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will be able to transmit content.  In
Norway, for instance, there are ex-
periments with a video signal from
traffic cameras that is broadcast on
the Internet.  People have posted
films of amateur football teams on
the Internet, too.  Someone in Italy
is using Internet television to in-
form his entire household about
various things.  Another Italian us-
es the Internet to show him having
breakfast together with his inflat-
able rubber doll.

Studies show that people spend
a specific amount of time watching
television.  If the time is spent on
the Internet, that happens at the
expense of traditional television
channels.  This is an ironic aspect
of history – traditional television at
this time is exactly in the same sit-
uation as television created for
books and the printed press a few
decades ago.  It is believed that 4.5
million households in Europe will
have Internet connections in 2008.
The technologies are being tested
at this time by some 30 telecommu-
nications operators and Internet
service providers.  Commercial suc-
cess has been achieved first of all
by Fast Web In Italy and a France
Telecom project, “MaLigne TV.”
The number of regular Internet
television users in the world is
thought to be between 2 and 2.5
million people.

The problem with Internet tele-
vision at this time is that there are

INTERNET “EATS UP”
TELEVISION

Television programmes that ar-
rive at family homes via a broad-
band Internet connection will com-
pletely change the face of television,
according to the British consulting
company Lovelace Consulting.
Changes in television habits will oc-
cur over the next decade, says the
company, with television and
Internet services largely flowing to-
gether.

TV programmes delivered via a
broadband connection will become
far more similar to the Internet –
there will be lots of choices and
thousands (millions if you speak
more than one language) download-
able programmes.  The most impor-
tant change is that viewers will
have control over what they watch.
The second major change that tele-
vision via the Internet means
changes in the things that viewers
do while they are watching televi-
sion.  Interactive television will be-
come possible.  Viewers will be able
to influence what happens on a TV
show.  They will be able to freeze an
image to watch just one participant
during a show or interview.  If
someone on the show is wearing a
nice watch, the viewer can zoom in
on the watch to find out what kind
it is.  Then, using the direct link,
the viewer can buy a watch of that
kind for himself.  The third change
is that not only official TV channels

insufficient numbers of broadband
connections.  The typical speed of 1
to 2 Mb/s is not enough for Internet
television.  There are also copyright
problems which make it difficult to
post TV programmes on the
Internet.

MOBILE TV – 
ON THE STARTING LINE

Mobile operators, for their part,
are interested in mobile TV, because
that could be a real cash cow, ac-
cording to existing research. In
Britain, the mobile telephone oper-
ator O2 conducted a study at Oxford
which found that 80% of telephone
users would be prepared to use mo-
bile TV services.  British Telecom
found in another study that the
British people would be prepared to
pay around EUR 12.5 per month for
mobile TV services. Surprisingly,
36% of respondents said that they
would watch mobile TV even at
home – that was a greater percent-
age that had been expected.  23% of
respondents said that they would
use mobile TV services at work, and
28% – while they are on the road.
Fully 83% of respondents said that
the quality of mobile TV services is
satisfactory to them.  The studies
showed that the average respon-
dent would be ready to spend three
hours per week watching mobile TV.
Maximum demand for these ser-
vices exists in the morning and the
evening – at times when people are
travelling to or from work.

Asked what kinds of broadcasts
are watched most often, respon-
dents mentioned news, serials, mu-
sic shows, documentaries and
sports broadcasts. British opera-
tors, it must be added, offered re-
spondents a chance to watch 16 dif-
ferent channels on their telephones.

A similar study in Helsinki yield-
ed positive results – 41% of respon-
dents were ready to pay for mobile
TV services, suggesting that they
would, on average, be prepared to
pay EUR 10.2 per month.  It has to
be added that mobile TV will proba-
bly involve much less expensive of-
fers, too – provided that the viewer
will be prepared to watch advertis-
ing, too.
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Digital Challenge 
for Television
Global trends indicate that traditional television services are not dead, but au-
diences are increasingly demanding news and other broadcasts when they wish
to watch them, not when the TV channels wish to broadcast them.  The digital
revolution of the last several years has opened up much greater opportunities for
those companies which wish to prepare and transmit information digitally.  An
American media industry consultant, Merrill Brown, has this to say about this
process:  øItís hard to believe that in 2010, those who are 18 to 34 years old to-
day will be watching news other than with digital equipment. They demand
news on the phone, on the computer, in the car and through a series of equipment
that was unimaginable in the context of television in the past.ø  The fact is, how-
ever, that the most serious challenge for traditional television today is created
by Internet television and mobile television ≠ there are not yet any television
sets in automobiles or refrigerators.
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NEW MEDIA, NEW CONTENT
Experience from the rest of the

world shows that there are two
ways in which television services
are offered to mobile phone users.
Sometimes existing TV channels
are simply rebroadcast on mobile
phones.  The other alternative is to
develop special programmes for mo-
bile TV needs.  Britain and France,
where the market is most highly de-
veloped, have as many as 50 tradi-
tional TV channels that are offered.
Over the last few years, however, it
has been found that the average
mobile TV user spends 3-5 minutes
connected to television services.
Many people watch mobile TV while
they are waiting for something,
while they are riding public trans-
portation, and particularly when
there is a favourite show that is on
the air at a time when the viewer is
not at home.  Users are offered films
and various original broadcasts, but
the average mobile TV user in
Western Europe doesn’t watch
these in full.  That is because of lim-
itations on mobile telephone batter-
ies – they allow people to watch
television on the mobile phone for
no more than two hours at a time.

Media analysts and market
trends both indicate that mobile TV
will need new content – more close-
ups and fewer establishing shots.
The fact is that on a screen with a
diagonal size of no more than 3 to 5
cm, details simply cannot be seen.
Dark scenes must be avoided, too.
Strategy Analysts, which provides
technological consultations, pre-
dicts that by 2009, mobile TV will
have 50 million viewers, and income
from them will amount to around
EUR 5.1 billion.

There are, however, various
things which are hindering develop-
ment of mobile TV at this time.
First of all, there is the conflict be-
tween technologies – it is not yet
clear whether the scene will be
dominated by Nokia’s DVB-H stan-
dard or by third-generation mobile
communications.  The Nokia stan-
dard is in a good position at this
time.  It is also true that there are
relatively few telephones which can
support mobile TV services.  That’s
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going to change, because the aver-
age Western European replaces his
or her mobile phone once every two
years or so.  Third, there are copy-
right problems.

LMT – GROUNDBREAKER 
IN MOBILE TELEVISION

When it comes to Internet TV
and mobile TV in Latvia, it must be
stressed that the issue concerns on-
ly television programmes which en-
sure live broadcasts.  That’s because
people have been able to download
various stories and broadcasts on
the Internet and on mobile phones
for several years already.

LMT was the first company to en-
ter the mobile TV market in Latvia.
Since June 2005, LMT clients have
been able to watch live broadcasts
from LNT and TV5 on mobile
phones which support EDGE tech-
nologies – ones which significantly
increase data transmission speeds.
These phones have appeared on the
market since mid-2004, and most of
them are Nokia models.  Nokia is
the company which has really sup-
ported, developed and sold the
aforementioned technologies.  There
were around 58,000 telephones of
this kind in Latvia in mid-2005, and
by now the number has increased to
around 137,000.  Experience shows
that the average user replaces his or
her telephone once every two years,
and it can be expected, therefore,
that the number of EDGE-capable
telephones will increase in the fu-
ture too.

Ervîns Kampåns, director of the
LMT Technology Research Division,
says that the transmission of TV sig-
nals to mobile phones has been the-
oretically possible for some time, but
results were not always satisfactory.
“The project which involves LMT
and the two television channels
speaks to two options – live broad-
casts of LNT and TV5 content on
mobile phones, but also access to the
TVnet WAP Internet portal, where
stories prepared by the LNT News
Department can be watched, as can
entertainment and other pro-
grammes.  The status of these ser-
vices at this time is really that of a
pilot project, and the aim is to look

at how prepared the market is right
now for these services.  We’re also
looking at our ability to provide the
services.  That is why the television
stations and LMT have not had any
material obligations in relation to
this process so far.”  Kampåns pre-
dicted, however, that decisions on
the commercialisation of mobile
television services will be taken by
mid-2006.  Various payment models
are being designed at this time.

“People who want to watch mo-
bile TV at this time pay for the data
flow – around 5 santîms per
minute,” says Kampåns.  “I think
that this is too expensive, and that
explains, in part, why after an ex-
plosion of interest at first, the num-
ber of unique mobile TV users each
month at this time is around 2,000.
That is why we need a business
model which allows people to watch
as much mobile TV as necessary on
their mobile phone for a fixed
monthly fee.”  Kampåns personally
thinks that an acceptable price
would be around LVL 5 per month
for a packet of three or four televi-
sion channels that are available on
the mobile phone.  The final price,
however will depend on agreements

that are reached with
channels.
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mentioned, at the beginning of
2006.  The results of the first month
show that 3,000 new Home DSL
clients signed up, and Apollo portal
hits increased from 44,000 per day
in December 2005 to 65,000 or 7,000
per day in January 2006.  According
to the puls.lv Internet site, the
number of visitors to the Internet
site quadrupled between January
2005 and January 2006.

Clients of the Home DSL tariff
plan can watch Apollo TV for free,
and a decision on commercialisation
will be taken in April. Kirßteins
said that the current packet of 11
channels which are offered on
Apollo TV (TV3, LNT, LTV1, LTV7,
TV5, TV3+, NTV Mir, Muz TV,
Nashe Kino, Detskiy Mir, and
Teleklubs) will cost less than LVL 3
per month.  Clients are becoming
used to the services, and a second
goal for the experimental period is
to determine the level of technolo-
gies that are needed. Kirßteins ad-
mits that if 65,000 users were all to
connect to Apollo TV at once, the
channel would have technological
problems in providing the services.

Apollo TV is also to offer several
supplementary services such as the
“Internet VCR” (the ability to record
a broadcast and watch it later),
archiving, and video-on-demand.

that are reached with the television
channels.

LATTELEKOM LINKS INTERNET,
TELEPHONES

The executive director of Lat-
telekom, Nils Melngailis, says that
the decision to offer Apollo TV ser-
vices to clients was taken in relation
to the company’s strategy in provid-
ing services to private individuals.
The plan is increasingly to link fixed
voice telephone (ordinary telephone
services) to broadband Internet ser-
vices and those services which are
related to them – Internet telephony
(VoIP), Internet television, wireless
Internet connection solutions, etc.

Gints Kirßteins is director of
Lattelekom’s Contact Business Di-
vision, and he claims that Latte-
lekom first thought about introduc-
ing Internet TV after the company
saw sociological studies which fo-
cused on why clients reject Internet
services.  The research showed that
there are lots of people in Latvia
who use the Internet but know very
little about the opportunities which
the Net affords.  The number of such
people is on the rise, because
Internet connections are becoming
more easily available.  These are
folks who visit a few popular
Internet portals and then don’t
know what to do next.  Such clients
often get rid of their Internet con-
nection, because they don’t want to
pay more than LVL 10 per month
just so that they can visit these por-
tals – they simply have not become
familiar with the World Wide Web.

A second reason why Apollo TV
services were developed is that
Lattelekom learned about the
Italian Internet service provider
Fast Web, which was one of the first
in Europe to begin offering Internet
television.  A third factor is the fact
that technologies are becoming
cheaper – Lattelekom thinks that
when it launched Internet television
at the beginning of 2006, it paid five
times less for the technologies than
would have been the case just one
year earlier.

Apollo TV is the latest entrant in
the segment of new television pro-
jects – it first offered broadcasts, as

Apollo TV also offers 109 cartoons
which can be watched on demand.
Development of these supplemen-
tary services, however, has every-
thing to do with the commercialisa-
tion of Apollo TV services.
Lattelekom does not deny that in fu-
ture, it may also offer Apollo TV to
mobile telephone users.

TV 24 – NEW CONTENT
Baltkom TV and the LETA news

agency, meanwhile, have launched a
co-operation project called TV 24.  It
differs from the two aforementioned
projects in two ways.  First of all, it
makes use of the advantages of new
digital technologies not only in
transmitting the TV signal, but also
in preparing content.  The technolo-
gies which allow companies to pro-
duce new television programmes are
becoming relatively simple.  TV 24
is also the first attempt to create a
TV programme which is appropriate
for the specifics of Internet and mo-
bile telephone TV viewers – the de-
mand for information on a 24/7
bases, the fact that people watch
mobile television for no more than
three to five minutes at a time, and
the fact that people are focused on
news and important information in
terms of content.

“Other channels have pro-

NETWORKS
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grammes which follow along with
the rhythm of family life in a 24-
hour period.  By comparison, the
aim of TV 24 is to address an audi-
ence with a specific set of lifestyle
habits (activities, little time spent
at home, a certain level of technolo-
gies which indicate stable income,
etc.),” says Agris Strautnieks,
deputy board chairman for LETA.
“We want to do this irrespective of
the time of day and the place where
the audience is located.  The TV 24
target audience is essentially made
up of people who do not have time
and who rate content more highly
than the format in which it is pre-
sented.  The channel is already on
cable television (the Baltkom pack-
et of channels) and on the Internet
(www.TV24.lv).  We will soon talk
about broadcasting the programme
on mobile phones.  Our aim is to en-
sure that viewers can watch the
news with any equipment that can
present vide – TV, computer or mo-
bile phone.”

Baltkom TV is the one which is
ensuring the technologies for the
new channel, and TV 24 now allows
the company to use a platform which
makes it possible for the cable televi-
sion operator to enter the Internet
and mobile telephone environment.
LETA is responsible for the content
of the channel, and that is a way of
following along with the develop-
ment trends of global news agencies.
News is presented not only as text,
but also as video, photographs and
audio, thus making it more valuable.
The concept for TV 24 is to present
blocs of news that are updated regu-
larly and on a 24/7 basis (although,
says the company, updating at night
will occur only if something extraor-
dinary happens). The news pro-
grammes will be broadcast once
every half hour, and there will also
be regularly presented blocs of en-
tertainment information.  There are
12 people who are involved in the
channel at this time – technical per-
sonnel, the news presenters, and
moderators for the entertainment
shows.  On average, six to eight
video stories are produced each day,
and these mostly focus on the most
important events of the day.  On
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Saturdays and Sundays, there are
summaries of the events of the past
week, as well as blocs of information
about entertainment, culture, fash-
ion and the lives of celebrities.  Work
is being done to archive the video in-
formation so that Internet users can
access it.  LETA is also prepared to
sell its video information to other
clients, not just TV 24.

Agris Strautnieks says that
Baltkom first spoke to LETA about
the channel in 2004, partly so as to
study the opportunities of digital
technologies.  LETA at that time was
already thinking about supplement-
ing its product offer with video, pho-
tographs, graphics and audio infor-
mation, and so the TV 24 project ap-
peared just in time.  TV 24 first ap-
peared on the scene in the winter of
2005, which means that it is the pro-
ject which has been tested for the
longest period of time.  “That’s be-
cause we are still experimenting
with the format of our delivery, the
aim being to create a channel that is
simple and convenient to use,” says
the LETA representative. 

Commercialisation of TV 24 will
occur over the next several months.
TV 24 expects to receive around one-
half of its income from advertisers
and the other half from mobile tele-
phone users who pay for content.
Negotiations are ongoing with LMT
and Bite Latvija on the broadcasting
of TV 24 content on mobile phones.
TV 24 has around 25,000 regular
viewers and some 147,000 people
who watch the programme a few
times per week.  This has been
achieved without advertising.
Baltkom TV has some 500,000
clients.

The three experimental projects
which are discussed in this paper
will, in the spring of 2006, become
commercial products.  It is possible
that by the end of the year, we will
all see whether the Latvian market
is prepared to pay for information
that is presented in what people
consider to be the next big step in
developing the Internet, mobile tele-
phones and television as such. ❏

Source: LETA news agency
(Kapitåls)


