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This study analyzes where

Pay TV stands in Europe

and the key factors

currently transforming the

market. The report provides

a detailed presentation of

the service offering by

country and what strategies

the leading Pay TV

channels and groups are

following to adapt to a

rapidly evolving market.

Based on precise

evaluations of each market,

we make forecasts for 2013

 by zone and by country

Key questions

•  What is the outlook for Pay TV in a television industry rocked by
    the explosion of Internet content?

• What impact will the economic crisis have on Pay TV’s
    development? What role will Pay TV play in 2013?

•  What are the key factors in the evolution of the Pay TV market
    in terms of technology, competition and consumption patterns?

•   What are the features of Pay TV offerings by country?

•  What strategies can the various players in the Pay TV market
    adopt?

• What percentage of Pay TV subscribers will be on satellite,
   cable, IPTV and DTT? How will the sector’s revenue evolve?

>  Database (Excel): 
    Asia-Pacific, Europe, Latin America, North America
    France, Germany, Hungary, Italy, Netherlands, Poland, Portugal,
   Spain, Scandinavia, United Kingdom
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Database (Excel)  
Zones & Countries covered  Data analysed: 2008-2013 

• World 
 

• North America 
 

• Asia-Pacific 
 

• Europe: 
- Germany 

- Spain 

- France 

- Hungary 

- Italia 

- Netherlands 

- Poland 

- Portugal 

- United Kingdom 

- Scandinavia (Denmark, Finland, Norway,  

  Sweden) 

• Financing the TV : Revenues (EUR billions) 

- of which subscription 

- of which public funding 

- of which advertising 

• Access TV : TV households 

- of which digital free-to-air terrestrial HH 

- of which digital pay-TV terrestrial HH 

- of which digital free-to-air satellite HH 

- of which digital pay-TV satellite HH 

- of which analogue cable HH 

- of which digital cable HH 

- of which IPTV HH  

• Pay TV households (millions) 

- of which digital satellite 

- of which analogue cable 

- of which digital cable 

- of which IPTV* 

Players included in the report 
France   Germany Hungary Italia Netherlands 

• Canal+* 

• CanalSat 

• Free* 

• Numéricâble 

• Orange* 

• SFR-Neuf Cegetel 

• TNtop  

• TV Numéric 

•  Arcor Digital TV 
(Arcor)  

• Alice Home TV 
(Alice/HanseNet) 

• Kabel Deutschland 

• Kable BW 

• Premiere* 

• TeleColombus 

• T-Entertain 
(Deutsche 
Telekom) 

• Unity Media Cable 

• Digi TV 

• Hello HD  

• T-Home (Magyar 
Telekom) 

• UPC Hungary* 

 

• Alice Home TV 
(Telecom Italia) 

• Dahlia TV 

• Fastweb 

• Mediaset 
Premium 

• Infostrada TV 
(Wind) 

• Sky Italia* 

• Tiscali TV 

• Canal Digitaal 

• Film1/Sport1 

• KPN (Digitenne) 

• Tele2 Vision 

• UPC 
Netherlands* 

• Ziggo 

 

Poland Portugal Scandinavia Spain United-Kingdom 

• Aster  

•  Cyfrowy Polsat* 

•  Cyfra+ 

•  Multimedia Polska  

•  n (ITI Neovision) 

•  TP Orange*  

• UPC Polska* 

•  Vectra 

•  AR Telecom 

• Cabovisão 

• Clix SmarTV 
(Sonaecom)  

• MEO TV (Portugal 
Telecom) 

• Zon TV Cabo* 

• Boxer TV 

• Canal Digital 
(Telenor)* 

• ComHem 

• Get (ex-UPC 
Norway) 

• Riks TV 

• Telia Sonera 

• TDC (YouSee) 

• Viasat* 

•  Digital+ 

•  Euskatel 

•  Telefónica* 

•  Jazztel 

•  ONO 

•  Orange TV* 

•  R Cable 

•  Sogecable* 

•  Superbanda 

•  Telecable de 
Asturias 

• British Telecom 
Vision 

• BSkyB* 

• Chellomedia* 

• Tiscali TV (Home 
Choice)  

• Top Up TV 

• Virgin Media* 

* Detailed player profiles 
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