“It Came to Me... In a Stream”

Consumers are driving online video

Professionally produced online video
Time Is being accessed by consumers
in ever-growing numbers,

spent 1 40 often without charge.
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U.S. broadband
consumers now spend

more time watching

professionally produced

online video than DVDs
or Blu-rays...

...and they spend more
than three times the
viewing hours with online
video than on traditional
VoD from their cable TV,
satellite TV, or IPTV.
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...but they
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purchase more
video if they had
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Source: Cisco Internet Business Solutions Group study, March 2012. I I
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