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As various platforms compete for the supremacy of streaming video, their rivalry has led to a rapid increase in the amount of content available to consumers. According to the Total Audience Report published today by Nielsen, as of December 2019, U.S. consumers can choose from 646,152 unique program names
available on traditional linear and streaming services. That's up 10 percent from 2018, according to Nielsen. This explosion of viewing choices is just one of the many ways streaming war are changing viewing habits. The spread of on-demand streaming services is the deepest disruption in the media in the last half
century, Peter Katsingris, Nielsen's senior vice president of audience research, wrote in the report. And this disruption is driving deep, real, action opportunities in all aspects of the industry. While Netflix, Amazon Prime and Hulu have been offering video streaming subscription services for more than a decade, a host of
big players joined the fray last year. Activities include the launch of the Apple TV and the introduction of Disney. And new entrants soon include HBO Max, short-form streaming service Kwibi, and Peacock from NBCUniversal. Instead of choosing, consumers open their wallets extensively and begging companies to take
their money. The Nielsen report says that while consumers have spent about $600 million on video and audio content in 2019, that number is projected to grow to $1 trillion by 2023. This growth is possible because streaming video still makes up a fraction of the time edited to view content, about 19% for households who
have some ability to view such services using a smart TV or computer, according to Nielsen. In the U.S., Nielsen found that 73% of households now have some kind of streaming video subscription service, and about 33% have three or more streaming services. Amid the frenzy, which includes audio and video streaming
content, consumers simply spend more time glued to screens. According to Nielsen, the average consumer now spends a whole extra day every week watching or listening to some form of digital media content, up from six years earlier. In the third quarter of 2019, we spent 11 hours and 54 minutes each day interacting
with our gadgets, including TV, TV-connected devices, radios, computers, smartphones and tablets. This is 1 hour and 24 minutes more than in the third quarter of 2018. Content creators and advertisers are salivating. It's a large amount of waking day to connect consumers, so it's a lot of time to learn, the report notes.
Marketers and content creators literally every waking hour of the day consumers to put forward their best messages. The latest NIELSEN data released its The audience report for the first quarter of 2019, with radio settings remaining steady, boast the highest coverage on all platforms at 92%. Media-connected adult
consumers in the U.S. continue to grow common inter-modern diets and, with its help, opportunities abound for businesses that have effective strategies to benefit from them in the most active part. These consumers spend 11 hours and 27 minutes a day interacting with the media through television, TV-connected
devices, radios, computers, smartphones and tablets - 21 minutes of additional media exposure on all platforms from the first quarter of 2018. Although this time is 48% of the total number of minutes available per day, some simultaneous use occurs on different devices through multitasking consumers. The weekly Reach
Across Platforms NIELSEN has found that it is effective to target marketing dollars for a particular type of consumer to actually buy your product (or dangling these segments in front of marketers if you are a media owner.) after all, consumers have very different tastes in both the content and consumption of products and
the environment that allows the industry to trade on that individuality, whether pet owners or new car buyers are definitely a growing trend. But if you're a big brand looking to tell your message to consumers on a massive scale, the reach of media that come free, such as over-the-air TV or terrestrial radio, is still a good
bet. While weekly television coverage has dropped slightly from 88% in the first quarter of 2018 to 86% in the first quarter of 2019, the number of homes on the air, think rabbit ears, has grown a bit. And the radio setting in remains steady, boasting the highest coverage on all platforms at 92%. Among Hispanic adults, this
is even higher: 96%. In terms of other ways to connect homes, the coverage of Internet-connected devices increased the most year-on-year, rising to 42% from 35% in the first quarter of 2018. App/web coverage on the smartphone has grown to 80% among all adults, while tablet coverage has dropped from 47% to 45%.
Media Time demographic It's no wonder why marketers seem obsessed with reaching adults 18-34 years old. Simply put, millennials can be hard to understand, mainly because the general group includes s adults moving through an important stage of life, from late teens to adulthood. After all, the habits and influence of
the media of an 18-year-old entering secondary education or hitting the workforce are very different from those of a 30-something who are fully entrenched in careers, marriages and growing a family. The greatest increase in total time spent with the media came from these adults 18-34, who spent another 31 minutes a
day in all media than a year earlier. They also spend one hour and 22 minutes on TV-connected devices, more than any other age group. Marketers should distribute their appropriately and look at this connection to attract. Adults 50-64 still spend more time on the media than any other group at 12 hours and 51 minutes
a day, including most time on radio, computers and tablets... perhaps a sign of a growing sedentary lifestyle. It is important to keep an eye out for older demos, however, as US adults spend more time in the workforce than previous generations, and this may both their discretionary income and the time, overshadowed by
the media as a consumer group. A deeper look at the proportion of time being swollen on each platform shows a growing shift toward the use of digital devices - a shift driven by adults aged 18-34. It is noteworthy that this group spends half of its media time with computers, smartphones and tablets. Conversely, adults
aged 50-64, who are the largest consumers of all media, spend 51% of their time watching TVs and TV-connected devices and 34% on digital platforms. Radio is constantly accounting for between 14% and 16% of daily media use in all age groups. With this generational difference, media owners and marketers seeking
efficiency should appropriately allocate efforts. Audio Universe Audio, in all its various forms, is increasingly gaining the attention of American consumers, with new devices and technologies changing as we listen. Radio remains the centerpiece of the audio universe, reaching more time per week for American adults by
92% than any other media platform. Half of all adults also use their smartphones to stream audio, which is 16% more than in 2018, while 20% stream through their tablets and 16% listen to satellite radio. See More Pure News This edition of Nielsen Total Audience Report provides the latest media consumption trends. At
11 a.m. and 45 minutes, U.S. adults spend nearly half their day connected to the media. Smaller screens dominate with adults under the age of 50. More than any other age group, adults 35 to 49 spend time watching the media on their smartphones. For those aged 18 to 34, 57% of all media are spent on computers,
smartphones and tablets. Across the demographics, black Americans comparatively spend the most time connected to the media via the Internet or app on a smartphone, at 4 hours and 27 minutes, followed by Asian Americans in 3 hours and 52 minutes. Explore the latest related ideas, media trends, and past reports.
Recall that the data reflected in this report reflect a more expanded use of additional data sources and are not comparable to the data in the reports until the 1st quarter of 2018. Total media use among adults in the U.S. remains unchanged for the year at 10 and a half hours per day. But there are shifts in where this time
is spent devoted as we see an increase in Internet-connected devices and apps/web smartphone usage that are gradually replacing time tinged with others These shifts are not surprising, as nearly seven in 10 homes now have a device capable of streaming content, and a similar number have access to the streaming
SVOD service. In this edition of the Nielsen Total Audience Report, we are pleased to share a comparison of media use year after year to show how consumer behavior has changed through comparable measurement intervals. In addition to standard penetration estimates of devices and household types, included a look
at how digital consumption evolved last year, as well as an understanding of the impact of the impact that shape consumers' journey when they access streaming audio and video content. Content.
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