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Content production and distribution is becoming increasingly globalised

Original content 
production

Streamers’ need for global 
rights kicked off the current 
original production boom

Exclusive global 
distribution rights
The scale and reach of 

international VoD platforms 
makes selling international 

rights to them cost-effective for 
local broadcasters

Fragmentation of 
the market

Increased streaming 
competition led to audience 
fragmentation and need to 

differentiate through content

Global D2C 
launches

Having a large, international 
presence becomes 

competitively and financially 
advantageous

The self-perpetuating 
global production cycle
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Making content increasingly available across countries – so now SVOD content is localizing

202020182016

Percentage of Netflix and Amazon Prime Video’s European catalogue by region of origin

49%52%57%

Source: Ampere Analytics
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Consumer preferences for local vs international content vary widely across European markets
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41%42% 42%

50%

45%
49%

45% 47%

38%

52%

47%
49%

41%

Denmark Finland France Germany Italy Netherlands Norway Poland Spain Sweden Turkey UK

Proportion of consumers which watch local content vs US content on a frequent basis
Local content US content

Source: Ampere Consumer
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As does the extent to how they enjoy watching content not in their local language
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Proportion of respondents that enjoy watching subtitled content

Enjoyment of subtitled vs dubbed content, Q3 2020

Group 1
prefer dubbed content

Group 2
prefer subtitled content

Group 3
Strong local content

Source: Ampere Consumer
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Younger consumers are more amenable to subtitling or content in its original language

45%
34% 39%

17% 25% 29%

Content that has been
dubbed

Content that has been
subtitled

Content in its original
language

18-34 year olds, Q3 2020
I enjoy watching this way I don't mind watching this way
I don't like watching this way

41%

16% 19%

24%

48% 55%

Content that has been
dubbed

Content that has been
subtitled

Content in its original
language

35-64 year olds, Q3 2020
I enjoy watching this way I don't mind watching this way
I don't like watching this way

Group 1 - France, Germany, Spain & Italy

Source: Ampere Consumer
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Older consumers in Group 2 are also more polarised, with 80% not enjoying dubbed content

17%

50% 42%

49%

10% 14%

Content that has been
dubbed

Content that has been
subtitled

Content in its original
language

Group 2: 18-34 year olds, Q3 2020
I enjoy watching this way I don't mind watching this way
I don't like watching this way

6%

51%
32%

79%

5%
19%

Content that has been
dubbed

Content that has been
subtitled

Content in its original
language

Group 2: 35-64 year olds, Q3 2020
I enjoy watching this way I don't mind watching this way
I don't like watching this way

Group 2 – Scandinavia & the Netherlands

Source: Ampere Consumer
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In Group 3, younger consumers over-index for subtitling, while 35s and over prefer dubbed

32%
46%

33%

31%
16%

32%

Content that has been
dubbed

Content that has been
subtitled

Content in its original
language

Group 3: 18-34 year olds, Q3 2020
I enjoy watching this way I don't mind watching this way
I don't like watching this way

29% 26% 21%

34% 30%
50%

Content that has been
dubbed

Content that has been
subtitled

Content in its original
language

Group 3: 35-64 year olds, Q3 2020
I enjoy watching this way I don't mind watching this way
I don't like watching this way

Group 3 – Poland, Turkey & the UK

Source: Ampere Consumer
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Consumers that enjoy subtitled or dubbed content are likely to take at least one SVOD service

Number of SVOD subscriptions in the home of 
respondents who enjoy subtitled or dubbed content, 

Q3 2020

0 services 1 service 2 services
3 services 4 services 5+ services

61%

23%

Netflix Amazon Prime Video

Proportion of respondents that enjoy subtitled or 
dubbed content that subscribe to Netflix and Amazon 

Prime Video, Q3 2020

Source: Ampere Consumer
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91% 89%
86%

90%
86% 84% 84% 86%

100%

87%

78%

90% 90%

82%

16%

75%

49%

100%

France Germany Italy Spain Netherlands Sweden Poland Turkey UK

Proportion of catalogue that is localised (subtitles or audio available in local language), Jan 2021
Netfl ix Amazon

In most markets, catalogues are localised to a high degree – with some gaps

Source: Ampere Analytics

Group 1 Group 2 Group 3
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France Germany Italy Spain Netherlands Sweden Poland Turkey UK

Proportion of catalogue that is localised*, Jan 2020
Netfl ix Amazon

88% 87%
84%
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83% 82% 81%

84%

100%

43%

36% 38%

54%

67%

15%

57%

46%

100%

France Germany Italy Spain Netherlands Sweden Poland Turkey UK

Proportion of catalogue with local language subtitles, Jan 2021
Netfl ix Amazon

Netflix has primarily achieved this via offering local language subtitles

Source: Ampere Analytics

Group 1 Group 2 Group 3



© Ampere Analysis 2020

12

France Germany Italy Spain Netherlands Sweden Poland Turkey UK

Proportion of catalogue that is localised*, Jan 2020
Netfl ix Amazon

61% 61% 60%
64%

14% 13%

54%
48%

70%72%

53%

79% 77%

21%

1%

37%

14%

87%

France Germany Italy Spain Netherlands Sweden Poland Turkey UK

Proportion of catalogue with local language audio, Jan 2021
Netfl ix Amazon

Whereas Amazon provides more audio language coverage in markets where dubbing is key 

Source: Ampere Analytics

Group 1 Group 2 Group 3



© Ampere Analysis 2020

13

Netflix’s top 10 lists show that overseas content makes up the bulk of popular titles in Europe

7%
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13%

13%

13%
17%

23% 20%

17% 17%
3%

60% 73%
57% 63% 63% 73% 57% 60%

70%

20%
13% 17% 13% 13%

7%
17% 13%

4%

France Germany Spain Italy Netherlands Sweden Poland Turkey UK

Top 30 popular titles on Netflix by country of origin, Jan 2021
Local Other European US Rest of world

Source: Ampere Analytics

Group 1 Group 2 Group 3
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And all of these popular titles are localised to some degree
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93% 97% 100%
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13%

93% 97% 100%

7% 3%

3%

3%

50%

87%

3% 3%

France Germany Italy Spain Netherlands Sweden Poland Turkey UK

Top 30 popular titles on Netflix by local language availability, Jan 2021
subtitle and audio audio only subtitle only

Source: Ampere Analytics

Group 1 Group 2 Group 3
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Content production and distribution has become increasingly globalized and the original language of titles on 
SVOD is diversifying – meaning the need for localisation in terms of subtitling and dubbing is also increasing

The importance of international content is significant, with many consumers across Europe watching US 
content more frequently than movies or TV shows made in their own country

Some markets show a clear preference for watching dubbed international content (Germany, France, Italy, 
Spain) while consumers in other markets much prefer subtitling (Scandinavia and Netherlands)

The degree to which streamers Netflix and Amazon have localised their catalogues broadly aligns with 
consumer preference – but there are some gaps, mainly in dubbed content in certain markets

The degree of localisation for popular titles on Netflix is higher than the catalogue as a whole, showing the 
importance of subtitling and dubbing for the streamer – particularly with original content

Executive summary
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lottie.towler@ampereanalysis.com


