
Contact the team
Contact us for more insights on how consumer behaviors will likely shift 

after the pandemic subsides.

Digital media 
trends survey

For more than a decade, Deloitte’s Technology, 
Media & Telecommunications practice has 
published a survey to examine the generational 
habits of US consumers regarding media and 
entertainment (M&E). The Digital media trends 
survey uncovers shifting attitudes and behaviors 
surrounding entertainment devices, advertising, 
media consumption, social media, and the 
internet—and what each may signify
for the future of digital media. 

A tale of two surveys 
The 14th edition of the survey was initially launched at the end of 2019. As data came 
in, several big trends emerged: Value-seeking, time-starved consumers were rapidly 
adding, sampling, and canceling services. They subscribed to an average of 12 M&E 
services while also seeking more free and subsidized entertainment, such as 
ad-supported streaming video. With so many entertainment options, competition
to attract and retain customers was fierce.

But in early 2020, the COVID-19 crisis hit. In May, Deloitte launched a second survey to 
capture the impact of the pandemic on US consumers’ media consumption. By then, 
nearly 95% of the US population had been under shelter-in-place orders, business 
activity was widely restricted, and more than 20 million Americans had lost their jobs. 
Between our pre–COVID-19 and COVID-19 surveys, Deloitte gained a unique vantage 
point on how the pandemic has changed media consumption habits in the short term, 
along with its potential long-term impact. Here are some highlights. 

Topics covered

Video gaming  
• The growth in binge-gaming among digital natives  

• How gaming is now also a spectator sport

• Watching and playing games have become popular 

   across generations 

• Game playing has become a hugely popular family activity      

Implications for the future  
• The uncertain impact on sports and live events 

• Shifts in theatrical releases and distribution models 

• Unanticipated growth in livestreaming services  

• Innovation and the blending of physical and digital worlds     

Streaming video services and subscriptions  
• Growth in M&E subscriptions 

• Binge-watching and its impact on retention 

• Churn—how consumers are choosing, adding, and  

   subtracting services—and why  

• The rising popularity of ad-supported options   

 Key insights 

Methodology

We conducted two separate US surveys, both run by an independent 
research firm employing an online methodology: 

2,103 
US consumers surveyed 

from December 2019 to January 2020 

1,101  
US consumers surveyed 

in May 2020 

All data is weighted back to the most recent census data to give a 
representative view of what consumers and other respondents are doing. 
For meaningful changes, we look for differences in year-over-year tracking 

and generations of at least five percentage points.

Learn more
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As consumers sample more services, they are more likely 
to experience fatigue, which can lead to churn

Pre–COVID-19 survey

Consumers continue to want cheaper, ad-supported 
streaming video options 

of Millennials felt 
“overwhelmed” by the 
number of subscriptions 
they manage

40%

When given a choice, 40% 
of consumers prefer a free, 
ad-only subscription with 
12 min of ads/hour 

40%

The shift to streaming is clear—and will likely grow as 
consumers return to their routines 

COVID-19 survey

Amid ongoing growth, playing and watching video games 
have become even more popular across generations 

Since the pandemic began, 
32% have subscribed to at 
least one new streaming 
video service 

32%

US consumers are 
watching some form of 
gaming content during 
the pandemic 

30%

It is unclear when consumers will feel comfortable 
returning to sports and live events  

of Millennials would be 
willing to attend a sporting 
event in the next six 
months, compared with 
just 28% of Boomers 

50%


