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GOOD FORTUNE

THE BEHAVIORS & MEDIA CONSUMPTION
OF AFFLUENT AMERICANS
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74% of Affluent Households
Have a Cable+ Subscription
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Affluent Adults
Spend Over 4x More Time With
Ad-Supported TV

Than With YouTube &
Facebook Combined
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Affluent Households With A DVR
Spend 277% More Time

Watching TV than Affluent
Non-DVR Households

They Spend 207% More
Time With Ad-Supported

TV Content Online
than the Average Adult

Source: Nielsen UE Report December 2017; comScore MediaMetrix Multiplatformm November 2017; Nielsen Npower R+F Program Report November 2017

VA B No platform drives business like
TV's premium video-at-scale f y
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