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SYNOPSIS 

This research study explores the potential of T-commerce, or buying goods and 
services through the television, to generate additional revenues for video services 
providers and be an effective means of brand advertising and sales. The study 
assesses consumer openness to T-commerce offerings, including the types of 
products and services most likely to generate sales. It explores preferred T-
commerce providers, user interfaces, and payment methods, and identifies top 
barriers to T-commerce activity. 

ANALYST INSIGHT 

“Streaming services and connected TV platforms seek valuable advertising 
revenue; players across the video ecosystem have an opportunity to build a new 
revenue stream by creating commerce experiences that link content and ads to 
purchases.” 

―John Barrett, Director, Consumer Analytics, Parks Associates 
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