
Pay TV and OTT video in Western Europe: trends and forecasts 2021–2026

Pay TV and OTT video in 

Western Europe: trends and 

forecasts 2021–2026

Martin Scott, Alex Boisot and Rémy Giraud



Pay TV and OTT video in Western Europe: trends and forecasts 2021–2026

WHO SHOULD READ THIS REPORT

GEOGRAPHICAL 

COVERAGE
KEY METRICS

This report presents commentary on the data available at 

the time of writing. However, we constantly refine and 

refresh our data, so please visit the Analysys Mason 

DataHub to view the latest data associated with this report.  

This report provides:

▪ forecasts for the number of pay-TV households and services, 

the number of premium OTT video users, their retail revenue 

(spend) and average spend per user (ASPU)

▪ forecasts split by pay-TV platform: cable (analogue and 

digital), IPTV, pay DTT, satellite (DTH) and operator OTT;1

operator OTT and third-party OTT are split by category of OTT 

video service: linear channels, linear events, TVoD (rental), 

TVoD (ownership) and SVoD

▪ forecasts for 16 individual countries and Western Europe as 

a whole, with additional in-depth coverage for 5 countries.
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About this report

1 This term refers to OTT video services offered by telecoms operators and also by pay-TV providers that have previously provided

traditional pay-TV services. 

▪ Product and strategy managers within pay-TV providers and operators.

▪ Business development managers within vendors of video solutions.

▪ Financial analysts that need to understand the dynamics and the size 

of the pay-TV market and its interaction with the OTT video market.

▪ Pay-TV households and 

connections

▪ OTT video users

▪ Retail revenue (spend)

▪ ASPU

Pay TV is split by the following 

access technologies:

▪ cable (analogue and digital, 

CATV)

▪ IPTV

▪ pay digital terrestrial TV (DTT)

▪ satellite (DTH)

▪ operator OTT1

▪ third-party (non-operator) OTT

OTT video is split as follows:

▪ linear – channels (paid-for and 

free)

▪ linear – events

▪ TVoD – (rental and ownership)

▪ SVoD (paid-for and free)

Region modelled

▪ Western Europe (WE)

Countries modelled individually 

(additional in-depth coverage is 

provided for those in bold)

▪ Austria

▪ Belgium

▪ Denmark

▪ Finland

▪ France

▪ Germany

▪ Greece

▪ Ireland

▪ Italy

▪ Netherlands

▪ Norway

▪ Portugal

▪ Spain

▪ Sweden

▪ Switzerland

▪ UK
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Traditional pay-TV revenue declined more than ever in 2021.

Retail revenue for traditional pay-TV declined more rapidly in 

2021 than it did during 2020 at the height of the COVID-19 

pandemic. This may be a delayed knock-on effect of the 

pandemic; churn was lower than anticipated in 2020 because 

people stayed at home and watched more content on both 

traditional pay TV and OTT video, resulting in lower gross 

subscriber losses and record subscriber net additions, 

respectively. As restrictions eased in 2021, consumers that 

wished to reduce their overall TV and video spend had to choose 

between traditional pay TV and OTT video. Many of these 

consumers opted to keep their OTT video services and drop their 

traditional pay-TV service. However, this segment represents a 

minority of consumers, and the overall spend on TV and video 

continued to grow rapidly, as shown in Figure 1.

Consumer spending on third-party OTT video will grow from 

EUR20.4 billion in 2021 to EUR33.6 billion in 2026; this will be 

the key driver of the overall increase in spending on TV and video 

services. The average spend of a third-party OTT video user will 

exceed that of a traditional pay-TV user in 2022 and this, 

combined with increased third-party OTT video take-up, will result 

in third-party OTT video revenue exceeding operator revenue from 

OTT video and traditional pay-TV services combined by 2026. 

Many operators are turning to super-aggregation strategies to 

capture some of this spending.1

Figure 1: Traditional pay-TV and OTT retail revenue and ASPU, 

Western Europe, 2018–20262
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Third-party OTT video ASPU will overtake traditional pay-TV ASPU in 2022; third-party 

OTT revenue will exceed operator revenue by 2026

1 Super-aggregation strategies involve operators reselling/centralising a large number of OTT video partnerships/propositions.
2 For a definition of the terms used to categorise different types of service, please see slide 3, as well as the appendix slide ‘How 

we classify OTT video services in this forecast’ at the end of this report.
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We are experts in the telecoms, media and technology sector
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Our research programmes
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