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Table 1. Evolution in five years of the press, TV and advertising in 5 European markets 

 Germany Great Britain France Italy Spain 

 2012 2016 2016/12 2012 2016 
2016/

12 
2012 2016 2016/12 2012 2016 2016/12 2012 2016 2016/12 

Print 

publications 
2.054 1.653 -19% 1.075 1.020 -5,1% 162 151 -7% 103 104 1% 113 107 -5% 

Online  

publications 
662 698 5 1.474 1.725 17 162 140 -14 106 102 -4 113 107 -5 

Print 

circulation 
18.021 

15.07
4 

-16 
12.80

5 
10.52

7 
-18 9.547 7.811 -18 5.026 3.081 -39 3.008 

1.96
5 

-35 

Online 

circulation 
28.160 

37.00
0 

31 
275.9

00 
488.6

55 
77    6.197 6.989 13 

77.12
1 

14.9
10 

-81 

Press 

readers/ooo 
66,6 59,2 -11 56,7 46,5 -18 49,8 44,5 -11 45 33,4 -26 36,1 28,5 -21 

Journalists  13.448 
10.55

7 
-21 

13.43
7 

11.23
0 

-16 5.135 5.444 6 6.156 5.033 -18 6.600 
4.50

0 
-32 

Total 

advertising 
18.212 

19.88
5 

9 
13.06

5 
17.07

2 
31 10.232 

10.32
6 

1 7.528 7.258 -4 4.630 
5.27

4 
14 

Press 

advertising  
5.515 4.720 -14 2.255 1.461 -35 684 626 -8 959 595 -38 818 651 -20 

Magazines 

advertising 
3.239 2.400 -26 736 506 -31 1.388 1.001 -28 688 449 -35 314 252 -20 

Television 

advertising 
4.038 4.555 13 3.257 3.992 23 3.285 3.261 -1 3.619 3.437 -5 1.815 

2.12
2 

17 

Internet 

advertising 
3.749 6.256 67 5.365 9.454 76 2.551 3.323 30 1.438 1.982 38 880 

1.44
7 

64 

Radio 

advertising  
720 780 8 470 517 10 739 711 -4 423 416 -2 454 458 1 

Cinema 

advertising 
88,4 95 7 158 217 37 105 87 -17 36,4 19,1 -48 23 23 0 

Exterior 

advertising  
868 1.059 22 824 925 12 1.171 1.196 2 363 358 -1 326 321 -2 

Incomes TV 

in DTT 
0 0 0 43 0 -100 585 392 -33 450 559 24 50,1 0 -100 

Satelite 635 1.380 117 5.659 5.912 4 1.999 2.017 1 2.554 2.450 -4 882 406 -54 

Cable 2.920 3.232 11 1.105 1.150 4 390 270 -31 0 0 0 272 290 7 

IPTV 729 756 4 70 425 507 2.074 2.757 33 41,3 9,6 -77 229 687 200 

Public TV 

audience 
42,9 

(ARD/Z
DF) 

45,1 5 
36,9 

(BBC) 
37,8 2 

32 
(FTV) 

30,9 -3 
39,9 
(RAI) 

36,8 -8 

27,3 
(RTVE
/Forta

) 

25,2 -8 

1st private 

group  
35,5 
(RTL) 

22,6 -36 
22,3 
(ITV) 

24,3 9 
22,7 
(TF1) 

20,4 -10 
32,3 
(Med
iaset) 

30,7 -5 
28,2 

(Medi
aset) 

29 3 

Source: WAN-IFRA and EOA 2017. Circulation figures are in thousands (000) and advertising figures and 

revenues are in millions, as well as those of readers, audiences and evolution (2016/12) in percentages (%). 
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5.2. Resistence in family businesses 

Table 2. Main groups of the five major European media markets 

PRESS TELEVISION  TELECOMUNICATIONS 

Group 

Fou

nde

d 

Capi

tal 

Empl

oyme

nt 

Incomes 
Gro

up 

Cre

ate

d 

Capit

al 

Empl

oyme

nt 

Income 
Gro

up 

Cre

atio

n 

Capit

al 

Empl

oyme

nt 

Income 

20

12 

20

16 

20

12 

20

16 

20

12 

20

16 

GERMANY 
Axel 

Sp. 

194

9 

Fam

iliar 

15.02

3 

3.

31

0 

3.

29

5 

ARD  195

0 

Publi

c 

23.00

0 

6.0

91 

6.4

31 

Kab

el 

200

3 

Vod

afon

e 

3.157 1.8

30 

10.

00

6 

Stturg

arter 

190

8 

Fam

iliar 

5.371 92

9 

87

9,

2 

ZDF 196

3 

Publi

c  

4.500 1.9

61 

2.1

39 

Tele 

Colu

mbu

s 

198

5 

Bols

a 

1.424 27

6 

47

7 

Fuke 194

8 

Fam

iliar 

6.000 92

9 

1.

32

2 

Prosi

eben 

200

0 

Liste

d 

6.054 2.9

69 

3.7

99 

Unit

y 

Med

ia 

200

5 

Libe

rty 

Glob

al  

2.640 1.8

02 

2.1

72 

DuMo

nt 

180

2 

Fam

iliar 

3.637 70

9 

59

2 

RTL 198

4 

Berte

lsma

n 

9.263 5.9

48 

6.2

37 

Deut

. 

Tele

kon 

199

0 

D. 

Tele

kon 

2183

41 

58.

00

0 

73.

00

0 

Mads

ack 

189

3 

Fam

iliar  

4.000 61

0 

66

1,

6 

HSE

24 

199

5 

Fond

os  

800 55

1 

60

0 

SKY 199

1 

Fox 1.500 1.0

00 

1.8

00 

GREAT BRITAIN 

DMG

T 

192

2 

List

ed 

9.600 2,

13

7 

1.

75

9 

BBC 192

2 

Publi

c 

18.97

4 

6.2

92 

6.0

66 

Virg

in 

200

6 

Libe

rty 

14.70

0 

4.4

93 

5.4

09 

Mirro

r 

190

3 

List

ed 

4.300 79

4 

80

2 

ITV 200

4 

Liste

d 

6.121 2.8

79 

4.2

21 

BT 200

6 

BT 81.40

0 

21.

72

8 

27.

07

9 

News 

UK 

198

1 

Mur

doc

h 

3.000 1.

30

6 

50

2 

Ch. 

4 

198

2 

Publi

c 

1.000 1.1

41 

1.2

18 

Talk  200

3 

Talk 2.552 1.8

98 

2.0

68 

News

quets 

198

2 

Gan

net 

3.500 34

4 

50

3 

Sky  199

0 

Fox 3.000 11.

96

5 

13.

46

3 

Sky 199

0 

Fox 3.000 9.8

81 

13.

46

5 

Johnst

on  

176

7 

List

ed 

2.400 37

0 

25

0 

Viac

om 

198

7 

Viac

om 

1.500 1.0

01 

96

8 

      

FRANCE 
SIPA 

Ouest 

199

0 

Fam

iliar 

1.600 33

0 

29

6 

FTV 199

2 

Publi

c 

11.40

0 

3.3

14 

3.2

15 

SFR 200

7 

Altic

e 

9.000 11.

03

4 

10.

99

1 

Le 

Figaro 

186

6 

Fam

iliar  

1.500 34

0 

50

0 

TF1 197

5 

Bouy

gues 

1.682 2.6

95 

2.0

63 

Bou

ygue

s 

195

2 

Bols

a 

11.80

0 

33.

54

7 

31.

76

8 

Le 

Mond

e 

194

4 

Ber

gé, 

Niel

, 

Piga

sse 

1.200 34

5 

32

7 

Cana

l+ 

198

4 

Vive

ndi 

1.500 1.8

78 

1.2

56 

Fran

ce 

Telc

om 

198

8 

FT 1720

00 

43.

51

1 

40.

91

8 

L´Equ

ipe 

194

6 

Fam

iliar 

900 68

0 

44

0 

RTL 193

1 

RTL 

(Lu) 

1.500 1.4

38 

1.3

36 

Cana

l+ 

199

8 

Vive

ndi 

22.60

3 

28.

99

4 

10.

81

9 

GSO 199 Fam 700 38 18 Metr 198 Liste 700 40 65 Free 199 Iliad 7.795 3.1 4.7



ISSN 2386-7876 – © 2018 Communication & Society 31(3), 223-238 

231 

7 iliar 5 5 opol

e 

7 d 0 9 1 53 22 

ITALY 
RCS 192

7 

Cair

o 

3.397 1.

59

8 

96

8 

RAI 195

4 

Publi

c 

11.63

5 

3.6

25 

2.8

09 

T 

Italia 

196

4 

Vive

ndi 

79.62

8 

29.

50

3 

38.

90

0 

GEDI

/ITED

I 

195

5 

Ben

edet

ti 

1.940 68

9 

58

5 

RET

I 

197

8 

Medi

aset 

5.484 3.7

21 

3.6

67 

RET

I 

197

8 

Medi

aset 

5.484 3.7

21 

3.6

67 

Caltag

irone 

199

9 

Fam

iliar  

843 19

5 

15

2 

Sky 200

3 

Fox 2.703 2.8

13 

2.8

00 

Sky 200

3 

Fox 2.703 2.8

13 

2.8

00 

SPAIN  

PRIS

A 

197

2 

List

ed 

8.890 2.

66

4 

1.

35

8 

RTV

E 

195

6 

Publi

c 

6.354 92

6 

96

3 

Oran

ge 

200

6 

Oran

ge  

7.000 4.0

27 

5.0

14 

UNE

DISA 

200

7 

RCS 1.323 41

5 

21

0 

Tele 

5 

198

9 

Medi

aset 

1.275 88

6 

99

1 

Mov

istar 

199

5 

Telef

ónic

a 

1321

20 

62.

35

6 

52.

03

6 

VOC

ENT

O 

200

1 

List

ed 

2.759 59

5 

44

9 

A3M 198

9 

Plane

ta 

2.017 59

2 

96

3 

DTS 

Mov

istar 

199

4 

Telef

ónic

a 

3.000 90

0 

1.5

77 

ZETA 197

6 

Fam

iliar 

1.200 23

5 

17

8 

FOR

TA 

198

9 

Publi

c 

6.282 1.2

85 

1.0

65 

ON

O  

199

8 

Vod

afon

e 

6.000 4.4

46 

4.9

73 

EPI 198

4 

Fam

iliar  

1.850 20

1 

19

0 

Popu

lar 

 Cope 600 88,

6 

10

3 

Eusk

altel 

199

5 

Eusk

altel 

346 33

8 

57

3 

Source: Databases WAN-IFRA, EOA, SABI and annual reports of the media groups. The sales figures are expressed in millions 

of euros, as they have been retrieved from the annual reports of the media groups. The incomes of the convergent groups 

correspond to all their services, as in most of them it is impossible to isolate the audiovisual figures from the ones related to other 

telecommunication services. 



ISSN 2386-7876 – © 2018 Communication & Society 31(3), 223-238 

232 



ISSN 2386-7876 – © 2018 Communication & Society 31(3), 223-238 

233 

5.3. Capitalization and business value 

Table 3. Digital platforms’ business evolution 

Compa

ny 

Count

ry 

Creat

ed 

Employ

ment 

Income Benefits 

2012 2013 2014 2015 2016 2012 2013 2014 2015 2016 

Apple USA 1976 123.000 156.5

08 

170.9

10 

182.7

95 

233.7

15 

215.6

39 

41.7

33 

37.0

37 

39.5

10 

53.3

94 

45.6

87 

Amazo
n 

USA 1994 341.400 61.09
3 

74.54
2 

88.98
8 

107.0
06 

135.9
87 

-39 274 -241 596 2.37
1 

Google

/ 
Alphab

et 

USA 1998 72.053 50.17

5 

55.51

9 

66.00

1 

74.98

9 

90.27

2 

10.7

37 

13.1

60 

13.6

20 

16.3

48 

19.4

78 

Micros
oft 

USA 1975 124.000 73.72
3 

77.89
4 

86.83
3 

93.58
0 

85.32
0 

16.9
78 

21.8
63 

22.0
74 

12.1
93 

16.7
98 

Facebo

ok 

USA 2004 23.165 5.068 7.872 12.46

6 

17.92

8 

27.63

8 

53 1.50

0 

2.94

0 

3.68

8 

10.2

17 

Alibab
a 

China 1999 50.097 3.174 5.615 8.521 12.12
4 

15.97
8 

739 1.40
7 

3.79
8 

3.86
9 

10.9
78 

Netflix USA 1997 4.500 3.609 4.374 5.504 6.779 8.830 17 112 266 122 186 

Twitter  USA 2006 3.583 3 664 1.403 2.218 2.529 -79 -645 -579 -521 -457 

Source:  Data come from the memo of the platforms, and are expressed in millions of dollars. 

Alibaba’s were changed from yuan to dollar (CNY/USD) to the average rate of each of the respective 

years (2012: 0,1585; 2013: 0,1627; 2014: 0,1623; 2015: 0,1591; y 2016: 0,1540). 
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Table 4. Contribution, income and capitalization of global groups and platforms 

Companies Country 

Value 

28/12/201

2 

Value 

28/12/20

17 

Cotiza-

ción 

2012/20

17 

Income 
Capitali-

zation 
Value 

PRESS GROUPS 

News Corp. USA 13,3 16,33 23% 6.120 7.030 6.360 

A Springer Germany 32,28 65,73 104% 3.070 6.240 7.890 

Gannet Co. Great Britain/USA 14,3 11,76 -18% 2.350 964 1.150 

DMGT Great Britain 549 591 8% 1.560 2.130 2.610 

Sanoma Finland 7,43 10,8 45% 1.410 1.580 2.100 

Caltagirone 

(matriz) 

Italy 1,08 3 178% 1.320 322 1.850 

Prisa Spain 8,55 2,56 -70% 1.210 194 1.800 

N. York Times USA 8,24 18,65 126% 1.210 2.230 2.060 

RCS Italy 4,27 1,24 -71% 831 561 912,8 

McClatchy USA 33,2 8,9 -73% 685 51 567,2 

Mirror Great Britain 92,25 76,75 -17% 658 217 245,3 

Clarín  Argentina 5,35 6,05 13% 524 240 248,6 

GEDI Italy 0,88 0,7 -20% 512 304 261,9 

Vocento Spain 1,09 1,45 33% 388 165 259,5 

Johnston Great Britain 180,17 11,5 -94% 213 13 130,5 

Caltagirone 

Media 

Italy 0,87 1,31 51% 127 140 25,5 

TELEVISION GROUPS 

Dish Net. USA 35,43 47,85 35% 10.890 16.570 27.660 

Viacom USA 51,96 30,81 -41% 9.870 9.220 16.090 

CBS USA 36,85 59,26 61% 9.230 17.580 23.810 

RTL Luxemburg/Germa

ny 

55,01 67,09 22% 5.650 9.190 10.730 

Televisa Mexico 26,12 18,71 -28% 3.600 8.190 11.880 

Mediaset Italy 1,56 3,23 107% 3.240 3.260 4.830 

ITV Great Britain 96,9 164,4 70% 3.220 6.660 7.900 

TF1 France 6,66 12,39 86% 1.870 2.290 2.010 

MTG Sweden 226,6 347,6 53% 1.350 2.080 2.610 

Metropole France 11,82 21,51 82% 1.150 2.410 2.390 

A3M Spain 3,8 8,6 126% 910 1.740 1.830 

Mediaset Spain 5,31 9,41 77% 837 2.720 2.640 

CEME Bermudas 5,6 4,65 -17% 382 501 1.230 

TELECOMMUNICATIONS GROUPS 

Deutsche 

Telekom 

Germany 8,6 14,99 74% 66.920 62.340 115.990 

Telefónica Spain 8,83 8,2 -7% 46.700 36.480 90.370 

Vodafone Great Britain 159,27 234,3 47% 41.450 62.680 91.670 

Orange France 8,28 14,51 75% 36.520 34.190 61.290 

Bouygues France 22,16 42,33 91% 28.860 13.800 18.590 

BT Great Britain 234 267,35 14% 24.000 26.950 38.200 

Sky/Fox USA 22,32 34,08 53% 21.570 47.590 24.200 

SFR/Altice Netherlands 7,05 8,67 23% 21.110 9.360 56.300 



ISSN 2386-7876 – © 2018 Communication & Society 31(3), 223-238 

235 

Companies Country 

Value 

28/12/201

2 

Value 

28/12/20

17 

Cotiza-

ción 

2012/20

17 

Income 
Capitali-

zation 
Value 

Telecom IT Italy 0,68 0,73 7% 17.320 9.360 35.690 

Liberty G. USA 24,15 33,75 40% 11.370 21.880 50.430 

Vivendi France 16,97 22,6 33% 10.420 24.850 30.370 

Iliad France 128,45 200,6 56% 4.340 10.420 12.190 

Kabel Germany 56,21 108,6 93% 1.920 8.550 10.880 

TalkTalk Great Britain 237,5 147,4 -38% 1.710 1.450 2.160 

T Columbus Germany 8,24 9,24 12% 436 1.050 2.240 

GLOBAL MEGAGROUPS 

Apple USA 72,8 171,08 135% 170.540 646.390 691.600 

Amazon USA 245,18 1.186,10 384% 119.890 419.230 446.730 

Google USA 350,34 1.055,95 201% 77.840 544.480 498.570 

Microsoft USA 26,55 85,72 223% 69.960 490.930 461.320 

Comcast USA 18,27 40,29 121% 62.220 151.190 200.560 

Walt Disney USA 49,15 107,77 119% 41.020 120.800 141.400 

Facebook USA 25,91 177,92 587% 27.150 381.490 374.900 

T. Warner USA 44,99 91,61 104% 22.610 52.980 68.080 

Netflix USA 12,76 192,71 1410% 8.100 61.800 70.250 

Source: Stockopedia (2017), quoted figures are expressed in pounds, and the same currency applies to 

income, capitalization and valuation. Revenues, from the same source, belong generally to 2016, that is 

12 months before the date of consultation. 
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