
The digitisation of German TV households continued its progress in 2014. The media autho-
rities herewith present their tenth report on digitisation, analysing the facts and figures of 
television and radio reception and the use of digital end devices and services. 

Cable has been „digital ready“ everywhere for a long time but still provides analogue televi-
sion signals. The modest increase in digital cable TV last year kept the growth of digitisation 
overall equally moderate. 

A more market rise can be reported for the penetration of digital radio sets and radio reception 
via DAB+ in Germany. And even though the majority of listeners still use analogue radio, radio 
digitisation in Germany appears to be gradually gaining ground.

The facts and figures also illustrate the effects of digitisation as regards the use of receivers 
and services. The number of connected TV sets in the living rooms is going up, bringing with 
it an increased consumption of video-on-demand offers via the TV set. The second screen is 
already evolving into the first screen to some extent while for younger audiences, the TV set 
has to take the back set with the smartphone and tablets becoming more and more popular.

The facts and figures section in the report on digitisation is this year again complemented by 
topical issues from the world of television. In his article, Dr. Hans Hege investigates the threa-
tening „cable-ization of the internet“ and its effects on net neutrality and media pluralism. 

Scan QR-code for further information online.
http://tinyurl.com/digib2014
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Preface

The present report of the German media authori-
ties presents the tenth analysis of the digitisation 
of broadcast reception and its progress. Traditio-
nal broadcasting infrastructures still have some 
way to go to complete digitisation; however, the 
report now also increasingly focuses on the inter-
net. It is therefore no surprise that it has long 
since developed into a documentation of conver-
gent television and video consumption, taking a 
further step in this direction this year. 

Last year‘s report took an in-depth look at the 
question of the synthesis of broadcasting and the 
internet. This year, we have to state that every-
thing is in a state of flux. The transitions among 
the modes of reception and receivers for TV and 
video content are blurring more and more and 
are hardly noticeable any longer – at least for 
viewers or consumers. However, digitisation per 
se also more and more resembles an unstoppa-
ble river. – What is being created by these deve-
lopments can hardly be forecast. Frequently, com-
pletely new products are generated, for instance 
smart TV sets and smartphones allowing viewers 
to take Hollywood films directly from the sitting 

room to the underground. Hidden below the sur-
face of these new digital forms, however, familiar 
patterns shine through. 

In his article entitled Cable-ization of the Inter-
net, Dr. Hans Hege draws the attention to a fami-
liar pattern which could re-emerge in a new form. 
Control of access to the consumer in the cable 
networks has always been the preserve of the 
network provider. This type of control is now also 
under consideration for the internet to permit 
offers of privileged access. Dr. Hege outlines the 
consequences of such a development for net neu-
trality and media pluralism.

In the section on facts and figures of the report 
on digitisation, the media authorities present the 
current status of digitisation. As in the previous 
years, the data concerning radio and TV reception 
were collected in Germany, and similarly to last 
year, the survey was extended to now also allow 
for findings concerning the personal relevance of 
the various types of digital end device, based on 
the results which are representative for the popu-
lation and relate to the individual use of EPGs, 
connected TV, OTT offers and mobile receivers.

Thomas Fuchs
coordinator of the expert  
committee on communications  
networks, technology and 
convergence of the media 
authorities

Dr. Jürgen Brautmeier
Chairman of the Commission on 
Licensing and Supervision (ZAK) 
of the German media authorities
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Lastly, the report on digitisation looks beyond Ger-
many at the developments elsewhere in Europe. 
There, too, digitisation is making progress, as is 
outlined in the international data presented in 
the article by Mario Hubert.

The characteristics of digitisation, generating 
more and more new forms as a constantly moving 
river without displacing older patterns altogether, 
presents new challenges, not least for media 
regulation. It is evident that a strategy of forcing 
the river into a straight riverbed to channel it or 
of creating artificial reservoirs cannot be the solu-
tion. It is therefore all the more important to pro-
tect valuable biotopes where this is necessary. 
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Cable-ization of the Internet –  
what TV cable can teach us about 
the importance of net neutrality 
for pluralism of the media
Dr. Hans Hege

The debate about whether and which additional 
safeguards for net neutrality are needed is led at 
all levels, be it in the European Union, for national  
legislation or for state media laws. A similar dis-
cussion is taking place in the United States. The 
telecommunications industry – using the argu-
ment of funding infrastructure – demands that 
alongside the best effort internet which on prin-
ciple applies the same standards for all data 
packages, special services should be possible. 
Enterprises causing the greatest amount of data 
traffic (and striking deals with the data of users) 
should shoulder part of the costs. In return, they 
are offered the extension of a fast lane guaran-
teeing secure quality. In addition, they are to be 
exempt from the volume limitations that other-
wise apply.

This would particularly negatively impact audio-
visual media – from linear television right down 
to YouTube – due to the high data volumes nee-
ded per time unit, and the ever-growing duration 
of consumption. All forecasts predict that the lion 
share will continue to be made up by videos. The 
significance of the internet for the distribution of 
professional audiovisual media will grow further, 

with consumption going towards non-linear 
usage and to portable and mobile reception on a 
large number of receivers. 

Meanwhile, consumers are not ready to pay for 
transmission and audiovisual media content in 
line with the data volumes they use. This is chal-
lenging the traditional business models of net-
work operators who used to generate considera-
ble turnover with the small data volumes incurred 
in transporting voice telephony and SMS. 

The IPTV platform and the issue of licensing 
special services in the internet
One special service already exists: IPTV, a bundle 
of TV programmes and video offers transmitted 
via DSL in a separate section. Services are bundled 
in a manner similar to digital broadband cable. 
The offer is subject to platform regulation which 
is provided for in German media law. It presents 
a combination of a number of specific factors 
which cannot readily be transferred to the inter-
net in general as it concerns a limited number of 
TV channels offered in competition to broadband 
cable, thus extending choice for consumers. 
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The key question therefore is whether special 
services for all audiovisual media offers are per-
mitted as an alternative to the open internet, 
i.e. media libraries, video-on-demand platforms, 
audio platforms such as Spotify, or edited offers 
such as bild.de. 

This issue can and must be looked at separately 
from other applications frequently quoted as 
examples proving the need for licensing special 
services – from the transmission of medical data 
to the control of driverless cars. Whereas these 
services still have quite some way to go until 
application starts in practice, the issues concer-
ning the media are already of practical relevance, 
from Spotify to Netflix. 

Special services and their impact  
on media pluralism
As far as audiovisual media are concerned, the 
question is what impact on the media a situation 
exerts in which comparable services can be trans-
mitted via the open internet, but also via a special 
service offering specific quality in the overtaking 
lane and/or without any relevance for volume 
limitations.

The linear transmission of television services in 
the open internet including the platforms which 
bundle them (e.g., Zattoo or Magine) presents 
a special case which is a consequence of enab-
ling IPTV. It does not guarantee the same trans-
mission safety and quality as IPTV and broadcast 
transmission infrastructures based on separate 
network structures. The transmission in the open 
internet – at least so far – is considered a comple-
ment rather than a substitute by consumers. 

The situation becomes more complex as far as 
video-on-demand platforms are concerned where 
cable and IPTV provide specific quality for the 
offers of the network operator, including the use 

of the transmission technology of the linear servi-
ces. This concerns media libraries provided by tele-
vision broadcasters which can be received in bet-
ter quality via the offers of cable companies than 
over the open internet. What must be prevented 
on principle is that – as is the case for cable tele-
vision – an operator’s own offers are given prefe-
rence at the expense of the offers of third parties. 
Although it would be technically possible, net-
work operators are rarely required to open their 
networks for virtual platforms of other providers. 
This could be an argument to underline that one’s 
own video-on-demand service is acceptable as 
long as it is based on the same technology and 
as long as the development of comparable plat-
forms in the open internet is not impeded. 

A different situation applies for the general offer 
of a fast lane or for exceptions from the volume 
limitations against specific payment. This directly 
affects the competition among external pro-
viders. It can be linked to complex agreements 
which may even include marketing elements and 
the sharing of risks. 

Special services of this type build on a central 
element of the cable which does not exist in the 
open internet: access to the end-customer is con-
trolled. Only providers who have taken out an 
agreement with the network operator will get 
through (in the open internet, every provider has 
to take out his own necessary technical arrange-
ments for bringing content into the internet, with 
economies of scale applying for the majors, but 
the provider does not have to seek the agreement 
of the respective network operator to reach his 
end customers). 

The last mile is key as concerns access to the 
media. The greatest part of audiovisual media 
consumption is effected via fixed-line networks 
and their extension by WiFi. In this constellation, 
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competition is limited. If – in the medium term –  
there will be only one broadband connection 
which in return is very effective, then the opera-
tor potentially controls the media consumption 
of the connected households.

TV cable as a model?
A large percentage of households in Germany to 
this day has no choice of cable operator. In these 
homes, there are two physical fixed lines allowing 
for sufficient media offers. A large percentage is 
controlled by just two companies: Telekom and 
Vodafone (Kabel Deutschland). The higher the 
costs for investments required for extending 
the networks, the fewer providers will be able to 
shoulder them. Telephony and broadband cable 
in the homes could still be provided via copper 
cable and be set up and funded separately; for 
fibre optics, only one network can be funded. 
This affords these providers more influence than 
might be suggested by examples quoted in favour 
of special services: Media content transported to 
the end customer is claimed to be comparable to 
preferential and specially funded sales areas in a 
supermarket or the presentation of highly attrac-
tive media at the newspaper kiosk. The difference 
is that special sales areas in a supermarket or a 
special presentation at a newspaper stall will 
have no impact on the quality of the product its-
elf. If, however, the HD stream of a video will only 
reach the customer smoothly as a special service, 
this is clearly the case. 

Compared to the television cable, at least two 
extensions of the options to those regarding spe-
cial services are under debate. However, neither 
of them is particularly suited to do away with the 
risks for innovation and plurality:  

Firstly: In the open internet, each provider can still 
reach consumers without specific agreements, 

but some are better able to do so (and at higher 
costs, be it for the providers, be it for consumers). 
This does not only result in the problem of redu-
ced opportunities of use in the open internet, but 
also reduces the chances of the open internet 
being extended: The fast lane will become all the 
more attractive, the greater the tailbacks become 
on the standard lanes. How well such scarcities 
are suited to fund business models can be seen in 
the very development of broadcasting, the broad-
casting frequencies just like the scarce analogue 
cable channels. It will be rather difficult to fight 
against the economic incentives by regulating a 
minimum standard for the open internet. 

Secondly (and so far by no means a matter of 
course): The fast lane should be open to all, there 
is on principle no selection as is the case for IPTV, 
but rather a non-discriminatory offer to all. Due to 
the lack of choice, this is currently not subject to 
platform regulation under media law. 

What does non-discrimination mean in practice? 
There are examples which do not present any pro-
blem: For the speedy delivery of a letter you pay 
more than for standard delivery, the ICE is more 
expensive than the regional train, the cost of 
internet access increases in line with bandwidth. 
All these examples are characterised by a transpa-
rent pricing policy, as is the case for the transport 
model for broadcast transmission infrastructures: 
HD is more expensive than SD. Platform regula-
tion under media law requires fees to be laid open 
and enables non-discriminatory treatment to be 
supervised.

From transport model to marketing model
As is the case in telecommunications law, this is 
all based on a clearly separate section of trans-
port and technical services. If they are further 
developed it could be acceptable for network ope-
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rators offering comparable services such as exter-
nal delivery networks (CDN) which are commis-
sioned by broadcasters so that their offers an be 
consumed by many users in good quality.

In real life, however, what is at stake is not sepa-
rable technical services, but marketing. And this 
is the parallel to cable and satellite: Ever since 
negotiations between the privatised cable ope-
rators and the major broadcasting groups star-
ted, there is formally still a transport model, 
while in the negotiations, however, a marketing 
model was pushed through. This model envisages 
money returns to the providers which are gene-
rated through additional income charged to cus-
tomers or TV viewers by the cable operators and 
ASTRA for HD distribution; these are specific ser-
vices offering special quality. 

Transport fees are paid only to the cable compa-
nies having a particular clout in the market while 
the smaller companies do not charge extra for 
content distribution. This is a development which 
might also be adopted for special services in the 
internet. The major content providers will negot-
iate only with the major network operators con-
cerning special access while the small network 
operators stay empty-handed. Why should Google 
take up negotiations with a small city council pro-
vider operating the local fibre-optics network? 
This will result in a further concentration among 
access providers and will thus reduce choice for 
consumers which is limited anyway. 

On the other hand, the winners in negotiations are 
those who have major negotiating power thanks 
to specifically attractive content, i.e. the major 
television groups. Money returns are agreed in 
relationship to audience reach, the measurement 
parameters of which are fixed through negotia-
tions by the major TV groups. The market clout 
of public-service broadcasting can be judged by 

the fact that even though public-service content 
is not encrypted, ARD and ZDF no longer pay for 
cable distribution – unlike the small content pro-
viders. 

The HD model does not provide for equal treat-
ment terms for content providers in relation to 
the transmission effected, but rather for a diffe-
rentiation according to their contribution ena-
bling the network provider to charge additional 
fees to television audiences. For this concept, RTL 
is of major relevance while smaller providers play 
no role in this respect.

Ultimately, this scheme results in the small pro-
viders continuing to pay while the major provi-
ders make extra money at the end of the day. It is 
therefore not surprising that the major TV groups 
set up more and more channels and little compe-
tition develops outside of the outlets of US com-
panies. 

Insufficient transparency
And what about transparency? So far, money 
flows have not been laid open; they are declared 
business secrets. The same applies for the Com-
cast-Netflix model, the agreement which the 
biggest US cable network provider has struck 
with the most successful video-on-demand pro-
vider. Control at present is insufficient and does 
not even allow for establishing whether distribu-
tion really is in accordance with audience reach or 
whether additional benefits are granted to com-
panies which are major competitors in the mar-
ket. This is the free interplay of forces in which 
the big companies get even bigger and access is 
made more difficult for small contestants. There 
is no mechanism for compensation so far in the 
way in which it was established for copyright 
issues or the wholesale system for print products. 
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The effects have so far been limited due to the 
fact that the Federal Cartel Office has succeeded 
in getting the major television groups to agree on 
the unencrypted distribution of their commercial 
channels with a large audience reach in SD qua-
lity via cable and satellite for ten years. The majo-
rity of TV households so far do not pay for com-
mercial television transmitted in HD quality. The 
considerable concentration noticeable in the tele-
vision sector had already existed before the HD 
model was developed; television is a far cry from 
the innovative power and dynamics of the inter-
net. 

The HD model is not, however, suited as a blue-
print for the continued development of audiovi-
sual media in the internet – not even in the event 
of greater transparency being secured. As it is the 
powerful companies in the market which bene-
fit first and foremost – at the level of the network 
providers as much as among providers of services 
and content – the model jeopardizes the dyna-
mics and innovative power in the internet and the 
plurality and creativity of content. The fast lane 
implies priority by financial power. This is the very 
opposite of a media order which prioritises con-
tent and quality and which incorporates safety 
mechanisms for smaller providers for broadcast 
transmission routes similarly to the regime gover-
ning the wholesale system for print products. 

Special services: what for?
Special services are not even required for funding 
the extension of the network. If consumers incre-
asingly opt for audiovisual services via the inter-
net, they will have to pay for the network exten-
sions this necessitates. The flat rate is no law of 
nature; telecoms companies have already deve-
loped schemes for mobile telephony which imply 
payment according to the data rates consumed 
and differentiate between transmission speeds. 

The funding of the network extension must be 
geared along fees for consumers which are dif-
ferentiated by the bandwidth used and the data 
volumes as is the case for other services. Nor is 
there any objection to be raised against incen-
tives for all involved for transmitting content as 
efficiently as possible and for using the most eco-
nomical routes, e.g. by developing broadcasting 
technologies allowing for multiple supply, or by 
storage options. 

This can, however, apply only if the billing defini-
tely relates to bandwidths and data volumes with 
no exceptions designed to enforce new business 
models benefitting specific providers and servi-
ces, as is the case with Comcast-Netflix or Spotify-
Telekom. 

In the end, it will still be the consumer who pays 
for network extensions; it would therefore make 
sense to leave control to him as regards the scope 
and data intensity of services he uses at which 
available bandwidth and for which he pays, rather 
than leaving this to the negotiation processes 
among companies the results of which can barely 
be made transparent for consumers. 

In the digital world, money is not the only cur-
rency with which users pay – they also pay by 
providing data. From the viewpoint of the tele-
communications companies it would be benefi-
cial to also participate in schemes in which users 
pay with data, i.e. the value thereby created by 
Google, YouTube, Facebook, Netflix etc. Currently 
it is the large companies that have greater nego-
tiating power at their disposal for getting better 
terms than smaller internet providers. 

In addition to that, a matter of principle has to 
be raised: What is the justification for permit-
ting network operators to participate in business 
models which they do not develop themselves? 
Energy providers do not participate in the value 
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created by RTL, YouTube etc. And in traditional 
television in which the currency paid by the vie-
wer is his attention for advertising messages, no 
transmission provider participates in the reve-
nues generated through advertising. 

Prevention safeguards for the open internet  
for protecting media pluralism
It is problematic for the telecoms providers that 
distributing content as a business brings less and 
less revenue while the profits shift from the net-
works to contents and applications. Telcos no lon-
ger want to act as mere transmission agents. 
There is no reason to object to anyone investing 
in creative companies, but there is every reason 
to object strongly to a dominant position among 
infrastructures being exploited for participating 
in the success of companies in which the telcos 
have no share. 

Arguing the point from the perspective of media 
legislation, the future access to the internet is 
more than a mere matter of regulation. What 
is at stake is our most important infrastructure. 
The high investment in the next generation of 
networks which will be solely dominated by the 
internet will result in further concentration. It is 
therefore all the more important that structural 
safeguards are put in place in good time for secu-
ring open accesss and net neutrality. The present 
legal provisions are not sufficient to achieve this 
objective. 

The principle developed by the Federal Constitu-
tional Court in the context of media concentra-
tion, according to which potentially wrong deve-
lopments must be countered in good time since 
retroactive amendments are not possible also 
applies to the new positions of power which have 
developed in the internet. This is in stark con-
trast to the position of allowing new business 

models to develop first and taking action to cor-
rect wrong developments only afterwards. Adop-
ting this argument, it could also have been left to 
the major publishing houses to build up the dis-
tribution network for newspapers as cartel law 
also aims at prevention rather than first allowing 
developments which would later have to be cor-
rected. 

And the conclusion? A clear No to special services 
for the distribution of professional audiovisual 
media content in the internet.
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Current status of digitisation  
in German (TV) households
June 2014
Dr. Kristian Kunow

There is a rift dividing the country in two: on the 
one side, TV households which receive digital and 
in part also HD television, while on the other side, 
homes that still opt for analogue rather than digi-
tal TV signals. It will still take some time for this 
digital divide in relation to TV reception to disap-
pear, but it is growing smaller year by year – this 
is proven by the hard facts and figures. They also 
convincingly prove that the process of digitisation 
has by no means come to its conclusion with the 
reception of digital television signals. Rather the 
use of end devices for TV and video consumption is 
undergoing a process of dynamism which is partly 
yielding dramatic changes. Leaving the younger 
age group aside, however, the developments show  
greater consistency than might be assumed.

In 2005, the German media authorities presented 
the first report on digitisation. In the early sum-
mer of this year, TNS Infratest surveyed the facts 
and figures concerning the process of digitisation 
of broadcasting in Germany for the tenth time 
in succession, continuing the route chosen last 
year by not only establishing data in relation to 
households, but also monitoring developments 

providing information on personal use of the vari-
ous modes of reception, end devices and digital 
services. Without losing sight of the digitisation 
of television reception which still awaits comple-
tion, the facts surveyed allow for an analysis of the 
further-reaching effects of the digital opportuni-
ties brought about for television and video use – 
put another way: the digitsation of television 2.0. 

Digitisation rate successively on the increase, 
but quite some way to go yet
In the past, the switch-off of an analogue trans-
mission route always resulted in a clear increase 
in the rate of digitisation, often in the two-digit 
range; the last time this happened when ana-
logue satellite transmission was stopped. With no 
switch-off happening over the last year, the incre-
ase in 2014 is comparatively modest for the second 
year running. In Germany, 83.8 per cent of the tele-
vision households have already opted for digital 
TV reception; this is an increase by 3 percentage 
points, resembling that of the year before. While 
the rate of analogue-only reception last year still 
came to 19.2 per cent, it went down to 16.2 per cent 
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for 2014. Similarly, the share of TV households opt-
ing for both digital and analogue signals declined 
by close to 2 per cent and in 2014 comes to a mere 
5.6 per cent (Fig. 1).

Around 32.3 million German households have 
opted for digital television by now. The number of 
digital-only consumers has topped 30 million for 
the first time while a little under 2.2 million homes 
use at least one TV set in the home for watching 
analogue television alongside digital TV. 

However, 6.2 million households – quite a sizea-
ble figure – would see a blank screen, were ana-
logue TV transmission switched off over night. 
This would affect only cable households. Adding 
the 2.2 million households which still receive ana-
logue cable signals via at least one TV set, a sizea-
ble 8.4 million homes still await (full) digitisation 
irrespective of the fact the figure has gone down 
by 2.7 million compared to last year. 

The cable networks have long since been fully 
digital: time for switch-off? 
Full digitisation of Germany‘s television house-
holds is not a matter of a thin thread, but a matter 
of cable. This is not to say that the network infra-
structure would not allow for full digitisation – the 
cable networks in Germany have long since been 
„digital ready“ everywhere. Transmission of ana-
logue signals via the cable networks continues, 
however. The rate of digitisation of cable TV in Ger-
many went up by 7 percentage points and came 
to 62.9 per cent by mid-2014. This means that for 
the third year in succession, the increased clearly 
exceeded 5 percentage points (Fig. 2). 

Terrestrial transmission was fully digitised in 
2008, satellite transmission followed four years 
later. When the preparations for the switch-off of 
analogue satellite went into the concrete stage, 
the rate of digitisation had already reached 80 

Quelle: TNS Infratest; Basis 2014: 38.557 million TV households in Germany (Basis 2013: 38.157 million and 2012: 37.977  million)
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Fig. 1

State of digitisation of TV households
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Fig. 2

Digitisation by transmission platforms

Source: Digitisation Report / TNS Infratest; Basis: 19.558 / 19.765 / 19.273 / 18.928 / 18.201 / 17.656 / 17.860 million cable-TV households // 
15.657 / 15.733 / 16.048 / 16.843 / 17.320 / 17.624 / 17.779 million satellite TV households in Germany

		2008				 		2009				 		2010				 		2011				 		2012				 		2013				 		2014

per cent. By contrast, there is still no definite date 
under debate for switching off analogue cable 
transmission. If analogue satellite switch-off were 
adopted as a model, digital cable would first have 
to pass the 80 per cent limit with more households 
being won over to the benefits of digital TV than in 
recent years to secure additional momentum for 
digitising cable. This would be the decisive point 
after which initiatives could be started for swit-
ching off analogue cable transmission, especially 
by means of communication campaigns. How ever, 
switch-off might also be effected by one cable 
island after the other, be it by individual regions 
or by cable networks. In Baden-Wuerttemberg, for 

instance, close to 70 per cent of cable households 
receive digital signals already – this is above the 
German average. 

Basic encryption stopped with little effect  
on digitisation only 
In the opinion of the media authorities, the dis-
continuation of basic encryption marked a major 
step en route to full cable digitsation. Until May 
2013, many commercial TV services were trans-
mitted in encrypted form only in the digital cable, 
requiring cable customers to obtain a smart-
card alongside the DVB-C tuner for unscramb-
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ling the channels; on top a monthly fee was paid. 
Thanks to directions issued by the Federal Cartel 
Office, basic en cryption of the commercial chan-
nels transmitted in SD quality in the networks 
of the major cable providers Kabel Deutschland 
and Unitymedia KabelBW has been stopped, and 
many medium-size and small cable providers fol-
lowed this example. For receiving digital televi-
sion via cable, customers thus only need a DVB-C 
tuner which is already an integrated feature of the 
newer generations of TV sets. Almost half (48 per 
cent) of analogue cable households already own 
an HD-ready T set which means that for many 
homes it would take no more than one channel 
scan to benefit from the variety on offer via digi-
tal television.    

Many pensioners and low-income households 
watch analogue cable TV
Although basic encryption has been stopped, the 
rate of digitisation was a mere 7.7 per cent and 
7.0 per cent respectively over the last two years. 
One reason might be that cable households that 
are not particularly technology-savvy are possibly 
not sufficiently informed that the hurdles to over-
come when going digital or the cost incurred have 
been reduced to a minimum. 

Almost half (or 45.4 per cent) of the households 
receiving television via analogue cable are homes 
of pensioners as the head of the household. And 
despite the fact that no monthly fee has to be paid 
any longer for receiving commercial SD channels 
via cable, it is also noticeable that a disproportio-
nately large number of analogue cable households 
has a comparatively small net income at their dis-
posal. For more than half, the monthly net income 
is less than 2,000 Euros. By comparison to last year, 
the rate has gone down by more than 10 percen-
tage points to 53.4 per cent at present, but when 
looking at households featuring digital cable TV 

or other modes of reception, this income group 
still features particularly numerously among ana-
logue television households. 

The question surveyed in some German sta-
tes whether there are any plans to switch to 
digital cable reception proves that especically 
among lower-income analogue cable homes and 
households of older main income receivers, a 
great deal of convincing appears necessary. While 
62 per cent of analogue cable households stated 
that they did not plan to switch to digital recep-
tion in the foreseeable future, the rate in the 
group of households having a disposable monthly 
income of below 2,000 Euros is as high as 80 per 
cent. In analogue cable homes with a househol-
der aged 60 years or older, the rate is yet higher at 
82 per cent. This calls on both the network opera-
tors and the housing industry to breach this gap 
– in many instances informing the households in 
question about existing options for digital recep-
tion could be sufficient, with the odd digital settop 
box otherwise doing the trick.  

Shares of transmission routes largely stable, 
IPTV slowing down
The absolute reach of the various routes of trans-
mission has seen only slight changes for some 
years now. Last year, satellite could gain ground 
compared to cable with the resulting rates for 
caable at 46.3 per cent and 46.1 per cent for satel-
lite being almost identical this year, too. The gains 
for satellite appear to have stopped for the time 
being. In absolute figures, cable this year reaches 
just under 17.9 million German homes, thus mat-
ching satellite households at almost 17.8 million 
German television households (Fig. 3).

Terrestrial transmission retains third place despite 
the fact that the number of households in Ger-
many opting for DTT is clearly lower than those 
choosing cable or satellite TV. The established 
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Fig. 3

Shares of the transmission platforms

Sum > 100% due to multiple reception 
Source: Digitisation Report / TNS Infratest; Basis: 37.277 / 37.412 / 37.464 / 37.668 / 37.799 / 38.157 / 38.557 million TV households in Germany
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reach of 10 per cent of TV households was one per-
centage point below last year‘s value. By mid-2014, 
just under 3.9 million households in Germany 
resorted to terrestrial television reception; this is 
300.000 homes less than last year. However, ter-
restrial reception continues to enjoy considerable 
popularity in all core areas in which both public-
service and commercial services are available. An 
analysis of the DTT core regions alone shows a DTT 
reach of 17.2 per cent of the television households. 

This would indicate that the slight decline in DTT 
households is due to the announcement made by 
RTL in summer 2013 of stopping DTT transmission; 
in Bavaria, RTL actually went off air at that time. 
RTL has since reversed its decision – but only for 
the event that technology is advanced to permit 
HD resolution and a greater range of channels. All 
content providers – both public-service and com-
mercials – and network operator Media Broadcast  
agree in this respect; together with the media 
authorities, they work on switching to a new stan-
dard of technology. For advancing terrestrial trans-
mission, however, sufficient frequency spectrum 
and the time required for migration are essential 
conditions; after switchover, the capacities can be 
put at the disposal of the mobile industry for the 
purpose of full broadband coverage. 

The data available are proof that terrestrial tele-
vision reception is still attractive – irrespective of 
the fact that reception technology has not chan-
ged since its introduction in 2008. Disregarding 
the slight downward movement, the number of 
terrestrial households using DTT as the sole mode 
of reception is virtually unchanged at more than 
half or 2 million. Counting not only reception via 
the TV set, but also via mobile end devices such as 
laptops, portable DVD players as well as stationary 
PCs and laptops allowing for reception of DTT, the 
rate of DTT reception in Germany in 2014 totals 
18.8 per cent or 7.3 million TV households. 

IP-based television reception (IPTV) in recent years 
always enjoyed an upwards trend. This year, IPTV 
reach has remained stable at 4.9 per cent of Ger-
man TV households. Similar to last year, 1.9 million 
households receive their television signal via the 
DSL connection. Unlike web TV, IPTV is not trans-
mitted across the open internet, but in a separate 
section of the DSL network featuring quality safe-
guards. Irrespective of the stagnant reach in 2014, 
however, IPTV has firmly established itself as the 
fourth mode of transmission alongside satellite, 
cable and DTT. 

Watching TV on mobile receivers: often  
at home, rarely on the move
Watching television on the large TV set in the 
living room has been a thing of the past for quite 
some time now. Many viewers also use mobile 
end devices such as tablets or laptops to watch TV 
there, in the kitchen or in bed. Mobile networks or 
WiFi hotspots even allow TV consumption on the 
move in the underground or in a coffee shop. 

A total of 14.3 per cent of persons aged 14 or older 
in Germany use linear TV streams via mobile recei-
vers featuring an internet connection. This corre-
sponds to 10.1 million persons in Germany. This 
form of TV consumption, however, still largely 
takes place at home, with just 3.7 per cent – or 2.6 
million viewers - using TV services also when they 
are on the move. 

The low rate of mobile TV consumption using 
mobile telephony and WiFi hotspots could be due 
to the high data rates required for this activity. For 
one thing, the mobile networks reach capacity 
peaks, for another, additional costs become due 
when the agreed data volumes are exceeded by 
mobile customers. Secondly, TV consumption on 
the move clearly differs from watching television at 
home, and is less suited for linear TV consumption. 
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Terrestrial reception presents an alternative for 
mobile and nomadic TV consumption. While only 
a small fraction of laptops, tablets and smartpho-
nes features a DTT tuner „ex works“, it is always 
possible to upgrade the end device with an exter-
nal DTT receiver. TV reception on the move is also 
possible using mobile DVD players and so-called 
mini TV sets including an integrated DTT tuner. A 
total 10.9 million per cent of the population aged 
14 years or older in Germany can enjoy mobile 
TV via at least one mobile end device. This corre-
sponds to just under 7.7 million persons having  
mobile terrestrial TV at their disposal. However, 
only 3.2 million stated that they actually make 
use of terrestrial reception on the move; this cor-
responds to 4.6 per cent of those aged 14 years or 
older in Germany. 

EPG use up, individual adjustment down
The digitisation of television brought with it the 
electronic programme guide (EPG) as a feature in 
German TV households. EPGs integrated into the 
TV set or the settop box supply viewers with an 
electronic overview of services and individual pro-
grammes. At the push of a button it is possible to 
change a channel, look for a specific programme 
or directly programme a recording. 

Of those surveyed, 35.5 per cent of TV consumers 
aged 14 years or older which have digital reception 
at their disposal stated that they used the EPG at 
least rarely. This corresponds to just under 21 mil-
lion viewers in Germany, an increase of almost 4.9 
million – or 30.4 per cent – compared to last year. 
Two thirds – or 67.2 per cent – of them frequently 
or basically always use the functionalities of the 
electronic programme guide. 

As was already the case last year, major differences 
can be noted concerning the frequency of using 
the various functions of the EPG. More than two 

thirds or 69 per cent use the programme listings 
and information virtually always or frequently. 
However, the search function for selecting indi-
vidual types of service and programmes is used 
always or frequently by a mere 24.7 per cent. 

For 2014 it was confirmed that the functionality of 
the EPG used less frequently than all other func-
tions is setting it to one‘s individual preferences. As 
last year, 43.4 per cent of EPG users never or hardly 
ever change the pre-set order of TV channels. Set-
ting up or adjusting the individual channel list 
is never or hardly ever performed by as many as 
56.7 per cent – this is an increase of 10 percentage 
points on 2013. It must therefore be assumed that 
the preset channel listing of the manufacturer is 
retained in most cases, determining access to con-
tent according to the preset channel listing. 

Moderate rise of smart TV or connected TV
The digital world of television today has a lot more 
to offer than electronic programme guides. In the 
process of „convergence in the sitting room“, the 
television set of yesteryear has already mutated 
to so-called connected television. Today‘s TV set 
or settop box are not only connected to a televi-
sion transmission infrastructure, but can also be 
connected to the internet. Broadcast and internet 
contents and services merge into a total media 
offer via such connected TV sets. Presently, 70.9 
per cent of German TV households have broad-
band at their disposal enabling them to bring 
audiovisual content even from the internet onto 
„the large screen“ in high quality, provided the 
necessary equipment is acquired. 

The number of TV households that is aware of 
owning an internet-ready TV receiver has been 
continually on the increase in recent years. In 2014, 
16 per cent stated that they have at least one so-
call smart TV at home, i.e. a TV set which can be 
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directly connected to the internet. This is an incre-
ase of around 45 per cent within one year. Adding 
to that peripheral devices permanently connected 
to the TV which can feed content from the inter-
net via their own internet connection (e.g. inter-
net-ready settop boxes, streaming boxes, Blu-
Ray players and games consoles), the share of TV 
households with connectable TV rises to 22.9 per 
cent; this is some 6 percentage points higher than 
last year (Fig. 4). 

Internet content can also be loaded onto the 
large screen using a PC, laptop or tablet via cable 
or WiFi. Including this option in the calculation, a 
total 35 per cent of TV households in 2014 have at 
least one option for connecting their TV set to the 
internet at their disposal – an increase of 6.6 per-
centage points compared to 2013. 

These figures, however, go down considerably 
when taking into account only TV households in 
which at least one of the internet-reday TV sets 
or peripheral devices is actually connected to the 
internet, or in which „connected TV“ in the strict 
meaning of the term is used. At total 15 per cent 
of German TV homes (5.8 million) have connec-
ted TV at their disposal in 2014. In 9.5 per cent 
of TV households (3.7 million), the TV set itself 
is connected to the internet, and is thus practi-
cally „smart“. The rate of connectable TV sets thus 
comes to 65.7 per cent, that of genuine smart TV 
sets to 59.5 per cent. Compared to last year, the 
rates went up slightly by 3.7 per cent and 6.5 per 
cent respectively. 

Some industry representatives consider this rate 
of connectable TV sets to be lower than expected; 

Fig. 4
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Fig. 5

Consumption of internet content directly via the smart TV 

Source: TNS Infratest; Basis: 68.447 million persons aged 14 years or older in TV households // 7.691 million persons with access to smart TV set 
connected to the internet
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the cause can, however, be determined when ana-
lysing the reasons stated for purcchasing a smart 
TV set. Most households (86.1 per cent) stated 
that picture quality was a very or rather important 
factor impacting the choice; the next-important 
reason being the size of the screen (83.2 per cent). 
Only 37.2 per cent of households questioned sta-
ted that internet accessibility was a very impor-
tant or important criterium when purchasing a 
new TV set. 

Manufacturers‘ portals are first choice,  
VoD consumption via smart TV on the up
The virtual location of convergence o the large 
screen in the sitting room is either the smart TV 
portal of the manufacturer which offers apps 
known from smartphones and tablets as well as 
internet services, but above all video-on-demand 
offers (VOD) and often an open internet brow-
ser. Users can also select HbbTV allowing them 
to access the internet offer or media library of a 
channel directly via the red button on the remote 
control. 

The majority of persons aged 14 years or older 
who own a smart TV connected to the internet 
opt for the portal of the set as a route. Almost half 
(47.4 per cent) of smart TV users chose the app 
portal provided by the manufacturer including 
the pre-installed offers. The alternative route via 
the red button allowing direct access to the inter-
net offers of a channel via the respective service is 
used by 23.9 per cent of persons of the age group 
quoted. At least 20.4 per cent use the internet 
browser provided by the manufacturer for acces-
sing internet content. Only 13 per cent of those 
having access to a smart TV set which is con-
nected to the internet have themselves in stalled 
apps on the portal for accessing internet services 
(Fig. 5).

By now, professional VoD offers are used by some 
28.5 per cent of viewers at least once a month 
directly via the smart TV set connected to the 
internet. The rate has  thus more than doubled 
within one year. Last year, a mere 12.3 per cent of 
the group questioned stated that they directly 
accessed professional internet content via their 
smart TV.
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Will the second screen go first?
The direct use of internet services such as social 
networking sites or online gaming via the inter-
net-ready smart TV set is clearly lower than the 
consumption of VoD offers. A mere 9.7 per cent 
and 9.3 per cent respectively of persons 14 years 
or older having a smart TV at their disposal which 
is connected to the internet use such services via 
the smart TV. Instead, the so-called second screen 
in many instances lies at the ready on the table 
for interactive forms of internet consumption 
while watching television. More than half (54.0 
per cent) of the persons with an internet-ready 
end-device (smartphone, tablet or laptop) at their 
disposal use this device as a second screen. In the 
light of this fact, the question does gain in signifi-
cance not least for the advertising industry which 
of the two screens, television set or second screen, 
is given the main attention by the viewer. Of the 
second-screen users questioned, 26.3 per cent sta-
ted that they divide their attention equally bet-
ween the two screens. For 35.4 per cent, the atten-
tion is directed mainly to the large screen of the 
TV set, while 38.3 per cent of users focus their 

attention on the second screen. For the majority, 
the second screen has thus already evolved into 
the first screen (Fig. 6) 

The TV set remains the most important receiver, 
but not for all age groups 
The media authorities this year for the first time 
questioned those aged 14 or older which was 
the most important end-device for them. As 
the results show, the TV set is the most impor-
tant receiver when looking at the population as 
a whole; 41.8 per cent of those questioned were 
least willing to do without their television set. For 
19.9 per cent, the smartphone presents the most 
important device. Laptops and PCs at 14.7 per cent 
and 14.4 per cent respectively are almost level 
while the table scored a mere 3.3 per cent (yet). 
This result becomes even clearer when analysing 
the responses to the question for the preference 
as regards the use of TV and video content. For 
65.4 per cent of the audience aged 14 year or older 
in Germany, the TV set is quoted as first choice for 
TV and video consumption, following by the lap-
top (10.8 per cent) and the PC (9.6 per cent) (Fig. 7). 

Fig. 6

Use of second screen/spread of attention

Quelle: TNS Infratest; Basis: 54,171 persons aged 14 years or older in TV households with access to at least one further end-device
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However, this is only part of the truth, and there 
are signs that these preferences are subject to 
exceptional dynamics benefitting the smart-
phone, laptop and tablet. An analysis of the 14–19 
age group reveals that only 36.6 per cent vote the 
TV set in first place for their TV and video con-
sumption, followed by the laptop (25.7 per cent). 
Disregarding TV and video consumption and rai-
sing the question in general terms only, 52.1 per 
cent of the age group identified the smartphone 
as their most important end device by far. In this 
age group, the TV set is well beaten at 8.2 per cent 
or fourth place – behind the laptop and the PC. A 
similar picture emerges for the 20–29 age group 
and those aged 30–39 years. Only the age group 

starting at 40 years (still) generally put the televi-
sion set in front. 

It is not least these findings which indicate that 
the digitisation of broadcasting will not be com-
pleted with the switchoff of analogue cable or 
the bridging of the divide mentioned at the start 
of this analysis. The process will go beyond that – 
television and video content is not, after all, limi-
ted dto the large screen in the sitting room, nor 
does the TV set hold the same relevance for young 
viewers and consumer groups that is enjoys 
among the older audiences. The digital journey 
therefore continues, and the media authorities 
will carefully travel along.

Fig. 7

Most important available end-device

Source: Digitisation Report / TNS Infratest; Basis: 70.326 million persons aged 14 years or older in Germany
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Digitisation of radio  
in Germany is gaining speed
Johannes Kors

Digital radio in Germany is now clearly gaining 
in acceptance on the basis of the DAB+ stan-
dard having overcome major starting problems. 
A good 5.4 million listeners aged 14 or older are 
now using a DAB receiver for their radio consump-
tion in Germany. Compared to last year, this pre-
sents an increase of close to 60 per cent. In terms 
of population, some 7.7 per cent are now recei-
ving DAB radio channels. This development is all 
the more remarkable considering that terrestrial 
digital radio had not won any sizeable audience 
reach at the start of the decade. The restart of 
digital radio on the basis of the DAB+ standard 
in mid-2011 therefore seems to have provided a 
strong impetus for the development of digital 
radio. Since the national DAB multiplex went on 
air, providing 13 channels, reception has expanded 
to ever greater segments of the German popula-
tion. This in turn appears to have strengthened 
the confidence of both the consumer electronics 
industry, the automobile industry and consumers 
as regards investing in DAB.

The present data on DAB distribution and the sup-
ply of radio sets in the German population overall 

were collected by TNS Infratest in the course of 
the annual survey of digital reception which was 
conducted on behalf of the Commission on Licen-
sing and Supervision (ZAK); this follows the 2013 
survey. (see methodology, p. 38).

VHF reception still firmly rooted among  
listeners
Notwithstanding this very positive development, 
Germany still lags far behind as regards DAB mar-
ket penetration. In Switzerland, switch-off of VHF 
transmission in 2024 is already under considera-
tion; for Germany there is still a long way to go 
in this respect. Demands for a definite switch-off 
scenario for VHF in Germany raised by DAB sup-
porters were so far largely rejected by both private 
radio providers and politics for good reasons: For 
one thing, DAB market penetration is still too low 
to allow for a definite switch-off date to be fixed, 
and for another, VHF still presents the primary 
transmission source for radio in German homes. 
Radio listening via VHF in Germany still accounts 
for an audience of 65.8 million persons aged 14 or 
older. And even though the figure has gone down 
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by 0.2 million compared to  2013, market penet-
ration of VHF at 93.6 per cent of the population 
is still way ahead of all other transmission tech-
nologies. For a very long period, therefore, radio 
content providers will not be able to do without 
VHF, both as regards universal access to consu-
mers and as regards the attraction as an adverti-
sing media which requires as many listeners to be 
reached as possible. VHF transmission will there-
fore continue to present the prime form of distri-
bution for securing the economic viability of com-
mercial radio.  

Radio consumption via the internet  
on the increase 
The findings of the Infratest survey indicate a 
notable progress concerning digital radio recep-
tion via the world-wide web. Radio listening via 
the internet already accounts for 30 per cent of 
the audience, with consumption using the PC/
laptop, tablets or smartphones at 25 per cent of 
the population making up the lion share of inter-
net radio listening. In addition, IP radio is also gai-
ning more and more listeners: In spring 2014, 5.5 
per cent of homes (2.221 million) had an IP radio 
at their disposal. Aggregated radio consumption 
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Source: Digitisation Report / TNS Infratest; Basis: 70.214 million persons aged 14 or older in Germany using one or more modes of radio reception  
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via the internet comes to 20.945 million listeners 
aged 14 or older; this presents an increase by 2.3 
million persons or 12.5 per cent over last year. 

By contrast, reception via digital satellite radio 
suffered a downturn by almost 0.5 million com-
pared to 2013. The number of listeners aged 14 
years or older resorting to radio consumption  by 
means of a satellite receiver came to 10.359 mil-
lion persons which corresponds to one seventh of 
the population (14.1 per cent). On the other hand, 
radio listening via cable went up by around 9 per 
cent or 861.000 listeners; cable radio thus now 
accounts for 15 per cent of the population (10.521 
million persons aged 14 years or older). Both cable 
radio and satellite radio, however, allow for stati-
onary consumption only; this explains the lower 
rates in relation to reception figures for cable and 
satellite overall. 

DAB receiver penetration up by 82 per cent –  
in-car DAB more than doubles
By contrast, reception of digital terrestrial radio 
is possible in almost every location in the trans-
mission area. This is the strength of both VHF and 
DAB. For radio providers, the continued increase in 
receiver numbers is a positive signal. Some 2.97 
million households (7.5 per cent) by now own an 
average 1.7 DAB sets – an increase by 82 per cent 
to 4.95 million DAB receivers used in homes by 
comparison to last year. Another important factor 
for the radio industry is the increase of DAB recep-
tion being also based on a strong upturn of DAB 
listening in the car. The number of DAB receivers 
in cars almost doubled within the last year, going 
up from 0.6 million to just under 1.3 million sets. 
This brings the market share to 4.95 million DAB 
receivers or 26 per cent at present. As a remar-
kable parallel, the same the ratio applies for VHF 
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Fig. 3

Listening to radio: most frequently used mode of radio listening
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Source: Digitisation Report / TNS Infratest; Basis 2013: 70.214 million; Basis 2014: 70.326 million persons aged 14 or older in Germany
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listening: Of the total 142 million VHF sets, 36.9 
million are car radios. The decline of 0.5 million 
VHF car radios is fully compensated by the incre-
ase of DAB in-car radios – an important trend for 
the radio industry as a changing media supply in 
cars can present a key risk for radio consumption. 
The current ma Radio 2014 II survey finds that lis-
tening duration in the age group 10 – 29 years 
has gone down by around 8 per cent. Compared 
to the year 2000, the listening duration among 
the young audience has experienced a down-
ward trend of as much as one third even though 
daily audience reach has remained relatively sta-
ble at 71 per cent. The surveyed audience behavi-
our appears to indicate that young listeners do 
not switch on the radio less frequently, but now 
listen to radio for shorter periods. It can be assu-
med that one reason for this development is the 
type of radio reception. Listening to the radio via 

VHF still presents the dominant type of recep-
tion for 62.3 per cent of young adults aged 20 – 29 
years. However, this figure is below average when 
compared to the population overall (75.1 per cent) 
and constitutes a marked decline by 8.4 percen-
tage points over the last year (70.7 per cent). By 
contrast, one seventh of the population most fre-
quently resorts to the internet for listening to the 
radio; the comparable ratio for the population 
overall is still only 5.2 per cent. Another remar-
kable finding is that listening to the radio via the 
world-wide web as the type of reception used 
most frequently it stagnant by comparison to last 
year. This would indicate that the clear majority 
of the population prefers conventional radio con-
sumption via terrestrial reception. Furthermore, 
listening to the radio via the mobile internet will 
incur costs for consumers from a certain point in 
time onwards unless they have a flat rate arran-
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gement. Additionally, high internet radio recep-
tion results in considerable costs for providers 
streaming their content via the internet. 

Regional distribution of digital radio
As was to be expected, regional distribution of 
DAB is more pronounced in the three largest län-
der than in the rest of Germany. In Northrhine-
Westphalia, 1.3 million persons aged 14 years or 
older listened to the radio via DAB; in Bavaria, 
the rate is 1.0 million while in Baden-Wuerttem-
berg it comes to 0.75 million listeners. Alongside 
these absolute figures, market penetration is also 
above average in these three states at 9.5 per cent 
in Bavaria, 8.6 per cent in Northrhine-Westphalia, 
and 8.3 per cent in Baden-Wuerttemberg. 

For some states the figures were combined due to 
the low number of persons surveyed. In the regi-
ons covered by the North-German Broadcasting 
Corporation (NDR) 0.75 million people now con-
sume radio via DAB, in the regions supplied by the 
Middle-German Broadcasting Corporation (MDR), 
the figure is 0.66 million while in Berlin/Branden-
burg and Hesse respectively, 0.37 million listeners 
aged 14 years or older chose DAB as their trans-
mission infrastructure. 

Conclusion
The data prove that radio digitisation in Germany 
is picking up momentum. The DAB standard is 
clearly gaining ground. By now, some 5.4 mil-
lion listeners aged 14 years or older resort to DAB 
reception. Market penetration for the population 
has thus increased from 4.8 per cent last year to 
7.7 per cent this year. The number of DAB recei-
vers in the market went up by 82 per cent to 4.95 
million sets. Another positive factor is the num-
ber of in-car DAB receivers sold which more than 
doubled within one year. However, these deve-
lopments still hardly dent the dominant position 
of VHF transmission which is still used by 94 per 
cent of the population resorting to almost 143 
million receivers in the market and still ranking 
in first place as regards the most frequent form 
of listening for three quarters of the audience. 
Digital radio reception via the internet continues 
its moderate increase with around 30 per cent 
of radio listeners at least occasionally using the 
world-wide web for their radio consumption.

Fig. 4

DAB receivers in Germany (in million)
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Methodology

The survey was conducted on behalf of the media 
authorities by TNS Infratest MediaResearch. As in 
the previous years, it employed computer-assis-
ted telephone interviews (CATI). -For better pro-
viding for the increased percentage of persons 
exclusively or mostly available via mobile phones 
the survey was conducted in the form of so-called 
dual frame telephone interviews, i.e. as a combi-
nation of landline telephones and mobile pho-
nes. The selection was based on the telephone 
random sampling system used by the „Arbeitsge-
meinschaft der deutschen Marktforschungsins-
titute“ (association of German market research 
institutes, ADM). The share of the interviews con-
ducted with mobile phone users was 17 per cent. 
Both sampling frames were thereafter merged by 
use of design weighting to provide a representa-
tive picture of the overall population basis. The 
interviews were conducted during the period 19 
May – 04 July 2014.

The overall population basis for the survey was 
presented by the population aged 14 years or 
older in German-language households. This cor-
responds to the definition used by Media-Ana-
lyse (ma) for German-language households 
(= German households with an EU 28 head of 
household plus households with a non-EU head 
of household with completed school education).

In 2014, the overall population basis was 39.866 
million households. Of these, 96.7 per cent 
own at least one TV set. These 38.557 million TV 
households present the basis for the findings on 
TV reception. 

The 2014 survey is based on a net number of 
some 6.000 interviews. Until 2012, the person in 
a household with whom the interview was con-
ducted, was the person stating that they knew 
best about TV consumption.  As last year,  the per-
son to be interviewed for the 2014 survey was 

selected at random in order to also obtain infor-
mation on personal consumption in addition to 
household characteristics. The overall basis rela-
ting to persons interviewed was 70.326 million 
aged 14 years or older; of these, 68.106 million live 
in TV households.

As during the preceding years, the interviews 
were conducted disproportionately to warrant a 
sufficiently solid minimum basis for each state. In 
each state, at least 200 interviews were conduc-
ted (in previous years 500 interviews were held). 
The disproportionality was later balanced during 
weighting for obtaining representative results on 
a „total“ basis or for all persons/households res-
pectively.

Definition of cable and satellite reception:
Television sets connected to a satellite master 
antenna system (SMATV) which do not require a 
separate receiver for TV reception are counted as 
cable reception. In these households, the high-fre-
quency satellite signals employed for transmis-
sion are converted for transmission in the low-
frequency SMATV cable networks. The range of 
services available is pre-defined as is the case for 
customers supplied by level 3 network operators. 
Satellite reception therefore only comprises tele-
vision sets using a satellite receiver. This defini-
tion is underpinned by the rationale that the sur-
vey was devised for analysing reception from the 
viewpoint of the TV household.

Establishing transmission platforms and trans-
mission technologies:
For the first television set in the home, all availa-
ble transmission platforms were analysed. Where 
necessary, for further TV sets available in a 
household an aggregated survey was conducted 
for the first time this year.  Regarding households 



receiving both terrestrial and satellite channels 
using the first, second or further sets, both trans-
mission categories were included in the data for 
transmission modes available in TV households. 
In some constellations, this can result in a sum 
total exceeding 100 per cent (e. g. Fig. 3, p. 24). 
The PCs or laptops used for TV reception in the 
households are not included in this analysis.

In the analysis of the transmission technolo-
gies (analogue or digital) cable reception forms 
an exception: Television households with cable 
reception using a television set which is connec-
ted to a digital cable receiver can continue wat-
ching analogue services. As this form of simul-
taneous analogue and digital reception does no 
longer exist for satellite distribution or terrest-
rial transmission, all cable television sets with a 
digital receiver are counted as digital units for the 
benefit of uniform presentation. 





Digital TV development  
in Europe
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En route to full digitisation
Mario Hubert

There are processes which simply cannot be stop-
ped: Just like black-and-white television, the vinyl 
record, the VHS video cassette or countless other 
well-known examples, analogue television recep-
tion is close to being fully replaced by a more 
advanced technology. Continuing the unbroken 
trend of the last years, the European television 
market in 2013 took another great step forward 
en route to full digitisation. This is underlined by 
the data collected in the annual Satellite Monitor 
survey conducted by SES which monitors the pro-
gress of TV reception within the footprint of the 
European SES satellite fleet. 

Status of digitisation in Europe
At the end of 2013, digitisation of European TV 
households had increased from 79 percent (2012) 
to 84 per cent at present. Expressed in the num-
ber of households in Europe, 210 of the 249 mil-
lion TV homes now have digital TV reception 
resorting to one of the four modes of reception 
(satellite, cable, DTT, IPTV and/or DSL-TV). Compa-
red to the end of 2012, this represents an increase 
of just under 13 million households or 7 per cent. 

High-definition (HDTV) once again proved to be 
the driver of digitisation. HDTV has been con-
tinually advanced, thus offering one of the key 
benefits of digital television reception: 10 million 
new HD households push the number of digital 
homes up by a further 13 per cent to more than 
86 million now, corresponding to 35 per cent of all 
TV households. This includes in 3ecxcess of 38 mil-
lion satellite homes lifting satellite to top position 
as regards the audience reach of HDTV platforms. 
The share of HDTV households among satellite 
homes has now reached 45 per cent. A further 21 
million households receive their HDTV channels 
via digital cable, 15 million via DTT and 12 million 
via IPTV. 

Progress of transmission routes
In the course of this development, the share of 
digital households related to the various trans-
mission routes did not see any major changes: 
Despite the fact that analogue satellite supply 
as a television infrastructure ceased in 2012, digi-
tal direct satellite reception could increase its 
reach by almost 2 million to more than 86 million 
homes. The market share of 41 per cent puts it top 
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of the digital reception league, followed by DTT 
at more than 62 million households (correspon-
ding to a market share of 30 per cent) and digital 
cable attracting more than 39 million households 
(19 per cent) while IPTV brings up the rear with 
just under 22 million (10 per cent). Having won 4.4 
million within one year, however, IPTV is the fas-
test-growing route of transmission. France which 
is home to almost half of the IPTV households 
in Europe ( just under 10 million) not only holds 
pride of place as the most advanced IPTV mar-
ket in Europe, but also ranks second in the world, 
topped only by China. The remaining 40 million 
analogue television households in Europe are 
supplied via cable or traditional terrestrial trans-
mission. The majority (29 million) of analogue 
homes receives its television diet via cable; this 
means that still nearly half (42 per cent) of the 
cable homes across Europe still await digitisation. 
Regarding terrestrial supply, 85 per cent of homes 
now receive digital television providing an exten-
ded range of channels.

Comparison by regions
As could already be noted over the last years, 
there is still a clear West-East divide. In Western 
Europe, 91 per cent of TV households have already 
gone digital whereas in Eastern Europe, digiti-
sation has only reached 63 per cent to date. The 
regional discrepancy is also evident when com-
paring the status of cable homes at 68 per cent 
of digital cable households in Western Europe 
versus 40 per cent in Eastern Europe. The diffe-
rence is even more marked for terrestrial recep-
tion: While in Western Europe almost all terrest-
rial TV homes use DTT (96 per cent), the rate in 
Eastern Europe is just over half (52 per cent). In six 
West European countries digitisation has reached 
or is nearing completion: Ireland, Finland, Italy, 
the United Kingdom, Spain and France. A further 
eight countries rank above the European digiti-
sation average of 84 per cent and are thus well 
en route to full digitisation while the other half 
of the countries surveyed partly still ranks below 
the average level of digitisation. This is the case 
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1  To allow for a comparison with the data available for the other 
countries in Europe, the figures are based on the data of the ASTRA 
Satellite Monitor (March 2014); is explains the difference to the data 
contained in the Facts and Figures section of this report. Further 
information on the differences can be found in the „Methodology“ 
section.
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mainly for markets in Eastern Europe where both 
the cable networks and the terrestrial infrastruc-
ture are lagging behind. The difference between 
Western and Eastern Europe can also be noted 
when analysing HDTV: In excess of 72 of the 86 
million HD homes are located in Western Europe, 
corresponding to 42 per cent of all TV households 
in the respective regions; the remaining 14 million 
HD homes in Eastern Europe correspond to a regi-
onal share of 22 per cent. A similar picture emer-
ges when looking at satellite reception: 31 million 
satellite HD households in Western Europe (56 
per cent of satellite homes overall) compare with 
7 million satellite HD households (or 40 per cent) 
in Eastern Europe. 

Status of digitisation in Germany 1

The German market is characterised by great sta-
bility of the reception routes. After the exceptio-
nal year 2012 which featured the switch-off of the 
analogue satellite signal with a resulting great 
leap in digitisation, there has been hardly any 
change regarding the rate of digitsation last year 
at a minimum increase from 80 to 81 per cent put-
ting Germany close to the average rate of 84 per 
cent in Europe. All transmission routes are fully 
digitised, and cable is the last infrastructure still 
supplying more than 7 million or almost half (44 
per cent) of cable homes with analogue television. 
Similar to the comparison across Europe overall, 
the shares held within the digital market showed 
hardly any changes over last year: Digital cable is 
the mode of supply for 31 per cent of digital televi-
sion households, DTT is available in 7 per cent and 
IPTV is used by 5 per cent of German homes while 
satellite reception in Germany at 58 per cent pre-
sents the most popular route of transmission for 
digital television; this is a clearer lead than else-
where in Europe as a whole. HDTV development is 
also on a stable course in Germany. Between the 

end of 2012 and the end of 2013, more than 1.3 mil-
lion television households in Germany upgraded 
their equipment to allow for HDTV reception, the-
reby cracking the 14 million mark for HD homes.  
This corresponds to a HD share of 37 per cent 
of all German television households, which is 
clearly below the average in Western Europe (42 
per cent). Satellite continues to dominate HDTV 
reception at more than 8 million HD homes corre-
sponding to a market share of 59 per cent. Cable 
follows in second place with close to 5 million 
and an HD market share of 35 per cent. IPTV has 
moved up to just under 1 million and takes 7 per 
cent of the HD market while DTT does not supply 
any HD content. Interestingly Germany features 
one of the lowest shares of HD satellite homes 
compared to other countries of Western Europe. 
While in France 55 per cent of satellite homes 
receive content in HD quality, the rate in Italy is 
60 per cent and in the UK as much as 73 per cent, 
Germany only comes to 46 per cent. 

Conclusion and outlook
There is no way of stopping full digitisation of the 
television markets in Europe. In 2013, many coun-
tries again took major steps forward towards full 
digitisation, have almost reached or already com-
pleted it. For the remaining analogue homes the 
question is not whether they will switch to a digi-
tal television infrastructure, but only when this 
will happen. Alongside the varied range of con-
tents and other benefits such as electronic pro-
gramme guide, HDTV will continue to act as 
the main driver for digitisation over the coming 
years. In the more advanced markets meanwhile 
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Europe: 84 %
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the next stage of the evolution is already wai-
ting on the doorstep: Ultra HD or 4K will allow for 
an incredible television experience at four times 
the resolution of HDTV, and will ensure that the 
future of television will be anything but boring. 
The first transmissions of the new Ultra HD tele-
vision have already been successfully completed 
via SES satellites. 

  > 80 %       50 – 80 %      < 50 %

Fig. 3

Digitalisation of TV households – Year End 2012

Source: Satellite Monitor
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Digitisation brings radical change: It widens the 
range of contents available and thus generates 
the need for a new basis of funding; it overcomes 
the barriers that traditionally separated media 
and thus puts their traded financing models into 
question. Digital transmission infrastructures 
and digital receivers present new challenges for 
users facing navigation and orientation. Even if 
television still retains its leading position for the 
formation of public opinion, and broadband cable 
and satellite together hold first place among inf-
rastructures in Germany, the traditional positions 
of power are waning.  In their place, new key play-
ers battle it out for top rank, especially as regards 
platforms. 

Digitisation means new major tasks for media 
legislation and media politics: The issue at stake 
is no longer the allocation of scarce and corres-
pondingly valuable transmission capacities to 
foster the variety of services on offer. The classi-
cal objective of securing and supporting a varied 
range of media content now has to be achieved 
by resorting to new means which are determi-
ned by the digital era, independently of transmis-
sion infrastructures, receivers and technologies. 
The convergence of the media is matched by the 
broadcasting order evolving into a media order. 

Platform regulation
The old and 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 

influence 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 techni-
cal and economic conditions only. 

On the other hand, the convergence of transmis-
sion infrastructures generates new choice for the 
consumer: he can now watch TV via the fixed tele-
phony line, make telephone calls or surf the inter-
net using the cable network. Television becomes 
portable and mobile, as does the internet. Regu-
lation has to face the challenging task of securing 
variety of choice for consumers and warranting 
identical conditions for the competition of plat-
forms while at the same time taking into conside-
ration the specificities of each use with regard to 
its relevance for the formation of public opinion. 

The Interstate Broadcasting Treaty has adop-
ted a technology-neutral approach concerning 
platform regulation for which the German state 
media authorities developed concrete provisions. 
The statute on access and platform regulation 
merges platform regulation and the provision 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 ser-
vice 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 formation of public opinion 

The remit of the media  
authorities 
Regulating platforms and securing digital access
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especially for new and innovative 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 account. 
And lastly, access to a varied range of media con-
tent must be safeguarded for citizens and consu-
mers. They have to be protected in their sovereign 
choice and navigation through content, irrespec-
tive of the extension of technical options impac-
ting their behaviour as users of media. In the light 
of more and more technical possibilities of influ-
encing the behaviour of the user, the protection 
of his sovereignty in selecting and navigating 
media at stake.

Analogue-digital switchover
The transition from analogue to digital transmis-
sion holds great opportunities both for the media 
industry 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 extension of the range of content 
which took regard of the interests of consumers. 
In April 2012, the switchover of satellite to digital 
transmission was also completed. For cable as the 
second transmission platform of major impor-
tance, this challenge has yet to be mastered.

Tools of regulation and convergence  
of the media
Moderating and balancing the different interests 
constitutes a major element of platform regula-
tion, taking its place 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 which must be dealt with are specifications 

for digital receivers, provisions for channel listings 
and electronic navigation, rules for the packaging 
of content, and fine-tuning the framework apply-
ing to individual providers.

Digitisation has led to increased overlaps bet-
ween media and telecommunications law: As a 
consequence, cooperation with the Federal Net-
work Agency is a key element. The changes of the 
economic framework which characterise the pro-
cess 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 of ensuring openness, not only with 
a view to economic considerations. 

The media authorities can work towards reali-
sing the objectives defined by the legislator and 
safeguard the interests of consumers and citizens 
from their neutral 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. Its expert commit-
tee dealing with communications networks, tech-
nology and convergence prepares the decisions of 
the ZAK, drawing on the support of the specialists 
of the media authorities and their joint manage-
ment office.

The remit of the media authorities
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Glossary

4K (Ultra HD)
resolution 4096 pixels wide by 2160 pixels tall 
(or 3840 x 2160). Compared to full HD, this corres-
ponds to four times the resolution, bringing a sig-
nificant improvement of image quality. The trans-
mission of the TV signal in the 4K format requires 
a data rate of approx. 50 Mbit/s.

App (Application)
Apps are small software programmes handling 
specific tasks. They are activated by selecting spe-
cific sections, signs or symbols (icons). This pro-
cess can be effected via the mouse and the key-
board; in the case of touch-sensitive screens 
(touch screen) it is done directly by pressure exer-
ted on the relevant section with the finger.

basic encryption
encryption of all contents transmitted via one 
transmission platform to allow access for entitled 
users only.

broadband
In the analogue world, broadband can mean a 
number of things: Signals with 10 MHz band-
width in a 20 MHz frequency band are considered 
broadband while the same signals in a 300 MHz 
frequency band would normally be defined nar-
row-band. There are no binding figures defining 
the transition between narrowband and broad-
band.

In the digital world, the term broadband is linked 
to technical aspects, while the bitrate providing 
the starting point for broadband is determined 
by political aspects on the national and European 
levels. Initially, all bitrates above 256 kbit/s were 
considered broadband; this rate has long since 
been increased to 1 Mbit/s. Currently, a further 

increase to 2 Mbit/s is due. The higher the rate for 
broadband available, the more data can be trans-
mitted per second.

CI – common interface
standardised interface via which a conditional 
access module (CAM) in the form of a plug-in 
card can be inserted into the receiver. Permits the 
reception of encrypted content and allows for the 
easy use of each receiver for any CA system; only 
the CAM for the respective CA system is required.

CI+ slot (slot for CI+ module)
The CI+ slot is a plug-in connection for aCIC+ 
module integrated in a device.

DAB+ (Digital Audio Broadcasting)
DAB symbolises the digital transmission of audio 
signals through the air. The „+“ symbol signals 
the extension of the standard for improved sound 
quality which also allows the transmission of pro-
gramme-related additional information.

DVB (Digital Video Broadcasting)
DVB sums up the transmission of television con-
tent by means of digital signals in accordance 
with the specifications laid down in dedicated 
standards.

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 bitrate digital 
subscriber line (up to 40 Mbit/s) in the downlink.

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

EPG (Electronic Programm Guide)
Electronic programme guide: application provi-
ding ease of use for searching and selecting digi-
tal TV offers in the form of an „electronic TV pro-
gramme magazine“ and in many versions also 
offering other functions such as programming 
recordings or accessing recorded broadcasts, 
media libraries or similar features.

flat rate
billing system for the use of devices or systems 
by means ofo a monthly payment of a fixed fee 
which is independent of the scope and duration 
of use.

In terms of media technology, the phone and 
internet access present typical examples for flat-
rate payments. The licence fee on principle also 
presents a flat rate, but unlike in the other examp-
les, it is legally defined.

HbbTV (Hybrid broadcast broadband TV)
Standard published by the European Telecom-
munications Standards Institute (ETSI) allowing 
the simultaneous presentation of television and 
internet content on the TV screen. HbbTV was 
devised by an industrial consortium and the 
Broadcast Technology Institute (IRT); it is based 
on a programming language version which was 
developed for the entertainment industry.

HDTV (High Definition Television)
High-definition television using a 16 : 9 aspect 
radio and a minimum rate of 1280 x 720 = 921.600 
pixels (full HD: 1920 x 1080 pixels).

IPTV (Internet Protocol Television)
Television delivery using the internet protocol. The 
term does not, however, specify the network used 
for transmission. This requires additional details, 
i. e. IP-TV via DSL. In general terms, IPTV is often 
equated with DSL-TV so that it can be distinguis-
hed from Web-TV which means the transmission 
of digital television services via the open internet.

multiplex 
A multiplex bundles several digital signals (e. g. TV 
programmes) to obtain a single signal. The bite 
rate corresponds to the sum of the bit rates of the 
individual signals.

net neutrality 
Net neutrality is the key requirement for digital 
communication networks (e. g. the internet) to 
handle the signals of all users in equal fashion. 
For users, transparent information on the distri-
bution of the transmission capacity available in a 
network is required should the number of consu-
mers being simultaneously active in the network 
produce data rates due to which the transmission 
capacity which an individual user has contracted 
from a network operator is no longer available.

Glossary



56

re-analogising
(or reanalogising) is the conversion of a digital 
signal received via satellite or DTT into an ana-
logue television service which is transmitted in a 
cable network, enabling cable customers to con-
tinue using available analogue TV receivers, and 
avoiding the cost incurred in acquiring a digital 
TV set.

The digital-analogue conversion, however, always 
involves a loss of image quality. Furthermore, digi-
tal television offers different image resolutions 
wile for analogue television, the image resolution 
corresponds to standard digital image resolution 
(SDTV). 

Set-Top-Box (STB)
Receiver device for digital television. For the vari-
ous transmission platforms (satellite, cable, ter-
restrial, DSL) different types of set-top box are 
required.

SmartTV
Marketing term describing „intelligent“ TV sets 
which alongside the standard aerial terminal is 
also fitted with a terminal permitting connec-
tion to the internet for TV reception and access 
to the internet. For accessing the internet, only 
the remote control is required. As a rule, access is 
possible to selected portals (e.g. media libraries) 
or programme-related information. The inter-
net access can be required via wired connection 
(ethernet) or via WLAN (wireless local area net-
work), i.e. a radio-supported local data network.

SMATV
satellite master antenna television, using multi-
ple satellite and broadcast cable signals to create 
a single integrated cable signal for distribution to 
a cable network supplying several flats or houses 
(see Methodology section on page 38).

Glossary



The digitisation of German TV households continued its progress in 2014. The media autho-
rities herewith present their tenth report on digitisation, analysing the facts and figures of 
television and radio reception and the use of digital end devices and services. 

Cable has been „digital ready“ everywhere for a long time but still provides analogue televi-
sion signals. The modest increase in digital cable TV last year kept the growth of digitisation 
overall equally moderate. 

A more market rise can be reported for the penetration of digital radio sets and radio reception 
via DAB+ in Germany. And even though the majority of listeners still use analogue radio, radio 
digitisation in Germany appears to be gradually gaining ground.

The facts and figures also illustrate the effects of digitisation as regards the use of receivers 
and services. The number of connected TV sets in the living rooms is going up, bringing with 
it an increased consumption of video-on-demand offers via the TV set. The second screen is 
already evolving into the first screen to some extent while for younger audiences, the TV set 
has to take the back set with the smartphone and tablets becoming more and more popular.

The facts and figures section in the report on digitisation is this year again complemented by 
topical issues from the world of television. In his article, Dr. Hans Hege investigates the threa-
tening „cable-ization of the internet“ and its effects on net neutrality and media pluralism. 

Scan QR-code for further information online.
http://tinyurl.com/digib2014
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Digitisation
All in flux – new forms and old patterns
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