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KOZMEDIA MEGHATAROZASOK

The European Parliament (1996): "Public sector broadcasting i1s an aid to informed
citizenship. an agency of representative pluralism bringing together different groups mn
society in a comumon conversation that shapes public opinion.” "Provide unbiased and
fully independent information, both in mass coverage and in-depth factual
programumung, capable of eaming the audience's trust and of representing a reference
point in the rapidly expanding information market."

The European Commission (1999): "Public service television plays an important role in
the Member States of the European Commumnity: this 1s true with regard to cultural and
linguistic diversity, educational programmnung, in objectively informing public opinion,
in generating pluralism and in supplying, on a free-to-air basis, quality programming."”

The Council of Europe (1994): "Public service broadcasting, both radio and television,
support the wvalues underlying the political. legal and social structures of democratic
societies. and in particular respect for human rights, culture and political pluralism." Or
again: "Reflect the different philosophical ideas and religious beliefs in society, with the
aim of strengthening mutual understanding and tolerance and promoting community
relations mn pluriethnic and multicultural societies.”



PB in Society: Which Do We

wWant?
Political class Economic class | State
apparatus
SOt O {} Scrutiny, watchdog
PSEM
Proppaganda, hegemon I Guidance, control,
Pad €9 Y protection
Civil Society + Rule of Law




A VITA HULLAMAI EUROPABAN

a. 8oas évek: verseny, a kereskedelmiek
beengedése, a dualis rendszer

b. 9oes évek: labon lehet e még maradni?
Megfordithat6ak e még a nézettségbeli
trendek?

c. 2o0ooes évek: digitalizalas

Rendszervaltok: goeleje:a 9oesekvégétol: b+c

egyutt]
[1080 Eurdpa: UK, IT dualis, Lux, keres, a tobbi
csak kozmedia

1997 55kereskedelmi, 45 kozmedia TV



MEGKUTATOTT ALAPKERDES:

a. Hogyan folyik a csata a koz-és
kereskedelmi médiumok kozott?

b. Hogyan hat ez a kozmédiumok
tartalmaira?

NEM VILAGOS:

a. Milyenné tette a kereskedelmi a
kozonséget? Kiilonosen annak politikai
tudas- és igényszintjét?



KOZMEDIA TARTALMAK- NEMZETI
SPECIFIKUMOK

Contents of SVT and RTP compared

1991 1992 1993 1994 1995 1996 1991 1992 1993 1994 1995 1996

PSB content @ Sports, entertainment CJOthers

SVT — Sweden RTP — Portugal
Source: | Public Service Broadcasting Around the World, McKinsey&Company, London, 1999



AKTUALIS ALAPALLAPOTOK

“Everyone is baking their own cookies”
Funding depreciation

Usage strong compared to other public
service providers, not so (TV) compared to
other broadcasters

Policy support of pub’casting less assured

Other public service entrants entering
electronic media



“Semantic” strate%y: public service
broadcasting should be just that; no new
technologies;

“Clear and precise definition of the remit
strategy: no “mission creep”, i.e. no change;

“Harmless PSB” strategy: redress market
failure, niche broadcaster and no advertising;

“PSB no longer needed” strategy: ,limitless
choice” is available, so no need for public
Intervention

End Result: no modernization and slow
death of PSB.




STRATEGIAI VESZELYEK 11 UJ
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TENDENCIAK A POSZTKOMM.
MEDIA SZBALYOZASBAN

« Many post-Communist countries are
changing broadcasting laws to impose strict
,political parallelism” and direct political
Involvement in the running of PSB
organizations. Deep public cynicism
and scepticism as to feasibility of the
public service idea.

. Karol JAKUBOWICZ



A KQZMEDIATORTA— FINASZIROZAS ES
KOZONSEG



PSM TV funding systems in Europe

h Licence

Commercial
only

-5

'Hl |

Licence fee, ads,
govt. grants

ource: Wikipedia




Funding of public service
broadcasting

A combination of license fee, state money and advertising

License fee (more than 50 percent):
U.K., France, Germany, Italy

Czech Republic, Slovakia

Romania

Croatia, Slovenia, Macedonia

Turkey

VVVVY

State money (more than 50 percent):.
» Latvia, Lithuania, Estonia

» Hungary
» Serbia
» Albania

Advertising (more than 50 percent):
» Poland, U.K. (Channel 4)



Funding of public service broadcasting

Budget of the public television stations (in per capita, in euros)

Including public radio Germany 85.39
Croatia 38.5 U.K. 71.09
Macedonia 7.76 Slovenia 56.5
Serbia 7.47 Italy 46.5
France 37.43
Hungary 15.13
Czech Republic 13.7
Slovakia 11.10
Poland 10.9

Source: EUMAP reports (budgets for 2003 or 2004)




Break-down of EU PSM budgets by reve-
nue streams (2004) (EUR million)

PUBLIC INCOME 20 212 67.45%
Grants 2 334 11.54%
Licence fee 17 517 86.66%
Other 360 1.78%

COMMERCIAL INCOME 9103 30.38%
Advertising 5772 63.4%
Sponsoring 176 1.93%
Programme sales 547 6%
Merchandising 481 5.28%
Pay-TV 483 5.3%
Other commercial 1 664 18.27%

OTHER 649 2,16%

TOTAL 29 963 100%

A Future for the Licence
Fee?

Helsinki, Oct. 3, 2007

Source: EAO Yearbook, 2006
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Concentration of television markets

The advertising pie

 France (largest three channels: over 75%)
o Italy (Mediaset + RAI: almost 80%)
e Germany (RTL+SAT.1, ProSieben:

Aarntind 7004\
Al VUl Iu IU/U}

« Slovakia (Markiza TV: 76%)
e Czech Republic (TV Nova: 66%)



AVERAGE REVENUE PER CAPITA OF THE PUBLIC
BROADCASTING SYSTEMS (2000) - EUR/HABITANT

L . Other ) Sales of Other
g"d'” Licence | o pjc | -Adver- |Spousor-Progra- [Merchan-| o o o | 0 verciall Others | TOTAL
rants fee income tsing ship MInes dising revenmes
SWIss j 1.9 98,2 | 44,3 2,1 | | 7 - 136,35
! | f | |
DENMARK 78T 27.5 | 0,2 1.1 1.1 6.6 1152
UK 6.7 60,7 | 0.2 181 | 0 5.6 g 0.6 27 1 103,7
[ | 1
GERMANY 3.9 736 8.1 0.3 0,4 101 08 97.2
FRANCE 2.3 34,4 11,9 | 0,2 0,7 0.3 4.2 1.8 55,8
| i
ITALY a1 227 1.2 19 2 1,44 26 o7 a3 oa 49 2
GREECE oF 8.3 2 209




PROFIT MARGIN (%) OF PUBLIC TELEVISION COMPANIES (1995-

GERMANY

SPAIN

FRANCE

UNITED KINGDOM

ITALY

1995

-10,49

2 .49

4, 36

4,08

2000)
1996 1997
-2,84 5,88
10,14 -8,42
-0,51 2,53
3,33 1,29
8,04 8,7

1998

1,67

-16,22

0.43

2.62

714

1999

-0,37

-23,36

1,47

1,43

676

2000

-27. 76

071

1,39

453



TV NEZES- TRANSZMISSZIOS
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oncentration of

B Aggregate audience share of the top 3 channels (per cent) share of the top
three channels
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Kereskedelmi/koz preferenciak TV
| BACHA-NORRIS, 1999]



POLITIKAI TUDASSZINTEK NEZOCSOPORTOKBAN

1.k0zTV hirfogyaszt6 2. kozTV szorakozo 3.kerTV hirfogyaszt6 4.kerTV

quiz

quiz

quiz

quiz

szorakoz6 [BACHA-NORRIS, 1999]
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PUBLIC RADIO FORMATS [US
Arbitron classification, 2007]

News/Talk

News-Classical 2007

Classical Music

Jazz

News-Music

Adult Album Alternative [AAA]/Eclectic
News-Jazz

. Variety Music



Table 3. The EU bmadcnsting market — breakdown b}' type of broadcaster (1998-2002)

TDI.’I.'. net revehnes

Clmngr.' i het

Share of total

i€ millon fevetities net revehue
2002/2001 2002
1998 1999 2000 2001 2002 [per cent) |pet cent)
Total 50,213 56,961 63,269 66,259 65,387 -1 100
iﬁ:;:;?“d‘m” (rudio and 2335 | 25689 | 268% | 28549 | 27,769 27 Q5
Commercial broadcasters (televizion) 14,548 16,640 18,713 18,187 17,349 4.6 26.5
Commercial broadcaseers (radio) 3,302 3.402 3,893 1,898 3,933 L0 6.0
Home shopping companies 727 1,034 1,297 1,518 1,730 13.9 21
Pay-TV companies 2,989 5320 3,569 3,784 3,915 3.3 6.0
TV packagers 3,671 4, 956 6,485 7,410 7,722 42 11.5
Themacic channels 1,623 2,019 2416 2912 2,967 1.9 45

.o 155
Source: European Audiovisual Observacory ™




Table 4. Top 10 European television companies (2003)

RJ.!'II:".:EI I}_'. Ll]'lfﬂ-ﬂ:ﬂ-l.jd.lttd ﬂ-FlEl':I.fi_"IE rEvenues

Unconsolidated
F{d Il II.. {:—D I1 I.J.:'d ny CEI L1 :]1]1. r'le.j n act i.".':i[:ic:'i T_'l-EJC |E.'||.|I'_'l|!.C-'I|.:l]'i"-'-.|.1.':: lﬂ‘.l-l;' I.'..-H!.[]E revehues

(€ million)
l | British Sky Broadcasting UK TV private 4,242 1
2 | BBC Home Service UK TV+:Radio public 42141
3 | RAI Traly TV+Radio public 2,736.7

4 |RTI Ttalv TV private 2,008.21

5 |ZDF Germany TV public 1,778.4"
& |TFl France TV private 1,596.2
7 | RTL Television Germany TV private 1,589.0
8 |[Canal+ France TV privace 1,585.0
9 | France 2 France TV public 1.573.5
10 | France 3 France TV public 1,416.0
Toral - - - 22,739.2

N 158
Source: European Audiovisual Observarory




Zuschauermarktanteile der Fernéehanbieter in Deutschland
(in Prozent der gesamten Nutzungszeit)

1985 (986 iS587 [958 1949 1990 1991 1932 1993 1994

ARD 14111 53,9 S54 524 489 431 0 361 BB 245  IS2
ZOF 125 40 408 362 319 287 258 UJd 180 170
RTL (plus) 50 17 31 40 94 117 141 169 189 175
SAT.] 5 26 32 65 &5 91 103 132 144 149
PRO 7 12 38 &7 92 9.4
Uhrige 44 71 83 9% 121 146 160
Tatal 100 100 100 10 100 100 100 1006 100 100

Quelle: DARSCHIN/FRANK 1995, S. 156 sowie frilhere Zahlen der GfK-Fernsehforschung,
zitiert nach Tonnemacher 1996, S. 141




Table 5. Concentration of national audiences (2003

Ranked by aggregars audicence share

Top 3 channels
(in terms of andicnce share)

Agrgregate andicncos share of
the vop 3 channels
[prer cent)

Czech Republic

T MNowva, ©T 1, Prima TW

Bulzaria

BT, Klanal 1, INova T™

- =S
Croatia

BETL Televizija,. HT% 1, I'Nowva T

Hungary

BETL Klub, TW2, RMTW 1

£
i !"J I:\-II.I l:.'-.' :.r"\ Wi
|16

Slovalkia Markiza TV, STV L, Joj T29
France TF 1, France 2, France 3 iz T
Slovenia FPop TW, 5L 1, SO 2 o 2
Lichuania ILNE, T 3, LRT &5 4
Poland TV L, TV 2, Palzac 22 &
K BBEC L, 1T 1, BB« 2 el.7
Mlacedonia Al T, RMMATW L. Sicel GO O
Ezvomia TW3, Fanal 2, ETW e
Tealsw BAT 1, Canale 5, AT 2 59 4
FRomamnia Fomamnia 1, Pro TW%, Ancena L 57.5
Lacvia ILXNT, TW 3. LTW 1 52 2
Serbia and Monrenegro Fink, RTS 1, BEK 51.8
Germany ETL, ART», ARIY 35 T
Turkey Fanal D, Show TW, ATY 45 O

Source: EUTMATP calcularion, based on dara from 1P Invernarcional Markecinmg Commicesa’




Table 6. Audience share of the leading channels (2003)

Audience share

Audience share

Country Channel (adulis) Tvpe of station Country Channel {adults) -[E;J:fﬂil
{per cent) | per cent) '

Albanis™" Elan TV 215 Private Larvia LMT 2212 Privaze

TVSH 17.1 Mublic V3 15.1 Private

Boznia and FTV 23.8 Mublic Lichuan; LNK 27.0 Private

Hcracgurinnlg: HRT Zagr=b 103 Public (Croatia) FHEE V3 239 Private

Croatia'™ RTL Televizija 39.3 Private Macedonia Al 289 Privaze

HTV1 31.5 Public MTWV1 16.9 Public

i TV Nova 43.4 Private ) Romania 1 28.4 Public

Caech Republic €T 1 221 Public Romaniz Pra TV 15.6 Private

Estonia V3 22.1 Private Serbia and Pink TV 212 Privace

Kanal 2 19.8 Private Montenegro ET51 204 Public

Erance'™ TEL 31.8 Private Slovakia Markiza 453.9 Private

Framce 2 20.5 Public 5TV 1 15.7 Public

Germany RTL 15.0 r'ri'.'a.ti: Slovenia Pop TV 29.0 P:jx'aF:

: ARD 14.5 Public SLO 1 249 Fublic

Hungary RTL }_‘\'.||.1|:| 29.5 r'rjl'.'ati: Tuckes Kfnﬂ D 15.0 ]":1:1.'.11::

= V2 294 Private : Show 124 Privare

Teale BAT1 24.2 Public K BBC1 26.3 Public

! Canale 3 23.2 Private - TV 1 243 Privaes

L . . . . 195
Source: EUMAP research, based on daca from IP International Markering Committee and European Audiovisual Observarory




Table 12. Funding of public service television broadcasters

Sh.l[l: Clt- Lﬂl.JJ bud;{-:: ':’EJfl' Cfl]l::'

Commercial income

Annual bu d!’_tt

Country Name i (€ million)
: Licence fee | State budger (advertising and Other {vear)
sponsorship) )
Albania TW5H MNA 38 5.6 354 7.8 {(2004)
Bosnia and BHRT B&H NA NA NA NA NA
Herzegovina
Bulgaria BNT 25.05 (2004)
<1 00T
Croatia HTY 57.4 0 360 [N . L .I'_D:I_:. .
(including radia)
Czech Republic CT 66.7 0 9.1 472 140.39 (2003)
E:ztonia ETV 0 93.0 0 7 13.5 (2004)
France France Télévisions G648 0 303 i9 23089 (2003
S8 3710 (2 ]
ARD 940 ] .0 (only advertizing) MA oL L0 _‘_:ID}' .
‘ - (advertising and licence fee only)
Germany &7 (2003)
Jo A [P 1
ZDF 93.3 0 &.7 (only advertizing) MA \ .. N . - .
: c [adwvertising and licence fee only)
MTV 122.5 (2004)
Hungary
Dupa TV 0 82.0 12.0 .0 30.6 (2003)
Ttaly RAl 33.2 0 388 G0 2,393 (2003)
Latvia LTV 0 57.0 43.0 1235 (2004)
Lichuania LTV 0 76.0 230 1.0 14.5 (2003)
Macedonia MTV 80.2 0 12.1 77 157 12004)

[i."uc|l.'.di..'15 radic)

EU MOMNITORING AND ADVOCACY PROGRAM (EUMAT) — OVERVIEW
NETWORK MEDIA PEOGERAM [NMP)

L9



Share of total bud!-_r:: (per cent)

CG]'I.IJ'I.IE.‘ECIi d.l IiIZZIC-ﬂI]'I.l'.'

Annual bu d!’_r:t

Country MName (€ millien]
Licence fee | State budget (advertising and Other {vear)
sponsorship) )
Poland VP 319 36.3 L1.3 £16.3 (2004)
Romania SRTY 735 14.3 5.38 a 960 (2003)
Serbia RTS p20s —5 9 _ 0.7 (budget envizaged for 2004,
- T - including radio)
Slovakia STV 602 168 18.8 42 59.76 (2004)
Slovenia TVS 72.8 0 6.5 .7 111.1 (2003} {including radio)
Turkey TRT 537 21.8 (mainly) 10.4 14 2547 (2003)
BEC 94.0 0 0 0.0 4,211 (2002/3)
UK
Channel 4 Q 0 100 0 1,262 (turnover for 2004)

EU MOMNITORING AND ADVOCACY PROGRAM (EUMAT) — OVERVIEW

NETWORK MEDIA PEOGERAM [NMP)

170



Table 13. Daily audience market share of public service television (1995-2003)
Ranked by 2003 audience market share

Daily audience market share of public television (per cent)

1995 1996 1997 1998 1999 2000 2001 2002 2003
Croatia™ WA MA MA WA 94.5 94 3 8.0 0.0 729
Poland 80.0 70.0 37.5 526 51.1 462 45 4 45.9 51.2
Tralv 482 47 .9 481 480 47 6 473 469 465 48 6
France 43.9 44 9 441 43.0 42.2 42.3 45.3 45.5 46.4
UK 543 54.9 53.0 51.1 495 485 480 476 462
Germany 40.1 40.6 40.5 425 42 8 451 43.3 G4 4 44 4
setbizand NA NA NA NA NA 26.4 NA 35.7 35.5
Montenegro
Romania MA MNA MA 4.4 39.2 404 359 333 350
Slovenia 6l.5 41.0 33.0 32.4 2.1 32.9 4.4 35.1 4.7
i‘“‘f” and NA NA NA NA NA NA NA NA 318

erzegovina
Czech Republic NA 27.35 NA 33.29 2.1 31.22 2932 29.4 302
Bulgaria MNA 89 8 75.1 7.0 696 6.5 31.8 30.0 24 8
Slevakia 73T 53.2 275 2423 18.1 18.4 202 21.0 218
Macedonia™ MNA NA MNA MNA MNA AT6 MA 32.0 21.2
Latrvia MA MA MA 249 183 18.2 181 17 4 18 4
Hungary 72.0 727 MNA 25.5 15.6 13.60 13.2 15.3 17.5
Albania™ NA NA NA NA NA NA NA 17.1 NA
E:zronia 250 26.0 MA 224 183 le.a 17.1 2.0 l&6.7
Lithuania MA NA MNA 6.3 10.3 10.2 9.1 122 [1.8
Turkey NA 4.1 NA 22 5.3 3.9 5.9 8.3 9.9
209

Source: European Audiovisual Observarory” [P Incernational Marketing Commicees; EUMAT researc




KOZMEDIAK GYARTASI
KAPACITASAI

Production Financing by Public Service Broadcasters in 2001

‘Driginal Production

| Independent Production

Quota | Actual Results

Quota

Actual Results

BBC  No 9% At least 25% of programmes 26.9%"
SVT ¢ No 73% - Article 5 of the TWF directive : -

ARD  No 90% ' Article 5 of the TWF directive ' 60% of the 90%
RTVE 40% Article 5 of the TWF directive | 40% of the 40%

RA| 52% 20% of monthly fransmission | 47% of the 52%
*1999/2000

Source: IDATE, based on broadcasters' returns




KOZTELEVIZIOK DTTV

VEWT\U“/[U\T\fU’7'DC"DT ~nao Axrnls
INL1L/Z41 141V 141N 1 J_JLJJ_JOI_JL, yUCD CcCv(C
végének programvizioi |
Country | StartDate : |Initial @ Date announced : Number of @ Multiplexes
Coverage for the withdrawal multiplexes dedicated to
of analogue public
:  service
United | | 1
) | 15 Nov. 1998 | 70%-90% | 2006-2010 : 6 ' supplementar
Kingdom | _
P | yin 2002
Sweden : 1% April 1999 20% 2007 Jthen 6 1
Pilot scheme
Germany running I_m 2010 On & regu:nﬂal
Berlin/ basis
Brandebourg
5 national + 1 of
Spain 1999 20%-50% 2012 : multiplexes
1 regional
currently
(test period
ltaly antil 2004) 2006 1
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Figure 6. Examples of emerging business models.
Akimbo  BBC “MyBBC  CBS and Disney and Time Warner ~ Wamner Bros.  yapqq and
Player” Comcast Apple Cable “Start and AOL TiVo
Over” “In2TV"
=
E8 i
= E ™ PC v iPad v PC TV, PC
=
tg'h
Monthly user Mo user fee 50,99 episode  $1.99/episode Free access Mo user fee Access with
EE fee of 9.99 Advertisemnents  No :.':'WMh Skip-resistant ﬂvp?ub-
E B (but can be advertisements LAy advertisements ~o PHON
w% skipped) Skip-resistant
= advertisements
* Proprietary + P2P media + GBS owned * Episodes of * Five genre- ' NEC owned ' Program ' 14,000 ' TiVo :
settopbox : playerfor  contentto  select ABC : drivenvideo : showson @ restart P episodes : functionality
required for : BBC content : Comcast @ contentone : channels demand to anytime available forYahoo
;oo demand t « Most shows | Isubscr&bfrs i d.ayéatfter : « Music videos, DIEEGT: gunndg |tst e Six thematic : mEdtlat
w :+ Content available for § ' MK ArRate N -t trailers, ;  Subscribers roacas channels e onen
&= with CRS video iPod : window : (Launch)
S ¢ includes seven days dand Tonews, ve Tolaunch 3 e One minute dvid
=1 Tumer afterfirst run ; °VIE 910 e PC playback ;- behind- 2006 peNoability 1 gt
= Classic : ; Operate Powith ! the-scames Poto zave . 1519 ; ~ searc
=< : Movi : * Ta launch stations e inserted into -
: ovies, L o006 : DuickTime footage programs chow :# Tolaunch
BEC and :+ To launch : 2006
Discovery 2006 = To launch
2006

Sowrce: Company Websifes; BM lhstiute for Business Value analysis.



Figure 9. Speculative value shifts 2005 - 2012.

e \Euntant panhagingandpmgramming\ Service distrihutiun\ In-home and

: wireless Refail
PN attional 7 Onlve— Siorvtom/Mid-om/  deies
= { |
e }
* Negotiating * Ad-skipping * Niche content ~ # Interactive * Priceand  » Continued * Service and
S nower « MS0/DRY agoregation advertising  share commoditization installation fees
=
= Expanded Telecom direct-  » Always “on” services  competition | Product ¢ Multichannel
channels to-advertiser content * Video on stratification pricing and
competition demand hundles

- . . L o B Pramier value position
Note: Arows indicate change in valbe postion from 2005, Dashes indicale no significant change expeckd O Moderste v alus position

Source: IBM Insfitute for Business Value analysis, B Non-differentiated profitabilty
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Figure 11. Evolving TV content release windows.
Domestic first run -
(2-3 primetime showings)
e e ~<———F0 | R
(multiple showings)
Series syndication

DVD sell-through — physical domestic™® '—m

DVD sell-through — physical international® g
DVD rental — physical* g
On Dernand PPV 4 Ja carfe episodes™™
=
%E'.:: Free on demand*** :I
- Subscription on demand**** -
Freview 0 3 6 g 12 15 18 24 a0 36+

Months
] Emerging windows [ Traditional windows -e== Compressing release schedules

Notas: OV 0s assumed fo confain one {or more) season of TV content. **BPV on STE, iPod, media cenfar disc, efe. " Primdime available after first airing free
of charge. ™ Subscrption pay TV “on-demand” after first alring.
Sources: IBM Instifute for Business Valve amalysis.



"IN\ QTDAT
11V OJ1

INSAY T

A
L
1y

OTAT T
UlAKN 1YV

\/

Figure 12. The spectrum of possible future advertising models.

Product , Short- and

Broadcast olacement and [I‘pﬂratnr Localized ads/ long-form
'E ads sponsorship driven ads  targefed ads contant
o : ; ; : ; ;
EE'TraditinnaJE'Fee-based «* Premium  ++ Premium  :+Premium  + +Video on
$: costper i moded i CPM : CPM : CPM : demand
¥ : : : :
- :Eiﬁ?nd , ‘o Revenue- 39 CPC se GPC
§ ; : chaing : :+ CPC
% Do Costper :
L. + click-through :
< (o)

Low Implementation complexity

Source; (BM Institute for Business Value analysis.
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RADIOS STRATEGIAI KERDESEK

1. A ,szajbaragas mértéke”. Tudatosan vallalt
leegyszeriisitések mértéke- a kereskedelmiek
ellenpontja lenni igy is.

2. Digitalis lehet6ségek. Részben ugyanazt a content-et
kiillonbozd formatumban kiszerelni. On demand
formak terjedése

3. Jmodokon bekapcsolodo hallgato6 [(j platformok]

hatasai, igényei

4. Minority radiozas felértékel6dése [nem egyszeriien
nyelvileg!]

5. A community radio halozatokkal szerves interakcio
mértéke



KOZMEDIA STRATEGIAK
GAZDASAGI ELEMEI

A. Media production economy- gyartasi
kapacitasok fejlesztése fliggetlenként,
vagy kvotak ala

B. Tematikus csatorna fejlesztés [majdani
DTTV ala]

NnmmaoarerializaciA T'7ZDE Fntorn °ca
ANUL111111\ 1 \./1(.1111_4(1\./1\} LLJUJ. J_J.I.J.L\./.L T\ W

Trade, RAI Cinema, BBC a ,,pubhc
service rol levalasztott kereskedelmi
tevekenyseg

O

T
i 8

Q
O, ANL X



HALOZATEPITESI STRATEGIAK I

o Toolkits — activities or tools licensees can use to
achieve best practices without need for
collaboration

« Service Clouds — stations outsource significant
activities created for specialized purposes

« Colonizers — efforts to operate public
broadcasting mission elements independently
with or without station involvement



ALLAPOTMEGORZO SCENARIOK

« Make strategic investments in initiatives that
sustain the legacy (broadcasting) business

« Tends to maintain operational independence

« Preserves as much “gross tonnage” of public
service as possible, at least in near term;
lengthening the “glide path”

« High investments in “toolkits,” somewhat lower
investments in “service clouds,” little in
“colonizers”



UJRAPOZICIONALO SCENARIOK

« Make strategic investments in initiatives that
reposition public television in new directions
consistent with historic mission

« Capacity and scale created at collective level

« Emphasis on editorial (programming) rather
than operational independence

« Accepts the current “glide path” but creates new
“climb paths”

e Increased investments in “service clouds” and
“colonizers”



Innovation Modality
1 Tool Kits

Innovation Modality 2
Service Clouds

Innovation Modality
3 Colonizers
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Diminishing ability to make parallel strategic investments within both scenarios
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Public Radio Investmen SC narios:
Pos

Parallel Tracks le
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Strategic Investment Scenario 1 — Sustaining

Innovation Modality 1

Tool Kits
Innovation Modality 2

Service Clouds
Innovation Modality 3
Colonizers

Strategic Investment Scenario 2 — Repositioning

L Ability to make separate strategic investments within both scenarios

DLH, 1/7/03, p. 2

1
v

Increasing magnitude and risk
bttt ettt ettt B 4



Service
Clouds

Toolkits

Public Broadcasting
Investment Modalities

Sustaining

Scenario

New Shelf
Space

Collecti

Individual

Generally lower
per-licensee
investments

Generally higher
per-licensee
investments

Service
Clouds

Colonizers

Repositioning
Scenario

Colonizers




A HAZAI ALAPKERDES
FOLYAMATOSAN:

URALKODO KOZMEDIA SCENARIO =
A VEG KEZDETE, VAGY UJRAKEZDES?



