
Mecanex HORIZON 2020 ICT-18- 645206 PUBLIC 

 

1 
 

 

 

Mecanex 

Multimedia Content Annotations for Rapid Exploitation in Multi-Screen 

Environments 

TITLE Market Analysis 

Deliverable No. 5.4 

EDITOR VCI- G. Aristomenopoulos- V. Karampali 

Contributors M. Rendina (LUCE)- P.v. Leeuwen (NTK)- D. Ockeloen (NTK)- H.P 
Richter (FE)- Dr. E.E. Tsiropoulou (ICCS) 

WorkPackage No. WP5 WorkPackage Title Dissemination, 
Exploitation & 
Communication 

Status1 Final Version No. 1.0 

Dissemination level Public 

DOCUMENT ID Market Analysis 

Related documents  

                                                           

1  Status values: TOC, DRAFT, FINAL 



Mecanex HORIZON 2020 ICT-18- 645206 PUBLIC 

 

2 
 

Distribution List  

Beneficiary  

Project 

Consortium  

VCI, ICCS, Flying Eye, Fraunhofer, LUCE, Noterik  

EU 

Commission  

Mikolt Csap (Mecanex Project Officer), Project Reviewers  

This document is meant to all Consortium partners. 

 

 

Revision History  

Revision 

no. 

Date of Issue Author(s) Brief Description of Change 

 

0.1 8/6/2015 VCI Initial ToC 

0.2 

 

 VCI Updated table of content; first draft of 

document 

0.3  VCI Marketing and Advertisement Industry data 

0.4  FE Multimedia Publishing and Broadcasting 

Industry data input 

0.5  LUCE Multimedia Publishing and Broadcasting 

Industry data input 

0.6  NOTERIK Online services and Software Development 

Industry data 

0.8  ICCS SWOT analysis 

0.9  VCI Additions and reviews to various chapters 

1 24/07/2015 VCI Final review, formatting 



Mecanex HORIZON 2020 ICT-18- 645206 PUBLIC 

 

3 
 

Table of Contents 

Table of Contents ....................................................................................................................................................... 3 

1 Market Analysis .................................................................................................................................................. 5 

1.1 Introduction ............................................................................................................................................... 5 

1.2 Objectives ................................................................................................................................................... 6 

2 Industry Description and Outlook ...................................................................................................................... 8 

2.1.1 Marketing and Advertisement ........................................................................................................... 8 

2.1.2 Online Services and Software Development Industry ..................................................................... 10 

2.1.3 Multimedia Publishing and Broadcasting Industry .......................................................................... 11 

3 Target Market .................................................................................................................................................. 12 

3.1 Marketing and Advertisement (VCI) ........................................................................................................ 13 

3.1.1 Characteristics .................................................................................................................................. 13 

3.1.2 Market Trends .................................................................................................................................. 16 

3.1.3 Market Growth ................................................................................................................................. 20 

3.2 Online Services and Software Development Industry ............................................................................. 23 

3.2.1 Characteristics .................................................................................................................................. 23 

3.2.2 Market Trends .................................................................................................................................. 27 

3.2.3 Market Growth ................................................................................................................................. 28 

3.3 Multimedia Publishing and Broadcasting Industry .................................................................................. 30 

3.3.1 Characteristics .................................................................................................................................. 30 

3.3.2 Market Trends .................................................................................................................................. 35 

3.3.3 Market Growth ................................................................................................................................. 36 

4 Competitive Analysis ........................................................................................................................................ 38 

4.1 Competition on Marketing and Advertisement ....................................................................................... 38 

4.1.1 Barriers to entry ............................................................................................................................... 46 

4.2 Competition on Online Services and Software Development Industry ................................................... 48 

4.2.1 Competition for the provision of Second Screen applications ........................................................ 48 

4.2.2 Competition for Annotation and Enrichment. ................................................................................. 49 

4.3 Competition on Multimedia Publishing and Broadcasting  Industry ....................................................... 50 

4.2.2 Broadcasters implementing VOD solutions ..................................................................................... 50 

4.4 Window of opportunity ........................................................................................................................... 52 

5 SWOT  Analysis ................................................................................................................................................. 56 



Mecanex HORIZON 2020 ICT-18- 645206 PUBLIC 

 

4 
 

5.1 Strengths .................................................................................................................................................. 59 

5.2 Weaknesses .............................................................................................................................................. 62 

5.3 Opportunities ........................................................................................................................................... 63 

5.4 Threats ..................................................................................................................................................... 64 

Bibliography ............................................................................................................................................................. 66 

 

 

 

 

 



Mecanex HORIZON 2020 ICT-18- 645206 PUBLIC 

 

5 
 

1 Market Analysis 

1.1 Introduction 

Every day, the need for enriched multimedia content is becoming ever more prevalent. With production houses, 

broadcasters, advertising agencies and online publishing companies seeking to better reach their audience with 

relevant, highly targeted content, the need for innovative tools that aid them in this task is obvious. The 

adaption of enriched multimedia content to multi-screen environments, which enable the automatic porting to 

different target platforms, such as regular web pages, mobile pages and mobile apps, as well as TV applications, 

is a significant asset for the global market of enriched multimedia content. 

The objective of MECANEX project is to provide the necessary solutions to these problems, to devise tools for 

automatic annotation and editorial support of multimedia content, extraction of personalized information and 

adaption of enriched multimedia content in multi-screen environments. Furthermore, the major novelty of 

MECANEX is the creation of SaaS (REST based) toolkit that provides the aforementioned functionalities by 

bringing together complementary expertise and technology of different European companies and research 

institutes, in order to provide a cost effective multi-screen video metadata enrichment solution for SMEs. Such 

tools will be adopted by production and post-production companies, as well as by content providers or relevant 

service oriented companies and will be adapted into the creation process. MECANEX will offer SMEs the ability 

to semi-automatically enrich video collections for multi-screen application, as well rapid prototype multi-screen 

concepts and test related interaction models that eventually will improve the chance for SMEs to develop more 

solid business models, marketing and advertising campaigns. Finally, a social and personalization tool will be 

created, which will collect consumers’ preferences and will provide feedback to the aforementioned tools. 

Towards facilitating dissemination and exploitation plans, as well as ensuring a viable path towards the success 

of the MECANEX offerings and impacts, the consortium will compose a business plan that will be a holistic 

solution covering the complete multimedia content lifecycle, comprising of several modalities that belong to 

different technology areas of the creative IT industry. Such modalities could be either positioned as stand-alone 

technologies targeting different market sectors, as well as an integrated innovative framework exposing the full 

service level provision, always focusing on user experience optimization. The business plan will be further 

enhanced during the course of the project and will be continuously updated based on technological 

enhancements, a better and in more depth market analysis and of course competitors’ positions and status.  

To summarize, automatic annotation, editorial, multi-screen and social and personalization tools will be 

integrated into a working MECANEX toolkit ready for the production of multimedia content, as well as the 

advertising agencies. 
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The following table summarizes how the Mecanex toolkit adds value to the different industries that have been 

identified as the Mecanex stakeholders.  

Industrial Area  Added Value  

Production Houses and Broadcasters  Automatic annotation support will lower annotation 

costs for broadcasters and production houses. 

Advanced search & retrieval technologies will a) 

reduce the time / cost for finding relevant pieces of 

content and b) will improve the quality level of 

content for re-use.  

Advertising Agencies  Exploiting multimedia annotations towards designing 

and providing sophisticated user-engaging content- 

and context-aware personalized advertising services 

that will maximize users’ experience and eventually 

increase brand awareness and conversion rates.  

Online Publishing Companies  Giving a rapid prototyping environment for rapid and 

low-cost pilots which can be used to evaluate 

decision towards large scale development of both 

content-production as the multiscreen playout 

environment.  

 

1.2 Objectives 

It is very important to understand at the outset that the modern concept of marketing revolves around the 

customer. Satisfaction of customer is the main aim of marketing and to achieve this goal, marketing analysis 

needs to be undertaken. But before we could be able to analyze and plan marketing and sales strategies it is 

very important to figure out the market that we serve and what need the developed product is going to fulfill. 

Then the development of a Marketing strategy and an implementation plan will fit into a logical flow. 

A market analysis should answer the following questions about your customers: 

¶ Who are they? 

¶ Where are they? 

¶ What do they need? 
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¶ How do they make their buying decisions? 

¶ Where do they buy? 

Knowing the answers to these questions is critical no matter what industry one occupies. 

So the objectives of this market analysis are to: 

¶ Identify the market:  the market refers to the place where goods can be sold, or to a particular class of 

buyers. So the market is the answer to the “where” and the “who” question.  

¶ Define the size of the market by identifying special numbers such as total annual sales of the serving 

markets. These numbers are crucial for forecasting and for enabling a company to calculate what share 

of market it’s expecting to capture. 

¶ Make forecasts of the future size of the market and market projections 

¶ Break down the market into segments in order to better understand where the product fit in the total 

market and who the potential customers are. The market segments can be divided into geographic and 

location segments or customer segments. 

¶ Explain the trends and the needs of the market and show whether there are unmet or undeserved 

needs and thus a window of opportunity for the developed product to become the perfect solution to 

the problem. 

¶ Pinpoint industry participants: industry participants are the firms or individuals that are involved in at 

least one aspect of bringing the industry's product to its customers.  

¶ Identify competition  

¶ Make a SWOT analysis in order to evaluate the strengths, weaknesses, opportunities and threats 

involved in the project.  

This market analysis report is an initial document that will be reevaluated numerous times during the lifetime of 

the project. Given that the IT sector is very fast paced and that new technology trends emerge in the blink of an 

eye it is very important that the market analysis gets constantly updated in order to better reflect the needs of 

the market and the customers.  
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2 Industry Description and Outlook 

2.1.1 Marketing and Advertisement  

The advertising industry is a multibillion dollar industry that acts as a channel between consumers and 

producers. Advertising is a mean of communication with main goal to persuade probable customers to start 

consuming or consume more of a particular product or service or even to change their behavior. Whether for 

nonprofit organizations or Fortune 500 companies, advertising agencies are hired to cultivate brand identities, 

persuade consumers to switch brands, launch new products, and lobby for political issues. The advertising 

industry creates and manages the connection between companies, products, and consumers, translating their 

clients’ messages into effective campaigns. Advertising can stimulate buying, increase sales, and help to 

jumpstart the economy. Modern advertising developed with the rise of mass production in the late 19th and 

early 20th centuries and has now developed as an essential part of influencing behavior – across a wide 

spectrum of interest groups. Many advertisements are designed to generate increased consumption of those 

products and services through the creation and reinvention of a “brand image". For these purposes, 

advertisements sometimes embed their persuasive message with factual information. Every major medium is 

used to deliver these messages, including television, radio, cinema, magazines, newspapers, video games, the 

internet, direct mail, billboards, outdoor posters and sponsorship. Popular media and technology drives this 

industry. Companies rely on media to market their products and increase sales, as they play a significant role in 

advertising.  

Advertising and Marketing communications agencies use their knowledge, skills, creativity and experience on 

behalf of their clients to drive consumption of their brands. Branding is one of the most important aspects of 

any business, large or small, retail or B2B. An effective brand strategy can give a major edge in increasingly 

competitive markets. A strong brand identity can increase a company’s competitive advantage and highly 

differentiate a product from its competitors.  

Brands can be categorized to: 

¶ Consumer Brands, such as Adidas, McDonalds and BMW 

¶ Business-to-business (b2b) brands such as IBM, Harvard Business School and KPMG. 

¶ B2B2C brands that target both consumers and businesses such as Apple, Microsoft, 

¶ Charities or public services e.g. Cancer Research, Oxfam or the UK National Health Service. 
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Advertising Agencies vary in structure and in sizes. There are agencies from one or two-person operations, small 

to medium sized agencies, large independents, and multi-national, multi-agency conglomerates such as 

Omnicom Group, WPP Group, Publicis, Interpublic Group of Companies and Havas. 

Most agencies include the following functions: 

• Advertising – generalist or specialist 

• Media Planning and Buying 

• Research and Insight Consultancy– brand research, consumer research, media research and marketplace 

research 

• Public Relations (PR) – corporate public relations, lobbying 

• Branding and Identity – consumer and corporate branding including identity, packaging, literature, events and 

training 

• Direct Marketing (Promotion and Relationship Marketing) – This includes the full range of general and 

specialist customer, channel, direct, field, retail, promotional and point-of-sale services. 

• Specialist Communications - A range of specialist services that target specialist groups and/or use specialist 

media to reach these groups. 

 

The global advertising industry had total revenues of $101,999.9m in 2014, representing a compound annual 

growth rate (CAGR) of 4.1% between 2010 and 2014. In comparison, the European and Asia-Pacific industries 

grew with CAGRs of 2.3% and 6.8% respectively, over the same period, to reach respective values of $26,171.2m 

and $30,293.2m in 2014. German and UK industries grew with CAGRs of 0.4% and 4.1% respectively, over the 

same period, to reach respective values of $3,311.1m and $4,507.1m in 2014. 

 

The global advertising industry has been growing at a strong rate in recent years in comparison to the European 

advertising industry which has been growing at a more moderate rate. For the forecast period, both global and 

European industries will accelerate and grow at an improved rate. 

 

ZenithOptimedia have reported that 2014 global advertising spend was dominated by TV advertising, at 39.6%, 

internet advertising was in second place with 23.8% and newspaper advertising was in third with 15.2%. Global 

internet advertising is reported to have tripled since 2007, which will have some correlation with the increase in 

global internet usage, and the adoption of smart phones and tablets. 
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The most fruitful segments of the industry both in global and European level were food, beverage & 

personal/healthcare segment, with total revenues of $26,151.8m, equivalent to 25.6% of the industry's overall 

value in the global market and total revenues of $4,936.1m, equivalent to 18.9% of the industry's overall value 

in the European market. The retailer segment contributed revenues of $13,102.2m in 2014, equating to 12.8% 

of the industry's aggregate value in the global market. In the European market the media & telecommunication 

segment contributed revenues of $3,434.0m in 2014, equating to 13.1% of the industry's aggregate value. 

The FIFA World Cup held in Brazil in 2014, led most countries to increase their overall advertising spend. Global 

events such as the World Cup give companies a huge opportunity to gain exposure with companies such as AB 

InBev, McDonalds and Nike launching huge advertising campaigns. 

The performance of the industry is expected to accelerate, with an anticipated CAGR of 5.1% for the five-year 

period 2014- 2019, which is expected to drive the industry to a value of $130,955.5m by the end of 2019. 

Comparatively, the European and Asia-Pacific industries will grow with CAGRs of 4.1% and 7% respectively, over 

the same period, to reach respective values of $31,991.5m and $42,517.5m in 2019. In the European area the 

strongest industries are those of German and UK, which will grow with CAGRs of 1.1% and 5% respectively, over 

the same period, to reach respective values of $3,505.1m and $5,763.3m in 2019. 

 

The economy, though, can also affect the advertising business. When the economy slows down, consumers 

tighten their wallets, and manufacturers, in turn, reduce production and scale back on promotions. Ad spending 

decreases and so does ad revenue. 

2.1.2 Online Services and Software Development Industry  

The software industry has transformed the way organizations, businesses, and even people coordinate and 

work. Its impact on the global economy and across various industries can be gauged by the increase in 

innovations, technical progress, enhanced productivity, and the workforce. “Software” refers to computer 

program or data (bits and bytes stored), that can be stored electronically. It’s used by the computer processor to 

perform various tasks. Mobile software applications (or apps) work in the same manner as their computer 

software counterparts. Apps are designed for specific tasks like games, global positioning system (or GPS), and 

music. 

The software industry is involved in the development, marketing, and sales and is multifaceted. Its scope ranges 

from personal computer applications, operating systems, network management tools, enterprise software, 

software applications, operating systems, and customized software 
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The world software and services market exceeded $2.35 trillion in 2010, according to research from MarketLine. 

Market growth is expected to slow to just over 7% yearly until 2015 to reach almost $3.31 trillion. Within the 

overall industry, IT services make up the leading market segment, and reached almost $1.12 trillion in 2010 for 

nearly 48% of overall industry value. 

On its own, the world IT services industry recorded yearly growth of 4% between 2010 and 2014, reports 

TechNavio. Market growth is driven by rising numbers of smaller IT consulting outfits. Cloud computing is also 

driving market expansion as a prime service delivery channel. 

2.1.3 Multimedia Publishing and Broadcasting Industry  

Companies operating in the global media industry create, produce and distribute content in various forms 

including television programs, printed content, online content and audio recordings. The industry includes TV 

broadcasting, radio stations and cable television broadcast networks as well as newspaper publications, 

magazines and websites. 

Entertainment and media spending worldwide is expected to grow at an annual rate of over 5.5% to reach 

almost $2 trillion in 2015, according to PwC. The market is being fueled by economic growth, and a consumer 

trend toward purchasing from digital platforms is contributing to a rise in recorded revenues. 

The global broadcasting and cable TV industry is expected to reach almost $475 billion in 2015 and $541.6bn by 

the end of 2018, reports MarketLine, representing 27% market growth in five years. TV advertising represents 

the leading market segment, accounting for almost 48% of the overall market. The Americas hold a market 

share of more than 44%. 

The broadcasting and cable TV market encompasses radio and television stations and networks that produce 

and/or broadcast programs. Networks broadcast to cable distributors or local radio and television stations 

through satellite signals. 

The world media industry is also being fueled by new developments in technology, which are increasingly rapid 

over recent years. Rising numbers of mobile device owners and a prevalent trend toward screen culture are also 

factors driving the media market. 
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3 Target Market 

The MECANEX toolkit is mainly a B2B solution even though B2C applications can be identified as well. In this preliminary 

market analysis the target markets of the Mecanex solution that have been identified and will be analyzed in the following 

sectors are: 

¶ The marketing & advertising market 

¶ The Multimedia Publishing and Broadcasting market 

¶ The Online Services and Software Development market 

 

The potential Mecanex customers differ in terms of content ownership as well as in the degree that they want to pursue 

the entire end-to-end workflow from content production to content distribution. Content owners will most probable be 

interested in enhancing their content with web information. The automatic annotation support that the Mecanex toolkit 

provides will lower annotation costs for broadcasters and production houses. Furthermore the advanced search & retrieval 

technologies will a) reduce the time / cost for finding relevant pieces of content and b) will improve the quality level of 

content for re-use. 

The fully annotated multimedia content will provide the ability to the production houses, the broadcasters and the 

advertising agencies to maximize their profit and enhance their production and advertising process, as well as the end users 

to exploit and utilized the annotations in order to improve their experience. 

Advertising companies will be interested in providing targeted advertisement to the consumers by exploiting multimedia 

annotations towards designing and providing sophisticated user-engaging content- and context-aware personalized 

advertising services that will maximize users’ experience and eventually increase brand awareness and conversion rates.   

Furthermore software developers will be able to create innovative applications giving a rapid prototyping environment for 

rapid and low-cost pilots which can be used to evaluate decision towards large scale development of both content-

productions as the multiscreen playout environment. 

 

The Mecanex consortium consists of partners which are active in the European area. Thus the target market of the project 

is the European B2B broadcasts and broadband market, i.e. the European broadcasting and audiovisual industry and 

market, the European advertising companies and European developers. 

The following customer types along with their expected revenue generation schemes have been identified with respect to 

the project product owner acting as a product/solution provider to the market.  
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Customer type  Source of Revenue  Cost type  

End User  -Advertising  

-Marketing  

-Service usage fee  

-Content/App purchase  

Direct / Flat / On Demand  

Media Company  Service fee  Indirect  

Entertainment  -Advertising  

-Content/App purchase  

-Service fee  

Direct / Indirect  

Advertising & Marketing 

Provider  

-Advertising  

-Marketing  

-Service fee  

Direct / Indirect  

Software Company  License based  Flat rate  

 

3.1 Marketing and Advertisement (VCI)  

3.1.1 Characteristics  

A market segment is a subdivision or part of an overall market with specific and distinctive characteristics. As 

opposed to mass marketing where marketing activities are directed to the entire market, in market 

segmentation, marketing is tailored to the needs and wants of the particular market segment. Market 

segmentation is a very strong tool in the strategic planning of a company as it allows the company to better 

identify and meet the needs of its customers and thus increase satisfaction and profitability. Mecanex toolkit is 

designed to meet the needs of marketing and advertising agencies and companies in European level. For the 

purposes of the current market analysis we segmented the advertising industry based on the categories of the 

advertising products and the geographic location. This segmentation will help us identify which product 

categories are more lucrative and which countries have the biggest market share and thus help us define our 

market strategy by either adding value to existing key players of the industry or by helping smaller agencies 

increase their market share and their revenue streams.   

Category segmentation 

The largest segment of the advertising industry in Europe is the Food, beverage & personal/healthcare segment, 

accounting for 18.9% of the industry's total value. The Media & telecommunication segment accounts for a 
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further 13.1% of the industry whether retailer and automotive industry account for 13% and 10.1% respectively. 

The table and the pie chart below demonstrate in millions of dollars the amount spent on each product category 

and the respected percentage of the overall market. 

 

Table 1 Europe advertising industry category segmentation: $ million, 2014 

Category 2014 % 

Food, Beverage & 

Personal/Healthcare 

4,936.1 18.9% 

Media & Telecommunication 3,434.0 13.1% 

Retailer 3,399.6 13.0% 

Automotive 2,650.2 10.1% 

Financial Services 2,140.1 8.2% 

Other 9,611.2 36.7% 

   

Total 26,171.2 100% 

 

Figure 1 Europe advertising industry category segmentation: % share, by value, 2014 
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Geographic segmentation 

Regarding the Geographic segmentation the results are the following: The United Kingdom accounts for 17.2% 

of the European advertising industry value, while Germany accounts for a further 12.7% followed by France, 

Spain and Italy. 

The table below shows in millions the amount of dollars consumed by each country for advertising purposes. 

 

Table 2 Europe advertising industry geography segmentation: $ million, 2014 

Geography  2014 % 

United Kingdom  4,507.1 17.2 

Germany  3,311.1 12.7 

France  2,536.4 9.7 

Spain  1,185.8 4.5 

Italy  1,135.6 4.3 

Rest of Europe  13,495.2 51.6 

   

Total  26,171.2 100% 100% 

 

Figure 2 Europe advertising industry geography segmentation: % share, by value, 2014 
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3.1.2 Market Trends 

Due to the shifting focus from traditional media to online alternatives, the marketing landscape is becoming 

increasingly volatile. This leads to a need for a radically different approach to marketing and advertisement. The 

best way for brands to connect with people is to behave like them – reacting and responding to the world 

around them as things happen. This means brands need to be as instinctive, natural and – most importantly – 

creative as everyone else. But, as the velocity of content increases, the timeframe for responding decreases. The 

days of the 24 hour sign-off process are over, as brands need to jump in within minutes, even seconds, with just 

the right piece of content. 

To do this convincingly, a strong brand – one that is understood, known and activated by everyone who 

represents it – is critical. From tone of voice to visual expression, employees at all levels need to feel both 

confident and empowered to act on behalf of the brand no matter the context. 

Native advertising 

Over the last two years, interest in native advertising has increased dramatically. Native advertising is the 

practice of featuring advertisements on a particular website, in a way that emulates the content and style of 

their own site. In essence, Native ads are typically long-form blog posts, infographics or videos that aim to 

inform, entertain and inspire people without directly promoting a product. For example, a banner ad from a 

clothing retailer might promote a winter clothing sale, but a native ad from the same retailer might discuss 

winter fashion tips instead.  

Typically, native ads are tagged with a disclaimer such as “sponsored content”, “paid post” or “promoted by”. 

According to an eMarketer forecast, native ad spending is expected to climb from $3.2 billion in 2014 to $8.8 

billion by 2018, largely because advertisers are seeing above average engagement with this format. Native 

advertising can be of great use when targeting millennials, who are inundated against traditional ad content but 

who will engage with content that they find interesting. 

Mobile video advertising 

Mobile video consumption is growing rapidly and providing advertisers with a way to reach consumers when 

they are paying attention. Mobile video viewers are considered a "captive" audience. When TV commercials or 

radio ads begin, people switch to a different channel or station. When print ads drift by out of a bus window, 

people might not even be looking. But when people are already looking at their smartphone, nothing is going to 

distract them. Mobile video ads can be used to take advantage of their undivided attention, when all other 

methods would fail. 
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Between Q3 2012 and Q3 2014, smartphone and tablet video consumption grew 400 percent and now accounts 

for 30 percent of all online videos played, according to Ooyala’s Global Video Index. This trend has been helped 

along by the expansion of fast 4G/LTE coverage. The bigger iPhone 6 screen and the popularity of other 

‘phablets’ (large-screen smartphones) also reflect the growing importance of mobile video. As phablets saturate 

the market, they will in turn feed the growth of mobile video. 

Mobile native advertising 

Combining the strengths of both previous entries, mobile native advertising can help brands delve further into 

the possibilities of reaching an audience that's increasingly connected to smartphones, tablets and even 

wearables. As mobile usage now comprises 60% of digital media consumption, this is an area ripe for a viable 

advertising strategy. 

This might seem difficult at first, there's far less screen space on mobile than desktop, leading to the need to re-

conceptualize the way these advertisements might work and getting creative in order to develop successful 

mobile strategies. 

Banner Ads 

All this isn’t to say that banner ads are no longer relevant, though. In a panel entitled, "Masters of Monetization: 

Mobile," Bill Blummer, SVP of monetization for social networking service Keek, warned against pronouncing 

banners as relics of the past — he posits that they'll continue to play a role as brands adapt to an increasingly 

mobile-focused strategy. "I would call it a bridge to a new evolution," he said. 

Stacking content and serialization 

As the media world continues to converge across formats, genres and lengths of content, 2015 is set to be a 

year of experimentation in video and film, with Buzzfeed and Vice investing in long-form, while Netflix moves 

into short-form content. The need for community-building, retaining audiences and deepening relationships is 

more critical than ever. Because different audiences consume content in different ways, the ability to create 

content in various formats and lengths allows for more choices, guarantees deeper consumer engagement and 

increases repeat visits and increased penetration in the target market. 
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The Internet of Things 

Interest for the Internet of Things and all of the devices associated with it has been steadily rising for the past 

couple of years. Business Intelligence forecasts the number of IoT enabled objects to go from over 2.5bn in 2014 

to 9bn in 2018 when they will account for half of all internet enabled devices. Smart objects, smart homes, 

offices and streets; everyday objects and appliances that can monitor their environment, report their status, 

receive instructions, and even take action based on the information they receive from our PCs, smartphones, 

and tablets. This will start an era when consumers no longer search for things, but they search for brands and 

location-based marketing becomes ubiquitous. 

Wearable technology 

Wristbands, like Nike+ Fuelband, smartwatches, medical devices and smartglasses will drive the market of 

wearables further to an estimated 125m units by the year 2017, according to Strategy Analytics. While Google 

Glass did not manage to gain popularity upon its launch, tech companies are already considering alternatives 

that will appeal to more consumers and will create imaginative opportunities for marketers. With the addition 

of smartwatches from both Apple and Google in the market, advertising will get even more targeted: location, 

content, context and mood-based ads, sponsored content cards, "pay-per-gaze" payment model, integration 

with print, outdoor, TV.  

Programmatic ad buying 

Once again programmatic ad buying played a major role for advertisers this year. From maximizing profit 

margins to successfully combining native and programmatic buying, experts from agencies, networks and 

publishers alike were eager to take advantage of this evolving trend. And while programmatic buying is usually 

associated with the optimization of buying online ads, Adweek pinpointed an increase in its use for television 

advertising. Ad executives speaking on the panel "Programmatic TV, Advertising’s Next Great Frontier" 

predicted that programmatic will account for up to 5% of TV buying in 2015, up from 1% today. 

The question of programmatic buying becoming commonplace for TV is uncertain — networks are reluctant to 

stray from a model that has worked for decades — but advertisers are eager to capitalize on the reduced cost 

and improved targeting that programmatic offers.  
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Post-digital marketing.  

Digital has become so central to people's behaviours that brands now should be thinking about "post-digital 

marketing". Digital can no longer be treated as a separate discipline or corporate function. Campaigns must now 

be omni-channel, running seamlessly across online and offline media. This has been supported by the recent 

research, which demonstrated that a focus on the ability of digital channels as response mechanisms will not 

deliver long-term success unless complemented by longer-term activity to strengthen the brand. 

Personalized TV ads 

A Sky TV development called Sky AdSmart has been a hot topic of discussion. It is a new targeted TV advertising 

system launched at the start of 2015. With a host of large brands already on-board, Ad Smart looks set to 

revolutionise TV advertising by allowing online-style control over campaign implementation. Advertisers will be 

able to target by location and demographic, along with controlling frequency and creative delivery of their 

content, all the while maintaining the traditional power of TV advertising. However, a GfK report revealed that 

69% of consumers find the way some advertisers use their personal data "creepy". Brands should therefore be 

wary of the pitfalls of this new technology, as the research clearly demonstrated that brand attachment 

decreased at certain levels of ad personalisation. 

Viewable impressions 

While it’s important to gain traction with consumers and attract as many views as possible on the brand’s 

unique content, the necessity arises to measure the success of any such venture. With new viewability 

technology and the advertising model called “viewable impressions”, it is becoming easier to monitor the impact 

of any ad campaign and to not fall prey to the predatory practices of advertisers that use bots to artificially 

inflate view-counts in order to maximize their profits. Especially when it comes to video ads, it is very important 

to ensure that a user actually watched an entire ad before paying for it. Thanks to viewable impressions, the 

brand can set a specific amount of time that needs to pass, as well as a data value that needs to be loaded into a 

browser or app before the ad can be counted as viewed. 

Print and digital-only propositions 

With the emphasis on digital advertising, it might sometimes be easy to forget about print, both as a content 

distribution channel and advertising platform. Indeed, there are signs that many digital-only companies might 

introduce their own print publications in 2015. Travel site Airbnb recently launched a quarterly magazine, and 

the largest tech website in the world, CNET, has also done the same. Digital-only business are realising that the 
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future is multi-platform, and one of those platforms is print. Print is very effective for targeting readers, 

engagement rates are often very high, understanding the readership is relatively easy and ad recall tends to be 

higher than online. Print is making a comeback and should be contemplated a viable alternative to digital-only 

advertising. 

3.1.3 Market Growth 

In 2019, the European advertising industry is forecast to have a value of $31,991.5 million, an increase of 22.2% 

since 2014. 

 

The compound annual growth rate of the industry in the period 2014–19 is predicted to be 4.1% 

Table 2 Europe advertising industry value forecast: $ million, 2014ς19 

Year $ million ϵ Ƴƛƭƭƛƻƴ % Growth 

2014 26,171.2 19,692.4 2.9% 

2015 27,075.1 20,372.5 3.5% 

2016 28,256.1 21,261.1 4.4% 

2017 29,424.3 22,140.2 4.1% 

2018 30,665.2 23,073.9 4.2% 

2019 31,991.5 24,071.9 4.3% 

    

CAGR: 2014ς19   4.1% 
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Global economic conditions have a direct impact on business and financial performance of the companies in the 

industry. In particular, a contraction in global economic conditions poses a risk that clients may reduce future 

spending on advertising, marketing and corporate communications services which could reduce the demand for 

advertising services. 

Internet 

Presently, the use of online advertising is not only of major significance, but is also becoming more important 

with each passing day, as reflected in the steadily increasing gross advertising investment for the past five years. 

Investment in online advertising in Europe exceeded the seven billion euro limit in 2013 in total expenditure on 

conventional online marketing, search engine marketing and affiliate networks and has continued to rise every 

subsequent year.  And that’s only a small piece of the pie, considering that digital ad spending worldwide is 

expected to reach 157 billion euros by the end of 2015. 

In view of the volume that the online advertising market has since attained, this stable trend simultaneously 

illustrates progressive digitalization of advertising communications and the concomitant paradigm shift in the 

media landscape. With a share at this point of more than a quarter of the gross advertising market, the Internet 

has continued to develop its position as the second most important medium in the media mix after TV. Yet, even 

though the TV medium still holds the number one spot, it seems like only a matter of time before the Internet 

overtakes it. In 2012, the gap between the two was 16.4%. This year, it is barely over 10%. And given that 

according to a new survey from BrightRoll, 72 percent of ad agencies say online video advertising is as effective, 

if not more effective, than television, it is obvious that online advertising is a force to be reckoned with. 
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A look at the composition of the assumed online advertising investment for 2015 shows the leading role of 

conventional online advertising, which in 2013 was responsible for almost two thirds of total spending. 

However, search engine marketing is set to close the gap, having acquired 45% of the market share by 2015, up 

16.2% from 2014, and it is expected to keep growing by around 10% every year until 2019. Rounding out the 

market are affiliate networks, which account for around 5 percent of spending.  

The Internet‘s increasing dominance of the communications mix is leading to stagnating or declining shares for 

the conventional media genres. Newspapers and consumer publications are in third and fourth place 

respectively behind the Internet, although the gap between print and online presence is steadily widening. The 

percentage share forecast for the remaining genres – trade publications, radio and out-of-home – are all in 

single figures. The Internet‘s increasing dominance of the media mix can above all be ascribed to online 

communications ‘medium-specific advantages. Target group dialogue can be conducted interactively and 

without media discontinuity, optimum campaign targeting is ensured by comprehensive planning data and the 

possibility of optimizing campaigns at any time. Transparent tracking tools also facilitate detailed analysis and 

cost control. 

These figures impressively underline the relevance which the Internet has attained as an advertising channel. 

Indeed, online advertising has become indispensable for target group communication, not least because of its 

effectiveness, as confirmed by the BrightRoll survey. The internet has thus developed from what was initially a 

rather supplemental medium to become one of the world‘s key communications channels. Additionally, new 

developments and innovation initiatives are expected to have a considerable impact, which will in turn lend 

greater impetus to investment in the online sector and further increase the Internet‘s role in the media mix.  

Mobile 

An area that is currently experiencing unprecedented growth in advertising is the mobile market. This is mostly 

split between two specific avenues of advertising: Mobile Display Advertising & Mobile Application Advertising.  

According to gross advertising statistics from the Mobile Advertising unit (MAC) within BVDW in cooperation 

with Nielsen, gross investment in mobile display ads, mobile apps and tablet apps from January to June 2013 

rose by 75.6 percent compared with the previous year and had already reached 44.5 million euros in the first six 

months. This trend in the mobile spend conforms to MAC‘s prediction for the year as a whole, which assumes 

growth in excess of 70 percent. As the advertising statistics have been strengthened by the mobile notifications 

from two more German marketers since 2012, it is not possible to make comparisons with 2011 as the basis has 

changed. It is, however, at any rate clear that 2012 was a successful year for mobile advertising and this trend 
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has continued in the first six months of 2013. The ensuing gross mobile advertising revenue of 105.1 million 

euros would exceed the previous year‘s level by 43.3 million euros – a clear indication of dynamic investment in 

this sector. 

However, it appears that Mobile App Advertising is rapidly gaining ground and will be the dominating force in 

mobile advertising. As of March 2014, users spent 2 hours and 42 minutes per day on mobile devices. Out of 

that average, 2 hours and 19 minutes were spent in native apps, up 12 minutes per day (or 9.5%) from 2013. In 

contrast, mobile web usage dropped from 20% of the U.S. consumer’s time in 2013 to just 14%, a mere 22 

minutes per day 

By 2013, 60% of enterprises were planning to increase their IT investment in mobile for the following 18 

months, higher than any other IT investment that year. Also, 65% of enterprises considered customer 

engagement their number one mobile priority, not surprising given the 102 Billion mobile apps downloaded in 

2013. Additionally, mobile traffic is predicted to continue to grow by 66% each year over the next 5 years, with 7 

of the top 10 mobility apps in the next 12 months designed to be internal facing. The focus from both 

consumers and developers on apps is a clear indicator that any new player entering the advertising market 

needs to expend significant effort to this growing market segment. 

3.2 Online Services and Software Development Industry  

3.2.1 Characteristics  

Over the last 20 years and in parallel with the development of the Internet we have seen the growth of the SaaS 

service model where hosting companies provide service to B2B and B2C clients. We will talk about the market 

size and opportunities for the owner of the SaaS platform given the size of video related services in that market. 

But over the last 10 years we have also seen a strong new model erupt called the apps model first started on 

mobile devices but slowly taking different areas from desktops to televisions and now even wearable devices.  

Our Multiscreen Toolkit that is used as an API and interface layer for Mecanex to the outside world is based on 

two assumptions that make us feel comfortable to predict the market opportunities for Mecanex.  

1) We are moving to a more visual world where images and video is becoming an overall larger portion of 

the news, communication and entertainment we consume. But these more complex media types are 

much harder to work with and integrate into products than for example text or even audio. As a result a 

growing part of SaaS services and applications will have to be created to provide the need in the market. 
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2) The consumers are getting more and more used to the idea that applications are in the cloud and that 

they can be accessed from anywhere. They are demanding not only access from anywhere but also from 

any device and this is not a singular experience take Facebook as an example they fully understand its 

around them on all of their devices and active on all of them at the same time. They get a notification on 

their watch, read it on their phone and might reply on their laptop or take a picture on their camera and 

post it directly to Facebook as a reply.  

Given these two shifts in use expectations we feel comfortable in predicting that 5% of the overall application 

market will in the future be based around video content with a strong need to interact with it in a multiscreen 

environment.  

Regarding the multiscreen environment Mecanex offers a Multiscreen Toolkit, which is a rapid prototyping 

environment for multiscreen client applications in a device and platform independent manner. The toolkit 

enables Mecanex customers to prototype, test and deploy client applications quickly, with the rapid prototyping 

framework allowing for rapid feedback regarding potential market acceptance before making large- scale 

investments. 

Looking the size of online video and its growth over the last 10 years we see a very strong clime in the amount 

of hours viewed, the below graph even shows that it is one of the markets where space for advertisement is 

growing faster than the amount of advertisement offered. 

The global online advertising industry continues to take up market share from the decline of the newspaper 

industry, which traditionally played a major role in local-scale promotion. Online advertising is also benefiting 

from the economic recession as companies seeking to tighten their budgets are cutting back on advertising costs 

by moving from traditional mediums toward digital means. 

Global Industry Analysts estimate the world online advertising market will reach almost $73 billion by 2015, with 

market growth fuelled by widespread internet penetration across established and developing markets. More 

companies are opting for this kind of solutions to benefit from the medium’s simplicity and cost-effectiveness. 
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Source: https://nishithsblog.files.wordpress.com/2014/05/comscore-online-video-growth.jpg 

When looking at the application market we see a sharp increase that clearly shows a new model for application 

developers to interact with the market by introduction a revenue sharing model (for example 70/30) with the 

SaaS platform (eco system) provider. 
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The Mecanex project demonstrates content owners that the value proposition derived from the enrichment of 

their audio-visual content exceeds the cost of performing that enrichment. Value is generated from winning and 

retaining viewers and the ability to re-use older archived material. 

The Mecanex project will oversee the maturation of component technologies poised to be launched in the 

market in different European countries. Broadcaster requirements as well as pilot set-up and execution 

experiences will guide that evolution but it is important to see that the Mecanex offer is really adding value to a 

workflow that from a traditional point of view is going through different organisations. A good example is the 

broadcasting industry. Content producers or creators often develop the video content on behalf of a content 

aggregator. In the past this was a traditional TV broadcaster. But with the changing TV ecosystem also other 

market players such as content distributors order content. Big production companies also work on their own 

budget without any prior request. They license the produced content on special content fairs. 

In the development of the actual technology that is used we see a clear target group in the SME software 

development houses that are hired to develop these tools for larger organisation such as broadcasters and 

publishing houses. Especially younger developers that are already used to the App ecosystems and the 

multiscreen publishing method will be triggered by the Toolkit capabilities and they will present the Mecanex 

offer (both technology as collections) toward their clients. 

Key Market Segments 

¶ The world IT consulting and related services industry reached almost $516 billion in 2010, reports 

MarketLine. The market recorded yearly growth of almost 4% between 2006 and 2010. Market expansion is 

expected to slow to a yearly rate of just over 2.5% until 2015 to reach close to $588 billion. Integration and 

development services represent the leading segment, exceeding $254 billion in 2010 to account for close to 

50% of overall market value. 

¶ The world cloud computing services industry is expected to reach $127 billion in 2017, reports Global 

Industry Analysts. The IT hosting market is being fuelled by cloud strategy use across small and medium-

sized businesses, enterprise mobility and business continuity. Cloud computing is being increasingly adopted 

by companies in the recovery phase following the economic recession. Companies yet to adopt cloud 

computing will likely follow suit as other enterprises make the shift from virtual machines to cloud. 

¶ The world infrastructure-as-a-service industry is forecast to record 28% yearly growth between 2010 and 

2014, reports TechNavio. Market growth is fuelled by organizational IT service spending cutbacks and 

updating security softwares instead of buying new ones. Unease regarding data security in the context of 

http://www.reportlinker.com/ci02398/It-Consulting.html
http://www.reportlinker.com/ci02077/Hosting.html
http://www.reportlinker.com/ci02078/Software-and-Consulting.html
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cloud computing represents the main obstacle to market growth. Key players operating in this market 

include CenturyLink-Savvis, Rackspace, Verizon-Terremark and Amazon EC2. 

¶ The world IT integration market is expected to reach almost $340 billion in 2017, according to Global 

Industry Analysts. Market growth will be fuelled by the optimization and consolidation of applications in the 

business sector, demand for integrated IT solutions and an increasingly layered IT framework. The market is 

set to witness increasing enterprise application software systems demand. 

¶ The global IT outsourcing market continues to record strong growth. The world data center infrastructure 

management software market is expected to expand by more than 30% between 2010 and 2014, reports 

TechNavio. Obstacles to this market include the option of open source infrastructure management 

software. Key market players include iTRACS, Vigilent, Software, Sentilla and Power Assure. 

¶ The European, Middle East and Africa data center outsourcing market is expected to record yearly growth of 

over 11% between 2010 and 2014, reports TechNavio. Market growth will be boosted by spending cutbacks 

in data center solutions and rising demand for green data center establishments. Data security will be of 

vital importance moving forward, and could hinder market growth. Leading names operating in the market 

include IBM, T-Systems, Computer Science Corporation and Hewlett -Packard. 

¶ The world enterprise server virtualization industry is forecast to exceed 30% yearly growth between 2010 

and 2014, according to research from TechNavio. Market expansion is being fueled by tightening server 

infrastructure budgets. Key players operating in the global enterprise server virtualization market include 

Citrix Systems, VMware and Microsoft. 

3.2.2 Market Trends 

Second Screen Applications 

Second screen refers to the use of an additional electronic device that allows television users to interact with 

the content they are watching:  extra data which is relevant to the content being watched is displayed on the 

portable device. The terminology is quite new and evolving but there is evidence that a large number of people 

use a tablet, a smartphone or any device while watching a TV programme. Some people use the second screen 

to engage in social activities and networking while others use it to run companion apps specifically linked to a 

given TV show or TV service, such as news.      

   

http://www.reportlinker.com/ci02079/Solution-Integration.html
http://www.reportlinker.com/ci02080/It-Outsourcing.html


Mecanex HORIZON 2020 ICT-18- 645206 PUBLIC 

 

28 
 

 

 

Automatic image annotation   

Automatic annotation is the process by which a computer system automatically assigns metadata in the form 

of captioning or keywords to a digital image. This application of computer vision techniques is used in image 

retrieval systems to organize and locate images of interest from a database. The explosive growth on digital 

images and videos has rendered automatic annotation an emerging trend. A recent study by Cisco predicts that 

by the middle of this decade two thirds of all internet traffic will be taken up by video. The number of video clips 

and hours of video footage consumed and produced has been steadily growing with the advent of self-

broadcasting on-line services like YouTube.  

3.2.3 Market Growth 

The software industry as whole is very big and not interesting to describe its market size, but it interesting to 

focus on the video production houses and the value of their collections. These content producers are acting on 

their own behalf and they are also ‘content owners’ and sell licenses that are either limited in time and to 

geographical markets or offer exclusive owner rights. Lately some content producers also started to provide 

their content directly to the consumer (usually via some kind of Internet TV); then they act as content provider 

as well. The content producers have according to the studies of Goldmedia 5 a turnover in Europe of ca. 25 bil €, 

but this budget overlaps with the budget of the broadcasters, since they order their content from the content 

producers. 
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The growing digitization and Internet has changed the role of network operators. They try to provide value 

adding services such as EPGs, additional content, retrieval. They could employ the Mecanex solution to provide 

additional content for content that they deliver for other parties. We estimate the budgets of this group and 

further players in the value chain could be 5 mil. €. 

According to our market analysis, different tools exist which can cover one of the steps towards enabling the 

provision of additional information to AV materials (e.g. media annotation, linking or presentation), but none of 

them covers the whole seamless workflow based on a clear methodology for the annotation, enrichment and 

provision to the client of the extra information and analyzing user interactions with this enriched content. 

Therefore, at present content production departments would have to compose their own tools to add 

background materials to their AV content in individual solutions by themselves. 

Noterik expects that within 5 years after the start of the project, it will be possible to address ca. 10% of the 500 

potential client organizations that are interested in a customized version of Mecanex client application. We 

expect that our client will rather be small SME that are doing software development for bigger broadcaster and 

publishing houses that run intro the Toolkit solution, which is still a kind of technology driven demand. When 

the enriched collection is also considered as a part of the deal we expect these SME to turn to the client and 

from the actual acquirement to start.  

We believe it is will reasonable to expect to work the coming 5 years with around 50 organisations that need 

consultancy and rapid prototyping sessions, as well as hosting the Toolkit for their deployed applications. Within 

the service charges, we distinguish between the Multiscreen Toolkit provision by Noterik to clients to build their 

own apps, which requires an ongoing annual license, as well as fees paid for the enriched collections that are 

part of the Mecanex offer. 

It is very hard to find concrete research data on the specific market segment that we are targeting but we can 

assume it will follow at least the growth that is visible in the market for mobile apps. 
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http://www.portioresearch.com/media/3895/MAF%202013%202017%20-%20SAMPLE%20PAGES.pdf 

The global online advertising market continues to grow in tandem with the global internet user base, social 

networking websites, income and widespread adoption of broadband. The industry is also being driven by 

mobile internet activity, with the growing popularity of mobile devices, such as smartphones and tablets, 

proving particularly beneficial. Visiongain estimates revenue generated by mobile advertising should reach 

almost $17 billion by 2016, leading growth in the advertising sector. 

3.3 Multimedia Publishing and Broadcasting Industry  

3.3.1 Characteristics  

Technology developments continue to prove a key factor in the global broadcasting industry, with companies 

investing in research and development to keep pace with rivals. According to research from Parks Associates, 

developed countries like Western Europe and North America are concentrating their broadcasting efforts on 

advanced TV services to attract new subscribers and encourage loyalty among existing subscribers. Pay-TV is an 

expanding market segment in developing markets such as Eastern Europe and Latin America. 

Companies can boost their market scope through mobile digital TV. Broadcasters continue to concentrate on 

technological innovation to meet growing demand for services and content. Consumer demand continues to 

become more targeted as viewers and listeners seek to exercise greater control over how and when to access 

http://www.portioresearch.com/media/3895/MAF%202013%202017%20-%20SAMPLE%20PAGES.pdf
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high-quality content. Internet-based TV is one such example, allowing viewers to decide what programs to 

watch at what time, and opting to view their entertainment on an array of devices from home computers, 

mobile devices and smartphones. 

Like so many facets of the modern world, television has been transformed by the application of digital 

technologies and the parallel and related development of the fast evolving Internet. While some broadcasters – 

especially those in developing economies - still utilise traditional analogue transmission techniques, most have 

transitioned to more efficient and powerful digital means of sending their programming to viewers. Use of 

digital technologies has enabled explosive growth in the number of channels and choices of programmes 

offered. It has also ceded more control to the viewer, allowing on-demand access to programming – not only 

from broadcasters and pay TV service providers, but also increasingly from online video services delivered over 

the open Internet. 

Cross-platform viewing times provide an insight into the changing behaviours of viewers around the world. IHS 

tracks the total viewing of France, Spain, Germany, Italy, the United Kingdom and the United States. By 

combining viewing time data from linear television, PVR (personal video recorder) time-shifting, pay TV video-

on-demand services and over-the-top (OTT) content IHS is able to provide a holistic view of how video 

consumption habits are changing in response to the emergence of new media in these key markets.  

In 2014 television content, linear and time-shifted viewing equated to 96% of all video consumption in IHS’ six 

sample markets, with a combined viewing time per person per country of 1,574 minutes of video per person 

consumed each day through the TV. Despite a decline in linear TV consumption, it remains prominent in each of 

the monitored markets, equating to an average of 88% of total viewing time and reaching as high as 94% of 

viewing in some markets.  

PVR viewing is the most popular non-linear method of viewing TV content, representing more than 50% of all 

non-linear consumption in 2014. Although in 2014 time-shifting slipped 1.6% in terms of overall viewing time it 

remained at an average of 6% of the total. Unlike linear which remained consistent across the markets, time-

shifting levels varied due to differing levels of PVR and VoD availability. For example, in the United Kingdom 

where PVR systems are provided either as standard or at a nominal charge by all pay TV operators time-shifting 

makes up 17.1% of all video consumption. In Spain however, PVR penetration is comparatively low at just 14%, 

with PVR viewing making up just 3% of total viewing.  

Weather conditions, economic shifts and popular sporting events all have an effect on viewing time. In 2014, for 

example, declines in UK linear viewing were partially offset by an increase during the 2014 football World Cup. 
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In the US, linear viewing time is inflated by the Super Bowl. Across the six markets there is a general trend 

towards a reduction in linear viewing, however it is worth noting that these reductions are nominal, between 

1% and 2% annually.  

Category segmentation 

Broadcasters can be categorized in the following segments:  

Public Broadcasters 

The longest standing institution in Europe is public broadcasters and nearly all of them are members of the European 

Broadcasting Union (EBU), an alliance of public service media. Like most places in the world, these broadcasters are publicly 

funded, offsetting most of their expenses via an obligatory television license fee, individual contributions and government 

funding. As a result, the investment strategies of public broadcasters are influenced by European and national regulation. 

They are required to provide public service content in the form of daily news shows and programmes that might not be 

commercially viable, including public affairs shows, documentaries, and educational programmes, and to procure 

equipment and technology through Europe wide tendering. Any major investment necessitates significant preparation and 

planning, as well as a lengthy approval process. Consequently, technologies that offer small, incremental investments have 

a better chance to be considered than expensive, higher risk ones. 

Lately, with the arrival of various new media, the role of the TV industry has shifted amid growing commercial competition, 

leading to a questioning of the need and relevance of public broadcasters in many countries as rapid technological 

advances in distribution technology take hold. Declining budgets, audience fragmentation, and debate over their proper 

role, all these are problems faced by public service broadcasters around the world, as they struggle to keep their position of 

importance in the public eye. The need to adapt to changing user behavior and to adjust content production and 

transmission strategies is obvious, as are the needs to create attractive content for young audiences and to better leverage 

existing Market and Product Survey for content in their archives, while at the same time diminishing operational costs. 

Commercial Broadcasters 

The other side of the broadcasting coin contains all broadcasters that are not funded through public license fees, namely 

commercial or private broadcasters. The leading commercial broadcasters in Europe have their own counterpart to the 

EBU, the Association of Commercial Television in Europe (ACT), which has 33 member companies active in 37 European 

countries, operating thousands of channels and audiovisual services. 

Commercial Broadcasters can be classified into two distinct groups depending on their business model, free-to-air (FTA) 

broadcasters, who are financed mainly through advertising revenues, and Pay TV, whose main profit is derived from 

subscription based TV services.  
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These broadcasters can be further categorized as follows: 

¶ FTA 

o advertising TV 

o thematic channels 

o home shopping channels 

o local TV 

¶ Pay TV 

o mini-Pay TV / 1st tier Pay TV - mainly content distributors that charge consumers for the access to mainly 

FTA TV channels and content 

o genuine Pay TV – content distributors who give access to a wide range of choice and valued content 

beyond what is available in a standard cable access TV package. 

Even though the two sub-categories of Pay TV have different offerings, they are usually considered as one category in 

studies. 

Amidst a highly competitive field, commercial broadcasters are constantly searching for additional revenue opportunities, 

leading to a state of constant flux and high dynamics in the broadcasting market and making the boundaries between 

different types of broadcasters muddy at best. Players that have until recently been focused on the FTA model are now 

aiming to diversify into paid HD content territory, while PayTV companies are exploring free, ad-supported content. Given 

the state of the TV industry and the high versatility of private broadcasters, they will probably finding fewer barriers in 

providing links to external content sources than public broadcasters. 

Audiovisual Archives 

Audiovisual archives depict a fast changing and constantly growing customer segment, dominating not only the TV industry 

but the Internet as well. The enormous success of YouTube along with the incredible number of new videos being uploaded 

every single hour is the definitive proof that the speed at which the world is producing and consuming new content is 

increasing day by day. But the proliferation of produced content results in an urgent need for archiving. A variety of 

different organizations like libraries, museums, national archives, broadcasters and even large companies and enterprises 

have stepped up to the task. The two types of archives that can be set up for audiovisual content are historical archives and 

production archives. 

Production archives used to be considered the end of the content lifecycle, but this is no longer true. Production archives 

now play an important role in preserving audiovisual material with the purpose to make it available and re-usable for new 

content production. In particular, digital audiovisual archives are increasingly becoming an integrated repository of 

audiovisual assets that can see their lifecycle extended by being repurposed and reused. With interest in these materials at 

an all-time high, there is a broad discussion on how to make archives accessible and reusable to the public at large.  
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In fact, all public and private broadcasters are obliged by law to create audiovisual production archives that store all of their 

TV programmes. Additionally, the archiving of online and social media content is also increasingly seen as important. 

Broadcasters are becoming aware that in light of multi-channel distribution strategies, additional content created for the 

broadcasters’ website or social media channels need to be stored together with the related programme, so as to be easy to 

access in conjunction with the programme itself.  

For example, at the German public broadcaster ARD, several editors blog and create text enriched with pictures, audio and 

video material related to many TV programmes, as in the blog of the “Tagesschau” daily news show or the “1000 

Antworten Blog” of SWR2, which provides complementary information to educational programmes. Furthermore, wikis are 

increasingly used as tools to document and work collaboratively on TV productions and thus provide another valuable 

source of additional information. Finally, content adjusted for tablets and smartphone can be of value for users and 

creators alike. However, while broadcasters might already be archiving all these materials along with TV programmes, the 

archived material is scattered over different storage system – e.g. blogs in CMS – making it difficult to provide integrated 

access.  

Some broadcasters have even created branded channels in YouTube and use them to upload clips, videos and fragments of 

their programmes. These too need to be archived, but not without a suitable technology to enable cross-referencing data 

and integrated access to this increasingly heterogeneous data. 

All these archives need extensive libraries of metadata to make their content accessible. Since usage scenarios for archived 

content change, the metadata has to be as detailed as possible to support access without the need to know the users’ 

purposes beforehand. For example, metadata manually annotated for accessing the archive by an archivist greatly differs 

from metadata that is needed to optimize access for users on the Internet. 

Overall there is a growing need to better leverage archived content in end user applications and to integrate it smoothly 

into the daily content production of broadcasters. Archives are also under pressure to diminish budgets, to cut costs and to 

provide an integrated view of TV, online and social media content that might be stored in different systems and formats. 

There are no such integrated solutions yet.  

Many countries are looking into ways to create business models and to make archived data broadly accessible. Estimates 

put the untapped archive market size at 40 billion Euros a year just in Europe. There is a huge gap for a new player with one 

goal: to create a service that could rival YouTube, Amazon and other companies of that scale in archiving capabilities and to 

exploit those capabilities to integrate the entirety of audiovisual content in Europe and the world. 
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3.3.2 Market Trends 

Move to on-demand  

Pay TV VoD services offer a range of experiences depending on the availability of set-top box (STB) connectivity. Historically 

linear based pay-per-view (PPV) and near video-on-demand (nVoD) solutions were employed by operators on receiver only 

STBs. With the rise of two-way networks and true VoD, operators have moved to enhance their offerings with internet 

connected STBs and a rise in IP-VoD (Internet Protocol video-on-demand) delivered over the open internet has been 

observed. Typically the number of views of on-demand content has increased in line with this transition as customers take 

advantage of the flexibility of true VoD content. In 2013 and 2014 pay TV VoD viewing grew 1% year-on-year. However, pay 

TV VoD only represents 13% of non-linear viewing and 1.7% of total viewing in 2014.  

In 2014 OTT viewing time increased by 4.2% across the six markets with online short form content continuing to lead the 

field with a 2.6% share of total viewing time across the countries. Short form content grew on average by 1% in 2014 with 

the US and France leading with 6 and 7 minutes of total viewing time per person per day respectively. Extending beyond 

user-generated content (UGC), short form video is increasingly seen as the ideal format to reach the growing smartphone 

segment in both developing and developed markets. Major television networks such as the BBC are also exploring the 

possibilities of short form video, creating companion shows to drive engagement with its core shows’ audience. Short form 

content is particular popular with younger audiences, figures from YouTube’s Multichannel Networks (MCN) indicating the 

most active demographic being aged 14-24 years old. 

TV Everywhere: a reaction to changing viewing habits  

TV Everywhere (TVE) services are one approach that pay TV operators and network owners are exploring to combat a 

growing trend of cord-cutting. In particular, they are attempting to add new functionality and interactivity to the television 

viewing experience and allow consumers greater choice on how they consume their content. TVE has been developed as a 

collective strategy to enhance the traditional linear TV proposition by allowing viewing off the primary screen, onto second 

screens like tablets, smartphones and other devices. Pioneered by Epix, HBO, Time Warner, and Comcast, TVE services have 

taken on myriad forms, with each company adopting a slightly different strategy for success.  

In spite of the differences in strategy, all TVE products have one thing in common; they allow current pay TV video 

subscribers to consume content on alternative devices to the pay TV STB either on a live or on demand basis.  

All major pay TV operators have implemented some form of TV Everywhere service, although sometimes in very limited 

forms. Most operators provide web portals and/or apps for their customers to consume content away from the main TV 

screen. Despite mobile devices driving consumption of content within a TVE service, the majority of it happens on the 

customer’s home Wi-Fi.  

In many cases, the significant out-of-home TV Everywhere product is video-on-demand (VoD) with on demand content 

being more accessible than live. Operators will consolidate their licensed and original VoD content on web portals and 
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apps. Even though the streaming of live channel feeds is largely relegated to the in-home space, NBC Universal, News Corp. 

and Disney have made several channels available for out-of-home streaming in the US, both on Wi-Fi and on cellular 

broadband. 

VoD streaming  

VoD streaming has been the most ubiquitous form of TVE, right from the very start in 2009 when Time Warner and 

Comcast first introduced the idea. However, the momentum appears to have shifted to streaming of live channels as pay TV 

operators bring full (or nearly full) line-ups to second screen devices. The long-term obstacles hindering the widespread 

rollout of live TV Everywhere content are licensing agreements. In the US Discovery Communications remains the lone 

major channel group hold-out not offering any TVE services on network sites or apps; VoD or Live Linear. The international 

business of discovery has made its content available to pay TV operators within their TVE service.  

IHS believes that there will always be a place for live linear content because it offers customers the ability to consume 

content as it happens, which is extremely import for event driven programming. The availability of live linear streaming 

outside of the home is growing, but as yet, is still nascent when compared to traditional broadcast consumption. 

3.3.3 Market Growth 

The global digital media entertainment market continues to go from strength to strength in 2015. This highly competitive 

industry sector is flourishing on the back of improved mobile and broadband infrastructure and consumers continue to 

embrace being entertained and connected via gaming, social media, video streaming and music. Advertising models are 

expanding in order to capture revenue from an industry where direct revenue-generating business models are not well 

received by the broader public. 

The video media industries continue to evolve and consumer habits are shifting from broadcast TV to on-demand content – 

especially streaming. Traditional TV viewing is increasingly facing competition from other viewing platforms such as smart 

phones, tablets and Smart TVs. 

Choice is the key. Broadcasters are no longer in charge of the global viewing habits of consumers, who have the choice of, 

and the ability to access, an enormous amount of movie and TV series content through internet broadband. 

Pay TV across the various platforms – including cable TV, IPTV, and satellite TV – continue to rise in popularity and this 

trend is reflected in the market’s increasing service revenues. IPTV is the fastest-growing pay TV platform from a global 

perspective. 

Video streaming already makes up the largest component of internet traffic and is set to continue growing faster than other 

digital formats. Video streaming over mobile networks is forecast to grow strongly, although not quite as dramatically as 

initially expected. Due to poor data allowance and steep prices, users tend to watch mobile video over WiFi more than over 

a cellular network. 
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With the rise of digital platforms, the media industry is rapidly changing. In newspaper and book publishing, TV and radio 

broadcasting, film, music, and other forms of media, we see that the national walls that protect local organisations within 

traditional models are crumbling. In other words, it is no longer an issue of local market share. It is now about international 

market share. 

Key developments 

¶ In 2015 the number of apps available from the Apple, Google and Amazon app has reached around 3 million 

¶ Mobile TV is a key growth area for global mobile entertainment for at least the next five years.ΟOnline video 

advertising is one of the key digital advertising growth areas - and spending on this medium is currently growing at 

around 20% per annum.ΟIn 2015 Netflix has over 60 million subscribers to its service globally – however the majority 

are still in the US.ΟFive countries – China, USA, India, Japan, and Brazil – together account for nearly 60% of the 

world’s digital TV households. 

¶ The market for 4K TV sets and content has started to gather serious pace. 

¶ IPTV operators in Japan and Korea are expanding their IPTV offerings to include games, e-books and shopping. 

¶ The market for on-demand audiovisual services in Europe is developing rapidly. 

¶ Revenue streams will shift in North America due to the ongoing migration of viewing habits from satellite and cable TV 

to online and on-demand content. 

¶ Developments in digital TV and digital connectivity across Africa have been swift in recent years. 
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4 Competitive Analysis 

4.1 Competition on Marketing and Advertisement  

The advertising and communications industry is highly competitive and is expected to remain so. Competitors 

range from large multinational companies to smaller agencies that operate in local or regional markets. New 

players such as systems integrators, database design and management specialists, telemarketing and web-based 

companies now have access to technical solutions that respond to clients’ specific marketing and 

communications needs. Companies in the industry must compete with these companies and agencies in order 

to maintain existing client relationships and to win new clients and accounts. Increased competition could have 

a negative impact on the revenue and earnings. 

The high staff turnover rate that has historically been seen in the communications sector (between 25% and 

30%) enables adverse economic conditions to be absorbed more flexibly and easily in the event of a downturn in 

the market. 

The European advertising industry is highly consolidated and dominated by 4 multinationals companies: 

Omnicom Group, Havas SA, WPP plc and Publicis Groupe SA. Those companies hold the biggest share of the 

market and their large size strengthens competition. 

The table below demonstrates the key players of the industry along with their revenues and the location of their 

head offices. 

Company Head Office Revenue (2013) 

($ million) 

Havas SA France 2,351.7 

Omnicom Group, Inc. New York 14,584.5 

Publicis Groupe SA Paris 7,255 

WPP plc London 18,144.2 

 

Havas SA is a global communications services company. It offers traditional advertising, direct marketing, media 

planning and buying, corporate communications, sales promotion, design, human resources, sports marketing, 
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multimedia interactive communications and public relations services. The company operates in North America, 

France, the UK and other Continental European countries. Havas also has presence in Asia Pacific and Latin 

America. 2014 was a record year for Havas which had one of the best organic growths in the industry at +5.1%, 

which Is much higher than the average rate of the industry. 

 

Omnicom Group, Inc. is a global advertising, marketing and corporate communications company. The company 

operates through a number of international and national subsidiaries. It provides services to approximately 

5,000 clients in more than 100 countries. Omnicom's operations are organized under one reporting segment 

which operates in the advertising, marketing and corporate communications services industry. The company 

derives its revenues through four fundamental disciplines:advertising, customer relationship management 

(CRM), public relations, and specialty communications. As a strategic holding company, Omnicom manages a 

portfolio of global market leaders comprised of three global advertising agency networks, BBDO, DDB and 

TBWA; numerous leading national advertising agencies; a global network of more than 175 marketing services 

companies; and a media group, Omnicom Media Group, that includes two of the world's premier providers of 

media planning and buying services. The organic growth of the company in European level was 2.4% and 5.7% 

globally. 

  

Publicis Groupe SA is a global communications group offering advertising and communications services to local 

and international clients. Its services portfolio includes advertising; creative services; interactive 

communications and digital marketing; customer relationship management (CRM) and direct marketing; 

healthcare communications; public relations; corporate and financial communications and events 

communications; and media planning and buying. The group operates in 108 countries across North America, 

Europe, Asia Pacific, and Middle East and Africa. 

 

WPP plc offers a range of integrated communications services. The group performs its business operations 

through a number of subsidiaries and affiliates in various disciplines, including advertising; media investment 

management; data investment management; public relations and public affairs; branding and identity; 

healthcare communications; direct, digital, promotion and relationship marketing; and specialist 

communications. The group operates 3,000 offices in 110 countries, including associates across North America, 

South America, Europe, Middle East, Africa and Asia Pacific. 
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Competitor strengths and weaknesses 

Havas SA 

Strengths 

¶ Established market presence and strong client base 

One of the biggest strengths of Havas, is its established market presence and its strong client base. Havas 

Worldwide has an extensive network of 316 offices in 75 countries. It focuses mainly on global brands, a 

strategy that has positioned the company as the leading agency. The client list of Havas includes PayPal, Iglo, 

Coca-Cola, Green Mountain Coffee, GE, Dove, Covance, the United Nations, Ideal Standard, Ubisoft, and 

Genzyme, among others. The company uses these characteristics as its competitive advantage that cannot be 

easily replicated by the peers. 

¶ Strong digital capabilities 

The company has established itself as one of the leading digitally integrated networks in the world, with 

significant records of accomplishment and resources in all digital marketing disciplines. The company follows a 

robust strategy, which enhanced its digital capabilities and allowed it to become one of the leading services 

providers in the digital domain. In the recent times, Havas Worldwide integrated several of its networks to focus 

on digital offerings. With digital forming a fundamental, core component of every part of the network, Havas 

Worldwide has been able to deliver global digital wins against pure-play digital agencies. 

Further enhancing its digital capabilities, the company made several acquisitions that reinforced its position as a 

leading provider of digital services. During December 2014, Havas acquired Formula, an integrated 

communications and experiential marketing agency. The acquisition is expected to increase the company’s 

impactful public relations, social, and experiential programs. The company continued to further consolidate its 

position in the digital domain with the acquisitions of Bizkit Wisely, Sweden’s independent media and digital 

agency and GT Media, Ireland’s leading independent media agency. Robust digital capabilities provide the 

company a competitive advantage over its peers and allow it to gain more customers. 

¶ Continuous organic growth 

Havas has reported strong organic growth by gaining new businesses in the recent times. Some of the significant 

new businesses in 2013 include the global media business for Emirates, DISH network in North America; CRM 

duties for Danone in Europe; and social media and online community management for JC Penney in the US with 

new assignments from its global clients including Pernod Ricard, Sanofi, Heineken, Novartis and Reckitt 

Benckiser. During the same year, the company also won business from Total, Dove, Del Monte, Avocados from 

Mexico, Heineken, and LG Electronics, among others. 
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Havas' investment strategy involves reinforcing its integrated communication and media expertise networks by 

leveraging geographical expansion and the development of services offered by its different agencies.The 

acquisitions were financed from its free cash flow which indicates that the company's organic growth is 

supporting inorganic expansions. The company's ability to acquire new business and organic growth will 

enhance growth prospects for Havas. 

 

Weaknesses 

¶ High dependence on matured markets 

The company is highly dependent on matured markets for significant portion of its revenues. In FY2013, the 

company generated about 82.8% of its total revenues from Europe and North America. 

Other regions, comprising Asia Pacific, Latin America and Africa, accounted for only 17.2% of the total revenues 

in FY2013. The developed markets have been adversely impacted by the global economic downturn while the 

emerging nations have proven to be more resilient. High dependence on matured markets makes the company 

substantially vulnerable to the specific market conditions, increasing the business risk, and also hinders its 

opportunities for growth in other markets. 

Furthermore, industry estimates indicate that as of 2013, the company also has the industry's highest exposure 

to the slowing European ad market. This is a competitive disadvantage for Havas. 

 

Omnicom 

Strengths 

¶ Dominant position in the industry 

Omnicom is the second largest global advertising company. It has won several awards during the years and thus 

has gain great recognition from the industry. Almost half of its revenues (48.3%) derive from advertising, so the 

company’s performance is highly related to this segment. The ability to create innovative advertising campaigns 

for clients is the key to success of this segment. Omnicom advertising agencies have created many well-known 

campaigns such as "I'm lovin' it" for McDonalds and "In an ABSOLUT world" for Absolut Vodka. Omnicom's 

network of agencies includes three of the top ten advertising brands: BBDO Worldwide, DDB Worldwide and 

TBWA\Worldwide. These three agencies form the core strength of the company since brand is a major 

competitive factor in the advertising industry. 

Furthermore the company has a strong client base, which includes more than 5,000 clients in over 100 

countries. Omnicom has global delivery capabilities accumulated over several years, offering an extensive 

portfolio of services. As a leading global advertising, marketing and corporate communications company, 
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Omnicom operates in all major markets around the world. Thus, Omnicom’s dominant position in the 

advertising industry helps it to deliver sustainable business performance. 

¶ Integrated services increase the value proposition 

Omnicom Group is a holding company with a portfolio of large and small advertising and marketing firms. The 

huge ad agencies within Omnicom such as DDB and BBDO provide a broad service offering and global reach. 

These agencies provide a comprehensive range of services such as advertising, CRM, public relations and 

specialty communications. The company's vast agency networks and virtual networks enable it to integrate 

services across all disciplines and geographies. 

The delivery of services takes place across agencies, networks and geographic regions simultaneously. Further, 

the company's network strategy facilitates better integration of services required by the demands of the 

marketplace for advertising and marketing communications services. 

Several clients seeking professional services have been increasingly demanding for marketing effectiveness and 

efficiency. Consequently, they have tended to consolidate their business with larger, multi-disciplinary agencies 

or integrated groups of agencies. Omnicom's business model is poised to exploit this trend as the company's 

multiple agencies collaborate in formal and informal virtual networks to execute against its clients' specific 

marketing requirements. This organizational structure differentiates Omnicom from its competitors. Omnicom 

has benefitted from this extensive network of agencies.  

The company is well-equipped to cater to the same clients, across a variety of geographic regions and locations, 

to drive revenue growth. The company's business model will enable it to take advantage of several trends. 

Omnicom's clients are increasingly expanding the focus of their brand strategies from national markets to pan-

regional and global markets and integrating traditional and non-traditional marketing channels, as well as 

utilizing interactive technologies and new media outlets. Additionally, in an effort to gain greater efficiency and 

effectiveness from their total marketing budgets, clients are increasingly requiring greater coordination of 

marketing activities and concentrating these activities with a smaller number of service providers. 

In addition, the proliferation of media channels has fragmented consumer audiences targeted by the company's 

clients. These developments have made it increasingly more difficult for marketers to reach their target 

audiences in a cost-effective way, causing them to turn to marketing service providers such as Omnicom for a 

customized mix of advertising and marketing communications services designed to effectively use their total 

marketing expenditures. These trends have benefitted Omnicom in the past and, over the medium and long 

term, will continue to provide a competitive advantage. Therefore, the company's integrated service offerings 

connected through an extensive network of agencies is a competitive advantage. 
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Weaknesses 

¶ High indebtedness 

Omnicom has high indebtedness. The company reported a total external borrowings of $4,718.5 million in 

FY2013 resulting a total debt to equity ratio of 1.3 which is considerably high as compared to Publicis Groupe’s 

0.14. The external borrowings are comprised of long term notes payable, convertible debt, and long term 

liabilities. If the debt of the company continues to rise, it may negatively affect the profitability of the company. 

High amounts of debt lead to high interest expenses which are recurring in nature. Debt servicing renders the 

company highly vulnerable to adverse economic conditions and pricing pressures. 

 

WPP plc 

Strengths 

¶ Broad services portfolio 

The WPP group has a robust services portfolio and balanced revenue streams. It operates leading companies in 

the fields of advertising; media investment management; data investment management; public relations and 

public affairs; branding and identity; healthcare communications; direct, digital, promotion and relationship 

marketing; and specialist communications. The group's advertising business is engaged in the design and 

production of advertisements for all types of media such as television, cable, the internet, radio, magazines, 

newspapers and outdoor locations such as billboards. 

The broad services portfolio and balanced revenue streams reduce the business risks and provide cross selling 

opportunities to the group. In addition, it also enables WPP to exploit opportunities in new as well as existing 

markets. 

¶ Wide geographic presence 

WPP business comprises the provision of communications services on a national, multinational and global basis. 

WPP operates from over 3,000 offices in 110 countries across North America, South America, Europe, Middle 

East, Africa and Asia Pacific. Diversified geographic operations allow the group to have proportional revenue 

spread. The group's wide global presence reduces risk associated with the adverse economic and political 

developments in any one of its global markets. Furthermore, WPP is better positioned to take advantage of 

strong growth offered across all the regions. The geographic footprint also enhances the addressable market. 

¶ Robust client base 

The group has a robust client base. WPP is one of the leading global advertising, marketing and corporate 

communications groups. It caters to a large and diverse client base. In addition, the group's agencies have 

maintained long-standing relationships with many of its clients, with an average length of relationship of 
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approximately 50 years with the top 10 clients. The group also works with almost 400 clients in six or more 

countries. Some of the group's clients include Bayer, Colgate-Palmolive, Danone, Dell, Ford, HSBC, Johnson & 

Johnson, Kimberly-Clark, Mazda, Procter & Gamble, Shell and Vodafone, among others. Robust customer base 

enhances the brand image of the group and also provides enhanced opportunities to further drive top line 

growth. 

 

Weaknesses 

¶ Poor allocation of resources as compared to peers  

he group has low return on equity (ROE) and return on assets (ROA) compared to its peer companies. The 

group's competitor such as Omnicom has higher ROE when compared to WPP. 

During FY2013, Omnicom's ROE was 26.9% whereas WPP had a ROE of 12.3%. Moreover, Omnicom had higher 

ROA when compared to WPP. In FY2013, Omnicom's ROA was 4.4%, significantly more than WPP, which had an 

ROA of 3.7% in FY2013. Lower ROE and ROA compared to its peers indicates that the group is not using the 

shareholders' money efficiently and that it is not generating high returns for its shareholders. Thus, poor 

allocation of resources could hurt shareholder's value and confidence in the long term. 

 

Publicis 

Strengths 

¶ Significant market position 

Publicis enjoys significant market position especially in the interactive communications space. It is the world's 

third-largest communications group and is the leader in all of the world's 15 largest advertising markets, 

excluding Japan. The group holds some of the leading digital ad agencies in the US and worldwide. Its Starcom 

MedicVest subsidiary is the leading media agency in the world. Publicis is the leader in media buying in the US 

and China and is the second largest media buying group in the world. The group's significant market position is a 

proxy to the appeal its products and services enjoy among the customers. The market position indicates access 

to a large customer base which can be leveraged to drive revenue growth through cross selling. 

¶ Strong customer base and customer relationships 

Publicis has over the years built a strong customer base which increases the revenue generating potential for 

the group. The group offers its services to a diverse base of customers and its top 30 clients contribute to only 

41% of the total revenues. According to the group, it has significant number of clients that are both national and 

global leaders in their industries. Some of the group’s customers include AXA, BNP Paribas, Citigroup, Deutsche 
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Telekom, FIAT Group, Orange, Groupe Carrefour, Nestle, Sony, Walmart, Coca-Cola Company, General Motors, 

Google, Toyota, Telefonica, and Unilever, among several other. It generates revenues from clients catering to 

diverse end markets. 

For instance, in FY2013, consumer goods clients accounted for 33% of total revenues, followed by technology, 

media and telecoms (TMT) (16%), automobile (13%), health (13%), finance (11%), luxury/energy/leisure (6%), 

distribution (4%), and other (4%). Furthermore, about half of Publicis' revenues are generated by international 

clients, whose accounts are managed in more than five countries. Also, a significant share of Publicis' revenues 

comes from loyal clients that have been with the group for several years. On an average, its retention rate of the 

ten biggest clients is 45 years. Large clients with international footprint increase the revenue generation 

potential for Publicis. This coupled with high customer loyalty equip the group with competitive advantage. 

¶ Strong and sustainable financial performance 

Publicis witnessed an increase in its revenues and profits in the last few years. The group's revenues increased 

at a compound annual growth rate (CAGR) of 9% during FY2011-13 to reach E6,953 ($9,233.6 million) at the end 

of FY2013. The revenues increased primarily due to strong growth in the US, emerging markets and the digital 

sector. Similarly, the group's operating profits grew at a CAGR of 11% during FY2011-13, while its net profits 

grew at a CAGR of 15% during the same period. Increasing revenues and profits enhances shareholder's value 

and increases investor confidence apart from providing overall stability to the group. All these factors can be 

leveraged by the company to seek growth prospects in the future. 

 

Weaknesses 

¶ Dependence on mature markets 

The group is highly dependent on mature markets for a majority of its revenues. In FY2013, the group generated 

about 78.5% of its total revenues from North America and Europe. Other regions accounted for only 21.5% of 

the total revenues in FY2013. The developed markets are mature and have been adversely impacted by the 

global economic downturn while the emerging nations have proven to be more resilient. High dependence on 

mature markets makes the group substantially vulnerable to the specific market conditions, increasing the 

business risk. This also hinders its opportunities for growth in other markets. 
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4.1.1 Barriers to entry 

Buyers within this industry range from small scale businesses to large multinational corporations. Advertising 

content is diverse, ranging from sponsorship of sports events and teams to internet advertising campaigns. 

Content may be delivered in many formats and through a multitude of channels, meaning that reaching mass 

audiences is often both complicated and costly. While in the past, an advert that run during a prime time TV 

show would be guaranteed to reach a large audience, the reality is quite different nowadays. The proliferation 

of entertainment media available to the audience has fragmented the audience across a plethora of devices and 

mediums including TV, DVDs/Blu-rays, internet websites, mobile apps and games consoles. With a much less 

concentrated audience, advertising through all media formats becomes a necessity. 

As a result, businesses are seeking advice from external advertising/marketing agencies in order to reduce 

expenditures while maximizing impressions. This gives a chance to stronger market players to rise to the top, as 

agencies strive to personalize their campaigns to better suit their customers’ individual needs. Accordingly, 

smaller players often chose to specialize in specific areas in order to attract new clients based on their niche 

expertise, reputation for innovative campaigns and so on. Generally, buyer power in the advertising industry is 

considered to be moderate. 

As an alternative to using services offered by market players, buyers can integrate backwards with the aim of 

reducing the costs implied by using external agencies: this approach would not require massive capital 

expenditure, which could pose a threat to players. However, being able to establish a suitably qualified team 

can prove problematic for companies. There are several reasons for this, which we will analyze below. 

On the technical side of operations, suppliers to advertising agencies include IT and office equipment 

manufacturers, internet service providers, and owners of office space. Staff costs are also a considerable 

expense: since success in the advertising business is strongly influenced by the creativity and expertise of 

employees, demand for accomplished copywriters and artists is always high and their remuneration must reflect 

this. Rates vary between countries, impacting profit margins in the international market. However, due to a high 

degree of consolidation in the advertising industry in most countries, the ability of staff to change employer 

could be significantly reduced. Furthermore, leading advertising agencies tend to be located in major cities such 

as London and New York, where demand for prime office space - and therefore rent - is high.  

Additionally, agencies must negotiate the purchase of advertising space from media companies such as 

magazine publishers and TV companies. However, these expenses can be passed on to their clients and so 

media companies are not considered as suppliers. In fact, the traditional business model for agencies was to 
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charge a flat-rate commission on their clients' media space purchases, although the market is evolving and 

different models are starting to emerge. Under these considerations, supplier power is considered to be 

moderate.  

With their focus on staff and their high reliance on knowledge and creativity, advertising agencies are generally 

physical-asset light. This means that in principle, it should be possible to enter the market with relatively low 

capital outlay. There is, of course, the need to build up knowledge of consumers’ demand patterns and the 

potentialities of different media, adding up to a significant cost in terms of both time and money that raises 

entry barriers to new players. It comes as no surprise that leaders in the field can be formidable competitors, as 

they will have typically brought together many advertising and marketing functions under their well-known 

brands, outstripping most new competitors. This should be a major consideration to those entering the 

advertising domain. 

The advertising industry in Europe is dominated by Omnicom Group, WPP plc, Publicis Groupe SA and Havas SA; 

these 4 companies hold a substantial aggregate market share in advertising, which intensifies competition 

between them in a bid to secure large corporate accounts. As should be expected though, their dominance 

leads to fewer companies in the market overall, leaving them entrenched in static positions that only serve to 

somewhat reduce their rivalry. Also, even though their operations are diversified, the leading players are quite 

similar to one another, often offering the same basic services with little differentiation. This is mitigated to some 

extent through factors such as their prestigious client list, campaign record, and also by the range of services 

offered, but the end result is that clients become unwilling to switch agencies, reducing mobility that would 

provide healthy competition. Omnicom Group and Publicis were actually planning a merger which would have 

created the world’s biggest advertising firm, in 2014. The merger collapsed due to an alleged power struggle 

between executives of the two companies. The failure is likely to benefit smaller independent agencies and new 

companies that will have struggled to compete with the advantages that come with being a huge conglomerate 

within any field. As this analysis shows, the advertising agencies hold a key position in the industry, even if they 

only exhibit moderate rivalry. 

Finally, most companies have now established an internet presence and can self-promote through websites and 

social media to a small degree. As web designers are frequently distinct from advertising and marketing players, 

they can often offer solid advice on raising their clients' web profile, for example through appropriate site design 

and search engine optimization. However, they are not in a position to offer a complete web and social media 
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strategy, nor to manage the company’s profile. They might prove more successful than if the company 

attempted their web design in-house, but as a substitute to advertising agencies, they are considered weak. 

These factors should be considered when deciding whether or not to use an external advertising agency for the 

product’s promotion. 

4.2 Competition on Online Services and Software Development Industry 

4.2.1 Competition for the provision of Second Screen applications  

The provision of Second Screen applications can be difficult at times, given the lack of standardization in both 

the communication between TV and Second Screen and the support of various types of Second Screen devices. 

Consequently, the majority of broadcasters mainly focus on social TV applications for the Second Screen, which 

neither synchronize with a TV programme nor refer to metadata from the video stream annotations, simply 

running parallel to the programme. Furthermore, while some of the leading players who offer TV programme 

management solutions for Europe and the world do provide Second Screen support, this is usually restricted to 

the facilitation of data exchange between specific programmes and their corresponding server side Second 

Screen applications. 

This covers the programme planning and management systems such as MediaGeniX WHATS ´on, David Systems, 

Dalet Galexy, Fransat, S&T along with the German providers mentioned above, as well as newsroom systems 

e.g. Annova GmbH with OpenMedia and Avid Inc with iNews. Finally, several major broadcasters such as BBC, 

TV5, ARD, RAI deliver individual solutions to run their second screen pilot applications.  

Interest in the upcoming Second Screen applications is quite high, with a plethora of public and private 

broadcasters who are intent on exploiting their capabilities to enrich their most expensive content, such as 

sports and entertainment. The key strengths of these applications are two:  

1. They can more efficiently bind viewers to their programmes by building and maintaining the 

communities that tend to form around these offerings. 

2. They can utilize the extensive libraries of existing materials related to a live programme and which are 

usually difficult, if not impossible, to integrate into the main screen offer. 

In fact, a few of the major players have already announced their intention to bring this technology to the 

forefront and to create additional interactive features in order to bind their viewers to Second Screen 
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applications. It is preferable to employ the second screen for this content, so as not to hide parts of the first 

screen, which should concentrate on the main offer. 

These promises are encouraging but they are not enough to satisfy the demand for synchronization of videos 

with Second Screen applications. In light of the absence of a comprehensive solution, some manufacturers have 

decided to enter the arena with their own proprietary solutions. For example, Google has introduced its own 

framework for the development of Second Screen applications for smart phones, tablets, or other devices and 

TV. Nevertheless, since only interoperable solutions connecting TV sets and Second Screens of different 

manufactures would significantly expand the market, several worldwide standardization activities have been 

launched, including the following: 

¶ The W3C has established business and community groups for "Web and Broadcasting” and “Second 

Screen Presentation to standardize APIs to develop second screen applications".  

¶ The IRT proposes a framework for HbbTV including the connection of Second Screen devices for the 

development of manufacturer independent HbbTV solutions. 

4.2.2 Competition for Annotation and Enrichment. 

An important consideration at this junction is to pinpoint the already available tools to analyze and annotate AV 

materials, classify metadata and find related information. In September 2013, Gartner research analyzed the 

market of Enterprise Video Content Management, which covers the facilities to make video materials searchable 

and generate annotations, including the exploitation of subtitles, ASR and visual analysis. Among the leaders for 

turnkey solutions, they identified Brightcove, Cisco, Ignite, Panopto, Polycom and Qumu. However, all of their 

products cover distinct steps of the required end-to-end workflow and offer no complete solution. For example, 

there are some products which allow for semi-automatic annotation, but they do not cover the need for linking 

TV and Web. In addition, there are further commercial systems that concentrate on retrieval and annotation for 

AV materials such as blinkx Video (Blinkx), QBIC (IBM), Intelli-search (IntelliVision), Video Analytics (3VR), VIR 

Image Engine (Virage), Image RetrievalWare, (Excalibur), WebSEEk (VisualSEEk), Netra, MARS and Vhoto. The 

metadata derived using these tools can be classified by means of Named Entity Recognition solutions such as 

OpenCalais, Alchemy, DBpedia Spotlight, Lupedia, SemiTags, TextRazor or Wikimeta. In order to retrieve any 

related materials, the editors can be supported by tools that provide content and links suggestions such as 

Zemanta, Proximic.com, Outbrain.com, Yahoo! Content Analysis or by using standard search engines. 
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4.3 Competition on Multimedia Publishing and Broadcasting  Industry 

4.2.2 Broadcasters implementing VOD solutions  

The main drivers of VoD solutions are broadcasters in search of new, improved methods of increasing 

dissemination for their already viewed TV content through the web. In Germany in particular, every major 

broadcaster has created their own VoD portal, with offered content ranging from live programmes to a selection 

of archived screened materials. In certain cases, a family of channels might be owned by the same broadcaster 

and will therefore use a common VoD portal technology, although each channel might use a distinctive domain 

and offer its own content. Some broadcasters might even choose to emulate the TV experience on other devices 

with the requisite UI experience on the users’ devices. Key broadcasters implementing these types of VOD 

solutions include: 

¶ Australia 

o ABC iView http://en.wikipedia.org/wiki/ABC_iView 

o SBS http://www.sbs.com.au/ondemand 

o Seven Network http://au.tv.yahoo.com/plus7 

o Nine Network http://catchup.ninemsn.com.au 

o Network Ten http://ten.com.au/watch-tv-episodes-online.htm 

o Telstra BigPond http://bigpondmovies.com 

¶ UK 

o BBC iPlayer http://en.wikipedia.org/wiki/BBC_iPlayer 

o BBC Redbutton depr. http://en.wikipedia.org/wiki/BBC_Red_Button 

o iTV Player http://en.wikipedia.org/wiki/iTV_Player 

o Channel4 VoD http://en.wikipedia.org/wiki/4oD 

o Channel 5 http://en.wikipedia.org/wiki/Demand_5 

o Sky Go http://en.wikipedia.org/wiki/Sky_Go 

o Sky Anytime http://en.wikipedia.org/wiki/Sky_Anytime#Sky_Player  

¶ Ireland 

o RTE http://www.rte.ie/player/#  

o TV3 http://www.tv3.ie/  

o TG4 via its TG4 Player http://www.tg4.tv/index.html?l=en  

¶ Germany 

o Dars Erste Mediathek http://de.wikipedia.org/wiki/Das_Erste:_Mediathek 
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o ZDF Mediathek http://de.wikipedia.org/wiki/ZDFmediathek 

o PRO7/Sat1?Kabel 1 Maxdome http://de.wikipedia.org/wiki/Maxdome 

o RTL http://de.wikipedia.org/wiki/RTLnow.de 

o RTL Nitro http://de.wikipedia.org/wiki/RTL_Nitro_Now 

o RTL2 http://de.wikipedia.org/wiki/RTL_II_Now 

o VOX Now http://de.wikipedia.org/wiki/VOXnow.de 

o Super RTL Now http://de.wikipedia.org/wiki/SuperRTLnow.de 

o History Channel http://de.wikipedia.org/wiki/The_History_Channel  

¶ Italy 

o MTV http://ondemand.nmtv.it 

o Mediaset Premium http://play.mediasetpremium.it  

¶ United States & Canada 

o FOX http://www.fox.com/  

o CBS http://www.cbs.com/  

o NBC http://www.nbc.com/  

o ABC http://abc.go.com/  

¶ Brazil 

o Rede Globo http://globotv.globo.com  

o Globosat http://muu.globo.com  

o Telecine http://telecine.globo.com/arquivos/especials/ondemand.html  

o Net 

http://www.netcombo.com.br/netPortalWEB/appmanager/portal/desktop?_nfpb=true&_pageL

abel=P4600571971304346381130  

¶ France 

o M6 http://en.wikipedia.org/wiki/M6_(TV_channel) 

o Canal + http://en.wikipedia.org/wiki/Canal%2B  

o Pluzz http://www.pluzz.frreplay  

¶ Spain 

o Canal + http://en.wikipedia.org/wiki/Canal%2B_(Spain) 

o Digital + http://en.wikipedia.org/wiki/Digital_%2B 

¶ Sweden 

o SVT http://www.svtplay.se 
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o TV4 Group http://www.tv4play.se 

o Kanal 5 http://www.kanal5play.se 

o Viasat http://www.viaplay.se  

¶ India 

o Tata Sky http://www.tatasky.com/wps/portal  

o Zee TV http://www.zeetv.com/  

¶ Japan 

o NHK http://www3.nhk.or.jp/nhkworld/ 

4.4 Window of opportunity 

As we have previously demonstrated, the conditions are ideal for MECANEX’s entry to the market. Thanks to the 

rapidly growing market in all targeted market segments, the MECANEX toolkit will be able to reach a large 

percentage of the population right out of the gate. With the lowering of annotation costs for SMEs, advanced 

search & retrieval technologies that reduce time and cost and allow for content re-use and a user friendly 

experience that allows targeted content, MECANEX is sure to become a much sought-after tool for a wide 

variety of individuals and companies.  

When also taking into account the shift towards high-definition video broadcasting and internet TV, two 

markets that are set to explosively expand in the next 2 years, as well as the expected rising need for bandwidth 

that these developments entail,  it becomes all the more apparent that there will be increased demand for 

automation in annotation. Additionally, because this particular market position has only recently formed, the 

anticipated competition is still fragmented and there are no dominant players visible so far. This will allow the 

consortium an early lead in the market and become one of the dominant forces in automatic annotation. 

Video on demand is also of great interest, now more than ever. The days of rigidly scheduled TV programs are 

all but gone, opening up the future to asynchronous consumption of video. With most internet providers 

launching their own VoD packages and cable and satellite stations following suit, it is rapidly becoming 

necessary to process, annotate and enrich VoD programs in an efficient and innovative way. This is where the 

MECANEX consortium can find a foothold to enter this emerging, lucrative market and to become indispensable 

to the big players. 

Another market with an opening for the consortium is advertising, personalized advertising in particular. With 

the effectiveness of highly specific tracking and targeting beyond any doubt, advertising agencies are turning 

towards personalized ads in an effort to increase their ROI. Using the technology and algorithms provided by the 

http://www.tv4play.se/
http://www.kanal5play.se/
http://www.viaplay.se/
http://www.tatasky.com/wps/portal
http://www.zeetv.com/
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MECANEX toolkit in the proper way is the perfect solution for precisely that targeting, offering advertising 

agencies all the required tools to enrich multimedia content and to deliver the right ad to the right person at the 

right time in a multitude of different mediums and platforms. 

Moreover, we should not neglect to mention the increase in popularity of mobile videos, from the expanding 

bulk of YouTube and Facebook videos to advertisements that appear in mobile games and further, throughout 

all new mobile platforms. These too will require strong tools that take fool advantage of targeting for many, 

diverse audiences throughout the world and will work in synergy with the social components of the MECANEX 

toolkit in order to ensure relevant and engaging content is delivered to the appropriate groups and individuals. 

The rising popularity of mobile content ties directly into the recent expansion of tablet sales. While smartphones 

have become ubiquitous in everyday life, more and more users are turning to a different type of device to 

consume content. Tablet screens provide a better experience than smartphones while reading, watching videos 

or playing games, without sacrificing portability. The increased screen real estate allows for creative use of 

annotations and ad placement that would not be possible on a 5-inch smartphone. Therefore, the tablet market 

presents a very interesting sandbox for MECANEX users to work in. 

Finally, both the equipment and expertise required of new entrants are minimal, presenting a very low entry 

barrier for users of the toolkit. After all, the technology and algorithms for building MECANEX toolkit are 

available in their majority (e.g. automatic annotation algorithms, pairing of enrichments to the multimedia 

content, multi-screen environment, social and personalization algorithms) and there is no important 

dependence on future discoveries to unlock the full potential of the engine. 

All these factors create a unique window of opportunity for the MECANEX consortium to enter the market by 

introducing a technically advanced toolkit at precisely the right time and with the right approach. 

Key advances contributed by MECANEX in these areas are briefly summarized in the following table.   
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Key Technological Area a9/!b9· Ωǎ ƴƻǾŜƭ ŎƻƴǘǊƛōǳǘƛƻƴ 

Multimedia Content 

 Analysis 

Multimedia content analysis functionalities will allow “small pieces” of 

information from different modalities to complement each other at various levels 

of the content analysis process in order to provide reliable input for reasoning at 

the highest level. Moreover, these functionalities will support the combination of 

features from different modalities in multi-modal content models via extracting 

content-related information from multimedia data. These functionalities will 

facilitate the production process within production houses and broadcasters, as 

well as will allow the fast and easy creation of marketing campaigns by the 

advertising agencies. 

Automatic Annotation Automatic annotation functionalities will enable the enrichment of the 

multimedia content with supplementary information, based on advanced 

algorithms, techniques and methodologies. The multimedia content will be fully 

annotated, thus providing the ability to the production houses, the broadcasters 

and the advertising agencies to maximize their profit and enhance their 

production and advertising process, as well as the end users to exploit and 

utilized the annotations in order to improve their experience. 

Search and Retrieval of 

Multimedia Content 

Search and retrieval functionalities will support the fast and easy creation of new 

multimedia content by the production houses and the broadcasters, as well as 

the creation of marketing campaigns by the advertising agencies. Based on these 

functionalities the existing enriched multimedia content by the annotation 

process will act as building block in order to create new content. Therefore, the 

production process will be facilitated and accelerated, thus providing great 

benefits and profit to the related industrial area. 

Editorial selection and 

enhancement of meta-

data 

Having editorial tools as part of the enrichment workflow will bridge the gap 

between fully automatic systems that are nice for research but can’t be trusted 

by content creators to be taken into production and manual enrichment tools 

that have a too high a overhead for content creators. The novel element is having 
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a manual (editorial) phase that is much quicker by having the automatic system 

act as a helper not a replacement for editors. 

Multi-screen 

Environments 

A html5 based toolkit that doesn’t need to be adapted for different output 

devices but adapts dynamically to them. The novelty is that it also adapts to the 

available devices during the consuming of the content. It allows for the first time 

to create multi-screen applications that react to changes in their environment like 

people joining/leaving with their phones, tablets and other devices. 

Relevance Feedback, 

Personalization and  

Social Recommendation 

MECANEX will provide a social and personalization tool, which will support the 

advanced mechanisms of relevance feedback, personalization, and social 

recommendations. The output of this tool will be personalized information, which 

will be utilized by production houses’, broadcasters’, advertising agencies’ and 

annotation and online publishing companies in order to enhance the 

functionalities and the whole process during the production and editorial process 

within multi-screen environments. The above mentioned type of companies and 

the corresponding market, where these companies target to, will have great 

benefits and profit by exploiting the personalized provided information by the SP 

tool, due to the fact that they will be able to target to the specific needs, 

preferences and habits of users. 

Integrated Toolkit 

supporting Multimedia 

Content Functionalities 

in Multi-screen 

Environments 

The ambition in the integration part is to integrate as little as possible. But to 

allow content owners and SMEs to create a workflow and tune the SaaS services 

we provide with their own platforms if available. The workflow toolkit provides 

this role in new ways using basic internet based concepts like REST, LoD, XML and 

web based configuration tools. 
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5 SWOT  Analysis  

SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats analysis) is a framework for identifying and 

analyzing the internal and external factors that can have an impact on the viability of MECANEX project. More 

analytically, the internal factors are those which depend on MECANEX consortium’s (i.e. VCI, FE, LUCE, ICCS, 

FOKUS, NTK) work and final tools, i.e. automatic annotation tool, editorial tool, multi-screen tool, social and 

personalization tool; as well as the final integrated toolkit, i.e. MECANEX toolkit, and the external factors are 

those which embrace the factors closer to the market status. The external factors can be categorized in macro-

external factors, .e.g. demographic, economic, technological, social, cultural, political, legal etc., and micro-

external factors, e.g. customers, competitors, channels, suppliers, publics etc. Both internal and external factors 

are considered in the following SWOT analysis regarding MECANEX project and overall MECANEX integrated 

solution. 

In the following SWOT analysis, both the internal and external analysis is considered. The internal analysis of 

strengths and weaknesses focuses on internal factors that give MECANEX project, as well as MECANEX 

integrated solution, certain advantages and disadvantages in meeting the needs of its target market. Strengths 

refer to core competencies that give to MECANEX integrated solution an advantage in meeting the needs of its 

target markets. The proposed internal analysis of MECANEX strengths is market oriented, as well as customer 

focused, because strengths are only meaningful when they assist the MECANEX integrated solution in meeting 

customer needs. On the other hand, weaknesses refer to any limitations that MECANEX integrated solution 

faces in developing or implementing a strategy. Weaknesses are also examined from a customer perspective 

because customers often perceive weaknesses that MECANEX consortium cannot see. However, being market 

focused when analyzing strengths and weaknesses does not mean that non-market oriented strengths and 

weaknesses should be forgotten. Additionally, the external analysis will take a look at the opportunities and 

threats existing MECANEX environment. Both opportunities and threats are independent from the MECANEX 

integrated solution. More specifically, opportunities are favorable conditions in MECANEX’s environment that 

can produce rewards if leveraged properly. Thus, opportunities must be acted on if MECANEX consortium wants 

to benefit from them. On the other hand, threats are barriers presented to MECANEX consortium which prevent 

the partners from reaching their desired objectives. 

Aiming at visualizing both the internal and external analysis within the integrated SWOT analysis regarding 

MECANEX integrated solution, the SWOT matrix is adopted and presented below. It should be noticed that 

towards executing and concluding to a successful SWOT analysis, first we identified and understood how these 
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elements work together. Thus, MECANEX consortium matched internal strengths to external opportunities 

towards creating core competencies in meeting the needs of its customers. In addition, MECANEX consortium 

acted to convert internal weaknesses into strengths and external threats into opportunities. Moreover, 

MECANEX consortium focused on its strengths, shored up its weaknesses, capitalized on its opportunities and 

recognized its threats. Towards filling this table MECANEX consortium and all involved partners evaluated their 

objectives and strategies, what is their cost structure and if they have a cost advantage or disadvantage by the 

MECENEX integrated solution, what is their image and positioning strategy, which are the most 

successful/unsuccessful competitors over time and why, what are the strengths and weaknesses of each 

competitor, etc. Furthermore, an extensive study was made considering the important and potentially 

important markets, their size and growth characteristics, markets that are possibly declining MECANEX 

integrated solution and what are the driving forces behind sales trends. Additionally, the trends in the market 

were studied, as well as the key success factors, assets and competencies needed to compete successfully in the 

multimedia market. Moreover, the current or emerging trends in lifestyle, fashions, and other components of 

culture were considered. 
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5.1 Strengths 

As mentioned above, strengths are internal attributes and resources that support a successful outcome 

regarding MECANEX integrated solution. The main strengths of MECANEX integrated solution are the following: 

¶ User Friendly 

Large population of the customers is familiar with username/ password scheme. It is obvious that users feel 

and understand the concept of using this technique. It has quite different but simple appearances for the user 

interface to enter the login and password and the main theme of information processing for authentication lies 

below the normal user understanding. Moreover, given that social networks have already become part of 

customers’ everyday life, the MECANEX integrated solution has the option for its customers to login the system 

via their social networks’ accounts (e.g. Facebook, Twitter). 

¶ Multiple Browser Support 

The MECANEX customer web-interface can be accessed via various web browsers, thus no specialized software 

is desired for the customers and the end users are not bounded and/or limited to access. 

¶ Diverse Usage 

The MECANEX integrated solution has various and diverse uses ranging from the Business-to-Business 

scenarios (B2B) to Business-to-Costumers scenarios (B2C). 

¶ Cost Effective 

MECANEX integrated solution does not require any specialized software and hardware to implementation. The 

software development, maintenance and upgrading cost are low. 

¶ Complexity & Low Response Time: 

Since time is very critical factor when attracting users to utilize a multimedia oriented tool, so lower the 

complexity, lower will be the time required by the user to interact with the system. MECANEX integrated 

solution targets at low response time in multimedia content retrieval. 

¶ User Access During Mobility 

User is totally free to move around only requiring username/ password to remember to use the MECANEX 

integrated solution or even login via his/her device ID. Thus, there is no need to carry some sort of hardware or 

specialized software to access the MECANEX integrated solution. 
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¶ Benefits to the Industry 

The benefits that the MECANEX integrated solution could bring in general to the industry are remarkable, as 

automatic annotation will lower annotation costs for SMEs (e.g. broadcasters and production houses), advanced 

search & retrieval technologies will reduce the corresponding time and cost and allow for content re-use, user 

experience will be increased via the social and personalization tool allowing for targeted content provisioning to 

them while the multi-screen tool provides flexibility and advanced functionalities in production process, editing 

and advertising area compared to single screen solutions.  

¶ Highly qualified partners in the different matters that the MECANEX project requires.  

Regarding the main strengths of MECANEX project, the project partners are highly qualified in the different 

matters the project requires (e.g. MECANEX Toolkit Provider, Content Owner, Publisher, Marketer/Ad-Server). 

Thus, this fact conforms a consolidated consortium for doing high quality research and development towards 

the main objectives of the project. 

¶ Available technology and algorithms in their majority for building MECANEX toolkit  

The technology and algorithms for building MECANEX toolkit is available in its majority (e.g. automatic 

annotation algorithms, pairing of enrichments to the multimedia content, multi-screen environment, social and 

personalization algorithms) and there is no important dependence on future discoveries. The hard work to do is 

to make use of this technology and algorithms in the proper way for offering SMEs the possibility to enrich their 

multimedia content with relevant metadata, tools for prototyping multi-screen environments in order to 

enhance their capabilities and revenue streams and mechanisms for personalizing SMEs content and services.  

¶ Development of cost-effective tools for metadata inserting and editorial processing via the introduction of 

automation. 

One major strength of MECANEX integrated solution is the development of cost-effective tools for metadata 

inserting and editorial processing via the introduction of automation along with the development of 

mechanisms for collecting, aggregating and processing user feedback aiming to enhance individual users’ 

experience. The latter will allow advertising and marketing brokers to automatically ingest relevant ads and 

marketing data via considering user preferences in the playing multimedia content. 

¶ Automatic annotation will lower annotation costs for broadcasters and production houses. 

The enhanced automatic annotation algorithms which support the automatic annotation tool of the overall 

MECANEX toolkit contribute to lower annotation costs for broadcasters and production houses. This strength of 

MECANEX toolkit is of great importance, due to the fact that not only reduces the costs for annotating and 
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indexing the multimedia content, but also reduces the processing time in a real production process of 

multimedia content annotation. 

¶ Advanced search & retrieval technologies reducing corresponding time and cost and allow for content re-

use. 

Within the MECANEX toolkit an enhanced and time-effective search and retrieval mechanism is supported that 

enables either end users who want to watch the multimedia content, as well as the expert users from 

production houses, broadcasting and/or advertising companies, online publishing houses, etc. who want to 

retrieve specific piece of content, to save time and increase their Quality of Experience. The latter type of users 

is also enabled to re-use the retrieved multimedia content and create new multimedia and/or targeted 

advertising campaigns. 

¶ User experience will be increased via the social and personalization tool allowing for targeted content 

provisioning to them.  

An advanced personalization, relevance feedback and social recommendation mechanism is offered within the 

MECANEX toolkit allowing for targeted content provisioning to the end users. This mechanism supports 

personalized services to the end users, i.e. both to the viewers, as well as to the professional users. Also, it 

implicitly enables advertising companies to create targeted advertising campaigns.  

¶ Allow advertising and marketing brokers to automatically ingest relevant ads and marketing data. 

The MECANEX toolkit enables advertising companies to pair their advertisements with the multimedia 

content, as another type of multimedia content enrichment. Moreover, based on users’ personalized services 

supported by MECANEX toolkit, more targeted advertising campaigns can be created, as well as more 

personalized advertisements can be previewed to each user of the MECANEX toolkit. 

¶ The multi-screen tool provides flexibility and advanced functionalities in production process, editing and 

advertising area compared to single screen solutions. 

The multi-screen services and environment is supported by the MECANEX toolkit offering to the end user the 

enhanced flexibility to manage, preview and watch his/her multimedia content in multiple screens. Also, the 

various enrichments that are paired with the multimedia content can also be previewed in different screens. 
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¶ The project has planned wide range dissemination activities towards introducing MECANEX integrated 

solution to a wide range of customers. 

The project has planned wide range dissemination activities (MECANEX Toolkit Website, Workshops, Trade 

Shows, Congresses, and Lectures Cooperation Partners) in order to increase the impact of the MECANEX 

solution among industrial- and scientific-related groups. 

5.2 Weaknesses 

As described above, the weaknesses are internal attributes that work against a successful outcome of MECANEX 

integrated solution. The main weaknesses of MECANEX integrated solution are the following: 

¶ A final MECANEX toolkit built over the not-latest technology. 

It is possible that some rapid advancements in technologies at the late stages of the project lifetime result in a 

final MECANEX toolkit built over the not-latest technology. However the main aim is to offer a high quality 

solution to production houses and broadcasters, advertising agencies and online publishing companies and if 

this situation finally comes up, it could be positive to improve MECANEX toolkit even more. Also, the market of 

assistive ICT solutions is mainly composed by SMEs and so is also positive, as there is no a big player controlling 

the overall activities on the market. This situation makes easier to introduce a new product in it. 

¶ Scalability of MECANEX integrated solution 

The scalability of our system, i.e. its ability to handle growing amounts of knowledge in a graceful manner, is a 

key feature which must be improved. 

¶ Limited promotion and marketing efforts 

MECANEX consortium should put effort on the promotion and marketing of the MECANEC integrated solution, 

so as to overcome this internal weakness. VCI, as well as FE can promote the MECANEX integrated solution to 

their customers and MECANEX consortium should advertise it during its dissemination activities. 

¶ Integration of separate tools to the MECANEX integrated solution 

MECANEX consortium should carefully consider of all separate tools, i.e. automatic annotation tool, editorial 

tool, multi-screen tool, social and personalization tool, into a working integrated prototype, which will be the 

final MECANEX integrated solution. 

¶ Collaboration among key contributors to the development of MECANEX integrated solution 

Sometimes the information transference is difficult due to the collaborative nature of the project and the 

spatial separation of the partners. However this is solved with periodic in-person meetings in order to 
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synchronize the developments and share information about the current status of each part of the MECANEX 

project. 

¶ Front-End Flexibility 

The front-end should be carefully designed in order to be able to be adapted to different customers’ needs. 

¶ Bandwidth dependence to preview multimedia content 

MECANEX consortium should consider that video delivery depends on bandwidth availability. A promising 

solution is to deliver either high or low resolution videos depending on bandwidth availability and users’ 

expressed quality of experience. 

5.3 Opportunities 

As mentioned above, opportunities are external factors that the MECANEX integrated solution can capitalize on 

or use to its advantage. The main opportunities of MECANEX integrated solution are the following: 

¶ To develop a rapid prototyping environment for rapid and low cost pilots to evaluate decision towards 

large scale development of both content-production as the multi-screen playout environment. 

One major opportunity for the MECANEX consortium is to develop a rapid prototyping environment for rapid 

and low cost pilots of MECANEX integrated solution to evaluate decision towards large scale development of 

both content-production as the multi-screen playout environment. 

¶ Provide sophisticated user-engaging content and context- aware personalized services to maximize user 

experience. 

Another opportunity of MECANEX integrated solution is to provide sophisticated user-engaging content and 

context- aware personalized services to maximize user experience. Based on this approach, MECANEX 

integrated solution will be able to target a larger portion of customers and thus increase its market dominance 

in the multimedia market. 

¶ User Trust and Gamification Mechanisms 

Advanced gamification mechanisms are already available in the market, exploiting both users’ intrinsic and 

extrinsic motivation to be engaged with a product. MECANEX integrated solution can exploit those mechanisms 

so as to boost users’ trust to the integrated platform and engage them for a long-time period with the MECANEX 

provided services.  
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¶ IP network evolution 

The evolution of the IP network will provide the enhanced flexibility to the MECANEX integrated solution to 

fast deliver the multimedia content to the end users. 

¶ Security Improvement 

Enhanced security mechanisms already available in the market will support users’ privacy and information 

confidentiality regarding the usage of MECANEX integrated solution. 

¶ Increasing competitiveness will improve MECANEX toolkit leading to more advanced solutions as far as 

technology and addressing user demands are concerned. 

The competition will provide to the MECANEX consortium the opportunity to improve the provided services 

within the MECANEX integrated solution and better adapt to end users’ needs. 

5.4 Threats 

As mentioned above, threats are external factors that could jeopardize the MECANEX integrated solution. The 

main threats of MECANEX integrated solution are the following: 

¶ Limited Awareness & Unrealistic Expectations 

MECANEX consortium should be ready to confront problems and efficiently solve them, based on limited 

awareness of the market and possibly some unrealistic expectations of the market’s segment that was 

expected. 

¶ Existence of similar solutions at the time MECANEX is inserted into the market. 

One major threat of MECANEX integrated solution is the existence of similar solutions already having an 

important part of the market at the time MECANEX product is inserted into this market. The increasing 

competitiveness in this market, as it has been shown in this document, is a major threat as it could lead to 

difficulties in introducing the product into the market due to a bunch of almost similar solutions. 

¶ User privacy and information confidentiality 

MECANEX consortium should guarantee user privacy and information confidentiality during the login session, 

as well as during user’s interaction with the MECANEX integrated solution.  

¶ The product may not be able to achieve a sufficient degree of maturity to fulfil the requirements of the 

market before some of our competitors do. 
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The general threat of efficiently introducing the product to the market and being accepted by the future 

customers before some of our competitors do this with a similar product always exists. Thus, the appropriate 

market analysis, the knowledge of who we compete, who are our most intense and less intense competitors, 

the makers of substitute products, who are potential competitive entrants and what are their barriers to entry 

will limit this threat. 
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