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Abstract 
The Australian National Broadband Network (NBN) is the largest infrastructure project ever 
proposed in Australia (NBN, 2010). Its Fibre to the Home open access network will see a new 
generation of telecommunications services providing the basis for technologies and services to be 
combined. Homes connected to the network will have access to new digital media and high-speed 
internet among other applications. Taking an Australian perspective, this paper focuses on the 
capacity for fast broadband to allow features and technologies to be combined that were once 
separate, but now have converged including computing, telephony, free-to-air (FTA) television, 
direct-to-home satellite broadcasting, radio, and the internet and the implications. Specifically, 
future services for digital television are going to be more akin to app-based functions that are 
currently available on mobiles and tablets but on the television screen rather than the PC. Against 
such a background, this article examines the future of television arguing that faster broadband and 
internet-enabled televisions to watch movies and shows when it suits the audience are the keys to 
the television’s survival. 
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Introduction 
The Australian National Broadband Network (NBN) is arguably the largest infrastructure project 
proposed in Australia (NBN, 2010). Its Fibre to the Home open access network will see a new 
generation of telecommunications services providing the basis for technologies and services to be 
combined. Homes connected to the network will have access to new digital media and high-speed 
internet among other applications. A question arises here, however, as to what this means for current 
free-to-air (FTA) television services and the audiences that use them. That is, will audiences for 
current FTA services decline as they migrate to mobile internet via smart phones and ipads or take 
up IPTV services instead as part of bundled telecommunications packages offering cheaper priced 
home phone and internet connection. Certainly converged media in the forms of IPTV via the 
‘smart tv’ and so on comes with implications for incumbent broadcasters and the public. In the first 
instance, broadcasters are obliged to fund the provision of additional services and the public will 
have to bear the cost for new equipment. New forms of content creation, delivery and financing 
mean that present forms of broadcasting and interactive services (either via cable, satellite or the 
internet), now run in parallel, and, in some instances, in direct competition to FTA broadcasting. As 
a result, legislation needs to be reviewed and updated periodically as the technologies and audience 
expectations change. 

While it might seem an indirect way of understanding television’s future in the era of the emerging 
NBN, it is useful to begin with an evaluation of the way in which the television industry is 
imagining its audience in this transformed world of content creation and delivery. To get to that 
understanding of audience, there are two dimensions that are emerging in the television industry 
that are now depicted in television advertising.  
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First the manufacturers. In a series of recent advertisements, both Samsung and LG have gone 
beyond the flatscreen into a utopian depiction of the future as present. For its part, Samsung 
recreates television as a ‘smart tv’ in an elaborate visualisation whereby viewers are surrounded in 
three-dimensional space by their library of possibilities which allows them to enter and exit an 
immersed environment. The three dimensional television becomes the living/lounge room as a 
viewing couple sit in rapt awe in this white space coloured by the images of their collected library 
of movies and television channels. An American version of the Samsung commercial expands the 
metaphor by having a quarrelling couple move through their library of material to stitch back a 
failing marriage. Here, the television accesses a database of personal videos and film titles that 
express their states of mind over a period of time and offers them the capacity to move into online 
social media communication. The television in this advertisement becomes a way to flow between 
‘media’ (television programming) and communication in an obvious extension of computer use.  

By comparison, LG’s ‘television futures’ commercial puts the range of possibilities in the hands of 
the family as a whole. Using an emotive cue, a baby points at the television screen with its many 
icons of possible programs and stored material and ‘magically’ the screen transforms to show what 
is in the mind of the toddler. The point and click technology is inspired by the computer mouse and 
the commercial tries to make the link between the remote and the television seamless and effortless, 
where the remote resembles a finger clicking on a smart phone. From these two commercial utopian 
vistas, we can see television integrated with the internet in terms of its aesthetics, its construction of 
content, and its capacity through social media to produce a new conviviality in the lounge/living 
room. Both commercials depict the television as having the capacity to construct an individualised 
archive of material that can be navigated to present personal images and videos in close 
juxtaposition with the highly mediated, high quality feature film content. The viewer is depicted as 
being in an interactive environment — perpetually able to construct their own entertainment and 
their own multi-tasking form of electronically mediated communication.  

The Australian FTA television broadcast industry is also advertising in relatively heavy rotation. 
Freeview for example has the ‘stars’ of Australian television pushing a representational brick wall 
back to reveal a ‘richer’ experience of FTA television in their flagship commercial. In these 
commercials, digital television is portrayed as permitting FTA broadcasters to resemble the relative 
freedom of choice and channel diversity that has been the domain of pay television for the last 
15 years. Through the commercial images it depicts the opening up of greater vistas of experience 
that, from its perspective at least, are heralding a new age of television as the digital spectrum 
permits current broadcasters of analogue programming (7, 9, 10, ABC and SBS) to now be multi-
channels in their own right. Many have, however, criticised Freeview digital programming as 
offering more of the same but little real choice or innovation. Perhaps sensitive to popular criticism, 
Freeview had a parody mocking the marketing campaign removed from YouTube claiming that 
copyright had been breached. Dan IIic, a freelance filmmaker and comedian, along with Marc 
Fennell, a Triple J radio presenter, distilled many common criticisms into a video parodying the 
original that used footage from Freeview’s commercial but include their own voice over.1 

The two campaigns, one from television manufacturers using Samsung and LG as case examples, 
the other from the television industry via Freeview in Australia, underline a probable difference in 
audiences and demographics. The manufacturers are anticipating and playing in the idea of a 
converged information and media environment and explaining that their technology allows for and 
incorporates the movement between information, electronic personal communication, storage, 
archiving and retrieval and the highly mediated world of broadcast television, film exhibition, and 
home photos and videos. The appeal is to a generation of users and viewers that are in effect in the 
world of intercommunication: that is a world where users are comfortable with televisual 
technology offering simultaneous media and communication. For its part, broadcast television’s 
commercials express the change to digital signals and herald an expanded world of media, but 
without the electronic form of interpersonal communication. Through this approach, however, they 
are reproducing an older audience for its new forms, one that is comfortable with the position of 



130 Record of the Communications Policy & Research Forum 2011 

television and its use that predates the massive development of the internet as a media and 
communication form. 

The ‘big picture’ 
As these formations of the future are playing and producing desires and possibilities for their 
audiences, Australia is in the midst of the largest transformation of its communication infrastructure 
which is at least highlighting a related future of media and communication in Australia. The 
AUD43 billion Australian National Broadband Network (NBN to be set up by the wholly Federal 
government owned NBNCo Limited (NBNCo), is the largest infrastructure project ever proposed in 
Australia (NBN, 2010).2 It must be noted here that original proposals suggested 51 percent of 
capital to be derived from government and 49 percent from private sector investment but it is 
nonetheless a significant government initiative.3 The NBN has the capacity to combine features and 
technologies that were once separate, but now have converged including computing, telephony, FTA 
television, direct-to-home satellite broadcasting, radio, and the internet.4 This means that current 
thinking about these media technologies developed through the process of convergence as well as 
regulation requires review as the variety of media sources increase.5 And this is exactly what is 
happening with the Department of Communications, Broadband and the Digital Economy’s 
(DCBDE) convergence review because converged media technologies have the capacity to radically 
change perceptions of traditional broadcasting (among other media and entertainment forms) 
through the additional and interactive services that are possible via the one unit.6 The term 
converged media comprises content that is created, stored, or retrieved in digital form ranging from 
text, still pictures, audio and video. Specific examples include digital television and the internet. 
The converged media could each technically offer audiences access to video and audio on demand 
as well as interactivity and connection to the internet with 3D services being considered.7 In 
Australia, however, radio via the FM frequency in good reception areas has already had sound 
quality close to that offered by digital for many years and is not currently providing truly new 
services. Digital television for its part has been restricted to the provision of digital high-definition 
pictures with better sound quality and multichannelling services as noted above. The 
multichannelling services offer a diversity of additional program content that expands aspects of the 
broadcasters’ activities, but does not provide truly new services that are considerably different from 
those of traditional broadcasting. Moreover, there is data to suggest that television as a viewing 
preference is diminishing particularly in the teenage and early twenty-year-old age group, a point 
taken up further below. The audience for television remains children and older audiences used to the 
televisual format.8 Technologies that could allow broadcasters to remain competitive and establish 
the future of television program content delivery to a broader Australian audience is Internet 
Protocal Television (IPTV) where IP programming is delivered to the home set-top-box via a high-
speed broadband network such as the NBN or Internet enabled television (ITV) over the public 
internet. This is because future services for digital television are going to be more akin to app-based 
functions that are currently available on mobiles and tablets but on the television screen rather than 
the PC. New services need not necessarily compete with existing free-to-air broadcasting (initially 
at least) but might act as further incentive for audiences to invest in new equipment.  

A simple definition of IPTV has been provided by the International Telecommunication Union’s 
Focus Group on IPTV as being: ‘multimedia services such as television/video/ 
audio/text/graphics/data delivered over IP based networks managed to provide the required level of 
QoS/QoE [Quality of Service/ Quality of Experience], security, interactivity and reliability’.9 Here 
QoS is where some types of communications need different types of bandwidth services. For 
example, video and phone calls perform better when they are prioritised over other data traffic on 
the home network, such as music downloads.10 Related to this notion but differing in meaning is the 
term Quality of Experience (QoE). This is the users’ perception of how satisfied they are with the 
service provider’s delivery of the service.11 A J.P. Morgan 2010 study of future Australian media 
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and telecommunications found that developments in IPTV/Internet (Cloud) TV in Australia are 
indeed accelerating. they argue that:12 

After years of inertia, the IPTV landscape in Australia is rapidly evolving. Over the past month, 
both iiNet (fetchTV) and Telstra (T-Box) launched an IPTV service, with other ISPs likely to 
follow … Globally, telcos using IPTV have shown they can be reasonably disruptive …  

And with regard to competing delivery platforms for the viewer’s education/entertainment 
experience: 

Digital TV and Satellite are without a doubt the most efficient broadcast technologies (reach, 
cost etc.). However, both technology platforms remain structurally incapacitated when it comes 
to offering internet connectivity with their only solution being to partner with ISPs, resulting in 
a non-integrated solution. By contrast, both Cable (upgrade) and IPTV over xDSL/Fibre 
network can offer an integrated TV/ internet solution for consumers. The main shortfall of these 
technologies today is their limited population reach in Australia (30% for cable, 50% for IPTV). 
If executed on plan, the NBN is likely to address this issue over time. 

The broad definition above of IPTV provided by the IPTV Focus Group could be applied to a very 
broad range of very different services via the fixed or wireless networks. The definition also avoids 
limiting itself to specific content or network circumstances.13 Such new IPTV services need not be 
simply for digital entertainment but could provide additional means by which the public 
broadcasters for example fulfil their public service remit and a sense of nationhood is created; 
educational and information programming for children and adults is available; access to new 
services such as the internet and online education are made easily and cheaply obtainable for 
communities in rural and urban areas. That is, the consumer would buy either a set-top box or an 
integrated television without needing to also buy a computer and modem for internet connection. 
Moreover, these services need not necessarily compete with existing free-to-air broadcasting 
services but could act as further incentive for audiences to invest in new equipment. With these 
arguments in mind, it is reasonable to proffer that the new media offer broadcasters unique 
prospects to provide forums and spaces for education, entertainment, public discussion and 
interaction online.  

Australian media consumption  
Recent data compiled by ACMA provides evidence that consumers still need greater incentive to 
take-up new equipment other than the threat of analogue services ceasing or the often prohibitive 
cost of equipment and access fees.14 In 2007, the ACMA report entitled Digital Media in Australian 
Homes 2007, only 41.8 percent of households surveyed indicated that they received digital free-to-
air television. The report stated that ‘many non-adopter households are simply not interested in 
television, are deterred by cost issues and/or are unaware of any compelling need to change (with 
analogue switch-off not understood by many)’.15 This figure has now risen to 82 percent nationally 
in the second quarter of 2011 with more people reporting that they are aware of the imminent 
switch-over and understanding the implications of the change from analogue to digital 
broadcasting.16 It is reasonable to speculate that this change is, however, driven by the increase in 
cheap integrated flatscreen televisions now on the market than by real satisfaction with an 
additional ten channels (more of the same) up from a mere five players. Pixilation of fast moving 
images especially during sports broadcasts or complete loss of transmission in cases of bad weather, 
specifically high winds, are still issues with the technology. The considerable marketing strategy 
promoting the new technology by LG and Samsung for example is a factor here.17 Interestingly, 
Sydney is lagging behind the national figure at 78 percent take-up as are Regional and Remote 
Western Australia and Remote Central & Eastern Australia at 67 percent and 66 percent take-up 
rates respectively. 

Opinions and research varies as to whether audiences for television content using the TV set are 
decreasing or increasing. In Australia for example, FreeTV Australia cites OzTam official ratings 
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data for the first six months of 2011 indicating an increase in the average time (some) Australians 
are spending watching traditional TV. They argue that there is a 7.9 percent increase in the number 
of FTA viewers in metropolitan areas now watching television per week. Moreover, there is an 
18.3 percent increase in television viewing by regional viewers (see table 1 below). 

Table 1: Free TV average audience increases — 2011 vs 2010 — Jan to June 

    Metro Free TV Regional Free TV 

2am–2am Total Ppl 7.9% 18.3% 

  Ppl 16–24 2.4% 12.6% 

  Ppl 25–39 5.3% 22.4% 

  Ppl 40–54 8.1% 17.9% 

  Ppl 55+ 11.6% 17.5% 

6pm–Midnight  Total Ppl 8.3% 19.9% 

  Ppl 16–24 4.5% 14.3% 

  Ppl 25–39 5.9% 24.3% 

  Ppl 40–54 8.0% 18.1% 

  Ppl 55+ 12.8% 20.5% 

Source: Free TV Media Release 14 July 2011. 

For commercial FTA broadcasters the aggregated figures mean that ‘over 14.3 million Australians’ 
are turning on the television set over the ratings gathering period (2am–2am). Given that Australia’s 
population is around 22 million, this means that a large number (7.5 million) is not tuning in at all. 
Indeed, while Julie Flynn, CEO, Free TV Australia, firmly states that Australian and global 
television audiences are increasing rather than declining she concedes that viewers are, however, 
multitasking.18 

According to internet measurement company, Nielsen Online, Australian internet use took over 
television viewing for the first time in 2008.19 Interestingly, 58 percent of respondents said that they 
had watched TV while online. More recent findings came from the Neilson’s Internet and 
Technology Report (2009) that indicated that the internet was still the most used media in Australian 
homes (16.1 hours per week compared to 12.9 hours per week consuming TV).20 A Cisco 
commissioned study found similar results, although using a sample of 850 people who were already 
broadband users, reporting that where an average of 14 hours was spent viewing television, 
22 hours were spent on the internet.21 In a recently published article by The Washington Post, 
Melissa Bell cited a recent Nielsen study that found that for the first time in 20 years, the number of 
(US) households that own television sets dropped, from 98.9 percent to 96.7 percent.22 One reason 
for the drop was argued to be because of the recession. The Neilson study also noted that young 
people are growing more comfortable getting their television fix online.23 In Australia, the 
Australian Bureau of Statistics reported that in June 2008 internet use in Australian homes was 
considerable.24 Of Australia’s 8.3 million households,25 a significant 6.21 million households were 
active internet subscribers. At the end of December 2010, the figure had increased to 10.4 million 
active internet subscribers in Australia (excluding Internet connections through mobile handsets). 
This represents annual growth of 16.7 percent and an increase of 9.9 percent since the end of 
June 2010.26 
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Surprisingly, in the Australian context, Nielsen’s 2010 Internet & Technology Report found that the 
increases in general internet usage have not seen a corresponding drop in individuals’ consumption 
of other media with time spent watching television actually up 30 minutes amongst Internet users.27 
The report’s authors attributing the increase in media consumption to the 49 percent of internet 
users who multi-task television and the Internet at the same time. According to the Managing 
Director of Nielsen’s online business in Australia, Matt Bruce, this shift to media multi-tasking 
behaviour is a result of the increasing variety and number of media choices now available and that: 

Changes to the Australian media landscape in recent years such as the introduction of Freeview 
TV, digital radio and PVR/DVRs (personal video recorder/digital video recorder) mean 
consumers have more options and flexibility in their media choices than ever before. 

This comment is of course only part of a much larger issue whereby the internet through the likes of 
Cloud TV via Netflix, Apple TV, ABC’s iView, Twitter, social media sites, blogs, newspapers online 
that embed television-like broadcasts actually provide much greater diversity ‘to the Australian 
media landscape’ than the media forms cited above. But, we will persevere here. Data from Roy 
Morgan in 2009 argued that TV remained ‘the most-used medium, with Australians spending on 
average 21.5 hours per week in front of their televisions [is this the same as watching one wonders] 
… while the Internet comes third [after radio] with an average of 10.7 hours per week’.28 
Supporting Roy Morgan Research, the director media services, William Burlace, argued that 
because Neilson’s data was collected from an online panel their results were skewed because their 
sample over-represented heavy internet users.29 Roy Morgan push the point that the ‘only’ group not 
watching TV in favour of the internet was the 14 to 24 year old ‘Heavy’ Internet users and those 
under 35 who watch no commercial TV.30 But these age groups are not to be down-played. 

The Net-Generation — because they were brought up in the early era of computing, the internet and 
other digital technologies (also known as Generation Y) is particularly steeped in Web 2.0, mobiles 
and PDAs (iphones and ipods if you look to the branding). This new generation multitask like none 
before them. They watch DVDs while simultaneously searching for information on the web (with a 
number of windows open at the same time), sending texts to their friends, doing homework and 
holding face-to-face conversations.31 In addition to these characteristics, other scholars add that this 
generation is more likely to have a wired or wireless computer than a television.32 And of interest to 
this work is that ‘significant declines among young people are of particular concern to the longer-
term future of the broadcast format’.33 How the FTA television industry reinvents itself for a new 
media environment, and it is doing so as argued above, will remain an ongoing study in the field of 
media and communication research. 

Accommodating IPTV in the Broadcasting Service Model 
Television program content in Australia has to date had rigid legislative standards, albeit that 
television broadcasters have regularly called for the deregulation of their industry.34 The Australian 
Communications and Media Authority (ACMA) continues the role played by the Australian 
Broadcasting Authority (ABA) which includes maintaining certain programming standards in terms 
of remaining alert to sensitive, offensive and possibly defamatory content, the protection of minors, 
as well as placing limits and ratings on violent and sexually explicit material in programming 
schedules. In September this year, the Communications Minster, Stephen Conroy, called for an 
inquiry into media powers confirming on the ABC that a single media regulator (probably ACMA) 
overseeing all print, online and broadcast media could be one of the changes to flow from the 
inquiry.35 Other established responsibilities include allocating services to the broadcasting spectrum, 
licensing broadcasters, collecting licensing fees and conducting research on community attitudes 
toward programs.36 The recently created Department of Broadband, Communications and the 
Digital Economy (DBCDE) focuses on transforming the structure of Australian 
telecommunications, managing the phased switch-over to digital television and promoting Australia 
as a digital economy with the goal to allow all Australians to communicate. 
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In parallel to the changing roles of relevant government departments, the Broadcasting Services Act 
1992 (Cth) has had multiple amendments to try and keep up with the converged 
media/IT/telecommunications landscape. In 1992 the Broadcasting Services Act 1992 was about 
100 pages and this has now expanded to some 1000 pages. More than this, the issue for 
broadcasters in today’s converged media environment is that content via broadcast means is 
regulated whereas the very same content streamed over the internet is not. More specifically, 
according to section 6 (1) of the Broadcasting Services Act 1992 (Cth), the parameters of 
broadcasting are defined as: 

Broadcasting Service means a service that delivers television programs or radio the delivery 
uses the radiofrequency spectrum, cable, optical fibre, satellite or any other means or a 
combination of those means, but does not include: 
(a) a service (including a teletext service) that provides no more than data, or no more than text 

(with or without associated still images); or 
(b) a service that makes programs available on demand on a point-to-point basis, including 

dial-up services; or 
(c) a service, or a class of services, that the Minister determines, by notice in the Gazette, not 

to fall within this definition. 

Broadcasting, therefore, did not include ‘a service that provides no more than data, or no more than 
text’. In 2000, however, the notion of datacasting had to be included in the Act with the arrival of 
this new technology and the amendments were subsequently made. Datacasting is delivered in the 
unused portion of the extra broadcast channel (freed up by compression technologies) which was 
made available to free-to-air broadcasters for digital television services via the Television 
Broadcasting Services (Digital Conversion) Act 1998 (Cth). Additional services via datacasting 
could include teletext, health and lifestyle information, traffic and travel, educational material, 
government based information, such as health education services and significantly, internet-over-
terrestrial means.37 These services and additional programs via datacasting presented a new system 
for the delivery of broadcasting. While much has been written on the issues of datacasting, it is 
useful to distil them here to emphasise the complexity of broadcasting in the new media 
environment, specifically, the range of services that might be provided as a condition of a 
datacasting licence. This is because datacasting could itself provide a wider choice of services to 
audiences.  

Underpinning technological convergence, and a technology such as datacasting, is interconnectivity. 
Fundamental to this is the advent of an agreed world standard for the storage and transmission of 
the digital encoding of moving pictures and sound. Since 1988, the Motion Pictures Experts Group 
(MPEG)38 has been working to establish a common language that will provide the means for 
different producers in numerous and increasingly interrelated industries of telecommunications, 
computing and television to offer services that are able to communicate with each other across 
differing platforms, the most recent of which is MPEG Layer 4 Advanced Audio Coding (MPEG4-
AAC). Other standards include Digital Video Broadcasting Multi-Home Platform (DVB-MHP) and 
Hypertext Mark-Up Language (HTML) as used for the internet. In Australia, the current receiver 
standard for datacasting via digital television fails to address the issue of the Application Program 
Interface (API) which would provide an accessible set of routines, protocols and tools for building 
software applications.39 Broadcasters are still to determine which standard will be used. 

Thus, the definition of a broadcasting service was expanded with an amendment to the 
Broadcasting Services Act 1992 (Cth) as per Schedule 1, Part 1 (3) of the Broadcasting Services 
Amendment (Digital Television and Datacasting) Act 2000 (Cth) that states that: 

After ‘broadcasting services’ (wherever occurring), insert ‘and datacasting services’. 

This becomes problematic for regulators and broadcasters, however, when the definition of 
datacasting is evaluated. According to Schedule 1, Part 1 (12), subsection 6 (1) of the Broadcasting 
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Services Amendment (Digital Television and Datacasting) Act 2000 (Cth), a datacasting service 
means a service that delivers content: 
(a) whether in the form of text; or 
(b) whether in the form of data; or 
(c) whether in the form of speech, music or other sounds; or 
(d) whether in the form of visual images (animated or otherwise); or 
(e) whether in any other form; or 
(f) whether in the combination of forms;  
to persons having equipment appropriate for receiving that content, where the delivery of the 
service uses the broadcasting services bands. 

Thus, all of the above have now become attached to broadcasting services while not permitted to be 
discrete television broadcasts in themselves.40 Currently, a datacasting apparatus licence contains a 
special condition that requires licensees to comply with the Radiocommunications Licence 
Condition (Apparatus Licence) Determination 2003 (the Apparatus LCD) which came into effect on 
1 March 2003. The internet of course has no such restrictions and offers greater scope for content 
delivery and interactivity. Datacasting is less attractive as a result due to the constraints and 
represents a lost opportunity to offer innovative content in Australia’s broadcasting landscape. 

The present legislative restrictions on broadcasting (and datacasting) and the cost of producing 
material means that some form of incentive is needed for incumbent broadcasters to develop local 
content in a converged media environment. To take the case of public broadcasting as an example, 
according to section 4 (2) of the Broadcasting Services Act 1992 (Cth) (p 2321), the Australian 
Broadcasting Corporation and Special Broadcasting Service as public broadcasters remain to be 
regulated by ACMA as corporate bodies such that: 

Broadcasting services [and datacasting services — an inclusion of Schedule 1 (1) and (3) of the 
Broadcasting Services Amendment (Digital Television and Datacasting) Act 2000] in Australia 
be regulated in a manner that, in the opinion of the ABA [now ACMA]: 
(a) enables public interest considerations to be addressed in a way that does not impose 

unnecessary financial and administrative burdens on providers of broadcasting services; 
and 

(b) will readily accommodate technological change; and 
(c) encourages: 

(i) the development of broadcasting technologies and their applications; and 
(ii) the provision of service made practicable by those technologies to the Australian 

community. 

Section 4 (2) (a) allows the ABC and SBS to address public interest considerations in their 
broadcasting services according to the regulatory infrastructure, only so far as doing so does not 
unnecessarily financially burden the public broadcasters.41 As such, creating and/or commissioning 
extra content to fulfil additional services might be beyond the public broadcasters according to 
section (a) of this Act. This section alone, depending on the interpretation of ‘unnecessary financial 
burden’ might, now or in the future, limit the scope for the public broadcasters to meet their 
obligations via new technologies despite sections (b) and (c) calling for the ‘accommodation of 
technical change’ and ‘the development of broadcasting technologies and their applications’.  

Conclusions and projections for the future 
The onset of converged media in the forms of IPTV via the ‘smart tv’ and so on comes with 
implications for incumbent broadcasters and the public. In the first instance, broadcasters are 
obliged to fund the provision of additional services and the public will have to bear the cost for new 
equipment. New forms of content creation, delivery and financing mean that present forms of 
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broadcasting and interactive services (either via cable, satellite or the internet), now run in parallel, 
and, in some instances, in direct competition to free-to-air broadcasting. Legislation needs to be 
reviewed and updated periodically as the technologies and audience expectations change. 

This article has argued that there are two facets to understanding the converged media and 
communications environment. The first is via the manufacturers’ developments. In a utopian vision 
of the televisual media’s potential, a series of advertisements from both Samsung and LG have gone 
beyond the flatscreen into a depiction of the future as present whereby the range of interactive 
content possibilities is squarely in the hands of a family. The television is now a database of 
personal entertainment/education files that express individual or collective states of mind and are 
now interspersed with the capability of moving into online social media communication: the 
television becomes a way to flow between ‘media’ and communication as an obvious extension of 
computer use. Moreover, the link between the remote and the television is made seamless and 
effortless, where the remote resembles a finger clicking on a smart phone. As a result of this, the 
viewer is in an interactive environment perpetually able to construct their own entertainment and 
their own multi-tasking form of electronically mediated communication.  

The second facet is through the activities of incumbent players such as the television broadcast 
industry. While telecommunications companies among others are racing to offer content over their 
networks it is the incumbents that are leveraging off their longstanding ‘brands’ to now offer 
channel diversity through their multi-channelling capabilities. The ABC, for example, through the 
likes of its catch-up service iView demonstrates how it is embracing new technologies such as the 
internet (indeed they have had a long standing relationship with multi media).42 Offering their 
educative and entertaining content via the internet provides an extra dimension to televisual viewing 
whereby viewers watching a program can simultaneously interact in the program’s forum or access 
internal and external hyperlinks to gain further information on topics under discussion. Overall, the 
manufacturers are anticipating and playing on the notion of a converged information and media 
environment and explaining that their technology allows for and incorporates the movement 
between information, electronic personal communication, storage, archiving and retrieval and the 
highly mediated world of broadcast television, film exhibition, and home photos and videos. The 
appeal is to a generation of users and viewers that are in effect in the world of intercommunication: 
that is a world where users move comfortably between media and communication.  

The NBN will increase transmission capacity, especially in rural and regional Australia, and IPTV 
might well become a common viewing option. Issues have arisen, however, over how to ensure 
local content in a globally interconnected media world where protection is diminishing. Future 
strategies might include a tax or levy offset as an incentive to the players to provide local ‘vibrant’ 
content. A point for consideration here will be if user generated content online but available via the 
television counts as local content. In terms of regulation it is reasonable to speculate whether 
ACMA will simply allocate spectrum for X amount of time and all other policies and regulations 
become redundant. As a result, there will be greater emphasis on self regulation as we move 
forward. Broadcasting faces a transformative moment, content is coming from new sources and 
whether the likes of Samsung and LG are accurate or inaccurate as to how television will be used or 
integrated into the future home as ‘a screen for other things’ remains to be seen. Ultimately, there is 
no best practice to follow and as a result the best course of action will vary according to the player 
or market at hand. 
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