nanging role

of TV displays

It is not so long ago when the main TV set in a European household sat in
the corner of the living room with the sole purpose of receiving programmes
from a relatively limited number of channels, delivered over the air or from
a local cable operator. How things have changed, says JIM BOTTOMS,
Director & Co-founder of Futuresource Consulting.

"TV' today is a multi-media device
capable of accessing and displaying a

wide range of content from a multitude

of sources, and in numerous different formats.

Multiple inputs in a variety of configu-
rations enable a growing number of external
devices to be connected: the video player
has been joined by set top boxes, games
consoles and computers — connected directly
fo the sef or via a home network.

The advent of digital satellite and cable
services during the past decade has resulted
in a phenomenal increase in the number of
TV channels on offer, reaching several
hundred in many countries.

Methods of delivery have also changed.

Europe it was a maijor issue. The result was
that average screen sizes 'stalled’ at 28-32".

Flat panels have been around now for the
best part of a decade, but it is only in the
past two or three years that screens
measuring 42" and above have become
affordable for the average household. The
arrival of more attractive price-points in this
segment has encouraged a huge consumer
demand for larger sized panels.

The UK continues to lead the market in
Europe, with TV shipments growing 7% in
2009 1o reach over 10m units. However, the
rapidly falling prices experienced during the
latter half of 2008 and into 2009 have had

a negative impact on TV manufacturers, with

overall revenues falling 10%

sizes where it currently accounts for around
70% of the segment.

Continued migration to larger screen sizes
will also be a key driver for growth. 40" and
above accounted for 24% of flat panel
volumes in 2009, and this will rise to more
than 40% by 2014 as early purchasers of
flat panel TVs upgrade to larger sets.

As the screen size approaches 50" the
shortcomings of SD become increasingly
apparent and even unfrained eyes begin to
appreciate the benefits of HD's fourfold
increase in resolufion.

Even the sophisticated picture processing
in the latest generation of displays struggles
fo improve Infernet-delivered images from
user generated content sifes such as YouTube,

although amazingly many consumers still
appear happy to watch them. An endorse-
ment, perhaps, of the theory that ulimately
it's content, not technology, which drives

despite a growth in
shipments.

Futuresource expects the
market to grow a further 3%
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Many European counfries now have digital
overtheair services, with analogue
broadcasts already switched off or due fo
be very soon. HD services are appearing
alongside their Standard Definition counter-
parts and it won't be too long before they
begin to replace them.

Infernet connectivity is becoming
increasingly commonplace, providing direct
access to websites like YouTube as well as
the catch-up services now offered as
standard by the major broadcasters, led
by the BBC's iPlayer.

An area where Europe lagged behind
the US for many years was screen size. A
drawback of cathode ray tube TVs was that
the larger the screen size, the deeper the set
had to be. This was less of a problem in the
typically much larger American homes, but in

carve out an early position
in 3D and set purchases ahead of any
readily available content will seed the 3D
market in much the same way as the HD
market was primed five years ago.

By 2015 we expect the majority of TVs
on the market will be ‘3D-Ready’ and the
normal replacement cycle will result in a
good proportion of households in Europe,
the USA and Japan having a 3D-capable
display.

LCD continues to account for more than
Q0% of TV sales, compared with just 8% for
plasma. We expect LED backlighting to
account for nearly 20% of LCD TV demand
this year, providing the benefit of a slimmer
form factor, improved picture quality and
greatly reduced power consumption. Plasma
will continue to lose share to LCD, but it will
remain significant in the larger (+50") screen
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everything from basic news and weather
feeds to social networking, catch-up TV and
paidfor movie streaming services. One
example of the latter is the Lovefilm movie
rental service which is being offered on
Samsung and Sony connected TV products
in the UK.

This broadening in the range of content
brought about by a TV's access to multiple
programme sources presents a new chal-
lenge for TV manufacturers: supporting all the
different formats by which it is delivered




whilst maintaining realistic refail price points.
Digital TV has traditionally been encoded
using MPEG-2, recently joined by MPEG4
AVC as broadcasters migrate from SD to HD
but strive fo minimise the additional data
overhead. There are also a couple of different
audio formats and transmission standards, but
overall it's a fairlly manageable situation.
However, whilst the network connection on
the back of the TV may be a standard Rj45
socket, on the Infernet it is anarchy. Numerous
video and audio coding systems exist, most of
which have nothing in common with the long-

esfablished
broadcasting
standards, and the
different software
configurations — the
majority designed for
easily reprogrammable
computer platforms —
present a huge challenge
for an industry that has
been used fo shipping a
piece of hardware which
is intended fo last seven
or more years without
further intervention.
Television manufac-
turers must now make a
commercial decision whether
to support all these various
opfions — as well as new display features
such as 200Hz and 3D — in order fo attract
the widest market, or take a gamble on
which one(s) might succeed in the longer
term. Several have opted for the ‘walled
garden’ approach, offering a limited range
of services running on dedicated platforms
like Yahoo! Widges.

Assuming for a moment that consumers are
motivated fo connect their TVs fo the Infernet
(not a straightforward procedure for the non-
tech savvy), many are likely fo be unhappy
with the restricted number of services on offer
and will demand access to a wider range of
content. However, delivering multiple services

to connected TVs is also technically complex
and frequently requires users to get fo grips
with ‘firmware upgrades’ in order fo receive
some of the programming on offer.

Efforts are being made fo bring some
standardisation fo the delivery of OTT services
— the UK’s Project Canvas and HbbTV, a
proposal favoured in France and Germany,
being two such initiatives — but they are not
universally supported and their success is
therefore by no means assured.

In fact, it may be that the driver for
connected TVs turns out to be something less
obvious. ..

Panasonic and LG, for example, have
recently teamed up with Skype fo offer a
‘family friendly’ version of the service. Instead
of a PC-mounted webcam, a specially
designed high resolution, wide angle camera
and multirmicrophone unit can pick up several
family members sitting on a sofa in front of
the living room TV and enable them to have a
virtual gettogether with relafives or friends in
another location.

Could this turn out to be the ‘killer app’
that encourages consumers to connect their
TV setse
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