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Fig. 1: E&M CEO give more priority to new strategic alliance and organic growth.  
Activities planned for the upcoming 12 months.
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Q: Which of the following activities are CEOs planning in the coming 12 
months to drive corporate growth or profitability? 
 
Source: PwC’s 21st CEO Survey. Base: All respondents (1,293)

Despite highly publicized handwringing over geopolitical 
uncertainty, corporate behaviour sometimes not 
adequately reactive to the fast changing economic 
context and the AI reshaping the way of working, 
PwC’s 21st CEO Survey reveals surprising faith and 
optimism among chief executives in the economic and 
business environment worldwide, at least over the next 
12 months. Most of the world’s major economies are 
experiencing positive growth in contrast to the situation 
of just a few years ago. For the near future, in order to 
give continuity to this trend, the main chief executives 
are planning some activities to drive corporate’s 
profitability, such as organic growth, cost reduction 
measures and new strategic alliance or joint venture. 

Entertainment & Media CEOs are aligned with overall 
‘market plan’ but give more priority to the new strategic 
alliance or joint venture than cost reduction initiatives 
showing concerns about the new wave of convergence.



Fig. 2: E&M CEO are worried about technology-related 
developments.  
Potential business threads.

Q: How concerned are CEOs about the following potential business 
threats to their organisations’ growth prospects? 
 
Chart shows percentage of respondents answering  
“extremely concerned” 
Source: PwC’s 21st CEO Survey. Base: All respondents (1,293)

When asked about business threats, Media CEOs 
appeared particularly worried about technology-related 
developments - ‘availability of key skills’ (45%), ‘cyber 
threats’ and ‘speed of technological change’ (both 42%), 
being mainly concerned about the impeding promise and 
perils of artificial intelligence (AI) taking hold.  
PwC project that AI will contribute an additional 
US$15.7 trillion to global GDP by 2030, an increase 
of 14%. That boon to the overall economy, however, 
will come at great cost to those who cannot rise to its 
challenges in time.

The results reinforce the growing concern in media 
about their challenges in the digital age. In the midst 
of overall economic optimism, media companies are 
struggling with full-blown digital disruption.  
More than most industries, their business models 
are breaking down as viewers shift to internet-based 
platforms. Their CEOs remain optimistic about longer-
term prospects, but the path to sustainable success will 
be a difficult one.  

A quarter of the media CEOs were not confident about 
their company’s prospects for revenue growth in 2018 – 
double the average for the global sample as well as for 
the telecom and technology CEO samples. Only 30% 
were ‘very confident’ about those prospects, which was 
under the global average of 42%. 

When asked about the impact of some trends in your 
business over the next five years, a full 86% of media 
CEOs said changes in consumer behaviours would be 
‘somewhat or extremely disruptive,’ compared to 68% for 
all industries. Another underlined source of disruption 
has been the looming change of production and service 
core technologies, which registered 75% answers by 
media CEO in the category “somewhat or extremely 
disruptive”, against the 64% globally. 
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Fig. 3: E&M CEO highlight the most disruptive trends. 
Main source of disruption.

These forecasted changes will almost certainly involve 
the shift from conventional media distribution, through 
print, broadcast, and projected media, to digital media 
through internet-based platforms. Moreover, the results 
reflect that the industry is declining in confidence in its 
“content is king” business model. 
As digital disruptors emerged several years ago, media 
executives believed in their long established capabilities 
in creating content as well as extensive content libraries. 

However, it has become clear that content alone is no 
longer enough to sustain a healthy business model.  
The disruptors quickly built up audiences with user-
friendly, customizable platforms, supported by broad 
ecosystems of partners. They also convinced users to 
contribute free content. Finally, they used powerful data 
analytics to determine the topics that most interest users 
and their sizeable resources to commission high quality, 
high-interest content from outside producers.  

As a result, the disruptors’ rich media platforms 
are displacing traditional content production and 
distribution. Advertising is moving toward these 
platforms, starving the established media companies of 
their main revenue.
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technologies will be disruptive. 
 
Q: How disruptive or otherwise do you think the following trends will be 
for your business over the next five years? 
 
Source: PwC’s 21st CEO Survey. Base: Media respondents. 



Convergence, connections  
and trust

The media system is experiencing a third wave of 
convergence. Convergence 3.0 is starting from different 
core capabilities, business models, geographies, 
consumer behaviours and consumer expectations 
compared with the prior waves. In essence, the 
revolutions that began to reshape the E&M industries 
in the 1990s and 2000s have gathered critical mass and 
are now in control. In the new wave, Technology and 
communications companies have become permanent 
players in the E&M ecosystem.

So what’s trending now?
• Convergence: Companies that hail from different 

starting points are aiming at business models  
that revolve around comprehensive  
direct-to-consumer relationships.  

• Connections: As they transform, E&M players are 
building up and leveraging their connections with 
users, partners and other stakeholders to develop 
new revenue streams.

• Trust: The growing power of technology and 
importance of data are pushing trust to have an 
even more central role Strong capabilities to build 
trust with users, improve value exchange and 
drive transparency while ensuring safeguards and 
protection are vital differentiators for  
E&M businesses. 

The trends below, in its own right, places pressure on 
players (and creates opportunities) to diversify revenue 
streams, position themselves in more and different 
points in the value chain and seek relevant scale. Taken 
together, they exert an irresistible force.



Five key drivers:
• Ubiquitous connectivity: Usage of mobile data is 

expected to increase. The number of high-speed 
mobile Internet connections in Italy will increase by 
40.3 million by 2022, vastly expanding the market 
for mobile content consumption at faster speeds. 
During 2017, Italy data consumption through 
smartphones overtakes fixed broadband as the 
premier means of consumption.

• The mobile consumer: Mobile access and mobile 
devices become consumers’ primary means of 
accessing content and services across all virtual 
markets. We are in an age where smartphones are 
increasingly the default mode of interactivity with 
E&M – in 2017, smartphone connections accounted 
for 70% of mobile phone connections in Italy, and 
that proportion will reach 89% in 2022. Mobile 
Internet access revenue, meanwhile, is nearing 
parity with fixed broadband access revenue, 
accounting for 47.9% of total Internet access revenue 
in 2017. Every study conducted on time spent 
on smartphones shows very high, and growing, 
engagement. This makes mobile an increasingly 
important focus for advertisers. Mobile internet 
advertising revenues will rise thanks to the increase 
of mobile penetration.

Fig. 4: Five fundamental drivers of change lead to Convergence 3.0. 
Fundamental drivers of change.
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Fig. 5: Usage of mobile data is expected to increase.
Italy fixed broadband vs. smartphone data consumption 
(million MB).

• Need for new sources of revenue growth: E&M 
companies must continue to battle for market 
share in their traditional delivery platforms. 
However, to capture their fair share of new growth 
streams, they’ll have to ramp up their flexibility and 
innovation. Companies can do so by focusing on 
emerging business models that can drive growth 
through building creative partnerships and greater 
brand and franchise loyalty in the E&M ecosystem. 
For example, OTT spending in Italy will grow at a 
CAGR of 15.9% through 2022, compared with just 
1.2% for broadcast TV advertising.

• Value shift to platforms: E&M players are losing 
confidence in the ‘content is king’ business model 
since social media and technology platforms are 
outpacing traditional content creators in capturing 
consumers’ attention and a rising share of their 
spending. The forces driving convergence will 
likely lead to the emergence of supercompetitors. 
This handful of global players that converge 
towards similar business models will unite content, 
platforms, commerce, advertising, communications 
and deep financial resources under a single 
corporate roof. As platforms assume a greater role in 
the E&M ecosystem, some already large companies 
that are not currently viewed as platforms may 
choose to consolidate further in response, creating 
another group of supercompetitors. 

• Personalisation: As a result, E&M businesses 
now have a mandate to build and fortify direct, 
sustainable relationships with consumers. The paths 
and choices to navigate to the consumer depend on a 
relentless focus on the user experience. But they also 
depend on a company’s current role in the ecosystem 
of content, distribution, and advertising. Today, 
it’s vital for E&M companies to use data analytics 
and AI solutions to increase productivity, enhance 
creativity, and innovate in ways that address 
consumers’ desires and challenges. In the age of the 
hyperconnected consumer, delivering a personalized 
experience is key.
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Entertainment and 
media by segment

Industry overview

Segments at a glance

Italy’s entertainment and media market (E&M) grew 
by 3.8% in 2017, with revenues increasing from 
€31.6bn to €32.8bn. VR, along with growth in Internet 
revenues will drive the market to rise at a 4.5% CAGR 
to 2022, when it will total €41.0bn. Consumer revenues 
will continue to account for the largest share of the 
Italian industry, and thriving segments like video 
games will help to compensate for contractions in the 
struggling print sectors. The advertising market will 
be just shy of the €10.0bn mark in 2022, following 
growth in Internet advertising and also online TV 
advertising, as broadcasters race to commercialise the 
growing popularity among viewers of using catch-up, 
on-demand and streaming services over watching 
traditional linear broadcast TV. 

At the other end of the spectrum, the newspapers 
segment will see the fastest declines out of any other 
sector of the Italian E&M industry. Revenues will 
contract year-on-year, although these will ease over the 
duration of the forecast period as publishers cut costs 
and work to grow online subscription schemes, such as 
those introduced by Corriere della Sera.  

The books sector will begin to drop off in 2022, as 
low readership inhibits growth. According to research 
published by the Italian National Institute of Statistics 
(ISTAT) in late 2017, just over 40% of the Italian 
population had read a book outside of school or work in 
the previous 12 months.

Both TV and Internet will continue to take sizeable 
shares of the Italian market, with Internet in particular 
growing its share over the next five years to account for 
46.0% of total E&M revenues in 2022. TV on the other 
hand, will see its share contract slightly, but it will still 
account for nearly a quarter of the market in 2022, with 
revenues of €9.6bn, boosted by growth in the Internet 
video sector.

• Books: Despite tax breaks and donations from the 
Italian government to encourage engagement, Italy 
has yet to establish a strong culture of reading to 
support its books market, contributing to revenues 
beginning to contract in 2022. E-books take a small 
slice of the Italian books market, but will increase 
their share over the forecast period. 

• B2B: Trade shows revenues will see some of the 
fastest B2B growth at a CAGR of 2.5% to 2022, 
benefitting from Italy’s status as an export economy. 
Conversely, digital directories advertising revenue 
will see the lowest growth of any country globally, 
inhibited by low rates of Internet connectivity. 

• Cinema: There are plenty of signs of optimism for 
the years ahead for the Italian film industry, due to 
fresh investment and more of a focus on international 
expansion. Last year saw a steep -11.9% drop in box 
office revenue in Italy, but this fall was in relation to a 
record 2016. 

• Internet: Italy’s Internet advertising market is 
forecast to grow healthily at a 9.7% CAGR to reach 
€4.2bn in 2022. The Italian market is the fourth 
largest in Western Europe behind the UK, Germany 
and France.  



• In the access market, mobile will ultimately drive 
growth but the fixed sector has become more 
competitive, driven by Open Fiber’s next-generation 
access network (NGAN) rollout and TIM’s expansion 
in response.  

• Magazines: The magazine market in Italy will 
continue to decline over the next five years, albeit 
at a slower rate than in recent years. Titles have 
worked hard to engage readership, hoping to draw 
in audiences through events and online interaction. 
Overall consumer magazine revenue will contract at 
a -1.5% CAGR over the forecast period, from €1.6bn 
in 2017 to €1.5bn in 2022, while trade magazines will 
see small growth. 

• Music, radio and podcasts: The Italian podcast 
market is growing rapidly, and there are expected to 
be 21mn podcast monthly listeners in the country 
in 2022. In music, close to half of Italian online 
users were listening to music legally through music 
streaming services last year, driving growth. In radio, 
revenue totalled €503mn in 2017, and will continue to 
rise year-on-year to 2022, when it will reach €590mn. 
 

• Newspapers: Italy is on course to remain the fourth-
largest news publishing market in Western Europe 
to 2022. However, Italy has the second-lowest 
prevalence of people who use the Web to read news 
in Europe and this will contribute to annual declines 
over the forecast period, as growth in digital fails to 
offset declines in print. 

• OOH: A CAGR of 4.2% will see OOH revenue grow 
to €216mn in 2022. OOH will grow significantly 
faster than the economy as a whole for the majority 
of the forecast period, thanks in large part to the 
advantages accrued by the increasing usage of digital 
OOH (DOOH), which offers a potent combination of 
higher-quality and more dynamic advertising, more 
precise targeting, and more effective measurement. 

• TV and Internet video: The total traditional TV 
market in Italy will only just show growth over the 
forecast period, with revenues rising at a 0.9% 
CAGR from €5.2bn in 2017 to €5.4bn in 2022. In 
2018, the Italian SVOD market will pass the physical 
home video market, as OTT and on-demand services 
become ever more mainstream. In advertising, live 
content remains especially lucrative for the market 
and acquiring sports rights is a key business model for 
Italy’s large broadcasters.

• Video games and e-sports: The Italian video games 
market is enjoying a period of exceptional growth 
thanks largely to booming social/casual revenue 
which will exceed revenue from all other categories 
combined in 2018. Meanwhile, total e-sports 
revenue in Italy reached €2.9mn in 2017, and is set 
to reach €10.1mn in 2022 after growing at a 27.9% 
CAGR. In November 2017, ESL hosted Lucca’s Italian 
Esports Open, a five-day event featuring StarCraft, 
Quake and Overwatch, with a range of sponsors in 
the tech space. 

• VR: Italy’s VR market saw revenue grow yoy by 
453% in 2017 in the technology’s first full year of 
availability. The install base at present is led by 
portable VR units – from mobile units reliant on a 
smartphone to the currently small portable dedicated 
market. The first VR venue in Italy was launched in 
September 2017: HoloBAR in Perugia charges as little 
as €4.99 for a 15-minute session with HTV Vive and 
Gear VR equipment.



Fig. 6: Total E&M revenues to hit €41.0bn in 2022.               
Entertainment & media spending by segment, 2013 - 2022 (€mn).

Total E&M (€ millions)

Historical data Forecast data CAGR % 

Italy 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2017-22

Books  2,132  2,077  2,082  2,096  2,130  2,143  2,155  2,160  2,161 2,159

y-o-y growth -2.6% 0.2% 0.7% 1.6% 0.6% 0.6% 0.2% 0.0% -0.1% 0.3%

Business-to-business  2,870  2,800  2,782  2,793  2,816  2,847  2,883  2,924  2,968 3,016

y-o-y growth -2.5% -0.6% 0.4% 0.8% 1.1% 1.3% 1.4% 1.5% 1.6% 1.4%

Cinema  675  625  687  720  638  657  669  687  707 729

y-o-y growth -7.5% 10.1% 4.7% -11.4% 3.0% 1.9% 2.6% 3.0% 3.0% 2.7%

Internet  9,556  10,212  10,965  11,849  12,927  14,040  15,201  16,396  17,643 18,819

y-o-y growth 6.9% 7.4% 8.1% 9.1% 8.6% 8.3% 7.9% 7.6% 6.7% 7.8%

Magazines  2,190  2,064  1,974  1,952  1,913  1,874  1,847  1,826  1,813 1,806

y-o-y growth -5.8% -4.4% -1.1% -2.0% -2.0% -1.5% -1.2% -0.7% -0.4% -1.1%

Music & podcasts 778 802 883 905 962 1,032 1,104 1,172 1,234 1,282

y-o-y growth 3.1% 10.1% 2.5% 6.4% 7.2% 7.0% 6.2% 5.3% 3.9% 5.9%

Newspapers  2,053  1,978  1,912  1,800  1,653  1,547  1,458  1,393  1,341 1,295

y-o-y growth -3.7% -3.3% -5.9% -8.2% -6.4% -5.7% -4.5% -3.8% -3.4% -4.8%

Out-of-home 170 165 181 176 175 192 202 207 212 216

y-o-y growth -2.8% 9.6% -2.6% -0.5% 9.4% 5.1% 2.8% 2.0% 1.9% 4.2%

Radio 458 451 480 490 503 536 564 579 587 590

y-o-y growth -1.5% 6.4% 2.1% 2.7% 6.5% 5.3% 2.7% 1.3% 0.6% 3.3%

TV & Video  8,096  7,986  8,114  8,690  8,689  8,937  9,139  9,336  9,467 9,638

y-o-y growth -1.4% 1.6% 7.1% 0.0% 2.9% 2.3% 2.2% 1.4% 1.8% 2.1%

Video games 820 972 1,148 1,339  1,564  1,795  2,028  2,266  2,419 2,507

y-o-y growth 18.5% 18.0% 16.6% 16.8% 14.8% 13.0% 11.7% 6.8% 3.7% 9.9%

VR - - - 17 95 178 200 259 334 425

y-o-y growth - - - 453% 87.7% 12.0% 29.9% 28.7% 27.3% 34.9%

E-sports - 1 1 2 3 4 6 7 9 10.1

y-o-y growth - 73.6% 61.9% 59.9% 42.5% 32.7% 27.6% 20.4% 17.6% 27.9%

Total  28,635  28,987  30,037  31,616  32,814  34,477  36,095  37,793  39,414  40,954 

y-o-y growth 1.2% 3.6% 5.3% 3.8% 5.1% 4.7% 4.7% 4.3% 3.9% 4.5%

Total excludes double counting 
Source: PwC, Ovum





Fig. 7: Italy’s annual growth to be faster than Western 
Europe’s.  
Italy E&M revenue growth vs Western Europe,  
2014-2022 (%).

Fig. 8: E&M spend to outpace nominal and real GDP 
growth from 2019.  
Italy, E&M spend vs nominal and real GDP growth,  
2017-2022 (%).

E&M revenue will grow at a faster rate than real GDP 
growth every year to 2022, and will begin to outpace 
nominal GDP in 2019. Advertisers will respond 
positively to solid economic forecasts, increasing 
budgets and causing total advertising revenues to grow 
at a 4.0% CAGR, a far cry from the struggling post-
recession advertising market which only returned to 
growth in 2015.
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Source: PwC, Ovum

Italy will be the second-fastest growing E&M market in 
Western Europe over the next five years, sitting behind 
only Greece. Growth slowed in Italy in 2017, partly as a 
result of a surge in 2016, meaning that the deceleration 
brought year-on-year growth back towards 2015 levels. 
Italy’s annual E&M growth has been faster than Western 
Europe’s since 2016, and will continue to lead all the way 
to 2022, when it will grow 1.5 p.p faster than the region 
as a whole.



Fig. 9: Digital to lead from 2019.  
Internet access share, and total digital share, of E&M spending, 2013-2022 (%).

Non-digital E&M revenue began to contract in 2017, 
after just one year of growth. However, revenues are set 
to remain flat to 2022, as gains in radio and the cinema 
market, bolstered by a steady stream of Hollywood 
blockbusters and the fruits of investment, will help keep 
the non-digital sector afloat. 

Digital E&M revenues on the other hand, will rise at 
an 8.9% CAGR over the forecast period, with several 
segments including OOH and TV and video boasting 
double-digit growth for several years to 2022. DOOH, 
for example, is growing rapidly and is increasingly 
common in Italy in high-density urban locations, along 
major roadways and in train stations and airports. The 
increasing popularity of music streaming platforms will 
also drive digital revenues, as research shows that 46% 
of Italians listen to music via these services.

No digital segment will see a decline in revenue 
to 2022, and over the 2013 to 2022 period, digital 
will have increased its share of E&M spending by 
20 percentage points to 56.3%. In 2019, digital will 
overtake non-digital for the first time, with revenues of 
€18.3bn, compared to non-digital’s €178bn, as revenues 
continue to shift from one to the other. By 2022, digital 
E&M revenues in Italy will be nearly €5bn more than 
non-digital.

Source: PwC, Ovum
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New revenue streams

Consumer spending

Digitization has permanently reshaped the global 
entertainment and media (E&M) ecosystem. Content 
has become more immersive and available on demand. 
Digital platforms have proliferated, creating more 
direct and personalized distribution. The competition 
for user engagement and spending has never been 
more brutal. All these developments have significantly 
disrupted the flow of E&M revenues. Today, profitable 
growth increasingly depends on having five, six, or 
even more revenue streams — an often fluid portfolio 
of bets on businesses and products that extend beyond 
traditional sources of monetization.

Companies in every E&M sector are launching live 
events and podcasts, creating subscription offerings, 
producing video for consumers and brands, and 
expanding e-commerce and product licensing 
efforts. TV networks and film studios are developing 
streaming video services. Sports leagues and video 
game companies are converging on e-sports. Many are 
prioritizing new advertising products. Some of the most 
ambitious players are expanding globally, building new 
revenue streams in new geographies.

Traditional sources of advertising and subscription 
revenues are drying up, and the largest digital 
platforms are absorbing much of the digital advertising 
growth. Consumption and spending habits are evolving 
with remarkable speed. Meanwhile, many companies 
remain overly reliant on legacy media revenue streams 
whose current is ebbing. 

Consumer E&M spend in Italy hit €24.7bn in 2017, 
and is set to surpass the €31bn mark in 2022, growing 
at a 4.7% CAGR. Gaming is driving spend, with VR, 
e-sports and video games revenues set to see the 
fastest growth, although the former two sectors are 
rising from low bases.

Absent significant new sources of revenue growth, the 
strategic options for these companies will inevitably 
narrow to continued rounds of cost cutting and 
preparation for their eventual consolidation.

Amid these challenges, some are succeeding in 
developing promising new revenue streams - in areas 
such as subscription services, digital microtransactions, 
membership, consumer products, live events, and 
advanced advertising. They are constructing portfolios 
of connected and complementary experiences that tap 
into the commercial potential of their most engaged 
users: their fans. The logic makes strategic sense.  
Fans watch more, listen more, participate more, share 
more, advocate more, and create more. Most important, 
fans spend more, and they are more compelling  
for advertisers.

Orchestrating a multi-revenue-stream business 
around fans requires strong top-down leadership 
from executives with oversight for the entirety of a 
company’s monetization efforts. They must understand 
revenue trends for key brands, user segments, and 
initiatives; competitive dynamics that affect the 
addressable market; and drivers of conversion, churn, 
and lifetime value. They have the decision rights to 
optimize existing businesses and green-light new 
revenue opportunities. They are willing to have 
tough discussions internally about the trade-offs and 
expectations associated with new revenue streams.

As digital engagement grows, cross-functional 
collaboration will be essential to defining the market, 
product, and technology requirements associated with 
creating winning user experiences. Companies must 
bring together functions involving content, product, 
audience development, business and partnership 
development, sales, and operations in more flexible 
and integrated ways. In startups, this can be easy. In 
established companies, achieving the required level 
of sustained teaming, functional alignment, and 
ownership can be much harder. Standing up smaller, 
dedicated teams with clear performance indicators 
outside the traditional revenue streams can be a 
solution to these challenges.



Fig. 10: Growth in consumer spend driven by gaming.                
End-user E&M spending, 2013-2022 (€mn). 

Total consumer market (€ millions)

Historical data Forecast data CAGR % 

Italy 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2017-22

Books 2,132 2,077 2,082 2,096 2,130 2,143 2,155 2,160 2,161 2,159

y-o-y growth -2.6% 0.2% 0.7% 1.6% 0.6% 0.6% 0.2% 0.0% -0.1% 0.3%

Business-to-business 1688 1713 1742 1771 1803 1832 1860 1887 1913 1,938

y-o-y growth 1.5% 1.7% 1.7% 1.8% 1.6% 1.5% 1.4% 1.4% 1.3% 1.5%

Cinema 646 601 664 695 613 626 641 659 680 701

y-o-y growth -7.1% 10.6% 4.6% -11.9% 2.3% 2.4% 2.8% 3.1% 3.1% 2.7%

Internet 7811 8,260 8,804 9,498 10,257 11,062 11,915 12,781 13,672 14,575

y-o-y growth 5.7% 6.6% 7.9% 8.0% 7.8% 7.7% 7.3% 7.0% 6.6% 7.3%

Magazines 1584 1,490 1,422 1,387 1,351 1,323 1,299 1,277 1,262 1,254

y-o-y growth -5.9% -4.6% -2.4% -2.6% -2.1% -1.8% -1.7% -1.1% -0.7% -1.5%

Music 650 669 744 760 809 868 930 987 1,038 1,074

y-o-y growth 2.9% 11.2% 2.1% 6.4% 7.4% 7.1% 6.2% 5.2% 3.5% 5.8%

Newspapers 1196 1,197 1,184 1,120 1,015 946 887 845 811 782

y-o-y growth 0.1% -1.1% -5.4% -9.4% -6.8% -6.2% -4.7% -4.0% -3.7% -5.1%

Radio 104 106 107 108 101 101 101 101 101 101

y-o-y growth 1.6% 1.1% 1.1% -7.0% 0.2% 0.2% 0.1% 0.1% 0.1% 0.1%

TV and video 5,108 5,000 5,101 5,535 5,565 5,769 5,910 6,014 6,097 6,175

y-o-y growth -2.1% 2.0% 8.5% 0.5% 3.7% 2.5% 1.8% 1.4% 1.3% 2.1%

Video games 787 936 1,110 1,300 1,523 1,752 1,983 2,219 2,370 2,456

y-o-y growth 19.0% 18.6% 17.1% 17.2% 15.0% 13.2% 11.9% 6.8% 3.6% 10.0%

VR - - - 17 95 178 200 259 334 425

y-o-y growth - - - - 87.7% 12.0% 29.9% 28.7% 27.3% 34.9%

E-sports - - - - - 1 1 1 1 2

y-o-y growth - 75.9% 44.7% 68.1% 47.2% 36.6% 31.3% 17.9% 16.3% 29.3%

Total 21,187 21,532 22,442 23,769 24,747 26,088 27,368 28,678 29,928 31,131

y-o-y growth 1.6% 4.2% 5.9% 4.1% 5.4% 4.9% 4.8% 4.4% 4.0% 4.7%

Includes Internet access. Total excludes double counting. 
Source: PwC, Ovum



Source: PwC, Ovum

Despite rapid growth, VR and e-sports revenues will 
take a fractional share of Italy’s consumer market in 
2022. E-sports revenues will be bolstered by the likes of 
the 2017’s Italian Esports Open, based in Lucca. Spend 
on video games on the other hand, will account for 
nearly 8% of total consumer revenues at the end of the 
forecast period, boosted by the success of new releases 
like the Nintendo Switch, released in early 2017. 

Mobile gaming is also growing, in particular, Epic 
Games’ Fornite Battle Royale has seen explosive success 
worldwide after its mobile release in early 2018. 
This success is supported by the growing adoption of 

smartphones, as well as increasing numbers of mobile 
Internet subscriptions, which helped facilitate the 
download of 3.4bn apps in 2017.

The Internet segment will also perform well, and is by 
far the largest sector of the consumer market. Mobile 
Internet access revenue will overtake fixed broadband 
access revenue in 2019, rising at a healthy 10.6% CAGR. 
French mobile operator Iliad launched its services in 
Italy on 29 May 2018, driving competition in the sector 
and causing other operators to make a succession of 
cuts to mobile data plans. Fixed broadband revenues 
will also rise, and local player Italia (TIM) has begun the 

formal procedure of separating its fixed network assets 
into a separate company, despite some antitrust concerns.  
However, regardless of revenue growth, fixed 
broadband penetration in Italy is set to be the lowest in 
Western Europe in 2022.

Segments with poorer performance include B2B, which 
is seeing print circulation revenues contract. Similarly, 
the books segment will remain broadly flat, despite 
players selling publishing rights internationally and the 
government introducing new tax break measures. 

Fig. 11: Smartphones to support mobile gaming. 
Smartphone connections, mobile internet subscribers 
(mn) and app downloads (bn), 2017-2022.
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Video grows in importance

Video will increase its lead over print to 2022, when 
revenues will reach €9.8bn. In 2022, video will 
account for 85.6% of all data consumed in Italy, and 
will be instrumental to growth in mobile advertising 
revenues and the Internet video sector.

Print, on the other hand, is losing market share, with 
two of the three print segments set to contract to 
2022. Yet declines in the magazines and newspaper 
markets are expected to ease over the forecast period, 
and some publications have begun to incorporate 
video content into their digital editions, realising 
that both this, and an established mobile interface 
are becoming increasingly important features 
for attracting visitors to digital sites. To this end, 
Mondadori relaunched the website of its highly 
successful women’s magazine Donna Moderna in 
October 2017. Donnamoderna.com has a mobile-first 
interface, a video carousel and content offerings that 
push the most appropriate content for the particular 
time of day.

Fig. 12: Video revenues to be more than double print’s in 2022. 
Video vs print, 2013-2022 (€mn). 
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YouTube, Facebook, and Instagram are responsible 
for the bulk of video-over-cellular traffic. Facebook 
launched its video service Facebook Watch in the US 
in August 2017, aiming to offer a more YouTube-like 
experience with professionally developed content 
alongside community-produced content, as well as 
boosting video advertising revenues for the company. 
If this is successful, it can only be a matter of time 
before the service launches in Italy. Instagram also 
launched its live streaming function in 2017, and now 
allows users the option to invite guests to participate 
when streaming. The rising popularity of Internet 
video services like Netflix is also driving consumers to 
demand access to this content as and when they want.

However, delivering high-quality video services 
over cellular networks is even more challenging 
than over fixed broadband, as capacity is scarce and 
performance variable. A number of possible solutions 
are emerging, such as using systems to preload 
popular content on users’ devices during off-peak 
hours. But each will require closer collaboration 
between Internet firms and operators, as has been the 
case in other countries, although the Italian market 
is currently awaiting the launch of such partnerships. 
Despite these challenges, data consumed on video 
content will account for nearly 90% of total data 
consumption mainly by the increase of data consumed 
via smartphones.



Internet video leads over  
physical home video

Italy is set to be the fifth-largest Internet video market 
in 2022, after the UK, Germany, Sweden and France. 
Key Internet video players like Netflix and Amazon’s 
Prime Video Service did not arrive in the Italy until 
2015 and 2016 respectively, but have since made 
strong progress in the market. Italy boasted 2.2mn 
Internet video subscribers in Italy in 2017, according 
to research firm Ovum. 

In 2017, Internet video revenues in Italy overtook physical 
home video revenues, as the sale and rental of DVDs 
and Blu-rays contract year-on-year. In 2018, the Italian 
SVOD market will pass the physical home video market 
in its own right, with revenues of €343mn compared to 
€272mn. Internet video platforms have pulled viewers 
away from physical formats, enticing consumers by 
offering immediate access to TV and films, while also 
showcasing high quality, Italian-language content. 
Netflix is reportedly expected to release ten European 
productions in 2018, including a new original series Luna 
Nera which is being produced in collaboration with Italian 
entertainment company Fandango.

This trend is not just isolated to home video; physical 
recorded music revenue was overtaken by digital 
recorded music revenue in 2017, as the sale of CDs 
continues to slump. By 2022, physical music unit sales 
will be just 4.8mn in Italy, down from 6.1mn in 2017.

Fig. 13: SVOD to overtake physical in 2018.  
SVOD vs Internet video revenues, 2013-2022 (€mn).

Source: PwC, Ovum

0

100

200

300

400

500

600

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Physical home video revenueSVOD revenue





Advertising spending

The Italian advertising market totalled €8.1bn in 2017, 
up 2.8% on the previous year. Over the next five years, 
revenues will rise at a 4.0% CAGR, surpassing the €9.0bn 
mark in 2020 and will be just shy of €10.0bn in 2022.
TV advertising was the leading segment in terms of 
revenues in 2017, but will be overtaken by Internet 
advertising in 2019.  

Fig. 14: Advertising revenues to reach €10.0bn in 2022.  
Advertising E&M spending, 2013-2022 (€mn).

Total advertising market (€ millions)

Historical data Forecast data CAGR % 

Italy 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2017-22

Business-to-business 1,182 1,087 1,040 1,021 1,013 1,015 1,022 1,036 1,055 1,078

y-o-y growth -8.1% -4.3% -1.8% -0.8% 0.1% 0.8% 1.4% 1.8% 2.1% 1.3%

Cinema 29 24 23 24 25 30 28 27 28 28

y-o-y growth -16.6% -4.2% 6.0% 2.4% 20.8% -7.4% -1.8% 0.8% 1.0% 2.3%

Internet 1,745 1,952 2,161 2,351 2,671 2,978 3,286 3,615 3,971 4,245

y-o-y growth 11.9% 10.7% 8.8% 13.6% 11.5% 10.3% 10.0% 9.8% 6.9% 9.7%

Magazines 607 574 552 564 562 551 548 549 551 552

y-o-y growth -5.4% -3.8% 2.2% -0.4% -1.9% -0.7% 0.1% 0.4% 0.2% -0.4%

Music and podcasts 128 133 139 145 154 164 174 185 196 208

y-o-y growth 4.1% 4.4% 4.9% 5.9% 6.4% 6.4% 6.2% 6.1% 5.8% 6.2%

Newspapers 857 781 728 680 638 601 572 548 530 513

y-o-y growth -8.9% -6.8% -6.7% -6.1% -5.8% -4.9% -4.2% -3.3% -3.1% -4.3%

Out-of-home 170 165 181 176 175 192 202 207 212 216

y-o-y growth -2.8% 9.6% -2.6% -0.5% 9.4% 5.1% 2.8% 2.0% 1.9% 4.2%

Internet advertising revenues will reach €4.2bn in 2022, 
after growing at a 9.7% CAGR, and mobile advertising in 
particular will increase its share of the market, driven by 
video and paid search. 



Radio 354 345 373 382 402 435 463 478 486 489

y-o-y growth -2.4% 8.0% 2.5% 5.4% 8.0% 6.5% 3.3% 1.5% 0.7% 4.0%

TV 2,988 2,986 3,012 3,155 3,124 3,169 3,228 3,322 3,369 3,463

y-o-y growth -0.1% 0.9% 4.7% -1.0% 1.4% 1.9% 2.9% 1.4% 2.8% 2.1%

Video games 34 36 37 39 41 43 45 47 49 52

y-o-y growth 7.5% 3.2% 4.5% 4.6% 4.7% 4.9% 5.0% 5.5% 4.4% 4.9%

E-sports 0 1 1 2 2 3 5 6 7 8

y-o-y growth 131.1% 73.1% 65.5% 58.4% 41.6% 31.9% 26.9% 21.0% 17.9% 27.6%

Total advertising 7,449 7,455 7,595 7,847 8,067 8,389 8,727 9,115 9,486 9,823

y-o-y growth 0.1% 1.9% 3.3% 2.8% 4.0% 4.0% 4.5% 4.1% 3.5% 4.0%

Total excludes double counting. 
Source: PwC, Ovum

Despite rapid growth, concerns over brand safety online 
have gained traction since there have been instances 
where brands’ advertisements have been aligned with 
unsuitable or even offensive content online.  

Problems have also arisen with programmatic ad buying 
platforms, and there have been suggestions that these 
mechanisms need greater human input if they hope to 
compete with the reliability and ad-pricing levels of a 
human-curated TV channel.



Despite losing out to Internet in 2019, TV advertising 
will still account for 35% of total advertising revenues 
in Italy in 2022. This is, in part, due to the appeal of live 
sports content, which is a premium target for advertisers. 
Mediaset secured the rights to the 2018 World Cup and, 
although Italy failed to qualify, the viewing figures have 
been so far the highest registered in 20 years.  
In fact, for the first 36 matches, the average audience 
has been equal to 4 million, which has led to a record 
advertising revenue estimated to be among 80-100 
million. Online TV advertising is also driving the sector, 
while broadcasters are pulling in audiences with big-
budget shows like Gomorra and The Young Pope, and as a 
result, attracting advertisers.

Fig. 15: Internet will lead the advertising market from 2019.  
Internet advertising vs broadcast TV advertising, 2013-2022 (€mn).

Source: PwC, Ovum
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GDPR launches across the EU Smart speakers will offer 
opportunities for audio listening

In May 2018, the European General Data Protection 
Regulation (GDPR) came into effect across the European 
Union, including in Italy. The new regulation became 
stricter toward those handling personal data online, 
wherever the companies are based, and offers consumers 
the opportunity to “opt out” of promotional e-mails, as 
well as request companies to delete personal data stored 
about them, and be informed as to what that data is.

In May 2018, the Italian Board of Ministers published its 
new privacy law, integrating GDPR into the Italian legal 
system. The regulation will drive changes across both 
the European and Italian Internet advertising markets, 
with the latter totalling €2.7bn in 2017. Facebook 
has suggested that GDPR could have some impact on 
advertising revenues, since targeting will be less effective 
and therefore the price of advertisements may have to be 
reduced. Yet a GfK/IAB survey of Internet users across 
Europe found that consumers in Italy are broadly more 
positive towards online advertising than other countries 
within the region, indicating that if data privacy is 
respected, then advertisers can build well received and 
trusted campaigns.

Smart home technology is also recognised as having 
some of the highest growth potential in the E&M market, 
and the opportunity to cross over into multiple areas 
of the industry. Smart speakers in particular can help 
to support Italy’s growing music, radio and podcasts 
market. Ovum forecasts that there will be 1.5mn unit 
sales of smart speakers in Italy in 2022 and in March 
2018, Google’s smart speakers Google Home and 
Google Home Mini became available in the country. 
The speakers offer users the chance to select audio 
content using Google’s voice assistant, providing greater 
immediacy and flexibility to their listening needs.

Rather than have to toggle between several screens 
to find a specific track from an artist, a user can 
simply select the song using natural-language voice 
commands to get it played, or can, for example, have 
the technology create a specific or mood-related 
playlist in just seconds. It is also envisaged that, at 
home, various family members would use natural 
speech in different spaces throughout the house to 
hear the music, radio or podcast content they want as 
they move from room to room. 

Hot topics

Several key players are also working with artificial 
intelligence so that the voice technology will quickly 
be able to learn individual preferences to provide 
tailored and better-matched recommendations, which 
could boost listenership and advertiser opportunities.

Voice response systems are still having difficulties, 
with reports from some smart speaker users that the 
systems often ask for voice commands to be repeated. 
Moreover, the technology must deal with the 
challenge of recognising different voices and regional 
accents while speakers are already playing loud audio 
content. Aside from these technological hurdles, Italy 
is also relatively underserved by the smart speaker 
market, with major releases including Amazon’s Echo 
and the Apple HomePod not yet present, while some 
which have been released are not fully compatible 
with Italian. However, if addressed, smart speakers 
offer opportunities for increased consumption of audio 
content and growing monetisation.



Chat apps extend their role beyond 
person-to-person communication

Chat apps and social platforms have become an 
increasingly important part of day-to-day life for 
consumers. Younger users are particularly engaged, 
often checking social platforms several times an hour 
for new content. 

As usage and engagement rise, key players from across 
the media and entertainment industry have teamed 
up with these platforms, growing them into “one-stop 
shops” for consumer needs. Whether they feature 
music, gaming or e-commerce, the partnerships offer 
companies the chance to target a wide and often 
international audience with products or services.

For instance, Facebook Messenger and streaming 
company Spotify are working together to offer Group 
Playlists for Messenger, a feature that lets users create 
playlists with friends on Facebook Messenger through 
the Spotify Chat extension.  
 

Further afield, Japanese streaming service Line 
Music (the most popular music subscription service 
in Japan), is linked to the Line messaging platform, 
offering users the ability to share music and playlists 
with friends as well as stream music simultaneously 
with others on the app. 

The same convergence can also be seen in gaming. 
Facebook Messenger launched Instant Games, 
enabling instant gameplay in both Messenger and on 
the Facebook News Feed. Meanwhile, in late 2016, 
Snapchat’s introduction of the Santa’s Helper game 
marked the launch of a new native gaming feature.
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