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Abstract:	

This	master	thesis	here	is	venturing	into	the	realm	of	streaming	video	content,	namely	shows	and	

series,	that	would	normally	be	understood	as	content	for	television.	This	paper	goes	into	the	

realm	of	streaming	video	content,	in	an	attempt	to	understand	how	the	market	have	changed	in	

recent	years,	and	what	this	tells	us	about	the	future.		

	

The	understanding	sought	in	this	paper,	is	based	on	the	understanding	of	what	can	be	provided	to	

the	market,	and	what	the	consumers	want,	and	for	this	to	be	understand,	the	paper	will	provide	a	

limited	and	defined	market,	which	will	omit	some	parts	of	the	market,	to	analyze	the	motives	of	

the	actors	in	the	market.		

	

By	the	end	of	the	paper,	I	will	hopefully	be	able	to	provide	the	reader	with	plausible	prediction	on	

what	will	happen	in	the	market	in	future	years,	while	also	explain	the	current	shift	in	the	market,	

that	we	are	witnessing	these	years.		 	
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Introduction:	

Streaming.	This	word	can	be	argued	to	have	been	one	of,	if	not	the	most,	used	word	when	it	

comes	to	media	entertainment	in	this	century.	It	is	a	new	way	to	distribute	and	consume	different	

forms	of	entertainment	and	the	technology	have	made	it	possible	for	content	to	be	consumed	by	

a	connection	to	the	internet	at	any	given	place	and	device	(Zambelli,	A.	2013).	This	means	that	

content	is	more	on-demand	than	ever	and	the	music	is	no	longer	confined	to	radio	or	as	a	physical	

recording.	TV	shows	and	movies	can	be	watched	anywhere	and	when	as	long	as	the	technical	

demands	are	met.	This	in	turn	also	means	that	the	traditional	way	of	watching	TV	and	having	to	

follow	the	TV	scheduling	is	slowly	being	abandoned	by	the	viewers	in	favor	of	the	new	and	more	

convenient	method.	

	

This	paper	seeks	to	explain	the	market	shift	to	be	more	than	a	result	of	convenience	or	simply	

development	in	technology,	but	also	a	shift	that	is	happening,	as	a	result	of	such	changes	being	

possible	and	available	towards	consumers,	whom	might	have	sought	such	a	solution	for	an	

extended	period	of	time.		

	

The	paper	will	firstly	define	the	problem	and	the	research,	wished	to	be	undertaken,	before	

presenting	the	theoretical	framework	used	for	the	data	collected.	Thereafter	follows	and	

explanation	of	methodological	choices	and	science	philosophical	considerations,	before	the	

theoretical	framework	is	applied,	and	thereafter	the	thesis	will	conclude	upon	the	presented	

research	question	that	was	presented.	By	the	end	of	the	paper,	a	discussion	of	the	future	is	

outlined,	coupled	with	discussion	what	can	be	researched	in	the	future.		

	

Problem	Statement:	

The	statement	of	problem	for	this	thesis	that	I	intent	to	write	it	based	on	the	change	of	landscape	

in	media	consumption	market	that	have	arisen	since	the	new	millennium.	The	change	of	

technology	has	seen	a	change	of	distribution	in	almost	all	creative	industries	and	the	industry	of	

TV	consumption	is	no	different.	The	history	of	TV	consumption	has	been	through	turmoil	cause	by	

the	pirate	download	culture	of	the	internet,	but	as	streaming	took	over	in	the	industry,	Netflix	
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have	showed	to	be	able	to	create	success	in	the	transition	from	to	a	purely	streaming	based	

service	(Giletti	2012).	After	the	emerge	of	Netflix,	more	traditional	broadcasting	companies	have	

created	their	own	service	to	offer	their	product	in	the	form	of	internet	based	distribution,	which	is	

self-controlled.	This	thesis	will	set	out	to	investigate	how	a	company	can	bridge	the	transition	

between	providing	products	for	the	classic	TV	and	not	their	own	streaming	service,	and	how	to	

catch	up	with	the	already	successful	Netflix.	This	issue	that	is	investigated	in	this	paper	is	part	an	

issue	of	distribution	and/or	accessibility	and	part	content.	

	

With	streaming	services	being	paid	for	mostly	on	monthly	basis	and	and	access	from	most	devices	

that	can	provide	a	stable	internet	connection,	the	users	are	not	only	able	to	avoid	watching	

commercials,	but	also	pick	and	choose	the	content	they	are	watching	when	they	want	to.	This	is	in	

this	paper	considered	to	be	advantages	for	the	streaming	model	compared	to	the	more	traditional	

model	of	flow	TV.	The	problem	for	this	paper	is	the	before	mentioned	‘gap’	that	is	perceived	to	be	

between	the	first-mover	in	this	area,	Netflix,	and	the	traditional	TV	broadcasting	companies	that	

have	since	launched	their	own	platform	for	this	kind	of	service.	However,	one	should	note	that	the	

underlying	assumption	of	this	problem	statement	is	that	traditional	flow	TV	is	dying	and	that	

streaming	of	its	content	is	the	future	of	consuming	TV.	Therefore,	it	should	be	noted	that	this	

thesis	will	provide	insights	into	this	assumption	and	arguments	for	whether	it	can	be	considered	

relatively	true	enough	for	the	problem	statement	to	hold	relevance.		

Research	Question:	

The	research	question	that	this	paper	sets	out	to	investigate	is:	

How	is	the	future	of	television	streaming	changing	the	market	for	the	distributors	and	their	

consumers?	

	

The	intention	of	the	research	question	is	to	examine	the	dynamics	of	the	technological	

development	and	if	and	how	this	reflects	a	change	to	the	market	as	a	whole	and	what	it	means	for	

the	market.	Both	on	the	supply	and	demand	side	of	it.	The	study	of	this	is	meant	to	not	only	

highlight	what	the	development	means	for	the	market,	but	how	it	affects	production,	

consumption	and	furthermore	the	actors	in	the	market.	Subsequent	research	questions	are:	
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- How	is	the	market	for	traditional	TV	and	streaming	of	TV?	

- Which	platform	is	considered	the	leader	in	the	streaming	market?	

- What	are	the	market	followers	doing	to	catch	up?	

	

The	answers	to	the	research	conducted	for	these	questions	will	hopefully	serve	to	define	the	

changes	to	the	market	and	thereby	provide	for	a	managerial	understanding	of	future	strategy	to	

navigate	in	the	industry.	Not	only	in	the	sense	of	how	to	distribute,	but	equally	concerned	with	the	

content	distributed.	These	two	factors	combined	will	be	crucial	in	the	constant	moving	and	

intensifying	competition	for	the	consumers	and	the	role	as	market	leader.	As	this	paper	will	

present	the	empirical	evidence	that	more	actors	are	competing	for	market	shares	and	how	this	

affects	the	ability	to	provide	the	consumers	with	the	best	service.	

	

Theoretical	Framework:	

In	the	context	of	visual	media	broadcasting	the	theories	beforehand	on	this	subject	on	

digitalization	is	still	evolving	as	a	subject.	For	an	understanding	of	the	current	state	of	the	

theoretical	framework	in	this	field	and	former	research,	this	chapter	will	seek	to	examine	these	

theories	to	identify	the	research	field	and	map	the	research	of	this	paper	in	the	context	of	prior	

done	work.	This	will	introduce	the	theories	applied	for	this	research	paper	and	at	the	same	time	

highlight	potential	limitations	and	shortcomings	in	this	relatively	new	and	evolving	field	that	will	

lead	to	answering	the	research	questions	proposed	for	my	research.	

	

First	section	of	this	chapter	will	identify	and	define	the	TV	industry,	which	is	the	main	focus	of	the	

research.	Therefore,	it	is	crucial	for	the	research	limitations	to	frame	the	industry	of	the	

phenomena	of	streaming	content	that	have	followed	the	in	the	era	of	digitalization	and	

technological	advancements.	Understanding	the	industry	and	the	mechanics	of	it	is	necessary	for	

analyzing	and	discussing	the	development	of	said	industry	and	challenges	that	arise	with	such	

changes	of	fundamental	pillars	such	as	distribution.		

	

A	defined	understanding	of	market	structures	will	be	presented	afterwards	as	the	this	will	show	

the	development	this	market	has	been	undergoing	concerning	the	different	actors	which	is	
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operating	in	the	market.	The	underlying	market	structure	is	important	as	it	will	show	the	entry	and	

exit	barriers	for	such	operations,	which	is	only	further	proved	by	the	number	of	companies	in	the	

market.	The	difference	between	an	oligopoly	and	perfect	competition	market	structure	is	crucial	

for	analyzing	how	the	market	works	and	what	opportunities	there	is	for	both	the	seller	and	the	

buyer	in	the	giving	market.	The	technological	changes	to	the	market	can	also	heavily	influence	or	

change	the	structure	of	the	market.		

	

Second	theoretical	framework	is	the	information	economy	theory,	which	seeks	to	explain	the	

shifting	paradigms	in	the	technological	markets,	and	how	this	can	help	explain	the	actions	of	

companies	operating	the	market.		

	

Consumption	and	the	consumer	will	be	explained	and	outlined	as	to	what	it	means	for	the	relation	

between	production,	distribution	and	consumption	of	the	media,	and	what	the	consequences	of	

this	change	means	of	these	levels.	The	theoretical	framework	that	this	will	be	based	upon	is	the	

emerging	digital	market	and	information	economics.	

	

The	relation	between	theories	are	drawn	like	this	figure	1:	

	

	

	

The	streaming	market	

Market	Structure	

Consumer	Theory	

Information	Economy	Theory	
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Defining	the	streaming	market:	

To	understand	the	issue	that	is	at	the	core	of	this	thesis,	one	first	have	to	understand	the	TV	

market	and	the	ongoing	changes	of	it.	First	of	all,	we	will	need	to	understand	what	streaming	

actually	means.	It	is	the	process	of	transmitting	a	continuous	flow	of	audio	and/or	video	data,	

while	the	earlier	parts	of	said	data	is	being	used.	It	separates	itself	from	the	process	of	

downloading	data	by	being	consumed	at	the	same	time,	and	thereby	not	being	storaged	on	the	

used	device	for	the	consumption.	Streaming	therefore	refers	to	the	mean	of	delivering	content	

and	not	the	content	itself.	A	connection	to	the	internet	is	therefore	necessary	for	watching	

content	via	streaming,	whereas	for	downloading	the	internet	is	needed	for	the	getting	the	

content,	but	the	content	can	be	used	over	and	over	again	in	an	offline	state.	This	paper	is	

concerned	with	the	phenomenon	of	the	so	called	streaming	services,	which	is	referring	to	the	

companies	that	offer	the	market	a	service	of	watching	movies,	series	and	shows	using	streaming	

to	consume	the	content	in	exchange,	for	normally,	a	monthly	fee	(Zambelli	2013).	

	

This	paper	is	concerning	the	relatively	recent	rise	in	popularity	of	these	streaming	services,	which	

of	course,	is	driven	forward	mostly	by	technological	development	and	changes,	but	also,	and	more	

importantly	for	this	paper,	by	the	different	actors	using	such	technologies	to	provide	the	market	

with	their	services.	For	understanding	this,	we	will	need	to	define	what	kind	of	companies	is	

included	when	discussing	the	streaming	services	that	is	interesting	for	research	question	in	this	

paper.	The	obvious	early	mover	in	the	field	of	streaming	video	data,	is	youtube.com,	a	widely	

popular	website	for	uploading	and	streaming	content,	and	was	Dailymotion,	a	similar	service.	

However,	in	this	paper,	the	focus	will	be	more	on	businesses	which	operate	with	a	premium	

model,	meaning	that	you	pay	for	consuming	content,	which	is	professionally	produced,	rather	

than	watching	user-generated	content	for	free.	This	is	not	to	say	that	the	free	services	are	

irrelevant	for	the	market	or	does	not	matter,	but	this	is	a	question	about	limitation	for	the	scope	

of	this	paper.	A	much	bigger	(or	perhaps	several)	studies	could	be	done	about	these	services	

alone,	and	furthermore	about	how	they	influence,	interact	and	even	competes	with	the	more	

premium	market.		
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For	concerns	of	limitations,	this	paper	will	not	deal	with	all	the	different	streaming	services,	but	

rather	look	into	the	larger	ones,	the	bigger	actors	in	the	market.	Furthermore,	a	limitation	will	be	

done	in	order	to	make	the	research	more	Eurocentric,	while	at	the	same	time	attempting	to	

acknowledge	that	the	market	is	still	huge	in	the	USA	and	that	some	of	the	bigger	actors	in	the	

market	do	have	international	networks	that	they	are	a	part	of,	operating	in	Europe	as	subdivisions.	

Such	actors	would	be	Netflix	and	HBO	for	example,	and	Discovery	Networks	have	opened	a	

streaming	service	in	their	Scandinavian	operations.	Another	big	actor	on	the	premium	streaming	

market	in	Denmark	is	the	Swedish	owned,	Scandinavian	operating	company,	Viasat,	owned	by	the	

Modern	Times	Group	(MGT).	In	this	paper	the	most	important	actors	on	the	market	will	be	

considered	the	four	big	ones,	DPlay	(owned	by	Discovery	Networks),	ViaPlay	(owned	by	MTG),	

HBO	Nordic	(owned	by	HBO	in	America,	operating	for	as	streaming	service	in	Scandinavian),	TV	2	

Play	(the	only	streaming	service	provided	by	TV	2,	a	Danish	commercial	broadcasting	company)	

and	Netflix	(a	company	operating	internationally,	originally	started	out	as	a	movie	rental	service)	

(Rodrigues	2017).	

	

As	we	are	using	the	Danish	market	as	an	example,	and	arguing	for	similar	structures	on	other	

markets	when	discussing	the	market	situation	currently	unfolding.	This	thesis	will	now	discuss	

these	four	market	actors,	but	before	that	the	paper	then	discusses	the	other	players	and	their	

impact	briefly.	When	using	the	Danish	market	for	the	example,	one	of	the	most	important	actors	

are	the	Danish	Broadcasting	Corporation	(or	DR	for	short).	Being	a	public	service	corporation	they	

supply	the	market	with	both	radio	and	television,	and	they	are	too	over	several	years	adopting	to	

the	streaming	market,	having	both	live	television	and	radio	available,	as	well	as	a	selection	of	their	

programs	available	for	streaming	afterwards.	The	principal	mean	of	funding	for	DR	is	through	the	

media	license,	but	they	also	supplement	their	income	with	commercial	activities	(Agency	for	

culture	and	palaces,	2917).	As	the	means	of	DR	are	currently	in	discussion,	a	government	party	

have	also	put	forward	the	concept	for	‘DanFlix’	as	a	new	solution	for	Danish	public	service	

(Stensdal	2018).	Recent	research	shows	that	DR	are	a	huge	actor	on	the	Danish	media	market,	but	

at	the	same	time	the	future	for	the	corporation	is	uncertain.	And	for	the	purpose	of	the	paper,	

while	acknowledging	their	importance	and	influence	on	the	market,	by	being	public	service,	it	is	

not	part	of	the	commercial	market,	that	is	the	focus	of	this	paper.	
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For	us	to	understand	the	market,	we	will	have	to	examine	the	actors	that	this	paper	considers	to	

be	among	the	important	actors	currently.	The	first	of	these	being	Netflix,	the	company	that	was	

amongst	the	first	actors	to	can	onto	the	streaming	market.	Netflix	was	launch	in	1998,	but	as	a	

movie	rental	service	through	mailing,	but	in	2007	decided	to	start	the	change	towards	delivering	

the	movies	directly	to	the	computer	of	the	customer.	The	reason	for	this	was	the	competition	

provided	by	companies	such	as	Apple	and	Amazon	who	provided	digital	solutions	for	acquiring	

movies.	Starting	out	more	limited	than	the	version	we	see	today,	the	model	of	subscription	was	

the	same	as	today,	paying	a	monthly	fee	for	access	thought	limited	to	six	hours	of	streaming	per	

month	with	a	digital	library	consisting	of	1000	movies	at	the	time.	Starting	as	a	movie	service,	the	

second	most	interesting	fact	about	Netflix	outside	of	being	amongst	the	first-movers	using	the	

digitalization	of	media	to	deliver	the	content	as	stream,	is	that	it’s	bigger	impact	was	on	the	

market	for	Television.	TV	shows	and	series	a	taken	up	more	of	their	offerings.	This	fact	and	their	

catalogue	will	be	unpacked	further	when	discussion	market	structures	for	the	streaming	services	

(Rodrigues	2017).	However,	the	crucial	impact	that	Netflix	had	on	the	television	market	was	their	

ability	to	attract	viewers	away	from	regular	flow	TV	and	towards	the	on-demand	streaming	

services,	which	can	in	turn	be	argued	to	have	causing	the	declining	viewer	numbers	for	flow	TV,	

especially	for	viewers	under	55	years	the	numbers	for	viewing	have	been	steadily	declining	since	

2010	(Birk	and	Gregorr	2017).	

	

In	relation	to	the	thesis,	the	actors	that	is	in	focus	are	all	companies	that	are	still	broadcasting	

television	and	are	traditionally	broadcasting	companies,	that	are	moving	towards	the	streaming	

market,	while	still	maintaining	their	traditional	operation	for	the	Danish	TV	market.	Meaning	that	

they	are	operating	a	dual	distribution	model,	supplying	both	streaming	and	flow	TV,	but	their	

mean	of	production	does	not	necessarily	mean	they	have	to	change	their	production	methods,	as	

the	markets	will	often	be	supplied	with	the	same	products	(the	TV	shows	and	series).	The	

exception	to	this	will	be	HBO	Nordic,	the	streaming	service	launched	by	the	American	satellite	

television	network,	and	is	mostly	known	for	the	operations	in	Denmark	concerning	TV	for	kids,	

namely	Cartoon	Network	and	Boomerang.	HBO	Nordic	is	the	streaming	service	operating	in	Nordic	

countries	for	HBO,	and	also	offering	the	consumers	with	products	from	other	American	operators	

such	as	Showtime,	AMC,	FX,	Hulu	and	more.	The	service	was	launched	in	2012	and	is	most	notable	
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for	their	real	time	premiers	of	the	popular	networks	series	such	as	Game	of	Thrones,	Vikings,	Twin	

Peaks	and	other	original	content.	In	opposition	to	the	phenomena	of	‘binge-watching’1.	Mostly	

due	to	the	fact	that	the	content	is	made	for	their	television	scheduling.	

	

The	three	other	actors	discussed	in	this	paper	then	is	largest	commercial	broadcasting	companies:	

TV	22,	Viasat3	and	Discovery	Networks4	which	all	three	have	launched	their	streaming	services	and	

this	seems	like	necessary	operational	steps	towards	the	future.	The	three	services	of	similar	

concepts,	but	looking	at	their	operational	levels	and	what	is	offered	for	the	consumers.	All	of	them	

offers	movies,	TV	shows,	TV	series	and	sport.	TV	2	Play	however,	also	offers,	for	an	extra	monthly	

fee,	to	watch	their	live	channels,	and	ViaPlay	does	have	a	free	platform	called	ViaFree,	where	a	

rather	limited	offering	is	accessible	in	exchange	for	watching	commercial	break	before,	in	the	

middle	and	after	the	showing.	At	first	glance	these	three	streaming	services	are	therefore	

competing	against	each	other	the	same	way	on	both	television	and	the	streaming	market.	The	

positioning	ergo	is	much	like	their	traditional	positioning,	which	makes	sense	as	they	will	try	to	

keep	their	regular	consumers,	just	crossing	distribution.	A	large	part	of	their	selling	point	is	sports,	

especially	regarding	ViaPlay	and	DPlay,	which	both	use	their	showing	rights	for	football	

tournaments	to	lure	consumers	in.	To	a	point	where	the	showing	rights	for	the	bigger	European	

leagues	are	shared	between	them,	as	Viasat	bought	the	showing	rights	and	sold	on	50%	of	them	

to	Discovery	Networks.	Also	meaning	that	they	broadcast	all	games	shared	on	the	streaming	

services.	This	points	towards	how	important	the	viewing	numbers	for	football	is,	and	can	be	said	

to	be	a	unique	selling	point	for	them,	as	they	hold	the	showing	rights	exclusively	in	Denmark,	

something	that	the	other	services	cannot	compete	with.		

	

Figure	2	showing	what	is	in	focus	of	the	paper,	and	what	was	omitted	due	to	limitation:	

																																																								
1	Binge-watching	refers	to	the	concept	of	extensive	consumption	of	TV	series,	often	several	
episodes	of	the	same	show.		
2	Launched	2004	under	the	name	TV	2	Sputnik.	TV	2	Play	as	of	2012.	
3	Launched	in	2011	as	ViaPlay,	and	integrated	to	the	digital	department	of	MGT	in	2014.	
4	Launched	as	NUTV	in	2006,	relaunched	as	DPlay	in	2015.		
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Market	Structures	for	streaming	services:	

What	is	market	structures	and	how	does	these	affect	the	different	companies	and	how	they	act.	It	

is	also	important	to	understand	how	the	structures	of	the	market	can	be	influences	by	the	

consumers	and	vice	versa.	This	part	here	is	therefore	dedicated	to	the	explaining	of	market	

structure	and	what	it	means	in	the	context	of	the	paper.	The	market	structures	are	explanatory	for	

entry	and	exit	barriers	and	theirs	effect	on	the	competition	levels.	When	using	the	term	market	

structures,	one	will	mainly	refer	to	one	of	four	states	of	market	competition.	It	all	comes	down	to	

supply	and	demand.	The	four	types	of	market	structures	are	perfect	competition,	monopolistic	

competition,	monopoly	and	oligopoly.	The	market	structures	are	characterized	by	the	difference	

in	numbers	of	suppliers,	the	barriers	to	enter	the	market	and	the	level	om	competition	that	exist	

in	the	market	(Salvatore	2012).	A	quick	review	of	the	market	structures	is	that	the	perfect	

competition	is	happening	when	the	market	has	a	significant	number	of	suppliers,	stretching	

towards	infinitive,	that	supplies	the	market	with	a	homogenous	product	that	is	based	on	price	

competition,	in	a	market	with	perfect	elastic	demand	and	no	entry	barriers.	This	structure	is	

however	only	a	theoretical	construction	and	does	therefore	par	definition	not	apply	to	the	

Focus	of	the	thesis,	the	
commercial	streaming	services:	

- Netflix	
- Viaplay	
- HBO	Nordic	
- TV	2	Play	
- DPlay	Public	Service:	DR	

Future	competition:	
Amazon	
Disney	

Telephone	service	
providers	and	other	
stakeholders	moving	
into	the	market.	

Omitted	services:	
C	More	

Dansk	Filmskat	
Min	Bio	

Blockbuster	
Youtube	

SF	Anytime	
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streaming	service	market.	Second	market	structure	is	the	monopolistic	competition,	characterized	

with	consisting	of	only	one	supplier	to	the	market,	giving	the	supplier	the	power	of	price	setting	in	

their	unique	product.	In	this	market,	the	entry	barriers	are	varying	from	extremely	high	towards	

completely	blocked,	leading	to	a	supernormal	profit.	Thirdly	we	can	talk	about	oligopoly,	a	

structure	of	the	market	that	is	run	by	a	small	number	of	firms	that	control	the	majority	of	the	

market.	In	this	market	the	entry	barriers	are	high	and	require	costly	investments	(Salvatore	2012).		

Lastly	we	have	the	monopolistic	competition	structure,	which	is	based	on	many	producers	that	

offers	a	product	or	service	that	are	differentiating	from	one	another,	by	for	example	branding	or	

quality,	so	that	the	products	or	services	cannot	be	substituted.	In	this	market	structure	the	

consumers	will	perceive	that	there	is	no	difference	in	price	for	the	products	or	services	that	are	

offered.	In	this	market	the	entry	barriers	are	low	(Salvatore	2012).	

	

Applying	this	framework	to	the	thesis	focus,	one	can	try	to	argue	one	of	two	things.	Either	that	the	

streaming	market	is	an	example	of	monopolistic	competition,	or	more	rightly,	one	can	argue	it	is	

an	oligopoly.	The	reason	for	this	outlining	is	that	on	first	glance,	the	monopolistic	competition	

does	have	a	lot	of	similar	traits	as	we	see	with	the	streaming	market.	We	can	observe	that	several	

the	market	have	several	suppliers,	whom	are	competing	to	differentiate	themselves	by	branding	

or	quality,	so	that	the	services	cannot	be	substituted.	Most	streaming	services	will	be	more	or	less	

in	line	with	each	other	price	wise	to	stay	competitive.	However,	the	monopolistic	competition	

exhibit	low	entry	barriers,	which	is	not	a	trait	of	the	streaming	services.	The	entry	barriers	for	

streaming	services	will	be	significant	high	for	initial	investment.	Not	only	does	such	a	service	

require	investing	into	a	user	friendly	platform,	available	on	several	devices,	including	constant	

maintenance.	And	that	is	just	on	the	technological	side.	Costlier	though,	is	the	content	provided.	

Content	is	always	coming	with	a	price,	be	it	the	showing	rights	for	any	live	event,	mostly	applying	

when	discussing	sports,	or	else	content	can	be	produced.	Either	by	paying	for	the	license	to	show	

already	produced	content,	and	then	renewing	the	license	when	needed	or	let	it	expire.	Otherwise	

a	company	can	pay	for	having	the	content	produced/co-producing,	which	is	providing	the	benefit	

of	the	company	owning	the	copyrights	for	said	production	themselves,	thereby	owning	the	

content.	But	all	of	this	is	cost,	and	to	be	considered	as	a	high	entry	barrier,	meaning	that	the	

market	structure	of	the	streaming	service	market	is	an	oligopoly.	It	is	not	a	farfetched	claim	to	
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consider	the	streaming	service	market	to	be	an	oligopoly,	in	fact	there	are	several	claims	that	

much,	if	not	all,	of	media	industries	are	considered	oligopolies.	A	claim	a	much	large	study	could	

be	conducted	upon,	and	what	this	means.	Something	that	will	be	touched	upon	later	in	this	paper.	

	

The	argument	that	the	streaming	services	are	operating	in	an	oligopolistic	market,	is	not	absurd,	

but	also	not	obvious	either.	It	can	easily	be	argued,	when	considering	the	market	to	be	limited,	as	

described	in	to	focus	for	this	paper,	but	this	is	without	considering	the	public	service	aspect,	and	

free,	freemium5	and	premium	streaming	services	that	also	exists.	These	sort	of	conditions	breaks	

the	oligopoly,	and	creates	for	more	competitive	market,	as	an	oligopoly	can	result	in	some	form	of	

collusion,	that	can	be	reducing	competition,	while	increasing	prices	for	the	consumers,	as	a	market	

with	few	suppliers,	they	will	likely	be	aware	of	the	actions	of	one	another	(McChesney	2008).	As	

with	much	else,	we	should	not	take	the	theoretical	model	as	undeniable,	considering	that	to	have	

it	fit	into	the	case	of	the	Danish	streaming	market,	we	would	have	to	exclude.	On	the	other	hand,	

it	is	understandable	that	a	model	concerning	the	commercial,	competitive	markets	will	be	difficult	

to	apply	towards	a	market	that	is	mixed	with	commercial	entities,	a	commercial	entity	with	some	

form	of	public	service	commitment,	an	entity	with	dedicated	to	public	service	and	other	entities,	

that	operates	differently,	but	still	are	part	of	the	same	market.	There	is	reason	to	criticize	the	the	

theory,	but	it	is	also	possible	to	adapt	and	understand	the	shortcomings	of	applying	it	to	the	

market,	especially	as	this	paper	rather	would	focus	on	the	larger	commercial	entities	that	operates	

on	the	market.	And	the	market	structure	would	also	differ	from	country	to	country,	and	even	

scaling	upwards	to	a	larger	combined	market,	even	more	so	when	we	consider	that	the	suppliers	

to	these	markets,	often	are	bound	towards	national	copyright	restriction	of	licensed	products.	A	

complication,	which	is	also	further	investigated	in	the	paper.	

	

Information	Economy	theory:	

It	would	be	rather	negligent	to	do	research	in	the	field	of	technological	changes	and	their	effects,	

without	outline	the	theoretical	framework	of	information	economic	theory,	which	is	the	field	

concerned	with	economic	phenomenon’s,	primarily	but	not	only,	takes	place	within	the	sphere	of	

																																																								
5	Freemium	refers	to	the	business	model,	which	consists	of	two	levels:	The	basis	level,	which	is	
free,	and	the	premium	level,	which	is	paid.		
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the	internet	and	technology.	This	thesis	is	observing	a	phenomenon	that	is	currently	taking	place,	

a	transition	in	the	market	and	is	causing	uncertainty	regarding	where	to	the	market	is	developing	

and	who	will	be	the	major	suppliers	in	the	future.	We	are	currently	living	in	the	period	that	brings	

the	still	relevant	and	somewhat	current	market	into	the	future,	and	we	are	observing	the	markets	

co-existing,	with	the	assumption	that	one	will	be	the	future	over	the	other,	but	one	could	also	

assume	that	the	future	will	bring	a	new	governing	to	the	market.	It	is	not	impossible	to	imagine	

that	a	new	set	of	rules	will	be	introduced	as	the	market	grows.	Information	economies	are	

differentiating	themselves	by	the	ability	to	make	copies	at	close	to	zero	cost,	which	is	contrary	to	

the	physical	goods	industry,	whereas	production	of	copies	can	become	much	more	expensive	

(Shapiro	and	Varian	1999).	In	relation	to	video	media	this	is	very	important	to	keep	in	mind,	as	the	

first	production	of	a	movie	or	TV	show	and	it’s	like	can	be	knowledge	intensive	and	a	much	costly	

process.	However,	even	when	making	physical	copies,	it	is	much	less	expensive	to	copy	the	

product	than	the	initial	production.	But	this	cost	of	copying	is	reduced	to	zero	when	the	product	is	

digitalized	instead,	as	the	digital	copying	is	costless.	This	is	a	major	change	in	cost	structure	to	the	

producer	and	the	consumer	and	this	will	be	further	extended	and	applied	to	that	analyzing	

chapter,	with	regards	to	stakeholder,	consumers,	governing	and	market	dynamics	(Arthur	1994).		

	

Consumers	and	the	content:	

The	research	question	is	twofold	in	the	sense	that	it	does	not	only	care	about	one	side	of	the	

market,	but	aims	to	understand	both	sides	of	the	commercial	market,	the	supplier	and	the	

demand	side,	e.g.	the	companies	and	the	consumers.	Therefore,	another	theoretical	framework	

for	analyzing	should	be	presented,	as	we	will	need	to	understand	the	consumer	side	of	the	

market.	The	companies	operating	as	businesses	will	always	strive	to	make	rational	decisions	in	

order	to	make	profit	to	stay	in	business.	The	consumers	do	not	have	to	think	like	this.	This	chapter	

will	present	and	identify	models	for	consumer	analysis,	which	will	be	lacking	both	qualitative	and	

quantitative	research	as	this	thesis	is	no	undergoing	any	field	work.		

	

According	to	Østergaard	and	Jantzen	(2000)	the	field	of	consumer	research	has	evolved	from	

assigning	mechanical	instinct	driven	buying	behavior	as	the	most	important	perspective,	towards	

contributing	factors	as	symbolic	consumption	and	identity	construction.	Consumers	today	may	not	
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only	choose	their	product	based	on	one	indicator	such	as	price,	performance	or	quality.	Now,	

more	highly	involved	consumers	can	be	analyzed	and/or	described	based	on	an	information	

processing	perspective.	The	information	processing	perspective	claims	that	the	interaction	

between	the	consumer	and	the	influence	of	the	environment	is	a	constant	process	where	the	

consumer	creates	a	set	of	beliefs	and	attitude	towards	the	environment.	The	information	

processing	perspective	assumes	that	the	consumer	seeks	a	balance	between	their	attitude	and	

beliefs	and	the	actually	environment	in	order	to	avoid	cognitive	conflict.	The	idea	of	symbolic	

consumption	is	not	new	per	se,	as	Levy	in	1959	claimed	that	“people	buy	products	for	what	they	

mean”	and	that	“things	people	buy	are	seen	to	have	personal	and	social	meanings”	both	

statements	indicates	symbolism	in	the	consumer	choice	of	products	(Levy	1959).		

	

In	a	society	with	increasing	abundancy	of	products,	the	consumer	can	use	the	product	symbolism	

to	reinforce	one’s	own	image	or	concept	of	self.	The	consumer	does,	as	said	earlier,	no	longer	only	

determine	their	purchases	on	function	or	price,	but	on	a	several	other	factors.	The	paradigm	of	

the	symbolic	consumption	theory	is	that	the	paradigm	is	founded	on	the	notion	that	society	is	a	

product	of	humanity,	and	that	society	is	objective	reality.	And	man	is	a	social	product.	This	means	

that	our	society	and	the	way	in	which	we	understand	it	is	largely	subjective	and	a	social	

construction.	This	can	be	interpreted	as	meaning	that	everything	is	symbolic	and	we	derive	

meaning	from	these.	One	can	argue	that	our	society	and	the	way	we	experience	it	is	constructed	

and	based	on	symbolic	understanding	that	we	are	raised	to	understand.	But	we	have	to	remember	

that	reality	is	still	independent	from	us,	though	we	can	construct	meaning	in	it,	we	are	still	

creatures	of	nature	from	birth.	We	are	though	living	in	a	society	of	consumption,	ingrained	in	us	

from	early	life	stages,	and	consumption	can	then	be	used	to	express	one’s	opinion	and/or	self-

created	image.	The	connection	between	consumption	and	identity	is	categorized	by	the	

involvement	of	the	consumer	presented	by	Kleine	et	al	1995:	

- Affiliation:	possessions	reflect	connection	with	other	

- Autonomy:	possessions	reflect	independence,	uniqueness	and	self-control	

- Life	Narratives:	possessions	are	used	to	achieve	a	“personal	museum”	

- Temporal	change:	Acquiring	or	discarding	a	facet	of	identity	

- Stability	management:	Maintaining	a	facet	of	identity	
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Possessions	can	play	into	a	single	or	several	of	these	categories,	depending	on	individual	

consumers’	self-image,	but	products	can	also	be	discarded	for	reasons	of	not	fitting	into	the	self-

image	of	the	individual.	

	

The	issue	with	this	theory	is	of	course	that	we	have	entered	a	new	era	of	digitalization	and	

economy.	While	Kleine	et	al	had	some	valid	claims	of	what	the	individual	is	considering	when	

consuming,	but	the	new	market	has	changed	how	we	consider	purchasing	and	consumption.	The	

consumer	does	no	longer	purchase	a	movie	or	music	in	physical	form	to	own	it,	and	be	able	to	

display	this.	TV	is	not	consumed	in	the	same	way	by	watching	it,	and	scheduling	when	you	have	to	

watch	a	TV	series	or	show	to	be	able	to	discuss	it	the	next	day,	thereby	validating	your	identity	in	

social	context.	When	discussion	streaming	and	consumers,	the	platform	used	is	becoming	as	

distinguished	as	the	product	viewed	on	these	platforms.	And	the	product	is	no	longer	owned,	but	

‘rented’	for	a	monthly	fee.	This	can	even	be	limited	by	national	boarders,	due	to	copyright	

legislation.	The	consumer	is	now	rather	paying	for	being	able	to	have	access	to	the	product,	

meaning	that	it	is	easier	to	switch	quickly,	there	is	less	ownership	but	also	less	loyalty	in	the	

market.	The	competition	is	thereby	increased	as	the	customers	will	more	often	than	not	choose	

the	better	supplier.		

	

Methodology:	

This	part	of	the	paper	is	reserved	for	the	research	design,	methodology	and	data.	The	main	point	

of	this	is	to	reflect	on	the	issues	of	relation	between	data	and	theory	and	whether	data	is	collected	

in	order	to	build	or	rather	test	the	theories.	The	understanding	of	the	research	and	the	method	of	

the	research	is	linked	with	the	understanding	of	the	nature	of	reality	hold	by	the	researcher.	This	

thesis	is	seeking	to	understand	the	shifting	market,	created	by	the	emergence	of	the	digital	market	

for	video	consumption.	It	is	aiming	to	seek	out	the	understanding	of	what	will	happen	to	the	older	

actors,	and	how	they	are	interacting	with	the	new	actors	on	the	market.	Furthermore,	how	the	

consumers	react	to	this.	The	implication	is	that	this	thesis	attempts	to	be	of	more	predicting	

nature	rather	than	of	descriptive	nature,	by	explaining	the	what	has	happened	to	change	the	

former	state	of	the	market,	and	then	understand	the	changes,	to	better	aim	to	predict	what	will	

happen.	By	being	of	explanatory	and	predicting	design,	the	paper	will	rely	on	the	chosen	theory	to	
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analyze	and	explain,	and	therefore	the	information	is	automatically	theory	infected.		One	will	have	

to	be	critical	of	the	theoretical	approach	chosen,	in	order	to	try	to	counter	this	(Andersen,	et	al	

1988).		

	

The	overall	methodology	is	documentary,	rather	than	being	based	on	field	work	consisting	of	

observations	or	interviewing.	This	was	not	the	original	plan,	but	rather	a	consequence	of	the	

reality	of	empirical	data	gathering.	The	market	is	currently	indeed	keeping	tight,	as	the	different	

market	actors	are	all	in	the	situation	of	positioning	themselves,	and	therefore	have	very	little	

interest	in	information	sharing.	Meaning	that	a	documentary	approach	to	the	data	used	in	the	

paper,	provides	a	more	objective	research	by	keeping	all	data	at	arm’s	length,	in	an	attempt	to	

avoid	bias	by	being	more	entangled	in	some	data	than	other.	Besides	that,	there	is	the	issue	of	the	

unknown.	Preliminary	research	disclosed	a	rather	significant	amount	of	industry	people,	who	

either	were	unwilling	to	share	information,	as	it	was	part	of	corporate	strategy,	or	people	simply	

did	not	know	about	the	future	of	the	market.	As	of	current	time	of	writing,	even	though	the	

market	has	been	in	transition	and	emergence	for	a	few	years	now,	and	tendencies	are	starting	to	

reveal,	there	still	exists	a	significant	amount	of	uncertainty	concerning	where	to	the	market	will	

settle.		

All	this	uncertainty	and	aims	to	predict,	means	that	one	should	be	aware	that	there	is	no	existence	

of	one	essential	truth,	but	rather	within	the	realm	of	interpretations.	As	the	paper	is	concerned	

the	future	one	cannot	rely	on	any	objective	truth,	and	any	analysis	will	be	influenced	by	my	own	

interpretations	of	data.	The	object	will	be	for	the	reader	to	understand	my	process	of	reasoning	

and	how	the	conclusions	were	reached,	even	though	any	other	reader	might	would	reach	another	

conclusion,	the	importance	should	be	that	how	this	paper	reach	its	conclusions	should	be	

apparent	for	the	reader.		

	

As	mentioned,	this	paper	will	consist	of	data	gathered	from	journals,	library	databases,	annual	

reports,	financial	statements	and	internet	news	media	dedicated	to	handling	such	subjects.	Such	

news	outlets	have	been	researched	extensively	and	read	up	upon	to	gather	insight	of	their	

reliability,	and	an	understanding	of	their	interpretations	of	news,	while	also	reading	the	same	

news	from	different	sources.	The	most	obvious	weakness	of	using	desk	research	rather	than	
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gathering	data,	is	that	the	data	is	given,	and	the	thesis	therefore	does	not	contribute	with	any	new	

knowledge	that	the	reader	would	be	unable	to	gather	themselves.		

	

Acknowledging	Limitations	and	personal	bias:		

Any	research	conducted	can	never	be	rid	of	bias,	and	personal	values,	and	therefore	it	is	in	the	

interest	of	the	researcher	to	disclose	these,	to	have	them	made	explicit	(Andersen,	et	al	1988).	

Concerning	the	streaming	market,	I	would	consider	myself	biased	in	two	ways.	Firstly,	I	am	an	

admirer	of	the	concept	of	digital	consumption	of	video	content,	however,	I	also	dislikes	on-

demand	watching,	unless	it	is	for	binge-watching	purpose.	On-demand	requires,	in	my	opinion,	

the	user	to	actively	make	a	choice	just	to	watch	anything,	which	in	my	view	is	not	a	service	for	me.	

I	rather	option	to	put	on	a	flow	of	content,	that	have	been	put	together	in	a	sequence,	by	people,	

with	more	knowledge	in	such	field	than	I	hold.	My	other	bias,	which	is	of	more	concern,	is	that	

with	regards	to	the	issues	media	industries	have	experienced	with	piracy,	I	hold	the	point	of	view	

that	piracy	is	emerged	more	of	a	failing	by	business	on	the	supply	side,	than	a	direct	wish	by	the	

demand	side	to	steal.	Obviously	I	am	not	condoning	any	breaking	of	the	law,	or	stealing	the	

product	of	anyone’s	labor,	but	I	do	believe	it	was	a	result	of	inability	to	serve	the	market,	in	a	

timely	fashion,	due	to	fear	of	actually	growing	and	developing	the	business.	There	I	also	gladly	

welcome	the	streaming	services,	as	I	believe	they	are	what	many	of	those	conduction	piracy	was	

hoping	for.		

Philosophy	of	Science:	

This	chapter	of	the	paper	will	explain	the	research	philosophy,	which	is	crucial	to	the	research	as	it	

is	about	the	rational	and	assumptions	of	how	the	researcher	views	the	world.	It	is	about	the	

relationship	between	knowledge	and	the	process	of	how	this	is	developed	(Saunders	et	al.,	2008).	

Therefor	I	intent	to	use	this	chapter	to	outline	the	ontological	and	epistemological	standpoint,	of	

which	I	have	taken	for	my	research.	The	reason	that	the	philosophical	aspect	is	of	such	importance	

to	the	research,	is	that	it	discloses	the	logic	and	rational	of	the	author	of	the	research.		
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Ontological	Standpoint:	

When	discussing	ontology	and	one’s	standpoint	concerning	this,	we	will	have	to	remember	that	

ontology	is	polarized	between	realism	and	idealism.	This	implies	that	one	can	either	believe	that	

reality	can	exist	independently	of	our	perception	of	it,	the	realistic	approach.	One	the	other	hand,	

one	can	also	believe,	like	idealism,	that	reality	only	consist	of	our	constructions,	that	makes	up	

reality.	Being	rather	forward,	it	will	quickly	become	clear	that	believing	in	a	reality	where	

everything	is	a	result	of	our	construction	is	a	position	cannot	be	confirmed,	as	the	argument	

against	it	is	never-ending.	For	how	can	such	an	assumption	be	true,	when	the	assumption	is	

constructed	on	a	former	constructed	argument,	and	so	on,	and	therefore	the	polarized	idealism	of	

the	ontology	is	infinite	regress.	Meaning	that	it	is	impossible	to	argue	for	the	idealistic	assumption	

of	reality	only	existing	by	our	social	construction	of	it.	Realism	on	the	other	hand	is	impossible	to	

claim	is	wrong,	as	we	cannot	falsify	the	claim	that	reality	is	existing	independently	of	our	

perception.	Therefore,	it	is	only	possible	for	this	paper	to	perceive	the	reality	as	realism,	and	not	

matter	what	is	perceived	as	phenomenon	in	the	research,	would	still	be	happening	independently	

of	the	research’s	perception	(Hinz	2016).		

	

Epistemological	Standpoint:	

As	with	the	ontological	standpoint,	the	epistemological	discussion	is	also	polarized.	In	this	case	it	is	

polarized	between	positivism	and	anti-positivism.	The	polarized	discussion	is	here	about	

knowledge,	and	how	much	knowledge	one	is	able	to	acquire.	The	positivistic	claim	is	that	all	

knowledge	can	be	acquired,	and	objectively.	On	the	opposite	of	this	claim	is,	of	course,	the	claim	

that	we	can	never	for	sure	know	anything.	In	the	case	of	the	epistemological	standpoint,	it	is	

rather	easy	to	logically	outline	why	neither	of	the	two	poles	are	sustainable	positions	to	hold.	Over	

the	course	of	time,	we	are	able	to	gather	a	fairly	significant	amount	of	objective	knowledge,	

however,	it	is	hard	to	argue	that	we	are	physically	built	to	ever	be	able	to	know	and	perceive	

everything	there	is	to	know,	and	it	is	to	be	considered	that	it	is	impossible	to	know	all.	The	

opposite	claim	of	anti-positivism,	that	we	can	never	fully	know	anything	anything	is	quickly	

exposed	to	be	a	false	claim,	as	we	can	never	know	that	we	can	never	know	anything,	if	we	do	not	

know	anything.	The	argument	is	once	again	infinite	regress,	and	therefore	rejected	(Hinz	2016).		
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It	is	now	established	that	we	cannot	hold	a	polarized	standpoint	in	the	epistemology,	as	both	of	

these	are	rejected	as	irrational	positions.	There	is	then	the	position	of	moderate	positivism	or	

moderate	anti-positivism,	which	are,	as	the	name	tells	us,	more	moderated	versions	of	the	poles,	

but	in	therefore	more	viable	and	rational,	as	they	do	not	assume	complete	knowledge	or	lack	of.	

The	moderate	view	of	positivism,	called	neo-positivism,	is	arguing	for	knowledge	being	

accumulated	through	the	course	of	evolution	and	our	constant	strive	to	gather	knowledge	from	

our	perception	of	reality	and	from	this	shape	theories	and	models	of	reality,	and	thereafter	test	

these.	Gathering	of	knowledge	is	therefore	close	related	to	our	evolution	as	humans.	This	leaves	

us	now	with	the	moderate	anti-positivism,	the	interpretivism,	which	is	the	standpoint	taken	in	this	

paper,	concerning	the	motives	of	people.	The	notion	that	any	person	has	a	motive,	only	known	to	

themselves,	and	analyzing	any	phenomenon	also	requires	the	research	to	understand	the	motive	

of	the	actors	involved,	in	the	hopes	to	present	probable	reason	of	action	(Hinz	2016).		

Analysis:	

As	this	paper	is	concerned	with	the	commercial	market	of	streaming	services	in	(mainly)	Denmark,	

and	how	the	actors	are	positioning	themselves	in	order	to	stay	competitive	for	the	current	

climate,	but	more	so	for	the	future.	Therefore,	this	part	of	the	thesis	is	dedicated	for	presenting	

data	gathered	and	thereafter	analyzed	through	the	framework	of	the	theories	presented	earlier	in	

this	paper.	This	is	done	for	the	purpose	of	answering	the	research	questions	asked	by	the	paper,	in	

the	attempt	of	making	predicting	conclusions	of	what	the	future	holds	for	the	streaming	markets,	

and	the	predicted	dominance	of	the	such	a	distribution	platform.	

	

The	streaming	market	structures	and	the	competition	for	market	shares:	

During	the	analysis	of	the	streaming	market	and	for	our	understanding	of	who	is	the	current	

leader,	this	paper	will	go	through	each	of	the	determined	actors	on	the	market,	to	further	analyze	

their	standings	on	the	market,	what	they	offer	e.g.	their	unique	selling	points	(UPS)	and	how	they	

arrived	on	the	Danish	market.	This	without	neglecting	the	importance	and	influence	hold	by	the	

actors	omitted	by	this	analysis,	but	rather	a	question	about	the	thesis	aiming	to	analyze	on	a	more	

even	market,	meaning	that	the	streaming	services	used	in	the	paper	is	perceived	to	somewhat	

offer	similar	products	in	for	the	market,	with	the	exception	that	like	mentioned	before,	some	of	
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the	actors	offer	traditional	flow	TV	too.	This	is	somewhat	the	heart	of	the	thesis,	as	these	are	

currently	considered	to	be	ones	trying	to	catch	up	with	the	emerged	market,	while	still	

maintaining	their	relations	with	the	old	market.	

	

Netflix:	Netflix.com:	this	first	of	the	actors	in	the	market.	One	of	the	first	actors	to	recognize	the	

demand	for	digitalized	video	media,	and	have	steadily	move	further	in	the	market	since	2007.	One	

of	the	more	significant	ways	to	highlight	the	growth	of	Netflix	over	the	years,	is	the	capital	

allocated	towards	operating	their	media	library.	By	the	launch	of	the	subscription	based	digital	

movie	service,	Netflix	spent	an	approximate	of	40	million	dollars	to	both	invest	in	the	technology	

to	allow	for	the	service	to	exist	and	cover	cost	of	licensing	fees	for	the	streaming	titles.	This	

number	shrinks	next	to	the	6	billion	dollars	that	Netflix	had	allocated	for	for	content	in	2017.	

According	to	surveys	in	2017	(Recordere.dk	2017),	Netflix	is	also	the	supreme	market	leader	for	

streaming	services	in	Denmark.	One	can	argue	that	Netflix	holds	strong	unique	selling	positions,	

but	most	of	all,	they	might	have	gained	great	traction	by	their	ability	to	predict	the	way	of	the	

market,	and	therefore	moving	first,	becoming	a	public	first-mover.	They	thereby	quickly	gained	

name	recognition	from	the	consumers	as	the	streaming	service	and	trust	by	public.	

Netflix	might	also	be	claimed	to	be	the	actor	behind	the	idea	that	the	traditional	flow	TV	is	dying.	

As	mentioned	earlier	in	the	thesis,	Netflix	intended	to	continue	as	a	movie	rental	company,	

operation	with	a	modern	business	model.	They	managed	to	show	ability	to	adapt,	when	it	became	

clear	that	the	streaming	market	demanded	series	as	content	instead.	So	while	Netflix	continues	to	

grow	in	subscription	numbers,	they	are	also	facing	much	fiercer	competition	in	the	market	today,	

then	they	did	when	they	moved	into	the	market.	Even	on	the	Danish	market.	While	they	enjoy	the	

benefit	of	the	first	mover	effect	and	the	affiliation	that	comes	with	that	from	the	consumers,	their	

actual	biggest	asset	they	offer	is	their	international	operation.	Netflix	operate	under	the	same	

platform	all	over	the	world,	meaning	that	your	subscription	allows	you	to	use	the	service	

anywhere	in	the	world,	with	different	content	due	to	national	licensing	agreements.	Most	other	

services	however	are	not	even	able	to	offer	access	outside	of	the	country,	or	regional	area	of	

operation,	as	the	do	have	any	licensing	agreements	outside	of	their	area	of	operations.		
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Netflix	will	also	be	under	the	pressure	from	the	high	entry	barriers	in	the	oligopolistic	market	

competition.	The	cost	has	been	high	to	enter,	through	licensing	of	product	offerings,	technological	

expansions	and	maintaining	the	platform,	while	attempting	to	build	up	the	business	to	the	point	

of	profitable	operation.	The	disadvantage	with	the	licensing	of	products,	is	the	short	term	

ownerships,	negotiations	for	renews	and	that	Netflix	does	not	own	the	product	they	offer.	The	

point	about	renewing	the	license,	is	that	while	competition	is	growing	on	the	market,	negotiations	

can	become	more	complicated	and	expensive	(Epstein	2016).	While	the	competition	on	the	

streaming	market	is	low,	the	copyright	owners	have	less	buyers	for	a	license	agreement,	but	as	the	

competition	grows,	the	owner	can	be	able	see	demand	for	the	licenses	increase	(Trainer	2017).	

This	type	of	issues	can	be	more	occurring	as	Netflix	grows	bigger,	but	faces	more	competition,	and	

there	Netflix	have	increased	the	numbers	of	original	content	over	the	years,	with	a	target	to	be	

able	to	offer	50%	of	the	overall	content	and	original	production	by	the	end	of	2018	(Statt	2017).	

This	will	not	only	be,	of	course	one	might	say,	a	huge	increase	in	cost	of	operating	initially,	but	it	

will	also	provide	Netflix	with	more	stability,	lower	cost	of	operation	in	the	long	run,	and	make	

them	more	distinguished	from	their	competitors.	The	danger	of	this	strategy	is	that	Netflix	will	

over	time	lose	their	titles	that	holds	familiarity	with	the	consumers,	risking	to	distancing	them	over	

time.	Netflix	also	for	better	or	worse	are	marked	by	the	phenomenon	of	binge-watching	were	the	

user	consumes	large	amount	of	episodes	of	the	same	show	in	a	short	window	of	time.	This	is	often	

shown	by	new	seasons	of	series	that	arrives,	notable	example	is	the	Netflix	show:	House	Of	Cards.	

This	is	especially	for	consumers	who	participates	in	a	culture	to	avoid	spoilers6	on	the	internet	or	

in	real	life.		

	

HBO	Nordic:	dk.hbonordic.com:	HBO	Nordic	is	the	streaming	service,	which	represents	the	

American	cable	network	on	the	Scandinavian	market.	HBO	Nordic	is	a	service	that	consists	mostly	

of	content	from	the	network	itself	or	their	partners	that	they	license	through.	From	their	

catalogue	of	content	offered,	the	most	interesting	and	most	marketable	as	UPS	is	original	content,	

with	high	popularity.	Most	notable	in	this	era	is	the	hit	show,	Game	Of	Thrones,	which	is	highly	

popular	and	owned	by	Netflix,	showed	during	season	on	a	weekly	basis.	This	show	especially	has	

been	targeted	by	internet	piracy	over	the	years	for	the	market	outside	of	US	television	to	watch	as	

																																																								
6	Story	plots	or	ending	being	revealed	to	a	person	who	is	yet	to	see	it	themselves	is	called	spoilers.	
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fast	as	possible	(Andrews	2017).	To	counter	this	issue,	HBO	Nordic	releases	each	episode	of	their	

own	content	at	the	same	moment	it	is	released	to	the	market	worldwide,	disregarding	difference	

in	time	zones.	This	is	undoubtedly	one	of	the	biggest	strength	of	this	particularly	actor	on	the	

market.	The	disadvantage	for	HBO	Nordic	is	that,	like	most	streaming	services,	they	offer	a	one-

month	trial	period	for	free,	before	a	consumer	has	to	commit	to	the	monthly	subscription	model.	

Meaning	that	when	their	shows	airs	in	season,	this	can	be	exploited	be	the	consumers	that	only	

needs	the	service	for	a	short	period	to	watch	the	newest	episodes.		

	

For	reasons	mentioned	in	last	paragraph,	this	paper	considers	HBO	Nordic	to	be	one	of	the	

weakest	streaming	services	in	the	market,	but	acknowledges	that	there	is	a	plausible	chance	that	

HBO	is	less	interested	in	being	market	leader	in	Scandinavia,	but	rather	uses	the	service	from	a	

strategic	standpoint.	The	argument	put	forward	for	this	is	that	HBO	might	have	less	interest	in	

actually	becoming	the	biggest	actor	in	the	market,	but	rather	wants	to	combat	piracy	issues	for	

their	original	productions.	It	can	be	considered	to	be	the	main	reason	for	the	presence	in	the	

market,	but	they	do	also	pose	larger	potential,	than	that,	which	they	might	intent	to	realize	in	the	

future.	As	a	fair	note	in	this	discussion,	one	should	know	that	they	are	actually	a	bigger	actor	on	

the	Norwegian	market,	than	ViaPlay	is	(Ladingkær	2017).	They	also	recently	revealed,	like	Netflix	

did,	that	they	are	aiming	to	position	themselves	as	a	commercial	service	to	compete	with	the	

public	service	station	DR,	while	planning	more	HBO	Nordic	original	content	in	the	future	

(Ludvigsen	2017).	A	strategy	used	by	other	streaming	services,	that	involves	to	firstly	gain	market	

recognition	before	supplying	the	market	with	original	content	made	exclusively	for	the	streaming	

service,	as	they	are	not	the	first	ones	to	gain	market	share	before	doing	so.	Netflix	an	example	of	

this.	Going	by	the	content	and	method	of	release,	one	will	also	notice	that	HBO	Nordic	is	offering	a	

more	social	realistic	content,	with	an	intent	to	watch	the	content	with	more	case,	rather	than	the	

form	of	quick	consumption	in	the	form	of	binge-watching.		

	

ViaPlay:	Viaplay.dk	and	viafree.dk:	ViaPlay	is,	as	described	earlier,	the	streaming	service	of	one	of	

the	three	big	commercial	television	companies	in	the	Danish	market.	Their	streaming	service	

includes,	just	like	HBO	Nordic	and	Netflix,	an	arrange	of	movies	and	series.	That	is	the	service	at	its	

pure	premium	form,	but	at	the	same	time	they	also	offer	additional	service	for	their	sports	rights.	
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The	TV	rights	for	showing	different	sports	can	often	be	expensive,	and	especially	the	TV	rights	for	

showing	football	in	Europe.	The	English	league	tournament	cited	as	highly	expensive	for	the	rights	

holders	in	England,	whom	licenses	out	to	the	rest	of	the	world.	The	newest	TV	deal	in	England	

represented	an	increase	for	three	season	of	showing	in	70%.	The	rights	went	from	a	cost	of	3	

billion	pounds,	increasing	to	5,1	billion	pounds	from	the	2016-2017	season	(BBC	2015).	Exclusive	

showing	rights	for	such	popular	sports	are	very	attractive,	as	they	are	unique	selling	points	for	the	

holders	of	these	rights.	Consumer	access	to	these	rights	therefore	cost	more	for	the	users	of	the	

streaming	services,	but	also	gets	them	the	live	showing	of	rights,	and	in	the	Danish	market,	the	

rights	for	the	English	Premier	League	and	other	football	leagues	are	split	between	two	companies	

for	the	TV	showings,	but	the	streaming	services	of	these	two	companies’	shares	the	rights	

(Discovery	Networks	Danmark	2015),	meaning	that	the	consumers	only	need	a	subscription	to	one	

of	the	two	services’	sport	subscription	to	gain	access	to	the	whole	viewing	rights.	

	

ViaPlay	is	to	be	considered	a	strong	actor	in	the	market,	considering	they	are	the	second	largest	

commercial	streaming	service	in	Denmark.	Their	competitive	position	is	in	their	sport	showing	

rights,	but	also	by	their	ability	to	combine	their	TV	series	showing	on	both	flow	TV	and	streaming.	

Supplying	the	market	with	both	whole	seasons	of	content	for	watching,	and	at	the	same	time	

premiering	new	episodes	on	their	service.	They	have	a	lot	of	strong	selling	points,	while	they	have	

also	ventured	into	the	realm	of	producing	original	content	exclusively	for	the	service.	They	also	

operate	in	the	dual	market	for	the	same	sort	of	product	for	flow	TV	and	streaming,	which	means	

that	they	can	use	their	original	productions	intended	for	flow	TV,	and	have	it	cross	over	to	the	

streaming	market.	ViaPlay	also	hold	the	position	of	affiliation	relation,	for	better	or	worse,	with	

the	Scandinavian	market,	being	a	Swedish	founded	corporation,	with	a	history	in	Scandinavian,	

and	a	focus	only	on	their	market.	They	also	hold	a	strength	of	position	by	operating	a	‘free’	

streaming	service,	where	the	consumer	‘pays’	by	watching	the	commercial	spots	that	are	put	into	

the	streams.	This	service	holds	a	catalogue	of	both	foreign	shows	and	Viasat	original	content,	that	

can	be	watched	by	with	no	registration.	Thereby	Viasat	seems	presence	on	several	distribution	

platforms,	which	gives	them	the	possibility	of	maximizing	profits	in	their	operations.		
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DPlay:	Is	the	service	operated	by	the	Scandinavian	division	of	the	Discovery	Networks.	Like	ViaPlay	

they	offer	the	normal	premium	service	and	for	an	additional	fee,	the	consumer	can	gain	access	to	

the	sport	package.	The	biggest	difference	in	the	sports	package	that	DPlay	offer	compared	to	the	

one	ViaPlay	offers,	is	the	cup	competitions	they	offer.	While	the	football	league	rights	are	shared,	

the	European	cup	competitions	are	not.	And	in	this	case,	DPlay	offers	the	Europa	League,	and	

ViaPlay	offers	the	Champions	League	competition.	The	Champions	League	is	viewed	as	more	

glamorous	and	offers	often	a	range	of	the	historical	big	football	clubs,	that	are	able	to	attract	the	

viewers.	Europa	League	though	are	more	likely	to	host	Danish	teams	in	it,	with	more	likelihood	for	

them	to	progress	further.	All	things	considering,	the	difference	between	which	of	the	viewing	

rights	are	more	lucrative,	can	be	difficult	to	be	precise	about,	one	can	assume	that	that	over	time	

the	Champions	League	rights	are	more	profitable	in	the	long	run,	as	the	Europa	League	rights	can	

be	more	volatile.	A	strong	selling	point	for	DPlay	concerning	sport	rights	in	the	Danish	market	

however,	is	the	rights	to	show	the	games	played	by	the	Danish	national	team.		

	

Looking	further	into	what	DPlay	offers	as	a	streaming	service	it	seems	clear	that	they	are	hoping	to	

appeal	to	the	same	market	that	watches	their	flow	TV,	by	seemingly	trying	to	cross	over	their	

regular	programs	on	an	on-demand	streaming	platform.	Amongst	the	described	actors	on	the	

market,	one	can	consider	DPlay	amongst	the	weakest	in	the	competition	in	its	current	state.	

Despite	Discovery	Networks	only	are	performing	slightly	worse	than	Viasat	are	on	the	market	for	

flow	TV	(Birk	and	Gregor	2017),	they	seem	to	perform	considerably	worse	on	the	streaming	

market,	to	a	point	where	the	service	is	not	even	showing	up	as	an	entity	on	a	survey	conducted	on	

streaming	services	in	Denmark	(Recordere.dk	2017).	Their	presence	in	the	Danish	market	much	

lower	than	their	competition,	and	it	is	hurting	their	profile	that	most	viewer	will	have	no	reason	

for	switching	away	from	ViaPlay	for	sport	viewing.	However,	it	is	also	the	last	ones	from	the	actors	

discussed	to	launch	the	platform	in	the	current	form,	meaning	that	it	can	be	argued	that	the	

platform	is	still	in	a	starting	up	phase,	trying	to	gain	market	presence,	before	putting	more	effort	

into	the	marketing	and	developing	of	products.		

	

TV	2	Play:	Forside.play.tv2.dk:	The	Danish	broadcasting	company	TV	2	are	the	biggest	commercial	

actor	on	the	traditional	flow	TV	market,	with	are	range	of	channels	targeting	different	target	
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groups	of	age	and	gender.	While	offering	films	and	series,	the	service	most	notable	difference	

between	TV	2	Play	and	their	competition	is	that	they	have	the	additional	priced	service	of	offering	

live	flow	TV	streaming.	Offering	their	channel	range	to	be	viewed	on	the	app	instead,	thereby	

offering	their	consumers	to	bypass	the	normal	TV	channel	package.	Each	of	the	two	packages	also	

differs	in	price	on	whether	the	consumers	want	to	be	rid	of	all	commercials	or	allow	for	

commercials.	This	is	different	from	the	other	services,	whom	have	ridden	the	services	of	

commercials	due	to	the	price	of	the	monthly	subscription	fee.	While	TV	2	Play	offers	the	possibility	

of	having	commercials	present	or	not,	enables	them	to	have	a	large	range	in	prices	than	the	other	

services	can.	Thereby	differentiating	themselves	not	only	by	their	product	offer,	but	also	their	

price	offers.	Content	wise,	they	seem	however,	like	DPlay,	to	offer	mostly	the	same	shows	that	

they	broadcast	on	flow	TV,	thereby	appealing	to	the	same	consumers	they	have.	This	decision	is	

more	rational	in	this	case,	as	they	are	the	largest	commercial	provider	on	the	flow	TV	market.		

	

While	TV	2	Play	is	built	on	a	name	with	recognition	and	a	potential	large	viewing	base,	they	have	

the	weakness	by	seemingly	concentrate	on	their	strengths	from	the	flow	TV	market,	and	one	can	

argue	that	is	those	strengths,	which	are	being	challenged	in	this	new	market	(Birk	and	Gregor	

2017).	TV	2	Play,	seems	to	be	in	a	place,	where	they	either	have	been	caught	in	not	being	able	to	

catch	the	interest	from	consumers	early	on,	while	obviously	they	are	not	exploiting	full	potential,	

compared	to	their	traditionally	market	position.	However,	we	will	be	wise	in	remembering	that	

the	positions	claimed	in	this	paper	regarding	market	positions	in	the	streaming	market,	are	based	

on	surveys	and	not	actual	subscription	numbers,	as	they	remain	undisclosed.		

	

Alternative	competition	and	the	rise	of	new	ones:	

This	paper	urges	the	reader	to	remember	and	acknowledge	that	the	services	that	was	presented	

here,	only	are	but	a	few	big	actors,	and	does	not	represent	the	whole	market.	DR	is	still	according	

to	surveys	a	strong	competitor	and	holds	a	popular	position,	also	amongst	the	younger	audience.	

YouTube	is	also	not	to	be	underestimated,	especially	amongst	the	young	audience	and	the	

audience	that	are	committed	to	the	Do-It-Yourself	(DIY)	culture.	YouTube	is	also	an	actor	with	

room	to	grow,	and	holds	a	strong	position	when	moving	into	the	future	markets.	They	are	ready	

for	more	digitalization,	and	is	owned	by	Google,	which	can	provide	the	backing	if	necessary.	
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Furthermore,	is	the	streaming	service	C	More	still	small,	but	also	at	a	significant	enough	size,	to	be	

considered	a	serious	competition	(Recordere.dk	2017).	Especially	at	an	unsettled	market.	All	of	

these	actors	are	even	before	going	into	telecommunication	companies,	where	some	are	acting	as	

strategic	partners	and	some	are	starting	to	dabble	in	the	spheres	where	they	could	soon	be	

considered	competition.	In	relation	to	subscription	numbers	and	the	market	for	streaming	

services,	some	strategic	alliances	can	be	considered	very	crucial,	and	maybe	even	more	so	in	the	

future.	Such	a	phenomenon	is	seen	with	the	telephone	service	provider,	Telmore	

(Telmore.dk/telmoreplay),	whom	are	offering	an	abonnement	for	your	phone,	that	not	only	

includes	talk,	texting	and	data,	but	also	includes	streaming	services	as	part	of	the	package.	And	

part	of	this	package	is	HBO	Nordic	and	TV	2	Play,	an	interesting	partnership,	which	makes	the	

Telmore	subscription	more	attractive,	while	also	helps	boost	subscription	for	those	services,	

helping	them	gain	traction	and	establishment	in	the	market.	Such	partnership	might,	be	a	way	of	

entry	to	the	market	in	the	future.		

	

Information	Economic	Theory	in	the	streaming	market:	

The	main	focus	of	the	thesis	is	at	the	core	of	it,	concerned	with	change	from	an	old	known	market,	

towards	a	new	emerging	market.	One	can	say	that	the	transition	holds	the	key	to	assessing	the	

challenges	that	market	actors	will	be	facing.	While	we	are	currently	in	this	transition,	proved	by	

that	relatively	large	streaming	market,	the	biggest	difference	that	is	changing	in	the	new	market,	is	

accessibility	to	the	product.	This	chapter	is	less	concerned	with	the	actors	themselves,	and	more	

concerned	with	the	market.	For	how	a	company	should	react	on	such	a	newly	emerging	market,	

assuming	theoretical	perfect	foresight,	one	would	have	to	go	through	following	aspects	(Kleine	

1995):	

- Competition	

- Stakeholders	of	the	market	

- Market	regulation	

- Consumers	

- Dynamics	of	the	market	

These	are	the	different	aspect	that	should	be	considered	for	understand	the	market	changes,	and	

will	be	outlined	during	this	chapter.		
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On	the	aspect	of	competition,	the	issue	is	concerning	evidence	for	the	ability	to	predict.	A	

corporation	cannot	be	able	to	handle	changes,	if	there	is	no	evidence	of	changes	to	react	to.	But	in	

this	case	of	video	streaming,	a	corporation	could	not	claim	that	there	was	no	evidence	to	react	to,	

concerning	changes.	According	to	Arthur	(1994)	the	actors	will	become	hyper-sensitive	when	they	

pick	up	on	small	accidental	events	that	may	decide	the	future	market,	and	the	hyper-sensitivity	is	

focused	towards	the	effects	of	the	small	events	in	the	emerging	market.	One	will	also	have	to	

remember	that	the	digitalization	of	media	market	was	already	ongoing	in	the	music	industry,	

when	the	technology	caught	up	with	the	video	market,	allowing	for	streaming.	Another	way	to	

keep	focus	on	the	small	changes	in	the	market,	is	to	focus	on	the	stakeholders	in	the	industry.	

Such	stakeholders	can	be	the	affected	by	issues	such	as	we	saw	downloading	created,	which	was	a	

hurting	the	physical	market	for	video	media.	An	example	for	this	of	this	is	how	Netflix	noticed	how	

the	market	was	changing	and	acted	upon	it.		

	

Secondly	the	aspect	of	stakeholders	in	the	market.	Several	stakeholders	are	involved	in	the	

market,	some	are	able	to	affect	the	market	more	than	others,	while	others	will	be	less	affected	by	

the	changes.	Stakeholders	such	as	production	companies	are	less	affected	by	the	changes,	as	their	

contribution	to	the	market	is	not	directly	connected	to	the	changes	of	distribution	and	

consumption.	One	can	claim	that	some	productions	will	start	to	gear	more	towards	binge-

watching	market,	delivering	in	content,	which	is	easier	consumed	in	such	a	manner.	Stakeholders	

affected	by	these	are	changes	are	potentially	also	electronic	device	producers	and	others	involved	

in	the	technological	side	of	the	platforms,	meaning	app	development	for	the	devices	to	be	used	

for	watching.	Stakeholders	also	the	copyright	holders,	whom	are	seeing	a	new	way	of	profiting	

from	already	produced,	and	in	some	cases	old	content,	as	licensing	have	opened	up	new	

distribution	options,	meaning	reselling	the	product.	The	information	economy	is	here,	how	this	

can	be	done,	with	no	new	arising	cost,	as	the	production	is	free	to	copy	and	redistribute	due	to	the	

digitalization.		

	

Thirdly	we	are	concerned	with	market	regulations.	The	only	regulations	that	is	discussed	

concerning	the	streaming	market,	is	mostly	connected	to	breach	of	copyrights.	An	issues	that	most	
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entertainment	industries	have	been	fighting,	especially	over	the	course	for	those,	which	have	

been	digitalized,	such	as	TV	programs,	movies,	and	music,	and	video	games.	To	this	extent	is	the	

streaming	services	a	market	function	to	fight	this,	as	streaming	can	be	more	convenient	rather	

than	having	to	download	the	content	before	watching	it.	However,	this	can	be	practical	if	

connection	to	the	internet	is	more	scarce	(Giletti	2012).		

	

As	a	fourth	aspect	is	the	consumer	aspect	that	is	to	be	considered	is	the	consumer	part	of	the	

market.	The	consumers	are	an	important	aspect	of	any	business,	as	with	no	buyers,	the	businesses	

cannot	go	on.	With	new	technology	in	many	modern	industries,	the	consumers	tend	to	favor	

standardization	in	technologies	and	products	offered.	When	possible,	competition	becomes	more	

stable	and	therefore	pricing	and	supply	is	more	effective.	The	users	moved	towards	the	new	

emerging	market	due	the	effectiveness	and	standard	such	as	Netflix	were	able	to	supply,	as	the	

technology	paired	with	the	internet,	made	streaming	a	feasible	option	for	users,	optioning	the	

digital	solution	as	it	were	able	to	deliver	the	users	with	steady	content	of	good	enough	quality	to	

satisfy	the	market.	The	pricing	set	by	the	services	were	able	to	convince	users	that	the	vast	

product	range	made	it	more	practical	to	have	access	to,	rather	than	pay	for	the	physical	products	

that	you	own,	yet	have	to	pay	for	the	physical	production	and	distribution.		

	

Finally,	we	delve	on	the	aspect	of	market	dynamics.	The	information	economy	is	to	different	

degrees	influenced	by	the	network	effects,	which	in	some	cases	can	be	very	strong	for	a	given	

technology	or	product	in	the	economy.	But	in	practice	it	can	be	difficult	and	complicated	to	value	

the	networks,	and	to	fully	exploit	the	commercial	value	of	it.	The	theories	on	network	effects	and	

path	dependency,	are	important	to	keep	in	mind	when	analyzing	digital	markets.	Furthermore,	

should	general	economic	theory	also	be	applied,	and	caution	shall	be	applied	equally,	when	

analyzing	and	predicting	how	the	outcome	will	be.	Often	such	predictions	will	range	between	

difficult	to	impossible,	which	form	of	technologies	will	win	and	become	dominant	in	the	end.	

Therefore,	this	thesis	is	also	caution	with	suggesting	that	flow	TV	is	dying	out,	but	rather	

convinced	that	it	is	more	the	distribution	of	it,	that	is	changing,	but	not	per	definition	the	

scheduling	and	as	we	see	it	today	with	flow	TV.	In	terms	of	market	dynamics,	there	is	every	chance	
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still	that	the	market	decides	to	settle	in	between	the	traditional	flow	TV	and	the	on-demand	

service	of	streaming.		

	

Consumer	theory	in	the	streaming	market:	

In	this	part	of	the	paper,	we	will	look	further	into	the	theory	of	consumer	behavior,	and	link	it	to	

the	market	of	video	media	consumption.	Using	the	earlier	presented	framework	of	of	Kleine	et	al	

(1995).	The	five	aspect	of	this	were,	affiliation,	autonomy,	life	narratives,	temporal	change	and	

stability	management.	These	aspects	were	in	relation	to	modern	consumption,	in	which	symbolic	

consumption	is	considered	of	importance.	Considering	that	the	subject	of	consumption	in	this	

paper	in	visual	media,	and	digital	kind	that	is,	the	consumption	is	based	on	choice	of	content	and	

distributor.	However,	we	the	symbolic	consumption	is	still	valid	in	this	case,	as	streaming	in	a	lot	

of	way	were,	and	still	is	to	some	degree,	representing	a	more	modern	form	for	consumption,	

signaling	being	modern	technological,	and	being	free	from	the	traditional	ways	of	media	

consumption,	which	is	more	rigid	than	the	on-demand	services.	We	will	further	analyze	how	the	

modern	consumer	can	be	making	their	choice	of	streaming	service,	based	on	the	degrees	of	

involvement.		

	

According	to	Kleine	et	al	(1995),	people	are	universally	motivated	to	establish	and	keep	a	personal	

identity,	which	is	different	from	the	one	of	other,	in	other	words	seeking	autonomy.	But	at	the	

same	time	people	are	motivated	to	have	interpersonal	connection,	which	they	also	use	to	define	

themselves.	Possessions	can	in	other	words	be	used,	to	reflect	this	autonomy,	if	said	possessions	

shows	to	distinguish	the	person	for	one	reason	or	another	in	some	form.	At	the	opposite	can	can	

be	said	about	possession	for	showing	affiliation.	But	no	matter	whether	the	possessions	are	meant	

to	show	affiliation	or	autonomy,	it	is	about	the	identification	of	the	person	in	the	center.	In	

relation	to	the	streaming	services,	it	can	be	argued	that	this	duality	is	also	the	case.	The	choice	of	

streaming	service	can	show	affiliation	towards	an	interpersonal	connection,	by	being	part	of	a	

streaming	unity.	This	is	especially	highlighted	by	choosing	the	same	service	as	one’s	peers,	so	one	

can	join	into	discussion	about	the	series	or	shows	being	aired,	binge-watching	these	and	join	

conversation	or	discussion	about	these	straight	afterwards.	In	this	sense	streaming	services	can	

show	affiliation	for	interpersonal	connection,	but	it	can	also	show	autonomy,	be	chosen	a	
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different	one	then	others	have	chosen,	to	gain	access	to	different	products	than	one’s	peers	might	

have.	Of	course	it	is	not	impossible	or	difficult	to	have	access	to	several	services,	which	could	also	

be	argued	as	a	sign	of	autonomy.		

	

Second	aspect	of	the	modern	consumer,	is	concerned	with	life	narratives	of	the	consumer.	Life	

narratives	are	about,	but	not	limited	to	the	individuals	understanding	of	itself.	The	understanding	

of	past	selves	that	are	discontinued,	and	the	past	selves	that	still	continues,	and	of	future	selves	

that	might	occur.	The	tension	is	in-between	stability	to	the	self,	or	change	to	the	self,	which	is	

being	another	self-development	motivator.	This	facet	of	consumption	connected	to	the	self,	will	

often	be	understood	in	relation	to	concrete	material	objects.	Acquiring	such	objects	can	be	used	

to	keep	a	personal	‘museum’,	providing	a	feeling	of	belonging.	Material	objects	can	also	be	

signaling	the	beginning	of	becoming	something	the	individual	desires.	In	the	same	way	can	

disposing	of	something	signal	the	changing	of	the	individual	by	letting	go.	While	these	arguments,	

mostly	relates	to	material	goods,	the	argument	for	this	to	relate	in	the	case	of	streaming	services,	

is	present.	A	change	in	how	the	consumer	watches	TV	is	easy	to	understand	can	be	applied	to	the	

understanding	of	if	the	individual	is	wanting	a	change	or	wanting	to	keep	stability.	The	change	can	

be	represented	by	the	modern	individual	rejecting	and	disposing	of	the	traditional	ways	of	TV,	and	

by	that	also	rejecting	the	notion	of	being	sat	in	front	of	the	screen,	at	predicated	time	slots,	rather	

at	one’s	own	convenience.	While	the	addition	or	rejection	of	the	streaming	market,	can	also	be	

chosen	be	the	wish	to	still	maintain	stability,	as	some	consumers	might	enjoy	the	traditional	

stability	centered	around	TV	habits,	which	might	also	happen	to	fit	into	the	traditional	daily	

routine.		

	

Concluding	on	the	analysis:	

The	market	structure:	

In	the	Danish	streaming	market,	several	actors	are	seen	established,	while	others	are	seemingly	

just	operating.	The	difficulty	of	this	market,	is	that	some	of	the	actors	are	relatively	speaking	in	the	

beginning	of	their	establishment,	and	by	using	the	actors	who	are	in	more	advanced	stages	as	a	

predictor,	we	can	assume	in	some	way,	that	their	projected	development	will	follow	same	path	as	
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those	who	are	more	advanced.	We	can	then,	if	we	assume	this,	speculate	that	some	of	the	actors	

does	consider	the	market	to	still	be	in	a	state	of	uncertainty.	The	market	is	still	yet	to	be	decided,	

and	the	level	of	competition	is	high,	even	when	limiting	it	to	those	companies	mentioned,	and	if	

one	was	to	include	the	whole	market,	with	all	its	actors,	we	realize	a	highly	competitive	market,	

which	still	is	to	settle.	This	is	also	complicated	more	by	differentiating	between	those	who	still	

wants	some	of	the	more	traditional	elements	of	flow	TV,	most	notably	sport	viewing,	and	then	

those	who	would	rather	just	use	streaming	as	on-demand	for	series	and	movies,	when	convenient	

for	the	user.	It	is	a	complicated	market,	with	several	offers,	while	some	seem	almost	completely	

possible	to	substitute,	depending	almost	on	moot	and	current	taste	in	the	offers.	There	is	also	

little	to	no	reason	for	loyalty	in	the	market	from	a	customer	point	of	view,	as	the	streaming	

services	offer	one-month	trial	period	for	free,	and	there	is	no	binding	period	for	the	subscriptions,	

except	for	paying	at	least	a	month	at	the	time.	There	still	is	also	quite	uncertainty	of	how	these	

subscriptions	will	be	bought	in	the	future,	and	with	as	many	possibilities	as	the	market	holds	

currently,	becoming	part	of	bundles	such	at	Telmore	offers,	might	be	a	way	of	survival	in	the	long	

run,	even	though	it	can	be	the	be	too	costly	profit	wise	too.	There	is	no	doubt	though	that	the	

future	is	uncertain,	that	investments	and	financial	toughness	might	be	keys	to	survival.		

	

Information	Economics:	

The	information	economic	theory	tells	us	that	several	aspects	and	interest	are	to	be	considered	

when	analyzing	changes	and	trying	to	understand	and	predict	these	changes	in	the	technology	

based	markets.	We	are	taught	to	be	aware	of	changes,	no	matter	how	small,	as	such	changes	over	

the	course	of	accumulation	can	be	changing	for	the	environment	of	the	market,	and	focused	

sensitivity	should	be	displayed	as	a	company,	not	only	on	internal	markets,	but	also	equally	

important	to	keep	tabs	on	the	external	environment,	for	the	ability	to	adapt.	It	is	crucial	to	

understand	the	small	changes,	and	be	prepared,	but	to	avoid	blindly	trusting	any	analysis	

predicting	in	certainties,	as	this	will	most	likely	be	impossible.	The	era	of	digitalization	is	in	many	

ways	just	begun,	therefore	our	understanding	of	the	changes	might	not	even	be	close	to	correct	at	

this	point.	Future	analytical	research	about	these	changes,	might	prove	that	the	understanding	we	

have	of	the	market	now,	only	is	for	a	stage	of	transition	onwards	to	the	next	stage	and	level,	which	

will	come	with	new	technology	provided.	Even	the	music	industry,	that	have	been	going	through	
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digital	changes	for	longer,	is	might	not	even	at	the	settled	stage	of	its	development	yet,	and	

therefore	our	understanding	that	we	built	upon	to	understand	the	past,	in	order	to	make	a	

plausible	prediction	for	the	future,	is	all	wrong,	and	our	underlying	assumption	are	off	base.		

	

Consumer	theory:	

The	consumer	theory	for	the	streaming	market,	is	about	the	modern	consumer	and	how	

consumption	is	less	about	practicality	or	function	or	price,	but	also	a	symbolic	social	action	in	how	

consumption	is	undertaken.	Discussing	about	symbolic	consumption	and	how	the	individual	makes	

choices	of	consumption,	which	is	defining	for	how	the	consumer	identifies	itself.	The	importance	

of	this	is	to	understand	what	kind	of	consumer	chooses	streaming,	while	disposing	of	flow	TV,	why	

some	are	still	balancing	the	two,	and	what	consumers	might	prefer	to	put	off,	moving	towards	the	

streaming	market,	for	as	long	as	the	market	allows	it.	Choices	are	made	out	of	concerns	for	way	of	

self-identification,	and	so	is	also	the	case	when	it	comes	to	choosing	to	become	involved	in	newer	

technology	and	adapt	to	this.	Therefore,	also	explaining	the	lack	of	streaming	activity	for	the	age	

group	above	the	age	of	55	years.		

	

Conclusion:	

The	research	question	that	started	this	thesis,	were	concerned	with	how	the	the	future	of	the	

television	market	is	going	to	be,	both	for	consumers	and	for	the	distributors	on	the	market.	There	

is	no	doubt	that	the	market	is	changing,	and	what	the	consumers	wants	from	the	market	is	not	the	

same	as	it	used	to	be.	Competition	is	increasing	as	the	market	structures	are	shifting	from	a	more	

closed	market	of	flow	TV	and	its	suppliers,	towards	a	market	with	more	players,	operating	in	the	

same	sphere,	but	with	different	means,	different	and	often	overlapping	target	groups,	but	also	a	

somewhat	confused	consumer	market,	with	different	demands,	and	that	might	be	consumers,	

who	are	yet	to	exactly	know	what	the	market	can	offer,	and	how	consumption	is	going	to	behave.		

In	short,	the	market	is	uncertain.	I	do	not	think	that	be	stressed	enough.	It	is	a	high	cost	market,	

that	is	yet	to	settle,	and	neither	supply	side	or	demand	side,	are	yet	to	realize	what	is	to	come.	The	

issue	from	a	consumer	perspective,	is	that	the	higher	the	competition	is	on	the	market,	the	more	

the	range	of	offers	become	split.	Which	is	a	reason	for	the	increased	interest	in	investment	
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towards	original	content,	as	more	actors	on	the	market,	means	that	those	who	used	to	be	

distributed	through	licensing,	might	want	to	keep	their	copyrights	exclusive	and	move	into	the	

market	themselves.	This	only	leads	towards	are	more	distorted	market	with	offers,	and	more	

confusion.	If	the	development	goes	towards	such	a	scenario,	it	will	most	likely	lead	to	a	market	

which	is	becoming	overloaded	by	the	product	offers,	and	the	constant	investment	into	original	

content	that	will	most	likely	make	for	companies	giving	up,	or	going	into	venture	of	strategic	

partnerships	or	bundle	offers	like	seen	with	Telmore.		

	

Netflix	might	be	the	market	leader	as	of	currently	writing,	due	to	their	exploitation	of	first	moving,	

this	might	not	last.	In	the	current	climate	it	is	not	likely	to	imagine	Netflix	losing	their	position,	

especially	as	they	were	able	to	boast	109.25	million	subscribers	worldwide,	by	third	quarter	of	

2017,	but	it	is	impossible	to	know	if	they	are	able	to	keep	their	position	in	the	market	in	the	long	

run.	This	is	also	considering	the	fact	that	Netflix	is	still	lacking	behind	in	original	content	compared	

to	their	competition.	The	first	mover	is	not	necessary	the	ones	to	win	the	positioning	when	the	

market	settles.	First	mover	advantage	is	especially	erased	by	two	market	forces:	namely	market	

evolution	and	technological	evolution,	two	forces	that	have	been	present	in	the	streaming	market,	

from	the	point	of	Netflix	gaining	foothold.	Netflix	considers	the	leader,	are	still	holding	onto	a	

strong	position,	but	is	just	starting	their	own	development,	which	comes	with	the	risk,	of	slipping	

behind	if	mistakes	are	made.	They	are	also	with	the	disadvantage,	being	able	to	only	provide	the	

market	with	on-demand	service,	as	they	lack	knowledge	from	the	flow	market,	and	considering	

flow	TV	is	only	on	a	steady	decline,	one	could	suspect	that	some	users	might	be	happy	with	having	

a	schedule	programming,	as	a	service	too,	for	not	having	to	make	a	decision	every	time	one	wants	

to	watch	anything.	The	market	might	also	break	into	two	parts	over	time,	one	wanting	both	

programmed	schedule,	with	the	option	of	choosing	content	when	needed.	And	then	another	part	

of	the	market,	only	interested	in	on-demand	services,	as	a	mean	use	video	consumption	more	

specific	and	less	routinely.	All	of	this	is	obviously	just	to	be	considered	predictions	or	opinions	of	

what	will	happen,	as	the	market	still	seems	to	be	in	a	competition	of	profiling	the	actors	and	their	

positions,	rather	than	the	interest	in	competing	for	the	position	as	market	leader.	And	it	might	just	

have	begun,	rather	than	being	in	the	middle	of	the	transition	stage.	The	market	is	yet	to	reach	its	

most	competitive	stage,	as	this	stage	might	not	be	in	the	consumers’	best	interest.	All	leading	
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towards	several	failed	ventures	into	the	market,	before	the	strongest	companies	will	emerge	from	

the	increased	competition.		

	

Discussion:	

This	field	consist	a	vast	range	of	issues	and	topics	to	be	research	in	the	future,	and	much	more	to	

be	considered	now.	Even	for	this	paper,	large	parts	of	the	market	had	to	be	omitted	from	the	

discussion,	as	to	have	a	simpler	understanding	of	it.	And	that	is	just	when	discussing	the	Danish	

and	some	of	the	Scandinavian	market.	The	industry	gets	much	more	complex	the	larger	a	market	

sample	one	would	look	into,	not	only	caused	by	the	amount	of	different	actors	emerging	in	larger	

market,	but	also	when	one	would	have	to	understand	the	network	of	companies	operating	with	

and	against	each	other.	Then	there	is	the	matter	of	copyrights	per	country	and	licensing	through	

different	distributor	networks.	This	paper	does	not	even	go	into	the	coming	challenges	the	actors	

on	the	market	will	soon	face.	Amazon	have	increased	their	presence	in	the	market,	and	will	most	

likely	push	even	further,	to	compete	to	be	the	leader	of	the	market.	And	Amazon	does	have	a	

huge	resource	network	behind	it	to	help	solidify	it,	and	are	offering	a	very	competitive	price	for	

the	consumers.	No	doubt	that	Amazon	can	be	trouble	for	all	actors	on	the	current	market.	To	this	

one	can	also	add	that	Disney	is	on	their	way	with	their	own	standalone	streaming	service	

(Alexander,	J.	2017),	and	with	the	sheer	size	alone	of	the	Walt	Disney	Company,	and	the	franchises	

they	own,	they	are	bound	to	be	considered	an	attractive	actor	for	large	parts	of	the	consumers	on	

the	market.	Adding	to	this,	Disney	have	a	huge	name	recognition	amongst	the	consumer	in	all	

ages,	with	the	promise	to	be	substantially	cheaper	than	Netflix.	Amazon	and	Disney	together	will	

unavoidable	put	more	pressure	on	the	market	itself	(Bishop,	B	2017).		

	

When	Disney	and	Amazon	have	been	mentioned,	another	aspect	that	could	be	a	whole	research	

topic	in	itself,	is	from	a	political	economy	of	media	perspective.	One	could	research	into	the	media	

conglomerates	and	the	network	as	power	that	the	hold,	in	all	media	spheres,	not	only	in	video	

media,	but	in	all	media	industries.	With	Disney	being	amongst	the	biggest	media	conglomerates	in	

world,	they	seem	to	keep	acquiring	more,	with	their	latest	purchase	being	large	parts	of	21st	

Century	Fox	(Gartenberg,	C.	2017).	For	different	purposes,	such	large	conglomerate	can	pose	
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threats	to	different	levels	of	society,	and	possibilities	in	for	the	industries,	however,	industries	

these	conglomerates	will	hold	a	high	level	of	control	in.		 	
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Streaming	services:	

	

Telmore,	Telmore	Play	Subscription	service:	https://www.telmore.dk/telmoreplay		

	

DPlay,	DPlay	streaming:	http://www.dplay.dk/	

	

ViaPlay,	ViaPlay	streaming:	https://viaplay.dk/	

	

ViaFree,	ViaFree	streaming:	http://viafree.dk/	

	

Netflix,	Netflix	Streaming:	https://www.netflix.com/	

	

TV	2	Play,	TV	2	Play	Streaming:	https://forside.play.tv2.dk/#return-%2F	

	

HBO	Nordic,	HBO	Nordic	Streaming:	https://dk.hbonordic.com/	
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