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Market trends in video content
There are two different types of content.  There are the premium A-list products, and then there's a lot of B, C, D and E content.  We’ve always seen a very high dependency of even the big broadcasters on the premium products.  You have the product that everybody wants, and then you have product that is pretty much interchangeable: it’s not very high profile and it doesn't really matter where you buy it from – there’s plenty of product out there on that level to fill all time slots.

One key trend is the ongoing strength of demand for high-class US prime-time series.  The very high demand over the last two years simply didn’t exist in the 1990s or early 2000s.  The continued growth makes it essential to invest heavily in this area and we’ve established a division in Los Angeles specifically to devise new franchises.
Managing revenue opportunities across the value chain

The life cycle for blockbusters is getting shorter and shorter.  As a growing multitude of distribution platforms kicks in at various points during the value chain, we have to make sure that everybody earns their share along the line.  The exploitation of new rights has to be done in sync with all the existing forms of rights.  We have to make sure we’re not destroying revenue streams simply to accelerate new platforms.
As we see more fragmentation and diversification of platforms, we need to make sure they are not cannibalising each other.  I, for one, am very clear that that's not going to happen.  There’s a lot of positive cross-promotional potential, and we just need to make sure that we manage it in a way that maintains the value of our core product.
In Germany, we’re already using pay mechanisms to show previews of top series.  Once a viewer has had all the promotions and viewed an episode on TV, it says "if you want to watch the new episode, you can do so right now by logging on to the website and paying €2.49”, and that gives a seven-day preview window, which I think can only grow in popularity.
The German-speaking market

Germany is not a subtitling market.  It never has been and I doubt it ever will be, so we need to have a German dub for every product we sell.  This adds to the cost, but the German market is big enough and strong enough, and the revenue is high enough, to finance those costs.
The role of the broadcaster – new and old
The broadcasters have a direct relationship with the viewer and how well they do their job is critical to the success of the individual product.  We try to help them, of course, but I look to them to do the basic job of getting our content in a popular time slot that reaches the right demographic.  You can kill a series very easily by putting it in the wrong slot.  At the same time, we look to them to deliver the right combination of on- and off-air marketing that really creates a buzz of attention and awareness.
The vision of an online, fragmented future has been out there ever since I started working in the industry, and I think the future has still not arrived!  I think it's still crucial that there is a broadcaster – someone who can get people to pay attention and feel that they're part of a big group watching something special.

In my view, a series like, for example, Desperate Housewives has to first have a premiere on a big broadcaster's platform, to create awareness and reach a big target group.
Telecom companies are pretty new in the television arena, it's not their core business.  With big broadcast companies, we know we can rely on them to deliver our product professionally but with telecom companies, we need to be a lot more involved and give them more help.

Subscription models

From a revenue standpoint, subscription models have always been very attractive.  They get people to make a commitment, and enable them to select whatever they want, whenever they want it, at a fixed price that doesn't hold any surprises.  From both sides, that’s a very appealing proposition.  It enables us to plan much more clearly, and it does the same for the customer.
When you have a database of clients, you can say “you just watched this, you might like this too” or “other people who watched this also watched this”.
New platforms and formats
I think that all of the platforms will be able to exist for a long time.  I don’t think that one will kill the other, and it will be very interesting to see how we can cross-promote our concept between platforms, without running the risk of cannibalising.
We’ve shortened or edited classics such as Charlie's Angels into 3-minute movisodes, where you get the plot in a very short version.  We completely re-edited, re-dubbed, everything.  So, yes, we do have this product, we're producing this kind of content, and I think it's necessary to have it.  But it's not going to be the core product.
When people watch content on their mobile phones, they tend to look for much, much longer than people expect.  Everybody thought the attention span would be short, maximum 5 minutes, but people actually want to watch longer pieces.  I think that everybody right now is trying to find their way and experiment a little, and see what happens.  But, as I say, I think it's an interesting sideline, not the core business.
Looking towards 2013
The transition between linear broadcasting and transactional video is really exciting.  By 2013, we will really have the customer educated in how to view transactional video on demand and design their own entertainment world – not waiting for when my favourite show is on but actively looking for it and getting it at the time I want.

I think the big linear broadcasters will stay in place but they may lose market share.  In the US, we’re already seeing that shows may gain the same number of eyeballs per episode but those eyeballs are all over the place.  You get the people who watch the initial broadcast on the TV channel and then you have more and more people viewing through catch-up and other platforms.  Right now, we're still faced with a number of technical problems but I think by 2013 it will be totally easy to do it.
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