
For the seventh year in succession, the German media authorities present their annual 
report on the status of digitisation in Germany. For 2011, the news again is that digi-
tisation is making good, steady and even progress. Compared to last year, around 2.4 
million new households went digital with their TV reception, bringing the rate of digital 
TV homes to 67.8 per cent.  This systematic survey on the rate of digitisation in German 
television households was conducted by the German media authorities in 2005 for the 
first time; at that time, 74.3 per cent of homes were still fully analogue in their television 
consumption – today, the rate has dropped to just  32.2 per cent. The ratio between ana-
logue and digital reception may not have reversed quite yet during the last seven years, 
but the trend is evident.

As in the previous years, the report complements the data on digitisation with analyses 
on the digital broadcasting market. As usual, the issues are also looked at with a view 
to the converging technologies of the internet and traditional broadcasting. Using the 
internet via online platforms as a distribution infrastructure is just one aspect in this 
respect. On the other hand, web content is spreading more and more to the traditional 
receivers both as regards television and as regards radio.

In its first section, the 2011 report on digitisation analyses this very (dis)order of the di-
gital world of broadcasting while part two presents the results of the annual survey on 
digitisation. 
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Preface

When Helmut Thoma, then managing director of RTL 
in Germany, differentiated the worlds of television 
and the internet by the way in which we sit in front 
of the respective screen, online videos still looked like 
animated stamps and mobile phones were used for 
making phone calls. Today, we carry in our pockets 
multimedia mini computers, watch HD films in the 
internet and control media libraries and internet por-
tals on the TV set from the couch.

The report on digitisation which the German media 
authorities have been presenting for seven years 
now, monitors and analyses these dynamic develop-
ments, measuring the position of the media authori-
ties regarding technological, economic and content 
developments against the views of experts from the 
media sector. As a complement, the report includes 
an annual update on the status of digital television 
reception in German homes.

The main finding of the current year is the fact 
that progress of receiver and network technology 
has given a push to the oft-quoted convergence of 
the worlds of broadcasting and the internet. All the 
same, television still holds its own as the lead media 

for the majority of users. Demand for media libraries, 
YouTube and Co. may be on the increase, but this is 
still no mass market.

The world-wide web, having gained an important 
role for television, is now also becoming more rele-
vant for radio. Radio stations therefore have to aim at 
reaching listeners via as many infrastructures as pos-
sible. Strong brands have an important role to play 
for variety in the digital age. But even though each 
target group is now offered its own program these 
days, listeners still stick to what they know as far as 
services are concerned.

For the status of digitisation, the news is that eve-
rything remains the way it has been. This is good 
news since it means that the rate of digitisation has 
increased again. More than two thirds of the Ger-
man television households now watch TV using a 
digital mode of reception. The percentage ratio puts 
 Germany in a middle position in europe. 

DTT and DSL-TV are fully digital already; with the 
planned switch-off of analogue satellite transmis-
sion in April 2012, satellite will turn into the third 
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 digital-only infrastructure in Germany. High-defi-
nition  television as well as the new hybrid receiv-
ers also contribute to digitisation, as does the large 
number of channels available or the improved con-
trol for consumers using the ePG.

For the media authorities, these developments also 
raise issues concerning regulation. The objective of 
safeguarding plurality of opinion as stipulated by the 
German constitution, meaning that consumers can 
freely choose from a varied range of offers, still re-
mains unchanged. What has changed, though, is the 
world of the media: Users not only have a large range 
of services to choose from, they are now also increas-
ingly independent in their media consumption as re-
gards time and place; social networking sites connect 
users with each other and can drive political process-
es; the traditional broadcasting services and internet 
services can now be consumed via the TV screen in 
a comfortable way. The debates on what this means 
for regulation can be summed up with catchphrases 
such as net neutrality, non-discriminatory access or 
neutrality of receivers.

The media authorities wish to contribute to all these 
aspects with this report on digitisation and hope that 
it will provide stimulating insights.
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The Power of Open
Dr. Hans Hege 

The digitisation of the broadcasting infrastructures 
is just one facet of a change the world of the media 
currently experiences which goes much further as the 
power and the dynamics of the open broadband in-
ternet are now also reaching the audiovisual sector. 
The challenges brought about by this development 
require a thorough analysis by politics and regulation 
to determine the best way in which the new oppor-
tunities can be used and developments can be pre-
vented from going the wrong way. The digital world 
calls for new instruments for safeguarding variety 
and open communication and for countering concen-
tration regarding the formation of opinion and media 
ownership.

Before these issues are dealt with, the process of digi-
tisation of the broadcasting infrastructure in Germa-
ny deserves some stocktaking:

Analogue-digital switchover proceeding, relevance 
receding
The digital broadcasting infrastructure is still gain-
ing in acceptance. Following terrestrial transmission, 
satellite will be the second route of transmission to 
complete digitisation with the last analogue satellite 
transponders being switched off on 30 April 2012.

The objective of the transition from analogue to 
digital transmission, however, has lost in relevance. 
Politicians are at present predominantly interested 
in broadband internet infrastructure being rolled out 
while the digitisation of broadcasting infrastructures 
is no longer a key issue. The same applies for network 
operators, content providers and consumers who also 
have more important developments of digitisation in 
their focus.

Currently there is no particular pressure for switching 
off broadband cable which presents the most impor-
tant route of transmission for television in Germany. 
Analogue cable still enjoys considerable acceptance 
among consumers. The housing industry is therefore 
very keen on maintaining analogue cable TV supply. 
As far as the network operators are concerned, there 
is no urgent need for the analogue capacities; new 
services including high-definition television (HD) and 
broadband internet are available via digital cable, 
permitting broadband internet supply being effected 
without having to resort to analogue television trans-
mission. Digital development also continues in the 
analogue cable households which can obtain broad-
band access, connect a multitude of digital equip-
ment to the large screen, or use digital storage media, 
tablet PCs and smartphones.

First assessment and perspectives
With two thirds of the German television households 
having switched to digital reception, the time is ripe 
for a first assessment of analogue-digital switchover: 
How has digitisation affected the transmission of 
broadcasting and where has nothing changed?

The forerunner to digitisation was subscription (pay) 
television which attracted millions in investment into 
transmission rights and the subsidising of receivers. 
And it is exclusively thanks to digitisation that the en-
tire football league (Bundesliga) can be watched on 
German television. Without football, pay-TV would 
not be a going concern; vice-versa, however, the league 
is dependent on digital TV for considerable amounts 
of its revenue. The Kirch Group went bankrupt over 
its attempt to push pay-TV through in Germany, and 
even going public did not solve the financial problems 
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for the surviving channels of the group. Premiere, the 
pay-TV venture started by Kirch, eventually ended up 
under the control of Murdoch and now operates as 
Sky Deutschland. The attempt to steer market de-
velopments via receivers did not only raise complex 
questions for the regulators but also affected the 
economic success of pay-TV at least in Germany. The 
more open approach which is pursued at present and 
in some cases also involves cooperations with other 
platform operators could offer better perspectives.

The real winner of the digitisation of broadcasting 
in Germany is public-service broadcasting. Due to a 
funding model under which additional revenue al-
lowed for the creation of new digital channels offer-
ing a larger audience reach as well as for taking up 
HD transmissions, ARD and ZDF were able to expand 
while the commercial television broadcasters – in line 
with all other private media in Germany – had to cope 
with shrinking income. As had been the case for ARD 
for some time, ZDF now also prides itself in a whole 
family of services.

The commercial free-to-air television channels could 
not match this expansion; in addition, they also failed 
in their attempt to push through a new business 
model in the digital era. even though the commer-
cial TV groups succeeded in improving the revenue 
terms for cable distribution, they failed to introduce 
a basic encryption system for digital satellite distribu-
tion which had been intended to reduce transmission 
costs and to open up new revenue sources.

The limited reach of digital households also put paid 
to numerous attempts at setting up new services 
which were funded through advertising revenue. The 
income resulting from digital pay services available in 
the packages offered by Kabel Deutschland and Unity 
remains modest. Funding opportunities are restricted 
by the fact that only a comparatively small share of 
the digital households uses receivers which permit 
subscriber management (billing).

The dominating position held by the two major com-
mercial advertising-funded TV groups in Germany 
has been consolidated by this fact. even though they 
underwent considerable cost-cutting exercises – es-
pecially by comparison to public-service broadcasting 
– they still managed to retain their audience reach 
and to increase profitability. As a result, the potential 
risks inherent in digitisiation, e.g. skipping advertising 
breaks in time-shift TV consumption, hardly came to 
bear.

The new challenges: the next digital HD generation 
and the development of new business models
Most German TV households own TV receivers that 
are HD ready. The sets of the first digital generation 
cannot, however, cannot show HD content; a new 
set is required, be it an integrated receiver or an ad-
ditional box. But consensus has now at least been 
reached regarding the necessary CI+ interface. Con-
tent providers must transmit their services in both 
standard (SD) and high-definition (HD) quality; since 
the latter allows for more advanced encoding tech-
nology, correspondingly less bandwidth is required 
for transmission.

The range of HD services is still limited; there are 
plans to extend it over the next few years, but parallel 
transmission in both SD and HD standards is to con-
tinue for most services for the foreseeable future.

The transmission of HD content incurs higher costs 
for the service providers while audience reach will ini-
tially not increase. As regards satellite transmission, 
the cost factor constitutes a major reason for discon-
tinuing analogue transmission which incurs particu-
larly high expenditure. As a consequence, the public-
service broadcasters will considerably extend their 
range of HD services once the analogue transponders 
have been switched off.

Cable on the other hand will continue to carry serv-
ices in three different standards since the bulk of the 
cost is borne by consumers.
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Together with ASTRA, the commercial broadcasters 
in the HD world are now making a second attempt 
at something which failed during the first phase of 
digitisation: After an introductory period of one year 
during which encrypted content is available free of 
charge, a monthly fee is levied. With this approach 
they try to avoid past mistakes. Choice for consumers 
is retained by continuing the unencrypted transmis-
sion of the services in the SD standard. ARD and ZDF 
will not resort to encryption or a pay model for their 
HD offers.

It is understandable that the commercial broadcast-
ers are developing new business models; after all, a 
serious contender for audiences is developing with 
the internet which allows for addressing – and billing 
– users directly.

Funding through platforms for promoting choice
The concept of involving transmission platforms in 
the refinancing of content, at least as far as the cost 
of transmission is concerned, had already been devel-
oped for the analogue cable networks in the Anglo-
Saxon world. This funding option should at least be 
given a chance before debate starts  on the direct 
subsidising of content contributing to variety which 
could not be financed through advertising revenue 
alone. Funding derived from platform operations  is 
not subject to the risk of political influence as would 
be the case were the commercial broadcasters to par-
ticipate in the revenue created from the household 
fee which will shortly replace the licence fee.

The answer to the limits established by the Federal 
Constitutional Court concerning exclusively adver-
tising-funded content cannot be provided by public-
service broadcasting alone, especially since ARD and 
ZDF hardly attract younger audiences these days. The 
cable industry is enjoying privileges such as billing 
as part of the rent paid by tenants; these privileges 
could well be linked with obligations, e.g. for the ben-
efit of local services and incentives for certain types of 
editorial content. And the acceptance of the satellite 

platforms could also be increased, if revenues were 
also used for purposes other than increasing the con-
siderable profits resulting from lack of competition.

The real challenge is less the cable where such a strat-
egy would result in a slight increase of the fee, but 
satellite distribution where a sufficiently large basis 
of addressable households would have to be built up 
first.

Digital-digital transmission – terrestrial the forerun-
ner yet again?
While cable and satellite can be used for testing new 
business models without the necessity to discon-
tinue SD transmission to the first generation of dig-
ital receivers, terrestrial transmission has to switch to 
DTT-2 to enable HD content or a mix of HD and SD 
being transmitted through the air. As was the case 
for analogue-digital switchover, terrestrial transmis-
sion again presents the first infrastructure raising the 
question of switch-off.

As regards the future of digital terrestrial transmis-
sion in Germany, there are very few answers as yet to 
the questions involved. The only thing that appears to 
be clear is the fact that the commercial content pro-
viders will not pay for the distribution of HD content 
via DTT since they do not pay for such content being 
transmitted via satellite either. DTT platform operator 
Media Broadcast therefore plans to develop a plat-
form which markets the commercial HD programmes 
utilising the new standard DTT-2, thereby allowing 
for cost economies as regards distribution. Two mul-
tiplexes for testing such a model would be available 
in most locations, should the DVB-H trial for mobile 
television be discontinued. Media Broadcast must be 
interested in operating such a platform, and be it for 
the simple reason only that it must avoid the loss of 
its core business.

This approach, however, does not answer the ques-
tion what will happen when the contracts for DTT 
transmission taken out between the platform op-
erator and the commercial TV broadcasters expires 
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in 2014. DTT-2 transmission could result in halving 
the cost of transmission per service; alternatively, SD 
services could be replaced by HD content. But even 
these new technologies and new receivers will not al-
low for distributing the full range of services in the 
SD and HD standards as is the case with cable and 
satellite distribution. Frequency spectrum is not suf-
ficiently large; nor would the broadcasters be willing 
to pay for both.

Consumers would need to buy a new TV set to re-
ceive DTT-2 services; this results in the question 
which added value can be offered via DTT-2, and the 
further question for which content funding can be 
made available for this specifically expensive route of 
transmission. 

Would consumers be prepared to give up commercial 
SD content which is available free of charge and to 
switch to HD content if they not only required new 
receivers but would also have to pay for commercial 
content in the future?

The alternative to switching to HD would be commer-
cial broadcasting giving up terrestrial transmission as 
happened in Berlin a decade ago; today, however, the 
difference is that the situation has changed consider-
ably compared to ten years ago as there is an alter-
native to the cable available in the major population 
areas in the form of IP-TV and, with a limited range of 
offers and quality, the open internet.

The key is again held by the commercial broadcast-
ers: Can they, irrespective of their current profitable 
situation, afford to withhold from consumers a trans-
mission infrastructure which enjoys considerable ac-
ceptance, as long as the internet does not present an 
equivalent alternative (for which the cost issue also 
arises irrespective of the downward trend of cost per 
data volume)? What is the added value of terrestrial 
transmission, mobile reception and full coverage? Are 
there any areas in which audiovisual content can be 
transmitted across broadcasting infrastructures in a 
more economical way?

The open internet as a driver to innovation – foresee-
able changes and risks
The future of the broadcasting transmission infra-
structures cannot be assessed without a look at the 
developments in the open internet.

IP-TV as offered by the telephony operators via DSL is 
still tailored along the traditional television market-
ing models – plus a few additional options such as 
genuine video on demand which is also offered by the 
cable operators. 

The extension of broadband brings about almost the 
same transmission quality in the open internet, allow-
ing the consumption of video content in HD quality, 
increased bandwidths and the advancement of net-
work infrastructures even for longer TV broadcasts.

The lion share of video consumption is still happen-
ing in the internet via the PC; mobile receivers and 
tablet PCs account for less than 10 per cent as yet. 
Short formats and user-generated	content still make 
up the bulk of actual applications but time-shift TV 
consumption enjoys considerable rates of growth. 

The extent to which the open internet is permitting 
innovation goes far beyond the controlled and closed 
worlds (“walled gardens”) of the network operators; 
Google, Apple and Facebook made it to their current 
leading positions that way. Since the internet can 
bring together multiple forms of communication and 
applications and television, the open internet will 
continue to be a driver for variety while at the same 
time acting as a regulating force which puts positions 
of power into question again and again.

The access to the internet gives more power to users. 
Via the traditional routes of transmission, they will re-
ceive only the content selected by the network opera-
tor or the platform controlling content distribution. 
Digital storage on the one hand and cloud comput-
ing on the other hand now allow for consumption at 
a self-determined time. And mobile receivers permit 
use in more locations than to date.
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However, the internet also bears some risk concern-
ing the plurality of opinion: The traditional bundling 
of media is reduced. A considerable amount of news-
paper content is available faster and more up-to-date 
via the world-wide web, TV content can be accessed 
programme by programme in accordance with per-
sonal preferences, CDs can be listened to track by 
track. This gives more power to consumers while the 
traditional refinancing of newspapers and television 
via advertising revenue which are bundling content 
is coming under threat. The forms of personalized 
advertising which are possible in the internet are 
tied to content permitting the consumption of goods 
and services to be linked to it. A thorough editorial 
research, e.g. on developments in Africa, is costly but 
can be monetized far less by linking it to advertising 
or social networks. The traditional media were able 
to produce content through bundling which would 
not have been cost-effective by itself.

Media – what are they?
Alongside the traditional media, new digital ap-
proaches offer orientation in the digital world. This 
also applies to the digital media: Google with its 
search algorithm, Facebook with recommendations 
and links, blogs via extending the opportunities for 
citizens to participate in the debates.

Media are of key importance for the cohesion of so-
ciety and the democratic formation of views and 
opinions. The easy access to information and opin-
ions must be rated positively, but there are negative 
consequences for social politics as well: the tendency 
to support existing opinions and expectations via 
search algorithms and recommendations of friends, 
to exclude differing positions and the resulting po-
larization within society.

It is more difficult to grasp the responsibility of those 
who programme algorithms in a way allowing users 
to be shown personalized results and media than the 
gate-keeping function of a publisher or provider of 
a linear television service. Digital platforms such as 

Google and Facebook act on an international level, us-
ing the economies of scale offered by the global dig-
ital networks and largely escape any regulation.

Global for national platforms
The platforms of the broadcasting world are linked 
to networks operating on a national level and thus 
also permit national regulation. The transmission of 
services via satellite platforms tends to reach beyond 
national borders but the channels are still geared to 
national marketing. As a consequence, ASTRA markets 
its services on a national level.

The internet, on the other hand, is designed as a global 
infrastructure allowing users to communicate from 
any point in the world with any other point anywhere 
in the world. This principle, however,  is subject to cer-
tain restrictions, for instance regarding copyright is-
sues, but also regarding control for political reasons.

The infrastructure or server farms do not have to be 
set up in the same location in which video content is 
consumed as is the case for the traditional networks. 
Progress of fibre optics technology has largely solved 
the problem of distance, and it is now only the last 
sections of the networks and the access to consumers 
that are still situated in a national area.

Internet platforms are far better able to exploit in-
ternational synergies and the resulting economies of 
scale than would be possible for television providers 
and traditional network operators. Media content 
will probably remain geared to national markets 
for the foreseeable future, but the world-wide web 
allows for their consumption via international plat-
forms, e.g. Apple, Facebook and Google. Data are the 
currency used for payment as well as for influencing 
media consumption; and these data are increasingly 
stored on the servers of platforms acting on an inter-
national level. 

Will this development lead to an oligopoly with the 
actors competing against each other as is currently 
the case with Apple and Google while they are  getting 



O P e N ,  N e U T R A L ,  H Y B R I D  –  T H e  N e W  M e D I A  ( D I S ) O R D e R

P A G e  2 0

out of reach for any competitor because of the high 
investment expenditure incurred in setting up server 
farms and because of their lead as regards data bases 
and stored data?

All the more importance therefore accrues to the 
regulation ensuring transparency and data protec-
tion and preventing vertical integration with power-
ful content providers. Google operates a multitude 
of services of its own including some that have their 
own relevance as media, e.g., YouTube. How is it pos-
sible to ensure that other content also has a similar 
chance to be found?

National marketing platforms as a counterweight?
Television content remains attractive even if it is trans-
mitted across the internet, and it is in scarce supply 
not least because of the high cost of production. The 
same holds true for editorial content.

Can companies be allowed to merge in order to create 
a marketing model that could present an alternative 
to a global platform? Are they required to offer their 
content for distribution via other platforms, and if so, 
what will be the terms?

The issue holds a monopoly dimension that must not 
be looked at from a national angle only. On the other 
hand, experience gathered with such models to date 
does not really provide a positive assessment of the 
competitiveness of such approaches. The cooperation 
between Kirch, Bertelsmann and Deutsche Telekom in 
the early days of digital television would have failed 
even if it had not been prohibited by the european 
Commission. Resorting to the famous Schumpeter 
comparison: The progress of the railways was not 
brought about by the operators of stagecoaches join-
ing forces.

The providers of particularly attractive content which 
hold a strong position in the national market do still 
command close observation and control of their 

agreements taken out with platforms so as to coun-
ter any disadvantages for smaller media which have 
less impact in the market.

Little thieves are hanged while the great ones 
escape?
The limited opportunities for controlling platforms 
that are acting on an international level are in stark 
contrast to the options the internet opens up for con-
trolling individual users regarding all forms of com-
munication effected via the world-wide web, includ-
ing media consumption. Access of consumers and the 
access platforms which provide the content can be 
controlled on a national level; this allows for meas-
ures that can be employed for fighting crime or for 
protecting authors and for protecting minors in the 
media. Data on connections and use are available. For 
the national legislator, this presents the dilemma that 
it is hardly possible to control the use of such data by 
the major global players while it is very well possible 
to control individual users and their providers.

It is understandable that the content producers are 
not interested in having their funding basis eroded by 
content they offer against payment being accessible 
free of charge on other platforms in the internet. es-
tablishing user-friendly billing models and platforms 
should, however, be given preference over establish-
ing control systems.

Safeguarding the open internet: net and set 
neutrality
extending the networks for broadband applications 
as they are required especially for audiovisual me-
dia uses requires heavy investments; this, however, 
is faced with considerable reservations on the part 
of the consumers against having to pay for such 
applications.

It is less a scarcity of resources but more the search for 
new business models that leads network operators to 
consider prioritizing content and charging for prefer-
ential transmission. And even if such a concept would 
be offered to content providers at preferential terms, 
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it would still lead to a situation which could be called 
cable-ization	of	the	internet which would lend itself to 
restricted control and regulation only. Platforms and 
content providers holding a dominant position in the 
market would have a better chance to succeed in ne-
gotiations than is the case in today’s internet which 
does not differentiate between contents.

In the view of the media authorities, the best form of 
regulation would be to refrain from prioritizing content 
(with the exception of technical service classifications 
which allow for the preferential transmission of time-
sensitive utilisations or similar). Where consumers pay 
for the volume of data they use, this would result in 
an extension of the networks in line with demand and 
also in an efficient use of the broadcasting networks 
for content that is in particularly high demand.

Whereas it is understandable that the major network 
operators are interested in doing business by exploit-
ing content, there is a need all the same to debate 
whether provisions have to be introduced in order 
to safeguard choice for consumers as regards neu-
tral network operations.  It is not a law of nature that 
companies partake in the turnover of the data they 
transport. Would it not rather be more appropriate 
to compare data transmission to the situation in the 
energy market where you pay for what you consume 
and not for a share of the product or service gener-
ated in the process?

The internet is a basic infrastructure as are energy 
supply or road networks.  Compared to the traditional 
communication routes, it offers the same opening 
that travelling by car does compared to travelling by 
train. The fact that you can obtain not just the tel-
evision content put together by the network opera-
tor through the broadband internet or  the fact that 
there is a direct connection between the providers 
of content and services and the consumers, present 
added benefits which should not be turned back by 
measures reestablishing control by the network op-
erator rather than the network operator having to 
prove his competitiveness against others.

Safeguarding net neutrality needs to be comple-
mented by safeguarding neutrality also at the level 
of receivers. Receivers are owned by consumers who 
should be in control. Hybrid television sets at least 
contain technology allowing for open worlds to be 
connected alongside the closed worlds which are 
being developed by the receiver industry, frequently 
alongside the open HbbTV standard. The media au-
thorities are currently investigating to what extent 
the provisions of platform regulation can and should 
be applied if the sets offer restricted choice of broad-
casting or telemedia content only. Can a network be 
classified as open if it can be received by specific types 
of receiver only?

Closed and proprietary developments can lend sup-
port to innovation, especially during the early stages. 
However, they need to be complemented by open sys-
tems. It will be one of the key responsibilities for regu-
lators to ensure that this balance is maintained.

The challenge for a positive media order
While the rulings of the Federal Constitutional Court 
aim at upholding objectives in the interplay between 
media and democracy that do not change over time, 
they no longer reflect the world of the media as it ex-
ists today.

For the time being, a comprehensive remit to struc-
ture the provision of broadcasting (based on its 
specificities) coexists alongside a liberal press order 
which was mostly developed in the 19th century un-
der which the legislator is afforded a rather restricted 
role only. Bild, the mass daily, has as much influence 
on the formation of opinion as a large TV channel (as 
cartel legislation rightly assumes), but the newspaper 
is subject to a principally different treatment.

There is good reason to assume that the specificities 
of broadcasting are going to disappear in the fore-
seeable future while there will be special functions 
as well as some dominant positions of certain media 
and internet platforms.
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The criterion of a dominant influence on the forma-
tion of opinion is also geared more towards the situa-
tion prevailing in the past as is the link to changes in 
society and the changing influence structures. In the 
digital world, it is more difficult to gain a dominant 
influence on the formation of opinion than was the 
case during the heyday of commercial television in 
Germany. On the other hand, controlling the situation 
will not be enough to ensure that communication re-
mains open. This would require according provisions 
in all key positions even if each one of them does not 
by itself exert a predominant influence on the forma-
tion of opinion and if it is not linked to a dominant 
influence in the television sector. What we need is 
transparency concerning the criteria according to 
which search results come about and recommenda-
tions are made.

In the real world, the overall remit for structuring the 
provision of broadcasting as established by the Fed-
eral Constitutional Court vis-à-vis media politics is 
reduced to public-sector broadcasting, its independ-
ence and its funding. Structural guidelines are pos-
sible in this sector while the instruments effect less 
influence vis-à-vis commercial operators. 

One contradiction, however, remains unresolved: For 
a democratic society to function properly, it is not 
only the educated elites that matter which consume 
the content produced by public-sector broadcasting 
to a disproportionate degree, but also the young con-
sumers for whom the world of the media looks com-
pletely different.

Changes to continue
The development of the digital technologies will lead 
to even more profound changes over the next 20 
years; this will also apply to the remit of politics, regu-
lation and regulators. Performance rates of processors 
and data carriers double every 18 months with band-
widths increasing correspondingly. In the past, this 
would affect our PCs while it now yields an essential 
impact on audiovisual media content which requires 
such computing power and bandwidths. Technology 
and economics allow for new transmission routes 
and uses while the old regimes are simultaneously 
put into question.

The time available for media consumption will remain 
limited, and for those creative in the media sector, the 
task will continue to be the generation of  content 
that attracts the attention of consumers. We need 
consumers that are competent in dealing with such 
content and retain control over the television screen, 
other types of receiver and their personal data. The 
number of attractive films, sports events or televi-
sion formats will not increase in accordance with the 
rules of the information technology, but the terms 
of production and the funding basis will change. The 
funding of local and regional content will present a 
particular challenge in this respect.

What also remains is the task of promoting the com-
petence of the producers and the consumers of me-
dia, in the public interest of the cohesion of society 
and the free public formation of opinion. 
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television market: 
facts and figures
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Current state of digitisation in 
 German TV households, June 2011
Dr. Eva Flecken 

An introduction should be gripping stuff, fascinat-
ing the reader sufficiently so that he keeps reading – 
but the news of the report on digitisation in Germa-
ny in 2011 is the same as during the last few years: 
Digitisation in Germany continues at a steady and 
even pace year by year. And yet, the statement holds 
its own interest with this apparent truism since the 
causes for the constancy which has been marking 
the progress of digitisation in Germany differ from 
year to year.

In their annual report on digitisation, the media 
authorities outline the status of digital reception 
of broadcasting services in German households. To 
this end, market research company TNS Infratest 
conducted telephone interviews with 8,000 house-
holds to establish the types of television reception 
available and the types of content consumed. The 
interviews were carried out during the period 16 
May – 29 June 2011, aiming at establishing a valid 
assessment of the status of digitisation in German 
homes and at noting any new technical trends in 

television consumption for further analysis. The fol-
lowing report provides an overview of the data re-
lating to digitisation in Germany; more data can be 
found on the website www.die-medienanstalten.
de of the media authorities. The methodology is ex-
plained at the end of this report.

Digitisation of households continues steadily
In June 2011, 67.8 per cent of German TV households 
used at least one digital receiver (2010: 61.7 per cent). 
Since last year, some 2.4 million homes have gone 
digital and own at least one receiver for digital re-
ception. exclusive analogue reception therefore still 
applies in 12.1 million households (Fig. 1).

In 2005, the media authorities for the first time con-
ducted a systematic survey of the status of digiti-
sation in German households; at the time, 74.3 per 
cent of households still resorted exclusively to ana-
logue television reception while only 19.1 per cent of 
homes had opted for digital as their sole mode of 
TV consumption. Looking at the respective figures 



1  Digitisation in German television households

per cent

   

  

ó digital TV reception only = 21,649 million TV homes

ó   digital and analogue TV reception = 3,884 million TV homes

ó   analogue TV reception only = 12,134 million TV homes

Basis: 37,668 million TV households in Germany
Source: digitisation report 2011
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for this year, there has therefore been an enormous 
drive for going digital – and while the ratio of ana-
logue and digital households has not yet been quite 
reversed, the trend clearly points that way.

Reasons for continued digitisation
The progress of digitisation is based on the follow-
ing factors:
Analogue terrestrial transmission was switched 
off completely in 2009; terrestrial reception has 
been exclusively digital since then and is holding a 
consistent market share in excess of 11 per cent of 
television homes on a national average. Complete 
switchover to DTT has thus provided a real boost for 
digitisation.

DSL-TV is currently available in just 3 per cent (or 
1.1 million) of TV homes, but its market share is grow-
ing continually year by year and at quite some rate 
in relation to other infrastructures, thus also con-
tributing to the continual growth of digitisation. 

Analogue satellite transmission will be switched off 
on 30 April 2012 and will result in a massive switch of 
satellite homes going digital. The positive trend on 
digitisation effected by analogue satellite switch-off 
can be understood all the better taking into consid-
eration that satellite reception holds second place 
in the league of television infrastructures. And even 
cable which is top of the broadcast transmission 
league contributes to the ongoing trend  towards 

67,8 per cent (25,533 million) 
of television households have 
access to digital television

2010

51,638,3

10,1

2011

57,532,2

10,3



2  Access totals via cable, satellite, terrestrial reception and DSL-TV

per cent                   cable satellite terrestrial reception DSL-TV
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Basis: 33,904 / 33,904 /36,981 / 37,277 / 37,412 / 37,464 / 37,668 million TV households in Germany
sum total > 100 due to homes with several reception platforms
Source: digitisation report 2011
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 digitisation: Despite the fact that the rate of digi-
tisation is the lowest of all infrastructures overall 
(Fig. 2), the share of digital cable homes is still higher 
than that of digital terrestrial households (Fig. 3).  

Shares of transmission infrastructures largely 
stable
The market shares of the various routes of trans-
mission have remained largely constant over the 
last years. Since the year 2005 when the media au-
thorities published their first report on digitisation, 
the shares of the transmission infrastructures has 
changed only marginally.

Terrestrial reception has held a steady share in ex-
cess of 11 per cent and could gain 0.7 per cent in the 
last year, resulting in around 4.4 million households 
watching TV via DTT in 2011. This can be considered 

an important signal as the debate on the future of 
terrestrial transmission is gaining momentum. For 
many German television households, DTT appears 
to offer a satisfactory alternative to the main modes 
of reception (cable and satellite) since the major tel-
evision services are available free-to-air and without 
any basic fee via DTT. In the major conurbations, the 
rate of DTT reception in some cities exceeds 20 per 
cent.

While DSL-TV still holds only a very small market 
share at 3 per cent, the providers of television servic-
es transmitted via IP networks can be satisfied with 
good growth rates year after year. In 2011, some 1.2 
million German homes resort to this transmission 
infrastructure for television reception, the figure up 
by 300.000 households over last year, increasing 
DSL-TV reception by one third. The market is charac-
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terized by clear movement as can be seen not only 
from the data but also from the fact that new en-
trants are now competing with German Telekom’s 
T-entertain package.

Cable slightly down, digitisation steady
The change of the cable market share since the year 
2005 can be described as marginal. While cable re-
ception went up uniquely by just under 2 percent-
age points to a total of 53.7 per cent in 2007, this 
increase was successively eroded again in the five 
years since then. In 2011, just under 19 million house-
holds – or 50.2 per cent – use cable for television re-
ception. Compared to last year, the market share of 
cable has thus gone down by 1.2 percentage points.

Digitisation continued to grow with well over 8 mil-
lion households now watching TV via digital cable. 
This corresponds to 42.5 per cent of all cable house-
holds, an increase of 700.000 homes over 2010. This 
increase can be attributed, among other things, to 
more and more high-definition content being avail-
able for viewers via digital cable. The fact that the 
cable network operators now permit CI+ modules 
may also have a positive effect on digital cable 
reception.

In recent years triple-play offering telephony, inter-
net and television services to consumers from one 
source particularly helped to boost business for the 
cable operators who started extending their range 
of services by video-on-demand services last year. 
Their portals now offer a range of films for on-de-
mand consumption. The network operators thus 

3  Digitisation by transmission platforms
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100

80

60

40

20

0

Basis: 17,529 / 17,571 / 19,859 / 19,558 / 19,765 / 19,273 / 18,928 million cable TV households 
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Source: digitisation report 2011
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offer a video library without hardware with the 
content reaching the viewer via the cable network 
while the internet serves as a return channel for 
navigation. This business option, however,  is still 
in its infancy; one cause could be the copyright ne-
gotiations with authors. Hybrid portals which are 
already available in internet-ready television sets, 
are competing with these portals; they also permit 
the use of online video libraries which usually offer 
even greater choice via the television screen, liber-
ating consumers from watching on the usually less 
comfortable laptop. However, the on-demand serv-
ices provided by the cable network operators can of-
fer a certain transmission quality as a benefit; con-
tent downloaded from the open  internet can never 
match the transmission quality available through 
dedicated areas.

Satellite on the up before analogue switchoff
Satellite reception is catching up on cable consump-
tion, holding 44.7 per cent of the market share in 
2011; cable, however, still has a margin of 2.1 mil-
lion households over satellite reception in German 
homes.

The big day for satellite will be 30 April 2012 when 
the analogue signal will be switched off. The rate 
of digital satellite households has already reached 
84.6 per cent by now, but there are still just under 
2.3 million homes which currently watch television 
via analogue satellite only and still have to tackle 
switchover. In order to ensure that the switchover 
happens as smoothly as possible, the “klardigital” 
project office was set up in 2010 at the initiative of 
the media authorities, coordinating an information 
campaign on behalf of ARD, RTL Group, ProSieben-
Sat.1 Media AG, ZDF and the trade association of the 
commercial broadcasters (VPRT).

Interview Klaus Hofmann
head of the project office “klardigital”

1. How can you make certain that the remaining 
analogue households will switch to digital satellite 
reception by 30 April 2012?
We	try	to	jointly	inform	everyone	who	is	directly	or	in-
directly	involved	in	the	switchover,	and	invite	them	to	
take	the	necessary	measures.	This	starts	with	the	satel-
lite	homes	and	takes	in	the	trade	and	crafts	sectors,	the	
receiver	industry,	a	large	number	of	trade	associations,	
the	 housing	 industry,	 cable	 network	 operators	 and	
independent	operators	of	 SMATV	 systems.	Communi-
cation	and	 information	may	differ	 from	case	 to	case;	
we	use	the	local	press,	technical	magazines	and	televi-

sion	schedule	magazines,	organize	 special	events	and	
also	provide	information	online	on	our	website	www.
klardigital.de.	The	most	effective	means	of	communi-
cation	are	the	services	of	the	various	players	 involved	
in	the	initiative	which	offer	information	programmes,	
TV	spots,	videotext	and	online	information	during	their	
regular	services.	All	in	all,	this	is	a	concentrated	package	
of	information	which	has	already	shown	how	effective	
it	is:	Around	85	per	cent	of	all	analogue	satellite	house-
holds	are	already	aware	that	they	need	to	take	action.	
We	intend	to	increase	this	figure	with	further	actions	
right	until	switch-off	in	2012.
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The rate of analogue satellite reception at around 
13.6 per cent in June 2011 certainly presents a ma-
jor challenge for everyone involved in the switcho-
ver. Assuming that eleven months or 334 days were 
available for switchover on 01 June 2011, some 6.886 
households would have to switch to digital satellite 
each day; this would include Saturday and Sunday. 
The figure alone already demonstrates the scope of 
the task to be achieved.

HD gains in popularity
The receiver industry has sold increasing numbers 
of sets capable of showing HD content. However, a 
flat screen alone is not enough for receiving HD tel-
evision; the receiver must also be HD-ready. Around 
one fifth or approx. 7.8 million German television 
households already own the corresponding type 
of receivers. Concerning infrastructures, DSL-TV 
ranks first with 33 per cent of homes already able to 

 receive HD content via DSL-TV. Around a quarter of 
satellite homes already have an HD receiver and HD 
television set. Cable trails last at only 15.6 per cent of 
cable households in the position to watch television 
in HD quality (Fig. 4).

Cascading content
The convergence of television and the internet 
gains speed with the increasing sales of internet-
ready television sets; at present, however, no reliable 
figures are available on the number of sets actually 
connected to the world-wide web. The same uncer-
tainty applies to the question whether web-based 
content is actually consumed on a regular basis. The 
content available in these hybrid portals is either 
material which was genuinely produced for the in-
ternet or broadcast content already on offer in the 
internet such as the media libraries of the public-
service broadcasters.

2. Private televisions homes are not the only ones 
affected by the switch-off. Who else receives support 
and in which way is it given during the switchover 
process?
Since	 the	 satellite	 signal	 is	 in	 many	 instances	 also	
used	 to	 feed	 cable	 networks	 or	 SMATV	 systems,	 we	
have	been	closely	cooperating	with	the	cable	network	
operators	and	incorporated	them	in	the	communica-
tion	process.	We	also	targeted	our	information	cam-
paigns	 at	 the	 housing	 industry	 or	 associations	 of	
home	 and	 house	 owners,	 hospitals	 and	 hotels.	 And	
we	 practical	 assistance	 for	 the	 trade	 and	 crafts	 sec-
tors.	For	this	group,	we	provide	extensive	information	
on	 our	 website	 for	 downloading	 free	 of	 charge	 via	
http:IIklardigital.de/handed.php.

3. How many households do you expect will not 
switch over by 30 April 2012? What will happen to 
them?
This	 is	 really	 difficult	 to	 estimate;	we	will	 try	 every-
thing	to	bring	the	figure	down	as	far	as	possible.	What	
is	important	is	that	all	viewers	and	network	operators	
are	informed;	the	switch-over	itself	has	to	be	effected	
by	the	viewer	or	operator,	and	waiting	until	 the	 last	
minute	 could	 mean	 that	 the	 TV	 screen	 goes	 blank.	
Trade,	crafts,	the	industry	and	our	project	office	there-
fore	 recommend	 that	 everyone	 who	 is	 affected	 act	
immediately.	Poor	weather	conditions,	staff	and	sup-
ply	shortages,	especially	for	system	components,	could	
all	delay	a	timely	switchover.	Tenants,	hotel	guests,	pa-
tients	and	all	other	viewers	will	 certainly	appreciate	
action	being	taken	in	a	considered	manner.
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The distribution of television content through the 
internet, e.g. via media libraries, presents an exten-
sion of the value chain. It was initially intended to 
make reception of such content possible on the clas-
sic PC, laptop and lastly via mobile smartphones. 
Internet-ready television receivers bring the content 
back to the television screen, either as content in 
the Hbbtv standard or across the portals offered by 
the receiver industry.

4   HDTV

per cent

satellite TV households
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digital satellite

HD receiver

HD receiver and HD-TV set

cable TV households

cable

digital cable

HD receiver

HD receiver and HD-TV set

DSL-TV households

DSL-TV

 “Receiving HD”

HD receiver and HD-TV set

Well over a quarter of all satellite households own an HD receiver and an HD TV set; in cable homes,  
the respective rate is 16 per cent. Top rate for DSL-TV
Basis: 16,843 million satellite homes / 18.298 million cable homes / 1.144 million DSL-TV homes in Germany
Source: digitisation report 2011
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Digital TV development  
in Europe continues
Mario Hubert 

The year 2010 saw digital television households in eu-
rope continuing to expand: At the beginning of 2011, 
almost 70 per cent of homes watch television using 
a digital infrastructure (satellite, cable, terrestrial or 
IP-TV). Following an increase of just under 23 million 
homes, matching the growth rate of the previous year, 
168 of the total 246 million television homes covered 
by the ASTRA footprint have already gone digital; this 
presents an increase of 16 percentage points over the 
previous year.

Comparing Western and Eastern Europe
The stark regional differences regarding the degree 
of digitisation remained unaffected by these devel-
opments: In Western europe, almost 80 per cent of 
TV households are digitized; this is twice the figure 
prevailing in eastern europe (only 40 per cent). The 
main reason for the difference is the fact that in east-
ern europe, DTT and IP-TV so far reach only a small 
penetration; in addition, the degree of digital cable is 
also far lower. 

A comparison of the infrastructures also reveals ma-
jor differences: Around 95 per cent of satellite homes 
resort to digital reception while terrestrial TV (62 per 
cent) and cable reception (42 per cent) still lag far be-
hind. The start of DTT in more countries and the exten-
sion of existing networks will certainly contribute to 
pushing digitisation in europe over the coming years. 
Cable, however, still requires considerable investment 
in technology, but investment is also needed into con-
tent and consumer information.

Looking at digital TV households in europe overall, sat-
ellite is still in the lead as regards TV reception. Some 
45 per cent of digital homes – or more than 75 million 
households – use this infrastructure for TV reception; 
this in an increase of more than 4 million homes or 
6 per cent compared to last year.

 As was the case in the preceding years, the other in-
frastructures won ground and all commanded larger 
rates of increase than digital satellite. In 2010, just 
under 10 million homes opted for digital TV reception; 
this in an increase of 24 per cent. DTT now therefore 
brings TV into some 52 million or 31 per cent of digital 
homes. 

Cable held third place at 29 million households (+ 5.4 
million / 23 per cent over the previous year).

The largest rise was experienced by IP-TV: up 34 per 
cent, it drew in 3 million new homes and is now avail-
able in more than 12 million households covering 7 per 
cent of the digital market. The most relevant market 
for IP-TV is France with some 4.5 million IP-TV house-
holds alone.

HDTV driving digitisation 
High-definition television (HDTV) was a major con-
tributor to the success of digital television; HDTV is 
gaining more and more popularity and acceptance 
and has found ist place in the mass market in most 
countries in Western europe. At the beginning of 2011, 
more than 20 million satellite households could al-
ready watch HD content; this is more than a quarter 
of all digital satellite homes, making satellite the larg-
est HD platform in europe.



P A G e  3 5 

Here, too, a clear divide between Western and eastern 
europe can be observed: Some 17 of the 20 million sat-
ellite HD households are located in Western europe, 
presenting 35 per cent of all DVB-S homes in the area; 
the remaining 3 million satellite HD households are 
in eastern europe where they represent some 23 per 
cent of the share in the area. This difference can cer-
tainly be attributed to the larger number of HD serv-
ices distributed in the various pay-TV packages avail-
able across Western europe by comparison to content 
available in eastern european services and the result-
ing larger attractiveness for television audiences.

Germany continues to rank in a middle position of the 
TV household digitisation league in europe at a rate 
of 62 per cent. 

Some 23.5 of the 37.7 million German television homes 
have by now gone digital; this is an increase by 2 mil-
lion compared to 2010. Satellite reception tops the 
league of digital infrastructures at 58 per cent, fol-
lowed by digital cable (29 per cent), DTT (9 per cent) 
and IP-TV (4 per cent). While the growth rate of digital 
homes in 2009 trailed that of all other countries in 
europe at merely 5 per cent, it reached 10 per cent last 
year. This places Germany in a middle position among 
the countries of europe, but it would appear that digi-
tisation is picking up momentum again – not least as 
a result of the pending switch-off of analogue satel-
lite transmission. Terrestrial transmission has been 
fully digital for some time while there are still clear 
differences in the rate of digitisation of cable and sat-
ellite households in Germany: More than 80 per cent 
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of satellite households have already gone digital, and 
by May 2012, following analogue satellite switch-off 
as agreed among the TV industry, the rate will be 100 
per cent. As far as cable is concerned, only 38 per cent 
of the German homes resort to digital reception. This 
leaves 11 million analogue cable households; they form 
the last challenge for the digitisation of TV  reception 
in German homes.

Status of digitisation in Europe
In europe, the United Kingdom and Ireland as well as 
the Nordic Countries have reached the highest degree 
of digitisation in Western europe.

In Scandinavia, more than three quarters of all house-
holds already watch digital TV; only Denmark at 63 per 
cent does not reach the european average rate.

The first european country which has already digi-
tised all TV infrastructures is Finland which complet-
ed the digitisation of the transmission infrastructure 
for all 2.3 million TV households already in 2009. The 
most popular mode of reception is DTT at 49 per cent 
of homes, with services available both free-to-air and 
as pay-TV (PlusTV). In the cable sector (44 per cent), 
four players strongly compete against each other. The 
remaining shares in the market are serviced by two 
satellite pay-TV services (Canal Digital and Viasat) and 
by IP-TV providers.

In the UK, nine out of ten TV homes are digitised; 
however, the mode of reception is completely differ-
ent from that prevailing in Finland. In the UK, satellite 
is the most popular mode of digital TV reception at 47 
per cent; services are offered by both pay-TV provider 
Sky and the free service freesat. With its determined 
focus on HDTV both for the range of services (almost 
60 channels by now) and the policy of subsidizing re-
ceivers, Sky has turned into the most successful pro-
vider of HDTV content in europe. Today, more than a 
third of all Sky subscribers receive HD content, and 
the overall majority of freesat homes also own HD re-
ceivers, allowing them to watch HD content provided 
by the BBC and ITV.

DTT holds second place in the digital infrastructure 
league with a share of 37 per cent of all digital house-
holds. Cable lags far behind at 14 per cent, as does IP-
TV (2 per cent). Unlike in Germany, the last hurdle for 
completing digitisation in the UK is presented by the 
2.4 million homes still resorting to analogue terres-
trial television.

Spain most closely mirrors the rate of digitisation in 
Finland.
except for 300.000 cable households and some few 
satellite homes still exclusively receiving the analogue 
German services, the Spanish market can be described 
as fully digitised (98 per cent). Free digital terrestrial 
television is the most popular mode of reception at 
69 per cent, with digital satellite reaching 17 per cent, 
 cable holding 8 per cent and IP-TV 6 per cent.

Finland, Spain and the UK are followed by Italy, Croatia 
and France in the digitisation ranking league.

The digital market in Italy (89 per cent of all TV house-
holds) is shared mainly beteween DTT (58 per cent) 
and satellite (39 per cent) while IP-TV still constitutes 
a niche infrastructure at less than 5 per cent. Since 
there are no cable networks in Italy, all other house-
holds still resort to analogue terrestrial television.

Croatia has by now also reached 89 per cent digital TV 
reception – an enormous performance compared to 
the rate of 44 per cent last year. This development was 
pushed by the successful introduction of DTT which 
was taken up by more than half a million homes dur-
ing the first year, giving DTT 43 per cent of the dig-
ital market. The other digital households in Croatia 
mostly resort to satellite reception (29 per cent), IP-TV 
(16 per cent) and cable (12 per cent).

In France, a strong digitisation drive in analogue ter-
restrial households – by now more than 80 per cent 
of the terrestrial households have gone digital – and 
the continued success of IP-TV content gave digitiza-
tion a strong push from 70 per cent last year to 85 per 
cent at present. With a share of just under 4.5 million 
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homes, France is the largest IP-TV market in europe 
and makes up for more than a third of all IP-TV homes 
in europe. In addition, TNTSAT, the digital satellite 
provider which – similar to freesat in the UK – contin-
ued to operate successfully and helped to reduce the 
number of analogue satellite households in France. 
However, as is the case in Germany, France also still 
has a major share (48 per cent) of cable household 
still awaiting digitisation.

To sum up, the trend towards complete digitisation in 
europe continues with the markets in Western europe 
still enjoying some lead over those in eastern europe. 
The high investment required for setting up terres-
trial infrastructures will be additionally hampered by 

the current economic situation especially in eastern 
europe. Cooperation between infrastructures as they  
already exist in the UK (freesat) and France (TNTSAT) 
might offer an alternative to push digitisation ahead.

Analogue-digital satellite switchover
In Germany, informing consumer will be the key task 
for 2011 to bring across the benefits of digital recep-
tion and to keep the number of blank screens at the 
switch-off of analogue satellite transmission the end 
of April 2012 at the absolute minimum. Thereafter, the 
completition of digitisation of the German television 
market will largely depend on the strategy of the ca-
ble network operators and the reaction of analogue 
cable homes.

6   Digitisation of TV households

ó > 80 %

ó 50–80 %

ó < 50 %

Source: SeS Astra Satellite Monitor, Year end 2010
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Methodology

This survey employed computer-assisted telephone 
interviews (CATI) on the basis of the telephone ran-
dom sampling system used by the “Arbeitsgemein-
schaft der deutschen Marktforschungsinstitute” 
(association of German market research institutes, 
ADM). The interviews were held during the period 
20 May – 28 June 2010. The survey was carried out by 
TNS Infratest MediaResearch on the basis of a ques-
tionnaire which largely corresponds to the German 
Satellite Monitor (SeS Astra). By aligning the survey 
instruments, the results of the two surveys can be 
better harmonised. 

The overall population basis for the survey was rep-
resented by all German-language private households 
in Germany. Since the 2007 survey, the projection has 
no longer been based on households of Germans 
only, but also includes households of non-Germans. 
The definition of the term “overall population basis” 
this year for the first time corresponds to the defini-
tion used by ma (media analysis consortium) for Ger-
man-language households (= German households 
plus households with a eU 26 head of household plus 
household with a non-eU head of household with 
completed school education).

In 2010, the overall population basis was approx. 
39.12 million households. Of these, 95.8 per cent 
(37.46 million) own a television set, forming the basis 
for the presentation of results. The survey was based 
on a net number of 8,000 interviews. In each case, 
the interview was conducted with the person in the 
household stating that they knew best about televi-
sion consumption and reception in the household.

The 8,000 interviews were conducted disproportion-
ately (500 interviews per state) in order to warrant 
a sufficiently solid basis for each German state. The 
disproportionality was balanced later during weight-
ing to give representative results on a “total” basis.

Defining cable and satellite reception
Television sets connected to a satellite master anten-
na system (SMATV) which require no separate receiv-
er for TV reception are counted as cable reception. In 
these households (approx. 333.000 homes), the high-
frequency satellite signals employed for transmission 
are converted for transmission in the low-frequency 
SMATV cable networks. The range of services avail-
able is pre-defined as is the case for customers sup-
plied by level 3 network operators. Satellite reception 
therefore only comprises television sets using a sat-
ellite receiver. The rationale for this definition is that 
the survey was devised to analyse reception from the 
viewpoint of the television households. 

Establishing transmission platforms and transmis-
sion technologies 
For each of the television sets in the households in-
vestigated (with up to nine sets being counted), all 
available transmission platforms were analysed. 
Households receiving both terrestrial and satellite 
services with the same set were included in both 
transmission categories for the analysis of television 
reception in the homes. As can be seen in Fig. 2, this 
can in some cases result in a sum total exceeding 100 
per cent. The 4.9 million PCs or laptops which can re-
ceive television are not included in the analysis.

In the analysis of the transmission technologies (ana-
logue or digital), cable reception forms an exception: 
Television households with cable reception using a 
television set which is connected to a digital cable re-
ceiver are able to continue watching analogue servic-
es. As this form of simultaneous analogue and digital 
reception does not exist for satellite distribution or 
terrestrial transmission, all cable television sets with 
a digital receiver are counted as digital units for the 
benefit of uniform presentation.
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Digitisation means radical change: It widens the range 
of content available and thus generates a need for a 
new basis of funding; it overcomes the barrier that tra-
ditionally separated media and thus puts their traded 
financing models into question. Digital transmission 
infrastructures and digital receivers bring new chal-
lenges for users facing navigation and orientation. 
even if television still retains its leading position for 
the formation of public opinion and broadband cable 
holds on to first place among infrastructures in Ger-
many, the traditional positions of power are waning. 
In their place, new key players battle it out for top 
place, especially as regards platforms.

Digitisation means new major tasks for media leg-
islation and media politics: The issue at stake is no 
longer the allocation of scarce and correspondingly 
valuable transmission capacities to foster the variety 
of services on offer. The classical objective of securing 
and supporting a varied range of media content now 
has to be achieved by resorting to new means which 
are determined by the digital era, independently of 
transmission infrastructures, receivers and technolo-
gies. The convergence of the media is matched by the 
broadcasting order evolving into a media order.

Regulating platforms
The former clear separation between the content 
and the distribution of media is giving way to ver-
tical integration: Network operators are no longer 
mere transporters of content, but put together and 
market content to their customers. They gain influ-
ence on receivers and the way in which they are used. 
The principle of receiving all broadcast content on 
one set which was a truism in the old days can today 
be realised under complex technical and economic 
conditions only.

On the other hand, the convergence of transmission 
infrastructures generates new choice for the con-
sumer: he can now watch TV via the fixed telephony 
line, make telephone calls or surf the internet using 
the cable network. Television becomes portable and 
mobile, as does the internet. Regulation has to face 
the challenging task of securing variety of choice for 
consumers and warranting identical conditions for 
the competition of platforms while at the same time 
taking into consideration the specificities of each use 
with regard to its relevance regarding the formation 
of public opinion.

Regulating platforms and  securing 
digital access: the remit of the 
 regulatory authorities



P A G e  4 2

The Interstate Broadcasting Treaty has adopted a 
technology-neutral approach concerning platform 
regulation for which the German state media au-
thorities developed concrete provisions. The statute 
on access and platform regulation merges platform 
regulation and the rules for securing digital access.

Digital access
Access to media is a core element of any media order. 
Securing access has to take various forms: For one 
thing, access to networks and technical platforms 
must be ensured for content and service providers. 
For another, concentration of the power of opinion 
must be prevented as has been the case for a long 
time. Access is much more important for the forma-
tion of public opinion especially for new and innova-
tive enterprises than in the economy in general. The 
negotiating clout which the major television groups 
hold in the digital world must also be taken into ac-
count. And lastly, access to a varied range of media 
content must be safeguarded for consumers and 
citizens. They have to be protected in their sovereign 
choice and navigation through content, irrespective 
of the extension of technical options impacting their 
behaviour as users of media.

Analogue-digital switchover
The transition from analogue to digital transmission 
holds great opportunities both for the media indus-
try and for consumers. Organising it to the benefit 
of all involved presents a great challenge for media 
regulation. In the case of terrestrial TV transmission, 
the media authorities successfully moderated an ex-
tension of the range of content which paid attention 
to the interests of consumers. Switchover of satellite 
to digital transmission will also be completed short-
ly under the guidance of the media authorities. For 
cable as the most important transmission platform, 
this challenge has yet to be mastered. 

Tools of regulation and convergence of the media
Moderating and balancing the differing interests 
constitutes a major element of platform regulation, 
taking its position between content providers and 
platform operators, consumers and media providers.

When it comes to the digital world, managing scarce 
resources is no longer the key concern. The issues at 
stake are specifications for digital receivers, provi-
sions for channel listings and electronic navigation, 
rules for the packaging of content, and fine-tuning 
the framework applying to individual providers.

Digitisation has led to increased overlaps between 
media and telecommunications law; as a conse-
quence, cooperation with the Federal Network Agen-
cy is an important element. The changes of the eco-
nomic framework which characterise the process of 
digitisation also raise competition issues. However, 
media politics still has to take on the challenge of 
deciding on the structures of the industry and en-
suring openness, not only with a view to economic 
considerations.

The media authorities can work towards realising the 
objectives defined by the legislator and safeguard 
the interests of consumers and citizens in their neu-
tral position. They want to master the challenge of 
ensuring transparency for digital developments and 
offering advice to politics.

The Commission on Licensing and Supervision (ZAK) 
coordinates these tasks through its representative 
for platform regulation and digital access who pre-
pares the decisions of the ZAK with the support of 
the expert staff of all media authorities.

T H e  R e M I T  O F  T H e  R e G U L A T O R Y  A U T H O R I T I e S
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Glossary

addressability
A receiver or connexion will be clearly and individually 
identified by a service. This enables service providers 
(e.g. cable operators) to activate a service or channel 
for specific receivers, for instance for subscribers of 
programme packages, while keeping it disconnected 
for others. Activation is usually effected employing 
encrypted signals and a so-called smart card. In the 
case of IP networks, every connexion is identified by 
its IP address. In contrast to broadcasting networks, 
the signal or content is not automatically available 
for every consumer, but is targeted at users who have 
requested a specific content. Addressability differs 
from the identification of users; e.g., smart cards can 
be obtained anonymously.

basic encryption
encryption of all content transmitted via one trans-
mission platform to allow access for entitled users 
only. 

Common Interface (CI/CI+)
standardised interface via which a conditional access 
module (CAM) in the form of a plug-in card can be 
inserted into the set-top box. CI+ as the CI successor 
system is to provide better copy protection.

digital dividend
transmission spectrum freed up as a result of digi-
tisation, as digital transmission of content takes up 
less frequency capacity than analogue transmission.

DSL (digital subscriber line)
telephone line used for high bit rate transmission. 
ADSL: asymmetrical digital subscriber line. Data rates 
in the downlink are up to 6 MBit/s; ADSL2+ up to 20 
MBit/s. VDSL: very high bit rate digital subscriber line: 
up to 50 MBit/s in the downlink.

DSL-TV
transmission of content and telemedia services via 
wired DSL networks. Transmission is based on the in-
ternet protocol (IP); the term “IP-TV via DSL” is there-
fore equivalent to DSL-TV. t IP-TV

DSL networks are comparable to traditional cable 
networks in that they are accessible only for closed 
user groups against subscription and the content 
provider offers only a pre-defined, limited range of 
TV content or telemedia services.

As a system-inherent feature, each customer point 
is individually connected to the point of delivery for 
the TV and telemedia services of the network and 
provides a return channel. This permits the definite 
addressability of the user. In addition, interactive ap-
plications can also be realised at acceptable cost.

DTT-2
successor standard to DTT, aiming in particular at 
more efficient encoding and allowing for encryption.

EPG
electronic programme guide, an application allowing 
search and selection of digital TV services in the form 
of an “electronic TV magazine” and in many cases 
also offering other functions such as programming 
for recordings or access to recorded broadcasts, me-
dia libraries or similar.

HbbTV (Hybrid broadcast broadband TV)
standard published by eTSI (european Telecommu-
nications Standards Institute) for the simultaneous 
presentation of television and internet content on 
the TV screen. HbbTV was developed by an industrial 
consortium and the Broadcast Technology Institute 
(IRT) and is based on a programming language ver-
sion which was developed for the entertainment 
industry. 



HTML (CE-HTML).
The standard has not yet been adopted by all re-
ceiver manufacturers some of which use their own 
systems for the presentation of internet sites on the 
TV screen. 

HDTV (high-definition television)
high-resolution technology using a 16 : 9 aspect ratio 
and a minimum rate of 1280 x 720 = 921.600 pixels (full 
HD: 1920 x 1080 pixels).

IP-TV (internet protocol television)
television delivery using the internet protocol. The 
term does not, however, specify the network used for 
transmission. This requires additional details, e.g. IP-
TV via DSL. In general terms, IP-TV is often equated 
with DSL-TV to distinguish it from t Web TV. 

MHP (Multimedia Home Platform)
standard permitting the transmission of digital 
content in the sense of an extended, more modern 
videotext as well as interactive applications. MHP 
could not establish itself in the market; in Germany, 
there are hardly any MHP-ready sets available in the 
market.

mobile TV 
transmission of multi-media content to handheld 
devices. Transmission can be along different routes, 
e.g., mobile internet or broadcast infrastructures fea-
turing standards such as DMB (digital multimedia 
broadcasting) or DVB-H (digital video broadcasting 
for handhelds).

MPEG (Moving Pictures Expert Group)
related group of standards compressing audio and 
video signals. For TV transmission, MPeG 2 and 
MPeG 4 are usually employed with MPeG 4 offering 
higher compression rates. MPeG 4 is used for HDTV 
transmission.

navigator
system indicating and starting digital programmes 
based on service information (SI) transmitted in the 
DVB transport stream. The navigator or base naviga-
tor provides only basic technical functions; by con-
trast, the t ePG also offers content and extended 
services.

set-top box (STB)
receiver device for digital television. For the various 
transmission platforms (satellite, cable, terrestrial, 
DSL), different types of set-top box are required.

simulcast
simultaneous transmission of content (programmes, 
services) of the same type on different platforms 
(e.g., analogue and digital cable).

SMATV
satellite master antenna system using multiple sat-
ellite and broadcast cable signals to create a single 
integrated cable signal for distribution to a cabling 
network for several flats or houses (see Methodology 
section on page 48).

triple play
simultaneous supply of broadcast content, internet 
access and telephony services.

Web TV
“internet television” accessible in the open internet. 
In contrast to DSL-TV, the range of services is not 
linked to a specific (internet) provider whose con-
tent is packaged by the provider of the infrastruc-
ture. Web TV is available across the entire world-
wide web as far as the bandwidth permits sufficient 
transmission quality. Independently from the unre-
stricted distribution across the www, content can be 
encrypted and can necessitate registration and/or 
activation.

P A G e  4 5 



P A G e  4 6

I M P R I N T

Imprint

Bibliographical information Deutsche Nationalbibliothek
Deutsche Bibliothek lists this publication in the German national bibliography;  
for detailed bibliographical data, see http://dnb.d-nb.de

Published by
die medienanstalten – ALM GbR 
Friedrichstraße 60 
10117 Berlin 
phone: +49 30 2064690 0 
fax: +49 30 2064690 99 
email: digitaler-zugang@die-medienanstalten.de 
website: www.die-medienanstalten.de

Responsible for contents
Dr. Hans Hege 
Andreas Hamann

Editors
Andreas Hamann 
Dr. eva Flecken

Lecturer
Cornelia Bergner

Translator
Johanna Fell

Copyright © 2011 by
die medienanstalten – ALM GbR

Design
Rosendahl Berlin





For the seventh year in succession, the German media authorities present their annual 
report on the status of digitisation in Germany. For 2011, the news again is that digitisa-
tion is making good, steady and even progress. Compared to last year, around 2.4 mil-
lion new households went digital with their TV reception, bringing the rate of digital 
TV homes to 67.8 per cent.  This systematic survey on the rate of digitisation in German 
television households was conducted by the German media authorities in 2005 for the 
first time; at that time, 74.3 per cent of homes were still fully analogue in their television 
consumption – today, the rate has dropped to just  32.2 per cent. The ratio between ana-
logue and digital reception may not have reversed quite yet during the last seven years, 
but the trend is evident.

As in the previous years, the report complements the data on digitisation with analyses 
on the digital broadcasting market. As usual, the issues are also looked at with a view 
to the converging technologies of the internet and traditional broadcasting. Using the 
internet via online platforms as a distribution infrastructure is just one aspect in this 
respect. On the other hand, web content is spreading more and more to the traditional 
receivers both as regards television and as regards radio.

In its first section, the 2011 report on digitisation analyses this very (dis)order of the 
 digital world of broadcasting while part two presents the results of the annual survey 
on digitisation. 

Digitisation 2011
Open, neutral, hybrid –  

the new media (dis)order

2011� 2011
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