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Ads on Premium SVOD



It All Ads Up

Ads on Premium SVOD

Major global streamers approach 
advertising in different ways
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Amazon Dominates SVOD Ad Market 
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88% of Prime Video subs 
watched ads in Q4 2024

35% 
26%

88%

22%
35%



Ad-Free Users Consume More Content
Ads on Premium SVOD
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Average Netflix ad-free viewing 
outstrips ad-supported minutes

24 minutes 
0.4

0.8

1.2

1.6

1.3 x

1.2 x

1.2 x 1.2 x 1.2 x

Netflix Prime 
Video

Max Disney+
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Netflix Ad-Supported Subs Growth
Ads on Premium SVOD
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Netflix ad-supported subs 
more than doubled in 2024

increased fourfold

26%

3% 4%
19%

26%
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Content Trends and Ads

37% 

23% 

Ads on Premium SVOD
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Top Shows for Ad-Supported Subs
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Top Titles by Hours Viewed for Ad-Supported Accounts on Netflix, Prime 
Video, Max, Disney+, Q4 2024. UCAN, LATAM, APAC, Europe*

Global Top 10 for Ad Watchers 
Squid Game leads Netflix’s ad-tier, 
proving its continuing appeal, while 
Grey’s Anatomy thrives on Disney+, 
showing the value of long-running series.

With older titles like Prison Break also 
ranking high in viewing hours, it’s clear 
ad-tier subscribers are just as likely to 
revisit beloved classics as they are to 
explore fresh content.

Prime Video’s ‘ads-by-default’ strategy 
sees several of its titles appear in this 
Top 10 that would otherwise not be 
present - as demonstrated by the Ad-
Free Accounts show rankings. 

Ad-
supported

Rank

All Accounts 
Rank Title Platform Share of Hours Viewed from 

Ad-supported
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Live Events on Netflix



Right Hook

Live Events on Netflix

Sports programming is the driving 
engine of the push into live events
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Sports Drives Live Viewing
Live Events on Netflix
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*
Fighting for eyeballs

over 57 million accounts 

Over 94% 
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Live Sports Drives New Sign-Ups
Live Events on Netflix
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Fighting for Subscribers

410,000 new subscribers 

Rank Title
No. of New 
Subscriber 
Accounts
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The Rise of YouTube



Long-Form Viewing Rises
The Rise of YouTube
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Long-form is gaining ground

, long-form accounted 
for 53% 

had risen to 
68%, increase of 15 percentage 
points
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YouTube Still King of Short-Form
The Rise of YouTube
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Short-form still holds value

9 times out of 10

90% of the total number 
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YouTube in APAC and the Americas
The Rise of YouTube
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Japan Leads YouTube Viewing

214 and 
210 minutes

67 average daily 
minutes
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YouTube in European Markets
The Rise of YouTube
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Italian and Spanish Audiences 
Prefer Netflix

62 minutes per day 
92 minutes per day 

TREND REPORT: 
EVOLVING STREAMER 

STRATEGIES



Youth Vote

The Rise of YouTube

How 18-24-year-olds are using 
YouTube in the UK
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Matt Ross
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Young UK Viewers: YouTube vs Netflix
The Rise of YouTube
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UK Young Adults Prefer YouTube

108 minutes per day 

98 minutes 
per day 

108 mins

98 mins
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UK Young Adults Switch off TV
The Rise of YouTube
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Watching on the Small Screen

60% of YouTube video 
streams 

37% 

3% of YouTube video streams 
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Conclusion
Conclusion
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Methodology

TREND REPORT: EVOLVING STREAMER STRATEGIES 24



Metric Definitions
Share of Active Users: 

Average Daily Minutes: 

Share of Viewing: 

Streams / Share of Streams: 

Categories: 
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Sign up to our newsletter or get in touch for more 
information on global viewer insights.

No one knows viewers like Digital i

Our next report reveals key 
content completion trends
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