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Il secondo annuale Entertainment and Media 
Outlook in Italy presenta i dati storici per il periodo 
2005–2009, e propone le nostre previsioni per il 
periodo 2010–2014, nei seguenti 12 segmenti che 
compongono il mercato dell’entertainment e media:

• Filmed entertainment

• Television

• Recorded Music

• Radio

• Out-of-Home Advertising

• Internet

• Consumer Magazine Publishing

• Newspaper Publishing

• Consumer and Educational Book Publishing

• Business-to-Business

• Video Games

• Gaming
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1  Il contesto economico italiano
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Entertainment and Media a confronto con il GDP nominale

% C.A.G.R. 2010-14

3,4%

6,6%

Relatore
Note di presentazione
Economic forecasts do not foresee a strong positive change in the GDP of any mature country, including Italy, over the next few years. 
As a result, Italian E&M players will need to face the challenge of increasing market share and sustaining profitability.

The 2009 decline in the economy was the principal cause of the overall drop in entertainment and media spending. Although not yet recovering, the economy appears to be stabilizing as real GDP posted modest increases in early 2010. We expect a 1.0 percent in real GDP for 2010 as a whole and a
2.5 percent increase in nominal GDP.
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L’andamento dei consumi degli utenti finali attenuano il 
rallentamento derivante dal calo dell’advertising 
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music,
consumer magazines, newspapers, consumer and educational books, business information, trade
magazines, professional books and video games.
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La spesa in E&M prevede un C.A.G.R. 2010-14 di +6,6%

TOTAL SPENDING 2009: 36 miliardi di €

YoY 2008-2009:
Advertising: -12,3%
End User Spending: 2,7%
TOTALE: -1,1%

TOTAL SPENDING 2014: 49,5 miliardi di €

C.A.G.R. 2010-2014:
Advertising: 3,3%
End User Spending: 7,4%
TOTALE: 6,6%

2009 2014 F

Relatore
Note di presentazione
Advertising, the market sector most sensitive to change, dropped by 12.3 percent in 2009 against an
overall market drop of 0.9%.

With the economy stabilizing, we project advertising to increase by 1.2 percent in 2010. We then expect an improving economic environment to lead to a
stronger recovery in advertising. We project a cumulative 16.3 percent increase in advertising between 2010 and 2014. Nevertheless, it will not be
until 2014 before advertising exceeds the level it reached in 2007.
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L’evoluzione del mercato nei diversi segmenti
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Relatore
Note di presentazione
Gaming was by far the fastest-growing segment in 2009 with a 14.5 percent increase, boosted by new betting licenses and the opening up of online gaming. Excluding gaming, overall entertainment and media spending fell by 4.1 percent in 2009.
The Internet was the only other segment to expand in 2009 with a 6.4 percent advance, boosted by continued broadband growth and double-digit increases in advertising
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La composizione della spesa in Advertising per segmento

2009 2014 F

TOTAL SPENDING 2009: 8 miliardi di € TOTAL SPENDING 2014: 9,5 miliardi di €

C.A.G.R. 2010-2014: +5,5%

Relatore
Note di presentazione
Improved economic conditions will lead to faster growth in advertising. We expect advertising to increase at a 4.5 percent compound annual rate between 2011 and 2014.
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L’evoluzione della composizione della spesa in Advertising
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Relatore
Note di presentazione
Except for Internet advertising and a tiny video games market, each of which recorded double-digit gains, the remaining segments each declined in 2009 with decreases of more than 25 percent in out-of-home advertising, consumer magazines and trade magazines. 
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La spesa degli utenti finali evidenzia un C.A.G.R. di +7,4%

Gaming
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TOTAL
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Business Information
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Newspapers

Consumer Magazine
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Relatore
Note di presentazione
Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music, consumer magazines, newspapers, consumer and educational books, business information, trade magazines, professional books and video games.
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Editoria: segnali di ripresa a partire dal 2011 
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Relatore
Note di presentazione
The overall newspaper market will decrease by an additional 2.1 percent in 2010 and then stabilize with a 0.3 percent advance in 2011. We then project a 7.1 percent cumulative increase between 2011 and 2014, leaving overall spending in 2014 up 1.0 percent on a compound annual basis from 2014.
Although we are projecting spending to be higher in 2014 than in 2009, that does not mean the market has fully recovered. Overall spending will still be 11 percent lower in 2014 than in 2007. Spending will total a projected €2.19 billion in 2014, €109 million higher than in 2009 but €282 million below the
level in 2007.

Nonostante i timidi segnali di ripresa, questo settore ha problemi sia di natura ciclica, che di tipo strutturale…… (gira pagina).
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La ripresa dell’editoria è fortemente influenzata 
dall’andamento  del comparto della pubblicità
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Relatore
Note di presentazione
The newspaper market is facing both short-term cyclical problems as well as long-term structural problems. 
With respect to the cyclical problems, the recession led to cutbacks in overall advertising and newspapers were particularly vulnerable because they generate a portion of their advertising from classifieds, the most cyclically sensitive advertising category. Classified advertising, which relies on recruitment, real estate, and automotive ads, was especially hurt.
Companies do not seek new employees when they are reducing staff, the real estate market suffered from falling values, and auto sales were weak. In general, these categories, and classified advertising in general, is more affected by the economy than other advertising categories.
When the economy recovers, advertising will rebound.

With respect to the structural problems, falling circulation hurts both circulation revenue and print advertising as newspapers deliver fewer readers to advertisers. Newspapers face competition from the Internet, whose usage continues to expand, and along with other media are losing advertising share to the Internet. Even when the economy is healthy, the shift in advertising toward the Internet leads to slower growth in print newspaper advertising.

GRAFICO SOPRA 
Ora ci concentriamo sul mercato più importante per i quotidiani, ovvero quello della pubblicità veicolata attraverso il quotidiano cartaceo tradizionale.
Il grafico mostra la contrazione degli investimenti pubblicitari su carta stampata iniziata nel 2008 e divenuta molto forte nel 2009. Si prevede un 2010 ancora in lieve calo e un 2011 piuttosto fiacco. 
Negli anni successivi, la ripresa dell’economia porterà a lievi incrementi, ma siamo ancora piuttosto lontani dal livello degli investimenti degli anni pre-crisi (dal 2007 al 2014 sarà si registrerà una diminuzione degli investimenti pubblicitari su carta stampata pari al 17%, ovvero il mercato nel 2014 varrà 260€ mln in meno). 
Ciò conferma del fatto che i quotidiani hanno certamente risentito della recessione, ma che in ogni caso permangono in questo settore dei problemi di natura strutturale e che quindi si rende assolutamente necessario per le imprese modificare il proprio modello di business.
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La carta stampata non è il veicolo  preferito dagli investitori
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Relatore
Note di presentazione
In questo grafico molto semplice si confronta il tasso di crescita della pubblicità sui quotidiani stampati rispetto alla media di tutto il settore pubblicitario. E’ facile evincere che il quotidiano non è il mezzo preferito per veicolare il messaggio pubblicitario. 
Certo, non si tratta di una novità, però questo grafico è messo qui con un fine un po’ provocatorio: con esso vorrei sottolineare nuovamente che è necessario che l’editoria si dedichi allo sviluppo di altre piattaforme (ovvero che è “obbligatorio cogliere le nuove opportunità”). Utilizzo questa provocazione per introdurre il discorso su quella che è la piattaforma che secondo noi potrà essere foriera di tali opportunità a patto che gli editori siano bravi a trovare forme di pubblicità innovativa.
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Il mercato della pubblicità digitale per i quotidiani
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Relatore
Note di presentazione
Il grafico evidenzia la crescita sostenuta del mercato pubblicitario online dei quotidiani.
Se si eccettua il 2009, anno in cui la crisi economica ha mostrato gli effetti più disastrosi, questo mercato cresce, e crescerà, stabilmente in double-digit.�Nel 2014 si prevede un raddoppio della dimensione attuale del mercato. 
Questo sviluppo dirompente sarà trainato da diversi fattori tra cui:
lo sviluppo febbrile della rete (sia fissa, che mobile);
i nuovi dispositivi di tipo “mobile” (smartphones di ultima generazione, iphone, ipad etc..) che permettono una lettura e una fruizione del contenuto giornalistico molto più agevole ed accattivante rispetto alla vecchia generazione di smartphones;
la possibilità, offerta dal web, di veicolare il messaggio pubblicitario su target specifici ben individuati.
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La pubblicità digitale compensa solo parzialmente il calo 
degli investimenti su carta stampata
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Relatore
Note di presentazione
Abbiamo visto come la pubblicità sulla carta stampata crescerà in maniera piuttosto fiacca e come invece la vendita di pubblicità sul web mostra una crescita molto interessante e quindi farà da traino per lo sviluppo del mercato, portandolo nel 2014 a +156milioni rispetto al 2009 (+10.5%, ad un CAGR di 2.2%). 
Tuttavia, attraverso la piattaforma Internet, i quotidiani sono riusciti a catturare solo una parte degli investimenti pubblicitari che nel corso degli anni scorsi hanno lasciato la carta stampata: rispetto al 2007, nel 2014 gli investimenti pubblicitari complessivi saranno il 11% in meno (ovvero 171 €mln in meno).
Un punto di attenzione è certamente relativo ai prezzi pagati per la pubblicità su Internet, che sono sensibilmente più bassi di quelli spuntati dalla carta stampata, anche per effetto della difficoltà nella misurazione dell’efficacia del messaggio pubblicitario veicolato attraverso il web. E’ qui che si apre la sfida, per gli editori (e per i pubblicitari..), di saper innovare la pubblicità sul web, sia per aumentarne sempre più la targetizzazione, sia per migliorare gli strumenti di monitoraggio dell’efficacia.
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Il calo della diffusione dei quotidiani
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Note di presentazione
Il dato attuale:
Paid unit circulation fell 5.9 percent in 2009 following a 4.7 percent decline in 2008. These decreases were the largest during the past five years. 

Le cause:
1. The adverse economy contributed to the decline in unit circulation as a reduction in discretionary income led consumers to cut back on certain non-essential items, and newspapers may have been affected.
2. The shift of readers to online editions also is cutting into print circulation. Growth in online visitors to
newspaper Web sites during the past two years has coincided with accelerated declines in paid unit circulation.
3. The newspaper market was further hurt in 2010 by the new government austerity budget that includes
a reduction in newspaper funding. A number of papers rely on public funds and if those funds are reduced some papers could be at risk.

Le previsioni:
With the economy remaining weak, we project a further 4.0 percent decline in 2010. Thereafter, we expect more moderate decreases as the economy gains momentum. 
For the forecast period as a whole, paid unit circulation will fall to an estimated 4.3 million in 2014, a 2.3 percent decrease compounded annually from 4.8 million in 2009.

Spunti di riflessione sui modelli di business:
Il calo della circulation è un serio problema perché impatta negativamente sia la pubblicità, che gli introiti derivanti dalla vendita dei giornali. Una opzione potrebbe essere quella di far pagare all’utente web alcuni contenuti premium.
Publishers are considering charging for online content. Surveys show that 25 percent of the population
would be willing to pay for online content. Publishers in other countries are experimenting with paid
content models. One approach is to establish firewalls in digital editions and make access to certain
content available only on a paid basis. We would expect that information behind the firewall would
not be readily available elsewhere if it is to command a fee. If newspapers can develop such premium
content, there is a possibility that they could generate an incremental revenue stream.

Un’altra strada percorribile è legata alla vendita del quotidiano online e, secondo me, soprattutto ai nuovi mobile device (es. ipad) in quanto la lettura è più facile e più accattivante rispetto al computer (fisso o portatile). 
Vendere il quotidiano online significherebbe non solo aumentare i ricavi provenienti dalla circulation (peraltro a margini molto più alti della vendita tradizionale!!!), ma anche poter offrire un prodotto pubblicitario innovativo agli investitori perché la pubblicità diviene interattiva (mi riferisco alla possibilità di collegare l’ad pubblicitario ad un hyperlink e quindi traghettare immediatamente l’utente sul sito dell’investitore).


CIRCULATION SPENDING - DATI
Circulation spending fell by 4.8 percent in 2009 as a 1.2 percent increase in average annual spending per unit was offset by the 5.9 percent decrease in paid unit circulation.
The continued presence of free dailies will limit the ability of paid dailies to raise prices and we look
for price growth for paid dailies to remain modest. 
We project annual spending per unit to grow at a 1.1 percent annual rate to €182 in 2014 from €172 in 2009.
We project aggregate circulation spending to continue to decline during the then three years and then
begin to recover in 2013–14, helped by smaller decreases in paid print circulation and the contribution
of electronic sales.
Nevertheless, those projected gains will not offset the near-term declines and circulation spending will
be lower in 2014 than in 2009. Spending will fall at a 0.9 percent compound annual rate to an
estimated €796 million in 2014 from €833 million in 2009.
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Internet: spesa per l’accesso alla rete e per l’advertising 
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music, consumer magazines, newspapers, consumer and educational books, business information, trade magazines, professional books and video games.
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Accesso a internet “via cavo” e “via mobile” (1/2)
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music,
consumer magazines, newspapers, consumer and educational books, business information, trade
magazines, professional books and video games.
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music,
consumer magazines, newspapers, consumer and educational books, business information, trade
magazines, professional books and video games.
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Adertising “via cavo” e “via mobile”
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music,
consumer magazines, newspapers, consumer and educational books, business information, trade
magazines, professional books and video games.
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Video Game spending: il valore di mercato e sua composizione
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music,
consumer magazines, newspapers, consumer and educational books, business information, trade
magazines, professional books and video games.
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Video Game advertising: il valore di mercato 
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Relatore
Note di presentazione
The economy plays an important role in the entertainment and media industry, particularly for advertising. 
In 2009, the economic decline had a significant impact on advertising. We expect improved economic conditions, particularly during the latter part of the forecast period, will have a positive impact on advertising and on total entertainment and media spending.

Gains in gaming, the Internet and television offset declines in filmed entertainment, recorded music,
consumer magazines, newspapers, consumer and educational books, business information, trade
magazines, professional books and video games.
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Il comparto italiano del gioco, un mercato anti-crisi, 
sostenuto dalla componente fisica e digitale

miliardi di €

+ 14,5% 

+ 12% 

+ 11% 

Fonte: AAMS, PwC Analisi
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Gross Gaming Revenues in costante crescita, C.A.G.R. 14,4%

C.A.G.R. 2010-14

Gioco Telematico 25,8%

Gioco Fisico 13%

TOTALE 14,4%

Milioni di €

Relatore
Note di presentazione
We expect even faster growth in the emerging telematic market. Skill games have become the most popular online activity and will drive spending during the next five years. We also expect the fixed odds market to more than double, boosted by the ability to play casino games online and by the high
wagering interest in major international sports events such as the FIFA World Cup. 
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L’evoluzione del gioco fisico
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Relatore
Note di presentazione
VLT
Video lottery terminals (VLTs) were legalized in 2009 with the original 10 slot machine concession holders granted VLT concessions. In 2010, the market began to be opened up to other companies, including companies in the European Economic Area. A license fee of €15,000 will be charged for each
new VLT. The new VLT concessions will cover the 2011–20 period. As of early 2010, 56,000 VLTs were authorized. For the original 10 licensees, VLTs are limited to 14 percent of existing gaming machines, with no more than 150 VLTs in any single location. Many of the new licensees plan to open dedicated VLT halls.

LOTTERIE
With instant Scratch & Win now the dominant lottery category, ongoing declines in Lotto will have less of an impact on the overall lottery market during the next five years
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L’evoluzione del gioco telematico
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Relatore
Note di presentazione
LOTTERIE
Online lotteries have not generated as much interest as the other online categories, possibly because lottery tickets can be so conveniently purchased out of the home. Nevertheless, online lottery revenues rose by 50 percent between 2007 and 2009.
The online lottery market is evolving. Win for Life games were introduced in mid-2009 and are popular online with revenues up significantly for that category in 2010. At the same time, online scratch card revenues are falling. On balance, we expect the market to be flat in 2010.

SKILL GAMES
Skill games are particularly suited to the telematic market because they face less competition from the physical market than other categories. Physical poker games require effort and planning to arrange, and generally are not possible at odd hours or for short durations. Over the Internet, by contrast,
people can play poker at any hour for as long or as short a period as they want and do not have to arrange a game.
Current laws now permit live poker tournaments to be held outside of casinos, which could provide incremental competition to online poker. However, the 20 percent tax rate for live poker makes it difficult for providers to make money on such tournaments and we do not believe they will
meaningfully affect the online market.

SCOMMESSE
In addition to the sports cycle, growth will be fueled by new licensees offering casino games that can
be played online.
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3.000

Collaboratori circa, 
in 17 uffici 

(di cui 132 partner)

Nel  mondo In  Italia

• La più grande Società di Servizi di 
Consulenza alle imprese.

• Più di 162.000 dipendenti in 154 paesi.

• Forte focalizzazione su Innovazione e nuovi 
modi di comunicare

350 mln €

Fatturato 2009

PwC nel Mondo e in Italia
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I servizi offerti ed il personale di PwC in Italia

Audit

2.150
collaboratori

PricewatwerhouseCoopers SpA

Advisory

650
collaboratori

PricewaterhouseCoopers 

Advisory SpA

Tax & Legal

250
collaboratori

TLS – Associazione Professionale di 
Avvocati e Commercialisti
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Entertainement & Media 
Outlook in Italy.

2009 – 2013

2010 – 2014  (TBA)

Global Entertainment 
and media outlook 2010 -
2014

The PwC Publishing 
Centre of Excellence’s 
inaugural thought 
leadership, focusing on 
the outlook for consumer 
magazines

Other PwC relevant 
International publication

Licensing Management
Servizi di licensing management a tutela 
dei  diritti intellettuali

Security for social 
networking* 
Social networking has transformed the 
way the connected masses 
communicate. Now businesses must 
change the way they secure their 
networks and data.
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