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From where we come, where we’re going

Phase 1: Monopoly: (’50s —’70s)

PSBs are the only holders of TV licences

Phase 2: Commercial TV (’80s)
Private commercial channels are launched
PSBs compete with private broadcasters for ratings

Phase 3: Pay TV ('90s)

Digital Pay Tv services are launched
PSBs lose Premium contents and try to take part to pay-tv consortiums

Phase 4: DTT, IPTV and WEB TV(2000))

Digital Terrestrial TV gives new opportunities to traditional broadcasters.

Internet brings Telco operators into the market
PSB’s enlarge their bouquets of channels on DTT and try to organise
/

\.archives for non linear platforms

=18

2 di13

FORUMEDIA



1. Financing models

2. Audience fragmentation

3. Developping of Dt Television

4. Non linear content and non linear platforms
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The main TV financing sources

GERMANY: 11.698 min €

FRANCE: 10.135 min €

46,0 ’

B Public funding

Bl Advertising

Subscriptions

ITALY: 7.637 min €

SPAIN: 6.429 min €

UNITED KINGDOM: 14.935 miIn €

22,0 %
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Advertising’s still the “oil” of broadcasters
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Advertising revenues

still account for more 50,0%

than 80% of the total

revenue for many I:I 38.7% 80,9% 6.4
broadcasters +/0
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Rating trends: the increase of fragmentation
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Rating trends: the power of multichannel
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Europe’s main markets: DTT opportunities

DTT gives analogue broadcasters the opportunity to expand their channels line up

and rescue the audience lost by the main channels
The 5 Largest EU TV markets

Numbg gractzggnnels Ratings of analogue and digital channels 2007 (%)

(anao.| orr | | TOT. | Mainanal.  Otheranal. | Digitlalonly  TOTAL

—— 3 5 8 16 41,6 - 0,6 42,4
3 7 0 10 40,6 0,2 40,8
LI 4 2 / 13 35,2 1,7 1,2 38,1
BB|B|C 2 8 8 18 30,6 - 3,4 34,0
TFI1 1 4 8 13 30,7 1,3 32,0
| ARD® 6 3 9 26,9 3,3 - 30,2
RTL 6 0 3 9 220 2,6 - 24,6
itwv 1 4 1 6 19,2 40 23,2
tve 2 3 3 8 21,8 - 0,6 224
prsses 5 0 3 8 19,7 1,1 - 20,8
— 1 3 0 4 20,3 0,1 20,4
> 1 2 2 5 174 0,4 17,8
€ 5 1 2 8 12,9 3,3 - 16,4
=Y 1 3 7 11 11,5 7,0 12,5
4. 1 4 6 11 85 3.3 11,8
CANAL+ 1 2 16 19 77 15 9,1
Sogecable 1 4 17 22 3,4 0,3 3,7

2 1 7 10 3,0 0,1 3,1

Sources: IsICult on Médiamétrie, Barb, Auditel/Agb, Tns/Sofres, Agf/Gfk
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DTT has changed business models

Some channels switched form pay-tv to FTA platforms
E4 and Film4 were on only pay-tv channels, and now they’re on Freeview...

Dtt “Pay” Dtt “Free”
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The “traditional” value chain: linear

> Productic} >Transmissi>>Packaging>

Internet providers N2% ¢,
i <,
Majors \

Indies
Analogue & digital terrestrial TV e TV user

Format Broadcaster

factories
Rights owners o 5
S
Broadcaster

Pay-TV operators

\ 4

» In the traditional value chain, broadcasters are still the central point

» Revenues are generated by the sale of TV ads and by direct financing (pay-
TV and PPV)
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The “new” value chain : “on demand”

> Producti<> > TransmissiC> >Packaging>

Internet providers

A

Aggregators

Majors
Indies
Format Broadcaster
factories
Pay-tv operators

Rights owners V
OD seryj,
es

Broadcaster
PC user
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Aggregators p2p e ene('o\‘e

file sharing use" 9

» For distributing on-demand contents on TV broadcasters have to deal with
IPTV and cable operators
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Europe’s main markets: new platforms opportunities

Internet gives analogue broadcasters the opportunity to create a new window of programming
But this services still suffer from several weaknesses:

» Incertitude on business model:
o Free and funded by licence fee (iPlayer)
o Free and fundend by advertising (Rai.tv)
o Pay (France Tvod, Rewind Tv)

»Access to TV
o Dealing with ISP (France Télévisions / Orange, Rai / Fastweb)
o Creating “opened” offers availables on hybrid IPTV/DTT decoders

» Size of catalogue

o Stand alone offers
o ‘“copetitions” (Kangaroo/SeeSaw project)

Premium Preview

“Catch-up” “Catch-up”
Broadcaster ) (full lenght)
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Thank you!

ISTITUTO ITALIANO
PER L'INDUSTRIA
C U L T U R A L E

IsICult
Via di Monte Giordano, 36
00186 Rome
+39 06 689 23 44
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