9Base: All qualified respondents (N=1,504)

9%

12%

15%

27%

34%

Next day availability
of primetime content

Children's content

Brand reputation

Original programming

Content library size



Respondent Overview 

Gender Generation Parental Status

Ethnicity Household Income

35%

19%

13%

18%

9% 7%

Less than
$49K

$50K to $74K$75K to $99K $100K to
$149K

$150K to
$199K

$200K+

52%
Female

48%
Male

43% Millennials 33% Gen X

18% Baby 
Boomers

6% Gen Z

42 years old
Average Age

45%
Have children

74%

13% 6% 4% 4%

White Black Asian Mixed
ethnicity

Other
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M
B

X
Z



Respondent Overview (Continued) 

Vaccinated Region Political Party

Employment Status Highest Level of Education

23%
21%

13%

29%

11%

3%

High school
or less

Some
college

Associate's Bachelor's Master's Professional/
doctorate

68%
Vaccinated

30%
Unvaccinated

44% South 22% Midwest

17% Northeast 17% West

60%

23%

9% 7%

Full-time Unemployed Part-time Self-employed

11

2% Prefer not to say

Other 3%

3% Prefer not to say



Founded on the premise that research should 
better align with marketers' needs, Provoke 
Insights empowers brands to navigate through 
today's cluttered advertising space. This full-
service market research firm solely focuses on 
research for branding, advertising, and content 
marketing initiatives.

At Provoke Insights, you work with a research 
expert who is also a seasoned brand strategist; 
this ensures that questions are deeply explored 
and insights are cultivated and capitalized. We 
develop insights from the data to help guide 
growth for your company's vision.

For more information or press inquiries, reach 
out to breeda@provokeinsights.com.

About 
Provoke 
Insights
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