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PENETRATION OF PREMIUM PAY TV SERVICES IN OTHER EUROPEAN COUNTRIES 

1. Sky has indicated in its previous submissions that penetration of premium pay 
TV services in the UK is likely to be high compared to other European countries.  
In its submission to Ofcom of September 20081, Sky urged Ofcom to investigate 
this issue itself, which Ofcom has subsequently not done.  Accordingly, the 
purpose of this brief note is to present evidence on this issue to Ofcom. 

2. As set out in Table 1 below, the available evidence confirms Sky’s view that 
penetration of premium pay TV services in the UK is high compared to other 
European countries.  This finding is relevant to various aspects of Ofcom’s 
inquiry.  In particular, it contradicts Ofcom’s view that (a) prices for services 
that include Sky’s premium pay TV channels are excessive, and (b) Sky restricts 
the distribution of its premium pay TV channels in such a way that creates 
significant unmet demand for those channels.  It is highly improbable that the 
penetration of premium pay TV services would be as high as it is in the UK if 
either of these views were correct.  Instead, this evidence strongly supports 
Sky’s views that (a) it has a strong incentive to distribute its premium channels 
as widely as possible, and (b) the UK pay TV sector delivers positive outcomes 
for consumers. 

Table 1 
 
Estimates of penetration of premium pay TV services 
In France, Germany, Italy, Spain and the UK 

 
France 21.6% 
Germany 6.1% 
Italy  18.2% 
Spain 13.0% 
UK [CONFIDENTIAL]

 
3. As set out in greater detail at Annex 1, issues associated with the lack of 

publicly available data mean that the estimates for other countries represent 
upper bounds for penetration of premium pay TV services in those countries; 
the true values for penetration are likely to be somewhat lower than the 
estimates in Table 1.    

                                                 
1  ‘Sky’s response to further submissions by the Complainants”, September 2008. 
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4. Ofcom appears to accept that penetration of pay TV services generally (i.e., 
including premium and basic-only packages) in the UK is higher than in other 
European countries.  In its Second Consultation Document, Ofcom stated: 

“we broadly agree that pay TV penetration in the UK is relatively high 
compared to other European markets, although it is lower than in the US.”2  

5. It is important to note that, as the evidence above indicates, this is the case in 
relation to premium pay TV services, not just pay TV services generally. 

6. Ofcom, however, then sought to downplay the relevance of evidence on 
comparative penetration of pay TV services to its inquiry.  Ofcom stated: 

“However, the relatively high level of penetration in itself is not sufficient to 
assume that the competitive conditions in the market are working such that 
there is no consumer detriment.” 3 

7. That is a spurious argument for two reasons.  First, the complete absence of 
consumer detriment is an inappropriate basis for judging “competitive 
conditions in the market”.  It is likely to be possible to point to consumer 
detriments in highly competitive markets.  Ofcom appears to fail to reflect in its 
analysis the advice cited in its own guidance on impact assessment that “no 
market ever works perfectly”4. 

8. Second, it is self-evident that no single piece of evidence “in itself” is likely to 
determine this matter (to the extent that the benchmark used by Ofcom is a 
relevant one).  Sky does not argue (and has not previously argued) that, on its 
own, the high level of penetration of premium pay TV services in the UK is 
“sufficient” to demonstrate that the pay TV sector delivers positive outcomes for 
UK consumers. 

9. Sky’s argument is that the wide range of evidence about positive outcomes for 
UK consumers in relation to pay TV services – including the fact that a greater 
proportion of UK households subscribe to premium pay TV services than 
households in other European countries – supports Sky’s view that this is not a 
sector in which the intrusive and burdensome new regulation proposed by 
Ofcom is needed. 

Sky 3 November 2009
 

                                                 
2  Paragraph 7.29 of Ofcom’s Second Consultation Document.  There are many reasons why the US 

is not a relevant comparator in terms of the penetration of premium pay TV services.  For 
example, premium pay TV services have been available for a far longer period of time in the US 
than European countries. 

3  Ibid. 

4  Paragraph 1.1 of ‘Better Policy Making, Ofcom’s approach to Impact Assessment’. 
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ANNEX 1:   DERIVATION OF ESTIMATES 

A1.1 Due to the limited amount of publicly available information on which to base 
this analysis Sky has limited its consideration in this note to the four major 
European countries (other than the UK): France, Germany, Italy and Spain. 

A1.2 It is rarely the case that pay TV operators publish detailed breakdowns of their 
subscriber bases – for example as between: 

• premium and basic-only subscribers; 

• commercial and residential subscribers; and 

• different countries (where firms operate pay TV businesses in more than 
one country).  In relation to the operators examined in this note, both 
Sky Deutschland’s and Canal+’s published subscriber figures cover more 
than one territory (Germany and Austria in the case of Sky Deutschland, 
and Metropolitan France, French overseas territories and departments, 
and Africa in the case of Canal+).  

A1.3 None of the operators examined in this analysis publish such breakdowns.  For 
a number of them, however, some indications are available as to the 
percentage of their subscriber bases that take premium services.  The general 
approach that has been adopted in seeking to estimate the penetration of 
premium pay TV subscribers in other countries has been to multiply data on 
total subscriber numbers by percentages of subscribers who take premium 
services, where available.  Given that total subscriber numbers are likely to 
(and, in some cases, are known to) include commercial subscribers, and 
subscribers in a number of countries, penetration estimates based on this 
approach will overstate the ‘true’ penetration of premium pay TV services in the 
countries examined. 

A1.4 As indicated below, Sky was not able to apply this approach for Germany, as we 
have been unable to locate publicly available indications of the percentage of 
subscribers who receive premium pay TV services.  

Data on the number of TV homes 

A1.5 Data on the number of TV homes in each country have been taken from a recent 
publication by Astra SES5 in order to ensure that they are up to date, and based 
on a common source.  TV homes data are for the end of 2008. 

                                                 
5  http://www.international-television.org/archive/astra_satellite_monitor_europe_2009.pdf. 
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France 

A1.6 The principal supplier of premium subscription pay TV services in France is 
Canal+.  Canal+ retails its ‘Les Chaînes Canal+’ premium package (formerly 
called ‘Canal+ Le Bouquet’) on a variety of platforms (DTH satellite, DTT, IPTV 
and cable), as well as offering a part-time premium channel via the analogue 
terrestrial platform. 

A1.7 Canal+ reported that at the end of 2008 it had 5.3 million subscribers to its 
premium pay TV services in Metropolitan France, French overseas departments 
and territories and Africa.6  Of these, around 20% subscribed to the single 
Canal+ premium channel broadcast via analogue terrestrial television.7  In 
order to be conservative, subscribers to this service have been included in the 
estimate of the penetration of premium pay TV services in France, even though 
it is arguable that it is not directly comparable to the types of premium pay TV 
services that form the basis for the UK penetration figure.  If subscribers to this 
service were excluded, the estimate of the penetration of premium pay TV 
services in France would fall to around 17%. 

Germany 

A1.8 The principal supplier of premium subscription pay TV services in Germany is 
Sky Deutschland.  Sky Deutschland retails its channels via its own DTH satellite 
platform and cable networks in Germany and Austria. 

A1.9 Sky has been unable to locate a publicly available measure of the percentage of 
Sky Deutschland subscribers who take premium pay TV services.  Nevertheless, 
it is possible to obtain an indication of the very low penetration of premium 
subscription pay TV services in Germany from published Sky Deutschland data.   

A1.10 At the end of 2008 Sky Deutschland reported just under 2.4 million 
subscribers.8  This includes (a) subscribers in Austria, (b) commercial 
subscribers, and (c) basic-only subscribers.  In Table 1, Sky has ignored all 
these issues, and assumed that all Sky Deutschland’s subscribers are German 
residential premium pay TV subscribers.  Accordingly, the penetration figure 
reported in the table (6.1%) is very much an upper bound on the actual 
penetration of premium subscription pay TV services among German 
households.  

                                                 
6  See page 43 of 

http://www.vivendi.com/vivendi/IMG/pdf/20090408_annual_report_en_080409.pdf and page 38 
of Vivendi, 2008 Results and 2009 Outlook, 2 March 2009.  Available at: 
http://www.vivendi.com/vivendi/Results. 

 
7  See page 43 of 

http://www.vivendi.com/vivendi/IMG/pdf/20090408_annual_report_en_080409.pdf. 
8 

http://info.sky.de/inhalt/static/download/aktie/2008/q4_2008/english/premiere_ag_q4_2008_Pre
ssRelease_e.pdf.  This includes ‘wholesale’ customers, but excludes remaining customers of Sky 
Deutschland’s now discontinued ‘Flex’ service. 
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Italy 

A1.11 The principal supplier of premium subscription pay TV services in Italy is Sky 
Italia.  Publicly available information points to the share of its subscribers that 
take premium pay TV packages as being around 90%.9  Sky has applied this 
percentage to the total number of Sky Italia subscribers as at December 2008, 
estimated to be 4.752 million10.    

A1.12 Penetration of premium subscription pay TV services in Italy is likely to be 
somewhat affected by the provision of movies and sport on a PPV basis.  In 
particular, Mediaset offers pre-paid PPV cards that provide access to such 
content broadcast via DTT.11  It is difficult to compare the provision of pay per 
view services and subscription services due to the different business models 
involved.  Mediaset states that at the end of 2008 it had 2.9 million “active 
clients”12.  It is unclear, however, what this term means; there is a risk that it 
refers to active PPV cards that have been purchased, regardless of the extent to 
which consumers actually use the service.  It would, therefore, be inappropriate 
to view the 2.9 million “active clients” as equivalent to premium pay TV 
subscriptions. 

Spain 

A1.13 Until the 2009/10 football season, the principal supplier of premium pay TV 
services in Spain was Sogecable, via its Digital+ DTH satellite-based service.  
There were 2.08 million subscribers to this service at the end of 2008.13  
Available evidence suggests that a very high proportion of Digital+ subscribers 
take a service that includes the ‘Canal+’ premium channel, which is the main 
premium pay TV channel in Spain.  A Sogecable results presentation from Q1 
2008 put this figure at 97%.14  In order to be conservative, Sky has assumed a 
figure of 100% of Digital+ subscribers are premium subscribers. 

A1.14 Until recently the principal alternatives to the Digital+ service have been PPV 
services on other platforms, which include provision of La Liga football matches 
on a PPV basis.  In August 2009 Mediapro launched Gol Televisión as a new 
premium sports channel (devoted entirely to football), which is distributed via a 
range of platforms, including DTT, though it is not available via DTH satellite.  

                                                 
9  See, for example:  

http://www.saeurope.com/solutions/Downloads/CaseStudy_SkyItalia_G1623A.pdf, and 
http://www.newscorp.com/news/news_226.html.   

10  See: http://www.newscorp.com/investor/download/NWS_Q2_2008.pdf and 
http://www.newscorp.com/investor/download/NWS_Q2_2009.pdf. 

11  http:// www.mediaset.it/gruppomediaset/bin/59.$plit/2009+1H+RESULTS+ 

PRESENTATION_download.pdf. 

12  Ibid.  It is likely that it covers commercial (e.g. bars) as well as residential users of the service. 

13  http://www.cmt.es/en/publicaciones/anexos/I_Trimestral_09_OK_eng.pdf. 
14  See p.29 in ‘Sogecable, Consolidated results as of March 31st 2008, First Quarter of 2008’ 

states: “As of March 31st 2008, 97% of DIGITAL+ clients had some type of subscription choice in 
which CANAL+ is included” (emphasis in original).  Presentation available at: 
http://www.sogecable.es/media/576866.pdf. 
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Reports state that it had attracted 665,000 subscribers within a month of 
launch.15  If all such subscribers were additional to Digital+ subscribers, 
665,000 subscribers would add around 4% to the Spanish premium pay TV 
penetration figure at Table 1 above. 

                                                 
15  See, for example: http://www.digitaltvnews.net/content/?p=10590. 
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ANNEX 2: SUMMARY OF DATA USED AND SOURCES 

  
Number of TV households 

(a) 
Principal premium pay TV 
operator  Total subscribers 

Assumed proportion of 
premium subscribers 

Estimated number of 
premium subscribers 

France 37,670 Canal+ 5265 (b) 100% 5265 

Germany 24,360 Sky Deutschland 2314 (c) 100%  2314 

Italy 23,450 Sky Italia 4752 (d) 90% (f) 4277 

Spain 15,990 Sogecable 2078 (e)  100% (g) 2078 

 
Sources: 

(a) ‘Astra Reach 2009, Europe’.  Available at:  http://www.international-television.org/archive/astra_satellite_monitor_europe_2009.pdf 

(b) Vivendi ‘2008 Annual Report’. Available at:  http://www.vivendi.com/vivendi/IMG/pdf/20090408_annual_report_en_080409.pdf 

(c) ‘Premiere announces results for full year 2008 and Q4 2008’, Premiere press release, 16 February 2009.  
http://info.sky.de/inhalt/static/download/aktie/2008/q4_2008/english/premiere_ag_q4_2008_PressRelease_e.pdf. 

(d) Calculation based on News Corporation quarterly earnings releases for quarter ended 31 December 2007 and quarter ended 31 December 2008.  Available at: 
http://www.newscorp.com/investor/download/NWS_Q2_2008.pdf and http://www.newscorp.com/investor/download/NWS_Q2_2009.pdf. 

(e) Comision del Mercado de las Telecomunicaciones (CMT), ‘Industry Statistics Q1 2009’.  Available at: 
http://www.cmt.es/en/publicaciones/anexos/I_Trimestral_09_OK_eng.pdf.  

(f) http://www.saeurope.com/solutions/Downloads/CaseStudy_SkyItalia_G1623A.pdf; http://www.newscorp.com/news/news_226.html. 

(g) p.29 in ‘Sogecable, Consolidated results as of March 31st 2008, First Quarter of 2008’ states: “As of March 31st 2008, 97% of DIGITAL+ clients had some type of 
subscription choice in which CANAL+ is included” (emphasis in original).  Presentation available at: http://www.sogecable.es/media/576866.pdf. 

 
 
 
 
 
 


