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WHO SHOULD READ THIS REPORT

GEOGRAPHICAL 

COVERAGE
KEY METRICS

This report presents commentary on the data available at 

the time of writing. However, we constantly refine and 

refresh our data, so please visit the Analysys Mason 

DataHub to view the latest data associated with this report.  

This report provides:

▪ forecasts for the number of premium OTT video users, 

spend (retail revenue) and average spend per user (ASPU)

▪ forecasts split by category of OTT video service: linear 

channels, linear events, TVoD (rental), TVoD (ownership) and 

SVoD

▪ forecasts for all eight regions and worldwide

▪ an overview of the trends and drivers in the OTT video 

market.
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About this report

1 This term refers to OTT video services offered by telecoms operators and also by pay-TV providers that have previously provided

traditional pay-TV services. 

▪ Product and strategy managers within OTT providers, pay-TV providers 

and operators.

▪ Business development managers within vendors of video solutions.

▪ Financial analysts that need to understand the dynamics and the size 

of the OTT video market.

▪ Users/subscribers

▪ Population penetration

▪ Spend (retail revenue)

▪ ASPU

All of the above split by the 

following categories of OTT video 

service:

▪ linear – channels (paid-for 

and free)

▪ linear – events

▪ TVoD – rental

▪ TVoD – ownership

▪ SVoD (paid-for and free)

▪ operator OTT1

Also split by device type:

▪ smartphone

▪ tablet

▪ PC

▪ TV set (including set-top 

boxes, smart TVs, consoles 

and other streamers)

▪ Western Europe (WE)

▪ Central and Eastern Europe 

(CEE)

▪ Middle East and North Africa 

(MENA)

▪ Sub-Saharan Africa (SSA)

▪ Emerging Asia–Pacific (EMAP)

▪ Developed Asia–Pacific (DVAP)

▪ North America (NA)

▪ Latin America (LATAM)

▪ Worldwide
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Figure 4: SVoD, TVoD and linear share of retail revenue for OTT video, and the household penetration of premium OTT video users, by 

region, worldwide, 20251
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Worldwide: the penetration of premium OTT video services will be the highest in 

North America – the number of users will exceed 117% of households by 2025

1 For a full list of countries modelled as part of each region, please see the accompanying data annex. 
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There will be 893 million paying SVoD users by 2025, and a 

further 237 million consumers will use either free SVoD trials or 

SVoD services that are bundled with other services (such as 

telecoms subscriptions) at no extra charge. Around half of all 

paying users will come from EMAP (mostly China). China’s share 

of the total number of paying SVoD users worldwide will fall during 

2020–2025, while that in the rest of EMAP will grow. The fall in 

China is due to market saturation; the growth in the rest of the 

region is due to new entrants and improving connectivity.

The success of Disney+ around the world in 2019 and 2020 has 

made US content rights holders, in particular, more positive about 

their own D2C launches in international markets. HBO has greater 

ambitions for HBO Max than it did previously and NBCUniversal 

now expects that there will be 50 million Peacock users by 2024. 

Not all US players’ forays into international markets will be as 

successful as that of Disney+, but it is likely that they will be 

encouraged to raise their ambitions for entering markets in Asia–

Pacific. These players have seen how important operator 

partnerships were in allowing Disney+ to gain scale. Such 

partnerships will also benefit operators and are likely to stimulate 

further growth in the number of SVoD subscribers.

Spending on TV and video entertainment tends to be reasonably 

unaffected during economic downturns, but mass unemployment 

and a prolonged recession following the pandemic may accelerate 

cord-cutting in markets where pay-TV services are expensive. This 

will probably lead to an increase in use of SVoD services.

Figure 9: Distribution of paying SVoD users by region, 

worldwide, 2020–2025
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Worldwide: SVoD will continue to be the main driver of OTT user base growth; the 

number of paying SVoD users will increase by 312 million between 2020 and 2025

2025
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Consulting

We deliver tangible benefits to clients across the telecoms 

industry: 

▪ communications and digital service providers, vendors, 

financial and strategic investors, private equity and 

infrastructure funds, governments, regulators, broadcasters 

and service and content providers

Our sector specialists understand the distinct local challenges 

facing clients, in addition to the wider effects of global forces.

We are future-focused and help clients understand the challenges 

and opportunities new technology brings.

Research

Our dedicated team of analysts track and forecast the different 

services accessed by consumers and enterprises.

We offer detailed insight into the software, infrastructure and 

technology delivering those services.

Clients benefit from regular and timely intelligence, and direct 

access to analysts.

Analysys Mason’s consulting services and research portfolio
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Analysys Mason’s consulting and research are uniquely positioned
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Research from Analysys Mason
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Consulting from Analysys Mason
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