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OTT, “over-the-top”, refers to any device 
or service that is used to stream digital 
content (audio, video and messaging) via 
Internet to a computer or a similar device.

WHAT IS OTT?

https://clipbucket.com/2019/03/07/understanding-the-terms-svod-avod-tvod-and-the-difference-between-vod-and-ott/

Broken down:

Subscription VOD
User subscribes to service and 

has unlimited access to 
content until unsubscribing.     

*Example: Netflix

Transactional VOD
User pays for what is 

consumed.                
*Example: iTunes 

Advertising VOD 
User consumes content for free 
but experiences ads in return.                

*Example: YouTube            
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OTT is not the same as video-on-demand (VOD). 
Rather, OTT is a subset of the umbrella term 
VOD and is separate from a cable subscription. 

https://clipbucket.com/2019/03/07/understanding-the-terms-svod-avod-tvod-and-the-difference-between-vod-and-ott/


Service provider     à Installed cable box à TV

THEN (CABLE)

Streaming platform   à Wi-Fi connection à On-the-go device 

NOW (OTT)

HOW IT WORKS
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WHAT IS THE BIG DEAL?

https://www.thevab.com/wp-content/uploads/2018/03/OTT-Ecosystem-Overview-Final.pdf
4https://clearcode.cc/blog/ott-advertising/

“The number of U.S. households using only over-the-top 
streaming services to access TV programming and movies 
has nearly tripled over the past five years.” (2018)

1. Compatibility & Flexibility 
Viewers have the ability to 
enjoy content through devices 
such as smart TVs, streaming 
boxes, HDMI Sticks, mobile 
phones, tablets, and gaming 
consoles. Only a Wi-Fi 
connection is needed to 
stream OTT.

Exclusivity 
Subscribers of various platforms have access 

to exclusive content, such as Netflix Originals.

Advertising Advantages
People watching media on OTT devices cannot close the window and 
skip ads, jump to another browser tab, or install an adblocker to get 
rid of the ads altogether. Because of this, video ad completion rates 
are incredibly high. In addition, OTT ads are more personalized and 
can be targeted at the household level. This is made possible through 
geolocation, demographic data, and device information.

.

3.

2.

https://www.thevab.com/wp-content/uploads/2018/03/OTT-Ecosystem-Overview-Final.pdf
https://clearcode.cc/blog/ott-advertising/


*Scheduled to launch November 12, 2019 5

SVOD
Netflix, Hulu+, Spotify 
Premium, Apple Music, 

HBO Now, Amazon Prime 
Video, YouTube Premium 

& Music, YouTube TV, 
DirecTV Now, *Disney+

TVOD iTunes, Amazon Instant 
Video, YouTube Originals, 

Google Play, VUDU

AVOD
YouTube, Hulu, Spotify, 

Pandora, The Roku 
Channel, Crackle, Pluto 

TV, Yahoo View!

https://www.investopedia.com/terms/o/over-top.asp

KEY PLAYERS

https://www.investopedia.com/terms/o/over-top.asp


NEW OR ESTABLISHED?
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Home Box Office (HBO) launched as the nation's first pay-tv network.

Netflix debuted a subscription service, delivering unlimited movie 
rentals by mail for a low monthly charge.

Apple launched iTunes.

YouTube launched.

Amazon Unbox launched. 
Spotify was founded.

Netflix introduced streaming on personal computers.
Roku Player launched.

Hulu launched to the public in the U.S.

1972
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NEW OR ESTABLISHED?
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Amazon Unboxed rebranded as Amazon Video On 
Demand.

YouTube Red was officially unveiled, removing ads for 
subscribers.
Apple Music was launched

Netflix is available worldwide.
Hulu rebranded free content into a joint venture with Yahoo: 
Yahoo View!
DirecTV Now, an internet streaming service launched.

YouTube TV launched
Hulu launched a live television streaming service.

YouTube Music launched.
YouTube Red rebranded as YouTube Premium.

Disney+ is scheduled to launch November 12, 2019 for $6.99 per 
month. Customers have the chance to sign up for a three year long 
subscription for a heavily discounted price compared to the regular 
yearly price.

2015

2016

2017

2018

2019

https://www.startupgrind.com/blog/origin-story-the-founding-of-pandora-radio/

https://mashable.com/2015/01/04/tv-media-tech-ces/

https://media.netflix.com/en/about-netflix

https://vator.tv/news/2017-01-24-video-streaming-how-it-rose-over-the-last-10-years

https://www.adweek.com/tv-video/disney-customers-get-a-steeply-discounted-rate-if-they-sign-up-now/

2011

https://www.startupgrind.com/blog/origin-story-the-founding-of-pandora-radio/
https://mashable.com/2015/01/04/tv-media-tech-ces/
https://media.netflix.com/en/about-netflix
https://vator.tv/news/2017-01-24-video-streaming-how-it-rose-over-the-last-10-years
https://www.adweek.com/tv-video/disney-customers-get-a-steeply-discounted-rate-if-they-sign-up-now/
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% OF U.S. ADULTS WHO SAY __ IS THE PRIMARY WAY THEY WATCH TELEVISION

Cable or satellite subscription Online streaming service Digital antenna

WHO USES OTT?

https://www.pewresearch.org/fact-tank/2017/09/13/about-6-in-10-young-adults-in-u-s-primarily-use-online-streaming-to-watch-tv/

So what?
Young adults, “Youngins,” use streaming services the most to watch TV.
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https://www.pewresearch.org/fact-tank/2017/09/13/about-6-in-10-young-adults-in-u-s-primarily-use-online-streaming-to-watch-tv/


Cord-neverers 
TV has never been an important 
medium for this group. They never 
signed for a subscription television or 
paid for premium channels. They access 
media through streaming services.

They regularly pay for 

subscription television but for 
various reasons, have decided to 
cut down on their plans. They have 
kept some of their channels, but 

are increasingly switching to 
streaming services.

Cord-shavers 

Cord-cutters 
Viewers who dislike paying 
for cable TV subscriptions. 
They have completely 

cancelled their subscription 

plans and have switched
to streaming services.

30-49 
Year-olds

50-64 
Year-olds

Gen X and Baby Boomers are increasingly 
cutting down and even cancelling their 
cable subscriptions to switch over to OTT. 
Even though they still have cable 
subscriptions and are less familiar with OTT, 
both of these age groups still play an 
important role in the development of OTT.

18-29 
Year-olds

The “Youngins”  
are the fuel

for
OTT.

A small percentage of 
“Youngins” still use 

cable/satellite subscriptions, but 
most of them fall under the 

category of Nevers. This 
generation of people are 

accessing media through OTT.

MOST ENGAGED IN OTT ENGAGED, BUT MORE ADVERSE

9https://clearcode.cc/blog/ott-advertising/

WHO USES OTT?

https://clearcode.cc/blog/ott-advertising/


CONSUMER IMPACT

https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/
https://thepopinsider.com/features/streaming-services-changed-the-entertainment-industry-ways-people-watch-tv/

The setting in which people 
watch content has also changed 
drastically. Watching on 
phones, laptops, and other 
small screens has become 
increasingly more popular, and 
watching alone creates a more 
intimate viewing experience.

It comes as no surprise that video 
streaming has had a major impact 
on consumers' viewing habits. With 
full seasons of shows available 
online, ad-free, binge-watching 
hours of content in one sitting has 
become the new norm.

While OTT has impacted consumer 
viewing habits, there are some things 

that have not changed. Streaming 
services make their own "channels" 

within the platform by giving viewers 
lists of recommended shows, and 

according to Netflix, consumers are 
very receptive to this; last year, 80% 

of watched shows on Netflix were 
chosen directly from viewers' 

recommended lists.

OTT has also managed to work its 
way into consumers' everyday 
conversation. Hit shows such as 

Netflix's Stranger Things rely on word 
of mouth as a major form of 

marketing: by dropping their newest 
season on Friday, shows leave 

audiences with the entire weekend to 
post reviews on social media and talk 

about it at social gatherings

10

https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/
https://thepopinsider.com/features/streaming-services-changed-the-entertainment-industry-ways-people-watch-tv/


Platforms such as Hulu and 
Netflix have led the way in an 
explosion of original content for 
the masses to watch. This has 
created vast opportunities for 
small production companies, 
directors, and unknown actors to 
get their work on a worldwide 
platform.

Music streaming services like 
Spotify, Apple Music, and 
YouTube have democratized the 
music industry more than ever 
before. Now, unknown artists can 
develop a following from people 
across the world by publishing 
their music on OTT platforms.

The content of shows 
themselves has also been 
impacted by OTT. While 
traditional media is subject to 
regulations regarding 
inappropriate content, creators 
for streaming services have 
free reign over what they 
feature in shows.

The ad-free nature of many OTT 
platforms has also impacted the way 
original shows are formatted. While 
traditional TV shows must allow for 
commercial breaks, and even use 
them to build suspense or dramatic 
effect, ad-free shows are able to 
flow all the way through the end of 
the episode. This seemingly small 
difference has a big impact on the 
writing and structure of content.

PUBLISHER IMPACT

https://www.thedrum.com/opinion/2018/02/08/dawn-new-entertainment-era-the-future-ott
https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/ 11

https://www.thedrum.com/opinion/2018/02/08/dawn-new-entertainment-era-the-future-ott
https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/


While a lot of OTT 
video content is ad-
free, some platforms 
offer cheaper versions 
of their service that 
feature ad-supported 
content. For instance, 
Hulu's lowest-tier 
subscription places ads 
on all television shows, 
spaced apart like 
typical commercial 
breaks on traditional 
television.

There is money to be 
earned from ad-supported 
content. Last year, Hulu 
earned $1.4 billion from 
advertisements on its 
content, and it is estimated 
that Netflix would make 
even more if they were to 
make a free, ad-supported 
version of their service. 
Analysts estimate that 
around 25% of Netflix's 
viewers would opt for that 
plan, but the company 
currently has no intentions 
of putting ads on its 
platform.

While ad-supported 
content is profitable, 
some consumers may 
not be too keen on 
having ads placed on 
streaming services. 
67% of consumers say 
that the lack of 
advertisements is one 
of the primary 
reasons they use 
streaming services.

https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/
https://www.cnbc.com/2019/04/29/netflix-will-have-no-choice-but-to-run-ads-industry-execs-say.html 12

AD-SUPPORTED CONTENT

https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/
https://www.cnbc.com/2019/04/29/netflix-will-have-no-choice-but-to-run-ads-industry-execs-say.html


Traditional product placement happens 
when a brand – for instance, Coke -

provides a production with its product 
free of charge, with the expectation 

that its product will be featured in the 
show or movie being produced. While 

no money is exchanged, this helps offset 
costs for the production.

A more formal type of product 
placement involves a brand paying a 
production to feature its product, 
logo, or name in the show or movie. In 
this case, the brand is featured more 
prominently than in traditional 
product placement. Co-promotional marketing is a more 

costly form of product placement. 
A brand pays for its placement in a film 

by integrating the film into its own 
advertisements. While money may be 

exchanged, the true value gained from 
this relationship is mutual promotion of 

the brand and film.

While OTT did not invent product 
placement, it has taken it to new heights. 
Product placement is featured in 74% of 
Netflix original shows, 91% of Hulu 
originals, and 100% of Amazon's original 
content. With platforms' desire to keep 
content ad-free, product placement has 
become a go-to way for productions to 
make extra money.

PRODUCT PLACEMENT

https://www.fastcompany.com/90380266/more-product-placements-may-come-to-netflix-but-dont-call-them-ads
https://www.businessinsider.com/amazon-hulu-netflix-driving-product-placement-deals-2018-6 13

https://www.fastcompany.com/90380266/more-product-placements-may-come-to-netflix-but-dont-call-them-ads
https://www.businessinsider.com/amazon-hulu-netflix-driving-product-placement-deals-2018-6


Fraud is a rising issue 
in OTT advertising. 
18% of ad inventory 
is fraudulent.
In some cases, ads 
represented as being 
seen on a device in 
the U.S. were really 
being shown to a 
device outside the U.S.
There is evidence of 
multiple ads being 
shown to the same 
device at the same 
time in some cases.
Some ad-supported 
OTT apps show high 
activity around the 
clock, indicating the 
ads are not reaching 
real viewers.

The average U.S. household uses 
2.8 OTT services. Audiences 
stacking, or having more than one 
OTT subscription, can complicate 
the planning of a campaign.

Reaching the right audience can be a challenge with OTT 
services. Because there is no scheduled streaming, as there is in 
linear tv, it can be difficult to know who is going to be watching 
at what times and what they might want to watch.

Measurement challenges can 
occur when advertising on OTT 
services. It is difficult to piece 
together OTT campaigns 
because each OTT media channel 
has its own set of metrics and 
people consume OTT content 
across multiple devices and 
platforms.

ISSUES AND CONCERNS

https://www.viaccess-orca.com/blog/ott-challenges
https://www.rbr.com/is-ott-growth-stymied-by-ad-measurement-troubles/
https://www.broadcastingcable.com/news/booming-ott-market-faces-ad-fraud-issues-report 14

https://www.viaccess-orca.com/blog/ott-challenges
https://www.rbr.com/is-ott-growth-stymied-by-ad-measurement-troubles/
https://www.broadcastingcable.com/news/booming-ott-market-faces-ad-fraud-issues-report


“[Disney] announced a bundled 
monthly subscription of Disney+, 
ESPN+ and the ad-supported version 
of Hulu, which will cost $12.99 a 
month. On its own, Disney+ has a 
monthly price tag of $6.99.”

What does this mean?
More bundling à fatigue from subscribing to multiple platforms

More competitors à higher subscription prices

More streaming services are becoming available, but that does not mean consumers 
plan to increase the number of services they subscribe to. OTT subscriptions are 
traditionally low-commitment and penalty-free, which makes cancellation easy. 
This means consumers will switch back and forth between services. To counteract 
this, platforms will need to focus their efforts on customer retention, rather than 
acquisition. This is accomplished through the original content on the platform.

WHAT DOES THE FUTURE HOLD?
Interactive ads

Interactive ads require viewers to interact with 
the brand by taking a quiz, selecting a video 
experience, or clicking to read more about the 
brand. Interactive ads are personalized and help 
brands develop a unique experience with 
consumers. While these ads are already 
showing up on some platforms, viewers can 
expect to see more as brands search for better 
ways to capture attention from the audience.

https://variety.com/2019/digital/news/streaming-subscription-fatigue-us-consumers-deloitte-study-1203166046/
https://www.adweek.com/tv-video/disney-customers-get-a-steeply-discounted-rate-if-they-sign-up-now/ 15

https://variety.com/2019/digital/news/streaming-subscription-fatigue-us-consumers-deloitte-study-1203166046/


KEEPING UP WITH OTT

Whether it is through the trend of binge-watching shows, the 
vast opportunities for content creators, or the cord-cutting 
revolution, OTT is having a major impact on the world of 

media. As it develops, OTT will continue to provide 
more opportunities for brands to connect with audiences in 

ways that are more personalized and interesting than 
traditional TV advertising.

As OTT further ingrains itself into consumers' lives, advertisers will 
need to find a way to follow suit. New advertising formats, such as 
interactive ads and co-promotional advertising, give audiences the 
chance to interact with brands in unique, interesting ways. Gone are 
the days of simply shooting for the maximum number of impressions 
– advertising on OTT is geared toward earning the highest quality 

impressions and creating a connection with consumers.
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