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Consumers’ intention to change their pay-TV package is generally 

increasing. Our survey asks consumers if they intend to change 

pay-TV provider, or give up pay TV altogether, within the next 

6 months. Across our European and US sample, 18% of 

respondents planned to churn. It seems highly likely that OTT 

video has a significant role to play in this change in intention to 

churn. The growth in intention to churn is particularly apparent in 

the UK and the USA; these are the two countries with the most-

established OTT video use. Intention to churn among pay-TV 

subscribers is also particularly high in Turkey, which is the country 

with the highest use of linear OTT video services (that is, video 

services that show live streams of TV channels).

Just under half of all respondents who intended to change pay-TV 

provider told us that they plan to give up pay-TV services 

altogether – equating to around 8% of all pay-TV users. Cord 

cutters as a percentage of churners has remained consistent in 

our survey since 2015 – as cord cutting increases so has churn. 

Historically, pay TV in Europe has not felt the same level of market 

disruption as has been felt in the USA. In this chapter, we explore 

the extent to which OTT may substitute pay-TV in future.

Figure 3: Intention to change pay-TV provider within the next 

6 months, by country, 2012 -20181
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Intention to churn among pay-TV subscribers appears to be increasing – OTT video 

is potentially the cause

1 See slide 25 for a list of survey questions.
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France Germany Italy Poland Spain Turkey UK USA

Price 56% 52% 61% 42% 55% 40% 64% 69%

Channels 

and 

content

23% 18% 21% 30% 26% 37% 13% 13%

Bundling 5% 5% 4% 6% 5% 11% 4% 4%

Contract 2% 8% 5% 10% 2% 5% 6% 3%

Other 6% 13% 3% 5% 4% 1% 8% 4%

Device 6% 3% 3% 7% 5% 3% 5% 4%

App 2% 1% 2% 1% 3% 3% 1% 2%

How do pay-TV providers adjust their service features in order to 

keep consumers engaged and mitigate the risk of cord cutting? 

When consumers decide to change provider, price is the most-

often cited reason that they give for intending to churn. As part of 

our Connected Consumer Survey series, we analyse intention to 

churn across a number of services including mobile and fixed 

broadband. Analysis conducted in those survey reports suggests 

that when people say they are concerned about ‘price’ they often 

mean that they are concerned about feeling that they are getting 

‘value for money’, which is a slightly more-complex value 

judgement than one based on absolute price alone.

Maintaining a sense of value for money among one’s customer 

base is a vital part of maintaining pay-TV subscriptions, 

particularly as consumers become more likely to subscribe to 

multiple services and may consider eventually unsubscribing from 

traditional pay-TV services.

The second-highest priority as articulated by our respondents 

when considering their next pay-TV service, was the channel 

selection and the content that a service would include. As 

discussed in the previous chapter, content is an important way to 

differentiate a service. However, it is interesting to note how much 

this varies in importance between countries – in Turkey, for 

example, content selection is almost as important as price 

concerns, whereas in the UK and the USA price is considered 

much more important.

Figure 12: Respondents’ stated highest priority when looking 

for their next pay-TV service, by country1
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Consumers always state that price is their highest priority when deciding future 

purchases, but a sense of ‘value for money’ is more complex than absolute price

1 See slide 25 for a list of survey questions.
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CONSULTING

We deliver tangible benefits to clients across the telecoms 

industry:

▪ communications and digital service providers, vendors, 

financial and strategic investors, private equity and 

infrastructure funds, governments, regulators, broadcasters, 

and service and content providers.

Our sector specialists understand the distinct local challenges 

facing clients, in addition to the wider effects of global forces.

We are future-focused and help clients understand the challenges 

and opportunities that new technology brings.

RESEARCH

Our dedicated team of analysts track and forecast the different 

services accessed by consumers and enterprises.

We offer detailed insight into the software, infrastructure and 

technology delivering those services.

Clients benefit from regular and timely intelligence, and direct 

access to analysts.

Analysys Mason’s consulting services and research portfolio
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Analysys Mason’s consulting and research are uniquely positioned
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