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Netherlands 

4 FTA channels 

Video on Demand platform 

TV sales EUR 225 million 

Finland 

4 FTA channels and 5 Pay-TV 

Video on Demand platform 

6 radio stations 

TV & Radio sales EUR 125 million 





Time Spent Watching TV Content is Growing 
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Linear distribution challenged by online  



Finnish TV operations 
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Source: Finnpanel Oy, TV-mittaritutkimus, AdEdge.  



 Finns prefer Finnish 

programs 

 Local know-how a key 

factor, domestic players 

have an edge 

 Substantial investments in 

local content 

Local vs. Global Content 



 Live broadcasts becoming more popular 

 In 2014 all 10 of the most watched programmes in Finland were live 

broadcasts 

 Many successful formats such as Voice of Finland are based on live 

broadcast 

Content Matters 



Reach: 
3.7 million Finns on 

Nelonen (76 %) 

Friday main broadcast 
average viewers  
1 000 000 (10+) 

170 000 Facebook fans 

Sunday and Tuesday 
reruns total average 

viewers 469 000 (10+) 

30 400 tweets, 
144 000 retweets 

Record viewers for 
Nelonen of  

1 115 000 (10+) for the 
Loiri episode 

Over 9 million video 
starts 

2.3 million video starts 
for full episodes 



Ruutu network  

reaches over 

2.4 million Finns  

every month 

 
Growth in video starts +45% in H1 2015 
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Dutch TV operations 



SBS 

Three Growth Opportunities in NL 
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1) Increase viewing share  

3) Build position in VOD market 

2) Build new segmented channel 
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SBS Viewing Share Trend 
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Winter Olympics 

2014 FIFA World Cup 

2014 

Prime-time share of viewing in target group 20-54 

Viewing share (23.6%) in June 

highest since August 2011 % 



SBS – Additional Growth from 
Champions League in 2015 
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PSV - Manchester United

Viewing share (20-54 yrs) on recent match days vs. average 



K3 Seeks K3 

 Extremely popular show 

has done comeback 

 New season started  

4 September 

 First episode reached 

1.1 million viewers and 

gathered 175.000 video 

starts 



Video Becoming More Important 

TÄHÄN PUOLIKKAASEEN S1N 

KIJK now available on all devices 



Sanoma Has Three Growth Opportunities in TV 
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Thank you! 


