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I’d like to discuss 3 big trends... very briefly

1.The rise of online video platforms
2.Consolidation of telecoms and media

3.The economics of platform companies
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The world 5 years ago...

Linear viewing
was growing
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What about the world today...

Linear viewing There were slightly Online and \{OD_WaS
was growing more connected around 3% of viewing and
devices than ‘dumb’ 3% of entertainment
TVs spend
OTT is 20% of Most consumer Online is capturing all
viewing, growing devices are viewing growth and
2% per year, and connected and almost all subscriber and

accelerating media-capable revenue growth
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Online subscription services added just under 17 million new paid accounts

In Europe in 2018
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The result is Netflix is the biggest video subscription platform in Europe

Europe: Video subscriptions by provider and platform (2017)
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Note: Video subscriptions and revenues for VodafoneZiggo are allocated equally to Liberty Global and Vodafone Source: IHS Markit
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The reaction has been a series of merger mega-deals, positioning fewer,
larger players to better compete on a regional/global scale

Marriage of distribution and content Scale: Content, production, channels
Convergence Geographic diversification

Vodafone

Liberty
Global
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And operators have tried implementing a range of strategies to keep pace

Bundling

Premium content
provision

Confidential. © 2019 IHS Markit™. All Rights Reserved.

Unbundling Mobile video

Aggregating new TV UX and
content owners and multiscreen
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But this kind of misses the elephant(s) in the room... to mix clichés
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These companies diversified to offer a whole range of consumer services
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But their history and core business is a long way from the video industry
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Asymmetric business models are critical to platform disruption
Share of 2017 revenue (%)
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Platform companies dominate new markets

USA: Online video advertising revenue
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And it’s starting to head that way In total video advertising...

Share of ‘total video’ advertising over time
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And in content production

Original & Acquired Program spend ($m)
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And it’s worth considering what we want this pie to look like in another 5 years

Europe: Online video subscriptions by provider and type (2018)

Others
22%
MTG  Sky
2%{\\
Discovery
2%
Turk Telekom

2%
Turkcell_~ Sky
2% 3% HBO

4%

Source: IHS Markit
Confidential. © 2019 IHS Markit™. All Rights Reserved.

16



What are the key takeaways from this?

« The TV industry isn’t driven by traditional economics anymore

« There is a more fundamental and philosophical discussion about public access,
local culture and privacy

- National broadcasters and broadcast itself actually answer a lot of those concerns

« And perhaps what is missing is shared platforms and technology strategy
« Smaller broadcast channels should move to online distribution

« Major channels at higher quality across more broadcast spectrum

Confidential. © 2019 IHS Markit™. All Rights Reserved. 17



Thank you

Tom Morrod
tom.morrod@ihsmarkit.com
@tommorrod

IHS Markit Customer Care

CustomerCare@ihsmarkit.com

Americas: +1 800 IHS CARE (+1 800 447 2273)
Europe, Middle East, and Africa: +44 (0) 1344 328 300
Asia and the Pacific Rim: +604 291 3600

Disclaimer

The information contained in this report is confidential. Any unauthorized use, disclosure, reproduction, or dissemination, in full or in part, in any media or by any means, without the prior written permission of IHS Markit Ltd. or any of its affiliates ("IHS Markit") is strictly
prohibited. IHS Markit owns all IHS Markit logos and trade names contained in this report that are subject to license. Opinions, statements, estimates, and projections in this report (including other media) are solely those of the individual author(s) at the time of writing and
do not necessarily reflect the opinions of IHS Markit. Neither IHS Markit nor the author(s) has any obligation to update this report in the event that any content, opinion, statement, estimate, or projection (collectively, "information") changes or subsequently becomes
inaccurate. IHS Markit makes no warranty, expressed or implied, as to the accuracy, completeness, or timeliness of any information in this report, and shall not in any way be liable to any recipient for any inaccuracies or omissions. Without limiting the foregoing, IHS Markit
shall have no liability whatsoever to any recipient, whether in contract, in tort (including negligence), under warranty, under statute or otherwise, in respect of any loss or damage suffered by any recipient as a result of or in connection with any information provided, or any
course of action determined, by it or any third party, whether or not based on any information provided. The inclusion of a link to an external website by IHS Markit should not be understood to be an endorsement of that website or the site's owners (or their
products/services). IHS Markit is not responsible for either the content or output of external websites. Copyright © 2019, IHS Markit™. All rights reserved and all intellectual property rights are retained by IHS Markit.

\\\\"*\: IHS Markit

18


mailto:Dan.cryan@ihsmarkit.com

