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Methodology

Interviews were conducted in February 2021.

Online interviews were conducted with 1,600 adults
(18-54 year-old) who are decision makers or have in influence on 

purchasing decisions in household and own a TV.  400 completes in each 
of the following markets: Tampa, Las Vegas, Portland and Detroit. 

Additionally, a sample of 400 Hispanic consumers who speak Spanish (18-
54) who are decision makers or have influence on purchasing decisions in 

household and own a TV in the Phoenix DMA were also contacted. 



3

THE BIG PICTURE

0 1  V A L U E  
D I F F E R E N T I A T O R

0 2 U N I Q U E  
O P P O R T U N I T Y

The NextGen TV concept and spots 
resonate strongly with consumers.  Its 
upgradeability and audio features are 
differentiators that functionally and 

emotionally connect to consumers, can 
influence purchase decisions and make 
them feel good about the brands who 

endorse NextGen TV technology.

The campaign tested strong and has the 
potential to influence purchase decisions 

in a big way. With more than half of 
consumers likely to purchase in the next 
year, launching an aggressive campaign 
that leans into the core differentiators 

and messaging best practices is critical to 
maximize NextGen TV’s potential.
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Connected Home
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59%
of sample say they are at least 
somewhat likely to buy a new TV 
in the next year – 68% say this 
will replace their primary TV

How likely are you to buy a new TV set in the next year? Would this new TV 
replace your primary TV, the one your watch most often, or another TV in 
your house?

Scale: 5= Very likely, 1= Not at all likely
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0% 20% 40% 60% 80% 100%

A significantly better picture quality (4K UHD + HDR)

The cost of the television set

Significantly better sound with consistent loudness for all content…

Theater quality sound with immersive sound that moves around you

Options to pause and then resume live TV

Enhanced Internet content to be able to find out more about…

Upgradable technology and services - so as new features and…

The manufacturer or “brand” of the TV

Enhanced voice clarity and intelligibility with Voice +

Interactive free-to-play games and where legal, real money betting

8-10 4-7 1-3 Don't know

Drivers that influence TV purchase decisions align with 
NextGen TV features

10=Very important. 1=Not at all important.
Now I want you to think about what would be important to you if you bought a new TV set. Using a scale of 1 to 10 where “1” is “not at all important” and “10” is “very important,” how important are the 
following in a decision to buy a new TV?
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The Ripple Effect
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60%
of respondents say they are 
likely to purchase a TV that has 
NextGen TV technology within 
the next year

After seeing the ads for the Next Gen TV service, when would you be likely to 
purchase a TV that has Next Gen TV?


