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 PRESS RELEASE: Four reasons why TV will have a great 2014 
 

 We live in a golden age of TV content 

 Revenue is stable and we see multiple diversification opportunities 

 Consumers are buying more, bigger and better TV sets 

 2014 is a fantastic year for sports fans 

 
11 February 2014, Brussels - The Super Bowl final between Seattle Seahawks and Denver Broncos in 
New Jersey set a new highest TV viewership record in the US ever with 111.5 million viewers. 
Following this tremendous success for the first big global TV event of 2014, the European TV sector 
has identified four grounds for optimism for the year ahead. 
 

Great content is as popular as ever, and broadcasters are providing it. 
We are living in a true Golden Age of television. Across Europe, viewing of scheduled television has 
grown every year for the past 12 years to a daily average of 235 minutes. Pan-European data is not 
yet available for 2013 but early indications are that, even in a year without big global sports events, 
TV viewing remained stable.  

 

 Talent shows continue to be extremely popular: 9.8 million viewers tuned in to watch the 3rd 
season launch of The Voice in France, while its third series opener in the UK peaked at more 
than 10 million. 2014 started with a great January for TV in Germany too: jungle show I’m a 
Celebrity – Get me out of here scored an average viewership of 7.96 million for over 16 days. 
Overall, the show had a net reach of 36.41 million TV viewers, which equals 50.4% of the TV 
universe (3+)! 

 This is not by chance, but because of the careful nurturing of and investment in on-screen 
and off-screen talent.  

 The ability to experiment and develop a story away from the peak time schedules has 
allowed television to develop long-form stories which are attracting the big names back to 
television (Al Pacino, Kevin Spacey and Michael Douglas have all recently ‘returned’ to 
making TV projects).   

Advertising and subscription markets are holding up well. 
Although there are regional variations reflecting the economic difficulties facing many parts of 
Europe, on average European broadcast revenues, whether from subscription or advertising, 
continue to grow and are keeping ahead of the overall economy (and helping generate a wider 
economic growth as shown by a recent Belgian study). Latest British research showed that every £1 
spent in advertising pays back £6 to the national economy. 
 
Also 2013 saw a growth in new TV advertising clients: 7771 compared to 670 in 2012 in France, 750 
new clients on TV in Germany2 and there were 737 new or returning advertisers to UK TV3. 
 

Consumers are buying more and better TV sets than ever before. 
The average TV screen size in German homes has more than doubled in the past decade, from 38 cm 
in 2003 to 82 cm in 2013, a 115% increase. There were 34 million new TV sets being sold in Germany 

                                                           
1
 Source: Kantar Media; Data without sponsoring and valorised TV 

2
 Source: Nielsen Media Research; the figure includes returning clients who had been off air min. for one year 

3
 Source: Nielsen Media Research; the figure includes returning clients after a period of min. five years off air 

http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&ved=0CCgQFjAA&url=http%3A%2F%2Fwww.conseildelapublicite.be%2Fdownload%2Fdeloitte_study.pptx&ei=haDzUo-2N6ep7QaYk4GYCQ&usg=AFQjCNFlQxiLQgxEul3_jR1VJRVLA11Ukg&sig2=675p_NknHIgc16C3f5YUIQ&bvm=bv.60799247,d.ZGU&cad=rja
http://www.adassoc.org.uk/advertising-pays
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since 2010 (in a country of 36 million TV households). In France, an average screen size has grown 
from 65 cm in 2006 to 84 cm in 2013 (+29%). It is estimated that 29.4 million new TV sets were sold 
in France since 2010 (in a country of 26.9 million TV households). 
  

2014 will be a great year of sport. 
European broadcasters noted that the appeal of the Super Bowl remains undiminished, with 
advertising spots in and around the game sold out weeks in advance and trading at 4 million dollars4. 
Recent figures confirm that the live sports events continue to attract mass audiences in Europe too:   
 

 The rugby game between France and England attracted 6.4 million viewers in France (34.1% 
audience share), with a peak at 8 million at the end of the game, and 5.9 million viewers in the 
UK (32.1% share). 

 Some 173 million viewers across and beyond Europe watched Germany’s Bayern Munich and 
Dortmund square off in the UEFA Champions League final last season. 

 Super Bowl in France was watched by an average of 270.000 viewers – a three times bigger 
audience of this time slot on other days for the channel. A reported peak audience was 484.000 
viewers. In Germany, Super Bowl final scored a market share of 39.6%, a new record for this 
programme. 

 In the Netherlands, speed skating realised an audience of 11.5 million viewers (75% of total 
population 6+). 

 
2014 will be an exciting year for international and European sport fans. With the Sochi Olympics 
underway – reaching 3 billion viewers worldwide for its opening ceremony – and the FIFA World Cup 
in the summer, there is a good chance that audience records will be broken again in some 
territories.  
 

**** 
PRESS CONTACTS / ABOUT: 
 
PEPPTV, Platform for European Promotion of TV is an informal grouping of broadcasters’ trade 
bodies and sales houses, active at EU level and across EU Member States.  
 
Ross Biggam, ACT 
Phone: +32-2-738 76 13  
GSM: +32-477-407 733  
E-mail: rb@acte.be 
 
The Association of Commercial Television in Europe (ACT) represents the interests of the 
commercial broadcasting sector in Europe. Formed in 1989, the ACT has 33 member companies 
licensed in 37 different European countries and distributed across 45 European markets and beyond. 
Our members operate several hundred free-to-air and pay-tv channels and distribute many more 
channels and new services. The ACT members encompass several business models: free-to-air 
broadcasters and pay-TV players, digital platform operators and multimedia groups. 
------------------ 
Katty Roberfroid, egta 
Phone: +32 2 290 31 31 
E-mail: katty.roberfroid@egta.com 
 
Anne-Laure Dreyfus, egta 
Phone: +32 2 290 31 34 
E-mail: annelaure.dreyfus@egta.com 
 

                                                           
4
 As reported by Paul Farhi in The Washington Post. 
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http://www.washingtonpost.com/lifestyle/style/the-rules-of-the-super-bowl-ad-game/2014/01/31/6333b7fe-89f3-11e3-a5bd-844629433ba3_story.html
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egta is the association representing television and radio sales houses, either independent from the 
channel or in-house, that market the advertising space of both private and public television and 
radio stations throughout Europe and beyond. egta fulfils different functions for its members in 
fields of activities as diversified as regulatory issues, audience measurement, sales methods, 
interactivity, cross-media, technical standards, new media etc. During its 35 years of existence, egta 
has become the reference centre for television & radio advertising in Europe. egta counts 125 
members operating across 37 countries.  
------------------ 
Virginie Mary, SNPTV 
Phone: + 33 (0)1 41 41 43 21  
E-mail: vmary@snptv.org 
 
SNPTV (The Syndicat National de la Publicité Télévisée) is a professional organisation of the French 
TV sales houses (TF1 Publicité, M6 Publicité, France Télévisions Publicité, Canal + Régie, TMC Régie, 
Next Régie, Lagardère Publicité, Be Viacom). SNPTV has for the main mission to collect the proofs, 
through collective studies, that the television is the undeniable media for the advertisers and their 
TV ads in terms of return on investment, construction of brand, fame, image … 
------------------ 
Michel Van Der Voort, SPOT 
Phone: +31 (0)20 – 40 44 271 
GSM: +31 (0)6 – 156 35 876 
E-mail: egging@spot.nl 
 
SPOT is the Dutch marketing center for television advertising. SPOT provides information about 
television as a medium for advertising, offers services in support of advertisers, and represents the 
interests of television broadcasting advertising agencies. The following organizations participate in 
SPOT: Ster, Discovery Networks Benelux, ORN, RTL Nederland, FOX Channels Benelux, AT5, SBS 
Broadcasting, Disney Channels Benelux, BE VIACOM Benelux, Eurosport, Eredivisie Live and Sport1. 
------------------ 
Simon Tunstill, Thinkbox 
Phone: +44 (0)20 7630 2326 
E-mail: simon.tunstill@thinkbox.tv  
 
Thinkbox is the marketing body for commercial TV in the UK, in all its forms – broadcast, on-demand 
and interactive. Its shareholders are Channel 4, ITV, Sky Media, Turner Media Innovations and UKTV, 
who together represent over 90% of commercial TV advertising revenue through their owned and 
partner TV channels.  RTL Group and Virgin Media are Associate Members and Discovery Channel UK 
& STV also give direct financial support. Thinkbox works with the marketing community with a single 
ambition: to help advertisers get the best out of today’s TV. 
 
------------------ 
Andreas Kühner, Wirkstoff TV 
Phone: +49-89-12 71 06 96,  
GSM: +49-160-586 40 03, 
E-mail: presse@wirkstoff.tv 
 
Wirkstoff TV is the initiative of the German TV Sales houses for television and online video. The nine 
partners of Wirkstoff TV are representing more than 95% of the German TV advertising market. 
------------------ 
 
ABMA is the Belgian Association for Audiovisual Media. For more information, please see 
www.abma-bvam.be/. 
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