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Executive Summary
• Household Attention: Connected TV (CTV) is highly effective in capturing household
  attention, with 70% of CTV consumption driven by family viewing.

• CTV viewership reach the highest at night, especially on weekdays where it reach 74%.
  Viewership on weekend at day-time is quite high at 37%-45%, much higher compared to
  weekdays.

• Local channels have the potential to engage with 77% of the affluents. Other potential
  channels are from Western that are being watched by 73% of the affluents followed by
  61% from South Korea.

• 8 of 10 of the affluent CTV users had subscribed on OTT, where Netflix is the most popular
  followed by Disney+ Hotstar.

• Advertisements on OTT is likely to watch by 63% of OTT users where 79% of them are likely
  to pay attention to the advertisements.

• Food / Beverage or Mobile-phone/gadgets advertisers can utilize advertisements on CTV
  because more than 50% of the affluent CTV users like to watch these categories
  advertisements on Connected TV.
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Research Objective and Methodology



Objective
To understand the affluent segment :

- Behavior in using Connected TV

- Behavior in using OTT in Connected TV

- E-commerce usage through Connected TV

- Attitudes towards advertisements in Connected TV
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Methodology :

.  Online Survey by using YouGov Panel that meet Target Respondents
   Criteria .

.  Max. 15 minutes of Length of Interview (questionnaire filling)

Respondent Criteria :

.  Male and Female

.  Age 18 years old and older

.  Owner and user Connected TV which connect to internet

.  Live in HH with minimum income of Rp. 10 Mn.

Coverage Area :

.  Nation wide 

Sample Size :

.  500 respondents

Research Design



Respondents Profile



Are aged 44 years old or younger, Married
people with income Rp. 10-16 Mn. They are
also productive people who earn money.

81% Live in Java island.

Are having social network, many of them also
have more than one platform where Whatsapp,
Instagram, YouTube, Facebook and TikTok are

FINDINGS - Affluent Segment Owner/User CTV Profile

65%+

81%

100%
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Dominated by 25-44 years of Married people working with an average monthly income of almost
Rp. 16 Mn and live in Java island.

Demographic Profile
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Dominated by 25-44 years of Married people working with an average monthly income of almost
Rp. 16 Mn and live in Java island.

They use multiple social networks, Whatsapp is the popular one, followed by 
Instagram and YouTube.

Social Network Used



CTV Usage



FINDINGS – Connected TV Usage

• Watching CTV is part of the affluents’ WE TIME
  More than 60% of them watch it with their spouse or children.

• They like THE EASE and CONNECTIVITY of CTV. More than 70%
  like the easiness to connect with YouTube or other streaming
  applications. Also, it is convenient to connect to their gadgets,
  especially mobile phones (61%).73% of the affluents watch CTV
  every day.

• Daytime viewership is quite high, 37%-48%.

• 83% of the affluents watch YouTube or OTT through CTV.

- Attitudes towards advertisements in Connected TV
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Smart TV Brand Owned
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•

•

Connected Devices to CTV
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•

Application Used on Smart-phone
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Daily Activities on Smart-Phone
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Dominated by 25-44 years of Married people working with an average monthly income of almost
Rp. 16 Mn and live in Java island.

Application Installed on CTV
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Dominated by 25-44 years of Married people working with an average monthly income of almost
Rp. 16 Mn and live in Java island.

Key insight from connected device to CTV
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Liking from CTV
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CTV Viewer Dislikes and Expectations
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CTV Watching Frequency
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•

•

CTV viewing across timebands on weekends & weekdays
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General TV Viewing shows different pattern compared 
to CTV,especially during weekend
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CTV Watching Companion
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The Content Watched on CTV
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Method to Watch Channel on CTV



OTT USAGE
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FINDINGS – Connected TV Usage
FINDINGS – OTT Usage

• 8 of 10 affluent CTV users had installed and subscribed to
  OTT

• Netflix is the most popular OTT brand with the highest
  subscriber conversion of 92%.

• 62% of the affluents are the decision maker when they
  subscribe the OTT, while 23% of respondents made
  decision together with their family.

• 75% watch OTT more than once a week, 18% lower than
  watching through CTV in general.
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OTT Installed and Subscribed
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Average Cost for OTT Subscription 
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OTT Subscription Type
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Decision Maker for OTT Subscription
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OTT Watching Habit



Genre Watched on OTT
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Attitude towards Advertisements



•

•

•

FINDINGS – Attitudes towards Advertisements

36



37

Action towards Advertisements on OTT
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Preferred Duration to Watch An Advertisement on CTV (in Seconds)
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Advertisements Recall on CTV
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Response When See Advertisements - Ad Interaction Insights 



41

Reason to Skip The Advertisements on CTV
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Actions taken if Interested with The Advertisement on CTV
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Product Advertisements Preferred to Watch on CTV



E-COMMERCE ON CTV



•

•

•

•

FINDINGS – E-commerce on CTV
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Driver in Using E-commerce Applications on CTV
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Visiting E-commerce Applications on CTV
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E-commerce Application Usage
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Shopping Format Regularly Use
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