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METHODOLOGY 

 Data for this report are provided by Eurodata TV Worldwide/Relevant partners and EBU Members 
through the Media Intelligence Survey and the GEAR network.  

 Year on year evolutions are only based on countries with comparable figures. All those with 
methodological differences have been excluded.   

 Youth age group refers to 15-24 year olds, though some market definitions vary. 

AGGREGATED DATA AUDIENCE DATA DEFINITIONS 

Daily viewing times across markets are 
averaged to give the average daily 
viewing time  

Market shares across markets are averaged 
to give the average market share 

Reach in 000s across markets are added 
together to give the total reach in 000s 
 
Reach % across markets are averaged to 
give the average reach in %  

Weekly Reach ( 000s / % ) 
Everyone that watched for at least 15 
consecutive minutes in an average week, 
though in some markets definitions vary.  
Expressed as the total amount of people 
or as a % of the population   

Market Share ( % ) 
% of viewing based on the total  
TV-watching audience 

Daily Viewing Time ( HH:MM ) 
The average number of minutes of TV 
that each individual watched per day  
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SECTION 1  
VIEWING TIME  
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3:38 3:41 
3:38 

3:43 
3:40 

3:41 

2009 2010 2011 2012 2013 2014

EUROPEAN CITIZENS  

in 2014 watched on average 

3:41 OF TV DAILY 

+3 MINUTES  
on 5 years ago  

+1 MINUTE  
on previous year 

Source: EBU based on Eurodata   

2:26 2:24 
2:19 2:19 

2:14 
2:11 

2009 2010 2011 2012 2013 2014

EUROPEAN YOUTH  

in 2014 watched on average 

2:11 OF TV DAILY 

-14 MINUTES  
on 5 years ago  

-3 MINUTES  
on previous year 

Stable viewing time overall, however declines among youth persist in the 
majority of markets  
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TELEVISION VIEWING TIME IN 2014 



HEAVY TELEVISION VIEWERS 

LIGHT TELEVISION VIEWERS 

ROMANIA BOSNIA & HERZEGOVINA SERBIA 

SWITZERLAND FRENCH SWITZERLAND GERMAN ICELAND 

( +1 ) ( -23 ) 

5:42 3:34 

2014 daily viewing time (in H:MM) 

( ) Difference on previous year (in minutes) 

 

All Youth 

Source: EBU based on Eurodata  
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( n.a. ) ( n.a. ) 

5:39 4:07 
( -2 ) ( -4 ) 

5:04 2:34 

( +1 ) ( +3 ) 

2:23 1:06 
( -1 ) ( +1 ) 

2:08 0:58 
( -6 ) ( -16 ) 

1:57 1:21 



All 

2:31 

4:27 

1:32 

2:46 

1:36 

2:47 

3:20 

2:02 

1:31 

1:54 

3:45 

3:34 

1:54 

2:34 

1:51 

1:24 

2:14 

1:12 

1:06 

0:58 

1:15 

3:06 

2:45 

2:18 

1:39 

1:35 

3:12 

2:32 

1:45 

1:30 

4:07 

1:47 

2:09 

1:56 

1:31 

1:52 

3:46 

1:44 

1:17 

1:39 

2:18 

2:18 

2:04 

1:59 

2:44 

1:21 

2:03 

2:22 

2:42 

2:42 

4:14 

3:47 

2:59 

3:13 

5:39 

3:43 

4:19 

3:30 

3:27 

2:53 

3:48 

3:40 

2:56 

3:41 

4:32 

3:47 

3:41 

4:17 

4:49 

1:57 

3:14 

3:48 

Armenia

Austria

Azerbaijan

Belarus

Belgium Flemish

Belgium French

Bosnia & Herzegovina

Bulgaria

Croatia

Cyprus

Czech Republic

Denmark

Egypt

Estonia

Finland

France

FYR of Macedonia

Georgia

Germany

Greece

Hungary

Iceland

Ireland

Israel

Source: EBU based on Eurodata  

Youth 

4:22 

3:57 

3:30 

3:50 

3:24 

4:11 

3:23 

3:20 

2:43 

4:20 

4:56 

5:42 

3:59 

5:04 

3:48 

3:19 

3:59 

2:33 

2:23 

2:08 

2:57 

4:07 

4:23 

3:40 

Italy

Jordan

Latvia

Lebanon

Lithuania

Moldova

Morocco

Netherlands

Norway

Poland

Portugal

Romania

Russian Federation

Serbia

Slovakia

Slovenia

Spain

Sweden

Switzerland French

Switzerland German

Switzerland Italian

Turkey

Ukraine

United Kingdom
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(in H:MM) 2014 TELEVISION VIEWING TIME 



Decrease vs 2013 

Increase vs 2013  

ALL 

Level with 2013* 

No evolution data  

Source: EBU based on Eurodata with 2013 includes evolutions between -1 and +1 minute. 

D
if

fe
re

n
c
e
 o

n
 p

re
v
io

u
s 

y
e
a
r 

(i
n

 m
in

u
te

s)
 

V
IE

W
IN

G
 T

IM
E

 
M

A
R

K
E

T
 S

H
A

R
E

 

8 

41% 64% 
of markets saw a DECREASE in  
viewing time among youth in 2014 

of markets saw an INCREASE  

in viewing time in 2014  

31 

16 

12 

Cyprus

Israel

Belgium
Flemish

13 

11 

11 

Poland

Latvia

Switzerland
 Italian

-16 

-12 

-11 

Lithuania

United
Kingdom

Georgia

-45 

-28 

-23 

Belarus

Armenia

Romania

YOUTH 

2014 TELEVISION VIEWING TIME 
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94.4% 

94.7% 

94.5% 

2.6% 

2.4% 

2.6% 

3.1% 

3.0% 

2.9% 

2012

2013

2014

TELEVISION TIME-SHIFTED VIEWING 

95.8% 

95.9% 

95.5% 

2.0% 

1.9% 

2.1% 

2.2% 

2.3% 

2.4% 

2012

2013

2014

Time-shifted 
(+7 days) 

Same day time-shifted 
(VOSDAL) 

Live 

ALL YOUTH 

LIVE VIEWING 
-0.3 POINTS 
on 2 years ago 

LIVE VIEWING 
+0.1 POINT 
on 2 years ago 

VOSDAL: Viewing On Same Day As Live.  
Note only 26 EBU area markets have time-shifted measurement   

. 2014 average based on 20 EBU markets, number of markets may vary by year.  
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Live viewing remained strong with the proportion of time shifted viewing 
stable for the third consecutive year 



HEAVY TELEVISION TIME-SHIFTED VIEWING 

LIGHT TELEVISION TIME-SHIFTED VIEWING 

UNITED KINGDOM ICELAND IRELAND 

ITALY 

2014 time-shifted viewing (in %) 

( ) Difference on previous year (in points) 

All Youth 

 

12.4% 

15.7% 

10.2% 

13.9% 

9.4% 

11.1% 

SWITZERLAND FRENCH 

9.1% 

12.6% 

0.9% 

1.8% 

0.6% 

0.8% 

0.6% 

0.6% 

0.3% 

0.4% 

ROMANIA POLAND SPAIN 
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( +1.0 ) ( +3.6 ) ( +0.3 ) ( +2.2 ) 

( +1.9 ) ( +2.9 ) ( -0.2 ) ( +3.8 ) 

( +0.2 ) ( +0.2 ) ( n.a. ) ( n.a. ) 

( +0.5 ) ( +0.2 ) ( n.a. ) ( n.a. ) 



 

4.7% 

5.4% 

1.2% 

2.5% 

7.3% 

2.3% 

1.2% 

1.1% 

10.2% 

9.4% 

0.9% 

5.0% 

6.2% 

0.6% 

0.6% 

0.3% 

4.0% 

9.1% 

5.7% 

12.4% 

Belgium Flemish

Belgium French

Czech Republic

Denmark

Finland

France

Germany

Hungary

Iceland

Ireland

Italy

Netherlands

Norway

Poland

Romania

Spain

Sweden

Switzerland - French

Switzerland - German

United Kingdom

ALL YOUTH 

Only 26 EBU Area 
markets measure  
time-shifted viewing.  
 
In the majority of these 
markets time-shifted 
viewing is measured up 
to 7 days after live. 
 
With the exception of: 
  
• Netherlands and 

Belgium measured  
up to 6 days after live  

 
• Germany measured 

up to 3 days after live 
 
• Spain measure only 

same day time-
shifted viewing. 

Time-shifted 
(+7 days) 

Same day time-
shifted (VOSDAL) 
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8.5% 

5.5% 

1.4% 

1.5% 

8.9% 

2.1% 

1.3% 

1.6% 

13.9% 

11.0% 

1.8% 

5.0% 

6.5% 

0.6% 

0.8% 

0.4% 

3.0% 

12.6% 

7.7% 

15.7% 

2014 TELEVISION TIME-SHIFTED VIEWING 



SECTION 2  
REACH 



88% 
EUROPEAN 

CITIZENS  
reached weekly 

76% 
EUROPEAN 

YOUTH 
reached weekly 

89.4% 89.4% 90.0% 89.8% 88.5% 87.8% 

2009 2010 2011 2012 2013 2014

81.0% 81.0% 80.4% 80.1% 78.1% 75.5% 

2009 2010 2011 2012 2013 2014

-1.1 POINT 
on previous year 

-1.7 POINTS 
on 5 years ago -2.6 POINTS 

on previous year 

-5.5 POINTS 
on 5 years ago 

2014 average based on 31 EBU markets, number of markets may vary by year. Note: reach definitions can vary among countries 
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A third consecutive year of minor decline in 2014 with a more marked decline 
among youth 

TELEVISION WEEKLY REACH IN 2014 



HIGH TELEVISION WEEKLY REACH 

LOW TELEVISION WEEKLY REACH 

2014 weekly reach (in %) 

( ) Difference on previous year (in points) 

 NETHERLANDS SPAIN UNITED KINGDOM 

SWITZERLAND CYPRUS CROATIA 

( -0.4 ) ( -1.7 ) 

94.0% 89.0% 

data Note: reach definitions can vary among countries 

All Youth 
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( -0.2 ) ( -1.0 ) 

92.8% 88.2% 
( -0.7 ) ( -1.1 ) 

92.4% 83.3% 

( = ) ( +0.3 ) 

81.9% 63.7% 
( +2.6 ) ( +7.8 ) 

70.4% 49.5% 
( n.a. ) ( n.a. ) 

68.6% 45.5% 



Youth 

87.4% 

89.0% 

91.3% 

89.9% 

68.6% 

90.2% 

70.4% 

91.0% 

88.7% 

92.0% 

90.8% 

88.2% 

84.6% 

86.8% 

88.6% 

83.7% 

Austria

Belgium Flemish

Belgium French

Bulgaria

Croatia

Czech Republic

Cyprus

Denmark

Estonia

Finland

France

Germany

Hungary

Iceland

Ireland

Italy

78.4% 

77.0% 

85.4% 

82.2% 

45.4% 

74.3% 

49.5% 

81.0% 

69.3% 

79.0% 

78.5% 

73.6% 

68.7% 

75.1% 

77.1% 

75.7% 

87.6% 

94.0% 

91.0% 

89.6% 

84.1% 

92.0% 

90.8% 

86.9% 

91.0% 

92.8% 

86.0% 

81.9% 

89.8% 

92.2% 

92.4% 

Latvia

Netherlands

Norway

Poland

Portugal

Romania

Russian Federation

Serbia

Slovakia

Spain

Sweden

Switzerland

Turkey

Ukraine

United Kingdom

69.5% 

89.0% 

83.6% 

73.5% 

72.6% 

83.1% 

81.7% 

75.2% 

81.0% 

88.2% 

64.9% 

63.7% 

87.1% 

n.a. 

83.3% 

Source: EBU based on Eurodata Note: reach definitions can vary among countries.  

2014 TELEVISION WEEKLY REACH 
All 
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(in %) 



Decrease vs 2013 

Increase vs 2013  

ALL YOUTH 

Level with 2013* 

No evolution data  

Source: EBU based on Eurodata with 2013 includes evolution between -0.4 and +0.4.   
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41% 74% 
of markets saw a DECREASE in television 
weekly reach among youth in 2014 

of markets saw a DECREASE in 
television weekly reach in 2014  

7.8 

3.6 

3.4 

Cyprus

Austria

Norway

2.6 

1.9 

1.5 

Cyprus

Norway

Austria -9.1 

-2.7 

-2.3 

Croatia

Sweden

Iceland

-4.9 

-4.9 

-4.1 

Iceland

Bulgaria

Romania

2014 TELEVISION WEEKLY REACH 



48.7% 47.0% 45.0% 

2012 2013 2014

63.1% 61.8% 60.4% 

2012 2013 2014

-1.4 POINTS 
on previous year 

-2.7 POINTS 
on 2 years ago -2.0 POINTS 

on previous year 

-3.7 POINTS 
on 2 years ago 

60% 
EUROPEAN 

CITIZENS  
reached weekly 

44% 
EUROPEAN 

YOUTH 
reached weekly 

 Note: reach definitions can vary among countries.  

A third consecutive year of minor decline in 2014. Youth decline in PSM weekly 
reach is less marked than for all television weekly reach.  
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PSM TELEVISION WEEKLY REACH IN 2014 



HIGH PSM TELEVISION WEEKLY REACH 

LOW PSM TELEVISION WEEKLY REACH 

 BELGIUM FLEMISH NETHERLANDS UNITED KINGDOM 

ISRAEL UKRAINE LEBANON 

data. Note: reach definitions can vary among countries.  
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2014 weekly reach (in %) 

( ) Difference on previous year (in points) 

All Youth 

( -0.5 ) ( n.a. ) 

82.6% 67.5% 
( -0.4 ) ( -0.4 ) 

82.5% 64.4% 
( -1.7 ) ( -2.0 ) 

82.5% 65.4% 

( +2.9 ) 

23.8% n.a. 
( +0.4 ) 

19.4% n.a. 
( +3.0 ) 

10.7% n.a. 



43.1% 

10.7% 

46.4% 

39.3% 

33.5% 

58.9% 

82.5% 

76.9% 

78.0% 

73.7% 

44.4% 

69.8% 

71.0% 

61.2% 

61.1% 

72.1% 

72.3% 

64.9% 

65.6% 

71.6% 

60.4% 

19.4% 

82.5% 

Latvia

Lebanon

Lithuania

Malta

Moldova

Morocco

Netherlands

Norway

Poland

Portugal

Romania

Russian Federation

Serbia

Slovakia

Slovenia

Spain

Sweden

Switzerland French

Switzerland German

Switzerland Italian

Turkey

Ukraine

United Kingdom

22.2% 

n.a. 

35.6% 

46.0% 

n.a. 

n.a. 

64.4% 

65.9% 

53.2% 

37.7% 

24.0% 

n.a. 

55.5% 

36.5% 

28.2% 

51.6% 

37.1% 

37.9% 

n.a. 

32.6% 

43.9% 

n.a. 

65.4% 

n.a. 

67.5% 

47.0% 

n.a. 

26.2% 

53.9% 

17.4% 

42.9% 

49.9% 

24.4% 

43.2% 

49.3% 

n.a. 

n.a. 

69.1% 

n.a. 

29.1% 

62.1% 

54.8% 

n.a. 

64.6% 

46.7% 

72.7% 

75.4% 

82.6% 

72.1% 

25.2% 

45.7% 

67.9% 

52.0% 

76.8% 

80.5% 

54.6% 

77.0% 

75.2% 

48.4% 

38.6% 

76.6% 

44.0% 

60.0% 

81.0% 

71.8% 

23.8% 

72.7% 

Armenia

Austria

Belarus

Belgium Flemish

Belgium French

Bosnia & Herzegovina

Bulgaria

Croatia

Cyprus

Czech Republic

Denmark

Estonia

Finland

France

FYR of Macedonia

Georgia

Germany

Greece

Hungary

Iceland

Ireland

Israel

Italy

All 

Source: EBU based on Eurodata  

Youth 

n.a. 

n.a. 
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(in %) 2014 PSM TELEVISION WEEKLY REACH 



ALL YOUTH 

Source: EBU based on Eurodata with 2013 includes evolution between -0.4 and +0.4.   

52% 57% 
of markets saw a DECREASE in PSM 
television weekly reach among youth in 2014 

of markets saw an INCREASE in PSM 
television weekly reach in 2014  
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7.8 

6.9 

5.9 

Estonia

Norway

Croatia

3.8 

3.0 

3.0 

Switzerland
Italian

Lebanon

Moldova -6.3 

-4.3 

-3.5 

Georgia

FYR of
Macedonia

Morocco

-6.6 

-5.5 

-5.1 

Belgium
French

Switzerland
French

Iceland

Increase vs 2013  

Level with 2013* 

No evolution data  

Decrease vs 2013 
2014 TELEVISION WEEKLY REACH 
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SECTION 3 
MARKET SHARE 



Market shares for all and youth saw small increases in 2014.  
It was a strong year for PSM with viewing boosted by big sports events 

(FIFA World Cup and Sochi Winter Olympics)  

14.9% 14.4% 13.5% 14.3% 

2009 2010 2011 2012 2013 2014

In 2014 PSM television 
achieved an average  

14.3% MARKET SHARE 
among EUROPEAN YOUTH 

 

24.0% 24.0% 23.0% 22.8% 21.8% 22.1% 

2009 2010 2011 2012 2013 2014

+0.3 POINTS 
on previous year 

-1.9 POINTS 
on 5 years ago 

+0.8 POINTS 
on previous year 

Source: EBU based on Eurodata  
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n.a. n.a. 

In 2014 PSM television 
achieved an average  

22.1% MARKET SHARE 
among EUROPEAN CITIZENS 

 

PSM TELEVISION MARKET SHARE IN 2014 



HIGH PSM TELEVISION MARKET SHARE 

LOW PSM TELEVISION MARKET SHARE 

ICELAND GERMANY FINLAND 

( +1.1 ) ( +2.4 ) 

45.8% 16.1% 
( +2.1 ) ( +4.4 ) 

43.9% 20.6% 
( +2.0 ) ( +4.4 ) 

58.5% 47.7% 
( +0.4 ) ( +0.5 ) 

43.9% 40.6% 

UNITED KINGDOM 

ISRAEL AZERBAIJAN LEBANON 

( -1.3 ) ( -1.3 ) 

3.5% 3.1% 

( +0.2 ) ( +0.1 ) 

1.1% 0.8% 

( +0.9 ) ( -1.7 ) 

3.5% 2.0% 

( -0.1 ) ( +0.1 ) 

2.0% 0.9% 

UKRAINE 

Source: EBU based on Eurodata  
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2014 market share (in %) 

( ) Difference on previous year (in points) 

All Youth 



7.0% 

0.8% 

5.0% 

4.8% 

n.a. 

4.9% 

10.1% 

19.4% 

19.1% 

20.7% 

9.8% 

3.1% 

14.9% 

18.3% 

7.6% 

11.6% 

9.4% 

16.3% 

18.9% 

19.5% 

33.4% 

8.2% 

0.9% 

40.6% 

13.0% 

1.1% 

9.9% 

6.7% 

31.0% 

6.9% 

11.4% 

33.2% 

37.6% 

31.1% 

19.2% 

5.5% 

21.4% 

24.8% 

12.3% 

25.5% 

16.8% 

34.5% 

29.1% 

32.2% 

34.3% 

9.7% 

2.0% 

43.9% 

Latvia

Lebanon

Lithuania

FYR of Macedonia

Malta

Moldova

Morocco

Netherlands

Norway

Poland

Portugal

Romania

Russian Federation

Serbia

Slovakia

Slovenia

Spain

Sweden

Switzerland French

Switzerland German

Switzerland Italian

Turkey

Ukraine

United Kingdom

10.3% 

25.3% 

3.1% 

28.1% 

23.7% 

17.3% 

7.5% 

6.3% 

18.5% 

9.1% 

15.2% 

20.6% 

7.5% 

20.6% 

15.7% 

6.6% 

16.1% 

3.8% 

7.6% 

47.7% 

24.3% 

2.0% 

22.4% 

6.6% 

9.9% 

34.4% 

3.5% 

31.7% 

39.6% 

22.1% 

6.4% 

7.9% 

28.5% 

16.5% 

30.0% 

33.7% 

18.4% 

43.9% 

28.9% 

6.2% 

45.8% 

5.7% 

16.3% 

58.5% 

28.8% 

3.5% 

37.6% 

10.3% 

Armenia

Austria

Azerbaijan

Belarus

Belgium Flemish

Belgium French

Bosnia & Herzegovina
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2014 PSM TELEVISION MARKET SHARE 
All Youth 

Source: EBU based on Eurodata  
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(in %) 



Decrease vs 2013 

Increase vs 2013  

ALL YOUTH 

Level with 2013* 

No evolution data  

Source: EBU based on Eurodata with 2013 includes evolution between -0.4 and +0.4.   

46% 
of markets saw an INCREASE of PSM 
television market share in 2014  
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4.8 

4.4 

4.4 

Denmark

Finland

Russian
Federation

3.3 

2.6 

3.0 

Russian
Federation

Denmark

Croatia -5.6 

-3.7 

-2.9 

Armenia

Norway

Cyprus

-6.7 

-2.4 

-1.4 

Armenia

FYR of
Macedonia

Cyprus

54% 
of markets saw an INCREASE of PSM 
television market share among youth in 2014 

2014 PSM TELEVISION MARKET SHARE 



2014 KEY TELEVISION AUDIENCE TRENDS  

 Daily viewing time in the EBU Area remained stable in 2014 

Increased by 1 minute from 2013 to 3 hours 41 minutes of TV daily 

 Among youth, daily viewing time declined in the majority of markets 
Decreased by 3 minutes from 2013 to 2 hours 11 minutes of TV daily 
 

 Live viewing remained strong, accounting for 96% of all television viewing and 95% 
among youth 
Time-shifted viewing has remained at 4% of all television viewing for the past 3 years 
Among youth time-shifted viewing has also been stable at 5% over the 3 year period 
 

 88% of European citizens watch television every week and 60% are reached weekly by 
PSM television 
Small declines in reach over past 3 years with a slightly more notable decline for PSM television 

 76% of European youth watch television every week and 44% are reached weekly by PSM 
television 
Among youth the decline for television reach overall is more notable than the decline for PSM television  

 

 In 2014 PSM television achieved an average 22.1% market share among European citizens  

 In 2014 PSM television achieved an average 14.3% market share among European youth 

Market shares for all and youth saw small increases in 2014. It was a strong year for PSM with viewing 
boosted by big sports events (FIFA World Cup and Sochi Winter Olympics) 
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This report was produced by the Media Intelligence Service (MIS) at the European 
Broadcasting Union. 

For additional information or questions, please contact us at mis@ebu.ch / +41.22.717.22.97 
or visit our Media Intelligence Portal http://www.ebu.ch/mis  
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