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About this report
What does the report contain?
• This report focuses on the television production industry in Europe and

•

•

•

North America, in what is increasingly an international industry. It has
in-depth coverage of the US and eight of the leading European country
markets. These are France, Germany, Netherlands, Italy, Poland,
Sweden, Spain and the UK.
We quantify the size of the market across Europe and North America
and in each of the leading countries as well as historical growth rates
and the factors which drive these figures. This includes analysis of
television industry revenue and the factors which influence it, such as
advertising spending, TV licence trends and pay-TV revenues – setting
out historical trends and forecasts.
We also review and evaluate the impact of key industry trends such as
development of new platforms such as IPTV and OTT, market
consolidation and the growth of the super-indies, development of
content distribution models, deficit funding and exploitation of new
revenue sources such as digital rights.
Our forecast for industry growth by segment is based on this analysis of
historical trends and our understanding of growth drivers.

•

•

•

•

What are the sources and methodology?
•

What are the objectives of this report?
•

•

The TV production industry has been forced to evolve as the television
and entertainment industries have changed. New TV viewing platforms,
such as IPTV and OTT have emerged alongside other forms of
entertainment using tablets, smartphones and other fast-growing
platforms.
At the same time, Europe, in particular southern countries such as Italy
and Spain, has weathered an economic crisis which put pressure on
industry revenues.
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TV production has responded by becoming more international and more
creative in exploring ways to derive revenue from its content – while
maintaining creativity in producing new hit shows.
The industry is currently going through a wave of consolidation, both
within production and between production companies and broader
media groups. Recent deals, such as the mergers between Banijay
and Zodiak merger, Endemol / Shine / Core and ITV and Talpa, have
seen the leaders strive to match each others’ reach and capabilities,
and large global media groups gain an increasing presence in the
industry.
The report aims to analyse these and other trends to produce estimates
of current market sizes, forecasts of likely growth and a view of how the
key trends might play out.
It is intended for TV production groups, potential entrants to the
industry, TV networks, technology platform owners, investors, banks,
analysts, consultants and other parties with interests in the area.

•

This report is based on
– Interviews with senior-level contacts in the TV and TV production
markets
– In-depth analysis of the macroeconomic and legislative
environments and relevant industry drivers
– Analysis of information on the leading TV production groups
– Our own experience of advising both companies and investors in
the TV and TV production industries and the wider media sector
Information from these sources has been synthesised and presented
clearly and concisely with extensive use of charts and tables to
illuminate points and support conclusions.
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Summary
Market size and growth
•

•

•

•

The combined size of the TV production markets in nine major
European and North American countries (France, Germany, Italy,
Netherlands, Spain, Sweden, UK, US) is now over €26bn in value,
having grown at a CAGR of 2.3% since 2009
– We estimate that the other countries within Europe and North
America account for a further €4.5bn (€3.7bn for smaller
European countries and €0.8bn for Canada)
– Growth has accelerated in the later years of the period as the
economic outlook has improved and key drivers such as TV
advertising spend have recovered.
Market growth has been possible because the television industry has
continued to innovate and to thrive.
– Viewing levels have increased in all countries since 2009,
although the rate of increase has flattened off in several with
some small decreases in 2014.
– TV industry revenue has increased at 2.4% per year, despite
constraints on public funding in Europe which have seen it fall as
a whole over the period.
– TV advertising revenues have grown in spite of the potential
threats from internet competition and time-shifted viewing.
– Subscription revenues have also increased since 2012, driven by
growth of IPTV / OTT models which has offset the revenue fall in
the mature cable segments.
Although data on production cost trends is hard to obtain, it is widely
believed that prices fell significantly in 2009-10 and have remained low,
forcing production companies to be innovative in their approach.
Growth has been strongest in the US, UK and Sweden.
– The US has been driven by stronger growth in TV advertising
revenue than in Europe
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•

– The UK has seen increasing spending by its pay-TV sector
– Sweden saw strong market growth from 2009-13, driven by an
advertising recovery, followed by more patchy recent
performance.
The market has decreased in size since 2009 in some countries:
– In Spain, as a result of the economic crisis which has severely
impacted TV industry revenue
– In Poland and the Netherlands, which both have mature cable
sectors undergoing consolidation

Country comparisons
•
•

•

•

Despite the international consolidation of production, there remain clear
differences between the country markets.
Viewing levels are significantly higher in the US than in Europe. Within
Europe they tend to be higher in the south and east. Of the main
countries, they are lowest in Sweden and the Netherlands.
The funding structure of the television industry varies considerably.
– While all the European markets have some degree of licence or
other public funding, the US does not. Levels are highest in
Germany, France and the UK, giving those markets greater
stability.
– Subscriptions account for the majority of TV industry revenues in
the US, Poland and Sweden, where there are large cable
segments. Pay-TV penetration is over 70% in those markets,
plus the Netherlands. Elsewhere, it is under 60%
– Other countries, such as Spain and Italy, are more dependent on,
and hence exposed to fluctuations in, advertising revenue.
While cable is the most important pay-TV platform in most countries,
there are differences
– Satellite is the main platform in Italy, which lacks the network
infrastructure to support cable; the UK, where the market has
been driven by BSkyB and Poland.
1222-10
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Summary

•

– IPTV has the largest share in France and Spain, driven by the
investments in network infrastructure and service development
made by France Telecom and Telefonica.
In some countries, such as Denmark, the UK and Germany, public
broadcasters retain a leading role in commissioning content while in
others, privately owned channels are prominent, including four groups
(RTL, P7S1, MTG and CME) which operate in several European
markets.

Forecasts
•

•

Competitive landscape
•

•

•
•

•

Industry consolidation has continued, seeing mergers and acquisitions
both:
– Within the TV production industry, as the super-indies such as
Endemol Shine Core and ITV Studios have developed their
networks
– Between production companies and other media groups as
organisations such as Discovery, Liberty Global, Warner Bros
and 21st Century Fox have seen the importance of owning
production companies to their strategies.
Nevertheless, the market remains relatively fragmented with no group
having a global market share approaching 15% and there is also a long
tail of smaller independents in most countries.
Following its merger with Shine and Core, Endemol has regained
leadership from Fremantle and now has revenues of almost €2bn
The new Banijay Group (incorporating Zodiak) has revenues of around
€800m, putting it into an industry ‘big 5’ which are significantly larger
than other groups.
EBITA margins of the leading players are typically around 10% with ITV
Studios being significantly more profitable.
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•

We expect to see ongoing TV production market growth, driven by a
more positive economic outlook and expectations of higher growth in
TV advertising revenues.
The combined rate across all nine leading markets is likely to be slightly
slower than in the past.
– We expect growth to be higher across the eight leading European
markets but the overall trend is shaped by the performance of the
very large US market.
– Here, growth is expected to be slightly slower than in the past as
the networks continue to lose audience and advertising share
and cable faces disruption to its business model from OTT
competitors.
Key risks to the forecasts include
– Delay to, or even reversal of, economic recovery,
– Change in viewing habits leading to less viewing or shifting to
models which do not carry advertising
– Faster trend towards cord-cutting than currently appears likely
leading to falling pay-TV revenues
– Weakening of the public broadcasters leading to a shift from
commissioning to acquisition of imported programmes,
– Failure to replace some hit shows which are now ageing.

1222-10
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About Apex Insight
Company background

Related research

• Apex Insight is an independent provider of research, analysis and

•
•
•
•
•
•
•
•
•

advice
– Founded in 2012 by a team with experience of working in
strategy consulting and the transaction advisory team of a Big 4
firm (Ernst & Young)
– Focus on a range of services markets including TV production
– Publish market reports and carry out consulting work to address
specific requirements

Consulting services
Commercial / operational due diligence
• Experience of over 100 transactions including several in the TV and
TV production sectors
• Work includes assessment of market attractiveness, competitive
position, customer relationships, information systems and operational
performance.
Custom market analysis
• Research and evaluation of your required market to your desired
scope.
• Market quantification, competitor insight and intelligence, analysis of
drivers and forecasts
Primary research
• Deep experience in conducting face-to-face interviews with seniorlevel decision-makers and managing large-scale telephone surveys,
plus even more experience in analysing findings to provide insights
and actionable results
Growth strategy
• Outward looking and fact-based: market entry strategies, search and
screening programmes for new partners, customers or acquisition
targets, benchmarking.
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TV Production in France (January 2016)
TV Production in Germany (January 2016)
TV Production in Spain (January 2016)
TV Production in Italy (January 2016)
TV Production in Poland (January 2016)
TV Production in the Netherlands (January 2016)
TV Production in Sweden (January 2016)
TV Production in the UK (January 2016)
TV Production in the US (January 2016)

Research subscriptions

• For clients who require access to multiple reports.
• Can be tailor-made to meet individual requirements cost-effectively
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Market definition, characteristics and trends
Definition

Market seasonality and cyclicality

•

•

•

•

•

This report covers the market for broadcast television production
services. This includes both
– In-house production by the main TV networks, which in most
markets still represents a significant proportion of overall activity,
– Production carried out by independent production houses.
It excludes:
– Films and sports – for which the major cost tends to be
acquisition of the rights to broadcast the content rather than
production
– News programming, where factors such as tight timescales mean
it is hard to separate out production as a distinct activity.
Non-broadcast productions such as corporate / training films, where
production standards are generally much lower than broadcast quality
levels and hence different suppliers, tend to have different suppliers and
are also excluded from our definition of the market.
The report covers Europe and North America.
– The main focus is on nine of the largest markets: France,
Germany, Italy, Netherlands, Poland, Spain, Sweden, United
Kingdom, United States
– The Baltic states (Latvia, Lithuania and Estonia) are included but
Russia and other states of the former Soviet Union are not.
– Canada is included but not Mexico or Central America
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•

•

TV production is a seasonal business because television viewing
changes during the year.
– Figures from the UK show that average daily viewing levels in
July are around 85% of January levels.
– Broadcasters respond to this by focusing their production
spending on the winter months, in particular the time around
Christmas, when audiences are higher.
– Less is spent on summer schedules when more people are likely
to be either outside enjoying better weather or away on holiday.
– Given normal lead times of around three months (shorter for
reality TV), this leads to heaviest demand for production from the
end of summer into autumn and a dip in spring.
Although this suggests there may be some scope for broadcasters (and
producers) to respond to this by bringing forward production into quieter
periods of the year, this is not attractive from a cash-flow perspective
and can be risky in areas of the market where fashions and the public
mood can change rapidly.
The market size also has a two-year cycle which is driven by the major
international sporting events, in particular the Olympic Games and
football World Cup. This is particularly pronounced in the US, where
presidential elections (which coincide with Olympics years) are also a
cause of cyclicality
– In most countries a significant proportion of both TV budgets and
network slots is diverted from production to provide coverage of
these events.
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Market definition, characteristics and trends
Programme genre trends
•

•

•

•

TV production is often sub-divided into types, or genres, of
programming.
– The most important genres for production include Factual,
Drama, Children’s and Light Entertainment.
– The segmentation varies by channel but these types typically
account for 60-70% of broadcast output on the main TV
networks.
– The remainder is mainly those genres for which production work
is not included in our definition of the market: News, Sport and
Films.
The biggest trend in types of programming over the last fifteen years
has been the increase in importance of non-scripted TV such as reality,
game and talent shows.
– While some such formats have a long history, major hit shows
such as ‘Big Brother’ and ‘Survivor’, which were both first
launched in 1999, are often credited with leading the subsequent
switch in mix towards this type of programme.
Non-scripted has some important differences compared to scripted
programmes, such as soap operas, drama and comedy shows, which
mean it can be both cheaper and quicker to produce:
− No script is needed and no time required for rehearsal.
− There is little requirement for expensive talent other than perhaps
a presenter as members of the public are frequently willing to
take part without payment.
More recently, the global market has swung back towards scripted
programming, evidenced by the international success of major scripted
series such as Game of Thrones (HBO) and House of Cards (Netflix)
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•

•

•

– Despite its success which has made it a regular feature on most
mainstream TV channels, reality content has slipped back to an
average of about 50% of commissioned output, from a high of
around 70%.
Scripted productions, being typically more expensive to make, tend to
account for a greater share of production activity in larger markets
where there is sufficient scale to support their costs of production.
– Most smaller markets have seen a shift towards acquisition of
imported scripted programming to reduce costs.
As a result of these factors there is a correlation between the size of
market and proportion devoted to scripted programming.
– This ranges from 40+% scripted in larger markets such as
Germany and the UK to less than 20% in the Netherlands.
English-speaking markets are also favoured as scripted productions in
English have far greater export potential.
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Market definition, characteristics and trends

Customer segments
•

TV production companies have three key customer segments:
1. Traditional, free-to-air terrestrial TV networks, both publicly and
privately owned
2. Pay-TV broadcasters such as satellite and cable companies
3. New services including IPTV and OTT players such as Netflix
and Amazon
Free-to-air networks
• By far the biggest customers are the traditional networks. These
broadcasters carry out the most commissioning activity and also
generally have large audiences and hence revenues which enable them
to afford quality productions.
Pay-TV
• Pay-TV broadcasters, with far more channels available, generally have
a more niche focus which can lend itself to a greater reliance on
acquired content and lower budgets for programmes which they do
commission.
− Their premium channels often rely heavily on films and sport.
− General channels, with much lower viewing figures than the
networks, often use a mixture of acquisitions and lower-budget
productions.
IPTV and OTT
• IPTV channels and, in particular, OTT models (which give customers
access to channels directly without subscribing to a TV service) are a
small, but fast growing segment.
– Consumers access IPTV services either on their PC or TV via a
set-top box. Viewing may be linear or non-linear.
© 2016 Apex Insight Ltd www.apex-insight.com
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•

•

– OTT services are generally via a PC and are non-linear (hence
less appropriate for sports and other live events
– IPTV is most advanced in France where France Telecom has
pushed its service in the wake of having rolled out a high-speed
fibre internet network.
– Other leading telcos, such as BT, TalkTalk and Deutsche
Telekom also have IPTV services with some (such as BT’s
YouView) including OTT channels such as Netflix as part of its
bundle.
– OTT services have been launched both by existing channels,
such as BSkyB, Hulu (launched by NBC, Walt Disney and 21st
Century Fox in 2008) and the catch-up services of many
broadcasters, as well as by new entrants providing video on
demand (VOD) streaming programing. These include YouView,
Netflix, Amazon-owned LoveFilm, Now TV, iTunes and Tesco
Blinkbox.
– Networks have been actively releasing their own OTT channels.
as well as the catch-up services of broadcasters.
IPTV is normally used for premium content such as HD films and Live
Sports events and is often transmitted through a leased high bandwidth
line or via high-speed internet.
– OTT platforms do not show as much non-scripted content as the
linear platforms, although Netflix has ordered one series of nonscripted material in the US.
IPTV and OTT services are normally divided into two categories SVoD
and TVoD. SVoD (Subscription Video on Demand) is a subscription and
TVoD (Transaction Video on Demand) is where you pay for a particular
programming event, for example a big sports event.

1222-10

15

European & North American TV Production: 2016

Market definition, characteristics and trends
Customer segment trends
•

The customer segments continue to evolve, with implications for
production companies – some trends being favourable towards the
independent production sector and others less so.

Networks: maturing, public budget pressure, consolidation and outsourcing
• As digital and internet technology has led to a significant increase in the
number of channels available, the audience, and advertising, share
taken by the main networks has inevitably decreased, with implications
for their production budgets.
– This trend has most impact on younger demographic segments,
hence the average age of viewers of the traditional networks has
increased and further shifts are likely in future.
• The economic downturn in Southern Europe had a profoundly negative
impact on production budgets at public broadcasters such as RAI (in
Italy) and RTVE (Spain), where drama productions virtually halted.
– The prospect of economic recovery offers hope that this trend
could reverse in the future.
• As the box shows, there has been some consolidation of European
broadcasting in recent years with four leading groups now present
across a number of countries.
– This has favoured the larger production companies and superindies who tend to have good relationships with these large
groups.
• As a result of legislation in some markets (such as the UK) and also
commercial relationships (with some broadcast groups such as RTL,
Mediaset and ProSiebenSat.1 having stakes in production companies)
and outsourcing decisions, the proportion of commissioning which the
main networks have awarded to independents has increased.
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Figure 1

Leading European broadcasting groups
Central European Media Enterprises (CME)
• CME is a media company based in Bermuda with interests in Central and Eastern
Europe. The company is majority owned by Time Warner Inc. since 2014.
• It started as a private channel in the Czech Republic in 1994.
• Currently it operates over 30 channels.
• Its production arm Media Pro Entertainment (MPE) creates over 880 hours of scripted
and 1,483 hours of un-scripted content for CME’s broadcasters
• The company is present in Bulgaria, Croatia, Czech Republic, Romania, Slovakia,
Slovenia.
Modern Times Group (MTG)
• MTG owns channels in Sweden, Norway, Denmark, Czech Republic, Estonia, Latvia,
Lithuania, Bulgaria and Hungary operated by its Viasat Broadcasting division.
• MTG is listed on the stock market with the Swedish private equity firm, Kinnevik,
holding a large state.
• It also owns one of the largest Nordic production companies: Nice Productions
ProSiebenSat.1 Media (P7S1)
• P7S1 is a quoted German-based media group, created in 2000 by the merger of
German broadcasters ProSieben Media and Sat.1 SatellitenFernsehen.
• It currently operates channels in Germany, Austria, Switzerland, France, US, Canada,
and Russia.
• In 2007, it was bought by Permira and Kohlberg Kravis Roberts, and acquired
Scandinavian Broadcasting Systems (SBS), expending its operations to 13 countries.
In 2013 ProSiebenSat.1 sold its businesses in Hungary and Romania and in 2014 its
private equity shareholders exited via an IPO.
• It also owns Red Arrow, an international super-indy
RTL Group
• RTL Group is a leading European broadcaster based in Luxembourg.
• The majority of its shares are owned by the German-based media group,
Bertelsmann.
• It has over 50 channels in 10 countries: Germany, Belgium, France, Luxembourg,
Netherlands, Spain, Hungary, Croatia, India, and Russia.
• It also owns the leading super-indy, FremantleMedia.
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Market definition, characteristics and trends
– In most of the large European markets such as Germany and the
UK, it is now roughly evenly split between in-house and
independent.
– Italy remains an exception with the majority of production
believed to be in-house.
– In the US market there is more segmentation by genre. A larger
proportion of overall production is carried out in-house with a
focus on scripted, while most reality programming has always
been outsourced.
Increased commissioning by pay-TV players
• In the US, the cable segment, which accounts for a large viewing share,
has become an increasingly large commissioner of programming, with
particular focus on reality TV.
• The larger European players, such as BSkyB and Canal+, are now also
increasing their level of commissioning.
– For example, BSkyB in the UK has increased its spending on the
origination and production of programming, spending £128m on
independent productions in 2011. In 2013, it announced that it
intended to increase its level of production spending further, to a
total of £600m in 2014, with around 40% (£240m) being
commissioned from independent production companies.
The threat of OTT models to traditional channels from higher quality
content leading to cord-cutting
• As the content offered by OTT models has increased in quality it has
increasingly posed a threat to traditional models
• Netflix has commissioned 10 original series so far (including House of
Cards, Orange is The New Black) in addition to stand-up comedy
specials and journalistic documentaries.
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•
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•

– It has commissioned content in Italy and France and announced
plans to commission shows in the UK.
– It has been innovative in format, for example in commissioning
series with 10 minute episodes, designed for viewing on a
smartphone during a journey to work.
Amazon Prime TV is also increasing its activity
– It has commissioned Bosch and Hand of Gods
– In an attempt to increase viewer engagement with its content, it
created pilots of 14 TV shows, letting its subscribers decide
which should be made into full series and has set up a website
where people can submit their own ideas for TV programming as
a way to get ideas for new shows.
Other services, such as those operated by BT in the UK and Vodafone
in Spain are investing heavily in sports rights.
Multi-channel networks (such as Machinima and Maker Studios which
operate on You-Tube and elsewhere) are also potential competitors to
traditional TV
Cord-cutting refers to the trend for consumers to cancel pay-TV
subscriptions in favour of OTT services which they find meet their
needs.
– There is some evidence that this has started to impact US cable
churn rates during 2015, although the picture is not clear as most
subscribers to services such as Netflix do, in fact, retain a cable
subscription.
– There is not, so far, significant evidence of the growth of OTT
services in European markets leading to increased pay-TV churn
– OTT services themselves have a high customer churn rate, with
Netflix at close to 10% and Hulu at about 7% of existing
subscribers cancelling or not renewing.

1222-10
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•

Cable operators are defending themselves from these threats via a
range of strategies including merging.
– This both increases their bargaining power in the face of
escalating rights prices and makes it harder for rights-owners to
avoid dealing with them.

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

Traditional and new sources of TV revenue
•

•

In addition to traditional revenue from broadcaster commissions,
production companies are increasingly exploiting other revenue
opportunities enabled by new technologies and commercial models.
These include:
− Sales of finished programmes for broadcast elsewhere: virtually
all of this market is for English-language (in particular, American)
programming with some continental European producers now
making major drama productions in English to reflect this.
− Sale of a licence allowing a third-party production company to
make a local version of a show for a different country.
• This concept was pioneered by game show creators but is
now used widely across genres.
• It is considered particularly important for the US market
where successful formats such as ‘The Office’ tend to be
re-made for the local audience rather than broadcasted in
the original.
− Exploitation of digital rights such as broadband streaming of
programmes over internet and mobile networks, launching of
games and other interactive services, such as gambling, which
are associated with shows.
• Retaining ownership of rights, rather than transferring
them to the commissioning broadcaster, is critical to the
success of this.
− Success-based payment
• This may involve a ratings bonus or even a production
company taking an agreed share of advertising revenue
generated from the show in return for a lower fee.

1222-10
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•

•

•

− This aligns the interests of the producer with those of the
channel: it will earn more revenue if it can drive an
increase in ratings.
− However, the model has been cited as encouraging
sensationalist productions which may give short-term
ratings uplifts but at the expense of the longer term value
of the format.
− Revenue from audience voting:
− Some reality formats generate profit from audience voting
via premium rate telephone numbers which may be shared
between broadcaster and production company.
Interviews confirm that production remains by far the most important,
accounting for over three quarters of revenue at the large groups, and
likely to be much higher at smaller independents who may lack the
resources and skills to exploit other streams as effectively.
But other forms are increasing in importance:
– Programme and format sales now account for 10-15% of revenue
of the leading independent production groups
– Digital rights accounts for a further 5-10%.
The newer forms of revenue are likely to continue to grow as
– TV networks in smaller markets make greater use of acquired
content as a lower-cost alternative to their own productions.
– New applications are developed for smartphones and tablets.

New programme funding models (deficit financing)
•

•

•

•

•
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As other revenue streams have developed, both broadcasters and
production companies have increasingly factored them in to the way
that productions are cost and priced.
Instead of paying for the whole costs of creation of a show, plus a
margin, in order to own the content outright, the trend is for networks
and channels to purchase a licence from the producer for the right to air
the show in their territory.
– This licence does not cover the entire cost of the production
leaving the producer with a deficit.
– However, the producer, by retaining ownership of rights, can then
offer the content to other customers to obtain further value from it
– either horizontally (across different markets) or vertically
(different platforms and products).
– This practice is now common at least for the first seasons of a
show.
The advantage to the broadcaster relative to the traditional model is that
it reduces risk as well as cost. But it also reduces the upside from a
successful show.
For producers, it means greater risk as, if the format is not successful
when first broadcast, it will not be attractive to other buyers and any
further sales may not be enough to recoup the deficit.
– However, there is much greater potential gain from a successful
format which can then be re-sold at higher prices leading to much
greater profits than a traditional production margin.
A variation of this model is syndication where a show is sold to a group
of broadcasters in different countries, or regional broadcasters within
the same country who will usually run the show at or around the same
time.
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Market consolidation, creation of super-indies and
acquisition by major media groups
•

•

•

•

•

The industry is currently going through a wave of consolidation, both
within production and between production and other media areas.
– Recent deals and those under consideration are likely to pave the
way for more tie-ups in future as the leaders strive to match each
others’ reach and capabilities.
The creation of the super-indies, the international TV production groups,
and the increasing involvement of major media groups such as US
studios / content owners and broadcasters has gone hand-in-hand with
the development of the new revenue models described above.
With OTT platforms representing an increasing threat, many traditional
broadcasting companies have acquired independent production
companies as way to gain more control of their value chain.
Broadcasters have also looked to get a stronger foothold in nonscripted, an area where they have traditionally had less success.
Independent production companies were originally small operations in
an industry with low barriers to entry.
– However, the market has seen significant consolidation in recent
years, as, large groups, such as Endemol Shine Core,
FremantleMedia, ITV Studios and Banijay Group, have been
created through a series of acquisitions.
– As it has consolidated, the industry has become significantly
more international.
These groups have also become aligned with major international sales
and distribution operations:
– either through creating their own operations (eg Endemol
Worldwide Distribution, Fremantle Enterprises, Zodiak Rights)
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•

•

– or by being acquired by organisations already strong in this (eg
Shed / Eyeworks and All3Media now have access to the
respective content distribution capabilities of Warner Bros and
Discovery/Liberty Global, following their acquisition by those
groups.
This enables them to market the rights to the growing libraries of
content to which they have ownership.
– Interviews suggest that the market for sale of acquired content
across Europe is approaching €5bn, virtually all of which is
English-language and with high-quality American content being
the majority.
– The leaders in this market are not the super-indies but major US
content owners such as Disney, Warner Bros and Sony.
– The BBC, via its trading arm, BBC Worldwide, is also a
significant seller of its content to other European markets.
– Its main UK rival, ITV is also a growing force following its US
acquisitions such as LeftField
From the point of view of the super-indies, their international networks
and distribution capabilities enable them to maximise revenues from hit
shows.
– Formats can be proven in a home market and, if successful,
rolled out quickly across the international networks where they
can be sold at a premium price to reflect their revenue earning
potential for the network.
– Given the enormous value of hit shows and the difficulties in
generating new ones, It is increasingly important to have
exposure to what are seen as the most creative markets. This
includes traditional leaders, such as the UK, Netherlands and
Nordic countries as well as emerging ones such as Turkey and
Israel.
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•

•

•

– Scale is valuable as it is more profitable for the super-indie to
carry out the production in its key markets than to licence the
format to another producer or broadcaster. Under the old model,
the producers would sell the intellectual property (the
programmes) for a licence fee which was usually around 7-8% of
the total production cost of an episode.
International production enables the super-indies to retain the format in
their value chain for a long time and exploit all revenue streams.
− Moreover, the groups tend to have more bargaining power when
it comes to negotiations with the broadcasters over the
intellectual property rights and get more revenue from ondemand services, DVDs, books, smartphones and tablets
applications, games, etc.
− It also gives the producer more ability to control the quality of the
production to prevent low-quality adaptations, with low ratings,
from damaging the format’s reputation and value.
As a result of these factors, super-indies have been seen to be an
attractive proposition for investors, resulting in significant capital
entering the industry, from global media groups (eg News Corporation,
Bertelsmann), private equity (eg Permira, Goldman Sachs) and wealthy
individuals (eg the backers of Banijay).
Combining with European production assets also offers clear benefits
for other media groups, for example:
− The US studios, such as Warner Bros, which are very strong in
scripted genres gain access to innovative non-scripted formats
which can be re-made for their home markets.
− Broadcasters and channel owners, such as ITV, Liberty Global
and ProSiebenSat.1, gain greater control over their content
supply chain, reduce their dependency on volatile advertising
revenue and achieve international diversification.
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•
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Despite consolidation, the industry remains relatively fragmented in
virtually all markets:
− None of the super-indies has a European market share over
15%.
Even smaller markets can have large numbers of smaller companies.
For example, the Netherlands has around 400 production companies in
total.
We expect that consolidation will continue as the super-indies add
acquisitions to fill in gaps both in their international networks and their
genre capabilities and other media groups see the advantages of
production tie-ups.

.
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Impact of trends on the formats

Impact on different markets

•

•

•

•

•

Impact of trends in industry revenue models and consolidation on the
quality of the formats has been widely debated.
– Super-indies potentially enjoy more creative freedom as they are
not limited by the practices and regulations of the networks.
– However, they are much more dependent on audience shares
which results in mass-oriented programmes, a focus on cheaper,
non-scripted shows, and extensive re-use of proven formats.
– Profits from advertising may also encourage sensationalist
production which may give short-term ratings boosts but with the
long-term effect of driving the format downmarket and leading the
public to tire of it.
The impact on creativity is important.
– Some super-indies leave their subsidiaries a considerable degree
of independence with each acting as a laboratory of creativity
with potential to develop international hits.
– Others attempt to build centres of creative excellence.
International networks enable savings to be made when formats are
rolled out, including reusing expensive sets and learning from the
mistakes made in the original production.
A concern expressed by some interviewees is that international
networks have raised barriers to entry making it harder for newcomers
with new and original creative concepts to get into the industry.
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Market consolidation and the emergence of new models have affected
markets in different ways with some benefitting and others being held
back.
Internationalisation has been a major benefit to English-speaking
countries as there is far greater demand for English content globally
than for other languages.
– As a result the UK, along with the US and Australia, is now a
significant exporter of both shows and formats.
– The combination of domestic and overseas sales makes it
possible to fund more ambitious productions than might be
possible in other (non-English speaking) markets.
The UK, along with the Netherlands and Scandinavian markets, also
benefits from being seen to offer greater opportunity to try new ideas
and run shows which have not been proven elsewhere.
– Other European markets, such as Italy and Spain, are regarded
as being more conservative with networks reluctant to try out
original, unproven formats.
Europe – in particular the Netherlands, Nordics and the UK – is widely
seen as a centre of creativity for new shows that could succeed on a
global scale. If a show works in the key European markets it will have
an advantage in the US as it comes with a history.
Consolidation and the internalisation have also meant that shows in the
US are targeting a worldwide audience instead of focusing on the US
market. US buyers has become more sensitive to investing in original
content. As a consequence, the process for getting on air has become
longer and now involves more pilots and extensive data analytics.
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Market size and growth

Viewing levels
•

The TV production market is ultimately a function of the levels of TV
viewing. This drives the revenue of its customers, the broadcasters,
and hence the amount of money they have available to spend on
programming.

Market size and growth, 2009-15 / €m
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•
•

•

As the chart shows, the size of the combined TV production market
across the nine main markets covered in this report is now over €26bn.
We estimate that the other countries within Europe and North America
account for a further €4.5bn (€3.7bn for smaller European countries and
€0.8bn for Canada)
The growth over the whole period has been steady, at 2.3% per year,
accelerating in more recent years as the economic environment has
become more favourable and TV advertising revenues have recovered.
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Source: Ofcom, BARB, Auditel, GfK
Note: includes France, Germany, Italy, Netherlands, Poland, Sweden, Spain, UK, US

•

•

As the chart shows, despite increasing competition from the internet,
gaming, tablet computers and other entertainment platforms, TV
viewing continued to edge upwards in recent years to reach record
levels in 2013 – although it fell back slightly in 2014.
Increased numbers of channels which have enabled niche focus, timeshifting and IPTV models have helped to drive viewing levels by giving
consumers a broader range of content and delivery options to better
meet their needs.
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Macroeconomic Environment

TV industry Revenue

•

•

•

•

The TV production market, and the television industry as whole, is
influenced by overall economic performance, in particular via its impact
on advertising revenues.
As the chart shows, aggregate nominal GDP (ie including inflation)
across the nine main countries has grown in every year but with a
relative slowdown (and a fall in real terms in several countries) in 2012
and 2013, followed by stronger performance in 2014-15
Compound average growth over the period shown was 3.1% per year.

Nominal GDP: aggregate % change across 9 countries
4%

3.7%

4%

3.5%

3.4%
2.7%

3%

3.3%

CAGR

2%
2%

1%
1%
0%
2011

2012

TV revenue split by segment / €bn

2.5%

3%

2010

•

Broadcast channel revenue can be divided into three segments:
advertising, pay-TV subscriptions and public funding, either via
television licences or otherwise.
As the chart shows, we believe that total industry revenue across the
nine leading markets is now approaching over €190bn.
– The largest component, and the fastest growing, is pay-TV
subscription.
– Advertising has also performed strongly, in particular in the last
two years.
– The large US market has no public funding, however most
European countries do; across the eight European countries we
have reviewed, it represents 28% of total industry finance.
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Advertising
• Advertisers typically reduce their budgets during a downturn in the
economy, both because they have less money to spend and because
there is less consumer / retail spending to chase.
– Advertising revenue is, therefore, largely driven by the overall
performance of the economy and factors which depend on it,
such as levels of consumer disposable income and retail
spending.
• It is generally a leading indicator as it can be turned off quickly when the
economy turns down and also turned back on to stimulate demand
when advertisers feel there is potential for it to increase.
• The main recipients of advertising revenue are the large, commercial
TV networks, who also tend to be the largest commissioners of
productions. However, in most markets, they are gradually losing share
to the growing payTV networks, reflecting overall shifts in viewing
patterns.
Subscription
• Subscription is the fastest growing category of TV industry revenue. It
includes cable, satellite, DTT and IPTV / OTT models.
• Subscription revenue is less volatile than advertising, given that
consumers are typically locked into annual contracts and churn levels
remain low.
• Subscription is influenced by the overall health of the economy and
consumer spending but there is also trend growth from areas such as
OTT which are seeing considerable investment in both marketing and
content generation by players such as Netflix and Amazon.
– Older subscription models such as cable and satellite are, in
most markets, becoming mature and showing limited subscriber
growth.
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– However some growth in ARPU is possible, for example from
upselling new digital services or quad play offers.
As discussed elsewhere, subscription revenue traditionally has had less
of a direct impact on production spending because most subscription
channels spend a much higher proportion of their budgets on rights to
broadcast sport and films, rather than on commissioning.

•

Subscription TV households by segment
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Licence fees and government funding
• Most, but not all, European countries have some form of television
licence which is used to partially or wholly fund public service
broadcasting.
– However, the amount varies considerably, from €48 in Poland to
€240 in Sweden.
• Some countries do not have a licence but have a different system for
funding public broadcasting. For example:
– In the Netherlands, public television is funded directly from
general taxation.
– In Spain, there is also a levy on the revenues of TV and telecoms
companies
– There is no public or licence funding for TV in the US.
• Evasion is a problem in many countries, in particular, Italy and Poland.
• Licences have traditionally been payable just by households who
owned a television but the trend is towards making it a universal
charge. This has the advantage of simplifying collection and reducing
evasion rates and hence increasing overall revenues. In Italy, the
intention is to move to collection of the TV licence via utility bills.
• Licence fees and public funding had traditionally increased at levels
around the rate of inflation in most countries.
– However, in 2009, several countries introduced licence fee
freezes as part of public sector cost reduction programmes.
– Public funding has decreased since 2015 in several countries
such as Spain, Poland and the Netherlands
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Price trends

Average programme cost per hour broadcast (main five UK terrestrial
TV channels) / €'000
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•

•

•

While production revenues have grown only slowly, we believe that
volume of productions has increased at a significantly faster rate but
reductions in price have largely offset this.
The chart, which is for the UK only, for the period from 2007-12, shows
that average programme costs fell significantly in 2009 and 2011, and
were below 2008 peak levels in 2012.
While this may be influenced by other effects such as changes in mix, it
is consistent with industry views which suggest that pressure on
production budgets increased in 2009 and that prices have remained at
lower levels than in the past. This trend seems to apply across the
industry, from public broadcasters facing funding cuts to commercial
networks under pressure from falling audiences and OTT competition.
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TV production market size and growth by country / €m
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•

•

As might be expected, markets vary in size roughly according to size of economy with the US being by far the biggest market.
- Germany, France the UK and Sweden – all countries with a high level of licence funding – have the largest markets relative to GDP
- The smallest is Spain, where there have been channel mergers and reductions in spend. The US is also small relative to its much larger
GDP, reflecting the scale economies of its very large single market
Growth rates have varied significantly with absolute falls occurring in Spain, as a result of the economic crisis, as well as in Poland and the
Netherlands, which both have mature cable sectors undergoing consolidation.
- The US, UK and Sweden have been the fastest growing markets. Each has had higher than average GDP growth. The US has been driven
by stronger growth in TV advertising revenue than in Europe, the UK has seen increasing spending by its pay-TV sector, while Sweden saw
strong market growth from 2009-13, driven by an advertising recovery, followed by more patchy recent performance.
- Based on our market model, we believe that the smaller European countries have grown at an aggregate rate of 1.83% CAGR over the period
(slightly faster overall than the larger European countries which have had an aggregate rate of 1.75%) while Canada has grown at 2.4%
© 2016 Apex Insight Ltd www.apex-insight.com
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Comparison of leading markets
Viewing levels

Macroeconomic environment

Viewing levels by country, 2008 & 2013 / minutes
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Nominal GDP (local currency): compound annual % change
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•
•
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Source: Ofcom, BARB, Auditel, GfK

•

0.4%

As the chart shows, viewing levels are significantly higher in the US
than in Europe.
Within Europe, levels in southern and eastern European countries are
highest with Sweden and the Netherlands being lowest.
Levels have increased in virtually every country (apart from the UK) as
niche channels and new services have continued to improve the range
of options available to viewers.
© 2016 Apex Insight Ltd www.apex-insight.com
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•
•

The different economic performance of the main countries explains
much of the difference in their historical production market trends
While all economies have grown in nominal terms (ie including inflation)
in the last five years, the rate has been lowest in the Eurozone countries
- Only Germany has kept pace with the non-Eurozone economies
in this group
- Spain and Italy have performed particularly poorly with high
unemployment rates – although recent performance, in particular
in Spain, has been more positive.
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TV industry revenue
TV funding
industrystructure
funding structure by country
TV

TV Industry revenue growth by country / compound annual % change
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•

TV industry revenue growth has followed a broadly similar pattern to
GDP with slower growth in the Eurozone countries, in particular Spain.
Another factor is the structure of TV industry funding, which varies
significantly by country:
– Licence fee funding accounts for the greatest proportion in the
large European markets: Germany, France and the UK, giving
those markets greater stability.
– The markets which have performed worst: those in Southern
Europe (Italy, Spain) have a high proportion of more volatile and
cyclical advertising revenues.
© 2016 Apex Insight Ltd www.apex-insight.com
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Source: Screen Digest, RTL, AGCOM, SPOT, Starlink, IRM, OFCOM, Apex insight model

•

2%
22% 21%

•

Otherwise, there are country-specific factors. For example:
– Spain has seen spending fall much further than Italy despite their
similar economic performance because it has seen changes in
the way that the public broadcaster is funded and also mergers to
reduce the number of private sector broadcasters from four to
two.
– Poland has seen spending fall, despite its relatively strong
economy, because its important cable segment has seen
significant consolidation while TV licence evasion has increased
to 65% and advertising revenue trends have been patchy.
– Consolidation of cable has also been a factor in the Netherlands
31
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•

TV revenue from advertising is generally felt to have the greatest impact
on production spending. The relationship between the two varies:
– The ratio is highest in those markets where there are substantial
funds available from other sources, such as Germany, where TV
production spending is 92% of industry advertising revenue
– It is lowest in Spain and Poland, where public funding is limited
and a large proportion of subscription revenues are spent on
sport and film rights.
Licence fees vary significantly with levels depending on affordability and
historical patterns.

•

Licence fee per year in 2015 / €

•

•

The Netherlands had a licence fee but it was abolished in 2000 having
been deemed uneconomic to collect. Public service broadcasting has
since been funded from general taxation.
Spain has not had a licence fee. Historically its public service
broadcaster was funded by advertising but, in 2010, a new model was
introduced with funding via a levy on the revenues of television and
telecommunications companies.
Pay-TV penetration also varies significantly by country for a range of
reasons including size of market, historical patterns, regulations,
geographical factors and the role of particular companies in driving their
segment.
Pay-TV penetration by country / % of households
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•

136
114
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55

50
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Source: Official figures
Note: Netherlands and Spain do not have licence fee but have public funding of
broadcasting by other means
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– France has the largest IPTV segment (in absolute terms) as a
result of France Telecom rolling out a high-speed broadband
network and launching services to capitalise on it.

Composition of pay-TV subscriber base by country / % pay-TV
revenue
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•

For example:
– PayTV penetration is high in the Netherlands and Sweden
because high quality networks were rolled out which have
supported the growth of cable, whereas in Italy, lack of network
infrastructure has prevented development of cable networks.
– The US also saw early roll-out of cable
– The UK has the largest satellite segment, driven by the
aggressive marketing and commercial strategies of BSkyB
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Forecast
Market driver forecasts – macroeconomic environment
Nominal GDP: aggregate % change across 9 countries
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•
•

Source: IMF
Note: GDP in local currency

As the chart shows, the IMF’s forecasts are for stronger growth in GDP across the nine countries.
– The forecasts imply that aggregate GDP with be 17% higher in 2019 than 2015
Growth is expected to be highest in Poland, the US and UK, and lowest in the three large Eurozone economies – Italy, France and
Germany – as they struggle with weak domestic demand. Spain and the Netherlands are expected to make strong recoveries, given
historical performance
– Growth is expected to be higher in the forecast period than in the past in all countries apart from Germany
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TV industry revenue growth by segment / €m
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•
•

•

This is likely to translate into continued growth in TV industry revenue.
Both advertising and government funding are likely to perform more strongly as a more favourable economic environment translates into faster growth in
advertising and an easing of pressure on licence fees.
– Overall advertising growth is likely to outweigh loss of share from TV to the internet (which historically has made its gains at the expense of print
rather than of TV).
The lower growth in subscription is mainly driven by the US – and to an extent Poland and the Netherlands – where there are large and mature cable
segments. There is some evidence that US cable revenues are coming under pressure from OTT services amongst younger demographic segments.
Elsewhere, the outlook for pay-TV is more positive with new IPTV services, including OTT offers from players like Netflix and Amazon being the key
growth segment
© 2016 Apex Insight Ltd www.apex-insight.com
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TV industry revenue growth by country / €m
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•
•

•

TV industry revenue is expected to increase in all markets.
It is expected to be strongest in the countries which suffered most in the historical period – Italy and Spain – as they bounce back.
– In Spain, public funding is likely to increase – with an additional €50m already guaranteed for 2016 to cover the Rio Olympics –
subscription is expected to grow given the recent investment by Telefonica in the sector and the likelihood that economic growth will
enable ARPU increases, and the recent recovery in advertising is expected to continue
– In Italy, public funding may increase if the new plan to collect licence fees via utility bills succeeds in reducing evasion. And faster
growth is likely in subscription and advertising revenues as the economy improves. Given the relatively underdeveloped level of
internet advertising in Italy, an increase in overall ad spending is likely to have a more positive impact on TV than would be the case
in other markets
Weakest growth is expected in Poland and the Netherlands, as a result of the consolidation of their mature cable networks
© 2016 Apex Insight Ltd www.apex-insight.com
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Market forecast by country
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size/ €bn
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•
•

•

As the chart shows, we expect overall TV production market growth across the nine main markets at a rate which is slightly below recent trend levels
We expect growth to be higher across the eight European markets, at 2.4% vs historical levels of 1.8%, but the trend is shaped by the performance of
the very large US market. Here, growth is expected to be slightly slower than in the past as the networks continue to lose audience and advertising
share and cable faces disruption to its business model from OTT competitors.
Our forecasts for the other European countries and Canada are 2.3% and 1.3% respectively, leading to markets of €4.3bn and €860m in 2019
© 2016 Apex Insight Ltd www.apex-insight.com
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Forecast
Summary of forecasts
GDP, TV industry revenue, TV advertising and TV production market: forecast annual % changes
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Source: IMF, PWC, Ofcom, Ovum, Nielsen, Apex Insight market model
Note: countries included: France, Germany, Italy, Netherlands, Poland, Sweden, Spain, UK, US. 2015 GDP growth largely driven by depreciation of the €

 The chart illustrates that our forecast for market growth is for it to be slightly higher than TV industry revenue but below the level of
GDP, as it has been over the historical period.
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Forecast
Risks to the forecast
•

•

•

•

We believe that the forecast set out is a realistic scenario taking into
account known market factors and drivers. However, there are several
key risks which could lead to slower growth. These include the
following.
Macroeconomic performance
– The most obvious risk is worse macroeconomic performance
than is currently expected feeding through to lower levels of
production spending as a result of pressure on some or all TV
industry revenue streams
Reversal of increase in viewing
– While viewing figures have shown growth, patterns of viewing are
changing with more time-shifted viewing and greater use of VoD
models such as IPTV.
– Furthermore, most of the main terrestrial networks are
increasingly becoming skewed towards older audiences as
younger generations favour other forms of entertainment over
traditional TV viewing.
– It is in the interest of broadcasters and advertisers to ensure that
they find ways to preserve revenue models despite these trends
and new technological and service innovations have largely
attempted to do this.
– However, it is possible that this might not work in the future and
advertising-funded models in particular come under pressure
Cord-cutting
– The mature, US cable industry has seen some impact in recent
quarters from younger demographic segments in particular
finding OTT models such as Netflix more attractive than
traditional premium cable subscriptions.
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•

•

– So far this appears to be a very slow trend with cable appearing
to be holding its appeal for older segments. However, it is
possible that it could accelerate and also spread to European
markets.
– To develop their business models, OTT services are starting to
commission content and hence becoming TV production
customers. Therefore, the threat that they pose is primarily to the
business model of the cable operators, rather than to overall
demand for quality TV content.
– OTT providers have so far mainly commissioned scripted content
so producers with no scripted capability appear more at risk from
their rise.
Public service broadcasters
– Public service broadcasters across Europe have been under
pressure to produce savings in order to meet government deficit
reduction targets. In many countries, this pressure appears to be
easing but t is possible that it could increase further with
unpredictable outcomes. The UK has specific uncertainty
relating to the renewal of the BBC’s charter in 2016.
– Less dramatic outcomes could be a further shift on the part of
public broadcasters towards cheaper, acquired content rather
than original production.
Failure to generate new hits
– The TV Production industry depends on quality creative ideas
which can be implemented to make new hit shows
– Formats have a lifecycle and may become tired as they age with
revenue decreasing
– A significant proportion of industry revenue derives from shows
which were developed some time ago. Failure to develop the
next generation of big hits might lead to audience decline.
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Competitive landscape
Competition can be split into four main, but overlapping, categories

1.
In-house production
departments of broadcasters
• Importance varies
significantly between
markets and individual
broadcasters
• Some broadcasters
outsource all of their
production (eg Channels 4, 5
– UK)
• Generally not known for the
most creative productions

•
•

•

•

•

2.
Hollywood studios
US-based
The leading studios each have
relationships with a US network
– hence overlap with 1.
Traditional focus was on
production of high-quality,
scripted shows for a US
audience, with international
distribution.
Have very large content
libraries from their film as well
as US TV production activities
In recent years some have
taken steps to compete more
directly / overlap with superindy groups by:
– Developing non-scripted
US production
capabilities
– Making international
acquisitions
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•

•

•

•

3.
Super-indy groups
Built up through a series of
mergers and acquisitions of
independent producers in a
range of countries
Have all developed content
libraries and international
distribution networks
To ensure that key talent is
retained following acquisitions,
in most cases, management
teams and local brand identities
and have been retained.
– Use of earn-outs and
other success payments
to motivate management
teams and key creative
staff is common
Degree of integration and central
control varies between groups,
eg: Endemol believed to be
more centralised than
All3Media.

1222-10

•
•

•

•

4.
Smaller indys
Not part of international
groups
Wide range of sizes from
one-person operations to
€10s of millions of revenue
Typically have niche focus
on a genre, sub-genre or
even a specific show
Number varies from market
to market depending on
factors such as local labour
laws, attitude of main
broadcasters to outsourcing,
legal requirements to
outsource and historical
factors.
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Revenue and EBITDA comparison
Revenue of leading groups, latest year / €m

EBITDA margins of Leading groups, latest year / %
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Note: $1=€0.8988, £1=€1.3743 , ITV figure is EBITA, not available for WBITVP, Red Arrow
or Zodiak

Note: $1=€0.8988, £1=€1.3743

•

•

Recent mergers and acquisitions have seen:
– Endemol Shine Core recapture market leadership from
Fremantle
– ITV Studios join the top tier of international groups
A combined Banijay and Zodiak would be similar in size to All3Media
(ignoring impact of any disposals potentially required as a condition of
merger).
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Banijay has amongst the highest margins of the group while Zodiak lags
its peers
If their figures were combined, the resulting EBITDA margin would be
similar to the group (ignoring any margin gains from synergies)
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Historical revenue trends
Historical revenue trends of leading groups / €m
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Revenue trends include the impact of the
acquisitions made by the groups
Both of the two largest groups, Endemol Shine Core
and FremantleMedia, have seen recent falls in
revenue as their portfolios of big hit shows have
aged.
– Fremantle is likely to see a further significant
fall as a result of the decision by Fox to end
its flagship show, American Idol
ITV Studios growth (15.1% CAGR) has been driven
by a succession of acquisitions.
– 2014 figures do not yet include impact of
Talpa Media (2013 revenue: €233m) hence
2015 figures are likely to see it have higher
revenue than Fremantle
All3Media reported £594m (€816.3m )in 2014 based
on a 16-month period following Liberty Global /
Discovery acquisition. Figure shown is annualised,
(ignoring any impact from phasing and seasonality)
WBITVP is Apex Insight’s estimate of revenue from
its main international acquisitions
The smallest players in the group, Tinopolis (44.5%
CAGR) and Red Arrow (75.3% CAGR), have grown
the fastest, both driven by a series of acquisitions

Source: company accounts, press reports, Apex Insight analysis
Notes: $1=€0.8988, £1=€1.3743. All3Media 2014 figure annualised. Figures include impact of acquisitions.
Different periods available for each company
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Competitive landscape
Content libraries
•

Content libraries of the leading production groups and studios / ‘000 hours
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Tinopolis

All3Media

All of the leading groups have established
distribution businesses to sell their libraries of
content internationally.
As well as marketing their own productions, these
divisions look to acquire third party content. Some,
such as Endemol, have funded new productions
specifically to exploit via their distribution networks
The largest production groups have libraries
approaching the scale of those of the Hollywood
studios, such as Warner.
– BBC Worldwide also has a very extensive
library.
Following their merger, Banijay Grop now has the
Zodiak Rights library, mainly obtained as a result of
Zodiak’s previous acquisition of RDF.

0
Warner
Bros

BBC
ITV / Talpa Endemol / Fremantle
Worldwide
Shine / Core

Banijay

Source: Company accounts, websites
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Geographical presence
•

•

•

As described above, the global TV Production market has consolidated
in recent years as super-indie groups have made a series of
acquisitions and leading groups have merged.
– These have enabled them to gain overall share by entering new
countries, extending their capabilities to new genres, adding new
hit shows and increasing scale in critical areas such as the size
of the their content library
In recent years, many of the leading super-indies have become part of,
or attracted investment from, bigger global media groups:
– All3Media – acquired by Liberty Global and Discovery.
– Banijay Group – De Agostini / Vivendi
– Endemol Shine Core – now the largest – has 21st Century Fox as
part owner.
– ITV Studios – part of the leading UK independent broadcaster
– FremantleMedia – owned by RTL, part of the Bertelsmann
Group,
– Warner Bros – which has acquired Eyeworks, Shed Media and
BlazHoffski
As the table (right) illustrates, the leading groups now have a
widespread presence with both Endemol-Shine-Core and Fremantle
being in each of the nine markets covered in this report and Banijay
Group, following the Zodiak merger, having presence in eight.
Nevertheless, there remain some gaps indicating potential for further
consolidation via in-fill acquisitions.
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Value drivers for TV production companies
Generating hits from strong creative capabilities
• The most important driver of value in TV production is the one which is
hardest to predict: hit rate in developing the highly successful formats,
such as Big Brother, Who Wants To Be A Millionaire or The X-Factor,
which become major successes and generate large profits over many
years. Shows of this nature can help production companies to deal with
the relatively low revenue visibility which they have in what is a projectbased business.
• Success of new creative concepts depends not only the quality of the
creative input and the structures put in place to nurture and support it,
but also on fit with the needs and positioning of a given channel, with
broader consumer fashions and trends, getting the timing of release
right and an element of luck.
Careful management of shows to maintain their value
• Formats have a lifecycle and eventually they become stale and have to
be replaced.
– Given that it is generally more profitable and less risky to extend
the life of an existing format than to come up with a new one,
careful management of formats to prolong their life is also
important.
– The lifespan in years can vary considerably between different
formats, in different countries and also depending on how
networks deployed it.
– This requires working with the broadcaster to ensure that the
show is deployed in the right time slot for its target audience, not
over-exposed, especially in prime time, so that they become tired
of it and perhaps ‘rested’ for a year or two to build up audience
anticipation and excitement around its return.
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International network
• Super-indies benefit from the scale provided by their networks as it
gives them access to successful formats from elsewhere to roll-out
internationally.
• They are able to try out many more formats in their range of markets,
increasing their chances of finding the next big hit to roll-out.
Combining production with content distribution
• All of the super-indies have content distribution arms as it enables them
to maximise value from the shows they produce and there are
synergies between the two activities.
• The content divisions can help to fund production ‘deficits’, making a
production viable for a super-indie which might not be for a standalone
production company. Production companies are a source of content for
distribution companies.
Securing and exploiting digital rights
• An increasing proportion of format revenues now derives from the
exploitation of digital rights.
• This includes streaming of programmes, games and other interactive
services, such as gambling, associated with shows. Retaining
ownership of rights, rather than transferring them to the commissioning
broadcaster, is critical to the success of this. Some markets, such as
the UK, have a legal framework which makes it easier for production
companies to retain ownership of rights.
Cost management
• Management of production costs is also important to ensure that
expected profits are realised.
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Summary of leading global super-indies
Key shareholders

Latest
revenue / €m

Main countries where present

Leading shows

Hours of
content

All3Media

Discovery
Communications / Liberty
Global

€816m

Germany, New Zealand, Netherlands, UK, US

The Only Way is Essex, Undercover Boss, History Detectives,
Embarrassing Bodies, Midsomer Murders, Hollyoaks, Fresh Meat, Skins,
Shameless, The Gadget Show

6,500

Banijay
Group

LOV Group, De Agostini,
Vivendi

€800m*

Australia, Belgium, Denmark, Finland, France,
Germany, Hungary, India, Ireland, Italy, New Zealand,
Netherlands, Norway, Russia, Spain, Sweden, UK, US

Dilemma, Stars in Danger: The High Dive, The Day My Life Changed,
Dress Me to Impress Me, Quiz Boxing, The Nation's Favourite Village,
Keeping Up With The Kardashians, The Inbetweeners, Being Human,
Waybuloo, Totally Spies, Millennium trilogy, Fort Boyard, Sing If You Can,
The Secret Millionaire, Wife Swap, That’s My Kid!

20,000

Endemol
Shine
Core

21st Century Fox / Apollo
Global Management

€1,930m

Argentina, Australia, Belgium, Brazil, Chile, Colombia,
France, Germany, India, Israel, Italy, Malaysia,
Netherlands, Poland, Portugal, Russia, South Africa,
Spain, Sweden, Switzerland, Turkey, UAE, UK, US

Big Brother, Broadchurch, Bron/Broen, Deal or No Deal, Grantchester, Hell
on Wheels, Humans, MasterChef, Mr. Bean, One Born Every Minute,
Peaky Blinders, The Biggest Loser, The Fall, The Money Drop, Your Face
Sounds Familiar

33,000

Fremantle RTL Group/
Bertelsmann (75%)

€1,486m

Australia, Belgium, Brazil, Croatia, Denmark, Finland,
France, Germany, India, Italy, Mexico, Netherlands,
Poland, Portugal, Singapore, Spain, Sweden, UK, US

The Farmer Wants a Wife, Got Talent, X Factor, Idols, The Apprentice,
The Price is Right, Going for Gold, Jamie Oliver, IT Crowd, Neighbours

20,000

ITV
Studios

ITV plc

€1,282m

Australia, France, Germany, Netherlands, Nordics,
UK, US

The Graham Norton Show, The Sarah Millican Show, The Voice, Pawn
Stars, 24 Hours in A&E, Inside Claridges, Duck Dynasty, Beowulf, Poldark,
Chasing Shadows, Jericho, Jekyll and Hyde, Mr Selfridge, Downtown
Abbey

40,000

Red
Arrow

ProSiebenSat1 Media AG

€202m

Austria, China, Germany, Israel, Scandinavia, UK, US

Married at First Sight, Mob Wives, Hieronymus Harry Bosch, Lilyhamer,
100 Code, The Killing,

N/A

Tinopolis

Vitruvian Capital

€286m

UK, US

Big Fat Gypsy Wedding, Big Fat American Gypsy Weddings, Question
Time, An Idiot Abroad, Hell’s Kitchen, Trading Spaces, Project Runway,
Motorway Cops

8,000

WBITVP

Time Warner Inc

€400m*

Argentina, Australia, Belgium, Brazil, Chile, Denmark,
Finland, Germany, Netherlands, New Zealand, Norway,
Portugal, Spain, Sweden, Switzerland, UK, US

Test The Nation, Who Wants to Marry my Son?, Celebrity Splash, Beat
The Blondes, Old Belgium, Double Life, Waterloo Road, Bad Girls

61,000**

Source: company websites, accounts, press releases
Notes: *Apex Insight estimates
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Profiles of leading TV production groups
All3Media
•

•

•

•

•

All3Media Holdings includes 19 television, film, distribution and
production companies in the UK, US, Germany, the Netherlands, New
Zealand and Australia.
The group was acquired by a 50:50 joint venture comprising Discovery
Communications and Liberty Global in May 2014 for £550m (8.5 x
EBITDA) from Permira PE (50%+ stake) and its management (40%+
stake).
– The sale price is significantly less than the £750m that Permira
had originally sought when it tried to sell its majority stake in
All3Media in 2011 but more than the £320m it paid to buy their
majority share in company in 2006.
The Group’s production companies retain a significant degree of
independence under a federal structure which sees most operate under
their original brands and with separate management teams who have
control of creative output.
Key production subsidiaries, which account for around 80% of group
revenue, include
- Production companies: Bentley Productions, Company Pictures,
IDTV, Lion Television, Lime Pictures, Little Dot Studios,
Maverick, MME Moviement, North One Television, Objective
Productions, Optomen, One Potato Two Potato, South Pacific
Pictures, Studio Lambert, Zoo Productions
- The largest individual companies are Lime Pictures in the UK
and MME Moviement in Germany which together accounted for
30% of revenues in 2013
- The UK entities have a particularly strong relationship with
Channel 4.
The group is also strong in content distribution
© 2016 Apex Insight Ltd www.apex-insight.com
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•

It has two subsidiaries operating in this area: All3Media America
and All3Media International.
• Distribution represents around 20% of group revenue
• The impact of digital channels on distribution has been dramatic
with 25% of 2015 distribution revenues coming from digital
players such as Netflix
• All3Media Holdings is led by Jane Turton who was appointed CEO in
February 2015.
- Turton was previously Managing Director (appointed in 2011).
- She replaced Farah Ramzan Golant, who left the company in
September 2014 when the sale to Liberty/Discovery was
finalised.
History
• The Group was founded in 2003, following the acquisition of Chrysalis
Group's TV division (rebranded as North One) by an experienced
management team led by Steve Morrison, formerly at ITV, and funded
by the private equity firm, Bridgepoint Capital.
• In the following years, the Group acquired a number of production
companies and set up its own enterprises.
• In September 2006, Permira, acquired Bridgepoint’s interest for £320m
in a secondary buy-out. The Group continued to grow through
acquisitions and in March 2007, the Sunday Times named it as the UK's
best-managed privately-owned firm and as the 4th fastest growing
company under private ownership.
• In 2010, the group acquired Optomen (US) and One Potato Two Potato
(UK) for £40m.
– Celebrity chef, Gordon Ramsey had a 50% stake in One Potato
Two Potato
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•

The companies make shows such as The F Word, Ramsay’s
Kitchen Nightmares, Masterchef (together with Shine Media),
and Hell’s Kitchen
• Permira attempted to sell the Group in 2011 but failure to achieve the
target price of around £750m meant that the sale did not go ahead.
• Following this, Farah Ramzan Golant – formerly Executive Chairman of
advertising agency, AMV BBDO – was appointed Chief Executive, with
a brief to focus on growth, especially in the US. Steve Morrison
remained with the Group as Chairman.
• In January 2013, the group launched All3Media America, based in Los
Angeles. The group had previously launched five of its production
companies in the US, with Studio Lambert being the most successful.
• A new start-up venture, Little Dot Studios, was launched in March 2013
specialised in creating and distributing content on YouTube. The goal is
to help YouTube creators to grow their channels and brands, and
potentially make the transition to television.
• In 2015 the group acquired UK production company, Neal Street.
– The price paid was not disclosed but press comments suggest
that it was around £40m
– Neal Street had 2014 revenues of £40m
Countries
• The majority of the group’s production companies are based in the UK
and US with two in Germany, and one each in the Netherlands and
New Zealand.
• As the chart illustrates, international expansion, including creating a
presence with scale in the US market, has been a key strategic goal of
the group.
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All3Media Holdings Ltd revenue by region / %
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Source: All3Media accounts

– US revenues accounted for almost 30% in 2014 (up from 21% in
2012).
– Non-UK revenues were 57% of the Group, compared to 51% in
2012
Genre Focus
• All3Media companies are particularly strong in scripted drama,
entertainment, factual / infotainment and sport.
Key Shows
• Non-Scripted: The Only Way is Essex, Undercover Boss, History
Detectives, Embarrassing Bodies, The Model Agency
• Scripted: Horrible Histories, Midsomer Murders, Hollyoaks, Fresh
Meat, Skins, Shameless, The White Queen, Peep Show ,The Cube,
The Village, The Gadget Show.
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Financial performance
• Revenues have grown from £93m in 2003 to close to £594m (€816m) in
2014 (16 month period). Growth has been significantly boosted by addon acquisitions.
• On an annualised basis (adjusted for the 16 month period),
revenue fell in 2014, to €612m
• 2014 EBITDA was €95.0, representing a margin of 11.6%. This was
marginally lower than 12.4% achieved in 2013 but remains above
industry averages.
Recent news
• March 2014, All3Media announced a partnership for the newly created
media company Morocco Junction Entertainment (US) which will focus
on unscripted global formats.
• In 2015, Three of All3Media’s production subsidiaries were placed in the
top 10 independent production companies in the UK by Televisual in its
annual survey of the sector.
• Lime was the highest placed in 5th place,
• Neal Street in 9th
• Studio Lambert was in10th place.
• January 2015, All3Media International hired Steve MacAllister,
previously with Zodiak and BBC, as CEO
• June 2015, Jane Turton, Group CEO at All3Media, gave a speech at
BAFTA’s head offices and indicated that the company was looking for
further acquisition targets in particular in the US market, and also in
India and China.
• In 2015 the group worked on five All3Media localised productions
in China.
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Source: All3Media accounts.
* Figure for 2014 is for 16 months due to change in reporting date. Annualised figure
(ignoring seasonality) is €612m
Exchange rate: £1=€1.374
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Banijay Group
•
•
•

•
•
•

Banijay Group focuses mainly on non-scripted, especially reality,
infotainment, and game shows.
It has its headquarters in Paris.
It is owned by LOV Group (37.0%), the holding company of Banijay’s
founder Stéphane Courbit, DeA Capital (De Agostini Group, 36.8%) and
Vivendi (26.2%), the owner of the Canal+ network.
The company announced its merger with Zodiak Media in July 2015
with the deal being completed in February 2016.
Prior to the merger, Banijay was present in 12 countries with especially
strong positions in France and the Nordic countries.
Zodiak Rights is the group’s distribution arm which is built on the
extensive library of English language content that Zodiak obtained when
it acquired RDF.
– It now has a catalogue with around 20,000 hours of content.

Zodiak
• Prior to the merger, Zodiak Media was majority-owned (71%) by De
Agostini Communications, the TV division of the Italian media
conglomerate (which also owns the Spanish broadcaster, Antena 3).
• Its Chief Executive was Marc-Antoine d’Halluin, with experience from
Fox Kids, Canal Plus Nordic, Showtime and OSN.
• The group produces 5,800 hours of programming per year across a
wide range of genres: Entertainment (Game-shows, Lifestyle, Talkshows), Fiction, Factual (Reality, Documentary), Kids and Films.
• The company has subsidiaries in 14 countries with particular strength in
the Nordics, the UK and France.
• Zodiak announced its merger with Banijay in July 2015.
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•

•

•

The group’s digital division, Zodiak Active, is responsible for new media
productions, using both original concepts and leveraging content and
formats from Zodiak TV productions.
The company is also active in the sector of online advertising and
programming through Zodiak Advertising, a division of Zodiak Active
Plus SpA. Zodiak Advertising is among the international leaders for
technological solutions to manage online ad space.
Zodiak describes its strategy as using the creative resources of its local
independent production companies to produce shows which are
attractive to local audiences and, for successful ones, create versions of
the format for roll-out to other countries to derive synergy from its
network.
– For example, Inbetweeners and Being Human both originated in
the UK and American versions were created later (the former
was cancelled after the first season following low ratings).

History (Banijay)
• Banijay was established in 2008 by a team lead by Stéphane Courbit.
Courbit had previously founded the French production company,
ASP/Case Productions, which was acquired by Endemol in 2001 and
renamed Endemol France.
– He exited from Endemol when it was sold by Telefonica in 2006.
– Other key members of the team are François de Brugada (COO
and Creative Director), Pascale Amiel (Finance Director) and
Marco Bassetti, who joined in April 2013 as CEO, having
previously been CEO of Endemol.
• Since then the growth of the group has included a series of acquisitions
to give it an international network. Key developments are described
below.
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•
•

•

•
•

•
•

•

•

In January 2009, Banijay acquired a 51% stake in the Spanish
production company, Cuarzo Producciones
In July 2009, Banijay set up a new production company in the US,
Angel City Factory, with the creators of proven reality formats like
Temptation Island and Joe Millionaire.
- Angel City Factory was dissolved in 2012 following the departure
of the founders, with production activites transferred to
Bunim/Murray
In October 2009, Banijay acquired Nordisk Film TV, the television
production arm of Nordisk Film, which produces around 1500 hours of
content per year and has revenues of around €50m.
In July 2009, Banijay acquired 50% of Brainpool, a leading producer in
Germany focusing on comedy and entertainment .
In January 2010, UK production company, Zig Zag, was acquired for
£20m but was later sold back to its founders (September 2010) with
cultural and strategic differences cited as the reason for the deal not
working.
In March 2010 Bainijay bought leading reality show production company
Bunim/Murray Productions in the US.
In September 2012, the Banijay Group became the majority
shareholder of the Australian production company Screentime which
also has subsidiaries in New Zealand and Ireland (operations in Ireland
sold via a management buy-out in 2015)
In January 2013, the Group's American subsidiary, Bunim/Murray
Productions, launched BMP Latin focused on selling and creating
content for the Hispanic market.
In April 2013 it acquired 50% of Ambra Multimedia, the Italian
production company founded by Marco Bassetti, who then became the
CEO of the group.
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•
•
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In October 2013, Banijay acquired DLO Producciones to add drama
production capabilities to its Spanish operations
In 2014 Banijay Studios North America launched, under the leadership
of former Endemol North America head, David Goldberg.
In 2015 Banijay launched Non Stop People, a 24-hour celebrity channel
for Movistar, in Spain.
In Februrary 2016 the Zodiak merger was completed

History (Zodiak)
• Zodiak was created in 2008 following the merger of Magnolia (Spain)
and Marathon Group (France) with Zodiak Television (Nordics, Eastern
Europe and Russia), under the ownership of DeAgostini
Communications.
• The group grew rapidly via a series of acquisitions in the period up to
2011. Key acquisitions included:
– RDF Media Group (25% acquired in 2009 with the remainder in
2010) for €220m to enter the UK and US markets. Following this
acquisition, David Frank, founder of RDF, was appointed CEO
– Bwark, creator of Inbetweeners (UK, 2011)
• In April 2011 the Group Creativity and Innovation Unit was established,
under the leadership of Cathy Rogers, based in London. A US wing was
set up in January 2013 under Stefanie Gélinas
• In January 2012, Zodiak underwent a reorganisation with a
geographical structure introduced in place of the acquired brands.
– This was accompanied by a brand relaunch, with Zodiak Media
adopted as the group’s name.
– At the same time, there were several senior management
personnel changes,
– The group also announced a €250m refinancing involving a
syndicate of banks.
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In 2013 a contestant died in Koh-Lanta, Cambodia during filming of a
survival reality format by Adventure Line Productions (ALP), a Zodiak
subsidiary. After the incident, the series was cancelled by the leading
French broadcaster, TF1.
David Frank left the group at the end of 2013 to be replaced as CEO by
Marc-Antoine d'Halluin.
In 2014 Zodiak Kids was created by the combination of Marathon,
Teleimages and The Foundation.
In March 2015 a second ALP reality TV disaster occurred when a
helicopter crash killed 10 people during filming of ‘Dropped’, also for
TF1, in Argentina. This also led to the series being cancelled.
2015 saw the group embark on a turnaround strategy with focus on:
– Refreshing of creative talent
– Improved co-ordination of creativity
– Growing premium scripted productions
– Strengthening its US presence
The Banijay merger was completed in February 2016

Countries
• As a result of its acquisitions and organic start-ups, the group had a
significant presence in 11 countries prior to the Zodiak merger.
- France: Banijay Productions France, Air Productions and H20
Productions
- Spain: Cuarzo, DLO Producciones
- Germany: Brainpool
- Italy: Ambra Multimedia, Aurora TV, NonPanic
- Denmark: Nordisk Film TV, Respirator, Pineapple Entertainment
- Finland: Banijay Finland
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Sweden: Nordisk Film TV
Norway: Banijay Norway
USA: Stephen David Entertainment, Bunim/Murray Productions,
Banijay Studios North America
- Australia/New Zealand: Screentime
Its largest operations were in the US and France, and it had particular
strength in the smaller, Nordic markets.
Zodiak has a significant presence in 9 countries with main offices in
Paris, Los Angeles, London, Milan, Paris, Moscow and Stockholm.
-

•
•

Genre focus and Key Shows
• Banijay’s focus was predominantly on non-scripted.
• Key shows include:
– Reality: Dilemma, Stars in Danger: The High Dive, The Day My
Life Changed, Dress Me to Impress Me, Dream Builders
– Game shows: Playlist, Quiz Boxing, Trust, Are You an Expert?,
Hold on to Your Seat, Date My Car
– Infotainment: This is Your Fridge, The Nation's Favourite Village,
Dad, Don’t Panic!, Absolute Majority, It Takes Two, Keeping Up
With The Kardashians
– Scripted: Ladykracher: She's a Crack Up!, Heirs.
• Zodiak had a particular strength in children’s programming.
– Its Zodiak Kids division has its own offices in France and the UK
as well as a dedicated distribution team.
• Key Zodiak shows include:
– Children’s shows: Totally Spies, Waybuloo, CBeebies, Rekkit
Rabbit, Gormiti
– Series: The Inbetweeners, Being Human
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– Films: Millennium trilogy (The Girl with the Dragon Tattoo, The
Girl Who Played with Fire, The Girl Who Kicked the Hornets'
Nest)
– Game shows: Fort Boyard, Sing If You Can
– Reality: The Secret Millionaire, Wife Swap, That’s My Kid!
Financial performance
• Prior to the merger, Banijay had revenues of €382m in 2014.
– This represented a 9.9% compound growth since 2011
• 2014 EBITDA margins were quoted at 14.5% in press reports
• The 2014 Exor S.p.A. annual report commented:
– “Under Stéphane Courbit and group CEO Marco Bassetti, who
joined him in 2013, Banijay had a great 2014, with its highest
ever revenue and record EBITDA of over €50 million (this being
amongst the highest margins in the industry)”
• Press reports suggest that Zodiak had revenues of around €450m but
that revenues had fallen in recent years with a key reason for being
high senior management turnover. Departures have included the
following :
– 2012
• Grant Mansfield, CEO of Zodiak USA
• Giorgio Gori, Non-Exec on Zodiak Media Board
– 2013
• David Frank, Group CEO
• Joely Feather, CEO of UK and Benelux
• Damon Pattison, Creative Director of Development

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

Banijay revenues / €m
400
344

366

382

2013

2014

288
200

0
2011

2012

Source: Exor accounts (pre-Zodiak merger)

•

Ed Crick, MD & Creative Director of Bullseye (Zodiak
Media)

– 2014
• Nigel Picard, CEO Zodiak MEAA and UK Kids and Family
• Matthew Frank, CEO of Zodiak Rights
• Steve Macallister, CEO of Zodiak Rights (left after 10
months)
• Cathy Rogers, Director, Creativity and Innovation Unit
– 2015
• Ian Morris, co-creator of Inbetweeners, Bwark
• Damon Beesley, co-creator of Inbetweeners, Bwark
• Joonas Hytönen, CEO Zodiak Finland
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Recent News (Banijay)
• In February 2014, Brainpool launched a film version of the comedy TV
series, Stromberg after securing €1m in seven days through a crowdsourced funding initiative. Profits were three times the investment.
‘Stromberg – The Film’ became the first partially fan-funded film
produced in Europe.
• In April 2014, the Group announced that former Endemol North America
head, David Goldberg had been recruited to launch Banijay Studios
North America, based in Los Angeles.
• In January 2015 Banijay announced their acquisition of a controlling
stake in Stephen David Entertainment, US. The company focus mainly
on non-scripted documentaries. Financial terms were not disclosed.
• July 2015, Banijay announced a merger with Zodiak Media, to form a
super independent content production and distribution company with
around €1bn in revenues.
• September 2015, A press report suggested that Vivendi was interested
in taking a minority stake in the new entity when Banijay and Zodiac
have merged.
• September 2015, Irish indie Screentime Shinawil exited Banijay through
an MBO. Banijay will continue to distribute content for Shinawil.
• October 2015, Bunim/Murray started production of Real World for MTV
• November 2015, Fremantle recruited the CEO of Banijay Finland
• November 2015, Vivendi acquired a 26.2% stake for $311m in the
Banijay-Zodiak merged entity.
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Recent News (Zodiak)
• March 2015, A helicopter crash killed 10 people on TF1’s Dropped set
in Argentina. Dropped is produced by Adventure Line Productions
(ALP), a Zodiak subsidiary. On March 11, 2015 the CEO of ALP
confirms that the Dropped show has been cancelled. This came two
years after a contestant died in Koh-Lanta, Cambodia, another survival
format by ALP. After the incident in 2013, the season was cancelled by
TF1.
• April 2015, Zodiak Kids YouTube channel launched
• June 2015, Launched Ian Lamarra indie for producing non-scripted
content. This is the first standalone label since the company bought The
Inbetweeners producer, Bwark
• August 2015, The pair behind Inbetweeners, Ian Morris and Damon
Beesley, left Bwark to set up a new production company.
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Endemol Shine Core
Group overview
• The Endemol Shine Core group was announced in 2014 and created in
2015.
• It is the clear TV production market leader with a network of over 120
companies in more than 30 countries. It produces content in around 50
languages for TV and digital platforms.
• In distribution, it has a library containing over 3,000 formats and 37,000
hours of content.
• It is owned by Fox21 (the production division of 21st Century Fox group)
and Apollo Global Management, a US-based private equity group.
• As the chart shows, revenues of the new group are believed to be more
than $2bn, with Endemol making up almost two-thirds, Shine about a
quarter and Core the rest.
• In 2014, the Guardian set out its rationale for the merger:
– “Sensing both the threat and the opportunity of the digital
upstarts, Murdoch recently unveiled a deal to create one of the
world's biggest TV production houses. The deal will see Fox's
Shine, founded in 2001 in the UK by his daughter Elisabeth (80%
share), become part of a $2bn+ venture with the owner of Big
Brother maker Endemol and American Idol parent Core Media
Group.”
• The senior management of the group is largely drawn from Endemol. It
includes:
– Sophie Turner Laing, CEO – previously held senior roles at
BSkyB
– Tim Hincks, President – previously CEO of Endemol
– Martha Brass, CEO International Operations – previously COO of
International Operations at Endemol
– Edwin van Es, CFO – previously CFO of Endemol
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In November 2015, Lisa Perrin and Ana Langenberg were appointed as
CEO and COO, respectively, of Endemol Shine Creative Networks with
a brief to focus on “the coordination and acceleration of IP around the
group”
The Endemol and Shine management structures have been integrated
in all countries other than France, where they remain separate.
Industry comment suggests that the integration has faced challenges
arising from the cultural differences between the Endemol and Shine
organisations with Endemol seen as being more ‘corporate’. However
the group reports that there has been minimal loss of creative talent
during the merger.
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The group has set out three strategic priorities for its future growth:
– Continue to invest in content, in which it already has a leading
position
– Focus on developing its scripted capabilities, given that its
current focus, which is predominantly towards unscripted, does
not position it well to benefit from industry trends
– Focus on developing digital ventures which are not yet profitable
but which are believed to have future potential

Fox
• The acquisition and merger of Endemol, Shine and Core highlights the
trend for networks to wish to own content as they fight to maintain share
of an increasingly diverse digital marketplace.
• In addition to its production and network operations, 21st Century Fox
has also acquired:
– a 33% stake in Hulu a digital delivery platform which competes
with Netflix and Amazon, co-owned by Disney and Comcast.
– a minority holding in Vice Media, a publisher which has moved
into digital production and broadcast in the past few years and
which targets a younger audience.
• Prior to the transaction, Fox’s main TV production arm was Twentieth
Century Television, which supplied shows for that network including
Glee, Family Guy, The Simpsons and Sleepy Hollow.
• In December 2014, Fox 21 (producer of Homeland, Sons of Anarchy
and American Horror Story) and Fox Television Studios merged to form
Fox 21 Television Studios.
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Group financial performance
• The combined revenue of the three companies was €1.93bn in 2014,
down from €1.99bn in 2013. This consisted of:
– Endemol: £1.1bn (€1.3bn) in 2013
– Shine: £529m (€623m)in 2013. About one third of its revenues
came from the UK and another third from US.
– Core: Revenues for 2013 were approximately $350m (€315m).
• Geographically, the US is the largest source of revenue for the group,
representing around 21% in 2013
• The group’s largest show is Big Brother, responsible for around 9% of
group revenue.
• EBITDA also fell in 2014, from €215m to €189m, implying a fall in
EBITDA margins from 10.8% to 9.8%
• Poorer performance in 2014 is attributed by the group to:
– Ongoing weak economies in Spain and Italy
– Poor performance of key shows in France and the US
– The ending of Endemol’s volume agreement with the leading
French broadcaster, TF1
– Uncertainty surrounding the merger diverting management
attention during 2014.
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Endemol
• Endemol, based in Amsterdam, was already the world’s largest
independent production company with around 90 subsidiaries and joint
ventures in more than 30 territories.
• The key milestone in the company’s history was the launch of its
enormously successful reality show Big Brother in 1999.
– This has been one of the biggest successes in the history of
television.
– Over 20 series have been produced in over 60 countries
including US, UK, Germany, Australia, France, Italy, Spain,
Canada and Israel as well as in Latin America, Central and
Eastern Europe, Scandinavia, Africa and Asia.
• The company annually produces over 15,000 hours of content,
launches more than 80 new entertainment formats a year.
• Endemol’s content distribution arm, EWD (Endemol Worldwide
Distribution) distributes over 33,000 hours of finished programming.
– EWD has offices in London, Los Angeles, Sydney, Miami,
Moscow and Hong Kong which serve a client base of around 300
broadcasters, home entertainment distributors, other licensees
and producers.
• Having traditionally been strong in non-scripted / reality TV genres,
Endemol has made significant progress in diversifying into scripted
programming. It has done this both by acquisition (eg Tiger Aspect in
the UK) and its own productions.
– In 2011 it set up Endemol Studios, its US scripted division
• The group is also focusing on leveraging its IP into the digital sphere
– Its Endemol Beyond division has a network of connected
international and local channels across platforms such as
YouTube, Yahoo, AOL, MSN, Dailymotion and others.
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– Endemol Digital Media works on digital projects including app
development, creation of games social media initiatives and
YouTube channels
History
• Endemol was founded in the Netherlands in 1994 following the merger
of production companies owned by Joop van den Ende and John de
Mol (the name comes from the combination of their surnames).
• In 2014 Apollo Global Management, who then also owned Core Media
since 2011, took control of Endemol through the company’s creditors.
Dasym Investment Strategies, the investment vehicle of John de Mol,
had a 25% stake at the time.
• During its history, it had undergone several previous changes of
ownership.
– In 2000, it was acquired by the Spanish media and telecom
company Telefonica, for €5.5bn.
– In May 2007, Telefonica sold the company to Edam Acquisition
Company, a vehicle jointly owned by Mediaset (the holding
company for the media interests of the Berlusconi family), Cyrte
(the previous name for Daysim) and Goldman Sachs Private
Equity (one third each). The buy-out - financed by €2.8bn of
leveraged loans - led to the company being highly-geared.
• Following the downturn in the global economy and hence TV industry
revenues post-2008, the company’s performance did not meet
expectations at the time of the buy-out.
– Press reports estimate that Endemol’s value dropped from
€3.1bn to €1.2bn in four years as profits declined and debts
increased.
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– It therefore faced challenges in servicing the debt taken on to
finance that transaction and breached its banking covenants in
June 2011. Failure to service the debt allowed lenders to take
control of the company. A tussle followed with the shareholders
and a selection of hedge funds and other investors buying up
Endemol debt at a discount in the secondary market.
• During this period of uncertainty there were several reports of bids for
the company from both leading international media groups and financial
buyers.
• in January 2012, it announced a restructuring plan which opened the
way for sale to Apollo, along with its partner, Cyrte/Dasym.
– The transaction included a debt-for-equity swap and the two
companies took on the majority of Endemol’s debts held by other
creditors.
– In April 2012, Mediaset sold its last holdings (6%) in the
company.
Countries
• Europe: UK, Italy, France, Germany, Spain, Netherlands, Belgium,
Poland, Portugal, Sweden, Switzerland.
• Other: US, Argentina, Australia, Brazil, Chile, Colombia, India, Israel
Malaysia, Middle East, Russia, South Africa, Turkey.
Key Shows
• Reality shows: Big Brother, Extreme Makeover
• Game shows: Who Wants to Be a Millionaire?, Deal or No Deal, The
Money Drop, Wipeout, Fear Factor, 8 Out of 10 Cats
• Scripted: Hell on Wheels, Hot in Cleveland, Leverage, Home and Away,
Low Winter Sun, Secret Diary of a Call Girl
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Shine Group
• Shine’s former CEO, Elisabeth Murdoch (daughter of Rupert Murdoch),
who previously worked in the Pay-TV network BSkyB, founded Shine in
2001, with backing from the media entrepreneur and politician, Waheed
Alli.
• The company grew quickly, both organically and via acquisitions,
including the production companies, Kudos Film and Television.
• Princess Productions and Firefly Film and Television, were acquired for
a total of £65m in 2006.
• In 2008, it acquired the American company, Reveille Productions, the
creator of hit series, Ugly Betty.
• Another important milestone was the acquisition of Metronome, the
leading Scandinavian group, with 15 companies, which was bought for
£59.7m, in 2009. Metronome includes companies in Sweden,
Denmark, Norway, Finland and the US and has produced local versions
of hits like Deal or No Deal, Big Brother, Who Wants To Be A Millionaire
and Idol.
• In 2011, the company sold a majority stake to News Corporation for
£415m including debt, which was than 10.3 times EBITDA, compared to
the European average for the sector in 2009 and 2010 of about 9.8
times EBITDA.
• Prior to this deal the company was owned by 21st Century Fox (53%),
Sony Entertainment (20%), Sky (13%) and its management (14%).
• Elisabeth Murdoch resigned as CEO in September 2012, but remained
Chairman.to focus on “Shine’s creative culture, talent and strategy”.
• The deal enabled Shine and its management to retain a stake in the
business and significant management autonomy.
• Following the News Corporation restructuring, Shine became part of
21st Century Fox.
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The Shine Group consisted of 26 companies in 11 countries, including:
– UK-based companies: Shine TV , Dragonfly, Kudos and Princess
Productions
– Scandinavian companies: Mekaniken, Shine Nordics (formerly
Metronome, consisting of 15 companies), Rubicon;
– Shine France
– Shine Germany
– Shine Iberia
– Shine America (formerly Reveille); Shine International which
distributes over 4,000 hours of content per year to 265
territories.
– Shine 360° was the Group’s ancillary and commercial rights
division.
• Shine has recently focused on building its capabilities in growth areas.
In 2011, it bought a social gaming company, Bossa Studios, and in
2012, a digital producer, ChannelFlip.
Genre Focus
• Shine’s companies span a wide range of genres, scripted (comedy,
drama) and well as non-scripted, with a special emphasis on factual
entertainment.
• Direct B2C (through digital delivery): Multi-platform game producer
Bossa, ChannelFlip Media (Youtube multi-channel network)
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Key Shows
• Comedy: The Office (US)
• Drama: Hotel Caesar, Merlin, The Tudors
• Infotainment: One Born Every Minute,, Build a New Life in the Country,
Eddie Stobart: Trucks and Trailers, Clash of the Choirs
• Reality: MasterChef, Britain’s Best Bakery, The Voice, Utopia, Secret
Street Crew
• Game shows: Got to Dance, Minute to Win It, The Biggest Loser
Core Media Group
History
• The company was founded in 1998 and operated a franchise of a golf
equipment company up to 2002. Between 2002 and 2005 the company
divested all its assets and began investing in image rights.
• In 2005 the company acquired 19 Entertainment (UK) from Simon
Fuller. Later the same year the company acquired Sharp Entertainment,
an entertainment agent.
• 2011, Apollo Global Management acquired CKX Inc
• 2012, CKX Inc was renamed to Core Media Group
• 2013, Core Media Group divested its interest in Elvis Presley
Enterprises and Muhammad Ali.
• Subsidiaries included: 51 Minds, Authentic, Original Media, and True
Entertainment
Financial Performance
• Revenues were $350m for 2014-15, with just under a third from music
sales
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FremantleMedia
Introduction & Ownership
• FremantleMedia Group is the content production division of RTL Group
which is 75%+ majority-owned by the German-based media
conglomerate, Bertelsmann.
• The FremantleMedia Group is active in television programme
production, rights management, digital media and content distribution.
• Cécile Frot-Coutaz, CEO of Fremantle Media Group was appointed in
2012, having previously run the North American division of the
company.
• In March 2013, Bertelsmann Group announced reduction its stake in
RTL from 92.3% to 75.1%, by way of a secondary public offering. The
sale made €2bn for the parent company.
• Andrew Bott was appointed CFO in November 2015, having previously
been at BBC Worldwide
• The company is divided into 3 geographically based areas:
– Europe: Belgium, Croatia, Denmark, Finland, France, Germany,
Italy, Netherlands, Norway, Poland, Portugal, Spain, Sweden,
UK.
– The Americas: Brazil, Mexico, US - Latin America, US - North
America, US - Original Productions.
– Asia Pacific: Australia, India, Asia (based in Singapore, creating
content for Asian audience).
• As the chart shows:
– Its most important markets are the US and the large European
countries
– 2014 saw a reduction in hours broadcast with the largest falls in
France and Italy
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The main production companies are FremantleMedia UK (formerly
talkbackTHAMES), FremantleMedia France, FremantleMedia Italia,
FremantleMedia Espana (both formerly Grundy), Blue Circle
(Netherlands), UFA (Germany), Blu (Denmark) FremantleMedia North
America, 495 Productions, and Original Productions (US)
In 2013 the company entered a joint venture with CBS Studios
International launching two Asian channels reaching 113m households
in 29 countries. In 2014 FremantleMedia sold 1,500 hours of content to
Asia.
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Financial Performance
• RTL reported revenues of €5.8bn in 2014, down €0.2bn compared to
2012.
• FremantleMedia’s revenue grew from 2009 to peak at €1,711m in 2012.
However, 2013 and 2014 have seen falls.
– The 2014 fall is consistent with the reduction in hours broadcast
(above)
– The company attributed this to exchange rate effects as well as
poorer performance in Germany and a drop in revenues from the
reality shows American Idol, X-Factor and America’s Got Talent.
• EBITDA decreased from $156m to €149m. This represented a slight
decrease in margin from 10.2% to 10.0%
• The maturing of the Group’s key music / talent shows (American Idol
and X-Factor) which have driven its success over the last decade but
which are now fading means that further falls in both revenue and
EBITDA are likely.
• FremantleMedia Group represented 26% of parent, RTL Group’s
revenues in 2014, down from 29% in 2012.
History
• FremantleMedia Group was created in its present form in 2001.
– Its predecessor, Pearson Television, acquired a number of
production companies from 1993-2000 (Thames TV, Grundy,
SelecTV, EVA Entertainment, Regent Productions, Mastrofilm,
Cologne-Sitcom, Viihde, Talkback Productions, which was
merged with Thames TV in 2003).
– In 2000, Pearson television merged with CLT-UFA, thus forming
the RTL Group and its content production division was renamed
FremantleMedia in 2001.
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The group has grown rapidly through further acquisitions and start-ups.
– In 2003, Australian Crackerjack Productions became a part of the
group to be merged with Grundy and rebranded as
FremantleMedia Australia in 2006.
– The Danish production company, Blu, was acquired in 2004 and
the group further penetrated the Nordic market by founding
Fremantle Productions Sverige in Sweden.
– In July 2012, a new office was opened in Chennai to focus on
non-Hindi speakers in India.
– February 2014, The company opened an office in Spain and
launched FremantleMedia Canada
– March 2014, The company acquired a majority stake (75%) in
US-based reality producer, 495 Productions.
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FremantleMedia has leveraged its content across new platforms like
apps and social media.
– Examples include voting on American Idol via Facebook and the
UK X-Factor spin-off available online.
– In 2011, the group acquired 51% of the Canadian company,
Ludia, developing games for Facebook and apps. The most
successful format, created as a result of this partnership, is a The
Price is Right game.
– The company has also created further content especially for
YouTube. The first Fremantle YouTube channel, The Pet
Collective, was launched in May 2012 and the group has rapidly
expanded this area.
– In 2013 Fremantle claimed to be the world’s highest-rated TV
producer on YouTube, where some of its programmes are
available to watch for free (IT Crowd, X-Factor, Britain’s Got
Talent).
– Some of them are connected with the transmedia company
@radicalmedia, 60% of which was acquired by Fremantle in
2010.
Latest news
• In July 2013, Fremantle Media launched its Digital & Branded
Entertainment division.
• In February 2014, FremantleMedia and Vice Media, the global youth
media company, announced a venture to create a multi-channel food
platform for the millennial audience. Munchies was subsequently
launched in April at Mip TV. Content for the platform is being created by
FremantleMedia digital teams in the US, UK and Germany, with more
territories to follow. In less than a year, the channel has attracted nearly
35 million views and 330,000 subscribers.
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March 2014, Fremantle acquired 75% stake in US-based 495
Productions
In June 2014, FremantleMedia North America (FMNA) launched its
original digital production studio, Tiny Riot, to produce original digital
content for partners such as Vice Media, StyleHaul, Broadband TV, as
well as for FMNA’s TV properties including Family Feud and Celebrity
Name Game.
July 2014, RTL acquired a 65% stake in SpotXchange, one of the
largest online marketplaces for digital advertising. The rationale for the
acquisition is to be better placed in selling digital advertising. The
company knows how to sell traditional commercial spots for TV, but
lacked knowledge in digital.
November 2014, the company acquired majority stake in YouTube
network StyleHaul for €107m
In December 2014, FremantleMedia increased its non-controlling
interests in Divimove to 51 per cent. This followed a successful year
which saw Divimove become Europe’s leading multi-channel network,
operating 1,700 partner channels that attract 900 million views per
month and 80 million subscribers.
February 2015, FremantleMedia acquired a 25% stake in UK-based
drama studio Corona TV. The rationale is to build its scripted content.
May 2015, ITV2 recommissioned The Keith Lemon Show
August 2015, Fremantle acquired a controlling stake in Wildside, the
Italian drama studio producing The Young Pope, in a multi-million deal.
November 2015, Fremantle acquired stake in the French scripted
producer Kwai.
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Genre Focus
• FremantleMedia is especially renowned for creation and production of
internationally successful non-scripted formats such as reality shows
and game shows.
• It also has a solid foundation in scripted content, especially for drama
and comedy series. In 2012, scripted counted for 29% of Fremantle’s
production.
Key Shows
• Reality shows: The Farmer Wants a Wife, Got Talent, X Factor (coproduced with Syco), Idols, The Apprentice
• Game shows: The Price is Right, Going for Gold, Poker Face
• Infotainment: How Clean is Your House?, Jamie Oliver, MasterChef
• Scripted: IT Crowd, The Adventures of Merlin, Neighbours
• Non-Scripted: Stylehaul (RTL acquired 94% stake in December 2014),
Zoella, Golden Buzzer (Simon Cowell)
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ITV Studios
Introduction & Ownership
• ITV Studios is ITV plc’s international content business.
– The company was formed following the merger between Granada
and Carlton International. The ITV Studios name has been used
since 2009.
– Global Entertainment, ITV’s distribution business, licenses ITV’s
finished programmes and formats and third party content
internationally.
• ITV Studios is the largest production company in the UK, the largest
independent producer of non-scripted content in the US and global
number three in TV production
– ITV Studios produces content for its parent company, ITV plc, as
well as third parties.
– It has an annual output of 3,500 hours of original programming
with an archive of 40,000 hours of content selling to 3,000
international broadcasters.
• In addition to linear broadcast, ITV delivers its content across multiple
platforms.
– This includes through ITV Player – available on ITV’s website,
itv.com – and platforms such as Virgin and Sky or through direct
content deals with services such as Lovefilm and Netflix.
– ITV’s content is now available on over 20 platforms.
• ITV’s strategy is to develop a strong international content division and to
exploit that content across multiple platforms, free and paid. It aims to
reduce its dependence on the advertising revenues of its UK terrestrial
network.
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Companies in the group include: 12 Yards, Big Talk Productions, The
Garden, Shiver Productions, So Television, Twofour, ITV Granada,
Leftfield Entertainment, Gurney, High Noon, Think Factory, Believe
Entertainment, Talpa
Countries
• ITV Studios is present in the UK, USA, Germany, Nordics, Australia,
Netherlands, and France.
History
• In recent years, ITV has made a series of acquisitions to drive its
growth into becoming an international production group.
• Key deals include:
– 2012: So Television: UK production company owned by Graham
Norton for initial consideration of £10m, rising to £17m depending
on performance.
– 2012: Gurney Productions – US producer with strength in factual
entertainment and reality programmes for cable channels. Paid
$40m for 61.5% stake with option to acquire the remainder.
– 2013: Big Talk – UK scripted producer of Rev for the BBC,
Channel 4's Friday Night Dinner and The Job Lot for ITV, plus
films including Shaun of the Dead, Hot Fuzz and The World's
End. Initial payment of £12.5m and further capped payments
depending on performance.
– 2013: High Noon Entertainment – US producer of reality and
entertainment shows for cable including Cake Boss ($25.65m
initial payment for 60% stake with option to buy the remainder
dependent on performance)
– 2013: Thinkfactory Media – US producer of reality, entertainment
and drama including the History Channel drama Hatfields &
McCoys. ($30m initial payment for 65% stake with options to buy
the remainder)
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– 2014: DiGa Vision – US producer of reality and scripted
programming including the drama series Teen Wolf for MTV
(price undisclosed)
– 2014: Leftfield Entertainment – US producer of unscripted
programming including Pawn Stars and The Real Housewives of
New Jersey for $360m (initial 80% stake, rising to $800m
depending on hitting EBITDA targets of $130m: 2013 EBITDA
was £38m).
– 2014: Believe Entertainment Group – US digital entertainment
company which produces shows including The LeBrons (for
Xbox), In the Booth (YouTube) and Money Where Your Mouth Is
(game show on Hulu). Specialises in premium entertainment
matching celebrities with brands such as 7UP, P&G, McDonalds,
Nike, for distribution on digital platforms. (Minority stake –
amount paid not disclosed)
– 2015: Talpa Media – international group founded by Endemol
founder, John de Mol and producers of the hit show, ‘The Voice’.
Transaction valued at up to £781m with initial payment of £355m
and further £426m depending on performance. Talpa’s 2013
revenue was €233m
– 2015: Mammoth Screen – UK producer of high quality drama
series such as Poldark and Endeavour. Price paid not disclosed
but Mammoth Screen 2014 revenue was £24.3m
– 2015: Boom Supervisory, the parent of UK producer, Twofour,
acquired for £55m (for 75% stake) from LDC (private equity firm).
Twofour has produced hit shows for Channel 4 including
Educating Yorkshire, The Jump and Posh Pawn. 2014 EBITDA
was £5m.
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Financial performance
• Company revenues have increased year-on-year since 2010 through a
combination of organic growth and acquisitions, and it is now the third
largest production company globally.
• Compound annual growth from 2011-14 has been 15.1%
• 2014 EBITA increased to £162m from £133m. This represented an
increase in margin from 15.5% to 17.4%
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Genre Focus
• Children’s, Comedy, Documentaries, Drama, Entertainment, Films,
Formats, Nature

ITV VoD Viewing by Platform 2013, %
Other, 4%
Mobile, 6%

Key Shows
• Non-Scripted: The Graham Norton Show (BBC), The Sarah Millican
Show, The Voice, Pawn Stars, 24 Hours in A&E, Inside Claridges, Duck
Dynasty
• Scripted: Beowulf, Poldark, Chasing Shadows, Jericho, Jekyll and
Hyde, Mr Selfridge, Downtown Abbey (Carnival, NBC IP)
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Source: Company Accounts, Apex Insight Research

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

1222-10

69

European & North American TV Production: 2016

Competitive landscape
Red Arrow Entertainment Group GmbH
Introduction & Ownership
• Red Arrow Entertainment was created in 2010 from various acquisitions
made by ProSiebenSat1 Group (P7S1). P7S1 acquired a number of
broadcast companies throughout Europe in the early 2000’s and
disposed of some of the assets, retaining production assets in Red
Arrow Entertainment.
– KKR and Permira had a stake in P7S1 from 2007 to 2014 when
P7S1 became 100% publicly owned.
– Digital content production studio, Studio 71, launched in 2013
• P7S1 has traditionally focused on German-speaking markets with
around 87% of revenues originating in these territories in 2011.
– Through M&A activity the company has established a competitive
position in the US and European markets, and more recently in
China.
– German speaking revenues dropped to 72% in 2014 as a result.
• Red Arrow is among the top 10 global content producers, and third in
international distribution revenues after Endemol and FremantleMedia.
– Red Arrow has built up a catalogue with 10,000 hours of content,
supplying 200 countries from its 710 titles.
• The Group consist of 13 production companies in seven countries:
– USA: Fabrik Entertainment, Kinetic Content, Red Arrow
International, Collective Digital Studio (20% stake), Half Yard
Productions (2014), Left/Right (2012), Nerd TV
– UK: CPL Productions (2013), Endor Productions (2012), Nerd
TV, Red Arrow Entertainment UK
– Scandinavia: Hard Hat, Snowman Productions
– Germany/Austria: Red Arrow International (one of the top
distribution companies in the world), Red Seven Entertainment
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– Israel: July August Productions
– China: Red Arrow International
• The company also has a number of creative partnerships and joint
ventures with, among others, STV Productions (UK), Sync Media
(Dubai), The Imaginarium Studios (UK) and United Artists Media Group
(Mark Burnett / Hearst; UK).
Strategy
• Red Arrow aims to become a top global player in the content production
and distribution sector.
• A priority for the parent company is to decrease its reliance on German
speaking revenues and enter further international territories.
• The company focuses on acquiring majority stakes in production
companies as a way to retain and motivate talent within the existing
organisations instead of buying them outright for the IP.
History
• 2010 - Red Arrow Entertainment Group GmbH (Germany) was created
with the aim to contain the production and distribution interest from a
series of companies that P7S1 acquired. The same year the company
acquired Kinetic Content (51% stake), and Sultan Sushi.
• 2010 – Launched Snowman Productions in Sweden and in Denmark
the following year.
• 2011 – Acquired Hard Hat (51% stake, web media)
• 2012 – Acquired Left Right ($90m), Endor Productions, NERD, July
August, Fabrik Entertainment, Fuse (60% stake)
• 2013 – Acquired CPL Productions (2013 revenues of £13.2m), One
Three UK Media
• 2013-14 Permira & KKR exited their remaining 17% holding for €1.3bn
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•

2014 – Acquired Half Yard ($40m), and a 20% stake in the e-gaming
company CDS.
Financial performance
• Over 70% of Red Arrow’s parent P7S1’s revenues originate from
German speaking countries.
– Down from 87% four years ago.
• In 2011, 68% of Red Arrow’s revenues came from P7S1.
– This fell to 19% in 2013.
• Red Arrow has grown as a part of total ProSiebenSat1’s total revenues
from 1% in 2011 to 7% in 2014.
– This implies an increase in revenue from €37.4m in 2011 to
€201.3m in 2014
Recent news
• February 2014, P7S1 Acquired Aeria Games Europe, entering the esports segment through its subsidiary ProSiebenSat1 Games. The
merged companies trade as Seven Games.
• February2014, Launched Bosch on Amazon Prime and signed an
agreement with Deutsche Telecom where subscribers will have access
to the P7S1’s VoD catalogue platform Maxdome
• October 2015 Launched Ripple Entertainment, a digital media
company, in the US.
– The company is headed by CEO Gayle Gilman, previously Exec.
VP of digital content at FremantleMedia North America, where
she launched the digital studio Tiny Riot.
– Ziemianski, CRO of the new venture, was previously Head of
Community and Monetization for Big Frame’s MCNs. Worked
with Gilman at FremantleMedia where they managed initiatives
including The Pet Collective, Buzzr and Munchies (a joint venture
with Vice Media).
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Note: Red Arrow Entertainment GmbH makes up the Production & Sales revenues for P7S1
totalling an approximate €201.3m (7% of total P7S1 group revenues) in 2014

•

November 2015, Acquired a majority stake in Karga Seven Pictures
with offices in the US and Turkey
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Genre Focus
• As the chart shows, Red Arrow predominantly focuses on Reality TV. It
is also active in Entertainment, Factual, TV Movies, E-games and
Magazines.
Key Shows
• Non-Scripted: Married at First Sight, Mob Wives,
• Scripted: Hieronymus “Harry” Bosch (Amazon), Lilyhamer (Netflix) 100
Code, The Killing

Red Arrow genre output 2013 / %
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Tinopolis
Introduction & Ownership
• Tinopolis is a group of UK & US based content production and
distribution companies with a combined turnover of £208m (2014)
• Since 2005 the company’s strategy has been focused on widening its
production genres and getting a foothold in the US and international
markets through bolt-on acquisitions.
• The company listed on AIM in 2005 before being taken private in 2008
following a £44.7m MBO backed by Vetruvian Partners.
• Revenues have primarily grown as a result of acquisitions
• Group companies include: The Television Company (2006, parent of
Sunset + Vine and Mentorn), Video Arts (2007), APP Broadcast (2007),
Pioneer Productions (2009), BASE Productions (US, 2011), A Smith &
Co (US, 2011), Passion Distribution (UK, 2012), Firecracker Films (UK,
2013), Magical Elves (US, 2014)
• Passion Distribution, a UK based content distributor with 200
international clients was acquired in 2012. Passion has exclusive
distribution agreements with key IP including World of Wonder, The
Oprah Winfrey Network, Sundance and Scripps Network (with a
catalogue of over 2000 hours).
• In 2012 the company reported that 40% of all sales were outside the
UK.
• Tinopolis produces more than 2,500 hours of content annually and
distributed to over 200 customers worldwide.
• The company’s sports broadcast division has benefitted from BT’s entry
into Pay-TV.
• From £50m turnover in 2006 the company has grown primarily through
bolt-on acquisitions to become a £200m+ company in 2014.
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History
• 1990 The company was founded. Headquartered in Llanelli, Wales, UK
• 2005 The company was listed on AIM
• 2006 Tinopolis reported turnover of £50m.
– Acquired The Television Company for a rumoured £44.7m,
parent of Sunset + Vine (active in international sports production)
and Mentorn
• 2007 Media outlets reported that Tinopolis had a turnover of £66m and
404 employees.
• 2007 The company acquired APP Broadcast (sailing and adventure
production specialist) the same year.
• In 2008 Vetruvian Partners backed a MBO valued at £44.7m, delisting
the company from AIM.
• In 2009 the company acquires Pioneer Productions, a leading factual
producer.
• 2011 Acquired BASE Productions (US). Various media outlets report
the purchase price as having been in the region of £25m to $65m. The
same year A Smith & Co (US) was acquired for £60m. The two
acquisitions enabled Tinopolis to enter the US market and, after the
acquisitions, the company reported that 40-50% (various media outlets)
of total revenue originated outside the UK. A Smith & Co was the
largest supplier of unscripted programmes to the Fox network.
• In 2012 the company made two acquisitions: Passion Distribution for an
undisclosed sum and Firecracker Films in the region of £30m
– Passion Distribution gave Tinopolis access to Passion
Distributions with 200+ worldwide clients. Passion merged with
Mentorn.
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– Firecracker Films, founded in 2002, produces content such as My
Big Gypsy Wedding, selling to more than 100 territories
worldwide. The takeover ended Firecracker’s distribution
agreement with Zodiak Media.
Countries
• The majority of companies are based in the UK and US, with worldwide
distribution.
Genre Focus
• Sectors the company is active in: Factual, Sports (BT Sports PL,
Champions League), Reality, Drama, Documentaries, Branded Content,
Factual Entertainment. The company also works in CGI, through its
subsidiary, BASE (US).
Financial performance
• Revenue growth has been driven by a organic growth and acquisitions
• Non-UK revenues from 2012 and onwards have been in the region of
40-50% following the acquisitions of BASE Productions, A Smith & Co
and Passion distribution
• In 2014 the company reported slower growth in EBITDA than revenue.
EBITDA increased from £20.7m to £21.1m hence margins fell from
14.1% to a (still respectable) 10.1%.
Key Shows
• Non-Scripted: Big Fat Gypsy Wedding (one of Channel 4’s biggest
rating hits of the last decade), Big Fat American Gypsy Weddings,
Question Time, An Idiot Abroad, Hell’s Kitchen, Trading Spaces, Project
Runway, Motorway Cops
• Scripted: drama
• Other: Champions League (Sports)
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Recent news
• In 2013 Vetruvian Partners was rumoured to be looking for an exit.
According to various media outlets talks were held with MSD Capital
and Entertainment One. MSD made an offer that was not accepted.
• January 2014, Merged Tollboth Group in the US together with producer
Kelvin Lee to develop and produce unscripted programming for the
domestic and international markets distributing through Passion
Distribution
• February 2014, Tinopolis acquired Magical Elves, a reality production
studio in the US.
• May 2014, Chinese broadcasters LeiHe, WanFang (VoD) and SITV
(SVoD) bought approx. 100 hours of content from Passion Distribution
• October 2014, IM distributed valuing Tinopolis in the region of £250£300m.
• November 2015, the company announced it is no longer for sale
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Warner Bros International Television Production (WBITVP)
•

•
•

•

Warner Bros. International Television Production (WBITVP) division
contains the acquisitions made by the global media giant, Time Warner,
to position itself in TV production markets outside the US.
– Shed Media (now renamed Wall-to-Wall), based in the UK and
which also has operations in the US, acquired 55% in 2010 for
around €120m, remainder in 2014
– BlazHoffski, based in the Netherlands with operations there and
in Belgium; majority stake acquired in 2011. The company
focuses on non-scripted and reality content.
– Eyeworks, an international group also based in the Netherlands
which has operations in 16 countries was acquired in 2014 for
around €200m ($273.3m). Eyeworks USA was not included in the
deal and has since rebranded as 3Ball Entertainment.
– Nordisk Film TV Finland, acquired from MRP in July 2013
(amount not disclosed). Focus on reality TV.
The division was set up by Time Warner Inc. in 2009 and forms part of
the TV production activities of its Warner Bros division.
The chart shows Warner Bros’ total TV production revenues. This
mainly reflects its extensive US production activities. The 2014 Time
Warner 10k filing states:
– “Warner Bros. has been the leading producer of primetime series
for U.S. broadcast networks for 11 of the last 12 television
seasons. For the 2014/2015 television season, Warner Bros. is
producing over 60 television series in the U.S., including over 30
series for U.S. broadcast networks.”
Although very strong in production and distribution of scripted content
via its US arm, Warner, like the other major Hollywood studios, has not
historically been a significant player in non-scripted. A key aim of its
International division has been to address this.
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•

The international network is also being used to produce local versions
of formats that have been successful elsewhere. Examples include:
– The Bachelor, a US format being adapted and produced in
territories including Australia, Germany, New Zealand, Sweden
and Switzerland
– Date Night, a UK format being adapted and produced in Belgium,
the Netherlands and the US.
Financial Performance
• The chart shows how Warner Bros global TV production revenues,
which mainly consist of its US/scripted business, have increased in
recent years.
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In its latest 10k filing, Time Warner reports that “revenues from
television licensing for the year ended December 31, 2014 increased
primarily due to growth in television production reflecting additional
series produced, including series produced by Eyeworks, as well as
higher licence fees from SVOD services, primarily internationally.”
• We believe that the four companies acquired by WBITVP have
combined revenues of around €400m from their production operations
in 16 countries.
WBITVP subsidiaries:
Eyeworks
• Eyeworks is the most recent and also the most significant of WBTV’s
international transactions.
• It focuses on productions across a wide range of genres, both nonscripted (reality, game shows, infotainment) and scripted (drama and
comedy series, films and documentaries) for 100 channels.
• The company’s headquarters is in Amsterdam.
• In February 2014, it was announced that its businesses outside the US
were to be acquired by Warner Bros for $267m.
– Eyeworks USA has remained independent, and is still owned by
the Eyeworks founders, including Reinout Oerlemans, who
stepped down from CEO of the Group to become Chairmain of
Eyeworks USA.
• It was previously owned by its management (70%) and the investment
company, Van den Ende & Deitmers Crossmedia Fund (30%) which
includes the media interests of Endemol co-founder, Joop van den
Ende.
– Van den Ende & Deitmers Crossmedia Fund invested €200m in
2006 for its 30% share.
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Countries
• Eyeworks is now present in 16 countries, segmented as follows:
– Western Europe: The Netherlands, Belgium, Germany,
Switzerland
– Scandinavia: Sweden, Denmark, Norway, Finland
– South America & Southern Europe: Argentina, Chile, Brazil,
Spain, Portugal
– English speaking world: New Zealand, Australia (US operations
of Eyeworks were not acquired by Warner)
Financial performance
• Eyeworks Holding BV reported operating profits of €19.6m on revenues
of €250.8m in 2012
• The group had revenues of €274m in 2013, a 9% increase from the
previous year.
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– Eyeworks claimed that this growth had been achieved “almost
entirely organically”.
– Germany was a key performing territory, with growth of 33%
year-on-year
• EBITDA grew by 4% to €31.5m in 2013, a margin of 11.5%
History
• Eyeworks was founded in 2001 by the Dutch actor, director, television
presenter and producer, Reinout Oerlemans (who previously starred in
soap opera, Good Times, Bad Times), along with Robert van den
Bogaard and Ronald van Wechem.
• The group company expanded through a series of add-on acquisitions
and start-ups.
• Key events in Eyeworks history included the following:
– In 2003, a German division was set up.
– In 2005, WK Producties became part of the Group to be
rebranded to Eyeworks Sport. It produced sports content,
including Dutch Eredivisie Football, for the commercial
broadcasters.
– In 2005, the Belgian companies MMG and Pics were acquired.
– In 2006, the Dutch production company Egmond, focused on
drama, became a part of the Group and a 50% share of US
production company 3Ball was
– Also in 2006, New Zealand-based production company,
Touchdown was bought from its founder Julie Christie to be
rebranded as Eyeworks Touchdown. Christie left the group in
2012, citing concerns regarding the impact of its strategy on the
quality of local content.
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•

– In 2007, Eyeworks bought the British company, At It Productions
(renamed Eyeworks UK) and the Argentinian production group,
Cuatro Cabezas, which has subsidiaries in Spain, Portugal,
Chile, Brazil, Italy and the United States, for $40m.
– In 2008, the Danish company, Easy Film, also active in Sweden,
Norway and Poland, became part of the group, with its main
subsidiaries renamed Eyeworks Denmark and Eyeworks Poland.
– Also in 2008, the German drama producer, Cologne-Gemini Film
was acquired.
– In 2010, Eyeworks Switzerland was founded.
– Also in 2010, Eyeworks acquired a majority share of the
Norwegian production company Dinamo Story (renamed
Eyeworks Dinamo).
– Alloy Entertainment was added to the group in June 2012.
– During 2012, the company was involved in controversy when an
Eyeworks team started working in hospital admissions for the
medical reality show 24 Hours: Between Life and Death. The
programme was cancelled after the first season following
protests during filming.
– In July 2013, Eyeworks acquired Nordisk Film TV Finland,
rebranded as Eyeworks Finland.
A sale of the company had been contemplated prior to the Warner
acquisition.
– In 2011, a strategic review was carried out by investment bank,
Goldman Sachs, with interest in acquiring the group reported
from De Agostini, Shine, ITV, and Sony.
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– The process resulted in the sale of the Eyeworks Sport division,
to the media holding company CMI and the closure of the
Interactive New Media unit. As a result, the Group reaffirmed its
focus as being exclusively on the creation and distribution of
prime-time TV entertainment.
• The company has now been renamed Warner Bros. International
Television Production.
Key Shows
Non-scripted
• Reality: Celebrity Splash, Adam Looking For Eve
• Game shows: Beat The Blondes, I Know What You Did Last Friday
• Infotainment: The Biggest Loser, Extreme Weightloss, Weight Loss
Edition (a.k.a. Obese), CQC
Scripted
• Drama: Old Belgium, Double Life, Dr. Deen, Bros Before Hos, Seinpost
The Hague, The Devine Monster, Wilsberg, Containment, The Most
Forbidden
• Comedy: Women On The Edg, The Lottery Kings, Funniest Wins
• Films: Stricken, Nova Zembla, The Happy Housewife, Chubby Drums,
Clean Hands, Lee & Cindy, Say Something Funny
• Documentaries: My Drug Addiction, Sorry for Any Inconvenience,
Supersize Teens: Can’t Stop Eating, Half Ton Dad, The Baby Bunch
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WBITVP Subsidiaries:
Shed Media (now Warner Bros International Television Production UK)
• Shed was founded in 1998 and grew via a series of acquisitions. These
included
– Ricochet (acquired in 2005, focus on factual entertainment),
– Outright Distribution (2006, to leverage the group’s own IP),
– Twenty Twenty (2007) and
– Wall to Wall (2007, long-running factual series, reality dramas
and docu-dramas).
• The company has traditionally focused on long-running drama series.
• Shed was the first major production company acquired by Warner Bros.
International Television Production, in August 2010.
– WBTV acquired a 56% stake in Shed valuing the company at
about £100m, with the remaining equity held by Shed
management and staff. The deal included an 8% minority stake
held by Zodiak Media
• While Shed Media remained an independent company, its Outright
Distribution division was merged into Warner’s operations.
• Shed Media’s turnover has edged downwards from £112m in 2012 to
£100.4m in 2013 (its last reported year).
• Warner acquired the remaining shares in the business in 2014 and it
was renamed Warner Bros Television Production UK.
• Key shows include Who Do You Think You Are?, Supernanny, Long
Lost Family, Waterloo Road and The Choir.
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WBITVP Subsidiaries:
BlazHoffski
• BlazHoffski was established by two TV producers Dan Blazer and Erik
van der Hoff in the Netherlands in 1996 .
– In 2007, BlazHoffski Belgium, serving Flanders, was set up.
– In 2009, Dahl TV and Levy Productions (renamed to BlazHoffski
Levy Productions ) became a part of the Group.
– The company have an exclusive arrangement with Levy
Productions, run by Gideon Levy.
– Warner Bros acquired a majority share in Blazhoffski in 2011
(price not disclosed).
• Active in Netherlands and Belgium, the group creates mainly nonscripted content for VPRO, AVRO, NTR, NCRV, KRO, VARA, BNN,
Nickelodeon, Net5, MTV and RTL 5
• key shows include Levy, Hello Goodbye, Intensive Caring, World’s
Strictest Parents, Winterbase.
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TV Market overview
•
•

•

•

•

As the chart shows, TV viewing has increased in recent years, along
with average levels for the nine countries.
In 2014, French households had on average of 6.4 screens (TV, tablet
and smartphone).
– 44% used various screens to watch live or delayed programming.
– Just 52% preferred to use their main television set, rather than
another screen to watch TV.
There are four main free channel networks in France (% of audience
share in 2014):
– France Televisions, 30.9%
– TF1 Group, 28.8%
– Groupe M6, 13.4%
– Canal+ Group, 8%
Their share has fallen in recent years as they have faced increased
competition from DTT channels with focus on specific niches and the
Pay-TV segment, which is strong in France.
– The combined share of the top four channels has fallen from 79%
in 2006 to 57% in 2013
Since 2009, the market has seen regulatory changes regarding
advertising.
– The amount of advertising that can be carried on the public
broadcaster, France Televisions, has been reduced with no
commercials permitted after 8pm. The intention is for all
advertising to be removed from the channel eventually.
– Commercial broadcasters were allowed to increase their
advertising volume from 144 to 216 minutes per day (ie from an
average of 6 to 9 minutes per hour)
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France Televisions
• The French public broadcaster, France Televisions, operates six main
channels which together are believed to account for over 50% of total
production spending:
– France 2 (mainstream channel with the second-highest audience
share at 14.3% in 2013),
– France 3 (a network of regional stations, 9.4% in 2014, down
from 9.7% in 2013),
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– France 4 (a digital TV service which focuses on arts programmes
and those targeted at young adults, 1.6%). Rumours persist that
it may be ended to enable spending reductions.
– France 5 (factual channel with talk-shows and documentaries
focusing on current affairs, 3.2%),
– 1ere (radio and TV for French overseas departments and
territories),
– France O (satellite channel with programmes from overseas
departments and territories 0.6%),
• Overall, the France Televisions channels represent around 50% of total
production spending.
TF1
• The main privately-owned channel is TF1 has the highest audience
share of all European channels at 22.9% in 2014 (up from 22.8% in
2013, but down from a high of 32% in 2005).
• Its parent company, Groupe TF1 (2013 revenues of €2.1bn), owns a
range of other channels including a 61% stake in Eurosport.
• TF1 accounts for around 30% of production spending.
• The company spent €615m on acquired rights in 2014 and €220m on
in-house production (366 hours of content produced in 2014, increase
of 40% on previous year mainly due to sports related production).
• Discovery and TF1 have cross-ownerships in various TV channels and
are also collaborating for TV production.
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Lagardère
Arte, 2.0%
Gulli, 1.8%

BFM TV, 2.0%
RMC Découverte,
1.0%
M6, 10.1%
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Groupe M6
• Groupe M6, another commercial network, is owned by RTL /
Bertelsmann. The company had revenues of €1.6bn in 2014.
– Revenues from production and audiovisual rights operations
totalled €111.4m in 2014, up 3.8 per cent in comparison with
2013.
– Advertising revenues dropped by 1.7% compared to 2013.
– Its main channel is M6, the third-ranked channel by audience
share, with 10.1% in 2014.
83
1222-10

European & North American TV Production: 2016

France
•

The company accounts for around 10% of production spending. Its
current priority is to resume scripted commissioning, which it has not
done in recent years.
Canal+ Group
• Canal+ Group, is owned by Vivendi.
• The company’s latest revenue is €5.3bn.
• Canal+ primarily operates Pay-TV channels but offers a limited range of
free-to-air channels with an 8% audience share.
• It has its own production arm, StudioCanal.
• The channels, Direct 8 (3.3% audience share in 2014) and Direct Star,
were acquired by Canal+ in 2012.
Pay-TV
• France has the largest Pay-TV sector in Europe with penetration
reaching 53.6% in 2014.
• The overall market leader is cable player, Numericable-SFR, formed as
a result of the recent merger.
– Further consolidation activity is expected.
• In 2014 there were about 10 SVoD platforms in France, primarily
operated by the traditional TV broadcasters.
– CanalPlay (Canal+), with 500,000 subscribers in December 2014
– Netflix with 250,000 subscribers in December 2014. Launched in
September 2014. Local content represents 15-20% of the Netflix
offer.
– Dailymotion (Vivendi 80%, Orange 20%), launched in 2005 and is
YouTube’s main competition in France. In 2013 the French
Government blocked an acquisition attempt by Yahoo. In 2012
the company had revenues of €37m and a target to reach €100m
by 2016.
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– MyTF1, TF1 Vision
– Jook, Videofutur, Filmo TV (first SVoD to be launched in France
in 2009)
Between 2009 and 2014 several French broadcasters and telecoms
companies announced other launches of SVoD ventures to compete
with Netflix and Amazon Prime, but most failed, primarily due to
competition in linear TV.
Further new ventures are being developed. For example, In August
2015 Pierre Lescure, founder of Canal+, and Jean-David Blanc, founder
of Allocine, were seeking €100m in investment to fund the start a new
internet service, Molotov, broadcasting Live TV online.
The French market is different for SVoD service providers as it suffers
legal limitations in comparison to other markets. The release window is
36 months for films that have been shown in cinemas. This window
does not apply to TV shows or films that has not been shown in
theatres.
Unlike in other countries, IPTV is the leading Pay-TV platform in France
– The country was an early adopter of IPTV technology with France
Telecom having 200,000 customers for its service as early as
2006.
– By 2014 there were 15.3m IPTV subscriptions in the market
overall and 4.9m IPTV households.
The development of French IPTV has been encouraged by several
factors including:
– Early unbundling of the local loop
– Early adoption of triple-play offers, including TV, by the main
telecoms providers and aggressive selling on at low price points
to their customer bases.
– Restrictions on satellite dishes in historical areas, eg central
Paris.
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Netflix is commissioning in France, but looking at different formats. For
example, it recently ordered a series of 10 x 10 minute episodes, at a
cost of c.€900k

Genre mix
• French TV has traditionally been strong in non-scripted with some
major reality TV shows, such as Secret Garden, taking high viewing
shares.
• Local scripted production has been at low levels, with most scripted
programming consisting of US imports.
• However, this is changing with an emphasis by leading channels such
as France 2, TF1 and Canal+ on commissioning French scripted
productions.
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Market size
TV Production market size and growth / €m

GDP, Advertising and TV Production revenue / annual % changes
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As the chart shows, the French TV production market is slightly over
€2.5bn in size, having fluctuated with economic cycles in recent years
but not shown trend growth since a post-2009 bounceback.
Prices across the market fell in 2009 – both for advertising slots and, as
a result, production – and are reported to have remained at reduced
levels.

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

•

2014

2015

Having recovered to 2011, poor overall economic performance saw
advertising drop sharply in 2012, and fall further in 2013, halting the
growth of the market, before stabilising in 2014.
The 16% fall in in TV ad revenue in 2009 was partly in response to the
economic downturn but it also reflected the cessation of prime time
advertising on France Televisions.
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– This was in response to EU demands that public service
broadcasters reduce their degree of dependence on advertising
funding.
– As this change coincided with the downturn in the economy the
reduction in supply did not lead to the expected corresponding
increase in rates for slots on independent channels.
More recently, the leading private sector networks, M6 and TF1, which
(alongside France Televisions) tend to have the biggest production
budgets, have continued to lose advertising revenue to DTT channels.
As the chart shows, despite the high penetration of Pay-TV in France,
subscription plays a smaller role in TV finance than in most other
markets. This follows from the lower prices associated with most
services.
Licence funding, however, is more important than in most markets.
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Production Companies

Largest production companies by number of hours broadcast
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•
•

The TV production market segments roughly evenly between the inhouse operations of the major networks and independent companies.
As the chart shows, amongst the independent companies, both Banijay
and Zodiak have increased their hours in the last year
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– This measure favours companies, such as Banijay and Zodiak,
which area skewed towards non-scripted production, as it has a
lower production revenue per hour
• Over the past few years film financing has dropped and as a result
some of the traditional film studios, such as Gaumont and EuropaCorp
have entered, or re-entered, scripted TV production.
Banijay
• Banijay has increased its production hours in the last year to take
overall leadership by number of hours broadcast on French TV.
• Its subsidiaries are Banijay Productions France, Air Productions and
H2O Productions.
• The company’s focus is primarily non-scripted.
• In 2012 the company launched Non-Stop People together with Mediatex
Systems. This is a celebrity-focused 24hr news channel on Canal+.
– The service was rolled out to Spain in 2015
• In 2014 it produced BBC’s The Weakest Link for D8, and that it would
produce the local version of Red Arrow’s The Lie.
• Other leading shows include Party Workers (W9 France), My Parents
Are Gonna Love You (NRJ12), Un Saison au Zoo (France 4), Taratata
(cancelled by France Televisions in 2013, but continues online on
MyTaratata.com), Trust (France 2), Its Only You (D8 France), L'Oeuf ou
la Poule ? (D8)
Zodiak France
• Zodiak France has seven production companies which operate
independently. They are: Marathon, Marathon Media, Tele Images
Productions, GTV, Adventure Line Productions, KM Productions and
Mona Lisa.
• Marathon and GTV both focus on historical drama.
– Leading Marathon shows include Saint-Tropez (which it claims is
the most widely-exported French series in the world), Dolmen
(TF1) and Secrets (M6).
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– GTV has been involved in international co-productions
(Highlander, Sydney Fox) as well as French series such as Night
Squad, The Counselors and Lea Parker.
– It has particularly strong relationships with France 2 and France
3.
• Marathon Media, acquired in 2007, claimed to be France's top producer
of animated programming and one of the leading producers worldwide
with content such as Totally Spies!, Rekkit Rabbit, and The Amazing
Spiez.
• Tele Images also focuses on animation along with fiction programmes.
• KM focuses on news and current affairs, including Le Grand Journal, a
daily talk show on Canal+. It is also strong in coverage of horse racing.
• Adventure Line focuses on drama and entertainment, supplying all the
main terrestrial broadcasters as well as cable and satellite channels.
– It produces a range of its own shows including Family Explorer
and Happy Hour as well as adaptations of acquired foreign
formats, eg Survivor, Popstars and How to look good Naked.
– It supplies all the French terrestrial broadcasters as well as DTT,
cable and satellite channels.
• Mona Lisa focuses on factual productions including science and nature
programmes.
– It also produces corporate / advertising films
Lagardere Unlimited
• Lagardere Unlimited is the production arm of the leading French media
group, Lagardere Group, which has extensive interests including
magazine and electronic publishing, retail, events and talent
management. Its TV production focus is sports and live events.
– Total group sales were €7.170bn in 2012 (-2.8% compared to
2012).
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– In 2014 the Unlimited division (TV production & sports) had
revenues of €394m, down from €409m in 2013.
• It is the leading production company serving France 5. It also serves
TF1, FTV, M6, Arte and Canal+.
• In 2013, it produced over 95 hours of original fiction programming in
prime time.
Fremantle
• FremantleMedia France was set up in 1988 as a part of the
international FremantleMedia Group, the production arm of RTL.
• Its most successful format is Going for Gold, which has been on air
since 1988. Other shows include: Price is Right (Le Juste Prix),
Password (Mot de Passe), Idols (La Nouvelle Star), Got Talent (La
France a un incroyable talent), The X Factor and The Farmer Wants A
Wife (L'amour est dans le pré)
– In September and October 2015 the company acquired the
French scripted production studios Fontaram (51%) and Kwai
Newen
• Newen Group has three main production subsidiaries: Telfrance, Capa,
Be Aware and 17 juin Me.
• Telfrance produces the highest-rated French soap Plus Belle La Vie
while Capa makes shows such as Canal Plus’ Braquo or Versailles,
among other series.
• Other leading shows include:
– Non-scripted: The Next Jr Circus Star, Gone up in Smoke,
Challenge the Host, The Greatest Fan
– Scripted: Versailles, Braquo (co-produced for Canal+), Le Grand
Journal (talkshow, Canal +)
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In November 2015 TF1 acquired a 70% stake in Newen holding
company FLCP, previously owned by Fabrice Larue and the BPCE
group.
Endemol France
• Endemol was, until recently, the market leader in France. This was
based on its relationship with TF1.
– For many years it enjoyed an exclusive arrangement with the
broadcaster which gave it significant guaranteed volumes of
production hours.
– However, this was ended by TF1 in 2012, citing the need to deal
with a range of production companies to obtain the most
innovative formats.
• While Endemol lost ground at TF1 as a result, the ending of the
arrangement released it from the obligation to give first refusal of all its
content to that channel hence it was able to make some gains
elsewhere.
• It is strong in reality / non-scripted programming and its leading shows
include Les 12 coups de midi, Morandini!, Secret Story and Money
Drop.
• In France, unlike in other markets, Endemol and Shine still trade as
separate entities.
Troisieme Oeil
• Troisieme Oeil is the leading independent production company in
France.
• In recent years there have been market rumours that it has been
considered as a potential acquisition by one of the leading groups, in
particular, FremantleMedia, but no deal has so far taken place.
• Its subsidiaries include Cap Press (news agency), Hide Park
(commercials, music videos) and La Mondiale de Productions, CZ
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Its leading show is C a vous which accounted for over half of its
production hours.
• Others included Telle est ma télé and Zemmour et Naulleau.
Flab Productions
• French production company launched in 2004. Focus on sports,
scripted and reality shows.
• Non-scripted: Le Tube (Canal+), Harlem Two Faces (Escales),
Commissaires-Priseurs (Arte)
• Scripted: Histoires Secretes de la Tele Realite (Canal+)
Effervescence Productions
• Founded in 2005 by Simone Halberstadt Harari
• The company produce drama, non-scripted, gameshows,
documentaries, digital games and light entertainment.
• Non-scripted: Hold on to Your Seat (France 2), Slam (France 3), Grand
Slam (France 3)
• Scripted: Pierre Brossolette: Moonlight Crossings (France 3), Last
Resort (France 2), Love Naturally (M6)
Studio Canal
• Studio Canal is the production division of Canal+.
• The company owns the third largest film archive globally with over 5000
movie rights.
• Its production activities has been limited to film and scripted content.
• StudiCanal has close relationships with Lionsgate and Universal. Its TV
production interests include stakes in:
– Tandem Productions – acquired in 2012
– Red Production Company – acquired in 2013
• Key shows include: Down By Love (started filming 2015), Paddington,
Shaun The Sheep, Happy Valley (UK, Red Entertainment)
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– In 2014 Vivendi (CanalStudio parent company) acquired Youtube
comedy producer Studio Bagel
– In 2015, Vivendi (CanalStudio parent company) acquired Flab
Prod, a French independent production company. The company
also acquired a 90% stake in DailyMotion.
Gaumont Film Company
• Gaumont is a film production company which has recently increased the
amount of scripted TV production work which it carries out, since restarting its TV division in 2012.
• Cine Par is its majority owner with other shareholders including First
Eagle Investments, Bollore and GIMD.
• Gaumont had revenues of €190m in 2014, up from €169.1m in 2013.
– About 40% of revenues came from TV production with 60% from
film production.
– VoD accounted for €3.3m in 2014, down from €3.4m in 2013.
• Past acquisitions include: Autrement Productions (2009), animation
studio Alphanim (2007, €25m), Nouvelles Editions de Films (2011,
€3.1m), and Fideline Films (2013)
• In 2011, the company Opened Gaumont International in the US for
distribution and production purposes.
• Gaumont’s archive included almost 950 films in 2013.
• Scripted co-productions included: Hannibal, Hemlock Grove,
• 2015 productions include:
– F for Family for Netflix,
– Hemlock Grove for Netflix,
– An animation for Canal+
– A drama series for France 2
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EuropaCorp
• EuropaCorp is also a film production company which has moved into
TV production in recent years.
• In 2014 the company had revenues of €227.5m, of this c.€60m came
from TV distribution and production activities.
• The company is also active in the US via a distribution joint venture with
Relativity
• Recent key (scripted) shows include: No Limit (TF1), Section Zero
(Canal+)
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Forecast
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Market growth is likely to be slightly slower, with Pay-TV and Online TV
taking a share of the growth in ad revenues and the share of the main
commissioning channels gradually decreasing.

GDP growth remains weak, falling to 0.8% in 2014, but recovery is
expected to gather pace from 2015 onwards, exceeding 3% by the end
of the period.
A better economy is expected to support growth in TV advertising, at a
similar rate to GDP.
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TV Production forecast market size and growth / €m
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•

Given the modest improvement in television advertising spending and
other factors in the French economy, we expect the market to stabilise
in 2014 and 2015 but for recovery to be marginal.
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This implies no significant market growth on the horizon with
spending remaining around €2-2.1bn throughout the period to 2018.
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Key market data
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TV Market overview
•
•

•

•
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As the chart shows, TV viewing in Germany has increased in most of
the last few years but slipped back slightly in 2014.
Germany has a sophisticated TV industry with two public broadcasting
networks, ARD and ZDF, and a range of private operators, of which by
far the most important are RTL and ProSiebenSat.1.
In total, German broadcasters serve 618 channels. However,
commissioning activity is relatively concentrated with over 90% of
spending carried out by the four major broadcasters.
The public networks operate both regional channels and a national
service.
– The main channels of the two public networks have a combined
share of viewers of around 25%.
– They are funded mainly by a TV licence (currently charged at a
rate of €17.98 per household per month) with advertising revenue
making up about 10% of funding.
– Advertising on these networks is restricted to a maximum of 20
minutes a day with none on Sundays, public holidays or after 8
pm.
The individual channels with the highest audience shares in 2014 were:
– ZDF 13.3% ( up from 12.1% in 2011),
– Das Erste 12.5% (up from 12.4% in 2011, ARD),
– RTL 10.3% (down from 11.3% in 2011),
– SAT. 1 8.1% (down from 8.2% in 2011, ProSiebenSat.1).
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ARD
• ARD is a federation of seven regional TV broadcasters and 54 regional
/ local radio stations. It is now the world’s second-largest public
broadcaster, after the BBC.
• In 2013 the group had revenues of €6.28bn
• The company has its own in-house content acquisition and coproduction division – Degeto. Degeto is a major buyer of drama and TV
films in Germany. In 2012 it co-produced or acquired some 60 TV
programmes.
• It broadcasts four national channels, which are:
– Das Erste – historically the most popular German channel but in
2013 was overtaken by ZDF. It is a co-production of the
individual regional broadcasters.
– EinsFestival - broadcasts mainly films, drama series,
documentaries and music programmes.
– EinsPlus - focused on documentaries and factual programmes.
– Tagesschau24 - a news channel.
• Each of the seven regional broadcasters also has its own channel
which are together termed die Dritten (The Third Channel).
• ARD is also involved in several joint ventures which operate further
channels.
• ARD also produces some of the content of a number of cable and
satellite channels. These include:
– Phoenix (news current events, documentaries, with ZDF),
– KiKA (children's, also with ZDF),
– 3sat (cultural programmes, jointly operated by ARD, ZDF,
Austria’s ORF and Swiss SRG SSR),
– Arte (Franco-German bilingual cultural channel, also with ZDF).
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ZDF
• ZDF (Zweites Deutsches Fernsehen, or Second German Television) is a
national broadcaster which, like ARD, is funded via licence fees and
limited advertising. Its main channels are:
ZDF, its main channel with content spanning a range of genres, with
12.8% viewing share.
ZDFinfokanal (a topical information and news channel),
ZDFkultur (culture-oriented channel),
ZDFneo (youth channel).
• As mentioned above, it is also involved in several joint channels with ARD
(eg Phoenix, KiKA, 3sat, Arte).
• ZDF’s content acquisition and co-production subsidiary is ZDF
Enterprises, made up from four genre divisions: Junior, Entertainment,
Drama, and Factual.
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RTV
• RTV Deutschland is part of RTL Group, which operates 54 TV channels
and 27 Radio stations in eleven European countries, making it Europe’s
largest television broadcaster.
– It is majority-owned by the German media corporation,
Bertelsmann.
• RTL Deutschland’s audience share has been 10-15% in the last fifteen
years.
• Its television content is created mainly by its own production company,
FremantleMedia UFA.
• In April 2015, the company, together with French company TF1,
entered a pact with NBCU Television to produce US style procedural
dramas. The deal is expected to result in up to three new drama series
over the next two years. NBCU Television will produce versions in the
US.
• Its main channels are:
– RTL TV, a general channel, which has a share of 10.3%
– RTL II - a second general channel for which the key programmes
are Who Wants to Be a Millionaire? (currently on season 14) and
Big Brother (now on season 11, although the viewer ratings have
been declining - from almost 70% for season 1 to below 10 %
currently).
– VOX - the main content is documentaries and American series
and movies.
– N-tv - a news channel.
• It also has four themed Pay-TV channels:
– RTL Crime - criminal series, mainly German and American
productions.
– RTL Living - trends, lifestyle, hobbies, traveling.
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– Passion - a channel aimed at a female audience (soap operas).
– RTL Nitro - a channel aimed at a male audience.
– Super RTL - a children’s channel - RTL and Disney each hold
50% of its shares.
– RTL interactive - an online TV channel.
All RTL channels are broadcast in HD.

ProSiebenSat.1
• ProSiebenSat.1 Media Group was formed in 2000 by merger of German
TV broadcasters ProSieben Media and Sat.1 SatellitenFernsehen.
• In addition to its German channels, it also operates in 12 other countries
including Austria, Switzerland, France, Hungary and Romania.
• The group is publically quoted. Until recently, it was majority-owned by
the private equity firms, Permira and KKR, which acquired it from its
previous owners in 2005. However, in January 2014, KKR and
Permira were able to make a successful exit, selling their remaining
stake in a strong market for €1.26bn.
• Its main channels are:
– Sat.1 - the group’s most popular channel with general content
(10.2% audience share).
– ProSieben - a general channel focused mainly on German and
American productions.
– Kabel eins - broadcasts mainly American films, series and
documentaries.
– Sixx - a channel aimed at a female audience.
– Sat.1 gold - a channel introduced in January 2013, aimed at a
female audience aged 49-64.
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Pay-TV
• There were 90 Pay-TV channels available in Germany in 2014: 40 in
the entertainment genre, 15 in sports, 15 in documentaries, 10 in music
and 10 in the children’s programming genre.
• Penetration is higher than in most European countries at 53.9% (2015).
– Cable is the main platform with 42% penetration, but it is losing
share to both satellite and IPTV / OTT services.
– Pay DTT remains very small.
• Factors which have limited the growth of the Pay-TV sector include:
– The strength of German free-to-air TV
– Reluctance on the part of cable subscribers to upgrade to digital,
leading to ARPU remaining low.
• Kabel Deutschland is the segment leader. It was acquired by Vodafone
in 2013 for €7.7bn and has 7.8m subscribers
• The other main cable proivider is Unitymedia (Liberty Global), which
acquired the number 3 player, Kabel BW in 2012.
• Sky Germany, which had revenues of €1.6bn in 2014 and 3.7 million
subscribers, is the main satellite service. With its main focus being on
sport and films it has not traditionally been a big spender on original
productions.
– The company has launched its OTT service, Snap by Sky, to
offer premium content to non-subscribers.
• Deutsche Telekom has over 3m subscribers for its Entertain IPTV
service, launched to capitalise on its high-speed broadband rollout.
• Netflix launched its OTT service in September 2014. It is available on
Entertain IPTV and to Vodafone mobile subscribers as part of their
packages.
• Pay-TV companies invested €1bn in programming in 2014, with an
increasing amount on original content.
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Market size

TV Production market size and growth / €m

GDP, Advertising and TV Production revenue / annual % changes
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As the chart shows, the German TV production market is over €4bn in
size. This makes it the largest in Europe.
Market growth has been supported by the strength of the German
economy which has led to robust advertising revenues, of which the two
leading independent terrestrial broadcasters, RTL and ProSiebenSat.1,
account for the overwhelming majority.
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As the chart shows, TV industry revenue has continued to grow in
recent years with increases in all categories.
Advertising represents a slightly lower proportion of TV industry
revenue than in other European countries, largely as a result of the high
level of public funding, and limitations on advertising carried by the
public networks in Germany.
While higher than in most countries, the licence fee has not increased
from its current level of €215.76 per year since 2009.
The high level of licence fee in Germany means that its television
industry has historically been less dependent on advertising and
subscription than other European markets.
– This has given the industry a degree of protection from more
volatile revenue streams.
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Production Companies

Largest production companies by number of hours

Source: MediaDb

•

•

As the chart shows, UFA, the German arm of FremantleMedia, owned
by RTL, was the largest production company in Germany by number of
hours broadcast in 2012.
It is followed by a mixture of independents, super-indys and in-house
production operations.
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The market remains relatively fragmented with a large number of
smaller independents still responsible for over 50% of overall production
activity.
• The European audience for German speaking programming is about
100 million (Germany, Austria, and Switzerland)
Banijay (Brainpool)
• Brainpool, founded in 1994 was acquired by Banijay in 2009 (50%) and
2012 (remainder)
– It was a subsidiary of VIVA Medien AG between 2001 and 2006,
until a management buyout in January 2007.
• It specialises in comedy and light entertainment programmes and also
operates a series of live shows.
• In 2011 it raised €1m in a week through crowdfunding for the film
Stromberg-Der Film
• It produces about 320 hours of programming a year. Its programmes
include Eurovision Song Contest, No idea? (Clueless) and an awardwinning comedy Stromberg
• Other key shows include:
– Non-scripted: Schall den Raab, PopStars (RTL 2), LUKE! (Sat 1),
Ladykracher, Pastewka
UFA (FremantleMedia)
• FremantleMedia Group’s German production company is UFA, which
has 7 subsidiaries (UFA Fernseh Produktion, UFA Cinema, UFA
Entertainment, Grundy UFA, Grundy Light Entertainment, TeamWorx
and Phoenix Film).
• It is believed to be the largest independent production company in
Germany.
• Revenues were about €320m in 2003.
• UFA offers a wide range of entertainment programmes (films, series,
reality shows, game shows).
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It claims to have more long-running programmes than other German
production companies.
• The company’s most recent success includes Deutschland 83 (TV
series of 8 episodes x 60 minutes) which has been acquired by 20
leading broadcasters.
• Key shows include:
– Non-scripted: X Factor, Das Supertalent, Alles was zählt (RTL),
Du Hast Die Macht (UFALab, online), Bauer Sucht Frau,
Krassnitzers In Vino Vita
– Scripted: Deutschland 83 (RTL), Ku’damm 56, Familienfest,
Unter Uns (RTL)
Studio Hamburg
• Studio Hamburg is a large group with a number of subsidiaries and
shares in many production companies.
• In 2011 ZDF acquired a 49% stake in the company.
• The studio is mainly famous for its award-winning feature and television
films but it has also produced series like Tatort, Doctor´s Diary, Die
Rettungsflieger and many others.
• It also created a series of nature documentaries for the ADR network.
• Other key shows include:
– Non-scripted: Hof sucht Bauer (ZDF), Mit Herz und Hammer
(ZDF), Quatsch Comedy (Watch4), Plötzlich Krieg? – Ein
Experiment (ZDFneo)
– Scripted: Ellas Entscheidung, Die Pfefferkörner
Constantin Television
• The company was established in 2006 as a TV production division of
Constantin Film.
• Constantin Entertainment Group created 1500 hours of content in 2013
for all major broadcasters . It operates in fourteen countries.
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Key shows include:
– Non-scripted: Dahoma is Dahoam, Der Gebrauchte Mann
– Scripted: Frauentausch, Die Pfeiler Der Macht, Schmidt (RTL),
Ich Will Dich…, Eisfeiber (ZDF, Mediaset), Winterkartoffelknödel
MME Moviement (All3Media)
• Owned by All3Media, MME produces a broad range of programming for
all of Germany’s major broadcasters. Its subsidiaries are Filmpool,
MME Entertainment and White Balance.
• Its shows include Cases of Doubt, Families at the Crossroads, Berlin Day & Night, Polizeiruf 110 Rostock, Countdown, etc. MME has
successfully introduced All3media formats such as Undercover Boss to
the German market.
• Key Shows include:
– Non-scripted: Auf Streife (Sat 1), Verdachtsfälle (RTL), Berlin
Tag & Nacht (RTL 2)
– Scripted: Die Trovatos - Detektive decken auf (RTL)
Endemol
• Endemol Deutschland creates content of all genres for all major
broadcasters with a focus on reality and non-scripted formats. Some of
the most successful shows are Millionaire, Big Brother, and the comedy
Stars bei der Arbeit (Stars at Work).
• In 2010 the company acquired Wiedemann & Berg Television
• In 2011 the company acquired a majority stake in the reality and
gameshow prouction company Herr P.
• Key shows include:
– Non-scripted: The Brain, Host in a Box
– Scripted: Die Dasslers (Sat 1), Mama Geht Nicht Mer (ZDF)
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ZDF-Enterprises
• This is the state broadcaster, ZDF’s privately-owned production
company. As well as production it is also responsible for other rightexploitation activities including overseas programme sales, licensing,
international co-productions and marketing of online rights. The
company focus on content acquisition and co-production.
• In 2011 the company acquired a 49% stake in Studio Hamburg
• ZDF Digital Medienproduktion GmbH is a digital productions subsidiary
of ZDF Enterprises.
• Key shows include:
– Scripted: Stromberg, Der Kleine Mann, Pastewka, Anke,
Ladyland
ITV Studios
• ITV Studios Germany is the German subsidiary of the British
broadcaster.
• In 2008 the company acquired a 51.2% stake in Imago TV
• It was formerly known as Granada Productions and rebranded in 2011.
• It focuses on producing German versions of the successful UK formats.
• The main genres are comedy and entertainment formats.
• Key shows include:
– Non-scripted: Das Perfekte Dinner, Gefragt Gejagt, Grill den
Henssler, Der Besserwisser,
– Scripted: Der Knastarzt, Der Letzte Bulle, Ein Fall Fur Fingerhut
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Redseven (Red Arrow)
• Redseven Entertainment is part of the Red Arrow Group (formerly
SevenOne International), a production arm of the broadcasting group
ProSiebenSat.1.
• It comprises fifteen production companies across nine countries, rapidly
expanding to different markets (new offices in Los Angeles opened in
2011 and in Hong Kong in 2012).
• It created internationally successful shows such as My Man Can (sold
to over forty countries including UK's ITV) and Body & Brain (sold to
Mediaset).
• Key Shows include:
– Non-scripted: The Biggest Loser (Sat 1), Germany’s Next Top
Model, The Taste (Sat 1), Hochzeit auf den ersten Blick (Sat 1)
– Scripted: Gossip (Sat 1), Schwarz Rot Pink (Sat 1), Heroes of the
Internet (ProSieben)
Fernsehmacher
• Key Shows include:
– Non-scripted: Lichter! Lafer! Luscious! (ZDF), Germany’s
Greatest Barbeque Show (ZDF), Kitchen Battle (1+ million
viewers every week, ZDF)
StudioCanal
• The company is the German subsidiary of the French TV production
company owned by Canal+.
• In 2012 the company acquired Tandem Communications, a German
content distribution and production company.
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Forecast
•

German GDP has been strong relative to elsewhere in Europe with the
rate of growth forecast to continue at above 2.5%
– This is expected to support a similar level of growth in advertising
revenues and overall TV industry revenues.

GDP, Advertising and TV production forecast annual % changes
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German TV Production forecast market size and growth / €m
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•

As the chart shows, we expect these trends to support a similar ongoing
increase in German TV production, to approach €4.5bn by 2019.
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Global
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/ $bn/ minutes per person
Average
daily
viewingsplit
figures

TV Market overview
•

•

•

•

•

As the chart shows, TV viewing in Italy has consistently been at or
above average levels, with recent growth is believed to have been
driven by enduring high levels of unemployment.
Overall TV market revenues were €8.02bn in 2013, down 4.4% on
2012. The Free-to-air segment was worth €4.69bn while Pay-TV was
worth €3.33bn.
There are two major broadcasting groups in Italy:
– RAI, the publicly-funded broadcaster.
– Mediaset, which is privately owned and in which Fininvest, the
holding company of the family of the former prime minister, Silvio
Berlusconi, has a 38.6% stake.
Historically, Italian TV broadcasting has been very concentrated with
the two leading networks having a high audience share 79.3% in 2013.
– These two groups have accounted for around 90% of production
spending.
– The most popular individual channels are RAI 1 (17.4% in 2013),
Canale 5 (Mediaset, 16.0%), RAI 3 (7.0%) and RAI 2 (6.5%).
Other broadcasters include:
– Smaller terrestrial channels such as La7 (4.3% audience share in
2013)
– Multichannel satellite networks including Sky Italia (6.2% in
2013).
– Discovery Group (5.5% in 2013)
In recent years the trend has been for both Mediaset and RAI to lose
share, with Sky Italia’s channels and new DTT services (first launched
in 2012 with six further frequencies auctioned in 2013) being the main
beneficiaries. DTT penetration was 84.4% by 2013 with more than 200
Free-to-Air channels were available
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•

•

Italian TV has a relatively large non-scripted segment. There is
significant use of imported formats with interviews suggesting a
reluctance on the part of either of the main broadcasters to risk new
shows which have not already been proven in other markets.
Both major broadcasting organisations have extensive in-house
production operations with outsourcing of production focused on local
versions of internationally proven hits. This gives some opportunities to
international super-indy groups but little for smaller, local independents.
As a result, there are believed to be far fewer such operators in Italy than
in most other European markets.
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The combined external production spend of the two leading
broadcasters plus Sky Italia and La7 is estimated at around €440m.
Mediaset in particular has reduced its spending on scripted production
in recent years to protect its profitability. Levels are believed to be 40%
lower than 2-3 years ago
RAI
• RAI is financed by a combination of licence fees (c.60%) and
advertising revenue. The company received €93.2m from the Italian
government in 2014, up from €78.6m in 2013.
• The company had revenues of €2.3bn in 2013.
• The network had been loss-making, reporting losses of €62m, €150m,
€60m and €245m in 2009-12. However, it made a small profit of €5m in
2013.
– It had been heavily impacted by decreasing advertising revenue
during the downturn, reporting that its ad revenues in the second
half of 2012 were €72m lower than the same period in 2011.
– This led to the accumulation of debts of c.€200m.
– In 2012, the Italian government, looking to reduce its deficit, ruled
that RAI had to make significant budget cuts. This has led to a
range of service reductions and redundancies including closure
of foreign news bureaus and reductions in commissioning
spending.
• Partial privatisation was considered in 2005 but the proposal was
abandoned due to poor profitability of the network at the time. Some
opposed the proposal as it was considered that Mediaset could be a
potential buyer leading to greater concentration of television ownership.
• The main RAI channels are:
– RAI 1 - a general channel targeted at a family audience.
– RAI 2 - also a general channel but aimed at slightly younger
audience than RAI 2.
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4.9%
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~35%
Cielo
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TOP Crime
1.1%
Boing
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RAI 3 - a channel focused on regional issues.
RAI 4 - a films and series channel.
RAI 5 - a cultural channel with documentaries.
RAI Premium - drama series.
RAI News - news channel.
RAI Gulp - a children and teens’ channel.
RAI Yoyo - a pre-school children’s channel.
RAI Sport 1, RAI Sport 2 – sports channels
RAI Storia - a history channel.
RAI Movie - a film channel.
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– RAI Scuola - an educational channel dedicated to languages,
science and teaching.
– RAI HD - HDTV channel, broadcasts programs from the other
channels in HD.
Mediaset
• The group controls 44 channels in Italy with an audience share of
c.30%
• As well as its free-to-air channels, it also offers Mediaset Premium
platform, which operates pay-per-view football channels, film channels
and children’s channels. This service had 1.7 million subscribers in
June 2015, down from 2.9 million subscribers in September 2011, and
form 3.9 million at 31 December 2010.
– Since 2009 it has also offered an on demand service, rebranded
as Premium Playing in 2011.
– As a result of dropping subscribers the company focused its PayTV services on sports, and football in particular, looking to
compete directly with Sky.
– In July 2015, various media outlets reported that Sky had made
an offer for Mediaset’s Pay-TV division.
– In September 2015 the company reported 1.83 million
subscribers on the back of a marketing drive following its
performance in June 2015. The company stated as an aim to
reach 2 million subscribers by the end of 2015.
• Like RAI, it was heavily impacted by the decline in advertising revenue,
reporting a fall in the revenue of its Italian operations from €2,835m in
2012 to €2,589m in 2013 and €2,483m in 2014
• In August 2015, the company reached agreements concerning digital
content rights across various platforms with NBC Universal and Warner
Bros.
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Its channels include:
– Canale 5 (HD) - the second most popular Italian channel (16.1%
in 2014, up from 15.9% in 2012) with general entertainment
content. Its key show is Big Brother.
– Italia 1 - a general channel oriented at a younger audience.
– Rete 4 - a channel broadcasting foreign, mainly American, series
– Boing - a children’s channel (operated jointly by 51% Mediaset
and 49% Turner Broadcasting System).
– IRIS - a films and series channel.
– La5 - a channel aimed at a female audience.
– Mediaset Extra - rebroadcasts the network’s most popular
programmes.
– Italia 2 - a channel targeted at a male audience.
– Mediaset TGCOM 24 - a news channel.
– For You - a shopping and film channel.
La7
• La7 is a smaller private channel which was sold by Telecom Italia
Media to Cairo Communications in 2013, the media company run by
Urbano Cairo, who is also chairman of the Turin Football Club.
• It has a niche focus on quality programming rather than mass
entertainment to maximise its ratings. Production budgets are small.
Pay-TV
• Pay-TV penetration is lower in Italy than most European markets and
they have been decreasing in recent years:
– 2014 levels were 26.2%, down from 30.9% in 2011
• The main platform in satellite.
– The country does not have a significant cable network.
– IPTV penetration, held back by Italy’s poor broadband
infrastructure, is also low.
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Sky Italia (now Sky Europe)
• Sky Italia is the leading Pay-TV service. It is a digital satellite platform,
owned by News Corporation, which launched in 2003.
• Its number of Pay-TV subscribers grew rapidly in 2010, helped by its
decision to offer the Sky Digital Key and the My Sky HD box free to new
customers.
• Its audience share reached 5.4% in 2012. Sport is a key area for the
channel, mirroring its strategy in other markets such as the UK.
• In April 2013, the network had 4.57 million subscribers. It no longer
releases numbers of TV-specific subscribers but current figures are
believed to be around 4.7m
• In 2013 Sky Italia had revenues of €2.6bn.
– The majority, €2.3bn, originated from Pay-TV subscriptions,
accounting for a 77.8% of Italy’s Pay-TV market share.
• Sky’s main production relationship is with Fremantle, from whom it
takes the X-Factor, Farmer’s Wife and Masterchef. It also uses Banijay
and is now investing in scripted production.
• In 2014 Sky Italia was merged with Sky’s operations in Austria,
Germany, UK and Ireland.
• The platform offers its subscribers a range of 190 channels. Its own
themed channels include: Sky Italy Srl, Sky 3D, Sky Movies, Sky
Sports, Sky Calcio, Sky TG 24, Sky Sport 24, Sky Meteo 24, Sky One,
Sky Assist, Sky Inside, Sky Primafila, Heaven.
IPTV / OTT
• In 2012 only 10% of Italy’s population had access to superfast
broadband compared to 60-75% in the UK, Germany and Spain.
• The IPTV services Fastweb and Wind closed down in 2012 as a result
of poor infrastructure and the economic situation.

•
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In October 2015, Netflix launched in Italy.
– It has ordered an original Italian scripted programming based on
Suburra, a film produced by Italian company Cattleya (owned by
DeAgostini, Intesa Sao Paulo, and Universal Studios, each
holding a minority stake). This was due to be shown in cinemas
in Italy and through Netflix in the US on the same day in October
2015, and through Netflix in Italy from 2016.
In 2015 Telecom Italia announced content deals with Sky, Netflix and
Mediaset Premium. It has about 7 million broadband customers which
make up more than 60% of the fixed broadband market in Italy.
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Market size
TV Production market size and growth / €m

GDP, Advertising and TV Production revenue / annual % changes
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•

•

As the chart shows, the Italian TV production market is around €1.5bn
in size.
Growth has been limited as a result of the problems in the Italian
economy generally, falling advertising revenues and specific issues at
the two main TV networks, leading to cuts in production budgets.

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

2015

2015

Source: IMF, PWC, Ovum, company accounts, Apex Insight market model

•

2014

Advertising spending stabilised in 2014 allowing the finances of the two
main networks to recover, but has once again been weak in 2015,
threatening any further production market recovery.

1222-10

113

European & North American TV Production: 2016

Italy

•

TV industry funding structure / €bn
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years as the Italian economy has struggled.
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nearly offset the reduction in advertising revenue.
– Up until 2010, subscription increased with the growth of Pay-TV
networks such as Sky Italia. However it has fallen back in the
since then with high unemployment impacting renewal rates.
Furthermore, subscription channels spend a greater proportion of
their funding on sports and films, hence do not drive demand for
production to the same extent as the traditional networks.
The licence fee for 2015 has been set at €113.5 per year.
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with evasion levels estimated at around 40%.
– The government plans to tackle this by reducing the fee to €100
and collecting it via utility bills.
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Production Companies
•

•

•
•
•

The Italian production industry can be divided into four segments with
several of the leading companies being aligned with one or other of the
main networks:
– Larger companies which work mainly or wholly for RAI. These
include LDM Comunicazione and Ballandi
– Larger companies in which Mediaset has a shareholding and
which work mainly or wholly for it: Ares Film, Fascino, Taodue
Film and Endemol.
– Larger groups which are independent of either of the main
broadcasters and which supply a range of customers: Magnolia
(owned by Zodiak) FremantleMedia and Publispei.
– Small companies which produce just one or two shows. There
are around 40 such companies of a significant size.
The market is relatively consolidated compared to those elsewhere in
Europe. Endemol has historically been the market leader. As the chart
shows, the top three accounted for around 50% of total broadcast hours
in 2007 (the latest data available).
A significant amount of production is carried out in-house with RAI
producing over 60% of its own content for access and prime time slots.
In June 2015, the Film tax credit incentive with no per-project cap was
extended to include fiction television.
The leading companies are described below.
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Ambra Multimedia (Banijay)
• Ambra Multimedia was founded in 2012 by Marco Bassetti after he left
his position as president of Endemol.
• In December 2013 the company was acquired by Banijay Group and
Basetti was made CEO of Banijay Group. In the same year Ambra
acquired a 65% stake in newly formed NonPanic, headed by Filippo
Cipriano (35%), who became MD of Ambra Banijay Italy in April 2015,
and Piergiorgio Camilli (5%).
• The company focus on non-scripted entertainment production,
distribution and local adaption of shows.
• Key shows include:
– Non-scripted: Stasera Mi Tuffo (local adaption for Mediaset),
Temptation Island (Canale 5), Senza Parole (Rai 1), Si Può Fare
(Rai 1), Sognando Il Giro (Gazzetta.tv), Unstoppable (La 7)
Magnolia (Zodiak)
• Founded in 2001, Magnolia was acquired by DeAgostini in 2007 to form
the Zodiak Media Group in 2010. It has two subsidiaries: Magnolia
Fiction and Magnolia TV Espana.
• In 2014 hired Leonardo Pasquinelli (formerly VP Operations at Endemol
Italia) as CEO.
• Magnolia is focused on production of entertainment and infotainment
shows, and recently also TV drama series.
• Key shows include:
– Non-scripted: Monte Bianco (co-prod with ALP, RAI2),
Undressed (Deejay TV), Piazza Pulita (LA7), Bake Off Italia
(adaption format from BBC, Real Time)
– Scripted: La cena dei cretini (Comedy Central)
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Endemol Italia
• In 1998 Endemol entered the Italian market by acquiring 45% in ARAN,
then one of the largest independent production. Revenues for ARAN
were $25m.
• In 2007 Mediaset acquired a third of Endemol. This stake was fully
disposed of in 2012.
• Endemol Italia creates entertainment programmes across a wide range
of genres, in particular reality shows, game shows and fiction / drama
series. Its most successful shows include Big Brother, Who Wants to
Be a Millionaire?, Deal or No Deal, The Money Drop and 1 contro 100.
• Key shows include:
– Non-scripted: Snog Marry Avoid, X-Factor (Sky Italia), Italia’s Got
Talent (Sky Italia), Big Brother (Canale 5), Tale e Quale Show
(local adaption, Rai 1)
– Scripted: Le Tre Rose di Eva 4 (Canale 5)
FremantleMedia
• FremantleMedia Italia (formerly Grundy Italia), produces shows for both
RAI and Mediaset. It entered the market in 1994 and gained an
important position four years later after the acquisition of Mastrofilm.
• Grundy was an Australian production company that expanded into
Europe in the 1990’s In 1995 it was sold to Pearson and was run as
Grundy Italy up to 2013 when it changed its name to FremantleMedia
Italia SpA,
• In August 2015, the company acquired a 62.5% stake in Wildside, a
scripted specialist currently producing The Young Pope, sold into HBO,
Sky and Canal+ through FremantleMedia. Wildside was created in 2009
of a merger between Wilder and Offside production companies.
• FremantleMedia has traditionally been strongest in game-shows and
talent shows, such as Idols, Got Talent and The X Factor, but in recent
years it has invested heavily in scripted content.
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Its most important show is the long-running Italian soap opera, Un
Posto Al Sole (A Place in the Sun).
• Key Shows include:
– Non-scripted: Take Me Out (Real Time), L’uomo Di Casa, Xfactor, La Chef Ela Boss (Real Time), Vodafone #First (Branded
content for Vodafone)
– Scripted: Cronache Di Frontera (Chronicles of the Frontier,
SkyTg24)
Lux Vide
• The company was founded in 1992.
• Lux Vide creates fiction aimed at family audience with a track record of
international success and prestigious awards. It frequently co-produces
with American and European companies.
• The company experienced international success with its project Bible:
21 created for RAI and sold to 140 countries. Its mini-series Joseph
won an Emmy Award and the mini-series Jesus, co-produced with
CBS, was also nominated for one. It has also produced internationally
successful mini-series about famous figures of the 20th century for RAI
and a miniseries about Roman emperors: Imprerium.
• In 2007 Tachyon Investments invested €15m in the company
• In 2012 the Vatican Investment vehicle, IOR, acquired a 17% stake in
the company for €15m. In 2014 the investment was considered a writeoff.
• Key Shows include:
– Scripted: Bible:21, Jesus, Mary of Nazareth, The Boss Hunt
Publispei
• Publispei is a family-owned company which is best known for producing
the Sanremo Music Festival. It also produces drama series, of which
the most successful are “Un medico in famiglia”, “Lo zio d’America”, “Un
posto tranquillo” and “Il padre delle spose”.
• Key shows include:
116
– A Doctor In the Family (Rai 1)
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Ballandi
• Ballandi focuses on production of live events such as concerts and
plays for TV. Its most successful format is Dancing with the Stars.
• In 2014 the company acquired rights to the Crazy Market show from
Korean company CJ E&M.
• Key Shows include:
– Non-scripted: Crazy Market
– Scripted: Sette Meraviglie (SkyArte)
Toro Produzioni
• Taurus Productions is a subsidiary of Sony Pictures Entertainment. One
of its most successful formats is The Voice of Italy. The company was
also the executive producers of the Italian scenes in the James Bond
movie, Spectre.
• Key Shows include:
– Non-scripted: Ti Aspetto Fuori (adapted through NBCUniversal
for Sky Italia)
Taodue, Fascino
• These companies are both owned by Mediaset, specialising in drama
films, mini-series and series (Taodue) and light entertainment (Fascino)
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– The Italian economy has failed to meet previous forecasts of
growth so there is significant risk that this will be repeated
– Internet advertising remains much smaller than in northern
Europe, but is likely to grow as Italian infrastructure improves,
potentially taking some share from TV
– The low level of subscription in Italy means this segment can not
protect the market from advertising weakness.

Italian GDP stopped falling in 2014 in nominal terms and is expected to
rise to 1-2% annual growth from 2015 onwards.
Better performance in the future is expected to allow TV advertising to
bounce back from its 2015 fall, and continue growing thereafter.
This bounceback should feed through to greater commissioning activity.
However, we expect it to be at a slower rate, given that:

GDP, Advertising and TV production forecast annual % changes
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TV Production forecast market size and growth / €m

CAGR 09-15: 0.8%;
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•

Given this background, we expect the Italian market to fall in 2015
but return to growth thereafter, but at a lower rate than in most other
markets
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TV Market overview
•
•

•

•

•

•

•

As the chart shows, TV viewing in Netherlands has increased slightly in
recent years, but remains low compared to average levels.
The Dutch production market is skewed towards non-scripted
programming which accounts for around 80% of the total – a higher
proportion than in most other leading markets.
This reflects several factors including
– The size of the market (smaller markets are typically weighted
towards non-scripted genres),
– The limited potential for overseas sales of Dutch language
content.
– The high level of acceptance of imported English-language
scripted programming in the country.
The Dutch market is regarded as being one of the more sophisticated
European markets where successes, such as Big Brother which
originated here, can be developed and rolled out elsewhere.
The main networks are the public broadcaster, NPO, and two
commercial broadcasters, RTL Nederland and SBS. Their combined
viewing share is around 75%.
The remainder of viewing is attributed to foreign channels. The Dutch
market has a high proportion of cable and satellite viewers who
frequently watch programmes in English.
There are regulations which limit the amount of advertising allowed on
Dutch TV channels
– They may show advertising for a maximum of 12 minutes in any
hour, but only for 6.5 hours during the day
– Furthermore, they can show home shopping and advertising for
no more than 20% of their total broadcasting time.
– Films can only be interrupted once every 45 minutes.
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•
•

– Alcohol adverts are banned before 9pm
– Sponsorship of government-funded programmes is not permitted.
Food and retail are the main spenders on TV advertising with Unilever
and Proctor & Gamble being the biggest individual spenders.
In recent years, audience figures for the main networks show that:
– NPO has maintained its audience share above 30% (35.1% in
2013, slightly up from 34.0% in 2006).
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– RTL’s share has been approaching 30% (29.5% in 2013, up from
25.9% in 2006.
– SBS’s channels have lost share (17.2% in 2013, down from
20.5% in 2006).
• The most popular individual channels are:
– Nederland 1 (NPO, 24.2% in 2014, up from 21.6% in 2012),
– RTL 4 (14.6% in 2014 vs 14.7% in 2012)
– SBS 6 (7.8% in 2014 vs 8.7% in 2012).
NPO
• The Dutch national broadcaster, NPO is a member-based association
where a range of individual broadcasters, or viewer associations, share
channels and facilities.
• The goal is to give an opportunity to broadcast to all social groups
within the diverse Dutch society.
– The broadcasters include companies producing entertainment
programmes as well as those who focus on religious issues.
– The number of hours that are allocated to each roughly
corresponds to their number of members.
• This system is designed to give any organisation the opportunity to
broadcast if it obtains official status from the government and has
sufficient members.
• However, the system has been heavily impacted by the unfavourable
economic conditions of recent years.
– Cuts in 2010 resulted in the cancellation of several broadcasters
(including three Islamic groups).
– In 2012, NPO also closed down two of its digital channels (the
historical channel Geschiedenis 24 and Consumenten 24) with
some programmes moved to other channels.
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– NPO faced a funding shortfall of €200m in 2015, addressed by
more closures and mergers of groups of channels to further
reduce costs.
• NPO is financed by a combination of general taxation (Dutch
consumers do not pay a separate television licence) and a limited
amount of advertising (about 25%).
• Its main channels are:
– NPO1 – the most popular Dutch channel with a focus on news,
current affairs, sports and family programming.
– NPO2 – cultural content: arts, culture, politics, news, current
affairs and religion.
– NPO3 – children and young people.
• It also has a range of eight digital channels available via cable, satellite
and internet. These focus on areas including youth, entertainment, arts
& culture, documentaries, comedy, news, parliament, sport and children
/ families.
RTL Netherland
• RTL Nederland is the Dutch division of Bertelsmann’s television
subsidiary, RTL Group.
• Although based in the Netherlands, its official headquarters are in
Luxembourg, giving the group greater regulatory and commercial
freedom.
• It was previously known as Holland Media Group - a joint venture
between RTL 4 SA (CLT-UFA) and Vereniging Veronica, which exited
the agreement in 2001 with the company rebranding itself as RTL
Nederland in 2004.
• The production group, Talpa Media was also formerly a shareholder in
RTL
– RTL Group exercised an option to buy out its partner in 2012,
exchanging its 26.3% holding for three radio stations.
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Its channels are:
– RTL 4 – general entertainment: the second most popular channel
in Netherlands.
– RTL 5 – American series, films, reality shows, comedy and other
entertainment programming
– RTL 7 – targeted at a male audience (action, crime, reality shows
and sport).
– RTL 8 – aimed at female viewers (soap operas, talk shows,
films).
– RTL Z – business and financial news which launched as a full,
24-hour channel in September 2015
– A range of digital channels (RTL Crime, RTL Lounge, RTL
Telekids) and RTL 24 – a 24-hour news channel only available
via the internet, set to be rebranded as RTL Nieuws 365

•

•

The group owns its own production company, SBS Productions:
– This specialises in news, current affairs and infotainment
programmes.
– Its best-known shows are Hart van Nederland (Heart of
Netherlands) and Shownieuws (Shownews).
SBS also owns Veronica Publishing, publishers of
– Leading Dutch weekly, Veronica Magazine
– Total TV television guide.

SBS
• SBS Broadcasting operates four channels:
– SBS 6 – the network’s main channel: entertainment and sports
content, focusing on viewers from 13-49 years old, with a male
bias
– Net 5 – aimed at younger female viewers (20-34 years)
– Veronica – entertainment for a younger male audience (13-35).
Shares a slot with Disney XD
– SBS 9 – a new channel launched in 2015 aimed at women
• It was acquired from ProSiebenSat.1 Media of Germany in 2011 by its
current owners:
– Finnish media group Sanoma (67%),
– Talpa Broadcasting Holding (33% - former owner of Talpa
Media).
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Market size
TV Production market size and growth / €m

CAGR: -0.4%
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Although there were falls in 2009-10 and 2012-13, TV advertising
spending has been more robust in the Netherlands than in many
European countries.
– The fall in TV advertising in 2012 was, in part, attributed to a
poorer than expected performance during the European football
championships.
TV advertising revenue was marginally higher in 2015 than in 2010 –
although this was offset by weaker subscription revenues to leave total
TV industry revenue slightly down over the period (by €34m, or 1.3%)
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As the chart shows:
– The Dutch TV production market is over €600m in size.
– The market has decreased slightly in recent years.
Relative to GDP, the Dutch market is slightly smaller than the average
for the other markets (at 0.09% vs the average of 0.11%). This is likely
to reflect that, as in many smaller markets, there is limited scripted
production with extensive use of English-language imports.
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•

TV advertising is mainly on terrestrial TV (89% of the total in 2014, but
set to fall slightly to 87% by 2019).
• As the chart shows, subscription plays a more important role in TV
financing in Netherlands than other European countries, reflecting the
high penetration of cable.
– A significant proportion of this relates to foreign channels, sports
and films, hence does not drive Dutch production spending
• There is no licence fee in the Netherlands: it was abolished in 2000
having been deemed uneconomic to collect.
– It was replaced with an element of funding from general taxation.
– Public funding now represents a lower proportion of industry
revenue than in most other leading European markets.
Pay-TV / Cable
• There are three main cable providers:
– Ziggo / UPC Nederland (now merged: both owned by Liberty
Global, 4.3 million subscribers in 2014),
– Caiway (KPN, 159,000),
– Delta Kabelcomfort (Delta, 155,000)
• Cable is the main way that digital TV subscriptions are accessed in the
Netherlands.
– In August 2015, it accounted for 53% of digital TV subscriptions,
with IPTV over DSL / fibre networks now representing 18% and
12% respectively.
– However, cable now appears to be mature with overall subscriber
numbers down by 17,000 in Q2 2015.
• Telecompaper expects “zero growth in the [Dutch] TV subscription
market in the period to 2019”.
• This reflects:
– High penetration levels
– The trend to watch video on tablets rather than taking a second
household subscription.
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TV industry funding structure / €bn
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Production Companies
•

The majority of production activity has traditionally been carried out inhouse by the main broadcasters with SBS and RTL both having their
own in-house production divisions.
• Also, two of the leading companies, Talpa and Blue Circle, have
connections with these broadcasters.
• The leading independent production companies are as follows:
FremantleMedia
• Fremantle has two Dutch production companies: Blue Circle and
FourOne Media.
• Blue Circle focuses on entertainment, reality and infotainment shows.
Its key programmes are reality shows such as Boer zoekt Vrouw (The
Farmer Wants A Wife, at the moment on its eighth season, the highest
rated entertainment show in the Netherlands), Holland’s Got Talent
(consistently highest rated in its time slot), The X Factor and Heel
Holland Bakt (local version of The Great British Bake Off)
• FourOne Media focuses on drama productions. Key shows include
Celblok-H, the local version adaptation of the Australian prison series,
Wentworth, Never Too Old, Lord & Master and Dr. Tinus.
• FremantleMedia is owned by RTL, making it part of the same group as
the broadcaster, RTL Nederland.
Talpa Media
• Talpa Media is now owned by ITV Studios, which acquired it from its
founder and previous owner, John de Mol (who was also founder of
Endemol).
• Talpa Netherlands has two divisions:
– Talpa Content, which develops formats and connected concepts
– Talpla Productions, which produces shows for Dutch TV.
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•

Its key genres include reality, infotainment, entertainment, game shows,
fiction, comedy and feature films.
Endemol / Shine
• Endemol has its global headquarters, and was founded, in the
Netherlands.
• The Dutch management of Endemol and Shine has been integrated
although individual production companies continue to produce their own
shows:
– Simpel Media, reality, infotainment and entertainment
– TVBV, news, current affairs and infotainment, such as 5 Jaar
Later, Pauw, Jinek and Goedemorgen Nederland.
– Human Factor, infotainment, entertainment, talk shows, virals,
current affairs and sponsored programs, such as Koefnoen,
Zondag met Lubach and various formats involving Dutch
comedian, Guido Weijers.
– Kemna & Zonen, quality / non-scripted productions including
Bloedverwanten, Alles is liefde and Schaep Ahoy.
• The group also produces local versions of its international hit shows for
Dutch broadcasters, including Big Brother, Holland's Next Top Model,
and its recent game-show format, Pointless.
Warner / Eyeworks
• Eyeworks Group, also originally a Dutch company, is now present in 16
countries. It was acquired by the major US-based media group, Warner
Bros, in 2014 to form the core of its growing international TV production
business.
• It produces content across a broad range of genres.
– Key shows include its successful Test the Nation format which
has been rolled out internationally, Stars Dance on Ice, The 10
and My Kid Is Too Fat.
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Smaller companies
• The Dutch market has a large number of small independent production
companies. Estimates are that there are around 400 of them, with
many producing just a single show.
• Flexible Dutch employment laws and cost structures mean that there
are fewer barriers to entry at the low end.
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Forecast
•
•

GDP growth has remained positive in recent years and is expected to accelerate from 2016.
After several lean years, TV industry revenue has recovered in 2014 and 2015, and performance is expected to build on this trend.
– The outlook for subscription revenues and public funding is for little overall change (a small increase in subscription – which is mature in the
Netherlands – being partly offset by a small decrease in public funding),
– However, forecasts for TV advertising – which has the greatest impact on production spending – are notably more positive.
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•
•

In this more positive environment we believe that TV production market
growth of 1.5-2% per year is a realistic expectation.
One factor inhibiting faster growth is the high level of imported scripted
programming.

TV Production forecast market size and growth / €m
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Key market data
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Leading country markets

– France
– Germany
– Italy
– Netherlands
– Poland

– Spain
– Sweden
– UK
– US
– Other European markets
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TV Market overview
•

The main broadcaster in Poland is the public corporation, TVP
Telewizja Polska (TVP), followed by the private-sector broadcasters,
TVN, Polsat, and Canal+ Group.
• The leading terrestrial channels are TVP1 (12.3% audience share in
2014, down from 15.4% in 2012), TVN (11.7%, down from 13.5%) and
Polsat (11.8%, down from 14.0%).
– All lost share from 2012-14, with smaller channels, such as TVN
7 (3.5%, up from 2.5%) and TV Puls (3.1% up from 2.3%) gaining
at their expense.
• TV consumption in Poland has increased over the period. At 260
minutes per person per day, it is higher than all countries in this report
other than the US and Italy.
• DTT was launched in 2009. By November 2013, 23% of Polish
households had access to services. Digital switchover took place in
July 2013.
TVP (Telewizja Polska)
• TVP, the public broadcaster was the first and only TV broadcaster
operating in Poland until 1992.
• It is funded through a combination of licence fees and a limited amount
of advertising and programme sponsorship. Ads are permitted only
between, not during, its programmes.
• TVP has
– two main national channels (TVP 1 and TVP2, which provide a
mixture of news, current affairs, comedy, soap operas, sport and
other main genres)
– a regional channel (TVP 3, which has 14 regional variants),
– four HD channels
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– Around 10 specialist channels focused on areas including news,
history, Polish culture, overseas Poles, entertainment, sport,
parliament and children’s programming.
– Internet VOD channels, launched in 2015.
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Polsat Group
• Telewizja Polsat is the second biggest television provider in Poland. It
is privately owned by Zygmunt Solorz-Żak, a leading Polish
businessman.
– It currently produces 26 TV channels focused on a range of
genres including news, sport, films, etc. 5 of its channels are HD.
– Top shows include Polish versions of Must be the Music,
Dancing with the Stars, Top Chef, Hell’s Kitchen and Extreme
Makeover: Home Edition.
• The group owns the Cyfrowy Polsat satellite platform, the largest digital
TV platform in Poland and the fourth largest in Europe, with 3.6 million
subscribers and 108 channels including 34 HD channels.
TVN
• TVN Group’s main channel, also called TVN, broadcasts Polish
entertainment and news as well as Polish versions of imported hits
including Strictly Come Dancing, You Can Dance, Got Talent, X-Factor,
and Masterchef.
• TVN operates a range of other channels including TVN7, TVN Style,
TVN Meteo and TVN CNBC focused on news, lifestyle, weather and
business respectively.
• TVN is majority-owned by the US company, Scripps Network
Interactive, an American media group which creates content for TV,
internet, satellite radio, books, magazines and other channels, and
which is now 50% owner of UKTV
– Scripps acquired 52.5% of TVN in March 2015 from previous
owners, ITI Group and Canal+ Group, for €584m cash plus debts
of €856m. This was then followed by a public tender offer which
bought out most smaller shareholders.
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Pay-TV
• Pay-TV penetration is higher than in most European countries with
satellite being the main access method. The leading satellite service
providers are:
– Cyfrowy Polsat, with 3.6m
– Nc+ (owned by Canal+, formed from the merger of Cyfra+ and N
in 2013, 2.2m, up from 2.1m in 2013)
– Orange TV (0.4m)
– UPC Polska (Liberty Global, cable, 1.2m, down from previous
levels)
– Vectra (cable, 0.9m)
– Multimedia Polska (cable, 0.8m)
• IPTV services have also been launched with the leader being TP
Neostrada (owned by France Telecom).
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Market size
TV Production market size and growth / €m
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•

•

•

As the chart shows, the Polish TV production market size is almost
€380m.
Interviews and press reports suggest that around 60% of this is carried
out in-house by the major broadcasters leaving around €180m to be
shared between independent production companies.
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2014
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Although the Polish economy has continued to grow during this period,
advertising revenue fell significantly in 2009, 2012 and 2013 – showing
a similar trend to other eastern European countries.
Given flat subscription revenue and dwindling licence fee income
(exacerbated by high evasion levels), this led to lower overall TV
industry revenue and, hence, no growth in the production market.
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•

•

•

•

Furthermore, the digital switchover and resultant increase in the number
of channels led to a smaller share of ad revenue going to the leading
broadcasters – the main commissioners of programming.
Given weak ad spending, broadcasters were forced to make cuts in
production budgets.
– There was a preference for lower-risk, established formats rather
than more experimental, new productions.
– Leading company, ATM Grupa, also reports that this was
accompanied by increased price pressure and a switch to lowerpriced genres such as scripted documentaries.
However, 2014 was more positive:
– It saw the first growth in TV advertising in recent years as it
bounced back from the previous year’s fall.
– This enabled TV industry revenue to remain firm and the
production to increase
While penetration of Pay-TV services is high, it is now declining, from
73.4% in 2011 to 72.3% in 2014, and ARPU levels are low. The market
is considered mature and, with revenues having marginally fallen since
their 2012 peak, further consolidation is expected in future
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TV industry funding structure - Poland vs 9-country average / %
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TV Licence cost per year / €
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•

The current (2014) annual licence fee in Poland for radio and television
set is €50 per annum and €14 for a radio set only. It must be paid by
both households and businesses (charged per set).
– 60% of the licence fee goes to TVP with the rest going to Polskie
Radio.
– Although licence fees in Poland are low compared to other
European countries, avoidance levels are high with an estimated
65% of households evading the licence fee, according to the
Polish National Broadcasting Council (KRRiT). The average is
10% across the EU.
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Production Companies
•

The leading terrestrial broadcasters, TVP and TVN, both have their own
in-house production capabilities which account for around 60% of the
market.
• The remainder is shared between a range of independents.
– There are several large groups and a large number of small
independent production companies.
ATM Grupa
• ATM Grupa claims to be the largest independent production company in
Poland with revenues of c.€25m.
• The company produces programmes for TVP1, TVP2, TV Polsat, Polish
Television and TV4.
– Recent successes include the reality shows Fort Boyard, Big
Brother (co-produced with Endemol Polska)and the Bar, the
criminal series The Taste of Revenge and new seasons of Father
Matthew, The Ranch, Kiepski’s World, First Love and The Mall.
– Many productions are carried out at its own studios, which it
believes are the most advanced in Poland.
• ATM has also licensed some of its own formats to overseas customers
(eg Clueless – Italy, Greece, Spain, Czech Republic; The Cash Battle –
New Zealand)
• It is part of ATM Capital Group, which focuses on production of TV
series, theatre, films, as well as provision of production resources such
as studios and other equipment.

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

Endemol Shine
• The Polish arm of the group specialises in reality and game shows. It
imports many of its leading international formats to Poland.
– Key shows include: Big Brother, Who Wants to Be a Millionaire?,
Deal or No Deal, The Cube, and The Money Drop.
– It employs around 50 people
FremantleMedia Polska
• Fremantle has been present in Poland since 1998 and has a strong
relationship with its main customer, TVN
– It has several long-running shows including Family Fued (since
1994) and Between Friends (2008, top ranked on TVN with 6m
viewers.)
– In 2011, it launched The X Factor in Poland on TVN.
Golden Media Polska
• Golden Media Polska produces local versions of So You Think You Can
Dance, Perfect Housewifes, and Don’t Forget The Lyrics.
• The company, previously called Mastiff Media, is now independent
following a management buy-out in 2012, backed by Layline Partners, a
Swedish private equity fund.
• It was previously part of ZodiakMedia, which acquired a 35% stake in
the company to enter the Polish market in 2005. It remains the
distributor of Zodiak rights in Poland.
Independents
• Independent companies include:
– Vision House
– Bomayne
– Propellor
– Baltica
– Human Ark (focus on animation)
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Forecast
•
•

Polish GDP is expected to continue to grow, with the rate of increase
driven by recovery of demand from its key EU trading partners.
In this environment, the outlook for TV advertising is much more
positive. Despite the mature subscription segment acting as a drag on
overall TV industry revenue, we expect TV advertising to drive the
continued recovery in production spending.
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•

Our forecast is therefore for the Polish market to be show sustained growth from 2015 to 2019, to reach €460m.

TV Production forecast market size and growth / €m
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TV Market overview
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As the chart shows, TV viewing in Spain is slightly higher than average
levels elsewhere in Europe. It increased during the downturn, with the
high level of unemployment in the country thought to be a factor, before
falling back slightly in the last couple of years as the economic outlook
has eased. It remains 13 minutes per day above 2009 levels.
Following recent mergers and the decrease in importance of the public
broadcasters, TVE and FORTA, there are now two main broadcasting
groups which account for the majority of audiences and production
spending in Spain:
– Mediaset Espana (formed from the 2010 merger of Telecino and
Cuatro),
– Artesmedia Television (following the 2012 merger of Antena 3
and laSexta).
After a difficult period, the financial performance of the main
broadcasters has improved in the last 18 months.
Of the two, Mediaset has the highest viewing share and has increased
its lead in 2015
– The combined viewing share of the Mediaset channels has been
31.4% in 2015 (January - September), an increase from 2014
levels of 30.7%.
– The Artesmedia channels had shares of 26.8% in 2015, down
from 27.7% in 2014
– TVE’s audience share has fallen, from around 18% in 2013 to
16.5% in 2015
– FORTA, the federation of regional and local public broadcasters,
has also seen its share decrease, from 8.7% in 2014 to 7.5% in
2015
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The main channels of the two privately owned broadcasters have
increased share, while that of the public broadcaster has fallen. The
individual channels with the highest rankings are:
– Telecinco (14.8% in 2015, up from 13.9% in 2012, owned by
Mediaset),
– Antena 3 (13.3% in 2015, up from 12.5% in 2012, Artesmedia)
– La 1 (9.8% in 2015, down from 12.2%, in 2102, RTVE).
The Spanish government has issued licences for six new channels
(including 3HD channels) in 2015.
– These replace nine channels which were closed in 2014 following
a legal decision that the award of the licences, without a public
tender, had not been lawful.
– The new channels will be operated by Artsemedia, Mediaset,
Real Madrid (all HD), Secuoya, Radio Blanca and 13TV (all SD)
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Main channels:
RTVE
• RTVE (Televisión Española) is the Spanish national public broadcaster.
• It broadcasts seven channels:
– La 1 - general TV focused on original Spanish and Latin
American productions. RTVE’s most popular channel with
ratings around 10%.
– La 2 - a cultural channel with documentaries, debates, music,
films, etc.
– 24 - a 24-hour news channel.
– Teledeporte - a sports channel.
– Clan - a children’s channel.
– La 1 HD - HD version of the main channel
– Teledeporte HD – HD version of the sports channel.
– TVE Internacional - transmits some of the content of La 1, La 2
and 24 abroad.
• Spain is one of the few European countries where users do not pay a
licence fee. Historically, TVE was part-funded by advertising but, partly
in response to pressure from other broadcasters who felt it was
competing unfairly for commercial revenue streams, regulations were
changed with effect from January 2010
– It is now not permitted to carry advertising or take part in
television shopping, merchandising or pay-per-view activities
– It is funded via a levy on the revenue of free-to-air commercial
broadcasters (3%), Pay-TV companies (1.5%) and
telecommunications operators (0.9%).
– TVE also receives 80% of the money the state gets for radio
spectrum use (up to an initial maximum of €330m) and a direct
government grant, which covers the remaining 45% of its budget.
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Along with the new funding system, the changes also included some
requirements on how the money is spent with the government’s
intention being to restrict lower-quality programming.
The change was designed to release around €400m of advertising
revenue which formerly went to TVE for commercial broadcasters in
return for their levy contribution. However, the timing of the switch – as
the Spanish economy slowed down – meant that commercial
broadcasters did not see anticipated revenue increases.
The economic downturn has meant that funding for public television has
decreased by far more than was anticipated when the new structure
was introduced.
– In 2012 state funding was reduced by €204m as the government
sought cuts to help it to reduce its deficit, followed by further cuts
in more recent years.
– Furthermore, the level of funding raised through the levy on
broadcasters and telecoms companies has reduced as a result of
declining revenues in those sectors. It has fallen from €500m in
2010 to just €217m in 2013.
As a result, there have been sharp cuts in production budgets, which
fell from €430m in 2011 to €262.5m in 2013, with spending on drama
being particularly impacted.
– “These cuts leave us with very little room for manoeuvre, we will
not be able to buy content and so we will be forced to fill the
airwaves with repeats” – TVE Board statement, January 2012.
In May 2014, RTVE revealed that it was facing financial difficulties with
debts of €716m.
– Around half of this amount (€388m) is attributed to falls in
property values in recent years.
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– The remainder rest is due to an annual structural deficit of around
€113m (2013 figure) as a result of the organisation’s revenue
model and cost base, with a large property portfolio and 6,400
employees.
As an inevitable consequence of this, the ratings of its channels have
decreased significantly.
The government considered reintroduction of commercial revenues,
either from advertising or programme sponsorship , as a way to
address the situation. However, this was felt likely to damage the
commercial broadcasters while not providing sufficient revenue to solve
the crisis at RTVE.
As a result of cost reductions and increased revenues, RTVE has been
able to reduce its deficit to €55m in 2015 and to produce a break-even
budget for 2016. Its 2016 revenue will therefore include operating
subsidies of €922m :
– Government funding has been increased by €50m, nominally to
cover the costs of covering the 2016 Rio Olympics, to €331.55m
– The revenue from radio spectrum levy has been increased by a
further €50m to €380m
– The contribution from the levy on revenues of broadcasters and
telcos is expected to produce €196m
– €11m earmarked for orchestral and choral music
It is intended that this will enable an increase in programme budgets of
€55m (of which €52m is intended to be spent on the Olympics) to a total
of €335m
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Mediaset Espana
• The group has been operating in Spain since 1989.
• In 2010, it merged its its television interests (including the leading
Telecino channel) with those of PRISA Group, which added the Cuartro
channel to its line-up and gave it the largest overall audience share.
– PRISA is a Spanish media group which owns a range of media
properties including radio stations, newspapers and magazines.
It also formerly owned the Canal+ Pay-TV network
• The main shareholder is Mediaset Investimenti (46.2%), the Italian
media group controlled by the Berlusconi family. The remainder is
publicly traded.
• The group operates six channels, two of which are also available in HD:
– Telecinco (HD) - a general channel with the highest rankings in
Spain (14.9% in 2015, up from 13.9% in 2012). It focuses on
reality shows and other entertainment programmes, competitions
and national and international series including Big Brother.
– Cuatro (HD) – a second general channel focused more on
younger audiences with a high proportion of American
programmes. 7.4% audience share
– Factoría de Ficción - a fiction and youth entertainment channel,
with mainly American / scripted productions. 3.6% share
– Boing - a children’s channel. 1.7%
– Divinity - a channel aimed at a female audience (celebrities,
trends, series and social commentary). 2.3%
– Energy - aimed at male viewers (sport, cars, drama series). 1.5%
• Mediaset’s financial performance has improved with the recent upturn in
the Spanish economy. In the first half of 2015 it reported a small
revenue increase (2.2%) along with a significant increase in EBITDA
(35.6%) from the same period in 2014. Advertising revenues were up
by €27.8m (6.5%)
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Artesmedia Television
• Artesmedia Television was founded in 1989.
• It was previously known as Antena 3 but changed its name following its
merger with laSexta, which was agreed in December 2011 and
approved by Spanish competition authorities the following July. In
March 2013, the merged group changed its name to Artesmedia.
• The main shareholders are Grupo Planeta de Agostini (41.7%), a
Spanish / Italian media group with extensive publishing interests and
UFA, part of Bertelsmann, the German media group, which also owns
RTL and FremantleMedia (19.2%).
• In 2014 the company rationalised its channels, closing some which had
performed poorly, with some new launches .
• Its current channels are:
– Antena 3 (HD) - a general channel, which comes second in
overall channel ratings. 13.4% share in 2015.
– laSexta (HD) - a second general channel. 6.7%
– Neox - a channel aimed at a young audience. 2.5%
– Nova - focused on female viewers. 2.2%
– Mega – a new men’s channel launched in 2015. 1.9%
– Antena 3 Premium HD – International linguistic & cultural
channel, launched as a Pay-TV channel in 2013. 0.0%
• Channels which were closed include:
– Nitro - aimed at male audience.
– Xplora - a documentary channel.
– laSexta3 - a channel dedicated to film.
• The changes appear to have been successful in that, while oveall
audience share has decreased (from 28.8% to 26.3% in the first half of
2015 vs the same period in 2014), share of advertising revenue has
increased slightly.
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As a result of this, Artsemedia’s financial performance has improved
with TV net revenue up by 11.8% in the first half of 2015 and EBITDA
up by 63.4%
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FORTA
• FORTA is a federation of 11 Spanish regions which each operate local
channels.
• Historically they commissioned programming but budget cuts have led
to channel closures and a decrease in commissioning activity to the
extent that they are no longer a significant customer for production
companies.
• Audience share has continued to fall with 2015 levels being 7.5%, down
from 8.7% in 2014.
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Market size
TV Production market size and growth / €m

GDP, TV Advertising and TV Production revenue / annual % changes
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As the chart shows, the Spanish TV production market is now once again
approaching €800m in size. The market decreased as the country’s
economic problems put pressure on advertising budgets and hence on
TV industry revenue and commissioning. This led to broadcasters
cancelling more expensive programmes in favour of cheaper genres and
imports.
While the scrapping of 9 digital channels delayed recovery in 2014, the
current year (2015) has seen the most significant growth for many years.
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The Spanish economy, total TV revenue, TV advertising and TV
production all suffered badly during the downturn. For all four measures,
growth returned in 2014, but levels remain far below what they were
before the crisis.
– Spanish GDP, TV industry revenue and TV advertising each grew in
2014 for the first time since 2010.
– TV advertising in 2013 was 43% below 2008 levels. Despite the
recent rises it still remains 37% below.
– In 2015, the TV production market is 28% below 2008 levels with
TV industry revenue 29% lower.
1222-10

148

European & North American TV Production: 2016

Spain
•
TV industry funding structure / €bn
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The chart illustrates shows how Spanish TV industry revenue was
impacted during the crisis and the extent of the recovery of the last couple
of years.
The fall in public funding was most severe, while subscription revenues
held remarkably firm and are now slightly higher than in 2008
The overwhelming proportion of advertising revenue relates to terrestrial
TV
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Advertising

Pay-TV
• Pay-TV has grown in the past in Spain with the audience share increasing
from 6.2% in2014 to 6.8% in 2015. However, penetration, at around 23%,
remains below levels in most other markets.
• The sector has seen the entry of telecoms companies as they seek to
build their triple play offers:
– In 2014, Telefonica acquired the leading Pay-TV network, Canal+
from PRISA and Mediaset, paying €1.06bn for their combined 78%
stake. Canal+ has a 71% share of Pay-TV subscribers. Telefonica
is active in commissioning: it is expected by Banijay to have a
budget of €30-40m per year and its Telefonica Studios division aims
to produce 25 quality film and TV series over the next three years.
– Vodafone and Orange have also bought into the sector, acquiring
Ono and Jazztel respectively. They are expected to follow a
different strategy with a strong focus on acquiring football rights.
Jazztel recently ended its IPTV service in favour of an OTT model
• Large-scale churn has been prevented by maintaining prices at low levels
(for example Canal+ charges €9.90 per month for its typical package),
although it is likely that prices will increase in the future with greater churn
risk. Promotions have led to a fall in ARPU from €29 in 2012 to €25.6 in
2014. A further negative factor was the increase in VAT on TV
subscriptions from 8% to 21% in 2012.
• Netflix has entered Spain – in October 2015 – but is not yet producing
locally.
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Competitive Landscape
Overview
• The market in Spain segments roughly evenly between the in-house
operations of the major networks and independent companies.
• External production is generally on a production-for-hire basis, with little
opportunity for a producer to retain rights.
• Banijay believes that the two main commercial channels represent about
85% of production revenues and that dealing with RTVE is now
challenging as its terms permit only a 10% production margin and 5%
production expenses.
• It appears that it is becoming harder for production companies to work for
both of the two leading networks as the networks seek to protect what
they feel are resources which could give them a creative edge. Mediaset
has gone further than A
• As the chart shows, there have been significant changes amongst the
leading independents in recent years.
- Some formerly important companies, such as the Enedemol
companies, Imagina / Globomedia and Fremantle, have seen
significant falls in revenue
- Some newer companies entrants, such as Bambu, 7 y Accion,
Mediaset / Telecino and Shine (now merged with Endemol) have
increased revenues in a smaller market.
Production companies:
Cuarzo Producciones (Banijay)
• Banijay, operates in Spain though, Cuarzo Producciones in which it
acquired a 51% stake in 2009. The company was founded in 2000 by
presenter, Ana Rosa Quintana.
• It is believed to be fifth in size in the market, having held share during the
downturn.
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Its productions cover several genres including entertainment
programming (eg Stars in Danger: The High Dive), factual
entertainment (The Village, Sex Academy), magazines (Cuatro
Milleno), game shows (Who Killed JC?), and scripted series
(Heredoros).
Magnolia (Zodiak)
• Magnolia mainly provides programmes for the Mediaset channels,
Telecino and Cuatro.
• It increased revenues in 2014 to €24.9m.
• In 2015 two senior managers left to start a new company, Bulldog
Producciones
Endemol Shine Iberia
• Although revenue has decreased, Endemol/Shine is still the largest
production company in the market.
• A new company was formed in March 2015 combining all the activities
of Endemol and Shine in Spain and Portugal, and is the market leader
– The four Endemol Espana companies – Diagonal TV, Gestmusic,
Linze TV (now closed) and TV Zeppelin – have all seen their
revenue fall in recent years, from a total of €146m in 2009 to just
€83m in 2013.
– Shine has been more successful, having entered the market in
2012 and grown revenues to €22m.
• Endemol covers a broad range of scripted and non-scripted genres.
Some of its successful formats launched in Spain are Big Brother, Deal
or No Deal, Extreme Makeover and Fear Factor. It produces
programming for each of the top three terrestrial broadcasters.
Mediaset / Telecino companies
• This group of companies, in which Mediaset had a 30% stake, was
number two in the market with €55m revenue in 2013.
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Until 2015 it consisted of BigBang Media, Mandarina, La Fabrica de la
Tele and 60db.
• However in 2015, BigBang Media was bought out by management while
Telecino invested in Bulldog Producciones, the Magnolia (Zodiak) spinoff.
Imagina
• Imagina was formed as a result of the merger between Globomedia and
Mediapro.
– Globomedia was part of a group which also contained Promofilm
(Latin American production company), Hostoil (Basque Region),
the Globomedia Música record label and the media consultancy
firm Geca.
– Mediapro was part of a group which focused on technical services
and sports rights
– Leading global media group, WPP has a 17.1% stake.
• Globomedia specialises in fiction but has suffered as a result of the
failure of two major shows which led to the departure of several of their
key writers.
• Its main customer is La Sexta (Artsemedia) but, unusually, it has also
produced shows for Mediaset channels as well as for RTVE.
Grupo Boomerang
• The French production group, Lagardere, acquired a majority stake
(82%) in Grupo Boomerang in 2015, with the remainder owned by its
management.
• Previously, UK private equity firm, 3i, owned 40% of the company having
acquired it in a deal which valued the company at €36.4m in 2008. 3i’s
accounts state it received £11m (€15m) for its stake, implying a valuation
of €47.5m for the group
• Boomerang revenue has fallen in recent years but is now believed to be
recovering with support from its new parent, Lagardere.
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Boomerang provides programming for a range of national and regional
broadcasters (inluding both Mediaset and Artsemedia channels).
Shows include: a soap opera El Secreto de Puente Viejo, a sitcom Luci,
a historical drama Toledo or a reality show La Voz (The Voice).
• In 2011, the group expanded internationally, setting up Grupo
Boomerang Italia.
Fremantle Espana
• FremantleMedia España was formerly known as Grundy Producciones
until being rebranded in 2010.
• Having previously been a significant force in the market, revenues
decreased to just €1.5m in 2013.
• In 2014 it re-launched its Spanish operations with a new management
team and is now producing ‘Got Talent’ for Mediaset.
• Market rumours have suggested that it may be looking to acquire to rebuild its momentum, with Bambu thought to be a possible target.
– Bambu produces fiction for Artsemedia and RTVE, and has
grown to reach €18m revenue.
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The performance of the Spanish economy has recently improved.
The economy returned to (modest) growth in 2014, at a rate of 0.9%,
with stronger performance expected for 2015 (3.7%) and subsequent
years.
Unemployment, which peaked at 27% of the workforce, or 6 million
people, in 2013 has receded to 21% in the second half of 2015.

•

This more positive environment has enabled a recovery in TV revenues,
including advertising, and hence also in TV production spending.
– TV advertising revenue grew by 5% in 2014 with similar
performance expected this year
– 2015 production revenue was flat in 2014 but is expected by
PWC to bounce back by 10% in 2015 from its 2013-14 lows
As the chart on the following page shows, we expect to see steady
market growth – in line with TV advertising – at a shade over 2% per
year from 2016 onwards.
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TV Production forecast market size and growth / €m

1000
900

866

CAGR 09-15: -1.9%;
CAGR 15-19: 2.2%

892

791

809

826

845

773

2015

2016

2017

2018

2019

808

800

708

699

699

2012

2013

2014

700
600
500
400
300
200
100
0
2009

2010

2011

Source: IMF, PWC, Ovum, company accounts, Apex Insight market model

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

154
1222-10

European & North American TV Production: 2016

Spain
Key market data

2009

2010

2011

2012

2013

2014

2015F

2016F

2017F

2018F

2019F

CAGR:
2009-15

CAGR:
2015-19

226

234

239

246

243

239

-

-

-

-

-

-

-

Licence cost per year / €

-

-

-

-

-

-

-

-

-

-

-

-

-

GDP current prices / €bn

1,079

1,081

1,075

1,055

1,049

1,058

1,098

1,132

1,167

1,202

1,241

0.3%

3.1%

% yearly change

-3.8%

0.2%

-0.5%

-1.9%

-0.6%

0.9%

3.7%

3.1%

3.1%

3.0%

3.2%

-

-

Total TV revenue / €m

4,816

6,551

6,232

5,575

4,027

4,120

4,273

4,375

4,479

4,591

4,711

-2.0%

2.5%

-19.9%

36.0%

-4.9%

-10.5%

-27.8%

2.3%

3.7%

2.4%

2.4%

2.5%

2.6%

-

-

2,378

2,533

2,296

1,870

1,761

1,850

1,948

1,994

2,037

2,082

2,129

-3.3%

2.2%

-22.8%

6.5%

-9.4%

-18.6%

-5.8%

5.1%

5.3%

2.4%

2.2%

2.2%

2.3%

-

-

866

892

808

708

699

699

773

791

809

826

845

-1.9%

2.2%

% yearly change

-19.2%

3.0%

-9.4%

-12.4%

-1.3%

0.0%

10.6%

2.4%

2.2%

2.2%

2.3%

-

-

TV Production/GDP

0.08%

0.08%

0.08%

0.07%

0.07%

0.07%

0.07%

0.07%

0.07%

0.07%

0.07%

-

-

TV Production/TV Advertising

36.4%

35.2%

35.2%

37.9%

39.7%

39.7%

39.7%

39.7%

39.7%

39.7%

39.7%

-

-

TV viewing / minutes

% yearly change
TV advertising revenue / €m
% yearly change

TV Production market size

Sources: IMF, PWC, Ovum, Nielsen, company accounts, Apex Insight market model

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

1222-10

155

European & North American TV Production: 2016

Contents
Leading country markets

– France
– Germany
– Italy
– Netherlands
– Poland

– Spain
– Sweden
– UK
– US
– Other European markets

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

156
1222-10

European & North American TV Production: 2016

Sweden
TV Market overview
•
•

•

Sweden has a public broadcaster (SVT) and a range of privately owned
operators.
As the chart shows:
– TV viewing in Sweden is significantly lower than European
average levels. It is the lower than in any of the other main
countries covered in this study.
– Viewing levels have fallen in recent years (although privately
owned broadcaster, MTG believes that this has been offset by
increased use of OTT services).
Sweden was the last country in Europe to allow free-to-air commercial
television, in 1992. It still has much stricter regulations on advertising
than other markets, which include:
– Only 15% of broadcasting time may be devoted to commercials
(increased from 10% in 2008).
– Commercial breaks are allowed only after 20 minutes of other
programming. Breaks during programmes were not allowed at all
until 2002 (before this the main commercial channel, TV4, tried to
circumvent this by introducing so-called ‘ahead programmes’,
separating shows into two parts to gain advertising slots).
– It must be clear when advertising commences and who is
responsible for the ad.
– No advertising targeted at children under 12 years old is allowed
with no advertising of any kind permitted immediately before or
after any program aimed at children under 12.
– People involved in news commentary programmes must not
appear in television commercials.
– Tobacco and alcohol companies are not allowed to advertise or
sponsor TV shows.
© 2016 Apex Insight Ltd www.apex-insight.com
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•

To get round these rules, several broadcasters now serve Sweden from
channels based overseas.
– For example, the channels TV3, Kanal 5 and Kanal 9, are all
based in London.
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There are four main broadcasting groups in Sweden, accounting for
more than 93% of viewers in 2014:
– The national public service broadcaster, Sveriges Television,
2014 audience share: 34.6%
– Bonnier TV4 Group, 2014 audience share: 30.1%
– MTG's Viasat, 2014 audience share: 17.3%
– SBS Discovery Networks, 2014 audience share: 11.3% in 2014
(acquired from ProSiebenSat.1 Media in 2013)
• The two most popular individual channels are:
– SVT1 (22.4% audience share in 2014, down from 24.3% in
2012),
– TV4 (20%.0, up from 18.9% in 2012).
• Other channels making up the ‘big 5’ are SVT2, TV3 and Kanal 5.
– Together, they have 61% of audience share.
– This has reduced over the last decade, from 80% in 2006, as
more channels have been launched since the analogue swtich-off
in 2007.
– More recently, the smaller channels owned by the main
broadcasters have been affected more by the increase in
competition
• SVT1, SVT2 and TV4 are the most important channels for
commissioning activity accounting for c.70% of all spend.
Sveriges Television (SVT)
• The public broadcaster is funded by a licence fee.
• SVT is a limited liability company owned by a foundation with eleven
members appointed by the government. The company also owns
Sveriges Radio, Sveriges Utbildningsradio (Educational Broadcasting
Company) and Radiotjänst i Kiruna (responsible for collecting TV
licences on behalf of the group).
© 2016 Apex Insight Ltd www.apex-insight.com
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TV Audience Share, Sweden, %

Source: MMS (Mediamätning i Skandinavien AB)

•

SVT channels have the highest combined audience share of the four
groups but this has fallen in recent years.
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Its main channels are:
– SVT 1 (HD) - the main general channel, with the highest
audience share with 22.4% in 2014 (down from 24.3% in 2012).
– SVT 2 (HD) - a cultural and educational channel with 7.2%
audience share in 2014.
– SVT Barnkanalen – a children’s channel.
– Kunskapskanalen (Knowledge Channel) - run in collaboration
with Sveriges Utbildningsradio.
– SVT 24 – a news channel.
– SVT World – a channel for Swedish speakers outside Sweden.
– SVT Play – an online channel.
• SVT has a minimum quota that it is required to purchase from domestic
independent producers, but has exceeded this significantly in recent
years as it has slimmed down its own production operations.
• There is a focus on long-recurring programming.
TV4 Group
• TV4 is a Swedish media group formerly known as Nordisk Television.
Since 2007, it has been part of the family-owned media group, Bonnier,
which has operations in 16 countries.
• The combined audience share of its channels has been around 30% in
recent years (30.1% in 2014, 30.2% in 2011). Its main channels are:
– TV4 (HD) - the most popular commercial channel with general
content (20% of total audience share)
– Sjuan (Seven) - an entertainment channel focused mainly on
sport and game shows (4.6% of total audience share)
– Thematic channels: TV4 Film, TV4 Fakta, TV4 Guld, TV4
Komedi, TV4 Science Fiction, TV4 Sport and
• The Channel4News channel was discontinued in August 2013 for cost
reasons.
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Modern Times Group (MTG)
• MTG is owned by the Swedish private equity company, Kinnevik. It has
subsidiaries in several European countries, mainly in Scandinavia and
Eastern Europe.
• Its channels are operated by its division Viasat Broadcasting.
• In 2014 the Group’s audience share was 17.3% (down from 17.5% in
2011). Its main channels are:
– TV3 (HD) – a channel aimed primary at women (with
headquarters in London). 2014 audience share of 7.2%
– TV6 (HD) – a channel targeting young male audience.
– TV8 – a general entertainment channel.
– TV10 – a sports channel launched in 2010.
• MTG mainly uses its own production subsidiary, Nice / Strix.
Discovery Networks Sweden
• Discovery Communications acquired SBS Nordic and all its TV
channels from ProSiebenSat.1 Media in 2013.
• In June 2015 the company changed its name form SBS Nordic to
Discovery Networks Sweden
• Discovery Networks broadcasts to Sweden from its base in London to
allow it to circumvent Swedish advertising restrictions.
• It has the lowest audience share of the four groups but has gained
ground recently (11.3% in 2014, up from 8.7% in 2011). Its leading
channels are.
– Kanal 5 – a general channel with target audience is aged 15-44,
with an audience share of 5.4% in 2014.
– Kanal 9 – the second general channel aimed at older audience
(30-59 years).
– Kanal 11 (formerly known as TV4 Plus, was acquired from TV4 in
2013)
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Pay-TV
• Pay-TV penetration has traditionally been higher in Sweden than in
many other large European markets with 88.7% (4.2m) of total TV
households having some form of subscription in 2014. As a result, the
market is mature, although there are no reports of cord-cutting.
• There are a range of providers across the various platforms of which
the leaders are:
– Com Hem (cable), had 38.9% of the market in 2014. It is owned
by private equity firm, BC Partners, which acquired it from Carlyle
and Providence Equity for €1.8bn in a secondary buy-out in 2011.
– Telenor (cable, majority owned by the Norwegian Government,
and owner of Canal Digital), became the second largest Pay-TV
company in Sweden with its acquisition of Tele2 in 2013
incresaing its market share to 18%.
– Boxer (DTT, owned by Teracom, the Swedish governement’s
terrestrial broadcast transmission service) had 12.5% of the
market, down from 15% in 2010.
– TeliaSonera (cable, 37.3% owned by the Swedish government),
had a market share of 14.7% in 2014, up from 9.7% in 2010.
– Viasat (DBS, owned by MTG), had a 7.1% share of the market in
2014
OTT / Streaming
• OTT and streaming is one of the fastest growing channels for TV
viewing with 30% of all consumers aged 9 years or more in Sweden
subscribing to a service in Q3-15, up from 28% in Q4-14.
– This represents over 1m subscribers
– Viewing was slightly skewed to a male audience: 31% vs 25% for
women…
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•

…and towards younger viewers: among the 9-19 year-old audience
group penetration was 53%, 47% for 20-29 year-olds and 46% for 3039.
• The segment is led by Netflix, which entered Sweden as one of its first
overseas markets in October 2012
– Com Hem struck a deal with Netflix in 2013 allowing its
customers access via set-top box app. It reached 640,000
subscribers in 2014 and, is reportedly on target to reach 1.5m
subscribers by the end of 2015.
• HBO Nordic, owned by Time Warner, launched in Sweden in 2012.
• Viaplay (MTG): Launched in 2007 and re-launched in 2011. It invested
in e-gaming content in 2014.
• In 2013 Amazon withdrew its LoveFilm service from Sweden.
• Several traditional TV service providers have also launched OTT /
SVoD offers alongside their core services.
Genre focus
• In common with other markets, Sweden has shifted towards scripted
production in recent years. Scripted now accounts for c.20% of
commissions.
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GDP, Advertising and TV Production revenue / annual % changes
TV Production market size and growth / €m
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•
•
•

As the chart shows, the Swedish TV production market is almost €0.5bn
in size.
The market recovered well following the downturn, supported by the
stronger performance of the Swedish economy compared to those in
Southern Europe
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However it slowed down as TV advertising growth slowed from 2012
onwards – with most advertising revenue growth now coming from the
online TV segment
A fall in 2014 was reversed in 2015, leaving the market at a similar level to
2013.
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TV industry funding structure / €bn
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Production Companies
• The Swedish market is served by a combination of in-house production
divisions, local divisions of most of the leading international super-indie
groups and smaller independent productions companies.
• The main companies present in the market include the following.
Nordisk Film TV Sweden (Banijay)
• Banijay is strong in the Nordic countries, operating in Sweden as
Nordisk Film TV.
• Its main genres are entertainment, drama, infotainment, reality and
children programmes.
• Along with most of the sector, it mainly works for SVT and TV4.
• It has produced local versions of the group’s international hits such as
‘Stars in Danger: The High Dive, and Your Life’s a Joke, as well as
third-party formats including Wipeout, Tonight’s the Night and So You
Think You Can Dance.
• Original productions include Life on the Other Side, Renovation Angels
and Trash or Cash.
• It has also entered the digital segment, where it works with its main TV
customers rather than new entrants, with shows such as Sweat and
Manner, an online series.
• In 2014, the combined revenues of its two main entities (Nordisk Film
Distribution AB (Distribution) and Nordisk Film Produktion AB
(Production), had revenues of €68.5m, up from €59.6m in 2012.
Zodiak
• Zodiak also has a strong representation in the Nordics. Its Nordic
division operates though six production companies of which three
(Mastiff, Yellow Bird and Jarowskij) are prominent in Sweden.
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•

Mastiff started as two production companies, MTV Production and
Mastiff, in the early 1990s. They merged in 2003 to become the first
components of the Zodiak Group. It is also present in Denmark,
Norway, Russia and also recently entered Hungary.
• The group focuses on adaptation of international formats Let’s Dance,
and Paradise Hotel, and development of its own entertainment and
infotainment formats Så ska det låta (That’s the Spirit).
• Yellow Bird was acquired by Zodiak in 2007. It focuses on TV drama
and film series, especially on international co-productions based on
books.
– Its best known recent success was the film adaptation of the
Millennium trilogy The Girl with the Dragon Tattoo, The Girl Who
Played with Fire and The Girl Who Kicked the Hornet's Nest, the
most internationally successful Scandinavian films.
– Its TV shows include the drama Wallander (Swedish and UK
versions) and the Irene Huss crime series.
• Jarowskij was also acquired by Zodiak in 2007. It produces
entertainment, infotainment, reality programmes and sitcoms.
• Some of its successful formats are Solsidan, adaptation of The Office,
Parlamentet, Wild Kids, Fort Boyard, Timeout, Extra Extra, Singalong
and Room Service.
Endemol Shine Nordics
• The company was created from the merger of Endemol, Shine and
Core. Endemol Shine Nordics comprised 11 production companies in
the Nordic countries and four broadcast facilities, after the 2014 merger.
• Endemol’s Nordic division, with headquarters in Stockholm, was
launched in 2010 to produce local versions of Endemol’s global formats
as well as original shows.
• Its main programmes include Big Brother, Deal or No Deal, 1 vs. 100,
Fear Factor or Wipeout.
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Endemol Shine Nordics comprised Meter Television, STO-CPH
Produktion, Filmlance International, Friday TV, branded content unit
Mag5 Content, Rubicon TV, Metronome Spartacus, Metronome Post,
Metronome Rental, Studios AS in Norway and Denmark, Metronome
Productions, Endemol Sweden and Shine Finland.
– Meter Television AB (Sweden), 2014 revenues €13.1m down
from €37.6m in 2012
– STO-CPH Produktion AB (Sweden), 2014 revenues €4.3m down
from €11.6m in 2012
• The company was formerly the market leader in Sweden, with revenues
of around SEK500m. However, it has lost significant ground following
the entry of Fremantle to the market. Endemol previously produced the
local versions of Fremantle shows such as X-Factor and Wife Swap,
but has now lost this business with Fremantle in-sourcing production.
Eyeworks (Warner)
• The Swedish division of the international group focuses on
entertainment, infotainment, documentaries, reality and drama.
• Its revenues have decreased recently, from SEK152m in 2013 to
SEK117m in 2014 as a result of the ending of it is production of the
Swedish version of Who Wants to Be a Millionaire (Postkodmiljonären),
which was produced with lottery funding.
• Its other leading productions include My Kid is Too Fat, Bullseye and
Bingolotto (Bingo game show on TV).
Strix (MTG)
• MTG (Modern Times Group) acquired Nice Productions in 2013 for
€84.4m, including Strix Productions with revenues of €48.6m in 2014.
• Strix is also represented in Netherlands, Norway and Denmark. It
focuses on non-scripted genres such as reality-TV, entertainment and
infotainment.
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Since 2014, it has been part of Nice Entertainment Group, the holding
company for the production and distribution interests of MTG.
• It produced Scandinavian versions of The Farm, Survivor and Top
Model. Other hits developed in-house include The Bar, Floor Filler,
Harem, Paradise Lost, Double Wedding-Put a Veil on It or Salad or
Surgery.
• 2014 revenues were c.SEK460m (although this may include some
revenues outside Sweden from the company’s South-East Asian
production hub, where it makes Survivor and other shows).
Baluba Television
• Baluba is a Swedish production company, a subsidiary of the Northern
Alliance Group, owned by the Finnish investment company CapMan.
• It started as a children’s programmes producer but expanded to general
entertainment shows, e.g. Dansbandskampen or Agnetas
nyårskarameller.
3Vanner
• 3Vanner (3Friends) is a production company with a focus on scripted.
• Revenues are c.SEK130m
• In 2013 SF Group acquired 90% of the company. SF operate film
theatres in Scandinavia and is ultimately owned by the media company
Bonniers.
• Its leading productions include En Man Som Heter Ove, Julkalendern
2014
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Forecast
•
•

Forecasts are for GDP growth to accelerate, to reach 4%+ throughout
the forecast period.
Although 2015 advertising performance is weaker (down by 1.5% in the
first six months) this level of growth should prevent further falls in
advertising revenues in later years.

•

However further change in TV ad share is likely with terrestrial TV
falling from 79% in 2014 to c.70% in 2019. PWC expects most of the
share gains to go to online services rather than Pay-TV.
Cable and satellite maturity implies limited potential for further growth in
this segment. OTT services are likely to grow further, led by Netflix and
supported by the government’s investment in high-speed fibre
broadband.
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In this environment we see limited potential for further market growth,
but also limited risk as long as the economy remains robust.

TV Production forecast market size and growth / €m

CAGR 09-15: 3.3%;
CAGR 15-19: 0.5%
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TV Market overview
•

As the chart shows, UK TV viewing has, since 2013, slipped below the
average levels for the US and main European markets.
– The average has increased as viewing has grown faster in those
countries facing more severe economic pressures such as Italy
and Spain.
– At the same time it has fallen back from peak levels in the UK as
other activities such as gaming and tablet computers compete for
consumer attention.
– 2013 saw the first recorded fall in the number of UK households
with a TV set.
• The industry segments between
– the public service broadcast networks (PSBs): the BBC, ITV
(ITV1/ITV Breakfast), Channel 4 and Five, which account for the
larger portion,
– the multi-channel broadcasters (including BSkyB).
• Historically, the PSBs have been by far the most important segment in
terms of demand for TV production.
• However, in recent years, the growth segment has been the multichannel broadcasters, in particular Film/Sport channels, with the PSBs
having reduced their programme spending over the period.
BBC
• While the publicly-owned BBC remains by the largest commissioner of
content in the UK market, its programme spending budgets have been
curtailed by the need to reduce spending to meet government savings
requirements.
– The licence fee has been frozen and, since April 2014, the BBC
has assumed the costs of the BBC World Service which were
formerly met by the Foreign Office.
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– To help achieve savings to deal with these factors, steps were
taken first to achieve closer integration of the operations of the
digital channels (eg BBC3, BBC4) with those of the main
networks (BBC 1 & 2) and the subsequent proposal to make
BBC3 an online only channel, with a 50% programming budget
cut, from March 2016.
– In recent years the BBC has outsourced a large proportion of its
production – from 42-46% in each year since 2007-08. In 201415 outsourced accounted for 44%.
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– This increase has followed the introduction by the BBC of an
arrangement known as the Window of Creative Competition
(WoCC) in 2007.
– This referred to an additional 25% of BBC commissioning which
was to be opened to competition from both external and internal
producers.
– Given the requirement of the Broadcasting Act for 25% to be
outsourced, this left 50% of production reserved for in-house
teams.
• The BBC is aiming to increase the proportion of its production budget
spent outside London to 50% by 2016 from 41% in 2011.
• The BBC’s charter, and hence its licence fee arrangement, is up for
renewal in 2016. This is currently diverting management attention and
causing uncertainty. Possible outcomes include:
– A significant reduction in the funding of the BBC
– Change in the way its production unit is managed, such as
ending of quotas, freeing it to compete in the external market or
even divestment.
• Future growth in commissioning expenditure is likely to be limited with
some risk that it could decrease depending on the outcome of the
charter renewal process.
ITV
• Its licence obligations stemming from the 1990 Broadcasting Act mean
that ITV has always been a significant buyer of external productions
with many of its main shows, such as The X-Factor and Downton Abbey
produced externally.
• However, ITV is now facing declining audiences at its main channel as
many of its key shows are now aging and competition for the attention
of viewers increases.
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•

ITV’s response to this has been:
– To develop its portfolio of secondary channels which focus on
specific niches:
• ITV2 (16- to 34-year-olds);
• ITV3 (older ABC1 viewers);
• ITV4 (men 25-44);
• CITV (children).
• ITV Encore: (drama channel on the Sky platform
• ITVBe (younger female viewers).
– To focus on building up its own production division, ITV Studios,
via a series of acquisitions focused on the UK and US (see ITV
Studios profile for list of acquisitions). As a a result it has insourced the production of several of its shows by buying the
production company.
• In 2014 ITV’s audience share was about 22%. In the same period the
company’s share of the TV advertising market was 45.9%.
Channel 4 and Five
• Both of these terrestrial networks continue to operate publisherbroadcaster models and outsource all of their production to a range of
independent companies.
• At Channel 4 a possible future cause of uncertainty is the possibility that
it will be privatised.
• Channel 5, acquired by Viacom in 2014, now spends a considerable
proportion of its production budget (c.£150m) via a partnership with
Group M Entertainment (part of the global media group, WPP). This
arrangement means that such productions are outside the usual PSB
arrangements hence have less attractive terms for producers.
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Commercial multi-channel / Pay-TV
• Pay-TV penetration in the UK was 57% in 2014, up from 52% in 2010.
– Satellite is the leading channel where BSkyB accounts for
virtually all revenues. Satellite penetration is 35%
– Cable is next, with 14% penetration, served by Virgin Media –
now owned by Liberty Global.
– IPTV is the fastest growing area: penetration has risen to 6%
following the launch of YouView – a joint venture between
broadcasters and the leading ISP, TalkTalk – in 2012, and BT’s
TV platform (which focuses largely on sport).
– OTT is also a significant area with Netflix competing with Amazon
Prime and TalkTalk-owned BlinkBox acquired from Tesco in
2015 for around £5m (€6.9m).
• Pay-TV channels were traditionally not major investors in
commissioning of original content.
• Given their channel mix, sport remains a major area for spending for the
segment, followed by acquisition of film rights, rather than production.
• However, other categories, such as Entertainment, Factual and
Children’s, increasingly represent significant programme budgets with
total spending from this group of broadcasters now estimated by Zodiak
to be £4-500m (€550-690m).
– Historically, much multi-channel Entertainment spending was on
acquiring programming from abroad (especially the US) rather
than commissioning of original productions.
– However, BSkyB, by far the largest UK multi-channel
broadcaster, has increased its level of production spending in the
last few years and announced targets for the future. It currently
has extensive in-house production capabilities which focus on the
production of its news, sport, arts and entertainment
programmes. Its in-house spend is estimated at £250-300m
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•

– Other multi-channel broadcasters, such as Discovery, National
Geographic and Viacom have also increased their
commissioning of original content.
– Netflix and Amazon have also commissioned original content.
Compared to the PSBs, the multi-channel broadcasters are less
attractive from a rights perspective. Ofcom rules specify that qualifying
production companies which are not owned by a UK broadcaster (such
as Zodiak) are able to retain 85% of programme rights for shows
broadcast on PSBs. This arrangement, which is currently under review,
does not apply to multi-channel and we understand that it shares of
rights are usually much lower.
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Market size
GDP, Advertising and TV Production revenue / annual % changes
TV Production market size and growth / €m
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•
•

•

As the chart shows, the UK TV production market is almost €2.9bn in
size, having recovered from the downturn to see consistent growth in
recent years
A key advantage enjoyed by UK producers is the English language
which makes UK formats far more marketable internationally than those
produced elsewhere in Europe.
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Market growth has occurred in spite of patchy UK macroeconomic
performance which, although stronger than countries of southern Europe,
has seen GDP remain below 2008 peak levels.
Production spending growth has been above the level of TV industry
revenue growth since the 2010 crash.
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TV industry funding structure / €bn
CAGR
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As the chart shows, relative to other markets, the UK TV industry has a
greater level of public funding – giving it some protection from
fluctuations in ad spending trends.
UK TV licences, which had historically increased, have been frozen
since 2010, hence other funding sources have driven industry revenue
growth.
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Source: Ofcom, IDATE, PWC, Ovum, Screen Digest
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Production Companies
•

The largest players in the UK television production market remain the
two major in-house production arms of the leading networks, BBC and
ITV.
• Despite recent consolidation activity, the market remains fragmented.
– Barriers to entry were traditionally relatively low allowing a large
number of small and medium-sized players to thrive.
– Acquisition activity in recent years has led to significant
consolidation and the emergence of the large, international
super-indies.
• A large number of smaller independents remains. In its 2015 survey of
the market, PACT (the independent producers’ association) reported
that
– The market share of companies with revenue below £25m
increased to 34%, up from 23% the previous year.
– The were 60 companies in the market with revenues from £1-5m
and a further 23 with revenues from £5-10m
Zodiak UK
• Zodiak became a significant force in the UK following the acquisition of
leading UK independent, RDF Media.
• This also gave it access to a large catalogue of content to sell through
its existing distribution network.
• In July 2011 it acquired Bwark, which produced the recent comedy hit
The Inbetweeners.
• It works across all the main television genres.
• Key shows include Being Human, Extreme Fishing with Robson Green
and The Secret Millionaire.
• During the last year it has had a series of prime-time hits across the
range of channels:
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– Secret Life of 4 Year Olds – Channel 4
– Eat Well for Less – BBC1
– Six Puppies and Us – BBC2
– Hundred Year Old… - ITV
BBC Production
• The BBC remains a major producer of TV programming.
– It works across all television genres, producing 65% of the
programmes broadcast by the Corporation in 2014-15
– This includes popular shows like Eastenders and Strictly Come
Dancing.
– It does not work for external broadcasters.
• The future of BBC Production is now under review with proposals
having been put forward which would see a new company, called BBC
Studios set up.
– This would contain the drama, entertainment, comedy and factual
programme-making departments of the BBC.
– It would potentially be allowed to produce for external customers
and may be spun-off
ITV Studios
• ITV Studios, the in-house production arm of the ITV network, creates
over 2,000 hours of original production per year.
• Its output includes key ITV shows such as Coronation Street, I’m A
Celebrity, Get Me Out Of Here, Emmerdale, This Morning, Dancing on
Ice and Come Dine With Me.
• It also produces for other broadcasters including the BBC, Channel 4,
Five, BSkyB, Living, UKTV, Discovery, National Geographic and Animal
Planet, and has a resource business which includes its studio complex
on the South Bank of the Thames in London.
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•

ITV has reaffirmed its commitment to the producer-broadcaster model.
It has recently made further acquisitions of UK production companies
and has recently strengthened its position in the global market via US
acquisitions (see profile for details)
All3Media
• The group was founded in 2003. Its UK revenue was £255m in 2014
(down from £277m the previous year). The company has grown via a
series of acquisitions both in the UK and internationally.
• It was recently acquired by a joint venture between Liberty Global and
Discovery from its previous private equity owners (Permira).
• It now owns a range of separate production companies, including Lime
Pictures, Lion TV, Objective and Bentley, which have creative
autonomy and their own identity and give it coverage across all
television genres.
• Companies are largely autonomous in how they operate within the
group
• Recent focus has been on international growth to diversify away from
the UK.
• Key shows include The Only Way is Essex, Hollyoaks, Horrible
Histories, Midsomer Murders, Shameless and Peep Show
Endemol / Shine
• Following their merger, the UK management of Endemol and Shine has
been integrated although the production companies, such as Tiger
Aspect, Remarkable, Kudos, and Initial, remain separate
• Having been one of the pioneers in the development of the genre,
Endemol is particularly strong in reality TV.
– 2011 saw its flagship show, Big Brother, re-launched in the UK
on Five.
– The 2010 acquisition of Tiger Aspect expanded its UK presence
in scripted genres.
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Some of its longer-running flagship shows are starting to age and its Big
Brother contract with Five is not nearly as lucrative as its previous
arrangement with Channel 4.
• Key shows include Total Wipeout, Big Brother, Million Pound Drop,
Deal or No Deal, Supersize vs. Superskinny, The Whole 19 Yards,
Secret Diary of a Call Girl and Stephen Hawking’s Universe.
• Shine was founded by Elisabeth Murdoch in 2001 and sold to (familycontrolled) News Corporation in February 2011 for £415m.
• The business had expanded organically and via acquisition in the UK
and internationally.
• The company focuses on the factual entertainment and drama genres.
• On top of TV production work the company has strengthened its digital
activities by acquiring Bossa Studios, a gaming group, and online
broadcaster ChannelFlip.
• Key shows include Hunted, The Island with Bear Grylls, Hustle and
MasterChef.
FremantleMedia UK
• The company is an important supplier to the ITV network producing two
of the biggest shows on TV: The X-Factor and Britain’s Got Talent (in
conjunction with Simon Cowell’s production company, Syco). It also
supplies the other major UK channels.
• It was previously known as TalkbackThames but in 2012 it was
renamed and split into four sub-brands with distinct areas of focus:
– Boundless (factual entertainment, factual features and specialist
factual programming including The Apprentice),
– Retort (scripted comedy),
– Talkback (comedy entertainment),
– Thames (entertainment),
– FremantleMedia UK Interactive (digital).

175
1222-10

European & North American TV Production: 2016

UK
– Thames, the largest division, has seen its revenue fall slightly as
its key shows (X-Factor, Britain’s Got Talent) have come
towards the end of their lifecycles – although both are covered by
three year agreements to 2016.
• Key shows include The X Factor, Britain’s Got Talent, Take Me Out,
The Apprentice, The IT Crowd, Celebrity Juice, Grand Designs and
Four Rooms.
Shed Media
• Shed was founded in 1998. Key acquisitions have included Ricochet
(acquired in 2005, focus on factual entertainment), Outright Distribution
(2006, to leverage the group’s own IP), Twenty Twenty (2007) and Wall
to Wall (2007, long-running factual series, reality dramas and docudramas).
• The company has traditionally focused on long-running drama series.
• In August 2010 Warner Bros. Television acquired a 56% stake in Shed
Media with the remaining equity held by Shed management and staff.
While Shed Media has remained an independent company, its Outright
Distribution division was merged into Warner’s operations.
• Key shows include Who Do You Think You Are?, Supernanny, Long
Lost Family and The Voice.
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Forecast
•
•
•

GDP growth is now expected to continue throughout the forecast period at 4+% per year.
Our forecast for ongoing TV production market growth is supported by expectations that TV industry revenue will continue to grow, at a slightly higher
rate than in the recent past, with a notably more positive outlook for TV advertising
The key area of uncertainty for the market concerns BBC charter renewal in 2016
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TV Production forecast market size and growth / €m

CAGR 09-15: 3.7%;
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•
•

As the chart shows, we expect the market to continue to grow to reach
£3.3bn by 2019.
Key drivers are:
– Recovery at ITV, driven by its strategy of focusing on niche
channels to offset the decline of ITV1
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– Increased commissioning by the Pay-TV segment, led by BSkyB,
– Further demand from IPTV / OTT broadcasters.
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Key market data
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TV Market overview
•

Despite the range of other leisure activities available, TV remains a very
important pastime for the average American:
– In 2015, 116.4m US households had at least one TV set, up from
102.2m in 2001.
– As the chart shows, viewing levels have continued to increase
and are significantly higher than in Europe.
– In 2013 the average US household had access to almost 190
channels with the total number of channels in the US market is
estimated at over 2200. The average household only viewed
about 17.5 of all available channels, unchanged over the past 5
years.
• The US TV market is made up of advertising-funded free-to-air
networks and Pay-TV.
– Unlike in most European countries, there is no licence fee or
other government funding, with public broadcasting being
financed via sponsorship or donations.
– Viewing segments 69% broadcast channels vs 31% cable
– Free-to-air broadcasters claimed 58.5% of TV advertising
revenue in 2014 with Pay-TV operators taking 36.5%.
Genres / shows
• The US market saw a sustained growth in the popularity of non-scripted
/ reality show formats, in particular on cable channels but also via freeto air networks.
• To illustrate, in the 2011-12 season:
– For networks, drama shows accounted for 31% of output hours
vs 30% for reality, 14% comedy and 9% news.
– For cable, reality shows accounted for almost 70% of output.
Drama represented a further 10%; Comedy, 9% and News, 1%.
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TV industry funding structure / €bn
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•

More recently, the market has swung back towards scripted programming,
evidenced by the success of major scripted series such as Game of
Thrones (HBO) and House of Cards (Netflix)
– From 2003 to 2011 the most popular show by number of was
American Idol (Fox), a reality format produced by FremantleMedia.
– In the 2012-13 season NCIS, a police drama series, produced inhouse by CBS, was the most popular show.
In October 2015, scripted series were most popular in ratings by all the top
networks.
Leading 2015 scripted shows include Game of Thrones (HBO, In-house),
Arrow (The CW, Berlanti + In-house), Marvels SHIELD (ABC, Mutant
Enemy + ABC + Marvel), Grey’s Anatomy (ABC, The Mark Gordon
Company + In-house), The Big Bang Theory (CBS, Chuck Lorre
Productions + In-House)
Examples of current reality shows are: Keeping up with the Kardashians
(E!, Bunim/Murray), America’s Got Talent (NBC, FremantleMedia), Face
Off (SyFy, Mission Control Media), The Amazing Race (CBS & ABC,
Evergreen Inc), and Hell’s Kitchen (Fox, ITV Studios), Dancing With the
Stars (CBS, BBC)
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Channels
•

The actual complement of channels received by a consumer depends
on subscription package and also geographical location.
• The large number of TV channels available in the US market segment
between basic and premium channels.
– Basic channels are normally available over free-to-air
transmissions and within cheaper Pay-TV subscriptions (eg
‘basic cable’, costing c.$20 per month)
– Premium channels generally require a more expensive
subscription (eg ‘premium cable’ costing c.$100 per month)
• The picture is more complicated as:
– Some channels not made available on certain platforms for
commercial reasons. For example, Time Warner’s HBO is not
available on Verizon’s FiOS TV service
– Channel availability also varies by geography.
• Leading channels are profiled below.
HBO
• HBO, launched in 1972, is owned by Home Box Office Inc, an operating
subsidiary of Time Warner.
• HBO’s content includes motion pictures, original television series,
made-for-cable movies, documentaries, sports, an occasionally also
stand-up comedy and concert specials.
– In February 2014, HBO reported $1.8bn in operating profits in
2013 and revenue growth of 4% to $4.9bn.
– The channel had about 28m subscribers across all platforms in
2013.
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Cartoon Network
• Cartoon Network (CN), launched in 1992, is ultimately owned by Time
Warner Inc (through Turner Broadcasting System).
• CN is primarily targeted at children and teenagers between 7-16. It also
targets adults with mature content.
• CN includes original programming such as Regular Show, The Amazing
world of Gumball, Lego Ninjago, Annoying Orange, and Incredible
Crew.
• CN made its content available to Netflix in March 2015.
– In the six months that followed, linear delivery dropped by 10% in
households that also had Netflix.
MTV
• MTV started as a music only channel in the US in 1997, targeting young
adults, but has since expanded its offer to include reality, live concerts
and MTV Unplugged, one of its more popular shows.
USA Network
• USA Network was launched in 1977. It is owned by NBCUniversal
through its subsidiary NBCUniversal Cable.
• Responding to market demands for scripted content, in 2014 USA
Network dropped a half-hour comedy and announced a focus on edgier
dramas with serialised plots.
Cinemax
• Cinemax, launched in 1980, is a premium cable channel owned by
HBO, a subsidiary of Time Warner. Programming includes
documentaries, behind-the-scenes features, feature films and original
action series.
– The channel had about 15m subscribers in 2013
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AMC
• AMC is a basic cable channel, launched in 1984.
• Programming is primarily theatrically released movies along with a
limited amount of original programming.
• As a result of market conditions in 2014, AMC dropped four reality
series, including other non-scripted content in development and focused
on dramas.
CBS
• CBS is the flagship channel of the CBS network.
• It is regularly rated among the top 4 channels.
• Programming, a mix of scripted and non-scripted, includes Big Brother,
NCIS, The Big Bang Theory and Survivor.
FX
• FX (Fox Extended), was launched in 1994, and is a cable and DBS
channel.
• Programming includes original drama and comedy series, reruns of
theatrically released films and sitcoms. It competes with HBO.
Discovery
• Discovery Channel, launched in 1982, is a basic cable channel. It is the
flagship TV property of Discovery Communications Inc.
• Having focused on nature documentaries, it has recently also started
showing reality shows such as Mythbusters, Dirty Jobs, Deadliest
Catch, and Best Evidence.
• It also features documentaries targeting families and younger
audiences.
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•

Discovery’s programme spend across its group of channels increased
from $500m in 2007 to $2bn in 2014, according to David Zaslav, proxyCEO of Discovery Communications: “I see the growing investment in
high-end content as money well spent … it’s a competitive imperative.”
Nickelodeon
• Nickelodeon, launched in 1977, is a basic cable channel, owned by
Viacom.
• Most of its programming is aimed at adolescents aged 8-16.
Programming consist of original first-run TV series, original made-forcable movies, and select 3rd party programming.
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Networks
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•

•

•

•

The four large networks – CBS, NBC, ABC and Fox – claim the
overwhelming majority of free-to-air viewing and hence advertising
revenues.
Each has a strong position in own content via a relationship with a
Hollywood studio:
– CBS with Paramount via the Viacom Group
– NBC with Universal
– ABC with Disney
– Fox with Twentieth Century Fox
However, they have seen their overall viewing levels, and hence
advertising revenues fall in recent years:
– CBS had 2015 average prime-time viewing of 11.25m vs 11.7m in
2012,
– NBC has seen a small increase, at 8,63m, up from 7.4m,
– ABC: 7.96m, down from 8.4m
– Fox: 5.82m, down from 8.4m.
The CW, a joint-venture between CBS and Warner Bros is the fifth
network and has seen its viewing increase, increasing from 1.7m viewers
in 2013 to 2.13m in 2015.
Some of the network ratings decline is attributed to time-shifted viewing
and measurement methodology, but the overall long-term trend is
negative given long-term competition from cable and more recently from
DBS, IPTV and OTT models.
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CBS
• CBS, which stood for Columbia Broadcasting System, started as a radio
broadcaster in the1920’s. It is now active in Radio and TV broadcast.
• CBS’s channel lineup includes:
– CBS
– CBS News
– CBS Sports
– The Movie Channel
– Showtime
• In recent years, CBS has had the highest ratings of the networks:
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– Success in the early part of the 2000s came from major reality
blockbuster shows such as Big Brother (Endemol) and Survivor.
– More recent key shows have included The Big Bang Theory, Two
and a Half Men, Cold Case, Rules of Engagement, How I Met Your
Mother, The Good Wife, and NCIS.
– Ratings success has also been built on sports channels and
coverage of key events.
• In 2007 the company re-launched as CBS Paramount Television Studios
with Viacom owning the rights to the Paramount name. In 2009 the
division was renamed CBS Television Studios.
• CBS Television Studios has substantial in-house production resources. It
has produced shows such as CSI, The Good Wife, Reckless, Hawaii
Five-0, and Blue Bloods.
• It has collaborated with WBTV on the majority of shows shown on The
CW network.
• Illustrating the extent to which genre trends have reversed, In November
2015, CBS aired 18 scripted shows and 4 non-scripted shows.
• In 2014 the company’s total revenue was $13.8bn, down from $14bn in
2013. Revenue segmented between:
– Advertising, $7.2bn
– Content licensing & distribution, $4bn
– Affiliate & Subscription fees, $2.4bn
– Other, $0.2bn
NBC
• NBC, now called NBCUniversal Media (NBCU), was founded in 1926 and
is the oldest broadcasting network in the US.
• NBCU’s channel line-up includes:
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– NBC Sports Group (Comcast Sports Group, Golf Channel, NBC
Sports, NBC Sports Digital Network, NBCSN)
– NBCUniversal Cable (Syfy, Chiller, Cloo, E!, USA Network,
Universal HD, Universal Cable Productions, Bravo Media,
Esquire Network (JV), Oxygen Media, Sprout, TVOne (JV),
DailyCandy (digital network), Fandango (digital network),
Integrated Media group (digital network))
– NBCUniversal Hispanic Enterprises and Content (Telemundo,
NBC Universo)
– NBCUniversal News Group (NBC News, CNBC, MSNBC, The
Weather Channel)
It is 100% owned by Comcast Coporation, which owns and operates the
leading US cable network.
– Comcast acquired 51% of NBCUniversal from General Electric
(GE) in 2009. At the same time Vivendi sold its remaining 20%
stake in NBCU to GE. The deal valued NBCU at $30bn.
– In March 2013, Comcast acquired the remaining 49% of NBCU
from GE for $16.7bn.
GE had merged the two parts of the business after having acquired an
80% stake in Universal Studios from Vivendi.
In November 2015, NBCU aired 11 scripted and 4 non-scripted shows
NBCUniversal’s 2014 revenues were $25.4bn, representing about 36%
of total Comcast Corp revenue.
– Total advertising revenues in 2014 was $2.4bn, up from $2.2bn in
2013, and $2.3bn in 2012.
2014 saw NBC take leadership in ratings amongst the 18-49 age
segment. This was driven by key shows such as Sunday Night
Football, The Blacklist and The Voice.
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Recent significant developments have included
– In December 2014, the company announced that it would start
streaming network TV online.
– In March 2015, NBCU revealed plans for a subscription comedy
video service.
ABC
• ABC, founded as The American Broadcast Company, owns and operates
eight channels with over 232 affiliated stations. The network provides 89
hours of regularly scheduled network programming each week, including
22 hours of prime time programming, to affiliated stations.
• Its channel line-up includes:
– ABC Drama,
– ABC Comedy
– ABC Family
– Disney Channels Worldwide
– ESPN (ESPN2, ESPN Classic, ESPNews, ESPN+, ESPN
Deportes, ESPNU)
– Longhorn Network
– SEC Network
• It is owned by Disney-ABC Television Group, a subsidiary of Disney
Media Networks, a division of The Walt Disney Company.
– Disney acquired ABC in 1995 for $19bn.
– In 2007 it divested its radio operations to focus exclusively focused
on TV broadcasting.
• In May 2015, ABC had on average 7.96m viewers for its prime-time
programming.
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– Its top rated show among adults 18-49 was Modern Family
(Picador Productions + In-house). The show has aired more than
100 episodes.
– Other recent successes have included How To Get Away With
Murder.
• The company has significant in-house production capabilities:
– Programme development is carried out in collaboration with
independent writers, producers and creative teams, with a focus
on half-hour comedies and one-hour dramas, primarily for
primetime broadcasts.
– Most of Disney’s original, live-action, programming was produced
under the ABC Studios label.
– ABC Studios creates 85% of its own Autumn schedule
programmes.
– The company produces material for Netflix.
• In November 2015, the ABC network offered 18 scripted shows and 4
non-scripted shows.
• Disney Media Networks (DMN) had revenues of $21.1bn in 2014, up
from $20.4bn in 2013. Revenues segmented between:
– Affiliate Fees ($10.6bn),
– Advertising ($8bn),
– Other ($2.5bn).
• Of the 2014 total revenues Cable networks accounted for $15.1bn and
Broadcasting accounted for $6bn.
Fox
• The Fox Broadcasting Company, launched in 1986, is made up of
Cable Network Programming, Filmed Entertainment, DBS (Direct
Broadcast Satellite) and Television Broadcast..

1222-10

187

European & North American TV Production: 2016

US

•

•

•

It owns and operates 28 channels, including:
– FX
– FXX
– FX Movie Channel
– National Geographic Channel
– Nat Geo Mundo
– Fox on Demand
– Fox International
– Several sports and news channels
– Internationally the company operates over 300 channels in over
180 countries.
It is owned by the Fox Entertainment Group division of 21st Century Fox
Inc, the organisation formed following the spin-out of publishing interests
from News Corporation.
– The division also includes the leading Pay-TV companies, STAR
TV in Asia and Sky in Europe.
While Fox currently has the lowest ratings of the big 4 networks, for
several years in the last decade it achieved highest ratings in the 18-49
age group, the segment most valued by advertisers.
– This was primarily achieved due to its enduring hit show, American
Idol, created by Simon Fuller and produced by FremantleMedia,
which was the top ranked prime time program me from 2004 to
2011.
– However, in recent years, American Idol’s ratings have dropped.
Coca Cola ended its sponsorship of the show in December 2014
and, in May 2015, Fox announced that it was ending American
Idol.
– Fox lost its leadership in the 18-49 segment to NBC in 2014.
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In October 2014, the Company acquired two San Francisco-Bay area
television stations, KTVU-TV FOX 2 and KICU-TV 36, with a value of
approx. $220m from Cox Media Group.
In February 2015, the Company acquired TrueX Media Inc., a video
advertising company for an estimated total purchase price of $175m.
21st Century Fox had total revenues of $29bn in 2015 (excluding DBS),
down from $31.9bn in 2014, primarily due to a 64% drop in Subscription
revenues. Part of the drop in Subscription revenues was international
divestments and previous year’s consolidation of Sky Germany.
Revenues segmented between:
– Affiliate fees ($10.4bn),
– Advertising ($7.6bn),
– Subscription ($2bn),
– Content ($8.7bn),
– Other ($0.3bn).

1222-10

188

European & North American TV Production: 2016

US

Pay-TV

•

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

2.50%
2.00%
1.50%
1.00%
0.50%
0.00%
-0.50%

Q2 2015

Q4 2014

Q2 2014

Q4 2013

Q2 2013

Q4 2012

Q2 2012

Q4 2011

Q2 2011

Q4 2010

Q2 2010

Q4 2009

Q2 2009

Q4 2008

-1.00%
Q2 2008

•

3.00%

Q4 2007

•

eBay
Global
revenue
split / $bn
Pay-TV
quarterly
subscriber
growth, 2006-15 / % quarterly change

Q2 2007

•

US Pay-TV is mature with penetration at high levels:
– The total number of Pay-TV subscribers was close to 95m in
August 2015. This represented household penetration of 83%
– Pay-TV’s share of TV advertising, at 36.5%, is much higher than
in other markets.
As the chart shows, growth in Pay-TV subscriptions has been falling
since 2012
– Availability of OTT streaming services such as Netflix, Hulu and
Amazon have led to increased churn, or ‘cord-cutting’ with an
increasing number of households combining free-to-air television
with online video services as an alternative to Pay-TV
The top US Pay-TV service providers are:
– Comcast (cable), 23m subscribers (parent company of NBCU)
– DirecTV (DBS), 20m (owned by AT&T since August 2015)
– Dish Network (DBS), 13.8m (listed on Nasdaq)
– Time Warner Cable (cable), 12.5m (owned by Time Warner Inc)
– Verizon FiOS (telecom), 5.6m (launched in 2004 by Verizon)
In the longer term, Pay-TV faces several threats:
– An acceleration of cord-cutting
– Falling ARPU as subscribers downgrade packages
– That a new generation of adults might never take out
subscriptions, going straight to OTT services.
Pay-TV operators have strategies to defend against these threats, most
of which involve having access to exclusive and desirable content, such
as premium sports events and entertainment.

Q4 2006

•

Source: Company reports, MoffetNathonson

•

•

Some operators have also responded by launching their own OTT
offers – variations of their services, often slimmed-down, available as
internet-only services
However, the negative trends could be accelerated by the recent trend
for key content-owning channels to make their wares available via OTT
services, such as, HBO GO, launched in October 2014 (cost
$15/month) and Showtime, launched in July 2015 ($11).
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In this context, further consolidation in the Pay-TV sector is likely. This
would:
– Increase their bargaining power with rights / content owners
– Give them such a large share of viewers that rights / content
owners would find it difficult to avoid using them..
• Recent actual and proposed merger activity has included:
– AT&T’s acquisition of DirecTV in July 2015
– The proposed merger of Comcast / Time Warner Cable (called off
in April 2015)
Cable
• Cable remains the most popular form of Pay-TV.
• However cable’s share of Pay-TV has fallen, from almost 100% in 1992
to 53% of subscribers in 2013, as other technologies have increased in
availability:
– Direct-broadcast satellite (DBS) accounted for 34% of subscribers
in 2013
– IPTV and other services provided by telecoms companies, often
as part of triple / quad play packages – 11% of subscribers
• Competing platforms had the advantage of digital technology which
enabled them to offer more channels and other services. However, now
that digital cable services have been rolled-out, cable no longer faces
this disadvantage and has had the opportunity to use upgraded digital
services to increase ARPU.
• The trend for cable’s share to fall is likely to continue in the long-term,
although there may be some medium-term benefit as the end of the last
analogue cable subscriptions in 2017 drives some consumers to
upgrade to digital cable packages.
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To increase ARPU and stickiness, cable operators are increasingly
creating triple and quad-play packages, and looking to bundle services
such as home security and home automation.
Comcast
• Comcast has 22mn subscribers.
• Recent innovations in its service include:
– The “day-and-date” model which involves agreement with studios
to enable cable release of movies at the same time as in
cinemas.
– The launch of the improved X1 platform, giving an improved
interface and access to content via IP.
– Partnership with Twitter to include content links in Tweets.
DBS
• There are two main satellite services: DirecTV and Dish Network
DirecTV
• DirecTV was acquired by AT&T in May 2014 for $49bn (finalised in July
2015)
• It has nearly 300 channels of which around 200 are HD.
• A key strength is that it is the leading US broadcaster of American
football, having renewed its rights deal for eight years in 2014, at a cost
of $1.5bn per year
• It also has a large VoD catalogue comprising 10,000 films / TV
episodes (available to subscribers via internet download)
Dish Network
• Dish Network became a standalone company in 2009, having been set
up by the EchoStar satellite operator in 1996
• It has a strong focus on HD channels with led by its TurboHD service.
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It offers the Slingbox, a TV streaming device that allows users to ‘placeshift’, ie remotely view and control their cable, satellite, or digital video
recorder system from a remote location via the internet.
• A recent launch is Sling TV, an OTT service launched in January 2015
which offers a range of major cable channels for streaming via smart
TVs, digital media players and apps.
• An area of controversy has been its ‘AutoHop’ technology, which can
remove ads from digital recorded programmes. TV networks took legal
action against the service which led to limits being introduced on its
operation (not able to be used for 3-7 days after the original broadcast.
• One innovation that did not pay off was the acquisition of Blockbuster,
the ailing video rental chain, in 2011. The chain was finally closed in
2014, however Dish still offers a streaming service under the
Blockbuster @Home brand.
Telecoms / IPTV services
• The main providers are AT&T and Verizon, who account for 95% of the
segment.
• Take-up of IPTV services has increased from 7.0m to 12.8m in the four
years to the end of 2014
AT&T
• AT&T launched its U-verse IPTV service in 2006 and is currently the
leader in this segment with over 6m subscribers.
• The service is available in 22 states
• It offers a broad range of channels as well as VoD, multi-screen access
and interactive services.
• AT&T recently announced that it will cease development of its U-verse
service in favour of a new service to display content from its recent
acquisition, DirecTV
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Verizon
• Verizon’s FiOS TV first launched in 2005.
• It has 5m subscribers and is available in 13 states.
• Unlike U-verse, it is not a true IPTV service, relying on broadcast/cable
technology to deliver its live programming with only VoD and interactive
services delivered by IP.
• It has a range of plans ranging from 20-420+ channels, many delivered
in HD form.
OTT
• The US is leading market for the development of OTT services, which
deliver TV / video services directly to consumers without requiring a
Pay-TV subscription.
– Increasingly they are offering their own exclusive content
• They pose a potentially disruptive threat to Pay-TV business models.
– For the most part, customers of these services take them
alongside, rather than in place of their Pay-TV subscription.
– Nevertheless, they are leading to a reduction in viewing of TV via
traditional platforms, hence have the potential to threaten ad
revenue.
• There are three key independent operators. Netflix is by far the largest,
followed by Hulu and Amazon.
• The growth in OTT services has led to the main networks to bring out
their own streaming services, for example Hulu, a joint venture between
NBC, Fox and ABC/Disney.
• Most of the larger cable networks also launched streaming services
alongside their core subscription offerings during the course of 2015.
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Netflix
• Netflix launched in 1997 to distribute CD’s and DVD’s, before listing on
Nasdaq in 2002.
• It launched its streaming service in 2007.
• Netflix remains by far the largest provider of paid-for streaming services
with almost 40m members in the US at the end of 2014. It also had
around 18m members in other countries.
• Its customers are skewed towards younger age groups – the opposite of
cable subscribers. As a result it has almost overtaken cable amongst 1836 year olds (43% vs 46% penetration), but is far behind in older agegroups (13% vs 63% penetration of consumers aged 68+).
• Its core service provides access to its content on a range of devices,
including PCs, tablets, smartphones, games consoles and smart TVs, for
$7.99 per month.
• Netflix has strengthened the appeal of its offering by investing more in
first-run and exclusive content.
– It commissioned the major scripted series, House of Cards, at a
cost of $100m in 2011. The series was launched in 2013.
– In late 2011 Netflix ordered two 8-episodes of Lilyhammer and a
fourth season of Arrested Development.
– In 2012 it made an agreement with Disney to have access to new
films from Disney, Pixar and Marvel from 2016.
– In September 2014 it made an agreement with The Weinstein
Company to obtain the follow-up to Crouching Tiger, Hidden
Dragon to its consumers exclusively. As a result the film is due to
bypass mainstream cinemas, launching on Netflix and IMAX
Cinemas only in February 2016. As a result, the film has been
boycotted by other cinema chains.
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– PWC reports that Netflix’s total content spend in 2014 was $34bn
• The company had global revenues of $5.5bn in 2015
Hulu
• Hulu was set up as a joint venture between NBC Universal, News Corp.
and Disney in 2007.
• Its service is funded by a mixture of advertising and subscription,
offering a free and a premium service.
• Its Hulu Plus service costs $8 per month, giving subscribers access to
programming from ABC, The CW, NBC and Fox
• An unsuccessful attempt was made by its shareholders in 2013 to sell
Hulu to private equity but abandoned with Disney and News Corp
subsequently providing $750m of additional capital.
• Hulu had more than 6m subscribers by early 2015 and revenue of
$500m in 2014.
Amazon
• Amazon began the streaming of movies and TV shows on a rental and
purchase basis in 2006, adding a subscription option in 2011 when the
service was merged with its Amazon Prime service.
• Amazon Prime, which costs $99 per year, is believed to have around
20m subscribers.
• Amazon now offers 15,000+ streaming films on its site.
• In 2015 the company signed up the team behind the controversial UK
factual entertainment series, Top Gear
Other OTT services
• Several other major companies have revealed plans to launch OTT
services
– Following the failure of its Google TV service, Google launched
its Chromecast media-streaming device in 2013, with 20m units
sold globally.
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– In October 2015, T-Mobile launched a mobile package which
bundled a streaming TV allowance along with a basic internet
allowance.
– Sony launched Playstation Vue in 2015 in seven major cities, with
content from a range of major channels and networks.
– Apple’s OTT service has been delayed several times with a 2016
launch now scheduled.
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TV Production market size and growth / €m
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The US market has grown steadily in recent years to approach €13bn.
Both overall GDP and in particular, TV advertising revenue at 4.0%
CAGR, have grown faster than in almost all of the main European
markets
There is a pronounced 2- and 4-year cyclical pattern driven by major
sporting events (Olympics, Word Cup) and presidential elections.
Advertising revenue tends to peak in those years and production budgets
increase accordingly.
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Given the maturity of cable and the threats from OTT, overall revenue has
grown somewhat slower than advertising. However, the major networks
are the biggest customers, hence growth at a faster rate than TV industry
revenue has been possible.
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The close relationships between the main US networks and Hollywood
studios give the networks access to large and sophisticated production
facilities.
• As a result, they have traditionally tended to have more of their scripted
production carried out either in-house or by sister companies.
• Furthermore, the large scale of the American market enables higher
budgets to be justified for scripted productions, encouraging the use of
movie-quality facilities.
• Most of the leading international super-indy production groups are
present in the US market but, for the above reasons, they tend to focus
primarily on non-scripted content.
• Traditionally, the major networks / studios did not do non-scripted
productions but, in recent years, some have started to build their
capabilities in this area.
Banijay Studios North America
• Banijay Studios North America launched in 2014 with David Goldberg as
CEO. Goldberg was responsible for starting Endemol America. The
company creates English-language programming targeting North
American markets.
• In the same year, the former Endemol executive, Caroline Baumgard,
was appointed as COO of the company. In her previous role at Endemol
she was in charge of all US non-scripted content. She created Extreme
Makeover: Home Edition (for ABC), Deal or no Deal (NBC), Wipeout
(ABC), among others.
• In 2015, the company acquired a majority stake in Stephen David
Entertainment. SDE created non-scripted and scripted content.
• Key shows include:
– Scripted: Sons of Liberty (History), The West (Discovery)
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Bunim/Murray Productions (Banijay)
• Bunim/Murray Productions (BMP) is a leading producer based in
California which was acquired by Banijay in 2010.
• It has a strong reputation in the reality genre and also carries out
scripted productions.
• A recent big hit has been its reality series, Keeping up with the
Kardashians. Cable channel, E!, signed the show on a three-year
contract in 2012 for $40m.
• Key shows include:
– Non-scripted: The Real World (Viacom), Bad Girls Club
(Oxygen/NBC), Project Runway (co-production for
Lifetime/Bravo), Keeping up with the Kardashians (E!), Dash
Dolls (E!)
– Scripted: Valentine Road.
Zodiak USA
• The acquisition of RDF Media Group in 2010 gave Zodiak a significant
presence in the US market.
• In 2012 the company merged its North and South American companies
forming Zodiak Americas, with a focus on adapting international nonscripted formats to the US market.
• Zodiak USA, a subsidiary of Zodiak Americas, includes Zodiak LA,
Zodiak NY, Keller/Knoll, and Apploff (the latter two as showrunners)
• The company makes primarily non-scripted content, but also markets
itself in other genres.
• In January 2015, ABC ordered another season of Celebrity Wife Swap,
one of its big recent hits.
• In February 2015, Zodiak Americas CEO, Jonny Slow, left the company
after more than 10 years.
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Key shows include:
– Non-scripted: Hardcore Pawn (TruTV), Secret Millionaire (Fox,
ABC), Smoky Mountain Money (National Geographic), Building
Hawaii (HGTV), Unearthed (Discovery), Mexico’s Next Top
Model
All3Media America
• In 2008 All3Media acquired Zoo Productions, a reality production
company.
• In January 2013, the group launched All3Media America. Three of
All3Media’s subsidiaries run their own offices in the US, including: Lion
Television, Optomen and Little Dot Studios (YouTube network).
• In August 2015, Greg Lipstone (former Head of Unscripted at ICM, a
key client of All3Media), took over as CEO of All3Media America.
• Key shows include:
– Non-scripted: Undercover Boss (Studio Lambert for CBS),
Scorned: Love Kills (Optomen for Discovery), Worst Cooks in
America (Optomen for Food Network), Mysteries at the Museum
(Optomen for Travel Channel), Money from Strangers (Lion for
MTV), Cash Cab (Lion for Discovery)
– Scripted: History Detectives (PBS)
• 2014 All3Media revenues from American markets (including North,
Latin and South America) were £166.3m.
Endemol Shine North America
• In December 2014 Endemol (producer of Big Brother), Shine and Core
Media Group (producers of American Idol) merged as part of a deal
between 21st Century Fox and Apollo, the private equity group which
owned Core and had taken control of Endemol.

© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

•

Shine Group was created in 2012 as a merger of Shine Americas,
Shine USA and Reveille Productions, which Shine had acquired in 2008
for $125m.
• Core Media Group operates independently from Endemol Shine and
includes 19 Entertainment (American Idol and So You Think You Can
Dance) and Sharp Entertainment (Man v. Food and Property Wars).
• The group’s production companies have traditionally focused on nonscripted shows. Key shows include:
– Non-scripted: MasterChef and MasterChef Junior (Fox), Beauty
& The Geek (Fox Reality + The CW + The WB), Deal or No Deal
(NBC), Big Brother (17th season in 2015, CBS), One born every
minute (MyLifetime), Biggest Loser (NBC), Bullseye (Fox),
Restaurant Startup (CNBC), Kingdom (DirecTV), Wipeout (ABC)
– Scripted: Heels on Wheels (AMC)
FremantleMedia North America (FMNA)
• The US market is a key territory for FremantleMedia. Some of the
company’s hits have included the X-Factor (cancelled in 2014 by Fox
after 3 seasons) and American Idol (2016 will be last season with Fox,
after 15 seasons on air). Fremantle aired about 1100 hours of content in
the US in 2014 making it the largest single market for the company..
• In 2013 RTL (FMNA’s parent company) acquired a 51% stake in in
Vancouver based BroadbandTV for $26m.
• In 2014 the division launched Tiny Riot, a digital production studio. Tiny
Riot launched the Buzzr TV channel, capitalising on its library of 40,000
game shows.
• The group’s US-based production studios includes: 495 Productions
(stake acquired 2014), and Original Productions (75% stake acquired
for $50m in 2009)

1222-10

196

European & North American TV Production: 2016

US

•

Key shows include:
– Non-scripted: Jersey Shore (495 Production for MTV), Tattoo
Nightmares (495 Productions for MTV), Friendzone (495
Productions for MTV), America’s Got Talent (CBS), Ice Road
Truckers (Original Productions for History), Storage Wars
(Original Productions for A&E), Celebrity Name Game (SYN),
Deadliest Catch (Discovery)
– Scripted: The returned (A&E)
ITV Studios America
• ITV Studios is owned by the UK-based broadcaster and media
corporation ITV plc. In 2014, the company reported ITV Studios’ US
revenues as “almost half” of the division’s £857m.
• It has made a series of acquisitions to build up its US operations. These
have included Gurney Productions (producers of Duck Dynasty, 2012),
High Noon Entertainment (Along for the Bride, Bang for Your Buck,
2013), Thinkfactory Media (Preacher’s Daughters, Hatfields & McCoys,
2013), DiGa Vision (Teen Wolf, 2014) Leftfield Entertainment (Pawn
Stars, The Real Housewives of New Jersey, 2014) and Talpa Media
(2015, The Voice)
• In July 2015, ITV Studios America’s CEO Orly Adelson stepped down,
leading to changes in senior management.
– Adelson had joined in 2014 and set up ITV Studios’ scripted
division.
– The company hired Philippe Maigret (previously of Endemol
scripted division) to head up its scripted division in the same
month.
• The Talpa acquisition gave ITV posession of the most recent big nonscripted hit show in the US market, The Voice, which it produces for
NBC.
© 2016 Apex Insight Ltd www.apex-insight.com
Single licence to [name], [client]. (1-5 users within the organisation permitted).
Contact us if additional user or enterprise licences are required.

•

Other key shows include:
– Non-scripted: Hell’s Kitchen (co-prod with A Smith Co for Fox),
Nanny 911 (Fox), Sit Down Shut Up (Fox), Hit Me Baby One
More Time (NBC), Airline (A&E), Room Raiders (MTV),
– Scripted: Reality of Love, Unexpected Journey, Ice Bound,
Hatfields & McCoys
Red Arrow US
• Red Arrow US is owned by RTL. It includes the subsidiaries, Kinetic
and Left Right.
• In April 2015, Variety reported that the company was looking to expand
in digital media on the back of its success in having Amazon
commission a second series of its crime series, ‘Bosch’.
• In August 2015, Bravo ordered a second series of Odd Mom Out
• Key shows include:
– Non-scripted: Married at First Sight (Kinetic for FYI + A&E), Little
Women (Kinetic for Lifetime), Geeks who Drink (SyFy), Donny!
(L+R for USA), Odd Mom Out (L+R for Bravo), 3AM (L+R for
Showtime), Dead Again (L+R for A&E)
– Scripted: The Killing (AMC), The Burn Notice (USA), Bosch
(Amazon), American Odyssey (NBC)
Tinopolis US
• In 2011, Tinopolis acquired the US-based companies A Smith & Co
(Non-scripted) and Base Productions (Factual/ Documentary/
Entertainment). A Smith & Co became the company’s largest production
subsidiary in the US. The rationale for both acquisitions was to increase
the company’s footprint in the US market.
• In 2014, the company acquired Magical Elves (scripted, non-scripted
and feature films), producer of Top Chef (for Bravo/NBCU), Project
Runway (Bravo + MyLifetime)
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Tinopolis produces in the US through its subsidiaries and distribute
European material into the US through its distribution company Passion
Distribution.
• Key shows include:
– Non-scripted: Cold Justice (TNT), Top Chef (Bravo), Best Bars in
America (Esquire), Braxton Family Values (WeTV), Hell’s Kitchen
(Fox), Ellen’s Design Challenge (HGTV), American Ninja Warrior
(NBC + Esquire), Beat the Champions (Fox), Wizard Wars
(SyFy)
– Reality feature films: Justin Bieber: Never Say Never
(Paramount), Katy Perry: Part of Me
BBC Worldwide North America
• BBC Worldwide is owned by BBC, the UK public broadcasting
corporation, with a focus on creating scripted content. In the US market,
the company has channel joint-ventures with Scripps Media and AMC
Networks.
• The US office was set-up with the aim of localising BBC content for
North American markets then, in 2012, BBC Worldwide Productions set
up Adjacent Productions to create original content. It also collaborates
with Temple Street Productions in Canada and the US
• In the 2014-2015 annual review, BBC Worldwide had global revenues
of £1.04bn. More than 50% of total profits were generated in North
America.
• In September 2015, the company announced plans to launch a VoD
service for the US market.
• Key shows include:
– Scripted: The Office, Luther, The Missing (one of us), Thirteen,
Top Gear (History), Dr Who, Being Human
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Pilgrim Productions / Lionsgate Television
• Pilgrim Productions has recently been acquired by Lionsgate.
• Lionsgate Television is part of the Lionsgate Entertainment Group Inc.
(Public), founded in 1997 and built up by acquiring several TV & film
distribution and production companies. Group revenues were $2.63bn
in 2013.
– In 2012, the company acquired Summit Entertainment (Twilight
Saga) for $412.5m
– In April 2015, the company launched Lionsgate Premiere,
creating and distributing films for theatrical release and digital
VoD and streaming platforms.
• In November 2015, Lionsgate paid $200m acquired for a majority stake
in Pilgrim Productions. Pilgrim has 47 unscripted and scripted shows
airing on 27 networks with a particular focus on content for cable
channels with a focus on male, blue collar audiences.
– In the same month, Discovery and Liberty announced they would
acquire a 3.4% stake in Lionsgate for $390m.
• The group also owns part of Epix, a Pay-TV movie channel, through a
joint-venture with MGM and Viacom. (Netflix had exclusive streaming
rights for Epix up to 2012)
• Key shows include:
– Non-scripted: Wicked Tuna (National Geographic), The Ultimate
Fighter (Fox Sports 1), Ghost Hunters (Syfy), Welcome To
Sweetie Pie’s (OWN), Fast N’ Loud (Discovery)
– Scripted: Recovery Road (ABC), Amanda Knox: Murder on Trial
in Italy (Lifetime), Inside the Extras Studio (1620), Mad Men
Sony Pictures Television
• SPT operates 18 production companies worldwide, focusing primarily
on scripted formats. In 2013, revenues from their US operations were
$2.8bn (including TV production, licensing, theatre films, etc)
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Sony is not considered a direct competitor by many of the production
studios due to its focus on feature films. However, it does have a large
content archive, is actively acquiring content and has established talent
relationships in the marketplace.
• Key shows include:
– Non-scripted : Beyond the Shark Tank (co-prod, ABC), Dragons
Den
– Scripted: Breaking Bad (2013 - Guinness Book of Records as
highest rated show ever, for AMC), Outlander (for Starz),
Jeopardy (NBC + Syndicated), The Goldbergs (ABC),
Mark Burnett (MGM)
• In 2014 MGM Holdings acquired a 55% stake in two companies
operated by Mark Burnett, One Three Media and Lightworkers Studio,
for $343.8m.
– The companies were consolidated under the United Artists brand
with Mark Burnett appointed CEO.
– MGM (Metro-Goldwyn-Mayer) focuses primarily on cinema film
productions.
• One Three Media was created as a joint-venture between Mark Burnett
and Hearst Corporation in 2011 as a media and production venture.
– It has created shows such as Survivor, The Voice, The Celebrity
Apprentice, Shark Tank, The Bible.
– Through the creation of the JV, Hearst Corporation (a $9bn
publishing & media corporation with several large interests in TV)
acquired 50% of One Three Media and Lightworkers Studio.
• In 2014, United Artists contributed $25.5m to MGM’s revenues.
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Key shows include:
– Non-scripted: Shark Tank (co-prod for ABC/CBS), The
Apprentice (NBC), Lucha Underground (El Rey)
– Scripted: The Bible (History), A.D. (NBC)
Warner Bros Television Group (WBTVG)
• WBTVG is Time Warner’s TV production business. It has three key
subsidiaries:
– Warner Horizon (launched in 2006 to create non-scripted
content),
– Warner Bros Television (primetime programming)
– Telepictures (reality and talk shows)
• It owns Eyeworks’ European operations (acquired in 2014), Blazhoffski
(based in Belgium, acquired in 2011) and Shed Media (based in the UK,
acquired in 2010).
• Telepictures has a deal with Mike Fleiss’ Next Entertainment to produce
shows including the Bachelor franchise, High School and Big Man on
Campus.
• The WBTVG group also includes Warner Bros Animations Inc, an
animation production studio with a large archive including Hannah
Barbera, Looney Tunes, and DC Entertainment among others.
• Key shows include:
– Non-scripted: Who Do You Think You Are? (Shed for NBC, TLC),
The Real Housewives of New York City (Shed for Bravo), Child
Genius (Shed for MyLifetime), The Bachelor (Telepictures / Next
Entertainment for NBC), 500 Questions (ABC), Ice & Coco
(Telepictures for Fox)
– Scripted: Two Broke Girls, The Big Bang Theory, Mike & Molly,
Gotham, The Leftovers (HBO).
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Maker Studios
• Maker Digital Studios, a YouTube production network, was founded in
2009.
• The company became the largest independent network on YouTube in
October 2012.
• Maker runs several sub-channels, including Polaris for videogames,
and Maker Music for unknown artists.
• Upfront Investments was an early investor in the company and it raised
$36m from Time Warner Investments in 2012 and a further $26m from
investors including Canal+ in 2013.
• In 2013, Ynon Kreiz, former Chairman and CEO of Endemol, was
appointed CEO.
• In March 2014, the company was acquired by Walt Disney Studios,
owner of the ABC network, for $500m, potentially rising to $950m
depending on performance.
– The Guardian stated that the company had about $30m in
revenues at the time
• In March 2015, the company was reportedly pitching original content to
broadcasters, competing with traditional production companies for
broadcast commissions.
• Key shows include:
– Digital shows: PewdiePie & Friends, Friendzone, Daily Byte
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Historical trends suggest that 2016 will be a strong year for the production market given the presidential election and Rio Olympics
and that 2017 is likely to see some consolidation, as a year without one of these major events.
Overall expectations are for US GDP, TV industry revenue and TV advertising revenue to continue to grow at healthy rates. However,
the threats from OTT and other models are likely to take some of the shine off TV industry finances and hence production spending.

GDP, Advertising and TV production forecast annual % changes
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This means that, despite a stronger economy, market growth is likely to continue at a slower rate than in the past – at least from 2016 onwards.
The changes taking place in the industry, such as the growth of OTT and multi-channel networks, pose significant threats to many players from trends
such as cord-cutting. However, for production companies there is reassurance that:
– Changes are not likely to be rapid meaning current customers will continue to invest in content
– Evidence shows that these developments offer opportunities with new customers who also require quality content

TV Production forecast market size and growth / €m
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Key market data
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Other European markets
Size and growth

Characteristics

•

•

•

•

The European markets outside the leading eight countries which our
report focuses on account for further TV production demand estimated
at around €3.5bn.
Markets are related to the size of the country, however:
– Nordic country markets (Norway, Denmark, Finland) tend to have
prominent public broadcasters and are somewhat larger relative
to GDP.
– Some southern European markets, such as Greece, and Portugal,
have been under significant budgetary pressure as a result of
wider economic problems, hence are smaller relative to GDP.
Taken as a group, we believe that the smaller markets have grown
faster than the leading eight. While there are specific factors in
individual countries, two reasons help to explain this:
– Faster economic growth in Eastern and Central European
markets such as Czech Republic, Bulgaria, Romania, Slovakia
and Slovenia, which has fed through to growth in TV production.
– Currency effects: Switzerland and Norway in particular have seen
their respective currencies appreciate significantly against the
Euro in recent years.
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There are differences in the way the markets operate.
– Some, such as Denmark, Finland and Austria, have a strong public
broadcaster with a high share of viewing and which carries out
significant commissioning activity.
– In others, such as the Czech Republic, Hungary and Greece,
privately owned networks have leading shares.
Viewing levels vary significantly, from around 163 minutes per person in
the Nordics to 450 minutes in Romania.
Four leading TV groups - Central European Media Enterprises, Modern
Times Group, ProSiebenSat.1 Media and RTL - are each present in a
range of countries.
– Although there are exceptions, the privately-owned networks tend
to devote a larger share of their programme budgets to
acquisitions, particularly of US content. Public broadcasters tend to
buy in fewer shows and commission more original content.
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Austria

Belgium

•

•

•

•

•
•

•

•

TV licence funding plays an important role with the fee being higher
than in most European countries at around €335 (the amount varies in
the individual regions).
Despite continued loss of ratings share, the Austrian market is still
dominated by the public broadcaster, ORF. Its most popular channels,
ORF1 and ORF2, had a combined share of 33.5% in 2014, down from
35.3% in 2012 (which was 11% lower than in 2006).
The original Austrian private network, ATV, which started broadcasting
in 2003, has relatively low ratings (the main channel ATV had 3.0% in
2014).
Another private channel, Austria 9, was bought by the German
ProSiebenSat.1 Media in 2012 and rebranded as SIXX Austria.
Austrians also watch German channels extensively.
– Privately owned channels have a combined audience share of
around 20% (the most important of these are RTL Österreich,
Sat.1 Österreich, ProSieben Austria and Vox).
– German public channels ZDF and ARD account for less than
10% of the ratings.
Compared to the European average TV network revenue streams,
Austria depends to a slightly higher degree on advertising revenues. TV
advertising revenues are set to grow 3.2% CAGR until 2019, just below
the European average.
Pay-TV penetration is about 10% lower than the European average with
cable penetration on a par with the rest of Europe. IPTV, Pay DTT and
Satellite penetration are all below European average levels.
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Belgium has three distinct media markets, one for each of its linguistic
groups (Flemish, French and German). Each has its own public
broadcaster, which follows its own regulatory systems.
Penetration of Pay-TV is well above the European average at almost
98% with IPTV and cable being the main platforms. Pay DTT and
Satellite penetration are both below the European average at less that
1% and 4% respectively.
The Flemish public broadcaster is VRT. It competes with privatelyowned VMMa, owned by two media groups, De Persgroep and Roularta
Media Group (both 50%) and the channels of De Vijver Media, which
were acquired by Sanoma of Finland in April 2011. It no longer has a
licence fee. In 2014, Telnet acquired Sanoma’s stake for €26m taking a
50% share with an additional €32m cash payment.
The most popular Flemish channel is VRT’s Één, which has seen its
audience share steadily grow from 30.1% in 2007 to 31.6% in 2012,
followed by another public channel, VTM, with a share of 18.6%.
The French Community’s public broadcaster is RTBF, with completion
coming from RTL Group, which operates under Luxembourg
regulations, and the French group, AB. In contrast to the Flemish
broadcaster, it has retained its licence funding, currently at a level of
€172. RTL-TVI is the most popular French speaking channel with
20.1% audience share in 2012.
BRF is the public broadcaster of the German speaking community.
Compared to the European average TV network revenue streams,
Belgium depends to a higher degree on advertising revenues.
Advertising revenues are set to grow at 3.0% CAGR until 2019, below
the European average.

206
1222-10

European & North American TV Production: 2016

Other European markets
Bulgaria

Czech Republic

•

•

•

•

•

The Bulgarian television market is dominated by Central European
Media Enterprises (CEM), which has a strong position across Eastern
Europe. Its Bulgarian channel, bTV, (bought from the Balkan News
Corporation in 2010) had an audience share of 36.3% in 2012. The
other major commercial player is the Modern Times Group with Nova
TV (14.9%), acquired for €620m in 2008.
The public broadcaster, BNT, has lost share. Its leading channel was
down to 8.5% of viewing, having had 16.4% in 2006. TV licence
funding has been abolished.
Cable is relatively widespread with 30%+ penetration and some 600+
network operators. In 2010 EQT (Nordic PE house) acquired Cabletel
and Eurocom.
TV advertising grew by 2.5% in 2013 with the segment accounting for
largest share of the advertising market.

•

•
•
•

Croatia
•

•
•
•

Croatia has a public broadcaster, HRT, and two private groups: Nova
TV (part of Central European Media Enterprises) and RTL Televizija
(owned by RTL Group/Bertelsmann).
Their audience shares are almost evenly balanced, HRT having 29%,
Nova TV 29.5% and the RTL channels 20.6% in 2012.
The TV licence fee is up to €137, depending on household
circumstances.
Advertising revenue fell significantly from 2008-11 but subsequently
recovered and the outlook appears optimistic.
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The TV market in the Czech Republic is split between three groups,
Central European Media Enterprises (CEME) with 29.5% share of daily
audience in 2012, Modern Times Group (MTG) with 24.1%, and the
public broadcaster Czech Television (CT) with 29.3%.
In terms of channel audience shares, NovaTV (CEME) leads with
24.4% in 2012, although the figure has fallen significantly since 2007,
while Prima has 17.5% (down from 20% in 2006). Czech Television’s
channels had a combined audience share of 29.3% (CT1, CT2, CT24
and CT4).
Advertising was removed from CT1 and CT24 in 2011 and CT2 and
CT4 can only run advertising 0.5% of total broadcast time.
All three groups have extended the number of their channels in the last
5 years.
The Czech Republic is used as a base by several broadcasters
focusing on other central and eastern European countries as well as
other media companies like MTV Networks Europe, Chello Central
Europe and HBO.
The Czech TV licence costs €66.
The trend growth in advertising halted in 2011, before a slight increase
(of 1.3%) in 2012, accelerating in 2013.
In 2013 Nova announced it would increase advertising prices. The main
competitor, Prima, saw advertising revenues increase by 64% in the
same year. Billed advertising revenues for both companies were
Kr20.71bn (€766m) in 2013.
In 2014 TV advertising revenues for the top 4 networks stood at
Kr29.9bn (€1.11bn) with the two top broadcasters CEME and MTG
accounting for more than 80%
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Denmark

Estonia

•

•

•

•

•

•

•

•

•

TV viewing has decreased from an average of 201 minutes per day in
2010 to 173 minutes in 2014, below the European average.
In 2014 TV2 and DR channel groups led the audience share with 34.9%
and 33.7% respectively. MTG followed on 10.9% and SBS Discovery on
9.6%. DR, TV2 and MTG increased their shares compared to 2013
while SBS Discover lost 0.8%. The two public broadcasters accounted
for 68.6% of audience share, up from 65.9% in 2012.
Denmark is the only European country where public broadcasters – DR
and TV2 – have an audience share over 50%. The most popular
channels are TV2 (24% in 2012), and DR1 (19.4%).
In 2014, 75% of TV households were not considering cable cutting or
cable shaving. Cable cutters made up 2% of total TV households. OTT
services were viewed on average 15 minutes per day.
The licence fee in Denmark is higher than in most other countries at
€324, enabling the public broadcasters to share a combined budget of
€518m.
Compared to European average TV network revenue streams,
Denmark depends to a much higher degree on licensing and
subscription revenues. Advertising revenues are set to grow 3.9%
CAGR until 2019, above the European average.
TV subscription penetration is higher than the European average with
cable penetration almost double the European average. IPTV and Pay
DTT are above the European average, while satellite penetration is
about half of the European average.
Banijay is the leading production company in Denmark, followed by
Zodiak and Endemol.
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•
•

•

Estonia has a public broadcaster ETV which had an audience share of
19.0% in 2012.
It is closely followed by Kanal 2, by Eesti Media, acquired by UP
Investments in 2015.
The third player is the Swedish Modern Times Group with some
Russian-language channels, e.g. PBK, RTR Planeta, 3+ (Modern Times
Group) also being widely viewed.
Internet penetration is high at 80%+ in 2013.

Finland
•
•
•

•
•
•

In 2014 the average person watched 184 minutes per day, below the
European average, but up from 178 minutes in 2010.
Finnish TV is dominated three groups: the public broadcaster YLE, the
Finish private network and the Swedish group, Bonnier.
YLE holds a strong position with 42 % audience share in 2012 (down
from 45.1% in 2010), 24.2% belonging to the most popular Finnish
channel YLE TV1 and 13.7% to YLE TV2. The most popular private
channel, Bonnier’s MTV3, has dropped by 10 percentage points since
2006 to 19.8%.
Poor economic performance has led to a fall in TV industry revenue and
hence production spending.
The leading producers are Fremantle, Yellow Film and Banijay.
In 2013 Finland scrapped its TV licence fee and replaced it with a public
broadcasting tax. The maximum of the tax is €140 per year. Those
under 18 or on a low income pay nothing and pensioners get a reduced
rate.
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•

•

•

Between 2012 and 2014 some 20 production formats developed in
Finland were exported. In 2014 the market for film and TV productions
was estimated at €300m.(Source: Favex)
Compared to the European average TV network revenue streams,
Finland depends to a slightly higher degree on licensing and
subscription revenues. Advertising revenues, accounting for about a
quarter of TV revenues are set to grow 3.8% CAGR until 2019, on par
with the European average.
TV Subscription, Pay DTT and Cable penetration is much higher than
the European average. IPTV is slightly below the average with Satellite
penetration well below the European average.

Greece
•

•
•

•
•

•

•
•
•
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In June 2013, the Greek public service broadcaster ERT was closed
down by the government to help it to meet its austerity / cost saving
targets. All 2,700 employees of ERT were laid off.
The move was widely criticised both by opposition parties within Greece
and in the wider European broadcasting industry.
The following month (July 2013) a New Greek Radio, Internet and
Television Act was passed by the Greek Parliament to establish a new
low-cost public service broadcaster. The new company called NERIT
finally launched in May 2014. In 2015, ERT was restored as the public
broadcaster and NERIT terminated its broadcasting in June 2015.
Historically, ERT had been funded via a levy on household utility bills,
the level of which was around €52, providing overall funding of €328m.
The public channels of the broadcaster ERT had a share of 13.3% in
2011. Private channels have significantly larger audience shares. The
most popular is MEGA with 21.5% in 2012, followed by ANT1 with
16.8%, Alpha TV with 12% and Star with 10.8%.
TV advertising revenues in Greece dropped by around 40% between
2010 and 2015, but are set to grow 2.3% CAGR until 2019, below the
European average.
There is no cable TV in Greece
Compared to the European average TV network revenue streams,
Greece are on a similar level.
TV subscription penetration is well below the European average. IPTV,
Pay DTT and Satellite penetration are below the European average.
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Other European markets
Hungary

Ireland

•

•

•
•

•

•
•

The most popular channels in Hungary are RTL Klub, a part of the RTL
Group with 17.8% of audience shares in 2012, and ProsiebenSat1’s
TV2 with 14.3%. RTL channels had about 33% audience share in 2012
with Pro7Sat1 at 17.4% and MTG just over 5%. TV2 was sold to two
executives of the channel in 2013.
The share of the public broadcaster channels, M1 and M2, audience
share reached 13.3% (an increase in share compared with 2011).
The Hungarian government has been criticised by EU institutions for
imposing regulations on the public broadcaster that were believed to
restrict its independence.
In 2014 there were 3.4m TV subscriptions with about two thirds opting
for cable or IPTV. Pay DTT platform MinDig TV Extra had close to
120,000 subscribers.
In 2014 the government introduced a controversial tax on advertising. In
2015 the EU announced an investigation of the tax.
The economy grew at 3.6% in 2014.
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•
•
•
•

•

In Ireland, the public broadcaster RTÉ still plays a leading role although
ratings of its channels RTÉ1 and RTÉ2 dropped to 27.3% in 2014 from
31.6% in 2012. It is funded via combination of a licence fee (€160) and
advertising. Its overall budget is relatively modest, at €185m.
The second most popular channel is privately-owned TV3 with 10.8%
audience share in 2014.
British channels are also popular: BBC1, ITV, BBC 2, Channel 4 and
Sky 1 had a combined share of 12.9% in 2012.
Poor economic conditions led to closure of several local channels, most
notably those operated by the City network in March 2012.
Compared to the European average TV network revenue streams,
Ireland depends to a slightly higher degree on licensing and
subscription revenues. TV advertising revenues are set to grow 5.4%
CAGR until 2019, above the European average.
TV subscription penetration is about 10% above the European average
with cable, Pay DTT, and IPTV below the rest of Europe. Satellite
penetration is well above the European average.
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Other European markets
Latvia

Luxemburg

•

•

•

•

In May 2012, the Swedish Modern Times Group acquired the largest
private broadcaster, LNT group.
The market is fragmented with no individual channel audience share
over 10% in October 2015. The channels with more than 7% share
were: LNT, LTV1, NTV Mir Baltic, PBK, RTR Planet and TV3, with a
combined audience share of 51.1%. (Source: TNS)
TV advertising grew 2.2% to €33.2m in 2014 from €32.5m in 2013. The
overall advertising market grew by 3% in the same period. TV’s share
of the overall market was 44%.

•
•

•

Lithuania
•

•
•

•

•

As in the other Baltic states, the Swedish Modern Times Group is a
strong player in the Lithuanian market with its leading channel, TV3,
having an audience share of 16.6%% in 2012.
The second most popular channel is MG Baltic Group’s LNK with
16.6%.
The public broadcaster, LRT’s main channel was in third position with
9.9%. The remaining audiences are shared mainly amongst a range
cable channels.
In 2011, TV advertising revenues were €46.9m, an increase by 5.9% on
2010. As a percentage of the overall advertising market TV accounts for
47.5%. The fastest growing media was the internet with 12% growth.
In 2014 the TV advertising market grew with 7.5% on 2013, partly due
to electioneering.
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•

Luxembourg is a seat of a number of pan-European media companies
including leading broadcaster, RTL Group, the satellite operators SES
Global and M7, the iTunes Store (Apple), Zune (Microsoft) and Netflix.
Public broadcasting in Luxembourg is restricted to one radio station and
a parliamentary news channel, Chamber TV. There is no licence fee.
The government delegated a number of public service functions to the
commercial broadcaster CLTUFA, which operates 13 channels, 11 of
which are controlled by RTL. The most popular channel is RTL
Lëtzebuerg, which achieved 35.4% prime time audience share in 2012.
Cable channels, available in almost two thirds of households, also
traditionally achieve high ratings.
Overall advertising spend was €164.3m in 2012, down 2.4% from
€168.4m in 2011.
GDP growth was about 2% in 2013 and 2014 with a negative growth
expected in 2015. Luxembourg’s GDP has grown by 0.89% CAGR from
1995 to 2015.
Household penetration of cable well above the European average at
95%. Only 1% of households do not have a television set.
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Other European markets
Norway
•
•

•

•

•
•
•

•

•

The average Norwegian spendt174 minutes per day watching TV, down
from 183 minutes per day in 2010, below the average European.
The TV market is divided between the public broadcaster NRK, the
German-owned group, ProSiebenSat.1 Media and TV2 Group, owed by
Egmont Holding AS.
The most popular channel is the public channel NRK1, although its
audience share has been dropping, to 31.9% in 2012. In second place
is TV2, which had 19.3% in 2012 (NRK1 and TV2 accounted for 70% in
2006). Third is TV Norge with 7.4%. In 2015 there were 17 major
channels, up from five in 2008.
In Norway, all political advertising and advertising targeted at children is
prohibited. However, some channels, such as TV3, broadcast from the
UK to avoid restrictions.
As in the other Scandinavian countries, foreign programmes are not
dubbed, but subtitled, with the exception of children’s shows.
Licence funding is important and the level is amongst the highest in
Europe at €358.
Total advertising spending was worth $19.1bn in 2014, down by 3.3%
from 2013. TV advertising was steady at $3.8bn in 2013 and 2014.
Digital advertising was expected to grow to $401.7m in 2015 with 37%
of this spent on programme content, primarily by taking share from print
based media.
Compared to the European average TV network revenue streams,
Norway depends to a higher degree on advertising revenues. TV
advertising revenues are set to grow 3.8% CAGR until 2019, just above
the European average.
Overall Pay-TV penetration, and that of Cable, Satellite and IPTV, are
is well above the European averages.
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Portugal
•

•

•

•

•

In Portugal, the TV market is controlled by three channels with a
combined audience share of 55.1% in 2015 (down from 59.8% in 2012).
The first two belong to the private networks and the third one to the
public broadcaster.
Media Capital’s TVI (owned by PRISA of Spain) achieved ratings of
22.4% (down from 24.2% in 2012), followed by the SIC (part of the
network of the same name, which is owned by Impresa) with 18%
(down from 21.7% in 2012)
The share of the public channels, RTP1 and RTP2, has been
decreasing in favour of SIC. RTP1 fell from 24.2% in 2010 to 14.7% in
2012 and RTP2 dropped from 5.3% to 1.9% in 2015. There is no
licence fee.
Compared to the European average TV network revenue streams,
Portugal depends to larger degree on licence revenues and
subscriptions (close to 90%). Advertising revenues are set to grow 2.8%
CAGR until 2019, above the European average.
TV subscription penetration is on par with the European average, with
IPTV penetration well above the rest of Europe. Cable, Pay DTT and
Satellite penetration are all below the European average.
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Other European markets
Romania

Serbia

•

•

•
•

•

•

•

Romanians are the top consumers of TV content in Europe. In 2014 the
average Romanian spent just over 400 minutes per day watching TV
which is more than 70% above the average European.
GDP has grown by 3% in 2015 (YTD) after tax incentives were
introduced by the government in 2014.
The leading broadcasters in Romania are Central European Media
Enterprises (CME) and the Intact Media Group. CME’s combined
audience share was approximately 20% in 2012 with the most
successful channel, Pro TV having 14.7%. Intact’s Antena 1 had 11%.
TVR, the Romanian public broadcaster, had a relatively low share of
7.6% in 2011, down from 24.1% in 2006. The broadcaster has
experienced financial issues and closed several channels in 2012 with
over 1000 employees being made redundant.
– There is a licence fee, currently €11, reflecting the low level of
Romanian household income.
The German media group ProSiebenSat1 left the Romanian market
after selling its main channel to the Greek operator, Antenna Media
Group, at the end of 2013.
TV advertising spending dropped to €222m in 2009 from €337m in
2008.
– In 2012, it fell below €200m, but is forecast to grow to €205 in
2015.
– TV has remained steady at about 63.5% of overall advertising
spend in Romania.
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•

Serbia has one of the highest TV consumption rates in Europe with the
average person spending 300 minutes+ per day watching TV.
The public broadcaster is RTS, competing with the private networks
RTV Pink, B92 and Greek-owned Prva. There is a licence fee of €57.
Despite of a boost from elections in May 2012, advertising spending in
Serbia failed to increase in that year and have remained steady since
2010. In 2014 overall advertising spend in Serbia was €154m.

Slovakia
•
•

•

•

•

In 2014 the average person spent 246 minutes watching TV, just above
the European average.
The Slovakian TV market is led by the private channels, TV Markiza
and TV Doma, with a combined share of 31.9 % in 2012. TV Joj, the
sister channel of the Czech channel Nova, achieved 24.9% share. Both
are part of the Central European Media Enterprises Group.
The combined channels of the public broadcaster, STV had an
audience share of 11.7%, which is approximately half of 2004 levels. Its
third channel, focused on sports, closed in 2011. The licence fee is
currently at €42.
Slovakian advertising has been fluctuating in recent years. It went up by
5.6% in 2011, dropped by 0.8% in 2012 and was expected by
ZenithOptimedia to rise by 1.8% in 2013.
Nutprodukce produced Burning Bush for HBO which has sold
internationally.
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Other European markets
Slovenia

Switzerland

•

•

•

•

•
•

In 2014 the average person spent 216 minutes watching TV, slightly
less that the average European viewer.
The leading broadcaster in Slovenia is Central European Media
Enterprises. Its channels had a combined share of 36.6 % in 2012. The
public broadcaster, RTV Slovenia, retains a strong position with 27.7%.
In early 2012, the Modern Times Group, which accounted for
approximately 5% of audiences, exited the Slovenian market, citing
unfair competition from CME Group in the advertising market. The
case is still pending with the competition authorities.
The licence fee is higher than elsewhere in central / eastern Europe at
€132.
In 2012 TV advertising spending was €433.7m, down 1% on previous
year. Overall advertising spend dropped by 3% in the same period.
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In Switzerland the public broadcaster, SRG SSR, has a strong position.
It broadcasts three channels in German, two in French and two in Italian
with programmes in the fourth official language, Romansh, included in
the content of the French-language channels.
The licence fee is amongst the highest in Europe at €385. This results
in licence funding accounting for a higher share of TV industry funding
than most other European countries.
Pay-TV penetration is high at 92.7%. The main channel is cable, with
the leading operators being UPC Cablecom and Naxoo. These carry a
broad range of foreign channels.
As a result, the market is less reliant on advertising than most.
Advertising revenues are set to grow 3.5% CAGR until 2019, above the
European average.
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Appendix: List of abbreviations
•

AGCOM

•

AGF

•
•
•
•
•
•
•
•
•
•

ARPU
BARB
CAGR
CME
DTT
GDP
HDTV
IMF
IPTV
IRM

•

KRRiT

•
•
•
•
•
•
•
•
•

MTG
OBR
OFCOM
OHH
ONS
PACT
PSB
PWC
P7S1

Autorità per le Garanzie nelle Comunicazioni
(Italian Communications Regulatory Authority)
Arbeitsgemeinschaft Fernsehforschung
(German Television Research)
Average Revenue Per User
Broadcasters’ Audience Research Board
Compound Annual Growth Rate
Central European Media Enterprises
Digital Terrestrial Television
Gross Domestic Product
High Definition Television
International Monetary Fund
Internet Protocol Television
Institutet för Reklam- och Mediestatistik
(Swedish Institute for Advertising and Media Statistics)
Krajowa Rada Radiofonii I Telewizji
(Polish National Broadcasting Council)
Modern Times Group
Office for Budget Responsibility
Office of Communications
Out-of-home (outdoor) advertising
Office for National Statistics
Producers Alliance for Cinema and Television
Public Service Broadcaster
Price Waterhouse Coopers
ProSiebenSat.1 Media Group
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About Apex Insight

•

Apex Insight is an independent provider of research, analysis and advice
– Founded in 2012 by a team with experience of working in strategy consulting and the transaction advisory team of
a Big 4 firm
– Focus on business services markets
– Publish market reports and carry out consulting work to address more specific requirements

Consulting services
Custom market analysis
• Research and evaluation of your required market to your desired scope. Market quantification, competitor insight and
intelligence, analysis of drivers and forecasts
Commercial due diligence
• Market attractiveness, competitive position, customer relationships. Our experience can help you to crystallise the right
scope, and to find answers.
Primary research
• We have deep experience in conducting face-to-face interviews with senior-level decision-makers and managing largescale surveys, plus even more experience in analysing findings to provide insights and actionable results
Growth strategy
• Outward looking and fact-based: market entry strategies, search and screening programmes for new partners, customers
or acquisition targets, benchmarking.

Apex Insight Ltd
Threshold & Union House,
65-69 Shepherds Bush Green,
London W12 8TX
+44 20 7100 7239
www.apex-insight.com
sales@apex-insight.com
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