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THE MARKET IS WELL
DOMINATED BY REGIONAL
PLAYERS, MAJORLY DUE TO
THEIR LOCALIZED ARABIC
CONTENT, BUT TIMES ARE
CHANGING....

.- WITH THE GLOBAL
LEADERS MAKING BIG
STRATEGICAL MOVES IN
THE MENA MARKET!



IPSOS’ OTT AND
STREAMING
CONTENT
SYNDICATED
STUDY ANSWERS
MANY IMPORTANT
BUSINESS
QUESTIONS
REGARDING THE
CONSUMPTION OF
SVOD AND PAY TV
SERVICES
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The results tackle into the
white spaces and <
opportunities of this industry
by market segment?

How does the market look in
terms of customer churn?
And what is the behavior of <
consumers on such

platforms is like?

Focuses on how
satisfied customers
are with their
experience of OTT
platforms to date, and
what are the main pain
points?

Covers other areas
such as how music
streaming is
performing and what
is the market
potential with the
entry of new players?




THEREFORE, THE SURVEY OF THE STUDY COVERS NUMEROUS AREAS..
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The usage of paid vs free Device
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The devices owned and 7
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Online 7. Motivation to Subscribing

Subscriptions Motivations for subscribing to online video
platforms and payment amount made for
OTT and Pay TV planforms
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content consumption and binge-watching
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Streaming 8. Reasons for not Subscribing
Platforms '|||||'|'
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Reasons for not paying online content and reasons
for not subscribing to online platforms

habits




SOME KEY TRENDS IN OTT AND ONLINE CONTENT CONSUMPTION THIS YEAR

56%

Use the free versions of video
on demand platforms averagely
when consuming online content,
especially to get content that
cannot be accessed in their
countries.

46%

of viewers discover new
channels and content
to watch through
recommendations from
friends and family.

35%

of viewers, on average, state
that football is the top type
of content that they are
willing to pay for, followed by
990/ western movies.

is the average of those who stream
online content DAILY through
subscription-based video on
demand platforms in the three
countries combined.
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IPSOS HAS BEEN TRACKING THE GROWTH & AWARENESS OF OTT SINCE

DECEMBER 2015 IN MENA..

ALL KEY SVOD PLATFORMS HAD AN INCREASE IN
SUBSCRIPTIONS THIS YEAR IN UAE AND KSA

THE NUMBER OF SVOD SUBSCRIPTIONS PAID IN UAE IS
MORE THAN THE NUMBER BEING CANCELLED; ON AN
AVERAGE USERS PAY FOR 3.5 BRANDS WHILE 1 IS BEING
CANCELLED.

VIEWERS IN KSA TEND TO MOSTLY SUBSCRIBE TO ONLINE
CONTENT FOR THE REASON OF NOT CONTAINING ANY AD
BREAKS.
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Sample of the 40+ OTT
platforms tracked

NETFLIX WAVO

(/) 2ol

STARZPLAY

prime
video g.! 3 YouTube

add life to life




MUSIC STREAMING PLATFORMS ARE ALSO GAINING A LOT OF TRACTION
IN THE MENA REGION..

Sample of the 15+ Music
streaming brands tracked

\‘ @ Spotify
L‘ '(' 2 =ideezer

(1) anghami
38% 13% n

USE MUSIC PLATFORMS DAILY LISTEN TO PODCATS MONTHLY
IN UAE IN KSA
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TECHNICAL INFORMATION OF THE STUDY

Sample Size

Saudi Arabia 1,000

41

W4

United Arab Emirates 1,000

Markets In
M E N A Egypt 1,000
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IPSOS METHODOLOGY

® Online survey using
Ipsos online panels

® Length of interview :
15 minutes

®» Data calibrated to total
market size via the
Ipsos Tech Tracker
survey




FINANCIAL INVESTMENT

S¢S

Saudi Arabia 10,000 USD
United Arab Emirates 10,000 USD IPSOS DISCOUNT

P 10% discount if 3 markets
Egypt 10,000 USD ® 7% discount if 2 markets

The above price excludes VAT
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ABOUT IPSOS

Ipsos is the third largest market research company in the
world, present in 90 markets and employing more than 18,000
people.

Our research professionals, analysts and scientists have built
unique multi-specialist capabilities that provide powerful
insights into the actions, opinions and motivations of citizens,
consumers, patients, customers or employees. Our 75
business solutions are based on primary data coming from our
surveys, social media monitoring, and qualitative or
observational techniques.

“Game Changers” — our tagline — summarises our ambition to
help our 5,000 clients to navigate more easily our deeply
changing world.

Founded in France in 1975, Ipsos is listed on the Euronext
Paris since July 1st, 1999. The company is part of the SBF 120
and the Mid-60 index and is eligible for the Deferred
Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg
IPS:FP
WWW.ipsos.com
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GAME CHANGERS

In our world of rapid change, the need for reliable information
to make confident decisions has never been greater.

At Ipsos we believe our clients need more than a data supplier,
they need a partner who can produce accurate and relevant
information and turn it into actionable truth.

This is why our passionately curious experts not only provide
the most precise measurement, but shape it to provide True
Understanding of Society, Markets and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity,
speed and substance to everything we do.

So that our clients can act faster, smarter and bolder.
Ultimately, success comes down to a simple truth:
You act better when you are sure.




BE
SURE.
ACT
SMARTER.




