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WHY IS THE 
“ORIGINALS” 

MODEL BROKEN?

FASTMaster Intelligence



WE HAVE BUILT
A MARKETING 
MACHINE DESIGNED 
TO ACQUIRE 
SUBSCRIBERS…



…BUT A PRODUCT
EXPERIENCE 
DESIGNED TO LOSE 
THEM.



Library gets the time

ORIGINALS GET THE 
SIGN-UPS



2X
Licensed content 
drives nearly 2x 
the viewership 

minutes of 
originals.

The Reality: Viewers are 

overwhelmed by 2.7M+ 

titles. They have shifted 

frtom “Discovery” to “Utility.”

 
Source: 

Nielsen / Gracenote “State 
of Play”

 

https://www.nielsen.com/insights/2023/streaming-grabs-a-record-38-7-of-total-tv-usage-in-july-with-acquired-titles-outpacing-new-originals/


Weekly releases are bonfires

BINGE DROPS ARE 
FIREWORKS



52 Days. Average demand for 
Binge.
 

68 Days. Average demand for 
Weekly.
 

Bingeing kills the “Watercooler 
Effect.” Weekly releases 
synchronize the audience, 
creating free social marketing.
 

Source: Parrot Analytics

https://www.parrotanalytics.com/academy/the-truth-of-binge-vs-weekly-release-strategies/


Optimizing for habit creates loyalty

OPTIMIZING FOR 
HAPPINESS CREATES 
CHURN



+48% Retention.
 

Source: 
Carnegie Mellon University
 

The Logic: "Forced Browsing." 
Binge viewers leave after the 
show. Weekly viewers are 
forced to return, which leads 
them to discover other content 
in the library.

https://www.pajiba.com/news/weekly-releases-are-better-than-binge-releases-according-to-science.php


Anxiety Management, Not Laziness
WHY WE REWATCH:



THE 
SCIENCE

Cognitive Ease: Watching 

new shows requires energy 

(tracking plots). Rewatching 

The Office restores energy.

THE 
STRATEGY

The “Comfort” Channel: Your 

library isn’t “filler” - it’s a wellness 

tool. Market it to stressed users 

who need a “brain break.”

Source: Dr. Jaye Derrick (University of Houston)

https://vancouversun.com/news/national/tv-therapy-study-finds-watching-reruns-can-be-good-for-you#:~:text=%E2%80%9CEvolutionarily%2C%20we%20can't,to%20them%2C%E2%80%9D%20says%20Derrick.&text=%E2%80%9CAnd%20with%20a%20rerun%2C%20you,re%20there%20with%20comfortable%20people.%E2%80%9D&text=Though%20Derrick%20acknowledges%20legitimate%20concerns,the%20baby%20with%20the%20bathwater.&text=%E2%80%9CI'm%20hesitant%20to%20use,%2C%20suggests%20can%20be%20good.%E2%80%9D


Welcome to the era of the bundle

THE ERA OF 
“EXCLUSIVE HITS” IS 
OVER



58% VS. 23%
The Shift: 58% sign up 
for "Value for Price." 
Only 23% sign up for 
"Specific Originals."

The Implication: 
Marketing must shift 
from promoting 
single titles to 
promoting the utility 
of the catalog.

Source: Luminate

https://luminatedata.com/blog/whats-driving-new-svod-subscriptions-in-2025/


YOUR USERS 
DON’T HATE 
YOUR 
ALGORITHM
They Just Don’t Trust You



60% say their 
“new favorite 
show” is an 
oldie.
The Fix:
Stop burying hits. Prioritize 
“Rediscovery” rails over “New 
Release” rails. Be bold and 
blend them together.

54%
believe 

recommendations 
serve the 

platform’s agenda, 
not their taste.

Source: Hub Entertainment Research
 

https://hubresearchllc.com/reports/


THE NEXT 
GENERATION 
ISN’T CUTTING 
THE CORD
They Never Plugged It In



THE RELEVANCE GAP
56% of Gen Z find social 
media more relevant than TV. Source: Deloitte

Linear TV buys miss 80% of 
the streaming audience. Source: Samsung Ads

The Fix: You need a Creator 
Video strategy to bring 
“Authenticity” inside the 
walled garden.

https://www.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html
https://www.google.com/search?q=https://www.samsungads.com/insights


Long Live The “Show Chaser.”
LOYALTY IS DEAD



38%
cancel 3+ 

services in 90 
days.

You need a “Habit Layer” 

(library, sports, games) to 

bridge the gap between 

expensive originals or 

extend time spent within 

the native CTV interface.

 
 Source: Antenna

 

https://www.google.com/search?q=https://www.antenna.live/resources


SO.
 
WHAT DO
WE DO
NOW?



The 2026 
Checklist

Shift KPI from “Sign-ups” to “Habit Formation.”

Adopt the “Hybrid” Release Model.

01

02

Market the Library as a “Comfort” Feature.

Integrate Creator Content.

03

04



STOP 
GUESSING.
START 
MEASURING.
Gavin Bridge | FASTMaster Intelligence 
gavin@fastmasterconsulting.com


