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Introduction

• This report analyses 10 key trends within the growing FAST 

channels market

• FAST – or Free Ad-Supported TV – channels are scheduled 

streams of content that function similarly to traditional linear 

broadcast channels but are delivered over the internet akin 

to video-on-demand services; they are funded by 

advertisements

• FAST channels are a common feature of leading ad-

supported video-on-demand (AVoD) services in the US, 

including Peacock, PlutoTV, Roku, Samsung, Stirr, Tubi and 

Xumo – all of which are analysed in this report

• This report was initially presented at The Future of TV 

Advertising Global event in London in December 2022

US FAST channel providers included in this study
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USA: Number of titles available on AVoD with Critical Rating* greater than 70

1) AVoD platforms are offering more top content than ever before

Source: Ampere Analytics – AVoD & Catch-up

*The Critical Rating is a proprietary score from 0 to 100 that is created based on users’ and critics’ reviews collected from online 

rating websites.

While AVoD catalogues have historically been 

lower in quality and less exclusive than their SVoD 

counterparts, competition in the market is rising, 

especially as platforms like PlutoTV, Freevee and 

Tubi (all of which have deep-pocketed parent 

companies) offer more premium content over time
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USA: % of Internet users that used an AVoD service in past month

2) This has led AVoD usership to rise rapidly in the USA

Source: Ampere Consumer

The dramatic rise in recent years in AVoD usership can in part be

attributed to the COVID-19 pandemic; during lockdowns, consumers 

turned towards ad-supported services to supplement their viewing. More

recently, the importance of AVoD services is rising as high inflation is 

observed across many major economies and consumers reach a ceiling 

in their willingness and ability to stack multiple SVoD subscriptions
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3) Online video advertising represents a growing share of global ad revenue

22%

51%

17%

9%

Global advertising revenue, 2022

Online video advertising Online advertising TV advertising Other advertising

$196bn
global online video 

advertising revenue

Source: Ampere Markets – Operators

Total:

$876bn

USA accounts 

for 49%

For the first time ever, online video ad 

revenues overtook TV ad revenues in 

2021. Online video advertising has grown 

as a share of total global ad revenues from 

10% in 2017 to 22% in 2022
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USA: Online video 
advertising revenue, 2022 

($bn)

4) But FAST’s actual opportunity is a far smaller portion of the online video ad market

Source: Ampere Markets – Operators

Total:

~$97Bn

AVoD

platforms: 8%

Other

USA: AVoD platforms’ 
revenue, 2022 ($bn)

USA: FAST providers’ 
revenue, 2022 ($bn)

Total:

~$8Bn

FAST channel 

providers: 35%

Platforms 

without FAST 

channels

Total:

~$3Bn

‘Traditional’ 

AVoD

FAST 

channels: 

30-50%

Of the $97Bn online 

video ad revenues in the 

US, approximately 1-

1.5% can be attributed 

to FAST channels
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5) Usership of FAST varies by market, representing regionally disparate opportunities

Source: Ampere Consumer, Q3 2022
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% of Internet users who have used a FAST player’s service in the last month

Latin America
The uptake of FAST-offering AVoD services 

has been slower in major European 

markets due to the longstanding position 

and strength of local BVoD (broadcaster-led 

video-on-demand) platforms like All4, ZDF 

Mediathek and MyTF1
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6) The largest FAST providers offer hundreds of channels

Source: FAST channels, Ampere Channels
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USA: Number of free FAST channels by service, December 2022

122 Channels on 

average per package* 

from TV Operator

*Average number of channels in US Basic and Extended Basic packages.

Average: 231
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7) But many of these are offered on a non-exclusive basis

Source: FAST channels, Ampere Channels

193

118

176

180

77

39

16

179

230

131

124

63

65

23

Roku

Pluto

Xumo

Samsung

Tubi

Stirr

Peacock

USA: Exclusivity of FAST channels offered, December 2022

Shared Exclusive

On average, approximately 50% of the FAST channels offered can be 

found on at least one other observed platform, with the likes of NBC News, 

Bein Sports and Vevo Music launching channels across multiple services.

This further reflects AVoD’s tendency to be less exclusive than SVoD as 

well as the opportunity for content producers to distribute via all possible 

outlets and maximise reach and revenue earned on their content
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8) The themes for FAST channels typically lean towards Unscripted content

Source: FAST channels, Ampere Channels

% of free FAST channels devoted to Unscripted* genres

87%
Peacock

55%
PlutoTV

55%
Roku

73%
SamsungTV

78%
Stirr

75%
Tubi

65%
Xumo

Unscripted channel Other

*Unscripted genres include Documentary, Entertainment, Music, Reality and Sport.

Because of their skew towards 

Unscripted content, the composition of 

FAST channels’ schedules broadly 

resemble what we see broadcast on 

daytime television. This therefore 

represents a further way in which OTT 

platforms intend to encroach on the 

space held by broadcast TV
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9) Show-specific channels are highly common, unlike in the linear broadcast space

The relative ease of launching a FAST channel is exemplified through 

show-specific streams, which can help with discoverability (if the service is 

then able to direct viewers to consume the content via the video-on-

demand portion of the user interface) as well as the burden of choice some 

consumers may feel given how much content they have access to
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10) There is a lower barrier to entry for content streamed via FAST channels

FAST’s lower barrier to entry further differentiates it from traditional 

linear TV. For example, some services provide e-sports channels –

e-sports are popular among younger gaming fans (those aged 16 

to 44), and therefore could be used to attract younger audiences to 

FAST. This style of content is similar to that which can be found on 

YouTube, which is the most popular platform through which US 

games fans watch e-sports
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Five key questions we are left with…

Who is currently using FAST 

channels, and who are they 

targeting?

Does the rise of ad-supported, 

hybrid subscription tiers to 

platforms like Netflix and Disney+ 

threaten AVoD and FAST?

Is there a problem with consumer 

awareness of what FAST channels 

are and where they are available?

What is the realistic long-term 

opportunity of FAST channels in 

Western Europe in the face of strong 

free-to-air provision?

Will the content distributed via 

FAST channels shift to ‘premium’, 

Scripted content, or remain focused 

on Unscripted formats?
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Please get in touch

info@ampereanalysis.com
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