THE 2010 EuroPEAN
TELEVISION SYMPOSIUM

Sponsored by:
TELECONTROL

Competence Center Electronic Media Measurement

CONNECTING TV?
4th-5th November, Paris

much of that time we have been concerned with the impact of

convergent technol ogies, without really having too clear a sense of
how immediate they really are. A recent article in the Wall Street Journal
considered the impact of what the economist Joseph Schumpeter called
forcesof ‘ creativedestruction’. Thearticlenoted ‘ that it took radio 38 years
and television 13 years to reach audiences of 50 million people, whilst it
took the Internet only four years, the iPod three years and Facebook two
years to do the same.” Quite.

Internet-enabled TVs are now being introduced and these, together
with other connected hardware such as games consoles and set top boxes,
are bringing the promise of internet-delivered TV into the living room.
Early accounts seem to suggest that internet-enabled TV s are selling better
than 3D sets- so maybethesewill bethe game changer. How will these TV's
change consumer behaviour? What can we learn from the introduction of
HD services? A study in Germany over the last four years has tried to
establish what prompts early adopters to embrace new technologies and
what concerns need to be overcome. How were these technologies used
across the world to view ‘must see’ events such as the recent World Cup?
The pace of these developments continues to gather, posing increasingly
complex problems for the audience measurement community.

Soitmight beappropriatetodraw breath and consider thedevel opments
that have taken placein audience measurement over thelast 20 years. What
doesthe future hold and what legacies do we carry with us? How can TAM
services be developed to provide a solution to the measurement of online
viewing?What developmentsare underway to measuretimeshifted viewing
across platforms and devices? What are theissuesto be addressed if set top
box (STB) data can be used to improve our understanding of audiences?
With the data being set-centric rather than viewer-centric, what are the
challenges imputation models need to resolve? How have they been
received in South Africawhere they have been introduced asan element in
thetrading currency? If they are to be used as part of ahybrid system, how
are they to be integrated?

How are these developments likely to shape the future prospects of
linear TV ?Whilst spot advertising may account for asmaller share of total
TV industry revenue, there are innovations being developed that could
minimise this. In the U.S. advertisers have shifted their budgets online
because of addressability, interactivity and measurability. However, this
seems to be shifting as new addressable and interactive platforms are
emerging for TV. At the same time, the TV viewing experience is being
enhanced by improvements in picture quality through HD and 3D. Given
their willingness to multi-task (a recent UK study indicated that nearly a
third of 16-24s claim their media activity is simultaneous) the opportunity
for broadcastersto socialise their shows and capitalise on the public’ s need
to share their enthusiasms with each other through social networks may be
considerable. The next few yearswill require usto devel op a sophisticated
understanding of the relationship between the Web and TV - and how
commercia partnerships can gain value from them working together.

Thisyear marks the 20th anniversary of this conference. It seems for
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hen digital radio first
launched, most felt that if
there was exclusive and

compelling content on the platform,
audienceswould switch. But theswitch
has not happened, so what are the
triggersand barriersto digital take-up?
In Australia, innovative content has
created new partnershipand sponsorship
opportunities and, as car listening
continues to grow, the radio industry
thereisensuringthat digital radioispart
of the car industry’ s integration plans.
For the past year, tests have been
conducted in a number of regions in
France. How have listeners responded
to the offer?

Yet digital radio does offer
significant opportunities for the
broadcaster and added value benefitsto
the listener. New devel opments such as
digitd terredtrid radio, satellite-ddlivered
radio, subscription radio, online socia
radio networks such as Spotify, internet
radiostationsand mobileradio contribute
to the medium’s omnipresence. What
aretheissuesfacingthetraditional radio
industry in this multi-platform future?
What are the differences between FM/
AM listenersandinternetradiolisteners?
Whenlistening to theradio whil st multi-
tasking, how are attention levelsand the
effectiveness of radio spots affected?

When switching over from radio
diaries to personal meters in Denmark
(and elsewhere) there had been a
discrepancy between actual listening
and perceived listening to news on the
radio. A major study for the first time
providesinsights into the behaviour of
listeners and has helped the Danish
Broadcasting Corporation improve its
offer to the audience. And elsewhere
PPM data show a dramatic increase in
reach with a reduction in frequency.
How can advertisers reach these new
listeners and what is the impact on
agency reach and frequency analyses?

Conference will also hear of tests
recently conducted on a new personal
meter and on how the popularity of
‘apps’ may have opened thedoor for the
creationof survey applicationstoengage
an elusive ‘on-the-go’ audience.
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BOOKING FORM

We wish to make bookings for the following delegates to attend (please tick to indicate your choice) :
L The 2010 European Radio Symposium: £625 (€ 750) Early booking fee: £525 (€ 640)
L The 2010 European Television Symposium: £1075 (€ 1300) Early booking fee: £975 (€ 1200)

O The 2010 European Radio Symposium AND
The 2010 European Television Symposium: £1500 (€ 1800) Early booking fee: £1300 (€ 1600)

Delegate details Payment method:
Mr/MrsiMissMs Cheque
FOFENAME(S)....vecvveeeeerereeesseesseesseessesses s sees st seesseensens L Enclosed is our cheque for
S U =0 1= o, made out to as Ltd
JOD Tl Credit Card
COMPANY ...
(| Please debit my credit card
AGArESS....ee ettt
......................................................................................... D Amex D VI% D Masa.card
COUNTIY ettt Card Number:
POSt COUE......eiiieeeeee e
Tl Now
FaX NO..ouiieeieeieeese e Expiry date.......... foviorsie
. Cardholder’s name:
E MA e
EalyBookingFee: s
(if booked on or before September 24th)
SIGNAEUTE. ...t
........... delegates at £......cococeevvceveee. € £ Card Billing Address (if different from company address)
Delegate Fee:
(if booked after September 24th) AAreSS......cooiici i
........... delegates at £...........ccuenenen€8Ch Ee
COUNEIY e
TOTAL S
POSt COOE......coeeiieeeee e
Details of additional delegates (if licable
= (i app ) Bank Transfer
Mr/MrgMissMs
F (| We have transferred £................
OF BNAME(S). vttt to theas bank account
SUMNAME....eiiiiiieteeee et
JOD Title i Bank Details:
HSBC Bank, 93 Fore Street,
; Saltash, PL12 6AE
Mr/Mrs/Miss’'M !
PVTSIISSTS Acc. No. : 31386557
FOr @NAME(S). . vvvvvvvreesrereserssseesseessse s esesensseees Bank Sort Code : 40 40 15
SWIFT Code: MIDLGB2152 W
Surname ................................................................. IBAN GBZngDL40401531386557

JOD Tl



ADMINISTRATIVEDETAILS

CONFERENCE DATES Radio: Wednesday, 3rd November
Television:  Thursday, 4th November
Friday, 5th November

VENUE Hétel Concorde La Fayette
3, Place du Général Koenig
75850 Paris Cedex 17
France

TELEPHONE AND FAX Tel: + 3314068 5068
Fax: + 3314068 5043

REGISTRATION Delegates should register for the conferences between
08.45 and 09.30 am. at the conference reception desk

DELEGATE FEE Radio: £625 sterling (€ 750)
Television:  £1075 sterling (€ 1300)
Radio & TV: £1500 sterling (€ 1800)
The feesinclude all conference refreshments, lunches,
drinks reception and documentation.

EARLY BOOKING FEE Radio: £525 (€ 640)
Television: £975 (€ 1200)
Radio & TV:£1300 (€ 1600)
Theseratesapply if booked on or before
Friday, September 24th, 2010

ENQUIRIES TO Mike Sainsbury/K ate Maitland Smith
asi Ltd
111 Whitchurch Road
Tavistock, PL19 9BQ, UK
Tel: +(44) 1822 618 628
Fax: +(44) 1822 618 629
WWW.asi.eu.com
e-mail: asi@dial.pipex.com

BOOKING Complete the booking form and return it, with payment,
to asi at the above address. Payment may be made by
cheque made payable to asi or by transfer to asi's
bankers, HSBC Bank, 93 Fore Street, Saltash,

PL12 6AE; Bank Sort Code No 40 40 15;

Account Number 31386557; Payment may also be
made by Amex, Visa or Mastercard.

Bookingscan only beaccepted on receipt of payment,
after which an admission passwill be sent to you.
Cheques and transfers should be drawn on a UK
bank.

CANCELLATION Cancellation received in writing before Friday, September
24th, 2010, will result in our returning the fee to you
minus a£100 handling charge. For cancellations made
after this date, no refund will be made. Y ou may send
somebody in your placeif you are unable to attend.

ACCOMMODATION as hasarranged specially discounted rooms at the
Hotel Concorde La Fayette for those attending the
conferences.
Single: € 170 Double: € 180 (Breakfast included)
Toreserveaccommodation at the hotel you will need
to complete the hotel booking form.
Contact Sandra Ausseil directly on:
Tel: +33157005172
Fax: + 33157005079



|I

HOTEL CONCORDE LAFAYETTE

>ARIS

Hétel Concorde La Fayette - 3, Place du Général Koenig - 75850 Paris Cedex 17 - France
Tél : +33 (0)1 40 68 50 68 - Fax : +33 (0)1 40 68 50 43
S.A. des Hotels Concorde au capital de 22 867 352 € - Siret 389 188 509 00035
TVA Intracom FR 13 38 91 88 509

ASI
REF : 1098552
Booking from the 2™ of November to the 5" of November 2010

ACCOMMODATION
Please reserve the following : o Single o Double o Twin
[J Classic Single Room EUR 170 per room, per night
[J Classic Double Room EUR 180 per room, per night

Buffet Breakfast included
Tax per person and per day included

ARRIVAL DATE ..ot Time of Arrival : .........c..coovvviiiiiian. (from 3PM)
DEPARTURE DATE & ..ottt ettt e e ettt e e e s e s e e e e e e s eennneeeeeseanen cn (Checkout by 12 noon)
LAST NAME : oo FIRST NAME : ..o

COMPANY NAME / INSTITUTION = ..ottt ettt e st e e et e e s e e e s b bt e e et £ e asbn e e e nnr e e e s anreee s
ADDRESS & oo e e e e o e Rt e e e e e e e et e e e e e e e e et e e e e e e et e e e e e e e eee s

PHONE NUMBER : .......cooiiiiiiieeiiinee,

| authorize the Hotel Concorde La Fayette to charge the following credit card number according to the
reservation and cancellation policies below :

CREDIT CARD & NUMBER : ...ttt e et e e e e e e e e EXP.: ........ Lo

HOLDER NAME : ......cooiiiiiiiiii e SIGNATURE : ..o

BOOKING CONDITIONS

The below conditions are applicable for bedrooms

Booking conditions:
All bookings must be done by the 1% of October at 1.00pm and guaranteed by a credit card number
Booking must be done through this form and will not be able to be done over the phone

Release conditions:
All rooms not booked by the 1% of October at 1.00pm will be released from allocation
From the 2™ of October, booking will be accepted upon request and avaibility

Cancellation policy:
Until the 1 f October: no fee applied

From the 2™ October: the whole stay will be charged at 100% of the contracted rates.



