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What we do : 

 

Develop business relations among broadcasters;  

Representation of member companies at the EU/international institutions 

ÅAdvertising 

ÅCompetition/Public broadcasters  

ÅCopyright (opportunity here for broadcasters?) 

ÅDigital ï Switchover, State Aid, Must-carry 

ÅRevenue Protection/Anti-piracy 

ñVoice of European televisionò in communicating key trends 

Current key topic in Brussels (and in Cyprus) : Connected TV 
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Connected TV : what is it? 
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é and how important? And when?   

 

Å Enormous potential ï including for European content players 

Å Market data abundant but inconclusive;  

Å Mass market or niche?  

Å Internet-ready é or actual usage?  



Connected TV : Why is this such a challenge? 

 

 

Å Pace of change  

Å Impact on value chain, including in programme-making. Can 

television (as we know it) ever ñbe an appò?  

Å Commercialisation of the schedule 

Å regulatory questions 

é and how should broadcasters respond?  
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Å State of TV today : viewing, advertising, pay and demand for content 

Å High level of innovation and risk-taking among commercial 

broadcasters  
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Pace of change 

Å   Connected TV needs to be seen in context of proliferation of  

platforms ï  which will be most consumer-friendly?  



Threat or Opportunity?  The (long-forecast) death 

of linear television isnôt happening 

 

ñCertain things like elections or the Olympics really point out how 

TV is terrible. You have to wait for the guy to talk about the thing 

you care about or you miss the event and want to go back and 

see it," 

Bill Gates, World Economic Forum, Davos, 2007 

 

ñTV has coped well with technological change, Other media can 

learn from itò 

ñThe Economist ; In praise of television, the great survivorò May 2010 

 



« The Future of TV is TV »   

Å Connected, or social TV allows media groups to meet Bill 

Gatesô criticism while retaining viewersô attention;  

Å Increased relationship with consumers allows for targeted ï 

personalised? ï advertising. Fewer but betteré 

Å But raises significant privacy issues;  

Å The ñsecond screenò : new platforms have always created new 

advertising opportunities ï ñchatò, ñplayò, ñbuyò, in-app 

advertising, in-depth information about the main screen;  

Å All part of revenue diversification é 

 



Revenue Diversification in Commercial TV 

Å A key metric for market analysts and investors since 2002;   

Å Broaden revenue base to protect against fluctuating (but 

overall, solid) spot advertising;  

Å Core to all commercial groupsô strategies, but can mean many 

things é  

Å 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 

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

 



Connected TV : Impact on value chain 

 

Å New entrants are a fact of life ï European TV has grown from 47 to 

9000 ñchannelsò in twenty years;  

Å But Connected TV is more than ñsome more television channelsò; 

Å Could allow manufacturers access to revenue (after sale) and 

potentially at least facilitate the entry of vertically-integrated global 

players é  

Å Who is the ñeditorò and who has ñresponsibilityò Highly controversial 

at a political level ï last weekôs riots in Middle East, ISP liability for 

content é and pornography??? 

Å Also raises the key commercial issue of who controls the last 

section of the chain ï i.e., the screen in the living room?  
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Commercialisation of schedule 

 

Å Single most important strategic question : who can earn revenue from 

the [broadcastersô] content and relationship with viewers?  

ÅWhich impacts on é 

10 



Legal/Regulatory Questions 

 

Å These issues are often debated in a context of micro-

management (ñhow many minutes of advertising?ò ñwhat criteria 

for a broadcasting licence?ò);  

Å Connected TV potentially goes beyond this to the heart of how 

broadcast media are regulated : i.e., the notion of editorial 

responsibility for all on on-screen output;  

Å How do operators, regulators and society react if that 

responsibility can no longer be guaranteed?  

Å How can the current structure of sports rights deals be sustained?  

ÅHence need for fundamental rethink not another ñamendmentò 
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