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1. INTRODUCTION

One feature that characterises Finnish audiovisual operations is the strong role of traditional
television companies providing freely available broadcast content. Even though the viewer
share of the four nationwide free basic channels has seen a drop of around 70 per cent, the
viewer share of all the channels provided by the broadcasters owning these channels
amounts to around 90 per cent. At least until now, these traditional broadcasters have also
had a prominent role with regard to Internet television. Along with time shifting, Internet TV

has mostly provided a complement to television viewed during the broadcast.

The largest changes regarding the use of audiovisual content services can, however, be ex-
pected outside the traditional broadcast television. Younger viewers in particular are pio-
neering new types of consumer behaviour with regard to this field. Insofar as service provi-
sion is concerned, cooperation between the various parties will continue to increase, with
new actors emerging at various stages of the operating chains, especially due to the low
threshold of content distribution via the Internet. These changes will render the audiovisual

media market increasingly complex to define.

The Act on Television and Radio Operations was amended in the spring of 2010 to conform
with the European Directive on audiovisual media services (the AVMS Directive). This
change was made to expand the Act’s scope of application from traditional, i.e. so-called
linear television operations to non-linear media services, consisting mostly of video-on-
demand services provided online. Linear services mean audiovisual media services provided
by a media service provider for simultaneous viewing of programmes on the basis of a pro-
gramme schedule (so-called push services). Non-linear services, on the other hand, refer to
media services that the viewer can select for viewing at the time of his or her choosing from

a programme guide provided by the broadcaster (so-called pull services).

The AVMS Directive’s definition of audiovisual media services only covers such audiovisual
media services that are mass communications services, i.e. services that are intended to be
received by a significant proportion of the general public and that may have a distinct im-
pact on a significant proportion of the general public. The directive’s scope of application
comprises all kinds of economic activities, including the operations of public service provid-
ers. However, it does not cover activities that are not primarily motivated by financial as-
pects and that do not compete with TV broadcasting operations. These services include, for

instance, private websites and services that comprise the provision of audiovisual content



created by private users, or its distribution for sharing and exchanging within various theme

groups.

This review surveys the audiovisual media market from the perspective of both consumption
and supply. Furthermore, it discusses changes in the television sector, while also describing
the newly available audiovisual services on a general level. The review does not restrict it-
self to the scope of application of the AVMS Directive alone, but it does strive to keep the
emphasis on discussing television programmes and the content providing the most potent
challenge to these.
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2. CONSUMPTION OF AUDIOVISUAL CONTENT SERVICES

2.1 Television viewing

In 2009, Finns watched an average of 2 hours and 56 minutes of television per day. An av-
erage of five channels were watched daily, with the most popular time for watching TV, i.e.
"prime time", falling between 6 pm and 11 pm Over one million Finnish people watched
television during prime time. Between 8.30 pm and 9.30 pm on weekends was an especially
popular time for watching TV, with an average of 1.9 million Finns tuning in during this

time.

Twelve free channels were available in Finland in 2009. The four most-watched channels
took up around 73 per cent of the viewing share. Even though the number of free channels
has markedly increased, the combined viewing share of MTV Media, Nelonen Media and YLE
channels amounted to 91 per cent in 2009. This proves that these broadcasters have been
able to maintain their positions. Instead of eloping to competing channels, viewers have
primarily switched these broadcasters’ basic channels (Yle TV1, Yle TV2, MTV3 and Nelonen)
for their theme channels and sister channels completing the programming of the main chan-

nels.

In 2009, a total of 28 per cent of Finnish households subscribed to pay TV services. How-
ever, a digital video recorder can already be found in 43 per cent of households. In Novem-
ber 2009, 65 per cent of Finnish TV households reported owning a cathode-ray tube televi-
sion, with 57 reported owning a flat-screen TV. At the same time, 30 per cent of the
households reported owning an HD ready television screen. HD receivers (Full HD or HD
ready) could be found in around every fourth TV household, with fewer than 2 per cent sub-
scribing to HD channels. Finns have been active in purchasing new television sets during the
last few years, as 20 per cent of TV households had bought a television set within a year,

and 22 per cent between one and two years ago.

The conventional television set has held its ground, with the Internet and mobile services
mainly used as complementary viewing methods. The motives and viewing circumstances of
watching via traditional and new media differ from each other. Internet television is viewed
when it best suits one’s schedule. Mobile viewing, on the other hand, is less tied to the
viewing place. Internet use has been made easier on many of the new television and video

devices, with dedicated online services also designed for this type of use. This development



could be seen as a precursor to a substantial increase in the use of VoD services in the fu-

ture.

Along with online and mobile viewing, time shifting also complements traditional viewing
practices. In those TV households owning a digital video recorder, the share of time shifting
in proportion to total viewing was 13 per cent in 2009. Five per cent of time-shift viewing
took place on the same day on which the programme was broadcast, while 8 per cent within
a week of the broadcast. The share of time shifting in proportion to total viewing amounted
to 5 per cent in all TV households.

2.2 Audiovisual content service use

The results of FICORA's research into audiovisual content services support the perception of
traditional television’s continued prevalence. According to a study carried out in the autumn
of 2010, Finns between the ages of 15 and 64 primarily view audiovisual content services in
the traditional manner via television during the broadcast, i.e. they watch television live (85
per cent).

The second most popular mean of viewing AV content is via external recordings such as
videos and DVDs and in the form of short clips on the Internet (around 60 per cent). The
viewing of recorded TV programmes later is fourth most common (55 per cent), with the
viewing of TV-like content online being the least common mean (43 per cent).

Compared to the situation a year ago, the order of these various viewing means has re-
mained the same throughout the total target group, but slight changes have taken place

with regard to viewing shares, as evidenced in the figure below.
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Figure 1: People watching audiovisual content (moving images and sound) such as TV programmes, TV pro-
gramme-like videos or recordings at least sometimes using the following means.

The popularity of viewing television live seems to be independent of age, when looked at
from the perspective of audiovisual content viewed at least sometimes during free time.
Time shifting is another viewing method where not a great deal of age-dependent variation
is encountered, excluding the fact that it is slightly less common among the 22 to 24-year-
old age group (39 per cent), and slightly more common among 35 to 44-year-olds (66 per
cent). On the other hand, viewing short video clips and TV programme-like content on the
Internet is markedly more common among the youngest age groups. Especially the latter
type of viewing is mentioned increasingly often by 15 to 24-year-olds (64 to 65 per cent).
Viewing of external recordings is most common among people up to 45 years of age.

According to all the respondents’ estimates, they watched significantly less live television
during the past year. This trend was reported as being particularly prevalent by 15 to 19-
year-olds. People between the ages of 20 and 44 also reported viewing significantly less TV
than before. Correspondingly, estimates regarding increased viewing of TV via the Internet

are highest among the youngest age groups.



Balance figure*: All respondents, n=4233

15-19 20-24 25-34 35-44 45-54 55-65

yrs., yrs., yrs., yrs., yrs., yrs.,
n=124 n=418 n=1016 n=810 n=989 n=876

Watching TV - past year -29 -49 -32 -34 -33 -26 -15
Watching TV - next year -14 -20 -18 -17 -15 -12 -10
AV content watched via internet - past year 21 36 30 22 21 19 16
AV content watched via internet - next year 16 17 19 13 18 18 18

*The balance figure is reached by subtracting the estimated decrease in viewing from the estimated increase in viewing. For example, the
figure -29 in the column on the left side refers to that the time spent on watching television over the past year has decreased this much
more than it has increased.

Table 1: Audiovisual barometer 2010, all respondents.

When focusing on respondents already viewing TV programmes on their television sets and
online, almost half of them report increased online viewing during the year. A year earlier,
this group estimated an even greater increase in their online viewing. Fourty-five per cent
of people in this target group estimated that their online viewing had remained unchanged

over the past year.

Every third person in the above-mentioned group anticipated they would be viewing more
TV content online during the year following the study. This proportion has seen a slight de-
crease compared to the previous study. Correspondingly, a larger number of people than

before (58 per cent) expected their online viewing to remain at the same level.

Development of online viewing

During past year During next year

70

%

6 6
= i
Increased Remainedthe Decreased Doesn't know Willincrease Will remain the Will decrease Doesn't know
same same
820D (n=1560, watches on TV and online) B8 2009 (n=1565, watches on TV and online) ‘

Figure 2: Change in online viewing during the past year and the next.
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It would seem that the estimates on the upcoming change in viewing habits are more con-
servative than what has been the perception regarding what has occurred during the past
year. Even though the live viewing of television programmes is anticipated to see a further
decrease, this change is not expected to be as significant as before. Neither is the switch
from traditional TV viewing to online viewing expected to occur at such a rapid rate as was
seen during the past year. Nevertheless, an emphatic switch to online viewing has already

occurred and continues to occur, particularly among the youngest respondents.

The most commonly viewed types of content among the youngest respondents are various
entertainment programmes and series. People between the ages 25 and 34 follow more
evenly different types of programmes online, whereas news is the most common type of

programme viewed online by respondents over 35 years of age.

The most common reasons for not viewing TV programmes online were the difficulty of
searching for and selecting content, low attraction, and the small size of the screen or poor
sound quality of the computer. Every fourth respondent also reported their computer being
in an inconvenient place for viewing TV as one of these reasons. The youngest respondents,

in particular, were also bothered by slow broadband speeds.

All in all, a rather insignificant amount of TV content is viewed on mobile phones. The pri-
mary reasons for this are a lack of interest in this service, the screen of mobile device being
too small or its audio quality too poor, and an unwillingness to pay separate charges for the
service. Use of the mobile phone for its basic applications, namely making calls and sending
text messages, is also often mentioned as one reason for not viewing TV programmes on
this device. Charges related to the service, but also the other reasons mentioned above,
were especially emphasised by the youngest respondents. Moreover, they often use mobile
phones that do not enable the viewing of television.

By means of cluster analysis performed on the research data, six different consumer groups
were identified, differing from one another with respect to three aspects: viewing and im-
portance of television, use and importance of the Internet, and adoption rate of new tech-

nology.

The largest of these consumer groups (around 30 per cent of the target group) comprises
traditional light users of television, for whom the Internet is nevertheless important, but
who adopt new technology at a rather slow rate. This group includes an above-average

share of women. The second-largest group (around 30 per cent) comprises traditional



heavy users of television, for whom both television and the Internet are important, but who
are especially slow adopters of new technology. This group also comprises an above-

average proportion of women.

The other four groups are clearly smaller than the preceding ones, each one representing
around 10 per cent of the target group. The clear-cut technological pioneer groups are simi-
lar to the two largest groups with regard to the importance of television and the Internet,
but with regard to the adoption of new technology, they are the polar opposite of the tradi-
tional consumer groups. Both pioneer groups comprise an above-average proportion of
men. Those only using the Internet are younger than the average, while also being the
most distinct early adopters of new technology.

Two groups that are completely different from the groups described above are people only
watching television, who do not differ from the average population with regard to technol-
ogy adoption, and people taking a mostly traditional view of technology, who are rather
passive with regard to all audiovisual content. Both of these groups comprise an above-
average proportion of elderly people, with the latter also including more women than aver-
age.

Adoption level
O Very traditional
‘ Fairly traditional

Not traditional nor early
6

adopter

Technological pioneer

®@ ® 00O

Technological pioneer,
early adopter

R4

Viewing and importance of television

Use and importance of the Internet

© Group 1(R1):"TRADITIONAL HEAVY TV USERS", N=1098
© Group 2(R2): "PEOPLE ONLY WATCHING TV",N=310

© Group 3(R3):"TRADITIONAL PASSIVES", N=600

© Group 4 (R4):"TRADITIONAL LIGHT TV USERS", N=1104

© Group 5 (R5): "TECHNOLOGICAL PIONEERS USING DIGITAL MEDIA", N=657

@ Group 6 (R6): "TECHNOLOGICAL PIONEERS ONLY USING THE INTERNET", N=464

Figure 3: Consumer groups of audiovisual contents.
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3. SUPPLY OF AUDIOVISUAL CONTENT SERVICES

3.1 TV operations’ cash flows

The combined turnover of television operations in 2008 was some EUR 950 million. The
combined share of advertising and pay TV amounted to around half of this, whereas the
proportion contributed by TV licence fees had dropped to 40 per cent. The rest, under 10
per cent, consisted of basic cable television fees. Figure 4 represents the 2008 cash flows of
TV operations in Finland.

Content

Sponsorshipetc.<10M 14
Public funding <10

Content distribution

Cable-TVsubscriptions 55
Broadband

subscriptions 530

Production
Inhouse 180

\
Domesticindies 90 ;
< rd

Dl R

Distributionfees
Terrestrial 45
Satellite 20

Purchasingof rights
Sports 30
Intl studios

andsyndicates 120

Source: Ministry of Transport and Communications,
Development outlook for television - update, unpublished
report draft 18 May 2009

Figure 4: 2008 cash flows in television (EUR million).

3.2 Business models of audiovisual content services

The business model structure of the audiovisual content service supply can be divided into a
seven-phase structural chain that starts with the determination of the business model and
ends in customer sales and customer management. Selections in the different phases of the
structural chain are dependent on selections made in the other phases. The generation of
profitable business is a basic assumption of the business model. Yleisradio also operates
with the goal of profitable business operations; publicly-funded content service providers
are therefore not automatically excluded from the model. Table 2 displays in more detailed
the alternative progress routes of the various structural phases with regard to the assess-

ment of the content service business model.
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AV CONTENT SERVICE PROVISION

Business model type

Commercial television Pay television Public television Sales of recordings

Direct webcasting / Download service
streaming VoD Catch-up (DTR/DTO)

END CUSTOMER SALES AND CUSTOMER MANAGEMENT

Linear television NPVR

7
| Own sales | Outsourced sales

Table 2: Business models of audiovisual content services.

Business model

The primary business models for providing audiovisual content services have been commer-
cial and public television. In 2008, some 79 per cent of the income accrued from television
operations was gained from advertising and public funding. Excluding public television from
calculations, advertising accounted for some 65 per cent of the income accrued from televi-
sion operations. Pay TV and sales of recordings have emerged alongside commercial televi-
sion operations. Yleisradio, enjoying public funding, also sells recordings. However, sales of

recordings amount to a minor share of the total turnover.

800

@ Public funding
O Advertising
| Pay TV

EUR million

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012
forecast forecast forecast forecast

Source: Ministry of Transport and Communications, Development outlook for television - update, unpublished report draft 18 May 2009

Figure 5: The income of television operators in Finland between 2001 and 2012(f), (EUR million).
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In the main, all current business models of audiovisual content service supply are based on
some combination of these four types. As extensive a funding base as possible has thus
been strived for in the funding of operations. Two types of business model or a combination
thereof have been used in relation to Internet television, video-on-demand and catch-up
services. On one hand, Internet TV operations have been based purely on the pay TV
model, but on the other hand, they have also been provided in the form of commercial tele-
vision. Intriguing phenomena can be observed in relation to Internet VoD services in, for
instance, Sweden where the Voddler service provides some movies and series free of
charge, while also enabling consumers to watch the latest movies in exchange for a fee. Be-
fore being able to view the free content, viewers must agree to receive an advertising block
played before each programme. Therefore, the operations of the company providing Voddler

are based on both the commercial television and pay TV models.

Funding

The type of funding employed by a company is dependent on the business model. For ex-
ample, if its business model is based on the pay TV model, the resulting type of funding is
automatically direct funding, meaning the users are charged for using the content service.
Commercial funding comes from advertising income and public funding from sources of pub-

lic funding such as the budget and television licence fees.

Programme content

The alternative production methods of audiovisual content services are content produced in-
house and content purchased from external production companies. In 2008, in-house tele-
vision production took up around 43 per cent of the total funds expended on content, while
content purchased from external parties accounted for 57 per cent. Some 63 per cent of the
latter was used on broadcasting rights, and 37 per cent on purchasing content from inde-

pendent domestic production houses.

Content service providers acquire audiovisual programme content from content producers
by means of concluding broadcasting rights agreements. Usually, broadcasting rights agree-
ment includes regional exclusivity, meaning that the content service provider acquires ex-
clusive rights for a certain period to broadcast the programme in a certain region. Produc-
tion companies try to conclude separate broadcasting rights agreements for each
broadcasting technology. Technology-neutral transfers of broadcasting rights are seldom

seen. Broadcasting rights can also be sold as packages, with, for instance, the agreement

12



including broadcasting rights for television and one to two repeats within a certain period, in

addition to which the programme episodes can be made available to viewers for two weeks

after the initial broadcast of that episode.

Distribution network

In Finland, the most common distribution networks for audiovisual content have tradition-
ally been the terrestrial television network and the cable television network. Cable television
network companies have been obliged to carry the programming of Yleisradio and the chan-
nels broadcasting under a nationwide licence as freely available content (the so-called
must-carry® obligation). Most of the television channels available in Finland can be received

via these networks.

The popularity of satellite television has remained low in Finland, with mostly pay TV chan-
nels distributed via satellite. IPTV is another hitherto little-used distribution network, but its
use is expected to gradually increase. At least the same channels are attempted to be
broadcast via IPTV that are broadcast via the terrestrial and cable television networks. IPTV
also enables the broadcasting of channels that are more individually tailored for and di-

rected at end customers.

To date, Internet television has seen only limited use in Finland, but, similarly to IPTV, it
has great potential. Primarily, online television has served as a distribution channel for pro-
gramming produced for conventional television, but also some content tailored for the
Internet. Internet television provides audiovisual content providers — especially the smaller
ones - with more opportunities for service provision. Moreover, organisations other than
profit-based enterprises can also use Internet television to audiovisual content. These in-
clude sports clubs, which can broadcast games live on the Internet. No broadcasting licence
is required for broadcasting online, provided that the programming in question is not being
broadcast in the terrestrial network. Therefore, the threshold involved in launching broad-

casting operations is low. FICORA must, however, be notified of broadcasting operations.

! Regulation concerning the “must carry” obligation will change on 1 July 2011, after which this obligation will ap-

ply to the basic nationwide channels. This means that the number of channels within the scope of this obligation
will be reduced. The channels covered by the obligation will be confirmed by a Council of State Decree.

13
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The most problematic content with regard to copyrights and the rights of performers is old
audiovisual programme content, since the revolution in distribution technology has not been
taken into account in the related production agreements. Content service providers cannot
transfer more extensive rights than the ones obtained from the makers in the first place.
For example, if a content service provider has only made an agreement with the makers
and performing artists during the production of an audiovisual programme for its broadcast-
ing on conventional television, the content service provider may not sell this content to VoD
services due to copyright reasons. As a result, VoD services rarely offer older content. In
the current contractual usage, content service providers and content producers strive to

take the development of technology into consideration in a comprehensive manner.

Control of distribution network

Traditionally, audiovisual content providers have used leased distribution network. For in-
stance, the largest operators such as Yleisradio, MTV and Nelonen have purchased terres-
trial-network television broadcasting services from Digita. Free distribution has also been
common due to the must-carry obligation of the cable television network operators. As a
distribution network, the Internet will free content service providers from conventional dis-
tribution costs and the restrictions related to distribution. These will be partially replaced by
new types of costs related to service provision, but they will anyhow likely amount to a
smaller cost item than the traditional costs. Moreover, the content service providers will
have the opportunity to make changes to the number of channels and picture quality by

themselves.

Form of the distributed media service

Traditionally speaking, audiovisual content has been distributed as linear television broad-
casts. However, as technology has developed, new media service forms have arisen along-
side linear television. Webcasting/streaming services, VoD services and personal online re-
cording services have thus far been the most common forms. So-called catch-up services
have also become more common as the largest television operators, headed by YLE, have
made their programmes originally broadcast on television available for viewing afterwards

via their Internet television services.
For smaller companies providing audiovisual content services, direct webcasting/streaming

services will provide a cost-effective method for broadcasting their own programme content.

However, webcasting/streaming is still plagued by poor picture quality and great capacity

14



requirements, although technology is advancing rapidly in this regard, with HD picture qual-

ity already being achieved in webcasting/streaming.

End customer sales and customer management

The significance of end customer sales is emphasised with regard to the supply of pay TV
and VoD services. End customer sales are usually outsourced to a third party. For instance,
PlusTV sells pay TV services, including those from MTV and Canal+, to end users in the ter-
restrial network, thus also taking care of customer management. MTV and Canal+ have
thus outsourced their sales of pay TV services for the terrestrial network.

3.3 Audiovisual content service production chain

The production chain of traditional television programme provision

The production chain of traditional television programme provision starts with content pro-
duction. Content producers (e.g. Disney) either produce their own audiovisual programme
content, then sell it to content service providers, or, alternatively, content producers do
made-to-order audiovisual content for content service providers. Content service providers

also have some production of their own.

The content producers deliver audiovisual content to the content service providers (e.g.
YLE), which combine programme content into a unified programme content. The content
service providers package programme contents into separate television channel contents,
and then deliver these television channel contents to the distributors (e.g. Digita) to be

broadcast and received by end customers.
Programme distributors compile the television channels along with their contents into multi-
plexes, then transmit this content over the air or via fixed communications networks to the

end customer.

The production chain of content service provider-oriented audiovisual content

provision

In content service provider-oriented content provision, the provider of an AV programme

tries to take care of the production chain as independently as possible. The content service
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provider produces the programme content on its own, while also combining the pro-
grammes into channel contents. The content service provider broadcasts the channel con-
tent viewed by end customers. Particularly emphasised with regard to the broadcasting of
channel content are the new technologies that content providers can use to easily provide
audiovisual content services for end customers. For instance, Internet television as a distri-
bution channel enables an easy and cost-effective method of providing targeted end cus-
tomers with audiovisual content services. The greatest cost benefit of the content service
provider-oriented model is generated by being able to eliminate operating costs incurred by
the programme distribution from the production chain between the content service provider

and end customer.

The benefits of the content service provider-oriented production method are especially
prominent in cases where individual audiovisual content services are provided for specific
small groups of end customers in a targeted manner. For example, an individual pro-
gramme can be provided for a group of enthusiasts via the Internet. The content service
provider-oriented production method is not very effective in reaching a mass audience. con-
tent service provider-oriented provision enables audiovisual content that is tailored to a

higher degree than conventional television programming to be offered to end customers.

The production chain of content producer-oriented audiovisual content provision

The key principle of content producer-oriented audiovisual content provision is to offer con-
tent services directly to end customers without any middlemen. In this event, the content
producer enables itself to gain maximum profits out of producing content and providing con-
tent services. The content producer manages programme content production and compiles
programmes into channel contents or content selections on its own. In content producer-
oriented content provision the channel content may comprise only one audiovisual pro-
gramme such as one videoed football match. After the compilation of the channel content,
the content producer broadcasts the channel content and this is received by end customers.
Similarly to content service provider-oriented audiovisual content provision, the new tech-
nologies for providing programme content for end customers are also emphasised in con-
tent producer-oriented audiovisual content provision. The end customer group for content-
based provision comprises small target groups for which tailored audiovisual content ser-

vices are provided.
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Figure 6: Production chains of audiovisual content services.

Regulation

According to the Act on Television and Radio Operations, the act is to be applied to an
audiovisual content service provided by a natural person or association or society located in
Finland that can be received in one or more countries participating in the European Conven-
tion on Transfrontier Television. The regulation indicated in the Act on Television and Radio
Operations is thus aimed at parties providing programmes. The production of individual pro-
grammes does not fall under FICORA’s control. Content production is defined by such fac-
tors as contractual usages between parties, the Copyright Act, and labour legislation-related
provisions. Programme distribution is governed by the obligations related to communica-
tions networks, indicated in the Communications Market Act, and FICORA'’s technical regula-
tions such as the Regulation on the Maintenance of Communications Networks and Commu-
nications Services and Procedures in the Event of Faults and Disturbances, pertaining to

television service quality and ensuring that quality (M 57).
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4. CHANGES IN TELEVISION CONTENTS

4.1 Structural changes

Conventional television constitutes unidirectional multicast communication in which the con-
tent is structured to suit a rather permanent, repetitive template. Prime time is located
within a certain time period lasting a few hours. Several programme types such as chil-
dren’s programming, news, movies and series representing certain genres have their own
established broadcast times or, at least, time segments. It has often been noted that televi-
sion is a part of the family, “living” in a corner of the living room and participating in the
everyday life of the family, while also structuring the family’s activities according to the es-

tablished programme slots.

However, along with digitalisation, the ways in which Finns use television have already
changed. Previously, people mainly watched the four freely available (Free to Air, FTA) basic
channels on television, whereas now there are many more free channels available, with a
third of television households also watching subscription channels. While the combined
viewer share of the four Free to Air channels amounted to 95 per cent in the early stages of
digitalisation, in 2009 it dropped to 70 per cent.

However, Free to Air channels have a robust and long history in Finland due, among other
things, to the fact that small local telecommunications companies have not had the re-
sources to compete with the television networks in the content market. Instead, they have
acted as redistributors of terrestrial television while also compiling channels into packages.
More than 90 per cent of television viewing still comprises viewing of all the channels owned
by the companies providing the four largest television channels. New operators have thus
not yet been able to overtake the sector. Content distributed over other networks than tele-
vision networks seems to expand the consumer’s options for watching various types of
audiovisual content at different times and using various methods instead of directly compet-
ing with conventional television. However, among the youngest age groups, this situation
may be quite different even in the near future. Conventional television viewing has seen a

marked drop among people under 20 years in particular.
The possibility of interaction was considered one of the novel features of digitalisation. In

practice, this has not yet been witnessed with regard to television viewing, but will become

more common along with the proliferation of the new Internet-enabled television sets. On
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the other hand, simultaneous use of audiovisual contents points to interactivity and partici-
pation occurring via online services supporting the linear broadcast (e.g. participation in a

discussion concerning the programme simultaneously with the broadcast).

Time shifting and the option of using VoD services via the television set reduce the signifi-
cance of time-bound television viewing. Certain programme types that appeal to target
groups differing from one another can reach a wider audience when their viewing is not tied

to a specific time.

Nevertheless, television's nature as a conventional mass communication medium is chang-
ing as more individual ways of viewing television become possible. When the viewing of in-
dividual programmes and channels fragments into smaller audiences, this will force televi-
sion content providers to develop new kinds of methods for achieving sufficient ratings.
Some of the new programme types were originally developed for online distribution, and
only later introduced to conventional television as the audience’s interest proliferated. In
the future, user-generated online content may also find its way onto television on a wider

basis.

The size of the audience share varies between different types of content. Some programme
types interest large audiences, whereas some are aimed at distinct yet still structurally
rather large target groups. Furthermore, there is now an increasing number of niche pro-
grammes. On the other hand, content types also impact on the broadcast method. Some
programmes, such as TV news, belong in the realm of conventional scheduled broadcasting.
People want to experience great news and sporting events in real time. Then again, with
many programme types, the broadcast time is less significant, since a simultaneous viewing
experience is inconsequential to the audience. Accordingly, the most significant changes can
be expected outside the core area of television, also indicated in the audience surveys de-

scribed above.

4.2 New services

In addition to conventional linear television broadcasts, audiovisual media services also
comprise non-linear audiovisual media subscription services. The type most closely resem-
bling a linear broadcast received on a conventional television set is a direct streaming
and/or webcasting broadcast, with the distinction of it being received via the Internet. The

core of non-linear services, on the other hand, can be said to consist of Video on Demand
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services, which may be services involving a charge that are only available online, or so-
called catch-up broadcasts provided online by conventional television operators following
the actual broadcast of the programme. What follows is a look into some of the new forms
of audiovisual media services as well as the demarcation between these and conventional

television.

Live webcasting and streaming broadcasts

A “simulcast”, or simultaneous broadcasting of a news programme in the television network
and other communications network, carried out by a television operator, is perhaps the
most distinct example of this kind of service. What is in question here, in other words, is a
service provided as a live broadcast, regardless of the broadcasting network. In addition to
the general public, the broadcast audience may comprise small target audiences, joined by
a common interest. A broadcast may comprise content aggregated by a television operator
or other service provider, but it may just as well comprise user-generated content. So-
called on-demand-streaming, on the other hand, refers to the playback of archived informa-
tion, accessed via a link on a website. This type of service can be classified as a non-linear

broadcast.

Video on Demand services

A Video on Demand service is an audiovisual content service, in which viewers can select
audiovisual programmes to watch on the basis of a programme list drafted by the content
service provider. Each viewer can select the viewing time and place of the programme they
have purchased from the service. This service can be provided by a conventional television
operator either simultaneously with or after a conventional television broadcast, or exclu-
sively on the Internet. These services are provided using varied revenue generating strate-

gies, with charges being based on either a specific time period or the pay-per-view model.

Catch-up TV

These services are included in the extensive group of various VoD services. The term gen-
erally refers to a free service, usually provided by a television operator, which viewers can
use to watch programmes which are available for a short time following their broadcast first
on television. This service type offers television channels another chance to distribute their
programmes. The terms time shifting and Free-on-Demand are also sometimes used to re-

fer to it.
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Near Video-on-Demand

This service refers to a technology that enables the customer to start watching any pro-
gramme included in a certain selection within a specified time of making his or her selec-
tion. The service can be implemented using any distribution system with sufficient capacity
for supporting the required channels consisting of the various programmes. A certain pro-

gramme is announced as starting at regular intervals on a certain channel.

Aggregated Video-on-Demand services

This concept refers to a range of programmes comprising a package of several VoD ser-
vices. Service providers can provide the public with access to programme packages, which
other VoD providers can provide as individual programmes as well as their own packages. A
service provider may have full command of its own package, but with little or no control

over elements of some other services bundled by that provider in its service.

Download-to-rent, DTR / download-to-own, DTO

One example of this is the Xbox Live Marketplace, which is a virtual marketplace for Micro-
soft Xbox video game consoles. Service members can use this marketplace to download
chargeable or promotionally funded content such as trailers and games but also movies and
television series. In commercial terms, this has been considered a business model related

to VoD services in particular.

User-generated content, UGC

This term refers to content services provided by private individuals. The nature of these ser-
vices may change so swiftly as to exclude them from commercial consideration, meaning
that they do not compete with actual television broadcasting. On the other hand, these ser-
vices may also be rather popular among certain target groups (e.g. YouTube). Video search
engines such as Google Video could also be classified as programme lists, depending on

how similar the content provided is considered to be to television programmes.

Network Personal Video Recorder Services, NPVR

An NPVR service provides its users with the opportunity of selecting television programmes
from the terrestrial network to be recorded and watched later by storing these programmes
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on central servers. The service does not thus entail downloading programmes to the user’s
computer; instead, a certain storage capacity is reserved for that user on a server. This
service has its links to the catch-up service, but usually the service is provided by telecom-

munications operators or other operators providing services via the IP network.
Online computer games

Even though the primary goal of online computer games is not providing programmes, and
their audiovisual content is a by-product of the actual service, they may have something in
common with audiovisual content services. For example, Massively Multiplayer Online Role-
Playing Games (MMORPGSs) is a genre of role playing game played on one’s computer, in
which individuals in a very extensive group of players interact with one another in a virtual

game world.
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Figure 7: Conventional and new audiovisual AV content services.
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