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Connected TV’s Decade of 
Growth 
   

   he coronavirus pandemic, which has 
compelled people to spend more time  

at home, has resulted in more time spent 
watching TV in households across the 
U.S.  Part of this additional viewing time 
has been dedicated to watching TV via 
connected devices.   
 
As detailed later in these Research 
Notes, LRG’s recent Connected and 4K 
TVs 2020 study (fielded in April-May) 
found that over half of adults agreed that 
they were spending more time watching 

TV since the pandemic, 
and over 40% of 
connected TV users 
agreed that they were 
using their connected TV 
devices more often.  
This combination has 
resulted in an all-time 
peak in the use of 
connected TV devices.   
Despite the unique 
circumstances that 
contributed to usage 
reaching such high 
levels, like Roger 
Bannister’s 4-minute 
mile, this is a record that 
is sure to be broken 
many times over in future 
years. 

 
LRG’s study found that four-in-five U.S. 
TV households have at least one 
connected TV device.  About 60% of 
adults use these devices at least 
weekly, and more significantly, 40% 
use them daily. 
 

But just a decade ago, the connected 
TV market looked strikingly different.  
Smart was certainly an exaggeration for 
the intelligence level of the new TV set 
purchased in 2010, as it could do little 
more than display text of the weather or 
horoscopes.  At the time, connected 
video game systems, or Apple TVs and 
Rokus, offered greater ability than Smart 
TVs to access video content from the 
Internet, including the ability to stream 
Netflix.  Yet, even Netflix seemed to offer 
little more than what was available on 
Starz on-Demand from a cable service.   
 
LRG’s study in 2010 found that about 
one-quarter of TV households had any 
type of connected TV device.  With a lack 
of available content to watch, usage was 
also very limited:  Just 5% of all adults 
used connected TV devices to watch 
Internet-delivered video at least 
weekly, and 1% daily.  Given these 
figures, connected TV devices were 
clearly having little impact on overall TV 
viewing at the time. 
 
Six years later, LRG’s 2016 study found 
that connected TV devices had quickly 
expanded to two-thirds of TV 
households.  The most common 
connected TV device at the time was still 
the connected game system, present in 
about 40% of households. 
Comparatively, connected Smart TVs 
and stand-alone streaming devices (like 
Roku) each were in about one-third of 
households.  Use of these three 
categories of devices was similar at the 
time, with 18% of all adults using each of 
these categories weekly, and 7%-8% 
daily.  Overall, 40% of all adults were 
using connected TV devices to watch 
Internet-delivered video at least 
weekly, and daily use of these devices 
had grown to 19%. 
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LRG’s 2016 study also indicated that the 
number of connected TV devices in U.S 
households had slightly surpassed the 
number of pay-TV set-top boxes.  The 
findings suggested that there were about 
250 million connected TV devices in 
consumers’ homes, compared to about 
215 million pay-TV set-top boxes.   
 
In the past four years these totals have 
significantly changed, with the number 
of connected TV devices now more 
than doubling the number of pay-TV 
set-top boxes.  This year’s survey 
suggests that there are nearly 400 million 
connected TV devices in consumers’ 
households, and about 170 million pay-
TV set-top boxes. 
 
An important note is that among the pay-
TV set-top boxes described above, many 
also act as connected devices 
themselves, but are not included in these 
connected device totals.  The usage of 
this new category, pay-TV set-top 
boxes acting as connected devices, is 
actually now at a similar level of usage 
as game systems.  Further, not even 
included in this category are the 
burgeoning (already more than one 
million) Xfinity Flex streaming devices 
that have been deployed to Comcast 
customers that do not get Comcast’s 
pay-TV service.   
 
LRG’s 2020 study found that the mean 
number of TV sets used per household is 
2.7, and this figure has remained fairly 
steady in recent years.  But what these 
sets can do, and how they are used, has 
been dramatically changed by connected 
TV devices and Internet-delivered 
content.  Along with the rapid increase in 
the number of connected devices, the 
percent of adults in the U.S. using 
these devices to watch video on a TV 
each day grew from 1% to 40% over 
the past decade.   
 

By looking back at the growth and 
expanded use of connected TV devices, 
we are able to see how far these devices 
have already come.  It is clear they have 
only just begun to change the ways that 
TVs are used and video is watched. 

 
80% of U.S. TV Households 
Have at Least One 
Connected TV Device  
   
        ew consumer research from 

Leichtman Research Group, Inc.  
finds that 80% of U.S. TV households 
have at least one Internet-connected TV 
device, including connected Smart TVs, 
stand-alone streaming devices (like 
Roku, Amazon Fire TV stick or set-top 
box, Chromecast, or Apple TV), 
connected video game systems, and/or 
connected Blu-ray players.  This is an 
increase from 74% with at least one 
connected TV device in 2018, 57% in 
2015, and 24% in 2010.   
 
Overall, 40% of adults in U.S. TV 
households watch video on a TV via a 
connected device daily – compared to 
29% in 2018, 12% in 2015, and 1% in 
2010.  Older individuals use connected 
TV devices less often than others.  
Among all adults ages 55+, 18% watch 
video on a TV via a connected device 
daily – compared to 48% of ages 35-54 
and 55% of ages 18-34. 

N 

Among those that purchased a 
new TV in the past year, mean 
spending was about $570 – 
compared to about $610 in 2018, 
$750 in 2015, $855 in 2010, and 
$925 in 2005 



 

 

 

     © 2020 Leichtman Research Group, Inc.  All Rights Reserved              3                                                                      
 

These findings are based on a survey of 
about 2,000 TV households in the U.S., 
and are part of a new LRG study, 
Connected and 4K TVs 2020.  This is 
LRG’s seventeenth annual study on TVs 
in the U.S. 
 
Other findings include: 

• Among those with any connected TV 
device, 64% have three or more 
devices – with a mean of 4.1 devices 
per connected TV household 

• 58% of TV households have at least 
one connected Smart TV – up from 
47% in 2018, 22% in 2015, and 8% 
in 2010 

• 56% of TV households have at least 
one stand-alone streaming device – 
up from 46% in 2018, 23% in 2015, 
and 3% in 2011 

• On a daily basis, 25% of adults watch 
video on a TV via a stand-alone 
device, 20% via an Internet-enabled 
Smart TV app, 11% via a connected 
game system, and 3% via a 
connected Blu-ray player 

• 62% of 4K HDTV owners agree (8-10) 
that the picture quality makes 
everything look better, even when not 
watching 4K content, while 6% 
disagree (1-3) 

 

Over Half of Adults 
Report Watching More TV 
Since the Pandemic 
   
        ew consumer research from 

Leichtman Research Group, Inc.  
finds that since the impact of the 
coronavirus pandemic, 53% of adults 
ages 18 and above in U.S. TV 
households agree (8-10 on a 1-10 scale) 
that they now spend more time watching 
TV per day, while 16% disagree (1-3). 
 
There are no significant differences by 
age, income, or gender of those agreeing 
that they watch more TV per day, nor is 
there a significant difference between 
SVOD and non-SVOD households.  
However, 56% of pay-TV subscribers 
agree that they now spend more time 
watching TV per day, compared to 45% 
of non-subscribers. 
 
These findings are based on an online 
survey of about 1,200 TV households in 
the U.S., and are part of LRG’s study, 
Connected and 4K TVs 2020.   
 
Other findings on changes in consumer 
behavior since the impact of the 
coronavirus include: 

• 62% of pay-TV DVR subs, and 59% 
of pay-TV on-Demand users agree 
(8-10) that they now spend more 
time watching TV per day 

• 43% of connected TV users agree 
(8-10) that they use connected TV 
devices more often, while 20% 
disagree (1-3) 

• 52% of connected TV users with 
annual household incomes >$75,000 
agree (8-10) that they use connected 
TV devices more often – compared 
to 42% with household incomes of 
$30,000-$75,000, and 28% with 
household incomes <$30,000  

N 

39% of all TVs used in U.S. 
households are connected Smart 
TVs – compared to 29% in 2018, 
19% in 2016, and 7% in 2014 
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• 45% of connected TV users ages 18-
54 agree (8-10) that they use 
connected TV devices more often – 
compared to 31% of ages 55+ 

• 39% agree (8-10) that they are more 
satisfied with their streaming video 
services, while 18% disagree (1-3) 

• 33% agree (8-10) that they are more 
satisfied with their pay-TV service, 
while 16% disagree (1-3) 

• 36% agree (8-10) that they are more 
satisfied with their home Internet 
service, while 19% disagree (1-3) 

 
Reported increases in TV viewing since 
the coronavirus pandemic began are 
consistent across demographic 
categories, while perceived increases in 
connected TV usage are more prevalent 
in higher income households and among 
younger adults.  Usage growth has 
played a role in boosting consumers’ 
positive perceptions of their streaming 
video, pay-TV and broadband services. 

 
Major Pay-TV Providers 
Lost About 2,065,000 
Subscribers in 1Q 2020 
   
        eichtman Research Group, Inc.  
         found that the largest pay-TV 
providers in the U.S. – representing 
about 95% of the market – lost about 
2,065,000 net video subscribers in 1Q 
2020, compared to a pro forma net loss 
of about 1,025,000 subscribers in 1Q 
2019. 
 
The top pay-TV providers now account 
for about 83.9 million subscribers – with 
the top seven cable companies having 
45.2 million video subscribers, satellite 
TV services 24.1 million subscribers, the 
top telephone companies 8.2 million 
subscribers, and the top publicly 
reporting Internet-delivered (vMVPD) 
pay-TV services 6.4 million subscribers. 

Key findings for the quarter include:  

• Satellite TV services lost about 
1,030,000 subscribers in 1Q 2020 – 
compared to a loss of about 810,000 
subscribers in 1Q 2019 

• The top seven cable companies lost 
about 595,000 video subscribers in 
1Q 2020 – compared to a loss of 
about 335,000 subscribers in 1Q 
2019 

• The top telephone providers lost 
about 125,000 video subscribers in 
1Q 2020 – compared to a loss of 
about 105,000 subscribers in 1Q 
2019 

• The top publicly reporting Internet-
delivered (vMVPD) services (Hulu + 
Live TV, Sling TV, and AT&T TV 
NOW) lost about 320,000 subscribers 
in 1Q 2020 – compared to about 
225,000 net adds in 1Q 2019 

 
Pay-TV net losses of over 2 million 
subscribers in 1Q 2020 were more than 
in any previous quarter.  The record net 
losses were partly related to the impact 
of the coronavirus, but do not solely 
reflect consumers’ dropping services.  
Several providers cited a decrease in 
connects as a key component of net 
losses in the quarter, rather than an 
increase in disconnects. 

 

 

L 

44% of adults agree (8-10) that 
when they turn on the TV, they 
usually know exactly what they 
want to watch, while 17% 
disagree (1-3) 
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About 1,165,000 Added 
Broadband in 1Q 2020 
 
        eichtman Research Group, Inc.  
         found that the largest cable and 
telephone providers in the U.S. – 
representing about 96% of the market – 
acquired about 1,165,000 net additional 
broadband Internet subscribers in 1Q 
2020, compared to a pro forma gain of 
about 955,000 subscribers in 1Q 2019.    
 
These top broadband providers now 
account for about 102.4 million 
subscribers, with top cable companies 
having 69.2 million broadband subscribers, 
and top wireline phone companies having 
33.2 million subscribers. 
 
Findings for the quarter include: 

• Overall, broadband additions in 1Q 
2020 were 122% of those in 1Q 2019 

o Broadband additions overall were 
the most in any quarter since 1Q 
2015 

• The top cable companies added 
about 1,230,000 subscribers in 1Q 
2020 – 132% of the net adds for the 
top cable companies in 1Q 2019 

o Cable broadband net additions 
were the most in any quarter 
since 1Q 2007 

• The top wireline phone companies 
had a net loss of about 65,000 
subscribers in 1Q 2020 – compared 
to a net gain of about 20,000 
subscribers in 1Q 2019 

• Over the past year, there were about 
2,750,000 net broadband adds – 
compared to about 2,635,000 net 
broadband adds over the prior year 

 
With the onset of the coronavirus 
pandemic, there were more quarterly net 
broadband additions in 1Q 2020 than in 
any quarter in five years.  Top cable 
companies performed particularly well, 

having the most net additions for cable 
broadband services in any quarter in 
thirteen years. 
 
 
  L 
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Industry by the Numbers 

Subscribers at end of 1Q 2020 

20,845,000  

16,074,000  

3,820,000  

3,137,500  

693,000  

306,252 

303,000 

45,178,752 

 

15,136,000  

9,012,000  

24,148,000 

 

4,145,000  

3,440,000  

621,000 

8,206,000 

  

3,300,000  

2,311,000  

788,000  

6,399,000 

83,931,752 

 

Top Pay-TV Providers in the U.S. 
            
               

Cable Companies  

Comcast    

Charter     

Cox* 

Altice      

Mediacom 

Atlantic Broadband 

Cable One     

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 

^ AT&T combines DIRECTV, U-verse, and AT&T TV into “Premium TV” – separate results are LRG estimates with AT&T TV 
included with U-verse  

^^ Total includes the removal of 250,000 commercial subs due to COVID-19, DISH does not count these as net losses 
Company subscriber counts may not solely represent residential households 
Top pay-TV providers represent approximately 95% of all subscribers  
vMVPD does not include YouTube TV or others that do not report quarterly subscriber totals 
Top cable companies do not include overbuilder WOW with 365,800 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 1Q 2020 

(409,000) 

(70,000) 

(45,000) 

(41,700) 

(17,000) 

(2,386) 

(11,000)  

(596,086) 

 

(897,000) 

(132,000)  

(1,029,000) 

 

(84,000)  

0 

(39,000)  

(123,000) 
 

 

100,000 

(281,000) 

(138,000) 

(319,000) 

(2,067,086) 
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Sources: The Companies and Leichtman Research Group, Inc.  
* Charter’s 1Q 2020 results include about 120,000 net adds with 60-day free service related to the impact of COVID-19 
** LRG estimate  
^     TDS includes 263,200 wireline broadband subscribers, and 196,800 cable broadband subscribers 
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 

Top Broadband Internet Providers in the U.S.  

Cable Companies 
 

Subscribers at end of 1Q 2020 Net Adds in 1Q 2020 

Comcast 29,106,000  477,000  

Charter* 27,246,000  582,000  

Cox** 

Altice 

5,230,000 

4,237,400 

60,000 

50,100  

Mediacom 1,349,000  21,000  

WOW (WideOpenWest) 797,600  16,100 

Cable One 793,000 20,000 

Atlantic Broadband 457,233 5,770 

Total Top Cable 69,216,233 1,231,970 

Telephone Companies   

AT&T 15,315,000  (74,000) 

Verizon 6,982,000  26,000 

CenturyLink 4,667,000  (11,000) 

Frontier 3,480,000  (33,000) 

Windstream 1,067,300  18,000 

Consolidated 786,125 1,960 

TDS^ 460,000  4,800 

Cincinnati Bell  427,500  1,800 

Total Top Phone 33,184,925 (65,440) 

Total Top Broadband  102,401,158 1,166,530 
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