
OTT video viewership is expected to continue to grow at a healthy pace over the next few years, thanks to a steady stream of 
original and premium content. In SVOD, the recent sub losses in Netflix could point to possible market saturation and 
subscription fatigue. Kantar found that that the average U.S. household has access to 4.7 services, which could be close to 
peak stacking.5 On the other hand, viewership in lower-priced or free ad-supported services should continue to rise as price 
still plays a huge role in streaming. OTT platforms are turning to different advertising tiers to reach a bigger market and 
increase revenues to offset rising content costs without further raising subscription prices. 
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Entertainment media ad spend climbed +34% YoY in CY2021,1 supported by the return of theatrical releases and the 
proliferation of streaming services. The momentum continued into 1Q22, mainly driven by digital spend. Even with the secular 
decline in spend, motion pictures remained the largest subsegment in entertainment TV ad category. 

2022 so far has seen successes such as Sony’s Spider-Man: No Way Home, Warner Bros’ The Batman and Marvel’s Doctor 
Strange in the Multiverse of Madness. However, current ticket sales are tracking at about 40% below 2019 levels. Analysts 
are projecting domestic box office sales between $7B - $9B in 2022,2 up from the $4.5B in 2021 but below the $11.3B in 
2019. Upcoming potential blockbusters in 2022 include Top Gun: Maverick, Avatar 2, and Black Panther: Wakanda Forever.

Total pay TV ended 1Q22 with 83M subs, down from 88M3 a year ago, as cord-cutting remains at an elevated level. As 
satellite TV continues to struggle, Dish management is still hoping for a merger with DirecTV, which has been spun off from 
AT&T. Now at about 13M subs, virtual MVPDs such as YouTube TV and Hulu + Live TV partly offset traditional video decline, 
although growth has slowed as prices have increased significantly over the years.  

Streaming ad spending spiked the past two years, driven by increased competition and entry of new services. After years of 
robust subscriber growth, SVOD started to see a slowdown in 1Q22 with Netflix reporting its first quarterly sub loss in a 
decade. On the other hand, ad-supported services have gained steam as consumers pushback on paying for multiple 
subscriptions. Netflix and Disney+ will add cheaper, ad-based tiers by year end.
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CATEGORY OUTLOOK
MAGNA is forecasting Entertainment total ad spend to be up +14% YoY in 2022 and +11% in 2023.4 As the movie industry 
rebounds and streaming services vie for market share, Magna expects entertainment national TV spend to grow mid-to-high 
single digits for both 2022 and 2023 and should be one of the few growth verticals in the next two years. 
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Many movie executives agree that returning to pre-pandemic ticket sales may take years. The industry has also accepted that 
the exclusive theatrical window is now down to an average of 45 days from the prior 75-90 days, even as tentpoles are still 
maintaining the longer windows. Likewise, same-day releases are not completely dead, with Universal’s Firestarter recently 
debuting simultaneously in theaters and on Peacock. Most studios though are generally committed to the theatrical 
experience, seeing that the exclusive window helps build momentum for films when they appear on streaming and the 
distribution lowers the risk of creating content just for streaming. As theatrical distribution and streaming coexist, media 
companies continue to experiment with different strategies while they grow their own digital platforms.



Disney ended March quarter 2022 with 44M Disney+ U.S. and 
Canada, 46M Hulu and 22M ESPN+ subs. The company plans to 
introduce an ad-supported tier for Disney+ at a lower price point 
before the end of the year. With an eye on costs, Disney expects 
Disney+ to turn profitable in FY2024. Management also hinted 
that it would raise the price of Disney+ offering over time.

Disney has not announced a windowing strategy for its 2022 
movies and seems to stick to a “flexible” plan.  It released some 
films such as Pixar’s Turning Red straight to Disney+ for no extra 
charge. Marvel’s Eternals and Shang-Chi and the Legends of the 
Ten Rings made their debut on Disney+ within 45 days of 
theatrical release while Steven Spielberg’s West Side Story was 
available to stream three months after. 

In 2021, Discovery heavily marketed discovery+, which was 
launched in January of that year. With the closing of WarnerMedia
merger in April, Discovery is looking to combine all online 
offerings, which include HBO Max and discovery+, into one 
platform to reduce overall subscriber churn. As of 1Q22, HBO and 
HBO Max ended with 76.8M global and 48.6M U.S. customers 
while Discovery had 24M global streaming subscribers (less than 
half are estimated to be U.S. subs). CNN+ was shut down less 
than a month after it launched. 

Discovery is forecasting at least $3B in merger cost synergies. 
CEO David Zaslav noted that the company “will not overspend to 
drive subscriber growth” and pointed to content and marketing 
dollars as “enormous opportunity for cost synergy.”

According to Amazon, the MGM acquisition “complements Prime 
Video and Amazon Studios’ work in delivering a diverse slate of 
original films and TV shows to a global audience.”

In its latest earnings release, Amazon broke out Entertainment as the 
second business section right after Shopping. Amazon noted that it 
has seen stronger Prime usage and higher signups due to Prime 
Video the past two years. Likewise, Amazon touted Prime Video as 
the exclusive home of Thursday Night Football beginning this fall 
where it will carry 15 regular-season games and one preseason game 
per year through the 2032 season. 

Amazon also highlighted Freevee, a free-ad-supported streaming 
service. Formerly known as IMDb TV, Freevee has been rapidly 
increasing its content library with originals and studio deals, including 
a film licensing agreement with Disney Media & Entertainment.

Peacock reported $472M in revenue and added 4M paid subs in 
1Q22, totaling 13M paid subs and 28M monthly active users at the 
end of the quarter. In the back half of the year, management 
expects sporting events such as Sunday Night Football, Premier 
League, and the World Cup as well as the availability of top 
Universal titles (Minions: The Rise of Gru, and Jurassic World 
Dominion) and exclusive next-day NBC broadcast programs to 
help support Peacock’s subscriber gains. 

In studios, Universal has 25 films set for theatrical release in 
2022. At the same time, the company continues to experiment 
with different distribution models. Three Universal movies will go 
straight to Peacock in 2023, while the Stephen King adaptation 
Firestarter will have a same-day movie and Peacock release. 

Paramount’s D2C streaming revenue from subscriptions and 
advertising were $1.1B in 1Q22, up 82% YoY, while losses tripled 
to $456M. The company expects its D2C losses to peak in 2023 
as it continues to scale up its streaming business. 

With 40M global subscribers, Paramount+ revenue more than 
doubled YoY to $585M in 1Q. Pluto TV grew monthly active users 
to 68M, but management noted advertising softness in 1Q, partly 
due to ad load reduction. 

In studios, Paramount will continue with the 45-day window for 
most of its films before adding them to its streaming platform. 
Management noted that movies do better on streaming after being 
released in theaters and help drive streaming net adds. 

Netflix lost 640k subscribers Q/Q in 1Q22, ending with 74.6M U.S. 
& Canada members. This was its first quarterly loss in nearly a 
decade, which Netflix partly attributed to a recent price increase. 
The company also pointed to password sharing and increased 
streaming competition for the lower growth. Netflix is now 
exploring adding a lower-priced, ad-supported plan to boost 
subscriber base.

Netflix stated that it would be “pulling back on spend growth 
across both content and non-content spend” in order to maintain 
its margins. The company spent $17B on content in 2021. 

ENTERTAINMENT
SELECTED COMPANY UPDATES



FOR QUESTIONS             
OR MORE DETAIL
Please contact the FOX Portfolio Strategy & 
Solutions team to help you with strategic 
marketing intelligence, insights and solutions. 

STEPHANIE CHUA
Director, Portfolio Strategy         
& Solutions
stephaniekline.chua@fox.com

JEFF FOSTER
Senior Manager, Portfolio 
Strategy & Solutions
jeff.foster@fox.com

RISTEN CLARKE
Manager, Portfolio Strategy       
& Solutions
risten.clarke@fox.com


