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Q3 2018: Darkening Outlook

n Recent economic projections point to a darkening global 

economic outlook for the second part of 2018 and into 2019

n Generally, growth is losing momentum aside from the United 

States, where economic indicators remain strong 

n In the US, the government has also taken a hard approach on 

trade, stimulating tensions with major economies such as 

Europe and China.

n In the Eurozone, political turmoil made a comeback with 

immigration issues and the deadline for the Brexit negotiations

(March 2019) fast approaching – a no-deal Brexit is looking 

increasingly likely, putting pressure on the Pound

Highlights: Advertising, Security & Discovery 
n Between 2017 and 2018, major telcos and established 

broadcasters such as AT&T, Comcast and Sky have continued 

to invest heavily in advertising technology to compete with the 

digital behemoths

n Security is a growing challenge for media organizations that 

are becoming increasingly connected and are shifting to 

subscription-based models

n Voice control looks set to become the future of interactions 

with connected devices. Progress on natural language 

processing coupled with big data and machine learning have 

opened the way for the virtual assistant to become more 

effective

Supply Trends 
n As media companies continue to migrate to direct to consumer

models, technology demand is shifting towards Opex-based 

solutions that hinge on the flexible provision of software

n The transition to flexible software models has far-reaching 

implications for media technology suppliers, ranging from 

revenue growth to marketing strategies 

n Although profits should benefit from the transition to software, 

the current reality shows that these are being bitten by 

technology commoditization and R&D investment

Immersive Experiences
n UHD and VR adoption by broadcasters has been slower than 

expected  

n UHD benefits can only be fully appreciated at shorter distances

and with larger screens. UHD adoption is also correlated with 

IP deployment

n Interest in VR has faded due to slow consumer adoption, 

the complexities (and costs) of VR content production and 

lack of certainty around business models

n The main applications of UHD and VR remain in sports 

broadcasting

Chart 1: Digital vs TV Advertising ($bn) 2013–2017
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Chart 2: Revenue Outlook by Source
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Recent economic projections point to a darkening

global economic outlook for the second part of 2018

and into 2019. Generally, growth is losing momentum

aside from the United States, where economic 

indicators remain strong. 

Countries set to experience slower growth include the UK and

Eurozone countries. This outlook is due to the mounting number

of risks threatening to endanger growth in both 2018 and 2019.

These risks include rising trade protectionism, higher oil prices,

Brexit and the appreciation in the US Dollar. 

In the United States, GDP growth has remained between 2% and

3% during 2018, which has been driven by the government’s 

decision to slash corporate and personal income taxes in 

January 2018. The government has also taken a hard approach

on trade, stimulating tensions with major economies such as

Europe and China. At the start of July, the Trump administration

imposed 25% tariffs on $34 billion worth of Chinese goods –

China soon retaliated with similar tariffs. This move was 

followed by a new 10% proposed tariff to be applied to 

$200 billion in Chinese products. The tariffs were justified by 

relying on the claim of unfair practices and intellectual property

theft – these are issues frequently cited by foreign companies

doing business in China. At the time of writing, the two countries

were in talks to restore the relationship between them – this is

very unlikely to happen, at least in the short-term. China has

also responded to Trump’s tariffs by letting the Yuan depreciate –

this makes Chinese exports to the US relatively cheaper and 

alleviates the impact of the tariffs. 

Protectionism has spread over the world as a result of US policy.

Australia banned two Chinese technology companies, Huawei

and ZTE, from participating in its 5G rollout – both companies 

already face similar limitations in the US.

The US has also made the headlines for imposing sanctions on

Turkey over the detention of an American evangelical pastor. The

sanctions triggered a fall in the value of the Turkish Lira, which

lost a fifth of its value in a week in August, putting extreme 

pressure on local companies. Turk Telecom, for instance, 

announced a loss of almost a billion Lira due to the rise in costs

of financing foreign-denominated debt. As central banks in more

developed markets such as the US and Europe raise interest

rates and/or prepare to end their quantitative easing efforts, 

investors are moving away from Turkey’s once sought-after

higher yields.

On the political front, two of Donald Trump’s former advisers

were convicted in two separate cases, reviving the debate over

the involvement of the current US president in their crimes.

As mentioned earlier, the Eurozone economy has decelerated in

2018 after a good spell in 2017. Many indicators such as GDP

growth and business sentiment deteriorated although political 
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Chart 3: The Fall of the Lira
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Chart 4: The Pound is Down Again
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GLOBAL BUSINESS ENVIRONMENT
turmoil made the headlines. In fact, the recent elections in Italy

brought a government that has made reducing immigration and

breaking Eurozone spending limits its top priorities. This has

revived tension within the block. Moreover, the impasse over

the Brexit negotiations is contributing to increased uncertainty

as a hard deal would hurt many countries that export to Britain.

With regards to Brexit, as the deadline (March 2019) is fast 

approaching, the Pound is starting to feel the heat deriving

from the uncertainty regarding the government’s exit plans.

This is happening despite the Bank of England’s recent (and

controversial) decision to raise interest rates in August. The

most important risk related to the negotiations is the possibility

that Britain could crash out of the EU without a deal. This

would be a bad outcome for both Britain and the EU. One of the

main issues still to be resolved by the negotiations is the 

possible return of a hard border in the island of Ireland. At the

time of the writing, The Economist reported that the Pound has

lost 5% of its value on a trade-weighted basis since April. This

is of course very relevant, particularly to UK businesses which

are highly affected by the Pound’s recent volatility. The UK is

also set to become the worst-performing advanced economy in

the world as a result of the uncertainty caused by Brexit. 

As mentioned earlier, oil prices have continued to go up and

should average between $60 and $70 in 2018. Most 

organizations forecast that these will go down in 2019 as oil

producers ramp up production after the recent cuts. In fact, oil

price volatility has been driven by the frequent swings in supply.

The recent upward trend has nevertheless given some 

breathing space to oil-producing countries in Middle East &

North Africa, which have suffered from the decline in oil prices

in recent years.

Japan’s economy has returned to growth in the second quarter

of 2018 while, in India, the Rupee fell to an all-time low 

mirroring investors’ concerns over the country’s ballooning

current account deficit – India had a fantastic year in 2017.

Although the world economy remains in a healthy state with 

average growth in 2018 approaching 4%, the risks are many

and, more importantly, global.  

OPEN
ALWAYS

TM

The BaM™ Shop Window aims to bring all of 

the products and services available across the 

industry together into a single portal to enable 

all solutions and alternatives to be quickly 

discovered by technology buyers. 

Visit the BaM™ Shop Window now at:

 www.theiabm.org/iabm-bam-content-chain-homepage/

IABM launches 
BaM   Shop Window™

 A new, one-stop portal for 
technology buyers
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Media Business Highlights

Traditional TV and digital video continue to converge.

This fast-paced trend is having a direct impact on 

advertising technology, the use of data and the 

partnership models between industry players. 

Between 2017 and 2018, major telcos and established broadcasters

such as AT&T, Comcast and Sky have continued to invest heavily in

advertising technology. Their aim is offering an alternative to

Google and Facebook, which capture about 60% of the digital ad

spending market.

The objective is to establish new business models based on holistic

ad platforms able to deliver a broader audience proposition to 

advertisers. The goal is then to provide one-stop access to reach

targeted audiences across platforms, distribution channels, content

formats and devices. It is thus necessary to build appropriate, 

reliable advertising technology around each type of distribution

channel – traditional TV, OTT, online, mobile – and then to develop

the technology layer able to unify the pieces of the puzzle. The 

challenge consists of doing this effectively and quickly. John Martin,

CEO of Turner Networks has stated regarding this: “My fear, and

what makes me wake up with the sweats, is like when the industry

finally figures out how to get full addressability, everybody’s going

to be watching video on Hulu and Netflix.”

Speed can be achieved through strategic acquisitions. For example,

AT&T announced in June 2018 the acquisition of a leading digital

advertising marketplace, AppNexus, in a $1.6bn deal, to speed up

its leadership in advanced TV advertising and the use of 

programmatic on TV. 

AT&T made this acquisition to catch up with not only Google but

also Comcast, which had got a head start with the acquisition of the

video ad server FreeWheel for $320 million back in 2014 and the

takeover of the French programmatic video ad sales platform 

StickyAds for more than $100 million in 2016. European 

broadcasters such as RTL, Sky and ProSiebenSat.1 also made 

advertising-related acquisitions between 2014 and 2016.

Broadcasters can also increase their attractiveness to advertisers

thanks to strategic partnerships and alliances that would have 

not been commonplace a few years ago. Sky, whose Adsmart 

platform grew by 17% over the year 2017, has entered a strategic 

partnership with its competitor Virgin Media which allows 

advertisers to target Virgin TV viewers through the Sky Adsmart

platform. Sky’s COO, Andrew Griffith, said to the Financial Times: 

“I want us to compete with the Facebooks and Googles of this

world.”

The partnership between Sky and Virgin Media was not the only one

we witnessed during 2017; a group of broadcasters including TF1

Group, ProSiebenSat.1, and Mediaset launched the European

Broadcaster Exchange (EBX) focused on programmatic 

advertising sales.

This process of designing an ecosystem where TV takes the best 

of digital – accurate targeting and programmatic – to compete with

the online and tech giants requires the sharing and merging of 

digital and TV consumer experience data into common platforms. 

In April 2018, NBCUniversal joined the consortium of TV publishers

OpenAP, alongside Fox, Turner and Viacom to build “a 

multi-year, co-development partnership focused on new platforms

for automated buying, advanced formats and cross-platform 

measurement and currency,” according to the press release. 

The stated aim is to expand audience data capabilities with 

OpenAP’s standardized data sets and offer advertisers an 

opportunity to target TV audiences on a large scale. During 2018, 

AT&T’s acquisition of AppNexus in June 2018 is the

latest example of the increased investment of

media companies in advertising technology.

This deal, worth about $1.6bn, comes after AT&T’s

takeover of Time Warner, which is set to prop up

its content firepower. AT&T should use AppNexus’

expertise to optimize the performance of its ads

across platforms 

THE MEDIA BUSINESS 

Advertising Technology: Going Digital

AT&T Buys AppNexus

Chart 5: Google & Facebook vs The Rest – estimated shares
of digital advertising market in the US, 2018
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NBC also announced CFlight, an advertising metric unifying live,

on-demand and time-shifted commercial impressions.

Roku launched “Audience Marketplace” in June 2018 – a platform

that allows publishers to leverage Roku data to deliver targeted

ads to OTT audiences. Fox, Turner and Viacom were the first 

partners to sign up. Roku’s interest in sharing its data is to 

encourage the use of programmatic on connected TV, the delivery

of better-targeted ads and, ultimately, to improve its customers’

experience.

Aggregation of data from so many sources makes the partners

require higher transparency in transactions; every party wants to

ensure a fair use of their data and a fair compensation. The side

effect is a growing interest by media players in blockchain 

technology, promising a new way to record value exchange 

between content creators, audience aggregators, intermediaries

and consumers. As announced last year by Comcast, we should

see the launch of initiatives such as the Blockchain Insights 

Platform in 2018, in partnership with major worldwide 

broadcast companies, such as NBC Universal, Disney, 

Channel 4 and Mediaset. 

Blockchain can potentially bring major improvements to 

advertising workflows. In fact, blockchain is effectively an enabler

of trust within a private network of advertising buyers and sellers,

allowing them to share their data together and boost advertising

monetization through more effective targeting. Its decentralized

nature can act as a catalyst of its adoption in digital advertising,

giving media companies a platform to more effectively compete

with digital behemoths such as Google and Facebook. 

Advertising is going digital with an increasing number of 

industry players directly investing in it or launching initiatives 

to shelter this revenue source from the threat posed by the 

technology giants.

Cyber Security & Piracy: An Update

Cyber security is a growing challenge for media 

organizations. According to the 2018 Verizon Data

Breach Investigations Report, 68% of security

breaches across industries took months or longer 

to discover.

As they aggregate and distribute digital content through various

channels, modern media companies are becoming increasingly

connected enterprises. Cloud-based streaming piracy, theft of

protected content, theft of customer data; the sources of threats

for media organizations are multiple, and the nature of attacks

varies dramatically. 

Some risks are common to every organization that uses 

information exchange software, cloud-based infrastructures 

and customer data. The specific risks to media organizations are

related to the production and the distribution of content, which is

increasingly subjected to costly attacks and theft. According to

the antipiracy consulting firm Muso, traffic on internet piracy

sites in 2017 represented a total of 300 billion visits, a 1.6% 

increase from 2016. This reflects the global increase in mobile

use: while just 13% of visits to piracy sites are via desktop, 87% 

of visits to illegal platforms are from mobile devices.

In 2018, the industry is taking security much more seriously. This

growing awareness is the result of a series of attacks on major

media players over the past few years: the hacking of three South

Korean broadcasters in 2013 which led to the infection of their

computer networks and compromising of customer data; the

2014 hacking of Sony Pictures Entertainment, reportedly 

compromising employee and customer data; the 2015 temporary

closure of French broadcaster TV5Monde’s network via multiple

ingress points; the 2016 hacking of a number of US radio

stations, resulting in unauthorized media going to air. In 2017,

HBO confirmed that part of its data had been accessed; Netflix

was held to ransom over the new season of Orange is the New

Black; eight episodes of ABC’s unscripted Steve Harvey show 

Chart 6: Digital vs TV Advertising ($bn) 2013–2017
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were illegally released on the internet before their official

release. The list continues and the concern is real.

Security is also critical to media players because the ongoing

shift from ad-supported models to subscription-based 

business models also increases the pressure on delivering

high-quality content only to customers who have paid for it.

Dataxis forecasts that SVOD should represent 70% of digital

revenues in Europe in 2022, reaching $8.5 billion. This should

be driven by the recruitment of 80 million new SVOD

subscribers between 2016 and 2022.

2018 is the year of industry-wide, proactive initiatives aimed at

defending legal platforms for video content and fighting online

piracy. Small entities and large corporations now look willing

to collaborate, sharing information about security breaches,

building effective processes to react to attacks and designing

common investment plans in new infrastructures. 

ACE, the anti-piracy Alliance for Creativity and Entertainment,

launched in 2017 and includes 30 broadcasters and major 

international content producers such as Hulu, CBS, Netflix,

Sony, Canal Plus, Grupo Globo and Warner. In January 2018,

ACE filed a lawsuit against Dragon Box for having urged “their

customers to use as a tool for the mass infringement of 

copyright motion pictures and television shows”. In April 2018,

ACE filed a lawsuit against Setvnow, a subscription-based 

IPTV service operating from Florida. 

2018 is also the year where the authorities are taking action;

the European Police Authority, Europol, in partnership with the

Audiovisual Anti-Piracy Alliance (AAPA) and some of its private

members such as Irdeto, reports having shut down illegal IPTV

streaming businesses in Cyprus, Bulgaria and Greece so far

this year. 

Many industry players are also convinced that one key

stakeholder is the end-customer; fighting cyber security and

piracy involves raising customer awareness about the risk of

drying up creative content sources by encouraging illegal

services which distribute expensive-to-create content for free.

In conclusion, everyone in the industry seems to agree on the

need to protect content in the production process as well as in

distribution. Whatever the size of the media company and its

function in the value chain, improving cyber security is a 

matter of collaboration with industry peers, with each 

contributing by identifying its internal supply chain, 

quantifying the impact of an attack for itself, and then defining

priorities all while ensuring that creativity, employees’ daily

tasks and customer experiences are not affected. 

Voice Control: Winning The Game In
Content Discovery

What if swiping a smartphone screen joined the long list of

gestures that belong to the past – dipping a pen nib in ink, 

rotating one finger on a phone’s rotary dial, or even gently 

moving the mouse on the side of the keyboard? Voice control

looks set to become the future of interactions with connected

devices. Progress on natural language processing coupled with

big data and machine learning have opened the way for the 

virtual assistant to become more effective. Interactions can

now be made via a variety of devices such as mobile devices,

websites, applications and home assistants.

According to recent evidence, the size of the virtual assistant

market is expected to skyrocket in the next years. Since the 

beginning of 2018, multiple initiatives from various players 

including the tech giants have taken place to seize the biggest

share of the “virtual assistant” market.

For example, in June 2018 Mozilla announced project Scout, a

new web browser fully controlled by voice. The battle of the 

operating systems is fierce – Alexa by Amazon, Siri by Apple, 

Chart 8: Worldwide intelligent/digital assistant
market share in 2017 and 2020, by product

Other              

Amazon Alexa

Google Assistant

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

2017                         2020*

Source: Statista

THE MEDIA BUSINESS 



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 8      P A G E  11

Google Assistant by Google. As for the devices, in 2018, the

general public has discovered a range of products called “control

speakers” such as Amazon Echo, Apple HomePod and Google

Home. 

In addition to e-commerce, useful information (traffic, weather),

and customer service, this trend around voice control has a direct

impact on the media industry. As highlighted at the 2018 Pay-TV

Innovation Forum, voice control is a key feature of the user

experience and should be one of the top five priorities for the

European Pay-TV providers over the next five years. 

The volume of content has been dramatically expanding, and the

experience of spending more time browsing to pick and choose

content than actually watching it is widely shared among

customers. Therefore, content distributors are competing on the

efficiency of their content discovery and recommendation

engines. As consumers, in everything we do in the digital world

we are now used to seeing appropriate, smartly targeted offers,

customized newsletters, and relevant suggestions on e-

commerce websites. Companies such as Amazon, Uber and

Airbnb set the standards in terms of anticipation of individual

needs. Segmentation – grouping consumers to offer them an

appropriate experience – was a first step. We are now getting

sensitive to personalized suggestions. The more analytics

collected, the better the personalization. To reach that level of

accuracy and to encompass the amount of data to give truly

individualized personalization, content providers are investing

massively in a mix of big data collection, Artificial Intelligence and

machine learning. According to Cision/PRNewswire, the global

recommendation engine market based on AI is expected to

expand from $801.1 million in 2017 to $4.4 billion by 2022.

The point of entry for the collection of customer analytics is an

easy-to-use tool that enables customers to access exactly the

content they want. Voice control is seen in this context as the

inevitable future. Consequently, a fierce battle is underway to

connect customers’ voice control devices to their TV sets. For

example, in March 2018, Amazon made an API available to allow

set-up box providers to enable Alexa voice control on their

devices; Tivo activated this feature in May and DirecTV in July. 

However, the challenges to overcome are multiple as well. From

a technical perspective, personalization requires the ability to

recognize the individual’s voice in a household. From a consumer

perspective, players betting on voice control have to address

major concerns around the use of data and the respect of privacy,

as shown by recent surveys.

Supply Trends
The State of Media Technology

The preliminary results of our latest Supply Trends Survey show

an industry that remains in flux. As media companies continue to

migrate to direct to consumer models, technology demand is

shifting towards Opex-based solutions that hinge on the flexible

provision of software. Although hardware remains the principal

revenue source in the industry, its overall contribution is declining

as more technology suppliers move to software. What’s more

striking, however, is the outlook with regards to software

payment models: permanent licences are down compared to

subscriptions and consumption-based revenue models, which are

on the rise. These interesting findings are illustrated in our chart

below:

The transition to flexible software models has far-reaching

implications for media technology suppliers, ranging from

revenue growth to marketing strategies. For example, media

technology suppliers are spending less money on tradeshows as

they move to the (online) recurring revenue models mentioned

above. According to our data, the average percentage of

marketing budget allocated to tradeshows has declined by about

six percentage points to 38% while 79% of companies told us that

their budget for these events is stable or declining. With regards

to revenue growth, the transition to recurring revenue models

presents the challenge of coping with the initial financial shortfall

that comes with it. Most suppliers in the industry are going

through this difficult revenue transition and restructuring their

businesses to make it possible. Strategic acquisitions, business

reorganizations and workforce reductions are all signs of this

change.

Will increase              Will decrease

Chart 9: Revenue Outlook by Source
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Chart 10: Industry Challenges
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Although profits should benefit from the transition to software,

the current reality shows that these are being bitten by

technology commoditization and R&D investment – the latter

is still high compared to similar industries. According to our

data, most of this investment remains focused on two

important industry transitions: cloud/virtualization and IP. 

Cloud/virtualization is the focus for software suppliers while IP

remains more relevant to hardware vendors. These transitions

are requiring suppliers to update the skillsets of their

engineers with a blend of broadcast and IT skills. 

The need for change is urgent as media companies

increasingly adopt an OTT-first approach – most suppliers

have told us that their customers are focusing their technology

budgets on internet distribution of content. If change does not

happen, media companies won’t buy media technology from

suppliers and will build their own – IABM members can check

out our Buying Trends Reports for an update on this.

Our ranking of the top factors limiting growth shows how these

trends are challenging the supply-side of the industry.

As mentioned above, most suppliers in the industry are going

through this transition. In our latest survey, we have changed

as well by restructuring some of the sections around our new

BaM™ Content Chain model. This model moves away from an

inward-focused product-centric view of the broadcast and

media business, to one based on the creative, operational,

economic and technical activities supporting the content

supply chain: mapping how a piece of content gets from

camera to consumer. 

The BaM™ Content Chain is represented visually by the five

main links of the Chain, with the consumer at the center, and

the crucial functions around the middle that join everything 

together and enable it to operate.

In our latest survey, we provide an analysis of the most 

important demand drivers in each supply chain block – from

content creation to consumption – in order to give our 

members actionable information on what is shaping demand

in specific supply chain blocks. For example, our analysis

shows that in Manage, more investment is going into 

augmenting current content management systems with new

functionalities to automate routine workflows, make assets

more easily accessible and share content on multiple 

platforms. Interested readers will find more information 

on the other supply chain blocks in our Supply Trends Report

and IBC 2018 Strategic Industry Analysis.

The rate of change in media technology is accelerating as

media companies go direct to consumer. Media technology

suppliers are disrupting themselves as they strive to keep

abreast of the fast-changing media landscape. IABM is also

changing to provide its members the most up-to-date and 

actionable business intelligence.

IABM members can read an article on this report in the IABM

Journal as well.

THE MEDIA BUSINESS 

Chart 10: Industry Challenges
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What are UHD and VR?

UHD
Ultra-high definition (UHD) refers

to a variety of formats, 

including 4K and 8K

(approximately four and eight

times HD respectively), but also

enhancements such as high

frame rate (HFR), high dynamic

range (HDR), and/or wider color

gamuts (WCG).

UHD adoption by broadcasters

has been slower than expected for a variety of reasons. Firstly,

UHD benefits compared to HD can only be fully appreciated on

a large screen and at a shorter viewing distance. Secondly,

UHD adoption is linked with IP deployment – broadcasters

have been generally reluctant to go UHD with SDI. 

Despite the low adoption on the distribution side of the 

business, consumer adoption of the technology has

significantly risen in recent years. In the production sector,

UHD has also become an established format as major OTT

players such as Netflix and Amazon now demand content only

in UHD.

Broadcasters are generally more interested in the viewing 

benefits of enhancements such as HDR. In fact, studies have

demonstrated how this format is more noticeable to viewers. 

VR
Virtual Reality (VR) relies on headsets (often called goggles) to

achieve a full 360-degree view of a virtual world. More

specifically, it relies on sending streams with complex

processing into headsets. 

Interest in VR skyrocketed in 2014 when Facebook acquired

Oculus for $2bn. This acquisition led to a flurry of investment

into the technology.

However, more recently, interest in VR has waned for a variety

of reasons. Slow consumer adoption of VR equipment has led

major companies with a stake in it such as Facebook to

significantly lower prices. The complexities (and costs) of VR

content production and post have also contributed to stifling

adoption in the media industry. For example, in post-

production, 360-degree video needs to be stitched together

before editing. 

With regards to broadcasting, the main application area

remains sports where VR could represent an alternative, or

surrogate, to watching a game in the stadium.   

UHD and VR in Broadcast & Media

State of Adoption – UHD & VR
According to IABM data, UHD adoption has grown slowly in

recent years, from the 14% reported at NAB Show 2018 to the

20% reported at IBC2018. Deployments have risen although

there is still a high percentage of companies unlikely to launch

any UHD offerings. Most UHD offerings have focused on sports

content.

Broadcasters now prefer IP or hybrid SDI-IP deployments for

launching UHD services. With regards to compression

standards, HEVC has become the most preferred for UHD

delivery. IABM data shows that broadcasters prefer launching

4K (or HD) with enhancements rather than launching 4K

offerings only. With regards to enhancements, HDR is by far

the most preferred format.

Chart 11: UHD Adoption Tracker: What is the most likely 
timeline for the launch of UHD oferings in your organization?
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Chart 12: VR Adoption Tracker: How is your organization to 
launch some sort of VR offering in the next 2-3 years?
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Media Technology Special: Immersive Experiences
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VR adoption has not significantly increased in recent years. As

mentioned earlier, low consumer take-up coupled with high

complexity and cost have all contributed to stifling adoption by

broadcasters and other end-users. As we will show in the next

section, the main VR deployments have been in sports. 

One of the reasons behind the low adoption of VR is the lack of

certainty around the business models supporting it. At NAB

Show 2017, most end-users told us that they either did not or

they were not planning to monetize VR. Advertising is now the

preferred business model for this technology although the 

percentage of end-users unsure about how to monetize it 

remains high.

UHD and VR Deployments
As mentioned earlier, most UHD and VR applications have so

far focused on live sports. As a result of this, spending on

these technologies has so far been correlated with the 

occurrence of major live sporting events such as the FIFA

World Cup. 

One of the early adopters of UHD was DirecTV in the US, which

announced a UHD offering in late 2014. In April 2016, DirecTV

expanded its 4K offerings with three channels for qualified

subscribers: a pay per view movie channel, an event channel,

and a channel with original 4K content. 

In early 2016, Canadian television provider Rogers launched

Rogers 4K TV with two dedicated 4K sports channels. Sporting

coverage includes NHL and MLB sporting events. As with the

above offerings, a special set-top box is required in order to

view UHD programming. 

In Asia-Pacific, UHD offerings have been launched in 

developed countries such as South Korea and Japan across

Pay-TV operators (cable, IPTV, and satellite) since 2014. In

South Korea, terrestrial broadcasters such as KBS, MBC and

SBS also transitioned to UHD ahead of the 2018 Winter Games

in Pyeongchang – this has also been made possible by the roll

out of ATSC 3.0 in the country.

In Europe, most offerings have been launched in the UK and

France by Pay-TV operators. In the UK, BT launched its

4K/UHD service on IPTV, which covers live sports including the

UEFA Champions League and the Premier League, in August

2016. Sky started broadcasting sports, films and TV shows in

4K/UHD via satellite from August 2016 as well through its Sky

Q technology. In France, IPTV operators such as Orange France

and Free launched 4K/UHD offerings between 2015 and 2016.

More recent deployments include the BBC’s coverage of a 

series of live events in 2018, including the Royal Wedding, the

FIFA World Cup and Wimbledon. The BBC covered all these

events in UHD (4K and HDR). If we look at the two sporting

events: all the matches played in Russia and England were

available in UHD – mostly through the BBC iPlayer. The BBC

received 1.6m requests for its UHD streams – which were 

delivered using HEVC. With regards to HDR, the BBC used 

THE MEDIA BUSINESS
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Hybrid Log-Gamma (HLG), a standard developed by the BBC 

itself and NHK, to deliver the streams. Although the BBC had

already offered some UHD content on the iPlayer (e.g. Planet

Earth), this was the first time it rolled out such a major live

trial. Comments on the broadcast highlighted the multiple

challenges of 4K live streaming, including a much greater 

demand for bandwidth. To minimize the impact of this 

bandwidth demand on the BBC’s other online services, the

broadcaster decided to put a cap on the number of viewers 

that could access the 4K stream on “first come, first served”

basis. Despite these measures, some viewers complained

about delays of the online stream compared to the terrestrial

broadcast.

For the World Cup, the BBC also offered the possibility to

watch matches in VR via an app – a total of 400,000 people

downloaded the BBC World Cup VR app.

In VR broadcasting, NextVR is one of the main VR technology

specialists along with Jaunt VR. It often provides VR

experiences for broadcasters through its app that can be

downloaded on a variety of VR devices.

In February 2016, Fox Sports and NextVR signed a five-year

deal to develop virtual reality offerings for sporting events

broadcast on Fox Sports. The day after the agreement was

signed the partnership produced and distributed the Daytona

500 NASCAR race. 

In August 2016, NBC provided 85 hours of the Rio Summer

Games’ content in VR – for the first time ever in a Summer

Games’ broadcast. Some broadcasts – such as the opening

and closing ceremonies – were made available on delay in VR

along with a wide range of downloadable content – such as

highlights. Following its 2016 Rio Summer Games’ experience,

NBC also covered the PyeongChang Winter Olympics in VR.

In 2017, the partnership between NBA Digital and NextVR

marked the first time VR technology was monetized in

broadcasting. In fact, the two organizations partnered to

deliver a game a week in VR, which was charged to

consumers through a subscription model (the NBA League

Pass). Some of the features in these VR broadcasts included

volumetric telestration, live infographics and dynamic stats.

The use of data visualization technology is something

broadcasters are interested in to augment the live experience.

More recently, NextVR covered the International Champions

Cup, a summer football tournament, in VR. It partnered with

Relevent Sports, a division of RSE Ventures, to do so. Viewers

were able to watch two live matches in VR – a social

experience was enabled only to Oculus users – while they

were able to watch only the highlights of the other games. In

this deployment, twelve VR cameras were used.

VR production can be extremely complex: cameras need to be

as close to the game as possible as they do not zoom. The

degree of complexity is often dependent on the type of sport

covered. For example, large field sports such as baseball and

football present more challenges.

For more information about UHD and VR deployments, IABM

members can view our Media Tech Trends report on

Immersive Experiences.
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Business Environment 
As we are approaching IBC 2018, which takes place

between the 13th and 18th of September in Amsterdam,

this edition of the Quarterly Digest includes a regional

focus on Europe.  

The European business environment has been sluggish since the

2008 financial crisis. Economic conditions generally deteriorated

during the 2011 sovereign debt crisis which prompted the 

European Central Bank to start its quantitative easing (QE) 

program in 2014. This caused the Euro to depreciate against the

US Dollar and the British Pound during 2015 and 2016. The Euro

gained back ground against the US Dollar and the British Pound

during 2017 and 2018.

In 2017, economic conditions in the European region improved as

growth started picking up. The start of 2018 saw the European

economy experiencing its highest growth in a decade, with GDP

average growth reaching 2.5%. The European Central Bank has

though hinted that its QE program may soon end - an end to this

program would damage the conditions of high-debt countries 

such as Italy and Greece.

Looking at the region’s major economies, economic activity in 

Germany has continued to outpace that in France and Italy with

Spain recovering from four years of recession and slow growth.

However, compared to previous years, most countries have

improved economic growth. 

This growth continues to be menaced by political turmoil in some

countries. For example, the recent elections in Italy brought a 

government that has made reducing immigration and breaking

Eurozone spending limits its top priorities. This has revived tension

within the block.

In June 2016, the UK people decided to exit the European Union in

a controversial referendum. The decision provoked an immediate 

political and economic fallout, with intense volatility in both stock

and foreign exchange markets in the week following the vote.

Stock markets rebounded shortly afterwards with indexes climbing

back to previous levels. At the time of the writing, the deadline was

looming with the Pound starting to feel the heat deriving from the

uncertainty regarding the government’s exit plans. This is of

course very relevant, particularly to UK businesses which are

highly affected by the Pound’s recent volatility. The UK is also set

to become the worst-performing advanced economy in the world

due to the uncertainty caused by Brexit. The most important risk

related to the negotiations is the possibility for Britain to crash out

of the EU without a deal, which would be bad for both the UK and

Europe.

More recently, major protectionist

measures implemented by the 

US have spooked European 

companies in industries hit by 

the tariffs. A meeting between US

president Donald Trump and

European Commission president

Jean-Claude Juncker at the end 

of July showed good signs of

progress in trade relationships

between the two economies.

These protectionist measures,

coupled with slower global 

economic growth and a strong Euro, are set to make the European

economy decelerate in the second part of 2018. 

In Central and Eastern Europe, the outlook has deteriorated in

2018 due to weaker demand from the Eurozone. The outlook for

this area remains though more favorable than Western Europe. On

the political front, in Poland and Hungary, relationships with the

EU have deteriorated. In Poland, the EU has investigated the ruling

party’s increased influence over the judiciary while Hungary has

continued to antagonize Brussels on immigration issues.

The situation in the Russian Federation is still critical as economic

sanctions imposed after the 2014 invasion of Crimea and a steep

decline in the value of the Ruble took a large toll on the local

broadcast industry. Many projects negotiated before the sanctions’

imposition were either put on hold or abandoned as they had

become economically unviable for Russian broadcasters.

Economic conditions in the country, which improved in 2017, were

again challenged in 2018 by new sanctions imposed by the US to

punish Russia for the nerve-agent attack on former double agent

Sergei Skripal and his daughter in the U.K. These sanctions limit

exports from the US to Russia of goods and technology considered

sensitive from a national security standpoint.

REGIONAL FOCUS

EUROPE
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REGIONAL FOCUS – EUROPE
Overview
Europe is an extremely varied and complex broadcast

and media market. Each country presents specific 

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 players such as Netflix and Amazon Prime Video,

media technology investment is focusing on the transition to new

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

had a radical impact on Pay-TV subscription growth, 

broadcasters are still focused on sheltering themselves from the

viewership migration that has already hit the North American

continent. Between 2017 and 2018, some major broadcasters in

the old continent have teamed up to offer joint OTT initiatives.

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. 

The potential growth of Pay-TV and the shift to new media 

offerings are supported by positive demographic dynamics and

high living standards. Internet penetration is generally high

throughout Europe whereas smartphone adoption is forecast to

grow significantly over the coming years: 87% of EU-28 

households in 2017 had internet access, 32 points more than in

2007. Furthermore, 85% of the households used broadband

Internet access. Disparities between countries are also relatively

limited: the minimum recorded percentage of households having

access to the Internet is already high: 70% in Bulgaria. 

Eurostat also reports in 2018 that 63% of individuals in Europe

use a mobile phone to access the Internet – with more 

disparities between countries: 80% in Denmark, 50% in 

Romania. The opportunity for mobile broadcasting is huge: some

major broadcasters aim at expanding their mobile broadcasting

initiatives and potentially tapping into new revenue sources. 

Efficiency-boosting technologies such as cloud and IP-based

digital content distribution are being adopted by European

broadcasters to reduce costs and make the transition to new

media offerings as smooth as possible. This also encourages 

the implementation of ambitious, data-driven projects to 

improve content production, customer experiences, content 

discovery and recommendation, data sharing platforms, and

audience-based personalization.

Aside from the take-up of OTT, media technology investment is

also 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 to gain a competitive 

advantage. UHD technology, which has been available longer

than VR, is being adopted in Europe more significantly than in

other regions. 

It is worth noting that our definition of Europe is purely

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

63% of individuals

in Europe use a

mobile phone to

access the Internet

with 80% in

Denmark, 50% 

in Romania.
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MEDIA TECHNOLOGY DEMAND DRIVERS
We examine specific trends driving broadcast and media
technology spending in Europe. 

The trends we discuss are:

n Transition to Digital & HD Broadcasting  

n Transition to DVB-T2

n Transition to New Viewing Experiences

n OTT and Multi-Platform Delivery 

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

broadcasting has been completed. 

Some Eastern European countries are still in the process of 

transitioning; tender postponement and rescheduling 

announcements have been recorded in the first half of 2018. 

Ukraine had originally planned to begin its transition to digital

broadcasting at the end of 2017 and complete it in 2018; the

National Council announced in March 2018 that it had put the 

completion back to April-May 2019, but it will follow the initial 

3-stage switch-off plan; the first phase will take place “in a specific

area in August 2018, the second one throughout the country (except

from the Ukraine’s First Channel, some local broadcasters and

analogue channels in the territory under the control of Russian

military forces and pro-Russian separatists and some border areas

in January 2019), the third 3-4 months later.” Local DTT

multiplexes will appear after the completion of the transition. 

In May 2018, Greece granted temporary nationwide DTT licences to

Alpha, Ant1, Epsilon TV, Star and Skai.

During 2017 and 2018, few digital terrestrial deployments have

taken place in Europe. Digital terrestrial deployments are still

ongoing in countries such as Bosnia and Herzegovina, Turkey 

and Romania. 

In Bosnia, according to the Bosnian Business portal eKapija, DTT

deployment has been completed in the three big cities – Sarajevo,

Banja Luka and Mostar; but in April 2018, the Minister of Commu-

nications and Transport put the public procurement procedure on

hold and will reissue a tender within the coming months. 

Turkey has yet to start this transition. According to IHS, satellite

penetration of TV households for free and Pay-TV will remain the

dominant medium in Turkey through to 2021. 

Romania continues its implementation of DTT services. Following a

broad consultation, the Romanian regulator ANCOM announced in

May 2018 the allocation of more resources for DTT broadcasting to

create more regional and national channels, and also multiplexes

dedicated to public service broadcasting. With regards to the cable

sector in Germany, the analog signal switch-off should be 

completed by early 2019. 11.4% of German cable TV households

still watched analog TV in 2017, according to the last

Digitalisierungsbericht published by die Medienanstalt. The switch-

off is operated region-by-region and operator-by-operator.

Unitymedia was the first cable operator in Germany to complete

the process in 2017.

Other German cable operators, in association with the German

media regulator and major TV broadcasters, launched the 

“initiative” Digitales Kabel to accompany the transition to digital TV

on German cable networks. The goal is to provide customers with

information and get onboard local players to take part in the 

implementation, including house-builders and hardware 

manufacturers. The Digital Kabel members include broadcast

groups (ARD, Mediengruppe RTL DE, ProsiebenSat.1), network

operators (PŸUR, Telekom DE, Vodafone DE), and also the cable

association ANGA and the research group Goldmedia, which is in

charge of running the shared projects. 

According to ITU data, the Russian Federation is expected to transi-

tion to digital broadcasting by the end of 2019. However, no update

has been released to date regarding the operational schedule.

The transition to HD has been one of the most important 

technology drivers in Europe in the last fifteen 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. As an example,

Statista reported in a survey dated February 2018, that 72% of the

UK households has either an HDTV set or HD as their main TV set. 

Most European broadcasters have upgraded part of their 

operations to HD. They will continue investing in HD infrastructures 

over the coming years to go with the development of high quality

content production and innovative HD customer experiences.

With the transition to digital and HD broadcasting approaching

maturity, broadcasters are turning their investments towards the

launch of new HD channels. 

In December 2017, PŸUR launched Eurosport HD in Germany; beIN

switched on the channel “beIN Sports 1 4k” the day before the start

of the 2018 FIFA World Cup. TPV in Poland broadcasted all the FIFA

World Cup games in 4K quality through “TPV 4k”, a channel that

was switched on just on the first day of the championship. 

Broadcasters also work closely with operators to make their 

existing HD channels available through more distribution routes. 

In February 2018, Mediaset made its HD channels (Italia 1, Rete 4,

Canale5) available on Hotbird, the satellite network operated by

Eutelsat. In April, Mediaset signed an agreement with Sky to offer

Mediaset Premium’s cinema and TV series in HD. In April 2018,

TF1 signed up with the French telco Free for distribution of TF1

UHD 4K channels. Since April 2018, ProSiebenSat.1 HD channels –

ProSieben HD, kabel eins HD, Sat.1 Gold HD, Sat.1 HD, six HD and

Prosieben Maxx HD - are available for Zattoo’s customers.
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EUROPE 

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. HD 

services consume more bandwidth than traditional

services due to higher image and sound definition. The

transition to DVB-T2 allows an increase in the capacity

of DTT platforms. 

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. 

At the end of 2017, Dataxis published a survey according to

which, by 2022, 72% of European households will receive DTT

using the DVB-T2 standard. In 2017, 12 countries were still

using two standards in parallel. According to Dataxis, by 2022,

8 countries could still be in this situation.

The decision to roll out DVB-T2 depends on broadcasters’

plans in some countries. For example in Belgium, the 

Flemish-speaking public broadcaster VRT has decided to 

terminate the DVB-T broadcast of its three main channels in

December 2018 – Canvas, Een and Ketnet. However, VRT has

not opted for the DVB-T2 standard that is available. VRT will

instead distribute these channels through its internet-based

service VRT Nu. This has raised discontent among 

users who consider that the internet-based offering will not

meet the same need as terrestrial television. 

The latest 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. 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

should be completed in 2019. 

With regards to the countries that have adopted the 

next-generation standard, in May 2018 the Czech Republic

announced the completion of the deployment of a 26 

DVB-T2-transmitter network that covers the entire country.

The deployment started in 2018 with the transmissions of the

public broadcaster Ceska Televize, and covered 99.6% of the

population from April, as reported by DigitalTVEurope.com. 

The French broadcasting sector regulator CSA unveiled a work

plan in February 2018. The Summer Games taking place in

Paris in 2024 “could constitute the right objective at which the

modernized DTT platform would be available to users.” For

2018, the French regulator plans to initiate first studies on the

technical requirements of the standards that will need to be

used by national and local multiplexes. 

Other Eastern European countries such as Poland and Slovakia

are working towards the transition to DVB-T2. 

Transition to New Viewing 
Experiences 
The deployment UHD television in Europe is ongoing.

More dedicated channels have been launched between

2017 and 2018. 

Despite the take-up in consumer spending on UHD TV 

sets – Europe is expected by iDATE to have over 100m by 

2020 – adoption by broadcasters has not met initial 

expectations. However, based on UHD Forum’s data updated 

in April 2018, we can see that half of the services launched 

are European initiatives. This shows that, although UHD 

take-up is still slower than expected, Western European 

countries show an advance on other regions when it comes 

to actual UHD deployments.

However, considering the number of services compared to all

the national markets and the number of existing channels,

UHD so far remains a niche market for Pay-TV operators. 

Until 2017, broadcasters had not launched large and sustain-

able services, due to low expected return on investment. 

However,  they had experimented with 4K/UHD at some special

live events. But in 2018, we can see an acceleration of UHD

initiatives, both for sport and music concerts and also beyond. 

Transition to DVB-T2  
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The 2018 FIFA World Cup in Russia provided the opportunity for

some broadcasters to make the leap and benefit from the fact

that, for the first time, all the 64 matches were filmed in

4K/UHD. In France, beIN Sports launched a 4K UHD channel

thanks to a partnership with Canal and Orange; likewise for the

Dutch satellite service M7 Group and Sky Deutschland. 

In April 2018, the BBC delivered its first UHD format live 

content via its BBC iPlayer over the internet with the 

broadcasting of a rugby match. Virgin Media announced in a

press release on July 11th 2018 that is adding “BT Sport 4K

UHD channel to its top TV bundles” from the end of the month.

In Germany, Mediengruppe RTL Deutschland launched a UHD

channel in April 2018 that broadcasts Formula 1 races and a

selection of football games. 

ProSiebenSat.1 broadcast its first program in UHD in July

2018; unlike many players that start with sports events,

ProsiebenSat.1  inaugurated its service with an edition of

Galileo Spezial, a regular non-fiction program addressing 

cultural and social topics.

The international home shopping channel networks QVC

launched a UHD quality version of its channels in 2018 on 

cable in Germany (and in Japan). 

In the Netherlands, Insight TV announced the signing of an

agreement with the Dutch telco KNP to make its programs

available in UHD via IPTV services.

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

broadcasters have yet to launch consistent offerings featuring

the emerging technology. For the moment, a program that is

broadcast in VR consists of offering the viewer different 

perspectives of the same event on its main channels.

In 2018, some broadcasters are still in an experimental phase

to explore implementation requirements and the customer

demand for this new way of watching TV.

In Germany, Deutsche Telekom continues development of The

Magenta Musik 360, a platform that had been launched in 2017

and that enables VR viewing of live concerts; more live music

events are now available in VR including major Summer 

festivals like Openair Frauenfled 2018 and Parookaville 2018. 

In the UK, Sky is expanding its VR platform Sky VR Studio in

2018 with the ambition of building an “immersive content

library”, through a partnership with the VR content producer

Jaunt, signed in January 2018. 

In Spain, Vodafone Espana showed to a limited audience in

March 2018 its ability to stream VR by broadcasting one 

program of its YouTube networks, called YU, through its 

4G network. 

As seen above, signs of commitment are real. However some

players prefer to exit or put on hold the investments. As

reported by John Maxwell Hobbs in his article ‘Virtual reality

and augmented reality in broadcasting’ on the IBC365 site,

“Nokia dropped its Ozo VR camera and exited the VR market 

at the end of 2017. And after two years of experimentation, 

Norwegian broadcaster NRK put an end to all development 

of VR and 360 video.”

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. 

OTT and Multi-Platform Delivery 

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 the US, the skyrocketing growth of new media offerings 

has been particularly disruptive and put a lot of pressure on

traditional broadcasters to rapidly deliver alternatives. In

Europe the incentives to react have been lower because the

adoption of OTT services has had less impact on subscription

growth with traditional Pay-TV operators. This is due to the

coexistence on the market of cheap cable and Pay-TV

subscriptions and well-established broadcasting operators.

However, the trend is real and the shift to new media offerings

has to be achieved by European broadcasters. The challenge is

to build content catalog and customer experiences at the level

of at least the standard set by Netflix or Amazon.
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Data from Digital TV Research show that Pay-TV subscribers are

set to increase in Western Europe by nearly 3 million, reaching a

total of 106 million over the period 2017-2023. At the same time,

there will be a decrease of 1 million subscribers in Eastern

Europe. However the situation should be drastically different in

each country. Growth will come from countries with current low

Pay-TV penetration. 

The fact to notice is that, despite subscriptions increasing, Pay-

TV revenues will fall by $2.11 billion between 2017 and 2023,

according the Digital TV Research report published in July 2018.

In a shrinking market, the challenge for each Pay-TV service is

to gain the highest share of revenues. According to Digital TV

Research, over the period 2017 – 2023, Satellite TV will remain

the highest-earning Pay-TV platform.

It appears that the room for growth is with IPTV; revenues are

expected to rise by 16% to $6.43 billion, up by $883 million. 

The MAVISE database (European Audiovisual Database) lists

1189 online SVOD services across European countries, operated

by 544 different legal entities. 

Among those services, 342 offer free access to content, 710 paid

content, including 378 subscription-based and 359 transaction-

based.

The three countries hosting the majority of online SVOD services

are France, the UK and Germany.

Netflix and Amazon are by far the most important online SVOD

operators.

Therefore, Netflix and Amazon dominate the European new

media landscape. However, in recent years, traditional broad-

casters have rolled out new media services to protect

themselves from potential viewership migration. It is interesting

to notice that 67 out of the listed SVOD services are considered

as “public organizations” (ARTE, BBC, DW Media Center,

France.tv, RTE…).

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). 

Traditional Pay-TV operators prefer launching new services that

present on-demand options, on top of the classic subscription.

For example, in May 2018, Sky launched the multimedia plat-

form SkyQ in Germany and Austria. Current customers received

it through a software update. The pricing structure is simplified,

consisting of the basic package to which customers can add, for

example, a preselected group of channels: Sky Sport, Sky Foot-

ball Bundesliga or Sky Cinema. They also have the opportunity

to subscribe temporarily to the Sky Ticket OTT service. 

For broadcasters, launching OTT offerings is a more attractive

proposition. They 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,

despite territory restrictions. For example, 7TV, the ProSieben-

Sat.1 / Discovery OTT joint venture, continues to expand its

offering in Germany, having signed, in March 2018, an agree-

ment with Sport1, N24 channels (WELT and Doku). This gives

each participant a means to offer a broader range of content in a

one-stop access point for customers.

Private / public partnerships around OTT platforms are also

models that are being trialed by industry players to fit

customers’ habits. In the first half of 2018, Spanish public

broadcaster RTVE teamed up with the private groups Astresme-

dia and Mediaset to build a joint OTT TV platform that will be

positioned as a direct competitor to Netflix, Movistar+, HBO and

Sky. In France, the public audiovisual group France Télévisions

and the commercial groups TF1 and M6 have joined forces to

launch the OTT platform SALTO, offering a range of subscription

packages. The participation of public institutions in such initia-

tives raises questions about selling content that is already

supposed to have been financed by taxes.

The OTT-centered strategy can only be successful in the long

run if investments are also made in content to counter the trend

favoring globalized content produced by US-based corporations.

The most significant initiative in 2018 comes from European

public broadcasters – France Télévisions, RAI and ZDF – who

are working on a production agreement, called The Alliance. The

goal is to ease the co-financing of “bigger TV series for viewers

in Europe and all around the world,” as mentioned in a press

statement released in May 2018.

Chart 15: Pay-TV Subs in Europe
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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.
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The information contained in this Regional Update is derived from our newly

published Regional reports, which are available on the IABM website. The

latest Regional report focuses on Europe and will be published soon. 

The full report on Europe contains an overview of the business environment,

an overview of the broadcast and media technology industry and an analysis

of technology demand drivers. 

This should provide member companies more tools to better address 

opportunities and challenges in new markets. In an ever-changing industry

such as media technology, it is increasingly important for suppliers to keep

track of regional trends and broadcast and media technology developments

within these regions. 

The table of contents for the full report is provided:

IABM BUSINESS INTELLIGENCE QUARTERLY DIGEST –
SEPTEMBER 2018
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