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Fig. 1: E&M CEOs are less likely to say that global economic growth will improve than CEOs in the wider TMT 
sector and globally.

PwC’s 22nd Annual CEO Survey continues to reveal 

CEO optimism about market prospects over the 

next 12 months, despite a small increase in the 

percentage of CEOs who believe that the global 

growth rate “will decline”.

The rise in relative pessimism evidenced in the 

survey is not that surprising. Most major economic 

models have adjusted their 2019 forecasts 

downward. In fact, many economists see a 

slowdown as overdue. International trade tensions, 

political upset and uncertainty, and stricter monetary 

and fiscal policy all play out differently but with the 

same general result across regions: a more cautious 

outlook on global economic growth. 

Launching a new product or service is the top 

priority for Entertainment and Media CEOs over 

the next 12 months, followed by creating organic 

growth, and operational efficiencies. These 

issues encounter on the one hand the concern of 

national operators to oppose the advance of giant 

technology companies and on the other hand 

towards the new needs of consumers who demand 

the development of new products constantly. 
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Source: PwC’s 22nd CEO Survey. Base: All respondents (1,378)
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Fig. 2: Launching a new product or service is the top priority for Entertainment and Media CEOs  
over the next 12 months.

Answering the question: How concerned are you, 

if at all, about each of these potential economic, 

policy, social, environmental, and business threats to 

your organisation’s growth prospects?  

Entertainment and Media and Global CEOs reply 

that are more mindful about major political threats 

and what’s going on in their immediate purview as 

they await greater clarity on government actions and 

market conditions. Over-regulation, the perennial 

top threat since we began asking this question in 

2008, maintains first place globally. It is joined in 

the top five threats by policy uncertainty, availability 

of key skills and trade conflicts. All of these are 

more immediate concerns tied to the ease of doing 

business within the economic infrastructure of one’s 

own markets. 

Looking at potential business threats E&M 

CEO’s reply speed of technological change and 

changing consumer behaviour. As last year, this 

result confirms the concern in media about their 

challenges in the digital age. Media companies, in 

a context of increasing competition are struggling 

with full-blown digital disruption. These uncertainties 

are reflected in the organisation’s prospects for 

revenue growth over the next 3 years, where almost 

75% of not very confident to be able to keep their 

organization growing. 

Source: PwC’s 22nd CEO Survey. Base: All respondents (1,378)

% Entertainment and Media
(94)

Global
(1,378)

Operational efficiencies 60% 77%

Organic growth 63% 71%

Launch a new product or service 68% 62%

New strategic alliance or joint venture 35% 40%

New M&A 40% 37%

Enter a new market 45% 37%

Collaborate with entrepreneurs or start-ups 28% 32%

Sell a business 16% 14%
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Almost all CEOs believe AI will
reshape their business...

In particular, the most disruptive technological 

change among Global CEOs is still represented by 

AI. Eighty-five percent of CEOs agree that AI will 

significantly change the way they do business in 

the next five years. That’s a striking number. In fact, 

close to two-thirds of global CEOs see it as bigger 

than the internet. However, resolving the information 

and talent gaps that CEOs face is a critical barrier to 

successfully exploiting the promise of AI. 

There are exceptions to this exuberance. North 

America, in general, is more sceptical with 35% 

of CEOs disagreeing’ or ‘strongly disagreeing’ 

that AI will have a larger impact than the internet 

revolution, while in Western Europe only 30%. Still, 

the overall sentiment is that AI will be a catalyst for 

transformation across regions. 

…but talents and competences are
needed 

The skill gap remain an important theme for the 

CEOs all over the world. Half of the respondent said 

that they see deficit in supply of skilled workers. 

E&M CEOs are slightly more positive with a 53% 

of respondents which do not see difficulty in hiring 

skilled workers. 

There are no quick fixes when it comes to closing 

the skills gap that many chief executives are 

concerned about this year. Globally, CEOs see 

‘significant retraining and upskilling’ as the best 

answer, and that will take time and money. What 

is clear is that governments and businesses need 

to work together to help their people adjust to the 

disruptive impact of new technologies through 

both channels. A culture of adaptability and lifelong 

learning will be crucial to spreading the benefits of 

AI and related technologies widely through society. 

This is particularly true in those markets in which the 

population is aging, like Italy, and people have to 

work longer to sustain themselves in retirement. 

Improved STEM (science, technology, engineering, 

math) skills will be important in allowing people to 

perform the new roles and tasks that will arise out 

of AI and robotics, but soft skills like creativity and 

empathy will also be important in making people 

adaptable and employable throughout their working 

lives. Creative solutions will address the bottom 

of the educational pyramid — repurposing trade 

and technical schools to equip young people for 

success. As organisations build a better workforce 

strategy for the future, they will need to rebalance 

their workforce composition, convert traditional jobs 

into more flexible roles, and appropriately price the 

tasks that people perform.
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When replying to thinking about the data that you 

personally use to make decisions about the long-

term success of your business, how important is... 

emerged that E&M CEOs give major importance to 

data for financial forecasts and projections (97%) 

and data about your brand and reputation (93%). 

Fig. 3: Difficulty in hiring workers remains a top priority for E&M CEOs which attribute the problem mainly to a 
deficit in the supply of skilled workers. 

0% 10% 20% 30% 40% 50%

Deficit in supply
of skilled workers

TMT Entertainment and Media Global

Compensation
expectations

Skills requirements
in our industry
have changed

Growth rate
of the industry

Candidates' view 
of industry reputation 

has changed

Working conditions

Other

Source: PwC’s 22nd CEO Survey

However, the most important data to make decisions 

in E&M for CEOs is data about your customers’ and 

clients’ preferences and needs, which is already 

since several years a top priority in the agendas  

of CEOs.

Data of customer and clients are more important 

today than ever. Media world has entered a new 

market context in which the personalization of the 

entertainment experience is a fundamental lever to 

succeed.

On the consumer side, more and more personal and 

customized interactions with content are required. A 

famous example was the success of the episode of 

Black Mirror in which the interaction of the spectator 

was required in the choices of the protagonist. 

On the other hand, the ever increasing number 

of connected devices available, allows individual 

consumers to organize and discover media content 

whenever and wherever they want. The result is the 

individualization of the experience with important 

consequences for market players.

If, on the one hand, the new world of entertainment 

consumers appears to be more isolated, with 

a growing number of people concentrated on 

the individual use of their content, on the other 

hand, there is a dimension of intrinsically social 

customization, as people share their own playlist 

through music streaming services, recommend 

movies to friends on social networks or participate 

in multi-user video game sessions.
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Advances in technology and service offerings are 

enabling people to move from passive consumption 

to active consumption - not just of individual isolated 

content, but of media as a whole. Numerous signs of 

this change will be highlighted in the analyses below. 

The first relates to the propensity of consumers to 

refuse the packets of channels offered by cable or 

satellite service providers, preferring to create their 

own ad hoc packages through OTT services, or even 

to increase the use of smart speakers.

Personalization has therefore transformed the 

way companies do business and relate to their 

customers, creating important implications for the 

leaders participating in this market.

Of primary importance is the knowledge of its 

customers, the only valid tool to be able to transform 

its business in the right direction and to be able to 

direct the creation of the necessary skills to face the 

changes in progress.

As is now clear, experience is king and without 

an experience that embraces individual needs we 

are destined to be defeated within a market that 

is constantly changing due to new technologies, 

regulations and the emergence of new competitors.

Fig. 4: Data considered of primary importance are about customers’ and clients’ preferences and needs, 
financial forecast and projections and brand and reputation. 

Source: PwC’s 22nd CEO Survey. Base: All respondents (1,378)

% Entertainment and Media
(94)

Global
(1,378)

Data about your customers’ and clients’ 
preferences and needs

99% 94%

Financial forecasts and projections 97% 92%

Data about your brand and reputation 93% 90%

Data about the risks to which the business 
is exposed

83% 87%

Data about your employees’ views  
and needs

87% 86%

Data about how the latest technology  
trends benefit or disrupt the industry

90% 86%

Benchmarking data on the performance  
of your industry peers

84% 85%

Data about the effectiveness  
of your R&D processes

64% 70%

Data about tax implications/risks  
arising from your decisions

73% 69%

Data about your supply chain 44% 66%

Data about the impact of climate change  
on the business

27% 42%

Data relating to how efficiently you utilise 
the real estate you occupy

32% 34%
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Main trends in the E&M Market 

Consumers are benefiting the continuous increase 

in opportunities to enjoy multimedia experiences 

tailored to their needs and companies are 

developing offers and business models aimed at 

individual consumer preferences. In a moment of 

intense change, companies are therefore leveraging 

data and consumption models to direct their 

products not to an audience made up of billions of 

people, but to billions of individuals.

The result is an emerging world of Media that 

is more customized than ever: a world in which 

consumers access multimedia contents through 

an increasingly wide range of smart devices, 

personalize their selection of channels through 

over-the-top services (OTT) and increasingly enrich 

their lives with multimedia content by exploiting 

smart homes and connected cars. It is also an 

increasingly mobile world, which will soon be 

enhanced by the spread of 5G networks. On the 

other hand, consumers are increasingly concerned 

about the security and privacy of their data, due 

to the increasing number of personal information 

connections that are recorded online. Therefore, 

obtaining consumer confidence is a fundamental 

advantage for the market, so companies are under 

increasing pressure to adapt to new  

privacy regulations.

Innovate to grow in a multimedia
reality based on personalization 

The evolution of human behavior is the 

fundamental change that leads to the remodeling 

of the entire sector, increasingly oriented towards 

personalization. On the one hand, the new world of 

E&M appears to be more isolated, with a growing 

number of people focused on choosing their own 

content. On the other hand, there is a dimension of 

intrinsically social customization, as people share 

their playlists through music streaming services, 

recommend movies to friends on social networks or 

participate in multi-user video game sessions.

Advances in technologies and service offerings 

are finally enabling people to move from passive 

consumption to active. Numerous signs of this 

change are highlighted in the Outlook. The first 

relates to the decrease in consumer propensity 

to purchase channel bouquet offered by cable or 

satellite service providers, preferring to create their 

own bouquet in a personalized manner through the 

purchase of OTT services. The turnover of the OTT 

segment is not yet comparable to the Traditional 

TV & Video segment, but it is expected to double 

by 2023 compared to 2018 level. A further signal 

concerns the increase in smart homes, with a rate of 

adoption of smart speakers that will increase with a 

CAGR of + 89.7% to reach 4.8 million units in 2023.

Four priorities for company
strategies

While E&M companies reinvent their organizations 

and their offers for an increasingly personalized 

world, four priorities take on an increasingly 

important position:

• A single dimension does not fit everyone: 

since companies are addressed both to 

the markets of individuals and to individual 

geographic markets, it has been realized that 

it is appropriate to offer diversified options: all-

you-can-eat offers with unlimited use in some 

areas, different price ranges associated with 

different services in less developed markets and 

a competition based on affordable prices.

• The number of consumer touch points is 
expanding: as the experiences related to 

media and e-commerce become more and 

more personalized, the gratification for the 

consumer becomes more and more immediate. 

From this point of view, content developers and 

distributors are identifying new ways to attract 

consumers as individuals, while sellers are trying 

to figure out how to get in touch with them at 

the exact time of consumption to instantly direct 

them to purchase.  
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Evidence of this trend is given by the increase 

in online advertising that can be purchased, 

often advertised by “influencers”. Also the voice 

is becoming a form of strategic interaction for 

research and shopping, supported by the spread 

of smart speakers.

• Technological innovation introduces a new 
era of “personalized computing”: companies 

are leveraging the AI’s abilities to understand 

the preferences and consumption habits of 

individuals to offer the content that individual 

users find most appealing. The combination of 

AI and 5G will prove to be extremely influential 

as it will favor the rapid growth of segments 

such as video games and VR. E&M Outlook 

in Italy forecasts highlight the compelling 

combination of growth and scalability for video 

games, with e-sports having the fastest market 

growth followed by VR.

• Trust and regulation continue to play a 
central role as personal data management 
becomes the key: as consumers increasingly 

find themselves at the center of their world of 

multimedia content, their personal data - from 

music they listen in streaming, to news that 

they read, up to the products they buy - are 

becoming increasingly important. In this context, 

ensuring proper management of personal 

data is proving to be the key to the general 

integrity of the E&M ecosystem. For companies, 

all this goes beyond the correct application 

of regulations - and extends to building a 

relationship of trust thanks to transparent and 

responsible management of customer data, 

ensuring the accuracy of the news and being 

sensitive to issues of concern such us digital 

addiction. 
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Industry overview
The entertainment and media (E&M) market in Italy 

totalled €34.8bn in 2018, up 0.9% on the previous 

year. The Internet segment is by far the largest in 

Italy’s E&M market. Comprising advertising and 

access revenues, it accounted for 43% of the total 

market in 2018, buoyed by expenditure on mobile. 

TV is also a substantial contributor to E&M revenue, 

with pay-TV subscription revenue helping to stem 

losses in the traditional market.

Despite the Italian VR market failing to match early 

growth expectations, with sales of both headsets 

and VR content falling short of initial projections, 

there will be rapid growth in VR revenue over 

the next five years, as well as in other emerging 

segments like the esports sector, albeit from a low 

base. Segments such as these, combined with 

thriving video games and digital music sectors, will 

help drive growth of a 3.9% CAGR in total E&M 

revenues to reach €42.1bn in 2023.

Segments reliant on print are experiencing the 

harshest declines. In the newspapers segment, both 

circulation and advertising revenues are contracting, 

with revenues from national titles declining at a 

faster rate than their local counterparts. 

Meanwhile, in the magazines sector new approaches 

are being taken to stem losses: for instance, 

the strategy of first launching in digital and then 

following up with a print edition has been adopted 

by Mondadori and Hearst Italia.
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Segments at a glance

• B2B: The business information sub-segment 

will be the fastest-growing sector of Italy’s B2B 

market, driven by demand for industry insights. 

Aside from this growth and rises in trade shows 

revenue, the trade magazine advertising sub-

sector will be the only remaining segment in 

growth to 2023.

• VR: Italy’s VR revenue rose by 44.4% in 2018 to 

€46mn in the technology’s second full year of 

availability. However, the lag in initial acceptance 

among consumers has led many developers 

to focus more on enterprise and business 

VR and Italian tourism companies and theme 

parks are increasingly utilising VR for providing 

differentiated experiences.

• Video games and esports: Mobile gaming 

continues to be the key driving force of the 

Italian video games market and social/casual 

gaming revenue overtook traditional gaming in 

2018, owing to a period of significant growth. 

Esports will see a 51.6% CAGR to 2023, 

boosted by involvement of a major esports 

company in the Electronic Sports League (ESL) 

and a major sponsor in Vodafone.

• OOH: Italy’s OOH market will continue to 

expand, with the entirety of this growth coming 

from digital OOH (DOOH) advertising. The 

market is nearing the digital tipping point, when 

digital will overtake physical, as the transition to 

digital results in higher sales for media owners.

• Books: The Italian books market will return to 

growth in 2019, driven by the success of Italian 

authors and global hit titles in the consumer 

segment. The annual Bologna Children’s Book 

Fair took place in April 2019 and was attended 

by Netflix for the first time, a move signifying 

growing cross-industry collaboration.

• Magazines: As consumer magazine revenues 

contract, many Italian publishers used 2018 as a 

year of portfolio review and brand refresh, giving 

digital makeovers to their online brands, with 

upgrades including Instagram promotions, more 

video content and festival tie-ins. Meanwhile, the 

trade sector is able to retain its subscriber base 

due to connections with professional courses 

and exhibitions.

• Newspapers: Total newspaper revenue in 

Italy declined by -6.6% in 2018, mainly due to 

continued shrinkage in circulation. Newspaper 

readership has fallen from 67% of Italians in 

2007 to just 37.4% in 2018, according to Censis; 

now only 14.8% of Italians read newspapers in a 

given week. 

• Cinema: On the back of the disappointing 

2018 figures and poor start to 2019, a unified 

response has been produced to address the 

gap in summer releases in Italy. Meanwhile, in 

November 2018, Italy announced a new law, 

dubbed locally as the “anti-Netflix” law, requiring 

all Italian-made films to be exhibited in cinemas 

prior to being streamed.

• Music, radio and podcasts: Streaming is a 

key driver of growth in the music market, with 

global player Spotify leading the way, although 

local players have launched rival services at 

competitive price points. In radio, long listening 

times are attracting advertisers, helping to boost 

revenue at a 4.4% CAGR to 2023. The Italian 

podcast industry is growing rapidly, despite one-

quarter of consumers having no knowledge of 

the medium.

Entertainment and media by segment
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• TV and video: SVOD is driving the Italian OTT 

market, with Netflix recently announcing three 

new Italian original TV series. In the traditional 

sector, operators are focusing on upselling 

premium products to core customers, such as 

Ultra HD and the Sky Q set-top box. Meanwhile, 

live sport content and top-quality entertainment 

and drama remains key to attracting mass 

audiences and advertisers. 

• Internet: Italy is Europe’s fourth-largest market 

in terms of total Internet access revenue and the 

forecast CAGR of 6.7% is above the average for 

Western Europe, with growth being driven by the 

competitive mobile Internet sector.  

Italy’s media landscape is traditionally 

dominated by TV, and broadcasters remain 

the most important platform for advertising. 

But the gap is closing at ever-faster rates, and 

on current trends Internet advertising is set to 

surpass TV advertising in 2019.
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Fig. 5: Total E&M revenues will surpass €42.0bn in 2023.
Italy, entertainment & media spending by segment, 2014-2023 (€mn).

Historical data Forecast data CAGR %

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2018-23

Books  2,077  2,082  2,096  2,190  2,170  2,177  2,184  2,189  2,189  2,186 

y-o-y growth 0.2% 0.7% 4.5% -0.9% 0.4% 0.3% 0.2% 0.0% -0.1% 0.2%

Business-to-business  2,800  2,782  2,793  2,821  2,821  2,836  2,857  2,884  2,923 2,966

y-o-y growth -0.6% 0.4% 1.0% 0.0% 0.5% 0.8% 0.9% 1.3% 1.5% 1.0%

Cinema  625  687  720  644  615  676  695  717  737  757 

y-o-y growth 10.1% 4.7% -10.4% -4.5% 9.9% 2.8% 3.1% 2.9% 2.6% 4.2%

Internet  11,932  12,611  13,171  14,671  14,891  15,981  17,133  18,182  19,180  20,150 

y-o-y growth 5.7% 4.4% 11.4% 1.5% 7.3% 7.2% 6.1% 5.5% 5.1% 6.2%

Magazines  2,064  1,974  1,952  1,909  1,724  1,606  1,516  1,447  1,390  1,343 

y-o-y growth -4.4% -1.1% -2.2% -9.7% -6.8% -5.6% -4.5% -3.9% -3.4% -4.9%

Music and podcasts 802 883 905 963 1,019 1,091 1,167 1,244 1,320 1,383

y-o-y growth 10.1% 2.5% 6.4% 5.8% 7.0% 7.0% 6.6% 6.1% 4.7% 6.3%

Newspapers  1,978  1,912  1,800  1,653  1,543  1,466  1,401  1,347  1,302 1,267

y-o-y growth -3.3% -5.9% -8.2% -6.6% -5.0% -4.4% -3.9% -3.3% -2.7% -3.9%

Out-of-home 165 181 176 175 185 186 190 195 199 202

y-o-y growth 9.6% -2.6% -0.5% 5.2% 0.8% 2.3% 2.5% 1.9% 1.5% 1.8%

Radio 451 480 490 504 526 549 572 593 612 630

y-o-y growth 6.4% 2.1% 2.8% 4.4% 4.3% 4.2% 3.7% 3.3% 2.9% 3.7%

TV  7,986  8,114  8,680  8,641  8,731  8,762  8,883  8,953  9,089 9,179

y-o-y growth 1.6% 7.0% -0.5% 1.0% 0.4% 1.4% 0.8% 1.5% 1.0% 1.0%

Video games 972 1148 1339 1564  1,819  2,108  2,421  2,751  3,083 3,413

y-o-y growth 18.0% 16.6% 16.8% 16.3% 15.9% 14.8% 13.6% 12.1% 10.7% 13.4%

VR - - 8.9 32 46 59 76 94 111 130

y-o-y growth - - 255.2% 44.4% 29.8% 28.8% 23.2% 18.3% 17.2% 23.3%

Esports 0.7 1.1 1.8 2.9 5.0 8.7 16 24 32 40

y-o-y growth 73.7% 61.8% 59.9% 69.9% 74.0% 81.6% 51.3% 33.1% 25.8% 51.6%

Total  30,699  31,668  32,899  34,477  34,783  36,162  37,728  39,194  40,693  42,125 

y-o-y growth 3.2% 3.9% 4.8% 0.9% 4.0% 4.3% 3.9% 3.8% 3.5% 3.9%

Total excludes double counting.

Source: PwC, Ovum
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Fig. 6: Italy’s annual growth to be faster than Western Europe’s over the forecast period.
Italy E&M revenue growth vs Western Europe, (%), 2015-2023.

Source: PwC, Ovum

Italy’s E&M market continued to grow in 2018 and is 

set to rise year-on-year to 2023. Annual E&M growth 

in Italy outpaced that of Western Europe in 2016 

and 2017, and after a slowdown in 2018, is set to 

continue this trajectory over the next five years. 

The 2018 slowdown is due to a fall in the growth 

rate of the internet access segment, because of the 

entrance in the mobile sector of low cost operators, 

who have put additional pricing pressure on already 

low tariffs, and the general economy modest 

increase, of which the internet access represents the 

35%. However, in 2023, Italy will see annual growth 

of 3.5%, a rate which is faster than the regional rate 

of 2.6%
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E&M revenue growth in Italy will outperform both 

real and nominal GDP rates in 2019, and will 

continue to do so over the duration of the forecast 

period. Advertising revenues, which are closely 

linked with wider economic performance, will also 

see stronger growth than the two GDP metrics 

from 2019 onwards, highlighting the strength of the 

country’s E&M market.

Fig. 7: E&M spend to outpace nominal and real GDP growth from 2019.
Italy, E&M spend vs nominal and real GDP growth, 2018-2023 (%).

Source: PwC, Ovum
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Digital E&M revenues continued their expansion in 

2018, rising by 3.9% to €17.4bn. Last year was a 

significant one for Italy’s E&M industry as it marked 

the first time that digital revenues accounted for half 

of total revenues. 

Over the next five years, digital will increase its 

share annually, totalling 59.6% in 2023. Key drivers 

of this growth will be music streaming services, of 

which more than half of Italian consumers are users. 

New technologies like VR, which only launched 

commercially in 2016, will also drive digital growth. 

While VR remains a niche category, the industry 

is slowly overcoming important challenges such 

as content availability, comfort, compatibility and 

affordability.

While non-digital E&M revenue in Italy contracted by 

-2.0% in 2018, the picture is set to improve over the 

forecast period. The sector will continue to contract, 

but a slower rate, buoyed by markets like cinema, 

where admissions are expected to pick up from 

a low point in 2018, and radio, where advertising 

revenues are experiencing solid gains.

Fig. 8: Digital reach almost 50% of total revenue in 2018.
Italy, Internet access share, and total digital share, of E&M spending, 2014-2023 (%).

Source: PwC, Ovum
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Consumer spending

The consumer E&M market in Italy totalled €26.5bn in 2018, up 0.2% on the previous year. The sector will rise at a 4.1% CAGR to 2023, driven by growth in emerging 

sectors like VR and esports, as well as the video games market.

Historical data Forecast data CAGR %

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2018-23

Books 2,077 2,082 2,096 2,190 2,170 2,177 2,184 2,189 2,189 2,186

y-o-y growth 0.2% 0.7% 4.5% -0.9% 0.4% 0.3% 0.2% 0.0% -0.1% 0.2%

Business-to-business 1,713 1,742 1,771 1,808 1,813 1,829 1,848 1,869 1,892 1,917

y-o-y growth 1.7% 1.7% 2.1% 0.3% 0.9% 1.1% 1.1% 1.2% 1.3% 1.1%

Cinema 601 664 695 619 589 648 666 687 707 725

y-o-y growth 10.6% 4.6% -10.9% -5.0% 10.1% 2.8% 3.1% 2.9% 2.6% 4.3%

Internet 9,980 10,450 10,820 12,000 11,907 12,682 13,514 14,259 14,962 15,662

y-o-y growth 4.7% 3.5% 10.9% -0.8% 6.5% 6.6% 5.5% 4.9% 4.7% 5.6%

Magazines 1490 1,422 1,387 1,351 1,217 1,131 1,061 1,002 953 911

y-o-y growth -4.6% -2.4% -2.6% -9.9% -7.1% -6.2% -5.5% -4.9% -4.4% -5.6%

Music 669 744 760 808 854 912 973 1034 1093 1139

y-o-y growth 11.2% 2.1% 6.4% 5.6% 6.9% 6.7% 6.3% 5.7% 4.2% 5.9%

Newspapers 1,197 1,184 1,120 1,015 945 903 869 843 823 809

y-o-y growth -1.1% -5.4% -9.4% -6.9% -4.4% -3.7% -3.1% -2.4% -1.7% -3.1%

Fig. 9: Consumer revenues will increase at a 4.1% CAGR.
Italy, End-user E&M spending, 2014-2023 (€mn).
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Fig. 9: Consumer revenues will increase at a 4.1% CAGR.
Italy, End-user E&M spending, 2014-2023 (€mn).

Historical data Forecast data CAGR %

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2018-23

Radio 106 107 108 101 101 101 101 101 101 101

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

TV and video 5,000 5,101 5,525 5,517 5,576 5,631 5,682 5,743 5,814 5,881

y-o-y growth 2.0% 8.3% -0.1% 1.1% 1.0% 0.9% 1.1% 1.2% 1.2% 1.1%

Video games 936 1,110 1300 1,523 1,776 2,063 2,373 2,701 3,030 3,358

y-o-y growth 18.6% 17.1% 17.2% 16.6% 16.2% 15.0% 13.8% 12.2% 10.8% 13.6%

VR 0 0 8.9 32 46 59 76 94 111 130

y-o-y growth - - 255.2% 44.4% 29.8% 28.8% 23.2% 18.3% 17.2% 23.3%

Esports 0.1 0.2 0.3 0.5 0.8 1.5 2.8 4.2 5.5 6.9

y-o-y growth 75.9% 45.2% 67.5% 75.6% 79.1% 83.7% 50.8% 32.5% 24.5% 52.2%

Total consumer 23,252 24,088 25,072 26,447 26,501 27,663 28,888 30,074 31,239 32,394

y-o-y growth 3.6% 4.1% 5.5% 0.2% 4.4% 4.4% 4.1% 3.9% 3.7% 4.1%

Includes Internet access. Total excludes double counting.

Source: PwC, Ovum
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Esports will be the fastest-growing sub-segment of 

the Italian consumer market, albeit from a low base. 

There are still a limited number of esports events 

in Italy, meaning that consumer contribution is the 

largest component of the consumer sector. 

App-based social/casual gaming is a key driver of 

the Italian video games market, which will in turn 

boast solid consumer revenue growth. There were 

1.6bn apps downloaded in Italy in 2018, although 

not all of these were for gaming. While many mobile 

gamers are accessing free-to-play titles and do 

not invest any money into their gaming experience, 

those who do pay for in-game add-ons more than 

compensate for these passive gamers. App-based 

social/casual revenue will account for 66% of total 

video games and esports revenue in 2023, supported 

by rising smartphone adoption and a smoother, faster 

and more reliable mobile Internet experience. 

Fig. 10: Rising smartphone adoption will boost mobile gaming opportunities.
Smartphone connections, mobile Internet subscribers (mn) and app downloads (bn), 2018-2023.

Source: PwC, Ovum
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Print revenues are continuing to lose share to video, 

with revenues of €4.4bn in 2018, down from €4.8bn 

in 2014. Of the three print segments, two will see 

negative growth over the next five years. Books will 

be the only segment to rise, although this growth 

will be marginal. According to the Economic Times, 

a survey in the US in 2018 found that readers tend 

to prefer physical books, citing the inability to 

share e-books with friends or offer them as gifts as 

reasons why the format feels less valuable to them. 

The survey also noted the emotional attachment felt 

towards print books, while e-books tend to feel as 

though they are not “owned”, even after purchase.

Meanwhile, both magazines and newspaper 

revenues will contract annually to 2023.  

In the newspapers segment, the traditional print 

advertising-based business model that supported 

large teams of journalists for so long is in decline, 

partly because print brands can no longer offer 

advertisers access to a unique, engaged audience of 

readers. The same audiences can be found  

at scale and in a more targeted fashion through 

larger platforms.

Meanwhile, the demand for video content continues 

to rise. OTT video is making inroads in Italy, with the 

number of OTT subscribers reaching 5.0mn in 2018. 

Market-leading services like Netflix and Amazon 

Prime Video are well established in the market, with 

the latter commissioning its first Italian original series: 

a crime drama set in Milan in the 20th century. 

Fig. 11: Consumer Video revenues to be more than double print’s in 2023. 
Italy, Video vs print, 2014-2023 (€mn).

Source: PwC, Ovum
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While the demand for video content is growing, the 

sale and rental of physical home video products like 

DVDs and Blu-rays is continuing what looks to be an 

irreversible decline, contracting at a -13.3% CAGR 

to 2023. SVOD revenue overtook the physical home 

video sector in 2018, while TVOD, or the buying and 

renting of content via on-demand offerings from 

pay-TV and telecoms providers (including services 

such as Sky Store and Apple’s iTunes) will overtake 

the physical sector in 2022.

However, despite the innovations that the likes of 

Netflix and Amazon have brought to the TV market, 

they have also created a fundamental problem 

that consumers desperately want solved: there’s 

no single place to find something to watch. One of 

the consequences of this growing fragmentation 

problem has been the resurgence in pirated content. 

Following a number of years of decreasing pirated 

traffic, networking companies are reporting an 

upward trend in file-sharing services, noting spikes 

around the release of latest seasons of popular TV 

shows such as Game of Thrones. Many consumers 

are finding themselves in a similar situation to the 

one which they ran away from by cord-cutting: a 

ballooning cost associated with having access to a 

small number of the most popular TV shows  

and films.

Fig. 12: TVOD to overtake physical home video in 2022. 
TVOD vs physical home video revenues, 2014-2023 (€mn).

Source: PwC, Ovum
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Advertising spending

The Italian E&M advertising market totalled €8.3bn in 2018, up 3.1% on the previous year. While it will see annual revenue increases to 2023, growth in E&M advertising 

revenue will rise at a slower pace than its consumer counterpart, at a 3.3% CAGR.

Historical data Forecast data CAGR %

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2018-23

Business-to-business 1,087 1,040 1,021 1,013 1,008 1,007 1,009 1,015 1,031 1,049

y-o-y growth -4.3% -1.8% -0.8% -0.5% -0.1% 0.2% 0.6% 1.5% 1.8% 0.8%

Cinema 24 23 24 25 27 28 29 30 31 31

y-o-y growth -4.2% 6.0% 2.4% 6.4% 6.1% 4.4% 2.4% 1.9% 1.5% 3.3%

Internet 1,952 2,161 2,351 2,671 2,984 3,299 3,619 3,923 4,217 4,488

y-o-y growth 10.7% 8.8% 13.6% 11.7% 10.5% 9.7% 8.4% 7.5% 6.4% 8.5%

Magazines 574 552 564 558 507 475 455 445 438 432

y-o-y growth -3.8% 2.2% -1.1% -9.1% -6.2% -4.2% -2.2% -1.7% -1.2% -3.1%

Music and podcasts 133 139 146 155 166 179 194 210 227 244

y-o-y growth 4.4% 5.1% 6.5% 6.9% 8.0% 8.3% 8.3% 8.2% 7.5% 8.1%

Newspapers 781 729 679 638 598 563 532 504 480 459

y-o-y growth -6.7% -6.7% -6.1% -6.2% -5.9% -5.6% -5.2% -4.9% -4.4% -5.2%

Fig. 13: Advertising revenues will near the €10.0bn mark in 2023. 
Italy, Advertising E&M spending, 2014-2023 (€mn).
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Fig. 13: Advertising revenues will near the €10.0bn mark in 2023. 
Italy, Advertising E&M spending, 2014-2023 (€mn).

Historical data Forecast data CAGR %

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2018-23

Out-of-home 165 181 176 175 185 186 190 195 199 202

y-o-y growth 9.6% -2.6% -0.5% 5.2% 0.8% 2.3% 2.5% 1.9% 1.5% 1.8%

Radio 345 373 382 403 425 448 471 492 511 528

y-o-y growth 8.0% 2.5% 5.6% 5.5% 5.3% 5.1% 4.5% 3.9% 3.4% 4.4%

TV and video 2,986 3,012 3,155 3,124 3,155 3,132 3,200 3,211 3,276 3,298

y-o-y growth 0.9% 4.7% -1.0% 1.0% -0.7% 2.2% 0.3% 2.0% 0.7% 0.9%

Video games 36 37 39 41 43 45 48 50 52 55

y-o-y growth 3.2% 4.5% 4.6% 4.8% 5.6% 5.5% 4.9% 4.8% 4.6% 5.1%

Esports 0.5 0.9 1.6 2.5 4.2 7.2 13 20 26 33

y-o-y growth 73.3% 65.2% 58.5% 68.8% 73.0% 81.2% 51.4% 33.2% 26.1% 51.4%

Total advertising 7,447 7,579 7,827 8,031 8,281 8,499 8,840 9,120 9,454 9,731

y-o-y growth 1.8% 3.3% 2.6% 3.1% 2.6% 4.0% 3.2% 3.7% 2.9% 3.3%

Total excludes double counting.

Source: PwC, Ovum
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TV accounted for the largest share of the Italian E&M 

advertising market in 2018, with revenues of €3.2bn. 

But despite the prevalence of TV advertising, from 

2019 Internet will be the largest contributor to 

advertising in Italy, extending its lead annually to 

2023. Mobile will drive the market and is set to see 

a further a boost following the rollout of 5G in the 

country. Social media also provides ample space 

for advertisers to reach consumers, as the amount 

of time spent on these platforms continues to grow. 

According to research by Hootsuite and We Are 

Social, 59% of Italians over the age of 13 can be 

reached with Facebook adverts. 

In 2023, TV advertising will still account for over a 

third of Italy’s E&M advertising revenue, at 34%. 

While audiences are progressively watching less 

linear TV, its reach still represents the pre-eminent 

way for advertisers to engage large audiences. 

There has been movement into targeted and 

addressable advertising in the traditional TV sector; 

these revenues will largely supplement existing TV 

advertising spending and often bring new, often 

smaller, businesses into the TV advertising universe, 

meaning revenues will be attracted from local/

regional press and online advertising. TV advertising 

has also proven itself to offer a safe and trusted 

advertising environment, something that gives it an 

advantage over digital advertising.

Fig. 14: Internet will lead the advertising market from 2019.  
Internet advertising vs broadcast TV advertising, 2014-2023 (€mn).

Source: PwC, Ovum
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5G will enhance connected consumer
experiences

In September 2018, Italy’s 5G spectrum auction 

began, with five operators (Iliad, Telecom Italia, 

Vodafone Italy, Wind Tre and Fastweb) participating. 

The auction raised €6.6bn and saw 71 rounds of 

bidding for licences valid from 2022.

For most consumers, 5G’s most immediate benefit 

will be faster mobile broadband, but the technology 

will drive much wider change across markets and 

over time. As subscriptions reach critical mass, 5G’s 

lower-latency, network-slicing, and edge-computing 

capabilities will provide the foundation for an array 

of more immersive consumer experiences.

Operators are likely to bundle a variety of services 

with 5G connectivity, starting predominantly with 

TV and video. Linear and on-demand video will 

account for the largest share of data that consumers 

generate on 5G networks. Research firm Ovum 

expects consumer mobile monthly data usage to 

multiply by a factor of at least four.

5G networks and TV bundles will enable mobile 

devices to become a central, rather than 

supplementary, device in the viewing ecosystem. 

The growth in mobile video viewing will also drive 

global growth in mobile video advertising revenue, 

as platforms and publishers are able to serve more 

ads to more people at more times during the day.

Initially, viewing will shift to 5G because of the 

improved user experience offered by better 

networks. Over time it is likely that new content 

types and business models will emerge that have 

been enabled by 5G. Some developments include 

exploring the integration of VR and AR into TV and 

video; new TV show formats for mobile; haptic 

experiences; and audience-driven TV plotlines. 

The growing segments of VR, AR, and mixed reality 

(MR) will accelerate thanks to the proliferation 

of 5G devices and the improving capabilities of 

5G networks. Faster data speeds, lower latency, 

improved handsets, and better VR and AR content 

from fast-learning content providers will potentially 

scale these technologies to the mass market, with 

consumer spending on 5G AR and VR set to follow.

 

Cloud gaming experiences a
renaissance

The imminent rollout of 5G networks, promising high 

speeds and sub-10-millisecond latency, has inspired 

operators and network providers to look to include 

cloud gaming as part of their 5G service offerings. 

This has led to a host of new partnerships between 

cloud gaming companies and leading network 

operators, content providers, and technology 

companies worldwide.

Leading technology companies including Google, 

Intel, Microsoft, and Nvidia have ramped up 

investments in this space, leading to a significantly 

refined cloud architecture to support cloud gaming. 

While cloud gaming services will eventually erode 

the appeal of traditional gaming consoles, for now 

the traditional console market remains buoyant 

and it is unclear if top-tier game publishers would 

be comfortable with completely moving away from 

lucrative single-copy sales.

The quality of the content will be the leading 

determining factor of success for cloud gaming 

platforms. The increasing number of cloud gaming 

companies will seek to partner with a wide range 

of game publishers and developers in order to 

strengthen their service offering. This will therefore 

put content owners in a strong negotiating position. 
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Meanwhile, the biggest companies will try to lessen 

their dependence on third-party content by investing 

in in-house studios, as Google has done with the 

launch of its Stadia Games and Entertainment 

studio.

Meanwhile, adding gaming functionality to existing 

hardware owned by OTT players, as Google plans 

to with its Chromecast devices through Stadia, will 

drive their appeal to consumers and offer ready-

made addressable audiences. Like YouTube, which 

is a core aspect of Google’s Stadia strategy, existing 

OTT media platforms with gaming synergies – 

Amazon’s Twitch, or even Netflix with its interactive 

content – will also serve as ideal jumping-off points 

for new cloud gaming services.

Music, radio and podcast providers
begin to position themselves as
“audio” companies

Propelled by the growing adoption of technology 

like smart speakers and connected cars, audio 

consumption will become an increasingly important 

part of the media and entertainment landscape. 

Key players are beginning to redefine themselves as 

“audio” providers – positioning themselves as one-

stop-shops for consumers browsing music, radio and 

podcast content, rather than specialist providers. 

The key to this new strategy is content and providers 

have been broadening their portfolios to ensure 

they are the go-to audio platform for listeners. 

Spotify has made moves into podcasting with the 

buyout of several podcast companies in early 2019, 

including Anchor, which provides a distribution and 

monetisation tool for podcast creators, and Gimlet 

Media, a startup podcast producer. The streaming 

platform has also announced a deal with Barack and 

Michelle Obama to create original content for the 

service.

Meanwhile in the US, satellite radio firm SiriusXM’s 

buyout of streaming service Pandora in late 2018 

created the world’s largest audio entertainment 

company, signalling a wider move by industry 

players to reposition themselves as “audio” 

companies so that access to music, radio and 

podcasts can come under one roof.

Italy’s share of Western Europe
spending

Italy’s share of total Western European E&M spend 

was 9.0% in 2018, slightly down on the 9.2% 

share it commanded in 2017. However, the market 

will bounce back to 2023, by which time Italy will 

account for 9.3% of Western Europe’s total  

E&M spend.

Internet access was Italy’s largest contributor to 

regional E&M spend in 2018, as the number of 

consumers paying to gain access to a broadband 

or mobile connection continues to increase. New 

and improved connectivity options like the highly 

anticipated launch of 5G will keep this share 

buoyant over the forecast period, with the segment 

accounting for 11.8% of regional spend in 2023.

Dynamic and emerging sectors are increasing their 

share of the market. For instance, the music and 

podcasts market will perform well to 2023 due 

to rising numbers of subscriptions to streaming 

services and podcasts gaining traction. Other new 

and developing areas like esports and VR will also 

grow their position in the regional E&M industry, with 

the former overtaking Internet access as the largest 

contributor to regional spend from 2022.

Despite heavy competition and the maturity of the 

medium, radio is holding its own and will grow its 

position to account for over 6% of the regional 

market in 2023. But by contrast, other mature 

segments, particularly those heavily reliant on print 

will see little to no change in their share. The books 

industry will remain stable, but the newspaper sector 

will see a decrease in its contribution over the next 

five years, as digital take-up remains low. Magazines 

will also see a reduction in share, despite some 

publishers reducing the number of editions they 

publish and working with social media influencers to 

promote their brands. 
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Fig. 15: Italy will account for nearly 10% of total spend in 2023. 
Italy’s share of Western Europe spending, 2014-2023 (%).

Historical data Forecast data

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Books 7.2% 7.1% 7.1% 7.3% 7.2% 7.2% 7.2% 7.2% 7.2% 7.2%

Business-to-business 6.3% 6.2% 6.1% 6.0% 5.9% 5.8% 5.7% 5.7% 5.7% 5.7%

Cinema 9.4% 9.4% 9.9% 8.8% 8.4% 8.9% 8.9% 9.0% 9.2% 9.2%

Esports 2.3% 2.5% 2.8% 3.2% 4.2% 5.8% 8.7% 11.0% 12.7% 14.1%

Internet access 12.7% 12.5% 12.2% 12.6% 11.8% 11.8% 11.8% 11.8% 11.8% 11.8%

Internet advertising 7.3% 7.1% 6.9% 6.9% 6.9% 7.0% 7.1% 7.2% 7.3% 7.4%

Magazines 9.0% 8.8% 8.9% 9.0% 8.3% 7.9% 7.6% 7.4% 7.2% 7.1%

Music and podcasts 5.9% 6.3% 6.3% 6.5% 6.6% 6.8% 7.1% 7.3% 7.5% 7.7%

Newspapers 6.2% 6.2% 6.1% 5.8% 5.6% 5.5% 5.4% 5.4% 5.4% 5.4%

Out-of-home 3.2% 3.4% 3.2% 3.1% 3.1% 3.0% 3.0% 3.0% 3.0% 3.0%

Radio 4.5% 4.9% 5.0% 5.1% 5.2% 5.6% 5.7% 5.8% 6.0% 6.1%

TV and video 10.4% 10.2% 10.7% 10.5% 10.5% 10.5% 10.5% 10.4% 10.5% 10.5%

Video games 6.9% 7.2% 7.4% 7.9% 8.5% 9.2% 9.9% 10.6% 11.3% 11.9%

VR - - 9.4% 9.8% 10.2% 10.8% 11.5% 11.8% 11.8% 11.9%

Total 9.1% 9.1% 9.1% 9.2% 9.0% 9.0% 9.1% 9.2% 9.2% 9.3%

Source: PwC, Ovum
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