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Document map: Executive summary

This report covers a subset of our recent survey —
consumer usage of TV and online video services

Responses to the survey were not always what
we had expected

Document map: Introduction
Introduction

The emergence of IPTV has transformed the
French pay-TV market

Although it is the largest in Western Europe, the
German pay-TV market remains underdeveloped
The Polish pay-TV market is one of the most
dynamic in Europe

The UK has the highest take-up of advanced TV
services

Pay-TV operators should consider their key
marketing messages

Survey results point out opportunities for pay-TV
operators

Document map: Results

Take-up of digital TV is highest in the UK

Digital TV services are most popular in under-45
age ranges and with those not seeking work

The UK has the highest penetration of HDTVs, but
few owners actually subscribe to an HD content
package

Contents

Slide no.

19.  Satellite subscribers are most likely to take HD
content packages

20.  With HDTV, the more, the merrier...

21.  As far as employment status goes, consumption
of HD content packages does not match HDTV
ownership

22.  DVR usage is highest in the UK and Poland

23. DVRs are most common among satellite
subscribers

24.  Use of DVRs is most popular with part-timer
workers and those at school, and also correlates
with household size

25.  Respondents in the UK are the most frequent
users of DVRs

26. Usage of DVRs is most popular in the 18-24 age
range

27.  Place-shifting is far more popular in Poland than
elsewhere

28.  Usage of place-shifting devices is most common
in younger age ranges and in larger households

29. Cable TV is most popular, closely followed by
satellite, but IPTV is still a minority platform

30.  Penetration of pay TV is highest in Poland and
lowest in Germany

31. Those not seeking work, the retired and those in

larger households most commonly take additional
TV packages
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ones to be satisfied with FTA TV
35. VoD is most popular in the UK and France

36.  Younger subscribers and those in larger
households are more likely to use VoD

37. VoD services are most popular with those who
spend over 8 hours per week at work and with the

unemployed

38.  The most popular categories of on-demand
content are films and catch-up TV

39.  The popularity of different VoD content types

varies significantly between age groups

40.  Sport and children’s programming generate the

most loyalty

41.  Users in Germany spend the most on VoD and

those in Poland spend the least

42.  Users under 35 years of age spend the most on

VoD
43.  Online video is most popular in Poland

44.  Online video is most popular among the young

and particularly with students

45.  Respondents in Poland are the most avid users of

online video
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About Analysys Mason

Analysys Mason is the preferred partner of
telecoms, IT and media organisations worldwide.
Through our global presence, we deliver strategy
advice, operations support and market intelligence to
leading commercial and public sector organisations
in more than 80 countries. Our clients rely on our
consulting and research services to make better
business decisions.

The intellectual rigour, operational experience and
insight of our people have helped our clients to meet
some of the toughest challenges they face within the
industry. We have consistently delivered significant
and sustainable business benefits to our clients
during the past 20 years on issues ranging

from advising on operator strategy and tactics,
development of national sector regulation, through
execution of major financial transactions, to the
deployment of public and private network
infrastructure.
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We are respected worldwide for the exceptional
quality of our work, our independence and the
flexibility of our teams in responding to client needs.
We are passionate about what we do and are
committed to delivering excellence to our clients.

Analysys Mason offers two types of service:

o Consulting: We work with our clients to provide
customised advice and support throughout the
business cycle, helping major players to set
strategy, plan for change and implement that
change. We have worked on a wide range of
projects that support our partners and help them to
increase revenue, reduce costs, plan for the future
and minimise risk.

o Research: We offer research programmes and
custom research to help our clients to identify key
strategic issues, formulate strategies, identify
trends and opportunities, and measure
performance.

For more information visit our website at
www.analysysmason.com.
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Research from Analysys Mason

Analysys Mason provides a portfolio of research services that help organisations to understand major strategic
shifts, as well as country- and region-specific trends, in the global telecoms industry. Through a combination
of granular market data and forecasts, and independent qualitative analysis and insight, we enable clients to
make informed strategic and tactical decisions, reduce risk and benchmark their business performance.

Analysys Mason’s research portfolio

Research streams  Research programmes

. Mobile Mobile Content Fixed : Global Growth
Ope;rators, \IES Broadband and Applications Broadband SIS Markets
Services and
Markets
Telecoms Market Matrix Core Forecasts Country Reports
Service Billing and Service SDP geolﬁs\g?es Infrastructure
Telecoms Software Assurance Customer Care Fulfilment Strategies Strategies Solutions
W
Telecoms Software Market Shares Telecoms Software Forecasts
Telecoms . :
Wireless Networks Fixed Networks
Networks

For more information about our research programmes and custom research services, please visit
www.analysysmason.com/research.

o°°y
S o
® © Analysys Mason Limited 2010



Video content survey: analysing TV and online video consumption 64 About Analysys Mason

Consulting from Analysys Mason

Analysys Mason offers consulting services that span the entire business development cycle from strategy
development, through planning and implementation, to review. We help clients in the public and private sectors
to make the best possible business decisions on many key issues, including investment, strategy, policy,
procurement, network roll-out and market entry.

Analysys Mason advises clients in many industry sectors

Public sector
organisations

Providing ICT and
procurement advice for
emergency services and

Mobile
operators
Delivering value through

strategy planning and
implementation

public bodies
Enterprise Financial Fixed
users institutions operators
Helping to maximise Supporting vendors, sellers Degmt?r?]ig?:\/ zté?\tﬁ;geles,
returns from investment and financiers of industry rrfpl' g .
in ICT transactions portfolios and supporting

policy development

For more information about our consulting services, please visit www.analysysmason.com/consulting.
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