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We achieved another positive performance in the UK and Ireland this year. 
As Sky’s largest and most profitable business, our results were driven by 
our well established customer-centric strategy for growth and our powerful 
consumer brand. Our total customer base rose to 12.7 million, having added 
280,000 new customers in the course of the year.

Continued strong demand for our products and services was reflected by 
the addition of 1.6 million new paid-for products. UK revenues increased by 
4% to £8.6 million1, with UK EBITDA of £1,743 million1 and an operating profit 
of £1,292 million1.

Innovation

We are the leading innovator in our space, driving innovation at scale for our 
customers, enabling them to get even greater value from Sky. We identify 
the most important trends in technology and changes in consumer 
behaviour and create products and services for customers in these 
emerging areas.

With the launch of Sky Mobile, we brought something entirely different to 
the UK mobile market. For the first time ever, mobile phone owners were 
given the opportunity to roll over their unused data allowance for up to 
three years, to be redeemed whenever they like, while also having the 
flexibility to change their plan every month. Additionally, Sky TV customers 
were offered even greater value with both free UK calls and texts with any 
Sky Mobile plan, plus the ability to sync Sky+ recordings to their phones.

Enhancements to our Sky Q platform, which is already in over one million 
homes, meant that we have continued to lead the way in improving the 
customer viewing experience. Voice search, ‘find my remote’ and the ability 
to pause and carry on from TV to tablet around the house, is changing  
the way people watch and interact with their TV. We added to the widest  
range of Ultra HD programming available, from drama, movies and sport. 
The launch of Box Sets within Sky Store helped drive an increase of 15%  
in transactional business this year.

Sky in the UK and Ireland has built 
on its position as a world leader 
in customer-led entertainment  
and communications

UK and Ireland

1  This is an adjusted measure and a reconciliation between 
statutory and adjusted measures can be found on page 141.

12.7m
customers

4%
revenue growth

42m
products

Guerrilla

Joshua v Klitschko
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We launched the industry’s first contract-free triple-play proposition  
with the NOW TV combo. In addition to our new NOW TV Smart Box,  
we introduced live pause and rewind functionality, plus a wide range  
of live and on demand free and pay TV.

We also continued to make good progress with our Sky Media business, 
particularly through our targeted advertising platform Sky AdSmart.  
This year we signed up Viacom, Channel 5 became the first PSB to use  
the service, and we launched Sky AdSmart in Ireland, all of which helped  
our advertising business to outperform the market. We entered a targeted 
advertising partnership with Virgin Media in the UK, which launches  
next year. 

Content

Much of our success can be attributed to an exceptional year on screen.  
In 2017, we increased the depth of programming across our portfolio,  
most notably in original content, but also through securing important  
long-term rights renewals with major networks.

In entertainment, we brought outstanding writing, directing and acting 
talent to Sky. In terms of new original productions, the critically acclaimed 
Guerrilla came to screen in the UK along with Jamestown and Fortitude 2. 
Riviera was another highlight, becoming the biggest drama premiere of the 
calendar year with almost 12 million downloads so far. We also announced 
the commissioning of new series’ of A League of Their Own, Stan Lee’s Lucky 
Man, and Delicious; demonstrating the growing maturity of our portfolio.

Sky Atlantic has continued to build on its position as the destination for  
the world’s best storytelling, with the latest series of Game of Thrones  
from HBO, joining Showtime’s Billions and the return of Twin Peaks in 
generating record audiences.

In movies, it was a great year. Sky Cinema had a record seven million 
downloads over the Christmas week with customers downloading 500 
million movies throughout the year. The partnership deals we have with  
all of the biggest studios in the world ensures our customers continue  
to enjoy the latest premieres and most loved classics. 

In sport, we also won a number of new sports rights including the inaugural 
season of the UEFA Nations League, UEFA European Under-21 Championships 
and domestic women’s cricket and netball in the UK. We agreed a new 
five-year partnership with the England and Wales Cricket Board, including 
the live rights to international and county cricket. We are broadcasting 
every race from the next two seasons of F1 on our dedicated F1 channel 
and Sky Sports will be the only place showing live Formula 1 from 2019. 
We also launched a new sports channel, Sky Sports Mix, which has  
been viewed by over 11 million people and shown 40 different sports. 

Customers

We believe our industry-leading customer service gives us a competitive 
advantage. This year Sky was once again recognised by the industry 
regulator, Ofcom, as topping the customer satisfaction scores of any 
provider across TV, broadband and phone. We are focused on increasing 
our leadership in this area and have revitalised our My Sky app – a key step 
in our journey to digital-first customer interaction and management. Now 
with almost two million downloads, the customer response has exceeded 
expectations. We will launch a new loyalty programme in the UK, Sky VIP, 
which will deliver tangible results for both customers and the business  
in the coming year.

Bigger Picture

As part of our commitment to responsible business, we’re minimising our 
environmental impact, achieving a 5.5% reduction in carbon intensity in  
the UK. We also won the EU Code of Conduct award for energy efficiency  
in data centres and maintained our industry-leadership position with  
our data centres being 65% more efficient than the industry average.

Our Sky Academy Studios welcomed 19,344 young people through the 
doors this year and we celebrated our 14-year Sky Sports Living for  
Sport initiative, with half a million young people having taken part  
since its inception. 

Jamestown

My Sky App
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Sky in Germany and Austria has successfully developed a broader content 
offering including the launch of Sky 1, the Sky Arts channel and an eagerly 
anticipated slate of Sky original drama, including Babylon Berlin, coming later 
this year. We maintained our profitability for the second year in succession 
while preserving our investment in content and innovation, which is driving 
our appeal to an increasingly broad customer base.

For the first time, we achieved an operating profit in the region by the end 
of Q3. Revenue increased by 9% to £1,858 million1, driven by strong growth 
in customers and our highest ever level of advertising revenues. Despite 
further investment in programming and marketing, EBITDA increased to 
£142 million1 up 54%, and operating profit increased by 900% to £40 million.1

Innovation

In a big year for product launches, our strategic deployment of innovative 
new technology has increased Sky’s reach and appeal. 

The introduction of new products are opening up new opportunities for us. 
For example, the Sky+ Pro, which is now in over 460,000 homes, is the most 
advanced set-top box launched in the region. Our leadership in innovation 
also received global recognition, with the Sky+ Pro box receiving a Red Dot 
Design Award for outstanding product design.

As the leader in on demand, we have increased the appeal of Sky to 
important new audiences – particularly females and young, urban 
professionals. Customers are increasingly seeking to access our content 
whenever and however they want, Sky Store launched in June and  
Sky Ticket, for which the sale of passes doubled during the second half  
of the year, are proving that customers want great content and are willing  
to pay for it. 

This was a year of broadening the  
Sky offer in Germany and Austria to 
appeal to a wider range of customers. 

Germany and Austria

1  This is an adjusted measure and a 
reconciliation between statutory 
and adjusted measures can be 
found on page 141.

5m
customers

9%
revenue growth

8.8m
products

MasterChef
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Content

Our expanding range of content is increasing our appeal to a broader 
audience than ever. With the securing and renewal of major long-term rights 
deals, and our slate of original content, Sky in Germany and Austria is now 
recognised for more than just sport. 

In entertainment, we launched Sky 1 in November, which became our most 
watched entertainment channel after just seven months, attracting 2.73 
million viewers. Coupled with our content targeted toward other customer 
segments, such as Sky Arts, our content mix is also serving to attract new 
talent and shows to Sky in Germany and Austria. 

The huge popularity of our established shows continues to drive on-screen 
success. The sixth series of Game of Thrones was the most popular series  
on Sky Atlantic HD. And new shows, such as the first series of Westworld, 
achieved record audiences, with 4.8 million viewers, reaching 70% of the 
audience of Game of Thrones.

We also continued to invest in highly popular original shows. The first 
season of our local version of MasterChef drew a record 2.37 million views, 
becoming one of the most popular shows on Sky 1. Sky Originals are 
increasing in scale, enabling us to offer differentiated content in terms of 
range, quality and exclusivity. This year saw production finish on Babylon 
Berlin, one of the most ambitious non-English language series ever made. 
The crime drama, produced in partnership with ADR, Germany’s biggest 
public broadcaster, will air in Germany in October. Along with this, viewers 
can look forward to Das Boot, Acht Tage and the second series of the local 
production of A League of Their Own. 

In movies, we launched the Sky Cinema Family channel in September, 
offering movies for the whole family, from classics to recently released 
blockbusters. In addition to linear viewing, the channel is also accessible 
on demand, through Sky Go and Sky On Demand and is achieving record 
viewing figures across all platforms. Additionally, our special programming 
formats continued to draw viewers with our pop-up channels like  
Sky Cinema Bourne HD and Sky Cinema Star Wars, reaching millions  
of customers. 

In sport, we secured rights to the UEFA Champions League across all 
distribution channels with DAZN as sub-licensee. This is the first time  
the competition will be broadcast exclusively on pay TV and with the 
Bundesliga, the EHF Champions League, Formula 1, the handball Bundesliga, 
ATP Tennis and the European and US PGA tours, our customers are assured 
of the world’s best in sports. Added to this, Sky Sports News HD launched 
on free-to-air TV in December and our new sports portal, skysport.de 
launched at the beginning of July.

Customers

As in all our territories, we know that our success comes from giving viewers 
the best experience. Sky continues to invest in market-leading platforms, 
like Sky Go which allows access to Sky’s content whenever and wherever 
they choose. Sky Ticket was also rolled out to even more devices and 
platforms which, in addition to the launch of Sky Store in Germany, ensures 
the changing viewing habits of our customers are met.

Our customers are also benefiting from Sky sharing best practice across 
the Group. By building on the models in the UK and Italy, Sky’s customers in 
Germany and Austria are seeing their calls to our contact centres handled 
with ever-increasing speed. 

Bigger Picture

Having carefully considered product recycling in the design of our new 
set-top box, we’ve refurbished and returned 91% of all set top boxes to 
market. We launched Sky Ocean Rescue with the release of Dead Sea  
– Art for the Seas on Sky Arts, where artists explored the theme of  
ocean pollution. 

More than 3,731 young people took part in opportunities through our Sky 
Foundation, joining year-round sports programmes including swimming, 
football and various other sports. One of these programmes is SportZeit, 
which brings together senior citizen volunteers with children from broad 
social backgrounds. After a successful test phase at eight schools across 
Germany this year we began to roll out SportZeit in 20 more schools.

Handball Champions League

Sky Foundation
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With an emphasis on investing for the future, our focus was very much  
on reinforcing our offer in Italy. In a rapidly changing environment, with  
a solid reputation for the quality and choice of content and technology,  
our customers showed a growing loyalty to the business.

We recorded our fastest rate of revenue growth for eight years with 
operating profits of £136 million1. Revenues increased by 4% to £2,458 
million1, reflecting our larger customer base and solid growth in advertising 
revenues, partly due to a strong performance of our free-to-air channels 
(FTA). EBITDA increased to £254 million1, an increase of 20%.

Innovation

This year saw us extend our customer reach with a number of new product 
launches in Italy, many of which are unique in the territory. With the launch 
of Sky Go Extra, we were the first in Italy to offer the ability to download 
and play a wide range of movies, shows and TV series to watch wherever 
and whenever customers want. Since its launch in Q2, Sky Go Extra has 
attracted 400,000 customers.

We also launched a new EPG homepage on the My Sky set-top box,  
making it easier for our customers to find the shows they love. And with  
the addition of HD content to the Sky On Demand service, which saw  
a 21% growth in use this year, our customers in Italy have been able to  
get even more value from their relationship with Sky. 

We have successfully grown our 
customer base in Italy and operating 
profits have reached their highest 
level for five years by improving the TV 
experience for customers, broadening 
our revenue growth and leveraging 
our multi-platform strategy.

Italy

1  This is an adjusted measure and a reconciliation 
between statutory and adjusted measures can be 
found on page 141.

4.8m
customers

4%
revenue growth

9m
products

The Young Pope

Sky Kids App
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We launched Sky Kids App, offering children the widest range of TV 
programmes, featuring thousands of episodes of the most popular shows. 
To create the best possible experience, hundreds of children and their 
parents were involved in its development, resulting in an app that kids  
love, supported by safety features that parents need.

The continued evolution of our digital platforms this year has seen Sky 
Sports become the second most popular sports website in the country, 
with the new Sky Sports app reaching 966,000 downloads since launch 
in Q1. NOW TV also extended its reach, landing on smartphones and media 
streaming devices, offering HD and a mobile only proposition targeting 
younger customers. 

Content

We have had an excellent year on screen in Italy. The growing scale and 
ambition of our own original TV programmes, alongside the continued 
success of our acquired content, is a major strength of our offer.

In entertainment, Sky’s original productions are now a major exporter of 
Italian culture and creativity. Gomorrah, with its third series in production, 
has been sold to 190 countries, with the political drama series 1992 and its 
sequel, 1993, which aired this year, now also showing in over 100 countries.

The tenth series of the X Factor generated its highest-ever viewing figures 
and MasterChef achieved average audiences exceeding 2.5 million for  
each episode. Also setting record viewing figures, our critically acclaimed 
Sky Original drama, The Young Pope, became our most successful first series 
in Italy, with average audiences of 1.4 million.

In movies, we relaunched Sky Cinema in November with a new premiere 
available every day, which has driven an increase in viewing of 2% year on 
year. We have deepened our relationships with domestic producers through 
Vision Distribution, a company set up with five of Italy’s top independent 
producers and along with the partnerships we enjoy with the major 
Hollywood studios, our customers have access to an unrivalled library  
of movies.

In sport, we continued to generate record motorsports viewing figures, 
with F1 and the MotoGP series proving even more popular than ever.  
This further enhanced Sky’s position as a leading sports service in Italy  
and sits alongside NBA basketball, both men’s and women’s Eurobasket 
championships and the recently won rights to the UEFA Europa League  
and UEFA Champions League on offer to our customers.

Customers

We want our customers to have the very best experience with Sky and we 
continued to improve the quality of our service, offering our customers 
more flexibility in how they can interact with us. We now receive over 
820,000 visits per week to our online help and account management sites 
and this has led to a 5.4% reduction in calls year on year. Alongside this, our 
customers in Italy were the first to benefit from rewards for their loyalty, 
and subscribers to the loyalty programme now exceed two million. 

Bigger Picture

Our new building in Milan has been awarded the Leadership in Energy and 
Environmental Design (LEED) Gold standard. As part of this, we invested  
in on-site renewables including a combined cooling, heating and power 
generation system which is a highly efficient way of producing electricity 
and heat simultaneously. 

Sky Academy Studios, which teaches young people to make a news 
programme, launched in the autumn and welcomed its first 5,500  
students. Young people have had fantastic opportunities to interact  
with inspirational Sky Academy Ambassadors including footballer 
Alessandro Del Piero, along with the hosts of popular programmes  
including MasterChef and X Factor. We have also continued our focus  
on media literacy for young people, piloting a successful new project  
called Ultima Ora with our news channel Sky TG24.

Gianluca Vialli and Diletta Leotta for Sky Extra

NBA Finals
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