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Questions

A What new advertising techniques are emerging/might emerge in the
coming years?

What are the new funding models for audiovisual media services?

Will commercial communications be a central part of the business
models for Smart/Connected TV offerings?

A What kind of new forms of advertising have we seen/might we see on
Smart/Connected TVs?

A Will the convergence of the online and traditional broadcasting
spheres bring internet advertising techniques into the sphere of
content consumption?

A What are the policy and regulatory implications for regulation?




ANEUuUrope should not become

AEur op e-toqair télavigon has clearly been insulated from the wake-
up call the press is now going through.

There have been basic responses to advertising fragmentation. But the
real storm may yet be coming. | wonder what is being done to stabilise
the boat?

How are you diversifying your revenues? Are there new pay TV business
models you can tap into, to give one example? What print and online
platforms can you monetise to support your programming?

Are you ready for new business oppo

Commissioner Neelie Kroes, June 2010




Audience fragmentation and multiplication of outlets
for advertising are driving revenue diversification

A -There is no fAburning platformo in
audiences are up and revenues holding up

Already a key metric for market analysts and investors in 2002;

Broader revenue base offers protection against fluctuations in spot
advertising;

Diversification can mean any numbe

A Secondary TV channels, online advertising, online sales of content, e-
commerce, teleshopping, product placement, sponsorship, third party
airtime deals, programme sales, ancillary sales, pay TV, multiplex
operation, retransmission fees, football club ownershipé

A é but however it i
groupso strategies

A More likely to be a 65/6:4:4:4:4:3:3:3:2:1:1 model than a 65/35;

s defined, di ver

A Constant experimentation







Broadcasters and Regulators : Commercial
Communication Issues for the next five years

A Many of the key issues in AVMS i e.g., product placement or
sponsorship T will make a useful incremental contribution, but will not
be game-changers (as stated in your Background Paper, and as

predicted by OFCOM 2005). Other nr
communi cationo have (to date) beer
A Product placement will continue to develop, and sponsorship will

continue to evolve (though i1t06s I
sponsorship, spot and product pl ac

ABut t hhese are not t he Al nnovati vecl

A Three areas where commercial communication has the potential to
make a real contribution to diversification activity (alongside pay TV
ventures of FTA groups)

A Cross-platform, cross-sectoral campaigns;
A Online advertising
A Connected TV




Cross-platform, cross-sectoral campaigns (making
the regulatorsodo task more d




A Few words aboufTVN Group
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Case study #ASCALE

How to leverage the potential of mass format to
Increase relevance of a commodity spice brand ?

SCALE
(mass formats,

primarily
conventional tools)
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Putting a commodity brand into a relevant context

CHALLENGEow to increase relevance of local spic
brand Prymat and differentiate it vs well known
International brands (Knorr, Nestle)

INSIGHTConsumers less and less believe in
conventional spot advertising BUT they belie

cooking experts and follow their recommendatic

IDEA:Link brand activities with a ma3¥/ format
where a cooking celebrity @ving insights to
restaurantkeepers on running their businesses




Tools employed combination of TV & on
line media around meaningful content
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Effectsc best results achieved among consumer
who were exposed to both TV and-bme media
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Online Advertising
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