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Abstract. Media convergence is a theory in communications where every mass 
medium eventually merges to the point where they become one medium due to 
the advent of new communication technologies. The Media Convergence 
research theme  normally refers to entire production, distribution, and use 
process of future digital media services from contents production to service 
delivery through various channels such as mobile terminals, digital TV, or the 
Internet. 

1   Introduction 

According to the theory of media convergence, very soon, there will be no more need 
for having a television and a computer separate from each other, since both would be 
able to do the job of the other, ultimately making both extinct and creating a new 
medium from the synthesis. 

From technical point of view the core research topics include content management 
(contents production, archival, indexing, structuring, semantics), service management, 
and content delivery (content adaptation, XML technologies). Moreover special 
research focus is on machine-process able semantics, i.e., representing data and 
knowledge in such a way that machines can "understand" its meaning, and deve-
loping algorithmic methods for creating intelligent applications based on such 
representations. 

The unique thing about television is that television is both a medium and a 
transmission system. That is to say that television is used to refer to the screen that 
you watch, as well as what you see on that screen. The Internet on the other hand is a 
system for transmitting bits, and is different from the device which receives those bits, 
the computer. For this debate we will consider the content of the Internet to be 
primarily World Wide Web style content and an extension thereof. In other words, 
multimedia pages with dynamic content including audio and video clips as well as 3D 
scene rendering. 

Another special focus is on user-created content that often is created, managed, and 
distributed by a community of users. 

2   Strategies Behind Media Convergence  

Next to technical concepts postulated which should eventually be implemented, media 
convergence is an economic strategy in which communications companies seek 
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financial benefit by making the various media properties they own work together. The 
strategy is a product of three elements:  

1. corporate concentration, whereby fewer large companies own more and more 
media properties;  

2. digitization, whereby media content produced in a universal computer language 
can be easily adapted for use in any medium; and  

3. government deregulation, which has increasingly allowed media conglomerates to 
own different kinds of media (e.g., television and radio stations and newspapers) 
in the same markets, and which has permitted content carriage companies (e.g., 
cable TV suppliers) to own content producers (e.g., specialty TV channels). The 
strategy allows companies to reduce labour, administrative and material costs, to 
use the same media content across several media outlets, to attract increased 
advertising by providing advertisers with package deals and one-stop shopping for 
a number of media platforms, and to increase brand recognition and brand loyalty 
among audiences through cross-promotion and cross-selling. At the same time, it 
raises significantly the barriers to newcomers seeking to enter media markets, thus 
limiting competition for converged companies.  

Historically, communications companies have formed newspaper chains and 
networks of radio and TV stations to realize many of these same advantages, and 
convergence can be seen as the expansion and intensification of this same logic.  

AOL Time Warner in the United States is seen as a model for media convergence. 
Time Inc. and Warner Brothers first merged in 1989, creating the world's largest 
media and entertainment company with its complementary properties in magazine 
publishing, music recording, film production and distribution. AOL subsequently 
bought Time Warner in January 2001 in an attempt to expand the Time Warner 
synergies to the global computer network called the Internet.  

A number of Canadian media companies have moved in the same direction since 
2000. The telephone company BCE Inc., for example, has expanded into television, 
with the purchase of the national CTV network; newspaper publishing, with the 
acquisition of The Globe and Mail; and new media, with a family of World Wide 
Web sites. CanWest Global Communications Corp. has added to its national Global 
television network by acquiring television stations in Australia, New Zealand, Ireland 
and Northern Ireland, daily and weekly newspapers across Canada, film and 
television production and distribution properties in Canada, the U.S. and Great 
Britain, radio stations in Canada and New Zealand, and a national Internet portal. 
Quebecor Inc. has newspapers, magazines and book publishing companies, the cable 
TV and Internet service provider Videotron, six of ten stations in the TVA French-
language television network, the Radiomedia radio network and the CANOE Internet 
portal. Besides being Canada's largest cable television provider, Rogers 
Communications Inc. is involved in television broadcasting, wireless telephone 
service, magazine publishing and video sales and rentals.  

While most of the promised financial benefits of convergence have yet to be 
realized by media owners, some of the social costs are already apparent. Media 
content is increasingly treated as a product like any other, and notions of public 
service take a back seat to private enterprise. The substantial costs of corporate 
mergers have led converged companies to seek profits through cost-cutting rather than 
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increased investment in communication services. The market power exerted by 
corporate giants such as BCE, CanWest Global, Quebecor and Rogers makes it 
increasingly difficult for new corporate players to compete and reduces the number of 
choices media consumers face in deciding among information and entertainment 
sources. In the news media particularly, newsroom staffs have been substantially 
reduced and journalists are being asked to produce more stories each day, stories 
which can be used by more than one news medium. This trend has the potential to 
reduce the quantity, the quality and the diversity of news coverage. 

Convergent technology, which can provide one with  text, still pictures, moving 
pictures, sound, search - in fact, anything till very recently one needed multiple 
devices to receive - has been a possibility for some time. But it is only now becoming 
a reality. In this case for instant one can upload and search videos via the all-powerful 
search engine.   

Recent research activities at Fraunhofer Institute has considered several interesting 
possibilities. This include voice-activating and artificial intelligent activated content. 
In the future, it will be possible for instance for a television set or PC  to audio-
recognise what the viewer is  watching (as it will "listen in") while interacting with 
the content and informing the viewer with similar types of content, using emails or 
mms. In addition a special focus is given to apply mixed reality (virtual & real) events 
in media convergence. 

Moreover not in a very distance, one reaches a point of consolidation when the 
pace of technological change slows and the audience catches up, but at the moment 
most companies with both offline and online enterprises still see the vast majority of 
their revenues and costs lying with their traditional, offline businesses. Yet they are 
increasingly aware that this will tip in the opposite direction in the middle distance.  

An attempt to address how to overcome this challenge has been considered by 
many media companies for some time now. Their part assumptions about the 
dominant medium, be it print or TV, is that they will both be transferred to some 
newly converged online world without adequate and relevance to recognise that the 
two are completely different entities.  

3   Content Is Key 

Content has emerged as king in the fierce battle of television channels. The success of 
channel is dependent on the quality of content, which attracts the attention of an 
audience. The content would drive the success of the channel.  

Content has high recyclable value, no storage cost and can be exported. A 
successful and good quality content has high recyclable value and can also be 
delivered through various delivery mechanisms such as Compact Disc, and Web 
Casting.  

Current original programming is 5 hour per day per channel and with the 
competition intensifying it could be increased to seven hours/day/channel. This would 
translate into substantial opportunity of the content providers. As the industry 
experience suggests, the average production by a content producer is six to eight hour 
a week. this translates into an opportunity for 35 producers in the current demand 
scenario and more to join the fray.  
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The content is shown either on terrestrial or C&S Network . the popularity of 
content depends upon the understanding of the audience and making the right genre of 
program for the target audience. The availability of intellect and low manpower cost 
has made the Indian content popular world over and exports of content has opened a 
new revenue stream for the content provider.  

A good quality content has a recyclable value, can be exported and can add to the 
revenue stream of the IPR holder. The content producers working with DD have built 
up a substantial library (IPR) of content and are exploring the same.  

The merger between telecommunications, computer and broadcasting is going to 
change the way people will work, play and live.  

The 'convergence' of these technologies has given birth to the prospect of 
multimedia services which will offer interactive compute based applications that will 
combine text, graphics, audio and animation features into a media experience for 
users.  

4   Conclusion 

The increasingly competitive environment in the multimedia industry promises 
tremendous user benefits through increased savings in time, greater choice, and an 
explosion of innovative services and products. This is the promise, to date, truly 
interactive services allowing the viewer to descend through a series of levels of 
information are still at the experimental stage.  

The development of multimedia services will not replace judgment value that is 
provided by the traditional media. Hence, the traditional media will still have a large 
role to play in the new multimedia world.  

Multimedia has the potential to vastly increase the range of services available, and 
offer its users a larger choice of applications but new technology alone will not ensure 
success; it is the people who use it who will decide the future of multimedia. The 
users' wants and needs; how they will manage the flood of options; and, above all, 
whether or not they will pay for the freedom of choice are what counts.  
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