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Preface

Cornelia Holsten 

Chairwoman of the Commission 
on Licensing and Supervision 
(ZAK) of the German media 
authorities

Thomas Fuchs

Coordinator of the expert 
committee on communications 
networks, technology and con-
vergence of the ZAK

they have been dealing with the changes of tech-
nology along the route as mediators, moderators, 
and partners.

Naturally, the research conducted for the report 
on digitisation has also advanced and been alig-
ned to encompass the technical innovations. For 
quite some time, the report on digitisation had 
widened its focus to cover more than the original 
status report on the progress made in the digitisa-
tion of transmission routes: In a very differentiated 
fashion it documents the changes in the consump-
tion of moving images which ultimately also result 
from digitisation. Alongside the de-linearisation of 
video consumption which is driven by VOD, we can 
now see that IP networks first and foremost gain in 
relevance for the transmission of moving images, 
be it via the smartphone, tablet or smart TV set. 
As a result, the user surfaces of these devices and 
the apps installed on them are increasingly moving 
upfront – after all, they are the bottleneck content 
providers must pass for delivering their products 
to the viewers.

The report on digitisation is celebrating an anni-
versary this year: 15 years can be a long time – and 
yet, they can pass in no time at all! This is all the 
more so when one considers the speed of technolo-
gical change the media sector is experiencing. And 
how things are changing is particularly evident in 
the research that shows up trends revealing a great 
deal about the market: How do television viewers 
use their sets, how are they adapting their patterns 
of usage? How are the transmission routes and the 
content provided changing?

Dr. Hans Hege and Andreas Hamann have been 
accompanying these developments for the  media 
authorities; by looking back over the past 15  years, 
their paper allows an insight into the work, 
 research, and the approach governing media 
 regulation. This look back shows the magnitude 
of the changes in the media world: While in 2005, 
just a quarter of German households could  receive 
digital television, the number today is 100 per cent. 
Among the youngest audience group, VOD con-
tent consumed via the internet successively dis-
places traditional linear television. The work of the 
 media authorities has changed in the same vein; 
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transmission – and indeed, the number of so-called 
“cord cutters” has experienced a sharp rise over 
last year, even if the figure overall is still very low.

On the international stage, the digitisation both 
of television homes and HD reception is  steadily 
on the rise; this is shown by Ricardo Topham 
in his comparison of European countries. The 
 demands of users regarding video offers are also 
growing:  Consumers expect flexibility not just as 
regards content, but also as regards the different 
screens.  Device manufacturers and content provi-
ders are thus called upon to offer varied  options 
for  consumption – a trend which in the view of 
the  media authorities is only to be welcomed. 
The  media  authorities will go on covering  these 
 developments and new trends of consumption and 
will continue to act as partners for the media indus-
try accompanying and moderating  developments.

The first hurdle along this path is presented by the 
appliance manufacturers: They decide which apps 
for moving images are pre-installed on the device 
purchased by a consumer, how easily consumers 
can adapt the apps or install their own favourite 
apps. Apart from the issue whether user surfaces 
of television sets are adapted at all by consumers, 
we therefore for the first time investigate which 
video apps are used on (which) smart TV set.

Hurdle number two are the providers of live tele-
vision content in open networks themselves who 
are also in a position to discriminate against  certain 
content thanks to the way in which they design 
their apps and surfaces. Although still  lagging far 
behind VOD, the consumption of live television via 
the open internet is gradually gaining in relevance 
as more and more providers enter the market. For 
us, this is sufficient reason to take a closer look at 
which offers are actually consumed as the  content 
provided has grown: IPTV or cable providers now 
offer their live programme packages across the 
open internet, thus separating television viewing 
more and more from the “traditional” routes of 
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Digitisation report no. 15 
Looking back and forward
Dr Hans Hege, Andreas Hamann

the  surveys were to help moderating the process 
of  transition. Digitisation could not be realised 
by simply  instructing its coming into effect, but 
rather required a dialogue involving all partners 
in the market. The  regulators put a special focus 
on  developing diversity of providers, securing op-
portunities for local and regional broadcasters and 
ensuring open access to hardware and to technolo-
gies. In addition, the media authorities also wanted 
to contribute to the discourse which takes place 
outside of their traditional remit: the digital divi-
dend and the future of public-service broadcasting.

In the 2005 report on digitisation, the media 
 authorities identified the following issues which 
were of specific interest to the public or required 
regulation:

• securing choice for users/consumers
•  a diverse content offer and the prevention of 

 dominant positions with a view to the  formation 
of opinion

•  securing development opportunities for local 
and regional content

In 2005, a mere quarter of German households 
could receive digital television. Broadband  internet 
at the time was only carried via DSL and was still 
in its infancy. YouTube had just celebrated its 
first  birthday and had not yet been bought up 
by  Google, Facebook was irrelevant for media 
 consumption and public communication, and the 
iPhone revolution for mobile media use was still 
two years away.

2005 was also the year in which the first report 
on digitisation was published. It featured two 
main  issues: an analysis of the challenges brought 
about by digital television and the transition from 
 analogue to digital delivery facing the industry, 
 politics, and regulation, plus a section offering facts 
and figures based on a survey on the digitisation of 
the German TV market assessing the status quo in 
German TV households.

In taking up with these issues over and  above 
their remit of platform regulation, the media 
 authorities intended to contribute to the general 
understanding of digital developments and the 
way they were going to be shaped. The results of 
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Phase one: the digitisation of broadcast  
transmission routes 
In the first phase of digitisation the media au-
thorities focused on the digitisation of broadcast 
transmission routes, i. e. the infrastructures provi-
ding the main avenues for the linear transmission 
of television content. Digital transmission paved 
the way for a higher number of services, better 
picture quality and new business models. Over-
coming scarcity, however, came at the expense of 
the specific influence which the media authorities 
and legislators could exert in the founding peri-
od of commercial television by allocating scarce 
resources, especially under local considerations. 
As regards regulation, higher bandwidths reduced 
the relevance of access to infrastructures. The net-
work operators successively introduced new mo-
dels, included the broadcasters in their offers and 
provided funding to the providers for their content, 
thereby increasing the importance of these terms 
guiding content distribution

Consumers were forced to acquire a set-top box for 
receiving digitally transmitted content as standard 
TV sets usually were not equipped with the neces-
sary reception technology. Synergies of DVB tech-
nology made prices acceptable due to the  added 
value provided. 

The analogue offer which was limited and was 
 provided for on the basis of the decisions of the 
media authorities gave way to electronic program-
me guides offering orientation within the growing 
range of digital channels. EPGs turned into a new 
major field of the new platform regulation.

•  universal (full-range) access of users/consumers 
to the most relevant media content

• protection of minors
• protection of consumers
• copyright protection
•  developing the media industry and strengthe-

ning it as a growth industry.

The changes brought about by digitisation since 
then have been more profound than we expected 
at the time, and they are by no  means  completed 
yet. The mission of effecting the  analogue- digital 
switchover of broadcasting transmission  routes 
which we focussed on at the time has been 
 successfully accomplished. We can draw our 
 conclusions from this phase and in the light of 
it analyse the new challenges arising from the 
 subsequent phases of digitisation, the role the 
internet has taken on for audiovisual media 
 dissemination, and the alterations of communi-
cations structures that had been originally shaped 
by  classical media and have since been impacted 
by new players.



ISBN 978-3-89158-590-0 Euro 15,– (D)

D
ig

ita
lis

ie
ru

ng
sb

er
ic

ht
 2

01
3

Digitalisierungsbericht
Rundfunk und Internet – These, Antithese, Synthese?

Im neunten Digitalisierungsbericht der Medienanstalten werden auch in diesem Jahr wie-
der Zahlen und Fakten zur Empfangssituation der TV-Haushalte präsentiert und analysiert.  
Der Blick richtet sich nun primär auf das Kabel. Mehr als die Hälfte der Kabel-Haushalte 
 empfangen Fernsehen mittlerweile in digitaler Qualität. Insgesamt fi el der Anstieg der 
 Digitalisierungsqoute in diesem Jahr jedoch vergleichsweise moderat aus.
Darüber hinaus wird im diesjährigen Bericht erstmals auch der Hörfunkempfang in Deutsch-
land analysiert. Dabei ist festzustellen, dass auch beim Radio die Digitalisierung bzw. der 
 digitale Empfang über DAB+ und das Internet an Boden gewinnt.
Die Auswirkungen der voranschreitenden Digitalisierung beschränken sich jedoch nicht auf 
die Empfangssituation, sondern beeinfl ussen auch nachhaltig die Nutzung von Rundfunk-
angeboten. Auf Basis einer Erweiterung der Befragung wird in diesem Jahr daher auch die 
Verwendung von elektronischen Programmführern, Videostreams über das Internet und Fern-
sehen auf mobilen Endgeräten beleuchtet.
Wie in den letzten Jahren werden neben den Zahlen und Fakten auch aktuelle Themen der 
Rundfunkwelt aufgegriffen. Hans Hege zeigt in diesem Zusammenhang auf, dass es zwischen 
Neutralität und Priorisierung eine neue Balance zu fi nden gilt, um den Zugang zu und die 
Auffi ndbarkeit von meinungsbildungsrelevanten Inhalten sicherzustellen. Gerd Bauer befasst 
sich mit den Potenzialen des Digitalradios und blickt dabei erwartungsvoll in die Zukunft. 
 Guido Schneider beschreibt in seinem Beitrag den steinigen Weg zu einem gemeinsamen 
Standard der Bewegtbildmessung im Fernsehen und Internet.

QR Code scannen und weitere Informationen 
zum Digitalisierungsbericht online lesen.
http://tinyurl.com/digib2013
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Analogue-digital switchover  
of terrestrial transmission
Going digital was the only way in which the terrest-
rial transmission route for television content could 
be preserved. The share of households consuming 
analogue terrestrial TV had dropped below 10 per 
cent, and it was therefore only a question of time 
before the commercial broadcasters would have 
ceased offering content terrestrially as the cost per 
viewer increased accordingly. 

The media authorities played a major role in orga-
nising the analogue-digital switchover which was 
completed well before the original deadline which 
had politically been fixed for 2010.

The switchover to DTT could turn into a success 
only because both public-service and commer-
cial content providers went along with it. The 
switchover processes organised in the various 
 regions of Germany were helped considerably 
by the  media authorities drawing on the bene-
fits provided by the federal structure of broadcast 
 regulation. They  succeeded in preserving choice for 
 consumers in particular in the major conurbations 
 where – owing to the lack of access to satellite TV 
 reception – the only alternative would have been 
cable  reception. For this reason, consumers went 
along and  accepted the switch-off of  analogue 
transmission  without compensation.

A decade later, terrestrial TV transmission faced 
the next challenge: It could be preserved only by 
switching from DTT to DTT2 HD. The new infra-
structure provides HD content of the same quality 
as the other transmission routes. In order to win 
over the commercial broadcasters to participate 
in this step, a platform model had to be developed 
under which users now have to pay for receiving 
commercially-provided content. 

While the terrestrial frequencies lost their relevan-
ce for broadcast transmission, they gained attrac-
tion for mobile operators and politicians who were 
interested in making the most of the benefit of the 
frequency spectrum with its overall coverage to 
 expand broadband supply in rural areas.

Analogue-digital switchover  
of satellite transmission
In 2005, TV reception via satellite constituted the 
most important route of digital transmission, provi-
ding TV reception for almost 40 per cent of  satellite 
households. The media authorities played a  major 
role in turning this into a success by pushing for 
open receiver standards not incorporating any pro-
prietary functions of navigators or billing  regimes. 
In other European countries, the satellite  reception 
market is dominated by pay-TV platforms.

Over the following years, the share of digital 
 satellite households went up steadily. At the same 
time, the range of HD offers was expanded with 
commercial content providers operating a  model 
under which they receive a share of the actual 
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Digitalisierungsbericht
Alles fl ießt! Neue Formen und alte Muster

Auch 2014 ist die Digitalisierung der TV-Haushalte in Deutschland vorangeschritten. 
Zum zehnten Mal präsentieren und analysieren die Medienanstalten im Digitalisierungs-
bericht die Zahlen und Fakten zur Empfangssituation von Fernsehen und Radio sowie 
der Nutzung der digitalen Endgeräte und Dienste.

Zwar ist auch das Kabel längst fl ächendeckend „digital ready“, dennoch werden über 
 diesen Übertragungsweg weiterhin auch analoge Fernsehsignale genutzt. Der moderate 
Anstieg des digitalen TV-Empfangs im Kabel ließ im vergangenen Jahr auch die Digitalisie-
rungsquote insgesamt nur moderat ansteigen.

Deutlicher angestiegen ist hingegen die Anzahl der Digitalradio-Geräte sowie der Radio-
empfang über DAB+ in Deutschland. Zwar empfangen die deutschen Haushalte die Radio-
sender weiterhin mehrheitlich analog. Die Digitalisierung scheint sich jedoch auch hier 
langsam Bahn zu brechen.

Die Zahlen und Fakten zeigen darüber hinaus, dass die Digitalisierung sich auch in der Nut-
zung von Geräten und Diensten niederschlägt. Die Zahl der ConnectedTVs in den Wohn-
zimmern steigt und mit ihr vor allem die Nutzung von VoD-Angeboten direkt am Fern-
seher. Der Second Screen wird teilweise bereits zum First Screen und für die Jugend verliert 
das TV-Gerät zugunsten von Smartphone und Tablet an Bedeutung.

Neben den Zahlen und Fakten analysiert der Digitalisierungsbericht auch in diesem Jahr 
wieder aktuelle Themen der Fernsehwelt. Dr. Hans Hege befasst sich mit der drohenden 

„Cable-ization of the Internet“ und den Konsequenzen für Netzneutralität und Medien-
vielfalt. Bertram Gugel beschreibt die Strukturen sowie Funktionen der auf YouTube agie-
renden Multi-Channel-Networks und vergleicht diese mit den TV-Sendern der klassischen 
Fernsehwelt. 

QR Code scannen und weitere Informationen zum Digitalisierungsbericht 
online lesen. http://tinyurl.com/digibericht
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cable transmission; they therefore paid for the 
added  benefit. The interests of the cable  network 
 operators, on the other hand, in switching from 
analogue to digital service provision initially 
 remained  limited despite the on-going  parallel 
expansion of broadband. However, the share of 
 digital cable households went up year on year, and 
more and more homes acquired a digital-ready 
 receiver. The flat screen made HD a true  attraction 
which could be enjoyed only by resorting to digital 
 reception. 

The lead for effecting the switchover was the 
 responsibility of the cable operators, and  unlike 
with satellite, no national solution was needed. 
Again, the media authorities moderated the 
 process,  balancing interests among the parties 
 involved and ensuring both consumer protection 
and  preserving diversity of content.

Analogue-digital switchover: the whole pic-
ture – only limited innovation and alteration
The digitisation of broadcast transmission infra-
structures in Germany is more or less complete 
by now. It remains to be seen whether and, if so, 
when SD transmission is discontinued for reasons 
of capacity, limiting transmission of content to HD 
quality offers. The transmission processes involved, 
however, at first glance do not involve such princi-
pal issues as the switch-off of analogue terrestrial 
transmission. The basic structure of the German 
 television landscape which dates from the ana-
logue era and involved two public-service providers 
and two commercial families remained untouched 
by the digitisation of transmission infrastructures, 
nor was it impacted by the changes in the owner-
ship of the ProSiebenSat.1 group.

fee  payable to the satellite platforms (HD+). Once 
more, the media authorities were in demand for 
mediating and for project steering when analogue 
transmission was switched off, as this necessita-
ted a joint national communication strategy. Free 
reception of commercial channels transmitted in 
SD quality was maintained, requiring a timely in-
formation of the approx. 10 per cent of households 
resorting to analogue reception. In 2012, analogue 
transmission was switched off.

Analogue-digital switchover  
of cable transmission
Switching over cable reception from analogue 
to digital was the most time-consuming pro-
cess  involving the regulators. Alongside analogue 
transmission, the developing digital SD and HD 
offers presented sufficient choice for many con-
sumers and could be received without the need 
to acquire an additional reception device. The 
housing  industry which is of major relevance for 
cable  providers did not wish to confuse tenants 
while content providers were keen to preserve the 
benefits of  audience reach provided by  analogue 
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limited in application. Access to content via app 
portals or new platforms such as Joyn, which was 
started recently, appear to provide users with an 
easier route.

The tendency of overestimating its own networks 
and of underestimating the dynamics of the 
 internet which the broadcasting industry was given 
to resulted in the greatest failure when it attemp-
ted to pave the way into the new world of mobile 
 devices providing video and audio reception offe-
ring linear television services for mobile reception. 

The media authorities supported both DVB-H as an 
advanced technology compared to DTT, and DMB 
as the next technical stage of DAB. At more or less 
the same time, the iPhone and LTE were  developed 
for broadband mobile reception – unnoticed both 
by the general public and the media authorities. 
Nokia, as the most successful manufacturer of 
 mobile phones, went under in the process.

The world of television got away suffering less 
 damage since mobile TV did not ever get  beyond 
the trial stage. Linear TV, which users can only 

What can be stated is that the digitisation brought 
about an expansion of the variety of content ser-
vices as had been hoped, both as regards public-
service content and commercial offers. Between 
July 2004 and July 2005, the number of commercial 
services distributed nationally rose from 75 to 95 
channels (see 8th annual KEK report). By mid-2018, 
190 commercial TV channels had been granted a 
licence for national distribution, and compared to 
last year, the range of commercial services availa-
ble has risen further (see 20th annual KEK report).

Another change to be observed during this process 
concerns the funding of the commercial television 
sector. Whereas in 2005, advertising constituted 
the major and almost exclusive basis, new funding 
models were successively introduced under which 
some content providers receive returns from the 
distribution revenues generated.

Average viewing time of traditional television is still 
high, although it is going down among the younger 
audience groups. This change became very evident 
in the 2017 survey as outlined in the  digitisation 
 report for that year: For the first time, the youngest 
age group (consumers aged  14 – 29 years) spent 
more time watching VOD than traditional  linear 
television. In the following year, the share of young 
TV users dropped an entire 25 per cent over the 
previous year.

Attempts to not only increase picture quality and 
to widen the choice of offers, but also to introdu-
ce new services met with only limited success. The 
Media Home Platform (MHP) provided technical 
options for linking services with internet offers, but 
did not achieve the attraction provided by using 
the internet in parallel to consuming TV content. 
The successor technology HbbTV while being ack-
nowledged as a technical standard still remains 
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The specific network structures provided by IPTV 
allow for the benefit of a guaranteed image 
 quality. Advanced internet technology and higher 
data  rates in broadband supply formed the basis 
for the distribution of audiovisual media content 
 across the open internet as an attractive competi-
tive  offer, regarding both the media libraries built 
up by the content providers and video platforms 
such as  Netflix or YouTube.

The infrastructure employed for the transmission 
of broadcast content is rather simple: It is gover-
ned by a clear priority for broadcasting  content, it 
is available without the spectrum being  auctioned 
and it is distributed via regionally structured 
 networks operated by platforms selecting and 
 marketing the content they offer.

Ever since the internet went broadband, it has 
been able to carry audiovisual content to a  large 
number of users simultaneously, but also reaching 
 individual consumers in a personalised form. 
Broadcast content is not privileged concerning 
transmission on the internet, but the principle of 
net  neutrality applies, and this is not related to any 
specific type of content. The World Wide Web is a 
global structure providing specific benefits thanks 
to its advantages and network effects in particular 
to providers offering their services not merely on 
a national level.

Unlike traditional broadcast transmission plat-
forms, the internet is not governed by a single 
 dominant operator able to determine use. This dif-
ference becomes especially evident looking at cable 
network operators active in the traditional industry 
who select the content which is regulated by the 
media authorities in the framework of platform 

watch along a predetermined schedule of content 
provision, is nowhere lacking more in  attraction 
than  regarding mobile reception. Even high- 
profile  soccer, which could be considered an ex-
ception, does not provide for a business model 
that is  sufficiently sound for funding the set-up 
of a  separate transmission network. This develo-
ped much faster than foreseen by many technical 
 experts, however, by the internet.

Phase two: audiovisual media content  
disseminated via the world-wide web
The development of broadband technology via 
DSL, which was pushed by Deutsche Telekom in 
 particular, provided the basis for compiling and 
marketing linear television content, paving the 
way for IPTV as the fourth digital transmission 
 infrastructure. It has already overtaken  terrestrial 
 reception in  television households, and offers 
more choice to consumers especially in major 
 conurbations.
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Buchbinder: Rücken bitte mittig ausrichten

ISBN 978-3-89158-636-5 Euro 15,– (D)

Die Forschungsergebnisse des diesjährigen Digitalisierungsberichts der Medien   -
anstalten zeigen u. a., dass die Digitalisierung im Kabel einen hohen Satz in Richtung 
der 90 Prozent-Marke gemacht hat. Gleichzeitig ist der Anteil der Haushalte, der die 
Fernsehprogramme noch analog empfängt, stetig gesunken. Seit das neue Antennen-
fernsehen DVB-T2 HD Ende März gestartet ist, be� ndet sich die Terrestrik im Umbruch, 
was sich in den diesjährigen Zahlen widerspiegelt: Der Anteil der terrestrischen Fernseh-
haushalte insgesamt sinkt im Vergleich zum Vorjahr.

Das größte Plus kann der Anteil der Haushalte verzeichnen, der Programme in 
HD-Qualität empfängt, stellt Dr. Kristian Kunow in seinem Beitrag zu Daten & Fakten 
der Digitalisierung in Deutschland fest. Im europäischen Vergleich beleuchten 
Laurence Cribier und Richard Topham die Mediennutzung und entdecken positive 
Trends zu UltraHD und OTT. 

Auch beim Radioempfang gewinnen digitale Technologien weiter an Bedeutung. 
Die Verbreitung von DAB+-Empfangsgeräten ist in allen Bundesländern erneut gestie-     
gen. In der Summe hat sich DAB+ bereits zum zweitbeliebtesten Radioempfangsweg 
nach UKW entwickelt. An DAB+ führt kein Weg mehr vorbei, schlussfolgert daher
Adrian  Gerlitsch in seinem Beitrag zur Digitalisierung des Hörfunks. Nach 6 Jahren 
DAB+ zieht auch Rainer Poelmann ein positives Zwischenfazit und erläutert, welche 
Chancen sich der Radiolandschaft bieten. Die Ergebnisse der DAB+-Reichweitenstudie 
werden in einem Beileger zu diesem Bericht präsentiert.

Die Rundfunkreferenten der Länder diskutieren derzeit mit der Branche über Anpas-
sungen des Rundfunkstaatsvertrags. Mit welchen medienrechtlichen Fragen die Betei-
ligten im Zusammenhang mit der privilegierten Au�  ndbarkeit befasst sind, erläutert 
Dr. Matthias Försterling in seinem Beitrag. Ein Kompromiss scheint in einigen Punkten 
schwer, eine politische Entscheidung ist gefragt.

QR Code scannen und weitere Informationen zum Digitalisierungsbericht 
online lesen. www.die-medienanstalten.de/digibericht
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Audiovisual media content makes up for only a 
s ection of the internet irrespective of the fact that 
video offers take up a specifically large percenta-
ge of transmission capacities. Platforms such as 
Google not only exert considerable influence in 
the media sector – the cases of abuse that have 
been investigated relate to the link to commercial 
activities outside of the media sector.

Media regulation now has to face the question 
whether, and in which way, the traded privileges 
of the broadcasting sector can be ensured online 
as well. Or will media regulation have to content 
with at least preventing disadvantages to specific 
offers and opinions?

In their reports on digitisation, the media authori-
ties have outlined that the share in the consump-
tion of professional media content via the inter-
net is growing: More and more devices featuring 
a large screen (in the past, measurements related 
to TV sets only) are now internet-ready, and con-
sumption via tablets and smartphones is also on 
the way up.

regulation, but at the same time offer data rates 
in the internet consumption of which is decided 
upon by the respective customer.

Traditional telecommunications enterprises adop-
ted a strategy that had also been chosen by AOL for 
the brief period of its success, capitalising not only 
on data transmission across the internet, but also 
compiling content and uses. These closed worlds, 
however, were not successful in the long run as 
they could not keep up in the competition against 
the open internet.

In the same vein, hardware manufacturers 
 undertook attempts repeatedly to promote 
the  reception of content and services they had 
 selected. No  major instances of abuse requiring 
the  regulators to step in occurred, however, as the 
existing  competition and the dynamic develop-
ment of the  internet counteracted these strategies.

The internet owes its innovative force to the fact 
that it was not set up by traditional media or cable 
operators but by new enterprises which utilized 
the open access and could develop economies 
of scale in the global competition without ope-
rating their own networks or funding their own 
content. In the US, in particular, these entrepre-
neurs  benefited from regulatory leave which was 
unheard of in the traditional media and telecom-
munications industries. The downside resulting 
from this scenario: These companies have acqui-
red dominating positions that exceed those of the 
 traditional companies by far.

A new type of platform has come about that differs 
fundamentally from the broadcasting platforms 
governed by the provisions of the Interstate Broad-
casting Treaty.
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parties resorting to opportunities the internet has 
to offer. The idea of “open channels”, which dates 
from the analogue world, has turned into a suc-
cess story, but this success is due to commercial 
platforms such as YouTube and Facebook. The algo-
rithms employed by these platforms are geared to 
the commercial interest relating to attention – and 
hence – advertising revenue, rather than to equal 
access of the established media. With the internet, 
opportunities have developed for impacting the 
formation of opinion outside of the provision of 
opinion of the established media that have been 
totally unheard of to date. However, these opportu-
nities can also be used to disseminate hate speech 
and fake news which frequently tend to attract 
greater attention than serious reports based on 
journalistic principles. While the traditional media 
are clearly transparent as regards their responsibi-
lity in this respect, the internet opens up opportu-
nities for sources at home and abroad which are 
difficult to identify.

The internet platforms have now started to set up 
defence mechanisms in an attempt to get a grip on 
hate speech and manipulation at elections. How-
ever, they are not adapting their business models 
which benefit from the attention extreme messa-
ges and even fake news are attracting. In addition, 
populist movements can be seen to be particularly 
present and active in the internet.

The processes governing the formation of  opinion 
in a democratic society on which the  Federal 
 Constitutional Court based its broadcasting 
 decisions are mirrored less and less in the actual 
developments which the process of communica-
tion is experiencing. While the regulation of tra-
ditional media was a comparatively simple pro-

An evident problem is the funding of local and 
regional content in the future as the established 
business models for this sector are disappearing. 
The advertising market is shifting towards new 
internet companies. Findability is another major 
challenge, considering that the amount of media 
content on offer is getting ever larger. This puts 
an ever greater question mark behind the issue of 
funding content which is of essential relevance for 
local identity and discourse.

The issue of how to define public-service content 
and its funding from public means in the future 
was raised in the first report on digitisation as  early 
as 2005. An answer from politics is wanting to 
this day. The structure and remit of public-service 
broadcasting in Germany remains as controversial 
as the way in which it is paid for. In the commercial 
sector, the debate focuses on public value linked to 
privileged findability. And the idea of funding com-
mercial content from the licence fee revenue has 
thus far remained limited to the habitat of industry 
events such as the Munich Media Days.

Phase three: changes in the formation of 
public opinion through the internet
Traditional media regulation is geared to the 
 impact which media exert on the formation of 
 public opinion. On the one hand, it aims at limi-
ting the concentration of power of opinion by 
 restricting its impact across the various media. 
On the other hand, the regulation of platforms is 
meant to ensure equal access for content providers 
to platforms, and thus to users. In election times, 
specific  provisions apply.

The traditional media continue to exert major 
 impact, but more and more, the formation of 
 opinion is initiated no longer by them, but by third 
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cess, Facebook and Google exert a different type of 
 influence, and the necessary rules and their imple-
mentation are an issue discussed all over the world.

Regulatory frameworks such as rules for election 
advertising or public relations activities of state 
institutions are based on the models that worked 
in the old world.

What is required is a new definition of the respon-
sibilities of traditional broadcasting platforms. 
They do not collate journalistic content in the way 
in which this is done by traditional media, but 
 nevertheless exert some influence on the forma-
tion of public opinion. Alongside abuse by third 
parties, there is certainly also the risk that the plat-
forms might discriminate against certain opinions 
themselves. Rupert Murdoch, for instance, exer-
ted considerable influence on political develop-
ments through his media outlets – if not in Germa-
ny, then certainly in the United Kingdom and the 
United States. The digital platform he set up did 
not yield the same success that Facebook enjoyed 

 subsequently. But the requirement laid down by 
the Federal Constitutional Court to counter undesi-
rable developments at an early stage still applies.

Another player in the market for media, and thus 
the market for the formation of opinion, are the 
 so-called intermediaries. They are increasingly 
morphing from simple technical platforms pro-
viding to everyone the opportunity to offer and 
search content into processed pages dealing with 
specific issues. While a considerable number of 
 varied provisions for governing potential abuse 
was developed at the start of commercial televi-
sion in Germany, no such regulation was establis-
hed governing internet platforms. It is fair to state, 
however, that the mechanisms under which they 
operate are more complicated and complex; this 
relates not only to the secretive algorithms, but 
also to new forms of use and economic rules.

The above-mentioned objectives for media 
 regulation have not lost any of their relevance in 
today’s digital media world. Ensuring a free public 
process for the formation of opinion is (again) of 
eminent relevance for our society. To secure these 
objectives and safeguard the formation of opinion 
a  neutral, independent public institution continues 
to be  essential.

The media authorities are in the position to fulfil 
this task in the digital world, too. They have always 
been able to face new challenges developing in the 
markets and have already started to analyse the 
new phenomena. This activity is based on their re-
mit of watching and analysing the market which 
was started in 2005 with the first report on the 
digitisation for the area of digitisation.
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The report on digitisation, which is published by 
the German media authorities, has been covering 
the process of television transmission infrastruc-
tures going digital for fifteen years; it thus also 
provides a comprehensive documentation of the 
changes in the media consumption in the wake 
of digitisation. This year we can report that full 
digitisation has been achieved and analogue TV 
coverage is now part of the history of television 
transmission in Germany. This is a good reason for 
taking a look back at the process of digitisation 
including the main stages and milestones; they 
underpin the unprecedented variety and quality of 
content offers we can now resort to as viewers in 
Germany. The first section of this report will there-
fore take a closer look at the longer-term trends 
of the development and the market shares of the 
video transmission routes, giving ample room not 
only to up-to-date interesting current data such 
as growth in the area of IP-based television trans-
mission, the rate of internet connections used for 
television consumption, or household figures for 
smart TV, HD and UHD receivers. As is good tra-
dition for the report on digitisation, the second 
part will show up the changes in the television and 

video consumption resulting from digitisation. It 
offers detailed data on the use and preferences 
of reception equipment; the current figures also 
show up a continued trend towards delinearisa-
tion and video on demand (VOD) consumption. 
Video usage independent of time and place and 
independent of the source, which could be a  media 
library offered by a television channel, YouTube, or 
a video streaming provider, is getting ever more 
relevant. At the same time, more and more live 
programmes are streamed via the internet – all 
this is reason enough for a closer look at the con-
tent and the providers in this sector. The content 
offers and the platforms which consumers watch 
online are increasingly dependent on how easily 
they are found – and this automatically leads to 
the question of how user surfaces on end devices 
and apps are designed. At the end of this article, 
we will therefore also analyse the apps for moving 
images installed on smart TV sets and how they 
can be adapted and personalised.

The current status of digiti
sation of TV reception and 
the use of digital TV and video 
in Germany
September 2019
Dr Simon Berghofer
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Part I: Digitalisation and distribution of reception infrastructures

In 2019, 38.5 million households in Germany have 
at least one television set at their disposal. The 
corresponding rate of 95.4 per cent of all homes 
shows a continued slight trend downwards over 
five  years and in figures came to a mere 1.7 percen-
tage points. The number of households in Germany 
that  currently do not have a television set at all is 
just under 1.9 million homes. 

Television transmission infrastructures  
now fully digital
More or less every household in Germany equip-
ped with a television set consumes television via 
digital infrastructures. The successful completi-
on of the analogue-digital switchover of the cable 
networks formed the final piece in the digitisation 

jigsaw making up the television infrastructures in 
Germany. There are now only a small number of 
local cable networks supplying TV signals to some 
housing units with analogue TV signals.1 

The media authorities have been accompanying 
the process of digitisation of television transmissi-
on infrastructures for fifteen years. The long-term 
trend reveals the varying stages en route to full 
digitisation. The starting signal for the process of 
digitisation of the television transmission routes 
was given in the 1990s; after the completion of 
the necessary standardisation of technology, the 
 infrastructures were successively switched over 

1 Considering their small number, these networks can be disregar-
ded at this point; they could not be statistically presented in a 
meaningful fashion.
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only two more years for achieving an adequate 
rate of digitisation for the satellite infrastructure 
to be able to discontinue transmission of analogue 
television signals via satellite. The year 2019 then 
saw the completion of cable networks going ful-
ly digital. As a result, the digitisation of television 
transmission routes in Germany is now completed 
and analogue television a thing of the past. 

Shares of transmission routes stable,  
IP transmission going up
The process of digitisation caused only little 
 movement in the shares of the transmission inf-
rastructures overall. What was more relevant than 
the technical switchover from analogue to digital 
transmission can be assumed to be the  emergence 

from analogue to digital transmission. These pro-
cesses were at all times guided by the objective of 
rapidly arriving at the complete digitisation of the 
technical infrastructures and of keeping the inef-
ficient period of multicast transmission as short 
as possible. The switchover processes were  guided 
by the endeavour of taking regard of all interest 
groups – broadcasters, receiver manufacturers 
and viewers alike – and managing the switchover 
 without screens going “blank” where at all pos-
sible. The first analogue infrastructure to cease 
operation was the terrestrial transmission signal. 
 After terrestrial transmission in Germany had been 
changed over to the DTT standard from 2002 on-
wards, the analogue signal was finally switched off 
completely in 2010, making terrestrial transmissi-
on the first route to complete digitisation. It took 



Fig. 3
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Cord Cutters
In the US television market a development has 
been noticeable for a number of years under 
which consumers cancel their cable TV con-
tract and switch to consuming moving images 
offered as VOD and live streaming TV exclu-
sively via the internet. This phenomenon hit 
the headlines under the catchphrase of “cord 
cutting”. In the report on digitisation, it was 
described for the first time in 2018. Households 
stating that they own a television set but do 
not name any of the “traditional” transmis-
sion infrastructures are asked whether they 
consume television channels exclusively via 
the internet.
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over 650,000 households. The number of cord cut-
ters is likely to increase over the coming years as 
the market for internet-based television reception 
is only just taking off. Both Telekom and Vodafone 
recently took up marketing their TV platforms as 
over-the-top (OTT) offers as well, i. e. programme 
packages which are distributed exclusively via the 
internet. In addition, the television channels joined 
the market for internet-based television platforms 
via the platform joyn, thereby entering into a direct 
competition against the dominating providers on 
the internet which include Zattoo or Waipu (see 
also Part II of this article). 

Smart TV continues to grow
The television set continues to serve as the most 
important means for the consumption of  moving 
images – irrespective of the way via which the 
content is transmitted or which type of content 
is watched. Compared to last year, the increase 
in households acquiring a smart TV set rose by 

of new digital transmission routes based on the 
internet protocol (IP) including, for instance, 
 “DSL-TV”, as the product which is now labelled IPTV 
was originally called. 

The latest data contained in this report on digitisa-
tion reveal that for the overall majority of television 
households in Germany, cable or satellite continue 
to serve as the preferred mode of reception. Close 
to 17.3 million homes go for satellite television with 
cable at more than 17.2 million households being 
a very close runner-up. Both transmission infra-
structures have been keeping their levels stable 
at almost 45 per cent each in German television 
households. 

Terrestrial reception at 2.3 million households has 
been going down slightly. However, in relative 
terms, the decrease is smaller than in the  preceding 
years, with terrestrial reception continuing to serve 
6 per cent of television households. As a  stabilising 
factor in this regard, DTT T-2 HD switchover has 
now been more or less completed with only 0.5 per 
cent of television households still resorting to the 
outdated DTT standard. 

The trend of the last years continues in that 
 television transmission via IP-based networks is 
 going up further. A major share is made up of so-
called  managed IP networks operated by Telekom, 
 Vodafone, or 1&1. More than 3.3 million households 
consume television via IPTV; this corresponds to 
8.6 per cent of television homes in Germany. 

The number of households owning a television 
set but exclusively resorting to the (open) inter-
net for consuming television content has increa-
sed.  Compared to last year, the number of  these 
 so-called “cord cutters” has tripled while still 
 remaining at a comparatively modest level of just 
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up all of  these  options, more than every  second 
television household in Germany has a television 
receiver that is connected to the internet at least 
occasionally. In total, a little more than 21 milli-
on households in Germany have at least one con-
nectable TV receiver at their disposal. In homes 
 owning several television sets, well over every 
eighth household (14 per cent) can connect two or 
more television receivers to the internet, and the 
trend is on the way up. In more than every third 
television household, all  television sets are con-
nected to the internet at least every now and then. 

More and more second sets are HDTV-ready
Four out of five television households (82.4 per 
cent) own at least one high-definition TV recei-
ver. Compared to last year, the number of HDTV 
households has thus risen by a little over two per-
centage points. A comparison of the transmissi-
on routes shows that practically all households 
 receiving DTT T-2 HD television (98.7 per cent) have 
an HDTV set at their disposal. The high rate is not 
surprising considering that an HD-ready receiver is 
a must for receiving offers in DTT-2 HD quality. And 
even homes that are traditionally somewhat more 
interested in technology and resort to IPTV fea-
ture an above-average rate of HDTV sets (90.4 per 
cent) while cable homes (82.9 per cent) and satel-
lite households (79.6 per cent) rank closely to the 
overall average or slightly below it. 

A greater increase can be recorded for the number 
of households owning several HDTV receivers. In 
almost every fourth household (24.3 per cent) two 
or more high-definition sets can be found; this is 
a rise of 4.5 percentage points over last year. The 
number of households equipped exclusively with 
HDTV receivers remains comparatively stable at 
slightly more than two thirds (67.7 per cent) of 

 almost five percentage points; smart TV sets are 
now available in 56.4 per cent of television homes. 
And it is now no longer unusual for homes to own 
more than one television set: Well over every ninth 
TV household now has two or more smart TV sets 
at its disposal, and in more than every third home, 
all television sets are smart TVs. Samsung domina-
tes the market for smart TV sets, and close to eve-
ry fourth television household (23 per cent) has a 
device of the Korean manufacturer at home while 
sets manufactured by Philips, Sony, Panasonic and 
LG are each found in approximately 6 per cent of 
households, with the remaining share being distri-
buted across a large number of other manufactu-
rers. Looking at the route of transmission, the use 
of smart TVs is spread relatively evenly: the “tradi-
tional” routes of transmission take up 53.6 per cent 
(terrestrial transmission), 54.3 per cent (cable) and 
57.2 per cent (satellite) of homes respectively, and 
only IPTV and OTT households show a relatively 
high share of smart TV sets at 73.3 per cent. 

More than 20 million TV households have 
 connected their TV sets to the internet
For providing the full functional benefits, the smart 
TV set must be connected to the internet which 
permits consumption of additional content offers 
including the media libraries provided by the TV 
channels or other apps and HbbTV offers via the 
device. The rate of sets connected to the internet 
has by now reached close to 70 per cent of smart TV 
households; this means that 15 million households 
have connected their smart TV set to the internet.

However, for making a television set internet- 
ready, it is not necessary in all instances to 
 acquire a smart TV set: Peripheral devices such as 
 streaming sticks, settop boxes or a computer or 
 smartphone also connect to the internet. Adding 



Fig. 4
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routes of transmission, with cable (+ 5.7  percentage 
points) and satellite transmission (+ 2.5 percentage 
points) featuring the largest increases (see Fig. 5).

For also receiving commercial television in HD qua-
lity, viewers – contrary to the availability of public-
service broadcasting – are required to subscribe to 
an additional HD package with a television plat-
form provider. These packages are offered across 
all transmission infrastructures. The total number 
of households receiving commercial HD channels 
has increased by three percentage points com-
pared to last year and has now reached almost 
one third (30.8 per cent) or 11.8 million television 
households. More than half of the households that 
have opted for terrestrial reception (52.5 per cent) 
or IPTV (50.6 per cent) also have commercial HD 
channels at their disposal. Reception of commer-
cial channels in HD quality via cable could score 
an above-average growth: At over 38 per cent of 
television households, the increase came to a 
 total of 4.6 percentage points compared to last 
year. Satellite  reception went up by one percen-
tage point,  totalling 15.5 per cent, and could thus 
stop the downwards trend of recent years. One 
reason might be that the offers available experi-

 German television households. This figure is also 
reflected in the number of sets available: Taking all 
television receivers in the homes into considerati-
on, a total of 59.3 million TV receivers are found in 
German households. Some 74.3 per cent are HDTV 
receivers; this is equivalent to 44.1 million sets. 

HD reception up above all via cable
Having an HD receiver at home does not auto-
matically mean that members of this household 
watch high-definition television programmes. Even 
though the public-service broadcasters are techni-
cally available in all households in Germany in HD 
quality, actual reception, however, does not corre-
spond to television homes being equipped with 
HDTV sets. This discrepancy might be due to the 
fact that the channel list or list of favourites was 
not adjusted or that individual hardware compo-
nents of the home video system are not HD-ready. 
A total 72 per cent of television households consu-
me television channels in high-definition quality; 
this corresponds to 27.7 million homes. HDTV recep-
tion has risen by 2.6 percentage points across all 



Fig. 5

HD reception and commercial HD channels

Source: Kantar; Basis: 38.491 million TV households; 17.218 million cable households; 17.256 million satellite households; 2.298 million 
 terrestrial households; 3.309 million IPTV households in Germany
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homes using VOD services available against pay-
ment only (30.4 per cent) is disproportionately 
high. And the rate of households consuming com-
mercial television channels offered in HD quali-
ty and owning a UHD set is also above average 
at 27.6 per cent. Looking at the transmission rou-
te, IPTV households (25.6 per cent) and terrestrial 
 homes (20.6 per cent) feature ultra-high resolution 
receivers. In cable households (19.2 per cent) and 
satellite homes (19.4 per cent), around every fifth 
household has an HDTV receiver at their disposal. 

enced  diversification as a result of Freenet TV Sat 
and  Diveo entering the market. Including HD+, 
three platform providers now offer commercial 
HD channels via satellite. 

Around every fifth household owns a UHD set
Television sets as a trend are clearly going in the 
direction of increasingly better image quality. The 
number of households owning a 4K or Ultra HD 
(UHD) device has increased by more than one 
third compared to last year, with approximately 
every fifth television household (18.8 per cent) in 
Germany owning a UHD-ready television receiver. 
Most content offers in 4K or Ultra HD quality can 
be  enjoyed by customers of pay-TV or VOD offers. 
The number of UHD television sets in households 
that have subscribed to pay-TV (33.2 per cent) or 



Fig. 6

Consumption of television vs OTT consumption (all devices), in per cent
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Part II: Consumption of digital moving images

Nearly everyone can consume moving  
images via the internet
Digital video consumption has become omnipre-
sent by now. Whether it is the computer at work, 
the laptop at a cafe or the smartphone on the bus 
or train, viewers now use every opportunity at any 
time to consume moving images. This is not really 
surprising as the convergence of technology for 

end devices means that nine out of ten people in 
Germany (87.5 per cent) now have the necessary 
equipment for consuming video content via the in-
ternet – and this rate applies across more or less all 
age groups. The rate of internet-ready equipment 
or screens connected to the internet drops below 
90 per cent only for people aged 60 years or older, 
but even among persons aged 70  years and  beyond, 



Fig. 7

Most important device for video consumption, by age groups (in per cent)

Source: Kantar; Basis: 14.776 persons aged 14 – 29 years; 21.199 persons aged 30 – 49 years; 34.470 persons aged 50 years or older
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its downward trend, losing around seven percenta-
ge points while smartphones are gaining in popu-
larity for video consumption. They are now named 
as the most important screen for video use by every 
ninth person questioned (11.5 per cent). The laptop 
(10.2 per cent), desktop PC (8.3 per cent) and tablet 
(5.1 per cent) take up the next places. Unsurprisin-
gly, there are distinct differences in preference by 
age groups: For 14 – 29-year-old viewers, the tele-
vision set still presents the most important video 
device at just under one third (31 per cent), with 
the smartphone (27.2 per cent), the laptop (19.3 per 
cent), PC (12.6 per cent) and tablet (7.1 per cent) 
 following on the next places. 

A closer analysis of the age groups reveals that the 
TV set for the first time no longer takes first place in 
popularity for moving image receivers among the 
youngest viewer age group. Just  under one third 
(32.2 per cent) of 14 – 19 year olds  considers the 
smartphone the most important device for  video 

more than half have the technical end devices for 
continuous video consumption at their disposal 
(Fig. 6). While in comparison a  higher number of 
persons still has access to a television set (95.1 per 
cent) for classical reception, it is  remarkable that 
among persons in the age group 20 – 29 more than 
every tenth person no longer accesses the traditio-
nal transmission routes for television consumption 
but uses OTT services  exclusively. While this does 
not mean that this age group does not consume 
linear television any longer, it implies, however, 
that they use the internet for watching linear TV. 

TV set remains most important  
device for video consumption –  
except for 14 – 19 year olds 
More than half of the population (56.6 per cent) 
consider the television set to be the most impor-
tant device for consuming moving images. As a 
trend, the relevance of the television set continues 
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just under three quarters of the population (74 per 
cent) to two thirds (64.5 per cent). Over the same 
period the number of consumers stating that they 
predominantly resort to non-linear offers such as 
video on demand content or content they recor-
ded themselves has gone up from 16.2 per cent 
to 26.8 per cent. Users of non-linear content are 
aged 33 years on average, and are thus considerab-
ly younger than people primarily watching linear 
content offers (on average 56 years of age). And in 
fact, only a little more than one quarter (25.5 per 
cent) of people aged less than 30 years stated that 
they mainly watch linear content, while two thirds 
(64.3 per cent) primarily resort to broadcasts they 
recorded themselves or to VOD offers. Among vie-
wers aged more than 50 years the opposite can 
be noted with linear consumption still the pre-
ferred mode of video consumption for more than 
four fifth of the population, irrespective of a slight 
 decline (see Fig. 8). 

For the first time, older viewers spend  
less time watching classical TV 
When asked how much time viewers spend on 
 video consumption overall, those questioned rated 
traditional television consumption highest at an 
average 60.5 per cent. By population average, more 
than one quarter (25.5 per cent) of the  video time 
budget is spent on consuming VOD offers while 
live streaming makes up 6.2 per cent of the time 
budget, and content recorded by viewers them-
selves takes up 5.8 per cent. The clear  distinctions 
between the various age groups persist: Younger 
 consumers aged between 14 and 29 years spend 
most of their time (59.4 per cent) for video on 
 demand consumption with traditional televisi-
on filling just under a quarter of the time spent 
on video consumption overall. Among the age 
group 30 – 49, traditional television watching still 

consumption. The TV set is named top by a little 
more than a quarter of this age group (25.7 per 
cent), and is thus only runner-up. Among viewers 
aged 20 – 29 years, the opposite applies with the TV 
set being named as the most important device for 
video watching by a little over one third (33.6 per 
cent) while the smartphone here reaches only 
second place ( just under one quarter or 24.8 per 
cent). The age group 30 – 49 shows a relatively even 
picture with the preference being clearly placed 
on the TV set (55.7 per cent) and the smartphone 
being the most important device for moving image 
consumption only for approximately every ninth 
person (11.6 per cent); the laptop at 10.3 per cent 
follows with very little margin while the PC (8.0 per 
cent) and the tablet (6.5 per cent) only rank in the 
middle field. Among viewers aged 50 years or older, 
more than two thirds (68 per cent) prefer the tele-
vision set while the smartphone only plays a minor 
role for this section of the population, with just 
4.7 per cent of consumers in this age group rating 
the smartphone the top screen for video watching.

Trend for delinearisation continues  
across all age groups
The offers for non-linear moving image content 
has continually increased over the last few years: 
Not only did the number of VOD providers expand 
last year, but the media libraries of the television 
broadcasters as well as the on demand content of-
fered by platform operators was also extended and 
upgraded. The possibilities of consuming  television 
content or other video material independently of 
place or time have thus multiplied. The develop-
ment of the consumption of moving images also 
reflects this trend: Over the last four years, the 
number of people stating that they primarily use 
linear offers for moving images such as classical 
television or online live streams has dropped from 



Fig. 8

Consumption of linear vs non-linear video consumption by age groups (in per cent)

Source: Kantar; Basis: 70.445 million persons aged 14 years or older in Germany; 14.776 persons aged 14 – 29 years;  
21.199 million persons aged 30 – 49 years; 34.470 million persons aged 50 years or older
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Every second viewer regularly  
resorts to OTT offers
More than half (54.2 per cent) of people aged 
14  years or older in Germany watches video  offers 
transmitted via the internet at least once a month. 
This corresponds to 38 million people. A little  under 
half (46 per cent) uses the TV set (smart TV or 
 connected TV) or a computer (PC or laptop; 45 per 
cent) for doing so, while the smartphone is used 
by more than one third of viewers (34.2 per cent), 
with the tablet being resorted to by around one 
quarter (23.5 per cent). Analysed by type of content, 
video on demand offers clearly dominate with just 
under half (49.5 per cent) of people aged 14  years 
or older in Germany using them regularly, i. e. at 
least once a month. Almost one third (28.9 per 
cent)  regularly consumes live streaming offers. 

 dominates but now accounts only for a little more 
than half the time spent on average. In the age 
group 50 plus, traditional television is still clearly 
in the lead, but going down for the first time. 

This confirms the continued tendency of a clear 
shift from traditional television consumption to 
VOD use. Traditional TV consumption has gone 
down by a good ten percentage points since 2016 
as an average of the population while VOD use 
 increased by the same rate of ten percentage 
points over this period. Time spent on consuming 
live streaming offers also went up slightly over the 
preceding years. As a new development,  traditional 
television watching among viewers aged 50  years 
or older went down slightly for the first time while 
time spent on VOD consumption and live strea-
ming usage experienced a market  increase also 
among older viewers (see Fig. 9). 



Fig. 9

Linear vs. non-linear video consumption by age (in per cent)
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Media libraries of TV broadcasters almost on 
par with YouTube – commercials increase 
share above all
The growth in the VOD sector is also mirrored by 
the rising numbers for VOD consumption. All VOD 
offers are now used by more people than last year. 
In top position are still the video portals – two out 
of five people in Germany aged 14 years or older 
(39.8 per cent) resort to the offers available via 
 video portals with YouTube being way upfront. 
This corresponds to more than 28 million peop-
le. The media libraries of the television broadcas-
ters are equally popular and have caught up to 
 YouTube except for around one percentage point. 
The  media  libraries offered by public-service tele-
vision are used by more than one third (35.6 per 
cent) of viewers, while the media libraries opera-
ted by the commercial broadcasters have gained 
in excess of seven percentage points compared to 
last year, with their contents now used by around 
every fourth person (23.6 per cent). 

The offers of streaming services available for pay-
ment are also attracting viewers. They are used 
by 37.5 per cent of people aged 14 years or older 
in Germany at least rarely – this presents a rise of 
eight percentage points compared to the previous 
year. The majority of VOD users consume video of-
fers provided by Netflix and Amazon Prime Video. 
Both services are used by approximately a quarter 
of people aged 14 years or older, while DAZN and 
Eurosport-Player as comparatively new thematic 
offers have now also established solid positions in 
the video market (see Fig. 11). 

VOD goes towards TV sets and longer formats
More than two thirds (70.1 per cent) of regular VOD 
consumers watch this content (also) via a television 
set connected to the internet. About half (50 per 
cent) use the PC or laptop while more than one 
third (39.2 per cent) consume video on demand 
content with their smartphones. Tablets are the 
preferred screen for about a quarter (24.9 per cent) 
of viewers regularly consuming VOD content. As 
a tendency the TV set connected to the internet 
 appears to replace the PC/laptop more and more. 
The number of people stating that they regular-
ly watch VOD content via their PC or laptop went 
down by 22 percentage points compared to the 
year 2015. The number of consumers watching 
VOD via their TV set increased by the same rate of 
22 percentage points over the same period. Irres-
pective of that, the long-term trend also reveals 
that more and more consumers regularly watching 
VOD content use the screen of the smartphone for 
doing so (plus 16 percentage points).

The type of screen used is also a decisive factor as 
regards the duration of content being consumed. 
Three quarters of regular VOD consumers state 
that they largely watch entire broadcasts via their 
smart TV set; by contrast, the smartphone is used 
more for clips or parts of offers by half of the vie-
wers, and only one third stated that they watch 
entire programmes this way as a rule. The trend 
tends to go in the direction of longer formats – all 
screens are used more frequently than five years 
ago for consuming entire VOD programmes via the 
internet (see Fig. 10). 



Fig. 10
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media libraries of the commercial broadcasters are 
resorted to by almost every second viewer (44.8 per 
cent) in the process; they are thus only narrowly 
beaten by video consumption via social networks 
(51.8 per cent). Among the streaming services, 
 Netflix clearly dominates the category with more 
than two thirds (68.3 per cent) using the offers of 
the Los Gatos-based company. Direct competitor 
Amazon Video is the choice for around half of the 

Streaming services still top among  
younger consumers
VOD offers are particularly popular among younger 
consumers: In the age group 14 – 29 years,  almost 
twice as many people use VOD offers than the ave-
rage. Eight out of ten people of this age group  resort 
to streaming services (79.6 per cent) or video por-
tals (79.1 per cent), while two thirds (63.9 per cent) 
consume content available via  media  libraries. The 
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sume live streaming offers at least once a month 
do so with the help of their computer. Increasingly, 
the television set connected to the internet is used 
for this activity. More than half (55.3 per cent) of 
regular consumers of live streaming  offers stated 
that they used their television set for this activity. 
A smaller number (42.6 per cent) use the smart-
phone for this activity while well over a quarter of 
OTT live streaming consumers also use the tablet 
(26.8 per cent). 

About 17.902 million people in Germany watch live 
streaming offers via the internet at least on occa-
sion. The figure has gone up by well over four mil-
lion compared to last year and corresponds to 25.4 
per cent of the total population. When  analysing 

regular VOD viewers in this age group, thus ranging 
behind the offers of the public-service media lib-
raries (56.8 per cent), but still ahead of the media 
libraries of the commercial television broadcasters. 
Top position among these offers continues to be 
held by YouTube; the video portal is used by 79 per 
cent of people aged between 14 and 29 years. 

Live stream consumption on the up
Many traditional television broadcasters and other 
service providers complement on-demand offers 
by making their linear offers available online in the 
form of live streams. Unlike VOD consumption, live 
streams are consumed predominantly via the PC or 
laptop. Well over 60 per cent of viewers who con-
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Apart from the linear services provided by the tradi-
tional television broadcasters, intermediaries and 
other providers also make live streaming available 
via the internet. Among services available is the live 
offer provided by YouTube which is used by 15 per 
cent of the population. Social  networks  including 
Facebook or Twitter (7.6 per cent), internet- only 
television providers (7.2 per cent) or  gaming plat-
forms such as Twitch.TV (5.4 per cent) are among 
them. A third category to be identified are pay-TV 
offers available as OTT content; they  include the 
offers of pay-TV broadcaster Sky and the thematic 
sports offers provided by DAZN and Eurosport Play-
er. Pay-TV offers are used by a good 10 per cent of 
people aged 14 years or older in  Germany. 

 consumption by types of offer, we found that 
17.9 per cent of people aged 14 years or older in 
Germany consumed the content offers of the tra-
ditional television broadcasters transmitted via the 
internet with the “direct” live stream of the servi-
ces being used most frequently. Apart from the TV 
services, OTT platforms also bundle the TV content 
offers. Here, a distinction can be made between 
(1) independent OTT platform providers including 
Zattoo or Waipu.tv which aggregate their own of-
fers – these offers are used by 5 per cent of people 
in Germany – and (2) traditional TV platform pro-
viders such as Vodafone, Telekom or Unitymedia. 
These providers transmit their platform offers addi-
tionally via the open internet, thus either reaching 
new customers or providing mobile TV consump-
tion or multi-room solutions to their traditional 
television customers (3 per cent of people aged 
14 years or older). 
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last year. More than one quarter (26.2 per cent) 
use such systems at least on occasion while every 
eleventh consumer (8.9 per cent) stated that they 
use them frequently. Among the 27 million users 
of recommendation systems, more than eight out 
of ten people use systems which give tips on the 
basis of their viewing habits – i. e. on the basis of 
algorithms – (85.8 per cent); some three quarters 
use curated recommendations (73.8 per cent) or 
recommendations based on the viewing habits of 
other viewers (72.8 per cent). 

As was to be expected, recommendation systems 
are used above all by younger consumers – while 
just under three quarters (73.3 per cent) of viewers 
aged between 14 and 29 years have experienced 
such systems, the rate among 30 – 49 year olds is 
only around half (47.5 per cent). And among the 
age group 50 plus, only around every fifth person 
(18.3 per cent) has used automated recommenda-
tion systems once. 

Conclusion
The completion of the digitisation of  television 
transmission finalises a process which was 
 accompanied by a range of developments and 
innovations in the television and video sectors. 
The  dynamism which digitisation brought about 
reaches way beyond the purely technical opti-
mising of transmission efficiency. Viewers today 
can enjoy an endless choice of digital television 
services in SD, HD or UHD standard. Resorting to 
the time-shift or replay functions or cloud-based 
 recording functionalities, they can determine 
 autonomously which content they want to consu-
me at what time and in which place. In this scena-
rio, IP-based  networks gain increasingly in relevan-

User surfaces steer findability
The design of the user surface of an end device 
and of video apps plays a key role for the findabili-
ty of programme content in particular for the use 
of OTT offers. Similar to the TV broadcaster listings 
on traditional television, the user surfaces basically 
determine whether and how easily offers such as 
the live stream or the media library of a televisi-
on broadcaster or another offer can be found and 
used by viewers. Around 18.724 million people in 
Germany are using OTT offers via their smart TV 
set. About two thirds (65.1 per cent) of them  resort 
to the apps or the surface of their smart TV set for 
doing so. 

It is the apps of streaming services that are mostly 
used to this end (69.1 per cent of viewers  regularly 
consuming OTT content via the apps on the sur-
face of the smart TV set), media libraries (52.4 per 
cent) and video portals (51.6 per cent). Listed 
by type of offer, YouTube (51.4 per cent), Netflix 
(48.8 per cent) and Amazon Prime (24.6 per cent) 
lead the popularity league among users of smart 
TV; they are followed by the media library apps 
of public- service broadcasters (41.6 per cent) and 
commercial channels (23.1 per cent). Key for the 
success of a video app is its pre-installation on the 
surface of the smart television set. After all, more 
than half (51.6 per cent) of regular OTT consumers 
using their smart TV for this purpose do not  bother 
to adapt the surface or the app available on their 
 television set. 

Apart from user surfaces, recommendation 
 systems can also exert considerable influence as re-
gards the findability of VOD content or live streams. 
More than one third (38.6 per cent) of  people aged 
14 years or older in Germany have already used 
edited recommendation systems; this is equiva-
lent to an increase of six percentage points over 
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The developments raise new issues and challen-
ges – findability and non-discrimination, especially 
with a view to the various apps and user surfaces – 
all turn into key questions for media pluralism. At 
the same time, the question arises whether and 
how the differing intensity of regulation between 
linear and non-linear offers can be upheld. A lot of 
things are continuing to move, and the report on 
video digitisation continues to serve as an indis-
pensible source of data and information – for both 
the industry and regulation alike. 

ce both as back-up and as return channels for OTT 
offers, but also as independent routes of distribu-
tion for  television services or other video content. 

The data of this report on digitisation delivers 
clear proof of this development: More German 
 television households have already (also) connec-
ted their  television set to the internet than to a 
cable  network or a satellite antenna; the number 
of cord cutters, i. e. consumers foregoing traditional 
routes of transmission – is on the increase. At the 
same time, mobile and smart end devices gain in 
importance for video consumption. Most impor-
tantly in the youngest age group (14 – 19 years), the 
smartphone has by now overtaken the television 
set as a video screen, and among 20 – 29- year-olds, 
more than every tenth viewer does no longer  access 
 television in the “traditional” way. VOD consump-
tion continues to go up even in the age group 50 
plus. Live streaming offers of video providers via 
the internet also increases, even though this is still 
at a comparatively modest level. The market reacts 
to the changes in consumption patterns with all 
major platform and content providers now making 
a comprehensive VOD offer available. Cable and 
IPTV providers including Vodafone and Telekom 
also transmit their own content packages across 
the open internet, thereby entering into competiti-
on with internet-based TV platforms such as  Zattoo 
or Waipu. And the service providers are forming 
successful new alliances as demonstrated by the 
platform joyn which started only recently. 
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This study was conducted by Kantar Media  Research 
on behalf of the German media  authorities with 
the participation of Media Broadcast, SES/Astra 
Deutschland and Vodafone. For the first time this 
year, the study comprised a mix of  methods invol-
ving telephone interviews and online interviews.

Telephone interviews still present a highly relevant 
survey method for establishing valid and represen-
tative data that are suited as a basis for projec-
tions or other purposes. The increasing difficulty 
of  reaching consumers, especially in the younger 
target groups, however, constitutes a challenge 
as regards methodology. Online-supported web 
interviews, on the other hand, are gaining in rele-
vance more and more, and in the framework of the 
report on digitisation, web interviews also provi-
de an  adequate means as the content and topics 
 discussed are widely found among the sections 
of the population with a greater affinity to the 
 internet (e. g., the consumption of content OTT). 
In order to take account of this fact and to adequa-
tely represent the younger target groups,  online 
interviews were integrated into the samples for 
the first time this year. Only a small part of the 
sample (16 per cent) was collected online in the 
2019 survey.

Telephone interviews
As in the preceding years, the telephone interviews 
employed computer-assisted telephone interviews 
(CATI). For better accommodating the increased 
percentage of persons exclusively or mostly availa-
ble via mobile phones, the survey was conducted 
via so-called dual-frame telephone interviews, 
i. e. as a combination of landline telephones and 
 mobile phones (80 versus 20 per cent). The selec-
tion was based on the telephone random sampling 
system for fixed-line phones and mobile phones 

used by the association of German market research 
institutes (“Arbeitsgemeinschaft der deutschen 
Marktforschungsinstitute”, ADM). 

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

Online survey
The German-language online population presen-
ted the overall population basis. Online surveys 
are permissible from age 16 only; since persons 
aged 70 years or older are very difficult to reach 
by  means of online panels, the online sample was 
limited to persons aged between 16 and 69 years.

The participants were recruited with the help of 
an online access panel. They include panel mem-
bers who are invited to participate in surveys based 
on specific criteria guiding recruitment. A quota 
 system was applied for the sample using target 
specifications for the online population based on 
the radio survey conducted by Media Analyse (ma). 
The overall population basis for this year compri-
ses 40.350 million households. Of these, 95.4 per 
cent have at least one television set at their dis-
posal. These 38.491 million television households 
form the basis for the results concerning television 
 reception. The survey was conducted during the 
period 06 May – 15 July 2019.

Methodology
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Methodology

Bifurcation of the survey  
since the 2018 report on digitisation 
The data for video and radio were raised using a 
joint questionnaire until and including the 2017 
report on digitisation while in 2018, the report was 
split into a video and a radio survey for the first 
time. The comparability of the results with previ-
ous years and the valid extrapolation of the exis-
ting time series was ensured for the video section 
by maintaining the established structure of the 
questionnaire. A test study conducted in parallel 
with the survey for the 2017 report on digitisation 
showed that the change of methodology does not 
cause any significant deviations in the results. 

Sampling and number of cases 
The 2019 survey is based on a net number of 7,083 
interviews comprising 5,923 telephone interviews 
and 1,160 online interviews. Until the 2012 report 
on digitisation the person in a household with 
whom the interview was conducted was the per-
son  stating that they knew best about television 
reception. In line with the last six years, for 2019 the 
interviewee was selected at random; this allows for 
information on personal media consumption. The 
overall basis relating to persons interviewed com-
prised 70.445 million persons aged 14 years or older.

Similar to previous years, the interviews were 
conducted disproportionately to warrant a suf-
ficiently solid minimum basis for each German 
state. At least 200 interviews were conducted 
for each state. For separately showing the results 
relating to  states with a smaller population, the 
number of interviews conducted was increased 
to 500  interviews at the request of a number of 
media  authorities. The disproportionality was sub-
sequently balanced during weighting for obtai-
ning representative  results on a “total” basis for 

all  persons or households respectively. Availability 
via telephone has been going down for years espe-
cially among the age group 14 – 29 years; this issue 
cannot be remedied even with a sample involving 
availability via mobile phones. For this reason, a 
partial sample specifically relating to persons aged 
14 – 29 years was carried out to increase the share 
of this age group in the net sample. In households 
including more than one person in this age group, 
one of the persons aged between 14 and 29 years 
was selected at random.

The two sampling frames (landline and  mobile 
 telephony), the “14 – 29 age group interviews” 
and the online sample were merged by design 
weighting to obtain a representative picture of 
the  population.

Definition and surveying  
the routes of transmission
For the main receiver in the household, all routes 
of transmission were established. All further tele-
vision receivers available in a household over and 
above the main set were summarised as was the 
case in the previous year. Households consuming 
television with the first receiver, second or further 
sets both terrestrially and via satellite were coun-
ted for both infrastructures when establishing the 
routes of transmission. With several households 
using more than one mode of reception, the sum 
total exceeds 100 per cent. 
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As of year-end 2018, only 6.6 per cent of TV  homes 
in Europe remain analogue, compared to 7.1 per cent 
the previous year; this translates to 93.4 per cent 
of TV homes in the region being digital (compared 
to 92.9 per cent on year-end 2017).  Simultaneously, 
HD continues to experience growth: 59 per cent 
of TV homes are currently  enjoying HD content, 
up from 57 per cent in Year-End 2017. High-defi-
nition television (HDTV) has now become the 
 broadcasting standard and SDTV is gradually be-
coming a thing of the past as end users are loo-
king for a better picture quality. At the same time, 
viewers demand more flexibility in terms of video 
consumption: TVs are becoming smart and con-
nected, linear and non-linear video consumption 
happens now on both TV set and other devices, be 
it tablets, smartphones, PCs, etc. 

All these trends on the European television market 
in 2018 are underlined by the data collected in the 
annual Satellite Monitor survey conducted by SES 
which monitors the progress of TV reception within 
the footprint of the European SES satellite fleet.1

Status of digitisation in Europe
At the end of 2018, digitisation of European TV 
households had increased from 92.9 per cent 
(2017) to 93.4 per cent at present. Expressed in 
the number of households in Europe, 258.3 of 
the 275.2 million TV homes now have digital TV 
reception resorting to one of the four modes of 
reception (satellite, cable, DTT, IPTV and/or DSL-
TV). Compared to the end of 2017, the number of 
analogue TV  homes decreased by 1.6 million, now 
only 18.1  million remain to be switched to digital 
TV reception. 

1 For the purpose of the SES Satellite Monitor study Europe is 
 defined as: Algeria, Austria, Belarus, Belgium, Bosnia, Bulgaria, 
 Croatia, Czech Republic, Denmark, Estonia, Finland, France,  Georgia, 
Germany, Greece, Hungary, Ireland, Italy, Latvia, Lithuania, Luxem-
bourg, Moldova, Morocco, the Netherlands, Norway, Poland, Portu-
gal, Romania, Serbia, Slovak Republic, Slovenia, Spain, Sweden, 
Switzerland, Tunisia, Turkey, Ukraine, and the  United    Kingdom

Digital TV reception in Europe 
on the road to success 
Barely 6 per cent of European TV homes remain analogue  
as of year-end 2018
Ricardo Topham
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High-definition television once again proved to be 
the driver of digitisation. HDTV has continued to 
grow, thus offering one of the key benefits of di-
gital television reception: 162.4 million TV  homes 
are enjoying HD at present, corresponding to 59 per 
cent of all TV households. This includes 65.5 mil-
lion satellite homes placing satellite at the top 
spot of the audience reach of HDTV platforms. The 

share of HDTV households among  satellite  homes 
has reached 60 per cent. A further 36.5 million 
households receive their HDTV channels via digital 
cable, 31.1 million via DTT and 29.2 million via IPTV. 

Infrastructure progress
In the course of this development, the share of digi-
tal households related to the various transmission 
modes did not see any major changes:

The market share of 42.1 per cent puts satel-
lite at the top of the digital reception league 
with 108.3 million households, followed by DTT 
at 59.6 million households (corresponding to a 
 market share of 23.2 per cent) and digital cable at-
tracting 51.1 million households (19.9 per cent of the 
total) while IPTV brings up the rear with 38.2 milli-
on (14.8 per cent). 

The remaining 18.1 million analogue TV homes in 
Europe are shared between cable (13.2 million) and 
terrestrial (4.9 million). 



Fig. 3

Modes of TV reception among analogue TV homes in 
Europe at Year-End 2018

Source: SES Satellite Monitor Year End 2018
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In nine European countries digitisation has reached 
or is nearing completion: Austria, Croatia, Finland, 
France, Ireland, Italy, Spain, Switzerland, and the 
UK. A further eleven countries rank above the Eu-
ropean digitisation average of 93.8 per cent and are 
thus well en route to full digitisation while sixteen 
countries surveyed rank below the average level of 
digitisation. This is the case mainly for markets in 
Eastern Europe where both the cable networks and 
the terrestrial infrastructure are lagging behind. 

The difference between Western and Eastern Euro-
pe can also be noted when analysing HDTV: 120.8 
of 162.4 million HD homes are located in Western 
Europe, corresponding to 75.9 per cent of all TV 
households in the respective region; the 41.6 mil-
lion HD homes in Eastern Europe correspond to 
a regional share of 62.4 per cent. A similar pic-
ture emerges when looking at satellite reception: 
40.0 million satellite HD households in Western 
Europe (75.9 per cent of satellite homes overall) 
compare with 12.0 million satellite HD households 
(or 62.8 per cent) in Eastern Europe. 

Ultra HD is emerging
Consumers are looking for better picture quality 
and, while the transition from SD to HD continu-
es, Ultra HD is emerging both in terms of TV sets 
and TV channels.

At Q2 2019, almost 150 TV channels are broadcast 
via satellite in Ultra HD worldwide. Over 50 of 
them are hosted on SES satellites serving mainly 
the  European and North American markets.

69.9 per cent of the German TV homes have  already 
heard about Ultra HD (compared to 63.4 per cent 
at year-end 2017). This is well above the European 
average of 52.3 per cent.

The majority (13.2 million) of analogue homes 
receives its television via cable, which equates 
to 20.6  per cent of cable homes across Europe 
still awaiting digitisation. Regarding terrestrial, 
92.4 per cent of homes now receive digital tele-
vision providing an extended 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 Euro-
pe, 98.7 per cent of TV households have already 
gone digital whereas in Eastern Europe, digitisation 
has only reached 78.3 per cent to date. The regio-
nal discrepancy is also evident when comparing 
the status of cable homes: 93.0 per cent of cable 
households in Western Europe are digital versus 
56.8 per cent in Eastern Europe. The difference is 
even more marked for terrestrial reception: while 
in Western Europe virtually all terrestrial TV homes 
use DTT (99.1 per cent), the rate in Eastern Europe 
is 70.9 per cent. 
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Fig. 5

Percentage of HDTV among satellite homes (per country)

Source: SES Satellite Monitor Year End 2018
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Satellite leads the way among the UHD-ready 
 homes (homes owning an Ultra HD screen).  Almost 
half of the Ultra HD ready homes (47.8 per cent) in 
Europe are satellite homes. 

In terms of ownership, 11.9 per cent already own 
an Ultra HD TV screen, slightly above the European 
average of 11.2 per cent.

The number of Ultra HD screens in Europe has 
gradually increased over the past years, reaching 
28.6 million in 2018. As of the end of 2018, 11.2 per 
cent of European homes are already equipped 
with an Ultra HD screen, a trend that is expected 
to  continue over the next years.
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 popular and is now enjoyed by 22 per cent of TV 
 homes in Europe. OTT is here to stay, providing 
complementarity to traditional TV viewing. The 
number of OTT-only TV homes, this is, TV  homes 
using only OTT at their main TV set remains negli-
gible in Europe: approximately 1 million TV  homes 
are only using OTT to watch TV. All in all, SES 
 Satellite Monitor data suggests that cord- cutting 
is a  phenomenon that is marginal in Europe, if not 

The rise of OTT in Europe
Consumers watch high quality TV on their large 
screens while they use complementary offers, 
 including on-demand services, on other platforms 
and alternative screens. 

OTT offers a great variety of video content. End-
users can either watch live web TV on any device, 
such as TV programs at the same time as they are 
broadcast on the “traditional” television set. 

They can also watch programs over the inter-
net on demand, derived from the broadcasters’ 
 media  libraries, from VOD providers such as Netflix 
or Amazon, from video-sharing websites such as 
YouTube or through social networks, just to name 
a few examples.

Despite the emergence of OTT services such as 
 Netflix and Amazon in the past years, the propor-
tion of TV homes over the total number of homes 
in Europe has marginally decreased: 1.4 percen-
tage points from year-end 2014 to year-end 2018. 
Findings of the SES Satellite Monitor surveys show 
that European consumers use OTT to complement 
their traditional TV offers.

At year-end 2016, for the first time, SES Satel-
lite Monitors research included the OTT lands-
cape: 19 countries were surveyed regarding OTT; 
 following expansions in year-end 2017 and year-
2018, a total of 28 countries are being surveyed, 
representing a sample of 249.5 million homes. Out 
of them, 135.2 million/54.2 per cent claimed that 
they consume OTT on any device.

Looking in more detail at the trend of OTT usage 
at the TV set for those homes with a “classic” TV 
 reception mode (satellite, cable, terrestrial, IPTV), 
the trend is clear: OTT is becoming increasingly 



Fig. 8
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Homes viewing OTT have a slight preference for 
consuming non-linear video content (86 per cent) 
rather than linear (73 per cent). 

The trend that we see here is a diversification of the 
video offer: people favour flexibility, to use  different 
screens and different forms of consumption at the 
same time.

When it comes to paying for OTT services or to 
using them for free, a large majority of consumers 
(71 per cent) prefer enjoying the OTT services availa-
ble for free only. Just over a quarter pay for certain 
services in addition (26 per cent).

close-to non-existent: consumers in this region 
have access to plenty of free-to-air TV offers and 
use OTT to complement these.

OTT consumption is well-established on a variety 
of devices, but non-TV devices are by far the most 
popular (59 per cent), 30 per cent use both TV sets 
and non-TV devices, and a mere 11 per cent of ho-
mes use only the TV for this. This highlights the 
complementarity of OTT to traditional linear TV. In 
almost two-third of the cases OTT is consumed on 
non-TV devices and in another quarter TV sets and 
non-TV devices are used interchangeably.



Fig. 9
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Fig. 10

OTT-Konsum auf sämtlichen Geräten 

Source: SES Satellite Monitor Year End 2018
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Conclusion and outlook
As of year-end 2018, barely 18 million TV homes 
remain analogue. These homes will sooner rather 
than later switch to digital television infrastruc-
ture. HDTV will continue to act as a key  enabler 
and driver for digitisation in the near future.  Ultra 
HD / 4k, with four times the picture resolution 
of HDTV, is gaining traction in the more advan-
ced TV markets across Europe. The availability 
of  Ultra HD channels is continuously increasing, 
whether via SES satellites or elsewhere. While pic-
ture  quality remains at the forefront in terms of 
viewing  experience for the end consumers, they 
also value enjoying a wider offer of video content 
from the internet on a variety of devices (smart 
TV,  mobile devices, etc.). The complementarity of 
OTT to t raditional linear TV allows an even grea-
ter diversification of the video offer: the end user 
can use different screens and different forms of 
 consumption simultaneously.
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Platform regulation as laid down in German 
broadcasting law aims at securing equal  access 
to networks and platforms and at ensuring that 
broadcasting offers can be found by viewers. The in-
frastructures of the networks and the user  surfaces 
are to be found in a central position  between the 
broadcasters and the viewers, and can potentially 
impact access to the audience for the broadcasters 
and thus ultimately affect the free  formation of 
opinion. This scenario necessitates an independent 
institution regulating this sector. 

Ensuring findability on user surfaces
User surfaces, electronic programme guides (EPG 
in short), navigators or listings show the con-
tent available, allowing direct access to content 
for a viewer. The media authorities ensure equal 
opportunities and non-discrimination for all 
broadcasting content to be found via these sur-
faces. This comprises, among other things, that 
differing  providers offering the same category of 
content are listed in a comparable fashion. The 
 criteria  adopted by platform providers for listing 
 content are  published on the website of the  media 
 authorities to help  making this transparent. The 

empirical  survey  conducted in the framework 
of the report on  digitisation proves that pre-set 
 listings still have considerable importance. At the 
same time, the relevance of app portals provided 
on smart TV sets is enjoying a noticeable increase.

Regulation at present applies only to the user 
surfaces provided by platform operators. For 
this  reason, the media authorities advocate an 
 extension of regulation to cover all user surfaces 
 including, among others, smart TV sets, home 
screens or  set-top boxes which present an over-
view of all broadcast services available and allow 
individual services to be accessed directly.

Ensuring equal access to platforms
With the scarcity of transmission capacities 
 having come to its end, the must-carry provisi-
ons have  somewhat shifted out of focus. In turn, 
the  economic terms applying to content distri-
bution are gaining considerable relevance as the 
significance of HDTV increases and the platform 
operators now market HD content. The structure 
of the payment schemes must pass the criteri-
on of plurality of opinions. The media authorities 

The remit of the 
media authorities 
 regulating platforms
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Accompanying the process of transforma-
tion  – the media authorities as moderators
The progress of technology results in changes 
of the broadcast transmission infrastructures at 
 irregular intervals. The media authorities have 
been accompanying these processes of transfor-
mation for several years already. They are involved 
in the switchover to the new terrestrial  television 
standard DTT2 HD procedure which will continue 
until 2019 in some areas; in this process the  media 
authorities moderated a Round Table of the  major 
television groups and the association of commer-
cial broadcasters (VPRT) to ensure a joint approach. 
The communication policy in  particular necessita-
ted a thorough exchange of views and positions 
in advance of informing the general  public and 
the experts.

In the context of the impending switch-off 
of  analogue cable transmission the media 
 authorities initially conducted several meetings 
with the  industry seeking to develop a joint line 
from the  differing positions of content providers, 
network operators and the housing industry. 
The Round  Table on the switchover of cable from 
analogue to digital transmission now  provides a 
 platform for all players involved to determine the 
 concrete  conditions for the switchover. The data 
in this  report on  digitisation outline the  aspects 
that need to be taken into consideration for a 
 consumer-friendly  switchover.

 verify  whether comparable offers are distributed 
at comparable terms on the basis of the contrac-
tual  agreements reached between broadcasters 
and platform  operators.

Alongside the traditional routes of  transmission, 
OTT platforms are becoming more and more 
 important, permitting audiences to access broad-
cast offers and comparable video content; this is 
shown in the facts and figures section of the report 
on digitisation. In this context the media authori-
ties also pay attention to the developments in po-
litics and media legislation as regards net neutra-
lity. Here, too, plurality commands that individual 
 offers are not granted preferential treatment.

Transparency and cooperation
For the media authorities, transparency in the 
broadcasting sector constitutes a key objective. 
To this end, they regularly go public organising 
events and issue publications including this report 
on digitisation; they offer information and con-
duct debates on topical issues. Platform regulati-
on is handled in the Commission on Licensing and 
 Supervision (ZAK) of the media authorities. Along-
side this  cooperation of the media authorities 
among themselves, the regulators also exchange 
views and  positions with the Federal Network 
Agency and the Federal Cartel Office.  Regarding the 
 introduction of DTT2 HD, for instance, the issue of 
 cooperation among market players was discussed 
with the Federal Cartel Office while the necessary 
 capacity requirements were developed jointly with 
the Federal Network Agency and the German sta-
tes. This well-established cooperation should now 
be underpinned by a stronger legal provision, thus 
attributing the appropriate relevance to securing 
pluralism in the process.
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This issue of the report on digitisation celebrates the 15th anniversary of its publication. 
Over the period of these 15 years, the research covered in the report on digitisation has 
advanced just as much as has technological innovation in the sector of the media. Along-
side the progress of transmission infrastructures for broadcasting content, the report 
also covers the changes in the consumption of moving images and includes data on the 
end devices used as well as the trends of usage, be it for traditional linear television or 
video on demand offers. Regarding the findability of broadcast content, the user surfaces 
provided on end devices and the pre-installed apps play a major role as they form the 
entry gate via which content providers deliver their ware to the viewers. The number of 
so-called „cord cutters“ turning their backs on the traditional routes of transmission is 
growing – for the time being, though, it is still a minor factor in the market overall.

The presentation of our research results in this report on the digitisation of the  video 
market is complemented by a look back over the past 15 years. The review highlights 
the major changes in the media sector and the approach the media authorities have 
adopted for dealing with it. And developments in Europe are again detailed in a compa-
rative section of the report: Which course is the digitisation of TV households and HD 
reception taking in other countries? With their research and this publication, the  media 
authorities document the latest trends of media consumption, acting as moderators and 
partners of the media industry. 

The digitisation reports are available on our website 
www.die-medienanstalten.de.

https://www.die-medienanstalten.de/
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