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BROADCASTING AND THE INTERNET - COMPETING OR COMPLEMENTING.

Colleagues, in the midst of a world of dizzying technology with its own techno speak vocabulary, I am deliberately subjecting you to a decidedly low tech presentation on Broadcasting and the Internet.  For no kind of gadgetry or space age presentation can replace the fundamental requirement of properly thinking out and understanding the existing
environment.
The history of mankind is replete with revolutions.  Over the years we have witnessed political revolutions, social revolutions, military revolutions, economic revolutions and the great industrial revolution.  We live now in a time of another revolution, a communications revolution, at the center of which is the Internet.  The challenge to broadcasting is to determine its terms of reference within this revolution.
Radio and television have been the most enduring and successful electronic mass media of the last century, with estimated global household penetration of about 85% and 75% respectively.  They have transformed communicating, in a structured way, in an environment of relative control, and largely to targeted demographic cachements.  Along comes the Internet, a truly ubiquitous medium, with little structure, and with the potential for global reach and dissemination.  The relative infancy of the Internet, with an estimated use by 300 million people, is to be seen not as evidence of its limited Impact but more in the light of how much more it has to grow.  Recent estimates that by 2005 there will be an estimated I billion plus users or approximately 40-45 % of global households, is an indication of the projected growth of the medium.

As an example of its growth potential, Real Audio software has experienced almost 100 million downloads to date.
In the USA, the FCC has mandated a move towards converting radio and television to digital and estimates are that by 2002, almost 70% of broadcast and cable systems will be digital.  It is this digital domain that will bring broadcasting and the Internet into its most useful conjunction.
In defining the terms of engagement, it is useful to examine respective features of Broadcasting and of the Internet, for some important indication of whether they are destined to compete or to compliment.
The Internet is primarily a capacity phenomenon with access as its key attraction.

Broadcasting is primarily a content phenomenon., with distribution as its key utility.
Internet is ubiquitous and global, Broadcasting is more structured and more parochial,, using local and regional audience as its main marketplace
Both types are dependent on spectrum allocation for their transportation.

Broadcasting has a specific ownership,, the Internet does not.

Broadcasting has an identified responsibility for respecting copyright, licensing and libel regulations, the Internet, as yet, has lived on the fringes or sometimes outside of this juridical net.
A defining moment came when A OL the large Internet based service,, merged with Time Warner the large media house, in a new enterprise, which sees the marriage of content with capacity.
Present day technologies are converging in such a way as to already have started the marriage between broadcasting and the Internet.e.g.
•
Web TV is a prime example of the integration of traditional broadcasting with the Internet.
•
With broadband cable., operators are now able to feed both Internet and cable TV services through the same capacity pipe line
•
The digital domain will allow cable TV platforms to significantly increase the channel offerings to consumers,, this will inevitably lead to greater niche-ing and to a more narrow casting environment.


The Internet allows for the development of the next level of Information management ., the movement towards personalized information services, whereby the consumer no longer has to distill his requirements from within a set offering, but can personalize his access for specific requirements.
Let me state at this point that the Internet has some fundamental constraints when compared to traditional Broadcasting. For instance typical radio services do not presently allow for more than 500 simultaneous audio listeners. This places significant limitations on the Internet’s ability to deliver real time audio to anything remotely like the present Broadcast constituency,

The digitizing of TV signals allows for integration with the Internet through facilitating IP multicasting, these are part of the interest in bringing together Internet and digital TV.

Indeed the complimentary relationship between Internet webcasting and broadcasting is very much alive and present in many live sporting events and entertainment events.
The prospects for audio on demand and eventually video on demand services, are increasing every day as improvements and enhancements to the technology and capacity, further develop.

It is my considered view that Broadcasters must play to their strong suit, i.e. as the producers and accumulators of content. In this mission Broadcasters will see a growing cadre of independent producers as increasingly indispensable to the achievement of this objective. 7he capacity providers will find a large part of their future time and capital focussed on Increasing the capacity to meet demand, smoothing the quality of the delivery, and bringing some sense of order to the phenomenal throughput, so as to add value to the process of information access and utilization. The economic future of the medium will depend on it.
As such capacity providers will have little or no time for the domain of content creation.
In any event the economics of their delivery does not allow for the creation of expensive programming content without the ability to amortize the economic cost over large quantities of preferably, simultaneous viewers and listeners.

Indeed, for the Internet operators to become competitive to Broadcasters they must he able to do the Broadcasters job better than the Broadcasters themselves.  It must be borne in mind that radio and television productions involve the skills of trained researchers, writers, presenters, commentators, producers, editors and engineers. It is not just a collection or pictures or of words that constitute Broadcast content.
Broadcasters themselves will be less sentimental about the delivery technologies and their options, and will in fact gravitate toward options which offer the best combination of efficient transportation, good quality and economical costs.

I am therefore led to the conclusion that a cooperative relationship is both desirable and obvious.
Broadcasters can increase their information reach, they can use the Internet to tease much of their program offerings and thereby seek to increase their listenership and viewership.  The Internet also provides for Broadcasters the opportunity to realize a hitherto unfulfilled dream that of providing advertisers with a medium of global delivery proportions, on a one stop-basis.  These represent very important value added opportunities for Broadcasters to tap, in advancing their impact on an increased audience and in bringing increased value to advertisers and sponsors.

Simply put, traditional Broadcasting and the Internet represent two media with considerable complimentary capabilities for enhancing the scope and value of the Broadcast product.

The Internets big drawing cards will be its global audience reach, its global advertising reach, and the potential for truly personalized service to consumers.

I therefore expect that the technologies will continue to develop so as to allow for increasing symbiosis between Broadcasting and the Internet.

The future is already taking shape and it offers some exciting opportunities for the traditional Broadcast community to define their future in this new and expanded communications horizon.
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