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Change of Course 
   

   had lunch earlier this week with my 
children and we watched a video of  

the original cast of Hamilton singing the 
opening song.  What made this otherwise 
mundane event unique was that the 
Hamilton cast members were each 
singing from separate locations, and our 
adult kids were at home rather than away 
at college.   
 
Nearly all of our lives are very different 
than they were a few weeks ago due to 
the coronavirus.  While the specific 
impact differs across individuals, 
cumulatively the evidence of significant 
changes in behavior are apparent, as we 
are spending more time at home and 
social distancing.   
 
Many companies have reported on 

changes that they and 
their customers have 
experienced.  These 
data give us a glimpse 
at some of the different 
ways that services and 
networks are being used 
now as opposed to just 
a month ago.  Below are 
a few examples. 
 
At the end of March, 
Comcast reported that 
since the start of the 
month, peak traffic 
was up 32% overall.  In 

addition, the company reported that in 
the month: 

• There was a 38% increase in 
streaming and web video consumption 

• Linear video consumption increased 
4 hours to 64 hours per week 

• Video OnDemand hit record highs, up 
25% year-over-year 

 
AT&T reported that core network traffic, 
which includes business, home 
broadband and wireless usage, was up 
25% (on April 2) compared to a similar 
day at the end of February.  In addition: 

• Wireless voice minutes of use were up 
29% compared to an average Thursday 

• Consumer home voice calling minutes 
of use were up 42% from an average 
Thursday 

• There was a 14% increase in TV hours 
watched since the week of 3/2 

 
Snapchat reported in early April that: 

• Time spent (video and voice) calling 
had grown by more than 50% from 
late February to late March 

• Snaps sent between friends reached 
an all-time high – disproportionately 
driven by those sending Snaps to 
their top contacts 
 

Prior to the impact of the coronavirus on 
consumers’ behaviors, in February, LRG 
conducted an online survey of over 6,400 
adults in the U.S. as part of the annual 
Internet-Delivered Pay-TV Services study.  
In addition to the highlights on the vMVPD 
pay-TV category detailed later in these 
Notes, the study found more gradual 
trends for some of the changes that have 
accelerated in the past month.    
 
While we are seeing a rapid, and largely 
unavoidable, increase in home use of 
various technologies over the past month, 
the trend for viewing streaming 
services at home (and on a TV set) was 
already in place.   
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The survey found that: 

• Netflix is watched at home 90% of the 
time – similar to 91% for Prime Video, 
90% for Hulu, and 90% for Disney+ 

• vMVPD services are watched at 
home 87% of the time – compared to 
78% in 2019 and 78% in 2018 

• 90% watch their vMVPD service on a 
TV set – compared to 88% in 2019 
and 81% in 2018 

 
Also evident in the survey is that the 
number of video services in each 
household continues to increase.  As 
seen in other LRG research, the majority 
of households get both a pay-TV service 
and an SVOD service.  In addition, this 
study found that 76% of households have 
an SVOD service (from Netflix, Amazon 
Prime, or Hulu), an increase from 70% in 
2018.   
 
The addition of seven more direct-to-
consumer (DTC) services only slightly 
expands the base of households that 
have a streaming video service, but it 
does increase the number of services per 
household.   

• 79% of all households have at least 
one SVOD or DTC streaming video 
service, and 44% have three or more 
of these services 

• The mean number of DTC/SVOD 
services per household is 2.4 
(including those with none) – in 
households with any of these 
services the mean is 3.1 

 
While consumers typically prefer to have 
more rather than less, among those that 
currently have an SVOD or DTC 
streaming service, or are interested in 
getting one in the next year, 60% agree 
(8-10) that there is a limit to the 
number of services that they are likely 
to pay to subscribe to each month, 
while 11% disagree (1-3).   
 

Despite the consumption changes that 
have occurred in the past few weeks, a 
willingness (and ability) to pay remains a 
key component in near-term and longer-
term adoption and use of various 
services. 
 
Change and evolution are natural 
occurrences in the media and 
entertainment industries (and many 
others), yet the abrupt disruptions of 
recent weeks are clearly unprecedented.  
To date, the network infrastructure has 
reportedly held up very well to the 
increased demand.   
 
Former FCC Chairman Tom Wheeler in 
early April wrote, “(F)or the internet to 
work, everything must work. Thus far, it 
has done so brilliantly… Credit is due to 
the nation’s broadband providers. The 
fact we can work from home is the result 
of hundreds of billions of investment 
dollars and construction and operational 
skill. But the challenge is far from over.” 
 
The challenges going forward are for 
businesses and consumers alike.  We 
can hope that sooner rather than later we 
will return to the mundane. 

 

 
 
 

20% that currently have Netflix 
agree (8-10) that with more 
Internet-delivered video services 
available they are less likely to 
pay to subscribe to Netflix, while 
38% disagree (1-3) 
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44% with a vMVPD 
Switched from a 
Traditional Pay-TV Service 
   
        ew consumer research from 

Leichtman Research Group, Inc.  
found that of U.S. households that 
currently have a live streaming vMVPD 
pay-TV service (like Hulu + Live TV, 
Sling TV, YouTube TV, or AT&T TV 
NOW), 44% switched directly from a 
traditional (cable, satellite, or Telco) pay-
TV service, and 26% also have a 
traditional service.  In addition, 18% 
switched from another vMVPD service, 
and 12% were most recently non-
subscribers to any type of pay-TV 
service.  This distribution is similar to last 
year. 
 
Overall, 18% of adults ages 18-44 
currently have a vMVPD service – 
compared to 9% of ages 45 and above.  
Ages 18-44 now account for 65% of 
adults in the U.S. that have a vMVPD 
pay-TV service. 
 
These findings are based on an online 
survey of 6,462 households from 
throughout the United States and are part 
of a new LRG study, Internet-Delivered 
Pay-TV Services 2020.  This is LRG’s 
third annual study focused on the vMVPD 
category, along with other direct-to-
consumer (DTC) streaming video 
services. 
 
Other related findings from the study 
include: 

• 76% of vMVPD subscribers are very 
satisfied with their service – 
compared to 69% in 2018 

• 14% are very likely to switch from a 
vMVPD service in the next six 
months – compared to 27% in 2018 

• 54% of vMVPD households have 
three or more TV sets 

• 42% that have both a vMVPD and a 
traditional pay-TV service cite having 
more choices or options as the 
reason for getting both, 15% cite 
serving multiple people or TVs in the 
household, 14% cite channels or 
content only available from one type, 
and 8% cite testing or trialing a 
service 

• 95% with a vMVPD service also have 
an SVOD service from Netflix, 
Amazon Prime, and/or Hulu – 
compared to 74% of traditional pay-
TV subscribers, and 77% of non-
subscribers in TV households  

 
More than ever, consumers are exploring 
the trade-offs between traditional and 
vMVPD pay-TV services—along with an 
increasing number of streaming 
options—to find the combination of 
content and cost that best meets their 
needs. Younger adults and those with 
more people and TVs in the household 
have thus far proven to be most attracted 
to the lower-cost and lower-channel 
vMVPD options. 

 

 
   
 

 

N 

48% of pay-TV non-subscribers 
and 37% with a vMVPD-only 
have a TV antenna – compared 
to 18% of traditional pay-TV 
households 



 

 

 

     © 2020 Leichtman Research Group, Inc.  All Rights Reserved              4                                                                      
 

Major Pay-TV Providers 
Lost About 4,915,000 
Subscribers in 2019 
   
        eichtman Research Group, Inc.  
         found that the largest pay-TV 
providers in the U.S. – representing 
about 95% of the market – lost about 
4,915,000 net video subscribers in 2019, 
compared to a pro forma loss of about 
1,585,000 subscribers in 2018. 
 
The top pay-TV providers account for 86.2 
million subscribers – with the top seven 
cable companies having 45.8 million video 
subscribers, satellite TV services 25.4 
million subscribers, the top telephone 
companies 8.3 million subscribers, and 
the top three publicly reporting Internet-
delivered (vMVPD) pay-TV services 6.7 
million subscribers. 
 
Key findings include:  

• Satellite TV services lost about 
3,700,000 subscribers in 2019 – 
compared to a net loss of about 
2,360,000 subscribers in 2018  

o DIRECTV lost about 3,190,000 
subscribers in 2019 – compared 
to a net loss of about 1,235,000 
subscribers in 2018 

o In 2019, DBS services 
cumulatively lost 12.7% of video 
subscribers – compared to a loss 
of 7.5% in 2018 

• The top seven cable companies lost 
about 1,560,000 video subscribers in 
2019 – compared to a net loss of 
about 920,000 subscribers in 2018 

o In 2019, the top cable providers 
cumulatively lost 3.3% of video 
subscribers – compared to a loss 
of 1.9% in 2018 

• The top telephone companies lost 
about 665,000 video subscribers in 

2019 – compared to a net loss of 
about 245,000 in 2018 

o In 2019, the top Telcos 
cumulatively lost 7.4% of video 
subscribers – compared to a loss 
of 2.6% in 2018 

• The top publicly reporting Internet-
delivered (vMVPD) services (Hulu + 
Live TV, Sling TV, and AT&T TV 
NOW) added about 1,010,000 
subscribers in 2019 – compared to 
about 1,940,000 net adds in 2018 

o Subscribers to these vMVPD 
services increased by 18% in 
2019 – compared to an increase 
of about 50% in 2018 

• AT&T had a net loss of about 
4,120,000 subscribers across its 
three pay-TV services (DIRECTV, 
AT&T U-verse, and AT&T TV NOW) 
in 2019 – compared to a net loss of 
about 750,000 subscribers in 2018 

o AT&T accounted for 84% of pay-
TV net losses in 2019 – compared 
to 48% of net losses in 2018 

 
Overall, the top pay-TV providers lost 
5.4% of subscribers in 2019 compared to 
a loss of 1.7% in 2018.  The significant 
increase in pay-TV net losses in 2019 
was both a function of consumers having 
more video options, and the decisions by 
AT&T and other providers to increasingly 
focus on long-term profitability in 
acquiring and retaining subscribers. 

 

L 

Since the pay-TV industry’s peak 
in 1Q 2012, subscribers for the 
top providers have declined by 
about 9,300,000 (on a pro forma 
basis) 
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2.5 Million Added 
Broadband from Top 
Providers in 2019   
 
        eichtman Research Group, Inc.  
         found that the largest cable and 
telephone providers in the U.S. – 
representing about 96% of the market – 
acquired about 2.5 million net additional 
broadband Internet subscribers in 2019, 
compared to a pro forma gain of about 
2.5 million subscribers in 2018.   
 
These top broadband providers now 
account for 101.2 million subscribers, 
with top cable companies having 68 
million broadband subscribers, and top 
wireline phone companies having 33.2 
million subscribers. 
 

Key findings include: 

• Overall, broadband additions in 2019 
were about 101% of those in 2018 

• The top cable companies added 
about 3,145,000 subscribers in 2019 
– compared to about 2,925,000 net 
adds in 2018 

o Comcast had more net adds in 
2019 than in any year since 2007 

• The top wireline phone companies 
lost about 605,000 subscribers in 
2019 – compared to a net loss of 
about 410,000 subscribers in 2018 

o Telcos had more net losses in 
2019 than in any prior year 

• At the end of 2019, cable had a 67% 
market share vs. 33% for Telcos 

o Cable’s broadband market share 
is at the highest level since 3Q 
2001 

 
The top broadband providers added 28.4 
million net broadband subscribers over the 
past decade, with cable companies 
accounting for 97% of the net broadband 
additions in the 2010s. 
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Industry by the Numbers 

Subscribers at end of 4Q 2019 

21,254,000  

16,144,000  

3,865,000  

3,179,200  

710,000  

314,000 

308,638 

45,774,838 

 

16,033,000  

9,394,000  

25,427,000 

 

4,229,000  

3,440,000  

660,000  

8,329,000 

  

3,200,000  

2,592,000  

926,000  

6,718,000 

86,248,838 

 

Top Pay-TV Providers in the U.S. 
            
               

Cable Companies  

Comcast    

Charter     

Cox* 

Altice      

Mediacom 

Cable One**  

Atlantic Broadband     

Total Top Cable                

Satellite Services (DBS) 

DIRECTV^      

DISH TV      

Total DBS                 

Phone Companies   

Verizon FiOS 

AT&T U-verse^  

Frontier      

Total Top Phone                

Internet-Delivered (vMVPD) 

Hulu + Live TV 

Sling TV 

AT&T TV NOW 

Total Top vMVPD^^ 

Total Top Pay-TV                

 Sources: The Companies and Leichtman Research Group, Inc.  
*  LRG estimate 

**  Cable One total includes the acquisition of Fidelity Communications, and an LRG estimate of pro forma results 
^ AT&T combines totals for DIRECTV and U-verse into “Premium TV” – separate results are LRG estimates 
^^ vMVPD now includes Hulu + Live TV, but does not include YouTube TV or others that do not publicly report subscribers 
Company subscriber counts may not solely represent residential households 
Top pay-TV providers represent approximately 95% of all subscribers  
Top cable companies do not include overbuilder WOW with 373,800 subscribers 

Net additions reflect pro forma results from system sales and acquisitions, and reporting adjustments -- therefore, comparing totals 
in this quarter’s Notes to prior Notes may not produce accurate findings 

       Net Adds in 2019 

(732,000) 

(462,000) 

(150,000) 

(106,900) 

(66,000) 

(39,000) 

(4,061) 

(1,559,961) 

 

(3,189,000) 

(511,000)  

(3,700,000) 

 

(222,000)  

(264,000) 

(178,000)  

(664,000) 
 

 

1,500,000 

175,000 

(665,000)  

1,010,000 

(4,913,961) 
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Sources: The Companies and Leichtman Research Group, Inc.  
* LRG estimate 
** Cable One total includes the acquisition of Fidelity Communications, and an LRG estimate of pro forma results 
^     TDS includes a small acquisition in 4Q 2019 (annual results are not pro forma adjusted) 
Company subscriber counts may not solely represent residential households  
Top cable and telephone companies represent approximately 96% of all subscribers  

Net additions reflect pro forma results from system sales and acquisitions, and reporting adjustments – therefore, comparing totals 

in this quarter’s Notes to prior Notes may not produce accurate finding 

 

Cable Companies 
 

Subscribers at end of 4Q 2019 Net Adds in 2019 

Comcast 28,629,000  1,407,000  

Charter 26,664,000  1,405,000  

Cox* 

Altice 

5,170,000 

4,187,300 

110,000 

71,900  

Mediacom 1,328,000  64,000  

WOW (WideOpenWest) 781,500  21,900 

Cable One** 773,000 39,000 

Atlantic Broadband 451,463 25,857 

Total Top Cable 67,984,263 3,144,657 

Telephone Companies   

AT&T 15,389,000  (312,000) 

Verizon 6,956,000  (5,000) 

CenturyLink 4,678,000  (134,000) 

Frontier 3,513,000  (222,000) 

Windstream 1,049,300  28,300 

Consolidated 784,165 5,195 

TDS^ 455,200  31,800 

Cincinnati Bell  426,700 1,100 

Total Top Phone 33,251,365 (606,605) 

Total Top Broadband  101,235,628 2,538,052 

   

 

 
 
 
  

   

Top Broadband Internet Providers in the U.S. 
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