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2024 was a turbulent year for many in media, with businesses across the world of 
content adjusting their approach to better meet market conditions.  Content 
austerity was an ever-present issue as media companies continued to plot their way 
out of a challenging period for the industry on the whole.    

Finding ways to optimise revenues was a constant theme in this year’s survey, along 
with strategies to offer better value to the consumer. Respondents highlighted 
numerous challenges and a need for flexible and innovative thinking.   

Consolidation of some sort seems likely for most, but who and how remain unclear. 
It may be more probable in the US that we see changes to individual assets and 
services more than major media companies in 2025.   

With SVOD, the value proposition is key, whether that be through lower-priced 
advertising tiers or more innovative, deeper, and value-enhancing bundles.  Whilst 
bundling with other Pay TV partners still comes up strongly, it’s perhaps notable that 
bundling with other SVODs has squeezed into the top spot this year.  

For Pay TV, improving the user experience and enabling access to streamers 
remains key for respondents, whilst improving the pricing proposition slipped 
down in importance after a big response last year.  In Free TV’s case it’s all about 
having more content on digital services for free, a big feature of 2024 that will 
continue through 2025 as they look to capitalise on their reach and grow viewing. 

Ad-supported streaming has seen a remarkable growth over the past few years, 
with AVOD, FAST, and Social platforms all becoming increasingly significant to the 
professional content market.  It is increasingly clear that FAST cannot really be 
treated in the narrow sense of the term, and businesses need to consider the wider 
market for platforms and monetisation. This is signalled through Social Media’s 
emergence in the survey as the number one focus for AVOD monetisation.  FAST 
itself has a big focus on improving Ad monetisation and performance so it can grow 
as a revenue opportunity for all stakeholders. 

Studios are fully focused on optimising revenues through windowing, both in terms 
of TV series that they can window and share, and in terms of releasing movies 
theatrically and taking them through home entertainment and subsequent Pay 
windows in the most lucrative way. Windowing is clearly back and our respondents 
are in agreement that windowing will come faster and more frequently. 

We have seen pivots to advertising, 3rd Party content sales, sports streaming, 
library content, and broadcaster VOD releasing in 2024. The outlook is for more of 
the same, and along with increased  
attention to the Creator Economy 
and TV Operating systems, there 
are a myriad of areas we all have to 
pay attention to in 2025.
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The 2025 TV Industry Trends & Predictions Report 
10 Key Takeaways

01. Global Streamer Prospects 43% Respondents ranked Netflix as the #1 streamer for growth in 2025

02. SVOD Development Areas Improved pricing propositions - with lower priced Ad-tiers and bundled offers - is the key focus for SVOD

10. Production Market Content will need to be made for lower budgets and new partnerships models will need to be found

03. SVOD Bundles 78% believe bundling with other SVOD services is key, with Telco’s and Pay TV operators close behind

04. Pay TV Investment User Interface improvements and streamer integrations are the two key investment areas

05. Free TV Initiatives Increasing exclusive digital only premiers is a vital area of focus for Free TV

06. FAST & AVOD Opportunities Respondents now rank Social Media as the best opportunity for AVOD content monetisation

07. Studio Sales 82% of the respondents agree that studios will sell more content to third parties post vertical integration

08. Content Windowing Windowing activity will increase across the board as stakeholders look to optimise revenues

09. Movie Releasing Theatres are back and important for Studios, with other windows coming quicker and going shorter



Which of the below do you think will have a bigger impact on global content markets in the next 12 months?

Respondents Ranking Average

Further Consolidation/M&A activity in the US Media sector 7.80

AI usage in the localisation (subtitling/dubbing) of content 7.16

Ongoing challenges from the increased cost of production 6.95

AVOD/FAST viewing growth 6.74

SVOD competition 6.71

AI usage in the creation of content 6.39

Licensing of content as training data for AI modules 6.24

Consolidation of FAST as weaker players are replaced by bigger players 6.22

Growing market for FAST Channels 5.73

3Vision TV Industry Trends & Predictions 2025 | Q. Which of the below do you think will have a bigger impact on global content markets in the next 12 months? Please score them all on a scale of 1-10 (10 the highest)4

Global Content Markets 
“Further Consolidation/M&A activity in the US Media sector” was predicted to have the most impact in 2025
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The global content market in 2025 is expected to see ongoing shifts, with many respondents identifying further consolidation in the U.S. media sector as the most likely 
impact. The use of AI in content localisation was a focus with 16% ranking it number one in their minds but many factors figured highly in the rankings, with the cost of 
production, SVOD competition, and AVOD/FAST viewing growth all coming out highly. 

Other areas received lower responses, but still featured positively, with AI usage in the creation of content and the licensing of content to AI Training Modules, two areas 
where there remains uncertainty. FAST remains an important area but is clearly moving through stages of development, with ‘Growing Market for FAST channels’ 
achieving the lowest weighted rank of 5.73, perhaps reflecting respondents’ caution when it comes to the overall size of the FAST channel market.



3Vision TV Industry Trends & Predictions 2025 | Q. Rank the below regions for the best prospects for revenue growth in 2025 starting with 1 as the strongest:5

Video Market Potential 
Respondents ranked Asia as their #1, #2, or #3 market for the best growth prospects in 2025

Average Ranking (#1 as highest)

Asia 2.37

United States 3.95

Latin America & Caribbean 4.20

Central and Eastern Europe 4.28

Western Europe 4.57

Australasia 4.84

MENA 5.20

Africa 6.61

Consistent with positive 
survey feedback since 2021, 
Asia remains the top 
regional prospect for 
revenue growth. This year, 
43% of respondents ranked it 
first for growth prospects, a 
significant increase from last 
year’s 27%. 

This year, the regions were divided into 
sub-regions to better assess revenue 
growth potential. The U.S. has emerged as 
a more critical region for revenue growth 
compared to Latin America, while Africa 
continues to be regarded as the least 
favourable region for growth 
opportunities.

% of Respondents Ranking Each Region as #1
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Global Streamer Average Ranking 
(#10 as highest)

3Vision TV Industry Trends & Predictions 2025 | Q. What do you think are the growth prospects in 2025 for the following scripted SVOD services? Please score them all on a scale of 1-10 (10 the highest)6

% Respondents Ranking Streamers 
as having the highest growth potential

Global Streamer Prospects 
43% Respondents ranked Netflix as the #1 streamer for growth in 2025

43%3%
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7.5 Netflix (7.41)

Prime Video (6.86)

Disney+ (6.42)

Apple TV+ (5.99)
Max (6.03)

Peacock (4.59)
Sky Showtime  (4.61)

Paramount+ (5.09)

Perhaps unsurprisingly given their 
standout performance in 2024, Netflix 

continues to be ranked highest for 
growth prospects by respondents. 

However, this year their lead has extended 
significantly with 43% ranking them first 

versus 27% previously.  

Both Netflix and Prime Video       
retained their positions in the                  

top three from last year. 

Last year Max, Apple TV+ and Disney+ 
were ranked 3rd, 4th, 5th respectively, but 

they all scored very closely.  This year 
Disney+ has jumped the rankings to third 

with a stronger response.



Source: Company Releases7

Global Streamer Prospects 
Netflix will no longer report subscribers as their focus moves onto other KPIs
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With a pro-consolidation U.S. government, further media 
company mergers seem inevitable.

There will be casualties in the shape of Studio D2C services 
closing as they fail to reach scale

TV operating systems are gaining influence as placement, 
prominence, and discoverability become more critical

Non-exclusive content will expand as platforms rely on 
evergreen titles to drive viewership and retain customers.

The era of the $10M+ per hour drama project is over, with only 
a few likely each year from the major streamers

Services will become more efficient with content and realise 
they need less

FAANG companies are not going to buy legacy media assets 
as they can get content without buying companies

3Vision TV Industry Trends & Predictions 2025 | Q. With increased competition and a focus on profitability, the pressure on global streamers and US Studios D2C has grown.Which of the following statements do you agree/disagree with?8

US Studio Pressures 
87% of respondents agree that further consolidation between US Studios will become inevitable 

Respondents generally agree that streamers and US Studios 
are operating in a rapidly changing market, with consolidation 
likely as 87% believing mergers are inevitable.   

Competition in streaming weighs heavily on responses, with 
85% expecting a studio-owned streaming service to shut as 
they struggle to scale.  

Prominence is key, with 84% agreeing that TV operating 
systems are gaining influence. 

Non-exclusive content is also on the rise, as 82% think 
streamers will lean on evergreen titles to keep viewers 
engaged. Although responses aren’t as resounding 
productions budgets are likely to stay lower, with 69% saying 
$10M+ per-hour drama commissions will be rare and 60% 
agreeing that services will become more efficient with content. 

A more reserved 58% agree that FAANG companies will 
license content rather than buy legacy media assets.
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Lower-priced tier with advertisements

Bundled offers with local operators

Improving the overall user journey in their interface

Investing in sports programming

AI/machine learning driven recommendations

Human curation driven recommendations

Preventing password sharing

Launching FAST channels

4K/UHD content

Enhanced audio (e.g. Dolby Atmos)

3Vision TV Industry Trends & Predictions 2025 | Q. What development areas do you think are increasingly important for SVOD services?9

SVOD Development Areas 
An improved pricing proposition - cheaper Ad-tiers and bundled offers - drove the biggest response

SVOD competition intensified in 2024, with platforms innovating in pricing, ad-supported tiers, and password-sharing policies. This year 84% identified lower-priced ad 
tiers as the most critical growth area, while 77% highlighted bundled offers with local operators - a decline from 85% last year.   

Sports featured strongly this year, reflecting the increased activity in the sports genre with streamers and signposting what will clearly be a big area to watch in 2025.  As 
with last year some technical areas scored lower, but it is no surprise in this relentlessly competitive market for SVOD that the two leading responses were about 
delivering a better value proposition to consumers.
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3Vision TV Industry Trends & Predictions 2025 | Q.Bundling is a key area of focus for all SVOD services - what types of bundling are more important for services to focus on in 2025?10

SVOD Bundling 
Bundling with another SVOD service continues to be a key area of focus for respondents

SVOD partnerships and bundling continue to evolve as platforms explore strategies to drive awareness, reach, and retention. Bundling with other SVOD services 
remains the top choice, with 78% of respondents rating it as the most important bundling strategy. 76% highlighted the value of fully bundled offers with telcos, 
broadband, and Pay TV operators as a key approach to improving affordability and reducing churn, reflecting a growing emphasis on these partnerships. However, 
opinions on innovative bundling with other verticals and free short-term introductory offers were more divided, indicating uncertainty about their long-term 
effectiveness in driving subscriber growth and retention.
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Free Short Term 
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from Telcos & Pay TV 
operators



Pay TV continues to innovate, what do you feel are the key areas of investment?

3Vision TV Industry Trends & Predictions 2025 | Q. Pay TV continues to innovate to maintain its roles in homes, what do you feel are the key areas of investment? Please score them all on a scale of 1-10 (10 the highest)11

Pay TV Investment Areas 
UI improvements and OTT SVOD integration rank as the most important area of investment

Respondents Ranking Average

User Interface improvements 8.02

OTT SVOD service integration 7.98

Aggressively breaking up the bundle & offering cheaper, smaller packs 7.08

Recommendations engines 7.02

Adding FAST Channels 5.78

4K/UHD 5.38

Dolby Atmos 4.74

16%17%13%18%10%11%4%5%3%

12%8%8%11%16%14%9%12%3%8%

12%12%25%17%11%7%11%

4%5%12%10%11%23%12%13%5%4%

21%21%22%21%11%3%

2%3%10%9%9%21%12%16%13%5%

1 2 3 4 5 6 7 8 9 10

24%20%30%9%5%7%3%

Respondents were broadly in agreement that a number of areas require focus on innovation from Pay TV operators, with respondents less keen on more technical 
improvements and adding FAST channels received a muted response. 

User interface improvements secured the largest number of No.01 rankings and the highest average ranking, with a clear need to provide better solutions to viewers 
frustrated by the fragmented video ecosystem.  This aligns with the need to integrate OTT SVOD services and provide recommendations engines, with both areas 
receiving a strong response.  Last year, amidst a cost of living crisis, investment in pricing propositions and offering cheaper, smaller packs was the top investment area, 
with this now slipping down to third place and perhaps reflecting that work has already been done in this space.



3Vision TV Industry Trends & Predictions 2025 | Q. Free TV channel groups have been expanding their digital initiatives. How important do you think the following factors are for their future success?12

Free TV Initiatives 
Increasing Exclusive digital only premiers was ranked the No.01 innovation for Free TV

Exclusive digital content premieres have gained prominence in the Free TV landscape, with 66% of respondents now considering them as most important, up from 
59% last year. All areas received a positive response, but the areas that involved offering content in box set form, free at the point of access all scored highest, clearly 
reflecting the priorities that respondents feel that Free TV operators should be focused on. It also mirrors what is happening in the broadcast world, with broadcasters in 
2024 increasing all activity in this area.

Increasing Content on their digital/OTT services - 
Exclusive digital only content

Increasing Content on their digital/OTT services - 
Digital premieres followed by linear broadcasts

Increasing Content on their digital/OTT services - 
Library Box Sets

Subscription service tiers - with the proposition 
offering a bigger and different content set

Launching FAST channels on their own digital/OTT 
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Platforms
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13%

12%

8%

20%

24%

19%

31%

26%

36%

42%

35%

36%

47%

43%

42%

30%

33%

31%

25%

21%

13%

18%

19%

14%

13%

10%

12%

4%

1%

3%

2%

1%

4%

1%

Very Low Low Medium High Very High



Source: 3Vision Show Tracker (Nov 2024) - Premieres on Free TV owned businesses across UK, Canada, France, Germany, Italy, Spain, Australia, Sweden, and Mexico13

Free TV Initiatives 
2024 Broadcaster premieres in global markets were dominated by Box Set availability

In 2024 only 9% of the premieres by 
Free TV Broadcaster businesses were 
not accompanied with a Box Set on 
their digital service at any point -  a long 
way from the 55% in 2018.

Free TV Broadcaster Businesses Premieres in Nine Global Markets

F/AVOD 
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There are many types of AVOD - which present the best opportunity for content monetisation for 2025?

Respondents Ranking Average

Social media (e.g. YouTube, Facebook, TikTok) 7.35

OEM partnerships (e.g Samsung TV Plus FAST) 6.96

AVOD specialists (e.g. Tubi, Pluto, Freevee) 6.83

Broadcaster AVOD services (e.g. Joyn, TF1+, 7Play) 6.72

FAST Channel Operators (e.g. Filmrise, Cinedigm) 5.48

3Vision TV Industry Trends & Predictions 2025 | Q. There are many types of AVOD, which present the best opportunity for content monetisation for 2025? Please score them all on a scale of 1-10 (10 the highest)14

AVOD Focus 
Respondents now rank Social Media as the best opportunity for AVOD content monetisation

In 2024, the rapid growth of FAST channels continued to draw significant attention, often overshadowing the broader AVOD sector and scoring highly in last years survey.  
Reflecting perhaps the broader discussions in the market about the Creator Economy this year, Social Media emerged as the top monetisation opportunity, with 
25% of respondents ranking it #1, dethroning AVOD Specialists, which dropped to third place after leading for two years.  

Other opportunities also ranked highly, with OEM Partnerships, AVOD Specialists and Broadcaster AVOD all sitting approximately at the same level of ranking. Only 
FAST Channel Operators scored lower, perhaps reflecting the desire by many to improve monetisation through more direct relationships.
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AVOD Focus 
2024 continued to be a year of growth for FAST, but also refinement
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3Vision TV Industry Trends & Predictions 2025 | Q. If you are involved in operating FAST channels, where are you focusing your investment?16

Investment Areas in FAST 
Operational Improvements are key to improve financial returns in FAST 

The top two responses for FAST investment 
focused on operational improvements that 

support driving an improved proposition 
and viewers/viewing (ranked by 74% as 

High to Very High importance) and 
improving Ad Sales performance (70%).  

Almost half (48%) ranked th importance of 
Exploring the adoption of AI tools as High to 
Very High and 51% felt the same way about 

increasing Ad Loads. 

Investment focus Single IP and Single 
Genre Channels remains steady 

compared to last year, while Mixed Genre 
Channels continue to generate weaker 

feedback now falling to 15% ranking it High 
to Very High, down from 19% last year.

Enhancing the proposition to 
drive viewers and viewership

Improving Ad Sales performance 
and secure better CPMs

Single IP channels  
e.g. Hells Kitchen, Dr. Who

Single genre/thematic channels 
e.g. Comedy, Drama, Sci-Fi

Increasing Ad Loads

Exploring the adoption of AI 
tools to improve operations

Mixed genre channels
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FAST Service Score ex-US 
(#10 as highest)

3Vision TV Industry Trends & Predictions 2025 | Q. How would you rank the prospects of the following services outside the US, based on their presence in multiple territories in 2025? Score 1-10 (10 the highest)17

% Respondents Ranking FAST Services 
as having the highest growth potential

Global FAST Prospects 
Respondents ranked Amazon as the top FAST service for ex-US prospects

FAST has seen strong growth in the US, but 
with wildly different market characteristics it 

shows a very different pattern of 
development in the rest of the world. 

Understanding the relative merits of different 
services is complicated by the varied nature of 

global markets, but Amazon, Samsung and 
Pluto were the top three responses in terms 

of both average scores and those choosing 
them as the number one service. 

With some services currently having a very low 
footprint outside of the US it is unsurprising that 

they appear lower on the scale. It is somewhat 
surprising that Roku managed to register 10% 

of the number one responses despite its major 
stronghold being in the US.

Amazon (7.77)

Rakuten (5.60)
Roku (5.90) Local Operators (6.03)

LG Channels (6.10)

Vizio Watch Free (4.36)
TiVo+ (4.28)

Samsung TV Plus (7.28)

Pluto TV (6.74)

Amazon

Samsung TV Plus

Pluto

Roku

LG Channels

Local Operators

Rakuten

TiVo+ 2%

2%

7%

7%

10%

17%

27%

29%



Studios will sell more content to third parties - after premiering on their 
own D2C services

Studios will sell more content to third parties - but do more non-
exclusive deals, holding on to rights for owned D2C services also

Studios will vary activity and make trade-offs by market between selling 
content to third parties and holding on to it for owned D2C services

Studios will sell more content to third parties - but limit it to non-core 
content

Studios will sell more content to third parties versus premiering on their 
own D2C services

3Vision TV Industry Trends & Predictions 2025 | Q. Studios have been actively targeting more content sales in addition to D2C Activity. Which of the following statements do you agree/disagree with?18

US Studio Content Monetisation Strategies 
82% Respondents agreed that Studios will sell more content in the second window post D2C

Studios are shifting their content distribution strategies, balancing D2C services with third-party licensing.  82% of the respondents agree that studios will sell more 
content to third parties post vertical integration, ensuring initial exclusivity while windowing to generate more revenues. With significant variation by local markets its 
unsurprising to see some positive responses across all areas, reflecting the varied and innovative approach that will need to be taken to balance sales and services to 
optimise revenues.  60% believe sales will be limited to non-core content whilst 56% believe that Studios will pivot to allow 3rd Party services the first window premiere.
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Source: 3Vision Show Tracker (Oct 2024).  Australia, Canada, France, Germany, Italy, Mexico, Spain, Sweden, UK19

First Window Premieres by Calendar Year of Studio Distributed Shows across Nine Global Markets

Studios Content Monetisation Strategies 
2024 saw Studios looking at selling content more in addition to premiering on owned services

AVOD

SVOD Studio
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Netflix

Pay TV

Free TV

% Premieres by Relationship
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60%64%
54%

45%

22%26%
17%

Vertically Integrated
3rd Party

Destinations of 2024 3rd Party Distributed Premieres

2%

21% 14%

4%
1%

39%

19%

US Studios significantly increased the 
pipelining their own content to their 
own D2C services as they rolled out in 
global markets. 

However, with challenges to the D2C 
model and investors demanding a 
focus on profitability we may have seen 
the peak of this activity.   

With pressures on to reduce costs and 
generate revenues there are clear signs 
they are returning to selling content to 
3rd Party services in addition to 
growing SVOD.  

In key global markets 40% of Studio 
First Window premieres were on 3rd 
Party services in 2024, up from 36% in 
the previous years.

SVOD

Local



3Vision TV Industry Trends & Predictions 2025 | Q. Second window activity with post SVOD shows has been increasing as companies look to monetise their content in more ways.. Which of the following statements do you agree/disagree with?20

Content Windowing 
Windowing activity will increase across the board as stakeholders look to optimise revenues

Studios are expanding second-window activity to 
boost monetisation post-SVOD. 75% agree Free 
TV will license more former SVOD originals in 

second windows, while 71% support broader 
second-window availability across all services.  

70% of the respondents believe that studios 
need to offer better set of rights post SVOD to 

secure sales - no doubt focused on the Box Set 
availability that is critical now to broadcasters in 

addition to SVOD service providers.  

Respondents showed notable disagreement (37%) 
with the possibility that licensors will resist buying 
second windows depending on the predecessor. 

Clearly individual market dynamics will come to 
play as windows sequencing and utilisation adjusts 

before finding any kind of equilibrium.

Free TV will take advantage of the huge volumes 
of former SVOD originals in the market and license 
more titles in second windows

All forms of service will be open to second 
windows, with SVOD services focused more on 
customer retention with established IP/Brands

When selling, Studios will start to grant a better set 
of rights when selling second windows post SVOD 
- including boxset rights - to secure sales

Second windows remain challenging and some 
licensors will resist them depending on the 
predecessor (first window service)

7%

14%

19%

23%

26%

56%

52%

52%

30%

18%

18%

17%

33%

11%

10%

6%

4%

1%

1%

2%

Strongly Disagree Slightly Disagree Neutral Slightly Agree Strongly Agree



34%

23%22%

15%

23%

2020 2021 2022 2023 2024

22%
31%

43%40%

13%

22%

31%

20%
17%

45%

11%

5%7%20%
14% 7%

8%7%

8%

7%

16%15%16%13%17%

Free TV
BVOD (from Free TV)
Pay TV
AVOD
Global SVOD
Local SVOD
Studio SVOD

Source: 3Vision Show Tracker (Nov 2024). Includes UK, Canada, France, Germany, Italy, Spain, Australia, Sweden, and Mexico.21

Studios Content Monetisation Strategies 
2024 saw a significant increase in second window licensing on BVOD services

Second Window Market Premieres of US/UK Scripted TV Series by Type of Service 
Nine Global Markets

5%
2%

6% 8%

18%

By looking at premieres on US/UK Scripted TV 
Series you are able to see a clear jump in 
activity from Free TV Broadcast businesses 
with second widow acquired shows. 

34% of New Season Second Window 
premieres in 2024 were on Free TV 
Broadcaster services, including 18% on 
Broadcaster VOD (BVOD), up from 8% in 
the previous year. 

Innovation by Free TV Broadcasters with their 
digital services has driven increased volumes 
on their services throughout 2024 as they try to 
capitalise on their reach and grow viewing.  
This has combined well with the Studio need 
to window more content post-SVOD, giving 
them a natural home.



How do you rank the various windows of release by importance/value

3Vision TV Industry Trends & Predictions 2025 | Q. If you are involved in the release of movies, how do you rank the various windows of release by importance/value? Please score on a scale of 1-10 (10 the highest)22

Movie Releasing 
34% Respondents ranked Domestic Theatrical as the best window of release by importance/value

Respondents Ranking Average

Domestic Theatrical 8.06

International Theatrical 7.77

Pay-One (First Window) 7.06

Free (Third Window) 6.33

Library 6.25

PVOD/PEST 6.21

Pay-Two (Second Window) 6.21

TVOD/EST 6.02

2024 saw the a return to big Theatrical releases as Studios started working through the movie release windows rather than prioritise releases on their own SVOD services.  
The value of movie release windows features strongly in Studio minds, with the US Domestic Theatrical release averaging 8.06 (with ten being the highest) and leading the 
options. 

4%10%20%16%4%18%10%18%2%

4%4%23%12%25%13%12%6%2%

6%8%23%10%13%21%8%2%10%

8%6%23%12%13%15%13%4%2%4%

4%12%12%29%13%15%4%2%8%2%

4%25%19%17%6%21%4%4%

27%10%31%10%6%12%2%2%2%

29%21%21%8%12%4%2%2%2%

1 2 3 4 5 6 7 8 9 10



3Vision TV Industry Trends & Predictions 2025 | Q.Movie Release windows have seen significant change over the last few years. How do you see the market going forward? Which of the following statements do you agree/disagree with?23

Movie Releasing 
82% agree that Movies will be available in a Premium VOD window shortly after Theatrical release

Traditional movie release patterns have 
seen significant disruption over the last 
four years. With studios returning to 
theatrical releases followed by additional 
windows respondents are in agreement 
that windows will be offered on PVOD 
shortly after Theatrical and that 
timings to Pay One will shorten.  

The vast majority (82%) agree that 
movies will be available on Premium 
VOD shortly after theatrical release 
and that (77%) Pay One will come 
quicker after Theatres. 

In terms of co-exclusivity, 60% believe 
that after a short period on their own 
D2C service Studios will offer titles co-
exclusively on another service.

Movies will be available in a Premium VOD 
window shortly after Theatrical release

Windows between theatres and the first Pay/
SVOD premiere will be shorter

Studios will window movies co-exclusively - 
selling to 3rd Party services after a short period 
of exclusivity on their own D2C service

Studios will increase releasing movies SVOD on 
their D2C services at the same time as theatres

Movies will be available in a Premium VOD 
window simultaneous with Theatrical release

7%

8%

13%

24%

33%

20%

21%

47%

53%

49%

30%

23%

24%

10%

9%

27%

31%

14%

9%

7%

17%

17%

1%

4%

3%

Strongly Disagree Slightly Disagree Neutral Slightly Agree Strongly Agree



Source: 3Vision Movie Tracker - Median Average Release Timelines for 2023 and 2024 Movies in US - Transactional Average Includes PVOD/PEST and TVOD/EST. Studios: Amazon MGM, Disney, Lionsgate, NBCUniversal, Paramount, Sony, Warner24

Movie Content Windowing 
Taking titles form Theatrical through all the windows is back, albeit with adjustments

Theatrical Only Transactional Pay-One Window

Fast routes to vertical integration in the US leads the major studios to providing a speedy Pay-One window on average for US movies, after both a PVOD and 
TVOD window. Elsewhere both transactional and Pay-One occurs later than the US, with the EMEA in particular later thanks to traditional Pay TV buyers.

Market Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Month 7 Month 8

US

EMEA

LATAM

APAC



3Vision TV Industry Trends & Predictions 2025 | Q. An under pressure production market is showing signs of recovery but the industry is having to work hard and do things differently in a relentlessly competitive market where costs are still being 
squeezed. Which of the following statements do you agree/disagree with?

25

Production Market 
Content will need to be made for lower budgets and new partnerships models will need to be found

With budgets needing to be lower (86% respondents agreeing) respondents also agreed that new partnerships are increasingly vital (78%) and that projects will need 
to be put together in different ways (68%). AI's role in cost reduction is seen as significant (62%) and Technology's potential to provide more economical solutions is 
recognised, but opinions are divided. Working with the Creator Economy is generally viewed positively but it also generates considerable uncertainty.  Overall when 
asked to respond to the potential for production levels to bounce back and return to growth 42% were negative and 43% neutral, with only 15% more positive about 
emerging from an era of content austerity.

Producers will have to make content for lower 
budgets

New types of partners are being found to make 
projects work

Appetite for content is unchanged, but risk has 
changed and this changes the make-up of projects

AI will undoubtedly factor when it comes to saving 
money with productions

Technology is key to finding more economical 
solutions

Finding a way to work with and/or within the 
Creator economy is a key focus

Production levels will bounce back from recent 
issues and continue to grow

1%

27%

19%

29%

28%

34%

44%
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28%

40%
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3Vision is a global content and TV 
consultancy specialising in content 
acquisition, strategy, research and 
business development in the TV industry.  

With decades of hands-on experience in 
the entertainment sector, we know the ins 
and outs of the industry like nobody else.

Strategy TV content strategy and business modelling. Strategic advice drawn from first-
hand experience and real-world success.

Research Market research, TV industry trends, presentations and competitor analysis. We 
combine intelligent analysis and deep industry experience to give your business 
expert insights.

Content 
Acquisition

SVOD, AVOD, FAST, TVOD, PVOD and EST, linear channels, TV series and 
movies, global and local streaming services.

Business 
Development

Lead generation, sales support, marketing support, deep market analysis, 
partnership negotiation, and relationship management.HELPI NG COMPANIES 

SUCC E ED IN THE  
TV IND U STRY

BUS IN E SS DE VE LO P M ENT

R E SEARCH

C O N TEN T AC QU I SITIO N

S TRATEGY

contact@3vision.tv

Providing the tools to track a 
scripted show’s journey from 
its first window onwards, 
across key programming and 
distribution parameters.

2500+ 
Series

450+ 
Services

39 
Parameters

19 
Markets

Syndicated Services - Relevant and actionable insight you can trust

Enabling you to track the full 
journey of a movie - from 
theatrical to Home Ent, Pay 
TV,  SVOD and Free TV 
across key parameters.

4,100+ 
Movies

670+ 
Services

30 
Parameters

19 
Markets

Giving an extensive detailed 
view of  the FAST ecosystem, 
including platform activity, 
channel owners and channel 
distribution.

4,500 
Channels

22 
Platforms

19 
Parameters

15 
Markets

Offering a comprehensive 
overview of the Global Video 
Market, helping you 
understand the size of its key 
segments.

Multiple 
Datasets

30+ 
Datasets

27 
Parameters

138 
Countries
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