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Contact details  

1.1 Notifying party  
 

Name: Viaplay Group AB 

Reg. no.: 559124-6847 

Address: Ringvägen 52, 11867 Stockholm, Sweden 

 
   epresentative: 

Name: Advokatfirmaet BAHR AS 

Contact: Helge Stemshaug / Ylva Kolsrud Lønvik 

Address: P.O. Box 1524 Vika, NO-0117 OSLO 

Telephone: + 47 928 81 396 / + 47 977 25 042 

E-mail: hst@bahr.no / ylval@bahr.no 

 

1.2 Target 
 

Name: Allente Group AB 

Reg. no..: 559 225 9666 

Address: Västra Järnvägsgatan 15, 111 64 Stockholm, Sweden 
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(24) Linear and non-linear AV services can be delivered to end users through several platforms 
including cable, satellite (DTH), mobile, Digital Terrestrial Television DTT , IPTV and 
Over-the-t OTT . Non-linear AV services can likewise be delivered to end users 
through several platforms (e.g. mobile, IPTV and OTT).10  

(25) Viaplay is active in retail supply of AV services in Norway via OTT through its VOD service 
Viaplay. Allente is active in the retail supply of AV services in Norway via DTH, OTT and 
IPTV.  

(26) Viaplay submits that the relevant market consists of the overall market for the retail supply 
of AV services in Norway.  

(27) In particular, Viaplay considers that it is not appropriate to sub-divide the market along the 
lines assessed by the EU Commission in previous investigations, namely: (i) by the type of 
distribution platform; (ii) by the nature of AV services provided in terms of pay-AV and free-
to-air ("FTA") AV services; (iii) by the nature of the AV services provided in terms of basic 
and premium pay-AV services; (iv) by the nature of AV services provided in terms of linear 
and non-linear services; or (v) by the type of dwelling unit in terms of single dwelling units 
("SDUs") and multi-dwelling units ("MDUs").11  

(28) Viaplay notes that the European Commission, in its previous decisions, has left open the 
product market definition with respect to each of these potential sub-segments. Further, 
recent market investigations provide support for an overall market for the retail supply of 
AV services.12  

(29) In its decision NENT/Telenor/JV the Commission concluded that the relevant product market 
was that of retail supply of AV services including all distribution technologies. The question 
of whether the retail supply of AV services should be further segmented between (i) FTA and 
pay-AV services, and (ii) linear and non-linear services, (iii) premium and basic pay-AV 
services, and (iv) AV services to MDUs and SDUs, was left open.13  

(30) In the below sections, Viaplay will explain why there is no need to segment the relevant 
market further in Norway.  

 
10 The OTT services offered by suppliers with a background within traditional tv-channels (in particular Viaplay, TV 2 Play and 
HBO Max) contain significant amounts of both linear and non-linear content. Thus, we characterize these services hybrid 
OTT  and include them in both the linear and non-linear segments for the purpose of calculating market shares. Although 
other OTT services such as Netflix and Amazon Prime increasingly also offer linear content (typically live sports events), we
characterize these services as non-linear  for the purpose of this exercise. 
11 See, for example, Case M.9370 Telenor/DNA (15 July 2019); Case M.8842 Tele2/Com Hem Holding (8 October 2018); Case 
M.7194 Liberty Global/Corelio/W&W/De Vijver Media (24 February 2015); Case M.6990 Vodafone/Kabel Deutschland (20 
September 2013); Case M.6880 Liberty Global/Virgin Media (15 April 2013); Case M.5932 News Corp/BskyB (21 December 
2010); Case M.4353 Permira/All3Media Group (22 September 2006). 
12 See to that effect case M.8842 Tele2/Com Hem Holding (8 October 2018) paras 35-36 where the market investigation 
indicated that the market in Sweden should not be further segmented, and case M.9370 Telenor/DNA paras 18-21 in relation 
to Finland.  
13 Para 52.  
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(36) Due to the nationwide coverage of mobile coverage and high-speed broadband, OTT is a 
viable option even in the more remote areas of Norway. 

(37) In conclusion, there is no need to segment the market according to distribution technology. 

5.1.3 The market should not be segmented by FTA and pay-AV services  

(38) Although the Commission in its previous practice has considered but left open whether the 
market should be segmented to a separate market for FTA and pay-AV distribution, the 
market investigation in Discovery / Warner Media suggested that 

22 In 
Orange/Voo/Brutele, the Commission concluded that the market encompassed all 
distribution technologies and both FTA and pay AV services.23  

(39) From the viewpoint of end users there is substitutability among distributors of FTA and pay-
AV with each of the main distributors offering a full range of FTA and pay-AV in their 
offering. The Norwegian FTA offeror, NRK, is available as an OTT free of charge, funded by 
the state. Further, the OTT services, such as TV2 Play, Viaplay and Telia 
Play, offer their own pay-AV on their streaming service.  

(40) End users can easily subscribe and unsubscribe from pay-AV services in Norway. All the 
distributors offer different packages with different content and price levels, often without 
any binding period, so that the end user can switch between packages in order to include or 
exclude channels or subscribe to the broadcasters own OTT services.  

(41) Hence, Viaplay submits that FTA and pay-AV services should be regarded as part of the same 
product market.  

5.1.4 The market should not be segmented by basic and premium pay-AV services  

(42) Although the Commission in its previous practice has considered but left open whether the 
market should be segmented to a separate market for basic and premium AV (where 
premium would refer to more exclusive content, higher prices, or otherwise charged an 
extra, as opposed to channels included in packages), the market investigation in Discovery 
/ Warner Media suggested that it is no longer appropriate to segment the retail market 
for the supply of pay AV services between basic and premium services 24  

(43) Similarly to segmentation by FTA and pay-AV, from the viewpoint of end users there is 
substitutability among distributors of basic and premium pay-AV channels with each of the 
main distributors offering basic and premium pay-AV services in Norway. End users can easily 
subscribe and unsubscribe to basic and premium pay AV-services. Distributors offer packages 
with different content and price levels. Moreover, end users can, apart from some few 
channels that are always included, often select and deselect different individual channels, 
channel packages, or access streaming services, whether premium or basic, at any time 
during their subscription. Further, there is no clear 

 

 
22 Case M.10343  Discovery/Warner Media, para. 59. 
23 Commission decision of 20 March 2023 in case M.10663  Orange/Voo/Brutele, para. 82. 
24 Case M.10343  Discovery/Warner Media, para. 60.  
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(44) In addition, broadcasters offer their own basic and premium pay AV services on their own 
OTT platforms.  

(45) Viaplay therefore submits that basic and premium pay-AV services should be regarded as 
part of the same product market.  

5.1.5 The market should not be segmented by linear and non-linear AV services  

(46) In NENT/Telenor, the Commission indicated that linear and non-linear AV services are 
increasingly regarded as substitutable but left the market definition open.25 In Discovery / 
Warner Media the market participants considered that such segmentation [a segmentation 
into AV services advertising funded between linear and non-linear services] may not be 

.26 Viaplays considers the same to apply to other AV services.  

(47) Linear content is less and less viewed in a linear way, so that all non-linear services 
(including TVOD unrelated to a linear channel) become potential substitutes for linear 
content. End users increasingly expect interactivity and flexibility and have largely 
integrated the use of non-linear services into their consumer habits, to the point that they 
increasingly consider them as alternatives to linear channels, rather than mere 
complements. 

(48) Seamless switching between linear and non-linear content is further normalised or 
facilitated when content is watched to an increasing extent on mobile terminals, tablets 
and PCs. 

(49) The substitutability of linear and non-linear content is also evident from the success of 
Netflix, HBO Max etc., which has led to a shift in the market, where consumers have moved 
from linear pay-TV film packages to SVOD-film services with a lower price point. 

(50) Therefore, Viaplay submits that all linear and non-linear AV services should be regarded as 
part of the same product market. 

5.1.6 The market should not be segmented according to dwelling unit  

(51) Viaplay submits that it would not be appropriate to segment the market according to 
dwelling unit: The same content is distributed; the same technological distribution platforms 
are available; and basic packages made available in MDUs can be complemented with 
additional packages by each household individually.  

5.1.7 The market is national in scope  

(52) In line with past decisions, Viaplay submits that the market for the retail supply of AV 
services is national in scope, for several reasons: (i) suppliers of retail AV services compete 
on a national basis for end-customers; (ii) distributors in a particular country offer AV 
services for end-customers in that country only; (iii) regulatory regimes for the retail supply 
of AV services are national; and (iv) AV offerings are strongly influenced by national cultural 
factors and domestic end-customer preferences.  

 
25 Commission decision of 30 April 2020 in case M.9604  NENT/Telenor/JV, para. 184. 
26 Case M.10343  Discovery/Warner Media, para. 61.  
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5.1.8 Conclusion  

(53) In light of the above, Viaplay submits that the Proposed Transaction should be assessed on 
the basis of an overall market for retail supply of AV services in Norway. 

(54) However, for completeness, Viaplay will also provide estimates of market shares for the 
retail supply of AV services for the following hypothetical sub-segments: 

(a) Retail supply of AV services 

(i) Including non-linear OTT-providers 

(ii) Excluding non-linear OTT-providers 

(b) Retail supply of pay-AV services 

(i) Including non-linear OTT-providers 

(ii) Excluding non-linear OTT-providers 

(c) Retail supply of non-linear pay-AV services (including hybrid OTT) 

(d) Retail supply of basic pay-AV services  

(i) Including non-linear OTT-providers 

(ii) Excluding non-linear OTT-providers 

(e) Retail supply of premium pay-AV service  

(i) Including non-linear OTT-providers 

(ii) Excluding non-linear OTT-providers 

(f) Retail supply of pay-AV services to MDUs 

(i) Including non-linear OTT-providers 

(ii) Excluding non-linear OTT-providers 

(g) Retail supply of pay-AV services to SDUs 

(i) Including non-linear OTT-providers 

(ii) Excluding non-linear OTT-providers  

5.2 The markets for wholesale supply and acquisition of TV channels  

5.2.1 Introduction  

(55) Wholesale providers of TV channels acquire/license content and aggregate this into channels 
to be broadcast to end-customers via retail distributors of AV services. Accordingly, the 
supply side of this market comprises wholesale providers of TV channels, and the demand 
side comprises retail providers of AV services who acquire and distribute the TV channels to 
end-customers. The wholesale supply is an intermediate layer between the upstream 
production and licensing of content, and the downstream retail provision of TV channels to 
end customers. 

(56) Generally, wholesale supply of TV channels is carried out on either a FTA-basis or on a pay-
TV basis with one of the following business models: (i) public service FTA channels, (ii) 
commercial FTA channels and (iii) pay-TV channels. Public service FTA as well as commercial 
FTA channels are generally broadcast free of charge to end customers. In Norway, NRK is 
the public service FTA available free of charge through its OTT streaming services and 
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distribution through DTT. There are no commercial FTA channels although TV2 has a 
commercial public service contract with the Norwegian state.27 

(57) Pay-TV channels, in contrast to FTA channels, are not available to end customers free of 
charge but instead require end customers to pay a fee for viewing the content. The pay-TV 
business model has two main revenue sources: (i) wholesale distribution fees paid by the 
distributors, and (ii) TV advertising revenues obtained from the sales of TV advertising 
airtime on TV channels, selling this either directly to advertisers or via media agencies. 

(58) In previous decisions, the Commission has identified a market for the wholesale supply of 
TV channels. Within that market, the Commission has further identified two separate 
product markets for: (i) FTA channels; and (ii) pay-TV channels28 but more recently left the 
exact product market definition open.29 The Commission has further in some cases concluded 
that within the pay-TV market, there exist different segments30 or more recently, product 
markets31 for: (i) basic pay-TV channels; and (ii) premium pay-TV channels. In certain cases, 
the Commission has considered FTA channels to be part of the same market as basic pay-TV 
channels.32 With respect to premium pay-TV channels, the Commission has also distinguished 
between: (i) premium pay-TV film channels; and (ii) premium pay-TV sports channels.33  

(59) In previous decisions, the Commission also examined a number of other potential 
segmentations, including: (i) genre or thematic content (such as films, general 
entertainment, sports, factual content, news, youth channels and others);34 (ii) linear 
channels vs. non-linear services (VOD, PPV); and (iii) the different means of infrastructure 
used for the delivery to the viewer (cable, satellite, terrestrial TV and IPTV). Viaplay notes
that the Commission has ultimately left the market definition open in all these cases (with 

 
27 https://www.medietilsynet.no/nyheter/aktuelt/staten-og-tv-2-inngar-avtale-om-kommersiell-allmennkringkasting-for-en-
ny-periode/ 
28 Commission decision of 24 February 2015 in case M.7194  Liberty Global/Corelio/W&W/De Vijver Media, recital 101, 

Commission decision of 20 September 2013 in case M.6990  Vodafone/Kabel Deutschland, para. 41. 
29 Commission decision of 6 October 2020  PPF Group/Central European Media Enterprises, para. 39; Commission decision of 
18 July 2019 in case M.8864  Vodafone/Certain Liberty Global Assets, recital 273; In Commission decision of 30 May 2018 in 
case M.7000  Liberty Global/Ziggo, para. 111, the Commission left open the question as to whether FTA and Pay TV belong 
to separate markets, because of peculiarities of the Dutch TV market; In Commission decision of 7 April 2017 in case M.8354 
Fox/Sky, para. 85, the Commission left open the question whether the market for the wholesale supply of TV channels should 
be further segmented among FTA, basic Pay TV and premium Pay TV. In Commission decision of 18 August 2014 in case M.7194 
 Liberty Global/Corelio/W&W/De Vijver Media, para. 91, the Commission considered that wholesale supply of premium Pay 

TV constitutes a product market that is separate from the wholesale supply of basic Pay TV/FTA channels. 
30 Commission decision of 18 August 2014 in case M.7194  Liberty Global/Corelio/W&W/De Vijver Media, para. 89. 
31 Commission decision of 12 November 2019 in case M.9064 - Telia Company/Bonnier Broadcasting Holding, para. 157; 
Commission decision of 30 May 2018 in case M.7000  Liberty Global/Ziggo, para. 113. 
32 Commission decision of 18 July 2019 in case M.8864  Vodafone/Certain Liberty Global Assets, para. 273; Commission 
decision of 30 May 2018 in case M.7000  Liberty Global/Ziggo, para. 111; Commission decision of 7 April 2017 in case M.8354
Fox/Sky, para. 80, 81 and 85; Commission decision of 18 August 2014 in case M.7194  Liberty Global/Corelio/W&W/De Vijver 
Media, para. 90 and 91. 
33 Commission decision of 15 June 2018 in Case M.8861 Comcast/Sky, Commission decision of 24 February 2015 in Case M.7194 
Liberty Global/Corelio/W&W/De Vijver Media, Commission decision of 6 November 2018 in Case M.8785 The Walt Disney 
Company/Twenty-First Century Fox and Commission decision of 13 September 2018 in Case M.7000 Liberty Global/Ziggo. 
34 Commission decision of 18 July 2019 in case M.8864  Vodafone/Certain Liberty Global Assets, para. 273; Commission 
decision of 30 May 2018 in case M.7000  Liberty Global/Ziggo, para. 112; Commission decision of 7 April 2017 in case M.8354 
 Fox/Sky, para. 82 to 85; Commission decision of 24 February 2015 in case M.7194  Liberty Global/Corelio/W&W/De Vijver 

Media, para. 92; Commission decision of 21 December 2010 in case M.5932  News Corp/BskyB, para. 81; Commission decision 
of 26 August 2008 in case M.5121  News Corp/Premiere, para. 35; Commission decision of 18 July 2007 in case M.4504 
SFR/Télé 2 France, para. 41 and 42; Commission decision of 2 April 2003 in case M.2876  Newscorp/Telepiù, para. 74 to 76. 
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one exception relating to premium film and premium sports pay-TV channels on the Dutch 
market).35  

(60) Viaplay submits that the Proposed Transaction should be assessed on the basis of an overall 
market for wholesale supply and acquisition of TV channels.  

(61) Specifically, Viaplay considers that it is not appropriate to subdivide the market for 
wholesale supply and acquisition of TV channels according to segments previously being 
considered by the EU Commission: (i) the business model (pay-TV or FTA) of the retail AV
services within which the channels are provided to end customers; (ii) content genres; (iii) 
type of infrastructure/distribution platform used to distribute the service; or (iv) premium 
and basic TV channels, usually corresponding to the type of package or tier within which the 
channel is retailed.  

(62) In the subsections below, Viaplay addresses each possible segmentation of the market. 

(63) As Viaplay does not consider the conditions on the market for wholesale acquisition of TV 
services any different from the conditions on the market for wholesale supply of TV services, 
in relation to the product market definition, the two sides of the market are analysed in 
parallel below. 

5.2.2 The market should not be segmented by FTA and pay-TV channels 

(64) For the reasons set out below, Viaplay considers that the wholesale providers of FTA 
channels exercise a significant competitive pressure on wholesale providers of pay-TV 
channels, commanding a high share of total viewing in Norway, and that FTA and pay-TV 
channels should be regarded as belonging to the same wholesale market. 

(65) Providers of FTA and pay-TV channels ultimately compete downstream for the same viewer 
base as FTA and pay-TV channel providers to a large extent carry the same content.36 At the 
retail level, FTA and pay-TV channels are typically sold together in one package without 
emphasizing any distinction between FTA and pay-TV channels.  

(66) As FTA and pay-TV channel providers to a large extent carry similar types of content, FTA 
and pay-TV channel providers also compete upstream to secure the most attractive content. 
Moreover, as content shown on FTA channels is not limited to public service content (e.g. 
news and educational material), the content on FTA channels, to a great extent, mirrors the 
content included in pay-TV channels, which typically reflects the preferences of a broad 
audience. A programme produced for a pay-TV channel could play on an FTA channel and is 
not inherently of a different type. For example, NRK competes for sports content with pay 
TV-channels.  

 
35 Commission decision of 7 April 2017 in Case M.8354 Fox/Sky, Commission decision of 24 February 2015 in Case M.7194 Liberty 
Global/Corelio/W&W/De Vijver Media, Commission decision of 6 November 2018 in Case M.8785 The Walt Disney 
Company/Twenty-First Century Fox and Commission decision of 13 September 2018 in Case M.7000 Liberty Global/Ziggo. 
36 See Commission decision of 6 October 2020  PPF Group/Central European Media Enterprises, para. 36f, where several 
respondents to the market investigation found the difference between FTA and pay channels to be negligible because both 
channel types compete for the same content. Additionally, respondents found that these channels compete for the same 
audiences as all pay-TV subscribers can access FTA channels. In this case, it was also noted that the penetration of premium 
pay TV-services was rather limited in the relevant Member State (Czechia). With regard to the distinction between basic pay 
TV and FTA channels, it was also pointed out that basic pay AV mainly shows content that is also available through FTA and 
thus only differs in the infrastructure used for the transmission. 
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(67) Since pay-TV channels and FTA channels to a large extent carry the same or similar types of 
-TV channel is directly affected if 

an FTA channel has a similar channel profile and thereby attracts the same viewers.  

(68) Thus, Viaplay submits that the market for wholesale supply of TV channels should not be 
segmented by thematic genre.   

5.2.3 The market should not be segmented by genre  

(69) Viaplay submits that channels consisting of films or sport content do not form distinct 
markets. Channel producers usually include sports and/or film content on both their main, 

For example, 
large parts of FIS winter sports and Handball World and European Championships are 

, which offer sports, films and other content in 
order to attract a broader audience. Further, the main channels of each provider account 
for a substantial portion of total viewing time and include content from all genres, including 
news, sports, youth, films and series.  

(70) Furthermore, subscribers can easily access and view content of a particular genre on the 
generalist channels via e.g. catch-

 between generalist 
channels and the specialised channels. 

(71) Viaplay also note that as a general rule, when a channel provider produces TV channels in 
different genres, these are typically sold to distributors as part of the same contract, i.e. as 
a  including channels 
with a bias towards e.g. news, sports or films  in terms of quality, content, costs, intended 
retail prices and positioning in their retail offer, rather than evaluating each channel 
separately.  

(72) Accordingly, the Parties submit that the market for wholesale supply of TV channels should 
not be segmented by thematic genre. 

5.2.4 The market should not be segmented by distribution platform 

(73) There are no significant differences on either the demand side or the supply side of the 
market based on the distribution platforms of the distributors. 

(74) Since subscribers can and do switch between distributors that use different transmission 
technologies, the wholesale price of a TV channel for carriage on one technology (which to 
some extent will feed through to retail prices) cannot be increased significantly without 
subscribers switching to other platforms that are not so affected.  

(75) Viaplay also notes the following: (i) content broadcast on a given TV channel is identical 

according to which technology they use; (ii) purchasers of TV channels using more than one
type of infrastructure technology for distribution normally do not negotiate separate 
contracts for each type of infrastructure; (iii) the terms and conditions offered to retail 
distributors are usually not dictated by the specific distribution platform operated by the 
distributor; and (iv) the content rights acquired by the wholesale providers of TV channels 
only very rarely limit the wholesale providers to license the content to specific platforms.  
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5.2.7 Conclusion  

(85) In light of the above, Viaplay submits that the Proposed Transaction should be assessed on 
the basis of an overall market for the wholesale supply and acquisition of AV services in 
Norway. 

(86) For the sake of completeness, and in 
definition, Viaplay also provide data on the following segments of the market for the 
wholesale supply and acquisition of TV channels:40  

- TV-channels (including both linear and non-linear services)  
- Linear TV-channels (including both commercial and non-commercial)  
- Commercial linear TV-channels  
- Linear Pay-TV channels 

 Basic linear pay-TV channels 

- Basic sports linear pay-TV channels 

 Premium linear pay-TV channels 

- Premium linear sports pay-TV channels 
- Premium linear film pay-TV channels  

(87) Given that the Proposed Transaction does not give rise to competition concerns based on 
any plausible definition of the relevant product market, Viaplay submits that the definition 
of the relevant product market can be left open. 

6. Market shares and competitor, customer and supplier information  
(88) and competitor, customer and supplier information are

attached as schedule 4, 5 and 6.  

Schedule 4 Retail market shares  

Schedule 5 Wholesale market shares 

Schedule 6 Competitor, customer and supplier information for Viaplay and Allente in the 
market for retail supply of AV services   

7. The Concentration will not result in a restriction of effective 
competition  

7.1 Introduction 

(89) 
for wholesale supply of TV channels 
of AV services in Norway, as well as horizontal overlap in relation to retail distribution of AV
services in Norway.  

7.2 No restrictive effect of competition in the market for retail supply of AV services  

(90) The Proposed Transaction gives rise to horizontal overlap in the market for retail supply of 
AV services. However, Viaplay and Allente are not close competitors, and several strong 
competitors remain post-Concentration.  

 
40 Viaplay does not have any genre-specific channels which are not sports or film pay-TV channels.  
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(106) In view of this, and also the recent retail trends discussed above, it is likely that a high 
proportion of any diverted subscribers would take up Viaplay , not switch to 

significantly affected by the Proposed Transaction. 

(107) 

position to defend themselves against any foreclosure attempt by taking measures to retain 
their subscribers and maintain their customer bases. These operators could be expected to 
reduce their retail prices, with the resulting reduction in average revenue per user (ARPU) 
offset by the saving in carriage fees no longer paid to Viaplay in order to retain subscribers 
who might otherwise consider switching to Viaplay or Allente.  

(108) Alternatively, or in addition, the foreclosed distributors may invest the avoided Viaplay 
carriage fees in alternative content to appeal to their existing subscribers and attract new 

s potential benefit 
from input foreclosure while doing nothing to lessen its costs, thus reducing the 
attractiveness of such a strategy.  

(109) Third-party distributors can defend themselves against a foreclosure strategy in which part, 

continuing to supply basic channels, by refusing to sign carriage agreements that do not 
include all the Viaplay content desired
the distributor raises the cost of foreclosure by forcing Viaplay to forgo carriage fees and 
advertising revenues across its entire content portfolio, not just a few selected elements 
which might be capable of influencing subscriptions while incurring a smaller loss of 
wholesale revenues.  

(110) Input foreclosure might hypothetically be targeted on an individual retail competitor, 

others. Under such a strategy, subscribers of the targeted distributor who wish to continue 
-party distributor, not 

just to Viaplay or Allente. Accordingly, diversion of subscribers to Allente would be 
correspondingly lower, rendering a targeted foreclosure strategy even less attractive than 
one in which all third-party distributors are foreclosed. 

(111) 

foreclosed distributor(s), should Viaplay wish to supply this operator at a future time or in 
a different geographic market, and with other third-party distributors who may look 
unfavourably on Viaplay as a result of such behaviour. 

(112) Input foreclosure also runs the risk of provoking a regulatory response due to strong political 
or regulatory preferences for wide distribution, especially of sports content. Depending on 

or ability to pursue an 
input foreclosure strategy may be curtailed. 

(113) In relation to customer foreclosure
high share of channel revenues for the loss of carriage on this platform to foreclose third-
party channels providers. 



#34836633
 
 19 (19)

(114) In light of the above, the Proposed Transaction does not give rise to any concerns related to 
the vertical overlap between Allente and Viaplay.  

8. Confidentiality  
(115) The notification contains business secrets under the Public Administration Act section 13 

first paragraph no. 2.  

(116) Business secrets concerning Viaplay are marked with GREEN, while business secrets 
concerning Allente are marked with BLUE. Information marked with PURPLE is considered 
business secrets towards all involved and third parties.  

(117) Justification for exemption from public disclosure is set out in Schedule 7.  

Schedule 7 Justification for exception from public disclosure (in Norwegian)  

 

 

* * * 

 

 

 

Yours sincerely 
Advokatfirmaet BAHR AS 
 
 
 
Ylva Kolsrud Lønvik 
Managing Associate 
 


