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KEY QUESTIONS ANSWERED IN THIS REPORT WHO SHOULD READ THIS REPORT

This report forms part of a series of reports that assess the new 

consumer use cases that will be enabled by 5G. Streaming video 

is one of the most-immediately addressable facets of virtual 

reality (VR). This report:

▪ qualifies the market opportunity for VR VoD content, and for 

streaming live events such as sports and concerts in VR

▪ identifies the roles that operators can play in the VR value 

chain and outlines how 5G affects these roles 

▪ articulates approaches to selling and positioning VR video 

as part of a bundle with 5G, mobile and fixed telecoms 

services.
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About this report

▪ Can operators monetise the growing consumer interest in, and vendor 

advancement of, VR video?

▪ Does 5G allow operators to play a unique role in the VR video value 

chain?

▪ How much revenue can operators generate from VR video services and 

what is the breakdown into device, direct service and indirect service 

revenue?

▪ What does the value chain for VR video and live event streaming over VR 

look like, and what role do operators play?

▪ How are early-moving operators using VR video to sell 5G?

▪ Product managers and decision makers working for mobile operators 

and pay-TV providers that are considering developing VR video services 

either as a value-added service (VAS) to support their core services or as 

a standalone proposition.

▪ Marketing executives and product managers for operators that are 

making decisions about 5G, entertainment and bundles.

▪ Strategy teams for operators and pay-TV providers that are assessing 

the impact and market value of VR video and its effect on 5G 

propositions.

▪ GEOGRAPHICAL 

COVERAGE
• KEY ANALYSIS

▪ Worldwide ▪ Market opportunity sizing: retail revenue for 

VR-video-related devices and services and 

the addressable 5G opportunity

▪ Assessment of the role of operators and 5G 

in VR video: the role of operators in VR VoD 

and live event broadcasting

▪ Go-to-market assessment: goodness-of-fit 

with current service portfolio and potential 

synergies
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Operators need to recoup costs from expensive network roll-outs 

by growing the demand for 5G and monetising the consumer 

interest in new use cases. VR video is an example of such a use 

case, and operators should capitalise on the opportunity to use 

it to generate 5G revenue, and vice versa. 

5G will enable operators to take up to 37% of the retail revenue 

generated by VR video services by 2025. This revenue will be 

from a mix of device sales, direct content sales and upselling 

connectivity. 

The value chain for 360-degree VR VoD is already familiar to 

operators and it is ‘easy’ for them to step into a VR VoD provider 

role. The value chain for live events is more complex, but unlocks 

more revenue.

Figure 1: Operator retail revenue from mobile VR-video-related 

devices and services, worldwide, 2020–20251
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Executive summary

1 ‘Non-5G’ represents the retail revenue from 4G-based devices, content and connectivity.

KEY RECOMMENDATIONS

1. Operators should use VR video to help sell 5G, and vice 

versa. 

2. Operators should embrace the relative ease of inserting 

themselves into the VR video value chain.

3. Operators should add VR video as a value-added service to 

enrich to their core propositions.
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VR video is one of several key use cases that might stimulate 

demand for high-performance connectivity.

Operators launching 5G services need to stimulate demand for 

content and services that require high-performance connectivity. 

VR video (along with wider VR/AR entertainment services) is one 

of several key use cases that may create this demand, stimulate 

migration to 5G and then encourage users onto higher service 

tiers.

VR headsets are becoming commonplace: 106 million people 

worldwide used VR in 2019 and we expect this to grow to 

339 million by 2025, aided by falling device costs. Mobile VR 

video services, and the associated demand for VR headsets, will 

generate around USD28 billion of retail revenue by 2025. The 

COVID-19 pandemic may result in an even greater demand for VR 

experiences, particularly if further waves of the pandemic 

continue to disrupt the in-person attendance of live events. 

However, not all of that retail revenue will be claimed by 

operators. Operators’ role in the VR video value chain is still 

uncertain. 5G may help them to take a larger share of the VR/AR 

market due to improved latency and bandwidths. Independently 

of 5G, virtual experiences may also generate indirect benefits 

such as improved customer retention for pay-TV services.

Figure 2: Retail revenue for VR-video-related devices and

services, worldwide, 2025
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Challenge: operators need to stimulate demand for 5G

Devices

USD24.7 billion

VoD

USD844 million

Live events

USD1.4 billion

Connectivity

USD539 million

Source: Analysys Mason
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5G enhances the opportunity for operators to generate revenue 

from VR video, and vice versa, but VR video will primarily be a 

VAS in the near term.

VR video will not generate significant direct revenue for operators, 

but combined with other content and services, it is likely to help 

to boost 5G’s revenue-generating potential, though the absolute 

size of this boost will never be precisely measurable. The limited 

direct revenue generated by VR video will come from a mix of 

device and content sales and upselling to larger data packages.

The value chain for 360-degree VoD is already familiar to 

operators and it is relatively simple for them to step into a VR VoD 

provider role. The value chain for linear events is more complex, 

but unlocks more revenue. Partnerships will be essential for early 

live event experiences, but operators that are already active in the 

filming and production of live sports events will be able to use VR 

to enhance their existing coverage.

Operators can monetise these experiences by tying them to 

premium service tiers in order to encourage users to upgrade (as 

Sky has done with Sky VIP) or by adding them as a value-added 

service (VAS) to all 5G tariffs (as has been the case in South 

Korea). We expect that most operators that engage with VR video 

will offer it as a VAS in order to gain a critical mass of users.

VR video is just one facet of the wider family of VR/AR technology 

and services, and it is likely that it will be difficult to separate the 

value of VR video from that of other VR/AR services beyond 2025.

Figure 3: Retail revenue for VR-video-related devices and

services and the opportunity for operators, worldwide, 2025
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Solution: VR video can help to generate demand for 5G, particularly when offered as 

a value-added service

Devices

USD24.7 billion

100%

available

VoD

USD844 million

100%

available
Live events

USD1.4 billion

Connectivity

USD539 million

Source: Analysys Mason

30% available 

to operators

100% 

available
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Recommendations
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1
Operators should use VR video to help sell 5G, and vice versa. 

Most of the revenue related to VR video, at least in the next 5 years, will come from device sales. Operators must 

pass revenue from device sales through to manufacturers and can therefore only hope to earn a small margin on 

device sales. However, VR video will also stimulate upgrades to 5G connectivity. It is challenging to isolate and 

quantify the impact of VR video on 5G take-up, but we forecast that over 80% of the mobile VR video revenue 

opportunity for operators by 2025 will be tied to the intersection of 5G and VR.

2
Operators should embrace the relative ease of inserting themselves into the VR video value chain.

Offering 360-degree VR video does not require operators to significantly change their role in the value chain. VR 

content with six degrees of freedom is a little more complex, but has synergies with other services that operators 

are investing in, such as edge computing and cloud gaming. Broadcasting live events in VR is more difficult than 

delivering VoD and therefore the value chain is also more complex. However, live events may also unlock a greater 

amount of revenue and engagement for operators than VoD, which may justify broaching this extra complexity. 

3
Operators should add VR video as a value-added service to enrich to their core propositions.

Telecoms operators are well-positioned to act as aggregators of VR hardware, content and connectivity, and 

effectively become a one-stop shop for VR video consumers. VR has the potential to act as one of several key 

drivers for the take-up of faster and better connectivity services in both the mobile and fixed broadband segments. 

Initial barriers to mass-market adoption make bundling VR video as a VAS the logical first step for most operators. 
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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.
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio
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