
IABMBUSINESS
INTELLIGENCE

You can find more information regarding IABM Business Intelligence at

www.theiabm.org/business-intelligence

Q U A R T E R LY  D I G E S T
SEPTEMBER 2017

IBC 2017 EDITION



Global Business Environment 4

P A G E  2 I A B M  B U S I N E S S  I N T E L L I G E N C E  Q U A R T E R L Y  D I G E S T  – S E P T E M B E R  2 0 1 7  

The IABM Business

Intelligence Quarterly 

Digest provides IABM

members with a varied range

of business information about

the broadcast and media

industry and the wider global

economy in a “digestible” way.

The purpose of this report is to

enable member companies to

keep up with the latest

developments in our industry

by presenting otherwise

scattered information in an

orderly and relevant manner.

CONTENTS

Q2 2017:
Economic prospects

continue to improve

despite political

uncertainties

THE QUARTERLY DIGEST

Report contents and structure

The analysis is undertaken by our Research Analyst,

Lorenzo Zanni, and Assistant Research Analyst,

Abirah Aziz. We publish the latest news and research

findings across a variety of topics, including:

n Current Global Business Environment

n Demand side of the broadcast and media 

Technology Sector

n Supply Side of the broadcast  and media 

Technology Sector

n Regional Focus on an Regional Market

As we approach IBC2017, this edition of the 

Business Intelligence Digest will include a 

Regional Focus on Europe.

Overview 5

Exchange Rate Movements 6

The Broadcast Business 7

The End-User Business 8

Social Media & Broadcasting 8

Discovery buys Scripps 11

The Supplier Business 13

IABM Research 13

An Update on the Transition to 
IP Technology

16

Regional Focus: Europe 20

Market Overview 21

Business Opportunities 23

Transition to Digital & HD Broadcasting 23

Transition to DVB-T2 23

New Quality Experiences: UHD & VR 24

Transition to New Media Offerings 25

Digital Single Market 27

Major Markets 28

Western Europe (North) 28

Western Europe (South) 30

Eastern Europe 32

Lorenzo Zanni
IABM Research
Analyst

Abirah Aziz
IABM Assistant 

Research Analyst

Digests’ 

authors



I A B M  B U S I N E S S  I N T E L L I G E N C E  Q U A R T E R L Y  D I G E S T  – S E P T E M B E R  2 0 1 7      P A G E  3

Q2 2017: Economic prospects continue to improve
despite political uncertainties

n Global economic growth on track with IMF 

projections of 3.5% world output growth 

in 2017

n In the US, the Trump administration has faced 

backlash over the new tax reform which has 

caused uncertainty about the timing of fiscal 

policy change. However, US GDP growth 

increased from an annual rate of 1.2% in Q1 to 2.6% in Q2

n In Europe, economic activity is continuing to rise – the political 

uncertainties have diminished with the victory of Macron in 

France and Rutte in the Netherlands increasing confidence in 

the region 

n Japan has now recorded six consecutive quarters of growth in 

a row – Q2 growth was reported at 1%, an annualized rate of 

4%, outdoing earlier predictions of 0.6%. 

Social Media & Broadcasting: Friends or Foes?

n Social media platforms can be considered as both competitors 

to, and partners of, traditional broadcasters

n They are competitors in the sense that they fight for viewers’ 

time, often at the expense of linear advertising revenues

n Social media platforms are also the perfect gateway to the 

younger audiences that many broadcasters crave. This gateway

is being used for content promotion but is not being monetized

n Media technology suppliers are racing to add social media 

functionalities to their offerings to enable broadcasters to take 

advantage of these platforms.

Discovery + Scripps = A Multi-Billion Dollar Merger

n Discovery Communications is acquiring Scripps Networks 

Interactive in a deal worth $14.6bn

n The two join forces as competition by OTT outlets has 

increased pressure on Pay-TV distributors, which in turn have 

passed this pressure onto cable networks during 

retransmission fee negotiations

n The two networks hope to have more leverage in fee 

negotiations with distributors and, possibly, launch a direct-to-

consumer offering. 

Suppliers’ Sales Improve Despite Worrying Decline in
Profits

n Data from the latest IABM Industry Index showed that sales 

growth has reached a positive level with both the market and 

average sales growth figures now at 2.6%

n More importantly, the growth gap between large companies 

and SMEs has significantly narrowed from 13.5% in March to 

5.5% in June

n Profit growth has plunged from -10.7% in March to -22.3% in 

June, a significant worsening compared to recent months.

IP Adoption: Slowly Moving Forward

n While IP technology brings clear benefits to end-users’ 

operations, take-up has been slower than expected

n End-users’ reluctance to disrupt their existing SDI operations 

and, more significantly, uncertainty over IP standards have 

constrained adoption

n Despite the slow take-up of IP, some early adopters have 

already invested in the technology with the objective of 

becoming operational within the next two years 

n If the early adopters’ experience with IP is positive – 

meaning that they achieve significant efficiency 

gains compared to SDI – this could drive 

other players to adopt it as well.

EXECUTIVE SUMMARY OF THE INDUSTRY
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The pickup in global economic performance for 2017

continues at a steady pace, on track with the IMF

projections of 3.5% world output growth in 2017. The

second quarter saw an improvement in GDP growth for

most advanced economies, especially the Euro region due

to reduced political uncertainty. Emerging and developed

countries saw a pickup in activity largely attributed to

commodity importers; however, this also reflects the

gradual improvement in conditions for commodity

exporters. Commodity prices have seen an increase, with

oil prices rebounding due to a decrease in global

production; however, prices remain volatile. 

US economic growth has rebounded in the second

quarter. GDP growth increased at an annual rate of 2.6%

in this quarter, more than double the 1.2% of the first

quarter. This is largely attributed to the 2.8% increase in

consumer spending, the largest source of economic

growth. Businesses increased fixed investment by 2.1%,

steered by the enthusiasm for the pro-business Trump

administration and the proposed corporate tax cuts. The

campaign and political agenda of the Trump

administration set out to move the economy towards a

business-friendly environment to encourage

multinationals to bring resources back to the US and

revive the job market. However, recent reports cast doubt

on the pro-business agenda after Trump decided to

disband his two business advisory groups due to the

departure of several members.  

The IMF has revised down US growth for 2017, from 2.3%

to 2.1%, due to fiscal policy being less expansionary than

previously assumed. The Trump administration proposals

to cut taxes and boost infrastructure spending have

caused some conflict in the White House and Congress,

causing uncertainty about the timing and nature of

proposed fiscal policy changes. 

The UK economy continues to face challenges following

the ongoing uncertainties from Brexit and the result of the

snap election that took place on 8th June 2017. The

election result saw the Conservatives losing their

parliamentary majority, turning to the DUP for support in

forming a new government. The UK showed slight

improvement in growth between April-June at 0.3%, up

from 0.2% in the first quarter. Britain’s dominant services

sector was mainly responsible for this growth, with the

main drag on growth coming from a contraction of the

construction and manufacturing sectors. After services,

film-making was the best performing industry, with

growth of 8.2% during the second quarter.  

Rising inflation, combined with slow employment and

wage growth, has greatly reduced consumer spending, a

key driver for growth. The Pound’s plunge since Brexit has

made imports to the UK more expensive, which along with

rising crude oil prices has resulted in inflation at its

highest level for more than three years. The IMF has

revised down the UK growth forecast for 2017 to 1.7%,

down 0.3 points, due to the slowdown in economic growth.

Britain is pushing ahead with Brexit negotiations, aware of

the pressing need for reassurance among investors,

businesses and citizens. The government has recently

said that an interim period will be necessary to avoid a

damaging exit in March 2019, where it should stay in the

customs union with the EU. However, the uncertainty

remains as negotiations proceed.  

Europe has rebounded from the recent economic and

political challenges, creating a more stable business

environment. GDP growth in the Eurozone was higher

than anticipated, at 0.6% in the second quarter, following

0.5% in the first quarter, restoring confidence in the

region. This was driven by the recently established

political stability following elections in France and the

Netherlands. Emmanuel Macron, a pro-EU and pro-

globalization candidate, succeeded in France, and Mark

Rutte, leader of the People’s Party for Freedom and

Democracy, succeeded as prime minister in the

Netherlands. The upcoming German elections, in

Europe’s largest economy, does not pose the same threat

to European ideologies.

Chart 1: UK GDP: Quarter on Quarter Growth (%)
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Source: Federal Reserve Economic Data

Exchange Rate Movements
The Eurozone continues to recover from the

recession, helped by the European Central

Bank’s ongoing monetary stimulus program.

Germany continues to drive growth,

underpinned by consumer spending and

business investments. The Netherlands,

France and Spain experienced healthy growth,

while Britain lagged with the lowest growth.

Domestic demand has significantly improved,

with exports continuing to grow despite an

appreciating Euro and uncertainty among trade

partners. Moreover, unemployment fell to 9.1%

in June, the lowest in eight years. Forecasts for

the Eurozone predict that growth will continue

throughout 2017.

Asia-Pacific continues to deliver strong growth,

the IMF reports, continuing to lead global

growth. The IMF predicts that growth will reach

5.5% in 2017, due to the adoption of policies to

encourage and support development. Japan

recorded growth of 1% in the second quarter,

outdoing predictions of 0.6%. As it stands,

Japan has now recorded six consecutive

quarters of growth in a row. Domestic spending

significantly increased in preparation for the

2020 Tokyo Olympics, with faster wage growth

due to low unemployment. 

The IMF has increased the 2017 forecast for

growth in China to 6.7%, however, they have

warned about the dangers of ‘growth in debt’.

The first half of the year saw China grow at

6.9%, however, experts predict that the

economy will experience a slowdown, due to

tighter credit conditions and a cooling property

market. India remains on track for strong

economic growth in 2017 at 7.2%, due to

accelerated government spending and strong

momentum in the first half of 2017.  

Latin America continues to gradually recover,

especially as Brazil and Argentina emerge 

from their recessions. The increase in

commodity prices is a key driver for

improvements in the region. However, the

region continues to face political and policy

uncertainty along with weak domestic demand.

Brazil and Mexico performed well in the first

quarter, however other countries continue to

face challenges adding to the risky business

environment. Russia also continues to 

steadily recover in 2017. 

We report the latest swings in major economies’ exchange rates and

provide an outlook for their possible movements over the coming

months. Exchange rates are highly unpredictable but it still is useful to

plan and attempt a forecast based on current macroeconomic trends.

The four major drivers of turbulence in foreign exchange markets have been:

n “Brexit” effect 

n US fiscal policy

n Trends in commodity prices

n Monetary policy in Europe, US and Japan

Oil and metal prices have faced a general long-term upward trend, slightly

improving the macro-environment in oil-exporting countries.  However, there

has been volatility in recent weeks despite the cut in production, as the re-

balancing between supply and demand remains slow. The volatility creates

uncertainty in oil producing countries, resulting in adverse implications in the

countries’ currencies.  

The Euro continues to gain momentum in financial markets following the

results of the French and Dutch elections, diminishing the threat to the

Eurozone economy and bringing political stability to the region. The Euro

continues to appreciate against the British Pound, increasing more than 6%

this year. In July, the Euro reached an eight-month high against the Pound and

a two-year high against the Dollar – the appreciation against the US Dollar is

shown in Chart 2. 

Sterling movements continue to be volatile, weighed down by the developments

in the ongoing Brexit negotiations, which continue to move forward slowly.

However, insufficient progress has been made and the lack of concrete

agreements between the parties does little to reassure the wider community.

The Pound continues to struggle in financial markets, due to the influence of

political events as opposed to economic data. 

The Japanese Yen has become a safe haven for investors, considering the

political uncertainty in the US. However, the Yen continues to depreciate, even

after the release of the second quarter GDP growth results, which saw Japan

grow at an annualized rate of 4%. The Yen has become the target of risk

aversion by investors in response to geopolitical events.

The US Dollar has seen little improvement in the last few weeks, with the US

economy recording much higher growth in the second quarter. However, the

Dollar continues to struggle to gain momentum due to political challenges and

policy uncertainty, which impact the macroeconomic situation. 

Chart 2: USD/EUR Exchange Rate over the last three months
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The End-User Business
Social Media & Broadcasting

Social media platforms can be considered as both competitors

to, and partners of, traditional broadcasters. Both share an

interest in news and sports in particular as well as other

regional, national and international events, and both also rely

on interaction with others to a greater or lesser extent. The

difference of course lies in the one-to-one connections of

social media set against the one-to-many of traditional

broadcasting – though in the latter case, this is changing as

broadcasters engage more and more with viewers on an

individual basis. 

Social media and broadcasters are certainly competitors in the

sense that they fight for viewers’ time – social media is both a

distraction from and, for some, a substitute for television. It’s

not all about OTT: more time spent on social media often

translates into less time spent on television. As Reed Hastings,

Netflix CEO, put it in a recent interview with the Financial

Times:

“Sports, gaming, watching linear TV . . . we compete with all of

that. We even compete with sleep. We are just a very small

player in the market for time and entertainment.”

It is well known that linear television viewership is declining in

most countries while social media usage is skyrocketing – this

is particularly the case for younger demographics. Also,

watching video content is one of the most important activities

for social media users. In fact, according to recent research by

Nielsen, “watching a video” is the third most important activity

on social media – along with “posting a picture(s)” and

“sending a message or email” – after “visiting a friend’s

profile/page” and “commenting on a friend’s post”. 

More time spent on social media certainly translates into

increasing pressure on advertising revenues. According to

IABM End-User Index data, broadcasters have grown revenues

between 2015 and 2016 on the back of increased cyclical

spending accruing from important sporting and political

events. However, most broadcasters are diversifying away from

advertising, investing in premium production and online

initiatives. 2017 is expected to be less rosy year for advertising

revenues as competition from digital behemoths such as

Google and Facebook becomes more intense – and the lack of

major political or sporting events makes things worse.

Digital campaigns on Google and Facebook enable advertisers

to make use of more advanced targeting tools; the greater

granularity of data available on digital platforms allows

advertisers to carry out more effective targeting compared to

linear television. More importantly, digital enables advertisers

to reach viewers on mobile devices, which are better served by

digital outlets. In fact, according to Nielsen, Facebook had

about 179m unique users on smartphones in the US as of

September 2016 – which is a massive reach! Both the “data”

and “mobile” advantages of digital have favored a significant

shift of advertising budgets away from traditional television –

despite the ongoing debate about the presence of fake news

and violent/extremist content on digital platforms. Linear

television advertising remains a powerful means of delivery to

mass audiences. However, it is retreating.

According to eMarketer, digital advertising revenues, which

surpassed TV revenues in 2015, are expected to grow more

significantly than TV in the period 2017-2020 – see Chart 4 and

5. Digital advertising growth, which is being driven by mobile

advertising growth, is increasingly being delivered in the form

of video. By 2019, Google and Facebook are forecast to

represent over a half of digital advertising spending in an

industry which is starting to resemble a duopoly.

THE BROADCAST BUSINESS 

Source: Nielsen
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Social media platforms are competing with broadcasters 

for advertising Dollars; but what about content?

With regards to content, social media platforms are

emerging as a relevant substitute for TV news, particularly

for younger generations. A recent survey on news

consumption in Denmark shows that 18-24 years old 

are more likely to use social media than TV for news

consumption – see Chart 6. According to the Pew 

Research Center, 62% of Americans regularly receive 

news on Facebook, and 18% every so often. Similar 

surveys show the same pattern in other countries.

As hinted above, the transition of news consumption to

social media has sparked a debate on the presence of 

fake news on these outlets. This issue, which is certainly

undermining social media outlets’ public image, is not 

going to stop the news viewership’s migration to social

media – which may be more related to convenience. 

Other genres such as sports and drama are highly talked

about, but not generally consumed, on social media. For

example, the release of popular high-end episodic content

such as The Walking Dead and Twin Peaks – by AMC and

CBS respectively – has generated a flurry of related social

media activity. Important live events such as the Super Bowl

prompt viewers to share their reactions to the game on

social media. Broadcasters have taken advantage of that

activity by enhancing their social media presence to

strengthen their content popularity. 

However, digital players are starting to recognize the value of

long-form video content, such as drama and live sports, in

their strategies. Facebook, which is said to be planning to

buy its own video shows, got a deal with MLB to livestream

at least 20 games. Twitter will stream official NFL video and

other content to fans year-round, including a new 30-minute

live digital show that will air on Twitter five nights per week,

during the football season. If these platforms were to pour

more money into premium content production activities,

social media could become an even bigger threat.

Social media platforms can also be considered as

broadcasters’ partners. In fact, they can be a perfect gateway

to the younger audiences that many broadcasters crave. This

gateway is being used for content promotion with the goal of

driving viewers back to linear television – as mentioned

above. Chart 7 shows some of the most important TV-related

activities on a second mobile screen (smartphone/tablet)

that US social media users perform while watching TV.

Content shared through social media is not being monetized

in most cases. Monetization could be achieved through, for

example, revenue share partnerships. Traditional

broadcasters challenged by declining ratings could reap

social media platforms’ extensive reach and knowledge of

younger audiences and focus on premium content

production, which is undoubtedly their strength. Recent

broadcasters’ CEO comments in the US highlight this trend:

“At a very high level philosophically we are a

content maker. We are good at doing content.

We're good at selling advertising. We already

have existing deals with some of those places

[social media platforms] and that will continue

to grow. I think what's happened is the

realization that we're pretty good at producing

content, they have different skillsets and hopefully 

they can – we can be combined, and looking forward 

it will be a good – a new source of revenue for us.”

Leslie Moonves, CEO, CBS

“How can we go beyond our core audiences to

younger audiences that are not necessarily

on linear television? And the real way to do

it is to partner with Snapchat, with

Facebook, on and on and on. And we think it

THE BROADCAST BUSINESS 
Chart 6: Most important news media in Denmark, 2016
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will pay off in the long term. And I think sometimes we just

don't get the credit for some of this expanding beyond the

core linear television business, because it doesn't show

immediate payoff on the bottom line. It's not about the

money, it's about the amount. Everything we do and you can

call it early stage experimentation or partnerships, is always

with the point of view that this eventually is going to be a

profit center for us.”

Kenneth Wayne Lowe, CEO, Scripps Network

While CBS is considering partnering with social media

outlets, Scripps is already a pioneer of this approach, having

partnered with Snapchat for the first time in 2015. Snapchat,

which specializes in short-form video content, has deals with

a variety of media companies including Vice Media, Discovery

Communications, A+E Networks, BBC Worldwide, Turner,

Disney-ABC Television Group, Viacom and NBCUniversal.

NBCUniversal has recently launched the first daily news

show for Snapchat, which lasts between two and three

minutes and targets millennials. 

Publishing content on social media – and entering revenue

share schemes with social media platforms – presents

challenges to broadcasters. What worries broadcasters is

the loss of control over viewership data as social media

platforms such as Facebook are thought to be reluctant to

share this information with them. Any deal with social media

outlets should consider this with specific data covenants

included in contracts. Moreover, even though revenue share

partnerships could bring an additional source of revenue to

broadcasters’ coffers, they may also exacerbate the

viewership decline on linear television. Last but not least,

branding is also a problem as viewers could associate a

certain type of video content with the distributor (social

media platform) rather than with the producer (broadcaster).

This could facilitate a gradual image erosion, even for strong

broadcast brands.

While broadcasters experiment with new forms of video

delivery, including entering revenue share partnerships with

social media platforms, social media is mostly used to foster

viewer engagement. On the supply-side of the broadcast and

media industry, the increasing role of social media platforms

in driving engagement is giving birth to a new range of

technology products that facilitate the publication of media

assets on these outlets.

For example, Telestream has recently introduced Vantage

Social to its media processing platform. This enables

broadcasters to automate social media sharing processes

and complement existing linear delivery workflows. 

For news broadcasting, Avid has introduced the Social Media

Hub, offering news organizations the possibility to integrate

new social sharing functionalities to the Avid MediaCentral

Platform; SAM has done the same with Vibe. 

For sports broadcasting, Digital Nirvana has created an

automated clipping service that publishes sports clips both

online and on social media. The list goes on as many media

technology suppliers are racing to add social media

functionalities to their products and services.

Aside from technologies that enable social sharing,

advanced analytics tools can be used to parse through social

media data. IBM Watson Analytics for Social Media provides

media organizations with an analytics platform for social

media data. For example, sentiment analysis gives

broadcasters a tool through which they can improve their

service offering, reduce subscriber churn and make relevant

programming decisions. These solutions are increasingly

available in the cloud. 

Social media platforms can also provide an extra source of

data for broadcasters lacking the “data advantage” that

companies such as Netflix and Amazon have. An increasing

amount of broadcast and media technology spending is

going towards these activities to narrow the gap with OTT

players.

Snapchat’s Discover

IBM Watson Analytics
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Drama, sports, news: viewers are spending an increasing

amount of time on social media for consuming these genres.

Broadcasters are tackling this viewership migration through

ad-hoc content deals with social media platforms and

increased investment in technology to enable seamless

social sharing and analytics. They are also considering

sharing revenue with social media outlets. If this were to

happen and more viewers were driven away from linear

television, the business model of traditional broadcasters

would radically change. 

The challenge for broadcasters is to find ways of engaging

with social media’s audience to extend the reach of their

brand – all without giving away their crown jewels. It will

indeed be interesting to watch the course of the relationship

between the two over the coming years. One thing is for

certain – social media will not be standing still; the ball is

very much in the broadcasters’ court.

Discovery buys Scripps
Discovery Communications is acquiring Scripps Networks

Interactive in a deal worth $14.6bn – the deal is expected to

close in 2018. This is the latest in a series of acquisitions on

the demand-side of the media technology industry.

Consolidation is particularly rising in the US, where the

return of the “UHF discount” – i.e. station owners will only

have to include half of the coverage area of their UHF

stations in the calculation of their national audience 

shares – triggered a wave of acquisitions in the free-to-air

broadcasting sector – this was the focus of our June 2017 

BI Digest.

The Discovery – Scripps deal puts together two cable

networks – i.e. premium networks deriving revenues both

from advertising and licensing fees charged to distributors. 

These, along with the deals in the free-to-air broadcasting

market, are horizontal acquisitions as they unite competitors

that operate in the same sector.

We have witnessed not only horizontal acquisitions but 

also vertical ones – i.e. convergence between content and

distribution. Recent examples of this trend include the

acquisition of Time Warner (a content company) by AT&T 

(a distributor) and the proposed acquisition of Sky (a

distributor) by Fox (a content company). A breakdown of the

various types of acquisitions is given in the figure above.

There is a common driver in all these horizontal/vertical

acquisitions: taking aim at OTT competition. Media

companies believe that they are stronger together in the

never-ending battle for eyeballs.

Coming back to the Discovery – Scripps deal, the two have

joined forces exactly because of this. Competition by OTT

operators in recent years has contributed to increasing

pressure on Pay-TV distributors, which in turn have passed

this pressure onto cable networks during fee negotiations. In

negotiations between cable networks and distributors, the

latter have been more likely to keep paying hefty sums for

sports channels such as ESPN rather than lifestyle/reality

channels such as the those owned by Discovery and Scripps

in the US. This has triggered a deflationary effect on the fees

paid to Discovery and Scripps.

By combining forces, the two large networks hope to have

more leverage in fee negotiations with distributors and,

possibly, launch a direct-to-consumer offering focused on

lifestyle/reality content. Launching a standalone OTT product

American Heroes Channel

Animal Planet

Deejay TV

Destination America

Discovery

Discovery en Espanol (US)

Discovery Familia (US)

Discovery Family Channel

Discovery HD World

Discovery History

Discovery Kids

Discovery Life

Discovery World

DMAX

Eurosport

Eurosport 2

Eurosportnews

Focus 

Frisbee

Giallo

Investigation Discovery

K2

Oprah Winfrey Network

Quest

SBS Nordic Broadcast Network

Science

Shed

TLC

Velocity & Turbo

Discovery Communications channels in 2016

Source: Discovery Communications
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focused on lifestyle/reality programming is something seen

as risky by many industry insiders as OTT companies such as

Netflix and Amazon already (successfully) offer this type of

content on their platforms. 

If Disney were to launch a standalone OTT product featuring

ESPN’s live content, this would be considered as a much

more promising initiative. Disney has indicated that such a

product will be marketed at scale – i.e. low price to induce

mass adoption. 

In 2016, Disney invested $1bn in a 33% stake in BAMTech, an

OTT technology company, to support this initiative. Last

month, Disney announced that it had agreed to acquire a

further 42% of the company, making it the majority

shareholder. It also said that an ESPN-branded multi-sport

video-streaming service would be released in early 2018,

followed by a new Disney-branded direct-to-consumer

streaming service in 2019.

All these digital streaming initiatives contribute to make the

media & entertainment market much more competitive (and

confusing!), dragging down the historical profitability

standards of this industry. In fact, there’s no doubt that a

standalone digital offering featuring ESPN’s content would

be attractive to consumers, but there is a great deal of doubt

that this offering could sustain ESPN’s current level of

profitability – ESPN is Disney’s cash cow, providing the

company about 43% of its overall operating income, as

highlighted by the figure below.

Chart 8: ESPN’s Operating Income in Q2, 2015-2017 (m)
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Chart 9: Disney’s Operating Income. Segmental Breakdown for 2016
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For the time being, Disney has suggested that it will not

abandon linear TV but its new OTT product is set to

exacerbate cord-cutting in the US as more people will 

have access to live sports without the need to subscribe 

to a Pay-TV bundle.

While Disney could still charge a premium if it were to

launch a live subscription service, Discovery and Scripps

would have to price their hypothetical digital offering at a

very low level – lower than $5 per month – to compete

effectively with the likes of Netflix and Amazon. Again, it

would be a radical change in the companies’ business 

model if they were to decide to go direct-to-consumer.

The acquisition of Scripps also marks a “return” to the

US market for Discovery after a significant expansion into

the European market – this included the acquisition of 

Eurosport as well as channels in Italy and Scandinavia.

With regards to the “globalization” of digital offerings,

some companies are starting to follow the large OTT

companies’ model. For example, CBS announced in its

latest earnings call that it plans to expand its

subscription service, CBS All Access, to international

markets. CBS also announced that it would start offering

live sports on the platform.

OTT competition is then driving not only consolidation,

but a globalization of digital offerings, trying to imitate

the likes of Netflix and Amazon. Live sports, which has

long been considered the last stronghold of traditional

television, is moving online as well.

It is worth highlighting that increasing consolidation

poses a threat to media technology vendors as they are

left with a smaller number of customers. In fact, the

synergies gained by TV groups often translate into lower

technology sales as a result of sharing arrangements.

Also, larger customers are much more likely to ask for

larger discounts, particularly if suppliers are highly

dependent on their payments to generate revenues, or

make a profit. 

Increasing consolidation on the demand side is therefore

set to spur more M&A activity on the supply-side, which

remains very fragmented. As highlighted in recent IABM

research, this fragmentation is one of the reasons why

suppliers are experiencing a steep decline in profitability

– lack of scale does not allow small companies to sustain

the level of investment they’d like to have. 

Media consolidation is a huge driver of change, both on

the demand and the supply sides of the industry. Media

technology buyers are joining forces to gain competitive

advantage over rivals. Despite this consolidation, the

number of digital offerings available to consumers is

skyrocketing in an environment that will have both

winners and losers.
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The Supplier Business
IABM Research

IABM Industry Index
New data from the IABM Industry Index suggests a continued

increase in the demand for broadcast and media technology

products and services as well as a steep worsening of the decline

in profits compared to our last published report. 

Sales growth has reached a positive level with both the market and

average sales growth figures now at 2.6%. More importantly, the

growth gap between large companies and SMEs has significantly

narrowed from 13.5% in March to 5.5% in June. This can be

attributed to a recovery of SMEs’ sales performance. Large

companies have continued to grow sales at a rate above the overall

market average, although this rate has flattened recently.

Sales are being driven by the take-up of new technologies such as

IP and the cloud as well as government-led transitions in specific

geographies. This is exceptional as the first quarter of the year is

usually weaker for most media technology suppliers – 2017 is also

an odd year with a lack of major sporting/political events. Although

emerging technology revenues still represent a small share of

overall sales, their growth is significant. Some suppliers also

indicate that investment is continuing to go into legacy

infrastructure/equipment, particularly in emerging regions. The

combination of these trends has contributed to producing an

improvement in the aggregate sales figures for this report.

Profit growth has plunged from -10.7% in March to -22.3% in June,

a significant worsening compared to recent months. Profits, which

had recovered at the start of 2017, are back to record low levels. In

fact, the -22.3% reported in June is the lowest profit growth rate

since the end of 2013. Profit figures do not exhibit a gap between

large companies and SMEs as significant as the one seen in sales.

However, large companies still fare better than SMEs. 

The continued decline in profits is a consequence of increased

investment, excessive industry fragmentation and technology

commoditization. Media technology suppliers are investing heavily

in both R&D and sales and marketing activities, trying to 

aggressively market their newly launched products. In a highly

fragmented industry such as media technology, the level of

resources required to keep up with the changing landscape often

favors large players. Also, technology commoditization continues to

push selling prices down, as shown by recent editions of our

Industry Trends Survey. Pricing pressures also contribute to

undermining historical margins.

Below, we have included some relevant CEO comments at recent

earnings calls:

“We’re seeing some faster than expected shifts in

demand trends with several satellite pay-TV

operators reducing investment in traditional

video infrastructure, offset by growing

investments in over-the-top, in particular cloud

and SaaS based over-the-top solutions which brings

us to the second key message about our video business, which is

that customer adoption of our new video cloud and software as a

service solutions continues to gain encouraging momentum.

Year-to-date cloud and SaaS solutions represent over 5% of total

video segment bookings. And it is now clear that serious customer

interest in our cloud solutions is starting to gain steam.”

Patrick Harshman, CEO, Harmonic

“Our first quarter performance supports our view that

Grass Valley will outperform its historical year one

trend. We are especially pleased that the first

quarter included another significant multi-million

dollar order with a major network for our open

architecture IP infrastructure system. We've got a

number of high-profile projects that we're working on,

partnering in some cases with Cisco.

I would say, on the playout side, there was an acknowledgment by a

lot of the large broadcasters that their efforts are not going as

quickly as they would have expected and that's somewhat maybe

surprising to us. Our traditional linear playout, our legacy business,

which Grass Valley and Miranda have always been very strong in,

continues to grow. And I think that's because broadcasters

recognize that, although over-the-top is important, it's still a

relatively small percentage of their revenues, it's a very small

percentage of their advertising. And therefore, making investments

in their linear playout is important.

What we're hearing is that [live] sports and news are the best lever

for our customers to generate advertising spend, to generate

revenue and those are the areas that they're most interested in

making their investments.”

John Stroup, CEO, Belden

“The quarter-over-quarter reduction in profitability was primarily

due to lower gross profit margin. We experienced a higher mix of

consulting revenue associated with large OTT projects as well as

some one-time adjustment costs associated with migrating the

entire video library of one of our large Japanese customers onto our

Chart 10: Year-on-Year Market Sales Change, last 
24 months, by size

8.0%

6.0%

4.0%

2.0%

0.0%

-2.0%

-4.0%

-6.0%

-8.0%

-10.0%

-12.0%

-14.0%

All -3mth mov avg              Large -3mth mov avg                  SME -3mth mov avg

Source: IABM

THE BROADCAST BUSINESS 



P A G E  14 I A B M  B U S I N E S S  I N T E L L I G E N C E  Q U A R T E R L Y  D I G E S T  – S E P T E M B E R  2 0 1 7  

platform ahead of the launch of its new

VOD offering in the second quarter.

We sell a bundled solution that includes

third-party commodity components such

as content delivery and storage, along

with our unique software platform. Price

declines for these third-party commodity services have been

a moderate but consistent factor for years, and something

we've included as part of our revenue retention and 

financial models.

What has changed is that in Q1 we saw a significant 

increase in the price competition among CDN and cloud

infrastructure providers, which accelerated the impact of

these changes in our business. To be clear, this pricing

pressure is being driven substantially by competition among

CDN and cloud infrastructure providers, and not by any

particular change in our competitive positioning.

We've taken steps to mitigate this pricing risk by bringing

new packaging solutions and technologies to market that

increase the value of the Brightcove software platform to

customers. By shifting the value from elements like CDN to

our software platform, we reduce the portion of our revenue

that is under pricing pressure and set ourselves up for much

higher retention rates, as we lap the current market

adjustment.” 

David Mendels, CEO, Brightcove

A full discussion of the results is available to members on

the IABM website.

New data from the IABM Industry Trends Survey

show an industry that remains confident despite the

steep decline in profitability highlighted by the IABM

Industry Index. 

The Industry Trends Survey covers the supply-side of the

broadcast and media technology industry, discussing topics

such as supplier revenue sources, investment, pricing and

skills shortages. We analyze some of the highlights and new

results of this survey below:

n Confidence remains high in the media technology 

industry:

Although the IABM Confidence Ratio declined from 9.7 to 

7.4 (the ratio is based on year-over-year confidence), the 

value of the ratio was high by historical standards – 

confidence in H1 2016 and H1 2015 was significantly 

lower. Also, quarter-on-quarter confidence was up 

compared to the previous survey. Anecdotal feedback to 

this question was mixed, showing both positive business 

sentiment and cautionary comments towards the 

nearer future.

n Hardware remains the primary source of revenues: 

53% of media technology suppliers said that their 

primary source of revenues is hardware products. This 

was flat from our previous survey. The percentage of 

respondents saying that their primary source of revenues 

is software products was 30%, up from 26% in our 

previous survey. 14% of companies said that their 

primary source of revenues is services – down from 

19% in our previous survey. 

THE BROADCAST BUSINESS 
IABM Industry Trends Survey
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This is similar to the distribution of revenues 

observed six months ago as hardware revenues continue 

to dominate. However, there was a significant increase in 

the percentage of suppliers that principally rely on 

software. In fact, the “hardware/software” ratio (a 

measure of the industry reliance on hardware) was 

equal to 1.8 – slightly down from 2 in the last survey  

n R&D & trade show spending at record highs:

56% of respondents indicated that R&D investment has 

increased in their companies over the last year, up from 

50% in our last survey. 7% said that they have reduced 

R&D investment, flat compared to our last survey.

On average, respondents reported that their companies 

spend 27% of their annual sales on R&D. This is up from 

22% in our previous survey. It is safe to say that the 

industry is spending about a fifth of its revenues on R&D, 

surely a very high figure compared to other technology 

verticals.

According to our survey data, broadcast and media 

technology companies also spend an average of 48% 

of their marketing budgets on trade shows – up from 46%

in our previous survey. This is indeed a very high figure 

that shows us that most of the deals in the sector still 

come about as a result of attending trade shows.

n Engineers with both broadcast and IT skills needed:

According to 68% of respondents, engineering and other 

technical staff are the most difficult to recruit or train; 

this is up from 57% in the last survey. This is an industry 

challenge: the current “pool of technical skills” available 

to companies in the sector is not adequate for their 

demands. Of the 68% of respondents who said that 

“engineering and other technical skills/staff” were the 

most difficult to recruit/train, 46% said that engineers 

with both broadcast and IT skills are the most difficult to 

recruit/train, with 39% having problems with 

recruiting/training software/IT engineers. Only 3% said 

that they have problems recruiting or training traditional 

broadcast engineers. 

These results confirm that there is a lack of an 

engineering workforce with hybrid skills (broadcast and 

IT) to help broadcast and media technology companies 

smooth the transition to new product/service offerings. 

This is backed up by a text analysis of the data from The 

Score (April 2017), a survey conducted by IABM to better 

understand demographics and professional development 

across the broadcast and media industry.

These show that most media professionals feel they need 

IP and broadcast skills to carry out their jobs well – 

management skills are the third most sought after.

Only member companies that completed the survey are

eligible to access the full analysis of the results.

Chart 13: R&D and Trace Show Spending
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The transition to IP has been in the mind of most

media technology executives in recent years. This

transition entails the use of generic IT equipment

and agreed interoperability standards for moving

data in a packet switched environment. As often

highlighted by IABM research, this transition is not

just about upgrading current operations to a new

format, but about a radical re-thinking of media

workflows.

While there’s no doubt that the adoption of IP technology

within broadcast infrastructures brings clear benefits to

end-users’ operations – these benefits include increased

agility and efficiency – IP take-up has been slower than

expected. End-users’ reluctance to disrupt their existing SDI

operations and, more significantly, uncertainty over IP

standards have constrained adoption.

End-users that invested hefty sums in moving to HD-SDI and

3G SDI operations in the last seven years are likely to have

infrastructure/equipment with remaining useful life. These

customers have weaker incentives to overhaul their current

SDI infrastructures (which work) unless there is a clear

consensus on IP interoperability within the vendor

community.

Work on IP interoperability in the broadcast and media

sector started in 2013 when SMPTE, VSF and the EBU

founded the Joint Task Force on Network Media (JT-NM).

The publication of the SMPTE 2022 family of standards was

followed by a plethora of vendor-led interoperability

initiatives. The confusion about the number of standards

available on the market (and their different characteristics)

has undoubtedly contributed to slowing IP adoption. 

As mentioned earlier, the transition to IP involves a cultural

revolution within broadcast and media organizations. For this

to happen successfully, end-users’ technical workforces are

required to have an increasingly mixed skillset.

The upcoming publication of the new SMPTE family of

standards, SMPTE ST 2110, seems to have gained consensus

within the industry. Compared to SMPTE 2022, SMPTE ST

2110 addresses some shortcomings of its predecessor with

regards to live production. However, SMPTE ST 2110 is yet to

be finalized. The table below shows that, as of March 2017,

only three of the seven standards comprised in the SMPTE

ST 2110 had passed the FCD ballot with a total of 152 voter

comments to resolve. It is then likely more years will pass by

before IP becomes mainstream within complex broadcast

infrastructures.

Despite the slow take-up of IP technology, some early

adopters have already invested in the technology with the

objective of becoming operational within the next two years.

Also, according to our most recent End-User surveys, IP

routing/networking products feature as the most in-demand

technology at large broadcast organizations for the next year.

When adoption within these organizations reaches a high

level, other media companies will follow.

A look at recent projects involving the transition from SDI to

IP shows some common use cases in the deployment of this

technology:

n Centralization of assets: end-users deploy IP technology 

to centralize various companies’ assets in a single 

location, thus increasing efficiencies through synergies

n Remote production: end-users deploy IP technology to 

enable remote production, thus avoiding the need to send 

expensive crews/equipment on-site

n Virtualization: end-users deploy IP technology to 

virtualize certain media functions, thus achieving 

increased agility and efficiency

n UHD production: end-users deploy IP technology to 

enable UHD production, thus avoiding the need to move to

12G SDI or Quad 3G SDI

The first three of the above are efficiency-boosting activities.

This shows that end-users are more inclined to make the

move to IP technology if this enables them to make cost

savings compared to existing infrastructures. The fourth

activity – UHD production – allows them to move higher

resolution content within their infrastructure more

efficiently. 

Below, we list some of the most important IP projects (both

completed and in the pipeline):

n Telemundo’s new headquarters in Florida:

In February 2016, Telemundo started building a $250m 

state-of-the-art facility in Miami, Florida. When finished 

in 2018, this will be the new headquarters for the 

company, centralizing various divisions and operations. 

More specifically, the 475,000-square-foot facility will 

host Telemundo Network, Telemundo Studios, Telemundo 

THE BROADCAST BUSINESS 

The SMPTE ST 2110 family of standards.                                                                              Source: SMPTE

An Update on the Transition to IP Technology

Part Standard Status

10 System Timing and Definitions FCD balloted

20 Uncompressed Active Video FCD balloted

21 Timing Model for Uncompressed Active Video Under Development

30 PCM Digital Audio FCD balloted

31 AES3 Transparent Transport Under Development

40 Ancillary Data Under Development

50 Interoperation of ST 2022-6 stream Under Development
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International, the cable network NBC Universo as well as 

all the company’s digital media operations. The facility’s 

underlying broadcast infrastructure will be based on 

SMPTE ST 2110. Jeff Mayzurk, SVP of operations and 

technology for NBCU Telemundo Enterprises said to 

TVNewsCheck that its company was building the facility 

“to get format independence [and] be able to go to 4K and

higher frame rates and high dynamic range and whatever 

the next standard beyond UHD-1 is.” Mayzurk explained 

that Telemundo chose IP over SDI routing because the 

latter could not support the size of the facility’s 

operations. According to Mayzurk, IP technology will 

enable virtualization of playout servers, production 

control automation and graphics.

n RTL’s new headquarters in Luxembourg: 

In May 2017, SAM’s IP routing technology was chosen by 

system integrator BCE for RTL Group’s new Luxembourg 

headquarters, RTL City. This studio will use a mix of 

equipment from various media technology suppliers 

(SAM, Arista, Juniper, Grass Valley, Lawo and Harmonic). 

The project entails the deployment of fully ST 2022-6 

facility with a clear upgrade path to ST 2110. This project 

has been completed with the new IP operations live at the

time of the writing.

n Canal Plus’ new IP studio: 

In April 2017, Cisco and Grass Valley’s technologies were 

chosen by Canal Plus to transition one of its facility’s 

operations to IP. The newly built “CANAL Factory” houses 

two live production studios. Ralph Atlan, CTO, CANAL+ 

Edition said in a recent statement that: “This IP 

foundation will allow us to boost production reliability and

flexibility for live programs and enable our broadcast 

network to offer new programs faster – including 4K 

resolutions” .

n Arena TV IP-based OB fleet: 

Arena TV, a UK-based outside broadcast service provider, 

decided to move to IP-based 4K/UHD production in April 

2016, purchasing three new trucks. The OB trucks’ 

infrastructure, which was designed by the system 

integrator Videlio, is largely based on technology supplied

by Grass Valley and Cisco. Equipment supplied by Grass 

Valley included cameras, production switchers and IP/SDI

router control and configuration systems. Cisco provided 

its IP switches allowing fiber production up to 10GigE and,

possibly, 40GigE. The partnership between Grass Valley 

and Cisco marries the capabilities of a large IT vendor 

with the focused approach of a traditional broadcast 

technology supplier, incentivizing adoption for the end-

user. The system uses SMPTE ST 2022-6 although it also 

supports VSF TR-03/04. 4K/UHD signals are transmitted 

via a 10GigE network using TICO lightweight 

compression. This solution also enables HDR production. 

n NEP IP-based OB fleets:

NEP Australia chose Arista’s IP networking/switching 

technology in April 2017 to enable remote production and 

bring increased efficiencies to its live production 

workflows. Four new trucks will be equipped with Arista’s

technology while the existing ones will be complemented 

by an additional network layer. NEP The Netherlands 

chose Juniper’s switching technology to enable IP multi-

camera production. The deal included the provision of 

Juniper's QFX switches creating a cloud production 

environment for NEP’s operators. The solution will enable

NEP to take advantage of virtualized remote production 

and centralize its resources into a single location.

While there still remain challenges to IP standardization,

major broadcasters and outside broadcast service providers

are adopting the standard to boost their operational

efficiency. If their experience with it is positive – meaning

that they achieve significant efficiency gains compared to SDI

– this could drive other players to adopt it as well. If their

experience is not positive, more efforts on IP standardization

and interoperability will need to be made in order to address

end-users’ challenges. Only time will tell whether the former

or the latter happens. 

Telemundo’s new headquarters

RTL’s new headquarters

Arena TV IP-based OB fleet
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Market Overview
As we approach IBC 2017, which takes place between

the 15 and 19 of September in Amsterdam, it is

appropriate to make Europe our regional focus 

for this Digest. 

Europe is an extremely varied and complex broadcast and

media market. It includes countries with different cultural

features that are becoming increasingly integrated from a

regulatory perspective. Many long-standing industry transitions

such as the transition to digital broadcasting, HD and file-

based workflows have already reached a saturation point in

this region with growth potentially stemming from other

technology transitions.

With traditional European broadcasters being menaced by the

expansion of Netflix in the old continent, media technology

investment is focusing on the transition to new media 

offerings. Even though the take-up of OTT has not so far had 

an effect on Pay-TV subscriptions’ growth, broadcasters still

aim at sheltering themselves from the viewership migration

that has already hit the North American continent. 

Efficiency-boosting technologies such as cloud and IP are

being adopted by European broadcasters to reduce costs and

make the transition to new media offerings as smooth as

possible.

Aside from the take-up of OTT, a part of media technology

investment is being allocated to new quality experiences for

viewers. With regards to this, UHD and VR are still at early

stages of adoption although established broadcasters in 

some countries have launched these types of offerings gain 

a competitive advantage. UHD technology, which has been

available longer than VR, is being adopted in Europe more

significantly than in other regions.
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REGIONAL FOCUS

EUROPE

2015 2016 2017 2018 2019 2020 2021 CAGR (2015-2021)

Population 670.7m 671.2m 671.5m 671.7m 671.8m 671.8m 671.6m 0.0%

Households 268.4m 269.3m 270.2m 271.2m 272.1m 273.1m 274.0m 0.3%

GDP/Capita (USD) $27,670 $27,599 $28,690 $29,618 $30,706 $31,878 $32,805 2.9%

Internet Penetration 70.5% 72.2% 73.6% 74.7% 75.5% 76.2% 76.6% 1.4%

Smartphone Penetration 50.4% 55.7% 60.2% 63.7% 66.5% 68.6% 70.2% 5.7%

In Europe, population growth has reached stagnation although

there are countries such as Denmark where the total

population is decreasing and countries such as Poland where

it is increasing. The same can be said about household

formation, a key indicator to assess the potential of Pay-TV

growth. In fact, Pay-TV penetration is generally high in

Western Europe and lower in some Eastern European

countries where the potential for Pay-TV expansion is greater. 

Internet penetration is generally high throughout Europe

whereas smartphone adoption is forecast to grow significantly

over the coming years – this is predicated by the high living

standards. The opportunity for mobile broadcasting is huge:

some major broadcasters have the chance of expanding their

mobile broadcasting initiatives and potentially to tap into new

revenue sources. We will explore this point in more detail in

the following chapters.

For the purpose of this report, we have divided the European

region in three sub-regions:

n Western Europe (North)

n Western Europe (South)

n Eastern Europe

Each of these regions includes countries with similar

broadcast and economic fundamentals. For instance, in

Northern Europe, cable and satellite are the dominant

broadcast infrastructures whereas countries in Southern

Europe are more heavily dependent on terrestrial

transmission. Below, we provide a table containing the most

important characteristics of these three sub-regions.

France can be considered an exception to the sub-regional

segmentation provided above. In fact, 40% of French TV

households rely on IPTV. IPTV is the dominant platform in

France with satellite and terrestrial as the second and third

most important distribution technologies.

It is worth noting that our definition of Europe is purely

geographical, thus including both EU and non-EU countries.

However, in the following chapters, we will often refer to

Western Europe Western Europe Eastern Europe

(North) (North)

Dominant Transmission

Infrastructure
Cable/Satellite Terrestrial Cable/Satellite

Pay-TV Penetration Very High Moderate/Low Moderate

Source: Statista
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European regulation as this will play a vital role in

affecting broadcast and media technology spending

over the coming years. Notably, the proposal to create

the Digital Single Market, which was put forward by the

European Commission in 2015, is going to introduce

significant regulatory changes that will ultimately

influence the broadcast and media markets in the

affected countries. 
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Business Opportunities
In this chapter, we will examine specific trends

driving broadcast and media technology spending in

Europe. The trends we will focus on are the

following:

n Transition to Digital & HD Broadcasting

n Transition to DVB-T2

n New Quality Experiences: UHD & VR

n Transition to New Media Offerings

n Digital Single Market

Some of these transitions stem from government-led

initiatives that have a direct impact on broadcast and media

technology spending – “exogenous” transitions. The

transitions to UHD and new media offerings are instead

natural evolutions of broadcasters’ infrastructures –

“endogenous” transitions. We have also included a section

on the transitions to digital broadcasting and HD. These

continue to drive some spending although most European

broadcasters have completed their transition to digital HD

operations.

Transition to Digital & HD Broadcasting
In most European countries the transition to digital

broadcasting has been completed. Some Eastern European

countries that completed the analog switch-off phase in 2015

have awarded DTT licences during 2016. These countries

include Ukraine, Hungary, and Greece. 

During 2017, few digital terrestrial deployments have taken

place in Europe. According to ITU data, there are only three

countries where this transition is still ongoing: Albania,

Bosnia and Herzegovina and Romania. Turkey has yet to

start this transition.

Romania completed its fourth DTT tender in February 2017

while Albania and Bosnia have both experienced setbacks in

their switchover processes. In Albania, analog switch-off in

some of the country’s districts was postponed in July 2017.

In Bosnia, the second phase of the digital transition is

expected to be completed by the start of 2018 with the

winning bidders required to make arrangements for the

installation of infrastructure/equipment by then. A third and

final phase will be rolled out from 2018. The upcoming digital

roll-outs in Albania and Bosnia promise increased demand

for digital media technology.

In the cable sector, established operators in Germany and

Austria switched off analog signals in the first half of 2017. 

In Germany, Unitymedia, the country’s second-largest cable

operator owned by media behemoth Liberty Global, switched

off the last analog TV channels in July 2017. The German

operator is expected to add four new TV channels – three in

SD and one in HD - to its lineup as a result of the transition 

to digital. Unitymedia’s CEO, Lutz Schüler, announced in May

2017 that the full transition to digital would enable the

company to start offering its first UHD channel from the

autumn of 2017. Unitymedia was the first cable operator to

switch off analog signals in Germany, where a full analog

cable switch-off is planned for 2018. Unitymedia’s sister

company in Austria, UPC, was expected to switch off analog

cable by the end of this summer at the time of the writing of

this report. Switzerland’s UPC completed the analog cable

switch-off in 2015.

The Russian Federation is expected to transition to digital

broadcasting by the end of 2019. There have been no updates

regarding the feasibility of this date.

The transition to HD has been one of the most important

technology drivers in Europe in the last 15 years.

Broadcasters have upgraded their infrastructures from

content production to delivery to allow for HD capture and

transmission. Recent figures indicate that most households

now rely on HDTV. 

Although many broadcasters in Europe have already

upgraded their operations to HD, there is no doubt they will

continue to spend on HD products over the coming years. In

fact, many broadcasters that launched HD services between

2009 and 2012 are replacing their HD equipment – as it may

have reached the end of its useful life. The rollout of DVB-T2

and HEVC in some European countries such as Germany is

also acting as a catalyst of demand for HD products as

broadcasters have the possibility to deliver more HD

channels. The same applies to the rollout of digital

broadcasting. As described earlier, terrestrial and cable

operators moving their operations to digital are likely to

increase the share of HD channels in their portfolios – e.g.

Unitymedia launched an additional HD channel following its

full transition to digital cable operations.

Overall, the transition to digital and HD broadcasting is a

trend approaching maturity in Europe and does not

represent a significant driver of broadcast and media

technology investment compared to other emerging

broadcast markets in the world such as Latin America and

Asia-Pacific.

Transition to DVB-T2
DVB-T2 is the next-generation terrestrial transmission

standard, offering 50% more efficiency compared to other

DTT systems and supporting SD, HD, UHD, mobile TV, radio,

or any combination thereof. The transition from DVB-T to

DVB-T2 has already been completed in some European

countries such as the UK, Italy, Finland and Sweden with

other countries planning the switchover over the next few

years. The map chart shows the status of the transition to 



DVB-T2 in Europe – based on DVB data last updated in

October 2016. According to this data, out of the 48 countries

considered to be in the European region, 22 have deployed

DVB-T2 and 21 have no plan to do so at the moment. Three

countries (France, Czech Republic and The Netherlands)

have adopted DVB-T2 while two (Liechtenstein and Monaco)

are undecided.

The last country to deploy DVB-T2 was Germany in March

2017. Germany was the first country to launch a DVB-T2

service using HEVC as compression standard – other

countries that have already transitioned to DVB-T2 have

chosen MPEG-4 as their preferred compression standard. In

March 2017, 327 transmitters at 69 locations were converted

to the new terrestrial standard. The German DVB-T2 service

contains 23 unencrypted channels as well as 19 encrypted –

available for a €5.75 monthly subscription. Aside from three

unencrypted commercial channels, all channels in the

offering are full HD. The DVB-T2 switchover in Germany is

expected to be completed in 2019.

With regards to the countries that have adopted the next-

generation standard, Czech Republic is currently rolling it

out. In fact, transmission operator Ceske Radiokomunikace

has already been transmitting in the new standard since

March 2017. In July 2017, two more regions were added to

the DVB-T2 coverage area in the country. The transition in

Czech Republic is expected to be completed by 2020 when

DVB-T signals will be switched off. France and The

Netherlands have yet to unveil their plans to transition to

DVB-T2. 

Other Eastern European countries such as Poland and

Slovakia are working towards the transition to DVB-T2. In

these countries, selected broadcasters and transmission

operators are experimenting with the new standard.

In the next two years, most DVB-T2 deployments are

expected to take place in Eastern European countries such

as Czech Republic, Poland and Slovakia. Also, it is worth

highlighting that DVB-T2 will continue to be rolled out 

in Germany up to 2019. Broadcasters and transmission

operators in these countries are therefore more likely 

to increase demand for transmission-related

infrastructure/equipment to make the transition to the 

next-generation terrestrial standard possible.

New Quality Experiences: UHD & VR
The transition to UHD television in Europe is at an early

stage although more channels have been launched between

2016 and 2017. 

Despite the take-up in consumer spending on UHD TV sets –

Europe is expected by iDATE to have over 100m by 2020 – the

number of channels is still below expectations. 

However, compared to other world regions, Europe can be

considered as the territory where more UHD initiatives have

been launched. IABM looked at UHD Forum’s data – last

updated in April 2017 – on UHD deployments around the

world and found that almost half (45%) of the services

launched are European initiatives. Europe is followed by

Asia-Pacific and North America – see Chart 16.

This shows that, although UHD take-up is still slower than

expected, Europe is faring better than other regions when it

comes to actual UHD deployments.

Most UHD initiatives have been launched by Pay-TV

operators. In fact, UHD so far remains a niche market for

Pay-TV operators. Commercial and public broadcasters have

not gone beyond broadcast trials in the higher resolution

format – and/or occasional broadcasts for special live

events. This is due to the low revenue potential of 4K/UHD in

commercial broadcasting as opposed to Pay-TV. 88% of UHD

deployments in Europe have been launched by cable, IPTV or

satellite operators with IPTV being the most popular

platform. This is different from North America where a

striking 64% of initiatives have been launched through OTT

services. This difference translates into different types of
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Source: IABM Analysis of UHD Forum’s data
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Chart 16: UHD Deployments around the world

Asia-Pacific        Europe        Latin America        

Middle East & Africa          North America 

Source: IABM analysis of DVB data
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services in the two continents: live prevails in Europe while

VOD is prevalent in North America. 

With regards to VR, aside from a few exceptions, European

broadcasters have yet to launch consistent offerings

featuring the emerging technology. 

In Germany, Deutsche Telekom worked with Accedo to build

a platform that enables live concert broadcasts. The

Magenta Musik 360, which launched in June 2017,

livestreamed a Gorillaz concert in Cologne, offering four

different VR perspectives of the concert to viewers. The telco

plans further use of this platform for future live concert

broadcasts. Sky Deutschland worked with Sony to offer the

UEFA Champions League final in VR. Sky’s subscribers were

able to watch the game through the Sony PlayStation (PS)

Plus service with a PS VR headset provided they registered

with Sky’s OTT service, Sky Ticket.

In the UK, Sky launched its VR app, Sky VR, at the end of

2016. This includes a selected list of titles in VR. 

MTG also launched a VR app targeted at the Nordic region in

May 2017. This focuses mostly on sports content.

VR is still in its infancy in Europe, with most initiatives being

occasional broadcasts of live content. As often highlighted by

IABM research, this technology needs to find a clear

business model backing it as most deployments – both in

Europe and North America – rely on free broadcast to

viewers through apps.

Transition to New Media Offerings 
The transition to new media offerings is a trend influencing

the whole media ecosystem, forcing broadcasters to

drastically transform their technology infrastructures. More

specifically, broadcasters are trying to make their legacy

technology coexist with new media technology in a next-

generation infrastructure capable of delivering both linear

and non-linear offerings. In doing so, they increasingly

require cost-efficient solutions that allow them to streamline

operations. IABM research shows that this concern for

efficiency is widespread within broadcast organizations.

In Europe, the incentives for traditional broadcasters to

deliver effective new media offerings have not been as high

as in the US so far. In fact, “cord-cutting” has not

consistently harmed subscription growth for Pay-TV

operators in the old continent and European consumers

have not been as eager to view content online as their US

counterparts have – this situation of course differs from

country to country. Liberty Global CEO, Mike Fries, said at a

recent earnings call that price – i.e. of cheap Pay-TV

services – was an important factor contributing to slowing

the adoption of OTT services in Europe vis-à-vis

North America. Referring to traditional

operators’ strong position in Europe, he said:

“That’s a positive for us due to a fragmented

content market, the strength of broadcast 

networks and a very inexpensive cable or 

pay TV video offering when you compare 

it to the US”. 

Data from Digital TV Research show that Pay-TV subscribers

are set to increase in Western Europe – and decrease in

Eastern Europe by only 1m – in the period 2016-2022. This is

significantly different from the North American situation

where Pay-TV subscription growth has been suffering from

the take-up of cheaper OTT alternatives. However,

broadcasters in Europe have started to realize that, sooner

or later, they will need to improve the effectiveness of their

new media offerings – which still remain inferior products

compared to Netflix and Amazon’s platforms.

IABM looked at data from the MAVISE database, finding that

Europe hosts 281 online SVOD services. The three countries

hosting the majority of online SVOD services are France, the

UK and Germany as shown by Chart 19. Chart 20 shows that

Netflix and Amazon are by far the most important online

SVOD operators in Europe with a combined 36% share of

total offerings according to MAVISE data.

Therefore, Netflix and Amazon dominate the European new

media landscape. However, in recent years, traditional

broadcasters have rolled out new media services to shelter 

Source: IABM Analysis of UHD Forum’s data

Chart 17: UHD Deployments in Europe, by platform

Cable          DTH           IPTV            OTT           Other        

Source: Digital TV Research Ltd

2010                                2016                               2022

Chart 18: Pay-TV Subs in Europe
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Mike Fries



themselves from a possible viewership migration – as 

highlighted above, this has not happened yet in Europe,

although it might happen. We mention some of these

initiatives in the country profiles later in this Regional Focus.

As opposed to their North American counterparts, European

Pay-TV operators have been more reluctant to launch

“skinny bundles” and products that could potentially

cannibalize their existing offerings in their domestic

market(s). Most new media services offered by traditional

Pay-TV operators have been therefore rolled out to enable

online (and mobile) viewing as a complement of linear

television – rather than as a separate competing product.

There are of course exceptions to this. An example is the

recent decision by Sky to start offering individual sports in

separate subscription packages.

From a geographical perspective, cord-cutting has been

slightly more pronounced in Northern Europe – particularly

in Scandinavian countries – where viewers are generally

more tech-savvy. In fact, Northern Europe boasts the

majority of standalone OTT offerings – e.g. Sky Ticket in

Germany or Knippr in the Netherlands. These offerings have

been further enhanced during 2017. 

For broadcasters, launching OTT offerings is a more

attractive proposition – despite the thinner margins offered

by streaming. In fact, broadcasters can add an additional

revenue source by going direct-to-consumer as well as

reaching new geographies through new distribution

agreements – even outside of Europe. For example, the

French broadcaster TV5 Monde signed an agreement with

Partner TV, an Israeli OTT platform, for the distribution of its

content in Israel. In Germany, ProSiebenSat.1 and Discovery

have teamed up to offer a joint OTT offering featuring content

from both these broadcasters. 

More linear TV channels in Europe will continue to be added

to a variety of OTT platforms in the near future. This, coupled

with the creation of new direct-to-consumer offerings such

as the one planned by ProSiebenSat.1 and Discovery in

Germany, is leading to content fragmentation and increasing

confusion for European viewers. Some new channels are

even being launched only on OTT – like the Belgian Eleven

Sports’ third channel, which for the time being is only

available online.

We expect this trend to continue in the near future,

particularly after the EU’s decision at the beginning of 2017

to allow viewers to use online subscriptions to movies,

sports and music when travelling around the European

Union – see section on Digital Single Market.

This globalization of content through streaming also applies

to cross-border Pay-TV operators such as Sky. Sky unveiled

plans to launch OTT services both in Switzerland – with a

product focused on live sports – and Spain. 

Content globalization is also a catalyst of increased M&A

activity within the European continent. 

It is useful to highlight that traditional media companies are

increasingly relying on emerging technologies such as cloud

and IP to make the transition to online (and mobile) offerings

as smooth as possible. For example, Portuguese

telecommunications provider NOWO chose AWS Elemental’s

video processing solution for cloud transcoding to power

both its digital cable and OTT offerings. We expect this trend

to continue in the upcoming years. 
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Source: IABM Analysis of MAVISE database

Chart 19: Take-up of online SVOD – 
top 10 European countries
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Chart 20: Top 10 SVOD Operators in Europe
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Digital Single Market

In May 2015, the European Commission (EC) set out its

proposal to reform the “Digital Single Market”, aiming “to

tear down regulatory walls and finally move from 28 national

markets to a single one”. According to the EC, the digital

single market could contribute €415bn a year to the

European economy. The EC proposal contained 16 initiatives

– some of these have not been implemented at the time of

the writing. Five of these initiatives will directly influence the

European broadcast and media landscape:

n EU Content Portability (i.e. End of unjustified 

Geo-Blocking)

n Harmonization of the national laws on Copyright

n A review of the Satellite & Cable Directive

n A review of the Audiovisual Media Framework

n Promotion of Cloud Services Development

The first two initiatives make consumption of audio visual

content available in every single market country with the end

of cross-border geo-blocking. For instance, an Italian

subscriber to SkyGo would be able to watch the same

service in Germany as well. The EU portability initiative was

adopted by the European Council in June 2017. Service

providers will be able to verify the subscribers' member

state of residence (through the verification of their payment

details, IP addresses or internet contracts) in compliance

with EU data protection rules. 

The Satellite and Cable Directive will be reviewed to

establish if its scope needs to be enlarged to include

broadcasters' online transmissions. 

The review of the audio visual media framework consists of

extending existing rules on content quotas to new media

operators such as Netflix and Amazon. According to the

Commission’s original proposal, new media operators would

have been forced to devote at least 20% of their catalogs to

European films and TV shows. The European Parliament

hiked this percentage to 30%. According to the Parliament’s

tweaks, member states will also be able to fine operators

that do not comply with the quota.

The promotion of cloud computing will remove legal and

technical barriers to the free flow of data and data services

in the EU.

As part of the Digital Single Market strategy, the EC

presented a proposal in February 2016 to use the 700MHz

(UHF) band for mobile services due to the rampant growth in

mobile internet traffic. The Commission proposed to assign

the 700MHz band to wireless use in all European countries

by 2020.

According to the Commission’s initial proposal, each

member country would have had to make public its national

plans to release this band by June 2017.

However, in December 2016, the Commission tweaked the

initial proposal. While it reiterated that the 700MHz (UHF) 

band will be assigned to wireless operators, it also said that

the sub-700MHz band will remain available to broadcasting

services until 2030. 

The current timeline for the transition is as follows:

n End of 2017: Deadline for EU member states to conclude 

cross-border agreements

n 30 June 2018: Deadline for EU member states to make 

their release plans public

n 30 June 2020: Deadline for EU member states to make 

the 700MHz band available to mobile operators

n 30 June 2022: Extended deadline for justified exceptions

This plan should drive a wave of investment in broadcast 

technology as broadcasters will need to adapt their 

equipment and infrastructure to a new frequency band. 

Vice-President for the Digital Single Market, Andrus Ansip, together with Commissioner for the Digital

Economy and Society, Günther Oettinger
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Major Markets
In the following chapters we will examine in more

detail the three European sub-regions considered in

this report. For each region, we will discuss two

country-specific broadcast markets. 

Western Europe (North)

Broadcasters in Western Europe typically rely on cable or

satellite as their primary transmission infrastructure. Pay-TV

penetration in these countries is particularly high and

consumers have increasingly looked at new SVOD offerings

to reduce their monthly TV bill. “Cord-cutting” is a

phenomenon that has so far involved mainly Northern

European countries although this trend has been weaker

compared to North America. Compared to the South of

Europe, Northern European viewers are generally more

comfortable in watching foreign-produced content in its

original language, making subtitling more relevant in this

part of the region. Also, the prevalent business model for

broadcasters in the North of Europe is subscription as

opposed to a dominance of advertising-funded media

organizations in the South of Europe. Below, we will examine

the broadcast markets in Germany and the Netherlands.

Germany
The total revenue size of the German broadcasting market

was €19bn in 2014 according to Goldmedia, an increase 8%

compared to its 2012 value. This makes the German

broadcasting market the largest in Europe. The same report

shows that while revenues grew, profitability went down.

The country’s transmission infrastructure is dominated by

both satellite (43%) and cable (43%) with the rest of the

population relying on terrestrial and IPTV – 9% and 5%

respectively. 

The two public service broadcasters in Germany are ARD

and ZDF. ARD is the largest public broadcaster in the world

with reported €5.8bn revenues in 2015. ARD has its own

terrestrial network but its channels (14) are also carried over

cable and satellite. It is a consortium of public service 

broadcasters. ZDF owns nine generalist channels that are 

broadcast over various transmission technologies. Other

important media organizations owning TV channels are the

Luxembourg based RTL Group and ProSiebenSat.1 

Media SE. 

The largest satellite operators in the country are Sky

Deutschland, owned by Sky plc., and HD+ whereas the two

largest cable operators are Kabel Deutschland, owned by

Vodafone, and UnityMedia Kabel BW GmbH, owned Liberty

Global. Vodafone and Liberty Global also own important

stakes in the Dutch TV market. The largest IPTV operators

are Deutsche Telekom and Vodafone. In the table below, we

have only reported network operators. 

In the past year, the most important driver of media

technology spending in Germany has been the transition

from DVB-T to DVB-T2, which started at the end of May 2017

and is due to be completed by mid-2019. Broadcasters’

spending has been boosted due to the need for transmission

related equipment and infrastructure to allow for DVB-T2

terrestrial transmission, HEVC encoding and HD delivery.

However, this is cooling off as most of the investment made

to enable the transition has already occurred. The 40+

channels delivered through the DVB-T2 service are a mix of

commercial and public – most of them are available in HD.

Public channels remain unencrypted, while the commercial

channels are encrypted and can be purchased as part of a

Freenet TV package for a monthly fee. As of May, the DVB-

T2/ HEVC platform had reached 2.2 million households

(according to Kantar TNS), with 1.7 million opting for devices

suitable for encrypted Freenet TV and 500,000 households

receiving mainly unencrypted, free channels.

Ultra HD is still on the rise in Germany, with Deutsche TV-

Plattform and ZVEI reporting that UHD was firmly

established in the German market in 2016. As of August

2016, it was reported that there were 2.2 million UHD TV sets

in German households. This figure is expected to rise to 5.6

million by the end of 2017. 

Sky Deutschland launched UHD live sports in autumn 2016,

starting with the Bundesliga and UEFA Champions League

and now Formula 1. This was followed by movies and TV

series in UHD on Sky on Demand. 
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Pay-TV and VOD have continued to grow in Germany, with

revenues reaching a record high in 2016. Germany saw

turnover rise to €2.7bn, from €2.5bn in 2015. Combined with

Austria and German-speaking Switzerland, the commercial

broadcaster association VPRT reported that Pay-TV and VOD

is expected to reach €3.4bn in 2017.

In 2016, the number of Pay-TV subscribers in Germany rose

to around 7.6 million. Also, the ownership of Smart TVs has

driven on-demand TV, where viewers are able to use the

various functions to watch the programs they want at the

time they want.

The Netherlands
The Netherlands has the highest Pay-TV penetration in

Europe. This indicator was equal to 99.3% in 2015, according

to Digital TV Research data. The dominance of Pay-TV is also

linked to the historical weaknesses of FTA offerings in the

Netherlands (see table below).

As opposed to Germany, where both cable and satellite

dominate the domestic transmission landscape, in the

Netherlands, cable prevails. Chart 22 shows that cable

covered about 62% of television households in 2014. IPTV is

the second most important (23%) transmission

infrastructure. Satellite and terrestrial follow with a 9% and

6% penetration respectively. Nearly all television connections

were digital in the second quarter of 2016 with cable as the

only platform yet to be fully digitized.

The main operators in the Dutch TV market are Ziggo and

KPN. Ziggo is owned by Liberty Global and operates in the

cable TV segment whereas KPN has stakes in both the

terrestrial and IPTV segments. It provides terrestrial services

through the Digitenne platform, offering a combination of

FTA and Pay-TV channels. The public service broadcaster

NPO operates nine FTA channels. The main operators in

Netherlands are given in the table below.

In December 2016, Liberty Global Europe Holdings and

Vodafone International Holdings finalized the transaction to

combine their Dutch holdings in a 50:50 joint venture. The

newly formed entity operates under both brands and is

named VodafoneZiggo. The joint venture created “a

nationwide integrated communications provider”, with 

Ziggo’s cable network and Vodafone’s nationwide 4G mobile

coverage serving 7.1 million homes. 

HBO discontinued its three linear channels, its VOD and TV

everywhere service in the Netherlands at the end of 2016. Its

content was then licensed to Ziggo in a joint venture.

KPN continues to grow in the Dutch TV market, closing in on

its main competitor, Ziggo. KPN grew by 1.3% to 2.3 million

customers at the end of Q2, 2016. KPN’s growth was mainly

driven by IPTV. According to Telecompaper, the Dutch TV

market is expected to contract by 0.6% by 2020. Many

customers are abandoning traditional TV subscriptions in

favor of the growing number of online content providers. 

The Netherlands – as well as other Benelux countries and

Scandinavian countries – is a country where Pay-TV

penetration is already high and “cord-cutting” temptations

are rising for consumers that have traditionally been Pay-TV

subscribers. Netflix remains the market leader and

continues to grow in the Netherlands, reaching almost 4m

people as of August 2017. This represents 27.5% of all Dutch

13 years of age and over. Amazon Prime also launched its

instant video streaming services in the Netherlands at the

beginning of 2017. According to GfK ViewScape, almost half

of Dutch viewers (49%) pay for online content, showing the

changing dynamic of the broadcast and media market. 

Due to these changing viewing habits, KPN launched ‘Play’

in 2015, its OTT live and on-demand service, offering

customers a personalized selection of relevant programs.

Play competes with the OTT platform from T-Mobile, Knippr,

which launched in 2016 and offers customers the

opportunity to mix and match their preferred channels.

The transition to DVB-T2 was due to begin in the

Netherlands when the current licences expired – end of

January 2017. KPN was awarded a DTT licence for the period

2017-2030. Currently preparations are being made to switch

the DTT network, Digitenne, to the DVB-T2/ HEVC (H.265)

standard. KPN must replace all the existing DVB-T receivers,

which customers rent from the operator, to switchover to

DVB-T2. The exact date for the switchover has not been

announced, however the transition is expected to be

completed by 2020. 

Source: IHS Markit
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Chart 22: Platform Penetration – The Netherlands

Intrastructure Business Model

Technology & Ownership

NPO Terrestrial FTA Public

Ziggo Cable Pay Private

KPN IPTV & Terrestrial Pay & FTA Private

Delta Cable Pay Private

Caiway Cable Pay Private

M7 Group IPTV & Terrestrial Pay Private

Tele2 Nederland IPTV Pay Private

Vodafone IPTV Pay Private
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Western Europe (South)

The Southern part of Europe is heavily dependent on

terrestrial transmission to deliver television services. The

dominance of terrestrial transmission has favored the

growth of a transmission related supplier base in countries

such as Italy and Spain. Compared to countries such as

France and the Netherlands, IPTV has not become a

widespread platform. Also, the prevalent business model in

the Southern European broadcast market is commercial with

the main broadcasters in countries such as Italy and Spain

relying on advertising as their main revenue source. The

impact of the 2008 financial crisis coupled with the 2011

sovereign debt crisis has negatively affected advertising

revenues, particularly in countries such as Spain and Italy.

Pay-TV penetration in these countries is lower than in

Northern Europe as many viewers still rely on FTA television

services and are reluctant to pay a subscription fee. The

decrease in disposable incomes following the 2008 financial

crisis and the 2011 sovereign debt crisis has also contributed

to damaging the incentives to subscribe to Pay-TV services.

Below, we will examine the broadcast markets in Italy and

Spain.

Italy
Total revenues in the Italian broadcast market were €14.37bn

in 2015, down by 1.2% compared to 2014. FTA television fared

better than Pay-TV highlighting the growth constraints facing

Pay-TV operators in Southern European countries.

The dominant transmission infrastructure in Italy is

terrestrial (73%) with satellite covering 26.6% of households,

according to data from IHS. IPTV covers only 0.4% of total

households while cable TV is not available. 

The public broadcaster in Italy is RAI, the seventh largest

public broadcaster in the world with revenues of €1.57bn in

2015. The main private broadcasters are Sky Italia and

Mediaset. Mediaset owns both a FTA and a Pay-TV arm with

its commercial business being far more successful than its

subscription-based one. In fact, Pay-TV growth in Italy has

been negative with revenues decreasing by -1.5% between

2014 and 2015. Mediaset tried to sell its Pay-TV arm to

Vivendi but the French media organization backed out of the

deal in July 2016. The only IPTV offering in Italy is provided by

the telecom operator Telecom Italia but reaches a small

percentage of the population – Telecom Italia was taken over

by Vivendi in 2017. Other relevant broadcasters are Cairo

Communications, which owns the popular FTA channel La7, 

and Discovery Communications. The TV market in Italy is

heavily concentrated as Sky Italia, Mediaset and RAI account

for 90% of the Italian TV market according to Italy’s

Communications Authority (AgCom). Below we present a

table of the main broadcasters in Italy.

As covered earlier in this report, the transition to DVB-T2 

has been completed in Italy. This favored the domestic

technology vendor community similarly to past industry

transitions. In Italy, transmitter and transmission related

vendors have thrived on the country’s dependency on

terrestrial. The Italian government has also proposed a

postponement of the EC’s 2020 deadline – to vacate the

700MHz frequency band for mobile service operators – to

2022. In 2015, Agcom’s Vincenzo Lobianco said that even 

a 2022 deadline would be challenging for the domestic 

DTT sector.

As far as the transition to UHD is concerned, Mediaset

launched the first UHD initiative at the end of May 2016 to

broadcast the UEFA Champions League Final. This was

distributed over a terrestrial network. In 2017, Sky said it

was planning to launch the Sky Q set-top box in Italy before

the end of 2017. This will have both 4K and HDR capabilities

although no plans for launching dedicated UHD channels

were known at the time of writing.

Pay-TV operator Mediaset launched its OTT platform, Infinity,

in 2013. Sky made its SVOD service, Now TV, available on

mobile devices in 2017. In June 2017, Vodafone Italia also

launched an OTT offering in Italy using Kaltura’s technology.

Netflix launched in the country at the end of 2015.

Italy remains a fertile land for traditional broadcasters –

according to figures released by IHS Markit in 2016, Italians

were the most eager viewers of traditional TV – and a

difficult market for OTT. This prompted some international

media companies such as Sony and Scripps Networks to

launch channels in the country during 2017.

Source: IHS Markit
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Chart 23: Platform Penetration – Italy

Intrastructure Business Model

Technology & Ownership

RAI Terrestrial FTA Public

Mediaset Terrestrial Pay & FTA Private

Sky Italia Satellite Pay Private

Telecom Italia IPTV Pay Private
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Spain
The Spanish broadcast market is similar to the Italian one in

that it is also dependent on terrestrial transmission. More

specifically, 70% of households were served by DTT

according to 2014 data from the MAVISE Database. The

entirety of the terrestrial offering in Spain is FTA. Satellite

and IPTV were the second and third most popular platforms

among households with 12% and 11% penetration

respectively. Cable served 7% of households.

The public service broadcaster in Spain is RTVE, which

operates six channels. Mediaset España is controlled by the

Italian broadcaster Mediaset and operates 12 channels.

Atresmedia operates 13 channels. All these offerings are

free-to-air and funded primarily through advertising income.

As opposed to the Italian broadcast market, in Spain, the

Pay-TV landscape is certainly more competitive. DTS

Distribuidora de Televisión Digital “Movistar+” is the main

satellite operator and is controlled by the telecoms

behemoth Telefonica. IPTV services are offered both by

Telefonica and Orange España, which is controlled by France

Télécom. The only cable offering is provided by ONO, which

is owned by Vodafone.

Spain’s TV market continues to grow, driven by IPTV and

cable, with growth of 10.6% in the year to September 30,

2016. IPTV and cable customers increased by 843,000 in this

period while satellite customers fell by 300,000. Telefónica 

España saw its Pay-TV customers fall by 3% in the year

ended March 31, 2017. This was due to the losses in satellite

customers, however this was offset by the gain in IPTV

customers. According to the regulator CNMC, Pay-TV

services reached over 6 million homes as of Q3, 2016, with

Pay-TV revenues increasing by 24% in 2016. Furthermore,

quintuple packages – defined as packages combining Pay-TV

with fixed telephony, mobile telephony, fixed broadband and

mobile broadband – are rising in popularity. CNMC reported

that 27% of households received a quintuple package at the

end of 2016, 8% more than last year, and is expected to grow

as operators push this offering.  

Spain plans to vacate the 700MHz frequency band for 

mobile operators by 2020, consistent with the EC plan. The

government will contribute €280 million for the retuning of

collective antennas. This will have a huge impact on a

country which is highly dependent on terrestrial

transmission and is expected to drive significant broadcast

and media technology spending in the next four years. A

further challenge for the Spanish broadcasting market is the

future rollout of DVB-T2 and the lack of infrastructure to

support the new standard. Currently, only 10% of existing TV

sets in Spain are ready for the new standard. 

As far as the transition to UHD is concerned, Vodafone Spain

has become the first operator this year to offer TV channels

and on-demand content in 4K. This includes the release of

the new Channel ‘Funbox UHD’ on Vodafone TV. Among other

broadcasters in Spain, there have been tests and occasional

broadcasts but no statements announcing regular UHD

offerings.

The OTT market is becoming increasingly competitive, with

Amazon Prime and HBO launching services at the end of

2016. Netflix remains the market leader in Spain, due to its

strategy of streaming local content to connect with its

audiences by working with existing well-established

companies.

Source: MAVISE Database
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Chart 24: Platform Penetration – Spain

Intrastructure Business Model

Technology & Ownership

RAI Terrestrial FTA Public

Mediaset España Terrestrial FTA Private

Atresmedia Terrestrial FTA Private

DTS Distribuidora de

Televisión Digital

“Moviestar” 

Satellite Pay Private

Orange España IPTV Pay Private

Telefonica IPTV Pay Private

ONO Cable Pay Private
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Eastern Europe

Compared to Western Europe, Eastern Europe can be

considered a less developed broadcast market as the

transition to digital broadcasting and HD started later than in

Southern and Northern Europe. As mentioned earlier, some

Eastern European countries have still to award some DTT

licences (e.g. Romania, Hungary, Ukraine). Some

broadcasters in this sub-region are also expected to upgrade

their operations to HD as this transition approaches

maturity. Many of the countries belonging to this sub-region

are former Soviet Republics that became independent after

the dissolution of the USSR in 1991. They have comparatively

lower levels of GDP per capita compared to the rest of the

European continent. However, Eastern Europe is the fastest-

growing sub-region in the continent although economic

growth slowed down at the beginning of 2016. In this

chapter, we will examine the broadcast markets in Poland

and Czech Republic.

Poland
Poland is one of the largest countries in Eastern Europe and

has a thriving TV sector. The main transmission technology

in Poland is satellite (50%), followed by cable (33%),

terrestrial (15%) and IPTV (2%), according to data from the

MAVISE Database. 

The public broadcaster TVP, operates 11 channels. Pay-TV

penetration is particularly high at 83%, according to data

from IHS. The main satellite Pay-TV operators are Polsat and

NC+, which is owned by Scripps Networks. The cable sector

is highly competitive with the presence of Multimedia Polska,

UPC Polska, which is owned by Liberty Global, Vectra and

Toya. The terrestrial offering includes both FTA and Pay

packages by Cyfrowy Polsat. The IPTV sector is also very

fragmented with offerings from Multimedia Polska, Netia,

Orange Polska, Onet, Polkomtel and Wist. The fragmentation

of the cable and IPTV segments could bring increasing

consolidation over the coming years. Liberty Global, the

media behemoth with interests in various European

countries, decided to acquire Multimedia Polska in October

2016 for $760m. A table containing the main broadcasters in

Poland is given below:

Poland completed the analog switch-off in 2013 although

part of the cable infrastructure has not been digitized yet. At

the end of 2015, the Polish Broadcasting Council awarded

four DTT licences to operate eight DTT multiplexes.

The timeline for the transition to DVB-T2 remains unclear.

TVP has trialed the technology in 2012 and 2015 – the test in

2015 involved a 4K DVB-T2 broadcast. In 2016, the Polish

media regulator KRRiT revealed that it plans to switch the

fifth multiplex in the country to DVB-T2. As far as the

700MHz frequency band migration is concerned, the

Digitization Minister, Anna Strezynska, stated in 2016 that

the auction will not take place before 2020. 

The transition to HD has largely been completed by major

Polish broadcasters even though we expect more HD

Source: MAVISE Database
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Chart 25: Platform Penetration – Poland

Intrastructure Business Model

Technology & Ownership

TVP Terrestrial FTA Public

Polsat Satellite Pay Private

NC+ Satellite Pay Private

Multimedia Polska Cable and IPTV Pay Private

UPC Polska Cable Pay Private

Vectra Cable Pay Private

Toya Cable Pay Private

Cyfrowy Polsat Terrestrial FTA & Pay Private

Netia IPTV Pay Private

Orannge Polska IPTV Pay Private

Onet IPTV Pay Private

Polkomtel IPTV Pay Private

Wist IPTV Pay Private
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channels to be launched in the upcoming years – particularly

when DVB-T2 is rolled out. There have not been notable

UHD initiatives by broadcasters in this country aside from

occasional broadcasts in the higher resolution format.

The fibre-optic infrastructure in Poland is provided by

Orange. In 2016, the telco unveiled plans to expand its

infrastructure between 2016 and 2018 to reach a total of

3.5m homes. This will require about half a billion Euros in

investment. Improvement in Poland’s broadband

infrastructure will be conducive to OTT growth in the country. 

Traditional broadcasters have generally been reluctant to

launch effective new media offerings in Poland. However,

there have been some, particularly in the cable sector. In

2016, Multimedia Polska launched a TV Everywhere initiative,

“Multimedia Go”, which will allow subscribers to use catch-

up and DVR services – also available on mobile devices. UPC

Polska launched a similar initiative – “Nuta.TV” – in 2016. 

Czech Republic
Terrestrial is the dominant transmission platform in Czech

Republic, covering about 42% of households. Satellite is the

second most important platform serving 33% of TV

households. Cable and IPTV follow with 15% and 5%

respectively. 

The private broadcasting group Central European Media

Enterprises (CEME), a subsidiary of Time Warner, owns five

popular channels. CEME also has stakes in Bulgaria,

Croatia, Romania, Slovakia and Slovenia. Other relevant

companies controlling channels in the country are TV

Barrandov, a JV between Sweden-based Modern Times

Group (SE) and FTV Prima, and Walt Disney. The Czech

production sector is one of the most developed in Eastern

Europe with content being licensed to other Eastern

European countries as well. 

The public service broadcaster in Czech Republic is CT,

operating a total of six channels. The main satellite

operators are Skylink and Digi TV Czech Republic. The main

cable operator is UPC whereas the only IPTV offering is

provided by Deutsche Telekom. A list of the main TV

operators in Czech Republic is given below:

As far as the transition to DVB-T2 is concerned, Jan Mládek,

the minister of trade and industry, stated in 2016 that this

will be completed by 2022. However, during 2017, there have

been notable developments in the transition to DVB-T2 in the

country. The migration to the new standard officially started

in March 2017 with about 76% of the population being able to

receive DVB-T2 signals at the end of July 2017. The

transition is now expected to be completed by 2020. Even

though a majority of the population can now receive DVB-T2

signals, the main challenge lies in the need for them to buy a

compliant set-top box before DVB-T signals are switched off.

As mentioned earlier, a majority of Czech television viewers

rely on terrestrial television.

Digital television reaches most of the country’s population

(91%) although only 10% receive digital cable according to

figures from the MAVISE Database.

According to data published by Nielsen, 45% of Czech TV

households received HD signals in 2015 compared to only

15% in 2012. This indicates mass consumer adoption of HD

technology between 2012 and 2015. We expect greater

rollout of HD channels in the coming years as the transition

to DVB-T2 frees up additional spectrum. UHD offerings have

not been launched yet by traditional Pay-TV operators in

Czech Republic. However, reports in March 2017 indicated

that DTH operator Skylink was set to launch an UHD channel

– Insight TV – in 2017.

Netflix entered the region in January 2016 and does not face

fierce competition from traditional operators. The main VOD

service is offered by CEME (Voyo.cz). In June 2015,

Seznam.cz, a search engine competing with Google in Czech

Republic, acquired a 35% stake in Mautilus, a developer of

apps for smart devices, in order to develop its own OTT

multiscreen offering, INIO.TV.

Source: MAVISE Database
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Chart 26: Platform Penetration – Czech Republic

Intrastructure Business Model

Technology & Ownership

CT Terrestrial FTA Public

Skylink Satellite Pay Private

Digi TV Czech Republic Satellite Pay Private

UPC Cable Pay Private

Deutsche Telekom IPTV Pay Private
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Knowledge, support and leadership

for media technology suppliers

IABM is the international trade association for

suppliers of broadcast and media technology.

IABM facilitates the important networking and

interaction between suppliers that shape and

define the unique ecosystem of the broadcast

and media technology industry.

IABM supports member companies with a

comprehensive range of services across

market intelligence, training, technology,

exhibitions and best practices – all designed

to help them do better business. We hold the

interests of member companies as

paramount, and strive to provide strong

guidance and support at every level in all

geographies.

We understand that in today’s rapidly

changing media landscape, our members

have never had a greater need for timely,

relevant and effective advice and support.

IABM’s mission is to be an ever more powerful

beacon that is highly responsive to all our

members’ needs in a timely fashion, helping

them to prosper and navigate change

successfully.


