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Business-to-business
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Business-to-
business  in Italy 
(US$mn)

2,781 2,841 2,864 2,897 2,153 2,431 2,922 2,990 3,032 3,060 7.29%

   Business 
information  ($ mn) 1,528 1,563 1,599 1,636 1,511 1,620 1,724 1,762 1,795 1,820 3.80%

   Professional 
books  ($ mn) 219 226 221 215 200 207 202 196 191 187 -1.25%

      Electronic 
professional books  
($ mn)

18 21 23 25 25 28 29 30 31 32 5.10%

      Print/audio 
professional books  
($ mn)

201 205 198 190 174 179 172 166 160 155 -2.32%

   Trade magazine  
($ mn) 320 324 297 283 240 253 263 258 255 253 1.01%

      Trade 
magazine 
advertising  ($ mn)

78 81 80 79 73 77 81 81 82 82 2.31%

         Trade 
magazine digital 
advertising  ($ mn)

44 50 52 54 54 57 59 61 62 62 2.80%

         Trade 
magazine print 
advertising  ($ mn)

33 32 28 25 19 20 21 21 20 20 0.89%

      Trade 
magazine 
circulation  ($ mn)

243 243 217 204 167 176 182 177 173 170 0.42%

         Trade 
magazine digital 
circulation  ($ mn)

41 52 55 59 60 62 67 69 71 72 3.65%

         Trade 
magazine print 
circulation  ($ mn)

202 191 162 146 106 114 115 108 102 98 -1.62%

   Trade shows  ($ 
mn) 713 728 747 763 202 351 734 773 791 800 31.64%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, Börsenverein des Deutschen Buchhandels (Germany), Zentralverband der Deutschen Werbewirtschaft (Germany)

The Italian B2B market’s revenue sank from US$2.9bn in 2019 to US$2.2bn in 2020, a change of -25.7%. But it is 
set to bounce back to its pre-pandemic level by 2022, and a 7.3% CAGR between 2020 and 2025 is expected to 
drive revenue up to US$3.1bn by the end of the forecast period.
‎
‎Italy was one of the first countries in Western Europe to be struck by COVID-19. This meant that its economy, 
which had been growing at less than 1.0% in both 2018 and 2019, was hit especially hard in 2020. In October, 
the International Monetary Fund forecast that the country’s GDP would change by -10.6% year on year. Such a 
severe decline in output partly explains the Italian B2B market’s weak showing. 

The business information sector’s turnover in Italy fell further than the average for Western Europe. Despite 
this, the world’s eighth-largest economy still offers compelling potential for market research firms. The biggest 
players are well established in Italy, including Nielsen, Ipsos, IQVIA, GfK and Kantar. The sector’s turnover is set 
to bounce back quickly to pre-pandemic levels, and an expected 3.8% CAGR between 2020 and 2025 will push 
its revenue to a record US$1.8bn by the end of the forecast period. 
‎

Italy’s trade show sector was hammered by the state’s restrictions on travel and public gatherings during the 
pandemic. Its revenue plummeted by nearly three-quarters year on year in 2020, bringing its contribution to 



the Italian B2B market’s total income down from 26.3% in 2019 to a mere 9.4%. Fiera Milano, the country’s 
biggest B2B events firm, had to postpone its 2020 shows and even defer events scheduled for early 2021 to 
later in the year, including the Milan Furniture Fair, the largest exhibition of its type in the world. 
‎
‎The collapse in Italy’s trade show earnings from US$763mn in 2019 to US$202mn in 2020 will be followed by 
huge growth of 73.4% and 109.2% in 2021 and 2022 respectively. An expected 31.6% CAGR between 2020 and 
2025 is set to bring the sector’s revenue up to US$800mn by the end of the forecast period.



Consumer books
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Consumer 
books  in 
Italy 
(US$mn)

1,346 1,428 1,414 1,485 1,502 1,564 1,605 1,626 1,641 1,650 1.90%

   
Consumer 
books 
electronic  
($ mn)

74 92 101 107 119 125 130 135 138 141 3.38%

   
Consumer 
books 
print/audio  
($ mn)

1,272 1,335 1,314 1,378 1,382 1,439 1,475 1,491 1,503 1,509 1.77%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, Associazione Italiana Editori (Italy), Börsenverein des Deutschen Buchhandels (Germany), Norwegian Publisher Association (Norway)

The Italian consumer book market will expand at a 1.9% CAGR to 2025. Annual revenue is set to increase over 
the forecast period from US$1.5bn in 2020 to US$1.6bn in 2025. 

Revenue from the print sector will rise at 1.8% CAGR, from US$1.4bn in 2020 to US$1.5bn in 2025. The 
equivalent figures for the ebook sector, which will see a 3.4% CAGR, are US$119mn and US$141mn 
respectively.

Against all odds, the Italian books market saw growth in 2020 despite COVID-19. This was as a result of the 
increased consumer appetite for books and audiobooks during lockdowns, government subsidies and a boost 
from the Christmas season.

Italy’s consumer books market was one of the worst affected in Europe when the pandemic hit the country 
particularly hard early in 2020. Trading restrictions started locally in February and nationally in March, but the 
government allowed bookstores to reopen in April, even though the lockdown was extended. 

The Italian Publishers Association (AIE), which represents 90% of the nation’s book market, has estimated that 
total turnover in the middle weeks of April 2020 was 20% lower than that of the equivalent weeks in 2019. But 
its figures indicate that the market rallied thereafter, with turnover between July and September 2020 only 7% 
down on the corresponding period of the previous year. 

Print production levels followed a similar pattern: a substantial decline in the first months of 2020, followed by 
a recovery in the middle of the year. The ebook sector, by contrast, performed strongly on this measure 
throughout 2020. Between January and September, output was 13% up on the same period in 2019. 

Bookstores and large-scale retailers are the main channel through which books are bought in Italy, although 
their market share has fallen significantly in recent years. According to the AIE, the physical channel accounted 
for 57% of sales at the end of September 2020, compared with 73% in 2019. 

In the summer of 2020, the Italian government offered financial backing to small publishers threatened by the 
pandemic. The government and the AIE also supported the launch of New Italian Books, a programme to 
promote Italian publishing throughout the world. 

In its 2020 report, the AIE revealed that reading levels in Italy were the lowest among Europe’s five largest 



markets. It found that 44% of Italian readers consumed no more than three books a year.



Traditional TV and home video
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Traditional TV and home video  in 
Italy ($ mn) 5,966 5,822 5,867 5,653 5,238 5,363 5,403 5,419 5,424 5,424 0.70%

   Physical home video  ($ mn) 336 287 217 173 147 129 114 101 90 81 -11.26%
   Public licence fee  ($ mn) 2,145 1,996 1,976 2,015 2,017 2,019 2,026 2,031 2,036 2,039 0.22%
   TV subscription  ($ mn) 3,485 3,540 3,674 3,464 3,075 3,215 3,264 3,288 3,298 3,304 1.45%

      Electronic through-TV-
subscription  ($ mn) 288 282 256 254 260 270 274 274 275 274 1.04%

      Non-through-TV subscription  
(US$mn) 3,197 3,258 3,418 3,209 2,815 2,945 2,990 3,013 3,023 3,031 1.49%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.
Part of this component is counted within the Radio segment within the component Public radio licence fees.

Sources: PwC, Omdia, Bundesverband Audiovisuelle Medien, AGCOM, European Audio Visual Observatory Yearbook

Italy’s subscription TV market has experienced severe decline in the last three years, falling from 6.7mn 
households in 2016 to 4.6mn in 2020. This decline was exacerbated by the COVID-19 pandemic, with many 
households cutting the cord to reduce costs during a period of such economic uncertainty. Longer term, 
growth opportunities have been reduced by the expansion of online video and streaming services. The pay-TV 
market will continue to decline, decreasing at a -0.6% CAGR to reach 4.5mn households in 2025. The impact on 
revenue was clear with a sharp year-on-year decline of -11.2% in 2020. A quick return to growth is expected in 
2021, and expansion at a 1.5% CAGR will produce revenue of US$3.3bn in 2025.

The licence fee will continue to play an important role in the traditional TV market, with the income funding 
public broadcaster Radiotelevisione Italiana (RAI). Licence fee income has plateaued at the US$2.0bn mark and 
will account for 37.6% of TV market revenue in 2025. 

Pay-TV market-leader Sky has not published subscriber numbers by country since its purchase in October 2018 
by Comcast. Comcast reported that Sky Europe had 23.7mn customer relationships by end-September 2020, 
down -0.9% on the previous quarter. The impact of the COVID-19 outbreak on Sky Europe was evident 
immediately, with Comcast reporting a -3.7% year-on-year decline in its subsidiary’s first quarter. This was 
directly attributed to lower ARPU due to COVID-19 and reduced sports subscription revenue in particular. In 
Comcast’s second quarter 2020 results it reported that Sky had successfully retained 95% of its sports 
subscribers throughout Europe. But total revenue was still down -12.9% year-on-year for the quarter. 

The main competition to Sky has traditionally come from Mediaset. But the Mediaset Premium platform 
experienced subscriber loss and transformed from a pay-DTT to an OTT service in May 2019. There have been 
long-standing tensions between Mediaset and Vivendi, which owns a 29.9% stake in the company. Mediaset 
filed for damages against Vivendi in October 2019 but the Court of Justice of the European Union found in 
favour of Vivendi in September 2020. In December 2020 the Italian regulator opened an inquiry into Vivendi’s 
influence in the country’s media and telecoms market; the company also holds a 24% stake in Telecom Italia. 

There was a further blow to the pay-TV sector in October 2020 when Amazon secured the important 
Wednesday night matches in the UEFA Champions League for three seasons in a €240mn (US$270mn) deal. 
The remaining matches were set to be shared between Sky Italia and Mediaset, but a reduction in their football 
coverage could make it more difficult to retain subscribers. Sky already shares the domestic Serie A rights with 
streaming service DAZN, with the online service having gained the rights for the first time in 2018. 





OTT video
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

OTT video  in Italy ($ mn) 242 372 464 599 820 1,029 1,245 1,430 1,604 1,786 16.84%
   Subscription VOD  ($ mn) 160 276 356 480 691 890 1,096 1,271 1,437 1,609 18.42%
   Transactional VOD  ($ 

mn) 82 96 108 120 129 139 149 159 168 177 6.52%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, Bundesverband Audiovisuelle Medien

Italy’s OTT market has seen rapid growth in recent years and is the fourth largest within the Western Europe 
region, behind France, Germany and the UK. Total OTT revenue will increase at a 16.8% CAGR from US$820mn 
in 2020 to US$1.8bn in 2025, making it one of the fastest-growing OTT markets in the world, alongside 
emerging markets like India and Russia. Revenue rose by 36.9% year-on-year in 2020, having been helped by 
tough lockdown restrictions stemming from COVID-19, but it is expected that year-on-year growth will slow 
down rapidly, falling to 11.3% by 2025.

Subscription video on demand (SVOD) revenue will increase at an 18.4% CAGR from US$691mn in 2020 to 
US$1.6bn in 2025. SVOD will dominate the OTT market with an 84% share in 2020 reaching 90% by 2025.

Transactional video on demand (TVOD) sees much slower growth with revenue increasing at a 6.5% CAGR from 
US$129mn in 2020 to US$177mn in 2025. TVOD made up 16% of total OTT revenue in 2020 but will fall to 10% 
by 2025. 

Sky operates its own virtual service in Italy, Now TV, offering “pay-lite” methods to access premium 
entertainment and sports content. Sky is also partnering with national fibre operators to create Sky-operated 
triple-play services, effectively converting the former satellite-based pay-TV provider into a true telco, and has 
agreed with Fastweb to offer Sky Wifi access to a larger quantity of homes previously uncovered by Open 
Fibre. 

Mediaset Premium was a sports specialist in Italy, but after spending cuts and losing the rights to valuable local 
Serie A fixtures and European UEFA Champions League matches, the service was left without the content it 
needed to sustain itself. Mediaset has since pivoted to become a virtual operator, and does still offer OTT 
services.

The SVOD market in Italy has a substantial number of similarly sized players and is competitive even by 
Western European standards. While Mediaset Premium is moving to roll out sports-based OTT content, it 
meets head-on with former partner DAZN, which has set down firm roots and established a substantial 
subscriber base. 

Other notable SVOD providers include familiar brands like Netflix, which holds the greatest market share; 
Amazon; and local provider Infinity TV (Mediaset). Disney+ launched in March 2020 and is likely to become the 
third-most-subscribed player in the market within the next few years. Further international services will roll out 
across 2021, including ViacomCBS’s plucky AVOD Pluto TV. 



Internet access
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Internet access  in Italy (US$mn) 12,157 13,416 12,820 12,292 11,831 12,598 13,615 14,221 14,726 15,152 5.07%
   Fixed broadband access  ($ 

mn) 6,326 6,944 7,258 7,449 7,093 7,472 7,836 8,039 8,216 8,366 3.36%

   Mobile Internet access  ($ mn) 5,831 6,472 5,562 4,843 4,738 5,126 5,779 6,182 6,511 6,786 7.45%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, Norwegian Telecoms Authority (Norway), ANACOM (Portugal)

Italy was hit especially hard by COVID-19 – as were the market’s fixed and mobile Internet revenues, both of 
which fell year on year in 2020. But growth will resume over the forecast period as operators meet the 
increased demand resulting from the pandemic for stable, high-speed connectivity. 

Strengthening competition in the fixed sector should also fuel growth in subscriber numbers over the forecast 
period: satellite TV broadcaster Sky adopted fibre in mid-2020 using the network belonging to wholesale 
operator Open Fiber (OF). Sky also has an agreement with Fastweb which has helped the service expand its 
broadband coverage to more than 1,500 cities in Italy. Mobile operator Iliad is also planning to enter the fixed 
sector using OF’s infrastructure. 

If plans for a single national fibre infrastructure are approved and the network is well managed, Italian homes 
and businesses should benefit from an advanced and competitive fibre-based market, with 5G fixed wireless 
services providing infill in remote areas. 

European Commission gives FiberCop the green light 

In November 2020, the European Commission approved plans for Italy’s incumbent telco, TIM Group, to 
transfer its fixed network assets into a new wholesale-only entity, FiberCop. TIM will hold 58% of FiberCop. 
Alternative operator Fastweb will contribute its 20% stake in Flash Fiber, a joint venture with TIM, for a 4.5% 
share of FiberCop. US private equity group KKR will take the remaining 37.5% in a deal that values the new 
company at €7.7bn (US$9.3bn). (Alternative operator Tiscali also intends to invest in FiberCop.) TIM anticipates 
that the deal will be finalised in Q1 2021, although the Italian Competition Authority is scrutinising the 
arrangements to ensure that FiberCop will not create an uncompetitive market. 

The next stage of the plan to create a national single fibre network for Italy would be the merger of FiberCop 
and OF, which is owned jointly by state-owned lender CDP (which also has a 9.9% stake in TIM) and utility 
group Enel. TIM, which would hold at least 50.1% of the resulting entity – AccessCo – would build and run the 
network. Under TIM’s proposals, 85% of Italian homes and businesses would have fibre-to-the-cabinet 
connections by the end of 2025, half of which would offer download speeds of more than 100Mbps.

Enel has agreed to sell between 40% and 50% of its holding in OF to Australia’s Macquarie Infrastructure and 
Real Assets (MIRA) for up to US$2.9bn. The deal is expected to close by 30 June 2021, but it hinges on two 
earn-out clauses. One relates to a dispute between OF and TIM over anti-competitive behaviour. The other 
would see Enel gain up to US$605mn if MIRA were to transfer its stake in OF to AccessCo. 

The Government favours the principle of having a single national fibre network, viewing it as helpful in 
rebuilding an economy ravaged by the pandemic (Italy’s real GDP growth figure for 2020 was -10.6%). But 
some ministers have raised concerns – shared by TIM’s rivals – about the effect on competition when a 
vertically structured operator takes a controlling stake in the infrastructure.



Data consumption
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Data consumed  in Italy (PB) 7,643 10,831 14,624 18,913 24,257 30,694 39,080 50,239 64,940 81,936 27.56%
   Cellular by content type () 1,200 1,708 2,359 3,368 4,297 5,180 6,529 8,884 11,106 14,273 27.14%

      Cellular Communications () 468 641 836 1,040 1,276 1,452 1,672 2,060 2,378 2,683 16.02%
      Cellular Games () 41 66 99 129 161 204 272 341 431 527 26.78%
      Cellular Music () 8 11 14 19 24 29 33 36 38 40 10.60%
      Cellular Other digital content () 72 102 137 172 213 260 309 361 407 450 16.21%
      Cellular Social networking () 60 80 102 134 149 161 182 224 250 275 12.97%
      Cellular Video () 551 809 1,171 1,873 2,473 3,073 4,058 5,854 7,590 10,278 32.96%

         Cellular AVOD () 185 255 336 506 652 806 1,067 1,518 1,957 2,432 30.14%
         Cellular OTT Video () 8 18 37 70 106 148 219 345 488 659 44.10%
         Cellular Social Video () 358 535 798 1,297 1,716 2,118 2,773 3,992 5,145 7,187 33.17%

      Cellular Virtual reality () 0 0 0 0 0 1 3 7 12 19 130.75%
   Cellular by device () 1,200 1,708 2,359 3,368 4,297 5,180 6,529 8,884 11,106 14,273 27.14%

      Cellular Mobile handsets () 1,015 1,405 1,897 2,717 3,402 4,121 5,316 7,541 9,529 12,452 29.63%
      Cellular Other devices () 22 34 48 63 88 118 161 221 312 421 36.83%
      Cellular Portable devices () 162 269 415 588 808 941 1,052 1,122 1,265 1,400 11.63%

   Content Type () 7,643 10,831 14,624 18,913 24,257 30,694 39,080 50,239 64,940 81,936 27.56%
      Communications () 1,344 1,854 2,435 3,130 3,992 4,706 5,540 6,499 7,634 8,751 16.99%
      Games () 151 281 481 764 1,152 1,651 2,306 3,210 4,490 6,009 39.14%
      Music () 38 55 75 102 130 154 174 189 201 211 10.23%
      Other digital content () 364 520 704 912 1,152 1,429 1,741 2,081 2,439 2,800 19.43%
      Social networking () 229 287 348 410 475 543 613 685 761 831 11.84%
      Video () 5,486 7,788 10,514 13,505 17,238 22,059 28,513 37,337 49,131 63,026 29.60%

         AVOD () 2,114 2,670 3,253 3,943 4,825 5,999 7,602 9,823 12,817 16,109 27.27%
         OTT Video () 126 262 496 746 1,088 1,560 2,255 3,259 4,691 6,447 42.75%
         Social Video () 3,247 4,857 6,765 8,816 11,326 14,499 18,656 24,255 31,623 40,445 28.99%

      Virtual reality () 31 47 67 89 118 153 193 238 285 334 23.17%
   Fixed by content type () 1,427 1,935 2,535 3,114 3,880 4,787 5,888 7,242 9,097 11,884 25.09%

      Fixed Communications () 295 385 482 578 693 795 912 1,045 1,196 1,340 14.10%
      Fixed Games () 34 63 110 193 320 485 694 971 1,347 1,789 41.09%
      Fixed Music () 12 17 22 29 36 40 43 44 45 46 5.12%
      Fixed Other digital content () 105 147 196 247 304 361 422 486 554 621 15.39%
      Fixed Social networking () 47 57 66 72 82 91 97 98 105 110 6.20%
      Fixed Video () 922 1,244 1,627 1,954 2,394 2,948 3,636 4,499 5,736 7,881 26.91%

         Fixed AVOD () 375 458 541 616 723 865 1,046 1,281 1,619 1,979 22.32%
         Fixed OTT Video () 24 49 91 130 182 252 351 484 675 901 37.72%
         Fixed Social Video () 523 738 996 1,209 1,489 1,831 2,240 2,734 3,442 5,001 27.42%

      Fixed Virtual reality () 15 22 31 41 53 67 82 97 113 128 19.29%
   Fixed by device () 1,427 1,935 2,535 3,114 3,880 4,787 5,888 7,242 9,097 11,884 25.09%

      Fixed Mobile handsets () 0.00%
      Fixed Other devices () 560 739 977 1,219 1,558 1,999 2,545 3,244 4,136 6,002 30.96%
      Fixed Portable devices () 867 1,196 1,558 1,895 2,322 2,788 3,342 3,998 4,961 5,882 20.43%

   Mobile handsets by content type () 2,895 4,047 5,388 7,211 9,229 11,675 15,058 19,917 25,567 31,708 28.00%
      Mobile handsets Communications 

() 837 1,160 1,529 1,975 2,532 3,006 3,563 4,251 5,027 5,791 17.99%

      Mobile handsets Games () 42 76 129 184 244 324 437 597 848 1,153 36.42%
      Mobile handsets Music () 15 22 29 40 50 61 71 79 85 90 12.37%
      Mobile handsets Other digital 

content () 160 225 300 386 484 610 755 912 1,067 1,222 20.36%

      Mobile handsets Social networking 
() 130 163 198 242 277 316 364 425 476 524 13.62%

      Mobile handsets Video () 1,711 2,401 3,203 4,384 5,642 7,357 9,869 13,653 18,065 22,929 32.37%
         Mobile handsets AVOD () 554 687 822 1,067 1,317 1,666 2,195 3,007 3,941 4,972 30.43%
         Mobile handsets OTT Video () 25 51 94 152 223 323 484 742 1,072 1,475 45.91%
         Mobile handsets Social Video 

() 1,132 1,663 2,287 3,166 4,102 5,367 7,189 9,904 13,052 16,481 32.07%

      Mobile handsets Virtual reality () 0.00%
   Mobile handsets by network () 2,895 4,047 5,388 7,211 9,229 11,675 15,058 19,917 25,567 31,708 28.00%

      Mobile handsets Cellular () 1,015 1,405 1,897 2,717 3,402 4,121 5,316 7,541 9,529 12,452 29.63%
      Mobile handsets Fixed () 0.00%
      Mobile handsets Wi-Fi () 1,879 2,642 3,492 4,494 5,827 7,554 9,742 12,377 16,038 19,256 27.00%

   Other devices by content type () 1,654 2,352 3,223 4,118 5,372 7,120 9,430 12,506 16,739 22,439 33.10%
      Other devices Communications () 158 202 249 304 385 460 533 611 678 741 14.01%
      Other devices Games () 35 65 112 189 316 498 762 1,141 1,674 2,337 49.24%
      Other devices Music () 3 4 6 8 11 13 16 18 19 21 13.59%



      Other devices Other digital content 
() 58 87 125 166 215 275 346 428 513 600 22.80%

      Other devices Social networking () 12 16 20 23 28 34 40 43 48 53 13.52%
      Other devices Video () 1,358 1,931 2,644 3,338 4,300 5,686 7,539 10,028 13,521 18,352 33.67%

         Other devices AVOD () 775 1,007 1,255 1,503 1,854 2,361 3,034 3,934 5,200 6,607 28.94%
         Other devices OTT Video () 58 123 238 356 522 767 1,127 1,642 2,391 3,318 44.73%
         Other devices Social Video () 525 801 1,151 1,479 1,924 2,557 3,378 4,452 5,930 8,428 34.37%

      Other devices Virtual reality () 31 47 67 89 118 153 193 238 285 334 23.17%
   Other devices by network () 1,654 2,352 3,223 4,118 5,372 7,120 9,430 12,506 16,739 22,439 33.10%

      Other devices Cellular () 22 34 48 63 88 118 161 221 312 421 36.83%
      Other devices Fixed () 560 739 977 1,219 1,558 1,999 2,545 3,244 4,136 6,002 30.96%
      Other devices Wi-Fi () 1,072 1,579 2,198 2,835 3,727 5,003 6,723 9,041 12,291 16,017 33.86%

   Portable devices by content type () 3,094 4,432 6,013 7,585 9,656 11,899 14,592 17,816 22,634 27,789 23.54%
      Portable devices Communications 

() 350 492 656 852 1,075 1,239 1,444 1,637 1,929 2,217 15.57%

      Portable devices Games () 74 139 240 390 592 829 1,107 1,472 1,968 2,531 33.70%
      Portable devices Music () 20 29 40 54 69 79 87 92 97 100 7.93%
      Portable devices Other digital 

content () 146 207 280 361 453 543 639 741 859 976 16.57%

      Portable devices Social networking 
() 87 108 130 144 170 193 210 217 236 254 8.37%

      Portable devices Video () 2,417 3,457 4,668 5,783 7,296 9,016 11,105 13,656 17,545 21,710 24.37%
         Portable devices AVOD () 782 977 1,176 1,373 1,654 1,972 2,372 2,881 3,676 4,531 22.33%
         Portable devices OTT Video () 43 88 164 239 342 469 644 875 1,227 1,646 36.90%
         Portable devices Social Video 

() 1,591 2,393 3,327 4,172 5,300 6,575 8,088 9,899 12,641 15,533 23.99%

      Portable devices Virtual reality () 0.00%
   Portable devices by network () 3,094 4,432 6,013 7,585 9,656 11,899 14,592 17,816 22,634 27,789 23.54%

      Portable devices Cellular () 162 269 415 588 808 941 1,052 1,122 1,265 1,400 11.63%
      Portable devices Fixed () 867 1,196 1,558 1,895 2,322 2,788 3,342 3,998 4,961 5,882 20.43%
      Portable devices Wi-Fi () 2,065 2,967 4,040 5,102 6,526 8,170 10,198 12,696 16,408 20,507 25.73%

   Wi-Fi by content type () 5,016 7,188 9,729 12,431 16,080 20,728 26,663 34,113 44,737 55,779 28.24%
      Wi-Fi Communications () 584 829 1,117 1,512 2,023 2,458 2,955 3,394 4,060 4,728 18.50%
      Wi-Fi Games () 78 152 271 442 671 962 1,340 1,898 2,712 3,701 40.70%
      Wi-Fi Music () 19 28 39 54 70 85 98 108 117 125 12.40%
      Wi-Fi Other digital content () 186 270 371 493 636 808 1,009 1,234 1,478 1,725 22.08%
      Wi-Fi Social networking () 122 150 180 204 244 291 335 363 406 446 12.81%
      Wi-Fi Video () 4,012 5,735 7,716 9,678 12,371 16,038 20,818 26,983 35,804 44,867 29.39%

         Wi-Fi AVOD () 1,553 1,957 2,377 2,821 3,451 4,328 5,488 7,024 9,241 11,729 27.73%
         Wi-Fi OTT Video () 93 194 368 547 800 1,160 1,686 2,429 3,527 4,881 43.58%
         Wi-Fi Social Video () 2,366 3,584 4,971 6,310 8,121 10,550 13,644 17,530 23,037 28,257 28.32%

      Wi-Fi Virtual reality () 16 24 35 48 65 85 108 133 160 188 23.81%
   Wi-Fi by device () 5,016 7,188 9,729 12,431 16,080 20,728 26,663 34,113 44,737 55,779 28.24%

      Wi-Fi Mobile handsets () 1,879 2,642 3,492 4,494 5,827 7,554 9,742 12,377 16,038 19,256 27.00%
      Wi-Fi Other devices () 1,072 1,579 2,198 2,835 3,727 5,003 6,723 9,041 12,291 16,017 33.86%
      Wi-Fi Portable devices () 2,065 2,967 4,040 5,102 6,526 8,170 10,198 12,696 16,408 20,507 25.73%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia

Total data consumption in Italy is expected to rise at a 27.6% CAGR between 2020 and 2025, from 24.3k PB to 
81.9k PB.

Mobile handsets account for a small proportion of Italy’s data usage compared with the global average. In 
2020, for instance, their share was only 38.0%. Consumption on these devices is expected to rise at a 28.0% 
CAGR between 2020 and 2025, by which time they will account for 38.7% of the total. This growth will be aided 
by the roll-out of 5G, which will bring with it faster connections capable of supporting services such as video 
streaming. 

Portable devices account for the largest proportion of data usage in Italy. This indicates a preference among 
Italians for using laptop PCs and similar equipment to consume bandwidth-intensive services such as over-the-
top video. Consumption through these devices is expected to nearly triple between 2020 and 2025, from 9.7k 



PB to 27.8k PB, although their share of the total will decline from 39.8% to 33.9% over this time. 

The dominant content category in Italy, video, will increase its share of data consumption from 71.1% to 76.9% 
between 2020 and 2025. This growth will be driven by the increasing availability of higher-definition video 
content across a range of platforms.



Newspaper and consumer magazines
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Newspaper 
and 
consumer 
magazine  
in Italy ($ 
mn)

3,894 3,677 3,374 3,188 2,558 2,781 2,670 2,569 2,479 2,395 -1.31%

   
Consumer 
magazine  
(US$mn)

1,872 1,820 1,640 1,540 1,108 1,340 1,276 1,218 1,168 1,122 0.26%

      
Consumer 
magazine 
advertising  
(US$mn)

556 545 490 465 380 425 433 431 426 417 1.87%

         
Digital 
consumer 
magazine 
advertising  
($ mn)

165 183 191 208 208 226 237 247 253 257 4.38%

         
Print 
consumer 
magazine 
advertising  
($ mn)

391 362 298 257 172 199 196 185 173 159 -1.53%

      
Consumer 
magazine 
circulation  
(US$mn)

1,316 1,275 1,150 1,076 728 915 843 786 743 706 -0.62%

         
Digital 
consumer 
magazine 
circulation  
($ mn)

84 103 110 127 128 130 141 145 149 151 3.47%

         
Print 
consumer 
magazine 
circulation  
($ mn)

1,232 1,172 1,040 949 600 785 702 641 594 554 -1.59%

   
Newspaper  
(US$ mn)

2,022 1,857 1,734 1,647 1,451 1,441 1,394 1,351 1,310 1,272 -2.59%

      
Newspaper 
advertising  
($ mn)

763 717 672 633 532 530 516 497 477 456 -3.03%

         
Digital 
newspaper 
advertising  
($ mn)

105 109 112 115 120 121 122 122 123 124 0.68%

         
Print 
newspaper 
advertising  
($ mn)

658 608 560 518 413 409 394 375 354 333 -4.22%

      
Newspaper 
circulation  
($ mn)

1,259 1,140 1,062 1,015 918 911 879 854 833 816 -2.33%

         
Digital 
newspaper 
circulation  
($ mn)

100 96 92 90 111 101 99 100 101 103 -1.58%



         
Print 
newspaper 
circulation  
($ mn)

1,159 1,045 969 925 807 810 780 754 732 714 -2.43%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, World Association of Newspapers and News Publishers, Zentralverband der Deutschen Werbewirtschaft (Germany), Bundesverband der
Zeitungsverleger (Germany)

Italian newspapers are second in line to TV when it comes to news consumption, and newspaper readership is 
low compared with other Western European nations. Total newspaper revenue will fall from US$1.5bn in 2020 
to US$1.3bn by 2025, at a -2.6% CAGR.

In Italy trust in the news is one of the lowest in Europe. According to the Reuters Institute, it stood at 29% in 
2020, a fall of -11% on the previous year. 

Italian newspapers are highly regionalised and typically sell copies through shops and news kiosks. The Italian 
Government classified newspapers as a “basic necessity” during the lockdown, enabling journalists to go out 
reporting stories, print and distribution operations to continue operating, and newspaper kiosks to remain 
open when many other shops were forced to close. 

One paper that has focused on clear and objective reporting on the virus is Il Post. Founded in 2009, it has 
become one of the most-visited news sites in Italy. Until 2018 Il Post relied almost exclusively on advertising, 
before moving to a subscription model. A subscription to Il Post guarantees access to articles, but without 
advertising and with access to a special newsletter. The online paper says that its revenue was up 75% in 2019, 
with revenue from subscribers accounting for 14%. By early 2020, this share had already reached 30%.

But digital news growth in Italy is slow. Digital news circulation revenue will fall at a -1.6% CAGR from 
US$111.0mn in 2020 to US$102.6mn by 2025. Digital newspaper advertising revenue will creep upwards at a 
0.7% CAGR from US$119.6mn to US$123.7mn over the same period.

Consumer magazines

The initial impact of the outbreak of the COVID-19 pandemic on the Italian publishing industry has been 
severe, resulting in a -35.9% reduction in print advertising and circulation revenue from US$1.2bn in 2019 to 
US$772.4mn in 2020. But with consumer magazine publishers having already adopted aggressive digital 
strategies prior to the outbreak, revenue from online advertising and subscriptions will help to offset the 
continued decline in the print sector. As a result, total consumer magazine revenue is forecast to remain 
relatively steady going forwards from the 2020 slump, reaching US$1.1bn in 2025 at a 0.3% CAGR.

Coming into 2020, leading publishers like Gruppo Mondadori, Cairo Editore, Casa Editrice Universo and Hearst 
Magazines Italia were already involved in shedding non-core or non-profitable titles in favour of expanding the 
digital presence of their more-profitable brands so that the outbreak of the pandemic merely served to hasten 
that process. Many of these leading publishers also supported their customers during the pandemic by 
providing them with free access to digital content normally hidden behind paywalls, thereby creating a further 
appetite for hitherto unseen premium content. 

By end-September 2020 Mondadori’s strategy was beginning to pay off – a 7% increase in digital advertising 
revenue means that income from this source now makes up 56% of the company’s total advertising revenue. 
But print circulation revenue was down by -25% and overall advertising revenue had dropped by -37%. In 



September 2020 Mondadori enhanced its digital offerings with the launch of its new DMNow digital brand, a 
beauty and well-being destination for women aged under 40, built around its Donna Moderna magazine 
(readership 1.3mn).

Hearst Magazines Italia also took advantage of the success of its digital sites (a predicted 28 to 30% increase in 
revenue for the second half of 2020 compared with the second half of 2019) by strengthening its online 
content offerings, particularly with video. 

Rival publisher Cairo Editore saw its revenue decline by US$7.9mn over the nine months to September 2020 
compared with the previous year, although efficient cost-saving measures meant the company still managed to 
produce a better EBITDA of US$6.2mn compared with US$6.0mn in 2019. Cairo Editore claims a 21.4% market 
share of newsstand magazines, with an average of 1.2mn copies sold, as well as 30.6mn users for its digital 
sites. The company believes it can achieve the same margin levels for the second half of 2020 as it achieved in 
the second half of 2019.



Out-of-home
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Out-of-home advertising  in Italy (US$ mn) 198 197 207 210 146 184 227 234 231 226 9.10%
   Digital OOH advertising  ($ mn) 52 60 74 83 64 79 95 107 112 115 12.42%
   Physical OOH advertising  ($ mn) 146 138 134 128 82 104 132 127 119 111 6.18%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.
All advertising revenues are net spending excluding agency commissions, production costs & discounts

Sources: PwC, Omdia, Zentralverband der Deutschen Werbewirtschaft (Germany)

Italy’s out-of-home (OOH) advertising market was valued at US$146mn in 2020. The country has a notably 
underdeveloped market. Despite being one of the largest economies in Western Europe, Italy has a relatively 
small OOH market compared to other markets such as Germany, the UK, and France.

In 2020 the COVID-19 pandemic caused demand in the OOH market to fall as retailers reined in their 
marketing budgets. Total OOH revenue contracted by -30.6% in the year. 

This massive contraction will be followed by a bounce, with the market expanding by 25.8% in 2021 and 
registering expansion at a 9.8% CAGR over the next five years, largely as a result of this post-recessionary 
uplift. 

In spite of its limited size, Italy’s OOH market is remarkably well digitised and has made significant progress in 
a relatively short period of time. In 2016 little more than one-quarter of revenue was digital and that has since 
nearly doubled to 43.9%. 

A major domestic operator is Media One, which owns thousands of static and digital displays located in Italian 
train stations, along national highways, in bus shelters and in the Rome–Fiumicino Airport. The company is 
making efforts to further digitise its offering. In August 2020 it teamed up with Canadian company Broadsign 
to enhance its sales capabilities, including integrating with the latter’s Broadsign Reach supply-side platform 
(SSP) to enable programmatic ad sales on its network.

Physical OOH, which had already been in decline as digital cannibalised its revenue, will benefit from a post-
pandemic rebound but this will peter out by 2024 when once again the demand for traditional, static displays 
will decline. Long-term growth will therefore be driven by digital, which is already showing signs of maturing. 
Indeed, by 2025 Italy’s DOOH market will show annual growth of just 2.7%.



Video games and esports
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Video games and esports  in Italy ($ mn) 1,506 1,760 2,048 2,371 2,841 3,227 3,427 3,767 4,024 4,240 8.33%
   Esports  (US$mn) 2 3 6 10 11 17 23 27 32 36 25.91%

      Esports consumer contribution  (US$mn) 0 0 1 1 1 1 2 2 2 2 9.89%
      Esports consumer ticket sales  (US$mn) 0 0 0 1 0 0 2 2 3 3 72.19%
      Esports media rights  ($ mn) 0 1 2 4 5 6 7 9 10 12 20.48%
      Esports sponsorship  (US$mn) 1 1 2 3 4 7 10 12 14 16 35.64%
      Esports streaming advertising  (US$mn) 0 1 1 2 2 2 2 2 3 3 10.83%

   Video games  (US$ mn) 1,504 1,757 2,043 2,362 2,831 3,212 3,406 3,742 3,994 4,206 8.24%
      Video games advertising  ($ mn) 44 46 48 52 52 54 57 58 61 62 3.55%
      Video games consumer  ($ mn) 1,460 1,711 1,995 2,310 2,779 3,158 3,350 3,684 3,933 4,143 8.32%

         Social/casual gaming  ($ mn) 651 856 1,077 1,335 1,703 2,031 2,200 2,493 2,718 2,910 11.32%
            App-based social/casual gaming  ($ 

mn) 607 813 1,035 1,295 1,663 1,993 2,165 2,460 2,687 2,881 11.61%

            Browser-based social/casual gaming  
($ mn) 44 43 42 41 39 38 35 33 31 29 -5.84%

         Traditional gaming  ($ mn) 810 856 918 975 1,076 1,127 1,150 1,191 1,216 1,233 2.76%
            Console games  ($ mn) 669 709 760 806 882 925 943 973 989 1,001 2.57%

               Digital console games sell-
through  ($ mn) 254 282 329 371 426 465 480 508 530 550 5.22%

               Online/microtransaction console 
games  ($ mn) 51 60 76 92 124 137 145 164 179 193 9.18%

               Physical console games sell-
through  ($ mn) 364 366 355 343 332 323 318 301 279 259 -4.83%

            PC games  ($ mn) 141 147 159 170 194 202 207 218 226 232 3.60%
               Digital PC games sell-through  

($ mn) 22 23 25 27 32 34 32 33 34 35 1.60%

               Online/microtransaction PC 
games  ($ mn) 99 104 115 126 153 160 168 179 188 194 4.75%

               Physical PC games sell-through  
($ mn) 21 20 18 16 9 8 7 6 4 3 -16.63%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia

Total video games and esports revenue in Italy was US$2.8bn in 2020, and the market is the thirdd-fastest-
growing in Western Europe. By the end of the forecast period revenue will have reached US$4.2bn at a 8.3% 
CAGR.

Social/casual gaming revenue overtook traditional gaming as recently as 2018, but already dominates the 
market. Revenue in 2020 was US$1.7bn compared with traditional gaming’s US$1.1bn, with a much healthier 
growth rate (at a 11.3% and a 2.8% CAGR respectively) meaning the social/casual sector will be more than 
twice the size of traditional by 2025. This market movement is in line with Internet trends in the country,and 
with commercial 5G being rolled out by telcos like Vodafone and TIM throughout 2020, this share is set to 
expand in the future. 

This means a large potential consumer base with increasingly fast and stable connections can be targeted by a 
games industry with an ever-more-sophisticated software proposition. Telcos are certainly aware of the 
connection – TIM announced a deal in October 2019 with games label Gameloft for a subscription service 
enabling customers to access the publisher’s titles for €2 a week. Elsewhere popular titles include casual and 
“hyper-casual” hits like Candy Crush Saga, free-to-play giants like PUBG Mobile and Garena Free Fire, as well as 
innovative AR blockbuster Pokémon GO. “Traditional” games publishers also continue to explore the best way 
to exploit existing brands in the social/casual space, with Activision’s Call of Duty Mobile – launched at the end 
of 2019 – a notable success, alongside Nintendo’s Mario Kart Tour.



Although no longer the largest component of the market, console games remain very important to Italy’s video 
games business. The arrival of the PS5 and Xbox Series X/Series S in November 2020 has refreshed the market 
and will underpin the steady growth of the sector over the forecast period, while the existence of digital-only 
variants of both consoles reflects the increased importance of digital revenue. 

Esports

Italy’s esports industry remains the smallest of the five European countries surveyed, with total revenue of US$
11.5mn in 2020, behind the more-established markets in France, the UK and Germany. 

As an emerging market, current esports activity within Italy is focussed on growing public awareness through 
high-profile crossovers and sponsorship deals, and building an infrastructure of regular events and 
competitions. International events and league organiser ESL continues to operate in the country, although the 
pandemic meant that the ESL Vodafone Arena and Milan Games Week events took place virtually in 2020. 

Following a trend in several markets for established sports teams to invest in esports, the Italian football league 
has sanctioned an official virtual league – eSerie A – in partnership with TIM. EA’s FIFA and to a lesser extent 
Konami’s eFootball PES are an increasingly natural point of contact for virtual and real sports, with legacy 
institutions keen to access the younger audiences enjoyed by the emerging industry. Several football clubs 
have partnerships with established esports outfits to field teams in eSerie A, including AC Milan who signed a 
deal with QLASH in late-2020. Udinese is another club who entered esports in 2020, striking a sponsorship deal 
with tech firm BenQ and with a plan to leverage the club’s facilities as a future esports venue. 

Interest from non-endemic brands is behind the significance of sponsorship revenue in the Italian esports 
market, which was worth US$3.5mn in 2020. Last year alone, fashion brand Gucci partnered with UK-based 
esports organisation Fnatic on a limited edition branded watch, and coffee brand Lavazza partnered with Fnatic 
on an “Icons of Italy” campaign that focussed on the team’s Italian Fortnite player, Giorgio “POW3R” 
Calandrelli. But revenue from media rights is the largest category, at US$4.7mn in 2020. While many Italians 
watch esports on Twitch, broadcasters are increasingly attracted to its engaged audiences. In December 2020 
Sky’s Now TV announced a deal with QLASH to develop a series of programmes initially based around EA’s 
FIFA. 



Virtual reality
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

VR  in Italy (US$mn) 10 25 35 47 60 73 82 98 115 134 17.61%
   VR app  (US$mn) 1 2 3 3 4 5 5 5 6 6 8.40%
   VR gaming  (US$mn) 6 15 21 27 34 42 47 58 71 86 20.52%
   VR video  (US$mn) 4 8 12 17 22 27 29 34 39 42 14.07%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia

The Italian VR market continues to expand, albeit more slowly than anticipated back in 2016, when excitement 
about the technology was at its peak. It has fallen short of those expectations because of a chicken-and-egg 
situation: games developers are reluctant to make big investments in VR until headsets become widely 
adopted, while consumers are holding out for better content. 

In 2020, the market’s total revenue grew by 25.9% year on year to US$60mn. This is expected to rise at a 17.6% 
CAGR between 2020 and 2025, by which time it will be US$134mn. Over the same period, the installed base of 
VR headsets in Italy will increase from 390,000 to 690,000 units. 

Demand for cheap mobile headsets is dwindling in Italy. Although these products enabled many consumers to 
try out VR at a low cost, their limited capability and content meant that they have seen little repeat usage. PC- 
or console-tethered (home) headsets and wire-free (standalone) models, which are significantly more 
sophisticated, are gaining in popularity. 

Standalone headsets in particular will be responsible for most of the Italian VR market’s growth. For instance, 
Facebook’s Oculus Quest headset, launched in 2019, has balanced the all-in-one form factor with high-quality 
VR at a price of US$399. Oculus made the technology even more accessible in 2020 by launching Quest 2 in 
October at a base price of US$299. Such products offer a more immersive experience, which will encourage 
users to buy more VR games, videos and apps. 

The gaming sector accounted for 56.7% of the Italian VR market’s total value in 2020 and is expected to 
increase its contribution to 64.1% in 2025, with a turnover of US$86mn. The revenues of the market’s two other 
sectors – videos and apps – will also increase, albeit at more modest rates, to US$42mn and US$5.8mn 
respectively in 2025.

An Italian research paper published in April 2020 suggested that watching VR videos of peaceful garden scenes 
could help people in quarantine address some of the adverse psychological effects of their isolation, including 
stress. Videos of this type exist on platforms such as YouTube in their thousands, enabling VR headset users to 
go on virtual visits around the world without leaving home. A wide array of VR use cases are emerging in Italy 
beyond entertainment, ranging from applications in fashion, retail, tourism, healthcare and education. One 
example of this is the Aldini Valeriani Industrial Technical Institute in Bologna; it trialled the “Classroom 3.0” 
initiative in September 2020, which allowed 300 final-year students to utilise AR and VR for virtually simulating 
real-life workplace scenarios.



TV advertising
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

TV advertising  in Italy (US$mn) 3,556 3,529 3,582 3,447 3,138 3,320 3,642 3,588 3,667 3,701 3.36%
   Broadcast TV advertising  ($ mn) 3,428 3,361 3,372 3,199 2,887 3,039 3,300 3,214 3,254 3,260 2.46%

      Multichannel TV advertising  ($ mn) 379 370 388 378 334 362 397 391 400 405 3.91%
      Terrestrial TV advertising  ($ mn) 3,049 2,991 2,984 2,821 2,553 2,678 2,903 2,824 2,854 2,856 2.27%

   Connected TV () 24 41 59 80 101 122 143 163 183 198 14.43%
      Connected TV in-stream broadcaster video 

Internet advertising () 13 22 32 42 52 63 73 83 93 100 13.93%

      Connected TV in-stream other video Internet 
advertising () 11 19 28 38 49 59 70 80 91 98 14.96%

   Online TV advertising  ($ mn) 117 149 182 210 202 221 272 294 323 344 11.17%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia

The Italian TV advertising market has struggled for growth in recent years, with a decline in linear viewing and 
increasing preference for SVOD platforms hitting the sector. After a decline in revenues of -3.8% in 2019, the 
TV ad market was severely hit by the onset of COVID-19 in 2020, with revenues falling by -9.0%. Despite this 
decline, Italy remained the fourth-largest TV advertising market in Western Europe, generating revenues of 
US$3.1bn in 2020. The market will return to growth at a 3.4% CAGR to reach US$3.7bn in 2025, although long-
term the pressure from the OTT market and digital advertising campaigns will limit further expansion. 

Terrestrial advertising accounted for 81.4% of total TV ad spend in 2020 and still dominate 77.2% of revenues 
in 2025. While many advertisers are shifting their attention to online TV advertising or social media campaigns, 
there remains a strong demand for large live audiences. This will see terrestrial channels continue to take the 
largest proportion of TV ad revenues for the foreseeable future. Strong growth at a 11.2% CAGR will see online 
TV advertising revenues reach US$344mn in 2025, closing in on multichannel ad spend of US$405mn.

The trend away from linear TV viewing has been reversed in 2020 due to the onset of COVID-19. While there is 
stronger growth in the OTT market, the amount of time spent at home seeking entertainment during lockdown 
has seen live broadcast channels gain audiences too. Auditel reported that Italians were spending 365 minutes 
per day watching TV in March 2020, up from 257 minutes a year earlier. Meanwhile, Mediaset reported that its 
total viewership was up 37.4% during the first COVID-19 lockdown and remaining considerably higher than 
2019 throughout the year. Auditel reported that Mediaset’s portfolio of channels took 34.6% of all-day 
audiences in the first nine months of 2020. Rai 1 continued to lead the ratings with the channel taking a 22.3% 
share, while the wider Rai group took 29.5% of audiences. 

Mediaset reported a -16.9% year-on-year decline in its advertising revenues in the first nine months of 2020. 
This was despite some signs of recovery in the third quarter, with the market having been severely hit during 
the first COVID-19 lockdown. Public broadcaster Rai has also experienced financial difficulties in recent years 
but saw improved performance in 2019 due to more effective licence fee collection. The 2020 downturn in the 
advertising market could see Rai struggle to continue its programming investment.

Live sport has been a key driver of large audiences and advertising revenues for many years in Italy, but 
terrestrial channels and the pay-TV sector coming under increasing pressure from OTT. With advertising 
revenues declining, this trend could grow further, with the likes of Amazon having more far financial power. In 
December 2020 Amazon secured the rights to the UEFA Champions League from the 2021/22 season for three 
years. Mediaset and Sky will continue to broadcast the majority of games, with Amazon covering 16 matches a 



season. Such moves by ad-free subscription streaming services in premium content could continue to hit the 
TV advertising market moving forward. Amazon was rumoured to be considering a move for the Serie A 
domestic broadcast rights in early 2021. 



Cinema
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Cinema  in 
Italy 
(US$mn)

808 724 681 785 220 318 650 702 734 761 28.15%

   Box 
office  ($ 
mn)

781 696 651 751 216 300 614 663 694 721 27.31%

   Cinema 
advertising  
($ mn)

27 28 30 34 5 18 36 39 40 40 54.40%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, European Audio Visual Observatory, Instituto do Cinema e do Audiovisual (Portugal) Filmförderungsanstalt (Germany), Zentralverband der
deutschen Werbewirtschaft (Germany)

The fortunes of Italy’s cinema industry have fluctuated wildly over the past decade. From a peak of US$781mn 
in 2016, box-office receipts fell for two consecutive years before recovering to US$751mn in 2019. All the signs 
were that they would continue to rise in 2020, but Italy became the first country in Western Europe to feel the 
full force of the COVID-19 pandemic. Inevitably, as cinemas were forced to close, their takings tumbled. Box-
office revenue for 2020 eventually totalled a mere US$216mn. 

Despite the gloom, there were some silver linings. For instance, largely because of the reduced supply of US 
blockbusters, Italian films expanded their share of the market to 56.6%. Even before the pandemic, there was 
evidence to show that audiences were becoming increasingly enthusiastic about homegrown movies. The 
market share of domestic productions in 2019 was 21.4% – a healthy proportion in normal times and higher 
than those of most other territories in Western Europe.

Furthermore, while Italian cinemas were among the first in the region to close, they were also among the first 
to reopen. And the country hosted Europe’s only major industry gathering of 2020 after the start of the 
pandemic. The Venice International Film Festival operated at reduced capacity and with social distancing 
measures in place in September, but was considered a mini-triumph nonetheless.

A 27.3% CAGR in Italy’s box-office revenue is expected between 2020 and 2025, at which point the total will be 
US$721mn. Moreover, it’s anticipated that Italian films will retain a healthy share of the market, even when 
Hollywood is operating at full capacity again.



Internet advertising
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Internet advertising  in Italy ($ mn) 2,641 3,001 3,353 3,722 3,644 4,203 4,665 5,013 5,315 5,534 8.72%
   In-stream and out-stream video Internet 

advertising  (US$mn) 582 804 989 1,170 1,253 1,472 1,708 1,880 2,038 2,154 11.45%

      In-stream video Internet advertising  
(US$mn) 342 478 543 608 633 709 785 834 875 891 7.08%

         Connected TV in-stream video 
Internet advertising () 24 41 59 80 101 122 143 163 183 198 14.43%

            Connected TV in-stream broadcaster 
video Internet advertising () 13 22 32 42 52 63 73 83 93 100 13.93%

            Connected TV in-stream other video 
Internet advertising () 11 19 28 38 49 59 70 80 91 98 14.96%

         Mobile in-stream video Internet 
advertising  (US$mn) 84 112 147 178 168 206 243 257 266 264 9.45%

         Wired in-stream video Internet 
advertising  (US$mn) 233 325 337 350 364 381 399 414 425 429 3.34%

      Out-stream video Internet advertising  
(US$mn) 240 326 446 563 620 763 923 1,046 1,163 1,264 15.31%

         Mobile out-stream video Internet 
advertising  (US$mn) 100 144 207 273 283 379 493 574 657 726 20.76%

         Wired out-stream video Internet 
advertising  (US$mn) 140 182 239 290 337 384 430 472 506 538 9.78%

   Mobile Internet advertising  ($ mn) 834 1,048 1,321 1,594 1,554 1,915 2,302 2,593 2,853 3,051 14.45%
      Mobile display Internet advertising  ($ mn) 681 837 1,036 1,229 1,189 1,458 1,761 1,994 2,206 2,374 14.83%

         Mobile other display Internet advertising  
($ mn) 497 581 682 779 738 873 1,025 1,162 1,283 1,383 13.39%

         Mobile video Internet advertising  ($ mn) 184 256 354 450 451 585 736 831 923 990 17.04%
      Mobile paid search Internet advertising  ($ 

mn) 153 211 285 365 365 456 541 599 647 677 13.16%

   Wired Internet advertising  ($ mn) 1,807 1,952 2,031 2,128 2,090 2,288 2,363 2,420 2,462 2,484 3.51%
      Classified Internet advertising  ($ mn) 224 238 252 287 247 295 305 313 320 324 5.56%
      Display Internet advertising  ($ mn) 916 1,041 1,106 1,166 1,203 1,321 1,384 1,438 1,483 1,509 4.63%

         Other display Internet advertising  ($ mn) 519 493 471 446 401 434 411 390 368 345 -2.99%
         Video Internet advertising  ($ mn) 398 548 635 720 802 887 972 1,049 1,115 1,164 7.74%

      Paid search Internet advertising  ($ mn) 668 673 674 675 640 673 674 669 659 651 0.33%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, IAB UK, Interactive Advertising Bureau Europe

Italy has the fastest-growing Internet advertising market in Western Europe, and Internet advertising is the 
largest ad segment in Italy by revenue. In 2020 total revenue was US$3.6bn and will rise to US$5.5bn in 2025, 
increasing at a 8.7% CAGR. This growth rate is higher than the regional average for Western Europe (at a 6.9% 
CAGR) and the global rate (at a 7.7% CAGR). The market contracted by -2.1% year-on-year in 2020 due to the 
COVID-19 pandemic, but will bounce back strongly in 2021, with 15.3% year-on-year growth predicted.

The number of broadband households in Italy reached 19.4mn in 2020, a penetration rate of 74.9%. This is a 
little lower than the regional average of 88.9%, indicating that there is still room for the market to grow. 
Indeed, the number of broadband households is set to increase at a 2.7% CAGR over the forecast period, which 
is higher than the regional 2.0% CAGR. The number of mobile Internet subscribers reached 51.2mn in 2020, a 
penetration rate of 85.7%, which is higher than the regional figure of 78.0%.

Mobile ad revenue will see a healthy increase at a 14.4% CAGR over the forecast period, making Italy the 
fastest-growing mobile Internet advertising market in Western Europe. Total revenue from mobile Internet 
advertising was US$1.6bn in 2020 and will increase to US$3.1bn by 2025. There will be growth across all 
segments, but other display and video will increase the fastest at a 13.4% CAGR and at a 17.0% CAGR 
respectively. Display is the biggest mobile ad segment by revenue, accounting for US$1.2bn in 2020. 



Advertisers are shifting budgets away from wired advertising and increasingly towards mobile ads. In 2020 
mobile revenue made up 42.6% of total revenue from Internet advertising in Italy, but is expected to overtake 
wired revenue in 2023 and account for 55.1% of total revenue by 2025. 

Year-on-year growth in wired revenue will slow to 0.9% by 2025. Total revenue from wired Internet ads was 
US$2.1bn in 2020 and will be US$2.5bn by 2025, increasing at a 3.5% CAGR. Traditional display formats will see 
revenue decline over the forecast period, at a -3.0% CAGR, but video will increase at a 7.7% CAGR, reflecting 
the increased popularity of the format.

Like that of many other countries, Italy’s Internet advertising market is dominated by foreign companies, with 
Google and Facebook taking large shares of revenue. Italy is one of a number of countries to have recently 
introduced a digital tax – currently set at 3% – to ensure that large international corporations that make money 
from selling digital services in Italy will have to pay tax on their profits.



Music, radio and podcasts
2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2020 - 2025 CAGR

Music, radio and 
podcasts  in Italy 
($ mn)

1,555 1,621 1,687 1,763 1,041 1,337 1,629 1,838 1,980 2,083 14.89%

   Music  
(US$mn) 986 1,034 1,070 1,127 515 751 989 1,153 1,262 1,341 21.11%

      Live music  
($ mn) 705 734 762 791 168 363 577 726 829 907 40.04%

         Live 
music sponsorship  
($ mn)

160 166 172 178 42 86 133 167 190 208 37.36%

         Live 
music ticket sales  
($ mn)

545 568 590 613 126 278 444 559 639 699 40.90%

      Recorded 
music  ($ mn) 281 300 308 336 346 388 412 427 432 434 4.64%

         Digital 
recorded music  ($ 
mn)

88 114 154 189 239 274 299 315 323 329 6.65%

            
Digital music 
downloading  ($ mn)

22 17 14 11 8 6 4 3 2 1 -29.63%

            
Digital music 
streaming  ($ mn)

64 95 139 177 230 268 294 312 321 328 7.34%

               
Digital music 
streaming 
advertising  ($ mn)

16 25 32 44 58 70 76 79 81 82 7.38%

               
Digital music 
streaming consumer  
($ mn)

48 70 107 133 173 198 218 232 240 246 7.32%

            
Ringtones and 
ringbacks  ($ mn)

2 1 1 1 0 0 0 0 0 0 -27.41%

         Music 
performance rights  
($ mn)

62 62 57 63 43 53 58 60 61 62 7.49%

         Music 
synchronisation  ($ 
mn)

8 7 10 9 8 9 9 9 10 10 2.81%

         
Physical recorded 
music  ($ mn)

124 117 87 75 56 52 47 42 38 33 -9.83%

   Podcasts 
advertising  ($ mn) 4 8 14 23 26 35 44 52 59 65 20.56%

   Radio  
(US$mn) 565 579 603 614 500 552 596 633 660 677 6.23%

      Public radio 
licence fees  ($ mn) 136 126 125 127 128 128 128 128 129 129 0.22%

      Radio 
advertising  ($ mn) 429 453 478 486 373 424 468 504 531 548 8.01%

         
Terrestrial online 
advertising (US + 
Canada only)  ($ 
mn)

0.00%

         
Traditional radio 
advertising  ($ mn)

429 453 478 486 373 424 468 504 531 548 8.01%

            
Terrestrial broadcast 
advertising (US + 
Canada only)  ($ 
mn)

0.00%

      Satellite 
(US + Canada only)  
($ mn)

0.00%



         
Satellite radio 
advertising (US + 
Canada only) * ($ 
mn)

0.00%

         
Satellite radio 
subscription (US + 
Canada only)  ($ 
mn)

0.00%

Notes: Numbers shown are rounded. Totals may not equal the sum of their parts due to rounding.

Sources: PwC, Omdia, AGCOM (Italy), Syndicat National de l’Edition Phonographique (France), Bundesverband Musikindustrie (Germany)

Italy’s music, radio and podcast revenue totalled US$1.0bn in 2020, down -41.0% from almost US$1.8bn in the 
previous year. But it is set to rise at a 14.9% CAGR over the forecast period to be worth close to US$2.1bn by 
2025. Recorded music revenue totalled US$346mn in 2020 and is forecast to increase at a 4.6% CAGR to reach 
US$434mn in 2025.

Ticketing

Paul McCartney took on the live music sector over its refund policy last year. The ex-Beatle was aggrieved 
when the COVID-19 pandemic forced the cancellation of his performances in Naples and Lucca, and fans were 
offered vouchers but no refunds. Although that was in accordance with the guidelines of Assomusica, the 
Italian live music promoters’ association, McCartney said it was unfair that consumers had paid for tickets but 
were not able to get their money returned. The artist pointed to other markets where he had been booked to 
perform and where fans had been offered full refunds. 

At the beginning of 2021, Italy’s anti-trust agency, the Autorità Garante della Concorrenza e del Mercato 
(AGCM), fined Germany-based live entertainment group CTS Eventim a €10mn (US$11.2mn) for abusing its 
dominant market position. The regulator said CTS Eventim-owned TicketOne prevented rivals from selling 
tickets to live events, which limited consumer choice. AGCM said CTS Eventim/TicketOne’s dominant position 
meant it was able to charge higher commissions on ticket sales than its competitors. 

CTS Eventim/TicketOne stated that it rejected AGCM's claims that the group had abused a dominant position, 
adding that the agency’s decision was wrong and based on incorrect market definitions, while also in violation 
of procedural rules.

Radio
‎Revenue for the country’s radio industry derives partly from commercial advertising and partly from the licence 
fee for public broadcaster Radiotelevisione Italiana (RAI), the latter source becoming more stable since 2016 – 
currently generating around US$127mn per annum – due to its inclusion within a householder’s electricity bill 
rather than as a stand-alone charge. Strong government support for digital radio, now standing at 84% 
population coverage, also adds to confidence in the medium going forwards, despite the short-term negative 
impact of the COVID-19 pandemic. While the country’s radio industry experienced a substantial drop in 
advertising revenue for 2020 with just US$373mn in investment, down -23.3% from the previous year, recovery 
is predicted to be quick, with advertising revenue increasing to US$548mn in 2025 at a 8.0% CAGR. 

According to metrics firm Tavolo Editori Radio (TER), the country’s average daily radio audience increased by 
24,000 listeners – from 34.06mn (just before the government’s lockdown decree was announced at end-March 
2020) to 34.09mn at end-September 2020. TER’s president, Marco Rossignoli, reported that this increased 



public loyalty to the medium was due to the expanded availability of radio across a number of digital platforms 
coupled with the increased use of cars rather than public transport during the pandemic.

It has been a legal requirement in Italy since January 2020 that all radio receivers be digitally equipped. As a 
result, over 90% of new vehicles have DAB+ installed as standard, while the operators of the three national 
digital networks – public broadcaster Rai Radio and the two private outfits EuroDAB Italia and DAB Italia – are 
expanding their offerings with around 50 stations currently broadcasting over the three networks. 

EuroDAB Italia hosts RTL’s popular 102.5 Hit Radio, three Radio Mediaset stations (Virgin Radio Italy, Radio 
Subasio and Radio Monte Carlo) as well as the BBC World Service, while DAB Italia includes Mediaset’s R101 
and Radio Capital in its digital line-up. 

Rai Radio, which has been involved in a process of digitalisation over the last three years, offers its three main 
national radio stations – Rai Radio 1, Rai Radio 2, Rai Radio 3 – on its DAB+ network, along with its seven 
vertical themed channels: Rai Radio Tutta Italiana, Rai Radio Techetè, Rai Radio Live, Rai Radio Kids, Rai Radio 1 
Sport, Rai Radio 2 Indie and Rai Radio 3 Classica. In September 2020 Rai also introduced the concept of “video 
windows”, whereby listeners, predominantly of its Radio 2 station, can also watch live studio coverage of the 
programmes as they go out on air. 

Podcasts

Podcasts are becoming an increasingly popular format with Italian consumers. The number of monthly listeners 
(defined as people who had listened to at least one podcast in the last month) totalled 17mn in 2020, an 
impressive jump of 31.8% from 13.0mn in the previous year, and a significant rise on the listening base of just 
3.8mn in 2016. The growth trend is set to continue throughout the forecast period, with the Italian podcast 
audience reaching 39mn by 2025.

Italian podcast listening still skews young, with over half the national audience aged under 35. Close to 80% of 
consumption is through a smartphone, although, as in other markets, smart speaker usage is on the up, while a 
majority of consumers (more than 60%) listen to podcasts for their entire length. 

One of the most popular podcasts of 2020 was Muschio Selvaggio, an irreverent look at society hosted by a 
duo comprising an Italian YouTube star and a rapper, which notched up 40 episodes over the course of the 
year. Also in demand were digital entrepreneur and long-standing technology podcaster Marco Montemagno 
and the Da Costa a Costa series that covered the US presidential election. Current affairs and news 
programming remains a popular genre, with the likes of Radio 24’s La Zanzara, Il Sole 24 Ore’s Start and Tg La7
, after the news programme of the same name from TV broadcaster LA7, among the most-listened-to content.

Podcast advertising revenue was unable to maintain the rapid growth of recent years due to the COVID-19 
pandemic. But revenue did rise 10.4% year-on-year in 2020 to total US$26mn. And ad spend is set to increase 
over the forecast period, with podcast advertising revenue reaching US$65mn by 2025.


