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How can a customer facing service provider deliver an appropriate value to the user during
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Consider Pay TV as the preferred model for monetizing content
Customer facing service provider best positioned to drive the value chain

Purchase and usage are two different paradigms: establish different value
propositions

Establish an ecosystem to increase ARPU, build loyalty and minimize churn
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TABLES
Table: Broadcast Mobile TV subscribers by region (m), 2009-13
Table: Broadcast Mobile TV subscribers in Africa (000s), 2009-13
Table: Broadcast Mobile TV subscribers in Asia (m), 2009-13
Table: Broadcast Mobile TV subscribers in Europe (000s), 2009-13
Table: Mobile TV status in major European markets
Table: Mobile streaming related activities in Russia
Table: Mobile streaming related activities in the UK
Table: Broadcast Mobile TV subscribers in the US (000s), 2009-13
Table: Broadcast Mobile TV subscribers in South America (000s), 2009-13
Table: Mobile streaming related activities in Argentina
Table: Mobile streaming related activities in Brazil
Table: Music and music video — suitability for Mobile TV
Table: News — suitability for Mobile TV
Table: Weather — suitability for Mobile TV
Table: Discussion on social issues — suitability for Mobile TV
Table: Humor — suitability to Mobile TV
Table: Cartoons — suitability for Mobile TV
Table: Short movies — suitability for Mobile TV
Table: Feature films — suitability for Mobile TV
Table: Documentary films — suitability for Mobile TV
Table: Social and professional events — suitability for Mobile TV
Table: Adult content — suitability for Mobile TV
Table: Differences between high technology and FMCG marketing
Table: Differences between consumer visionaries and pragmatists
Table: Strengths of TV and mobile network operators in the Mobile TV value chain
Table: Mainstream TV FTA operators strengths and weaknesses
Table: Mainstream Pay TV operators strengths and weaknesses
Table: Mobile network operators strengths and weaknesses
Table: Encouraging Mobile TV purchase
Table: Encouraging Mobile TV usage
Table: Disruptive potential — how Mobile TV meets consumer demands
Table: How incumbent entertainment offerings meet consumer demands
Table: Recommended Mobile TV targets — train and bus commuters

Table: Differences between mainstream and Mobile TV



FIGURES

Figure:

On the go model for Mobile TV — typical journeys and levels of control over

environment

Figure:
Figure:
Figure:
Figure:
Figure:
Figure:
Figure:
Figure:
Figure:
Figure:
Figure:

Figure:

Players in the broadcast Mobile TV value chain

The general mobile content consumption chain

Global broadcast Mobile TV subscribers (m), 2009-13

Broadcast Mobile TV subscribers in Africa (000s), 2009-13
Broadcast Mobile TV subscribers in Asia (m), 2009-13

Broadcast Mobile TV subscribers in Europe (000s), 2009-13
Broadcast Mobile TV subscribers in the US (000s), 2009-13
Broadcast Mobile TV subscribers in South America (000s), 2009-13
The technology adoption lifecycle

Mobile FTA value chain with advertising

The Mobile Pay TV value chain with advertising as an additional revenue stream

The broadcast Mobile TV value chain — roles in current deployments



