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The Future of Television
Revealed In Ten Steps

he future is coming like a [

German Panzer, but for some

strange reason, few seem
ready for it or ready to evolve with
it. Indeed, no one can prevent it, and
we never know when it will come.
That said, the future can come in
handy even before it arrives. When
there’s uncertainty about what to
do, thinking about the future could
bring an immediate solution
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With the 10 forthcoming predictions,

zes every level of a 10

VideoAge analy
step staircase leading to the future History
of television: Free broadcast and
cable TV, advertising, Internet and
broadband, content, international
content sales, regulations, technology,
audience, branding and finally, the

full of miscalculated
predictions made by experts and
visionaries: “Man will never reach
the moon, regardless of all future
scientific advances,” Lee DeForest,
one of the inventors of television, said

predictions themselves,

airwaves are
newfound ratings

(Continued on Page 38)

Turkey: ATV
Market Cooking
Up A Storm

urkish Airlines now has
chefs onboard and Turkish
basking in
gold. While
many international TV territories
cry poverty, Turkey is showing its
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Brands to Become Expression
Of Values And Way Of Living

here does branding come from? What
does it stand for nowadays? And what
will it stand for tomorrow?

The technique of branding is probably as old
as the world. It was surely developed and grown
in the military and political fields. Branding has
changed a lot over the centuries and will change
even more in the next 15 years.

nce the beginning of its existence, up until
the Web became our daily playground, branding
has relied on a few simple rules. Some of them
are still true today (and will be in the future);
others have changed significantly.

As life is becoming more and more complex,
simply recognizing a brand will not be enough.
A big, bold, well-known logo will only be the
starting point. Brands will have to become more
and more an expression of values and way of
living: an entity consumers can easily relate to,
not just a commercial transaction. Wearing a
brand means expressing a specific way of 1
joining a tribe with specific rules. Brands must
come with life-wide values and statements.

, Or

In the hyper-connected world of tomorrow,
the old-fashioned hedonistic way of proposing
brands doesn’t work. Having a fancy shirt with a
crocodile on the chest only works if the crocodile
means more than just quality and design. Being
a good product was enough in the old world.
Tomorrow, consumers will want to know more
about this flag. They want to know what kind
of values are represented and proposed by
that brand. In order for a brand to emerge in a
growing competitive scenario, it must have a
strong personality, a point of view on everything
and it has to answer:

« Is the way the product is produced aligned
with the consumers’ lifestyle and belie:

« Is the producing company respected by its
employees?

Luca Federico Cadura

In the hyper-
connected world
of tomorrow, the

old-fashioned
hedonistic way of

proposing brands
doesn’t work.

If the brand is about a lifestyle, we'll see the
brand’s pres
as possible. It’s more than just brand extensions,

nce in as many fields and markets

expected to be the main form of T
brands will be even
consumers will have to easily find titles or shows
to watch. Therefore, not only the brand of the
service will be important, but also branding of
the show (or at least, some shows)

branding will be a routine exerci
value producers get in helping viewers find their
products and choosing to watch them will be an
integral part of any marketing decision.

entertainment offers.

With VoD (in all its forms: SVoD, Pay VoD, etc.)

onsumption,
more important, since

the future, the monetization of
How much

Plus, in

Producers can develop the best show on

earth, but if consumers don’t know about it or

i | don’t recognize it, success is impossible. Today,
it’s living the specific moment according to the

brand’s personality.

* What is the position of the company on some

strategic themes, like environmentor inclusion? branding seems an extra cost that can be spent

y ] only when producers can afford it, while in the
The brand will be built in harmony with

the company and the customers. Indeed, the
brand must belong to both the company and

Traditionally, brands wereall about consistency,
color palettes, fonts and dimensions. Marketers
believed that this consistency was needed to show

future it will become part of the production cost.
In conclusion, in a complex world, consumers
need simplified navigation tools, and for TV

authority and get respect. In the future, context
will be rything and the more the brand aligns
with a specific situation, the better. Brands will
no longer pretend to be accepted as they are. On
the contrary, the same logo will be different in
different places, on different targets, on different
media or in a different environment.

In the future, every consumer will have the
chance to relate with the brands one-on-one.
While in the past it was “special” to get in touch
with your favorite brand beyond the consuming
experience, now the expectation is a relation
on the same level. Every day, consumers will
become more aware of their power. The growth
of social media will bring extra pressure on the
companies, as customers will expect real-time
reaction to their inputs.

the consumer. It’s the same path as moving
from monarchy to democracy.
department will be less focused on defining the
product guidelines and more on understanding
the customer’s sentiment.

The marketing

So, 15 years from now, will branding still be
key in the media world? Yes, and even more
so than today. This is because the commercial
and relationship world will become more and
more complex. Platforms, languages,
everything will be multiplied and our brands will
need to be everywhere.

systems;

Iflinear (or appointment) TV still exists or is still
viable in 15 years, it will be thanks to branding,
which will contribute to its continued existence
by signaling identity, positioning, benefits and
roles of this service, compared to all the other
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viewers of 2030, a strong brand will be like a GPS
in the desert. W
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