


ñThe future isnôt either 
traditional or digital: 
itôs a feedback loop 
between the two . 
 
Television fans want to 
get involved and be 
counted. Itôs how 
creative we are in 
engaging those fans ï 
and keeping them 
connected even as they 
may move away from 
the traditional network 
ï that will determine 
how potent and 
profitable we will be in 
the future .ò 
 
Kevin Reilly, President 
of Entertainment, Fox 
Broadcasting  



In a survey of over 200 IAB members, 85% of respondents 
say theyôre interested in the advertising opportunities 
afforded by internet - connected TVs, but only 12% currently 
have a strategy in place.  
 



ÅThe Storm is aô Coming 
 

Å Shotsberger  (2000) reported that though it radio took 38 
years to reach 50 million listeners. TV took 13 years to 
reach 50 million viewers.  
  

Å The internet took four years, iPod took three yearsé 
Facebook added 100 million users in less than 9 months 
and iPhone applications hit 1 billion in 9 months.  
  

Å How long before 100 million tablets and smart phones 
appear in front of 100 million smart TVs? Not as long as 
you thinké. 2014 most likely.  

 



THE NEXT FIVE YEARS OF TELEVISION 



THE NEXT FIVE YEARS OF TELEVISION 

ÅCloud services will make óTV everywhereô 
a reality.  

ÅEPG, content discovery and content 
dissemination  will move to the second 
screen.  

ÅLongtail  metadata creation and curation  
will become a brand necessity.  

ÅLinear TV will not die -  it will become 
social, participative and curatedé and 
like the music industry ï will focus on 
live and event - driven revenue.  

ÅSecond screen engagement will drive 
curated, interactive experiences and new 
monetisation models.  

 

ñThe second screen 
will act as a 

universal remote 
control -  in the 
home and outéò 
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A Connected World with TV 
Everywhere and New Content 

Gatekeepers in the Living Room . 





What Does This Mean for National 
Regulatory Bodies?  

Å Connected TVs originally came with no 
internet browsers, however, that has now 
changed as all of the new models from all 
manufacturers come with browsers. How 
are TV regulations going to work when 
dealing with Internet content pushed into 
what is simply a browser on a big screen in 
the living room?  
 
Å Advertisers and production companies 
will move hard and fast to the second 
screen ï a device independent of the TV ï 
but about to become an integral part of the 
TV experience. Can that be controlled?  
 
Å Is Industry Self - Regulation the Answer?  


