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Today’s consumers are connected. They can 
complete entire shopping trips with the click of a 
button, stream endless content without buffering, 
and engage with creators while content is created 
in real time. Amazon helps consumers maintain 
their most valued connections—to the family and 
friends they love, to the content that entertains 
them, and to the brands and products they trust.

As more and more of our everyday experiences and 
interactions move online, brands need to work 
even harder just to keep up. Amazon brings the 
best of today’s streaming video together—from 
IMDb TV to Fire TV to Twitch and beyond—
to help brands meet viewers where they hit play.

Earlier this year, Amazon Ads teamed up with Ipsos 
to gain an understanding of connected consumers 
and, more specifically, Amazon Connected Video 
Customers, including how they stream, shop, and 
connect with brands.

Through this research, we learned about connected 
audiences including Connected Consumers, a group 
who self-reported using a smart media device at 
least once per month inclusive of smart TVs, smart 
speakers, smart displays, and streaming devices; 
and Amazon Connected Video Customers, a subset 
of Connected Consumers who reported watching 
ad-supported Amazon streaming TV content at 
least once per month.

You can read what we uncovered in 
Diving Deep With Connected Consumers. 

Introduction
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https://m.media-amazon.com/images/G/01/AdProductsWebsite/docs/Diving_Deep_with_Connected_Consumers_July_2021.pdf


Continuing the story

What we sought to answer:

What are the key segments of 
viewers across the United States?

How are these audiences reflected 
in Amazon’s ad-supported 
streaming video universe?

How do audiences of Amazon’s 
ad-supported streaming services 
complement one another? 

How can advertisers reach viewers 
across Amazon’s ad-supported 
streaming video universe?
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As a next step, we delved deeper into Amazon’s ad-
supported streaming video universe to better understand 
Amazon’s different audiences, what makes them unique, 
and how they complement one another. Once again 
working with Ipsos, Amazon Ads surveyed 2,000 general 
consumers in the United States between the ages 18-64 to 
learn about the behaviors and beliefs that define them, 
how they interact with media and brands, and how they fit 
into Amazon’s community of connected video customers. 



Who are today’s video consumers?
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Social Streamers
Representing 28% of adult consumers, Social 
Streamers are diverse, male-skewing, and 
younger than the general consumer. These 
consumers are livestreaming and social media 
enthusiasts who see streaming video and using 
social media as ways to connect with others 
and be part of cultural conversations.

Immersive Explorers
Representing 16% of all adult consumers 
surveyed, Immersive Explorers are the 
youngest and most male-skewing of all 
audiences. They are defined by a strong affinity 
for all things gaming and technology, and 
make time for a gaming session each day. 
Although gaming is this audience’s core 
interest, Immersive Explorers are big fans of 
music and watching video content to better 
understand the world around them.

Our study uncovered three key video viewing audience segments, based on how 
respondents reported that they engage with video content, brands, and advertising.

We will reference these three segments throughout this research. We will also reference 
general consumers, all adults between the ages 18 and 64 who were surveyed, and the 
aforementioned Amazon Connected Video Customers, respondents who reported 
watching ad-supported Amazon streaming TV content at least once per month.

Video Voyagers
Representing 30% of all adult consumers 
surveyed, Video Voyagers are older and 
the most female-skewing audience. These 
consumers have a passion for streaming 
video on demand, and tune into TV shows 
or plug into movies as a much-needed 
escape or a way to relax.

The remaining 26% of adult consumers 
surveyed in the U.S. do not engage with 
online streaming, gaming, and shopping 
services very much, and represent just 2% 
of customers in Amazon’s ad supported 
streaming video universe who were surveyed. 



Who are Social Streamers?
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An audience of affluent and 
educated video streamers

More than half of Social Streamers fall between 
the ages 18 and 34 (59% vs. 39% of general 
consumers), and 65% identify as male (compared 
to 50% of general consumers). While they are a 
younger group, Social Streamers are also the
most educated and affluent of the audiences 
we uncovered.

51% have attained a Bachelor’s degree or higher 
(compared to 44% of general consumers), and 
they self-reported an average household income 
of $72,200.00 USD, $4,000 more than general 
consumers. Of the audience segments we 
uncovered, Social Streamers are the most likely to 
have children under the age of 18 (52% vs. 24% 
of general consumers) in their households, which 
are typically located in urban areas (44% vs. 27% 
of general consumers). 

S O C I A L  S T R E A M E R S

Viewers connected to culture

Social Streamers consider themselves fun, 
funny, and are more likely than general 
consumers to consider themselves trendy (16% 
vs. 9%). As an audience segment that likes to 
keep up with the latest trends (31% vs. 17% of 
general consumers), Social Streamers want to be 
the first to try new products and services (28% 
vs. 14% of general consumers). 

This audience segment is nearly twice as likely 
as general consumers to consider themselves 
opinion leaders (28% vs. 15% of general 
consumers). They take this leadership role 
seriously, and they are more than twice as likely 
to share their experiences on social media (26% 
vs. 12% of general consumers) and convince 
others to try new things as well (28% vs. 16% of 
general consumers).

Audiences unlocking achievements

Social Streamers are early in their adulthood 
journeys and experiencing a lot of firsts in their 
life. They are twice as likely as general 
consumers to have recently gotten married or 
are planning to get married in the coming year 
(12% vs. 6%). They are starting families of their 
own (16% vs. 9% of general consumers). A 
quarter of this segment is in the process of 
buying a home (25% vs. 14% of general 
consumers. Some of the more entrepreneurial 
Social Streamers are even starting their own 
businesses (21% vs. 13% of general consumers). 



S O C I A L  S T R E A M E R S

How do Social Streamers 
consume media?
More than any of the audience segment we uncovered, Social Streamers rely on streaming video to 
connect with others (27% vs. 17% of general consumers) and to be a part of social conversations. They 
also turn to streaming video to stay up to date with what’s going on in the world (30% vs. 22%), and, in 
their efforts to keep a pulse on what’s going on around them, are the audience most likely to stream 
video content on the go (19% vs. 10%).

0%

10%

20%

30%

40%

50%

Music content Comedy-drama Action & adventure Drama Family comedy

What they watch

0%

10%

20%

30%

40%

50%

Stay up to date Escape Discover Be comforted Connected

Why they watch streaming video

7

The “stream” in Social Streamers comes from their love of livestreaming

Compared to Immersive Explorers, Video Voyagers, and general consumers, this audience is the most 
likely to watch livestreaming on a daily basis (23% vs. 9% of general consumers), and they enjoy a 
wide variety of genres including video games, esports competitions, sports, and pure entertainment.

Discover Be comfortedStay up to date Escape Connected

Action & adventure DramaMusic content Comedy-drama Family Comedy



Who are Immersive Explorers?

Video viewers just getting started 
on their journeys 

Immersive Explorers are the youngest audience  
segment we covered, with 68% being under 34 
compared to 38% of general consumers. They are 
also the most male-skewing (74% vs. 50% of 
general consumers), most likely to be single (54% 
vs. 34% of general consumers), most likely to be 
full-time students (14% vs. 5%), most likely to be 
employed part-time (15% vs. 11%), and the most 
likely be on the job hunt (12% vs. 8%) of the 
audience segments we uncovered.

Accessing new levels

Immersive Explorers are heading to the next stage in 
their lives. They are nearly twice as likely as general 
consumers to be graduating from college (14% vs. 
8%). With their degrees in hand, nearly half of 
Immersive Explorers are securing new jobs (48% vs. 
32% of general consumers) and moving to (42% vs. 
28% of general consumers) to embark on the next 
level in their lives.

Viewers plugged into technology 
and culture

Immersive Explorers are innovative (41% vs. 29% 
of general consumers), driven (22% vs. 17% of 
general consumers), and tech-savvy (30% vs. 16% 
of general consumers). They are also more likely to 
consider themselves open-minded (56% vs. 42%) 
and curious (42% vs. 31%) than general consumers.

Their curiosity often centers around technology and 
related products, and they channel their curiosity 
into excitement and optimism. Immersive Explorers 
are more likely than general consumers to research 
the technology and products they plan to purchase 
(38% vs. 29%). They are also more likely to own 
gaming consoles (88% vs. 47%), smart TVs (71% 
vs. 60%), streaming devices (55% vs. 42%), desktop 
computers (53% vs. 44%), and smart home devices 
(42% vs. 34%) than general consumers.

I M M E R S I V E  E X P L O R E R S
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How do Immersive Explorers 
consume media?
Immersive Explorers are plugged in. Compared to the 
other audience segments we uncovered, Immersive 
Explorers are the biggest gamers and streaming 
enthusiasts. On a daily basis, 59% of Immersive 
Explorers stream music (vs. 34% of general 
consumers), 43% stream TV shows (vs. 32% of 
general consumers), and 51% play video games (vs. 
26% of general consumers). Their favorite game 
genres are first-person shooters, role-playing games, 
sports, and action-adventure. 

Streaming services help fuel Immersive Explorers’ 
sense of exploration, discover new perspectives, and 
learn about the people, cultures, and world around 
them (32% vs. 28% of general consumers). Compared 
to the other audience segments we uncovered, this 
audience segment is the most highly concentrated 
with users of monthly subscription-based (92% vs. 
81% of general consumers) and ad-supported 
streaming services (96% vs. 78% of general 
consumers). Of the audiences we uncovered, they are 
the most likely to use their streaming devices at least 
once per month (79% vs. 69% of general consumers). 
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Who are Video Voyagers?

Video lovers looking for 
their next escape

Of the audiences we uncovered, Video 
Voyagers are the most female-skewing 
segment (62% vs. 50% of general consumers). 
This audience segment is also the oldest, with 
63% being over the age of 45 (compared to 
41% of general consumers).

Video Voyagers consider themselves 
responsible (61% vs. 50% of general 
consumers), respectful (60% vs. 50%), and 
caring (60% vs. 44%).

An audience with empty nests 
and full itineraries

With three-quarters (73%) of Video Voyagers 
no longer having children at home, many 
members of this audience are experiencing 
an empty nest. With more ‘me time,’ this 
audience is ready to start exploring and 47% 
are already planning their next trip 
(compared to 42% of general consumers).

V I D E O  V O Y A G E R S

10

Video Voyagers are relatively 
established in their personal and 
professional lives.

At 27%, Video Voyagers are the least likely 
audience segment we uncovered to be single 
or never married, compared to 54% of 
Immersive Explorers and 36% of Social 
Streamers, and 34% of general consumers. 
80% of this audience segment has earned at 
least some college credit (or gone on to earn a 
college degree or beyond). Video Voyagers 
also represent the largest percentage of 
retirees among the audiences we uncovered, 
with 12% of this audience being retired from 
the workforce (compared to just 7% of 
general consumers). 



V I D E O  V O Y A G E R S

How do Video Voyagers 
consume media?
When they’re not using their newfound personal time 
to travel, Video Voyagers reported they stream video 
on demand as a way to unwind and escape, and they 
do so regularly through subscription and ad-
supported video streaming services.

While more and more consumers are turning to their 
smartphones and mobile devices to entertain 

themselves, you are likely to find this audience 
segment tuned into their televisions. 
Video Voyagers are more likely than Social Streamers, 
Immersive Explorers, and general consumers to watch 
video in the living room (62% vs. 54% of general 
consumers) and subscribe to cable (61% vs. 54% of 
general consumers).
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Where can advertisers 
reach these viewers?
With Amazon Ads, brands have the opportunity to reach 
and engage Social Streamers, Immersive Explorers, and 
Video Voyagers across Amazon’s ad-supported streaming 
video universe, which includes content across IMDb TV, 
Twitch, live sports on Prime Video, top TV and network 
broadcast apps, and the news app on Fire TV.
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135 million* unduplicated monthly 
U.S. viewers reached by Amazon 
Streaming TV ads and Twitch 
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This audience, Amazon Connected Video Customers, is composed of Social Streamers, Immersive 
Explorers and Video Voyagers. 

Amazon Ads helps advertisers reach and engage Amazon Connected Video 
Customers throughout their browsing, buying, and streaming journeys.

42% 32%
Social 

Streamers 
Immersive 
Explorers

24%
Video 

Voyagers

*The remaining 2% are not avid streamer and shoppers and do not fall into one of the three audience segments we mentioned here. 

* Source: Reach is defined as unduplicated U.S. viewers of Amazon’s ad-supported Streaming 
TV content and Twitch across any device. Amazon internal, June 2021.



How do Amazon Connected 
Video Customers shop and 
engage with brands?
Amazon Connected Video Customers report an affinity for 
engaging with brands, products, and services. This audience views 
shopping trips as social outings, and engages with brands like they 
would with friends and family on social media. This audience 
reports that they spend a lot of time streaming video content, and 
can imagine where brands fit into—and enhance—their TV-binging 
and livestreaming experiences.
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Shopping is a social experience for 
Amazon Connected Video Customers
Amazon Connected Video Customers are enthusiastic 
shoppers. They are more likely than general consumers to 
report that shopping is one of their favorite pastimes, to 
spend more for quality products, to interact with loyalty 
programs, and to consider shopping a social activity.

As digital natives, Amazon Connected Video Customers are 
well-versed in online shopping, and are more likely than 
general consumers to prefer these seamless digital shopping 
experiences over brick-and-mortar shopping trips. Amazon 
Connected Video Customers are more likely than general 
consumers to discuss their favorite brands with friends and 
family (71% vs. 54% of general consumers) and on social 
media (74% vs. 53%). They are also more likely to connect 
with other fans of their favorite brands online (67% vs. 46% 
of general consumers). 

Connect the dots
Connect with influential Amazon Connected Video 
Customers during key milestone moments by using 
Amazon’s audience insights based on streaming and 
shopping signals, including retail events such as 
previous purchases and searches, as well as visits to 
product detail pages.

On average, reaching Amazon audiences based on 
behavioral signals resulted in a 44% increase in 
consideration compared to demographics*. 

15
* Source: Comscore Media Metrix, March 2020, US.



How does Amazon Ads help 
advertisers reach these audiences?

Streaming is at the 
forefront of this change. 
As of June 2021, there are 84 million 
households in the United States watching 
Internet-based streaming content**, an 
increase of 14.7 million homes since January 
2020. On average, these households watch 
100 hours of streaming content per month**. 

Amazon Ads helps advertisers reach these 
viewers where they are and engage them 
with imaginative ad experiences woven into 
their favorite content across Twitch, 
IMDb TV, and so much more. 

* Source: Comscore OTT Intelligence, CTV devices, U.S., June 2021.
** Source: Comscore OTT Intelligence, June 2021. .

The video landscape is changing fast. The number of 
households that have cut the cord in the past five years to 
explore new—often more cost-effective—media options has 
grown from 21% of households in 2019 to 35% in 2021*.
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51% of Amazon Connected Video Customers report that they pay the most attention to 
ads on streaming services, compared to 40% of general consumers. This includes ads that 
play before, during or after video content on TVs, mobile devices, or computers; as well as 
ads that cover a section of a video. This audience is also more attentive to branded 
integrations in video than general consumers (12% vs. 8%) and less attentive to 
traditional forms of advertising like linear TV (21% vs. 24%) and out-of-home 
advertisements (9% vs. 11%). 

Few things command the 
attention of Amazon Connected 
Video Customers like streaming 

Connect the dots

Streaming video 
ads and integration

OOH and 
Linear TV

Amazon Connected Video Customers want brands to reach them where 
they are most engaged, and they expect ads to blend seamlessly with their 
favorite content. Brand integrations and content sponsorships with Twitch 
and Amazon Ads make this possible.

Brands can show up in premium content that delights viewers including 
Thursday Night Football on Prime Video; Twitch Rivals, the leading 
destination for competitive entertainment on Twitch; and even original 
programming on IMDb TV, where brands can be integrated into content 
organically through meaningful interactions with characters or by 
appearing plainly and visibly in a shot.
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For Amazon Connected Video 
Customers, it must feel relevant 

Connect the dots

Contextual relevance is key to engaging Amazon 
Connected Video Customers. With Amazon Ads, you 
can reach audiences using streaming signals like the 
movies, genres, actors, and directors they watch on 
Prime Video and the types of content they tune into 
on Twitch, such as new and top games, esports, or 
non-gaming content like sports.

Resonate with this audience by pairing video 
storytelling with Streaming TV Studio, interactive ad 
formats, content sponsorships, and, of course, 
Amazon’s breadth of audience signals.

Amazon Connected Video Customers help take the guessing out of advertising. This 
audience knows exactly what they want to see from advertisers and what will inspire them 
to take action: experiences that feel relevant to their interests. 

More so than general consumers, this audience wants to see ads that 
are based on their purchase history (52% vs. 38% of general 
consumers) and personal interests (67% vs. 55%). Half of 
Amazon Connected Video Customers say they are more 
likely  to act on ads that are contextually relevant, 
such as ads that are aligned to the content they 
are watching (50% vs. 33%).
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Amazon Connected Video Customers are 
more receptive to brand sponsorships 
(52% vs. 36%) and integrations (45% vs. 
27%) than general consumers.

These viewers also have a keen affinity 
for influencers. They are more likely to 
watch branded content shared by 
influencers (71% vs. 51% of general 
consumers) and answer calls to action 
from celebrities or influencers who 
endorse brands or products (12% vs. 8%). 

Amazon Connected Video Customers 
welcome innovation and influencers

Connect the dots

Over 7 million creators stream live content on 
Twitch each month—each with unique channels 
just waiting to be discovered.

Twitch’s Brand Partnership Studio, an in-house team of 
strategists, producers, and gaming experts, helps brands 
collaborate with creators and discover opportunities to 
make authentic connections with the community.

19



Learn about today’s digital-first viewers including 
Social Streamers, Immersive Explorers, and Video 
Voyagers, and what differentiates them and 
connects them. 

Enter Amazon’s ad-supported streaming video 
universe and acquaint yourself with Amazon 
Connected Video Customers: viewers who stream 
ad-supported Amazon streaming TV content or 
live content on Twitch. 

Reach Amazon Connected Video Customers more 
efficiently through contextually relevant ad 
experiences informed by billions of shopping and 
streaming signals.

Engage viewers with imaginative ad experiences 
that put your brand back in the spotlight, such as 
video ads enriched with Amazon exclusive 
features powered by Streaming TV Studio, or 
custom integrations that bring your into cultural 
moments on Twitch.

Conclusion

Connect the dots

Amazon Connected Video Customers—composed of Social Streamers, Immersive Explorers, and Video 
Voyagers—are receptive to brands that connect with them through ad-supported streaming content. 
They seek relevant experiences, seamless integrations, and meaningful relationships. If you deliver what 
they want, this super-connected audience is likely to reward you by sharing their experiences with 
friends and family—online and off.

From streaming video ads to influencer programs to branded integrations, Amazon Ads offers insights, 
products, and strategies to help brands reach Amazon Connected Video Customers.
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About Amazon Ads 
Amazon Ads helps brands design ad 
experiences that delight customers and 
deliver meaningful business results. With 
Amazon’s first-party insights based on 
shopping, streaming and browsing signals, 
brands can craft relevant campaigns that 
enhance the customer experience. 
Additionally, Amazon Ads offers solutions 
across Amazon properties, including Twitch, 
IMDb TV, Amazon Music, and third-party 
publishers and exchanges, helping brands 
reach the right audiences in the right 
places―no matter where they are on their 
customer journey.


