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2005
Distributeurs TV

Le décodeur contrôle l'accès.

[IMAGE]  Décodeur / EPG
d'époque (archive)

2026
Home screen smart TV

L'interface contrôle l'accès.
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U N E  B A S C U L E  D É J À  I N S T A L L É E

Plus de foyers connectés que de décodeurs utilisés.

63%
des foyers belges sont équipés d'un téléviseur connecté.

CIM, Establishment Survey 2025.

Mais seulement

39%
utilisent encore un décodeur.

Deloitte, Digital Consumer Trends Belgium 2025.
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L A  H O M E  S C R E E N ,  N O U V E A U  C A R R E F O U R

visites quotidiennes en moyenne.
Plus que les applications de streaming elles-mêmes.

Samsung Ads, Behind the Screens 2025.

K E Y N O T E
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Rupture de la chaîne de valeur traditionnelle

Tous les maillons de la chaîne de valeur traditionelle sont soumis à la régulation belge.
Tous contribuent au financement et au rayonnement de notre audiovisuel.

K E Y N O T E

PRODUCTION ÉDITION DISTRIBUTION RÉSEAUX CONSOMMATION

RUPTURE     NUMÉRIQUE

RÉSEAUX CONSOMMATIONNOUVEAUX 
INTERMÉDIAIRES
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K E Y N O T E

Quatre familles d'équipements,
une même logique d'intermédiation technologique.

0 1

Téléviseurs connectés

Samsung, LG, Sony, TCL, Hisense

0 2

Enceintes & assistants 
vocaux
Google Nest, Amazon Echo, Apple 
HomePod

0 3

Boîtiers & sticks 
multimédia
Apple TV, Amazon Fire TV, Google 
Chromecast

0 4

Consoles de jeux

PlayStation, Xbox
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Quatre leviers de pouvoir,
exercés simultanément sur le même équipement.

0 1

Écran d'accueil & mise en avant

0 2

Logiques de recommandation

0 3

Magasin d'applications

0 4

Donnée comportementale (ACR)

K E Y N O T E

11



~70M téléviseurs 
adressables en Europe

Un même acteur,
De bout en bout.

F A B R I C A N T  T V É D I T E U R  F A S T

Sources : Samsung Behind the Screens 2025 

K E Y N O T E

Samsung TV Plus
— 88M utilisateurs
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Un même acteur,
De bout en bout.

S A M S U N G

K E Y N O T E
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U N  M O D È L E  Q U I  S ' É R O D E  ?

Raccordements TV: opérateurs télécoms belges

−9,1%
sur 6 ans
(2019 → 2024)

−3,5%
en 2024, 
la plus forte baisse depuis 2019

Cord-shaving

Les consommateurs prennent
désormais des offres sans télévision

Source : IBPT, Communication du 10 juillet 2025.

K E Y N O T E

14



L E S  P U B L I C S  R E S T E N T  A T T A C H É S

Trois chiffres entre attente et réalité.

70%
des Européens regardent de la vidéo
sur leur téléviseur chaque jour.

RTL AdAlliance, Living Room Study 2026

50%
des Belges veulent les BVOD publics
préinstallés par défaut sur leur TV.

Deloitte, Digital Consumer Trends BE 2025

65%
veulent une interface TV
exempte de publicité.

Deloitte, Digital Consumer Trends BE 2025

K E Y N O T E
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PRODUCTION ÉDITION DISTRIBUTION RÉSEAUX CONSOMMATION

RUPTURE     NUMÉRIQUE

RÉSEAUX CONSOMMATIONNOUVEAUX 
INTERMÉDIAIRES

Les acteurs nationaux
Forment-ils un bloc ?

Alliés ou concurrents sur l'attention du téléspectateur ?

K E Y N O T E
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C E  Q U I  S E  J O U E

L'environnement dans lequel les publics

de la Fédération Wallonie-Bruxelles

accèdent à l'information, à la culture,

à eux-mêmes.

K E Y N O T E
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A V A N T  D E  P A S S E R  A U  P A N E L

Points d’attention.

K E Y N O T E
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Merci.
Place au panel.

N e l e  S m e t s   ·   C S A   ·   4  j u i n  2 0 2 6

K E Y N O T E
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Jean-Paul Philippot, Vincent Stevens, Samy Carrere

Acteurs traditionnels et 
nouveaux intermédiaires : 
une redistribution des 
pouvoirs d’accès

RTBF -JP Philippot Telenet - V Stevens CSA - S Carrere



Pause
Reprise à 11h15



Jean-Paul Philippot, Vincent Stevens, Samy Carrere
RTBF -JP Philippot Telenet - V Stevens CSA - S Carrere

Algorithmes et 
hyper-personnalisation : quel 
avenir pour la découvrabilité 
des contenus ?

Arverster -S Tallec UCLouvain -A Claes CSA -M Vanoost
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Reprise à 14h



Transformations des 
pratiques de 
consommation face 
aux nouvelles 
modalités d’accès des 
publics aux médias

Bastien Remy, Commission Européenne
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Belgian audiences and…

Where they consume

What they consume

What do they pay for

How much do they consume

How do they choose what to consume

1
2
3
4
5
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Sample
• 55,746 European respondents, 18 years and over.
• 2, 232 Belgian respondents on socio-demographic characteristics

Questionnaire design
• online survey translated into 22 EU languages
• analysis focused on exploring descriptive relationships across the dataset

& on consumer perceptions, behaviours, and preferences

Methodology

Commentaires du présentateur
Commentaires de présentation
This large sample size ensures a high level of precision, providing a confidence interval of ±0.42pp at a 95% confidence level. The margin of error calculation uses a conservative estimate of p=50%,

demographics and overall trends for both groups, followed by questions focused on two key areas, randomly selected from four possible ones

quotas were placed on socio-demographic characteristics (Eurostat ICT  methodology) aligned with population statistics (europstat)
translated into 22 EU languages

(122 questions in total, with overall sample divided in 2 groups
(e.g. dates of data collection, geo coverage and n° of respondents).�duration of no more than 20 minutes
findings should be interpreted with caution and complemented by additional evidence particularly for questions where audience perceptions may not fully align with the actual dynamics of the market. (e.g. VR )
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1. Where they consume: a shift to digital, on 
demand

What are your preferred sources of news? (max 3 options)

11%

15%

18%

28%

31%

9%

13%

14%

21%

21%

4%

6%

8%

9%

12%

26%

18%

14%

9%

6%

14%

8%

6%

4%

2%

11%

12%

17%

15%

12%

8%

8%

5%

4%

2%

5%

5%

4%

3%

5%

5%

4%

3%

7%

5%

5%

6%

18-30

31-40

41-50

51-60

a60

News media

Commentaires du présentateur
Commentaires de présentation
Belgian older generations (51-60, a60) use youtube less (vs 14% and 12% of European).
41> categories use News websites and/or apps more (7%, 6%, 5%)
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1. Where they consume: a shift to digital, on 
demand

Audiovisual 
Thinking about watching films, series, news or other types of programmes, how often do you use the 

following services?

31%

30%

26%

20%

12%

33%

28%

33%

22%

10%

17%

14%

8%

8%

4%

11%

10%

4%

5%

4%

7%

16%

25%

42%

68%

18-30

31-40

41-50

51-60

a60

Subscription streaming services
13%

17%

27%

43%

43%

25%

33%

29%

26%

27%

20%

14%

11%

6%

7%

16%

12%

6%

7%

6%

24%

21%

20%

14%

13%

18-30

31-40

41-50

51-60

a60

Traditional TV channels as programmes are aired

Commentaires du présentateur
Commentaires de présentation
Belgians under 50 have a bigger segment of never watching traditional tv (vs 21%, 10% and 14% of European pop)

Belgian older generations (51-60, a60) use streaming less (vs 47%, 42% saying never for European pop).
18-30 are the opposite (vs 11%)

_____________
ON EU27: Education gap – lower education select never on streaming more higher educated (from low to high, 34%, 27%, 21%)
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2. What they consume: increasingly more UGC

Where do you primarily get your news? 

14%

21%

30%

42%

55%

18%

22%

25%

28%

22%

28%

27%

23%

20%

14%

29%

25%

13%

7%

6%

12%

5%

9%

3%

3%

18-30

31-40

41-50

51-60

a60

News media

Commentaires du présentateur
Commentaires de présentation
ON EU27: Education gap – lower education select more “only social media and other platforms” than higher educated (from low to high, 9%, 5%, 2%)
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2. What they consume: less ‘serious’ content

-40

-30

-20

-10

0

10

20

30

40

18-30 31-40 41-50 51-60 a60

Soap 
Operas

Sitcom
s

Series Game 
shows, 

reality TV or 
variety 
shows

News 
and 

current 
affairs

Stand-
up 

comed
y

SportsFilms

Documentari
es

What type of programmes do you watch the least and the most of at home on TV or streaming

Commentaires du présentateur
Commentaires de présentation
Compared with EU 27:
	Soap Operas are more unpopular with groups 31-50 on eu level
	Sitcoms and game shows have somewhat of an age divide, with an increasing dislike with age EU27
	Age divide on news is less steep on EU level



0%

5%

10%

15%

20%

18-30 31-40 41-50 51-60 a60
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2. What they consume: genre divide
Audiovisual 

Crime/
mystery
/thriller 

Action/
adventur

e 

Comedy

Sci-Fi/
Fantasy Horror Family, 

young 
adults Animatio

n

Drama

What types of films and series are the most popular in your household?

Historical

Documentar
y Romance

Commentaires du présentateur
Commentaires de présentation
Compared to EU27
	Action/adventure (more for the older), drama (more for the older) and animation (more for the younger) have age divide on eu 27 (absent in Belgium) (ADD what is for older and for younger)
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2. What they consume: more international
Audiovisual 

18%

12%

12%

8%

8%

20%

28%

17%

20%

12%

32%

31%

34%

42%

44%

19%

17%

23%

25%

27%

12%

13%

15%

5%

8%

18-30

31-40

41-50

51-60

a60

8%

5%

11%

11%

12%

6%

5%

4%

4%

12%

19%

27%

27%

27%

32%

36%

41%

38%

42%

34%

31%

22%

20%

16%

10%

18-30

31-40

41-50

51-60

a60

22%

35%

33%

35%

50%

26%

24%

31%

33%

35%

24%

19%

25%

23%

12%

17%

16%

9%

6%

4%

11%

6%

2%

3%

0%

18-30

31-40

41-50

51-60

a60

National USA Asian

Thinking about what films and series you watched in the last year in cinema, TV, streaming etc, how often did 
you watch films/series from: 

11%

9%

8%

8%

7%

17%

18%

12%

11%

10%

32%

32%

29%

33%

27%

26%

25%

32%

30%

35%

13%

16%

19%

18%

21%

18-30

31-40

41-50

51-60

a60

National EU-27

Commentaires du présentateur
Commentaires de présentation
Compared to EU 27
	CLICK * to visualize “national” EU27 
	NATIONAL: less national overall, more ‘nevers’ younger respondents
	Below 50 segment that never watches national content is smaller (11%, 9%, 8%): particular aversion to national content is a Belgian characteristic
	In general, national content is watched less ‘often’ and ‘very often’ by Belgians when compared to EU population (often: 26%, 25%, 32%, 30%, 35%; very often: 13%, 16%, 19%, 18%, 21%). In older respondents (41+), the ‘sometimes’ category seems the most contrast (29%, 33%, 27%)

	ASIA: even more unpopular with older generation (vs 36% never of EU27)

	
ON EU27: Education gap – lower education watch less US and ASIA content than higher educated (US: often and very often, from low to high, 44%, 55%, 64%) (ASIA: often and very often, from low to high, 12%, 14%, 23%)
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3. What to they pay for: more payments for 
susbcriptions, less print

News media

13%

7%

10%

7%

7%

18%

11%

12%

5%

8%

7%

5%

3%

3%

14%

11%

8%

6%

15%

8%

9%

11%

13%

17%

26%

39%

37%

48%

40%

12%

15%

18%

17%

16%

18-30

31-40

41-50

51-60

a60

During the last year, did you do any of the following? Select all that apply. 

Commentaires du présentateur
Commentaires de présentation
Compared to EU 27, the ‘use only free news’ is more common in Belgium age groups above 31 (28%, 32%, 36%, 35%) 


ON EU27: Education gap – lower education select more “only free” than higher educated (from low to high, 37%, 34%, 25%)
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3. What to they pay for: more premium channels
Audiovisual 

Which traditional TV services, if any, have you or someone else in your 
household regularly paid for in the past year?

36%

33%

39%

40%

45%

21%

13%

13%

10%

7%

7%

10%

8%

7%

8%

6%

8%

4%

4%

6%

8%

5%

5%

4%

10%

13%

8%

15%

12%

10%

10%

20%

16%

21%

5%

5%

4%

3%

3%

18-30

31-40

41-50

51-60

a60

EU-27

26%

30%

31%

32%

29%

21%

20%

20%

19%

17%

13%

12%

10%

9%

9%

7%

9%

6%

4%

8%

8%

6%

5%

4%

11%

11%

15%

17%

21%

10%

8%

9%

13%

14%

4%

3%

4%

2%

2%

18-30

31-40

41-50

51-60

a60

Commentaires du présentateur
Commentaires de présentation

Compared with EU27
	Standard package is more common in beligium than it is compared to EU. Older generations, in particular, show the most contrast (vs 29%). Plus, free TV is more common on EU27
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4. How much they consume: less often, less time 

23%

37%

54%

70%

76%

26%

23%

19%

19%

12%

20%

20%

13%

6%

7%

18%

13%

6%

2%

1%

14%

7%

9%

3%

4%

18-30

31-40

41-50

51-60

a60

Daily Few times a week Weekly Monthly Never

In the last year, how often did you - consume news How much time per day do you spend following the 
news? 

14%

8%

6%

4%

6%

31%

19%

21%

14%

8%

28%

41%

35%

38%

34%

16%

22%

27%

32%

32%

8%

10%

11%

12%

20%

3%

1%

1%

0%

1%

18-30

31-40

41-50

51-60

a60

I do not follow the news daily 0-10 minutes

11 -30 minutes 31 minutes - 1 hour

More than 1 hour I do not know / cannot answer

News media

Commentaires du présentateur
Commentaires de présentation
Compared with EU 27:
	Slightly bigger age divide on daily news consumption (18-30 on 31%)
	Smaller segment on the 0-10 minutes daily for 18-30 (23%)





-60

-40

-20

0

20

40

60

18-30 31-40 41-50 51-60 a60
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5. How do they choose?: more online sources
Audiovisual 

Social 
media

Friend
s/famil

y

Streamin
g 

services

Search 
engines/
database
s/guides

Tradition
al TV and 

radio Officia
l 

SM/sit
e

Blog / 
podcas

t

Film 
Festivals

OtherNewspaper
s/ critics

What are the main information sources you would typically rely on to help you choose which films and 
series to watch? 

Commentaires du présentateur
Commentaires de présentation
Streaming services and friends and family as a way to reach all ages

Compared with EU27:
	Search engines do not appear to have an age divide on European level
	Friends and family recommendations are even more important for older respondents (51-60, a60)
	Blog and podcasts have an age divide due to higher interest of the 18-30 group
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What has changed for the younger generation?

They consume more online, on demand content (more streaming, more news from 
social media)

They prefer different genres (e.g. horror over historical), less non fiction content 
(less documentaries, news and current affairs), more international and user-
generated content.

They have more premium channels (e.g. sports channels) and pay for more 
subscriptions and digital content

They consume news less often and for less time daily

They tend to be more open to online recommendations (e.g. social media)

1

2

3

4
5
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Found this interesting or relevant?

- 175 pages of market data (investment, 
business trends, etc.)

- More consumer questions
- Focus on young and lower-income people
- Details per EU Member State



Transformations des 
pratiques de 
consommation face 
aux nouvelles 
modalités d’accès des 
publics aux médias

Bastien Remy, Commission Européenne



RTL –E Larrea RTBF – S Roustan CSA - V Chapoulaud

Diffuser des contenus qui 
rassemblent : défis et 
opportunités dans un paysage 
médiatique fragmenté



Pause
Reprise à 15h35



RTBF –A Ruyssen Ovni Media – S Rensonnet CSA - M Cantaert

Créer des contenus qui 
rassemblent ou qui répondent 
aux narrations actuelles : 
quelques histoires de succès



Martine’s Drag Show

Le Phone Bertrand Caroy PatrouilleLoïc Fou de cuisine

Donovan Incognito

Meurtre en Belgique

Comme à la maison100 jours pour ouvrir un resto L’humour en vacances

DonovanCache-Cash



RTBF –A Ruyssen Ovni Media – S Rensonnet CSA - M Cantaert

Créer des contenus qui 
rassemblent ou qui répondent 
aux narrations actuelles : 
quelques histoires de succès



Michèle Ledger
Cullen International



Merci
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