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Direct-to-Consumer+ 
   

he past year was one of significant 
growth for direct-to-consumer (DTC)  

streaming video services in the U.S.  
Spurred by the need to spend more time 
at home during the pandemic, DTC 
services became an increasingly 
important component of many 
consumers’ viewing habits in 2020.   
 
There was also a corresponding increase 
in subscriptions to various DTC services 
over the past year, as well as an increase 

in the number of DTC 
services per home.  In 
addition, 2020 saw the 
introduction of new DTC 
offerings that continued 
into the first part of 2021. 
 
Netflix, the leading DTC 
service, reported having 
73.9 million paying 
subscribers in the U.S and 
Canada at the end of 
2020.  LRG estimates that 
66.4 million of these 
subscribers were in the 

U.S., and the number of net additions in 
the U.S. in 2020 was about 5.3 million, 
compared to 2.6 million in 2019.   
 
Other major DTC services also reported 
significant subscriber increases in 2020. 

• Hulu (as an SVOD-only service) had 
8.2 million net adds in 2020 – 
compared to 6.1 million in 2019 

• ViacomCBS had 8 million DTC net 
adds in 2020 – compared to 4 million 
in 2019 

• ESPN+ had 5.5 million net adds in 
2020 – compared to 5.2 million in 
2019 

• After launching in 2020, HBO Max 
had 17.2 million sign-ups, and 
Peacock had 33 million sign-ups 

• Disney+ added 68.4 million 
subscribers worldwide in 2020. 
(Disney does not separately report 
U.S. subscriber totals.) 

 
Beyond the growth publicly reported by 
various companies, LRG’s consumer 
research also reveals the expansion of 
DTC services in U.S. households.  As 
further addressed below, data from 
LRG’s annual Internet-Delivered Pay-TV 
Services study found that 82% of U.S. 
households now have at least one 
DTC streaming video service in the 
home, compared to 79% last year (with 
eleven top subscription-based DTC 
services included in 2021, and ten 
services in 2020).  The total includes: 

• 79% of all households having at least 
one of the three major SVOD 
services (Netflix, Amazon Prime, and 
Hulu) 

• An incremental 1% of all households 
having Disney+ (and not one of the 
other three core SVOD services), 
bringing the total to 80% 

• Seven additional DTC services 
increasing the total to 82% of all 
households 

 
In addition to the modest growth in the 
percent of households that have a DTC 
service, the survey found that the number 
of DTC services per home increased 
over the past year. 

• In households that have a DTC 
service, the mean reported number 
of DTC services is 3.5 – up from 
3.1 in 2020 

 

In this issue:  
 

Direct-to-Consumer+ 

27% of DTC Streaming 
Video Services are Shared  

Major Pay-TV Providers Lost 
About 5,120,000 Subscribers 
in 2020 

About 4,830,000 Added 
Broadband in 2020     
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• Across all households (including 
those with no DTC services) the 
mean is 2.9 – up from 2.4 in 2020 

 
Closer examination of the demographics 
of those with multiple DTC services 
reveals that those with more DTC 
services tend to be younger, and have 
higher household incomes. 

• The mean household income of those 
with three or more DTC services is 
$73,600 – compared to $70,200 for 
those with two, $61,900 for those with 
one, and $52,100 for those with none 

• 67% of ages 18-44 have 3+ DTC 
services – compared to 50% of 
ages 45-54, and 29% of ages 55+ 

 
Around this time in 2011, Netflix had 
about 20 million streaming subscribers in 
the U.S., and Amazon Instant Video 
became part of the Amazon Prime 
subscription.  A decade later, DTC 
services are now firmly established in 
households throughout the U.S, with both 
the depth and breadth of services in the 
home continuing to increase. 
 
At the same time, the variations of these 
services and business models for them 
are also expanding.  DTC streaming 
video has become an alphabet soup of 
industry acronyms (SVOD, AVOD, 
FAST), with offerings that include various 
degrees of ad-supported strategies, as 
well as live programming. 
 
While the streaming market has evolved 
over the past decade and even in the 
past year, companies continue to 
balance DTC with traditional offerings 
and revenue streams.  In addition, how 
many DTC services consumers have, 
actively use, and pay for is still only 
beginning to take shape.  To 
paraphrase the song originally by the 
O’Jays, a question for consumers and 
providers alike remains:  Now that we 
found DTC what are we gonna do with it? 

27% of DTC Streaming Video 
Services are Shared 

   
        ew consumer research from 

Leichtman Research Group, Inc.  
found that 82% of U.S. households have 
at least one streaming video service from 
eleven top direct-to-consumer (DTC) and 
subscription video on-Demand (SVOD) 
services; 51% of all households have 
three or more of these services.   
 
However, not all of these services are 
being paid for directly by those who use 
them.  The study found that: 

• 69% of all DTC services are fully paid 
for and are not shared with others 
outside the household 

• 27% of all DTC services are used in 
more than one household: 

o 13% of services are used and paid 
for by those that also share them 
with someone outside the 
household 

o 12% of services are used in one 
household but are borrowed from 
another household that is paying 
for the service 

o 2% of services are used by 
multiple households that share 
costs 

• 4% of all DTC services are not paid 
for because they come with another 
service 

 
These findings are based on an online 
survey of 6,262 households from 
throughout the United States and are part 
of a new LRG study, Internet-Delivered 
Pay-TV Services 2021.  This is LRG’s 
fourth annual study focused on the 
vMVPD category, along with other DTC 
streaming video services. 
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Other related findings from the study 
include: 

• 16% of all households have at least 
one DTC service that is fully paid for 
by someone else 

• 26% of adults ages 18-34 have at 
least one DTC service that is fully 
paid for by someone else – compared 
to 12% of ages 35+ 

• Adults ages 18-44 account for 63% of 
all with a vMVPD pay-TV service  

• 77% of vMVPD subscribers are very 
satisfied with their service – 
compared to 69% in 2018 

• 13% are very likely to switch from a 
vMVPD service in the next six 
months – compared to 27% in 2018 

• 20% of all vMVPD services are 
shared by multiple households, 
including 6% of all vMVPD services 
that are fully paid for by someone 
outside the household   

 
Password sharing is prevalent throughout 
the streaming video industry.  Over a 
quarter of DTC streaming video services 
are shared with others outside the 
household, including 12% of all services 
that are “borrowed” from someone else’s 
subscription.  
 
Yet, sharing of streaming services should 
not solely be viewed as lost revenue, as 
the ability to share with others is also part 
of the retention strategy for the services. 

Major Pay-TV Providers 
Lost About 5,120,000 
Subscribers in 2020 

   
        eichtman Research Group found 
         that the largest pay-TV providers in 
the U.S. – representing about 95% of the 
market – lost about 5,120,000 net video 
subscribers in 2020, compared to a pro 
forma net loss of about 4,795,000 in 2019.   
 
The top pay-TV providers now account for 
about 81.3 million subscribers – with the 
top seven cable companies having 43.9 
million video subscribers, satellite TV 
services having about 21.8 million 
subscribers, the top telephone companies 
having 7.9 million subscribers, and the top 
publicly reporting Internet-delivered 
(vMVPD) pay-TV services having 7.7 
million subscribers. 
   
Key findings for the year include:  

• Satellite TV services lost about 
3,440,000 subscribers in 2020 – 
compared to a loss of about 
3,700,000 subscribers in 2019 

• The top seven cable companies lost 
about 1,915,000 video subscribers in 
2020 – compared to a loss of about 
1,560,000 subscribers in 2019 

• The top telephone companies lost 
about 405,000 video subscribers in 
2020 – compared to a loss of about 
630,000 subscribers in 2019 

• The top publicly reporting Internet-
delivered (vMVPD) services (Hulu + 
Live TV, Sling TV, AT&T TV NOW, 
and fuboTV) added about 640,000 
subscribers in 2020 – compared to 
about 1,095,000 net adds in 2019 

• Traditional pay-TV services (not 
including vMVPDs) lost about 
5,760,000 subscribers in 2020 – 
compared to a net loss of about 
5,890,000 in 2019  

L 

14% of all households have one 
DTC streaming video service, 
17% have two, 15% have three, 
and 36% have four or more 
DTC services 
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• AT&T had a net loss of about 
3,260,000 subscribers across its four 
pay-TV services (DIRECTV, AT&T 
U-verse, AT&T TV, and AT&T TV 
NOW) in 2020 – compared to a net 
loss of about 4,095,000 subscribers 
in 2019 

o AT&T “Premium TV” services (not 
including the vMVPD service 
AT&T TV NOW) lost 15.3% of 
subscribers in 2020 – compared to 
a 4.6% loss among all other 
traditional pay-TV services 

 
Net pay-TV losses of over 5 million 
subscribers in 2020 were slightly higher 
than in 2019, and more than in any 
previous year.  Overall, the top pay-TV 
providers lost 5.9% of subscribers in 
2020, compared to 5.2% in 2019. 

 
 

 
 
 

About 4,830,000 Added 
Broadband in 2020 
 

        eichtman Research Group  
         found that the largest cable and 
telephone providers in the U.S. – 
representing about 96% of the market – 
acquired about 4,830,000 net additional 
broadband Internet subscribers in 2020, 
compared to a pro forma gain of about 
2,550,000 subscribers in 2019.    
 

These top broadband providers now 
account for 105.8 million subscribers, with 
top cable companies having 72.8 million 
broadband subscribers, and top wireline 
phone companies having 33 million 
subscribers. 
 

Key findings for the year include: 

• Overall, broadband additions in 2020 
were 189% of those in 2019, and 
more than in any year since 2008 

• The top cable companies added 
about 4,820,000 subscribers in 2020 
– compared to about 3,145,000 net 
adds in 2019, and the most in any 
year since 2006 

o Charter’s 2,215,000 net broadband 
additions in 2020 were more than 
any company had in a year since 
2006 

• The top wireline phone companies 
added about 10,000 subscribers in 
2020 – compared to a loss of about 
590,000 subscribers in 2019 

o Telcos had positive net annual 
broadband adds for the first year 
since 2014 

• At the end of 2020, cable had a 69% 
market share vs. 31% for Telcos 

 

With the impact of the coronavirus 
pandemic, there were more net 
broadband additions in 2020 than in any 
year since 2008.   
 
The top cable and Telco broadband 
providers in the U.S. cumulatively added 
about 4,830,000 subscribers in 2020, 
compared to about 5,100,000 
subscribers in 2018 and 2019 
combined. 
  

L 

Over the past ten years, top 
providers had about 29,700,000 
net broadband additions – with 
cable companies accounting for 
101% of the net adds 
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Industry by the Numbers 

Subscribers at end of 4Q 2020 

19,846,000  

16,200,000  

3,650,000  

2,961,000  

643,000  

318,387 

261,000 

43,879,387 

 

13,000,000  

8,816,000  

21,816,000 

 

3,927,000  

3,505,000  

485,000 

7,917,000 

  

4,000,000  

2,474,000  

656,000 

547,880 

7,677,880 

81,290,267 

 

Top Pay-TV Providers in the U.S. 

Sources: The Companies and Leichtman Research Group, Inc.  
*  LRG estimate 
**  Includes small acquisitions/sales and LRG estimates 
^ AT&T combines non-vMVPDs as “Premium TV” – separate results are LRG estimates with AT&T TV included with U-verse  
^^ DISH TV removed 250,000 subs representing commercial accounts due to COVID-19 in 1Q 2020.  In 2Q-3Q 2020, 80,000 

resumed service.  DISH includes these subs in the total, but excludes them from net add/loss calculations. 
*** vMVPD does not include YouTube TV (with 3 million subs in 3Q 2020) or Philo, as neither regularly report results 
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 308,200 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 2020 

(1,408,000) 

56,000 

(215,000) 

(236,800) 

(67,000) 

1,287 

(46,000)  

(1,915,513) 

 

(3,033,000) 

(408,000)  

(3,441,000) 

 

(302,000)  

42,000 

(146,000)  

(406,000) 
 

 

800,000 

(118,000) 

(270,000) 

231,880 

643,880 

(5,118,633) 

 

            
               

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/AT&T TV^  

Frontier     

Total Top Phone                

Internet-Delivered (vMVPD) 

Hulu + Live TV 

Sling TV 

AT&T TV NOW 

fuboTV 

Total Top vMVPD*** 

Total Top Pay-TV                
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 Top Broadband Internet Providers in the U.S.  

Cable Companies 
 

Subscribers at end of 4Q 2020 Net Adds in 2020 

Comcast 30,600,000  1,971,000  

Charter 28,879,000  2,215,000  

Cox* 

Altice** 

5,380,000 

4,359,200 

210,000 

142,200  

Mediacom 1,438,000  110,000  

Cable One** 857,000  101,000 

WOW (WideOpenWest) 813,800 32,300 

Atlantic Broadband** 504,621 37,871 

Total Top Cable 72,831,621 4,819,371 

Telephone Companies   

AT&T 15,384,000  (5,000) 

Verizon 7,129,000  173,000 

CenturyLink/Lumen 4,544,000  (134,000) 

Frontier 3,069,000  (142,000) 

Windstream 1,109,300  60,000 

Consolidated 792,200 8,035 

TDS^ 493,300  38,100 

Cincinnati Bell  436,100  10,400 

Total Top Phone 32,956,900 8,535 

Total Top Broadband  105,788,521 4,827,906 

   

 

 
 
 
  

   

Sources: The Companies and Leichtman Research Group, Inc.  
* LRG estimate  
** Includes recent small acquisitions/sales and LRG pro forma estimates 
^     TDS includes 283,900 wireline broadband subscribers, and 209,400 cable broadband subscribers 
Company subscriber counts may not solely represent residential households – about 6% of the total are non-residential 

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 
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