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Hulu vs Netflix Websites

Objective:

Testing two online streaming services websites to compare the
effectives of the webpages:

1. COMPARISON: How do the webpages perform compared to
one another?

2. EFFECTIVENESS: Are respondents noticing the CTA’s?

Methodology:

A two cell experiment, where one cell was exposed to the Netflix
webpage and the other cell was exposed to the Hulu webpage.
Prior to being exposed to the webpages, respondents were
prompted with “Next you will be redirected to a webpage,
engage with it as you normally would. Feel free to click on any
links you would naturally click on, but be aware that nothing will
happen when you click.”

Approach:

- Each advertisement was viewed by 100 participants providing
at least 30 usable sessions.

- The webpages were in view for 10 seconds.

- We targeted urban dwellers in Africa between the ages of 18-40.
- Throughout the experiment respondent’s gaze was tracked.
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Executive Summary

Although Hulu had 3 CTA’s located throughout the page
while Netflix only had two, the positioning of the Netflix CTA’s
was more effective.
The Netflix CTA's were seen by 2x the respondents that
noticed the CTA’'s on the Hulu page. This proves that the
number of CTA’s is not as important as the appearance and
location.
With that being said, both websites had one of their CTA's as
the second point of fixation.
The logo’s on both websites were located on the top right of
the page. Where neither logo performed exceptionally well,
the Netflix logo was at least seen by 24% of respondents
while the Hulu logo was missed entirely by all of the
respondents.
This suggests that both companies could benefit from re-
positioning their logo and making it more noticeable
Respondents show little engagement on the bottom half of
Hulu's website, while engagement is more evenly spread
over Netflix's welbsite which is easier to navigate.
To optimize these websites, Hulu should reduce the length of
the welbsite and amount of text to focus on the main
messaging.

**Please note: This is an example report

and is not based on actual research or

dafta.
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Visual Engagement Maps - Heat Map
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Visual Engagement Maps - Opacity Map
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REQUEST A DEMO

KASI Insight is an award-winning consumer research, data analytics and advisory firm focusing on Africa.
We solve problems that present challenges for most firms doing business in Africa — lack of fresh local
market data, slow project turnarounds, and a need for contextual insight and innovative research
methods.

KASI Insight is a member of the World association for opinion and market research (ESOMAR). KASI
Insight abides by the ESOMAR CODE and ESOMAR World Research Guidelines standards.

Our address

140 Yonge Street, Suite 200
Toronto ON M5C 1Xé6 (Canadaq)
Tel: +647-293-6783

Email: info@kasiinsight.com
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Ngong Road, Nairobi (Kenya)
Tel: +254-721 295910

Learn more about KASI Insight Inc. at www .kasiinsight.com/
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