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BT’s position on this issue is based on our assessment of the changing economics of 
media and entertainment markets.   
 
As a widely-referenced article from Wired magazine has recently highlighted, the 
experience of existing Internet-based businesses testifies to a large public appetite for 
niche content which does not conform with majority tastes1.  This appetite has 
previously remained largely hidden because of the traditional media industry’s 
unavoidable focus on “hit” products.  However, on-line providers are able to satisfy 
such demand, having escaped the cost and capacity constraints which apply to bricks-
and-mortar distribution 
 
For example, the inventory of the average real-world CD shop in the United States 
amounts to 40,000 tracks.  In contrast Rhapsody, the subscription music-streaming 
service, offers more than 700,000 tracks of which more than 400,000 are streamed at 
least once a month.2

 
Amazon.com appears to conform to a similar pattern.  Up to a third of its book sales 
are estimated to derive from titles outside the 130,000 titles typically carried by a 
large real-world bookshop3.  Many of these titles are of interest to relatively few 
individuals who may be scattered across the globe.  But, because such titles are so 
numerous, they nevertheless represent a significant sales opportunity.  This is the 
phenomenon that has been termed the “Long Tail” of demand for entertainment and 
information content. 
 
Terrestrial analogue broadcasting was subject to constraints which are similar to those 
in bricks-and-mortar CD and book distribution.  Radio spectrum could accommodate 
only a limited number of channels, and there were only 24 hours available for 
transmission in each day.  In such a context, there were strong incentives for 
broadcasters to focus on attracting the broadest possible audience – at least during 
during peak viewing hours.  Most potential AV content producers had relatively 
limited opportunities to distribute their work. 
 
These constraints are already being eroded in the field of linear broadcasting.  
Terrestrial digital and satellite technologies are providing increasing numbers of 
channels, and the spread of sophisticated recording devices is allowing more viewers 
to time-shift their viewing.  
 
In the future on-line, on-demand environment, remaining constraints will effectively 
disappear.  Content aggregators will be able to offer a range of content far wider than 
any linear broadcaster and - as the above-mentioned examples suggest - inclusion of 
material for small minority audiences is likely to be a successful strategy.  At the 
same time, many more routes to market - including self-distribution - will be available 
to AV content producers.  Falling costs of high-quality AV production will also lead 
to growing numbers of content producers. 
 
                                                 
1 http://www.wired.com/wired/archive/12.10/tail.html?pg=1&topic=tail&topic_set= 
2  ibid 
3  http://longtail.typepad.com/the_long_tail/2005/08/a_methodology_f.html  
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In other words, the disappearance of cost and capacity constraints for AV content 
distribution will eliminate the limits on viewer and content producer options that form 
a fundamental part of the rationale for the quota provisions in the current TVWF 
Directive.  In the new environment, the huge choice of content available to users will 
certainly include material that reflects local cultures and languages – even in the 
absence of regulatory intervention.  Similarly, it is unlikely that regulatory action will 
be required to keep independent content producers from being squeezed out of the 
market. 
 
Two examples from BT’s early experience as a distribution partner already show the 
potential for “Long Tail” AV content to respond to local needs and minority interests.  
Conference Football.TV has found an audience for soccer matches between teams 
outside the 94 clubs which comprise England’s elite football leagues (see 
http://www.conferencefootball.tv ). Likewise, the National Railway Museum’s films 
for steam train enthusiasts have already attracted more than 200,000 paying users (see 
http://www.nrm.org.uk/html/richmedia/Index.asp ). 
 
In the broadcasting industry’s former technological and economic environment, 
current TVWF quota provisions arguably played a role in providing viewers and 
content producers with choices that market mechanisms alone might not have 
delivered.  However, in the new environment for AV services, it is likely that their 
only effect will to be to restrict these choices unnecessarily.  For example, 
establishment of an EU-based content provider specialising in Indian or Latin 
American cinema would be prevented, and EU citizens would be denied an 
opportunity for easy access to such material ●  
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