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Redefining TV

There’s no doubt about it: video continues to be the domi-
nant advertising genre in the future – with linear television  
remaining the only medium to reach mass audiences, day 
by day. Or, as Rich Lehrfeld, Head of Global Brand Marketing 
at American Express, recently told Advertising Age: 
“When we run a heavy TV schedule, we see a lift in sales 
and product awareness. We need to run two weeks of  
digital to get the reach of one day of broadcast.” Sounds 
like healthy prospects for our industry. However this 
doesn’t mean broadcasters can rest on their laurels. The 
media landscape is changing at a staggering pace, driven 
by the four ‘Cs’ of convergence, competition, complexity 
and consolidation.

The reality of convergence
Above all, it’s the development of devices that has led 
to far-reaching changes in viewing behaviours. Smart-
phone and tablet sales are rising – each one of them a 
video screen in its own. And on these devices, the high-
ly anticipated media convergence is already a reality.  
Already 17% of worldwide Internet traffic is gene rated 
by mobile devices. And the younger the target group, 

Digital convergence is affecting all parts of the media 
business. At the same time, the undisputed strength of 
television is not going to fade. So why not abandon black  
and white categories and combine the best of both worlds 
and redefine TV to Total Video?

the stronger the shift to mobile devices and therefore to 
non-linear viewing.
Fragmentation of audiences and devices results in  
increasing competition for attention. In recent years, 
technology has massively reduced the costs and time 
needed to create and circulate content. This means 
that production output increased significantly and now 
ranges from digital-first short-form video to high-end 
drama production. While it’s definitely easier than ever 
to make content, it’s also harder than ever to produce 
a hit, meaning blockbuster formats that reach mass  
audiences. But with fewer hits on the market, successful 
new launches and exclusive content also become more 
valuable.
At the same time, advertising sales in the digital market-
place has become much more complex. The number of 
highly specialised intermediaries between advertising clients 
and content providers has reached huge proportions. The 
premium segment of linear and non-linear content  will  
remain people business, but advertising sales will contin-
ue to become more automated and advertising technolo-
gy will become further consolidated. Media agencies and 
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Anke Schäferkordt & Guillaume de Posch
Co-CEOs of RTL Group

sales houses alike are investing hugely in platforms, inter-
faces and tools that advertising clients can use to plan and 
place their bookings directly.

TV = Total Video
“It’s no longer a debate between TV and digital,” says a  
senior executive at PepsiCo, one of the major advertisers. 
“It’s how do we bring those two things together?” That’s 
why for RTL Group, TV does not stand for television alone 
any more, but for Total Video. When most people talk about 
TV today, they are referring to the TV sets in their living 
rooms. But they confuse the device with the business model 
and the wider industry behind.  

FOR RTL GROUP,

TV DOES NOT STAND 

FOR TELEVISION ALONE 

ANY MORE, 

BUT FOR TOTAL VIDEO



Thanks to investments into BroadbandTV, StyleHaul and  
Divimove, RTL Group is now the leading player in the You-
Tube environment, with video views thriving. In 2015 alone, 
RTL Group registered 105 billion online video views – up 
188% on 2014. However, there is still a gap between the 
monetisation of linear, measured TV viewing and non-linear  
online video views as long as there is not a standard  
currency in the market. 
As a consequence, we will further expand our data and 
technology-based competencies. In 2014, RTL Group  
acquired one of the most innovative video monetisation 
platforms, SpotX, followed by investments into program-
matic-TV company Clypd and data analyst VideoAmp 
a year later. Then, in spring 2016, Mediengruppe RTL 
Deutschland acquired a majority stake in Smartclip, which 
bundles the online video advertising inventory of 700 

publishers worldwide, and manages the integration and 
serving of video advertising to all devices. 

Tasks to solve…
Although there is more data available about viewing 
beha viour, audience measurement does not yet match 
the pace of changing viewing patterns. As a result, the 
total net reach of a video advertising campaign is still 
hard to quantify across all screens. In other words: 
TV audience shares do not reflect the full reality an-
ymore. This is why we promote and support cross-
screen measurement initiatives. At the end of 2015, 
the German Arbeitsgemeinschaft Fernsehforschung 
presented the first results of its measure ment of net 
reach for streaming offers, and is currently combin-
ing TV and online measurements into one. We are 
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eager to see the first results, in other countries as well,  
giving linear and non-linear a comparable value for the 
first time.
Regulation is another crucial topic. Our Total Video  
industry is highly attractive, with many US giants placing 
big bets on expansion into video. Many of these players 
are using their state-of-the-art technology and massive 
consumer data to develop sophisticated advertising  
offers – at the moment for online services, but prob-
ably also for linear TV in the near future. To succeed in 
an ever more competitive world, there’s the need for a  
level playing field. The proposed revisions by the European 
Commission to the AVMS Directive are a step in the right 
direction, helping to adapt the legal framework to recent 
changes. A few more steps are desirable, as this might 
be the last opportunity for a long time to create the right 

framework to nurture, develop and grow the media 
groups ‘made in Europe’.

…for an even brighter future
With a healthy business in the back, the prospects for 
players in the production, aggregation and monetisation 
of professional produced video content remain favoura-
ble. People watch more video than ever – wherever they 
are, whenever they want, and on all kinds of devices. With 
the combination of the best traditional TV and digital,  
compelling ad-tech, a convergent measurement and a  
future-proof regulatory framework, there are great times 
ahead for Total Video.  

Anke Schäferkordt & Guillaume de Posch
Co-CEOs of RTL Group



2016: 
The Rebirth 
of TV into Total Video

We will focus on the latest trends in terms of content,  
audience and advertising. The topics covered range from 
linear and non-linear television challenges, audience  
developments and measurements, viewing habits and  
new advertising opportunities highlighted through specific 
and pragmatic case studies.
Our media and advertising environment is changing and 
growing in complexity, the boundaries between different 
media are blurring and content is available everywhere on 
every screen. The technology is becoming more and more 
important in our everyday life and consequently has a seri-
ous impact on consumer behaviour.
Among all of these challenges, we wanted to focus on par-
ticular trends and market dynamics that will develop in the 
future – some of them having already kick-started –  and to 
which the industry will have to adapt:
•  Convergence of TV and digital becoming more of a Total 

Video world 
•  Programmatic: automatic buying and trading, not only on 

digital media but also on TV
•  Addressable or targeted advertising not only on 

non-linear TV but also on linear TV via OTT services, 

You are about to discover the new 2016 edition of the 
TV Key Facts, with its extensive database covering 39 countries around 
the world. You will also find a collection of more than 30 articles and 
interviews by recognized and renowned experts from the broadcast 
media and digital industry.

smart TV, and set-top-boxes
•  Data-driven ad sales
•  Fully integrated communication concepts including spot, 

branded content and out of the box concepts 
•  Global or central decision processes for big-scale adver-

tising,  especially in digital 

The 2016 edition of the TV Key Facts is again proudly con-
firming the thriving state of television. Unlike other media, 
television has continuously adapted to the current con-
sumer climate. TV has been said to be dead many times 
with the rise of digital media, but is still going strong, and 
will prosper for a long time.
Just look at the viewing time trends that are holding up in 
most countries. How many media outlets can argue with 
the fact that the average television viewing time still adds 
up to nearly 4 hours a day, not including the non-linear 
viewing on other devices. Even younger target groups and 
Millennials continue to watch TV, even if new multi-screen 
options are trending.
Television is not about only linear viewing anymore. Even 
if live linear viewing is still the leading viewing habit in 
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Stéphane Coruble
Managing Director of IP Network

most countries and target groups, non-linear has proven 
to be a powerful add-on. Many shows across Europe and 
the US are generating additional viewing time and reach 
thanks to non-linear or catch-up TV services. However, 
we still miss lots of audience data in the cross-screen 
field. Audience measurement institutes are catching up 
very quickly to finally measure the full scope of audience 
activity on all devices, as the media industry is pushing the 
audience measurement systems for all screens. This will 
no doubt increase the global viewing time and reach gen-
erated by television once again.
TV is not merely about the big screen either. We are sur-
rounded by video media on every device. Some have at-
tempted for many years to oppose the world of TV and 
digital video. Nevertheless, as the audience potential for 
TV and video is undeniable, RTL Group has decided to inte-
grate these two worlds at the very core of its strategy, and 
refine TV as Total Video.
Thanks to this initiative, IP Network is introducing for the 
very first time the concept of Total Video Keys Facts. The 
compiled information, the database provided and the case 
studies published are no longer solely about television, but 
the merging of two worlds: TV and digital.
Another feature of the TV Key Facts 2016 report is its form 
and accessibility.
In a world of constant connectivity and convergence, we 
thought it would be fitting to introduce a mobile version 
of the TV Key Facts and its database, so you can access 
it from anywhere, anytime, on any device. From now on,  
a fully responsive mobile website will be accessible by  
logging in with your personal code. 
Enjoy your TV Key Facts 2016!  

Stéphane Coruble
Managing Director of IP Network

 IP Network’s mission according to the advertising 
trends:
•  Expansion: international development and chan-

nel and digital platform portfolio development.
•  Multiscreen and digital development: propos-

ing more global solutions combining the power of 
traditional TV with creative approaches and digi-
tal services.

•  Synergies: develop synergies across the global 
portfolio of IP Network, with RTL group and exter-
nal partners to provide our clients with the best 
multiscreen offer in Europe.

ABOUT IP NETWORK’S 

STRATEGY 
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273 MILLION
VIEWERS
WATCH TV DURING PRIME TIME IN EUROPE

MOST WATCHED MOVIES IN 2015

MOST POPULAR ENTERTAINMENT 
SHOWS IN 2015

SKYFALL

10x

10x

HOME ALONE II

IN THE TOP 10 MOVIES OF 24 STUDIED MARKETS
7x

7x

PRETTY WOMAN

4x

6x

AVERAGE 
VIEWING TIME 

IN EUROPE IN 2015

Source: Eurodata TV, local institutes, IHS

MORE 
FIGURES 
IN THE 
ONLINE 
DATABASE

www.ip-network.com/tvkeyfacts
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AROUND THE WORLD

137 MILLION 
VIEWERS

70TH ANNIVERSARY OF THE VICTORY 
OVER JAPAN CEREMONY 

IN CHINA ON CCTV1

115 MILLION 
VIEWERS

SUPER BOWL ON NBC IN THE USA, 
+2M VS 2014

17.5 MILLION 
VIEWERS

THE 66TH KOHUTA UTA GASSEN 
MUSIC SHOW IN JAPAN ON NHK1

BIGGEST SINGLE AUDIENCES

Source: Eurodata TV, local institutes, IHS



TOP 3 EUROPEAN 
AUDIENCES 2015 

(ALL INDIVIDUALS)

THE GREAT BRITISH BAKE OFF 
BBC 1 (United Kingdom)

RATING 25.9% 15.7M
SHARE 55.8%

TATORT: SCHWANENSEE 
ARD (Germany) 

RATING 18.9% 13.7M
SHARE 35.5%

RUGBY W. CUP  
NEW ZEALAND-FRANCE 

TF 1 (France)

RATING 20.9% 12.2M
SHARE 47.3%

Source: Eurodata TV, local institutes, IHS

Facts
& Figures 

MORE 
FIGURES 
IN THE 
ONLINE 
DATABASE

www.ip-network.com/tvkeyfacts

3/4 
OF EUROPEAN 
TV HOUSEHOLDS 
OWN A HDTV

88% 
OF EUROPEAN 
TV HOUSEHOLDS 
RECEIVED A 
DIGITAL TV SIGNAL 
(EVEN 92% IN THE EU)

33%
MOST OF THE DIGITAL
TV HOUSEHOLDS 
IN EUROPE RECEIVE
THEIR SIGNAL 
BY SATELLITE
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HIGHEST TV SHARE 
IN THE MEDIA MIX

BIGGEST TV AD SPENDERS 
IN 32 MARKETS

MOST ADVERTISED 
SECTORS ON TV 

IN 32 MARKETS

BIGGEST PANELS
(IN HOUSEHOLDS)

USA 24 280

INDIA 22 000

CHINA 8 000 

TOP 3 EUROPEAN 
TV MEASUREMENT 
PANELS
(IN HOUSEHOLDS)

ITALY 5 666

GERMANY 5 640

UK 5 100

TV AUDIENCE 
MEASUREMENT 
PANELS
INCREASED 
IN 6 EUROPEAN 
MARKETS

88.1%

CROATIA

87.9%

BULGARIA

78.3%

HUNGARY

FOOD RETAIL PHARMACEUTICALS

Source: Eurodata TV, local institutes, IHS

MORE 
THAN 

156 MILLION

23.0 
SECONDS

TV SPOTS WERE
BROADCAST  
IN EUROPE IN 2015 
VS 99 IN 2010

AVERAGE 
SPOT LENGTH  
IN EUROPE IN 2015



Viewing Time

2014 2015201320122011201020092008

4h34 United States

3h36 United Kingdom

2h52 Switzerland (I)

2h24 Switzerland (F)

2h04 Switzerland (G)

2h34 Sweden

3h54 Spain

3h10 Netherlands

4h14 Italy

4h46 Hungary

3h43 Germany
3h44 France

4h26 Croatia

3h57 Belgium South

3h17 Belgium North

2h41 Austria

PRIME TIME BIGGEST INCREASES 2015 VS 2014, ALL IND.

LUXEMBOURG +19 min

GREECE +12 min

SERBIA +11 min

SOUTH BELGIUM +4 min

FRANCE +3 min

EARLIEST IN

AUSTRIA, 
CZECH REPUBLIC, 

HUNGARY & RUSSIA

20:45 

PRIME TIME IN EUROPE 

~273 million viewers 

LATEST IN

GREECE 
22:15

SPAIN 
22:30

DEVELOPMENT OVERVIEW FOR THE MAIN MARKETS

VIEWING TIME IN MINUTES & DAILY REACH IN PERCENTAGE, ALL INDIVIDUALS

5h27
76.0%

ROMANIA

5h15
68.8%

SERBIA

4h46
76.7%

HUNGARY

4h14
78.4%

ITALY

3h57
71.8%

BELGIUM
SOUTH

3h54
74.8%

SPAIN

3h44
77.2%

FRANCE

3h43
69.1%

GERMANY

3h36
76.1%

UNITED 
KINGDOM

3h17
74.1%

BELGIUM
NORTH

3h10
74.5%

NETHERLANDS
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1Due to a change of measurement institute figures are not comparable with previous years; 2Including guests; 3Data for 2012/2013; 4Data for 2013/2014; 
5Data for 2014/2015; 6Weighted average without Malta, including Croatia since July 2013      
Source: EURODATA TV, local institutes - reproduction forbidden, all rights reserved by MEDIAMETRIE     
 

Country Target 
Group

Individuals

2013

Mon–Sun

2014

Mon–Sun

2015

Mon–Sun

Maximum 
Peak

Mon–Fri

Viewers 
During Peak 

Mon-Fri

   Austria 3+ 158 162 -0,6% 161 20:45 2 737 483

   Belarus 4+ 2251 227 +0,0% 227 20:45-21:00 2 600 813

   Belgium North 4+2 197 201 -2,0% 197 21:15 2 819 256

   Belgium South 4+2 230 233 +1,7% 237 21:15 2 072 546

   Bulgaria 4+ 225 223 +3,6% 231 21:00 2 559 341

   Croatia 4+ 255 259 +2,7% 266 21:00-21:15 1 758 700

   Cyprus 4+ 202 210 -2,4% 205 21:30-21:45 312 245

   Czech Republic 4+ 208 207 -0,5% 206 20:45 4 055 958

   Denmark 3+ 180 173 -0,6% 172 21:15 1 954 600

   Estonia 4+ 216 221 +3,2% 228 21:00 538 356

   Finland 4+ 174 176 -2,8% 171 21:00 1 995 070

   France 4+ 226 221 +1,4% 224 21:15 25 862 556

   Germany 3+ 221 221 +0,9% 223 21:00 30 824 508

   Greece 4+ 251 257 +4,7% 269 22:15-22:30 4 146 442

   Hungary 4+ 286 288 -0,7% 286 20:45 4 388 500

   Ireland 4+ 1861 1841 +0,5% 185 21:15 1 582 502

   Italy 4+2 261 262 -3,1% 254 21:30 26 676 195

   Latvia 4+ 199 210 +0,5% 211 20:45-21:00 813 288

   Lithuania 4+ 220 204 +4,9% 214 21:00 1 033 200

   Luxembourg 12+ 1473 1414 +13,5% 1605 21:00 221 692

   Macedonia 4+ 267 272 +2,9% 280 21:30-21:45 781 460

   Netherlands 6+ 195 200 -5,0% 190 21:00 6 950 464

   Norway 2+ 157 163 -1,2% 161 21:45 1 648 590

   Poland 4+ 247 260 +1,5% 264 21:00 15 508 155

   Portugal 4+ 298 296 -4,4% 283 21:45 4 774 360

   Romania 4+ 340 340 -3,8% 327 21:15-21:30 8 684 154

   Russia 4+ 239 244 +0,8% 246 20:45 23 518 305

   Serbia 4+ 306 304 +3,6% 315 21:15 3 015 445

   Slovakia 4+ 227 228 +0,0% 228 20:45-21:00 2 164 520

   Slovenia 4+ 195 199 +3,5% 206 n.a. n.a.

   Spain 4+ 244 239 -2,1% 234 22:30 18 430 866

   Sweden 3+ 159 153 +0,7% 154 21:00 3 466 351

   Switzerland (G) 3+ 1291 128 -3,1% 124 21:15 1 566 813

   Switzerland (F) 3+ 1411 143 +0,7% 144 21:15 608 622

   Switzerland (I) 3+ 1661 177 -2,8% 172 21:30 137 634

   Turkey 5+ 240 247 -1,2% 244 21:30 22 340 509

   Ukraine 4+ 213 2621 -5,0% 249 21:00 14 617 383

   United Kingdom 4+ 232 221 -2,3% 216 21:00 26 162 277

   EUROPE 234 237 -0,8% 235
   EU6 236 234 -0,9% 232
   China 4+ 159 157 1,3% 155 n.a. n.a.

   India 4+ n.a. n.a. n.a. 136 n.a. n.a.

   Japan 10+ 189 1901 n.a. n.a. n.a. n.a.

   United States 2+ 293 282 -2,8% 274 21:30 108 979 152

VIEWING TIME PER INDIVIDUAL IN MINUTES

MORE 
FIGURES 
IN THE 
ONLINE 
DATABASE

www.ip-network.com/tvkeyfacts
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Viewing Time
EVOLUTION OF VIEWING TIME IN EUROPE 1993–2015, ADULTS

TIME-SHIFTED VIEWING (TSV)

4h34

USA  
29 min TSV - 10.6%

3h05

IRELAND  
17 min TSV - 9.0%

3h17

BELGIUM NORTH  
16 min TSV - 8.0%

2h56

FINLAND  
14 min TSV - 8.0%

2h41

NORWAY  
10 min TSV - 6.2%

2h34

SWEDEN  
8 min TSV - 5.2%

3h57

BELGIUM SOUTH  
15 min TSV - 6.1%

3h44

FRANCE  
4 min TSV - 1.7%

3h10

NETHERLANDS  
12 min TSV - 6.1%

4h14

ITALY  
3 min TSV - 1.1%

3h43

GERMANY  
1 min TSV - 0.3%

2h24

SWITZERLAND (F) 
17 min TSV - 11.6%

3h36

UNITED KINGDOM 
29 min TSV - 13.2%
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ASIA1

UNIVERSE: 2.4 BILLON, 12 COUNTRIES

 GROWING Malaysia, Vietnam
 STABLE  Japan (Kansai), Philippines, Taiwan
 DECLINING   China, Indonesia, Japan (Kanto), Japan (Nagoya),  

Pakistan, South Korea, Thailand, Mongolia

NORTH AMERICA
UNIVERSE: 331 MILLION, 2 COUNTRIES

 DECLINING  Canada (Quebec), Canada (English), USA

SOUTH AMERICA2

UNIVERSE: 159 MILLION, 14 COUNTRIES

 GROWING  Argentina, Brazil, Costa Rica,  
Dominican Republic, Ecuador, Panama,  
Paraguay, Puerto Rico, Uruguay

 DECLINING  Chile, Colombia, Guatemala, Peru, Venezuela

AFRICA3

UNIVERSE: 85 MILLION, 6 COUNTRIES

 GROWING  Ivory Coast (Abidjan), Senegal (Dakar),  
Madagascar

 DECLINING  Cameroon, Morocco, South Africa

OCEANIA
UNIVERSE: 11.9 MILLION, 2 COUNTRIES

 DECLINING   Australia (Regional), New Zealand

MIDDLE EAST4

UNIVERSE: 161 MILLION, 16 COUNTRIES

 GROWING  Azerbaijan, Jordan, Lebanon
 DECLINING   Armenia, Bahrain, Egypt, Iraq, Israel,  

Kazakhstan, Kuwait, Oman, Qatar, Saudi Arabia,  
Syria, Turkey, United Arab Emirates

WORLDWIDE
UNIVERSE: 3.8 BILLON, 89 COUNTRIES

1 Including Hong Kong and India, but no comparison with previous year available; 2Mexico is not included; 3Only South Africa and Morocco are measured on 
a people-meter basis; 4Only Armenia, Azerbaijan, Israel, Lebanon, Turkey and the United Arab Emirates are measured on a people-meter basis
Source: EURODATA TV - One Television Year in the World 2016 issue - reproduction forbidden, all rights reserved by MEDIAMETRIE  
       

2015 2h32 
– 8 min VS 2014

2015 4h29
– 8 min VS 2014

2015  3h38
+5 min VS 2014

2015 3h12
+5 min VS 2014

2015 3h09
– 8 min VS 2014

2015 3h54
– 16 min VS 2014

2015 3h03
– 10 min VS 2014
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Best Single 
Programmes 2015

MOST WATCHED TV GENRES (INCLUDING SPORTS)

MOST WATCHED TV GENRES (EXCLUDING SPORTS)

EVEN WITHOUT MAJOR 
INTERNATIONAL SPORTS EVENTS

SPORTS WAS THE MOST 
WATCHED GENRE IN 2015

SPORTS 42.1%
ENTERTAINMENT 22.3%
FICTION 20.8%
FACTUAL 14.8%

FICTION
36.0%

FACTUAL
25.5%

ENTERTAINMENT
38.5%

SERIES
72.0%

MOVIES
28.0%

FICTION SERIES

SITCOM 8.3%
DAILY SOAP 8.3%

CRIME 19.4%

COMEDY 18.1%

DRAMA 30.6%

OTHER 15.3%
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Country Name Channel Genre Rating 
in %

Share 
in %

all individuals

   Austria EUROVISION SONG CONTEST 2015 FINALE (EUROSONG/FINAL) ORF 1 Variety Show 21.5% 60.3%

   Belarus NOVOGODNIY GOLUBOY OGNEK (NEW YEAR'S PROGRAMME) RTR-Belarus Variety Show 20.2% 43.8%

   Belgium North K3 ZOEKT K3 VTM Reality Show 30.5% 62.2%

   Belgium South RTL INFO 19H (NEWS 19:00) RTL TVI News 20.4% 47.8%

   Bulgaria BULGARIA TYRSI TALANT (GOT TALENT) BTV Reality Show 21.1% 51.3%

   Croatia PREDSJEDNICKI IZBORI 2015. - SUCELJAVANJE (PRESIDENTAL ELECTIONS DEBATE) Nova TV Debates 23.3% 47.2%

   Cyprus THE VOICE OF GREECE (THE VOICE) Antenna Reality Show 25.8% 59.1%

   Czech Republic KORUNNÍ PRINC ČT 1 TV Movie 25.4% 54.5%

   Denmark X FACTOR AFGØRELSEN (THE X FACTOR/RESULTS) DR 1 Reality Show 33.1% 71.4%

   Estonia AKTUAALNE KAAMERA (ACTUAL CAMERA) ETV News 27.8% 53.3%

   Finland ITSENÄISYYSPÄIVÄ: LINNAN JUHLAT (INDEPENDENCE DAY CELEBRATION) YLE TV 1 Variety Show 49.5% 86.9%

   France SUR LA ROUTE DES ENFOIRÉS TF 1 Variety Show 19.2% 48.3%

   Germany TAGESSCHAU (DAILY NEWS) ARD News 15.3% 36.9%

   Greece Λ ΤΣΑΝΤΙΡΙ ΝΙΟΥΖ (AL TSANTIRI NEWS) Alpha News 24.1% 49.5%

   Hungary SZTÁRBAN SZTÁR (YOUR FACE SOUNDS FAMILIAR) TV 2 Reality Show 22.1% 40.1%

   Ireland THE LATE LATE TOY SHOW RTÉ One Talk Show 38.0% 72.1%

   Italy 65 FESTIVAL DI SANREMO (65TH SANREMO MUSIC FESTIVAL) Rai 1 Variety Show 20.1% 49.0%

   Latvia 60. STARPTAUTISKAIS EIROVIZIJAS DZIESMU KONKURSS. FINALS (EUROSONG/FINAL) LTV 1 Variety Show 16.4% 53.2%

   Lithuania EUROVIZIJOS DAINŲ KONKURSAS 2015. ANTRAS PUSFINALIS (EUROSONG/SEMIFINAL II) LRT Variety Show 17.5% 50.4%

   Macedonia ZLATNA BUBAMARA 2015 (SNIMKA) Kanal 5 Reality Show 22.8% 48.3%

   Netherlands BOER ZOEKT VROUW (FARMER WANTS A WIFE) NPO 1 Docu-Soap 29.9% 48.4%

   Norway EUROVISION SONG CONTEST 2015: FINALE (EUROSONG/FINAL) NRK 1 Variety Show 38.2% 81.4%

   Poland DEBATA PREZYDENCKA TVP 1 Debates 17.7% 35.4%

   Portugal n.a.1 n.a.1 n.a.1 n.a.1 n.a.1

   Romania ROMANII AU TALENT (GOT TALENT) Pro TV Reality Show 24.9% 45.4%

   Russia NEW YEARS ADDRESS OF RUSSIAN PRESIDENT PUTIN Perviy Special Event 15.2% 33.4%

   Serbia SLAGALICA (PUZZLE) RTS 1 Quiz Show 20.2% 42.0%

   Slovakia TELEVÍZNE NOVINY (NEWS 19:00) Markíza News 19.9% 40.5%

   Slovenia SLOVENIJA IMA TALENT (GOT TALENT) Pop TV Reality Show 28.7% 57.8%

   Spain TELEDIARIO 2 (NEWS 21:30) La 1 News 16.3% 38.4%

   Sweden MELODIFESTIVALEN 15 (EUROSONG/NATIONAL DECISION/FINAL) SVT 1 Variety Show 40.5% 77.7%

   Switzerland (G) TAGESSCHAU (DAILY NEWS 19:30) SRF 1 News 19.8% 53.0%

   Switzerland (F) LE 19H30 RTS Un News 22.2% 62.8%

   Switzerland (I) TELEGIORNALE (NEWS 20:00) RSI La 1 News 26.2% 62.3%

   Turkey SURVIVOR TV 8 Reality Show 9.7% 21.2%

   Ukraine VECHERNIJ KVARTAL 1+1 Variety Show 13.6% 32.2%

   United Kingdom THE GREAT BRITISH BAKE OFF BBC 1 Cooking Show 25.9% 55.8%

   China 70TH ANNIVERSARY OF THE VICTORY OVER JAPAN CEREMONY CCTV 1 Special Event 10.7% 32.0%

   India BAJRANGI BHAIJAAN Star Gold Movie 3.9% 24.0%

   Japan THE 66TH NHK KOHUTA UTA GASSEN NHK 1 Music Show 26.2% 52.3%

   United States 87TH ACADEMY AWARDS ABC Variety Show 10.9% 26.4%

1No single programme was feautured in the top programmes list
Note: In this table sports events are excluded.
Source: EURODATA TV, local institutes - reproduction forbidden, all rights reserved by MEDIAMETRIE
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Best Recurrent 
Series 2015

MOST SUCCESSFUL GENRES OF TV SERIES 

31% DRAMA

19% CRIME 

18% COMEDY

6x 5x 3x

MOST POPULAR SERIES IN 2015 IN 24 MARKETS

LOCAL PRODUCTIONS TV SERIES

More than 56% of the top 
series in 24 markets were local 

productions

56%
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Country Name Channel Genre Runs Rating 
in %

Share 
in %

all individuals

   Austria VORSTADTWEIBER ORF  1 Comedy 10 10.8% 27.4%

   Belarus VDOVETS NTV-Belarus Drama 1 13.0% 37.9%

   Belgium North DE BIKER BOYS Eén Comedy 7 24.1% 46.2%

   Belgium South UNDER THE DOME RTL TVI Mystery 26 11.2% 26.2%

   Bulgaria ZAVRYSHTANE (SILA) BTV Drama 1 20.2% 48.3%

   Croatia KUD PUKLO DA PUKLO Nova TV Telenovela 179 15.3% 34.6%

   Cyprus PROTH STAGONA Antenna Drama 1 19.0% 48.5%

   Czech Republic POLICIE MODRAVA Nova Crime 16 22.3% 47.2%

   Denmark ARVINGERNE (THE LEGACY) DR 1 Drama 7 28.2% 58.3%

   Estonia PEALTNÄGIJA Kanal 2 Drama 1 18.9% 40.0%

   Finland n.a.2 n.a.2 n.a.2 n.a.2 n.a.2 n.a.2

   France UNE CHANCE DE TROP TF 1 Drama 6 15.0% 35.2%

   Germany TATORT ARD Crime 45 12.4% 26.0%

   Greece ΚΑΤΩ ΠΑΡΤΑΛΙ (KATO PARTALI) Mega Comedy 16 14.6% 33.2%

   Hungary BARÁTOK KÖZT (AMONG FRIENDS) RTL Klub Daily Soap 247 11.4% 24.0%

   Ireland FAIR CITY RTÉ One Daily Soap 197 10.9% 29.7%

   Italy UN PASSO DAL CIELO Rai 1 Family 18 12.3% 26.3%

   Latvia UGUNSGRĒKS TV 3 Daily Soap 1 12.8% 28.5%

   Lithuania n.a.2 n.a.2 n.a.2 n.a.2 n.a.2 n.a.2

   Macedonia ZBOGUM RUMELIJA (ELVEDA RUMELI) Sitel Drama 1 25.8% 51.8%

   Netherlands DIVORCE RTL 4 Drama 12 14.5% 25.3%

   Norway FRIKJENT (ACQUITTED) TV 2 Crime 10 14.3% 35.9%

   Poland M JAK MILOŚĆ (L FOR LOVE) TVP 2 Daily Soap 81 18.6% 40.3%

   Portugal MAR SALGADO SIC Telenovela 234 15.4% 31.9%

   Romania LAS FIERBINTI Pro TV Sitcom 1 14.8% 26.5%

   Russia PALACH Perviy History 10 7.8% 23.4%

   Serbia MOJ RODJAK SA SELA RTS 1 Comedy 1 17.3% 34.5%

   Slovakia HORNÁ DOLNÁ Markíza Sitcom 1 20.3% 41.1%

   Slovenia n.a.2 n.a.2 n.a.2 n.a.2 n.a.2 n.a.2

   Spain EL PRÍNCIPE Tele 5 Drama 10 10.3% 24.0%

   Sweden SOLSIDAN TV 4 Comedy 10 18.1% 39.0%

   Switzerland (G) DER BESTATTER SRF 1 Crime 6 14.5% 39.2%

   Switzerland (F) CLEM RTS Un Comedy 7 9.6% 26.7%

   Switzerland (I) CASTLE RSI La 1 Crime 23 16.2% 36.1%

   Turkey KARAGÜL Fox TV Drama 37 7.8% 19.7%

   Ukraine POSLEDNIJ MOSKAL 1+1 Comedy 1 14.1% 33.1%

   United Kingdom CALL THE MIDWIFE BBC 1 Drama 9 17.5% 34.6%

   China 武媚娘 传奇 (THE EMPRESS OF CHINA) Hunan TV Drama 1 5.0% 16.5%

   India DEIVA MAGAL Sun TV Daily Soap 1 3.2% 11.9%

   Japan ASA GA KITA (MORNING HAS COME) NHK 1 Drama 78 11.9% 42.4%

   United States THE BIG BANG THEORY CBS Sitcom 24 7.1% 19.8%

1Only the best episode is taken into account; 2No recurrent series was featured in the top programmes list
Source: EURODATA TV, local institutes - reproduction forbidden, all rights reserved by MEDIAMETRIE
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TV
Equipment

TV HOUSEHOLDS AND MULTISET 
PENETRATION IN EUROPE

DVD & BLU-RAY PLAYER EVOLUTION HIGHEST DVR PENETRATION

HIGHEST MULTISET PENETRATION

2+ TV SETS
57.2%

1 TV SET
97.0%

74.3%

2011 2013 2015 MORE THAN ONE FIFTH OF EUROPEAN TV HOUSEHOLDS OWN A DVR

7.1%

72.0%

17.2%

59.0%

24.5%
BELGIUM

74.1%
PORTUGAL

72.3%
SWITZERLAND

64.4%
EUROPE

20.4%

1975

1980

1985

1990

1995

2000

2005

2010

2015

VCR

Sateli�e TV

DVR

HD TV

Smart Phone

(streaming)

Smart TV
Tablet

FRANCE
78.4%

LUXEMBOURG
75.8%

DENMARK
75.7%

EQUIPMENT EVOLUTION
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Country Population  
in 000

Households
in 000

TV HH 
in %

TV HH 
in 000

Multiset
in % 

of TVHH

DVD Player/
Recorder

in % of TVHH

DVR
in % 

of TVHH

Blu-ray 
Player

in % of TVHH

   Austria 8 630 3 816 96.0% 3 631 45.3% 62.1% 18.9% 13.9%

   Belarus 9 481 3 8591 98.9% 3 821 23.5% n.a. 0.8% n.a.

   Belgium 11 258 4 822 96.8% 5 277 50.1% 65.3% 74.1% 29.7%

   Bulgaria 7 202 2 940 99.3% 2 735 38.1% n.a. 10.8% n.a.

   Croatia 4 225 1 509 99.2% 1 507 25.6% 66.8% 3.7% 11.6%

   Cyprus 847 290 96.8% 303 71.9% n.a. 23.6% n.a.

   Czech Republic 10 554 4 644 96.1% 4 280 42.7% 60.8% 7.1% 10.9%

   Denmark 5 707 2 637 91.9% 2 423 75.7% 75.7% 36.4% 28.8%

   Estonia 1 313 572 94.6% 567 60.2% n.a. 13.5% n.a.

   Finland 5 490 2 634 94.9% 2 454 62.6% 48.8% 5.8% 27.7%

   France 66 415 28 920 97.1% 28 179 78.4% 70.3% 25.6% 21.3%

   Germany 81 771 40 258 97.2% 38 190 40.9% 63.2% 19.5% 24.3%

   Greece 10 978 4 376 99.7% 4 304 57.1% 48.7% 16.4% 30.8%

   Hungary 9 856 4 1062 95.7% 3 855 51.8% 65.6% 6.3% 13.8%

   Ireland 4 635 1 712 92.0% 1 569 65.2% 89.8% 54.7% 16.9%

   Italy 60 796 25 789 96.9% 24 115 68.6% 86.9% 15.8% 34.3%

   Latvia 1 986 833 95.6% 755 53.2% n.a. 12.0% n.a.

   Lithuania 2 921 1 332 97.3% 1 225 59.6% n.a. 6.6% n.a.

   Luxembourg 563 229 99.8% 229 75.8% n.a. 38.3% n.a.

   Macedonia 2 071 562 99.6% 562 38.1% n.a. 1.7% n.a.

   Netherlands 16 901 7 665 97.4% 7 466 52.3% 81.1% 32.6% 29.4%

   Norway 5 166 2 317 98.0% 2 283 64.4% 69.4% 36.1% 53.0%

   Poland 38 006 14 113 92.6% 13 050 59.7% 45.1% 21.7% 12.7%

   Portugal 10 375 4 088 96.7% 4 065 54.8% 74.8% 72.3% 24.6%

   Romania 19 871 7 470 95.3% 7 118 49.5% n.a. 10.9% n.a.

   Russia 146 300 52 7073 99.0%4 52 707 61.9% 24.6% 4.6% 24.6%

   Serbia 7 076 2 4882 98.2% 2 430 51.4% n.a. 9.2% n.a.

   Slovakia 5 421 1 847 97.9% 1 723 69.5% n.a. 15.2% n.a.

   Slovenia 2 064 883 98.1% 845 43.9% n.a. 16.3% n.a.

   Spain 46 423 18 354 99.2% 18 155 70.9% 45.0% 9.1% 18.8%

   Sweden 9 851 4 330 94.0% 4 946 65.0% 78.3% 30.7% 27.4%

   Switzerland 8 238 3 585 92.0% 3 325 46.8% 77.6% 64.4% 49.9%

   Turkey 77 696 21 634 97.4% 20 816 43.3% n.a. 14.9% n.a.

   Ukraine 42 761 16 574 95.9% 15 017 21.4% n.a. 1.4% n.a.

   United Kingdom 64 875 27 000 93.9% 25 762 74.7% 81.5% 56.5% 24.5%

   EUROPE 807 723 320 895 96.9% 309 689 57.2% 59.0%5 20.4% 24.5%5

   EU6 508 934 217 169 96.4% 208 728 60.8% 67.9%7 25.9% 23.7%7

   China 1 367 485 432 729 82.6% 405 203 28.9% 39.1% 0.0% 0.5%

   India 1 251 696 248 408 63.5% 172 183 5.7% 24.4% 2.1% 1.9%

   Japan 127 043 54 166 97.1% 51 345 76.2% 32.0% 7.5% 50.6%

   United States 321 369 124 587 99.0% 118 912 84.4%8 79.7% 80.3% 38.4%

1Census 2009 data; 2Census 2011 data; 3Data from 2013; 4Refers to cities with a population 100 000+ only; 5Weighted average without Belarus, Bulgaria, 
Cyprus, Estonia, Latvia, Lithuania, Luxembourg, Macedonia, Romania, Serbia, Slovakia, Slovenia, Turkey and Ukraine; 6Without Malta; 7Weighted average 
without Bulgaria, Cyprus, Estonia, Latvia, Lithuania, Luxembourg, Romania, Slovakia and Slovenia; 8Data from 2014
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Multi-Screen
Technology

FLAT SCREEN TV PENETRATION IN EUROPE

TABLET PENETRATION IN THE EU

CONNECTED TV PENETRATION TABLET PC & SMARTPHONE PENETRATION

60.2%

2011

68.6%

2012

70.5%

2013

74.4%

2014

81.0%

2015

2011 2012 2013 2014 2015

2.7%

+8.4% +1.9%
+3.9% +6.6%

7.1% 14.2% 21.0% 24.2%

LUXEMBOURG
LUXEMBOURG 61.8%

SPAIN 93.0%

SWITZERLAND NETHERLANDS  57.0%

LUXEMBOURG 86.4%

NORWAY
UK 41.5%

EUROPE 19.3%

NORWAY 84.7%

EUROPE 55.9% 

x3
WITHIN

THE LAST
3 YEARS

9.2%

2011 2013 2015

18.0%

27.4%

43.9%

37.8%
37.4%
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Country TV Flat
 Screen

in % of TVHH

TV High 
Definition

in % of TVHH

Connected 
TV

in % of TVHH

PC
in % of HH

Tablet PC
in % of Pop.

Mobile
in % of Pop.1

Smartphones
in % of Pop.

Broadband                     
in % of HH

   Austria 93.3% 82.7% 21.8% 34.5% 18.3%2 144.4% 46.6% 63.4%

   Belarus 51.4% 49.4% 12.2% n.a. n.a. 127.1% n.a. n.a.

   Belgium 87.9% 83.7% 28.6% 70.8% 17.7% 122.2% 66.7% 76.2%

   Bulgaria 55.6% 53.5% 13.4% 53.2%2 0.0%2 165.4% 51.7% 44.2%

   Croatia 53.4% 50.7% 12.7% 47.2% n.a. 109.8% 67.9% 54.6%

   Cyprus 88.5% 84.0% 26.2% 70.3%2 n.a. n.a. n.a. 80.0%

   Czech Republic 75.8% 73.5% 24.8% 56.9% 9.5% 137.2% 54.9% 54.7%

   Denmark 89.4% 85.6% 35.3% 88.3% 35.3% 169.9% 72.1% 86.3%

   Estonia 76.2% 74.4% 25.8% 72.0%2 6.9%2 161.6% 79.0% 66.1%

   Finland 86.3% 81.6% 28.0% 72.7% 36.4% 182.6% 52.1% 66.7%

   France 92.4% 88.9% 33.2% 62.0% 26.3% 106.4% 81.4% 68.8%

   Germany 90.3% 87.9% 36.9% 82.0% 26.5% 138.7% 57.7% 68.0%

   Greece 84.4% 79.0% 20.8% 54.8% 9.1% 144.0% 40.7% 61.7%

   Hungary 55.6% 52.9% 22.3% 65.0% n.a. 111.8% 58.8% 63.2%

   Ireland 87.8% 82.2% 30.5% 64.0% 21.3% 111.1% 73.2% 67.0%

   Italy 90.4% 87.1% 31.4% 55.2% 10.0% 138.6% 56.9% 49.8%

   Latvia 66.5% 64.4% 21.1% 88.0%2 7.2%2 128.5% 56.7% 73.2%

   Lithuania 68.3% 66.5% 23.2% 62.3%2 5.5%2 87.0% 39.6% 45.6%

   Luxembourg 91.3% 87.3% 43.9% 97.5%2 61.8% n.a. 86.4% 87.0%

   Macedonia 60.0% 58.2% 13.2% n.a. n.a. 111.4% n.a. n.a.

   Netherlands 89.5% 86.0% 32.7% 86.0% 57.0% 109.1% 74.9% 81.2%

   Norway 92.5% 89.1% 37.4% 96.0% 19.2% 111.6% 84.7% 82.3%

   Poland 72.1% 70.3% 24.6% 44.0% 13.0% 148.0% 40.9% 53.1%

   Portugal 85.7% 80.6% 22.4% 58.0% 9.7% 154.3% 63.8% 80.2%

   Romania 68.5% 66.6% 19.5% 57.0%2 n.a. 129.9% 34.2% 54.8%

   Russia 76.9% 74.9% 24.9% 44.6% 7.7% 170.6% 34.4% 41.4%

   Serbia 68.3% 66.6% 17.0% n.a. n.a. 140.1% n.a. n.a.

   Slovakia 77.6% 75.6% 29.9% 36.8% 18.4% 126.0% 47.2% 51.8%

   Slovenia 73.4% 70.9% 23.0% 48.3% 0.0% 106.4% 62.2% 58.6%

   Spain 90.2% 41.4% 28.9% 61.0% 27.0% 101.6% 93.0% 62.0%

   Sweden 85.6% 82.0% 32.0% 81.8% 20.4% 151.3% 72.3% 70.6%

   Switzerland 90.8% 87.9% 37.8% 91.6% 41.1% 138.2% 62.6% 93.2%

   Turkey 67.8% 65.6% 19.2% 28.0% 8.9% 95.2% 48.1% 37.5%

   Ukraine 44.4% 43.1% 6.2% 54.2% n.a. 137.9% 33.9% n.a.

   United Kingdom 92.3% 88.5% 34.5% 98.3% 41.5% 129.5% 75.0% 84.0%

   EUROPE 81.0% 75.5% 27.4% 61.4%3 19.3%4 133.2%5 55.9%6 59.9%7

   EU6 86.4% 79.2% 30.6% 68.8% 24.2%9 129.3%5 64.7%10 65.9%

   China 60.2% 60.1% 24.3% 29.5% 8.0% 97.3% 77.6% 46.0%

   India 26.9% 29.6% 1.4% 4.8% 1.2% 77.9% 19.4% 6.1%

   Japan 94.5% 91.2% 53.6% 71.9% 17.4% 124.0% 65.7% 60.5%

   United States 87.3%2 87.3%2 32.5%2 109.7% 36.4% 117.3% 76.4% 79.1%

1Figure is calculated on the number of private mobile phone contracts, in referance to the total population. One person can have more than one contract; 
2Data from 2014; 3Weighted average without Belarus, Macedonia and Serbia; 4Weighted average without Belarus, Croatia, Cyprus, Hungary, Macedonia, 
Romania, Serbia and Ukraine; 5Weighted average without Cyprus and Luxembourg; 6Weighted average without Belarus, Cyprus, Macedonia and Serbia; 
7Weighted average without Belarus, Macedonia, Serbia and Ukraine; 8Without Malta; 9Weighted average without Croatia, Cyprus, Hungary and Romania; 
10Weighted average without Cyprus
Source: IHS, local institutes 
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Digital 
TV

EVOLUTION OF DIGITALIZATION OF TV

HIGHEST IPTV PENETRATION ALL DIGITAL

HIGHEST DTT PENETRATION

FRANCE 44.7%

ITALY 96.0%

SWITZERLAND  38.9%

SPAIN 84.0%

PORTUGAL 38.1%

2010 20132011 20142012 2015

55.0%

66.5%

72.5%
76.2%

81.1%

87.9%

25 European countries 
HAVE AN ALL-DIGITAL TV SHARE ABOVE 85% 

7 European countries 
ARE 100% DIGITAL

ANALOGUE TERRESTRIAL

ONLY COUNTRIES THAT STILL USE ANALOGUE 
TERRESTRIAL DIFFUSION ARE 

Austria, Romania, Russia & Turkey

85%

100%
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Country TV HH                   
in 000

All Digital 
in % of TVHH

IPTV
in % of TVHH

Digital
 Cable

in % of TVHH

Digital 
Satellite 

in % of TVHH

Digital 
Terrestrial

in % of TVHH
   

Only 
Analogue 

Terrestrial 
in % of TVHH

   Austria 3 631 90.0% 7.7%1 31.8% 52.8% 4.9% 0.9%

   Belarus 3 821 64.3% 26.4% 7.4% 7.7% 22.7% 0.0%

   Belgium 5 277 88.6% 30.5% 51.5% 6.2% 0.4% 0.0%

   Bulgaria 2 735 94.9% 10.0% 24.0% 35.4% 25.5% 0.0%

   Croatia 1 507 98.3% 26.1% 8.3% 10.4% 53.4% 0.0%

   Cyprus 303 97.5% 25.0% 14.0% 3.9% 54.6% 0.0%

   Czech Republic 4 280 95.7% 6.8% 11.5% 32.1% 45.4% 0.0%

   Denmark 2 423 96.8% 20.1% 51.6% 8.2% 16.9% 0.0%

   Estonia 567 89.9% 29.8% 29.5% 10.2% 20.4% 0.0%

   Finland 2 454 100.0% 13.6% 60.2% 4.2% 22.0% 0.0%

   France 28 179 94.8% 44.7% 5.2% 34.1% 10.8% 0.0%

   Germany 38 190 88.9% 8.4% 30.3% 46.8% 3.4% 0.0%

   Greece 4 304 100.0% 1.8% 0.0% 27.4% 70.8% 0.0%

   Hungary 3 855 76.2% 14.3% 27.4% 22.5% 12.0% 0.0%

   Ireland 1 569 98.0% 4.1% 20.7% 56.4% 16.8% 0.0%

   Italy 24 115 100.0% 1.3% 0.0% 28.2% 96.0% 0.0%

   Latvia 755 85.4% 20.6% 22.6% 15.1% 27.2% 0.0%

   Lithuania 1 225 78.0% 14.7% 12.0% 9.5% 41.8% 0.0%

   Luxembourg 229 100.0% 20.8% 40.2% 20.2% 18.8% 0.0%

   Macedonia 562 76.3% 16.8% 11.0% 3.7% 44.9% 0.0%

   Netherlands 7 466 86.9% 27.8% 55.0% 8.2% 7.0% 0.0%

   Norway 2 283 96.9% 19.4% 31.5% 31.8% 14.3% 0.0%

   Poland 13 050 87.5% 2.7% 19.3% 49.1% 16.4% 0.0%

   Portugal 4 065 100.0% 38.1% 33.1% 17.4% 11.3% 0.0%

   Romania 7 118 69.5% 0.9% 28.2% 35.5% 4.9% 1.8%

   Russia 52 707 70.2% 9.4% 6.9% 39.1% 14.8% 5.4%

   Serbia 2 430 77.3% 16.8% 12.0% 12.3% 36.3% 0.0%

   Slovakia 1 723 73.2% 14.5% 18.4% 33.1% 7.3% 0.0%

   Slovenia 845 97.1% 31.8% 30.6% 6.3% 28.4% 0.0%

   Spain 18 155 100.0% 11.5% 7.6% 5.1% 84.0% 0.0%

   Sweden 4 946 75.5% 16.8% 17.8% 16.2% 24.7% 0.0%

   Switzerland 3 325 81.9% 38.9% 43.0% 3.6% 1.7% 0.0%

   Turkey 20 816 86.6% 2.3% 4.0% 80.1% 0.2% 11.6%

   Ukraine 15 017 90.6% 0.8% 6.3% 29.9% 53.7% 0.0%

   United Kingdom 25 762 100.0% 9.0% 13.8% 46.9% 30.3% 0.0%

   EUROPE 309 689 87.9% 12.8% 15.3% 35.7% 26.9% 1.8%

   EU2 208 728 92.8% 14.8% 18.8% 31.9% 31.1% 0.1%

   China 405 203 88.9% 11.3% 50.4% 24.7% 2.4% 2.8%

   India 172 183 77.7% 0.1% 35.1% 42.5% 0.0% 0.5%

   Japan 51 345 100.0% 7.7% 51.3% 30.4% 10.6% 0.0%

   United States 118 912 97.3% 10.6% 42.3% 28.0% 16.4% 0.0%

1Data from 2014; 2Without Malta
Source: IHS, local institutes 
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Electronic Audience 
Measurement

Country Population                                                      
in 000

TV HH                                                                   
in 000

Service Population 
Represented 

by the Panel
in %

Launch of 
People-

meter 
System

Panel 
Size

HH

Interval 
of Measu-

rement

   Austria 8 630 3 631 GfK Austria, since 1968 100% 1991 1 605 1 sec

   Belarus 9 481 3 821 GEVS, since 2008 73.0%1 2010 475 1 min2

   Belgium North 5 972 2 573 Audimétrie S.A., since 1996 100% 1989 750 1 sec

   Belgium South 4 428 1 997 Audimétrie S.A., since 1996 100% 1985 750 1 sec

   Bulgaria 7 202 2 735 GARB Audience Measurement Bulgaria, since 2006 100% 2001 1 045 30 sec

   Croatia 4 225 1 507 Nielsen Audience Measurement, since 20023 100% 2002 810 1 min

   Cyprus 847 303 Nielsen Audience Measurement, since 1998 100% 1998 425 1 min

   Czech Republic 10 554 4 280 Mediaresearch, since 2002 100% 1997 1 833 1 sec

   Denmark 5 707 2 423 TNS Gallup, since 1992 94.0%4 1992 1 000 1 min

   Estonia 1 313 567 TNS Emor, since 1990 100% 2003 383 1 min

   Finland 5 490 2 454 Finnpanel Oy, since 1975 100% 1987 1 100 1 min2

   France 66 415 28 179 Médiamétrie, since 1985 100% 1989 5 006 1 sec

   Germany 81 771 38 190 GfK Fernsehforschung, since 1985 100% 1985 5 640 1 sec

   Greece 10 978 4 304 Nielsen Television Audience Measurement, since 1988 100% 1988 1 414 1 min

   Hungary 9 856 3 855 Nielsen Audience Measurement, since 1992 100% 1994 1 130 1 min

   Ireland 4 635 1 569 Nielsen TAM, since 1996 100% 1996 1 050 1 min

   Italy 60 796 24 115 Auditel/Nielsen TV Audience Measurement, since 1986 100% 1986 5 666 1 min

   Latvia 1 986 755 TNS Latvia, since 1993 100% 1999 4075 1 min

   Lithuania 2 921 1 225 TNS LT, since 1995 100% 2000 460 1 min

   Macedonia 2 071 562 Nielsen Audience Measurement, since 2007 100% 2008 400 1 min

   Netherlands 16 901 7 466 Intomart/GfK & Nielsen Media Research, since 2000 100% 1987 1 220 1 sec

   Norway 5 166 2 283 TNS Gallup, since 2000 100% 1992 1 000 1 min

   Poland 38 006 13 050 Nielsen Audience Measurement, since 1996 100% 1996 2 005 1 min

   Portugal 10 375 4 065 CAEM/GfK, since 2012 100% 1993 1 100 1 min

   Romania 19 871 7 118 Kantar Media, since 2012 100% 1998 1 320 1 min

   Russia 146 300 52 707 TNS, since 1994 46.6%6 1996 5 000 1 min

   Serbia 7 076 2 430 Nielsen Audience Measurement, since 2002 100% 2002 880 1 min

   Slovakia 5 421 1 723 TNS Slovakia, since 2004 100% 2004 1 200 1 min2

   Slovenia 2 064 845 AGB Nielsen Media Research, since 1999 100% 1999 450 1 min

   Spain 46 423 18 155 Kantar Media, since 1988 100% 1988 4 625 1 min

   Sweden 9 851 4 946 AGB Nielsen Media Research, since 1993 100% 1993 1 200 1 min

   Switzerland (G) 5 171 2 370 Kantar Media, since 2013 100% 1985 1 000 1 sec7

   Switzerland (F) 1 806 797 Kantar Media, since 2013 100% 1985 600 1 sec7

   Switzerland (I) 339 158 Kantar Media, since 2013 100% 1985 270 1 sec7

   Turkey 77 696 20 816 TNS/Kantar Media, since 2012 80.0%8 1990 4 000 1 min

   Ukraine 42 761 15 017 Nielsen Ukraine, since 2014 100% 1998 3 570 1 sec

   United Kingdom 64 875 25 762 Kantar Media, since 2010 100% 1981 5 100 1 min

   China 1 367 485 405 203 CSM Media Research, since 1997 100% 1999 8 000 1 min

   India 1 251 696 172 183 Broadcast Audience Research Council India, since 2014 n.a. n.a. 22 000 n.a.

   Japan 127 043 51 345 iNEX2 Video Research, since 1962 76.0% 1997 1 800 1 min

   United States 321 369 118 912 The Nielsen Company, since 1950 100% 1987 24 280 1 min

1Urban population 4+; 21 second is technically possible, but 1 minute data is being used; 3Former name: AGB Nielsen Media Research; 4Only TV households 
covered; 5Annual average panel size; 6Urban population 4+ in cities with 100 000+ inhabitants; 7On the basis of 1 second but the system requires 15 seconds 
to allocate the signal to a channel; 8Individuals in TV households in cities with a population 5 000+
Source: EURODATA TV, IP NETWORK, local institutes - reproduction forbidden, all rights reserved by MEDIAMETRIE    
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Country Foreign 
Channels

Cable 
and Satellite 

Channels

Digital 
Channels

DTT 
Channel

Interactive 
Applications 
in Digital TV

Time-shifted 
Viewing 
Included

Guest 
Viewing 
Included

   Austria Yes Yes Yes Yes Yes1 Yes Yes

   Belarus No Yes2 No No No No No

   Belgium North Yes Yes Yes Yes n.a. Yes Yes

   Belgium South Yes Yes Yes Yes n.a. Yes Yes

   Bulgaria Yes Yes Yes Yes No No Yes

   Croatia Yes Yes Yes Yes No No No

   Cyprus Yes Yes Yes Yes No No No

   Czech Republic Yes Yes Yes Yes No 3 Yes

   Denmark Yes Yes Yes Yes No Yes4 Yes

   Estonia Yes Yes Yes No No Yes No

   Finland Yes Yes Yes Yes No Yes Yes

   France Yes Yes Yes Yes n.a. Yes Yes

   Germany Yes Yes Yes Yes No Yes Yes

   Greece No Yes Yes Yes n.a. No Yes

   Hungary Yes Yes Yes Yes No Yes No

   Ireland Yes Yes Yes Yes Yes3 Yes Yes5

   Italy No Yes Yes Yes No Yes Yes

   Latvia Yes Yes Yes Yes No No6 No

   Lithuania Yes Yes Yes Yes No No No

   Macedonia Yes Yes Yes Yes No No Yes

   Netherlands Yes Yes Yes Yes No Yes Yes

   Norway Yes Yes Yes Yes No Yes Yes

   Poland Yes Yes Yes Yes No No Yes

   Portugal Yes Yes Yes Yes No Yes7 No

   Romania Yes Yes Yes Yes No Yes Yes

   Russia Yes Yes Yes Yes Yes No No

   Serbia Yes Yes Yes Yes No No Yes

   Slovakia Yes Yes Yes Yes No Yes8 Yes

   Slovenia Yes Yes Yes Yes n.a. No Yes

   Spain Yes Yes Yes Yes Yes 3 Yes

   Sweden Yes Yes Yes Yes No Yes Yes

   Switzerland (G) Yes Yes Yes Yes No Yes Yes

   Switzerland (F) Yes Yes Yes Yes No Yes Yes

   Switzerland (I) Yes Yes Yes Yes No Yes Yes

   Turkey Yes Yes No No No No Yes

   Ukraine Yes Yes Yes Yes No 3 No

   United Kingdom Yes Yes Yes Yes Yes Yes Yes

   China No Yes Yes Yes No No No

   Japan No No Yes Yes No Yes9 No

   United States n.a. Yes Yes Yes Yes10 Yes Yes

1Partially; 2Cable channels only; 3Measured but not included in ratings; 4Viewing on the same day as live (VOSDAL) only; 5Guest viewing included in ratings 
but not in reach; 6TSV data ratings possible to analyse from June 2015; 7Started to be measured since January 2016; 8Started to be measured and included 
in the ratings since June 2015; 9Starts to be measured from October 2016; 10Web TV measurement since 2011
Source: IP NETWORK, local institutes, EURODATA TV / Médiamétrie Médiamat - reproduction forbidden, all rights reserved by MEDIAMETRIE  
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Country
TV Share
of Media 

Expenditure
Trend

   Austria 28.2% ↑

   Belarus1 48.3% ↓

   Belgium 41.3% ↑

   Bulgaria 87.9% ↑

   Croatia 88.1% ↑

   Cyprus1 70.7% ↓

   Czech Republic 50.0% ↑

   Denmark 28.6% ↓

   Estonia1 30.1% ↓

   Finland1 22.1% ↓

   France 37.4% ↑

   Germany 47.4% ↑

   Greece 36.0% ↓

   Hungary 78.3% ↑

   Ireland 35.5% ↑

   Italy1 61.3% ↑

   Latvia 52.1% ↑

   Lithuania 78.2% ↑

   Luxembourg 10.0% ↓

   Macedonia 56.9% n.a.2

   Netherlands 54.7% ↑

   Poland 43.3% ↓

   Romania1 63.7% ↑

   Russia1 44.5% ↓

   Serbia1 54.1% ↑

   Slovakia1 73.4% ↑

   Spain1 40.1% ↓

   Sweden 49.3% ↓

   Switzerland 33.3% ↑

   Turkey1 50.0% ↓

   Ukraine1 45.7% ↑

   United Kingdom 39.8% ↓

   Japan n.a. n.a.

   United States 61.1% ↑

1 2 3

FERRERO PROCTER & GAMBLE XXXLUTZ

NESTLÉ TV SHOP PROCTER & GAMBLE

PROCTER & GAMBLE UNILEVER RECKITT BENCKISER

NESTLÉ PROCTER & GAMBLE FICOSOTA SYNTEZ

AGROKOR T-HRVATSKI TELEKOM TELE 2

ALPHAMEGA LIDL CARREFOUR S/M

UNILEVER PROCTER & GAMBLE L'ORÉAL 

DANSKE SPIL ARLA FOODS TDC

n.a. n.a. n.a.

VEIKKAUS UNILEVER  VALIO

UNILEVER PROCTER & GAMBLE MC DONALD'S

PROCTER & GAMBLE L'ORÉAL FERRERO

MARINOPOULOS-CARREFOUR AB VASILOPOULOS LIDL

TEVA UNILEVER RECKITT BENCKISER

PROCTER & GAMBLE DIAGEO UNILEVER

FERRERO PROCTER & GAMBLE BARILLA 

TELE 2 RIMI PROCTER & GAMBLE

TELE 2 STUDIO MODERNA PROCTER & GAMBLE

POST LUXEMBOURG KICHECHEF PEUGEOT

GOVERNMENT OF MACEDEONIA COCA-COLA PROCTER & GAMBLE

UNILEVER JUMBO RECKITT BENCKISER

AFLOFARM ORANGE UNILEVER

EUROPEAN DRINKS PROCTER & GAMBLE UNILEVER

NOVARTIS PEPSICO PROCTER & GAMBLE

PROTON SYSTEM AGROKOR PROCTER & GAMBLE

SLOVAK TELEKOM ORANGE O2

PROCTER & GAMBLE L'ORÉAL RECKITT BENCKISER

PROCTER & GAMBLE UNILEVER ARLA FOODS

PROCTER & GAMBLE UNILEVER MIGROS

UNILEVER RECKITT BENCKISER PROCTER & GAMBLE

NESTLÉ PROCTER & GAMBLE KYIVSTAR

PROCTER & GAMBLE UNILEVER RECKITT BENCKISER

n.a. n.a. n.a.

AT&T VERIZON GEICO

PROCTER & GAMBLE UNILEVER RECKITT BENCKISER

Top Advertisers
& Advertising Sectors
TV SHARE OF MEDIA 
EXPENDITURE

TOP 3 ADVERTISERS

1Net figures; 2Data not comparable to previous years because of a change of measurement
Source: Local institutes, gross figures
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Country 1 2 3

   Austria FOOD COSMETICS/PHARMACEUTICALS HOME & GARDEN

   Belarus SOFT DRINKS TV, COMMUNICATION, MOBILE, PRESS CONFECTIONERY

   Belgium CULTURE, TOURISM & LEISURE ALIMENTATION BEAUTY & HYGIENE

   Bulgaria FOOD PHARMACEUTICALS COSMETICS

   Croatia RETAIL FOOD COMMUNICATION/TELECOMMUNICATION

   Cyprus STORES/SHOPS SERVICES FINANCIAL SERVICES

   Czech Republic OTHER PROCESSING INDUSTRY FOOD & DRINKS FINANCE/INSURANCE

   Denmark CARS MOBILE COMMUNICATION OTHER RETAIL CATEGORIES

   Estonia n.a. n.a. n.a.

   Finland RETAIL FOOD PHARMACEUTICAL PRODUCTS & MEDICINES

   France FOOD BEAUTY & HYGIENE AUTOMOTIVE

   Germany RETAIL & MAIL-ORDER FOOD COSMETICS & TOILETRIES

   Greece FOOD/BEVERAGES MEDICAL-PHARMACEUTICAL MOBILE COMMUNICATION

   Hungary MEDICAL PRODUCTS FOOD TRADE

   Ireland RETAIL FOOD HOUSEHOLD SERVICES

   Italy FOOD AUTOMOTIVE PHARMACEUTICAL

   Latvia RETAIL REMEDIES FINANCIAL INSTITUTIONS, SERVICES

   Lithuania RETAIL FINANCIAL INSTITUTIONS, SERVICES REMEDIES

   Luxembourg TRANSPORT HOUSEHOLD EQUIPMENT TELECOMMUNICATION

   Macedonia PHARMACEUTICALS BEER MOBILE COMMUNICATION

   Netherlands FOOD RETAIL PERSONAL CARE

   Poland PHARMACEUTICAL PRODUCTS, MEDICINE FOOD RETAIL

   Romania PHARMACEUTICALS & HEALTH FOOD BEVERAGES

   Russia PHARMACEUTICALS FOOD RETAIL

   Serbia FOOD, NON-ALCOHOLIC BEVERAGES PHARMACEUTICALS COSMETICS

   Slovakia BANKING, INSURANCE, FINANCIAL SERVICES TELECOMMUNICATION FOOD

   Spain FOOD BEAUTY & HYGIENE RETAIL & DISTRIBUTION

   Sweden RETAIL FINANCIAL ADVERTISING FOOD/BEVERAGE/TOBACCO

   Switzerland FOOD PERSONAL HYGIENE/COSMETICS BEVERAGES

   Turkey FOOD COMMUNICATION COSMETICS & PERSONAL CARE

   Ukraine PHARMACEUTICALS ALCOHOL FOOD

   United Kingdom FOOD FINANCE ENTERTAINMENT & LEISURE

   Japan n.a. n.a. n.a.

   United States AUTOMOTIVE MEDICINES & PROPRIETARY REMEDIES COMMUNICATION

FOOD RETAIL & DISTRIBUTION PHARMACEUTICALS & HEALTH CARE

TOP 3 ADVERTISING SECTORS

Source: Local institutes, gross figures

MORE 
FIGURES 
IN THE 
ONLINE 
DATABASE

www.ip-network.com/tvkeyfacts



Ninja Warrior Germany
RTL, Germany
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CONTENT TRENDS
Content, whether on the small or big screen, live or streamed, is 
more important than ever. Strong, consistent and recognizable native  
format brands are especially able to gather high audiences in all  
markets. Original local fiction and US content complemented with  
formats from innovative countries define a successful programme 
strategy for broadcasters. See which current trends are the most  
important in today’s Total Video world.



In order to achieve this aim, several directions are taken. 
There are those who bet on cultural and collective iden-
tity to find meaning and those who prefer to test their 
physical and mental limits. When they cannot uncover 
enough, some of them decide to cross a line or step away 
from society. 

CULTURAL AND COLLECTIVE IDENTITY
This season, whether it is unscripted or scripted content, 
new programmes bring viewers close to key periods and 
characters in history. They also change perspectives to 
show viewers what history could have been, and what the 
future could be.

Key periods and historic personalities
Collective and cultural heritage are shown throughout 
historical and social stories. This trend is booming and 
becoming more and more attractive to viewers whether 
it centres on key figures or periods. The Apocalypse fran-
chise from Clarke Costelle & Cie still appeals to viewers. 
Apocalypse Stalin achieved great results in North Belgium 
and Sweden, while the last one, Apocalypse Verdun, was 
launched last February in France.
The US event mini-series Roots has already been sold in 
more than 50 territories and has been launched simultane-
ously on History, A&E and Lifetime. Although it focuses on 
the destiny of one family through several generations, the 
historical scope of slavery in America during the 18th and 
19th centuries serves as a background for this fiction. Ger-
man producers have been prolific these last few months in 

Candice Alessandra
Media Consultant
Eurodata TV Worldwide

The quest for self-knowledge 
is at the core of the new 
programmes that went on 
air over the season. In a very 
unstable world, producers 
and broadcasters rely on 
people and characters who 
are looking for their identity, 
trying to find out who they 
really are. 

International Content 
Trends 2015–16
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the history trend, with the international hit Deutschland 83 
and more recently the ZDF mini-series Rebel with a Cause 
focused on the women’s liberation movement in post-war 
Berlin during the 1950s. Also, from a woman’s point of view, 
the Irish series Rebellion is worth highlighting. Many Irish 
programmes and productions commemorated the 100th 
anniversary of Easter Rising. Narrated by Northern Irish 
actor Liam Neeson, the documentary 1916 achieved great 
results among young adults. Set in a more recent period, 
HBO’s Vinyl focuses on the music industry in the late 1970s, 
while the Netflix series The Get Down, which also takes 
place in New York during the same period, deals with the 
teenage riffraff of the South Bronx.
Coming this year, ITV’s Victoria and Netflix’s The Crown 
highlight the last two queens of the United Kingdom, while 
the international coproduction The Young Pope narrates 
the story of the beginning of Pope Pius XIII’s reign, the 
pontiff being played by Jude Law. 

THIS SEASON, NEW 

PROGRAMMES BRING

VIEWERS CLOSE TO KEY

PERIODS AND CHARACTERS

IN HISTORY

 Many Irish 
programmes 

commemorated 
the 100th 

anniversary of 
Easter Rising; 

from a woman’s 
point of view, 

the Irish series 
Rebellion 

is worth 
highlighting.

Rebellion
RTÉ One, Ireland



"What if" fiction
Several fictions took viewers on an unknown journey, 
which could be frightening if history had taken a different 
path. Indeed, several uchronic dramas were popular this 
season. Hulu’s first original drama, 11-22-63, which aired 
last February is a thriller in which high school teacher Jake 
travels back in time to prevent the assassination of Pres-
ident John F. Kennedy. The mini-series based on Stephen 
King’s novel, which stars James Franco, has been sold to 
18  European markets in a deal with Fox Networks Group. 
In the same vein, competitor Amazon launched The Man in 
the High Castle, adapted from Philip K. Dick’s novel of the 
same name. The series explores what life would be like if 
the Allies had lost the Second World War, and Japan and 
Germany ruled the United States.
Two series set in a near future are worth highlighting this 
season: the Norwegian-French production Occupied and 
the French mini-series Trepalium. The latter brings together 
fictional destinies where 80% of the population is unem-
ployed and separated by policed wall from the other 20%, 
who are employed. Unscripted programming is also on the 
rise. In the Swedish documentary Tänk Om, TV host Fredrik 
Lindström examines four crossroads in Swedish history 
and what would have happened if the events had turned out  
differently. Finally, the BBC franchise Back in Time takes  
ordinary people back to life in the 1950s to the 1990s. 

BEYOND ONE’S LIMITS
In order to immerse and encourage viewers to better 
themselves, scripted and unscripted formats do not 
hesitate to highlight characters and people pushing 
their limits. 

11-22-63 
is a thriller in 
which high 
school teacher 
Jake travels 
back in time 
to prevent the 
assassination  
of President 
John F. Kennedy. 

18
EUROPEAN MARKETS FOR 
THE MINI-SERIES 11-22-63

50
TERRITORIES FOR THE 

MINI-SERIES ROOTS

11-22-63
Hulu

FACTS&
FIGURES
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Feeling Active: the military and sports 
mascots
Over the season, several programmes looked 
deep inside armies and special forces 
around the globe. The military way of life 
and training both fascinates and scares 
people. In the Danish documentary 
Frømandskorpset viewers take a look 
at the elite commando Frogman Corps 
of the Royal Danish Navy. In the British 
reality show SAS: Who Dares Wins and 
the French Garde à Vous (adaptation of 
Lads’ Army), civilians have the possibility 
to train with former soldiers and a cap-
tain of the special forces. The French 
docu-soap achieved a market share 
of 66% above the slot average among 
young adults when it premiered. 
This year, with the Summer Olym-
pics, programmes on athletes and the 
event become more and more present 
in TV grids. The German game show  

Die Superolympionikin broadcast last January gath-
ered a market share of 44% above the VOX slot average 

among young adults. In the pilot, the TV host 
asked professional female athletes to 

challenge her in an Olympic sport after 
two weeks of training. Some producers 
find opportunities to create alternative 
programmes in sporting competitions. 
In the Netherlands, as the country did 
not qualify for Euro 2016, two hosts 
and two retired international football-
ers are looking for the best alternative 
team in Voor Wie Juichen We? on NPO 
3. While the Danish game show Mascot 
Mania looks for the best football mas-
cot in the country throughout several 
challenges.

Social experiments: life 
swap
In order to find themselves, some people 
need to push their physical limits, while    

SEVERAL

PROGRAMMES

LOOKED DEEP 

INSIDE ARMIES 

AND SPECIAL 

FORCES AROUND 

THE GLOBE: 

THE MILITARY 

WAY OF LIFE AND

TRAINING BOTH 

FASCINATES 

AND SCARES 

PEOPLE

In the French programme Garde 
 à vous, civilians have the possibility 

to train with former special  
force soldiers.

Garde à vous
M6, France



others experiment with new lifestyles. In the US reality show 
60 Days In, seven ordinary people go undercover at Clark 
County Jail in Jeffersonville in an effort to expose the internal 
issues of a prison and what really happens behind bars. As it 
would have been difficult to remain unknown after the first 
season aired, a second season was produced before the 
premiere. In Scandinavia, The Homeless Experience follows 
polar explorer Petter Nyquist as he goes homeless in Oslo 
for 52 days, while Felix OG Vagabonden focuses on Henning, 
who has lost his job, his home and 20 kilos. Viewers follow him 
while he travels around Denmark on a bike with his dog Felix 
to find his meaning in life.
Sometimes, looking for your "true self" is hard when 
you're solo; some of us need the help of a better half. 
Over the season, many dating shows cropped up and 
they were more and more daring. The huge hit Kiss Bang 
Love tries to match people up by getting them to kiss a 

+44%
VS SLOT AVERAGE MARKET SHARE

AMONG YOUNG ADULTS FOR
DIE SUPEROLYMPIONIKIN ON VOX

Mascot Mania
DR3, Denmark

The Danish game show Mascot 
Mania searches for the best football 
mascot in the country throughout 
several challenges.

FACTS&
FIGURES
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stranger before seeing each other. In the British Secret 
Dates, a single woman goes on four dates, unaware that 
they were arranged by her friends. Several upcoming 
programmes have been highlighted during the last MIP 
TV including two formats from Armoza Formats, Date in 
reverse and Marry Me Now already sold in several coun-
tries in Europe and Australia. 

Stories on the edge: living on the brink 
of society
In many TV creations this season, when people struggle 
to find answers, some do not hesitate to cross the border 
of law, while others choose to go off the radar or to leave 
their own country.

Hiding one’s identity
Following the path of Mr. Robot, spies are everywhere and 
everybody is tracked. While espionage dramas following 
secret agents are a safe bet for broadcasters, recent 
ones offer a plot twist in which the hunters become hunt-
ed. In the ABC hit Quantico, an FBI recruit is suspected 
of masterminding a terrorist attack by her former com-
rades. The series performed well in Scandinavia. Fiction 
also mixes genres and worlds by dropping unassuming 
characters in the plot. In the BBC mini-series London 
Spy, an ordinary man tries to understand the disap-
pearance of his lover who appears to be a secret agent. 
On the unscripted side, escaping from the surveillance 
world is more and more present on TV and several pro-
grammes explore what it takes these days to go under 
the radar. Channel 4’s reality show Hunted challenges a 
group of ordinary British people to go offline and urg-
es them to take extreme measures to avoid detection. 
In the French documentary Comment je suis devenue in-
visible, viewers follow each step of a connected woman 
living in the city who tries to go unnoticed from cameras 
and tracking systems. 

Partners in crime
Plots, frame-ups, corruption and conspiracy have been a 
source of inspiration for many programmes this season. 
The documentary series Making a Murderer released last 
December on Netflix chronicles the story of Steven Avery,    

SOMETIMES, LOOKING 

FOR YOUR "TRUE SELF"

IS HARD WHEN YOU'RE 

SOLO; SOME OF US NEED 

THE HELP OF A 

BETTER HALF.

OVER THE SEASON, 

MANY DATING SHOWS

CROPPED UP AND THEY 

WERE MORE AND 

MORE DARING

Quantico
M6, France



who was freed in 2003 after having spent 18 years in prison 
for a rape he did not commit. However, two years later he 
was convicted for the murder of somebody else. The me-
dia coverage was so powerful that a petition was created 
to free Steven Avery which prompted the White House to 
respond. The media are also at the heart of the anthology 
series American Crime Story, which focuses on some of the 
the country's most notorious true crime stories. The first 
season is about one of the most famous cases of the 1990s: 
the murder trial of O.J. Simpson. Executive produced by 
Ryan Murphy, the series has found its way to several coun-
tries such as the United Kingdom and Australia. A second 
season is already in development. Speculation and crime 

Making a Murderer
Netflix

The documentary series chronicles the story of 
Steven Avery, who was freed in 2003 after having 
spent 18  years in prison for a rape he did not 
commit.
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are at the heart of the Danish hit series Follow the Money, 
which takes viewers inside a world of corruption where or-
ganised criminals launder their ill-gotten gains. 

Into the wild
What better way to wipe the slate clean than to start from 
scratch in a new place? The Swedish thriller Ängelby fol-
lows a newly divorced and dismissed woman who moves 
to a small village to start a new life, while in the Australian 
series 800 Words, a widowed father moves overseas with 
his two teenagers to make a fresh start. Asger Og De Nye 
Danskere is about Danish businessman Asger Aamund, 
who tries to help six immigrants get a job. The reality show 

multiplied the DR 2 prime time average by 2.5. Also in Scan-
dinavia, 99% Norsk launched on the Norwegian public 
channel NRK1 follows six young Norwegians travelling with 
their best friend to their country of origin to better under-
stand each other.
Understanding and accepting one’s identity has always 
been difficult. Over the season, new programmes show 
viewers how the path is full of pitfalls and, at the same time, 
one-of-a-kind discoveries.  

Source: Médiamétrie / Eurodata TV Worldwide – NOTA International TV 
Trends 2015–16 / Relevant Partners

FACTS&
FIGURES

TRENDS

A new take on history
BEYOND ONE'S LIMITS

Social experiments

PARTNERS IN CRIME
Into the wild



INTERVIEW

The Success Story of 
America's Got Talent

Trish Kinane
President of Entertainment Programming
FremantleMedia North America

For over a decade, Got Talent 
has been captivating viewers 
around the globe. Trish Kinane 
explains FremantleMedia’s 
strategy for long-running 
formats and how a show can 
be kept attractive over the 
years.

Can you please remind us when America's 
Got Talent (AGT) was created and the 
TV context?
Trish Kinane: When America’s Got Talent launched in 
2006, the airwaves were full of comedy and drama with 
a few reality shows like American Idol, Survivor and Big 
Brother. The time was right for a new take on the talent 
show, featuring a wider range of acts than just singing, and 
AGT provided something different.
It was an immediate hit and has consistently been the 
number one show of the summer in the US for many years 
and, according to the Guiness Book of Records, Got Talent 
is the world’s most successful reality show ever. Produc-
tions have been licensed in 69 territories and the show can 
be seen in 190 markets worldwide with more than 500 mil-
lion global viewers.

The 10th season has been even more 
successful than the previous ones. 
In such a competitive environment, 
what is the added value of AGT?
T.K.:  We at Fremantle know how to look after long-run-
ning franchises, and we make sure that, whilst keeping the 
core integrity of the format, we are constantly improving 
the production values of the show by freshening up fa-
miliar elements. This can range from how we tell the con-
testants’ stories, to the way their act is staged, and, even 
though the show is in its eleventh season, we are always 
looking at new ideas and new twists. The Golden Buzzer 
for example, where the judges and hosts can catapult an 
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act straight into the live shows, has added real drama and 
excitement to the format.
Season 11 has unearthed some amazing acts across 
the board, from singers to danger stunts to magicians.  
Viewers love to see talent, and, whilst it is harder to find 
in a competitive landscape, it is very much appreciated  
by viewers who love to support skill and expertise when 
they see it.
The judges are also crucial to success. Simon Cowell joined 
the AGT panel this year, bringing his unique style. He knows 
how to spot talent and has great chemistry with Heidi, Mel 
and Howie, making the judges fun to watch.

How do you keep younger audiences 
attracted in a period when this target group 
watches less TV? 
T.K.: This format allows for a lot of comedy which plays 
very well with the younger audience. The humour ranges 
from straight up comedians to eccentric quirky acts which 
provide a lot of fun and energy.
We also have a lot of young performers this year, from  
6 years old upwards. We have young singers, contortion-
ists, magicians, and comedians who are hugely popular 
with the viewers.   

America's Got Talent
NBC, USA

WE ARE CONSTANTLY 

IMPROVING THE PRODUCTION 

VALUES OF THE SHOW BY 

FRESHENING UP FAMILIAR 

ELEMENTS



INTERVIEW

How do you engage younger target groups 
and especially Millennials? 
T.K.: The America’s Got Talent online audience has mas-
sively grown from a very low base to now becoming a so-
cial media dominant programme. In less than 4 years AGT 
has added over 3 million YouTube subscribers, 4 million 
Facebook fans, nearly 400,000 Twitter followers, and we 
are actively engaging our younger demographic.
During our latest audition season, AGT held live online 
auditions on a new platform called You Now. It is a live 
streaming app that reaches teenagers, and broadcasts to 
a community of musicians and other talents. Through this 
new outreach effort we had over 1.3 million viewers over 
13 audition hours, with nearly 5,000 people in the queue to 
audition.

Is there an AGT community? 
T.K.:  Season 11 of America’s Got Talent has over 1/2 billion 
video views across Facebook and YouTube, and is regularly 
in the top 2 of Nielsen Twitter broadcast TV ratings.    
There is definitely an AGT community. We hired an in-
house digital producer to bridge the communication and 
content creation between the network and Fremantle, re-
sulting in constant communication with our viewers. Plus 
our digital properties saw exponential growth.

What use do you make of digital platforms? 
T.K.: Our judges and host Nick Cannon are engaging their 
fan bases, and orchestrating conversation between each 
other, the AGT brand, and contestants. Through live tweet-
ing during shows, promoting tune-in messaging on all plat-
forms, and filming digital exclusives for YouTube, our on-
screen talent is leveraging their brand to talk to our fans.
Plus our digital team continually uses social media to go to 
where fans of the show live online, and to areas where we 
can build conversation to bring in a new audience.

How do you find new talents?
T.K.: It is harder than ever to find great talent and we have 
to make sure we cover all bases.
The fact that AGT is the number one show of the summer 
attracts many contestants to apply, but there are lots of 
shows in competition with us, and we have to make sure 

AMERICA’S GOT TALENT
SEASON 7-11 TOTAL 
AUDIENCE & SHARE 

Individuals 2+
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ABOUT FREMANTLEMEDIA
FremantleMedia is one of the largest 
international creators, producers and 
distributors of multi-genre content out-
side the US. With operations in 31 coun-
tries, FremantleMedia’s comprehensive 
global network is responsible for more 
than 10,000 hours of programming a 
year and distributes over 20,000 hours 
of content worldwide.

FACTS&
FIGURES

AMERICA'S GOT TALENT 
(SEASON 11)

EPISODE 6: HIGHEST RATING EPISODE
 SINCE SEP 2011 (S6 FINAL, LIVE+SD)

EPISODE 4:  HIGHEST RATING EPISODE 
SINCE MAY 2012 (LIVE+7)

#1 
SUMMER ENTERTAINMENT SHOW 

IN THE US FOR 8 YEARS
(NOT INCLUDING THE CURRENT YEAR)

GOT TALENT
LICENSED IN 

69 
TERRITORIES SO FAR

THE FORMAT HAS BEEN WATCHED BY OVER 

500M PEOPLE 
WORLDWIDE

THE FORMAT HOLDS A GUINNESS 
WORLD RECORD FOR THE WORLD’S 

MOST SUCCESSFUL REALITY TV FORMAT

that we explore all avenues when looking for 
talent. We target acts through showcases, 
online auditions, You Now open auditions, 
Skype, and specialist talent advisors as well 
as the more traditional open call auditions 
held in towns around the USA.
We also encourage people to audition with 
new forms of acts – maybe hybrids between 
different forms of talent so that we are find-
ing new ways to entertain the viewers.

The Got Talent brand is also 
successful worldwide. Despite 
cultural differences, are there still 
new territories to conquer? 
T.K.: The Got Talent brand crosses cultural 
divides – there are people who sing, dance 
and entertain everywhere. We would love 
there to be a version of Got Talent in every 
territory and with production already in 
69 countries, we are doing pretty well. Our 
newest launch will be in French speaking 
Africa in October.  



I'm a celebrity... Get me out of here!
ITV, UK
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Keeping It 
Local in a 
Global Market

What are the highlights of ITV Studios? 
Ella Umansky: International buyers and producers are 
always looking for that elusive ‘breakout hit’: that new, ex-
citing, prime time entertainment format that will punch 
through the thousands of shows flooding the market. But 
although pre-existing, long-running shows such as Big 
Brother, Who Wants To Be A Millionaire, Survivor and Pop 
Idol still dominate in many territories, there is a growing 
demand for a range of formats of all different sizes and 
genres, as buyers look to fill other slots and rival the big 
players in prime time. 
Here at ITV Studios, our ability to meet this diversity of de-
mand has allowed us to respond well in a changing mar-
ket. As an international business with production offices 
around the world, we have a broad and diverse portfolio 
of formats suitable for a range of slots. Our ‘evergreen’ for-
mats such as I’m A Celebrity…Get Me Out Of Here!, Come 
Dine With Me, Hell’s Kitchen and The Chase continue to 
travel and consistently deliver hit ratings around the world, 
whilst at every market we bring a new set of formats from 
our family of international production studios, such as Love 
Island, the world’s first live daily reality dating show. This 
ability to work across genres and for a variety of slots and 
budgets allows us to be agile and react to changing trends. 

What are the formats that perform well and 
which ones are coming to the market?
E.U.: Despite a market that constantly demands the next 
big thing, in practice buyers are looking for tested formats, 
those with a proven track record and a strong support     

Ella Umansky
Global Formats Manager
ITV Studios

ITV Studios is a global 
production business, creating 
and distributing content from 
offices in the UK, US, Australia, 
France, Germany, the Nordics 
and the Netherlands, including 
formats such as I'm A Celebrity... 
Get Me Out Of Here! and Come 
Dine With Me. Ella Umansky, 
Global Formats Manager at ITV 
Studios, reveals the keys to 
success for these travelling and 
enduring hit formats.



INTERVIEW

system for local producers. Nonetheless, not all formats 
have the same life span.  It is only the brands that contin-
ues to adapt to the demands of viewers that stand the test 
of time. Last year for example, the first I’m A Celebrity... Get 
Me Out Of Here! app proved to be the most successful vot-
ing app in the UK, even against shows such as The X Factor 
and Britain’s Got Talent, whilst Come Dine With Me has 37 
separate local versions, but continues to evolve such as 
the recent new twist on the format, Come Dine With Me: 
Champion of Champions.
At the same time, formats from our international pro-
duction studios are proving successful, with Denmark’s  
The Price of Beauty gaining traction in Scandinavia, and 
Finnish format Bargain Battle launching in Belgium. While 
the UK is still seen as one of the most significant exporters 
of formats, there is a growing interest in formats coming 
from elsewhere. Our Nordic offices, for example, have 
great experience of successfully localising UK formats and 
working with smaller budgets, putting them in the perfect 
position to develop their own formats that recognise the 
need for this international adaptability.
Alongside our existing international studios, we are grow-
ing our strategic partnerships in key territories, including 
Italy, Spain, Israel and Brazil. ITV Studios is also keen to 
be working with newly emerging format markets such as 
China and South Korea, and we have made great inroads 
with constructive partnerships in these territories, looking 
at creative ways to share ideas. 

What are the keys of success to adapt a local 
format abroad?
E.U.: The creative should always come first – we want to 
develop the best possible show before thinking about how 
to make it travel. While we aim to build strong, consistent 
and recognisable brands through production support and 
strong branding, it is vital to have local experience and know-
how to create shows that resonate with specific audiences. 
This can be a challenging balance to strike. The strongest 
brands are those which have been centrally managed and 
which retain their key format elements in all territories, but it 
is important to be adaptable in the local marketplace. 
Even something as basic as episode duration needs to 
be considered when adapting shows locally. Whilst most 

THE STRONGEST 

BRANDS ARE THOSE 

THAT HAVE BEEN

CENTRALLY MANAGED 

AND WHICH RETAIN 

THEIR KEY FORMAT 

ELEMENTS IN ALL 

TERRITORIES, BUT IT IS

IMPORTANT TO BE 

ADAPTABLE IN THE 

LOCAL MARKETPLACE 

37
 LOCAL VERSIONS FOR THE

COME DINE WITH ME FORMAT

FACTS&
FIGURES
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UK shows are 30 minutes or an hour in average duration, 
many European territories broadcast 90 minute episodes 
as a minimum. This raises fresh considerations around 
structure, tone and pace. Continual dialogue between lo-
cal producers and international consultants allows us to 
retain the key brand elements whilst creating something 
shaped specifically for the local market. It is this process 
that often brings up the most creative additions and adap-
tations, which are then fed back to other local producers 
of the show. This allows brands to grow and develop, whilst 
staying distinctive and strong. 

Each country has its own humour. How do 
you manage the cultural differences?
E.U.: Concepts such as humour can be very locally spe-
cific, yet there are many themes that remain universally 

understandable. As long as the heart of a show is under-
standable regardless of geographical location or lan-
guage, then the local spin will add humour or nuance. It is 
recognisable themes such as love, competition, food, fam-
ily or music that can be found at the heart of all of the most 
successful formats. 

What is the next big thing?
E.U.: No-one knows where the next big hit is coming from. 
Everyone assumed that the talent show had been done 
until The Voice found a new angle and a new mechanism 
that made the genre feel fresh again. We must therefore 
approach all of our formats with the same level of passion 
and commitment in the assumption that each has the po-
tential to become that next big thing. This way, we'll always 
be ready to make the most of it.   

Das perfekte Dinner
VOX, Germany

Come Dine  
With Me has  
37 separate 

local versions.
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ITV, UK
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How RTL Stays 
Close to Its Viewers

Frank Hoffmann
Programming Director
RTL Television

The German TV market is one 
of the most complex and most 
competitive in the world.
Mediengruppe RTL 
Deutschland ensures its 
position on the TV market 
thanks to a unique signature: 
exclusively owned content  
& strong brands.  
Frank Hoffmann unveils  
the keys of their strategy.

What is RTL Television's strategy regarding 
programme development? 
Frank Hoffmann: We want to be the number 1 commer-
cial TV channel in all relevant programme genres. To this 
end, we look for programmes that entertain and inform as 
many people as possible. We want to reach the entire fam-
ily, whether they are watching in front of the TV at home or 
on the move using a smartphone or tablet. Our answer to 
ever growing competition, whether linear or non-linear, is 
to offer attractive content that can ideally only be seen with 
us – and in the best case scenario, live. We look for content 
to which we have the most comprehensive rights possible 
so that we can exploit it across all platforms. A good exam-
ple of this is the rights package we recently acquired for a 
further 28 matches involving the German national football 
team between 2018 and 2022, including all of the qualifi-
cation matches for the European Championship and the 
World Cup. Matches involving our national football team are 
demonstrably the greatest audience magnet in our market, 
and these 28 matches are live and exclusive in free-TV only 
with us.

What are the specificities of the German TV 
market in terms of programmes?
F.H.: I suppose the level of competition in the German mar-
ket is something unique, with just two large commercial 
broadcasting groups and a public service broadcasting 
system that is without equal in the world when it comes to 
financial means. In terms of the programmes that are suc-
cessful in similar markets, I don't see any major difference. 
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What we also have in common is the search for the next 
major international hit, whether in the fiction or entertain-
ment genre. The Voice was the last hit show that enjoyed 
international success, and then around five years ago it 
made its way to Germany and now runs here with our col-
leagues from ProSiebenSat.1. But maybe our dry spell is 
coming to an end: with Ninja Warrior Germany, we have fi-
nally landed another hit that comes from the international 
market.

What is the balance between global formats, 
US fiction and local production?
F.H.: The mix between US fiction, international hit shows 
and locally produced content is shifting. We have a clear 
commitment to producing more of our own content. The 
reason is strategic: there is no longer sufficient program-
ming content coming from the international market for a 
mainstream broadcaster like RTL, whether in the fiction 
or entertainment area. Added to this is that fact that local 
productions are more attractive on the broadcast market 
than a US product that people may be able to see on any 
number of streaming platforms before it is broadcast on 
free-TV. At the same time, we want to offer our content 
on all relevant digital platforms, and to do this we need    

Winnetou
RTL, Germany

WE HAVE A CLEAR 

COMMITMENT 

TO PRODUCING 

MORE OF OUR OWN 

CONTENT
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extensive rights to the content. Nowadays, for instance, 
around 75% of our prime time shows are produced locally. 
In the case of our commercial competitors, the proportion 
of local productions is less than half. On the other hand, 
we are pleased about the US hit series Shades of Blue 
with Jennifer Lopez and the recent success of Ninja War-
rior Germany. US fiction will remain an important part of  
our programming. And of course, any hit from the inter-
national market that we can successfully adapt is more 
 than welcome.

How are you reacting to the increasing 
demand for home-grown content?
F.H.: We are taking a multi-pronged approach: on the one 
hand, we are building closer partnerships with local pro-
duction companies. For instance, two years ago, we invited 
pitches for a sitcom: over 300 concepts were submitted, 
four of which we sent to production. RTL has a long tradi-
tion of producing sitcoms in-house – we will be launching 

the first of four new productions early next year. We are 
also checking out smaller markets, which previously hav-
en't necessarily been the focus of our attention, for ideas 
that we can translate for our portfolio, even if the format 
itself still needs some work. And last but not least, in spring,  
we established our own development unit that should  
draw on the creativity we have in-house to develop for-
mats, including from scratch. The first ideas are to be  
realised this year.

Deutschland 83 was an image-boosting hit 
last year; in some cases, it has been more 
successful abroad than in Germany. What 
was the strategy behind this? Are there new 
series in the pipeline?
F.H.: We achieved nearly all our goals with Deutschland 
83: a great deal of recognition for the series and RTL in 
our market. International success and great respect for 
what German television can do. Despite a good start, we 

Dance, Dance, Dance
RTL, Germany
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were unable to get our viewers invested in the series, how-
ever. Maybe it was positioned too narrowly, better suited 
for a niche audience. But we want the series to continue, 
including at home. We can't do that without other partners, 
though, and our colleagues at UFA are trying to recruit them 
now. Other than that, we are pleased to have developed Der 
Lehrer, another series produced in-house, together with the 
producers into what is now the most successful German se-
ries with young audiences: with its special brand of humour 
and themes that the viewers can relate to from their every-
day lives. And of course there are other scripts under devel-
opment that it is still too early to talk about.

What is the strategy concerning sports 
rights, knowing that live is crucial but the 
rights fees have exploded?
F.H.: We have the most powerful sports in our portfolio with 
highly attractive football matches, boxers like Wladimir 
Klitschko and Formula 1. Live and exclusive in free-TV with 
viewing figures of up to 10 million and more. That alone is 
a great success, and something that constantly presents 
us with a variety of challenges, each sport in its own way. 
Of course, the costs of rights in top international football 
are a frequently discussed topic. Especially in light of this, 
we are pleased to have gained a reputation over the    

WE HAVE THE MOST 

POWERFUL SPORTS 

IN OUR PORTFOLIO 

WITH HIGHLY

 ATTRACTIVE FOOTBALL 

MATCHES, BOXERS 

AND FORMULA 1

Der Lehrer
RTL, Germany
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years for our content-related, journalistic and technical 
presentation of sports – including with experts and rights 
owners – that has helped us reach an agreement for the new 
package during the latest negotiations. In Formula 1, on the 
other hand, some scarcely comprehensible changes to the 
regulations in recent years played a role in fans losing 
their interest in sports. This is changing, however. Look-
ing at the current season, it is evident that viewers are 
now returning to Formula 1. The Monaco Grand Prix in the 
middle of the year attracted 5.8 million viewers, the highest 
number in three years – so we are heading in the right di-
rection. In heavyweight boxing, we are looking forward to 
the rematch between Wladimir Klitschko and Tyson Fury, 
which is Wladimir's opportunity to regain his title. But we 
are thinking ahead and developing new talent at the same 
time: for instance, Marco Huck made his debut with us at the 
start of the year and passed the test with flying colours. He 
boxes attractively, deservedly won the fight – and the spec-
tators. A total of 4.4 million viewers watched the match – our  
commercial competitors have yet to achieve viewing figures 
this high in the current year, by the way.     

Is there a recipe to make a local/in-house 
production last many years successfully, and 
even export it?
F.H.: Keeping programmes fresh and developing them over 
the years is an art that we practice like virtually no other. 
And the recipes for doing so are as individual as the genres 
are varied. Gute Zeiten, Schlechte Zeiten is without doubt an 
exception, being broadcast weekdaily and achieving view-
ing figures in the early evening slot that in many cases our 
competitors don't achieve during prime time. With sales in 
over 140 countries, Alarm für Cobra 11 is our international 
best seller, but each series requires a lot of work in order 
to remain successful.  Hit shows like Wer wird Millionär? 
(Who wants to be a Millionaire?) and Deutschland sucht den 
Superstar (Idols) are formats that have been successful 
with us for longer than in any other market in the world. It 
often happens nowadays that ideas we have for developing 
a format further are then adopted by other international 
markets. As trite as it sounds: in the end, it takes creativity, 
craftsmanship and passion to keep a programme that suc-
cessful for so long.

What are the upcoming programme 
highlights? 
F.H.: It is difficult to single out specific examples, because a 
programme portfolio is always a total artistic package. As 
such, I am looking forward to the mix of already success-
ful and new formats that we are showing in the coming 
season. One thing's for sure: with nearly 20 premieres, I 
can hardly remember ever having so much new material. 
It includes formats that we have developed from scratch 
ourselves, like Die Kirmeskönige, in addition to adaptions 
of international licensed formats like Dance, Dance, Dance. 
There are large-scale projects like our three-part series 
Winnetou and the results of our sitcom pitch with local 
producers. Added to this are top class sports events and 
many, many new editions of our established programmes. 
I'm keeping my fingers crossed for every single format.    

75%
OF OUR PRIME TIME SHOWS 
ARE PRODUCED LOCALLY

300+ 
CONCEPTS SUBMITTED 

FOR A SITCOM

SALES IN OVER

140
COUNTRIES 

FOR ALARM FÜR COBRA 11

FACTS&
FIGURES
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What are the challenges for a TV 
company facing the increasing 
fragmentation of the TV market and what 
can be done about it? 
Jan-Peter Lacher: The German TV market is one of 
the most complex and most competitive in the world. 
There are powerful public broadcasters and private 
broadcasting groups and a multitude of players with 
offers in the niche market. As the Mediengruppe RTL 
Deutschland we have at our disposal an attractive port-
folio including clearly positioned stations and video 
offers. The prime challenge for all our channels is to 
optimally recognize and service the needs of our audi-
ence and ad clients 24/7. To do so we have bet heavily 
on exclusive content and our own brands; that means 
programming which only we have. This is the unique 
signature of our brand and the USP of our offer. In a 
market of heightened fragmentation we have expand-
ed our video and moving image offer in recent years by 
launching new stations – in free-TV the latest was RTL 
NITRO (2012) and in pay-TV GEO Television (2014). The 
launch of RTLplus this year is one more important step 
in this direction.

Which target group is RTLplus aiming 
for?
J.-P.L.: The station, like most stations, aims to serve 
the 14 to 59 year-olds, commercial target group. In 
the process the channel will be positioned significantly 
more female-oriented and older than RTL Television. 

A New Channel 
in the RTL Family

Jan-Peter Lacher
Programme Planning Director
RTL Television

Mediengruppe RTL 
Deutschland, the German 
RTL subsidiary, has launched a 
new free-TV channel in order 
to enlarge its range of target 
audience. Jan-Peter Lacher 
talks about the launch 
of a new channel, RTLplus, 
and the strategy behind.
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Inka Bause and Joachim Llambi
RTLplus, Germany

THE PRIME CHALLENGE 

FOR ALL OUR CHANNELS IS 

TO OPTIMALLY RECOGNIZE 

AND SERVICE THE NEEDS OF OUR

AUDIENCE AND AD CLIENTS 24/7

The channel is especially focused on the core target group 
of women over 45 years of age. This target group watches 
on average 5 hours a day. That means television is without 
doubt the medium of choice. And for that reason it makes 
a lot of sense from our perspective to launch a new chan-
nel specifically for this audience. Also from a marketing 
perspective the consumer-oriented target group of best 
agers is becoming more important than ever.  

How do you intend to reach this target 
group and make the channel successful? 
J.-P.L.: We are convinced that we can very successful-
ly reach this target group with RTLplus, because besides 
having a strong brand, we can also provide the right  
content.  



INTERVIEW

RTLplus features an entertaining blend of popular RTL 
classics and exclusive new in-house productions. Among 
the perennial are those eternal hits like Dr. Stefan Frank, 
Hinter Gittern, Nikola, Ritas Welt or Einsatz in 4 Wänden, 
which will be returning to linear television. A lot of our audi-
ence grew up watching these programmes and are look-
ing forward to seeing them again. And we also believe we 
can win over new viewers. After all escapism is more rele-
vant than ever. In a time when the news is being dominated 
by somber, often existential topics, the audience longs for 
the light, carefree entertainment and nostalgia. 

What kind of in-house productions are next 
in line? 
J.-P.L.: To start with, we are concentrating on new editions 
of well-known game shows like Jeopardy!, Familien Duell 
(Family feud), Ruck Zuck and Glücksrad (Wheel of Fortune), 
which we will be bringing back in a modern, fresher form. 
We believe that the time is ripe for a return to the classical 
game show. Besides that, we have a slew of ideas for addi-
tional in-house productions, but we intend to first focus on 
getting the station successfully established. 

Do you plan to launch additional stations in 
the Mediengruppe RTL in future? 
J.-P.L.: We never stop thinking about new offers. But at the 
moment there are no further linear channels planned.    

WE BELIEVE THAT 

THE TIME IS RIPE FOR 

A RETURN TO THE 

CLASSICAL GAME SHOW
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INTERVIEW

Ninja Warrior
RTL , Germany

Glücksrad
RTLplus, Germany



INTERVIEW

What are the challenges for a TV 
company facing increasing fragmentation 
in the TV market and what can be done 
about it? 
Erwin Lapraille: RTL Belgium group has been the leading 
player on the Belgian French-speaking television market 
since many years now – despite the market developments 
that have taken place, including in particular public televi-
sion's new ability to increase its public capital with addi-
tional advertising revenue. Our only source of funding has 
inevitably been affected as a result. 
To the extent that our position as leader has become es-
sential to ensuring that our business remains viable. 
Our in-depth knowledge of the French-speaking Belgian 
audience is one of our most valuable resources. This ability 
to target the expectations and desires of our audience as 
closely as possible is what has prevented us from suffering 
from the advent of new ways of consuming video content. 
Across all age groups, the Belgian public remains highly at-
tached to RTL Belgium group brands and is loyal to their pro-
grammes, through both linear scheduling and on-demand.
Our close links to our audience and our ability to adapt to 
the developments that they are undergoing are two as-
pects that, I believe, explain why we are still leaders, de-
spite the fragmentation of the television market. 

How do you reach your target audience and 
make the channel successful? 
E.L.: Belgian television viewers see television as an enter-
tainment tool. We develop programming that ensures our 

What's On? 
Programme Schedule 
and Local Productions

Erwin Lapraille
Head of Programming & TV Operations Deputy Director
RTL Belgium

Erwin Lapraille, Head of 
Programming and TV 
Operations Deputy Director 
at RTL Belgium, explains 
how RTL Belgium preempts 
the TV market 
transformation and how they 
adapt to remain leader on 
the Belgian French-speaking 
television market.
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INTERVIEW

viewers will enjoy themselves. This focus, coupled with an 
information hub whose quality and responsiveness we aim 
to constantly guarantee, helps to cement the credibility of 
our channels and our audiences' attachment to them.
To illustrate this, I'll use the example of the Euro 2016.  
In Belgium, the broadcasting rights were owned by pub-
lic television. Aside from one-off audience ratings during 
national football team matches, we were worried that the 
public would develop a sort of strong attachment to the 
public RTBF channels. But this didn't happen. During the 
month of football, we saw that Belgians watched the 
Euros, but not RTBF: during evenings without matches, we 
saw a return to 'normal' – evenings where our leadership 
was undeniable. Even better, throughout the Euro, our TV 
news show's performance improved compared with the 
pre-competition period – Belgians watched RTL to find out 
about the Euro, despite the fact they were shown on RTBF.
This is because we know our target audience, we listen to 
them, and we adapt to them so they stay loyal to us.  

WE KNOW OUR TARGET

AUDIENCE, WE LISTEN TO

THEM, AND WE ADAPT TO

THEM SO THEY STAY LOYAL

TO US

RTL Info
RTL TVI, Belgium



INTERVIEW

What type of programmes work best on RTL 
Belgium’s channels?
E.L.: Belgians' top TV viewing preference is for information 
broadcasts. And as a result, RTL TVI's TV news and infor-
mation magazine programmes hold the top spot for the 
most-watched programmes. Our leadership in this field 
has been uncontested for many years now. Our respon-
siveness and our desire to deal with news at a human level 
are our main assets compared to the public broadcaster.
Next are entertainment programmes, and this type of pro-
gramme occupies a very strong position in Belgium. The 
first of these programmes is none other than the Belgian 
version of Farmer Wants a Wife, of which we will be broad-
casting the 8th season in autumn. 
We also have a lot of comedy programmes, based on tried 
and tested talents from the Belgian scene.
Finally, there are a number of US series whose perfor-
mance should also be noted and which our viewers are 
truly passionate about. NCIS, Criminal Minds, Scorpion 
and Zoo were some of the most commonly followed pro-
grammes of the 2015-2016 season. Despite bleak predic-
tions by some media experts, the future is still bright for US 
series in Belgium.

What are the Belgian audience's go-to 
favourites?
E.L.: Just like anywhere else in Europe, Belgians are very 
attached to programmes that affect them directly, that 

L'Amour est dans le pré
RTL TVI, Belgium

WE HAVE NEVER 

STOPPED PRODUCING

PROGRAMMES LOCALLY,

THE DIFFERENCE 

IS THAT TODAY, 

DEMAND FOR THESE

PRODUCTIONS IS 

MUCH HIGHER THAN 

IN THE PAST
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remind them of aspects of their daily lives. And so local 
productions are a roaring success. That's another aspect 
that we are constantly building up. The cost of this type of 
production might be higher, but how they perform makes 
up for that, and helps us to bring channels closer to their 
audiences. In that sense, local productions are an invest-
ment that we are looking to boost in the coming seasons.

What share do local productions have 
in the programme schedule? Is there a 
main type of programme for these local 
productions?
E.L.: Whereas it accounted for 38% of programme sched-
ules 15 years ago, local production hasn't stopped growing, 
representing 58% of the schedule this season. 
Local production is now intertwined with almost all types 
of programme – especially information magazine and 
entertainment shows. Although being a local production 
doesn't guarantee a show's success, we have nonetheless 
noted that almost all of the programmes we have broad-
cast during this season have been hugely successful. 
The same is also true for the talk show De quoi je me 
mêle and the Sunday debate show C'est pas tous les jours 
dimanche, which were launched in September 2015. 

Can you tell us about how the programme 
schedules have changed over the last 
decade?
E.L.: It is precisely the increase in local productions and their 
scope that have marked our development in recent years. 
We have moved from constant global productions (US se-
ries, game shows like Who Wants to Be a Millionaire?, etc.)  
to much more local programming that is more intimate 
with the  viewers.

Until now you had a rather unique 
positioning in Europe with very few local 
productions in your top 10. It seems to be 
changing recently – how do you explain 
this?
E.L.: Local productions are at the very foundation of RTL 
TVI's DNA. The very existence of our channel stems from the 
launch of a Belgian TV news programme in 1987, the first local 

production on any channel. Some of our weekly magazines 
have been around for over 20 years, and are still the best way 
of maintaining our close relationship with local viewers.
We have never stopped producing programmes locally. 
The difference is that today, demand for these productions 
is much higher than in the past. In this context, it is easier 
for us to try new things, to take risks, now that the market 
is mature. That's why the share of local productions has 
significantly increased in recent years. And why they have 
also become more successful.

What kind of in-house productions are 
in the pipeline? What is the creation & 
development process?
E.L.: Starting in autumn, we will be broadcasting a new con-
cept called L'Arbre à souhaits, where we see children try to 
make adults' dreams come true. This programme, which 
is filmed exclusively in Belgium's towns and cities, provides 
what we call “Feel Good TV” – a blend of local interest, en-
joyment and optimism. It is a French-language adaptation of 
a concept developed in Belgium's Flemish-speaking areas.
Generally, the programmes we broadcast are based on an 
in-depth analysis of viewer ratings and of the public's ex-
pectations and, occasionally, pre-tests. 
As a private company, our job is to attract a wide audience. 
And as a result, we carefully monitor how audiences devel-
op so that we can change our programming if necessary – 
such as when and how often we broadcast a show, or even 
if we should just cancel a particular show. 
Whether it is information, entertainment or fiction pro-
grammes, we want to offer our viewers TV moments that 
they will love. It is a promise that we do our best to keep. 
And that explains our viewers' loyalty. 

58%
OF LOCAL PRODUCTIONS

IN THE SCHEDULE VS 38% IN 2001

FACTS&
FIGURES



This study, conducted by Groupe M6’s marketing teams 
(advertising department, programmes, international 
monitoring, and artistic direction) is a powerful tool 
for deciphering and forecasting new societal trends. 
Backed by this expertise, Groupe M6 can come up with 
concepts and programmes that are in tune with view-
ers' expectations. 
Each year, this study is shared with our advertisers and 
agency partners for inspiration, creative ideas, and ex-
amples to fuel their marketing brainstorming sessions.

Study methodology
Approach
Groupe M6 uses its expertise to spot new trends.
• Marketing monitoring
• Product innovations
• Communication operations
• Semiotic analysis of advertising creations
•  Partnerships with and monitoring of the largest study 

and prospective institutes 
• Journalist and national press monitoring
• TV viewer testing
• Artistic direction
• International monitoring of programmes
Institutes
Nelly Rodi, Peclers Paris, Sociovision, Ipsos

Tam Vo Duy
Head of Programme Development
M6 Publicité

Carine Groz
Director of Study Group
M6 Publicité

M6 Publicité released its 9th 
annual trends study entitled 
Consumption, Behaviour, 
Television: what are the 
emerging trends in 2016?

Consumption, 
Behaviour & 
TV Trends for 2016

ABOUT M6 PUBLICITÉ’S 
TRENDS STUDY
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The 2016 economic and societal contexts that inform 
2016’s trends can be summed up in four main points:
•  Ubiquitous technology;
•  Two consumption systems that coexist: the traditional 

system and the collaborative economy;
•  A surge of patriotism and coming together;
•  A boom in environmental initiatives from brands.
We have noted the renewal phase and the desire to re-
build over the last several years. This has intensified in 
2016: brands and consumers are taking action more than 
ever. In this context, the Groupe M6 teams have identified  
3 main new trends (10 in total) for this year.

Trend #1: (almost) without filter
We are witnessing a radicalization of advertising speech-
es through “letting it all hang out”, “off-beat humour”, and  
“extreme positions”. (Almost) without filter, these  
extreme positions are only accepted by consumers if brands  
continue to exhibit two fundamental traits: transparency 
and caring.

Shocking, dirty and mean
Crude and off-colour, brands seem to have adopted an  
anything-goes mentality. But behind this extreme postur-
ing, they still care.

Playing with death
An uninhibited discussion about death with a single goal: 
to keep us alive.   

WHAT’S HAPPENING IN 2016?

What impact does this have on consumer behaviour & the French public's state of mind?

ECONOMIC
CRISIS

CLIMATE 
CHANGE

TECHNOLOGICAL 
REVOLUTION

TERRORIST 
THREATS

 The Pampers brand's 
campaign to collect  

slow-motion videos of 
 babies relieving themselves.

 #Poofaces



Provoking duels
The fierce competition that brands face pushes them to 
creatively respond to their opponents: competing brands 
and also consumers.

Marketing “lies” 
To increase visibility and to get our attention, brands are 
nudging us for a laugh. Logical consequence of the eco-
nomic crisis, brands have focused their positioning and 
advertising on transparency, sincerity, and naturalness. 
They have invested in new areas of expression, adjusting 
to more and more competition, the democratisation of the 
web culture and consumers’ expectation of always more 
entertaining content.  

Trend#2: out with the old, in with the new
The French are disappointed by the elite, their institutions 
and representatives. They are looking for new models, oth-
er sources of inspiration, and new figures they can rely on. 
These new guides provide reassurance about an uncer-
tain and troubling future.

Street culture
Street culture inspires more than ever. In 2016, rap and hip 
hop are awakening creativity and bringing fresh energy.

Outsiders and non-conformists
The unexpected underdogs are the big winners today. 
Outsiders and non-conformists inspire viewers with 
their courage and determination. Numerous studies 
and polls show that the French feel abandoned. They no 
longer trust in our institutions (religious, political or so-
cial). Every day, French people can see the widening gap 
between these slow, outdated institutions and the rapid 
pace of technology.
Consequently, they will look for new role models to follow. 
Unexpected new inspirations: former “losers”, transgen-
der people, people with disabilities and “underdogs”.
These extraordinary people, who would have been reject-
ed in the past, are now the focus of our admiration. This 
is partly thanks to the media, which has given a voice to 
those whom society had pushed to the wayside. American 
social anthropologist Susan Kresnicka says cultural, social, 

Misty Copeland, a classical 
dancer with an unconventional 
physique for ballet, has 
become the face of the Under 
Armour brand.

Misty Copeland
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ethnic, sexual, religious and other forms of diversity are an 
increasingly present aspect of our daily lives.
So how do the media, and in particular television, contrib-
ute to transforming these outsiders into role models?

Transgender people
Over the past few years, the transgender community has 
come out of the shadows and become part of society’s col-
lective debate, as we can see on the international stage.
Laverne Cox (Sophia in Orange is the New Black on Netf-
lix), is the first openly transgender person to be nominated 
for an Emmy Award in an artistic category and to make 
the cover of Time Magazine. Jamie Clayton plays Nomi, a 
transsexual blogger in San Francisco in the series Sense8. 
This show features eight individuals – men and women of 
different nationalities, social backgrounds and sexualities 
– who are all mysteriously connected via their five senses.
And of course, Caitlyn Jenner (formerly Bruce, Kim 

Kardashian's stepfather) has her own reality TV series (I 
am Cait on E!/ USA).

Dare to dream: athletes with disabilities 
Disability is highlighted in TV programmes as a means of 
teaching real life lessons. It is no longer viewed as a ca-
lamity, but rather as a detail that does not prevent a per-
son from living a nearly normal life, or even accomplishing 
something exceptional.
Blind naar de top (RTL 5 / The Netherlands) follows blind 
people through the climbing of the Mount Kilimanjaro with 
non-blind celebrities who have been blindfolded.
Heja Sverige is a Swedish programme that tells the everyday 
life of athletes with disabilities preparing for the Paralympics.
Channel 4 (United Kingdom) spared no expense for the 
2016 Paralympic Games. The channel produced a dynam-
ic, high quality promo that highlights the achievements and 
performance of athletes with disabilities.   

Heja Sverige
TV4, Sweden



The "underdogs"
Underdog is a term for the opposite of the favourite; a 
competitor who is almost certain to lose. It is a current 
theme which is a rich source of inspiration for brands.
The most emblematic example of this trend is Misty Cop-
land, a young woman who was told she had the “wrong” 
body to become a great ballerina. Despite this, she has be-
come American Ballet Theatre’s ambassador and principal 
dancer, as well as the face of the Under Armour sports-
wear brand.
So can we finally think of these outsiders, non-conform-
ists as new life coaches? Probably. But it is clear that we 
have gone from a very directive, skill development-based 
coaching style (with professionals on TV shows teaching 

Nivea Skin project: a second skin suit with 
embedded sensors that gives two people 
thousands of miles away the illusion that they 
are touching each other.

Nivea Skin project

us how to feed ourselves, raise our children, and decorate 
our homes) to one that focuses on developing values such 
as courage and determination.

The cool side of science
Although scientists are the ones coming up with solutions 
for our future, they are sometimes seen as too technical  
and unemotional. To balance this vision, they tend to adopt 
a fun, laid-back, and confident attitude.

Seers
More than oracles, today's seers are life coaches or psy-
chologists. They help us peer into an ever more uncertain 
future.
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Montebianco
RAI, Italy

Trend#3: the future is now
In 2014, the trends study announced the onset of aug-
mented humans: people who could – thanks to technology, 
medicine, robots, and machines – be healed, repaired, and 
given augmented physical abilities, potentially to the point 
of being immortal.

Emotional intelligence
Technology invests in the realm of emotions: machines al-
low us to capture them, tame them, use them, and enhance 
them to live more intensely.

Science of mind tricks
Science gives us super powers, like the ability to control 
things with our thoughts or the illusion of teleportation.

Strong TV programming trends: going to extremes 
and testing your limits
2016 is the year to push boundaries. Brands will use dar-
ing and unique advertising. Unconventional mentors will 
guide and inspire. And viewers will explore how to think 
and feel more deeply, beyond what is real, via machines.
We fuel a fascination for the extreme, for surpassing one-
self, for challenges, survival, powerful experiences, as if 
each day is our last. We see in TV programmes this de-
sire for the extreme, this need to go beyond boundaries 
and comfort zones. We will be pushing our limits, keeping 
our heads up, and continuing to grow… both on TV and in 
“real” life.  
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M6 Brings Holograms 
and Teleportation 
to Euro 2016

When the M6 team learned their channel would broadcast 
Euro matches, they asked one question: how can we push 
the boundaries of technological performance? The answer: 
bring the audience as close to the pitch as possible. “Going 
all out during the Euros was important because the audience 
was really engaged. This was our opportunity to show people 
what the channel is all about; to create, innovate, repeat”, says 
Michel Nougué. The Euros also meant investing significant re-
sources. This was more about infrastructure than finances. 
For this project to succeed, M6 needed space on the pitch and 
permission from UEFA. While sceptical at first, the organisa-
tion ended up trusting the channel, and has no regrets.
“Progress is what’s most important for us. It is in the channel’s 
genes to tackle big things, to take big risks. We have the re-
sources to do it. So, we acquire, we test, and then we develop.”
These technological innovations generated lots of buzz inter-
nationally. Certain media outlets called it genius, but for Michel 
Nougué, it wasn’t genius: it was controlling and directing tech-
nology. “The genius is really in the performance. This is part of 
what is changing, like the augmented reality that will be an inte-
gral part of our newscasts going forward. Everything has to be 
smooth and appear natural. We can’t show the trick.” 
This is certainly the start of something new. “This isn't just a 
gimmick. It is a new way to approach television. Why not offer 
this to other brands in the future? With technology’s accelera-
tion, advertisers will start thinking about advertising differently. 
And I am sure that someday we will be able to beam directly 
into a viewer's home.”  

How were players on a TV 
set when they had been 
playing a match several 
hundred kilometres away 
just a few minutes prior? 
M6 used augmented reality 
to superimpose an image 
onto the set and it was a first 
in Europe!

Michel Nougué
Artistic Director
Groupe M6
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The hologram
of Dimitri Payet 
being interviewed
by M6 right after 
the Switzerland-
France game
on June 19th.
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The Island, seuls au monde
M6, France
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MCNs 
Rule Branding

ID CARD
We are a media 
platform and pro-
duction com pany 
that specialises 

in content for youth audiences, spread via social 
networks. 

Topics & tone
What works best are topics that are thought-pro-
voking, the examined life. The themes that people 
like to share on social media: topics involving digi-
tal/tech, humour, and pop culture. 

Target audience
11-30 year-olds.

Multi-channel networks (MCNs) 
are taking an increasingly 
important part in the media 
market, serving as the link 
between channels and content 
creators. MCNs found their place 
at the heart of the branded 
content market, becoming more 
and more attractive to traditional 
media and brands that are 
looking for new opportunities 
to reach young audiences. 
Here is an overview of successful 
MCNs - Golden Moustache, 
Rose Carpet and StyleHaul 
– giving an insight of their 
strategies, keys of success 
and development.

Adrien Labastire
Deputy General Director
Golden Moustache
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IN 2016 

15 to 20M
 VIEWS PER MONTH 

2 to 3M 
UNIQUE VISITORS

2M 
SUBSCRIBERS ON YOUTUBE

1M 
FANS ON FACEBOOK

600K
FOLLOWERS ON TWITTER

Maxime Musca

FACTS&
FIGURES

BRAND RELATIONSHIP
Brands contact us. We listen to their issues and offer them a creative me-
dia plan that is tailored to their brand issues. This plan is developed with 
the talents, honing the writing and interpretation to optimise visibility.

VS OTHER MEDIA 
We complement traditional media. Our strength is creating content that 
will be a hit on social media and that the under-30 target audience will 
enjoy.

PARALLELS WITH TV HOSTS
Of course, not only are they talented individuals, they also have a whole 
community of followers.

TALENTS
Les Suricate, Flober, Adrien Ménielle, la Fat Show, Akim Omiri, Eléonore 
Costes, Justine Le Pottier, Maxime Musca. 

Maxime Musca has a unique, popular and genuine personality. This is 
how he established a very strong bond with his audience, through integ-
rity from the start and his audience follows him whether he is on TV or 
the Internet.

KEYS OF SUCCESS
Our daily publication of content on social networks and video platforms 
has provided us with expertise in these environments and every day we 
learn more about how to make successful web content. We employ this 
expertise to benefit our advertisers. 
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BRAND RELATIONSHIP
The majority of the stars in the Rose Carpet group are part 
of MCN Lifestyle through M6 Digital Talents. As such, we 
offer them opportunities and manage the brand promo-
tion operations on their channels, social networks and 
through the Rose Carpet channel.
With the assistance of the M6 Digital Advertising agency’s 
sales force, we offer advertisers and agencies tools (e.g. 
product placement, brand content, etc.) and social media 
activation through content creation starring our talents, 
which is broadcast across all of their/our networks.
We also offer brands the opportunity for brand publish-
ing operations: for example, we created and produced a 
weekly programme (80 episodes over 2 years) called T’as 
pas du gloss ? (Do you have any lip gloss?) for the YouTube 
channel Gemey Maybelline. 
This programme, starring Enjoyphoenix, increased the 
brand’s subscriber base six-fold and boosted it to “love 
brand” status among its target audience. 

VS OTHER MEDIA
For the 13- to 20-year-olds target audience and themes 
including beauty, fashion and lifestyle, the offer made by 
the M6 Digital Talents network is beyond compare: each 
month, we offer nearly 50 million YouTube video views and 
accumulate about 9 million channel subscribers without 
duplicates (M6 digital channels + the network’s talents’ 
channels).
Through the value of our offer, the power of our talents and 
their networks and the creativity of our editorial teams, we 

ID CARD

In 2014, M6 Digital Talents launched 
Rose Carpet, a digital ecosystem 
comprised of a YouTube channel, a 
blog and an app, present on social 
networks (Facebook, Twitter, Insta-
gram, Snapchat, askAnna, etc.). In its 
two years of existence, Rose Carpet 
has become a brand in its own right 
and a media platform that stands out 
as the top collaborative beauty chan-
nel developed by a network.

Topics & tone
Beauty, fashion, lifestyle, and hu-
mour.

Target audience
Girls aged 13-20.

Valérie Ackaouy
Diversification & Video Network Director
M6 Web

Lola Dubini
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have established ourselves as a key contact for advertis-
ers, helping to create and implement tools for using en-
dorsement from our brands and/or talents.
Furthermore, we have mastered the entire production 
chain, talent management, and best practices on YouTube 
and all social networks. This expertise is why advertisers 
and their agencies look to us for solutions.

PARALLELS WITH TV HOSTS
For online stars, it is advantageous to work with a group like 
M6 because it opens the doors of the TV world to them. We 
listen closely to them about their interest in evolving and/
or diversifying into other media. We are in talks with a few 
talented actors to participate in or star in some TV shows, 
but these projects are currently on the drawing board.

TALENTS
Energetic YouTubers! To date, ClaraChannel, Gloria, Per-
fectHonesty, Sandrea26, elsamakeup and Lola Dubini 
make up the Rose Carpet team.
EnjoyPhoenix, Emmymakeuppro and Emmamakeup have 
also passed through the channel.
Rose Carpet also features frequent guest appearances 
by bloggers and YouTubers: the stars of the CoverGarden 
channel, Danaé makeup, Emy LTR, So Urban Girl, Kenza, 
among others.

Lola Dubini,  previously unknown on social networks, has 
become a mainstay of our music cover channel. Her fresh 
and funny tone, her offbeat personality and her talent as 
a singer and actress all factored into our decision to add 
her to the Rose Carpet group. Thanks to the exposure that 
we give her through CoverGarden and Rose Carpet (2 of 
the M6 Digital Talents channels), her own YouTube chan-
nel reached 250,000 subscribers very quickly. She has 
60,000 followers on Twitter, 266,000 followers on Snap-
chat and Instagram.

KEYS OF SUCCESS
A perfect understanding of social networks and YouTube 
codes, a fresh and fun tone, topics that do not cannibalize 

IN 2016 

Nearly 800,000
SUBSCRIBERS FOR 
THE ROSECARPET 

YOUTUBE CHANNEL

 10M views 
EACH MONTH (YOUTUBE,

FACEBOOK, SNAPCHAT, BLOG)!

100K unique visitors
& 400K page views

 EACH MONTH FOR THE BLOG

600K followers
ON INSTAGRAM

Over 100K followers
ON TWITTER

FACTS&
FIGURES

videos made by the 
group’s talents and 
complementary and 
energetic YouTubers 
are all keys to Rose 
Carpet’s success! The 
group is bursting with 
fun and spontaneity! 
Nothing is scripted at Rose Carpet: the YouTubers come up 
with the subjects and use them to create a shared moment 
with viewers and have a good laugh, adding their advice 
and opinions along the way!  The resources dedicated to 
this channel allow us to set up unforgettable experiences 
for our stars: walking the red carpet in Cannes, healthy liv-
ing coaching in San Francisco, meetings with stars such as 
Cara Delevingne, Bradley Cooper and Zac Efron... Viewers 
can live the dream vicariously through Rose Carpet. 
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BRAND RELATIONSHIP
Brands connect with us at StyleHaul, we take the brief and 
discuss it with the client. We would then recommend the 
right channels or influences for brands to work with that 
will meet their objectives and requirements. This involves 
us looking at data and analytics to suggest the right chan-
nel for the brand, that will help them connect naturally with 
their audience.

VS OTHER MEDIA
We do storytelling using real people and that’s what audi-
ences want to consume. People are binge-watching on con-
tent;  it’s speeding up, not slowing down. We just put the right 
content on the right platform, with the right genuine voices.

PARALLELS WITH TV HOSTS
Some of our stars have made the cross over onto main-
stream TV such as Jim Champman, who is hosting a BBC 
documentary on the rise of the superstar Vlogger. Style-
Haul in itself has also moved into producing own content 
and was nominated for a Daytime Emmy this year, with an 
original series called Vanity.

TALENTS
We work with thousands of creators but some of our more 

ID CARD

StyleHaul is the leading multi-chan-
nel network for global fashion and 
beauty brands with scale. On You-
Tube we have more than 500 million 
network subscribers and more than 
2 billion views a month from our 
6,000 creators. It is a truly interna-
tional company with more than 50 
employees and offices in LA, New 
York, Chicago and London. 

Topics & tone
At StyleHaul we largely work with 
fashion, beauty and lifestyle but that 
doesn't mean we are exclusive to 
those topics.

Target audience
Female audience aged 16-34.

Jody Flanagan
Vice President UK Talent
StyleHaul

Becky Sheeran
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recognisable names are Zoella, Alfie Deyes and Fleur de 
Force – all of who have entered mainstream celebrity cul-
ture and consciousness.

TalkBeckyTalk also known as Becky Sheeran has 
amassed 170,000 subscribers on YouTube, 29,400 on 
Twitter and 55,300 on Instagram. One of the reasons for 
her success is because viewers immediately warm to her, 
which may be part due to her journalistic background. 
She really understands editorially what works, and what 
doesn’t, for her audience. Being a vlogger is relentless, you 
have to constantly create new content for your channels 
and dedication is required to keep up this momentum. 
Becky has bags of this, which is ever-present in her twice 
weekly uploads. Vlogging also runs in the family - her mum 
and her sister are also YouTubers, which means they all live 
and breathe the social media space.

KEYS OF SUCCESS
Being one of the first MCN’s (we started in 2011) was a key 
part of our success as it meant we could work with influ-
encers as their channels grew. We give advice to our crea-
tors and help their channels develop, which in turn gives us 
an advantage. We also help our creators with camera and 
lighting equipment – so they make the best quality content. 
Another key to success is that we at StyleHaul are con-
stantly adapting – we are now creating our own content in 
addition to working with brands. 

Fleur de force

IN 2016 

10,629,408
ZOELLA

NETWORK SUBSCRIBERS

5,181,631
ALFIE DEYES

NETWORK SUBSCRIBERS

1,370,484
FLEUR DE FORCE

NETWORK SUBSCRIBERS

FACTS&
FIGURES
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Suricate and Le Fat Show
Golden Moustache



Survey: Concentrate 
Keeps Young 
Viewers in the Know

Mirte van Deursen
Project Leader Research & Intelligence
RTL Nederland

In its efforts to attract and 
engage young viewers, 
RTL in The Netherlands 
launched Concentrate, 
which makes social video 
content available both on a 
dedicated website and on 
YouTube, in 2015. 
The show was hosted 
by a group of famous 
Dutch vloggers.

RTL's MCN connects brands with online influencers. This 
new generation of digital natives provides unique content 
with a focus on generation-C – 18-25 year-olds, a relative-
ly young audience that is increasingly difficult to reach 
through traditional media. Our RTL MCN team builds the 
bridge between the content and your brand's fans. Our 
topics are: entertainment, lifestyle urban, fashion, music, 
fit & food and sports.
StukTV, Mertabi, ZU5E, OnneDi and Nanne Meijer are some 
of the talents that are linked to our network.

The Concentrate platform
Concentrate was launched in October 2015. An online plat-
form that keeps the audience of 18-25 year-olds informed 
with content of what is trending online. The successful 
vloggers Kaj van der Ree, Monica Geuze, Thomas Cox, Bob-
bie Bodt, Nanne Meijer and Kaj Gorgels make controversial 
videos on music, social and style topics.
In 2016 RTL partnered with Ruigrok Netpanel to assess 
how young people aged 18-25 are using social video and in 
what way Concentrate can hook them up.
This question led to two main research objectives. First: 
to what extent were young people watching social video? 
What do they watch, how do they watch it and what makes 
them subscribe to content? Second: what makes a good 
social video, how was Concentrate evaluated using these 
criteria and how can it be made more appealing?
A qualitative survey was conducted thanks to the RTL we 
love video community, an online community answering 
research questions about content. The use of online video 
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was discussed for four weeks in the we love video commu-
nity with 200 participants. Questions asked by RTL were 
answered through many different tools such as question-
naires, a forum and a diary.
In addition to the community, a quantitative survey among a 
group of 500 young adults aged 18-25 was conducted to get 
statistical information and to quantify some of the results.

Results
Usage: social video is totally integrated into young peo-
ple’s lives
Quantitatively, the survey has shown that social video had 
a very important reach and a great amount of time spent 
among the 18-25 demographic. 95% of them watch it every 
day and 46% watch more than five videos every day.   

NUMBER OF SOCIAL 
VIDEOS PER DAY

MINUTES PER DAY 
SPENT WATCHING 

SOCIAL VIDEOS

0
51%

1-5
22%

6-10
24%

11+

52 min 66 min 38 min

9
videos

11
videos

8
videos

Source: Ruigrok | NetPanel - March 2016Source: Ruigrok | NetPanel - March 2016

TIME DISTRIBUTION PER 
DAY SPENT ON SOCIAL 

VIDEO

5%
0

25%
1-10

27%
11-30

22%
31-60

21%
60+

Source: Ruigrok | NetPanel - March 2016

4%

Concentrate

Men watch social video more intensely than women



Social videos are mostly watched on YouTube, which is the 
platform for “active watching”. On social networks, where 
videos now start automatically, users have the videos in 
their news feed from pages they like or from friends tag-
ging them, which is identified as “passive watching”.
Users mainly access the content on YouTube by subscrib-
ing to channels. 75% of YouTube users have a subscription 
to channels; the average user subscribes to 33 channels. 
33% of users watch videos within a couple of hours after 
being posted, users also mention that they take time to 
catch-up the videos they have 
missed before watching the lat-
est one.
Social video is not a substitute 
for television programmes. 
“Ordinary” television pro-
grammes are still being 
watched frequently. For exam-
ple, youngsters view various 

BNN programmes such as Over mijn lijk, Jan vs Geraldine, 
Mindf*ck, as well as programmes with a “spoiler alert” 
such as Wie is de mol? and Expeditie Robinson. The latter 
are often  viewed on time of airing, but young people also 
view television programmes at a time more convenient 
for them.  Furthermore, 37% of young people say they use 
Internet on their television. They watch mainly Netflix or 
YouTube on the television. 
Regarding sponsorship and advertising of social videos, 
young people are more accepting branded content than 
of pre-rolls. 63% declare that sponsoring is less intrusive 
than a pre-roll and 48% think video that recommends a 
product is not a problem. On the other hand, 77% say ad-
vertising before the video starts is annoying and 59% say 
they avoid pre-rolls by using ad blockers.

Content: what makes them tick?
Favourite topics among male users are gaming (67%) and 
sports (46%); for female users, beauty (54%), lifestyle (54%) 
and food (53%) are the most popular. Furthermore, we see 
that users highly value videos with a social component: it 
is more impressive if it does something kind for others or 

for the world. In terms of char-
acteristics of the video, viewers 
insist on the possibility of iden-
tification: authenticity is the 
second most important crite-
rion (45%) after humour (62%).  
Users also outline the fact that a 
mismatch between a video title 
and the content is disappointing.

PLATFORMS WHERE 
SOCIAL VIDEO IS BEING 

WATCHED

PERCENTANGE
OF YOUTUBE
SUBSCRIBERS

90%

74%

38%

38%

30%

9%

3%

2%

24%
0

29%
1-10

19%
11-25

14%
26-50

14%
50+

40
channels

25
channels
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INTEREST IN 
SOCIAL VIDEO 

TOPICS

TOP 5 
CHARACTERISTICS
OF SOCIAL VIDEO

About Concentrate
Users say that the videos are fun but think that they are not 
inspiring enough. 29% of interviewees are aware of the 
platform, 18% of them know its name and 11% are aware 
of the content. Half of the users who know the platform 
evaluate Concentrate positively but say professionalism 
leads to less credibility. The videos are well-edited and the 
picture quality is good. Sometimes all of this is so good that 
it feels like watching a television programme. As a result, 
they don’t think they are viewing real situations but some-
thing scripted. The live streams are an exception. However, 
these are too chaotic and therefore unpleasant to watch. 
When exposed to Concentrate content, the community 
members generally talk positively about the vloggers;  lika-
ble hosts, a nice mixture of characters and good chemis-
try. The fact that the respondents already know the vlog-
gers via their own YouTube channels is an added reason to 
watch Concentrate. 
A famous (Dutch) person as a YouTuber would fit but as a 

guest instead of as a host. Young people like to watch a ce-
lebrity in online videos, especially because they are curious 
about how they are in real life. For the Concentrate platform, 
they would like to see the hosts interact with the celebrity, 
but a celebrity making his or her own videos is not very ap-
pealing. According to the youngsters, vlogging is not some-
thing anyone can do. Moreover, the current YouTubers have 
“earned” their amount of views. Therefore it would be nice 
if Concentrate invited celebrities as hosts once in a while, 
and contract vloggers that are only known for their YouTube 
channel, not for singing, acting or dancing. 
Preferably less vlogs and more quality: you can find a lot of 
videos using Concentrate and on a daily basis many videos 
are added, videos of divergent content. A lot of “easy” vide-
os are uploaded at the expense of the quality. Young people 
prefer quality over quantity: fewer videos but videos that 
have been given serious consideration.
Concerning the Concentrate website, for the moment the 
users thought it presented too little value for them as they 
would have liked to find more social interactions in it: to in-
teract with vloggers or other users, get more background 
information about the vloggers.
Conclusions are the following: a vlogger platform must 
think about the spontaneity and authenticity of its social 
videos to be inspiring for users, quantity is less important 
than quality and when advertising on vlogger’s content it 
should be more in the form of brand integration into the 
video than in pre-roll. 

Base: viewers online video (n=501)

67% 62%

45%

44%

40%

28%

20%

18%

46%

22%

18%

6%

19%

54%

53%

20%

37%

41%

54%

GAMING
HUMOUR

AUTHENTICITY

ENTHUSIASM

PICTURE QUALITY

EDUCATIONAL

FOOD

TRAVEL

LIFESTYLE

SPORT

BEAUTY

EVERYDAY 
LIFE



Prominent!
VOX, Germany
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AUDIENCE TRENDS
The technological development and the increasing multi-screen  
consumption of TV content blurs the boundaries between tradition-
al TV and video into a Total Video world. Live TV viewing is still the norm 
in all countries but video consumption is gaining importance as well, 
especially with younger target groups. Audience measurement is 
challenged to find solutions that include all viewing on all screens,  
captured in one single measurement.



Worldwide average television viewing time in 2015 
amounted to 3 hours and 14 minutes per day, when meas-
ured in over 88 countries around the world. This figure 
represents a 3-minute decrease compared with 2014 on 
a comparable scope of countries, it is however still mainly 
steady, since it has varied very little over the last ten years: 
it is still 6 minutes higher than in 2005 and about one min-
ute less than in 2010.
This global tendency however hides many regional differ-
ences. Asia, which accounts for about 60% of the world 
TV audience, pulls down the world average with its aver-
age viewing time being only 2 hours and 32 minutes, which 
remains in the average of the viewing time of the last 15 
years in Asia, but is slightly decreasing compared to 2014. 
Europe, with its 610 million viewers, experienced a slight 
decrease of one minute in its average viewing to reach 
3 hours and 55 minutes. The European viewing time has 
however not known a major reversal of its 20-year long-
term growth: the 2015 figure is still respectively 12 minutes 
and 20 minutes higher than in 2010 and 2005. The de-
crease is more significant in North America (minus 8 min-
utes to reach 4 hours 29 minutes) where daily TV viewing 
time has returned to its pre-2010 levels, while still remain-
ing by far the region where TV consumption is the highest 
in the world (34 minutes per day more than in Europe). In 
the Middle East, the decrease has been even more sub-
stantial with a 16-minute loss of viewing time compared 
to 2014 that lead to an average of 3 hours 54 minutes in 
2015. The decrease has even been of 30 minutes com-
pared to 2010. In South America, daily TV viewing time has 

A Year in TV 
Around the World

Florent Carême
International Research Manager
Eurodata TV Worlwide

The One TV Year in  
the world report from 
Eurodata TV Worldwide 
gives an overview of  
TV consumption and 
audiovisual landscapes  
in more than 100 territories. 
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increased by 5 minutes in 2015 reaching 3 hours and 38 
minutes, a level it had not reached since 2005.

Still catching up on new TV behaviours
The global 3-minute decrease of the daily TV viewing time 
compared with 2014 also needs consider the fact that 
audience measurement is still catching up on new viewing 
behaviour.
Indeed, time-shifted viewing has significantly developed 
in the last few years, helped by new home devices such  
as smart TV, online TV platforms and the increasing con-
nection of hard drives to TV receivers. This increasing  
habit of watching TV on-demand and not necessarily 
live has been taken into account in TV audience measure-
ments for the last five years. Today however, there are     

AUDIENCE MEASUREMENT 

IS STILL CATCHING UP 

ON NEW VIEWING 

BEHAVIOUR

The Academy 
Awards: top 
non-sports 

audience of 2015 
in the United 

States. 

Academy Awards
ABC, USA



Love Island
ITV2, UK

TIME-SHIFTED VIEWING 

BOOSTS AUDIENCE: 

THIS PHENOMENON IS NOT 

EXCLUSIVE TO YOUNG 

ADULTS, SINCE THEY 

CONSUME TIME-SHIFTED 

VIEWING IN THE SAME 

GLOBAL PROPORTIONS 

AS THE ENTIRE AUDIENCE



94
95

TV
 K

EY
 F

A
C

TS
 2

01
6

still only 31 countries that do indeed measure  time-shift-
ed viewing, and only 23 of them that have included this 
measurement in their TV audience currency, which is the 
reference for official average daily viewing time figures. 
One must also note that none of the Asian countries meas-
ure time-shifted viewing. All that makes the world average 
viewing time mostly a “live” figure. 
Moreover, over the past few years, smartphones and tab-
lets have gained ground in households, progressively tak-
ing over the additional TV sets as “second screens” for TV 
consumption. With equipment rates already very high and 
still increasing, more and more people are watching TV on 
their computer, tablet or smartphone, at home or while on 
the move. This phenomenon is, however, mainly neglected 
by today’s TV audience measurement: only 14 countries in 
the world measure TV consumption on computers and 
only six countries on tablets and smartphones. And these 
measurements are most of the time included in a global TV 
measurement that does not allow the market to differentiate 
which audience is viewing on which screen.
Fully taking into account this new behaviours (non-line-
ar viewing and viewing on other screens than the TV set) 
is all the challenge behind the fully unified four-screen 
measurement that has been announced to be released in 
seven countries in the near future (the Netherlands, Ger-
many, France, the United Kingdom, Sweden and Austria). 
This more complete and technically challenging audience 
measurement will result in audience details on other 
screens with the same degree of precision that we now 
have on TV sets, and will give the possibility to really track 
the viewers in all their different ways to consume TV.
In the meantime, we still have significant clues of the con-
tribution of mobile screens to TV audience. Firstly, these 
practices are driven by increasing ownership of devices; 
for instance, two-thirds of French people have a smart-
phone, while the same proportion of Dutch people own a 
tablet. Secondly, in countries where streaming figures in-
cluding all screens are available like in Sweden, we detect a 
significant increase of streams over the last year.

Time-shifted viewing boosts audience
In a scope of 26 countries that measure time-shifted view-
ing (mostly European or North American countries, but     

AVERAGE VIEWING TIME

3h14  -3min 
VS 2014

WORLD

2h32  
-8min 
VS 2014

ASIA

3h55  
-1min 
VS 2014

EUROPE

4h29  -8min 
VS 2014

NORTH AMERICA

3h54  -16min 
VS 2014

MIDDLE EAST

2005
3h08

2010
3h15

2014
3h17 2015

3h14

FACTS&
FIGURES

Source: Eurodata TV Worldwide, One TV Year in the World 2016
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Fiction 
41%
(2014: 40%)

Entertainment 
38%
(2014: 39%)

Factual 
21%
(2014: 21%)

69% Series  2014: 63%

10% Soap Operas  2014: 11%

10% Movies  2014: 15%

4% Sitcoms  2014: 3%

3% Telenovelas  2014: 4%

3% TV Movies  2014: 2%

1% Cartoons  2014: 1%

33% Reality Shows  2014: 35%

28% Events  2014: 30%

17% Variety Shows  2014: 16%

8% Talk Shows  2014: 5%

8% Comedy Shows  2014: 7%

6% Game Shows  2014: 8%

56% News  2014: 65%

20% Magazines  2014: 20%

17% Politics  2014: 6%

7% Documentaries  2014: 8%

1% Religious  2014: 1%

Source: Eurodata TV Worldwide, One TV Year in the World 2016

2015 GENRE SPLIT IN 76 TERRITORIES WORLDWIDE
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also Israel and South Africa), this has brought in average 
7% of additional audience to live viewing, which makes an 
average of 15 minutes per day. It is noteworthy that this 
phenomenon is not exclusive to young adults, since they 
consume time-shifted viewing in the same global propor-
tions as the entire audience. We also observe that this pro-
portion of additional audience has remained very steady 
over the last three years, for young adults as well as for the 
entire audience, which seems to indicate that the share of 
audience brought by time-shifted viewing has stabilized. 
This is however balanced by the fact that, like we saw here-
above, these figures mostly take into account only viewing 
on TV sets, so time-shifted viewing on other screens is very 
probably underestimated at this point.
When we study more specifically the impact of time-shifted 
viewing on specific genres in a reduced scope of countries, 
where time-shifting habits are very developed (the United 
States, the United Kingdom, France and the Netherlands), 
we observe that entertainment programmes benefit from 
it in average in the same proportions as fictions do. Sports, 
on the contrary, appear to be a genre that benefits far 
less from time-shifted viewing, which is not necessarily 

a surprise, since it is often viewed as the archetype of the 
power of live television. The sports example however, is rep-
resentative of the strong differences that we observe from 
one country to the other, due to local viewer habits but also 
to the ease with which viewers can access time-shifted 
contents. In the United Kingdom for instance, time-shifted 
viewing brings in average a relative additional audience ten 
times bigger to sports programmes than in France. This is 
probably caused by the quality of the catch-up platforms 
launched in the United Kingdom in the recent years and to 
the higher availability of sports programmes on them.

Top Hits
When we take a look at the genre best represented in 
the top 10 programmes (sports excluded) of 76 terri-
tories around the world in 2015, we observe a slight 
increase of fiction at 41% (which remains in the aver-
age of the last two years results though), while enter-
tainment diminishes slightly at 38% while factual pro-
grammes remain stable at 21%. More in details, the 
most represented subgenre is series, which represent 
69%  of   the best performing fictions, and 28% of all    

Chinese New Year’s Eve Gala
CCTV, China



the  top 10 best performing programmes. This is particu-
larly true in Asia where series represented 50% of the 
most included programmes in the national top 10. But the 
success of series is also strong in Europe; for instance, the 
best performing new recurring programme in the whole 
world is Trapped, an Icelandic crime series whose pre-
miere attracted 89% of market shares on the total audi-
ence on December 27th 2015.
Entertainment programmes prove they have a real power 
to gather very large audiences: while it is a close match 
with fiction on a top 10 scale, entertainment represented 
58% of the top-ranked programmes of the studied coun-
tries in 2015. Among them, live events continue to gather 
a large TV audience: 151 million viewers watched CCTV’s 

New Year’s Gala in China, which makes it once more the 
largest worldwide audience for a programme. In other 
countries, we observe similar phenomena, with the top au-
dience of 2015 being respectively the Academy Awards in 
the United States, Miss Universe in Venezuela and the New 
Year’s Eve gala in Iceland. But the entertainment genre is 
also of course still boosted by its strong reality shows such 
as The Voice which still ranks 22nd over the world if we in-
clude its spinoff The Voice Kids. 

TV viewing: still a strong practice
In the end, the real lesson of studying one year of televi-
sion around the world is how slowly things change. After 
several years of massive digitalisation, rapidly evolving 
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new devices and fierce competition within the media and 
the Internet industry, it is finally surprising to see how little 
world daily TV viewing time has changed, how time-shifted 
viewing has rapidly stabilized, how the genres and pop-
ular programmes are very steady from one year to the 
other. That does not mean that things are stagnant; TV 
use evolves and diversifies, which makes all this new be-
haviour a real challenge. These changes are pulled by very  
dynamic countries in terms of TV consumption, such  
as the United States or the United Kingdom, but, over-
all, of the 3.8 billion viewers whose audience behaviour is  
measured today, changes are slow and worldwide TV  
consumption remains, in 2015, as strong as it has been 
for the last 20 years. 

The Voice of Holland
RTL 4, The Netherlands

The Voice still 
ranks 22nd over 
the world if we 

include its spinoff 
The Voice Kids. 
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As Portugal’s Cristiano Ronaldo raised the Euro 2016  
trophy in Paris on Sunday 10 July, TV broadcasters around 
Europe raised the bar, celebrating outstanding viewing  
figures during the tournament. 
The figures from across Europe underline the power of 
TV to bring people together around live events, especially 
the young audiences. Euro 2016 beats viewership records 
throughout Europe. Unsurprisingly, new records for the 
most-watched TV programme have been set in France 
and Portugal, the countries that made it to the final, but 
also in nations such as Poland and Iceland.

TV Celebrates Extra 
Time during Euro 2016

egta is the Brussels-based trade association 

of television and radio sales houses that 

market the advertising space of both pub-

lic and private broadcasters across Europe 

and beyond. Find out more about the egta 

at www.egta.com

Live football 
brings people together 
around TV, especially 
younger audiences.
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NATIONAL TEAM'S TOP GAMES 
AND FINAL MATCH AUDIENCES

The average Belgian
(15-54 year-olds) watched 

11.3 GAMES
over the entire Euros. When the Red Dev-
ils are playing, broadcasters can count 
on audiences approximately 210% high-
er than during the rest of the competition
Source: CIM Audimétrie South

>1M
live stream views were aired during Euro 
2016, of which almost 40% came from 
mobile devices (tablets and smartphones)

Source: Google Analytics

TV viewing reached an all-time record

99.8%
audience share during 
the England-Iceland game

Source: Gallup

14.0M
videos were seen on the MYTF1 
Replay platform (highlights, bo-
nus content, matches, etc.), of 
which 1.2 million were of Dimitri 
Payet’s exceptional goal in the 
opening match

Euro 2016 generated

>23.1M
social interactions on social 
networks (including 2.3 million 
tweets during Sunday’s final)

Live online viewing: 6play recorded

>1.5M
connections during the live 
game on Sunday night

Source: Médiamétrie - Médiamat

An estimated

200,000
people watched each match 
out-of-home. 
Source: ORF

90%
agree that watching 
the football matches 
with others creates a 
good mood and is also 
more exciting

79%
say that the national 
matches manage to 
unite the entire family in 
front of the TV screen

Source: IP Deutschland, 
I love My Media, Mobile 
Survey, n=700 adults with 
children from 3-13 years, 
June 2016

The online broadcast of the Sweden vs Belgium match had

38,554 started streams &

7,652 accumulated hours of watching and 

was watched for 12 hours 05 minutes on average

Source: MMS

Wales-Por tugal 
was wat ched by 
an average of

1.0M
people in Wales

Source: BARB, 2016

Wales’s popula-
tion is just over 3 
million. This set 
a new record 
for live sport on 

Welsh TV average

63.3%
audience share

BEST GAME
5.66 million

(81.8%)
FINAL

4.38 million
(70.4%)

B
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BEST GAME
1.81 million

(58.6%)
FINAL

1.56 million
(54.7%)

A
U

ST
R

IA

 2nd BEST GAME
19.23 million

(68.8%)
FINAL

20.83 million
(72.9%)

FR
A

N
C

E

BEST GAME
19.71 million

(79.1%)
FINAL

12.78 million
(57.9%)

IT
A

LY

BEST GAME
15.97 million

(86.6%)

FINAL
10.23 million

(68.7%)

P
O

LA
N

D BEST GAME*

3.10 million
(45.4%)
FINAL

4.30 million
(63.0%)

B
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A
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IA

BEST GAME
10.73 million

(60.6%)

FINAL
8.12 million

(54.5%)

SP
A

IN

BEST GAME
2.90 million

(79.9%)

FINAL
2.31 million

(75.5%)

SW
ED

EN

BEST GAME
2.20 million

(64.8%)

FINAL
1.74 million

(64.0%)

SW
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LA
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D

BEST GAME
11.42 million

(45.5%)

FINAL
11.62 million

(52.5%)

U
K

BEST GAME
0.16 million

(99.8%)
FINAL

0.096 million
(83.1%)
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Y

BEST GAME
29.82 million

(80.6%)
FINAL

18.8 million
(59.7%) 2nd BEST GAME

3.72 million
(75.4%)

FINAL
3.70 million

(78.1%)

P
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BEST GAME
2.79 million

(61.5%)
FINAL

1.75 million
(46.9%)

H
U

N
G

A
R

Y

BEST GAME*

3.70 million
(57.0%)

FINAL
4.20 million

(62.0%)

N
ET

H
ER

LA
N

D
S

*Not in the competition; best game therefore does not apply to the national team. Source: Average audience figures calculated on the total of a country’s popu-
lation watching television when the game was broadcast. (i.e. % of viewers) - Austria: 3+, AGTT/GfK Teletest; Belgium: 4+, CIM Audimetrie, National; Bulgaria: 4+, 

Nielsen Admosphere; Canada: 2+, Numeris, PPM; Finland: 4+, measured by Finnpanel, TAM; France: 4+, Médiamétrie; Germany: 3+, AGF/GfK; Hungary: 4+, Nielsen; 
Italy: 4+, Auditel; Iceland: 12-80, Gallup Iceland; Poland: 4+, Nielsen; Portugal: 4+, GfK; Russia: 4+, TNS; Slovenia: 4+, AGB Nielsen Media Research; Spain: 4+, Kantar 

Media; Sweden: 3+, MMS; Switzerland: 3+, Mediapulse TV panel (Instar Analystics); The Netherlands: 6+, SKO; United Kingdom: 4+, BARB 2016.



Video content does not have the same meaning as it did be-
fore the development of the Internet. Consumer habits are 
undergoing a radical transformation due to the digital rev-
olution and the improvement of connection speed. Viewers 
are more in control and a significant part of TV consump-
tion is now spent on screens other than the TV set.
Asia is a relevant case in multiscreen consumption as 
some of its countries achieve a really high equipment pen-
etration as much as advanced mobile TV habits. 
This lead of the continent can be explained by the con-
text: “traditional” TV is not watched as much as in Europe 
or America and several Asian countries are known for 
their advanced technologies,  and moreover, new digital 
video operators have taken advantage of this emerging 
market.

Asia: smartphone craze
The Asian video market is a promising one: the leisure 
sphere presents different opportunities for new activities 
and operators.
Indeed, the TV market is not as large as in other continents 
and Asian viewers tend to spend less time in front of the 
TV screen than others. On average, Asian viewers spent 
2 hours 32 minutes per day watching TV in 2015, whereas 
the worldwide average is 3 hours 14 minutes.2

Conversely, the market is highly connected and smart-
phones are taking over compared to other devices. In-
deed, some of the top markets worldwide in terms of 
smartphone penetration are located in Asia, including 
Singapore and Hong Kong which show particularly high 

Is Asia the New 
Eldorado for the 
Digital Video Market?

Cécile Bertrand
Media Consultant
Eurodata TV Worldwide

Eurodata TV Worldwide’s 
Multiscreen Report 2016 
provides a comprehensive 
overview of current trends in 
multiscreen consumption, 
content and strategies over 
12 territories.1 
Here is a sneak peak of the 
2016 first edition which 
provides focuses on the 
Asian video market.
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smartphone usage. Internet users are largely equipped 
with smartphones and, furthermore, video viewing, espe-
cially on this device, is now a common practice in many Far 
East countries. And, if multi-screen viewing is not equally 
spread in all countries, and some disparities exist in the 
markets’ maturity, globally Asians are heavy consumers of 
video content on mobile devices. 
Video consumption while mobile, on individual screens 
such as smartphones, is particularly observed during “in 
between” moments, when individuals are waiting alone: 
on public transportation or when they are waiting to meet 
someone.   

AS SCREEN HABITS 

EVOLVE, THE 

VIDEO-ON-DEMAND 

MARKET SHOWS PROMISING 

SIGNS OF GROWTH

Hulu and HBO 
finalized an 

exclusive deal to 
expand Hulu’s 

catalogue 
to present 
more than 

800 episodes 
from HBO’s 

programme 
portfolio.

The Sopranos
HBO, USA



markets including nearly all Asian countries except China 
– where government restrictions may continue to prevent 
its entrance for now – and North Korea. 
Singapore-based HOOQ, a premium streaming vid-
eo-on-demand service available in the Philippines,  
Thailand and India, was launched in Indonesia in April 
2016. 
Iflix, established in Malaysia and the Philippines since May 
2015, has since been made available in Thailand. 
China is already a strong and mature market and leads 
the over-the-top (OTT) industry in Asia today. Indeed, 

RELATIVE MATURITY OF ASIAN 
MARKETS COMPARED TO OTHERS

The overequipped vs video mobile uses

The developing territories The niche markets

The mobile TV avant-gardists

Smartphone penetration

Mobile TV uses

VOD and SVOD platforms aiming to win 
over Asia 
As screen habits evolve, the video-on-demand market 
shows promising growing signs. The majority of digital 
consumers in South-East Asia report watching TV con-
tent and movies via online sources such as VOD, with the 
highest figures being observed in Thailand and the Philip-
pines. In this context, new VOD actors are being set up and 
others, that are already well-established, strengthen their 
presence and offers.
Since January 2016, Netflix has been available in 190 

Australia

Japan
USA

Canada

UK

France

Germany

Sweden

Spain

Singapore

China

South Korea

India
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according to Media Partners Asia, the Chinese represent 
85% of the Asia-Pacific region’s OTT viewers. The Chinese 
VOD market is shared between a few leading players: You-
ku Tudou, owned by Alibaba, and iQIYI, owned by Baidu, 
Tencent, LeTV and Sohu.

India and Japan: markets on the rise
India seems to be a land of opportunity. More than 1 mil-
lion customers now subscribe to a VOD service provided 
by OTT platforms in India, with this figure being predicted 
to grow in the next few years, according to Frost & Sullivan. 
Smartphone penetration and Internet speed have also 
progressed, favouring online video viewing progression. 
Following the recent arrival of Netflix, the OTT market 
should continue to grow. While some broadcasters have 
their own platforms, like Ditto TV, owned by Zee Enter-
tainment group, SonyLiv, a Sony Pictures Network ser-
vice and Hotstar launched by Star India, other OTT play-
ers like Hungama, Box TV or Yupp TV also populate the 
market.
On the other hand, after a slower start, Japan’s online vid-
eo market also presents signs of increase. Currently, inter-
national operators set up in Japan propose competitive 
offers to conquer the market. Netflix, Hulu and Amazon 
Prime Instant Video are now competing in the country and 
want to present the most attractive catalogue and price. 
Since September 2015, Netflix has proposed its three well-
known types of flat fee: 650 Yen, 950 Yen and 1,450 Yen, 
services that mainly include foreign drama. In February 
2016, Hulu and HBO finalized an exclusive deal to expand 
Hulu’s catalogue. The VOD platform can now present more 
than 800 episodes from HBO’s programming portfolio, 
including Game of Thrones, The Sopranos, True Detective 
and Boardwalk Empire.
If multiscreen habits are currently lower in some Asian 
territories, strong devices and increasing Internet  
penetration, as well as the arrival of new actors will 
make a rapid, global evolution possible for the content  
industry, which already seems to have an audience in the 
continent.  

1Australia, Canada, Denmark, France, Germany, Italy, Netherlands, Norway, 
Spain, Sweden, United Kingdom, United States. 
2Eurodata TV Worldwide – One Television Year in the World – 2015
Source: Eurodata TV Worldwide – Multiscreen Report 2016, Edition 1

2h32
ASIAN DAILY VIEWING TIME

ON PUBLIC 
TRANSPORTATION

WHILE WAITING
TO MEET SOMEONE

IN THE CAR

INDIVIDUALS WATCH TV
ON-THE-GO MOSTLY...

FACTS&
FIGURES
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Sleepy Hollow
6ter, France



Contrary to everything you have read, the US traditional 
TV market is not dead, is not dying and isn’t even under 
the weather. There are some important ways of looking at 
TV that are negative in the last few years, but firstly, they 
are only very slightly negative, and secondly, there are also 
some important positive aspects.
The US TV market isn’t the only one in the world, but it is 
the single biggest at over $180 billion in revenues for 2016, 
with more than $110 billion in monthly pay-TV subscrip-
tion fees1, and about $70 billion in TV advertising2. It is the 
most-measured TV market and often a bellwether for oth-
er markets. The truth of that final point is critical: it was 
only four years ago that I would visit countries in Europe, 
Asia and the Middle East and be told that no one cared 
about my research on OTT video services like Netflix. No 
one says that to me in 2016, with Netflix now available in 
190 countries3. Over a quarter of UK homes report sub-
scribing to the service4.
Monthly pay-TV subscription revenues (from any cable, 
satellite or telecom provider, but not including streaming 
services like YouTube or Netflix) will be more than 60% of 
all US TV revenues in 2016, so measuring its health is the 
single biggest factor. Given that recent surveys suggest 
that 22% of North Americans plan on cord-cutting, or can-
celling traditional pay-TV entirely5, panic seems like a rea-
sonable response.
Surveys of people’s intentions, whether cord-cutting or 
getting fit, turn out to be less than perfect predictors 
of actual behaviour. In the last 12 months (as of Q1 2016), 
the number of US homes that pay for traditional TV has 

It Was Not the Best 
of Times, it Was Not 
the Worst of Times

Duncan Stewart
Director of Research, TMT
Deloitte

Duncan Stewart, 
Director of Research TMT  
at Deloitte, identified  
several media trends for  
the year 2016.
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declined by only 1.5%, from 100.77 million to 99.23 million6. 
Obviously, a falling subscriber count is not as good as a ris-
ing one, especially in a country that increases its number 
of households by 1–2% annually7. But it is hardly the same 
as the death of cable. Going forward, I expect to see the 
number of homes subscribing to traditional pay TV fall by 
1–3% per year for the next few years. As I put it in our 2016 
Deloitte Prediction on US TV: “erosion, not implosion”8.
The total number of subscribers is only half the cable rev-
enue story, while the other factor is how much per month 
subscribers are paying on average. And on that front, the 
story is better:  in 2016, the US pay-TV monthly bill is ex-
pected to rise by 3–4%9, on the basis of nearly $100 per 
month10. Based on the subscriber trends above, we should 
still see total US pay-TV revenues rise over 1%, or more 
than $1 billion compared to 2015. 
Even if people are paying more for TV, perhaps the viewing 
hours are collapsing dramatically? No: as of Q1 2016, the 
average American over the age of 18 watched 5 hours and 
4 minutes of live and time-shifted TV per day, down only 
3 minutes for the same period in 2015, or less than 1%11.  
In all fairness, the two-year decline is a little more, with  
total minutes daily for adults down exactly 20 minutes from 
Q1 2014. But even so, I think I can predict that the average 
adult American will still be watching almost 4 hours 30 
minutes daily by 2020. Once again, hardly a dying medium.
That said, there are some signs of weakness in the young-
est part of the adult audience. The chart on the next 
page includes the Q1 2016 data for US 18–24 year-olds, 
but graphically presents the daily average viewing min-
utes, live and time-shifted, going back to 201012. It also 
shows the annual change in viewing minutes on the right 
hand axis. As you can see, the traditional TV viewing has 
dropped from nearly 4 hours 10 minutes per day to less 
than 2 hours 30 minutes, or about a 10% per year decline. 
If that continues, 18–24 year-olds will be watching fewer 
than 1 hour 40 minutes per day by 2020. That is still a lot of 
TV per day, of course.
Another trend is that the number of homes in the US who 
get TV signals through an antenna instead of from a pay-
TV distributor is rising: from 12.5 million homes in Q1 2015 
to 13.3 million in the same period for 201613. This is kind 
of a mixed story for the TV industry: although those      

THE AVERAGE ADULT 

AMERICAN  WILL STILL 

BE WATCHING ALMOST 

4H30 HOURS DAILY BY 2020

1-3%
PREDICTION OF THE NUMBER 

OF CORD CUTTERS IN 2016

$180 billion
IN REVENUES FOR 2016, WITH MORE 

THAN $110 BILLION IN MONTHLY PAY-TV 
SUBSCRIPTION FEES, AND ABOUT $70 

BILLION IN TV ADVERTISING2

81%
PAY-TV PENETRATION AS A % 

OF TOTAL POPULATION, A 2% FALL

5h04
DAILY TV MINUTES FOR THE 

ADULT POPULATION IN Q1 2016

less than 2h30
DAILY TV MINUTES FOR THE 
18-24 YEAR OLDS IN Q1 2016, 

A 12% FALL

3-4% higher 
than 2015

MONTHLY PAY-TV BILL IN 2016

less than 1M
INCREASE OF THE NUMBER 

OF ANTENNA-ONLY HOMES IN 2016

FACTS&
FIGURES



800,000 homes no longer pay for cable, they are first-
ly still watching TV and secondly are less likely to use a 
PVR, therefore are more likely  to see TV advertising and 
not ad skip.
Although the dollar impact of advertising is lower than 
monthly subscription fees, $70 billion is a very large num-
ber. Predicting ad spending is difficult: many years that 
start off weakly finish strongly, and vice versa. But the 
signs for 2016 are looking good already, with the June up-
front negotiations suggesting CPM increases of 8.5–13%, 
with an average price increase of around 10%14. We need 
to see what will happen over the balance of the year, but 
it looks probably that the US TV ad market will be up in 
2016, and closer to $75 billion than $70 billion, well up from 
$68.88 billion in 2015.
Subscription fees up? Ad revenues up? Minutes down a 
little? Not bad for a medium that most think is in dire peril.
And it isn’t just the US market. In the UK, 76% of video 
consumption is still TV. In Australia, linear TV accounts 

US TV VIEWING BY 18-24 YEAR OLDS
2010-2016

Q4/10Q3/10 Q1/11 Q2/11 Q3/11 Q4/11 Q1/12 Q2/12 Q3/12 Q4/12 Q1/13 Q2/13 Q3/13 Q4/13 Q1/14 Q2/14 Q3/14 Q4/14 Q1/15 Q2/15 Q3/15 Q4/15 Q1/16
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DAILY LIVE + DAILY 
TIME-SHIFTED TV

ANNUAL 
CHANGE

for 85% of all screen viewing time. The comparable stat 
is 90% in Germany, 71% in Belgium and 80% in France. In 
these – and other – countries, TV represents more than 
half of screen viewing time even for younger viewers15.
Putting it all together, it is a near certainty that TV reve-
nues, both in the US and globally, are likely to be higher in 
2016 than the year before. And, based on the slow changes 
in the trends, 2017 should be a promising year as well. 

1Statista: http://bit.ly/2a4gtks; 2emarketer: http://bit.ly/1TH8wBZ; 3Netflix : 
http://nflx.it/1OwrkAl; 4International Business Times: http://bit.ly/2amuwhr
5Nielsen: http://bit.ly/2ai7d7X; 6Nielsen Total Audience Report, Q1 2016 page 
26 Table 9, http://bit.ly/29BnzIO; 7In a fascinating trend, that I have never 
seen reported elsewhere, the losses in households paying for traditional 
TV from cable, satellite or telecom was not proportionate by race. Although 
1.55 million fewer homes paid in Q1 2016, the number of Black, Hispanic 
and Asian homes fell by only 54,000 in the last 12 months, meaning that 
virtually all of the losses came from white households. Also from Nielsen 
report, Table 9 page 26.; 8Deloitte: http://bit.ly/29yP6jK; 9Multichannel: http://
bit.ly/20cgyD7; 10Yahoo Finance: http://yhoo.it/1O1vwbm; 11Nielsen Total Au-
dience Report, Q1 2016, page 10, Exhibit 1; 12This data is pulled from Nielsen 
reports going back to 2010. Some are called Total Audience Reports; some 
are Cross-Platform Reports; 13Nielsen Total Audience Report, Q1 2016, 
page 25, Table 7; 14Variety: http://bit.ly/28Jfrq5; 15For all numbers, Advanced 
Television: http://bit.ly/2atkC1v

Source: Nielsen
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The X Factor
ITV, UK
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Explore What’s Ahead 
in Technology, 
Media & Telecoms

TMT Predictions by Deloitte

1. 
Women in IT jobs

It is about education, but 
also about more than just  
education

2. 
Trailing Millennials

They are the pro-PC, not the 
post-PC, generation

3. 
Touch Commerce

The mobile online 
checkout gets
an express lane

4. 
Graphene

Research now,
reap next decade

5. 
Cognitive technologies

They enhance enterprise 
software

7. 
Mobile games

Leading,
but less 
lucrative

6. 
Virtual reality

A billion
dollar niche

Duncan Stewart
Director of Research, TMT
Deloitte

Paul Lee
DTTL TMT Head of Research 
Deloitte

Cornelia Calugar-Pop
Lead TMT Researcher
Deloitte
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8. 
Mobile ad-blockers

Saved by
the app?

13. 
Gigabit Internet

The dawn of the Gigabit
Internet age: every bit counts

11. 
European football

It scores 
$30 billion

15. 
Data exclusive

The rise
of the data
exclusive

14. 
Used smartphones

The $17 billion market
you may never have
heard of

17. 
Photo sharing

Trillions 
and rising

16. 
VoLTE / VoWiFi

Capacity, 
reach and 
capability

12. 
eSports

They are bigger 
and smaller
than you think

10. 
US TV

Erosion, not 
implosion

9. 
Box office revenue

The award for stable 
box office revenues
in the face of digital
media goes to…

#TMTpredictions



Together, these elements are steadily revolutionising 
how viewers access their TV programmes, and provid-
ing them with an array of new functions and features. 

A multi-screen environment
Watching TV and videos is becoming an increasingly indi-
vidual pastime, with the proliferation of personal devices. 
These devices, namely smartphones and tablets, offer 
high enough resolution to watch video programmes un-
der good conditions, and their screens are tending to get 
bigger. With the development of wireless home networks 
and the growing number of OTT video services available, 
these devices are playing an increasingly central role in 
the home’s connected TV ecosystem.
They both became new screens to watch either short form 
or long form videos and companion devices helping to in-
teract with a TV mainstream or enhancing the consumer 
experience (additional angles, bonuses).

More and more streaming devices in the 
home
The growing popularity of streaming devices, whose pur-
pose is to allow users to stream OTT video on their TV set, 
can be explained by:
•  More intuitive browsing than other connected TV devices.
•  A low price range, in particular for streaming sticks such 

as Chromecast.
•  The growing number of OTT services.
The market for streaming devices is dominated by Internet  
giants (Google, Amazon) and a few major consumer 

Revolutionising 
Access to Video 
Content

Jacques Bajon
Director, Media and Digital Content Business Unit
IDATE

The advent of the connected 
TV environment is 
inextricably bound with the 
widespread availability of 
high-speed Internet access, 
a shift to more and more 
individual viewing, and the 
proliferation of Internet 
Protocol (IP) connected 
devices in the home. 
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electronics (CE) providers (Apple, Roku). Despite several at-
tempts, incumbent Consumer Electronics manufacturers have 
failed to generate massive sales of their streaming devices. 

Higher picture quality on the roadmap
CE manufacturers and TV suppliers have invested a great 
deal in the run-up to the expansion of two technological 
innovations: UHD and HDR.
•  The Ultra HD standard is based on a display resolution of 

3,840 x 2,160 pixels, four times more pixels per frame     

CASTING IS BECOMING

INCREASINGLY POPULAR 

THANKS TO THE

PROLIFERATION

OF SCREENS AND THE

FACT THAT EVEN THE 

CHEAPEST DEVICES ARE

COMPATIBLE WITH 

CASTING TECHNOLOGIES

HOW THE THREE SCENARIOS 
WILL IMPACT THE CONNECTED TV 

MARKET UP TO 2025

Size of the OTT market in billion €, and devices used in %. Source: IDATE, Connected TV, April 2016
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than Full HD, about 8 million pixels, giving the viewer 
sharp, nuanced detail.

•  The High Dynamic Range (HDR) technology offers a high-
er contrast ratio leading to an increased brightness and 
true-to-life colours. For some, the real breakthrough is 
here. 

VOD and SVOD platforms trying to stand out from the 
pack within a very competitive environment are rushing 
to adopt new standards that improve picture quality. To 
this end, Amazon and Netflix started to deliver some of 
their original programmes in HDR, in addition to UHD, as 
early as 2015. Broadcasters and pay-TV operators are also 
gearing up for UHD/HDR, although compatible content re-
mains scarce. 

New interaction modes with casting 
solutions
The increased rate of connection of TVs opens up new in-
teraction possibilities with the user’s voice, smartphone, 
or tablet. Indeed, personal devices are emerging as a new 
way to control the TV, using “casting”. It refers to the ability 
to play videos and manage interfaces from OTT services, 
such as YouTube or Netflix, on a TV set, using a smartphone 
or tablet. Casting makes it easier to find and launch online 
videos by making content searches easier – a process that 
is often laborious with a TV set due to the absence of a 
keyboard.  Casting is becoming increasingly popular with 
viewers thanks to the proliferation of screens and the fact 
that even the cheapest devices – and now TVs as well – are 
compatible with casting technologies. 

STBs at the crossroads
Faced with the threat of cord-cutting, network operators 
and pay-TV providers are providing users with enhanced 
set-top boxes offering a growing number of features (abil-
ity to record programmes thanks to multiple tuners and 
larger hard drives, to programme (and play back) record-
ed shows on other screens, digital home management, 
compatibility with IP services and cloud gaming). 
But, to cut in costs and gain in flexibility, operators are in-
creasingly envisaging the virtualization of set-top-boxes, 
where functionalities and storage are remotely managed 
from the cloud.

Connected devices, a driver for the OTT 
video market
The overarching purpose of establishing possible scenar-
ios for 2025 is to determine which corner of the industry, 
i.e., television, Internet and consumer electronic, is most 
likely to control the ecosystem (viewing environment, de-
vices, services) and to anticipate what impact these differ-
ent scenarios – which depict control of the connected TV 
environment – will have on the size of the OTT video market.
This future size will vary considerably depending on how 
the environment evolves and which industries prevail. We 
estimate that the market could climb to:
•  €47 billion under the most conservative scenario, in 

which the TV universe still has the strongest influence 
over viewing;

•  €66 billion if consumer electronics manufacturers man-
age at last to impose their interfaces, with earnings 
based on revenue sharing;

•  €122 billion if Internet companies prove the most suc-
cessful, with an ecosystem tailor made for OTT video ser-
vices. 

TO CUT COSTS

AND GAIN FLEXIBILITY,

OPERATORS ARE 

INCREASINGLY

ENVISAGING THE

VIRTUALIZATION

OF SET-TOP-BOXES, WHERE 

FUNCTIONALITIES AND

STORAGE ARE REMOTELY 

MANAGED  FROM THE 

CLOUD
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Through the Keyhole
ITV, UK



The new game of use and gratification
Since the beginning of the sixties we know that a recipi-
ent decides whether or what media offering to use based 
on his or her specific interests or needs. This fact, estab-
lished in the so-called uses and gratification approach, 
has since been the subject of multiple studies and has 
also been subject to regular updates. While it used to be 
the case that only mass media was relevant, as the num-
ber of distribution outlets becomes greater and greater, 
so too has the demand for an upgrade to this approach. 
Now, for the first time, a joint project undertaken by 
Dentsu Aegis Resolutions, Medien Institut Ludwigshafen 
and IP Deutschland has brought together the classic 
medium of linear television with new opportunities for 
viewing video (e.g. media stores, YouTube, Facebook, 
streaming services). To do this, the original approach 
had to be completely revised and adapted to explore and 
present daily usage habits.

Gratification for video usage is wide 
ranging 
Ultimately five primary (gratification) motives could be 
identified that predominated among recipients.
1. Relaxation and entertainment: as a pastime, to be ex-
cited, for escapism reasons.
2. Information: motive is to keep up with the latest news 
or to learn something new.
3. Social orientation: video also serves to combat feel-
ings of being alone or to give the viewer the feeling to be 
right in the middle.

How Media 
Gratifies Viewers

Sandra Vitt
Advertising Research Consultant
Mediengruppe RTL Deutschland

What are the specific utility 
and gratification motives 
driving recipients to watch 
videos linearly or on the 
Internet? How does utility 
motivation change over time 
during different life phases? 
And which media channels 
provide the most gratification 
at which specific times of day? 
The anniversary edition of 
Gratification with video 
answers these questions.
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4. Follow-up communication (buzz): the main idea is to 
spread the word.
5. Daily routine structuring: sometimes video serves as 
orientation in terms of keeping time free for this activity.

Ultimately, it can be said that these five types of gratifica-
tion differ widely in terms of how pronounced they are. 
Entertainment and relaxation as well as information are 
among the most important reasons for seeking grati-
fication in video consumption. By comparing all of the 
five media channels, linear television demonstrates the 
broadest spectrum of utility motivations. The primary 
motive is relaxation and entertainment, but also in terms 
of information, follow-up communication and organiz-
ing daily schedules, television has the upper hand over 
competing options. No other media channel can gratify 
people as comprehensively as television does.
YouTube and Facebook feature a totally different moti-
vation structure than television. While YouTube is used, 
first and foremost, to facilitate learning with little effort 
(tutorials etc.), Facebook focuses on follow-up communi-
cation. 

Gratification can be found universally 
and in all target groups
One of the most important questions in the survey is 
whether video gratifications are universal or only rele-
vant for certain target groups. Generally speaking it is 
well known that events in people’s lives and life stages 
have an impact on their media usage. Usage frequen-
cy and intensity vary as people transition from one life 
phase to another. The question is whether the utility mo-
tives change as well.
To map a characteristic five life phases were defined 
and examined: pupils, students, career starters, fami-
lies with first child and couples, whose kids have already 
left home. In terms of the media it was shown that linear 
television presented the most complete video channel 
throughout and across all life phases. All five motives 
are covered with above average intensity by far by tele-
vision – regardless of the phase of life the recipient was 
in at the time. This is completely different from YouTube 
for example. While TV is covering all motives of every    

WHETHER A PERSON 

WATCHES CAT VIDEOS 

ON YOUTUBE OR A 

SUSPENSE-FILLED CRIME 

DRAMA ON LINEAR 

TELEVISION DEPENDS ON 

WHAT SPECIFIC NEED IS 

DRIVING HIM OR HER AT 

THE MOMENT.

Needs have an enormous impact on 
a person' state of mind and control 
perception and thus how information 
from media or advertising is processed. 
As such, needs are a critical impact 
variable especially for advertisers and 
agencies.

Kai Uwe Weidlich
Dipl.-Psych & CEO, 
Medien Institut Ludwigshafen



target group, YouTube succeeds only in covering the  
information motive. Thus, Google’s video platform is los-
ing gratification motives the older the users are. Only the 
information motive is relevant for all target groups, how-
ever “to inform oneself” via YouTube is nearly exclusively 
tutorials, whereas TV’s gratification is multi-faceted.
In addition to life phases other target group parameters 
were also examined in terms of age, income or educa-
tion level. When analysing age groups some interesting 
findings stand out by comparing television and YouTube. 

Even though people never tire in claiming that young 
people are turning their back on television and all of 
their video consumption is via YouTube, this study was 
unable to proof this assertion. On the contrary: when 
it comes to relaxation, follow-up communication and 
organising the daily schedule, television is in the lead 
in terms of gratifying people. Regarding the remaining 
two motives both media channels are even. According-
ly young people do indeed watch linear television for 
gratification. A special analysis of the 14-19 year-olds 

THE CORE FINDINGS

Source: IP Deutschland 2016, Kartografie von Bewegtbild 10, video gratification, base: n=2,080 sampled population (14-59 years-old)
Question: “How true are the following statements for you personally?”

33
31

26

15
13

35 36

26

31
33

18

22
20

17 16

39

27

37
35

24

52
54

39
37

30

RELAXATION AND ENTERTAINMENT

INFORMATION

SOCIAL ORIENTATION

FOLLOW-UP COMMUNICATION

DAILY ROUTINE STRUCTURING

TV

95%

ONLINE VIDEO 
STORE

3%

MEDIA LIBRARY

8%

YOUTUBE

40%

FACEBOOK 
VIDEOS

33%

Top-2-box, statements in%

Weekly usage
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revealed that watching television is fun for 66% and 
for 61% of the young people linear television is “a nice 
change after a tough day “.

Media makes your day
Another focal point of the study was to take a magnify-
ing glass to the gratification variation over the course 
of the day. In the morning, television primarily serves to 
provide information and to start the day in a structured 
way. The large number of morning shows cover these 

two needs in a wonderful way. While in the afternoon and 
in the evening gratification motives are evenly ranked – 
they are considerably more pronounced in the evening 
than in the afternoon – and at night there is only one 
wish: relax with television. Other motives are not rele-
vant anymore during this time of the day. For YouTube in 
comparison, it was not possible to make out any typical 
daily routine. The utilization reasons are always the same 
– regardless of the time of the day. If we only consider 
the evening on which most people have time for video    

Formula 1
RTL, Germany



consumption, television stands out to be the only media 
to cover all gratification motives.

If you were stranded on a desert island
Within the context of this study, the heavy video users, i.e. 
users of TV, on-demand platforms, YouTube and Face-
book videos, were asked an additional, unique question: 
they should decide which media channel served their 

Source: IP Deutschland 2016, Kartografie von Bewegtbild 10, video gratification, base: n=2,080 sampled population (14-59 year-olds)
Question: “How true are the following statements for you personally?“

TELEVISON REWARDS YOUNG PEOPLE MORE 
THAN YOUTUBE

TV- and Youtube-gratification among < 30 year-olds

43

36

22

37

19

53

36

22

38

32

RELAXATION & 
ENTERTAINMENT

INFORMATION

SOCIAL 
ORIENTATION

FOLLOW-UP 
COMMUNICATION

DAILY ROUTINE 
STRUCTURING

individual motives best. The result was definite: for all 
five gratification motives linear television dominated. 
Even regarding information – actually the domain of 
YouTube – and follow-up communication – the “spe-
cialty" of Facebook – television was the benchmark. 
This result shows that people using the entire reper-
toire of video still get the highest satisfaction through 
TV usage. 
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FOR US IT IS IMPORTANT TO

UNDERSTAND HOW THE 

CONSUMER HANDLES

COMMUNICATION, 

HOW MEDIA IS IMBEDDED

 IN A PERSON’S EVERYDAY 

LIFE AND WHAT IT MEANS 

FOR THAT PERSON.

We have to recognize the patterns 
behind this to be able to take this into 

consideration when we select channels. 
This is the only way to accompany a 

person with communication for target-
ing the person's needs and thus anchor 

brands in his or her daily life.

Sigrid Storz, 
Research Director, 

Dentsu Aegis Resolutions GmbH 

Source: IP Deutschland 2016, Kartografie von Bewegtbild 10, Video 
Gratification, based on: n=239 users of all 5 media (14-59 year-olds); 
question: “When viewing programmes or videos to which of the vari-
ous viewing options do the following statements most apply?”.

OPINION POLL: IF 
TODAY WOULD BE 
VIDEO-ELECTION…

Decision for one media, 
statements in %

RELAXATION AND ENTERTAINMENT

INFORMATION

SOCIAL ORIENTATION

FOLLOW-UP COMMUNICATION

DAILY ROUTINE STRUCTURING

49

10

17

17

9

40

7

11

25

19

41

5

6

23

25

48

8

4

25

14

47

7

17

24

17

TV

ONLINE VIDEO 
STORE

MEDIA LIBRARY

YOUTUBE

FACEBOOK 
VIDEOS
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Scorpion
RTL TVI, Belgium



TV versus YouTube: 
Facts instead 
of Fantasies

Thinkbox counters 
YouTube’s recommendation 
for their advertising clients to 
shift their media budgets 
massively, with hard facts on 
online video usage.

Last autumn Eileen Naughton, Google’s managing direc-
tor for the United Kingdom and Ireland, recommended 
that local advertisers shift a quarter of their TV advertis-
ing budgets to YouTube. This move would give brands with 
a target demo of 16–24 year-olds far less contact-costs.  
In addition, in-house studies of global campaigns show 
that advertising recall of YouTube spots is on average 71% 
higher.
The British TV marketing and trade body Thinkbox found 
these recommendations rather refreshing and made 
some calculations on their own based on publicly availa-
ble sources. With that, Thinkbox compared data on online 
video usage and impact of TV (linear, time-shifted, on-de-
mand), cinema and online – with clear results.

TV dominates the online video world
No impact without contact – this saying applies as 
self-evident even for ads in Google’s universe. In the Unit-
ed Kingdom, 43.5% of all video usage of 16–24 year-olds 
is allotted to live TV viewing, a further 14% is accounted 
for time-shifted viewing and free on-demand usage of 
TV channel’s offers. So 57.5% of the total video usage is 
based on offers of free-to-air TV. In comparison, 10.3% 
of all video usage in the same target accounts for You-
Tube usage. Sure, not a figure to neglect, but also not as 
big to justify a budget shift in the dimension which Goog-
le suggested. The remaining video usage is accounted 
for other websites offering video content (13%) as well as 
subscription-based video-on-demand services and DVD 
usage (12.4%). 

Sandra Schümann
Senior Project Manager Research & Markets
Mediengruppe RTL Deutschland



128
129

TV
 K

EY
 F

A
C

TS
 2

01
6

 AVER. VIDEO TIME 4H35 3H25
 PER DAY ALL IND. 16-24

 LIVE TV 61.6% 43.5%

 YOUTUBE 4.4% 10.3%

 FACEBOOK  2.2% 5.7%

 OTHER ONLINE VIDEO 5.8% 6.6%

 ONLINE 'ADULT' XXX VIDEO 4.4% 6.4%

 CINEMA  0.4% 0.9%

 SUBSCRIPTION VOD 4.0%  8.7%

 DVD 2.9% 3.7%

 BROADCASTER VOD 3.0% 7.0%

 PLAYBACK TV 11.4% 7.0%

Live TV
ALL IND.

61.6%

Live TV
16-24

43.5%

TV DOMINATES THE WORLD OF VIDEO

So maybe the key to understand YouTube’s recom-
mendation lies in a far higher ad-contact-frequency when 
using YouTube ads? On the contrary: if you only look at the 
contacts with video ads, free-to-air TV channels (linear, 
time-shifted, on-demand) contributes 87.6% of the total 
usage, whereas YouTube only contributes 1.4%. So the rel-
evance for promotional ads in free-TV lies far above the 
general usage, for YouTube it is far below. YouTube fails to 

develop its relevance as content provider on the adver-
tising market.

Reality Check
For the analysis it was benevolently assumed that 
each spot on YouTube was watched on average  
15 seconds, whereas comScore identified an aver-
age contact length of three seconds. If comScore  

Source: 2015, BARB / comScore Video Metrix/ Broadcaster stream data / OFCOM Digital Day / IPA Touchpoints 6 / Rentrak



TV ACCOUNTS FOR 94% OF ALL
VIDEO ADVERTISING TIME is right, video ads on YouTube 

are a creative challenge also, 
if you really want to use  the 
impact advantages of video. 
With all goodwill, one should 
not forget that these results are 
all based on the extreme online 
oriented young target of 16–24 
year-olds; it is to be expected 
that YouTube as an advertising 
medium performs even worse 
when looking at the total popula-
tion. In terms of the total usage, 
only 20% of all YouTube users 
account for 79% of the total You-
Tube usage in the United King-
dom. 

You can’t monetise 
the hype
Advertisers are well advised 
to rate the performance and 
efficiency of online video cam-
paigns in new environments 
with the same measure as used 
with classic TV. The analysis by 
Thinkbox only takes the reach 
into account, but of course it is 
ultimately about the ROI and pay-
back of ad investments. Even if a 
YouTube presence at first glance 
seems to amortise itself mone-
tarily, the far lower promotional 
usage compared to TV brings 
further challenges. The ARF 
study "How Advertising Works 
Today" (p. 152) shows, why a re-
duction of TV budget is generally 
not a good way to finance a pres-
ence in new environments.   

YOUTUBE* 0.6%

YOUTUBE* 1.4%

BROADCASTER 
VOD 1.2%

BROADCASTER 
VOD 3.2%

OTHER ONLINE
(INCLUDING
AUTOPLAY)

5.1%

PLAYBACK TV
6.2%

PLAYBACK TV
6.9%

CINEMA 0.4%

ALL INDIVIDUALS

16-24s

CINEMA 1.0%

LIVE TV
86.5%

LIVE TV
77.5%

OTHER ONLINE
(INCLUDING AUTOPLAY)

9.9%

*Estimated 15 seconds per video
Source: 2015, BARB / comScore Video Metrix / Broadcaster stream data / OFCOM Digital Day / IPA 
Touchpoints 6 / Rentrak
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YOUTUBE’S MAKE UP 
OF HEAVY VIEWERS 

LOWERS THEIR 
REACH CEILING

Source: YouTube data = comScore VMX, YouTube preferred partners report - 2015,  
TV data = BARB - 2015

Source: YouTube data = comScore VMX custom analysis – Nov 2015, 
TV data = BARB – Nov 2015

Percentage of viewing generated 
by ranked TV channels / YouTube partners, in % of all 

viewing

Comparison in the % of viewing generated by 
YouTube and TV among the heaviest fifth 

of viewers through to the lightest fifth

5 - Heaviest quintile

YOUTUBE 79%
TV 44%

YOUTUBE 14%
TV 26%

YOUTUBE 5%
TV 17%

YOUTUBE 2%
TV 9%

YOUTUBE 1%
TV 3%

4

3

2

1 - Lightest quintile

PREMIUM 
YOUTUBE CONTENT 
IS IN SHORT SUPPLY

YOUTUBE PARTNERS

RAN
KED 1-10

13%

RANKED 11-50

RANKED 51-150

RANKED 150+

7% 3% 77%

TV CHANNELS

RAN
KED 1-10

RANKED 11-50

RANKED 51-150

RANKED 150+
48% 29% 18% 4%

YOUTUBE PARTNERS

RAN
KED 1-10

13%

RANKED 11-50

RANKED 51-150

RANKED 150+

7% 3% 77%

TV CHANNELS

RAN
KED 1-10

RANKED 11-50

RANKED 51-150

RANKED 150+

48% 29% 18% 4%

CHECK 
THE ARF STUDY 

ON PAGE 152



European Qualifiers
RTL, Germany
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Media myths
Ultimately, we want to examine a rather novel myth. 
It is still not a completely established ritual but it can be 
found in a wide variety of forms, whenever one endeav-
ors to research the future of television. This is about 
the so-called digital natives, the generation that has al-
ready grown up with the Internet. These individuals are 
already, at least it is apodictically argued, lost for con-
ventional media: they supposedly no longer read print 
media, listen to the radio or watch “normal“ TV. And this 
behaviour should, for all intents and purposes, go un-
changed in later life, just like the behaviour of the gener-
ations to follow. 
Unfortunately, so far there has been very little evi-
dence found for this apparent “total aversion” towards 
classic media on the part of the digital natives. Al-
though they enjoy a highly varied media repertoire and 
use new non-linear television features, they read less  
and their smartphones are more important than other  de-
vices; nevertheless, just take a look at the empirical data 
– for example the current Shell-Jugend Studie  (Shell Youth 
Study) or the research findings of Screenforce from such 
sources as AGF, Convergence Monitor or ARD/ZDF Mas-
senkommunikation – once again the many continuities are 
striking. 
Accordingly, the Shell Study states that as in the past more 
than half of the 12 to 25 year-olds said that TV was one of 
their five most frequent leisure time activities. Also reading 
books and playing computer games have remained quite 
stable in comparison with 2002.    

Myth Busting: 
all about the Digital 
Native Generation

Dirk Engel
Independent Media Researcher and Lecturer

Dirk Engel, an independent 
media researcher, analysed 
several myths, from the day-
to-day world of media to see 
what really lies concealed 
behind them. Among them, 
the myths of 6,000 ad 
impressions per person per 
day, or the proliferation rate 
of new media supposedly 
much faster than TV or 
radio.



MEDIA USED BY 
DIGITAL NATIVES

THE DIGITAL NATIVES: 
IS LINEAR TV LOST?

 TV  94%

SMARTPHONE 89%

LAPTOP 76%

PC 42%

TABLET 41%

MONTHLY NET REACH  

88%

WEEKLY  NET REACH 

 77%

DAILY NET REACH  

52%

TIME AT HOME  

4h08

DAILY TV USAGE  

2h21

Source: TNS Convergence Monitor 2015, Individuals 14-29 years-old
Source: AGF / GfK TV overall, Adults 18-34 years-old, from January 
to October 2015 average values per day / week / month

VIDEO CONTACTS

76%  LINEAR TV

3%  RECORDED TV

6%  DVD

15%  ONLINE VIDEO

Source: IP Four Screen Touchpoints 2014; base: all video contacts 
(gross)

The numbers presented by Jan Isenbart and Gerald Neu-
müller at the Screenforce expert forum on the topic Myth 
& Truth: How Digital Natives Spend their Routine Day with 
Media painted a more complex picture: their media usage 
is actually different than that of the older target groups, but 
linear TV still continues to play a big role. Otherwise how 
else do you explain the approximately 2 hours 20 minutes of 
daily TV usage per person and a weekly net reach of almost 
80% in the digital target group.

Questioning the myths: 
what's in a number? 
Public discussions just like communication within the ad-
vertising and media sectors is determined by myths – often 
cloaked in apparent objective numbers. Their dissemination 
has little to do with the accuracy of the numbers, the seri-
ousness of the sources or the objective plausibility of the 
arguments; but on a subjective level we have the impression 
that they might be true, which can send a shiver through us. 
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The significance of myths lies in their function as a reference 
used by certain market participants to keep their followers 
toeing the line or when their own services need pitching, for 
example, as consultants in “digital disruption”. 
We are all, to some extent, affected by such myths, using 
them and propagating them, as long as they serve our 
own professed intentions or opinions. However, it does 
not do any harm to occasionally cast a critical eye on them 
and to not uncritically share all the so-called facts being 
disseminated – especially not in our media industry which 
so frequently alternates between fact-addiction and su-
perficiality. 

Further reading
•  Gisle Hannemyr: The Internet as Hyperbole: A Critical Examination of 

Adoption Rates; in: The Information Society, April 2003
•  Mirko Marr: Ein Gerücht geht um die Welt (2011), http://www.nzz.ch/ein-

geruecht-geht-um-die-welt-1.9055992
•  Shell-Deutschland-Holding (Hrsg.): Jugend 2015 – 17. Shell-Jugendstudie; 

Frankfurt am Main 2015
•  Jan Isenbart/ Gerald Neumüller (2015): Zwischen Hype, Trend und Real-

ität – Fakten-Check im digitalen Daten-Dickicht; http://www.screenforce.
de/events/expertenforen/expertenforum-archiv

MEDIA USAGE IN % & MINUTES OF THE 14–29 YEAR-OLDS

95

140 min

31 min

9 min

 RARELY 
TV

FREE ONLINE VIDEO

PAY ONLINE VIDEO

80  RARELY

18  RARELY

58  ALMOST DAILY

 34  ALMOST DAILY

 5 ALMOST DAILY  

DIGITAL NATIVES'

MEDIA USAGE 

IS ACTUALLY DIFFERENT

THAN THAT OF THE 

OLDER TARGET GROUPS,

BUT LINEAR TV STILL

CONTINUES TO PLAY 

A BIG ROLE

Source: Media Activity Guide 2015, SevenOne Media, forsa

SEE MORE FIGURES 
FROM JAN ISENBART 

& GERALD NEUMÜLLER 
ON DIGITAL NATIVES 

IN PAGES 136-137
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Deconstructing
the Digital Natives

Gerald Neumüller
Member of the Board
Screenforce

Jan Isenbart
Member of the Board
Screenforce

MILLENNIALS WATCH 
TV AS WELL – BUT NOT 

EXCLUSIVELY ON A TV SET

ADULTS 14+

SCHOOL

APPRENTICESHIP/
UNIVERSITY

JOB

Source: Media Activity Guide 2015, SevenOne Media / forsa

•  Only 2% of the total daily TV consumption is watched not  
using conventional transmission ways.

•  The younger age group (teenagers who are still at school)  
in particular watches linear TV through live streams (21%).

2%

21%

12%

7%
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USA: AT 25+ YEARS, TV VIEWING 
INCREASES SIGNIFICANTLY

POSITIVE ATTITUDES TOWARDS 
BRANDS AND ADVERTISING

18-24 45-4940-4435-3925-34

+44%
+17%

+10%

+13%

+43%

+6%
+5% +5%

Source: Nielsen USA, AGF/GfK TV Scope, 1994-2014

Sources: Screen Life 2014, forsa /IP Trendline 2015, b4p 2014 II, VuMA Touchpoints 2016; based on available target groups, Adults 14-29 y.o. or 18-34 y.o.

GERMANY: CHANGE OF DAILY VIEWING 
TIME FROM 20–24 TO 25–29 YEARS OLD

YEAR OF BIRTH

+45%1975-79

1980-84

1985-90

+44%

+39%

•  Analysis done by CBS and Nielsen for the American market;
•  Millennials target group: 14–35 year-olds, people who grew up with digital media;
•  TV viewing is growing significantly from age cluster to age cluster;
•  Not only valid for digital natives, but also noticeable in the past (1990, 2001, 2006);
•  There is a certain, unchanging law: somebody who gets a job and has a family simply watches more TV;
•  The same effect appears not only for the American market, but also for Germany.

•  The younger target 
group is interested in 
brands

•  They have accepted 
TV advertising as part 
of their daily lives, to a 
higher degree than on-
line advertising

•  Advertising through TV 
is essential in order to 
address the younger 
target group

I enjoy sampling the small
pleasures of life 84%
I'm interested in new products and brands 71%
Commercials on TV are a part 
of daily life 67%
Commercials are better to watch on TV than on a smartphone 62%
As a consumer, I use any source of information 58%
In the store, I recognise those brands better that advertise on TV 57%
For most products, quality is more important to me than price 56%

2014-2015

90/01/06
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Tu cara me suena
Antena 3, Spain



Today, the most radical change comes from the strong 
connection between content providers and their audience. 
This is often where innovation is born.

A fast-paced evolution of viewing habits
The TV environment has changed a great deal in the past 
years and is continuing to do so. Within five years, the aver-
age daily viewing time across France, Germany, Italy, Spain 
and the United Kingdom has dropped from 2 hours and 18 
minutes to 1 hour and 59 minutes among children. TV is 
currently being redefined by new habits. 
With catch-up platforms and burgeoning SVOD services, 
TV content is consumed anywhere, anytime, on any device. 
Its consumption is harder to monitor and measure. 
In 2015, according to Ofcom figures, no less than two-
fifths of British children aged 5–15 were declared as own-
ing a tablet by their parents.
Five years ago, only 2% of the same age group owned 
tablets. The multiplication of screens mirrors to the in-
crease of time spent on the Internet. British children 
aged 8–11 now spend 2.5 times more online than 10 years 
ago, which still remains below the average weekly hours 
spent per TV user (14 hours 48 minutes a week for TV vs 
11 hours online).

SVOD services made for children: 
anyone in any way 
Internet companies, telco operators, producers and dis-
tributors, content providers and broadcasters converging 
in one place.

Children: Shaping 
the Future of TV

Avril Blondelot
International Research Manager
Eurodata TV Worldwide

In a fast changing 
environment, digital 
platforms are putting a 
greater emphasis on 
content. They are merging 
videos and games to 
become truly multimedia.
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With such fast-changing viewing habits and the parallel 
growth of broadband penetration, many stakeholders are 
addressing the new business opportunities, including the 
SVOD model. For any SVOD operator, it is critical to have ei-
ther a large catalogue to offer or a very distinctive, break-
through offer.
Among them are the pure players, which pushed forward 
the OTT business; or telco operators which try to grasp 
some of the value made on their networks.
Some content owners have seized the opportunity to 
shorten the value chain in selling their content directly to 
the user. Sesame Street which used to have an offer sold 
at $4 per month, is now boosting its YouTube presence 
with the launch of Sesame Studios YouTube channel in May 
2016. Its digital rights are currently sold to HBO as part of a 
global five-year deal which includes pay-TV rights on HBO 
Family, HBO Go, HBO On Demand and OTT service HBO 
Now. 
Some publishers have gone digital, a place where video 
predominantly drives media consumption. Among them 
are Bayam in France, offered by Bayard at €4 per month  
or Curious World, aimed at kids 2–7 year-olds in the United 
States, owned by Houghton Mifflin Harcourt and launched 
in October 2015.
Channels and broadcasting groups also play a role in this 
new ecosystem. To have an in, they need a major added 
value: their brand name. The Gulli brand, for instance, the 
largest kids’ specialist channel in France, was used both by 
Bouygues with Gullissime in September 2015 and Wuaki.tv 
(PassGulli, October 2015) to launch their kids’ block      

BRITISH CHILDREN 

AGED 8-11 NOW SPEND

2.5 TIMES MORE 

ON THE INTERNET 

THAN 10 YEARS AGO

Beat Bugs 
brings together 

a story on the 
Beatles and 

some of the most 
famous singers 

currently. 

Beat Bugs
Netflix



Digital platforms operated at the local and global scale
On the whole, the market is composed of many local ser-
vices and a few international ones. In addition to big Amer-
ican players, Asian platforms such as Korean-specialised 
Viki (operating under a mixed free and SVOD model) and 
Chinese service LeEco are having international ambi-
tions. In Asia, figures are often quite impressive. With its 
10 million Chinese children subscribers in May 2016, LeE-
co, for instance, previously known as LeTV, believes they 
are in position to address the US market.  
While in the linear world, local and international special-
ist channels are performing better each year, the kids  
specialist OTT offerings are predominantly driven by lo-
cal players. So far, the British player Hopster is the only  
true global children specialist SVOD OTT service we have 
heard of.

in France. Gulli, which is free-to-air, had previously 
launched its standalone SVOD platform (Gullimax, June 
2014).

Children targeted by generalist and specialist SVOD 
players
Children have become a key target for SVOD services. 
Across the globe, overall, we have analysed nearly 100 
SVOD services with a substantial kids’ content offering, 
more than two-thirds of which offer generalist program-
ming and a clear and dedicated kids programming sec-
tion. The most famous example of that kind of service is 
Netflix, which has a clear strategic emphasis on the kids 
segment materialised in the volume of kids shows acquired 
and originals.
In addition to this content, specialist offerings represent 
a bit less than one-third of the platforms analysed. This 
number of platforms is not exhaustive, of course. Each year 
new services are appearing while some are disappearing 
or put on hold. In the first half of 2016 only, at least two kids’ 
specialists were launched in the United Kingdom, Sky Kids 
and E-bop.tv, in April and May respectively. France Televi-
sions, the largest commissioner of kids’ content in France, 
has recently announced the launch of its own SVOD ser-
vice in March 2017.

IN THE DIGITAL AREA, LINEAR 

BROADCASTERS GIVE THEIR 

CATCH-UP PLATFORMS 

A WIDER ROLE THAN JUST 

PROVIDING VIDEOS

The Descendants
Disney
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Broadcasters prompted to endorse 
wider roles online
Behind markets, the offering is also changing somehow. 
In the digital area, linear broadcasters give their catch-up 
platforms a wider role than just to provide videos. 
Clan for instance teaches English to little Spaniards with 
their favourite children characters. With no shelf space 
problems, digital makes it easier to display education-
al content. Games are quite central to most of the digital 
platforms analysed. On the Toggo platform Super RTL for 
instance, content is organised around shows such a way 
that makes games easier to access than videos, which are 
often displayed on each show’s page. 
Ad-supported platforms may also get inspired by social 
networks. Among current examples: Barnkanalen, the plat-
form operated by the Swedish pubcaster, which is designed 
to prompt viewers to engage in social discussion and rate 
shows (likes/dislikes). The launch of Disney LOL in June 
2016 in the United States and Canada as much as previous 
launch of Cartoon Network Anything demonstrate the inter-
est of broadcasters in short-form content. Disney LOL lets 
kids watch and share interactive Disney video clips (100–120 
new pieces of content per week) as well as original social 
content featuring brands like Star Wars and Marvel.
The newest thing in the digital era is perhaps that it offers 
all kinds of new content codes and a new source of inspi-
ration in UGC videos. Disney, for instance, used tutorials to 
prepare for The Descendants launch.
Even more essentially, the true new dimension offered by 
digital platforms is the direct and two-dimensional com-
munication between the content providers and their audi-
ence. Candace Payne’s Chewbacca video, which shows a 
mother laughing out loud when trying her new Chewbacca 
mask in her car did millions of views on Facebook in a few 
days. That kind of videos isn’t only really entertaining, it is 
also free advertising for a famous movie branded product 
which can be further activated across other platforms.

Content drives viewership on digital 
platforms
With the drop of linear programming, content has become 
the first entry gate to create traffic on digital platforms. 
When most of SVOD players are communicating on the 

10 million
CHINESE CHILDREN SUBSCRIBERS 

TO LeECO

size of their catalogue, some of them also highly invest in 
content to get noticed. The launch of each Netflix’s orig-
inal is marketed to become an event, both on the shows’ 
choices and on the distribution mode. Beat Bugs (summer 
2016), for instance, brings together a story on the Beatles 
and some of today's most famous singers. The show has 
premiered in Australia on 7two. It is a smart way to remind 
TV consumers that Netflix is the place to go, as any pro-
grammer would have done.
Smaller platforms may also sustain the viewers’ interest 
by regularly uploading new content. E-Bop.tv for instance 
claims to add new shows on the first day of every month. 
On disruptive online platforms, linear codes are persis-
tent. Event programming and regular uploads of new 
shows aren’t really new. France 5’s Zouzous for instance 
integrates linear programing in the form of a WebTV. The 
feature was kept on the revamped version of the platform 
launched in June 2016.
While some broadcasters’ brands appear quite big on 
the related catch-up platforms such as KiKA, most of the 
brands targeting children have almost disappeared be-
hind children heroes, which are structuring the platforms. 
At the crossroads between strong branding and content 
emphasis, Hopster characters are displayed in a tree as if 
they were fruits, Hopster's logo being a tree branch. That 
is a truly creative way to integrate children’s heroes in a 
playful environment, while remaining consistent to their 
brands. 

Source: Médiamétrie / Eurodata TV Worldwide – Kids TV Report & Mul-
tiscreen Report / Relevant Partners

FACTS&
FIGURES



Young people and advertising
•  Younger people’s perceptions of adver-

tising is broadly similar to the wider pop-
ulation, although they are generally more 
apathetic and brands have to work harder 
to inspire and entertain them.

•  Humour is disproportionately important 
to 16-24 year-olds: funny, irreverent and 
entertaining ads as the most appealing 
and favour advertising featuring person-
alities of a similar age group.

•  TV is still the medium they trust the most.

•  They claim to avoid ads across all media, 
yet are able to talk easily about their fa-
vourite ads, almost all are audiovisual ones 
– particularly those on TV.

•  Advertisers should be aware of the fact, 
that although they might not be targeting 
young people, these are their future cus-
tomers and building a brand rapport at an 
early age is a great way of gaining compet-
itive advantage.

In short, make them laugh, make an ad that resonates 
with them and let them figure out how they would like 
to react.

The Truth 
about Youth

16–24 year-olds spent an 
average of 3h30 hours per 
day watching video, 
depending on age, 
education and lifestyle. TV 
still accounts for 65% of all 
video consumption, 
YouTube for 7%.

Thinkbox is the marketing body for com-

mercial TV in the UK. It exists to help brands 

get the best out of today's TV in all its forms.
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3h30
16-24 AVERAGE TIME 

WATCHING VIDEOS PER DAY

TV 65%
IN THE VIDEO CONSUMPTION

YouTube 7%
IN THE VIDEO CONSUMPTION

FACTS&
FIGURES

THREE INTERLINKED ASPECTS 
FOR WATCHING VIDEO

1. Time & Space
•  “Boredom-busting” as key motivation for watching video;
•  Online video as an easy and accessible way to kill time;
•  Limited control to main TV set, competition for the main screen 

and the desire to consume content in their own space is a prima-
ry driver of viewing on second devices;

•  The home plays a bigger role than ever in the lives of young people.

2. Identity
•  Identity creation as fundamental driver for content choice;
•  Media play an essential role in this development and the need 

to seek out those of a similar age on-screen is particularly pro-
nounced;

•  Target group is characterised through their desire to learn: 
short-form content is a brilliant way of doing this.

3. Keeping Social
•  The fear of missing out influences the video content that is 

sought and shared;
•  Facebook is used as a way of filtering short-form content on You-

Tube and sharing clips among like-minded friends;
•  TV is an active part of virtual social maintenance;
•  Social media allows target group to share the experience of 

watching their favourite shows online, bring the programmes 
they love to a wider audience and seek out relevant content.

Fleur de force



Zoella
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ADVERTISING TRENDS
Research has proven that television is and remains the number 1 in  
media effectiveness. TV should still be at the core of a media plan, 
but it is even more efficient to use TV’s impact to boost other media, 
where the combination of TV and online is particularly fruitful. At the 
same time TV creates responses across all sales channels, enhancing 
the effect of online media, and driving brand health and sales in the 
longer-term. 



But one major change is that we are also now in the com-
pany of smartphones, tablets or laptops. This has had a 
dramatic effect on how we respond to advertising. 
However, marketers’ thinking is often still based on the 
past, on outdated truths about phone response and cheap 
daytime airtime.
So Thinkbox and MediaCom set out to rewrite the rules 
of TV response. Our study looked at a world where mul-
ti-screening is now common; where all TV advertising is 
now response advertising; and where focussing on the last 
click wrongly celebrates effects rather than their causes.
TV Response: new rules, new roles lifted the lid on TV’s 
previously hidden effects and flipped conventional thinking 
about advertising response campaigns on its head. It is the 
most thorough and complete investigation into advertising 
response in the last decade and has brought our under-
standing of how to plan advertising into the connected, 
modern world.

Rewriting the rules of response
To rewrite the rules, we needed to get as full a view as 
possible. 
MediaCom analysed the response effects of a range of 
communication channels, including brand response TV, 
direct response TV, radio, print, outdoor, direct mail, affil-
iates, online display and paid online search. 
It employed a combination of methodologies, including 
econometric modelling and GroupM’s Spotlift tool, which 
analysed 1.5 million TV spots, spanning 43 advertisers 
and 9 sectors. Each methodology was tailored to the time 

Uncovering TV’s 
Hidden Effects

Matt Hill
Research and Planning Director
Thinkbox

In many ways, people 
watch most of their TV 
the same way they 
always have: on a sofa,
in the living room, 
on a TV set, in the 
company of other people.
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period during which the effects of communications were 
measured: longer-term (3–24 months), short to medi-
um-term (0–3 months), and immediate response (up to 8 
minutes post-exposure). 
There is an ongoing base level of consumer response to 
brands which is the product of many historical factors, in-
cluding previous media investment. TV Response identified 
the additional consumer response which was directly at-
tributable to media investment.

TV has hidden effects
Some responses to TV advertising are more obvious, such 
as calling phone numbers or visiting featured websites. 
But the study showed that TV also creates many in-
direct responses online which are harder to unpick.  
These include the 33% of sales via paid-for search that     

Law & Order Special Victims Unit
RTL, Germany

TV DRIVES SOCIAL

INTERACTIONS, 

IT ENHANCES THE EFFECT 

OF ONLINE MEDIA, 

IT DRIVES BRAND HEALTH 

AND SALES IN THE

LONGER-TERM



are driven by TV, the 33% of brand interactions on Face-
book, and the 26% of sales via online display.

TV creates response across all sales 
channels
The study found that TV drives social interactions, it en-
hances the effect of online media, it drives brand health 
and sales in the longer-term. Media planning needs to take 
these effects into account. If TV enhances the effect of on-
line media, then to properly optimise both they need to be 
planned together.

TV advertising creates the highest 
volume of cost efficient response 
The study found that, because of its enormous reach and 
scale, TV advertising keeps generating a cost-efficient lev-
el of response at higher levels of spend than other media. 
Over the short to medium term, the point at which TV 
starts to become inefficient happens at much higher lev-
els of spend for TV. This means there is more headroom to 
spend efficiently on TV than any other channel, which ena-
bles brands to drive a high volume of response and profit. 
Spend on TV advertising can be 2.7 times higher than on-
line channels before there is a significant decrease in ef-
ficiency, 2.5 times higher than print and 2.8 times higher 
than radio.

TV advertising dominates longer term 
response
The study found that half of all media-driven response 
happens in the long term (3–24 months post-campaign). 
However, most brands don’t measure the response of 
their communications over such a long time period, which 
means they are making decisions based on an incomplete 
picture. 
Ignoring the long term misses the effects of TV. The study 
found that Brand Response TV advertising is the most effi-
cient driver of long-term response, responsible for 52% of 
the media impact in the long term. 
TV advertising was 40% more efficient at driving long-
term response per pound than the next best forms of com-
munication, which were outdoor and print. And TV was 
180% more efficient than online display.

THE WORLD OF

 ADVERTISING RESPONSE 

IS IMMENSELY 

COMPLEX, BUT WE NOW 

UNDERSTAND

WHERE AND HOW

DIFFERENT MEDIA SIT 

ALONGSIDE EACH OTHER. 

WE ALSO NOW KNOW THAT 

TV HAS BY FAR THE MOST 

WIDE-RANGING RESPONSE

 EFFECTS ACROSS THE 

SPECTRUM

x2.7
SPEND ON TV ADVERTISING 

VS SPEND ON ONLINE CHANNELS 
BEFORE THERE IS A SIGNIFICANT 

DECREASE IN EFFICIENCY

52%
OF THE MEDIA IMPACT IN THE 

LONG-TERM FOR TV ADVERTISING

80%
OF THE RESPONSE TO TV ADVERTISING 

WAS GENERATED AFTER A VIEWER 
HAD SEEN AN AD FOR THE FIRST

OR SECOND TIME. 

FACTS&
FIGURES
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Direct response TV should be planned 
to maximise coverage above frequency
This was a surprise. We found that approximately 80% 
of the response to TV advertising was generated after a 
viewer had seen an ad for the first or second time. 
The implications of this are that DRTV campaigns should 
maximise reach and minimise the number of times the 
same person sees an ad more than twice. This challenges 
how the majority of DRTV airtime is conventionally bought, 

which has been mostly daytime-only campaigns that tend 
to perform better for frequency than reach. 
Nothing of the scale of the TV Response study had been 
attempted before. The world of advertising response is 
immensely complex, but we now understand where and 
how different media sit alongside each other. We also now 
know that TV has by far the most wide-ranging response 
effects across the spectrum. 

Britain's Got More Talent
ITV, UK



Advertising effectiveness in the digital age and constructive 
actions for a successful brand leadership were the main 
topics of this year’s Re!Think congress of the US American 
Advertising Research Foundation (ARF) in New York.

Brand leadership, media mix and ROI
Without doubt, the media usage is changing in many ways. 
This is why media budgets are shifted from classical media 
to digital more often. But what consequences does this have 
for advertising effectiveness and especially sales impact? Are 
these new platforms a guarantee for a successful brand lead-
ership? What has to be changed with regard to creations?
Answers to these questions and practical suggestions 
are delivered by the ARF study compendium How Adver-
tising Works Today, presented for the first time in New 
York. Within this huge project the ROI of more than 5,000 
campaigns from more than 40 countries and 100 different 
product categories with a spending volume of 375 billion 
US Dollar overall has been analysed. For a deeper un-
derstanding of the advertising effectiveness process the 
results have been enriched with learnings from different 
neuroscientific and biometric studies.

The key findings
1.  Classic media, especially TV, are still doing the ground-

work to gather a high Return on Investment.
2.  Online ads can increase the ROI of a campaign. Al-

though the online spending should be on top, because:
3.  Shifting the budget from TV to digital and thus reducing 

the TV share results in a decreasing ROI.

TV, Online & the Mix: 
ROI Results from More 
than 5,000 Campaigns

The Advertising Research 
Foundation has recently 
published one of the biggest 
effectiveness studies – with 
strong results for the effects 
of TV plus online.

Jan Isenbart
President
egta
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The ARF is investigating methods of the advertising ef-
fectiveness research for more than 75 years with own 
research projects and secondary analysis. The main fo-
cus is on “Actionable Insights” and its additional benefit 
for marketing. More than 400 members – advertising 
and media agencies, media companies, associations, 
research and education institutes – are profiting of the 
studies and services of the Advertising Research Foun-
dation. 

4.  Advertising is effective through all media, but the im-
pact is clearly increasing when several media outlets 
are in the mix. Mono-strategies entail the risk to gath-
er to many contacts through a single media. Moreover, 
the risk of decreasing marginal utility effects is raising. 
Generally, a mix of two or three media could clearly in-
crease the ROI of a campaign.

5.  The combination of TV and digital advertising is particu-
larly efficient – the ARF calls this the “kicker effect” of TV: 
thus, online campaigns are only really picking up when 
TV is being added to the media mix.

 6.  To benefit from mix effects like this, the basis of the me-
dia mix should be an integrative (creative) strategy of the 
campaign. The ARF analysis shows that even today the 
majority of campaigns is lacking coordination in the cre-
ative strategy for the different media. With that, a lot of 
effectiveness potential is wasted. In order to profit from 
the particular strengths of the different media types 
(and screens), the creative implantation of the strategy 
has to be adjusted on their specifics in a second step.

7.  Also, the brand itself and its industry is important. This 
is the reason why for instance the combination of TV 
and paid search is highly efficient for high involvement 
brands (e.g. pharmaceuticals) – however, for low in-
volvement products (e.g. groceries) the combination is 
less efficient.

 8.  Overall, a good mix of traditional and digital media is the 
best choice – for all target groups. Even for campaigns 
targeting Millennials, the main budget should be spent 
on classic media and the digital share should just be 
slightly over average.

The huge ARF study How Advertising Works Today is im-
pressively proving that classic media – and especially TV – 
are highly relevant even in a time of changing media usage 
and that the combination with digital is promising the max-
imum Return on Investment. 

ROI INCREASE BY 
PLATFORM/COMBINATION

TV+PAID SEARCH ROI

OPTIMISED MIX 
PER TARGET

TV

TV

$1.00

$1.00

PAID SEARCH

PAID SEARCH

$0.17

22%

29% 71%

78%

TV+PAID SEARCH

TV+PAID SEARCH

P18+

P18-34

$0.71

LOW-INVOLVEMENT CATEGORY

HIGH-INVOLVEMENT CATEGORY

$15M BUDGET / AVERAGE VERTICALS

TV TV+DIGITAL

+60%

TV+RADIO

+20%

TV+PRINT

+19%

Source: Analytic Partners, 2016; Analysis based on over 3,200 cam-
paigns from 2010-2015. Digital includes video and display advertising 
on desktop and mobile devices. Results are indexed to TV.

Source: Analytic Partners, 2015; ROI shown relative to index of $1.00 for TV

Source: Marketing Evolution, 2016; Analysis based on campaigns rep-
resenting $100B in advertising spend from 2010-2015; Digital compris-
es all advertising including video, display and paid search advertising 
on desktop and mobile devices.

$1.28
$2.13
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How to get away with murder
M6, France
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Mobile Contacts 
More Effective

Consumers are increasingly using 
different devices, including mobile 
screens, to consume content. The 
use of online video is an important 
part of the media mix. Is there a 
difference in impact between an 
online video message on mobile 
devices versus desktop or laptop?

METHOD
• online surveys;
•  1,650 respondents measured dur-

ing two campaign flights;
•  based on viewing habits (frequen-

cy, device, programmes).

RTL XL viewers were divided into 
two groups: a group that primarily 
watches RTL XL content on mobile 
devices (smartphone or tablet) and 
a group that consumes the content 
mainly via laptop or desktop.

MOBILE

DESKTOP
VS

RTL and Mindshare have launched a study for a combined TV and 
online video campaign. The research was conducted for Unilever’s 
Soup in a Bag, in which a functional product feature (soup with extra 
meat balls) was highlighted.

CAMPAIGN
COMMUNICATION
TV, online video, print
TARGET AUDIENCE
20-49  years old

RESULTS
The campaign 
for Unox Soup in 
a Bag is perform-
ing excellent with 
66% recognition 
(benchmark 57%).
The commercial 
was very likeable, 
was matched to Unox 
and was able to transfer the functional 
product feature.

Mirte van Deursen
Project Leader Research 
& Intelligence
RTL Nederland
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SPONTANEOUS AD RECALL UNOX (SOUP)

BRAND PREFERENCE UNOX (SOUP)

PROPOSITION AWARENESS UNOX (SOUP IN A BAG)

PURCHASE INTENT UNOX (SOUP IN A BAG)

NO ONLINE 
VIDEO CONTACT

MAINLY CONTACT 
VIA DESKTOP

MAINLY CONTACT 
VIA MOBILE SIGNIFICANT

EFFECT
Online video contacts 
add 11% of recognition 
during the first flight of 
the TV campaign.

Mobile contacts pro-
vide more added effect 
when combined with TV 
than contacts via laptop 
and desktop.

This applies to both 
brand effects at the bot-
tom of the funnel (prefer-
ence, purchase intent) as 
to spontaneous ad recall 
and proposition aware-
ness.

USAGE
Headset usage 
happens TWICE 
as much with a 
smartphone than 
with a laptop or 
desktop.

People from 20 to 
29 years old use a 
headset TWICE 
as often as people 
from 40 to 49 
years old.

USE SMARTPHONE
Use of a headset depends on time and place: 
SMARTPHONES are used more frequently when on the move.

MULTITASKING occurs less when looking at a smart-
phone (26%)  than to a TV (36%).

Also there is LESS SWITCHING (change of video or 
programme): 5% on a smartphone vs. 12% on TV.

Use of LAPTOPS AND TABLETS is mostly at home, 
where laptops are mainly used in the living room.

About 60% regularly goes to bed with video on his tablet 
or smartphone, vs. 28% for laptops. Amongst people aged 
20 to 29 years old, the percentage that uses its smart-
phone in bed is significantly higher (66%) than amongst 
people aged 40 to 49 years old (47%).
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INTERVIEW

TV Now, the New 
Single VOD Offer 
of RTL Deutschland

Could you explain the concept behind 
TV NOW?
Marc Schröder: TV NOW is a multi-screen offer. Under 
this new umbrella brand we have merged the catch-up of-
fer previously provided by our six free-TV channels into a 
visually attractive package. In the TV NOW PLUS version, 
the user pays 2.99€ per month for access to the livestream 
of the channels, exclusive content like pre-TV airings of epi-
sodes, access to our extensive TV library, featuring less ad-
vertising, better image quality and the possibility to watch 
on additional devices/screens.

Which strategy stands behind the merger?  
M.S.: Up until now the catch-up TV service was a stand-alone 
offer provided on a per channel basis. Only three of the sta-
tions had a mobile service. Thanks to the bundling under TV 
NOW we can now offer our users a more all inclusive service 
utilizing catch-up and live content which cuts across all the 
channels.  Besides, as an introduction to the offering it is more 

Matthias Dang
Managing Director
IP Deutschland

Marc Schröder 
Managing Director
RTL Interactive

Mediengruppe RTL Deutschland has launched in March a new 
video service called TV NOW. This offer bundles all video 
content of the group's six free-to-air channels (RTL Television, 
Vox, n-tv, RTL Nitro, Super RTL and RTL II) in a single, 
homogeneous brand. Marc Schröder and Matthias Dang 
explain us the strategy behind it.
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convenient for navigating on mobile and TV end devices. 
While up until now content was available on-demand, for ex-
ample, as pre-TV prior to free-TV airing, and in format-based 
subscriptions, this is now available all inclusive with a single 
monthly payment with no added costs. Furthermore, this ser-
vice now also includes livestreams in the PC-offer. 

Which potential benefits arise through an 
umbrella brand?
M.S.: TV NOW simply provides more visibility for the small-
er stations’ brands because they don’t have to be tuned 
into specifically. With the inter-station recommendations, 
the users get more variety, more to choose from. Overall, 
we have made a huge step forward in terms of navigating 
through our content. Previously you had to comb through 
six separate offers, now our users can find all our content 
under one single brand.  

Can you explain the branding approach and 
how RTL’s identity was integrated?
M.S.: With the launch of RTL NOW in 2007 and the suc-
cessive launches of additional video-on-demand offers of 
our free-TV channels in the Mediengruppe RTL under the 
name NOW, we established the brand as a synonym for 
catch-up TV in Germany. Hence the NOW brand is already 
established with a high degree of awareness and also en-
joys a positive reputation. We know this, for example, from 
various user surveys. By combining TV and NOW into a 
new umbrella brand for catch-up TV we are now taking 
the next step. By bundling our six free-TV stations under 
TV NOW we are offering our users the opportunity to ac-
cess our content from a more comprehensive and clearly 
arranged multi-station option. At the same time, we are 
boosting the content on offer within the station brands and 
thus stepping up their combined power so that the content 
of the individual station is much easier to find and use.   

How many video visits did the separate 
platforms achieve in the past? 
M.S.: In 2015 the Mediengruppe RTL Deutschland 
achieved  1.14 billion video visits of professionally produced 
content across all platforms. Around half of those were 
reached by our NOW offer.  

€2.99
MONTHLY 

ACCESS FEE
FOR TV NOW PLUS

BY COMBINING 

TV AND NOW 

INTO A NEW 

UMBRELLA BRAND

FOR CATCH-UP TV 

WE ARE NOW TAKING

THE NEXT STEP

Marc Schröder

FACTS&
FIGURES



INTERVIEW

Can you describe TV NOW's business 
model? 
Matthias Dang: At TV NOW we use a hybrid business 
model. Our offer is financed on the basis of the strong 
content of our stations and comes along with three es-
sential revenue streams: First of all, there are the ad 
revenues from the marketing of online video ads, the 
so-called in-stream advertising. Secondly the revenues 
originating from the platforms through partnerships 
with, for example, cable network operators that make 
our programmes available to their customers. And then 
there are revenues from transactions from our own cus-
tomers, who pay a monthly, technology-based access fee 
for the product. 

What benefits does the new platform bring 
to advertisers?
M.D.: For the advertising market, TV NOW is interesting 
for a variety of reasons. NOW has established itself as 
a synonym for media library, while at the same time we 
have pushed into a completely different segment than 
our competitors. In contrast to US subscription-based 
video-on-demand services, through our offer advertis-
ers can also reach streaming users. US providers tend to 
base their assumptions on their domestic market which 
is a conventional pay-TV market. In that kind of market 
Netflix and others constitute an attractive and low price 
alternative, but the German market works different-
ly – both in terms of cost-free options as well as viewing 
habits. The content offered by the competition frequently 
comprises high-quality series, which are not well-suited 
for a mass audience and tend to appeal to niche audienc-
es more. This is precisely where ad clients profit from our 
strategy of concentrating our station brands under one 
TV NOW brand umbrella – the key here: network effects. 
Users who only headed for one specific NOW offer in the 
past, are now brought together to the TV NOW offer. This 
produces a positive feedback loop: the greater the reach 
achieved by the offer, the greater the reach obtained for 
the overall brand message, and thus increasing advertis-
ing revenues.

THE GREATER

THE REACH ACHIEVED 

BY THE OFFERING, 

THE GREATER 

THE REACH OBTAINED 

FOR THE OVERALL 

BRAND MESSAGE, 

AND THUS INCREASING

ADVERTISING REVENUES

Matthias Dang

1.14 billion
VIDEO VISITS OF 

PROFESSIONALLY PRODUCED 
CONTENT ACROSS ALL 

PLATFORMS IN 2015

FACTS&
FIGURES
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Which further steps are planned regarding 
Mediengruppe RTL’s online video content 
and the TV NOW platform?
M.S.: After the successful launch our next objective is to 
expand our multi-screen availability. After launching apps 
for Android and iOS, with AirPlay and Chromecast func-
tionality we are developing an app for Fire TV and addi-
tional Android-based apps. At TV NOW, there are already 
programmes available, which have been commissioned by 
or produced for the Mediengruppe RTL Deutschland. Ac-
cordingly, we can talk about exclusive content which our 
competitors simply do not have.

In which way do you use the collected user 
data and how is it part of the project?
M.D.: We collect user data, first and foremost, to provide 
an optimised offer. Thus, a recommendation engine sug-
gests content matching usage and user profiles. Further-
more, upon user request, programme recommendations 
are sent via email by our editorial staff. Besides concep-
tion, reach and technology it is mostly the data that play 
such an important role in marketing. This is why our two 
panels "I Love MyMedia" and our n-tv decision-maker 

panel “MyNewsPanel” provide such valuable information. 
Viewers and users express their opinions and ideas in very 
concrete terms. These data sources are then screened, 
analysed, collated across the entire media group and sub-
sequently made available to marketing for commercial 
purposes. Therefore, we are currently working on our own 
data management platform which can convert this valua-
ble information for commercial use. 

What is the video strategy of Mediengruppe 
RTL Deutschland and which trends do you 
see in the near future?
M.S.: Even though we continue to see a very strong and 
primarily linear TV-usage in the young target groups, 
young people are tending to use more and more video 
content in a non-linear way. We would like to continue to 
offer the best content for every screen – no matter when 
or where our audience would like to watch it. For that rea-
son, we shall continue to not only produce and aggregate 
the best content but also provide the best marketing op-
portunities for this content. 
M.D.: In terms of video, today’s trends will also be the 
trends of tomorrow: great stories and strong images.  



INTERVIEW

The Innovative 
Digital Development 
Strategy of M6

What’s your assessment of M6 Publicité’s 
data experiment?
David Larramendy: We launched Smart 6tem, our data 
platform together with a fully redesigned catch-up plat-
form, 6Play, in December 2015. 6Play is the only catch-up 
in France that requires a login. We took this risk because 
we thought that the customer experience could be en-
hanced by a smart and personalised viewing experience. 
We are very satisfied with the results, we are way ahead 
of our projections as the platform has now 11 million sub-
scribers after 7 months. The time spent on the platform 
has increased as well and the volume of video viewed has 
soared. From an advertising perspective, the amount of 
data collected enables us to deliver much smarter cam-
paigns with powerful results. As a result, the demand for 
these campaigns is very high.
 
What’s the strategy for non-linear content 
delivery: MCN, 6Play…?
D.L.: For 6Play, the team works on further improving user 
experience by constantly adding new, high quality, TV-like 
content to the platform. We have more than 3,000 hours 
of programmes available on 6Play. Today, close to 50% of 
our customers arrive on the platform not knowing what 
they are going to watch. It is already more than a catch-up 
platform.
We have two leaders among our different MCNs: Golden 
Moustache (humour) and Rose Carpet (beauty). Both ap-
peal to Millennials by the variety and the quality of the vide-
os they produce. This quality as well as the bonds they have 

David Larramendy 
Managing Director
M6 Publicité

2016 has been a very 
intensive year for M6 in 
terms of digital 
developments. David 
Larramendy tells us about 
their innovations in the fields 
of data optimisation and the 
programmatic challenges 
they try to take up.
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created with their viewers attract more and more of our 
clients who need to (re)create a link with younger custom-
ers. In order to attract the best talents we work on giving 
them powerful production tools and creating links with TV 
programmes.
 
How are digital space sales progressing in 
programmatic?
D.L.: Programmatic is key for M6 Publicité. We work with 
three partners:  Sticky Ads for video-related inventory, Ru-
bicon for display inventory, and also with Audience Square, 
another very useful inventory category.
It performs well. To give you a few figures, it represents 
more than 10% of our video inventory and over 50% of our 
display inventory. Both are experiencing rapid growth, es-
pecially video. Turnover has increased because CPTs hav-
en’t changed and inventory has been optimised.  

PROGRAMMATIC IS KEY

FOR M6 PUBLICITÉ. 

IT REPRESENTS MORE 

THAN 10% OF OUR VIDEO 

INVENTORY AND OVER 50%

OF OUR DISPLAY INVENTORY
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Agents of S.H.I.E.L.D.
Serieclub, France
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Atresdata goes a step further in measurement, adding to 
current socio-demographic targets the real purchase and 
behaviours if consumers.
With Atresdata, television begins to use online terminology 
without losing its best features: reach, capacity to gener-
ate awareness and build brands. 
Until now, TV measurement provided huge generic tar-
gets data like Adults or Housewives and segmented by so-
cio-demographic standards (age profiles, sex, habitats, so-
cial class, etc.) assuming this kind of segmentation allowed 
to reach targets with major purchasing power and better 
attitude to advertising. 
Atresdata allows a 360º measurement of TV viewers, em-
bedded in a single source, TV audience data, products pur-
chase, attitudes and lifestyles, through a statistic merger 
process among audience panel of Kantar Media and pur-
chase panel of Kantar Worldpanel. In addition to the FMCG 
purchase data from Kantar Worldpanel's panel, informa-
tion goes further and panelists will receive a questionnaire 
to fill in with questions about purchase and lifestyles, im-
portant to the advertising market, such as finance, auto-
motive,
travel, insurance… In this way, Atresdata delivers to adver-
tisers the biggest and most complete database of the mar-
ket (delivering information at least of 95% of the market). 
Another differential point of Atresdata is setting up an own 
cluster or specific consumer groups in function of pur-
chases and attitude to brands, advertising, promotions 
and innovations. 

Atresdata, 
a 360° Measurement 
of TV Viewers

The product Atresdata  
is available since April, 
this launch implies an 
important evolution in the 
way advertising could be 
measured and sold, thanks 
to the agreement achieved 
with Kantar Worldpanel. 
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This transformation in audience measurement allows ad-
vertisers to plan their campaigns considering potential 
customers, achieving a higher affinity ratio. At the same 
time, Atresdata offers the possibility to post evaluate cam-
paigns in these new buyer target groups, providing usual 
information (GRP, ratings, reach, OTS, contact distribution 
etc.). 
Atresdata also includes a ROI module to measure, in eco-
nomic terms, contribution of campaign to brand sales. 
This module is available for FMCG brands.
Atresdata was introduced in premier during 32nd Summit 
of AEDEMO, hosted last February in Girona, by Marketing 
Director of Atresmedia Publicidad, Javier Andrés, with a 
paper called 16 years later, that won the prize of Best Paper 
of this specialized summit. 

Vis a vis
Antena 3, Spain



It’s beset on all sides by new technologies and shifting be-
haviour: the growth of SVOD, Millennial-friendly YouTube 
stars, non-human traffic (aka bots), ad blocking and an in-
dustry fascination with last-click attribution. To some, it’s 
a wonder that commercial TV continues to thrive in such 
shark-infested waters. But there are two fundamental 
truths to TV which explains this resilience and prosperity:

People love TV
Storytelling appeals to us at an innate level, and there 
is no better storytelling medium than TV. We are just 
consuming TV in new ways - tablets, mobiles, connected 
TVs etc.

Advertisers love TV advertising
And it’s because TV advertising shares the same storytell-
ing power. There is no better medium for building mass 
awareness and changing someone’s perception of a brand 
in just 20-30 seconds.

However there is a third fundamental truth to TV, one 
more of opportunity than of strength:

People are watching TV adverts that are 
not relevant to them
And herein lies the greatest opportunity for brands, mar-
keters and media owners. An untapped vein of potential 
that will take TV advertising to the next level in terms of 
power and efficacy. 
When I used to work at ITV, I would argue that many of the 

Jon Block
EMEA VP of Product & Platform 
Videology

According to the critics,  
TV has been trying its best 
to die since the beginning  
of this century.  
The trouble is that it just 
keeps growing instead.

Addressing the Future 
of TV
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biggest brands have been built on wastage. Now I am not 
so sure. Large scale wastage may suit the largest brands 
and the broadest of messages. But for every large-scale 
awareness campaign there are a thousand smaller, more 
targeted campaigns and messages. 
The benefits of targeting are many: reduced wastage 
and improved yield for broadcasters, more efficient cam-
paigns and higher engagement for brands and agencies, 
technology and data licensing opportunities for operators 
and a better experience for the viewer - if the ads are rel-
evant then people are less likely to seek to avoid them (Sky 
Media recently said that channel hopping was down 33% 
in targeted linear ad breaks!).
So, how do we (if I may make a pun) address this? There 
are four key ingredients to addressable advertising in TV: 
addressable planning, data, dynamic insertion and optimi-
sation. 

THERE ARE FOUR KEY

INGREDIENTS TO ADDRESSABLE

ADVERTISING IN TV: 

ADDRESSABLE PLANNING, 

DATA, DYNAMIC INSERTION 

AND OPTIMISATION

1975 1980 1985 1990 1995 2000 2005 2010 2015

VCR Sateli�e TV DVR HD TV

Smart Phone

(streaming)

Smart TV

Tablet

NEW MEANS OF CONTENT DISCOVERY 
1975 - 2015



1. Addressable planning
The first ingredient is the demand for addressable plan-
ning. But agencies have long understood the value of 
targeting (increased engagement and advertising  effica-
cy) and this has been growing steadily over the last few 
years. The market need already exists.

2. Data
The second ingredient is data. We live in a world of frag-
mented data - in addition to the TV measurement com-
panies, there are broadcasters with login data, operators 
with subscriber data, advertisers with customer data and 
third parties with all sorts of behavioural, purchase and 
geolocation-derived data. There are three main challeng-
es to the use of data in TV advertising. Firstly the availability 
of data varies by device (desktop/mobile/STB) and there is 
rarely a unified view of the data across devices. Secondly, 
unlike the digital world, TV can be both a solo or a shared 
viewing experience and different tactics need to be used to 
measure each of these. The final challenge is the question 
of data privacy, highlighted by the current changes to the 
EU legislation.

3. Dynamic ad insertion/replacement
The third ingredient is the ability to insert ads dynamically 
(or replace them in a linear stream). This capability is now 
very common in broadcaster owned and operated VOD, 
but it is still a work in progress when operators are in-
volved. More and more broadcasters are now enabling ad 
replacement technologies in their live linear streams (aka 
TV Anywhere) but the most exciting opportunity is ad re-
placement into broadcast linear streams as this is where 
the real volume and yield optimisation opportunities exist.

4. Optimisation
The final ingredient is the least well understood. The need 
for it only arises when addressable advertising starts to 
achieve scale. Therefore only the most forward-thinking 
broadcasters and operators have discovered this chal-
lenge...
Addressable advertising is extremely difficult because of 
the multi-dimensional aspect of audience targeting. Demo, 
device or content targeting is relatively easy because one 

BRANDS 

HAVEN'T BEEN 

BUILT ON WASTAGE. 

BRANDS HAVE 

BEEN, AND ALWAYS 

WILL BE, BUILT ON 

GOOD TV

SKY MEDIA RECENTLY SAID 
THAT CHANNEL HOPPING WAS 

DOWN 33%
IN TARGETED LINEAR 

AD BREAKS!

FACTS&
FIGURES
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TWO APPROACHES 
FOR BROADCASTERS

MARKETPLACE

Impressions usually sold  
in real-time to the highest bidder

3rd parties in control

Little support for upfront deals*

Creates remnant

Less yield control - optimised towards  
highest bidder

ALLOCATION

Audiences are forecast  
and impressions allocated

Broadcasters in control 

Full support for upfront deals*

Maximises sell-through

More yield control - holistic  
optimisation across all channels

*Upfront deals = guaranteed, fixed price and fixed volume

broadcast world.
In conclusion, all of the ingredients for addressable TV 
advertising are beginning to take shape. Albeit at different 
rates in different markets. And broadcasters need to be 
ready with their answer. Wastage is no longer an excuse, it 
is an opportunity. Bots, the viewability dilemma, in-banner 
silent video all have one thing in common. They show the 
desperation of others to make use of an advertising expe-
rience just a fraction as powerful as that of TV. No other 
medium is as effective. No other medium can so regularly 
and in such a short time, completely change someone’s 
perception of a brand. 

I was wrong about wastage. Brands haven't been built on 
wastage. Brands have been, and always will be, built on 
good TV. The wastage is just a byproduct of the means of 
delivery. And the good news is that we are now in a posi-
tion to eliminate it.  

viewer is one age and gender, they are using one device 
and watching one piece of content. Audience targeting 
is very difficult because one viewer is a member of hun-
dreds of different overlapping audience segments and 
each viewer’s audience fingerprint is unique. Accurate 
forecasting, pricing, allocation and reservation of inven-
tory becomes absolutely key otherwise it is not possible to 
optimise yield and improve the effectiveness of advertising 
across a whole portfolio of inventory.
In the display world optimisation is tackled by the use 
of marketplaces and real-time bidding but this is not a 
viable solution for broadcast advertising where con-
strained supply, broadcaster control, regulatory com-
pliance and traded deals all conflict with the idea of sell-
ing in real-time to the highest bidder. We need to leave  
behind the fallacy that auction and marketplace  
mechanics are suitable for TV advertising and concen-
trate on developing optimisation technology that suits the 
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The Big Bang Theory
CBS, US
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What’s new?
Country of origin principle (COO): Simplifying the 
rules which determine the country having jurisdiction 
over a provider.
Commercial Communications:
•  Maintains a strict 20% limit on advertising time, 

but more flexibility as to when ads can be shown
•  Allows more flexibility in putting product placement 

and sponsorship.
•  Encourages the adaption of self- and co-regulation 

for the existing rules seeking to protect the most vul-
nerable (alcohol advertising, fatty foods, minors, etc.).

Promotion of European works: 
•  Putting on-demand players under the obligation to 

promote European content to a limited level by im-
posing minimum quota obligations (20% share of the 
broadcasting offer of their catalogues).

•  Impose financial contributions to providers of on-de-
mand services.

Prohibition of hate speech
 Protection of minors: aim to simplify the obligation 
to protect minors against harmful content. Everything 
that “may be harmful” should be restricted on all ser-
vices.
Platforms: Platforms that organise and tag a large 
quantity of videos will have to protect minors from 
harmful content.

Revision of the 
Audio visual Media 
Services Directive

The European 
Commission has 
amended a new 
legislative proposal for 
the Audiovisual Media 
Services Directive, 
in May 2016.

Background
•  Viewers, particularly minors, are moving 

from traditional TV to the online world, 

while the regulatory burden is much high-

er on TV.

•  The Directive introduces flexibility when 

restrictions only applicable to TV are no 

longer justified.

•  The Directive ensures that consumers will 

be sufficiently protected in the on-de-

mand and Internet world.

•  The main idea is to achieve a balance 

between competitiveness and consumer 

protection.
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The Audiovisual Regulators: Independence of audiovis-
ual regulators will be enshrined into EU law by ensuring 
that they are legally distinct and functionally independent 
from the industry and government.

ERGA (The European Regulators Group for Audiovis-
ual Media Services) will have a bigger role in shaping and 
presenting the internal market.  
Source: European Commission

WHY? FOR A BETTER BALANCE OF RULES

CONTEXT

Better protection of minors

Promoting European works

More independance for regulators

Average TV viewing time is decreasing

Young people's TV viewing time has dropped by 7.5% and is half that of the average viewer

Videos on the Internet

Internet video share in consumer internet traffic is expec-
ted to increase from 64% in 2014 to 80% in 2019.

In 2015, ±20% of 
broadcasters revenues was invested in original 

programming vs 1% for on-demand services

TRADITIONAL 
TV BROADCASTERS

VIDEO-ON-DEMAND 
(VOD) PROVIDERS

VIDEO SHARING 
PLATFORMS

64%
2014

80%
2019

20% ORIGINAL PROGRAMMING

1% VOD SERVICES

Source: EU Commission



StyleHaul
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CASE STUDY 

PayPal 
is New Money

Laurent Burel
Head of Advertising and Media
Western Europe
PayPal

Laurent Burel, Head of 
Advertising and Media 
Western Europe, tells us how 
this digital giant 
paradoxically and 
successfully made its mark in 
the real world, with a clever 
combination of its global 
online and offline 
communication strategy, 
adapted to the disparity in 
multi-domestic media 
consumption in Europe. 

Everybody knows PayPal, with a well-established reputa-
tion in all major countries of Europe and the world. But do 
you really know the story behind this American IT giant 
brand reference, leader in online payment solutions, that 
built its entire structure at the heart of the digital culture 
and whose success has been based on marketing innova-
tion, experience and consumer benefits within a market 
environment undergoing tremendous change?
Operating in nearly 200 markets, with 188 million active 
users worldwide including more than 70 million in Europe, 
PayPal has become more than a mere online payment 
functionality, a genuine companion making the everyday 
lives of Europeans easier in terms of consumption and pur-
chasing patterns, freeing them from mundane payment 
and security constraints. The image of this online player 
has been built over the years, through the implementa-
tion of an innovative communication strategy, which used 
to focus on market targets and digital media and is now 
combined with more traditional media such as television 
for mass market targeting and a deeper relationship with 
the general public.

It is the first time that an online player 
of this scale has decided to extend its 
communication to television and more 
traditional media. Does this herald a new 
phase in your communication strategy?
Laurent Burel: PayPal’s communication strategy was in-
deed constructed in logical stages. We must maintain a 
presence wherever our potential consumers are. Initially, 
this is why our communication was primarily digital: obvi-
ously on e-commerce websites that offer our services, but 
also on major digital platforms and networks supporting 
the launch of new services and products such as purchase 
protection, payment with One Touch®, reimbursement of 
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CASE STUDY 

return costs, etc. The user recruitment and experience 
phases occur within a natural digital environment. 
However, in 2015, PayPal became an independent compa-
ny, listing on the NASDAQ, and separating from eBay. The 
company had a vision to put economic power back in the 
hands of people by rewiring the payments experience. It 
had made a number of strategic acquisitions as part of this 
vision and we wanted to tell consumers about our vision 
and what we could do for them. We decided to expand our 
communication to traditional media such as television to 
rapidly and massively increase brand awareness, develop 
our image and send the message that PayPal is a mass 
market brand potentially usable by everyone.

In addition to awareness building and 
improving the brand image, what benefits 
does the use of television bring to you and 
how important is it to you in your media mix 
in Europe?
L.B.: We have a three-stage integrated communication 
campaign programme in place: 
1.  An initial offline stage where television plays a prominent 

role in creating awareness and a modern and unique 
identity, encouraging consumers to learn more about the 
brand and its products.    

“NEW MONEY” IS A 

UNIVERSAL MESSAGE, 

WHICH IS WHY WE 

WERE ABLE TO LAUNCH 

THIS CAMPAIGN ALMOST 

SIMULTANEOUSLY 

IN THE UK, GERMANY 

AND ITALY



2.  In a second phase, the digital channels take over in an 
effort to educate on the reasons for using PayPal. This 
notably involves videos that we generally broadcast in 
pre-roll or VOD advertising. 

3.  In a 3rd and final stage, we attempt to convert the po-
tential customers exposed using performance-oriented 
communication (display, on-site, co-marketing).

In February, PayPal bought a 45-second ad, 
in the middle of the USA’s most watched 
sporting events. Entitled “there’s a ‘New 
Money’ in Town”, it was broadcast on all 
social networks and extended to TV, OOH 
and web content campaigns throughout 
the year. Can you tell us more about the 
strategy behind this campaign?
L.B.: Money is changing with mass adoption of mobile de-
vices, digitization of cash, transformation of cards, and in-
troduction of different payment types. We want to reinvent 
money by promoting new ways for people to safely man-
age, transfer and spend their money at a lesser cost.
The TV event combined with social networks offered 

THE TV EVENT 

COMBINED WITH SOCIAL 

NETWORKS OFFERED 

AN UNRIVALLED 

SHOWCASE THAT 

NO OTHER MEDIUM 

COULD PROVIDE, 

PARTICULARLY WHEN 

IT CAME TO REACHING 

A MASS AUDIENCE 

CASE STUDY 
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an unrivalled showcase that no other medium could 
provide, particularly when it came to reaching a mass 
audience and showing consumers, new, innovative, sim-
ple, rapid and secure services helping to democratize 
money.

Orchestrated by Havas Worldwide, how 
was this “New Money” campaign adapted 
for Europe? Have you noted any differences 
in perception and reaction according to 
audience and consumption patterns?
L.B.: “New Money” is a universal message, which is why 
we were able to launch this campaign almost simultane-
ously in the UK, Germany and Italy. Of course the design 
of the different communication materials and the media 
plans were adapted to every country to reflect the specific 
characteristics, values and consumption patterns of these 
different countries. For example: in Italy, we communicat-
ed on giant digital screens in Milan’s central station, sug-
gesting that consumers pay for their tickets directly with 
the PayPal application on their smartphone rather than 
queueing at the actual counters.

What are the different benefits of  creative 
advertising integration on screen, in 
addition to traditional ads?
L.B.: If we look at Italy again, we used telepromotion. This 
long format of one to one and a half minute allows us to 
drive the message home. The fact that the brand is recom-
mended by a famous show host results in a stronger com-
mitment between the brand and the public.

In your opinion, is the growth of online 
video - with soaring multi-channel networks 
in Europe - and increasing brand content 
and targeting possibilities an additional 
advantage to television for interacting with 
your audience? 
L.B.: Absolutely, we see two major benefits in the multipli-
cation of contact points for videos:
•  Reach more people than with television alone;
•  Specifically target different consumer groups and deliver 

the right message to them at the right time, in the right 
place.

What message would you like to convey 
to the major players of the audiovisual 
and digital industry in Europe so that they 

can continue to provide you with effective 
solutions in the future?
L.B.: The big challenges in our mind are marketing con-
tent and TV partnership, measurement of the joint TV and 
digital performance, Big Data and targeting, TV and social 
networks.  

PAYPAL IS OPERATING IN NEARLY

200
MARKETS

188M 
ACTIVE USERS WORLDWIDE 

70M
IN EUROPE 

FACTS&
FIGURES
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Beats & StyleHaul 
for Christmas

CASE STUDY 
BRANDED CONTENT

StyleHaul, represented by IP Network Create, is RTL Group’s 
leading global style multi-channel network (MCN).

During the festive period, 
Beats ran a series of 
custom vlogger videos 
on YouTube with key 
influencers in the UK, 
France and Germany to 
promote their portable 
speaker product, the Beats 
Pill. 
The Beats campaign 
videos integrated the 
product in a fun and 
natural way, using the voice 
of three highly popular and 
authentic vloggers: 'DNER' 
in Germany, Marcus Butler 
in the UK and Pierre Croce 
in France.

THE OBJECTIVE
Make Beats Pill (an Apple product) front of mind for Christmas 
shopping and demonstrate the product features in an inter-
esting way.

THE PLAN

Make the target audience feel that gifting Beats Pill for Christ-
mas was the best way to be sure of giving a good present to 
someone.

THE BRAND IDEA 

THE MEDIA PARTNERS 

These talents used their 
own unique approaches to 
deliver the message that 
“giving Beats products for 
Christmas was a foolproof 
way to make someone 
happy”. They also promot-
ed these YouTube videos 
through posts on their 
Facebook, Twitter and Ins-
tagram accounts.

THE RESULTS

over 10.4M 
MINUTES WATCHED

57,213 
ENGAGEMENT ACTIONS

2.12M
VIDEO VIEWS DELIVERED 
ADULTS 13-24

2.7% 
ENGAGEMENT RATE

Marcus Butler
UK Vlogger

UK • FRANCE •GERMANY
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CASE STUDY 
BRANDED CONTENT

91%
OF VIEWERS THOUGHT THAT 
THE RENAULT KADJAR WAS
A (VERY) GOOD MATCH WITH
THE CONTENT

66% 
OF THE VIEWERS RECOGNISED 
RENAULT KADJAR AS THE 
PARTNER, WITH THE CAR 
ENJOYING A BETTER IMAGE 
AND PREFERENCE

CASE STUDY 
360°

RTL and Renault: 
Extreme Roadtrip

The campaign was based on a dedicated platform 
Extremeroadtrip.nl, the TV channel RTL 5, YouTube and  
RTL XL social media.

The concept

Three unknown but 
experienced extreme 
sports lovers took a road 
trip through France in a 
Renault Kadjar, starting 
from Paris and making 
ten stops in picturesque 
locations in order to 
participate in sports such 
as kite surfing, street luging 
and downhill mountain 
biking. The trio was joined 
in each location by a 
celebrity or social media 
influencer.
Multi-screen format, 

digital first

RTL, Fuse Branded 
Entertainment Bureau 

THE OBJECTIVE
Renault was looking to engage, inspire and motivate its target 
audience (men, 30+) through a 360-degree content partner-
ship that would allow it to claim the extreme sports domain as 
its own. 

THE PLAN

A unique 360-degree, digital first content partnership, 
combining compelling content with a smart use of multiple 
touchpoints, to promote the Renault Kadjar.

THE BRAND IDEA 

THE MEDIA PARTNERS 

and Towel Media teamed 
up to produce the multi-
screen format, with 
content designed for 
every device. Content was 
distributed on a range of 
platforms: twice a week 
on Extremeroadtrip.nl, 
YouTube, RTL XL social 
media and on the TV 
station RTL 5 on a weekly 
basis for a period of ten 
weeks.
A brand promotion on 
TV and online activated 
viewers to stop watching 
and start living, driving 
them to engage with the 
various touchpoints. A 
special website allowed 

visitors to choose their 
own favourite road trip 
route and win a trip 
together with three friends 
in a Renault Kadjar, and 

test drives and brochures 
could be requested directly 
on the campaign page.

THE RESULTS

NETHERLANDS
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TV Key Facts 2016 is founded by the IP sales houses and the 
RTL Group. The project is directed under the control of Stéphane 
Coruble, Managing Director of IP Network and Carine Jean-Jean, 
Communications Director.

A very special thanks for their contributions in form of 
articles or interviews.
Avril Blondelot, Candice Alessandra, Cécile Bertrand 
and Florent Carême (Eurodata TV Worldwide), Trish 
Kinane (FremantleMedia North America), Ella Umansky 
(ITV Studios), Erwin Lapraille (RTL Belgium), Carine 
Groz, Tam Vo Duy and David Larramendy (M6 Publi-
cité),  Michel Nougué (Groupe M6), Adrien Labastire 
(Golden Moustache), Valérie Ackaouy (M6 Web), Jody  
Flanagan (StyleHaul), Mirte van Deursen (RTL Nederland), 
Duncan Stewart, Paul Lee and Cornelia Calugar-Pop 
(Deloitte), Jacques Bajon (IDATE), Frank Hoffmann and 
Jan-Peter Lacher (RTL Television), Sandra Vitt and 
Sandra Schümann (Mediengruppe RTL Deutschland), 
Marc Schröder (RTL Interactive) and Matthias Dang (IP 
Deutschland), Jan Isenbart (egta, Screenforce), Dirk Engel, 
Gerald Neumüller (Screenforce), Matt Hill (Thinkbox), 
Jon Block (Videology), Laurent Burel (PayPal).

To our world partners
Special thanks to all our partners from all around the world 
who have taken part to this project and without whom the 
report could not be possible.
ARBOmedia Vilnius (Remigijus Mikšys), ARMA (Costin 
Juncu), AS Kanal 2 (Margus Paas), AVMU (Emilia Janevs-
ka), Dentsu Aegis Network (Müge Atakan, Gülşah Balten), 
GARB Audience Measurement Bulgaria (Doroteia Dervi-
sheva), ITV (Tony Mawer), Kantar Media (Wanda Świętek), 
Magna Global (Vincent Letang, Michael Leszega), Magnet 
Media Ltd. (Ivars Bebrišs), McCann-Erikson Universal 

(Maria Yaznevich-Khasenevich), Media Advertising 
(Goran Stojanovic), Media Master (Martin Procházka), 
MTG Denmark (Kristian Arnaa), MTG Sweden (Peter Pet-
terson, Sofie Thermænius), MTV Oy (Taina Mecklin), Niels-
en Audience Measurement Cyprus (Maria Mavromma-
tis), Nielsen Audience Measurement Macedonia (Simeon 
Lavciski), Nielsen Audience Measurement Serbia (Silvija 
Atijas-Ristić), PMT s.r.o. (Vladimir Fatika), Publitalia ’80 
(Giulio Bello), RTÉ (Paul Cantwell, Mariya Zhabska), Tele-
typos S.A. (Mida Vassilakopoulou), Television Industry 
Committee (Semen Syzov), TNS Gallup OY (Orvokki Ter-
vo), TNS LT (Lina Petraitiene, Giedrė Juronienė), TNS SIFO 
(Lars Näsström), TNS Slovakia (Jana Tibenská) TVB (Ron 
Salmon), TVP (Anna Smycz), VI Group (Anna Vorontsova).

To our local IPs and other RTL Group companies
Atresmedia (Rosa Riestro Sastre), Goldbach Media (Irène 
Durrer), RTL Belgium (Ariane Debeur, Christine Pirmez - De 
Kempeneer), IP Luxembourg (Laurent Friob), IP Öster-
reich (Nadine Aigner, Sabrina Fischer, Christian Sattler), 
Mediengruppe RTL (Armin Bluhm, Holger Brock, Simone 
Veenker, Philipp Schlichting), r-time media experience 
(Frigyes Ur), RTL Hrvatska (Helena Erceg), RTL Nederland 
(Cindy Borrenberg).

Thanks also to our team at IP Network for their effort 
and dedication
Christophe Loisel, Coraline Sainte-Beuve, Daniel Bischoff, 
Diane Sarkis, Emilie Demarquay, Jean-Baptiste Moggio, 
Johannes Leibiger, Jonas Noffz and Yvonne Eschbach. 
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IP Network is a 100% RTL Group company and is the lead-
ing total video advertising solutions provider for interna-
tional advertisers.
Its mission is to create a unique and simplified access to the 
RTL Group total video network for international advertis-
ers.
Thanks to its international representation of more than 80 
major TV channels, 25 radio stations and over 300 digital 
platforms across 12 countries, IP Network links advertisers 
to a daily audience of millions of Europeans. Its powerful 
multi-screen portfolio gives access to the most successful 

European contents on every screen.
Working closely with advertisers and agencies, IP Network 
endeavours to provide the best advertising solutions, from 
classical to premium offers.
Thanks to its worldwide presence, IP Network relies on a 
global vision and a local expertise. Its multicultural team 
provides expertise, guidance, connection, support and op-
timisation in order to give the right media solution.

For more information, please visite www.ip-network.com
and follow IP Network on Twitter @ipnetwork_rtl

IP Network
Broadcast & Digital 
Media Solutions 
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RTL Group is a leader across broadcast, content and 
digital, with interests in 60 television channels and 31 radio 
stations, content production throughout the world and 
rapidly growing digital video businesses. 

The television portfolio of Europe’s largest broadcaster 
includes RTL Television in Germany, M6 in France, the 
RTL channels in the Netherlands, Belgium, Luxembourg, 
Croatia, Hungary and Antena 3 in Spain. The Group also 
operates the channels RTL CBS Entertainment HD and RTL 
CBS Extreme HD in Southeast Asia. RTL Group’s families 
of TV channels are either the number one or number 
two in eight European countries. The Group’s flagship 
radio station is RTL in France, and it also owns or has 
interests in other stations in France, Germany, Belgium, the 
Netherlands, Spain and Luxembourg. 

RTL Group’s content production arm, FremantleMedia, 
is one of the largest international creators, producers 
and distributors of multi-genre content outside the 
US. With operations in 31 countries, FremantleMedia’s 
comprehensive global network is responsible for more 
than 10,000 hours of programming a year and distributes 
over 20,000 hours of content worldwide. 
Combining the catch-up TV services of its broadcasters, 
the multi-channel networks BroadbandTV, StyleHaul 
and Divimove as well as FremantleMedia’s 250 YouTube 
channels, RTL Group has become the leading European 
media company in online video. RTL Group also owns a 
majority stake in the programmatic video advertising 
platform SpotX. 
For more information, please visit RTLGroup.com 
and follow RTL Group on Twitter @rtlgroup. 

Entertain.
Inform.
Engage.







ISSN 2227-1945  |  Dépôt légal Bibliothèque nationale de Luxembourg - 31 boulevard K. Adenauer - L-1115 Luxembourg  |  Print: www.printvallee.com  

www.ip-network.com/tvkeyfacts
tvkeyfacts@ip-network.com


	TVKF 2016 - Couv Montée
	Part0
	Part1
	Part2
	Part3
	Part4



