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February 11, 2026 

 
DEG: The Digital Entertainment Group today released its Year-End 2025 Digital Media 
Entertainment Report compiled by DEG members, tracking sources and retail/platform 
input.1 

 
U.S. Consumer Spending on Digital Entertainment Consumed at Home and on the Go 

 Grew by Almost $10 Billion in 2025, Surpassing $62 Billion 
 

Subscription streaming grew near 20% for the year, while smaller fourth quarter 
releases made a tough comparison for digital transactions 

 
Premium 4K UHD buoyed physical formats 

 
Overall U.S. consumer spending across digital and physical home entertainment formats in 
2025 was $62.2 billion, a 17.4 percent increase from the almost $53 billion that consumers 
spent in 2024, driven by continued strong gains in subscription streaming with an assist from 
digital transactions2 early in the year. In the year’s final quarter, overall consumer spending 
rose almost 19 percent, representing $16.7 billion. 

 
Consumers spent more than $61.3 billion on digital entertainment purchases (EST2), rentals 
(VOD2) and subscriptions for the full year, a jump of 17.9 percent over full year 2024; and 
almost $16.5 billion for the fourth quarter, up 19.5 percent. 

 
Among the highlights for the Fourth Quarter and Full Year 2025: 
 

• Spending on subscription streaming in the aggregate rose 19.8 percent for full year 
2025, reaching $57.5 billion, and accounting for more than 92 percent of all U.S. 
consumer spending on home entertainment. The highest growth rate came from 
consumer spending on hybrid tiers3 (subscription fees plus ads), which grew 60.9 
percent, to $10.3 billion for the full year, while the much larger pure subscription 
(SVOD4) segment (with no ads) grew more slowly, at 13.4 percent, to $47.2 billion. 
In the fourth quarter, subscription streaming in the aggregate increased 22.8%, to 
$15.6 billion, with spending on hybrid tiers up 41.5 percent to $2.9 billion, and pure 
subscription spending up 19.2 percent to $12.7 billion.  
 

• For the year, total spending on digital transactions (including all VOD and EST, but 
excluding subscription streaming) showed resilience, falling about 4 percent for the full year, 
to almost $3.9 billion. In the fourth quarter, spending on digital transactions fell 20.2 percent, 
to $843 million, over-indexing on a 45 percent drop in box-office spending5 on titles released 
to the home. 

 
• Theatrical new releases are historically a key driver of transactional home entertainment 

spending and softness in this area contributed to a fourth quarter decline in EST spending of 
24.3 percent. Consumer spending on purchases of theatrical and TV titles declined more than 
25 percent in the fourth quarter due to tough comparisons with titles released in the year-earlier  

 



period, which included two $600 million-plus theatrical hits: Disney’s Deadpool and Wolverine 
and Inside Out 2, and the TV hit Yellowstone Season 5 Part 2, from Paramount. This dragged 
consumer spending on EST to a decline of 3.3 percent for the full year, despite robust growth of 
almost 17 percent in the first quarter and positive third quarter growth.  

• For the full year, spending on VOD fell a more moderate 4.7 percent, to $1.6 billion, 
with a lesser 2.4 percent drop in spending on theatrical titles as consumers continued 
to embrace feature-length theatricals released for home viewing in the premium 
window. In the fourth quarter, spending on digital rentals fell 14.5 percent, also as a 
result of the weaker release slate.

• Among the fourth quarter’s best-performing titles released by DEG member 
companies across all transactional formats, were Black Phone 2 (Universal); Caught 
Stealing (Sony); The Conjuring: Last Rites (WBD); The Fantastic Four: First Steps
(Disney); Good Fortune (Lionsgate); Jurassic World: Rebirth (Universal); The Long Walk 
(Lionsgate); Mission Impossible: The Final Reckoning (Paramount); Nuremberg (Sony, 
2025); One Battle After Another (WBD); Roofman (Paramount); and Tron: Ares (Disney).

• Spending on all physical formats6, including DVD, Blu-ray and 4K UHD showed some 
resilience, dropping less than 10 percent for full year 2025 and the fourth quarter. The 
small but premium 4K UHD category provided buoyancy, with spending on the 
collectible format flat or up for every quarter, finishing the year up 12 percent from full 
year 2024.

• Ad-supported premium AVOD and FAST content produced estimated advertising 
revenue of $22.8 billion in 2025, dead even with 2024, according to estimates from 
Omdia7. In the final quarter of the year, ad revenue from AVOD and FAST was just 
under $6.5 billion, representing a decline of 3.5 percent. Usage trends for the 
segment continue to be strong, so declines in the quarter are believed to be driven by 
weaker monetization and a slower ad market overall. Ad revenue is not included in 
DEG’s overall tally of consumer spending on home entertainment but is included here 
to lend a broader view of revenue generated by streaming content.

For additional information, please email Marcy Magiera (Marcy@degonline.org). 

1Please note, these numbers are preliminary. Contact DEG for updates. 

2 Digital transaction spending (EST and VOD) includes premium releases. 

3Hybrid SVOD/AVOD data sourced from Omdia and is U.S. only 
Hybrid SVOD represents Subscription Video on Demand services that have lower-subscription tiers with 
advertising 
- Includes subscription revenue-only from hybrid ad-supported a la carte services focused on delivering Movies and
TV shows over the open internet, e.g., Netflix, Amazon Prime, Max, Paramount+, and Hulu’s core offer
- For hybrid services, such as Hulu, the data represents only the subscription revenue and does not include
advertising revenue generated by the hybrid tier.
-Excludes channels focused on other content, e.g., sport and news, such as ESPN+ and league-owned services like
MLB TV
-Excludes traditional cable & satellite subscriptions, TV Everywhere, Virtual Pay TV operators, and other channel
aggregators, e.g., Sling TV, YouTube TV, and Hulu Live TV
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4SVOD data sourced from Omdia and is U.S. only 
SVOD represents Subscription Video on Demand services specializing in Movies and TV 
-Includes subscription revenue-only from non-ad-supported a la carte services focused on delivering Movies and TV 
shows over the open internet, e.g., Netflix, Amazon Prime, Max, Paramount+, and Hulu’s core offer 
-Excludes channels focused on other content, e.g., sport and news, such as ESPN+ and league-owned services like 
MLB TV 
-Excludes traditional cable & satellite subscriptions, TV Everywhere, Virtual Pay TV operators, and other channel 
aggregators, e.g., Sling TV, YouTube TV, and Hulu Live TV 
 

5Box Office represents product released into home entertainment stream during the quarter 
 
6Physical Product represents consumer spending for sell-thru product only 
 
7 Premium ad-supported video services data is sourced from Omdia and is U.S. only.  
Represents revenue from AVOD (ad-supported video on demand) and FAST (free ad-supported streaming 
TV) services specializing in premium, typically long-form, content 
- Includes Freevee, LG Channels, Peacock, Pluto TV, Roku Channel, Samsung TV+, Tubi, Vizio WatchFree+, as 
well as legacy TV Everywhere services and other premium AVOD/FAST. 
- Excludes social video services such as YouTube or TikTok 
- Includes ad-revenue only from hybrid services, such as Hulu, note that subscription revenue from ad-tiers is 
covered by Hybrid SVOD/AVOD (subscription revenue only) 
 
For reference, DEG provides a list of digital entertainment terms and definitions on its web site 
here. 

 



US Home Entertainment Spending Report
Q4 2025
Prepared by: Jeremy Enos
Email: jeremy_enos@bloomfieldanalytics.com
Date 02.04.2026

U.S. Consumer Spending 

($ in millions)
Q1-2024 Q1-2025  YOY Q2-2024 Q2-2025  YOY  Q3-2024  Q3-2025  YOY  Q4-2024  Q4-2025 YOY

 YTD Q4-
2024 

 YTD Q4-
2025 

YOY 
thru Q4

Physical Product (1) $233 $202 (13.2%) $218 $194 (11.1%) $215 $209 (2.9%) $293 $265 (9.6%) $960 $870 (9.3%)

Digital Electronic Sell Thru (2) $564 $659 16.8% $552 $518 (6.3%) $564 $577 2.2% $610 $461 (24.3%) $2,291 $2,215 (3.3%)
VOD (2) $460 $482 5.0% $457 $434 (5.0%) $357 $340 (4.6%) $446 $381 (14.5%) $1,720 $1,638 (4.7%)
SVOD sub revenues ( pure subscription services)(3) $10,228 $11,019 7.7% $10,323 $11,364 10.1% $10,367 $12,071 16.4% $10,666 $12,710 19.2% $41,583 $47,164 13.4%
Hybrid (Subscription revenues from ad-tiers (4) $1,283 $2,314 80.4% $1,421 $2,477 74.3% $1,669 $2,640 58.1% $2,048 $2,899 41.5% $6,422 $10,331 60.9%
Aggregate SVOD all subscription revenues $11,511 $13,334 15.8% $11,744 $13,841 17.9% $12,036 $14,711 22.2% $12,715 $15,610 22.8% $48,006 $57,495 19.8%

Digital Total $12,535 $14,475 15.5% $12,754 $14,793 16.0% $12,957 $15,628 20.6% $13,770 $16,452 19.5% $52,016 $61,349 17.9%

Total U.S. Home Entertainment Spending $12,768 $14,678 15.0% $12,972 $14,987 15.5% $13,172 $15,837 20.2% $14,063 $16,717 18.9% $52,976 $62,219 17.4%

Box Office in Billions (5) $1.5 $2.2 42.0% $1.6 $1.6 1.7% $2.4 $3.1 31.5% $2.1 $1.2 (45.3%) $7.6 $8.1 5.8%

Notes:
Data represents the United States only

(3) SVOD 

SVOD represents Subscription Video on Demand services specializing in Movies and TV
 -Includes subscription revenue-only from non-ad-supported a la carte services focused on delivering Movies and TV shows over the open internet, e.g. Netflix, Amazon Prime, Max, Paramount+, and Hulu’s core offer 
 -Excludes channels focused on other content, e.g. sport and news, such as ESPN+ and league-owned services like MLB TV
 -Excludes traditional cable & satellite subscriptions, TV Everywhere, Virtual Pay TV operators, and other channel aggregators, e.g. Sling TV, YouTube TV, and Hulu Live TV

(4) Hybrid SVOD/AVOD
Hybrid SVOD represents Subscription Video on Demand services that have lower-subscription tiers with advertising
- Includes subscription revenue-only from hybrid ad-supported a la carte services focused on delivering Movies and TV shows over the open internet, e.g. Netflix, Amazon Prime, Max, Paramount+, and Hulu’s core offer 
- For hybrid services, such as Hulu, the data represents only the subscription revenue and does not include advertising revenue generated by the hybrid tier.

 -Excludes channels focused on other content, e.g. sport and news, such as ESPN+ and league-owned services like MLB TV
 -Excludes traditional cable & satellite subscriptions, TV Everywhere, Virtual Pay TV operators, and other channel aggregators, e.g. Sling TV, YouTube TV, and Hulu Live TV

(5) Box Office represents product released into home entertainment stream during the quarter

(1) Physical Product  represents consumer spending for sell-thru product only

(2)Digital transaction spending (EST and VOD) includes premium releases

Subscription streaming data sourced from Omdia (technology.informa.com). Disclaimer: The data is not an endorsement and reliance is at a third party's own risk.

Disclaimer:   This report contains information compiled from sources that the DEG believes have accurately reported such information, but which the DEG has not independently checked or verified.  As such, the DEG does not warrant its accuracy or reliability. The 
report is not intended to provide investment or securities advice.
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