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This overview is aimed at providing a synthesis view on the present state of development of the European market for multimedia products for education and training and the related services. It builds on a review of available data and on the direct survey on suppliers conducted by the MESO consortium. An effort is made to integrate these two inputs into a general view.

The weight of Europe in the world multimedia industry

According to available studies, unfortunately relating to figures of 1995, European countries originate 38% of CD-ROM titles vs. 56% of America. This in itself is not a dramatic difference, but one can easily estimate that the revenue generated by the average European CD-ROM is sensibly lower that the income generated by an American CD-ROM, which can rely on a broader and more mature market.

So the first characteristic of the European multimedia supply is its fragmentation and orientation to relatively small national markets, rather than a limited number of suppliers.

World-wide production of CD-ROM titles by geographical region - 1995
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Source: TFPL Publishing, “Facts & Figures 95”

In fact, in a market that is largely dominated by products in English, a number of European languages are anyhow covered by the present production. German, in particular, an unambiguously European-only language, is the second in rank by number of titles at world level, even if the overcoming of French is a relatively recent event (1995).

In Germany, the number of the CD-ROM titles available world-wide commercially via general distributors 1996 has grown by 55% with a specific increase of 66% in educational CD-titles. Three-quarters of them are English language, about 14% of the rest are German titles. Nevertheless 1996 was broadly described as a year of disillusion for CD-ROM producers.

CD-ROM and multimedia CD titles by language(s) of disc,
1992 - 1996
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A similar perception can be noted in USA where publishers are trying to determine if they are prepared to invest in “intranet” version of their CD-ROM supply, when they have not made sufficient profits yet from their CD-ROM efforts.

CD-ROM and multimedia CD titles by language of disc, excluding English, 1997
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Source: TFPL Multimedia statistical summary - facts an figure 1997 (www.tfpl.com/webfact.htm)

CD-ROM and multimedia CD titles (in percentages) by language(s)
of disc, excluding English
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The “national orientation” of European producers is obviously depending on the language factors, but also on the small size and the limited capacity to invest of multimedia producers, which are still exploring, but not implementing at full strategies for alliances at national and international level.

International orientation requires intelligence on foreign market needs and user profiles and circumstances, as well as an ability to interact with the user in the process of the design effort and perform what is referred as “formative evaluation” on prototypes of the product. Such activities could possibly be performed in foreign markets by specialised companies that would work together with design/creative companies possibly located in another country. Such a business model would greatly enhance the effectiveness of the design effort and improve the possibilities of a successful outcome. However such a configuration would require elements that are currently missing:

1. Organisational differentiation - the multimedia producer should have configured one’s value chain to contain this evaluative activity rather than relying on the intuition of its design team

2. Specialisation - there should exist companies specialised in performing the market research and formative evaluation activity

3. Communication channels enabling rich interactive communication at low cost. The design process being highly interactive can only be decomposed in the way previously mentioned through the use of highly sophisticated and efficient communication media that currently either do not exist in a mature state or are prohibitively expensive.

4. Opportunities for social face to face communication between international actors who can bring complementary skills and competencies in joined ventures. Possibly subsidisation of such activities by the EU.

Differences in ICT market dimensions among European countries

The following tables show how different European countries are in terms of size of ICT market in overall terms: this in itself is another serious constraint for the development of a real European industry. 

A Dane spent in 1996 five times more than a Spaniard for IT products, the Greek ICT market in 1997 is about thirty times smaller than the German one (but is growing faster), if IT only is considered the factor is more than sixty (but growth rate is largely better in Greece).

Per capita expense for IT products in ECUs - 1996

COUNTRY
PER CAPITA exp.

Denmark
740

Sweden
670

Netherlands
560

Germany
487

France
441

UK
396

Italy
218

Spain
142

EUROPE
385

Source: EITO Report 1996

The ICT Market by country (million ECU)

COUNTRY
1993
1994
1995
1996
1997
94/93

%
95/94

%
96/95

%
97/96

%

Austria
5,940
6,452
6,843
7,480
8,232
8,6
6,1
9,3
10,0

Belgium/Luxembourg
7,716
8,119
8,748
9,686
10,707
5,2
7,7
10,7
10,5

Denmark
5,280
5,685
6,109
6,477
6,752
7,7
7,5
6,0
4,2

Finland
3,467
3,675
3,956
4,163
4,344
6,0
7,6
5,2
4,4

France
44,034
46,915
50,567
55,735
62,729
6,5
7,8
10,2
12,5

Germany
72,009
76,719
83,043
89,888
96,655
6,5
8,2
8,2
7,5

Greece
2,054
2,326
2,615
2,946
3,322
13,2
12,4
12,7
12,8

Ireland
1,921
2,017
2,137
2,300
2,459
5,0
5,9
7,6
6,9

Italy
26,026
27,621
29,712
31,954
34,424
6,1
7,6
7,5
7,7

Netherlands
13,030
13,783
15,416
16,726
18,440
5,8
11,8
8,5
10,2

Portugal
2,890
3,190
3,540
3,928
4,290
10,4
11,0
10,9
9,2

Spain
11,579
12,669
13,698
15,097
16,947
9,4
8,1
10,2
12,3

Sweden
8,865
9,605
10,525
11,135
11,649
8,3
9,6
5,8
4,6

UK
41,388
44,595
48,044
51,828
56,277
7,7
7,7
7,9
8,6

EU
246,200
263,371
284,952
309,345
337,227
7,6
8,2
8,5
9,0

Source: EITO Report 1996

The number of multimedia PCs estimated in 1995 and the number of Internet and ISDN users in 1996 also reflect this broad difference among European countries.

PC's in 1995 (figures, 000's)
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Source: EITO, IDC, ITU World Telecom Report, IDATE estimates – 1995

Internet users in 1996 (estimates, 000's)
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Source: IDATE estimates (from NUA Internet Marketing data)

This competitive situation has turned down the Internet Service Providers’ prices, which were the highest compared with the other European countries.

ISDN connection (end 1996)

Country
BRI (basic)
PRI (primary)

Austria
25000
600

Belgium
45000
1200

Denmark
22000
800

Finland
6000
300

France
400000
37000

Germany
2100000
49000

Greece
1100
110

Ireland
3900
550

Italy
86000
5000

Luxembourg
3500
200

Netherlands
100000
3500

Portugal
15000
1300

Spain
27000
500

Sweden
95000
5000

UK
380000
6500

EU
3309500
106560

Source: EUIF, d’après opérateurs et Dataquest

Import/export and customisation 

Except for Nordic Countries, the customisation of products is still small. Although on average 30%, of the publishers state that they are customising some products to their local market, one may find, on average, no more than two in their catalogue. In every country, a few publishers plan to adapt products in the two years to come.

The products mainly come from the United States and the United Kingdom. This is likely to continue and even to augment owing to the following factors:

· the big American publishers currently lead a policy of shareholding in the European multimedia companies; 

· the development of the Individual Learners at Home market implies a different costs policy and promotes a distribution of less-elaborated, often-adapted, cheap products. However, it is not sure that this current trading policies will be still pursued in the future when the home market is more consolidated and with a higher degree of awareness about quality products.

Nevertheless, some projects of European joint production are in progress, thus contributing to the development of a European industry for training multimedia.

In Denmark the localisation is in most cases the result of the Nordic exchange pool hosted by the IDUN group of the Nordic Councils of Ministers.

Export

In Germany, in France and in the United Kingdom, more than 70% of the publishers state that they export some of their products; in Italy, Spain and Portugal this rate barely reaches 50% of the respondents, and in Greece no publisher currently exports. It is difficult to know the precise figures of the export, they may certainly be small, but we are currently seeing a setting of a medium term strategy.

Except for Spain, the main targeted countries are belonging to the European Union. The types of strategies in matter of distribution are various, such as customisation by local publishers or distribution by a local retailer; nevertheless direct sale currently remains the main way of distribution.

Today, owing to the difficulties for organisation and information previously mentioned, the low-risking import and adaptation of products seems to be the most frequent solution, when compared to the size of the tasks of production and distribution.

The complementary nature from the products of the European countries, the needs of some sectors and publics should encourage more actions of co-operation and favour new productions in the European Union.

A segment by segment view on the future

The home market has been the most dynamic for educational multimedia in the last three years, but only a few larger publishers have really made a profit out of it. It is expected that this market will continue to grow, and will keep its attention on off-line products, even if the share of on-line is going to grow in the next years.

Uptake of on-line in the European home multimedia market
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Source: Datamonitor, 1995

The institutional market has not been very dynamic till now, but is expected to be the most promising one, according to the opinions expressed by the suppliers, due to the announced programmes of almost all European Ministries of Education, which are starting to take place in 1997 and 1998. A larger share of on-line is foreseen in this market.


Evolution of global multimedia spending in European educational institutions
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Source: Datamonitor, 1995

European Multimedia spending within educational institutions: breakdown between off-line & on-line in 1994
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The business market for multimedia concerns essentially training products that are often commissioned by a large company or an industrial association and that are distributed as part of a training service. So, they easily escape the statistics referring to publishers and are often including smaller and more specialised producers who are not able to invest for the open market.

Also this segment is expected to grow significantly in the next years, with a significant component of on-line distribution.

Spending trends in the European business segment for multimedia training in 1994
Evolution of the multimedia training market
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