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As the lines start to blur between ad supported 
streaming and subscription video on demand, and 
companies begin to crack down on password 
sharing, consumer behavior regarding paid 
streaming services in Canada is expected to 
change. Last summer, Numeris conducted an 
online survey asking respondents about paying 
for video streaming services in their household. 
Here are some key findings: 
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Background Overview
•

•
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Survey Methodology
•

• Probit is a probability-based panel assembled using a random digit dialing (RDD) 
process for sampling from a blended land-line and cell-phone frame, which provides 
full coverage of Canadians with telephone access. The distribution of the recruitment 
process is meant to mirror the actual population in Canada (as defined by Statistics 
Canada). As such, our panel of more than 100,000 members can be considered 
representative of the general public in Canada.
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Paid Video Streaming in Household
Respondents in a household that pays for at least one video streaming service

Base: All Respondents
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41%

32%

28%

Number of paid video streaming
services in household

One Two Three or more

• Most respondents were in 
households that paid for at least 
two video streaming services

• And just over a quarter were in 
households that paid for three or 
more video streaming services

Number of Video 
Streaming Services

Base: All Respondents with paid video streaming in household
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Monthly cost of video streaming
services in household
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Base: Respondents in households that pay for video streaming

Monthly Cost
of Paid Video
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Monthly Cost
of Paid Video, cont.

Portion paying $25+/month by
number of services in household

Base: Respondents in households that pay for video streaming
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Shared Video Subscriptions

Portion of respondents with video streaming that share access outside of household

Base: Respondents in households that pay for video streaming
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•

•
Base: Respondents in households that pay for video streaming
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Top reasons for subscribing to a streaming service
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Base: Respondents who had canceled a video streaming service in the past year

Top reasons for canceling a streaming service
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•

•

Top Paid 
Streaming Services

Top Video Streaming Services
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Amazon Prime Subscriptions

Household pays for an Amazon Prime subscription

Base: All Respondents
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Base: All Respondents who have an Amazon Prime subscription paid for by their household
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Base: Subscribers of service

Length of Time Subscribed
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