Video market: Sweden

Sweden

Sweden key data

Population 9.8m
TV households 4.6m
Consumer spending on physical video € 1243m
software

Comparison with 2013 -21.9%
Consumer spending on digital video and

TVVoD €211.Im
Comparison with 2013 44.3%
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Video market: Sweden

2009 2010 2011 2012 2013 2014 2015 14/15
General
Population m 9.3 9.4 9.5 9.5 9.6 9.7 9.8 0.8%
TV households m 42 44 4.5 4.5 4.6 4.5 4.6 0.7%
DVD Video player/recorder % 96.0 93.8 93.1 92.7 92.5 81.5 783 -4.0%
Blu-ray Disc player/recorders penetration % 2.6 5.8 9.3 13.6 17.4 24.4 27.4 12.4%

Total video software market
2009 2010 2011 2012 2013 2014 2015 14/15

CONSUMER LEVEL ALLVIDEO
Total market figures include consumption of both physical and digital video

Total spending on video Skr m 2,970.5 3,335.9 2,946.3 2,684.1 2,652.8 2,781.9 3,1384 12.8%
Total spending on video Euro m 3422 349.1 3258 308.3 306.6 305.4 3354 9.8%
2009 2010 2011 2012 2013 2014 2015 14/15

CONSUMER LEVEL PHYSICALVIDEO
Total market figures include consumption of legacy formats not broken out separately (eg,VHS, HD-DVD, UMD) where relevant.

Total spending on physical video software Skr m 2,850.9 3,193.4 2,728.1 2,332.1 1,905.3 1,449.1 1,163.0 -19.7%
Total spending on physical video software Euro m 331.0 3342 301.7 267.9 220.2 159.1 124.3 -21.9%
Total spending on physical video retail Skrm 2,780.3 2,440.8 2,027.1 1,726.6 1,331.4 1,021.7 820.9 -19.7%
Total spending on physical video retail Euro m 260.4 255.4 224.2 198.3 153.9 112.2 87.7 -21.8%

2009 2010 2011 2012 2013 2014 2015 14/15

CONSUMER LEVEL DIGITALVIDEO (OTT)
The purchase or rental of films and TV series delivered over the open internet through transactional models (also known as EST, DTO, Internet VOD) or on
a subscription basis.This category specifically excludes sports, live events and adult content to ensure it is comparable to physical video data.

Total spending on digital video Skr m 223 31.8 72.7 164.1 540.5 1,094.6 1,700.3 55.3%
Total spending on digital video Euro m 2.1 33 8.0 18.8 62.5 120.2 181.7 51.2%
2009 2010 2011 2012 2013 2014 2015 14/15

CONSUMER LEVEL PAY TVTRANSACTIONAL VOD

The rental of film and TV content on a transactional (VoD, NVoD/PPV) basis via cable/satellite/IPTV services. These, paid for at the point of consumption,

transactions occur only on set-top-boxes or through online services provided as part of a wider pay TV package to which consumers must subscribe prior

to purchase. This category specifically excludes sports, live events and adult content to ensure it is comparable to physical video data.

Total spending on TVVOD Skrm 97.4 110.7 145.5 187.9 207.1 238.1 275.1 15.5%

Total spending on TVVOD Euro m 9.1 11.6 16.1 21.6 239 26.1 294 12.5%
Note [: Consumer level digital video (OTT) and pay TV transactional VOD figures may differ from locally published figures due to the application of different definitions.
Note 2: Historical numbers in this section may differ from those published in previous years owing to changes in IHS methodology.
Note 3:The current online figures are a snapshot of the market in May 201 6. Figures are updated regularly and so it may not possible to compare directly to figures published
after this date.

Source: IHS
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