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1. The Norwegian media market:
A digitally mature market



The digital transformation of the Norwegian media market

Dalily reach 1995 - 2023
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Kilde: Daglig oppslutning om papiravis og nettaviser 1961-2022/2023. Det har veert metodiske endringer de siste arene, og mer info om dette ligger her:

Data fra Forbruker & Media fra 1994. Flerkanalsamfunnet (Lundby & Futseeter, 1993). Fragmentering av medielandskapet og oppsplitting av publikum (Futseeter 1998).

Nettavisene gjelder MBLs nettaviser som ogsa utgir papiraviser og som blir malt i F&M, og fra 2021 inngér ogsa rene digitale aviser som E24 og Nettavisen.
Fra 2018 er alle digitaltallene kalibrert i forhold til de offisielle onlinemalingene. Fra 2018 inngdr ogsa eAviser. eAviser inngadr i «Totalt» og i «Nettaviser.


https://kantar.no/medier/qa-for-de-nye-malingene-for-avis-magasin-og-online/

The digital journey

Dalily reach for online newspapers, streaming, and podcasts 1997-2023
72

e=Online newspapers 73
emStreaming (video)
emPodcast

Percent

19
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ICANTAR MED|A Source: Kantar Forbruker & Media.

Streaming: F&M MGI from 2021 and 2012-2020 is CATI. Podcast: Interbuss 4Q 2015, F&M MGI 2016-2020, F&M CATI from 2021.



Traditional TV is declining, while streaming continues to grow

Daily reach 2012-2023

92 93

81 /3

59

esmStreaming (video)
a|\/
ea»TV & Video

27

Daily reach in percent

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2022/2023
IKANTAR MEDlA Source: Kantar Forbruker & Media. ’

TV data is from F&M CATI for all years. Streaming: Data from 2012-2020 is CATI and from MGI starting from 2021.
TV & Video data is from MGl for the years 2017-2021. TV is defined as having watched a TV channel yesterday either directly or online.



Digital key figures (access)

Har internet* Has a TV connected Has a fithess band
to the Internet. **

95% []  60% |l 24% @

Has smartphone * Has smart-TV** Has a smart speaker.

66% 24%

Owns a tablet Has a smartwatch

IKANTAR MEDIA Source: Kantar Media: Interbuss October 2023 (Base 15 years+). ** TVOV equipment survey autumn 2023, (Base 15-79 years +)
*Forbruker & Media CATI 23/2 (Base 12 years +)



Norway Is a highly mature streaming market

At least one SVOD Number of subscriptions

3,4

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power Bl. Q3 2023



https://kantar.no/medier/strommedata/
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2. TV reception and TV providers:
Turbulent market with many players



Fewer have satellite dishes, and more have internet

connections
Percentage with different forms of TV reception

Cable TV/fiber 95
(IPTV) 57

Internet

Digital
terrestrial TV
(RiksTV)

m Q32023
Q1 2020

Satellite dish

Does not have 10

TV reception

4

Percentage of the population aged 18+

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI. 10


https://kantar.no/medier/strommedata/

Significant demographic differences regarding TV reception
Percentage with different forms of TV reception by age

Cable TV/fiber
(IPTV)

Internet

Digital
terrestrial TV
(RiksTV)

Satellite dish

m /0 year +
m 18-29 year

Does not have

TV reception 16 Percentage of the population aged 18+

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI. 11


https://kantar.no/medier/strommedata/

Altibox and Telenor T-WE are increasing
Percentage of TV reception among different TV providers

Alibox I 23
19
Telenor T-we I —
13

Toiia T, 16
15
riks v R s
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Allente

NextGenTel - 2
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= Q3 2023
Q1 2020

Percentage of the population aged 18+

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.
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https://kantar.no/medier/strommedata/

Older individuals are more likely to be customers of TV

providers than younger ones
Percentage of TV reception among different TV providers by age

Altibox

Telenor T-WE

Telia

Riks TV
Allente m /0 year +
m 18-29 year
NextGenTel 3 Percentage of the population aged 18+

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI. 13


https://kantar.no/medier/strommedata/

Strong growth in all internet connections to TV sets
Percentages of households with various forms of TV connections

TV connected [, e

to the internet

SmartTV

Game console

Apple TV
m Q3 2023
Cromecast Q1 2017
Other

streaming box

Percentage of households

[CANTAR MEDIA Source: Kantar Media TVOVs Utstyrsundersgkelsen (15-79 year) with 2.000 individuals.
Shares or percentages of households, with a total number of 2,429,000 households.

14
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3. The Norwegian TV companies:
Started early and have unigue content

A >
NPTV WARNER BROS.
‘

DISCOVERY .
viaplay



Norwegian TV companies hold a strong position

3

I Norwegian TV
companies'

streaming services
have a very high
distribution

Through the various TV
and broadband providers
iIn Norway

ICANTAR MEDIA

2

Norwegian TV
companies
launched streaming
services with
unigue Norwegian
content early on

Entertainment, sports,
news and movies/series
In Norwegian and
English.

Unigue data and
Insights pave the way
for informed and
strategic decisions

World's most sophisticated
TVOV-measurement plus
the "Consumer & Media“-
survey




Time spent on linear TV Is decreasing, @ @.m&mo&
while BVOD is increasing

o Daily viewing time in minutes

135 135
128 127
115\
108 —
104 102 102
\
—Total (TVOV)
— Linear (broadcast & online) 5 o
—Play back
—BVOD
19 18 20
12 i/éﬁ
16 16
8 11 15 14
2018 2019 2020 2021 2022 2023 Jan-Aud

Source: Kantar TVOV. Online is only for the TV companies NRK, TV 2, and Warner Bros. Discovery (BVOD). BVOD (Broadcaster Video on
ICANTAR MED IA Demand) is only VOD, and "live online" is coded as linear. Official viewing figures consist of live TV viewing plus up to seven days of
delayed viewing (recordings and weekly archives), and video on demand (BVOD). VOV UNBERSEKELSEN 17



67% of TVOV consumption is linear, 20% is BVOD,
and 13% is play back

102 NRK, TV 2,
Total (TVOV) / Warner Bros. Discovery
104 BVOD
Linear (broadcast & 68 &
online) 79

14

Play back
14

m 2023 Jan-Aug Linear

. 20 0
BVOD (Video On T | 22022 Jan-Aug 67%
demand
) 17 _ :
Minutes Shares in percent
Source: Kantar TVOV. Online is only for the TV companies NRK, TV 2, and Warner Bros. Discovery (BVOD). BVOD (Broadcaster Video on m
ICANTAR MEDIA Demand) is only VOD, and "live online" is coded as linear. Official viewing figures consist of live TV viewing plus up to seven days of

delayed viewing (recordings and weekly archives), and video on demand (BVOD).




Viewing time on BVOD is now Iincreasing most among
those over 50 years old @ @ @ YaRNER BROS.

Daily viewing time on BVOD by age

emm/\|| (10-79 y)
10-19 year 26
—20-29 year . ____——='25
30-39 year z
—40-49 year 20
—50-59 year 3 20
—60-69 year - -
—70-79y

ear —
12 14
11 13 .
8
9

Daily viewing time in minutes

2018 2019 2020 2021 2022 2023 Jan-Aug

ICANTAR MED |A Source: Kantar TVOV. BVOD is only for TV companies NRK, TV 2, and Warner Bros. Discovery.
BVOD (Broadcaster Video on Demand) is solely VOD, and "live online" is coded as linear.

19



TV companies have increased their distribution by 80%

since 2020
The proportion of the population that has access to BVOD

TV 2 Play
Viaplay
24
m Q32023
Discovery+ Q1 2020

13
Percent

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.


https://kantar.no/medier/strommedata/

All the Norwegian TV companies have gained more viewers
Dalily coverage for streaming services

e
NRK TV
21

TV 2 Play
Viaplay

m Q3 2023

Discovery+ Q1 2020

Percent

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.

21
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https://kantar.no/medier/strommedata/
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4. The global players:
Face greater challenges in smaller markets



Netflix challenged by rising competitors in the SVOD market

SVOD subscription

.
Netflix = 64

HBO Max _27 47
Disney+ _22 41
Amazon Prime 7_ 17
YouTube Premium 5_ 13
Apple TV+ _9 12
SkyShowtime  —

m Q32023
BritBox i 4 Q1 2020
Other SVOD I o Percent
0 10 20 30 40 50 60 70

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.

23


https://kantar.no/medier/strommedata/

Fewer people use Netflix and YouTube on a daily basis
Dalily reach of global streaming services (SVOD & AVOD)

YouTube
Netflix

HBO Max
Disney+
Amazon Prime
Apple TV+
SkyShowtime
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BritBox
Twitch
iTunes
Google Play

T
I 2
—— 11

6
I 11

0
_24
_23
. 2
-12
1

33
32

= Q3 2023
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. 2

-12
-12

Percent
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IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.



https://kantar.no/medier/strommedata/

The viewing time on Netflix has been halved since 2020,
and the decline is strongest among those under 30 years old

= Viewing time for Netflix has decreased from || (1079 years) H_—_G_ 6

13 minutes to 6 minutes from the peak year 13
2020 to so far in 2023. 10-19 years B 5
L . 7
= The viewing time is decreasing in all age 20-29 years — 20
groups except for those over 70 years old. D s
30-39 years
17
The decline in viewing time is most 40-49 years 9
pronounced among those under 40 years 16
old, and the time among those under 30 50-50 years N 6
. : . : 10
years old in 2023 is only 1/3 of what it was in —
2020. 60-69 years 4 i = 2023
2020
N2
70-79 years 5 Minutes
IANTAR MEDIA 5050 ety it Nk 1. 17 2 Play. 2 Dretovery The sieier nombers eporied for e aforementionse Services are (oner fhan 6 actial numbers doe 1o the fck E

of measurement of viewing outside households and are more uncertain because the figures are not adjusted for traffic data. Data for 2023 is from January to August. R



The viewing time on YouTube has been reduced by 20%
since 2020, and the decline is strongest among teenagers

= The viewing time for YouTube has ] N 01
_ _ All (10-79 years) 25
decreased from 25 minutes in 2020 to Y 31
21 minutes in 2023. 10-19 years -
i - Ky
= Viewing time is increasing among those 20-29 years 52
over 50 years old. 30-30 years 22%
= The viewing time is reduced by 40% 40-49 years _1519
among 10-19-year-olds, and by 30% 50-50 vears T 14
among those in their twenties. y 10 = 2023
60-69 years -6 9 2020
70-79 years = g Minutes
6 lNO 2NO SNO 46 5N0 6‘0

Source: Kantar TVOV. Netflix, HBO Max, Viaplay, Disney+, and Amazon Prime are measured using a different method in TVOV. These are comparable with each other E
KANTAR M E D IA but not directly with NRK TV, TV 2 Play, and Discovery+. The viewer numbers reported for the aforementioned services are lower than the actual numbers due to the lack

of measurement of viewing outside households and are more uncertain because the figures are not adjusted for traffic data. Data for 2023 is from January to August. R



The young use TikTok and YouTube all day long:

YouTube is losing viewing time to TikTok
Use of TikTok and YouTube throughout the day among 18-29 year

Percent reach per hour

TikTok 45 min.
YouTube 46 min.

® YouTube

m TikTok

[
IKANTAR MEDIA Source: Kantar 24Timer. Use of TikTok and YouTube throughout the day among 18-29 year-olds in 2023 (Q1-Q3). 372 interviews. ‘!ll. .27
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5. The competition for people's time and wallet:
A race that requires deep insight



38% of media time is spent on TV and video streaming
The proportion of time spent on media in Q3 2023

= In Q3 2023, we spent 6 hours and 20 minutes
(377 minutes) on media daily.

= 23% of the time spent on media is spent on
websites, which is now the media channel we
spend the most time on.

= 19% of the time is spenton TV, 19% on
streaming services, and 10% on music.

Streaming (music)
10%

Podcast
3%

e

Radio
14%

Streaming (video)
Gaming 19%

6%

= 38% of the time is spent on live images, 27% Books
on audio, and 7% on reading newspapers, )
. . Websites gazines
magazines/weeklies, and books. 22% Newszgzpéf’é‘ 19
IKANTAR MEDIA Source: Kantar 24Timer. Social media is not included in the calculation basis, as the numbers are overestimated due to methodological reasons. :!4 I. + 29



https://kantar.no/medier/24Timer2022/

The Norwegian TV and streaming market is very competitive
The proportion of time spent on TV and video streaming in Q3 2023

The distribution of TV time across TV channels

V Sport1

V6 1(1%) —\(0%) _l
National Geographic

1(1%)  \
voxzm%)—\

FEM 2 (2%)
TV 2 Sp... 2 (2%) Q

TLC Norge
2 (2%)

TV3 3 (3%) —— _— NRK1 41 (40%)

Andre TV-kanaler
—
3 (3%)

NRK2 6 (5%) —

TV 2 Nyheter -~
6 (5%)

TVNorge 6 (6%) e

L TV 2 Direkte 20 (19%)

The distribution of streaming time across services

Apple TV+

Amazon Pri... 4 (4%) — 101%) |

Andre stremmetjenaster (film...
5(5%)

/— YouTube 27 (28%)

Viaplay
7%

HEO Max
7 (7%)

Disney+
8(8%)

= Metflix 16 (17%)

TV 2 Play 9 (9%) —

— NRK TV 10 (10%)

ICANTAR MEDIA

Source: Kantar 24Timer. Social media is not included in the calculation basis, as the numbers are overestimated due to methodological reasons.

24 ; »


https://kantar.no/medier/24Timer2022/

Spending on media is declining
Monthly media expenditure in NOK

e=m\ eWsSpapers «=m|\|agazines

emm|\/usiC Streaming ===SVOD

198
144
137 143 136
87 117
77
65
Monthly media expenditure in NOK
2020-Q1/Q2 2020-Q3/Q4 2021-Q1/Q2 2021-Q3/Q4 2022-Q1/Q2 2022-Q3/Q4 2023-Q3/Q4 2023-Q3

IKANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.



https://kantar.no/medier/strommedata/

Spending on media has been reduced among those with low income
Monthly media consumption among those who earn less than NOK 700,000 annually

=== Newspapers
e |\Jagazines

== |\usiC Streaming
e S\/OD

202

142
101
76
3
74 71

Monthly media expenditure in kroner

2020-Q1/Q2 2020-Q3/Q4 2021-Q1/Q2 2021-Q3/Q4 2022-Q1/Q2 2022-Q3/Q4 2023-Q3/Q4  2023-Q3

FORBRUKER & MEDIA 32

[CANTAR MEDIA Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power BI.



https://kantar.no/medier/strommedata/

Different demographic groups use different services
Dally reach in percent

YouTube

NRK TV

Netflix

TV 2 Play

HBO Max
Viaplay
Disney+

Discovery+

Amazon Prime

Twitch

Apple TV+

24

YouTube

25
o5 NRK TV
28 .
o5 Netflix
21
7 TV 2 Play
13
12 HBO Max
14 .
.911 Disney+
.810 Discovery+
1 4 Amazon Prime
1 :
Twitch
hl S  mWomen
ﬁ > = Men Apple TV+

D - vouTube
24
i Netflix
15
| R HBO Max
-111 4 Viaplay
k 19 Disney+
5 .
h 14 Discovery+
L13 Amazon Prime
0 .
B s %50 year + Twitch
1L w1829 year Apple TV+

N 33
35
N 28
22
I 31
24
I 21
16
1123
N 13
11
B 10
12
B 10
8
B2
3
B3

g m High income
2 Low income

ICANTAR MEDIA

Source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power Bl. Q3 2022 - Q2 2023

33


https://kantar.no/medier/strommedata/

Interest in TV and video content

News and Current Affairs
Documentary

Crim/Thriller

Action

Comedy

Science and Nature
Science Fiction/Fantasy
Adventure

Drama

Romance

Horror

Animation

Reality

Kids & Familie

Talk show

N N
© =~

N
N
N B
o Y

38

N
w N
(o]

D
~

45
54
Sl

44
50
42

= Very interested

Some interest

[CANTAR MEDIA  source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power Bl Q1 2023 — Q3 2023 7349 interview.
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Different groups have different interests
The percentage that is "very interested

N
w

News and Current..

6
News and Current..lGF

Crim/Thriller [HESEGEG——O. Crim/Thriller
Action [y 3, Action

Science and Nature Science and Nature

N
00}

Science..m 23 Science..
Comedy -2024 Comedy 35
Adventure -11% Adventure
Animation ‘710 Animation
Horror ' 11 Horror

Drama |F Drama m18
Reality F 13 Reality

Kids & Familie 6 Kids & Familie
Talk show r3 ®\Women Talk show m 50 year +
Romance 3F 18 wMen Romance “ 20™ 18-29 year

News and Current..

Documentary
Crim/Thriller

Action

Science and Nature

Science..

Comedy
Adventure
Animation

Horror

Reality

Kids & Familie
Talk show
Romance

5 ]

High income

Low income

[CANTAR MEDIA  source: Kantar Forbruker & Media. 18+. Quarterly updated streaming data from Power Bl Q1 2023 — Q3 2023 7349 interview.



https://kantar.no/medier/strommedata/
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6. Summary and future perspectives



The official ranking of SVOD for Q3 2023

The percentage of the population that subscribes to streaming services

N 64

o8
T P T A

HBO Max —38 47
Disney+ —30 41
Viaplay —33 40

i I
Discovery+ - 21 23
]
10 13
I
4

Amazon Prime
YouTube Premium

Apple TV+
SkyShowtime Sercent
CMore
BritBox = Q3 2023
Eurosport Player Q3 2022
Other SVOD

ICANTAR MED |A Source: Kantar Forbruker & Media. “Strammetoppen” Q3 2023 with 2353 interviews. 37
The data collection method has been somewhat improved since Q3 2023, some of the growth can be explained due to method adjustments.




Why are Netflix, YouTube, and Amazon struggling in Norway?

= The Norwegian media market is a highly digitally mature landscape, making it challenging for
newcomers, and the have achieved widespread distribution

= NRKand TV 2 were early adopters in offering streaming services featuring uniqgue Norwegian
content. Their access to distinct data and insights has allowed them to make well-informed and
strategic decisions.

= Even global platforms encounter heightened challenges in niche linguistic markets, particularly in
developed media regions like Norway.

= The competition for people's time and wallet intensifies among SVOD providers as people's private
filnances come under pressure.

= |t requires extensive data on competitors and deep local insight to create targeted content for
various demographics. Relying solely on one's own data is not sufficient.

ICANTAR MEDIA
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