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Ampere sought to understand how consumers divide their attention

. Consumer attention is increasingly fragmented, with a growing number of platforms, formats and
media types competing for time in already crowded daily routines. As choice expands, attention is
no longer evenly distributed, nor equally valuable, creating new challenges for media companies,
advertisers and platforms looking to stand out, retain audiences and drive value

. To better understand how attention is divided, Ampere conducted a nationally representative online
survey of 2,000 consumers aged 11-64 across the USA and UK. Fieldwork was conducted in April
2026. The study explores how people engage with different media types, how these behaviours are
changing over time, and the varying roles media plays across daily routines and need states

. The research examines attention through multiple lenses including reach, time spent, perceived
value and monetisation relevance. It considers how attention varies by age, market and context,
and what this means for strategy, advertising effectiveness and long-term audience relationships

. Analysis results are frequently segmented by generation, defined as: Gen Alpha (ages 11-15), Gen
Z (16-29), Millennials (30—45), Gen X (46—61) and Baby Boomers (62—-64). Where analysis refers
to users of specific media or platform types, this is based on respondents who report using that
service in a typical week, unless otherwise stated. This approach allows comparison across both
broad population trends and more engaged user groups, reflecting how attention is distributed and
experienced in practice
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Age breakdown of sample (%)

B s _
Baby Boomers (Aged 62- 64)

Gen X (Aged 46 -61)

32% Millennials (Aged 30-45)

26% Gen Z (Aged 16-29)

99, Gen Alpha (Aged 11- 15)

Age
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Weekly media and attention budget



YouTube, social media, and
streaming services yield the
widest reach in media

Consumers’ (%) that engage with media activity type, weekly,

USA & UK

m UK mUSA

72%  73%

70% 70% 67% 68%
59%
519 51% 50% 54%
44%, 45% 45%
38% 38%
33%32% 373%
19% 24%
iI 16%17%

. In both the USA and UK, social media and
YouTube currently reach the widest audiences,
with about seven in ten internet users reporting
having regularly used each media type

. Streaming services rank just below social media
and YouTube for share of weekly usage, though
above the reach of broadcast TV channels.
Notably, there is a higher proclivity towards
linear TV in the UK than in the USA
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Younger age groups over-index
for video games and YouTube
usage, while older groups skew
towards television and radio

. Younger consumers are more engaged with
YouTube, video games, music services, and
Roblox, while older cohorts maintain usage of
TV channels and radio programming. Social
media and streaming are flat across age groups

. Sports, Al, and podcasts skew slightly towards
Millennials. Podcasts particularly have a bell
curve when it comes to age, being least popular
with Gen Alpha and Baby Boomers

. Gen Alpha tends to gravitate more towards
social online activity, whereas podcasts are
more of a solo activity. Separately, older cohorts
are drawn more towards radio when it comes to
talk audio. They are also less likely to reside on
platforms that feature podcasts like Spotify,
YouTube, and even TikTok and Instagram Reels
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Proportion of age group (%) that engages with media activity type,
USA & UK
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** Gen Alpha 11-16 years old, Gen Z 16-29 years old, Millennials 30-45 years old, Gen X 46-61 years old, Baby Boomers 62-64 years old
Source: Ampere Attention Economy Survey
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Conversely, streaming services Average daily time (hh:mm)
garner more total viewing time spent on media types, USA & UK

than social media and YouTube _ _
Streaming services I 2:00

Social Media | 1:42

YouTube | 1:37

. In the USA and UK, TV & film-focused
streaming services still attract the highest Video games I 121
average daily viewing time - above social media
and YouTube, although a higher proportion use TV Channels I 110

social media and YouTube at least once weekly
Music services I 101

. Although streaming services have taken share
of viewing time from pay TV, TV channels Sports I 047
remain the fifth most popular media type by
time viewed. Considering the overlap between Radio I 0:45
TV channels and streaming (i.e. Disney+ and
ABC) the role of the legacy studios and Podcasts NN 0:28
broadcasters in the average daily media diet
remains high Use Al N 0:26
. Podcasts, Al, and live streaming sites remain Waitch live streaming 0:21
nascent mediums, scoring near bottom of the
media types in terms of average daily use time Use Roblox NSNS 0:19
Source: Ampere Attention Economy Survey
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Teenagers spend the most time playing video games and scrolling social media

. Gen Alpha teenagers spend the most time playing video games
compared to other media types, followed by social media, streaming
services and YouTube. They significantly over-index on time spent on
video games, music services, and Roblox, while under-indexing on
streaming services, TV channels, and radio

. These viewing time figures paint a picture of the online ecosystem of
Gen Alpha. Their two top mediums by time spent are social in nature:
video games and social media. A defining characteristic of Gen Alpha
is that many formative years were spent within pandemic lockdowns.
As such, this is a generation comparatively more accustomed to
socialising online

. This group also under-indexes on platforms that primarily feature long-
form content. This is not to suggest that they do not watch TV & film;
streaming services scores as third among teenagers via viewing time.
However, that they score lower on time spent with these ‘long-form’
services indicates a relative aversion to focusing on television and
movies for longer periods of time

Average daily time (hh:mm) spent on
media types, by age group, UK & USA
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Streaming, social media, and YouTube hold the most daily viewing time in both the USA and UK

. Both the USA and UK spend the most
overall time on streaming services, despite
social media and YouTube being the top
mediums for general reach (by proportion
who use weekly)

Average daily spent (hh:mm),
by media type, UK

Average daily spent (hh:mm),
by media type, USA

Streaming services IIIIINNNNNN———— 2:03 Streaming services I 1:52

Social Media I 1:54 Social Media I 1:45
. The UK still spends more time on the radio,
YouTube |GG 1:43 with more comprehensive national YouTube |EEG— 1:30

Video Games I G—1:24 programming available than the USA. TV Channe! I—1:15

Conversely the USA spends more time on
Music Services IS 1:10 music services like Spotify, and slightly more Video Games IS 1:13
time listening to podcasts in general
TV Channel N 1:05 Music Services N 0:59
Radio NN 0:44 . Daily average time spent using Al services in Radio N 0:53

both markets scores at around 1 hour 20

Sports IS 0:40 minutes. As for attitudes around Al's

Sports N 0:42

: : o
Podcasts NSNS 0:32 increasing prevalence, 45% of those Al mmmmm 0:28
surveyed in both the US and UK believe that
Al N 0:26 the positives of Al outweigh the negative Podcasts I 0:28
Live streaming M 0:25 Live streaming M 0:18
Roblox M 0:19 Roblox W 0:18

Source: Ampere Attention Economy Survey
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Commuter-friendly media is used more during the week, whereas sports takes weekend time

Change in share of time (%)

on weeke

Sports
Streaming services
TV Channel
YouTube
Video Games
-0.4% |
-4.3% N
-7.3%
-7.7%

-9.7% I
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nds, by activity, UK

I 19.9%
I 7.5%
. 5.7%
B 3.1%
B 238%
Podcasts
Al
Social Media
Radio

Music Services

Sports takes up a comparably larger
amount of weekend time compared to
weekday time in both the USA and UK,
aligning with the schedule of the most
popular sports leagues in both markets

Conversely, more audio-friendly formats
suitable for commuting skew viewing time
towards the weekday, like podcasts, radio,
and music services. The USA particularly
spends more time listening to podcasts
during the week compared to the weekend

Al use skews towards the working week,
aligning with its increasingly application
towards white collar work

Long-form content (streaming and TV)
skews towards the weekend for the USA,
but towards the weekday for the UK

*Average time spent on activity on weekend day divided by time spent on activity on weekday day (hh:mm)

Change in share of time (%)
on weekends, by activity, USA

Sports NG 11.1%
Video Games M 2.8%
-3.4% I Streaming Services
-3.5% I YouTube
-5.3% I )
-6.7% I T\ Channel
-7.2% I podcasts
-7.6% I R
-8.3% N \/usic Services

-10.1% NN 5o Media

Source: Ampere Attention Economy Survey
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Al and streaming services show highest gains in time spent across USA and UK populations

. Ampere asked respondents if they have increased or decreased their
use of the following media types over the past six months. The chart’s
figures (right) are the result of subtracting the proportion who claim a
decrease from the proportion who claim increase, hence net increase

. Such figures inform on the direction of media in general: Al, streaming
services, and YouTube see the highest rates of reported increased
use, whereas live streaming, broadcast TV, and radio have the lowest
rates of growth

. The rate of growth of a media type can prove a particularly valuable
metric to advertisers. While the structures of ad deals vary, advertisers
can benefit from locking them in before periods of growth for the
platform. Al platforms, the medium growing the fastest, could fit such
a mold. OpenAl’s ChatGPT started showing sponsored results earlier
this year, not to mention the plethora of smaller Al tools that have
growth potential. Advertisers would be well advised to fully explore Al
advertising opportunities as the medium continues to grow

. Worth noting is a key differentiator of radio and broadcast television
from most of the rest of the media types featured here: algorithmic
content. Consumers are gravitating towards media that hand-select
relevant content using data. By the same token, advertisers can use
the algorithmic capabilities of the ad systems of these platforms
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Net proportion of consumers (%) increasing time on

s medium over past six months*, USA & UK

42%

34% 0
33%  32% 329, 30%
27% Non-algorithmic

22% media types

17%
14%

Higher rates
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*Proportion of people who claim they have increased time spent on platform past 6 months —
proportion who have claimed they have decreased time spent on medium

Source: Ampere Attention Economy Survey
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Al has grown in use most among Net proportion of consumers (%) increasing time on medium over

Millennials; younger people are past six months®, USA & UK
increasingly watching sports . =GenZ = Milennials - Gen X
50%
. Older generations are also increasingly
engaging with algorithmic media platforms. 40%
Streaming services, YouTube and other Non-algorithmic
algorithmic platforms have become ubiquitous media types
across age groups. While the growth rate of 30%

social media use for Gen X is more muted, it is
nevertheless increasing

20%
. Gen Z's consumption of sports content is
growing at a higher rate than podcasts and live
stream sites for this age group. Furthermore, 10%
general sports consumption is growing at a
higher rate than broadcast television channels,
meaning Gen Z and older generations are ) _ ) _ _
increasingly engaging with sports outside of the Use Al  Watch Use Listento Follow Play video Consume Use social Uselive Watch Listen to
. . ) . . . streaming YouTube music sports games podcasts media streaming broadcast the radio
live event, such as via streaming, social media, Higher rates services services websites TV
and YouTube of usage (e.g. channels
growth Twitch)
*Proportion of people who claim they have increased time spent on platform past 6 months — proportion who
have claimed they have decreased time spent on medium
** Gen Z 16-29 years old, Millennials 30-45 years old, Gen X 46-61 years old
Source: Ampere Attention Economy Survey
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Sport engagement is Sports fan respondents (%) that watched coverage,

concentrated around the English by league, within preceding seven days, UK
Premier League in the UK ® Watched 75% or more of coverage Watched less than 75% of coverage
English Premier League 18%
UEFA Mens Championship League 1%
. In the UK, sports interest is concentrated

around a small number of key leagues and
competitions, creating highly predictable and
repeat viewing behaviour

EFL Champsionship 9%
Boxing Events 8%

. Football leagues see the highest level of
interest in the UK, with the Premier League
holding by far the highest levels of weekly

Grand National 7%

viewing - almost three quarters of sports fan Masters (Golf) 12%
having watched. Most sports fans also watched
75% or more of the Premier League coverage UEFA Europa League 8%

that week, demonstrating that it allows for

repeat engagements England Women's International Football Team 5%

. This consistency means sport is uniquely La Liga 5%
valuable within the attention economy: it

delivers reliable, habitual engagement
gag Women's FA Cup 5%

Source: Ampere Attention Economy Survey; respondents ages 18-64
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Fragmented sports fandom in the
US makes sustained attention
harder to monetise

. The top three leagues in season in the USA sit
across three different sport types, suggesting
that fandom is more diverse. This means that
unlike the UK, where football is generally a safe
bet, in the USA rights holders need to split their
rights between leagues and events to achieve
mass appeal

. This fragmentation of sports attention in the
USA has important implications for how value is
created in the attention economy. When fandom
is spread across many leagues, sustained and
predictable attention becomes harder to secure,
pushing rights holders and platforms to compete
not just on reach, but on the quality and
intensity of engagement

{ ) AMPERE |

Sports fan respondents (%) that watched coverage,
by league, within preceding seven days, USA

m 75% or more Less than 75%

NBA 20%
MLB 17%
WWE 9%
NHL 14%
UFC 8%

Masters (Golf) 1%

English Premier League 6%
NASCAR 7%
NCAA Baseball 8%

Mens March Madness 8%

NB: Ampere included leagues with an active season in this survey, with the NFL
finishing earlier in the year.

Source: Ampere Attention Economy Survey; respondents ages 18-64
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Different media types offer varied avenues for advertisers to reach wider consumer segments
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Social media, streaming services, and
YouTube are the most used media platform
types in the USA and UK, weekly.
Broadcast television channels maintain a
higher weekly usage rate in the UK than the
USA, relative to other media types

Streaming services accumulate more daily
viewing time than any other media type.
Podcasts, music services, and Al time spent
skew more towards the weekday, and as
such players in these spaces should
recognise their value as ‘commuter media’

Gen Alpha is the next generation of media
consumers. Their media habits are
reflective of that many of their formative
years were during the Covid-19 pandemic
and its lockdowns; they gravitate more
towards online media that is social in
nature: YouTube, social media, Roblox, and
video games

Al tools are the fastest-growing media type
in the USA and UK by net increase.
Algorithm-driven media are the fastest
growing mediums. As such, algorithms are
now ubiquitous, and any platform not using
algorithmic content feeds will continue to
lose engagement relative to those that can
successfully use them

14
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Which platforms take attention?




Consumers don’t commit to a Difference (%) in number of media services accessed from base
single platform; they engage with average, by age group, USA and UK
multiple services

18%

. Consumer attention is not only divided between
different media, but also between different 7%
platforms. The average consumer uses 11.5
different platforms in a week across video,
social media, audio and games subscriptions

. Baby Boomers use fewer services, suggesting 3% .

that they are less diverse in their platform

usage. However, they are the least likely of all 7%
age groups to say they struggle to find time to

do the things they enjoy, so could be low-

hanging fruit, if services can entice them

. With consumers spreading time across many
services, platforms must earn a defined place in
weekly routines. Services without a clear role 259
are more likely to be deprioritised or dropped as

attention and time become constrained
Gen Alpha GenZ Millennial Gen X Baby Boomers

Source: Ampere Attention Economy Survey, n=2,000
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In video, streaming dominates the USA market; broadcasters are important in the UK

Top 10 video services among UK
consumers (%) for weekly usage

YouTube

Netflix

Amazon Prime Video
ITV channels
Disney+

BBC channels

BBC iPlayer

Channel 4 channels
ITVX

Sky entertainment channels

{ ) AMPERE |

I 70%

I 63%

N 40%

N 35%

N 35%

IS 35%

34%

I 28%

25%

. 22%

In the UK, the majority of the top 10 most-
used video services are represented by
broadcaster content, from both linear
channels and BVoD platforms, with both
formats from the BBC and ITV popular

In the USA, online viewing dominates
the most-used services. The majority of
these are paid subscriptions, but free,
ad-supported platform Tubi also features.
The platform offers both video-on-demand
and FAST, suggesting that demand for
free, linear-style viewing remains

The data shows that video viewing isn’t
one-size-fits-all, different styles of viewing
appeal. Both on-demand, choice-driven
viewing and scheduled content have a
place in the attention mix

Top 10 video services among US
consumers (%) for weekly usage

YouTube

I 73%

Netflix | INEEG——N 59%

Amazon Prime Video

Hulu

Disney+

HBO Max

Paramount+

Peacock

Tubi

NBC channels

I 45%

N 40%

N 37%

I 28%

I 27%

N 26%

IS 24%

I 21%

Source: Ampere Attention Economy Survey, n=2,000
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Audio follows a similar pattern; streaming services lead while radio also commands reach

Top 10 audio services among UK
consumers (%) for weekly usage

Top 10 audio services among US

. The audio market has a similar split
P consumers (%) for weekly usage

between on-demand subscriptions and
radio — a format akin to scheduled TV
Spotify I 36% Spotify NN 34%

. There is also a divide when it comes to
exposure to advertising. Both Spotify and
YouTube offer a free, ad-supported tier.

YouTube [N 18% Apple [N 24%

Apple IR 16% Commercial radio is also popular in both YouTube NN 24%

the UK and the USA - Sirius XM stations
Heart NN 15% are popular in the latter, operating on a iHeartRadio NN 17%
paid subscription basis. It offers free ad-
Amazon Music Unlimited [ 14% supported tiers in selected cars and some Amazon Music Unlimited I 14%

free content

Capital NN 12% Sirius XM stations [ 11%

BBC Radio 1 [N 10% . Netflix, which has recently added video Netfix TN 10%

podcasts to its platform, featured in the
top 10 in both markets, suggesting that
there is potential for growth in new
medias. For platforms like Netflix, which
are shifting their focus towards subscriber
retention, catering to as much of the
attention economy as possible will boost
engagement

Talksport I 10% ESPN Radio I 10%

Netflix N 9% Fox News Radio I 10%

BBC Radio 2 M 9% CBS News Radio Il 6%

Source: Ampere Attention Economy Survey, n=2,000
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Facebook is the most widely Top social media services among consumers (%) for weekly usage

used social media platform aUK = USA
59%
. Facebook is the most popular social media 52%
platform across both markets, reaching more a7o 48%

than half of consumers
43%

L : : 38%
. It primarily operates as a long-form service, with
longer posts and community groups heavily
featured. Conversely, other social video
services are more reliant on short posts and 270, 28%
short-form videos. This suggests that demand
for long-form, community-based social media
remains

239, 24%

. The popularity of Facebook is driven by older
consumers, suggesting that they are leading the
demand, where as Gen Alpha and Gen Z are
heavier users of short-form platforms, such as

Instagram and TikTok
Facebook Instagram TikTok Snapchat X (formerly known as
Twitter)

Source: Ampere Attention Economy Survey, n=2,000
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In gaming, console subscription Consumers (%) that have access to subscription gaming services,

services are the most popular USA & UK
UK mUSA

19%

18%

. The top three platforms across both markets
are console-backed subscriptions. 15%
Subscriptions are typically heavily promoted as
part of the gameplay experience within 13%
consoles, allowing for features like multiplayer
gaming and exclusive content 1%

. EA Play also features in the top five. The 9% 9%

regularity of new, popular releases like FIFA and 8%
NFL Madden make its offering appealing.
Similarly, it is often included on higher tiers of 6%

other subscriptions, such as Xbox Game Pass 59

. The popularity of EA Play demonstrates how
subscriptions can grow their reach in a crowded
market through partnerships and bundling with
other platforms

PlayStation Plus Xbox Game Pass  Nintendo Switch Online EA Play Google Play Pass

Source: Ampere Attention Economy Survey, n=2,000
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In the UK, video and social media attract the largest audience; broadcasters are strong for older ages

Alpha

$GenZ, @ ¢

A (11 Tube I e 3 ﬁ
2. . 6 8

TikTok

0. REBLOX

YouTube, Netflix and TikTok are the most-used
services amongst the younger generations, with
other online streaming services also featuring in

Top 10 media services used, by age group, UK

/Millennial 4.@ 8.

1. YOuRILE: 5-% o LI
X

When it comes to social and online video,
Millennial preferences are broadly similar to Gen
Alpha and Gen Z. Facebook is notably more
popular while TikTok and Snapchat gain less
attention. Broadcasters hold a more significant

TikTok

Gan X 3. . r
& Baby

Boomers 4 kw8

R (11 Tube
0

The top three services remain the same as
Millennials for Gen X and Baby Boomers;
YouTube, Netflix and Facebook. However, the
other services in the top 10 heavily feature
broadcast TV, with both linear and online

the top 10. Roblox is the tenth most popular
media touchpoint for younger consumers, driven
by Gen Alpha

role, with both BBC’s linear channels and online
k service featuring in the top 10 /

services by BBC and ITV making the top 10,
\along with Channel 4’s linear channels/

Source: Ampere Attention Economy Survey. Services include TV, online video, audio, gaming subscriptions, social media and Roblox, n=1,000
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The USA shows a similar trend, with older audiences more likely to watch broadcast television

Top 10 media services used, by age group, USA

/Gen 3. @J 7 e\ /Millennials 4. @ 8. e G&nx 3. . 7-®%

& Baby

Alpha | _ .
5{:;:: 1,;% 4. 5;'"2;, . /A

Genz 4. Cr 8. hulu (1111 Tube B — 9. Boomers videg 8. N2
5. r@ o @

TikTok

TikTok , . 6. cr 10. #l%? 1Y0u

O Tube B £ I

1

__ 6. hulu 10,cr
3. 7. nul 2. ﬁ -
@ @ 0 f

YouTube, Netflix and Instagram make up the top YouTube, Netflix and Facebook are the top three Gen X and Baby Boomers are the only
three services. Spotify is the only non-social services among Millennials. They are the only generation to feature linear TV in their top 10
media or online video service to be included in age group to feature HBO Max within the top 10 services. TikTok is also within the top 10
the top 10 list, primarily used for music streaming services, while other services align relatively services, showing that the service is seeing its
and podcasts closely with Gen Alpha and Gen Z popularity expand beyond its target younger

demographic. However, YouTube remains top,
K / k / highlighting its dominance across generatioy

Source: Ampere Attention Economy Survey. Services include TV, online video, audio, gaming subscriptions, social media and Roblox, n=1,000

22

v A M P E R E ‘ © Ampere Analysis 2026




Ultimately, winning attention means becoming part of consumers’ routines

Top 15 most valued services by users

. The services consumers consider most valuable are broadly the ones ® Streaming video Social media
they use most often, suggesting that daily relevance and habitual = Music subscription m Broadcast/ BVoD UsA
usage drive perceived importance in the attention economy. This UK
shows that perceived value is driven by habit and how services fit with Most Netflix YouTube
consumers’ different needs valued iy @——
@ YouTube Netflix
‘ g i Instagram Facebook
. A small set of platforms have become ‘must-haves’, despite 9
consumers using a wide range of services. The core group, led by Facebook Instagram
YouTube, Netflix and major social platforms, dominates perceived TikTok Amazon Prime Video @
value, positioning them as default, non-replaceable parts of everyday . _ TikTok
media consumption -0 Amazon Prime Video
e  Spotify Hulu ~@——
. Winning attention is about becoming part of routines, not just gaining ——® BBC iPlayer Disney+ @
reach. The alignment between value and reach shows that bein .
. g s . . . g . — Disney+ Spotlfy L a—
present in consumers’ daily habits matters when it comes to keeping
them locked in and avoiding churn. Understanding the different needs —® ITWX HBO Max  &—
that draw consumers to a service will help platforms to do this X (formerly Twitter) Paramount+ &
Snapchat Snapchat
This analysis was undertaken via MaxDiff methodology; wherein
: ’ : _— i X (f ly Twitt
respondents repeatedly choose the most and least important services from Channel 4 (onfine) (formerly Twitter)
small sets, with the objective of measuring the relative importance of Reddit Peacock &
different platforms. In this instance, Ampere asked consumers which of the ——®  pParamount+ Tubi &———

services they have access to is most valuable to them

Source: Ampere Attention Economy Survey, n=1,748. *Out of 132 services
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Usage is a clear indicator of service value, particularly in the US

Reach vs value rating for the 15 ‘most valuable services’, USA & UK

USA
UK
Value above YouTube » Value above
reach 2 e reach Netflix ©
Facebook Netflix , " YouTube
,’. Instagram ///
Amazon Prime & Instagram ¢
Video ., , Facebook
’ TikTok /
/
Hulu ,‘TikTok ,/ © Amazon Prime
. ’ Video
/
E Disney+ ‘,’ ® Spotify K
S , T ,~ BBC iPlayer
’ if > ’
HBO Max ™ Spotify /Disney+
) ITVX ,/
Paramount+ 7 X R
4 7
R Snapchat Snapchat ,/
X /// Channe/lléi online
7’ . ’
e Peacock Reach Reddit @ )/ Reach
7 /7
L tubi above value Paramount+ @ ,/ above value
/
Reach

Reach

Source: Ampere Attention Economy Survey, n=1,748
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Services should focus on identifying and catering to a defined role in the attention economy

Consumers spread attention across many platforms, rather than committing to a single service. Instead, they
juggle an average of 11.5 platforms per week, depending on age. This fragmentation means that being “used” is
no longer enough — platforms must earn a distinct, repeatable place in weekly routines or risk being

@ deprioritised as attention becomes more constrained

There is no single winning model; different offerings can all achieve reach. Across video, audio, social and
gaming, very different propositions coexist successfully: linear and on-demand, paid and free, long-form and
short-form. The implication for services is strategic rather than tactical; they need to decide what role to play in
consumers’ lives and optimise for that role

Value matters as much as reach. A small group of platforms consistently over-index on perceived value relative
to their reach, becoming non-negotiable “must-haves” in the attention economy. Others achieve scale without the

@ same depth of importance, leaving them more vulnerable to substitution or churn. Winning attention long-term
depends on converting reach into perceived value through habit, relevance and routine
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Quality of attention



Reach alone does not guarantee Consumers (%) engaged in other activities, by activity, while watching
attention; context, multitasking and content, USA & UK

mindset detel"mine engagement @ Other activites ~®Use a second screen

. When watching TV shows, movies or sport,
consumer attention is often split with other
activities. Content is used as background to
doing other things such as cooking, cleaning
and working, while using another screen at the @ @
same time is also popular. This suggests that
while reach of video such as TV and online @
streaming is high, not all engagements can be

considered highly attentive @ @ @

. Broadcasters and streamers can take
advantage of this second-screening behaviour. @ @
Many sports broadcasters are gamifying sports
coverage with examples like Fox Sports’ ‘Super

6’ predictions game via the Fox Sports app,
which gives fans the chance to win money by

predicting certain outcomes across its coverage Eat food Scroll Talkto  Message Playa  Research Cook Clean Watch Work/
social other people gameona whatlam something  Study
media people device watching on another

screen

Source: Ampere Attention Economy Survey; respondents ages 18-64 (n=1,748)
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Not all viewing delivers the same Consumers (%) second-screening vs other activities while watching

level of attention, with sports and content, by content type, USA & UK
movies hOIdlng more intentional m Other activities ~m Use a second screen
viewing experiences 66%

61%

56%
46%
28%
I :

Watching TV shows Watching films Watching sport

. When it comes to different types of content,
movies see the lowest incidence of second-
screening, while TV shows more commonly see
both second-screening and other activities
happening at the same time

. Broadcasters of TV shows can lean into this
style of viewing, with easy-to-follow genres like
Reality likely to fit well with dipping in and out of
a show. Bingeable series with multiple
episodes, or platforms with strong,
recommendation-based autoplay features could
also prove to be a draw for consumers

. Offering more attentive content, such as live
sport and immersive film can allow media
platforms to achieve a balance across
background-friendly content and active
viewership

Source: Ampere Attention Economy Survey; respondents ages 18-64 (n=1,748)
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Even highly-viewed content faces Consumers (%) engaged in other activities, by activity, during
attention challenges, with almost advertising breaks, USA & UK

a third of consumers leaving
during ad breaks @

. Consumers are also distracted during @
advertising breaks, with leaving the room @
topping the list of things viewers do while @

watching

&

. The attentiveness of viewing is key for
advertisers. Metrics like content completion @
rates and viewing figures are less meaningful
on their own. Brands are already looking to @ @ @
navigate the issue of attention, with interactive @
adverts, QR codes and measurement of further
search activity on companion devices serving to
provide a measure of attention

. This has cross-media implications, with
platforms compatible with more advanced ad
formats, receiving higher levels of attentive

viewing and effective measurement solutions, Leave the  Scroll Talkto Eatfood Message Playa Clean  Research Research  Cook
at an advantage room social other people game on a what I'm  products
media people device watching from
adverts

Source: Ampere Attention Economy Survey; respondents ages 18-64 (n=1,748)
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The media consumers turn to for Consumers (%) that use media type for specific need states, USA &
different needs are varied, UK

showing there is a p|ace for m Social Media ®Video Streaming  ®YouTube Cinema ®Music Subscriptions
different experiences

36%
34% 349
32%
. The need states that consumers approach .
different media touchpoints with can provide 30% 29% .
insight into how attentive viewing is likely to be, 28% 27%
allowing platforms to ensure their content 26%
strategy matches the demand 24%,
. When consumers are looking for something that ; .
immerses them and captures their attention, ° o 19%
they are most often driven to online streaming 2 ” 3
services. Audio services are more commonly g 2 E] IS
used for times when consumers want o 5 S 2
something on in the background or while they 3 = S Py 3
are out of the home > 8 = e = 3 o
> £ < IS > £ e © ~
S 5 E z 2 > £ S g
. This suggests that for video services, providing - 5 £ 2 S 2 < E i o
highly captivating movie content or live sports 2 S @ < © 5 2 9 S E €
will be a draw for consumers. Whereas for 2 35 0 = e 2 2 = 5 & =
audio services, features like effective algorithm- 2 3 3 o < 2 < < 5 ° c
driven autoplay are key = ® & o = o = = @ b a
Source: Ampere Attention Economy Survey, n=2,000
{ ) AMPERE | 0
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Video and gaming emerge as the
leading choices when consumers
seek fully immersive experiences

. When it comes to sitting back and relaxing, it's
not only streaming video that scores highly but
other types of video service, such as broadcast
TV and YouTube, and playing video games

. For discovery, Al services like ChatGPT are
popular among their users. Video platforms are
increasingly incorporating Al-powered search
and recommendations to meet this need within
their own ecosystems

. In 2025, Netflix launched an opt-in beta of a
generative Al search tool that allowed users to
find content using conversational prompts such
as "l want something funny and upbeat". By
making discovery more intuitive, platforms can
help users find relevant content without leaving
the service, reducing the risk of losing attention
to competing platforms

{ ) AMPERE |

Users of media type (%) engaging with service for active and immersive need
47% states 42% 39%

27% o 26%
17% 149, 22% 14% 129, 18% 18% .0 409, 15%

Want to discover something new

40%
33%

24% 239 271% 249, 200, 23%
18% 159,

19%

18% g9 17%

14%

Want to be immersed

44%  42% 369 42% .
(o]
O—e—__ 3% 30% 7% 26% 24% 23% oq9 ’
16%  14% 129
To take my mind off something
50%
40%  369% 37% 219,
25% 28%  26% 27% 26% 1o, °  29%
(o]
12% 15% 419,
0o 2 (%) N QY x& O & 2) ) ) > A\ 9 >
Q Q N N3 X RQ < N
A\& s \,}QSQ oso\ c}'\ bc’(b% Qg’b 6QO Qoo 06{\ @ QQ’(Q 096 S 6\@6
O S o & @ S > & - &) ¥ A
& o 4 S Q Ny & S © O P
0 %\30 © & <& <& e 4\6 P
\}9.) %\&Q; Q\

Source: Ampere Attention Economy Survey, n=2,000
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Audio services play a distinctive Users of media type (%) engaging with service for background need states
. 55%

role, particularly when 24%

consumers are outside the home

or looking for background noise

Outside of the house
. For background and when outside of the house,

non-visual formats are popular. Podcasts are 38%
working to move beyond background listening
and into more attentive viewing categories, with
many now having a video element. This is
proving successful, with 52% of consumers
mostly watching podcasts, rather than just

listening, showing that by diversifying content Do something with family or friends
delivery outputs, different media can appeal to 93% 50%
multiple need states Want something on in the background

. Cinema still plays a big role when it comes to
spending time with family and friends. Following
a turbulent period with Covid-19 lockdowns
leading to a decline, Ampere’s Media Consumer
data has shown consistent growth in cinema
visits in the UK and USA. Need states suggest
that social experiences remain at the forefront
of this resurgence X

Ampere Attention Economy Survey, n=2,000
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Social media fills moments of low
intent, becoming the default
choice when consumers are
bored or unsure what to do

. Boredom need states lean into the nature of
social media scrolling. Platforms like TikTok and
Instagram have an algorithm that means that

Users of media type (%) engaging with service for emotional need states

46% 9 S0% | Stk
Cose% M M% sag g0 . 28
°  24% °  22% 23% 179, 110, 19%
(o]

7% 25% 200, 26%

22w 18% 16% 18% 149, 149 16%
6 6 10%
—— 0%

Don’t want to decide what to do

platforms can deliver an almost infinite amount 269, 47% 26, )
(o] (o]
of relevant content to users. Other platforms 25%  24% o 0%  26% 34% 299
can capitalise on this by using their own social 0 ° ° 12%
media presence, with SVoDs like Amazon Prime
Video, Netflix and Disney+ already creating their 399,
0

own short, vertical video clip formats

. Streaming video is also significant in comfort
and mood brightening, benefitting from a
viewer’s ability to deliberately choose titles that
make them feel good. Playlist categories that

35%

. . . . . AN .
focus on mood will benefit streaming services A,\ée° ;\\0“% /\\p@ 00\0““ \/\4 o’?’é@ Qgp\o %Qo<‘ 05@ é{g? c},z;(@ 0@’2’ 2 (D@e? i
by leaning into what consumers are seeking & & @ ¢ & & ® ¥ & ° & ¥ & €
RS 2 & o ¥ & oL
N O < $ N S S
«§ O 22 ro@ N
) > & N
@\3 x$ <
&)
Q@
V
Source: Ampere Attention Economy Survey, n=2,000
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v
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Media choices are consistent across age groups, with differences emerging in low-intent moments

Top service type used for need states by users of media type,
by age group, USA & UK

Want to Do something
discover Want something with my Don'twant Whenlam Want to take
Sit back Wanttobe  Wantto be something onin the family or Brighten my to decide on outside of the  my mind off
and relax immersed comforted new background friends mood whattodo  house things When I'm bored
Gen Alpha Music Video Music YouTube Music Streaming Music Video Music Video Video games/
subscriptions  games/ subscriptions subscriptions services subscriptions games/ subscriptions games/ game apps
n game apps n L_T_I ﬂ }N ﬂ game apps ﬂ game apps
GenZ Streaming Streaming Streaming Social Music Streaming Music Music Streaming Social media
services services services media subscriptions services subscriptions subscriptions services
Millennials Streaming Streaming Music YouTube Music Streaming Music YouTube Music Video Video games/
services services subscriptions subscriptions services subscriptions subscriptions games/ game apps
o o J3 L1 W] D0 "wm s
Gen X/ Baby  Streaming Streaming Music YouTube Listen to the Streaming Music Social Listen to the Streaming Video games/
Boomers services services subscriptions radio services subscriptions media radio services game apps

AMPERE |

Ml

Ml

73

L

= M

73

“ =B

Ml

£

Source: Ampere Attention Economy Survey, n=2,000
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Consumers turn to media for multiple needs, which services should strive to meet

®
C

{ ) AMPERE |

High reach is not a guarantee of high
attention. While watching video, consumers
are often doing other things, such as second-
screening on a smartphone. Capitalising on
this with features like companion apps can
capture consumers across both screens

Balancing their content offering will help video
services cover themselves for different levels
of attentiveness. Movies and sport are there
for when consumers want to be absorbed,
whereas easy-viewing TV series allow them
to stay in the mix for background viewing

The problem of attentiveness creates issues
for marketers, with reach not always a
measure of effectiveness. Platforms that can
align themselves with metrics that better
show attentiveness put themselves at an
advantage

~

There are clear differences in where
consumers turn for different needs. Platforms
should ensure that they understand the need
state that they cater to and that they optimise
their offering to satisfy these needs

Platforms can also attempt to cater to a wider
variety of needs by diversifying their offering,
for example with video services offering Al
search tools, short-form vertical video and
video podcasts to go beyond immersion and
into more laid-back and background needs
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Touchpoints driving purchase intent



Each media type is monetisable across reach, engagement and need states

. The modern media landscape is splintered. The populations of the
USA and UK divide their attention among several media types that
have varying reach, engagement, value, and ultimately monetisation
opportunities for broadcasters and advertisers

. Advertisers specifically should be cognisant of the increasing variety
of advertising opportunity within the fragmented attention economy of
media

. For example, aggregating select data for USA/UK Gen Z from
Ampere’s Attention Economy Survey illustrates the differing roles of
streaming, social media, Al, and music streaming in the media diet of
a young person.

. Where perhaps social media holds more viewing time than media,
music subscriptions are more often used when feeling happy. Such
characteristics may determine that an advert on a music service may
be optimal for a brand looking to associate with positivity, for example.
In short, viewing time alone does not determine supremacy of a media
platform in the modern attention economy

{ ) AMPERE |

Most used
when need
state is:

Average time
spent daily:

Proportion
using weekly:

Gen Z sample media attention breakdown, USA & UK

Streaming
services

Ml

Want to be
comforted

1h53m

63%

Social media

2

Don't want to

Want to _discover decide on what Brighten my
something new mood
to do
1hr54m 29 m 1h20m
67% 35% 60%

Source: Ampere Attention Economy Survey
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Streaming services rank low
among purchase intent items as
USA & UK markets plateau

Consumers (%), past vs future purchases,
by product category, USA & UK

Purchases made past year Purchase intent (coming year)

Food/drink (non-alc) 93% Food/drink (non-alc) 62%
Alcohol 70% Travel 55%
. Ampere asked respondents what products they Beauty/self-care 66% Devices 52%
bought in the past year, and what products they
plan on purchasing over the next year Clothes 61% Alcohol 48%
Devices 57% Home improvement 46%
. Across the USA and UK, food & drink, beauty . o
& self-care, and alcohol were most cited. Travel Travel 57% Clothes 44%
and device purchases were relatively higher on Home improvement 54% Beauty/self-care 39%
most intended purchases compared to in the . . . .
past year. Macroeconomic conditions may have Financial products 51% Cars or related 38%
mcrementally limited such big purchases in the Cars or related 39% Financial products 37%
past year, with consumers having a more
positive financial outlook in the coming year Utilities 36% Utilities 32%
Luxury goods 34% Luxury goods 31%
. Streaming services fell to the bottom of both . _ . _ .
lists, reflective of the plateau of streaming Streaming service 31% Sports equipment 21%

markets. Ampere found that consumers are
increasingly replacing existing streaming
services rather than making additions to their
current digital basket

Source: Ampere Attention Economy Survey; respondents ages 18-64 (n=1,748)
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Younger people over-index for
purchase intent on travel, luxury,
utilities, and streaming services

. Segmenting purchase intention by generation
allows us to analyse which purchases different
age groups aim to prioritise in the coming year

. Gen Z and Millennials over-index for travel, luxury
goods, and streaming services while Gen X and
Baby Boomers over-index for beauty products

. Advertisers looking to sell these product groups
should take heed to focus resources into media
type that skew towards these groups. For
example, music services and YouTube are used
more often per week by younger segments

{ ) AMPERE |

Consumer purchase intention (%) for next 12 months,
by product category & age group, USA & UK
68% 67% 62%

4%  49%  48%  48%  46%  43% 409 39%

GenZ —— 28%  28%
64%
; : 57% 0
Millennials 54%  51% 499 .
T 6% 4 asy 42% g0 38%
19%  22%
5% 46, 43%  43% 0 41%
o 0,
GenX ™ o b 40% g0, A% . 2% o0, o 0
° 14%  15%
62%
Baby
42%  44%  43%  43% 41% 43%
Boomers 20 °
\ 309 2% | 1o
13% 10% 15%
& > % o Q& S % o > 2 @ % Q&
\&\0 &A A\C’QJ o‘\ 6‘@ 06\) é°® 006 \(5@ \S\\\ o é\\og | 6‘0
S . o v & Q o & @ N %Q,{\ 2 N
<« & &L R & © L
®\ (\{b(\ v o Q,’Z’ ‘b((\ o(‘
N < Qo @ ef

Source: Ampere Attention Economy Survey, respondents ages 18-64 (n=1,748)
Gen Z cohort for this question excludes Gen Z age 16-17
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Word of mouth and discounts

still exceed advertlsmg in Consumers (%) that cited purchase motivators

purchase decision influence by product type, USA & UK

‘Common’ purchase motivators

Big ‘one-off’ purchase motivators

Previously purchased product 44% Previously purchased product 26%
. Purchase motivators vary slightly for common Saw in a shop (in-person/online) 30% Friends/family recommendation 25%
household buys compared to larger ‘one-off Discounted product 28% Discounted product 24%

items like cars or luxury goods. Namely,
consumers making big purchases place more Friends/family recommendation 26% Saw an online review 20%

weight with online reviews and friends and

family recommendations Social media advertising 17% Saw in a shop (in-person/online) 20%

Saw an online review 16% Social media advertising 14%

) Notably, despite Al usage becoming more TV or streaming advertising 15% TV or streaming advertising 13%
prevalent, Al recommendations for products fall

to the bottom of the purchase influence YouTube advertising 13% YouTube advertising 13%

hierarchy in both instances. Given the Other advertising 10% Other advertising 12%

information-gathering capabilities of Al, it would
stand that effectiveness of this technology could Influencer recommendation 8% Influencer recommendation 9%

be currently under-used by consumers ) )
Al recommendation 7% Al recommendation 7%

Source: Ampere Attention Economy Survey; respondents ages 18-64 (n=1,748)
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Even among diligent shoppers, Consumers (%) whose decision to purchase is influenced by Al
Al has yet to be widely adopted research, by group, USA & UK

as a consumer research tool = Common purchases Big 'one-off' purchases

15%
14%

. Only 7-8% of consumers who ‘shop around’ or
undertake research to find deals currently use 11% 1%
Al tools to inform purchase decisions.
Examining the segment of such ‘diligent
shoppers’ who also tend to use Al on a weekly
basis, only 15% claim that Al research is an 8%
influencing factor in common purchases (and 7% 7% 7%
11% for big one-off purchases)

. As mentioned in the first section of this report,
Al tools like ChatGPT are beginning the rollout
of sponsored results and adverts. As Al usage
continues to increase, companies looking to
advertise could use such ad spots to bring
product awareness to diligent Al-using shoppers

Total Diligent Al users Diligent
population shoppers* shoppers®
and Al users

*Respondents who agree with statement ‘I like to shop around and do research for the best deal”
Source: Ampere Attention Economy Survey; respondents ages 18-64
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Case study: Al research for car purchasing appears to be trending upward

. While Al usage for purchase decisions remains relatively low Car buyers (%) who reported Al influencing big
compared to other purchase influencers like advertising and word of .
mouth, data for car purchasers suggests that Al research for product purchase decisions, by group, USA & UK

purchasing has not yet reached its full potential ® Bought car past year Planning to buy car soon

: : : 16%
. Buying a car is notoriously one of the most complex, opaque and 15%

difficult purchases a consumer can make. Hypothetically, the
capabilities of LLM models to gather information and generate
analysis on a given topic aligns with the car-buying process to offer

o)
value to the consumer 1%

10% 10%
9%

. Those who have bought a car in the past year consistently reported 8%

higher Al purchase influence than those who plan on buying in the

next year. In other words, those who have recently gone through the

car buying process have reported value in Al research that the soon-

to-buy cohort may likely discover, reflecting the upward trend of Al

usage in consumer product research

7%

Baseline Diligent Al users Diligent

sample shoppers* shoppers®
and Al
users

*Respondents who agree with statement ‘I like to shop around and do research for the best deal”
Source: Ampere Attention Economy Survey; respondents ages 18-64
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Ad-motivated consumers are Consumers (%) motivated to buy products from advertising,
more likely to use music by media habits, USA & UK

services, follow sports, use Al, = Ad-receptive ®Non ad-receptive

and consume podcasts 71%

71%69%  70% 67%

67%
. 54% 54%

. Those who are motivated to make common or 49%

luxury purchases after seeing adverts are more 45% 7% 46%45%

likely to engage with music services, sports, Al 42% o .

and podcasts 35% ’ I

279% 29%

. This suggests that adverts on such spaces can

be particularly valuable to advertisers, as

typically these consumers are ad-receptive
. Music services and podcasts offer a unique

& NS

value proposition to advertisers. Music and & & o ° & 0
. . . «0 @ Y Y @ & & & Ny 3
podcast listening habits can vary greatly from & Q}é‘ & & og’b & @ <& & J
. R N
consumer to consumer, and thus provides & %00\ 6.\\0% \@0 & ,@C’ RS ((0\\0 OG‘Q’ @Q
. . ) X (%) O (b
enhanced opportunity for ad-targeting & G}@’b Q\O@ Q\rzﬁ 660% \/\o:,\ (\0« O\$
< (o QO x>
o‘(\ & & & &
N v & @ P
> <
& &8
Nid

Filtered sample consists of those who have bought products from TV, streaming, YouTube, social media, or influencer ads
Source: Ampere Attention Economy Survey; respondents ages 18-64
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Having established that ad-receptive groups are more likely to listen to
podcasts, the format’s place within the media landscape warrants
further examination. Podcasts adapt and thrive within different
avenues of modern internet media. They exist as audio on music
services, as long episodes on YouTube, as scrollable vertical video on
TikTok, and more recently, as video programming on SVoD services
like Netflix. (Ampere finds that 52% of the podcast audience tends to
watch video podcasts, while 30% tends to listen to podcast audio)

Going further, the content of podcasts operates with a similar dynamic
flexibility. From humor, to news, to interviews, to social trends,
podcasts cover a wide range of potential topics befit to the user by the
algorithm. The wide range of both their content and their medium
makes podcasts a highly compatible algorithmic ingredient for the
likes of YouTube, TikTok and Spotify

In addition to such algorithmic content assignment, podcast
advertisers can also benefit from the ethos of the podcast: 17% of
listeners like keeping up with the personal lives of their favorite
podcasters. This denotes a parasocial relationship, and as a result,
ads read by these podcasters carry a value akin to word of mouth

Case study: Podcasts possess a unique, valuable ethos compared to other forms of media

Top reasons for listening among podcast audiences

The podcasts | listen to are funny

| enjoy listening to guest interviews

Podcasts keep me informed on current
events

The podcasts | listen to are educational

The podcasts | listen to help me learn about
specific topics

| like episodic stories (like true crime)

| like to keep up with the personal lives of the
podcasters

| like to keep up with social trends through
podcasts

| like talking about the podcast with others
To get TV/film recommendations
To get sports recommendations

To get books/news source recommendations

(%), USA & UK

I 36%
T 34%
I 30%
I 29%
I 26%
I 20%
I 17 %
I 16%

I 1%

I 9%

I 8%

7%

Source: Ampere Attention Economy Survey; respondents ages 18-64
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People intent on purchasing luxury Intended purchasers (%), by product type, likely to view
goods and streaming services are QR-code advertising, USA & UK
most likely to use QR codes 62%

58%  58%  58%
54%  54%  54% 0
53%  5oo,

. Respondents in the Ampere Attention 0% 50%
Economy Survey were asked if they were likely 47%
or unlikely to scan QR codes for adverts
relevant to their consumer demands

. Among the various consumer groups looking to
purchase different product types, consumers
intent on purchasing luxury goods, streaming
services, sports equipment, and utilities (like
phone plans) recorded the highest proclivity to
scan QR codes

\0"’ ©

Advertisers in these sectors should take

special heed to include QR codes in their spots & i , & PO &2
O N N \'Z> & A\ (Q Y ¢ 32 )
& : 3 A 0 X < O N
6@ Cb% o‘?\Q S & L OQ@ \Q« S & O %Q}
P &° & & L & R
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& o & &S & A2
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Source: Ampere Attention Economy Survey; respondents ages 18-64
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Preference of media type impacts not just audience age, but purchase interests and intent

{ ) AMPERE |

Younger consumers in the USA and UK
intend to spend more on travel and luxury
goods than older generations in the next
year, while older generations over-index for
intent to purchase beauty and self-care
items. Online reviews and word of mouth are
relatively more important factors for large
purchases compared to common items

Consumers who cite having bought
products from advertisements are more
likely to listen to music services, watch
sports, use Al, and consume podcasts. As
such, these platforms should be seen as
holding an especially valuable audience for
advertisers

Currently, Al consumer research ranks near
bottom of the hierarchy of factors
influencing purchases decisions.
Consumers may start to use Al’s ability to
research purchase decisions more, as
evident by the rate of use by car buyers
within the past year

Podcasts specifically are a microcosm of
the modern internet media landscape. Their
dynamic nature (in both form and content)
allows wide reach through ubiquitous
platform algorithms. Podcasts also possess
a unique ethos compared to other media
that advertisers should view as valuable
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