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But will these dramatic predictions really 
come true? TV and video are indeed 
facing much uncertainty, and the extent 
of change in the sector is hard to foresee. 
Streaming services no longer serve as just a 
platform for movies and TV shows they are 
also investing in producing and licensing 
their own content. This places them in 
direct competition with the traditional TV 
and video industry. At the same time, TV 
channels and media organizations are 

Also, large content producers are setting up 
their own streaming services.

Introduction: 
a market on the move
“On-demand-services will disrupt the TV and video industry ” “New market 

“Consumers’ demand for TV and video consumption is 
fundamentally changing ” stablished players are increasingly confronted 
with  news about their positioning within the future 
TV and video landscape.

The Deloitte igital edia rends urvey 
2018 states that almost 48% of all U
S  consumers stream television content 
every day or week.1 Likewise in the U
K , streaming video services have 
gained in importance  already  41% of all 
consumers purchased such a service in the 
U K .2 Even in the more 
conservative German TV market, 44% of the 
population make use of subscription-based 
video-on-demand (SVoD) at least once a 
week.3 With the success of 
VoD , consumers increasingly expect 
relevant content accessible at any time, in 
any place, and in 

This rapidly changing market landscape 

impossible. We therefore adopted a more 
holistic approach and we now invite you to 
travel with us to the year 2030 to take a  

 four scenarios  the future of TV 
and video. Our scenario approach does not 
aim to predict the most likely outcome but 

 illustrate  what could plausibly 
happen in the world of TV and video  

how today’s market players might 
adapt to deal with the many changes and 
uncertainties along the way.

    Live broadcast TV

    Streaming video

Fig. 1 – Average weekly video content consumption (in hours)

1 2 3
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Scenario thinking
The highly dynamic TV and video market 
is characterized by emerging new market 

rapidly changing consumer requirements. 
In this uncertain environment, the strategic 
steps of relevant stakeholders will be 

landscape. What they decide today will have 

relationships, the market structure, and 
technological standards. 

Conventional strategic analysis seldom 
manages well in such highly uncertain 
environments, whereas scenario design 
is one approach that can look beyond the 

years. While predicting the future is clearly 
impossible, scenario design isolates the risks 
and opportunities of certain strategic issues. 
It helps in develop  robust strategies that 
will 

necessary to generate a set of 
scenarios, 

world of the future which 
substantially 

The objective of scenario design thus is not 
to identify future events, but rather to 
emphasize relevant forces that move the 

are 
narratives of alternative future environments 
in which today’s decisions might play out: 
they are neither predictions nor strategies. 
By making the driving forces visible, strategic 
planners can consider them and adapt their 
strategy accordingly.
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Scenario design is an approach that 
can look beyond the usual planning 

helps develop robust strategies 

futures.



9

The Future of the TV and Video Landscape by 2030

TE
LE

V
IS

IO
N

-U
.S

.

The underlying drivers 
and how we derived them
The foundation of our scenarios is a 
comprehensive set of underlying drivers 
that potentially shape the future of the TV 
and video industry. We therefore conducted 
expert interviews and made use of our 
unique external environment analysis based 
on Natural Language Processing 
algorithms. The resulting drivers were then 
clustered into social, technological, 
economic, environmental, and political 
factors (STEEP) and rated with regard to their 
degree of uncertainty and their impact on 
the TV and video industry (see Figure 1). 

Traditional TV and nonlinear content 

players will reposition along the value 
chain in a partly consolidated market.
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Fig. 2 – Driver evaluation according to degree of impact and degree of uncertainty
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types of driving forces for our scenarios:

• Drivers with a high impact and with a clearly 
predictable evolution (see the chapter on 
Expert Predictions

• Highly uncertain drivers with a high impact
on the TV and video industry. 

Those drivers that are uncertain and highly 
relevant are located in the ‘zone of interest’, 
which is the fundamental section for our 

further approach. The 23 driving forces in 
the ‘zone of interest’ have subsequently been 
tested by measuring their 
interdependencies and relevance to each 
other, and clustered according to their 
degree of relatedness. At the end of this 
process, a combination of ‘critical 
uncertainties’ was chosen, which created 
the most challenging, divergent, and 
relevant scenarios. This process led to a 
scenario matrix, serving as the basis for our 
scenario analysis. The matrix is built on two 
axes addressing the critical uncertainties by 

questions, What will the 
player structure look like?” and “Who 
will have access to customers?  
illustrated in Figure 3.

Fig. 3 – Scenario Overview for the uture of TV and ideo in 2030
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The axis “What will the player structure 
look like?”
landscape in the TV and video industry. This 
dimension llustrates potential tendencies 
toward internationalization with global 
media players perhaps pushing national 
broadcasters and content producers to the 
fringes. It also considers the fact that large 
digital platform companies (DPCs) such as 
Amazon, Apple, 

enter additional stages of the 
TV and video value chain ,  
producing their own content.

We see digital platform companies  the 
major disruptors in the future TV and video 
market. By contrast, broadcasters and 
content producers face the greatest pressure 
for change.

The second axis or critical uncertainty 
that will determine the future of video is 
“Who will have access to customers?” 
This raises the question of whether 
broadcasters, digital platform companies, or 
content producers will be able to leverage a 
direct consumer relationship with massive 
impact on monetization options, either 
via innovative advertising or paid content 
models. 
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Expert predictions  
what we are certain about

ur experts predict a distinct 
evolution. The   the future of TV 
and video a  relevance for all four scenarios. statements 
outline :

Digitalization will change content 
production, distribution, and 
recommendation functionalities. 
All-IP becomes the standard for TV and 
video distribution. Fiber infrastructure 
and 5G networks will handle the massive 

strongly drive the digitalization level of 

Intelligence (AI) and analytics become key 
elements of smart content discovery with 
intelligent recommendation functionalities.

Advertising becomes targeted. 
TV and video advertising will adapt to 
new formats and increasingly focus on 
personalized ads. Leveraging consumer 
data will enable stakeholders to hyper
target their ads and content, and thus 
maximize customer experience and value. 
However, the extent of targeted advertising 
still depends on regulation and consumers’ 
willingness to share their data. Advertising 
marketing will be something between a 
fully automated process and individual 
sales negotiations.

Traditional TV and non-linear content 
 

Linear and on-demand content will 
be equally important and will coexist 
peacefully. Video-on- emand will soon 
become mainstream in all population 
groups  at the same time  linear TV remains 

as sports and major events will preserve 
the high importance of traditional, linear 
television.
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There will be moderate market 
regulation overall. 
Market regulation will be more moderate 
compared to the highly regulated media 
industry today. The lower level of regulation 

a reduction of the regulatory pressure 
for all market players, especially for the 
traditional media companies. In particular, 
lower regulatory pressure will lead to a 
higher level of freedom when it comes to 
cooperation between market players and 
concentration of media ownership. Net 
neutrality will continue to exist.

Advertising and direct revenues will 
remain most relevant. 
Generating new revenue streams is rather 

demand-based pricing for content will not 
prevail to a major extent. In addition, 
consumer data  only partly used  
monetiz . There are only a few new 
data-driven revenue streams for 
broadcasters, as consumers show only a 
moderate willingness to pay with their data. 

reposition along the value chain in a 
partly consolidated market.  
The global media industry will be partly 
consolidated. Stakeholders will make use 
of strategic mergers, acquisitions, and 
alliances to strengthen their content quality 
and distribution capability. Moreover, 
numerous market players will shift 
along the value chain by expanding their 
businesses. Broadcasters will focus 
on their core competencies but also occupy 
some other positions in the value chain. 

OTT  become more 
important in the future TV and video 
market, whereas tech players play a minor 
role. Looking at content production, both 
traditional studios and non-traditional 
providers will be part of it. 


