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Aim: Mobile TV is an application which has not yet been much described in 
academic literature. But the media and telecommunications industries are 
busy with Mobile TV deployment, motivated by for example decrease in 
revenues from existing products. This study should be seen as an exploratory 
study in the academia, aiming at a context for the experiences from explora-
tory work in the industry. 
 
Method: This exploratory study is based on literature studies in order to get 
a theoretical frame of reference. The most important factors were selected, 
such as legislation, content and terminals. Value network models for the 
application Mobile TV were defined. A qualitative approach using inter-
views was chosen for collecting the empirical material. The procedure for all 
interviews was an open discussion around the selected subjects. Visualiza-
tions of the findings were used for drawing conclusions. 
 
Result & Conclusions: The study of the status of the application Mobile TV 
focused on legislation, spectra, content and terminals. These areas are of 
great interest for the telecom and the media industries, and their interests 
were described with regards to Mobile TV. Large structures like local legis-
lation, spectral resource management on EU level and charging for content 
becomes visible and are discussed. On a lower level, two differences be-
tween the industries were high-lighted. One is the way revenue is collected 
for content, and the other is information sharing about the Consumers pref-
erences. Overcoming these differences would ease collaboration. Another 
business topic for the two industries is the relation between the SIM card 
(which manifest the subscription) and the charging for content. 



 

A value network model which satisfies the legal, technical and business 
requirements is presented. In particular, a new role as Content Site Provider 
is identified. Since the interviewees suggested a future hybrid solution, both 
Mobile TV via streaming and via broadcast are included in the model. 

It is concluded that the telecom industry had all the means and incentive 
to create Mobile TV. It is also concluded that the process of digitalization is 
an ongoing process which continues to have an impact on the two industries, 
in that different offerings can be bundled together. One possible scenario is 
an Internet-like evolution of the mobile Internet, the Consumers will learn to 
find the applications closer to the source. This would make a broadcast solu-
tion less likely. The higher cost for over-the-air transmission is one obstacle 
for this scenario, but it might vanish with next generation mobile networks. 
 
Suggestions for future research: There are numerous issues found which 
could be further investigated. Theoretical studies of phenomena like Linux, 
MySQL, affiliate networks and user-generated content would be of interest. 

The final proposed value network is based on a simplified model, several 
parameters were excluded. It could be complemented with a connected Ad-
vertiser role, money flows, and also regarding for example Mobile TV rights 
management, DRM and the Terminal Provider. 

One part of the value network was not studied in detail, the broadcast 
Mobile TV part. A study of this part could deal with several interesting is-
sues. One could be who would take the role of Mobile TV Service Provider. 
Another could be the role of the SIM card in a broadcast Mobile TV solu-
tion. It was not studied, nor well understood. 

One conclusion was that collaboration between telecommunication and 
media industries was considered strategic. There is an opportunity to study 
the strategies of conglomerates in telecom and media. Connected to this is 
the legal side of it, with the power over the media in society. 

One subject which was considered too farfetched for this thesis was in-
vestigating the answer to the question “Would you get beyond TV?”. It in-
cludes the possibility of introducing interaction in the experience, which 
could change the TV and the content industry. 
 
Contribution of the thesis: The thesis has two main contributions. It used 
value networks as a mean to model complex business relations. The first 
contribution is the proposed new business role Content Site Provider. It fills 
a gap in the value network model which has become apparent due to that 
content can be provided from many sources. 

The second contribution is that the thesis shows upon the profound impact 
of the process of digitalization on the telecom and media industries. 
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1 Introduction 

1.1 Background 
The application Mobile TV seems to be a no-brainer. This application has a 
potential global market, just as any application using mobile terminals. 
Combine the number of deployed mobile terminals around the globe with the 
favorite pass-time activity watching TV. So, integrate yet another function 
into the mobile terminal. The media industry will get yet another channel for 
consumption of their content, and there is also user-generated content. On 
top of that the consumer has the possibility to interact in different ways using 
a mobile network as return channel. 

And the race is on. A hand-full of different technologies exist, and com-
mercial and trial services have been introduced. In the EU it is possible to 
create an internal market throughout the member states, and in that way have 
an industry standard which can be exported throughout the world. The 
switch-over from analogue TV to digital TV in the EU provides the spec-
trum for transmission. There were also two major media events during 2008 
which helped promote the application, the UEFA Euro 2008 champion ships 
in football, and the Beijing 2008 Olympic Games. 

Introduction of the application Mobile TV demands regional, interna-
tional and global solutions regarding for example legislation, spectrum, Mo-
bile TV rights and distribution technology. It would be a monstrous task just 
to gather information on the status in different parts of the world. Therefore 
this thesis will restrict itself geographically. 

Most people today are aware of one way of producing merchandise, 
namely the assembly line. The product is assembled through stops at differ-
ent stations along the line, and at the end there is a ready-made and tested 
product. This is a process-oriented description of the production. From a 
value point of view, the production can be seen as a value chain, in which 
the value of the merchandise increase as you get closer to the ready-made 
product. One example would be the assembly of a car, where the suppliers 
supply tires, mechanical parts etc, and the car manufacturer assembles the 
car. Another example could be filling a bottle with some liquid content. The 
described scenarios represent a general model of production of tangible mer-
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chandise. But what if the merchandise consists of intangible e-merchandise, 
like moving images? What descriptions are useful then? 

The application Mobile TV exists. It needs to prove its commercial value 
at a point in time when the media industry and the telecommunication indus-
try see mergers and acquisitions, when the business models for many Inter-
net-type applications are yet to be proven, and the old value chain logic is 
not applicable as a tool for creating a business strategy. It also means that 
new technologies enter the scene, that the roles needed for providing the 
application must be defined, and that the actors on the market can enter new 
or existing roles. 

This study could be seen as an exploratory study in the academia, aiming 
at a context for the experiences from exploratory work in the industry. The 
thesis is an attempt to describe and investigate the application Mobile TV 
from selected angles, and produce well-motivated conclusions. 

1.2 Purpose 
Based on literature studies, the assumption was made that a value network 
model can be used as a way of describing the business providing the Mobile 
TV application. There are many possible value networks for delivering Mo-
bile TV to the Consumer. The chosen value network will depend on factors 
such as legislation, distribution technology and the sources of income. This 
in turn means that the Actors on the market may have different roles depend-
ing on the chosen value network, and they will act in accordance with their 
chosen strategy. The purpose of this thesis is to use the value network as a 
description of how the application Mobile TV could be provided to the mar-
ket, and based on this description answer the research questions below. 

1.3 Research questions 
There are two questions which the work aims to find answers to 

• What would a value network for Mobile TV look like? 
• What is the present situation for Mobile TV? Make a snap-shot us-

ing the selected important factors. 

1.4 Limitations 
There are necessary limitations to this thesis 

• Market. It is geographically limited to Sweden. 
• Distribution technologies. Two distribution technologies are con-

sidered, streaming and DVB-H. 
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• Terminals. Mobile terminals, which are also used for mobile 
phone calls, are used for the presentation. 

1.5 Guide to the Thesis 
The thesis is presented in eight chapters. The first chapter is an introduction 
to the study, giving the context and the research questions to answer. The 
methodology is presented in the second chapter. 

In the third chapter, the authors pre-understanding of Mobile TV is pre-
sented. Chapter four contains the theory, and in chapter five the author pre-
sents a model of a value network for Mobile TV. 

The empirical material is presented in chapter six, followed by an analysis 
in chapter seven and conclusions in chapter eight. 

1.6 Central definitions 
Actor: The Actor is a company on the market which has one or more roles in 
the value network. 

 
Advertiser: The Advertiser pays for showing his advertisements. 

 
Aggregator: The Aggregator aggregates content. Some times the more com-
plete term Content Aggregator is used. When discussing Service Aggrega-
tors, this is clearly stated. 

 
Billing Provider: The Billing Provider offers billing services for usage of a 
mobile network. 

 
Broadcast Network Operator: The Broadcast Network Operator owns and 
operates a broadcast network. 

 
Consumer: The Consumer consumes services, for example the content pre-
sented by the Mobile TV application. 

 
Content Provider: The role Content Provider provides content to the value 
chain. There could be lower level aggregations taking place in the media 
industry before the content becomes available. 

 
Content Site Provider: The Content Site Provider offers content sites to the 
Consumers under his own brand, or some body else’s. 
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Mobile Network Operator: The Mobile Network Operator owns and operates 
a mobile network. 

 
Mobile Operator: In this thesis the Mobile Operators are thought to be at 
least Mobile Service Provider, Mobile Network Operator and Mobile TV 
Service Provider. 

 
Mobile Service Provider: See Service Provider. 

 
Mobile TV: Could not be defined. Please see chapter 3. 
 

Mobile TV rights: Mobile TV rights means the right to show the content 
under the conditions stipulated, using the defined platform. It could be bun-
dled with other rights such as for example broadcasted TV. 

 
Mobile TV Service Provider: See Service Provider. 

 
Network Operator: The Network Operator owns and operates a network. 

 
Niche Actor: The Niche Actor is specialized on certain tasks. 

 
Service Provider: The Service Provider offer services to the Consumer. 

 
Terminal Provider: The Terminal Provider provides mobile terminals. 
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2 Methodology 

2.1 Type of study 
Depending on the existing knowledge in the area to be investigated, the 
study can be of different types. An explorative study is used when there is 
little knowledge in the area, and therefore the study aims at basic under-
standing. A descriptive study can be performed when there is knowledge 
available, and the aim is to describe the area of interest. In the case when 
there is knowledge, and the aim is to describe and further explain certain 
areas, the study is explanatory. If there is knowledge, and the aim is to guide 
and suggest actions, the study is normative. (Björklund and Paulsson, 2003) 

The work carried out in this thesis was considered exploratory in nature. 
The basis for this classification was the observations made during the litera-
ture search. At the time of writing, Mobile TV is an application which has 
not yet been much described in academic literature. 

2.1.1 Positivism 

The term “positivism” refers to positive knowledge, knowledge that has been 
secured. According to positivism, there are two ways of acquiring knowl-
edge (Eriksson and Wiedersheim-Paul, 2001) 

• what can be registered with the 5 human senses 
• through reasoning using human logic 

 
The author of this study has a background in natural sciences (Pedersen, 

1988) (Pedersen, 1994), and will perform this study according to that tradi-
tion. Considerable effort is thus spent in order to 

• try to define used entities as well as possible 
• propose a model which seem logical under the known conditions 

 
It is the belief of the author that by being stringent, the possibility for 

conclusions derived from logic increase. However, many terms and entities 
can naturally be interpreted differently by different readers, depending on 
their background and experiences. The exploratory nature of this study pro-
vides room for defining other conditions, which could develop into other 
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models. The choice of an exploratory study also relieves the work from hav-
ing strict definitions and hypothesis testing based on statistics. Instead, the 
definitions and models themselves are investigated. 

2.2 Approaches 

2.2.1 It is a system 

Already from the start of the study, it was clear that the application Mobile 
TV is provided by many Actors working together. Summing up their contri-
butions, of which some would not be easy to quantify, for example the value 
of collaboration, the results could be bigger then the individual contribu-
tions. This made a system approach the most appropriate approach. 

An analytical approach, which would assume that the contributions added 
together would be the sum of the contributions, was considered less appro-
priate. 

Also, an actors approach was considered not appropriate. The study tries 
to be objective, and for example interviews are supposed to extract opinions 
of the company. The experience, and possibly inexperience, of the author 
naturally influence the performed investigation in different ways. But the 
author does not intentionally do so, and has no intension to be an actor him-
self. 

2.2.2 Theory first 

This exploratory study started off with literature studies, and attempts to 
define the application Mobile TV. The initial work with descriptions of dif-
ferent angles of Mobile TV makes the study deductive, even if there is no 
real hypothesis provided. 

An inductive approach, starting from empirical findings, would probably 
not even be possible to perform. The application Mobile TV is available 
commercially in markets in Europe at the time of writing, but the experience 
from the interviews is that data such as the number of users etc is not public 
information. 

2.2.3 No numbers 

A quantitative study with measurements would have to define what to meas-
ure, and how to measure, in order to perform measurements. 

The exploratory approach used descriptions of the important factors. 
These factors are not easy to quantify. Since the primary data will be col-
lected via interviews, the choice was made to use a qualitative approach. 
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2.3 Choice of methods for information collection and 
analysis 

2.3.1 Literature studies 

Literature studies are suitable as a method to solve several tasks. It is secon-
dary information, usually not written with the intents of the study. But 
through structured search of the literature, and combining several sources, a 
knowledge basis was built. 

In the case of this particular study, many different “factors” of the appli-
cation Mobile TV are available. The magnitude of the problem increases 
with the number of factors, and thus specific factors were disregarded, or 
restricted. 

2.3.2 Interviews 

In the early phases of the study, reference persons were contacted in order to 
either gain knowledge in areas which was not well described in the literature, 
such as the media industry, or to test created assumptions and models. The 
interviews were very valuable as pointers of direction, verifying or disputing 
what was presented. 

Interviews were selected as the mean to gather primary data. The main 
reason for this choice was the complexity of the subject and the assumption 
that the most effective way the access the data was through interviews with 
key persons in selected companies. With the help of an Interview Guide the 
procedure was the same for all interviews. It was an open discussion around 
the selected subjects, with one general and one specific part. The Interview 
Guide is presented in Appendix 2. 

2.3.3 Analysis of collected data 

Extracting the primary data was done in two steps. First, each interview was 
transformed into written text which as much as possible followed the Inter-
view Guide, since subjects might be commented at several points in time 
during the interview. The purpose of the text was to extract the opinions of 
the interviewee in a shorter format that word-by-word. Secondly, the text 
was cross-read over all interviews for each subject in order to extract the 
primary data for that particular subject.  

Visualization of the findings was considered crucial for drawing higher 
level conclusions. 
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2.4 Applied methodology 
This subchapter describes the methodology used, as visualized in Figure 1. 
In the final description in this thesis, the sequence sometimes appears in 
another order. It is quite natural that the sequences are different. For example 
the problem definition must appear in the beginning of this thesis, but in the 
life time of the thesis work the final problem definition was defined early, 
but not first. 

 

 

Figure 1. The methodology used 

Source: Author, 2009 

2.4.1 Literature studies 

The literature studies were vast, and time consuming. Due to that the under-
standing and knowledge increased during the literature studies, new areas 
had to be covered.  

2.4.2 Find important factors and models 

The task was to grasp the area to an extent that it was possible to decide 
what to include and what to exclude from the study. An iterative way of 
working appeared. Finally, exclusion could for example be based on the fact 
the complexity of the factors was simply too big, as in the case of spectrum 
issues. Spectrum issues are definitely not uninteresting, rather the opposite. 
But the complexity of spectrum issues in a national and international context 
makes it impossible to cover in this work. 

2.4.3 Problem definition 

There existed a problem definition in the early phases. However, that was 
not considered more than a guide line, since it was destined to be updated as 
knowledge grew. When sufficient understanding of the areas was judged to 
be present, the problem definition was revisited, and a specific problem defi-
nition was done. 



 22 

2.4.4 Define models and important factors 

With a vast material covering different angles of the application Mobile TV, 
the task was to define models for Mobile TV, and to select the most impor-
tant, or most interesting, factors for this exploratory study. The selected fac-
tors are described in a theory chapter. The created model is exemplified with 
Actors. 

2.4.5 Define objectives and interviews 

With models and factors defined, it was possible to construct the objectives 
and the interview schema to be used. 

The companies were selected based on the created model, combined with 
attendance to media conventions (MIPTV, 2007) and Mobile TV trials 
(DVB-H services, 2008). Normally, the Mobile TV application could be 
sufficiently described by a few persons only for each company, so it was 
judged that there was no need to interview several roles within the company. 
One Actor declined interview due to lack of time, which was unfortunate. He 
has unique knowledge in the area of rights management. Another Actor 
never found time for an interview, but in that case he was one of several 
similar Actors. 

2.4.6 Data collection 

The author on purpose avoided questions on company strategy in the Inter-
view Guide, since such information by default is internal information. 

The Mobile TV application could normally be sufficiently described by a 
single person. If the interviewee felt he needed more competence, more than 
one person would attend the interview. In no cases were more than two per-
sons present at the interview. The interviews were in all cases except two, 
which were phone interviews, conducted at the premises of the interviewee. 
The procedure was the same for all interviews. It was an open discussion 
around the selected subjects, see Appendix 2, with one general and one spe-
cific part. The interviews normally lasted 1-2 hours, and were recorded. 

A few clarifications only were needed from the interviewees after the in-
terview. Based on the information given about PTS, a complementing inter-
view with PTS was conducted. 

2.4.7 Analysis and conclusion 

The collected information was formatted into written text. The text for each 
interviewee was structured in subjects following the Interview Guide. The 
analysis of the information consisted of careful cross-reading of the each 
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subject over the interviewees in order to analyze that particular subject. The 
findings were documented. 

In order to draw conclusions, the methodology used was visualizations of 
the findings. It is quite a challenge to find ways of visualizing the findings, 
but once it is done, this abstraction is very useful. 

Also, the theoretical descriptions provide a basis for drawing conclusions. 
By comparing the findings with the theoretical descriptions, it is also possi-
ble to draw conclusions regarding these two descriptions. 

2.5 Credibility of the study 

2.5.1 Validity 

The system view in a natural way materialized as models of the application 
Mobile TV. However, the model lacks certain factors, for example suppliers 
who strive to impose their view and products into the system. 

The selection of factors could potentially miss out on important findings. 
The selection was done using the information available, and is a best guess 
for an exploratory investigation. One way to compensate for this was to in-
clude open questions in the interviews. 

What should be noted is that the validity is dependent on time. When the 
application Mobile TV becomes a commodity, the situation for this product 
would be much different. The technologies would be standardized, legisla-
tion and permissions set, Service Providers would exist, the marketplace 
defined etc. Hopefully, but not necessarily, the model and factors selected at 
this point in time would be of interest for studies conducted at a later point in 
time. However, the views of the Actors could have changed. 

2.5.2 Reliability 

The choice of Actors to interview, and the number of interviews with each 
Actor, could potentially be a source of error in that information might be 
missing.  

Deciding on number of interviews per actor was not so difficult. The 
principle was to have similar representation from all actors. This should in-
crease the reliability. The subjects could have been addressed to different 
specialists within the companies, but that would in the end be a resource and 
time issue, and not realistic. 
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2.5.3 Objectivity 

The author has tried to motivate the different choices made, in order for the 
reader to be able to have an opinion on the objectivity of the study. 

The different interviewees were sometimes biased towards their own 
product or technology. In these cases the author tried to extract facts. But 
naturally it was difficult to value the statements, and also statements made 
on other Actors. In one case, the number of comments upon a certain Actor’s 
(PTS) responsibilities made it necessary to interview also this Actor in order 
to find the facts. 
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3 What is Mobile TV? 

3.1 Introduction 
It is not easy to define Mobile TV. In fact, a universal definition is doomed 
to fail since there are so many factors which have to be defined. However, 
different Actors must have definitions of Mobile TV. For example, since 
broadcasting TV in Sweden requires a permit given by the authorities, the 
authorities needs a definition of TV, and thus also of Mobile TV. In Sweden, 
the present suggestion for this emerging technology is that (SOU, 2006) 

• Mobile TV is a broadcast directed to the public. This is the case 
when the broadcaster sets time table for the programs and anyone 
who choose can receive it. 

 
The implication of this definition is that transmitting TV-like content via the 
following distribution channels to a mobile terminal is not Mobile TV ac-
cording to the authorities, and thus does not require a permit 

• Satellite1 
• Mobile network2 
• Pre-recorded material3 

 
The example shows that a definition which is useful in one context does not 
satisfy many other contexts. There still have to be a frame of reference what 
Mobile TV is, or is not, so that this thesis becomes restricted in scope. That 
is what this chapter of the thesis communicates to the reader. 

3.2 Mobile TV for the end-user 
The end-user should not have any problem with the definition. Mobile TV 
will be just as TV, defined by the person watching. Interestingly, some dis-
tinctions have appeared in the language which defines content sources. The 

                               
1 It is not generally available to the public, it is a service you choose to have 
2 It is not generally available to the public, it is a service you choose to have 
3 Material recorded on a memory device. Down loaded from for example the Internet. 



 26 

thought here is that a Consumer communicates what he is doing with another 
person. The problem with teaching the Consumer to use Mobile TV is not 
dealt with in this thesis. 

Imagine that you enter a room where your friend is watching a TV moni-
tor. You are then not able to distinguish the source of the content shown on 
the screen. It could be broadcasted TV, video, video-on-demand, DVD, ca-
ble, satellite, triple play etc. Not that you have to know, but maybe your 
friend will tell you that he is “watching video”, “watching cable”, “watching 
satellite” or “watching a DVD”. These terms are actually in line with legisla-
tion, where a broadcast is the original “TV”. 

If your friend is watching a mobile terminal, it is also not possible for you 
to distinguish the source of the content. Probably new terms will appear 
which defines what he is actually doing, such as “watching Mobile TV4”, 
“watching DVB-H” or “watching the memory card”. The answer could natu-
rally also be the brand of the channel, for example “TVx”, where x is some 
number. This case refers to the TV channels, which are provided via differ-
ent platforms such as broadcast, satellite, cable etc. Another possibility is 
that the answer is the application name. That would correspond to saying 
“World of Warcraft” instead of “I am playing an on-line game”. 

3.3 Mobile TV is an electronic service 
Mobile TV should be viewed as an electronic service with digital representa-
tion5. The relevance of a digital representation is that content (text files, im-
ages, voice calls, music, movies, TV, radio etc) can be treated as “data”, and 
can be distributed in networks built from standard products. The service 
should be associated with digitalization and the development of electronic 
services in the different networks (mobile telephony networks, fixed teleph-
ony networks, broadcast networks, Internet etc). 

• The content is stored in digital representation. It becomes yet an-
other source of data delivered through the networks. 

3.4 Producing Mobile TV 
A basic observation is that Mobile TV is based on stimulating the same 
senses as TV. A viewer view and listen to the presented content on a presen-
tation device, normally based on a choice to do so. 

                               
4 Referring to the mobile network 
5 Digital representation means for example that the first copy could be expensive, but addi-
tional units can be produced at almost zero cost. There is no significant inventory cost. 
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A first observation is then that some Actor(s) must produce content which 
attracts viewers. Regardless of if the viewer pays for the content or not, at-
tractive content is what drives viewers to view. Secondly, some Actor(s) 
must commit to distribute the content to the viewer. For this task, a distribu-
tion network is needed. Regular TV has a penetration in the order of almost 
100% of the population in many countries, based on a geographically dis-
tributed network. One reason for this high penetration is that TV is a national 
service and information channel. Mobile TV is not a replacement for TV, 
which makes it difficult to believe that it will have as high penetration as 
TV. A third observation is that a mobile terminal is needed for the presenta-
tion. This makes Mobile TV different from TV, the form factor becomes 
different. Also, a TV set is a part of the furniture in most homes, and often 
even in several rooms in a home. 

With the observations above, some conclusions can be made. One conclu-
sion is that Mobile TV is not a product that is made in a factory. This might 
seem as an obvious conclusion, but it depends on what “factory” means. It 
means that Mobile TV is not a product similar to a car or a bottle of sham-
poo, which both can be assembled by one and the same company, in their 
facilities. “Factory” could mean in-house. It would still be true that Mobile 
TV is not made in-house by one company, because it would mean that this 
company should produce the content, distribute it via their network, and then 
it is presented on a mobile terminal. The TV industry in general does not 
look like that, and there is no reason to believe that Mobile TV would be 
different. What this means is that there will be a network of companies 
which enables the product Mobile TV, regardless of chosen technology. The 
companies will contribute with the content, the network and the presentation, 
as well as other services needed to make a compelling offering. When it 
comes to non-electronic products, producing blended whiskey could be a 
suitable analogy. The distributed end product is the result of blending the 
products made by several contributors. 

Another observation to make is that the product is not a physical product, 
it is an electronic product with analogue/digital representation. Using the 
analogy with whiskey again, the difference would be that once the whiskey 
is consumed, it is gone. That is not necessarily the case with electronic prod-
ucts. 

In summary, the one characteristics which has been chosen as most im-
portant for a Mobile TV product is that 

• Mobile TV is created by a network of companies 

3.5 Mobile TV basics 
When this thesis arrives at the interviews, every Actor will have a specific 
view on Mobile TV, depending on the Actor’s contribution to the business. 
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In this subchapter certain factors are selected and discussed in order to set 
the stage. When slicing the information in different directions, the same in-
formation might appear in several factors, in analogy with a CT scan in a 
hospital. Hopefully this is not a problem for the reader, but it serves as an 
indicator of the problem of choosing relevant factors to describe (just as the 
radiologist hopefully choose the right images, showing the most useful an-
gles of the scanned object). 

3.5.1 Content 

The term “content” does in this context refer to TV-like content. It does not 
refer to content used by other types of applications, for example music, ring 
signals, background (images), games etc. It is well motivated to handle con-
tent as a factor of Mobile TV. Content is what makes the viewer watch Mo-
bile TV, and thus becomes a common interest for both the media industry 
and the telecommunications industry. It is therefore relevant to discuss in 
general terms for example what it is, how it is available, who provides it and 
legal issues. 

3.5.1.1 What is Mobile TV content? 

The question what content for Mobile TV is, is a key question which today 
has no answer. It depends on what the Service Provider will offer, and what 
appears on off-portal sites6. What exist today are Mobile Operators acting as 
Service Providers offering pre-packaged services where a number of TV 
channels are offered. There are also off-portal sites reachable via another 
Mobile Operator service (Internet access), where you can watch TV chan-
nels7, or pick video streaming content8 which might be user-generated. The 
type of content offered is not different from TV, and includes sports, news, 
music videos, adult etc. 

In order not to have to do an unnecessary deep penetration of how the 
media industry provides content, a simplified view will be used. The simpli-
fication consists of that only the last Content Aggregator is visible. For ex-
ample, a Content Aggregator can provide a number of TV channels to a Ser-
vice Provider creating a subscription package. All the previous steps, for 
example production and lower level aggregations, are thought of as being 
performed in the media domain. 

 

                               
6 Explained below 
7 Possibly, but not necessarily, edited for mobile presentation 
8 Also edited for mobile presentation 
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3.5.1.2 How is Mobile TV content available? 

3.5.1.2.1 Portal content 

The Consumer has a mobile telephony subscription with the Mobile Opera-
tor. The portal refers to the Mobile Operators portal. It is here he displays his 
Mobile TV services, and other services. Today, the Mobile Operator steers 
the Consumers to his portal through pricing. Access to content is cheaper on 
your Mobile Operators portal, than in other domains.  

In Table 1 the offering available at one point in time during the work with 
the thesis is captured. After the interviews were done, another Actor ap-
peared. It was Viasat which offered the service ViasatToGo, clearly stating 
that the Consumer must have a subscription with Viasats Network Operator 
partner in order to not get unreasonable pricing. The Network Operator part-
ner available 2008-12-22 was Tele2. The following packages were available, 
with in total approximately 30 channels 

• Entertainment, Music, News, Children, Sports, Games and Adult 
 

Operator TV channels Comment 

Telenor9 MTV, Eurosport, Expressen TV, Afton-
bladet TV 

Well known 
brands 

3 Extreme sport (channel not specified), 
soccer (channel not specified), Afton-
bladet TV, TV4, SVT Nyhetstecken, 
road cameras 

More special-
ized offering 

Telia SVT, SVT Rapport, TV4, Expressen 
TV, Nickelodeon, Eurosport, Eurosport 
2, MTV, BBC World, Aftonbladet TV, 
The Voice, Star 

Well known 
brands 

Tele2 TV3, TV4, TV8, ZTV, JETIX, BBC 
World, BBC Motion Gallery, 
Bloomberg Television, Edge TV, 
fashiontv, Fmen, Travel Channel, 
Comedy Time, Sunglass Hut Swim 
Shows Miami, TV5MONDE, Al 
Aqariya, Al Aqariya 2, Extreme Sports, 
Detskiy Mir, Nashe Kino, X-factor, 
Persian Music Channel, RTV 
International, RTV-M Teleclub, best 100 
goals, SVT 

Well known 
brands. More 
languages than 
Swedish and 
English. 

Table 1. Mobile TV offering for the Swedish market September 13, 2006 

                               
9 Former Vodafone 
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Source: World Wide Web, September 13, 2006 

3.5.1.2.2 Off-portal content 

Off-portal services refer to services offered outside of your Mobile Opera-
tors domain. The media industry could naturally provide content for off-
portal services. An Actor in the media industry could for example provide 
the off-portal site himself. A prerequisite is that a flat (monthly) fee for the 
transmission of content is available, otherwise the Consumer can not afford 
it. 

Off-portal content can also be provided based on user-generated content. 
The users then up-load the content to the off-portal site, thus sharing the 
content with all users of that site. 

3.5.1.2.3 Portable content 

The previous two cases assume wireless download of the content. There is a 
possibility to download content via the broadband connection, and then store 
it on another device, in this case a memory device compatible with a mobile 
terminal. The wireless download is then by-passed. How common this pro-
cedure would be is hard to say, the mobile terminal would in this case com-
pete will other terminals such as DVRs, iPods, laptops, PSPs etc. 

3.5.1.3 Who provides Mobile TV content? 

From Table 1 the Consumer does not have any problem understanding the 
offering. In this thesis, there are many examples on different underlying 
business set-ups which enable Mobile TV. A Service Provider can act as a 
driver for all the bits and pieces needed, or he can source the complete ser-
vice from some one else. For example, the aggregation of the Mobile TV 
rights can be done in a multitude of ways. 

The Service Provider need to decide if he should aggregate the content 
himself, or if a Content Aggregator should do it for him. Aggregating the 
content means closing deals with the different Content Providers in order to 
achieve an offering. This opens up for other Actors 

• Kamera was a Swedish company10. It operated TV channels for mo-
bile networks (Kamera, 2008). Expressen TV in Table 1 is created 
by Kamera. 

 
It is also possible to act as a mediator between the media and the telecom-
munications industry, in order to provide content 

• Ericsson is a Swedish company. It offers (among other things) Mo-
bile TV systems to the Mobile Operators (Service Providers). It has 
also offered to mobilize the content for Content Providers as a pro-
fessional service, for example CNN (Ericsson, 2008). 

                               
10 Kamera has been acquired by Kit digital during 2008 
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The Service Provider could choose to have content production as an in-house 
activity. Having access to the content generates new tasks. It consists of for 
example producing promotion material, editing of material, change of lan-
guage and also formatting the product into the desired format (size, file type 
etc). On top of that, delivery and billing must be performed. 

• Siemens is a German company. It offers (among other things) Mo-
bile TV systems to the Mobile Operators (Service Providers). Sie-
mens has offered what they call a content factory, for producing 
content. It can be run by the operator, or by Siemens.11 

 
It is also possible for a Content Provider or Aggregator to source the distri-
bution, and act as a Service Provider. An example of that is Viasats Mobile 
TV service, which uses Tele2s network. Or, for the Service Provider to 
source the Mobile TV service 

• Broaden is a Swedish company. It offers to produce and deliver digi-
tal TV content to mobile phones (Broaden, 2008). 

3.5.1.4 Legal issues 

There is a very strong protection of the content via the licensing. The content 
can not be altered by the licensee in any way. 

DRM also belongs here, with the issue of the Consumer freely copying 
content. The discussion which is ongoing in the music industry regarding 
music will surely appear also for TV-like content. 

3.5.2 Spectrum 

Spectrum is a scarce resource. It is therefore of national and international 
interest. With the change from analogue TV to digital TV in Europe, there 
will be spectrum available. 

Broadcasted Mobile TV is one of several possibilities for the freed spec-
trum when going from analogue to digital TV. PTS has written a report 
(PTS, 2006), but at that point in time there were no decisions taken. Accord-
ing to the report, decisions on spectrum usage should be coordinated across 
Europe, in order to create as large market as possible. That was the situation 
when the interviews were conducted. After that, a recent report from PTS 
concludes that there will be no TV broadcasting in the freed 790-862 MHz 
band (PTS, 2008). The band is made available for other services, but it is not 
stated which ones. Broadcasted mobile TV is one of several possibilities for 
the freed spectrum. 

                               
11 This information appeared on Siemens web spring 2006. In the autumn, this offering was 
not found. It is not known if it has ceased to exist, or if it renamed and available in some other 
shape. 
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Mobile TV via the mobile network already has spectrum allocated, it is up 
to the operators how the spectrum is used by their offered services. 

In for example Finland, the situation is different. An operating license for 
Mobile TV was granted to Digita on March 23, 2006 and will be valid for 20 
years (Digita, 2006). Finland was thereby the first country in Europe to open 
a commercial Mobile TV network. It will use DVB-H. 

3.5.3 Permits 

It is clear that the legal authorities play a key role in setting the conditions 
for the market. An example is the Swedish digital terrestrial TV permits. In 
Sweden, there is just one digital terrestrial TV operator (Boxer), who can use 
but one digital terrestrial TV Network Operator (Teracom). This legislation 
has received criticism from the EU Commission. 

A report from the Ministry of Culture (SOU, 2006) suggesting a different 
set-up for Mobile TV than for digital terrestrial TV has been submitted to the 
government. Reading the comments to the report from different Actors gives 
valuable insight into the business issues. Especially the Content Providers 
have opinions about the suggested frame work for permits 

• The frame work should be the same for digital terrestrial TV and 
Mobile TV, and it should be according to the suggestion for Mo-
bile TV 

3.6 Interactivity 
Interactivity has increased in the media world today. However, it is usually 
required that you should use another return channel than the one you are 
using for the incoming signal. For example, when voting for best player, or 
best song, in a TV program, you use an SMS or a phone call (which both are 
telecommunication services). In a radio or TV show, you might interact via 
email. It is a restriction of the broadcast technology that there is no feed back 
channel, you need another network for the interactivity. 

With Mobile TV (and especially with IPTV) this is changed. Mobile TV 
via the mobile network can naturally use the mobile network for interactiv-
ity. The DVB-H broadcast can use the mobile network for interactivity, since 
the two networks share the same terminal12. 

Since commercials are one source of income, it is not difficult to see the 
same development as on the Internet, it is possible to call the advertiser with 
one touch (click) using the terminal. The possibility of more specific com-
mercials based on for example positioning could increase interest. 

                               
12 The TV receiver and the mobile phone are then integrated in the same terminal. 
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3.7 Limitations of the thesis 
This thesis will have some limitations in the scope. The limitations concern 
specific factors of Mobile TV 

• Market 
• Distribution technologies 
• Terminals 

3.7.1 Market 

The geographical market which was investigated in this thesis was Sweden 
only. The reasons for this are several, but the bottom line is that the informa-
tion gathering would be exceptional if a multitude of countries should be 
covered. One example can exemplify this. 

It is easy to gather information on trials using DVB-H (DVB-H services, 
2008), and it is also possible to identify the actors and roles of the involved 
companies. How ever, the information needed from each involved company 
is not easily available. This information is available for Sweden, and possi-
bly for the Nordic countries, since it is possible to visit them and interview 
key persons. 

This limitation does not indicate that Sweden is the most advanced coun-
try when it comes to Mobile TV. It is just a necessary limitation. General 
information and comments on Mobile TV in other countries are given when 
appropriate, but the analysis will consider the conditions in Sweden. There 
exists a report on the status for mobile broadcast TV in Europe (DigiTAG, 
2008). 

3.7.2 Distribution technologies 

It is necessary to restrict the used distribution technologies in order to de-
scribe the most likely scenarios, and have control of the legal situation. It is 
of course a risk that other technologies completely by-pass the reasoning 
given in this thesis. 

Distribution technologies are technologies which aim to do the presenta-
tion on a mobile terminal. They are described on a high-level in Appendix 1 
for the interested reader. The following distribution technologies has been 
considered 

• Streaming 
• DVB-H 
• MBMS 
• DMB 
• MediaFLO 
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Included distribution technologies are technologies which are available for 
the Nordic market. This presently disqualifies 

• MediaFLO 
 
The Swedish government has decided to discontinue development of DAB 
(Kulturdepartementet, 2005), which means that DMB is not on the agenda in 
Sweden. This presently disqualifies 

• DMB 
 
MBMS will not be included due to that there are few references to trials and 
implementations in open sources. There are other wireless distribution tech-
nologies than the ones mentioned above, which could be used, for example 
Wi-Fi. These are not within the scope. 
One way of transferring content to the mobile phone is through different 
memory devices. Without going into discussion on different memory devices 
(internal memory, memory stick etc), an interesting possibility for the end-
user is to by-pass the over-the-air distribution, and instead prepare a memory 
device with the content of choice. There are presently memories holding 1 
GB of data available for mobile phones, and promises of 32 GB in the fu-
ture. This by-passing of the over-the-air distribution is not included. 

It is not within the scope of this thesis to do a technical comparison of dif-
ferent standards for Mobile TV. However, the choice of the Broad-
cast/Mobile Network Operators and the Consumers could very well be basi-
cally technical if several standards are available simultaneously on a geo-
graphical market. Technical parameters which would influence the choice 
could for example be 

• Number of available TV channels 
• Local coverage 
• International coverage 
• Possibility to offer other services 

3.7.3 Terminals 

The terminals are key in Mobile TV, for several reasons. In this thesis, the 
terminal is restricted to be a mobile terminal. There are naturally several 
other ways to watch TV when on the move, on other types of terminals such 
as laptops, portable DVD players, DVD players installed in cars etc. The 
definition used in this thesis is that the mobile terminal industry is always 
handling the presentation in the scenarios, while the actors handling the pro-
duction and distribution may vary. 
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3.8 Summary 
It is important to state that a general definition of Mobile TV has not been 
found, and will not be proposed. Some actors do have definitions, for exam-
ple the legal authorities, but general definitions for the purpose of this thesis 
fail due to the multitude of different ways Mobile TV can be provided. 

Mobile TV, whatever it is, is in this thesis viewed as an electronic service 
with digital representation. The service is then associated with digitalization 
and development of different physical networks for digital distribution. This 
motivates studies of the effects of digitalization. 

When studying Mobile TV, it is necessary to study the network of com-
panies which provides Mobile TV. For this purpose, a frame work, or at least 
some sort of representation must be found. The theoretical studies will try to 
provide this. 

There are certain limitations for this thesis. It is geographically limited to 
• Sweden 

Furthermore it handles only certain technologies 
• Streaming 
• DVB-H 

It is also limited to 
• mobile terminals, which are also used for mobile phone calls, are 

always handling the presentation 
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4 Theory 

4.1 Introduction 
In the previous chapter it was pointed out that a network of different actors 
in the telecommunication and media industry will provide Mobile TV. Also, 
it was stated to be an electronic service with digital representation, and asso-
ciated with the effects of digitalization. 

The theory chapter will investigate value networks as a framework for de-
scribing a network of companies producing a product. It will investigate the 
effects of digitalization. And, finally, walk through a number of cases that 
has been found in order to find a suitable representation of a value network. 

Conveniently enough, the three tasks appear in the literature in chrono-
logical order. 

• There is “classical” literature, and the main focus valid for this 
thesis is theory on value chains and value networks 

• There is literature appearing around the time of the “new econ-
omy”, that is 2000-2001. It recognizes digitalization as a business 
driver, and reason around effects of this development. It tries to 
fit the phenomena into the existing concepts in the “classical” lit-
erature, and also gives information about the emerging market. 

• There is more recent literature, in which technology choices have 
influenced the market, and cases attempting to analyze the market 
appear. 

 
An observation which was made was the sparse use of illustrations of the 

described concepts. Especially the early works lack illustrations of a value 
network, even on the highest level. There are definitions, explanations and 
examples. The missing illustrations, which would aid the conceptual under-
standing, are probably deliberately left out. However, the more recent the 
literature was, the more commonly was the use of illustrations13. This thesis 
tries to use illustrations in order to visualize concepts, as far as possible. 

                               
13 A good place to refer to Pedersen’s Illustration Hysteresis Theorem. It goes as follows: If 
you can not draw it, you have not understood it. If you are able to draw something, it is still 
not sure you have understood it. 
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Some of the illustrations are from the literature, this is then clearly indicated. 
Some are created in order to visualize the understanding used in this thesis. 

Figure 2 below shows some of the terms used in this thesis, and how they 
appear in the theory chapter14. The three tasks identified are indicated. 
Within each task, circled terms represent frameworks. The terms to the right 
are examples of terms which appear frequently at that time. The “buzz 
words” if you like. At the bottom, Schumpeter (Amit and Zott, 2001)15 is 
early in explaining value creation from a technology development view, with 
entrepreneurs taking the initiative and creating value from novel combina-
tions of resources. 

 

 

Figure 2. Overview of the theory over time 

Source: Author, 2009 

                               
14 With a background in engineering physics, statistics, computers and different imaging and 
telecom applications, the theory was quite a threshold to pass for the author. If the reader 
identifies misunderstandings and lack of knowledge, this is due to the author’s lack of experi-
ence in the field, and as a consequence of that, faults and failure to identify the relevance of 
different matters. 
15 Schumpeter’s contributions were done in the 30ties and early 40ties 



 38 

4.2 From value chain to value constellation/network 
In this subchapter, it is the concepts of “value chain” and “value constella-
tion/network” which will be handled. No deep penetration of value chains 
will be done, since the value chain concept will be replaced by the value 
constellation/network concept. These are treated in more detail. 

In Figure 3 it is illustrated how merchandise is refined, complemented etc, 
until it reaches the end customer. This model of how to produce merchandise 
is called the value chain, and Porter (Porter, 1980) is influential with his 
books on strategies for the Actors. Porter presents a framework which is 
tightly coupled to mass production. Included was a way to analyze the value 
chain, which is referred to as Porter’s 5 forces, see Figure 4. The template in 
Figure 4 can be applied to any of the Actors in Figure 3, offering a structured 
analysis of the Actors situation. With this information at hand, it is possible 
to take strategic decisions. 

 

 

Figure 3. The value chain 

Source: Author, 2009 

 

Figure 4. Porter's 5 forces 

Source: Porter, 1980 
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It should be mentioned that Porter (Porter, 1980) originally intended the 
Porter’s 5 forces to be applied to companies. However, the use of the frame-
work has broadened from microeconomics, and is now also used in the con-
text of industries. 

 
Having introduced the value chain, and Porter’s 5 forces, the focus is now 
turned to networks. Jarillo (Jarillo, 1988) writes about strategic networks. He 
recognizes that cooperation is a success factor, and argues that this behavior 
is not covered in theories based on the laws of competition, including Porter 
and others. Jarillo (Jarillo, 1988) identifies a “hub firm”, which sets up and 
drives this strategic network. He also puts forward a thought, “the success of 
the supplier may be linked to the success of the buyer”, which makes the 
destinies of the parties intertwined. When it comes to examples, Jarillo 
(Jarillo, 1988) use the north Italian textile industry. It de-integrated from 700 
to 9500 firms from the 50ties to the 70ties, doubled the number of employ-
ees and is still very competitive worldwide. 

Stabell and Fjeldstad (Stabell and Fjeldstad, 1998) address a weakness of 
Porter’s framework. It points out that the value creation logic of Porter is 
less suitable for analysis of activities in a number of service industries. They 
write “Consider the insurance company. What is received, what is produced 
and what is shipped?”. Interestingly, Stabell and Fjeldstad also defines the 
value network as “Firms that can be modeled as value networks”, and relies 
on mediating technology to link clients and customers. They exemplify value 
networks with telephone companies, retail banks, insurance companies and 
postal services. And sure enough, these branches are all heavily impacted 
when their mediating technology is going digital. 

Replacing the models of the industrial economy is also the subject for 
Normann and Ramirez (Normann and Ramirez, 1993). They address this 
from another angle, “the reconfiguration of roles and relationships” in order 
to “mobilize the creation of value in new forms and by new players” in what 
they call “value constellation”. Using their prime example, the furniture 
company IKEA, it is easier to comprehend what they mean. IKEA is the 
“hub firm” and it has developed their offering to the extent that it might be 
seen as a service, and not just a product. 

In their book (Normann and Ramirez, 1998), they develop the framework 
further. Some key ideas from the book can be high-lighted. The same 
thought as Jarillo (Jarillo, 1988) about the relation between Actors appear, 
but expressed in another way. Normann and Ramirez state that “any two of 
the actors involved help each other to help each other to help each other…to 
help others”. This is the same theme as Jarillo, pointing towards cooperation 
as a success factor. Normann and Ramirez also put emphasis on the devel-
opment of the microprocessor. They point out many of the benefits, but it is 
never clearly coupled to the value constellation. In the prime example, 
IKEA, the benefits of the microprocessor can not be the basis for the original 
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success of the concept, since that appeared before the microprocessor was 
commonplace. Furthermore, there are other types of success factors which 
are put forward, such as the widespread IKEA catalogue, the role of the cus-
tomer who does a lot of work himself, flat packages, the quality label, the 
education of suppliers, the location of the stores etc. Even if a piece of furni-
ture is not a service, the example of IKEA shows resemblance to the ideas of 
Stabell and Fjeldstad (Stabell and Fjeldstad, 1998), making it too complex 
for a value chain representation. Interpreted in that way, IKEA offers more 
than a product, it could be seen as a service to furnish your home. 

4.2.1 Summary of the theoretical frameworks 

Theoretical frameworks describing networks of companies were reviewed in 
order to find a suitable representation of the Mobile TV Actors. No perfect 
match was found. However, certain features of such a value network were 
identified 

• Stabell and Fjeldstad (Stabell and Fjeldstad, 1998) has an appealing 
definition of a value network, “firms that can be modeled as value 
networks”. The important thing is that the products are not thought 
of as physical products, since the products rely on mediating tech-
nology. Stabell and Fjeldstads theory is limited to single companies, 
but the note on mediating technology is important. Many of the dis-
cussions and examples will concern digital products transported over 
networks or physical media, which then becomes the mediating 
technology. 

• The extension of the value chain is the “the reconfiguration of roles 
and relationships” (Normann and Ramirez, 1998). When discussing 
digitalization, this is a very important business driver. 

• Several frameworks identify hub firms (Jarillo, 1988) (Normann and 
Ramirez, 1993). This concept is useful as a representation of the 
driver of the Mobile TV business. 

• The concept of “the success of the supplier may be linked to the suc-
cess of the buyer” (Jarillo, 1988) (Normann and Ramirez, 1998) is 
also an important feature. It points to cooperation as a success factor. 

 
Normann and Ramirez (Normann and Ramirez, 1998) prime example IKEA 
is not comparable with present electronic products. An interesting though is 
what could be done with the examples below. There seem to be opportunities 
for theoretical contributions  

• Linux (open source operating system) 
o Commercial companies are offering services for this prod-

uct, which is developed by its users 
• MySQL (open source database) 

o Commercial companies are offering services for this product 
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• Affiliate networks such as Tradedoubler, Zanox, Double, Adsense, 
Comission Junction, Amazon 

o Revenue sharing in marketing 
• YouTube, Google Video 

o The users are providing the content 
 
In summary, the theoretical frameworks above were presented before the 

digitalization of different mediating technologies appeared. Bits and pieces 
therefore have to be used in a new context. No framework which can cover 
the merger of the telecommunication and media industries has been found, 
but the identified features of a value network provides a basis for a concep-
tual understanding of a value network. 

4.3 Digitalization@work 
In this subchapter the impact of digitalization on theory will be described, or 
maybe rather explored. The process of digitalization is still ongoing, and 
many of the examples given are still relevant. 

Cartwright and Oliver (Cartwright and Oliver, 2000) naturally take off in 
the value chain analysis, and the related value system analysis16. What Cart-
wright and Oliver identify is that companies “are increasingly information 
based”. Cartwright and Oliver use different types of companies as examples. 
Calling a pizza delivery an information based company might be justified 
when the pizza store expand their offering to the service of delivering the 
pizza to your front door. The product itself is not information based. For the 
sake of clarity, consider only companies producing electronic products or 
services such as Internet based media and entertainment, computer pro-
grams, electronic banking services or electronic connectivity person-to-
person (for example telephony service). What is noted is that the production 
of these products requires human capital, and networks of relationships in-
ternal and external to the organization. These assets are not easily copied by 
competitors, as would be the case with production resources used for physi-
cal products. Also, the linear value-adding production chain is not there 
anymore. A value chain analysis (Porter, 1980) becomes difficult to apply. 
This reasoning contains the key reasons used early on to expand the “classi-
cal” theories to cover the emerging electronic marketplace. 

It is not necessary to walk through the lazy dog style methodology of 
Cartwright and Oliver. There must be plenty of them at this time. What can 
be noted is that they try to graphically visualize the activities, the Actors, and 
the relations. In one example, the on-line auction eBay, they are able to dis-
tinguish between internal (auction service, customer support etc) and exter-

                               
16 Not presented in the previous subchapter, not all theories can be dealt with 
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nal (driving traffic to the site, shipping etc) activities. Continuing this exam-
ple, they are able to graphically visualize the competitive environment. It 
catches the duality of one of its competitors. Yahoo Auctions is a competi-
tor, but at the same time Yahoo is one of the sites which drive traffic to 
eBay. The complete analysis was left out, only hints are given what it should 
be like. 

Amit and Zott (Amit and Zott, 2001) noted that the academic literature on 
research in e-business was sparse, “nor has it developed theory that captures 
the unique features of virtual markets”. They go through several theories, 
including Porter (Porter, 1980) and the additions of Stabell and Fjeldstad 
(Stabell and Fjeldstad, 1998). Among these, Schumpeterian innovation is 
addressed. Schumpeterian innovation explains value creation from a tech-
nology development view, with entrepreneurs taking the initiative and creat-
ing value from novel combinations of resources. Another more specific the-
ory is transaction cost economy, which address why companies internalize 
transactions which might otherwise be conducted in markets. Amit and Zott 
deliver a theory which is not a theory in the sense of the “classical” theories. 
They deliver explicitly the sources (factors) of value creation in e-business, 
which are stated to be 

• Efficiency, to large extent transaction efficiency. An example 
would be on-line bank transactions. 

• Complementarities, products that enhance the value of another 
product. An example would be a bundle of goods, as for example 
in offers from Amazon.com. 

• Lock-in, prevent migration of customers and partners to competi-
tors. Also here transaction cost is involved. Examples would be 
loyalty programs, and customized services. 

• Novelty, create value by innovation. The market has seen new 
ways of connecting parties and performing commercial transac-
tions by the removal of geographical and physical constraints, and 
also the opportunities occurring through information handling 
technology (on the Internet) combined with first-mover advan-
tages. 

 
Wirtz (Wirtz, 2001) focus on the converging media and communications 

market. He notes two fundamental processes. Firstly that there are a number 
of new companies established corresponding to Schumpeterian innovation. 
Secondly specialized companies in the media and communications market 
are moving into new sectors of the market. Wirtz aims to capture transforma-
tions of the value chain (Porter, 1980), specifically in the media and com-
munications market. He notes that thanks to digitalization, film, music and 
software can use the same transmission technology. Also, media platforms 
converge, which is for example manifested in convergence of TVs and PCs. 
There are also major contributions from deregulation and personalization 
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(for example mobile phones, pay-per-view). Wirtz is very explicit, exempli-
fying the converging owner structure. At that time, several billion dollar 
deals had been performed with different strategic intents, with AOLs take 
over of Time Warner in 2000 at 182 billion dollar as the biggest deal. The 
prices are paid for future competitiveness.  

Wirtz stays with the notation of the value chain (Porter, 1980), and exem-
plifies the unbundling of traditional value chains in the telecommunications 
market and media market, and the subsequent re-bundling of new chains in 
the converged market. It is stated that “The new core strategy of companies 
in the information and communications sector seeks to unite central value-
added stages of the multimedia service and product chain into an integrated 
media and communications corporation”. In the case of AOL and Time 
Warner, AOL has secured attractive content for on-line purposes, and Time 
Warner can market its services via the Internet. The potential advantage lies 
in multiple customer bonding, using service bundling. 

 
Li and Whalley (Li and Whalley, 2002) focus on the telecommunications 

industry. Certain business roles are discussed, which are associated with a 
value chain representation (Porter, 1980). However, Li and Whalley clearly 
state that “the paper argues at an industry level that value chains are evolving 
into value networks”. They recognize the deregulation, the digitalization and 
the Internet as disintegrators of the telecommunications market. This is ex-
emplified using the number of layers in the telecommunications industry. It 
used to be three layers; equipment, network and services. That has trans-
formed to six layers; equipment and software, network, connectivity, naviga-
tion and middleware, applications including content and customers. This 
view is useful also as background for the mergers used as examples by Wirtz 
(Wirtz, 2001), such as the AOLs take over of Time Warner in 2000. 

Li and Whalley see that the transaction cost is declining due the Internet 
and associated technologies, just as Amit and Zott (Amit and Zott, 2001). In 
association to this, Li and Whalley points out a problem for the telecommu-
nication giants, namely to avoid cannibalizing on their own sales when in-
troducing new products. Another phenomenon is when actors enter new 
segments. An example is when equipment makers (Ericsson, Nokia Psion 
and Motorola) entered the software operating system market by establishing 
Symbian in 1998. Another example is Microsoft’s investing in cable-TV 
infrastructure providers, aiming for the set-top box used for interactive TV. 
These different types of expansion are also noticed by Wirtz (Wirtz, 2001). 

Since Li and Whalley focus on telecommunication, they identify a par-
ticular problem which began to appear. New entrants might offer the same 
service, but having another source of revenue. The example used is a finan-
cial service company offering mobile phone services, but taking revenue 
through the financial transactions made possible. A mobile operator must 
thus have a strategy for competing with companies offering services which 
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opens for other sources of revenue. At that time, Li and Whalley did not see 
that this was the case. 

Another actor on the telecommunication market is the Aggregator. The 
Aggregator integrates the services of others, and offers them to the customer. 
Li and Whalley identifies that the Aggregator is based on the relationship it 
establishes with the companies providing these services. Important is also 
the backwards integration towards the infrastructure provider. They note that 
Aggregators on the Internet (Yahoo) has not integrated backwards, making 
them available for everybody with access to the Internet, and this becomes a 
strength in itself. An example on an integrated Aggregator appearing at that 
time was NTT DoCoMO and the i-mode service. It is very successful, but 
also dominant, on the Japanese market. 

Li and Whalley conclude that while deconstruction from a value chain to 
a value network is ongoing across the whole telecommunication industry, it 
is unevenly distributed. Opportunities will to a higher degree occur closer to 
the customer. An example of this is the mobile portal. Mobile portals are 
offered by different companies with different purposes. Mobile operators can 
move from being capacity providers to service providers. Mass-media com-
panies have a strong brand, and can provide content. Financial companies 
can provide secure transactions. Internet portals view the mobile portal as 
another mean of reaching the customer. Hand-set providers have an opportu-
nity to provide applications and services. Taken together, it is necessary to 
assemble and manage a network of companies with different skills and mo-
tives, in order to provide the services to the customers. How this should be 
done is not stated, it requires further research. 

 
It is not possible to discuss this point in time without mentioning something 
about the Holy Grail of that time, the business model. Many authors try to 
sort what it is, what it means and how to define one in the new economy. In 
the context of this thesis, there is no meaning to have an extended discussion 
about business models in general, so this subject is left out for the interested 
reader. See for example Tapscott (Tapscott, 2001) and Eriksson and Hulten 
(Eriksson and Hulten, 2001). The turbulence at that time can be exemplified 
by Dubosson-Torbay et al (Dubosson-Torbay et al, 2002), who note that in a 
networked economy “firms increasingly concentrate on their core competen-
cies and separate themselves from all resources and assets that do not belong 
to their core business”. This observation concerning the e-business model 
goes hand-in-hand with the shrinking transactions cost and increased net-
working with partners. 

4.3.1 Extensions of the theoretical frameworks 

The early theories have to be extended for the new products that appear. 
There are contributions, but no new “standard” theory such as the contribu-
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tions of Porter (Porter, 1980) or Normann and Ramirez (Normann and Rami-
rez, 1998) has been identified. It seems as if the contributions are more like 
lazy dogs, using the fact that the methodology of for example Porters 5 
forces can be supposed to be common knowledge. 

Amit and Zott (Amit, R. and Zott, C., 2001) emphasize in their discussion 
that the four factors identified (see above) “cuts across established theoreti-
cal frameworks”, and thus these theoretical frameworks should be integrated. 
It is not discussed how this should be done, but that the way forward lies in 
studies of e-business in action. Amit and Zott also emphasize that the factors 
identified can enhance each other. They would thus like to se a unit of analy-
sis which captures the sources of value. Their proposal is to base this analy-
sis on the business model of a particular company. The business model con-
struct is claimed to be consistent with the theoretical frameworks. In an ex-
ample, using autobytel.com17, Amit and Zott describe the business (without 
illustrations), however the sought for value that is created by the business 
model is not defined. 

The work of Amit and Zott resembles factor analysis in multivariate sta-
tistical analysis. Their whish to find the sources of value creation in e-
business can be compared with the whish to define and measure “intelli-
gence” (Johnson and Wichern, 1988). In fact, their description of the rela-
tionship of the “factors” they identify points to a non-orthogonal coordinate 
system, meaning that the “factors” are related and thus not unique.  

4.3.2 Market analysis appears 

Another part of the described literature began to analyze what was happen-
ing on the market. The converging media and communications market was 
noted by Wirtz (Wirtz, 2001) and Li and Whalley (Li and Whalley, 2002). 

New companies and acquisitions by specialized companies in the media 
and communications market points to an ongoing transformation of the mar-
kets. In order to get access to strategically important resources, takeovers 
and stake holding is preferred compared to alliances. Wirtz views the 
changes as mainly driven by technology, which is also indicated in the head-
ing of this subchapter, “Digitalization@work”. The subtitle is meant to mir-
ror the extreme activity which took place both in the development of tech-
nology, and in the search for profitable businesses, at that point in time. 

Li and Whalley focus on the appearing value networks, but do not define 
what it is. These value networks are predicted to be unevenly distributed 
over the industry, the closer to the customer the more pronounced. There are 
attempts to understand the underlying business models, but the lack of clear 
definitions of the business model itself is apparent (Boström, 2006) (LiU, 

                               
17 An on-line broker for car dealers, finance companies and insurance companies, offering a 
one-stop-shop for auto buyers 
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2003). Li and Whalley are also explicit on the need for empirical studies, so 
that development and trends can be understood. 

4.4 Cases available 
Six “cases” has been found in the literature. They are quite different in na-
ture, and are therefore grouped in the groups below. 

4.4.1 Master Thesis’s 

In Aura’s Master Thesis on value creation (Aura, 2000), the theory starts off 
in Porters work (Porter, 1985). It sees the problems with Porter, as explained 
above, and arrives at a value network, which is not illustrated. The network 
has features such as a hub firm and lower transaction costs. The empirical 
findings are sparse, possibly due to that Aura is so early. For example, one 
statement from Nokia is “Nokia has tried to create pictures of its total value 
network but the results have been poor and have not served the purpose”. 
Nokia was involved in standardizations such as Bluetooth18 and Symbian19 at 
the time. What can be seen is the speed of technology, which enhances the 
network view, as the following quotes indicates 

• “It is no longer possible to describe the entire firm and all its activi-
ties with the help of value chain” 

• “Co-producing and co-creating aspects are central to the emerging 
view” 

• “Technological development is so rapid that it is impossible to keep 
all the necessary skills and capabilities in-house” 

 
Andersson and Ivansson’s (Andersson and Ivansson, 2003) subject is a 
Swedish textile company, Oscar Jacobsson. When it comes to theory, they 
use the value chain of Porter (Porter, 1985) and the value constellation of 
Normann and Ramirez (Normann and Ramirez, 1993). They are able to de-
scribe the changes Oscar Jacobsson is subject to, and illustrate the Oscar 
Jacobsson value network, even if the entities used are of different nature, see 
Figure 5. What is clear is that Oscar Jacobsson is the hub firm. 

                               
18 Wireless communication between devices, maximum 10 meters 
19 An operating system for mobile devices 



 47 

 

Figure 5. Oscar Jacobsson's value network according to Andersson and Ivansson 

Source: Andersson and Ivansson, 2003 

 
Pettersson and Rydholm (Pettersson and Rydholm, 2004) is in the area of 
Mobile TV as early as 2004. Their theory on value creation is mainly built 
on the value constellations of Normann and Ramirez (Normann and Rami-
rez, 1993). The business models proposed are from Li and Whalley (Li and 
Whalley, 2002). In the analysis, Pettersson and Rydholm merges the DVB-H 
and the telecom value chains, and the result is “the hybrid solution”, see 
Figure 6. It is an illustration of how money, content, phones and data flow 
between different Actors. It is clearly not a value chain, but a network. How-
ever, Pettersson and Rydholm’s real challenge is the inertia in innovation 
adoption of the mobile TV service, which was the concern at that time. 
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Figure 6. The hybrid solution of Pettersson and Rydholm20 

Source: Pettersson and Rydholm, 2004 

4.4.2 Report on mobile entertainment industry and culture 

In a European Commission project, the mobile entertainment industry and 
culture was investigated. One of the outcomes was a report on business mod-
els (LiU, 2003), though admitting that the concept “business model” as well 
as “revenue model” were unclear. The report uses the work of Normann and 
Ramirez (Normann and Ramirez, 1993) and Stabell and Fjeldstad (Stabell 
and Fjeldstad, 1998) to conclude that the value chain description is not suit-
able for mobile entertainment market. Instead, the value constellation of 
Normann and Ramirez (Normann and Ramirez, 1993) was selected as a 
more proper description, since the mobile entertainment market is dependent 
on twenty to thirty industries producing content, hardware and software. The 
complexity of the market is recognized as too complex to allow a thorough 
analysis, but an overview illustration of the market was given. 

An analytical model is given as a framework for analysis. It has similari-
ties in structure with Porter’s 5 forces (Porter, 1980) and Amit and Zott 
(Amit and Zott, 2001) in the way that it focuses on certain factors, on one 
company at the time. The chosen parameters in the model are 

• Position in the value web, defines customers, suppliers and part-
ners 

• Economic control, control of resources in-house or outsourcing 
on the market 

• Strategic network, related to economic control. A strategic net-
work of partners can be thought of a constellation in between in-
house and outsourced resourced. 

• Revenue model, the way a company receive their revenues. 
 

                               
20 The illustration has been re-drawn in order to have a format more in line with other illustra-
tions. 
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The first case was the mobile game “Who wants to be a millionaire?”. 
The global rights to the game are owned by a production company. It is li-
censed for the mobile format by a company which provides content and the 
technical solution. This company enters strategic partnerships with mobile 
phone manufacturers in order to get support in the mobile phone, on differ-
ent markets. The mobile phone manufacturer distributes the game, and acts 
as a Service Aggregator towards the operators. Operators in different coun-
tries license the product. The licensing is thus 

• The mobile format is licensed from the production company 
• The product is licensed from the company providing the technical 

solution (by operators) 
 
Revenue sharing is the model used by the different parties. But it is not 

one single chain, there are several, depending on what the actors assets are. 
Marketing is done via the operator. 

The operator acts as a hub firm, due to his interface towards the consum-
ers. 

 
The second case was the adult content service “Private Stars”. The rights to 
the service content are owned by a production company. They license a solu-
tion which makes the service available for the mobile market from a wireless 
application company. The wireless application company signs agreements 
with SMS gateway providers who make the service available for operators. 
The licensing is thus 

• The mobile platform is licensed from the wireless application com-
pany (by the production company) 

 
Revenue sharing is the model used by the different parties, except for the 

license agreement, which is fixed. The absolute percentages can not be 
given, since that information in some cases was classified information. Mar-
keting is done by the production company, which has several channels (TV, 
film, portals and magazines). 

In the report (LiU, 2003), interviews with persons active in the mobile en-
tertainment industry were also conducted. A number of interesting observa-
tions were done 

• An operator does not want to work with many application providers. 
This statement is in line with the first case, where Motorola acts as a 
Service Aggregator. Other mobile phone companies like Nokia and 
Ericsson has similar programs. 

• The large actors in the beginning and the end of the value chain will 
not meet. This is a fact, as can be seen from both the first and the 
second case. The reason stated is that if they do meet, the value 
chain becomes too simple, and the operator can then dominate 
through its customer contact. 
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• In the existing value chains, the operator does not reveal information 
about customers to the application developers. They thus miss vital 
feed-back. 

• Smaller companies which become hub firms will benefit from exter-
nal resources belonging to much bigger players (media companies 
and operators), in for example marketing. 

• Revenue sharing is the dominant model used, because it creates in-
centive for all participants. But there are opinions on if the revenue 
is shared in a “fair” way. Mobile Network Operators seem to be tak-
ing advantage of their position with customer contact. This is also 
noted by Peppard and Rylander (Peppard and Rylander, 2006) be-
low. 

• From a consumer point of view, the billing models used can result in 
that it is hard to know what you are paying for, and what the total 
cost will be21. 

• Strategic networks are especially important for small and medium 
size companies. 

4.4.3 Report on television on a handheld receiver 

The purpose of the DigiTAG (DigiTAG, 2005) report is to “provide an over-
view of broadcast television services to a handheld device using the DVB-H 
standard”. It walks through the areas important to this emerging technology. 
In the area of business actors, several important questions are raised, for 
example 

• Will Broadcast Network Operators manage the end-relationship with 
Consumers, or prefer to delegate this role to another party? 

• Are the Mobile Network Operators willing to integrate their mobile 
phone with a DVB-H receiver? Without the Mobile Network Opera-
tors it might be difficult to reach a high penetration of DVB-H re-
ceivers. 

 
Based on assumptions regarding for example services, business roles, bill-

ing, content etc, DigiTAG presents four business models. The business mod-
els illustrate how the actors offer services and how payments are made. The 
case reproduced in Figure 7 is the case which also Pettersson and Rydholm 
(Pettersson and Rydholm, 2004) outlined above, with a Mobile Service Pro-
vider led DVB-H approach. The set-ups are not exactly the same, but share 
the same architecture. 

                               
21 An example could be persons reading email abroad, resulting in gigantic bills for roaming 
data transfer. 
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Figure 7. Mobile Operator led case of DigiTAG22 

Source: DigiTAG, 2005 

4.4.4 An industry case study 

Peppard and Rylander (Peppard and Rylander, 2006) starts off by identifying 
that content and services are the anticipated growth areas for Mobile Service 
Providers. At present, the “walled garden”23 offerings are used by the opera-
tors in order to “own” the relationship with the customer. This strategy hin-
ders the Content Provider to get access to the customers, and in case they do, 
the revenue sharing model used by the operators owning the mobile delivery 
channel is not making the Content Provider happy. Peppard and Rylander 
call this set-up an “old conception of value chain with its value creating logic 
as a linked chain of activities” and suggest that digitalization of content and 
the value chain requires co-operation and alliances. An interesting technical 
remark is made, that there must be software frameworks which enables more 
than pure data exchange, they should enable different business models and 
service level agreements. Peppard and Rylander want to offer managers a 
different perspective on business models and strategy than the value chain 
perspective. 

In the theory background, Peppard and Rylander move away from the 
value chain (Porter, 1985) with the help of for example (Li and Whalley, 
                               
22 The illustration has been re-drawn in order to have a format more in line with other illustra-
tions. 
23 ”Walled garden” means that the operator’s customers are offered services by the operator, 
or the operator’s partner. Services external to that offering are not supported, and some times 
even made non-accessible by the operator. 
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2002), concluding that a network approach is more appropriate, and that 
strategies must consider not only the individual firm, but also their network. 
The dramatic fall of the transaction costs due to the digitalization is noted, 
and the pressure it puts on companies which mainly take care of transactions 
in-house. Three functions which could become the core business of tele-
communication companies are identified, customer relationship, service and 
content innovation, and infrastructure management. It is foreseen that sim-
pler companies built around such a core business will eventually become 
more complex due to that it builds competence in other areas. The answer to 
the question “How is value created?” will in a network perspective not be 
“through the value chain”, but “through the relationships”. As example, Pep-
pard and Rylander use the microprocessor manufacturer Intel. Its microproc-
essors are a part of a network of companies which needs to develop new 
technology generations together, and applications on top of that, creating a 
dynamic ecosystem. This view motivates an analysis which includes all ac-
tors which are a part of the network, since their actions or non-actions influ-
ence other actors. The analysis can then give strategic information about the 
network such as where value is created, how the company affects the net-
work and how other members of the network could act. 

Due to that existing theory does not support a practical approach to strat-
egy formulation, Peppard and Rylander suggests a step-by-step approach for 
finding out where the value in a network lies, and how it is created, an ap-
proach they call Network Value Analysis (NVA). NVA uses the following 
steps 

1. Define the network 
2. Identify and define the network entities 
3. Define the value each entity perceives from being a network 

member 
4. Identify and map network influences 
5. Analyze and shape 

 
It is not necessary to describe the steps of NVA in this thesis, the impor-

tant thing to stress is that the aim is to describe “value”. An interesting note 
made is that investigating perceived positive and negative value dimensions 
should be advantageous when studying emerging networks. Peppard and 
Rylander continue with an example of NVA, looking at mobile content, ser-
vice innovation and subsequent provisioning to customers. A pre-condition 
is that the “walled garden” strategy is not viable in the long run. A second 
pre-condition is that it is at this point in time very costly for operators to 
negotiate and then physically connect with 3rd party suppliers of content and 
services. A partial network with 23 nodes is defined. Important factors are 
noted for the Actors. The phenomenon of the “Long Tail” is explained, as an 
example of a viable business for for example content or services. The step 
arriving at conclusions is not described in the article. The conclusions could 
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be omitted in this thesis, since there are no surprises. But the conclusions has 
a value in describing what networks mean, therefore they are included. The 
conclusions are focused on the operators. It is envisioned that operators are 
forced to cooperate and partner, instead of today’s strategy, which is about 
protecting what they got. Several key functions, such as search, personaliza-
tion and charging could be provided by content developers. New revenue 
sharing models should be applied. Information about the customer’s prefer-
ences should be shared within the network. 

Peppard and Rylander suggest that relationships within a network could 
be classified into five different levels, satisfying certain criteria. The levels 
are business model, management reporting and administration, business 
process, service level and network. Probably such a classification has implic-
itly been done when defining the network. 

For the purpose of this thesis, Peppard and Rylander also notes that tech-
nology for distributing content to the mobile user does not necessarily have 
to be done via the Mobile Service Provider. Other techniques can be used, 
by-passing the Mobile Service Provider. 

4.4.5 Contributions from the cases 

The cases confirm that theoretically, Porter’s framework is abandoned in 
favor of a networked view (Aura, 2000) (Andersson and Ivansson, 2003) 
(Pettersson and Rydholm, 2004) (LiU, 2003) (Peppard and Rylander, 2006). 
This is due to, among other things, increased complexity of the company’s 
environment. It seems as if this transition is recognized by technology pro-
viders such as Nokia (Aura, 2000), but not by mobile operators, at least this 
is the impression from Peppard and Rylander (Peppard and Rylander, 2006). 

Two of the cases (Pettersson and Rydholm, 2004) (DigiTAG, 2005) give 
a consistent architecture on how to represent a Mobile TV service based on 
DVB-H as a value network. This is very valuable information. 

When it comes to analysis, there are two contributions, the European 
Commission project (LiU, 2003) and Peppard and Rylander (Peppard and 
Rylander, 2006). Both describe a lazy dog type of scheme, which is very 
much focused on value. This is consistent with the earlier work of Amit and 
Zott (Amit and Zott, 2001). 

The remark of Peppard and Rylander (Peppard and Rylander, 2006), that 
there must be software frameworks which enables more than pure data ex-
change, they should enable different business models and service level 
agreements, is extremely interesting. It is saying that there should be a mid-
dleware-type of software which could support all companies conducting 
business in a digital networked environment. 
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5 Define a Mobile TV value network 

5.1 Introduction 
So far, only examples of what a value network could look like have been 
presented. In this chapter, a value network which satisfies the conditions in 
Sweden will be proposed. 

5.2 The existing Mobile TV offering via streaming 
Presently, the Mobile TV service is delivered via streaming over the Mobile 
Operators 3G networks. The Mobile Operator does not need any new per-
mits from the authorities to provide this service, since the spectrum is al-
ready reserved. In Figure 8, the Consumer has a telephony subscription with 
the Mobile Service Provider. The Consumer communicates with the Mobile 
Service Provider via the mobile network, in order to start also a subscription 
for Mobile TV. The Mobile Service Provider starts a subscription with a 
Mobile TV Service Provider. The Mobile TV content is delivered from the 
Content Providers to the Aggregator. The aggregated content is then made 
available via the Mobile Network Operators network. The Consumer re-
ceives the content on the same channel as other data services and voice. The 
Mobile Operator plays several roles. In this proposed value network, the 
Mobile TV Service Provider has been separated from the Mobile Service 
Provider, as an indication that the Mobile TV service needs a specific sub-
scription. In most existing offerings, the Mobile Operator fulfills the roles 
Mobile Network Operator, Mobile Service Provider and Mobile TV Service 
Provider. 
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Figure 8. Proposed value network for Mobile TV via streaming 

Source: Author, 2009 

5.3 The legal authorities view 
 

In order to give the legal authorities view, examples will be taken from 
Swedish interim reports regarding Digital TV (SOU, 2004) and Mobile TV 
(SOU, 2006). The legal authorities aim to create laws that prevent for exam-
ple lock-in of customers, overlapping offerings (where the Consumer has to 
pay twice for certain content) and monopoly on the owner side in the media 
business (SOU, 2004). Keep in mind that the legal authorities’ definition of 
Mobile TV is only valid for a broadcast situation, as described in the intro-
duction to chapter 3. It is thus in the scope of this thesis only valid for a 
DVB-H case. 

There are two scenarios, see below. They can both be mapped to the same 
model of a value network, as illustrated in Figure 9. Note that the illustration 
does not contain a reverse (telephony) channel, since that has nothing to do 
with the legal side of broadcasting. 

5.3.1 Service Provider with a broadcasting permit 

It is the Service Provider who receives broadcasting capacity of the Content 
Providers content. The Service Provider sets up the offering to the Consum-
ers with the Aggregators and the transmission with the Broadcast Network 
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Operator. This model exists in Great Britain for digital TV, and was also 
recommended for Sweden for digital terrestrial TV (SOU, 2004). 

There are requirements put on the Service Provider by the authorities. 

5.3.2 Aggregators with a broadcasting permit 

For Mobile TV, the authorities recommended another model than for digital 
terrestrial TV. It is the Aggregators who receive permission to broadcast 
their content, and they can then choose any Service Provider and Broadcast 
Network Operator for providing the service to the Consumer. The Service 
Provider offers the Consumers program packages, and coordinates the com-
mon functions for the included Aggregators. Such functions are for example 
the Electronic Program Guide (EPG). 

In a permission-free situation for the Service Provider, any company 
could act as a Service Provider. There are requirements put on the Aggrega-
tors by the authorities. 

 

Figure 9. Value network model interpreted from Swedish legal authorities’ view 

Source: Author, 2009 

5.4 A future Mobile TV offering via DVB-H 
 

There were 3 DVB-H trials in Sweden during 2006 (DVB-H services, 2008). 
In order to perform a trial DVB-H activity, a permit from the authorities 
must be granted. The applicants for the permits were  

• Teracom AB (with Boxer and Telenor) 
• Viasat AB (with Tele2) 
• TeliaSonera AB 
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Only one of these trials will be used in this example. The Teracom trial 
started October 9 2006. It went on for approximately 3 months. The purpose 
of the trial was naturally to perform a consumer test of Mobile TV, finding 
out for example how much the Consumer is willing to pay for a subscription. 
There were many participating Actors, which could be mapped into pro-
posed roles in the value network. All the Actors have very well known 
brands in Sweden, maybe with the exception of the Broadcast Network Op-
erator, Teracom. Since two of the participants used their existing customers 
in the trial (Boxer and Telenor), it was also clearly a case with two possible 
Mobile TV Service Providers. 

The illustration in Figure 10 of the set-up is a combination of the two 
value networks above. The return channel is provided through the mobile 
network. 

 

Figure 10. The Teracom DVB-H trial in 2006 as a value network 

Source: Author, 2009 

5.5 The proposed Mobile TV value network 
The creation of a value networks for Mobile TV has several inputs, which 
makes it complex. The value network needs to consider 

• The legal situation in the country 
• The technical solutions 
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• The most important thing of all, a healthy business case 
 

The proposed value network in Figure 11 considers the legal requirements, 
and also the two technical solutions which are in the scope for this thesis, 
streaming via mobile networks and broadcasting over DVB-H. The roles 
specific for DVB-H are indicated as dotted boxes, since that solution is not 
yet on the market. It might seem strange to have duplicated the Content Pro-
vider and the Aggregator, but it is done in order to be able to handle the two 
models separately. The proposed value network considers the business case 
of a subscription-based model. Until there is a large enough customer stock, 
there is no Advertiser (see Figure 7) in the value network. The choice was 
made to leave out payment streams, since that can be done in a multitude of 
ways. 

Several roles have deliberately been left out of this simplified value net-
work. In a techno-economic analysis, Autio performs a thorough examina-
tion of a network referred to as an ecosystem for Mobile TV over DVB-H in 
Finland (Autio, 2007). Autios ecosystem is more detailed when it comes to 
for example Mobile TV rights management, DRM and the Terminal Pro-
vider. 
 
Note that the illustration of the value network lacks indications referring to 
permits from the authorities, agreements regarding revenue sharing, agree-
ments regarding Mobile TV rights, agreements regarding multiplexing etc. 

 

Figure 11. The proposed Mobile TV value network 

Source: Author, 2009 
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5.5.1 Comments on the proposed value network 

Several issues, which include access to a distribution network, marketing, 
content rights, billing, customer support and revenue sharing, are largely a 
part of the interviews but some are commented below.  

Looking at the situation in Italy, which have had a commercial Mobile 
TV offering over DVB-H since 2006, different solutions regarding the dis-
tribution network was chosen (Italy, 2008) 

• 3 Italia combines its mobile network with its DVB-H capacity. 3 
Italia became Europe's first mobile operator to own a national 
digital TV license after it acquired Italian broadcaster Channel 7. 

• TIM combines its mobile network with Italian broadcaster Medi-
aset SpA DVB-H capacity 

• Vodafone Italia combines its mobile network with Italian broad-
caster Mediaset SpA DVB-H capacity 

 
Marketing could be done by members of the value chain. An example of 

this is available in (Liu, 2003). In the case with the adult content service 
“Private Stars”, the production company had several other media channels 
available (TV, film, portals and magazines) which were used for marketing. 

Customer support means that there are interfaces available via telephone, 
email, stores etc, through which the Consumers can get access to the Mobile 
TV Service Provider. After a purchase, the customer support provides the 
service of being the contact point regarding issues related to the merchan-
dise. In the case of Mobile TV, it is a very strong argument for pay-TV Op-
erators and Mobile Service Providers to take on the Mobile TV Service Pro-
vider role. They already have the Consumer as a customer for other services, 
and thus already have customer support. 

One danger with several solutions for similar services is that they share 
the local market (country). There is a sufficient customer base, but split into 
pieces it could become non-profitable. For example, the size of the markets 
could become too small for advertising to be profitable. 

The reader might have discovered a difficulty on the legal side at this 
point. If the Consumer is a subscriber to a broadcast Mobile TV service, then 
that broadcast case does not fall under the legal authorities’ definition of 
Mobile TV after all, since the signal is not open to the public. How the legal 
authorities will handle Mobile TV in the end is unknown today.  
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6 Empirical Material 

6.1 Snap-shot of Mobile TV  
The first part of the interview contained discussions on the present status of 
the application Mobile TV. The original discussion subjects were chosen 
from the more general factors relevant for value networks. The discussions 
also surfaced two areas which were not among the original subjects. Trying 
to avoid covering the spectral issues was obviously doomed to fail, so this 
subject is treated below. And as a bonus, insight into the strategic view on 
the development of Mobile TV was revealed. This is also treated as a sepa-
rate subject below. The subject of licenses and content was moved from a 
specific subject during the interview to a general subject discussed below. 

The subjects discussed below are all areas in their own right. A limitation 
which the reader must be aware of is that extensive background descriptions 
to the subjects are not feasible, mainly due to that the author can not build 
the knowledge base needed for all these areas. Naturally, as much explana-
tions as possible are given. 

At the end of the chapter, a summary is done in order to give an overview 
of what has been revealed. In this chapter it is also made clear what subjects 
which will be analyzed further. 

Note that interviewees fulfilling the role of Service Provider are called 
“Service Provider” below, regardless of if it is a Mobile Service Provider or 
not. 

6.1.1 The legislation is not in phase with technology 

The interviewees were not expected to have detailed knowledge about the 
legal situation, since the interviewed roles are not directly concerned. An 
Actor which is concerned probably has specific roles within the company 
taking care of the legal area. The subject was still used because quite a few 
Actors have given their views on legislative amendments regarding Mobile 
TV in Sweden (Sou, 2006) to the Ministry of Culture. 

 
Most of the interviewees knew about the legislative amendments regarding 
Mobile TV. The broadcast solution which it is aiming at has not happened. 
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This means that the present legislation is weak for the available technical 
solution, streaming over mobile networks. One of the Service Providers 
could point to impact on business due to this. There are important Actors 
which hesitate to participate in this particular Service Provider’s offering. 
The interviewee concluded that it becomes hard to brand an offering as tele-
vision without for example SVT. The situation was confirmed when inter-
viewing SVT, and SVT pointed to it as a political question on which it did 
not want to take a stand24.  The Service Provider stated that the legislation is 
clearer in Denmark, and thus the situation is simpler there. 

There were comments specifically on a possible DVB-H broadcast net-
work. One Mobile Service Provider noted that a DVB-H network would not 
have the coverage of a 3G telecommunication network, and that it would be 
very unlikely to be a legal requirement on coverage (as there are on 3G tele-
communication networks). Related to this is the question of public service, 
which one interviewee noted by wondering if it is a broadcast, then what 
about public service and coverage. These issues are covered by law and 
permissions, but it is not clear how they apply for the case of DVB-H. A 
Service Provider commented on other unclarities if a (DVB-H) broadcast 
solution should be implemented. Who should for example select the Content 
Providers? 

Commercials to the mobile is a very hot subject presently. One Aggrega-
tor stated that he had had an issue with commercials in Mobile TV recently. 
In this case, there was a choice if TV or Internet context should be guiding. 
This points to that in this particular area there is room for interpretation of 
the legislation. 

6.1.2 Telecom and media competing about spectra 

Spectral issues are extremely complex, both in a national and international 
context. It was the intention of the author to try to not go into depth in this 
area, since it could easily become an overwhelming task. During the inter-
views there was no specific spectral subject, but since it so important, sev-
eral discussions still ended up in the spectral domain. This subchapter tries to 
give a high-level view of these discussions. 
 
The importance of the spectral issues forces the Actors to be aware of this 
area. Allocated spectrum is the resource which is used for transmission re-
gardless of technical solution. One interviewee emphasized a very strong 
connection between the spectral allocation and the used technology. He 
claimed that the interest for DVB-H in Sweden is low because PTS has not 
released the spectra. The same interviewee also commented that the proce-

                               
24 SVT does not participate in other Service Provider’s offerings, but is then available via the 
portal. There are technical differences between the streaming solutions. 
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dure for the rights to the spectra is important, and who actually receives it. 
The interviewee took Germany as an example, where a broadcaster received 
the spectra, resulting in lowered interest from Mobile Operators. A Service 
Provider stated that the EU is on PTS because they are slow with a DVB-H 
license for Sweden. 

The distribution of spectra concerns the telecommunications industry and 
the media industry. An Aggregator high-lighted that the streamed services 
are part of the spectrum allocated to telecommunication. If this way of pro-
viding the service Mobile TV was established, then the Mobile Service Pro-
viders could require more band width, which could come from the broad-
casted TV spectrum. This would then be a draw back for that industry. An 
Aggregator and a Network Provider said that spectrum has been proposed 
for telecommunication and TV services, which has also been considered for 
broadcast Mobile TV. Another angle to the same issue was raised by another 
interviewee, who was wondering if Mobile TV is using mobile spectra, how 
does it relate to other services in that part of the spectra. The background for 
the question was probably that the spectra given to the telecommunications 
industry can be used for various services (speech, Internet services, SMS 
etc), but spectra given for broadcasts is used only for that purpose. 

There are several initiatives in the EU, which could affect the way Mobile 
TV is implemented. One initiative is the change of analogue to digital TV, 
which could free spectrum for broadcasted Mobile TV within the EU. A 
Network Provider noted that the closing of the analogue network has differ-
ent time schedules in the different countries in Europe, which does not make 
harmonization of the spectra easier. Another interviewee was of the same 
opinion, saying that spectrum issue slows down the development in Europe. 

Another initiative which is coupled to the spectral situation was when 
Commissioner Reding recommended DVB-H as the technology to use 
within the EU. A bold statement considering the spectral situation described 
previously. The reactions from the interviewees were few. A Service Pro-
vider thought that there was a negative side to the statement locally. Such a 
statement on EU level could prevent the local regulators from developing the 
present market (for streaming solutions). One interviewee said that DVB-H 
was the preferred standard, but spectrum is not globally available. In general, 
the reaction was that the market decides, regardless what Commissioner 
Reding is saying. 
 
Several of the statements given on spectral issues concerned PTS. Since 
some of the statements resembled hear say, a visit also at PTS was done. A 
shorter interview with PTS was conducted, with the statements above as 
discussion objects. The facts presented by PTS are listed below 

• It is not fully clear under which legislation DVB-H falls. However, 
in general for public broadcasting, there is a need for a license both 
according to the radio and TV act (issued by the Government or the 
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radio and TV authority) and the electronic communications act (is-
sued by PTS). When licenses according to the radio and TV act are 
issued, the available spectrum is taken into account. For DVB-T, 
permission for distribution has been granted by the Government for 
the Public Service companies. For other program companies, the ra-
dio and TV authority issued licenses the 1st of April 2008. 

• In principle, spectrum that can be used for DVB-T, could also be 
used for DVB-H transmissions. It could even be that the DVB-T 
permissions also could cover DVB-H, if someone wanted to distrib-
ute the signal using that technology25. The permissions given for the 
DVB-H trials were temporary. 

• The spectral band 790-862 MHz will not be used for traditional TV 
anymore, but will be used for other purposes. This is the result of the 
discussion on the digital dividend in Sweden. Whether it will be 
possible to utilize this spectrum for DVB-H transmission is not 
known at this stage. 

• It is true that the EU wants the countries to adopt the DVB-H tech-
nology. But as explained above, it is up to Swedish Radio and TV 
Authority or the Government to start the process of granting li-
censes. 

6.1.3 Rights to content and the right content 

The Mobile TV rights issues were part of the interviews, but probably not 
well formulated. This meant that the interviewees tried to explain the rele-
vance of the area, and the issues around it. This subchapter thus starts with 
an explanation of what the rights to content means, and then handles the 
issues brought up. 
 
One Content Provider explained the structure of rights handling. There are 
several dimensions to rights, the most important ones are 

• Technology 
• Time 
• Presentation format 
• Language  
• Geographical areas 

 
Each dimension is then further subdivided, for example technology can be 
divided as follows 

• TV 
o Broadcast 

                               
25 There are ways of simultaneously providing both the DVB-H and the DVB-T service using 
Hierarchical Modulation. 
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o Satellite and Cable 
� Pay TV 
� Packaged 

o IP TV 
• Internet 
• Mobile 

 
Using sports as an example, the right to the content could originally be 
bought from the event/organizer by a Content Provider. The refined product 
is the right to show the content according to the acquired rights. Alterna-
tively the event/organizer could handle the rights himself. The Aggregators 
buy rights from the Content Providers depending on how the content is go-
ing to be used. Several interviewees said that protecting the content from 
unauthorized use becomes a task for the Aggregator after the right is bought, 
it is a part of the contract. This issue is usually also displayed to the Con-
sumer in his contract for a service, or when consuming the content. One 
business opportunity which exists for Content Providers is to produce a 
channel with their material, and sell the channel to an Aggregator who 
brands it with a more known brand. 
 
One issue is the rights themselves. The importance of the platform for the 
rights was exemplified by one interviewee. Several actors involved in the 
production also have rights, for example photographers, script writers, music 
writer, actors and directors. This data is reported to their respective organiza-
tions. This is not a problem for the material produced today, but for old ma-
terial. The agreements have to be done again for new platforms. This is evi-
dent on the web, there is no old material on the web since it is a new plat-
form. On the web is only material for which there is an agreement, otherwise 
it can become an expensive lesson. Consider for example that the material 
available on the web is available world wide. Another platform issue was 
also raised by Aggregators. Using DVB-H should be the same as a TV 
broadcast, which should not require extra agreements. However, the Aggre-
gators are uncertain about a broadcast in the 3G (telecommunication) net-
work. What they want to find is a technology which does not drive cost for 
content on another platform. A related example would be the HD TV format, 
which could be charged more, but in principle it is not. 

It is interesting for several Actors if Mobile TV rights should follow with 
TV rights. Should the mobile technology be seen as an add-on, or something 
separate? The viewer is the same, but the pricing by the Aggregator is differ-
ent, as well as the number of viewers. 

• It would be very expensive for an Aggregator to buy the rights for 
several platforms 

• Will customers pay twice for the same content? 
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• An interviewee stated that there is content which is not available 
for Mobile TV due to cost 

 
There were a number of examples given during the interviews, which ex-
plains the importance of rights to the content 

• In one example from Germany, the right to Bundesliga (football) 
was sold to two different customers. The first customer paid for ex-
clusive rights, but the content could reach the same customers via 
another platform, making it non-exclusive. 

• One interviewee stated that live images has been stopped due to 
rights issues, they are not cleared for the mobile channel. The rights 
owner wanted to get paid for each platform. There have been exam-
ples when operators do stream content on the mobile channel as if it 
was no difference to a TV broadcast. Owners of the content were 
very upset. 

• At least one of the presently available Mobile TV services is re-
stricted to Sweden. It is a Mobile TV rights issue and a pricing issue 
for the consumer 

• One interviewee stated that one experience from the DVB-H trials 
was that even though the network was closed, it was still problem-
atic with Mobile TV rights issues for the participants 

 
There is clearly an issue with content suitable for Mobile TV. One inter-
viewee stated bluntly that content is not yet produced for Mobile TV. An-
other interviewee commented that the natural development for Mobile TV is 
to use the available content, it is not a large enough market so that it is eco-
nomically viable to produce content specifically for Mobile TV. However, 
an example was given from the web when using available content does not 
work. An Actor had a news program on the web, but since it by human error 
was possible to show content from for example the Olympics which they had 
no rights to, it was closed. The reason was that they could not have too much 
of an editorial role for their content, since it would create an unproportion-
ally large cost. 

When it comes to consuming content, the opinion of one interviewee was 
that if it is not possible to share content between consumers, this will slow 
down progress of the service. It is the expansion of the service, rather than 
the being able to charge every single event, which is important. The content 
also has a short life time. 

An interesting remark was made by a Content Provider regarding plat-
forms. When it comes to TV in Sweden, most channels are available on all 
platforms. So there is no reason to choose a particular technology in order to 
get certain content. TV through the mobile network is a new distribution 
mechanism which could start a “platform war” which in turn would increase 
the prices for prime content. 
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6.1.4 A multitude of possibilities for terminals and Mobile TV 

The availability of terminals is an important criterion for success of any ap-
plication. For the case of Mobile TV, it depends on what is meant with Mo-
bile TV. Is it something exclusive for that particular terminal model, or is it a 
commodity for many terminals? The discussion could be very straight for-
ward, if the technology was defined. But if there is no limitation on the tech-
nology, many different solutions are possible. One of the challenges is how 
the role of the SIM card, which is needed for a subscription for the telephony 
service, would relate to the Mobile TV service.   
 
When the technology was understood to be a broadcast, there are not that 
many technologies to choose from. A Network Provider pointed out that the 
terminals for DVB-H or DMB (broadcast) would be dedicated for that distri-
bution method. It could mean that the consumer would then buy the terminal 
for the purpose of watching TV. According to one Service Provider, this is 
almost never the case today. The feature is there for the user to try. 

DVB-T will have handheld terminals which would satisfy battery life 
time expectations. This was pointed out by two of the interviewees. A new 
standard called DVB-T2 would also handle mobility better than before. It 
was mainly these features which originally motivated the development of 
DVB-H, so seems as if this development makes DVB-T2 compete with 
DVB-H in the terminal. This was stated to be the case in Germany already. 

Several interviewees elaborated on the terminal issue, and how to connect 
a TV signal to the mobile terminal. It would for example be possible to have 
the present DVB-T box from Boxer integrated in the phone, and have a TV 
out signal from the phone. This would then be a “Mobile TV box”, which 
would accompany the owner where ever he is, which is different to the pre-
sent solution for terrestrial TV, using one box for each TV at home, one box 
at the summer house etc. It would require some way of identifying the re-
ceiver for the Mobile TV Service Provider, if it is assumed that the viewing 
is subscription based. 

A similar proposal was proposed by a Service Provider, to have a Sling-
box connected via the phone. This solution exists today, and the Mobile Op-
erator would then charge for the data traffic. Two other existing possibilities 
are to simply share content through the phone using a TV out signal to a 
bigger screen, or to couple a small portable projector to the phone, and show 
the content on the wall. 
 
Suppose there is a broadcast Mobile TV network deployed. A Service Pro-
vider then wondered who should sell the terminals. This simple question was 
probably based on the fact that today the model is that phones are sold bun-
dled with a subscription manifested by the SIM card. The phone is actually 
tied to the Mobile Operator as long as the subscription holds, and must ac-
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tively be released. So, taking the question further, would a consumer buy a 
new phone exclusively for watching TV, and what would its relation to the 
SIM card needed to make phone calls be in that case? 

An interesting note was made by a Content Provider. Today, mobile 
phones does not have a visible antenna, it is a design issue. With for example 
DAB, the used frequency would need a visible antenna, which could be a 
draw back. Also, Nokia has integrated the antenna for DVB-H into the 
phone, but Sony-Ericsson presently uses an external solution. 

One interviewee suggested that all devices which have a screen, are port-
able, which you can call with, are interesting for accessing content, including 
your own content. He asked what will happen when Intel presents a device 
which is something in between a phone and a LapTop. Another interviewee 
said that the car industry is interested in developing Mobile TV. 

6.1.5 “Would you get beyond TV?” 

The interviews normally did not handle any technical details. This of course 
means that there could be important technical issues missing, but that is con-
sidered secondary to the purpose of this thesis. The interviewees can in gen-
eral not be classified as technical experts, but they still held considerable 
knowledge about different alternatives and motivations. They also knew 
about broadcast solution trials. The discussion circled around different tech-
nologies depending on the need. 
 
As many as five interviewees said they could see a hybrid solution on the 
market with both broadcast and unicast. They could see a broadcast to the 
mass market with big channels, and prime content accessed via unicast. A 
Network Provider though there is no demand for a mass market solution in 
Sweden, the service is already provided through the mobile networks. If the 
demand increases, the interest for a broadcast solution might increase. It is a 
fact that Teracom has a DAB network, and could thus offer Mobile TV via 
DMB.  

One Service Provider pointed to several scenarios for the consumers, 
when a good enough service will decrease the interest for improvements. 
Several examples were given. For example, FM radio is good enough, which 
explains lack of interest in DAB radio. SMS is good enough, MMS has not 
reached the same popularity. Text TV is good enough, there is no interest in 
developing supertext TV. Interestingly, there were few comments on the 
evolution of the TV medium itself. On a conceptional level, one interviewee 
saw that introducing interaction in the experience could change the TV and 
the content industry. Or, as another interviewee reflected when commenting 
on broadcast solutions, “Would you get beyond TV?”. 
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6.1.6 Strategies for Mobile TV  

There were no direct questions asked on strategies for Mobile TV, for obvi-
ous reasons. However, during the discussions strategic information could be 
revealed. This chapter tries to capture strategies for Mobile TV for the Ac-
tors, mainly as the relation between Mobile TV and other possible services 
or business opportunities. 
 
One interviewee wanted to take away the term “TV” as it means “linear 
TV26” for most Consumers. A suggestion was to call it “moving images”. A 
Content Provider exemplified this very well by pointing to TV3, which has 
different content on their broadcasted channel (TV3) compared to their mo-
bile channel (TV3 to Go). A Consumer expecting linear TV in both the 
broadcasted and the mobile channel would have to educate himself in order 
to understand the offer. What content which would attract users to the mo-
bile terminal is today unknown. 

It was suggested by several interviewees that IPTV has overtaken Mobile 
TV as the most important TV application. There are many reasons for this, 
for example the homes are presently buying big screen TVs, and the broad-
band connections to the house are available. One of them though that IPTV 
would actually in the end drive Mobile TV, having taught the user an on-
demand behavior. Also HD TV was stated as more important than Mobile 
TV by one interviewee, filling up the big screen in the homes. He thought 
that the coming Blue Ray format could help the consumers understand what 
he wants. 

Today the content is available from the Mobile Service Provider’s portal. 
But, with reference to the initial portals on the Internet, one interviewee be-
lieved that to be an intermediate state. When flat rate becomes available for 
mobile networks, consumers will find the content themselves. An alternative 
is that the Terminal Provider supply one touch buttons on the phone, which 
can be branded (coupled to a Mobile Service Provider) or non-branded. In 
the case of a non-branded phone, the Terminal Provider could expand their 
offering to provide the content. In this case the Mobile Operator becomes a 
bit pipe provider, since the services are else where. 

One Service Provider commented on the hybrid case, with both broadcast 
and streaming Mobile TV solutions on the market. One scenario could be 
that the terminal could handle both modes in a “TV application”, with differ-
ent actors distributing the signals. It would be possible that the Mobile Op-
erator in this case would handle the customer relation, and do a split with the 
broadcast Mobile TV Service Provider. 

Many of the actors are part of larger companies, which could have several 
media channels. This was noted by one interviewee. It then also becomes a 

                               
26 A program defined by a TV tableau 
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national regulative issue, concerning the power over the media in that coun-
try. In both in France and Italy there are examples on Network Providers 
who also owns TV channels. A Swedish example is Kinnevik. 

Interactivity is today done via the computer or the mobile phone. Interac-
tivity in the TV medium would put requirements for logistics on the TV 
channel. One Service Provider stated that there are no commercial forces 
driving interactive TV. 

6.1.7 Summary of present status of the application Mobile TV 

The purpose of this subchapter was to give an overview of the status of the 
application Mobile TV. In the landscape of media and telecommunication, 
Mobile TV is yet a very small fraction of the market. But it is new, it is de-
veloping, and it will remain in some shape. What was evident from the mate-
rial collected was that the two industries telecommunication and media col-
laborates and also competes regarding at least the subjects discussed. 

Figure 12 shows the general factors discussed. All of them will be ana-
lyzed further in the following chapter, except the evolution of the TV me-
dium itself. This evolution is represented in Figure 12 as presently unknown 
applications, “Would you get beyond TV?”. Though very interesting, the 
subject is too farfetched for the thesis. It includes the possibility of introduc-
ing interaction in the experience, which could change the TV and the content 
industry. This possibility is an opportunity for existing and new Actors, 
Other TV applications such as IPTV could show the way. At the same time it 
was also stated that there are presently no commercial forces driving interac-
tive TV. 

One of the subjects was not commented by any interviewees. That was 
the need for a software framework as described by Peppard and Rylander, 
2006 (Peppard and Rylander, 2006). Maybe it was hard to understand what 
was meant. It did seem as if one of the Aggregators had a system with a 
Shopping Cart-like function which seems to satisfy the needs. 

 

 

Figure 12. General factors relevant for Mobile TV 

Source: Author, 2009 
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6.2 Specifics of Mobile TV 
Before the second part of the interview, the interviewee was introduced to 
the value network theory through the example of the hub company IKEA. 
The purpose was not that the interviewee immediately should identify him-
self within a value network, which he probably did not. The purpose was to 
introduce the vocabulary, so that it could be used in the discussions. 

For the second part of the review, certain specific factors for value net-
works were selected as discussion subjects. The specific subjects are more 
tangible than the general subjects discussed in the previous chapter, and can 
hopefully be sufficiently introduced and understood. This does however not 
mean that they can be covered in depth. Naturally, all these subjects might 
not apply to all interviewees, so if an interviewee did not have a relation to a 
subject, it was dropped. 

At the end of the chapter, a summary is done in order to give an overview 
of what has been revealed. In this subchapter it is also made clear what sub-
jects which will be analyzed further. 

6.2.1 Who drives Mobile TV? 

Discussing around the driver of the Mobile TV application is naturally an 
abstraction of the reality. The interviewees could interpret “driver” as mean-
ing different things, which becomes apparent below. It does however appear 
to be consensus that the Mobile Operators are the drivers of the application, 
in its present shape. 

One Aggregator pointed to the Terminal Provider and the Mobile Opera-
tor as drivers of Mobile TV. These two roles were the only roles which were 
mentioned by the interviewees. The two cases are commented more by the 
interviewees below. 

Another Aggregator pointed to Nokia as driver of DVB-H. This is not ex-
actly the same as being a driver of Mobile TV. But the DVB-H standard has 
had a high profile in the media, with many trials worldwide with Nokia as a 
catalyst (DVB-H services, 2008), and it has probably been understood as 
being the same as Mobile TV by many. Nokia has several interests in this. 
One is naturally that they are a Terminal Provider, hoping to sell more ter-
minals. But they are also an infrastructure provider, and have interests in the 
DVB standard. 
 
The Mobile Operators were pointed out as drivers of Mobile TV by one in-
terviewee. They package the service, they offer the service and they have the 
interface to the Consumer. Another interviewee said that the Mobile Opera-
tors want traffic in their networks. It is services which create the traffic, and 
Mobile TV is potentially such a service. Some time in the future it might be 
needed to change distribution technology due to capacity limitations, and 
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that could open for other actors. The Mobile Operators clearly saw them-
selves as drivers, but maybe not in all dimensions. They did for example not 
seem to drive standards. Also, they had different levels of engagement in 
acquiring Mobile TV rights themselves. When they do acquire content, it is 
in order to have prime content which pulls viewers to their offerings. 

One of the Mobile Operators drew a picture similar to Figure 13, in which 
it is evident that the Mobile Operators has several different offerings towards 
the Consumer. Mobile TV would in this picture be a content service, and 
could require a subscription of the telephony service. The terminal could be 
a (subsidized) terminal from the Mobile Operators, or from another vendor. 

 

Figure 13. The Mobile Operators offering 

Source: From interview with a Mobile Operator, 2008 

6.2.2 An evolving value network 

One of the intriguing things with emerging technologies is that it creates a 
new value network. The different roles in the new value network can for 
example be taken by Actors which are active in a neighboring technology, or 
by a completely new Actor. The interviewees were introduced to this area 
through an example which the author experienced when identifying different 
Actors. The author used the participation list from the conference and exhi-
bition “MIPTV featuring MILIA 2007”, where content for all different plat-
forms is for sale. At this event, Mobile Operators were present, which was 
identified as a new trend, since they previously bought the content rights 
from Aggregators. 

There are several things to keep in mind when reading this chapter. For 
example, the value network is the value network for streamed Mobile TV 
services. Broadcast Mobile TV services are non-existing in Sweden. Also, 
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there are close couplings to for example web TV. If you can provide content 
for web TV, you can with some effort also provide content for Mobile TV. 
In order for the reader to be able to more easily follow the interviewees’ 
answers, Figure 14 below is used as a representation of the emerging value 
network. Additions compared to the original value network model shown in 
Figure 8 are indicated with bold boxes. 
 
According to one interviewee, Mobile TV is small and immature when it 
comes to Mobile TV rights. The content for Mobile TV is still not known, 
the offering is small, and there is no visible pattern. The small market creates 
space for Niche Actors to produce and aggregate Mobile TV content, some-
thing which Content Providers with larger businesses does not think is worth 
while. The Niche Actors then supply the Mobile Service Providers with Mo-
bile TV content, possibly also branding the content with a better known 
brand. Over time, the situation might change. With standard formats for mo-
bile content, the advantage of handling non-standard and multiple formats 
disappears for the Niche Actors, and larger companies can get motivated to 
produce Mobile TV content. 

An Aggregator suggested that Mobile Service Providers are entering the 
Aggregator role. The example was Telia, who have bought the right to 
Swedish football in order to secure exclusive content for their Mobile TV 
offering. Also, Telenor show Elitserien (icehockey) live in their Mobile TV 
offering. A true Aggregator should however aggregate content for more Ac-
tors than themselves. Another Aggregator suggested that the Mobile Opera-
tors should be abandoning editing content and questioned if the Mobile Op-
erators actually need their own portal. Maybe some one else would do it 
better. This adds another Niche Actor, who manages the Mobile Service 
Providers portal. 

In Figure 14 the above examples are indicated through the Niche Actors 
entering as Content Providers, Aggregators and running the Mobile Service 
Providers portal. A Mobile Operator entering the Aggregator role for his 
own offering only can be seen as a Niche Actors. 
 
A really interesting interviewee was ATG, who delivered content without 
having that as their core business. This was completely different compared 
to the standard Content Provider. For ATG, Mobile TV is an enabler for 
gambling. The idea is that it should be possible to prepare gambling by 
watching previous races from a library. Then you gamble. And after gam-
bling you want to see the races “live”. This is implemented today using ex-
isting media channels. ATG was present in a trial for broadcast Mobile TV 
in Sweden, see Figure 10. 

ATG has developed a mobile gambling application. It is possible for ATG 
to deliver content just as any other Content Provider, and run the gambling 
separately. In a flat rate situation, ATG could offer a mobile content and 
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gambling site, and that would only require a Mobile Network Operator for 
distribution. That is true for several Content Providers with recognized 
brands. In Figure 14, this is indicated by the box containing a Content site 
and a Gambling site. The services offered by such a site do not require the 
Consumer to have a subscription to the services from the Mobile Service 
Provider providing the telephony subscription, Mobile Service Provider I. 
The Consumer needs access to the network. A possible relation with an al-
ternative Mobile Service Provider II is also indicated. 

In 4.3 in the theory chapter, there was an example of a company which of-
fered a service, but had another source of income compared to other compa-
nies (Li and Whalley, 2002). This is valid for ATG. The money streams are 
not indicated in the illustration of the value network, but could in such a 
situation be reversed. 

 
A Content Provider expected other actors which work with TV to enter Mo-
bile TV. They could buy capacity, or collaborate with a Mobile Operator. A 
couple of months after the interview, ViaSat aired commercials offering 
Mobile TV. When looking at their home page, it was clear that they were 
using the Tele2 3G network. The Consumer had to be a Tele2 customer. 
ViaSat had an ambition to offer the service also via other mobile networks. 
In Figure 14, this is indicated by the subscription with the Mobile TV Ser-
vice Provider who is not your Mobile Operator. One Service Providers 
pointed out that there are several players which could become Mobile TV 
Service Providers, for example Boxer, ComHem and possible TV4. A note 
made by an Aggregator pointed in the other direction, there are Mobile Op-
erators entering the media industry domain, for example Telia provides TV 
through its broadband to the homes. 
 
A Service Provider said that they go directly to the Content Provider for 
specific content, not via an Aggregator. This collaboration was stated not to 
have been exploited, especially by the Content Providers. There is a niche 
for mobisodes. In Figure 14, it is indicated that the Aggregator can be by-
passed already in the business agreements. 
 
A new Actor providing content could be Nokia, who works with content, 
and has control of the interface towards the consumer. For example using the 
software Nokia Video Centre, it is possible to offer mobile video RSS feed 
and video on demand features. This service obviously competes with the 
Mobile Service Providers services. One Service Provider pointed out that 
Nokia has fought for Symbian, against the Oracle data base and the Micro-
soft mobile OS. The margins are with the software. Nokia is afraid to be a 
dumb box, and goes towards being a software supplier rather than a hard-
ware supplier. They want to search, store, and manage content in their prod-
ucts, which now has Gigabyte memory. In Figure 14, this alternative is cov-
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ered by the Content site, combined with brands visible to the Consumer on 
the terminal. For example Nokia already offers content services. 

Variants of this set-up were suggested by others. An Aggregator sug-
gested that the Content Providers could bypass the Mobile Service Provider, 
and sell programs directly to the customer for x SKR/episode. A variant 
would be to distribute 2-3 seasons of a show, and then go over to selling 
single episodes. A Service Provider pointed to that Disney has their content 
on the web, which by-passes several steps. It was referred to as “doing a 
Dell”27. 

Another example resulting in the same set-up was given by an Aggrega-
tor. They commented on a change of role of one company. Earlier, it pro-
vided technical solutions for Mobile Operators, and collaborated with Ag-
gregators in order to include also content in the deal. Now it had changed 
strategy, turning to the Content Providers and offering to make their content 
available via mobile networks. The Content Provider still has to make the 
agreement with the Mobile Network Operator, in such a way that they are 
not priced out. The company enabling the business set-up is not indicated, it 
does not provide Content, Subscriptions or traffic in the network. It provides 
solutions for Mobile TV. 
 
Several Service Providers pointed out that the Mobile Service Providers 
(read Mobile Operators) can become a Billing Providers in case they are by-
passed by Content Providers. They already do that for ring signals and other 
electronic goods. This new role is indicated in Figure 14. 
 
When it comes to new roles, one interviewee pointed to a new role in mobile 
advertisement, commercials in the terminal. Google and Microsoft are trying 
to get to the mobile side. The terminal enables a new kind of commercial, 
since there is available data on what you are watching, what you are listen-
ing to, where you are etc, and the terminal can communicate this data. It is 
then possible to have personalized commercials, addressed to that person 
identified by the SIM card. It is a new kind of value which can be sold. The 
advertisement shows up in the Consumers terminal. There is a multitude of 
ways for an Advertiser to be coupled to the value network. 

                               
27 Dell is a computer company which takes order on computers, builds them and delivers them 
to your door. No stores, no stock. 
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Figure 14. An emerging value network 

Source: Author, 2009 

6.2.3 What about revenue models? 

In a value network, the revenue will be shared in some way throughout the 
network. One interviewee gave a thorough explanation of the difference 
between how deals are done in the telecom industry, and in the media indus-
try. 

In the telecom industry, looking at distribution of for example music and 
ring signals, then the consumer is buying an item there and then. Then it is 
possible to have a model where the Actors do revenue share based on the 
number of sold items. Other parameters influence the model, such as who is 
paying for the data traffic, who’s portal is marketed, which service on the 
portal is marketed, who’s brand it is, and who is doing the billing. 

The media industry is not using revenue share as first choice. The media 
world is using subscription of packaged products, which the Consumer sub-
scribes to. So what is given to the Content Provider is a fixed price per sub-
scriber of the service, and the Aggregator can charge the subscriber as he 
chooses. The Aggregator collects in this way a number of channels which 
are packaged in different packages, and sold as subscriptions to the Con-
sumer. It would be very complicated to do revenue share on a basic TV 
package. Another interviewee added that an a la carte model (subscribe to 
single channels) is more expensive for the Consumer than a subscription to a 
basic package (of channels). 

The revenue sharing model was known by the interviewees. Two of the 
interviewees said that they have revenue deals. It was never made clear if 
these deals concerned Mobile TV, or if it was a more general statement. 
 
In the mobile domain, it is the Mobile Operators who has the charging rela-
tion (sends the bill) with the Consumer. With reference to sales of music and 
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ring signals, one Aggregator said that the Mobile Operators does not send so 
much back through the chain today. They need to cover their investments (in 
networks). The Aggregator pointed to DoCoMos iMode services, which 
increases the incentive for Content Providers. Another Aggregator stated that 
revenue share was for mature markets. For an immature market, the con-
tracts would be short in order not to take big risks. One interviewee men-
tioned the possibility to have revenue share deal, but then not charge for the 
content in order to promote the service. That would leave the Content Pro-
vider with a not so good deal after all, since he has a revenue share deal, but 
the income is zero. 

A Content Provider said that it did not want non-paying customers (reve-
nue sharing), since these customers have a hard time selling to their partners. 
The chain becomes a long chain, with calculations for each step. The Con-
tent Provider simple stated that the risk should not be put on them, buy the 
content. The experience so far from revenue share was that there is no busi-
ness model. 75% of the deals fail, and the Content Provider still must pay for 
the content. There are naturally exceptions. 
 
One interviewee generalized and stated that the success of mobile services 
depends on if the Mobile Operator can do revenue sharing, and be open to 
new services. The prime example was again DoCoMos success with iMode 
services, where the model is set for revenue sharing. However, the consum-
ers in Japan are different. 
 
An interesting note was made by one interviewee. It is possible to have the 
Internet business model, paying for visitors (clicks), also in the mobile do-
main. This could be for example Google and Flickr. 

6.2.4 Information, share or not to share 

All Actors with a customer data base will protect the data from getting into 
competitors hands. This particular information is not what the topic for this 
subchapter is. The topic here is the information a Service Provider has about 
its customer preferences and actions, and if this information is feed back to 
the Aggregators and Content Providers, so that the offering can be improved. 
 
Again, there is a difference between the telecom and the media industries. 
One interviewee said that in the media industry, what the viewers are view-
ing is openly available for everyone. The purpose of this openness is to re-
veal the commercial value of the exposure for the advertisers, see Table 2 
below with data from the home page of MMS (Mediamätning i Skandina-
vien). In the telecom industry, you do not reveal this type of information. 

One Aggregator said that they wanted basic information, in order to be 
able to adapt the content. However, there is no MMS for the mobile content. 
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They do not always get as much information as they want from the Mobile 
TV Service Provider. There is a confidentiality problem, in giving away data 
to competing Content Providers. A list of top 10 would be fine, but detailed 
info might not be fine. 

One Service Provider made a point on information sharing. The TV chan-
nel is selling commercials to companies, but the Mobile Operator is selling 
subscriptions to the end user. The end user is probably not interested in 
knowing how many others who has the subscription28. The share holders 
could be interested. Depending on business model, the information is shared. 
The company has frequent meetings about developing the content and the 
offering. In Telecom, there is an advantage in measuring since it is not a 
broadcast. The telephony network produce massive amounts of data about 
the Consumers, which is used for for example data mining and other ways of 
exploring the data. If nothing else, there is nothing stopping an Aggregator 
from get data by performing their own market investigations. 

One Content Provider said that they did information sharing with their 
Aggregator. 
 
Program Point in time Channel Number of 

1000 persons 
watching 

Doobidoo  Fri 2008-10-24  SV1  1660 
Stjärnor på is  Sat 2008-10-04  TV4  1550 
Bonde söker fru  Wed 2008-10-22  TV4  1440 
Idol 2008  Fri 2008-10-24  TV4  1290 
Svensson Svensson  Sat 2008-11-01  SV1  1260 
Dansbandskampen  Sat 2008-10-18  SV1  1260 
Fredag Hela Veckan  Fri 2008-10-24  TV4  1065 
Maria Wern Främ-
mande Fågel 

Tue 2008-10-07  TV4  1060 

Postkodmiljonären  Sat 2008-10-04  TV4  995 
Fotboll VM kval 08 
SVE-POR  

Sat 2008-10-11  TV8  985 

Table 2. MMS Monthly report October 2008 (w40-44). Total 3-99 years (8864 thou-
sand persons) 

Source: MMS web site, December 2008 

                               
28 It is still a sales argument to have the same Mobile Operator as your friends, in order to get 
cheap calls. 
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6.2.5 Bundling of offerings 

Bundling of offerings can be done in a multitude of ways. It is for example 
very common today to bundle telephony or TV subscriptions with the 
needed hardware (terminal/box). The purpose is naturally increased sales. 
One interviewee said that the interest for TV via broadband increases if it is 
bundled with telephony and broadband. It gives the Consumer the advantage 
of one supplier and one bill. This would for Mobile TV mean that it would 
be more acceptable with an existing supplier bundled with something else 
than from a single supplier. However, in the shift of roles of Actors in rela-
tion to Consumers, the products should not be too distant. For example buy-
ing the telephony service from an electricity distributor does not work so 
well. 

In several of the DVB-H trials, Mobile TV was bundled with radio. The 
only motivation given for this bundle was that it was technically feasible. 
The given reason for the Consumer to use this way of receiving radio was 
that the quality was higher than FM radio. One Service Provider said that 
digital TV is bundled with radio, but it would make more sense to bundle 
Mobile TV with radio. 

When bundling different offerings, the result could be convergence. The 
previously example of Mobile TV and radio is a convergence of media 
channels. An Aggregator said that it would be possible to bundle content for 
different media. For example an Internet publisher (Aftonbladet) could have 
clips on their site. A Service Provider said that Mobile TV is bundled with 
the mobile phone subscription. It could also be bundled with cable subscrip-
tions, so that the content could be viewed also in the car. Bundling Mobile 
TV with other TV technologies would mean convergence within that media 
channel. In this particular case it also means that the content becomes mo-
bile. 
 
ATG makes a completely different bundling, they try to make an event 
package of their content and gambling offering, where Mobile TV could 
become one part. The customer has a gambling account, which could also be 
used for subscription fees. When describing the offering the present obstacle 
was the distribution via the mobile network, it is too expensive at the mo-
ment. 
 
One Content Provider said that bundling is up to the Service Provider. This 
could for example be keeping the product simple, using flat fee. This Con-
tent Provider also said that if the Service Provider does not sell the content in 
a favorable way, the Content Provider could choose not to sell content to that 
Service Provider. 
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6.2.6 Digital merchandise, head ache and opportunity 

Mobile TV is digital merchandise. It then becomes an issue how to control 
the product, since if it is stored, it can be distributed further. 
 
One interviewee said that the technical aspects of protecting the content boil 
down to providing DRM, a method for protecting the object itself, and in 
case of a broadcast also service access protection, which is a way to control 
who is permitted to receive the signal. No other interviewee discussed DRM. 
 
An Aggregator said that security aspects are regulated in the contracts, and 
content is delivered on secure platforms. Also, streamed material is not 
downloaded. There are also geographical restrictions for the content. It has 
worked fine so far for this Aggregator. He added that the interest for piracy 
of the content might be low, since the quality of the streamed content is not 
suitable for other platforms. What this means is that the amount of informa-
tion needed for presentation on a small screen on a mobile terminal would 
not be sufficient for a large screen presentation. 

According to another Aggregator, the biggest risk for piracy is at down 
load of the content. Then there is a “forward protection”, which does not 
permit the user to forward the content to another user. It would be very inter-
esting to try to get a business model which permits forwarding, since the 
present business model miss out on such opportunities. There could be a 
commercial before the clip, or a small cost for the clip. It would be possible 
to charge for it, for example if the material is from your kid. A Service Pro-
vider said that they had to guarantee the copy right of their products. But that 
is not valid for material which the Consumer picks up elsewhere. Another 
Service Provider said that it had happened that some of their partners asked 
for that the mobile terminals should not have video output. This would pre-
vent the Consumer from downloading content suitable for watching on a 
larger screen. 
 
Piracy was not seen as a big problem for for example sports, according to 
another interviewee. It is unusual with piracy of the signal live. If someone 
would copy the signal live in a country, then it probably does not compete in 
the first place, since the event probably is not shown in that country. It is 
natural to compare to the situation on the Internet, it is irritating when clips 
are appearing on the web. There are deals with Google and YouTube to take 
away copied content when discovered, but this has to be weighted with the 
cost to identify the content. It could be seen as an advantage for some right 
holders to have copied content available publicly, since it displays their con-
tent to viewers which would otherwise not get it. An Aggregator said that 
Mobile TV could be used to spread clips. An example would be a 100 meter 
final during the Olympics. That could be spread via the mobile network, 
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which would bypass the TV network. This has how ever not happened on the 
Internet, which makes it less likely.  
 
There were mixed signals from one of the DVB-H trials about if it was pos-
sible for the Consumers to store content. One participating company said 
that it was not possible to record during the trial. The content owner was 
scared that the content would be duplicated or spread via Internet. Another 
participating company said that it was possible to record 12 hours of material 
during the trial. But it was not possible to share the content with anyone else 
since the content was coupled to the terminal. 
 
There are naturally possibilities to explore this area more, since there are 
grey zones. One Aggregator said that it is a difference between the customer 
recording a program for later usage, and a service from a company to do the 
same. That would require new rights. The way around this is to place the 
equipment with the customer, and use the user profile for recording, as a 
service. This could affect for example commercials. 

6.2.7 Strategic networks 

There have been several DVB-H trials in Sweden, see chapter 5.4. The start 
of a strategic network could be a trial activity. Or vice versa, strategic col-
laboration could for example result in a trial. The purpose of this subject is to 
see if there are strategic collaborations, and if possible if there are any re-
sults. 
 
One interviewee said that collaboration with some of the participants in the 
trial had been going on for long. So in principle they already had a long term 
relationship. What was needed was collaboration with a Mobile Operator 
offering mobile broadband and flat rate. The reason for participating in the 
trial was to be present from the start, and curiosity on the trial itself. 

Mobile Operators was pointed out as strategic partners by another inter-
viewee, since there is already collaboration regarding the traditional TV 
format with their cable TV branch. This comment points to interesting busi-
ness relations, there are obviously conglomerates which has interests in both 
the telecommunication and the media industry. 

If a DVB-H network should be built, mobile operators must together talk 
to Teracom, since there will not be unique networks. This was the opinion of 
one interviewee. Such collaboration would create new roles and forum. 

One interviewee had the opinion that he could help solve problems within 
the value chain for Mobile TV, but specified neither problems nor solutions. 
He was probably thinking of the non-existing broadcasted Mobile TV. 
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6.2.8 An example: PlayNow 

When interviewing Sony-Ericsson, the service PlayNow was mentioned. 
PlayNow can serve as an example were many of the different subjects dis-
cussed above come together. The example is created from the information 
given during the interview, so it might miss pieces which was not discussed. 
 
From a strategic point of view, the Sony-Ericsson brand is expected to pre-
sent innovative services. PlayNow is a music service which Sony-Ericsson 
has bundled with the mobile phone. In order to offer the service, Sony-
Ericsson needs the right to the content. It means that they acquire certain 
rights. The service could be developed towards video and movies, just as 
iTune. Notice though that the service is global, which is different from linear 
broadcast TV, which is local. 

PlayNow always exist if the terminal is sold directly to the consumer. If it 
sold to the Service Provider, it is negotiable. A Service Provider who keeps 
the service could do revenue share, or get paid for the traffic by the con-
sumer. It was not understood if the service always appeared under the name 
PlayNow, or if the Service Provider could rename the service. The statistics 
for the content is a part of the business agreement. The content is fetched 
from Sony-Ericsson servers, so Sony-Ericsson has the statistics. 

When it comes to cannibalism, PlayNow is one of several services which 
are available via the terminal. One way of seeing it is that the service which 
gives the best return value per byte should always be available, for example 
it should be possible to receive a call when using the service. Another way of 
viewing it is if the service makes you run out of battery, you can not do 
voice calls. 

Sony-Ericsson has a relation to the customer via the service. But Sony-
Ericsson does not know which SIM is in their terminals. This means that 
they do not have a billing relation with the customers. The Service Provider 
usually requires that they have the customer relation (billing) in order to 
make a service available. This means that it is not visible for the Consumer 
who actually created the service. 

6.2.9 Summary of specific areas concerning Mobile TV 

The purpose of this subchapter was to look at selected specific subjects for 
Mobile TV. Of all the specific subjects discussed, only a few will be ana-
lyzed further in the following chapter. Naturally, the driver of the value net-
work and the evolving value network will be analyzed, but also certain ways 
of bundling products. All other subjects will get final comments below. 
 
A difference in payment models between the telecommunication and the 
media industry was indicated when discussing revenue models. In the tele-
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communication industry, revenue sharing for for example ring signals was 
common. But in the media industry, subscriptions to packages dominated. 
This difference is illustrated at the top of Figure 15. The Content Providers, 
belonging to the media industry, seem to dislike revenue sharing. According 
to one of them, they would take the risk by supplying the content in a reve-
nue sharing set-up. There were references to DoCoMos iMode services, 
where the model is set for revenue sharing, and an Internet business model, 
paying for visitors (clicks) also in the mobile domain. 

In the information sharing area, there was an obvious difference between 
the telecommunication and the media industry as indicated at the bottom of 
Figure 15. The media industry must be open with the number of viewers 
since the commercial value must be exposed to the advertisers. In the tele-
communication industry these numbers are not revealed publicly. The pur-
pose in Mobile TV would be to improve the offering by sharing the informa-
tion about the viewer preferences. When it comes to Mobile TV there is a 
confidentiality problem for the Service Provider in sharing data with com-
peting Content Providers. 

Piracy does not seem to be a problem for Mobile TV. The quality of the 
streamed content is simply not suitable for other platforms. If the consumer 
down loads content of higher quality there is a “forward” protection which 
prohibits the Consumer from sending it on. Exactly this function was identi-
fied as a business opportunity by one interviewee. Also, content could by-
pass the media networks through the telecommunications networks. An ex-
ample with a 100m final in the Olympics was used as an example. The clip 
could even be user created. New opportunities could also open for recording 
on behalf of the Consumer, with the note that it could affect the way com-
mercials are used. 

When looking at strategic networks, the different examples indicate that 
what are presently seen as a strategic collaboration are collaborations be-
tween the telecommunication industry and the media industry. 
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Figure 15. Differences between Telecom and Media industries 

Source: Author, 2009 
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7 Analysis 

7.1 Introduction 
In several phases of this exploratory work, a search for relevant structures 
has been performed. This was done in the literature search for the theory 
chapter, and when creating the interview template. However, when discuss-
ing a subject in an interview, it becomes apparent how intertwined the sub-
jects are. This was experienced when documenting the interview results. For 
the analysis part of the thesis, the complexity remains. However, the theory 
chapter does provide a base line for comparison of the empirical results, and 
thus provides a frame of reference. 

A large part of this thesis consists of a search for a representation of a 
value network. In this chapter, the findings visualized in the previous chapter 
are used to modify the proposed value network model. 

7.2 Analysis of factors 

7.2.1 Starting point 

Several forces, mainly applied to the telecom industry, were identified in the 
theory chapter. It is personalization (Wirtz, 2001), everybody has a mobile 
terminal with a SIM card. It is deregulation (Li and Whalley, 2002), the tele-
com industry is becoming more fragmented and as a consequence the num-
ber of roles increases. It is digitalization, making it possible to use the same 
transmission mechanism for film, music and software (Wirtz, 2001). With 
the telecom industry becoming more fragmented, Li and Whalley suggested 
that the opportunities will to a higher degree occur close to the customer (Li 
and Whalley, 2002). The digitalization of the telecom industry was predicted 
by Stabell and Fjeldstad (Stabell and Fjeldstad, 1998), noting that the medi-
ating technology will go digital. 

The telecom industry had all the means and incentive for creating Mobile 
TV using streaming. The Mobile Operators have the distribution networks, 
the needed spectra and access to the Terminal Provider, plus a drive to re-
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place the decreasing revenues from voice traffic with other services (Peppard 
and Rylander, 2006). 

Schumpeterian innovation explains value creation from a technology de-
velopment view, with entrepreneurs (Mobile Operators) taking the initiative 
and creating value (Mobile TV) from novel combinations of resources (Amit 
and Zott, 2001). In this case, it is a network of Actors which enable Mobile 
TV. A suitable theoretical framework using value networks has not been 
found, but certain features of the value network were identified and used 
extensively, such as a hub firm and reconfiguration of roles in the value net-
work. Also, the illustration of a value network has been found to be useful. 

7.2.2 Analysis of general factors 

The application Mobile TV is today one of many applications available to 
the Consumer, as illustrated in Figure 16. The revenues from Mobile TV are 
but a very small fraction of the market. But it is new, it is developing, and it 
will remain in some shape. What was evident from the material collected in 
this study was that the two industries telecommunication and media collabo-
rates and also competes regarding at least the subjects discussed. Figure 17 
tries to illustrate this. It manifests that even when studying the new and small 
application Mobile TV, these very large structures becomes visible. 
 

 

Figure 16. Mobile services available to the Consumer 

Source: Author, 2009 

 
The status of the legislation, illustrated at the top of Figure 17, seems to be 
that it is in many ways weak for the present technical solutions. One reason 
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for this could be that is seems to be created for a technical solution (broad-
cast) which has not yet appeared on the Swedish market. It was stated by one 
Actor with a Mobile TV offering also in another country that the legislation 
was clearer there, creating a simpler business situation. When developing the 
present technical solution (streaming), the Actors has had the advantage of 
not having to comply with any specific legal requirements for this particular 
application. This is an advantage for the telecommunication industry, which 
has developed the application Mobile TV using their existing networks. On 
the other hand, the weak legislation has made important Actors hesitate to 
participate. What the legal authorities themselves think about this situation is 
unknown. One comment to the EU recommendation for DVB-H as the tech-
nical solution was that such statements could prevent local (Swedish) legal 
authorities from developing the present market. Another comment was that a 
DVB-H broadcast solution preserves the present business model for TV also 
in Mobile TV, which is advantageous for the media industry. Worth men-
tioning is also that the legal requirements on coverage and public service 
could be different for different technical solutions. 

The media and telecommunication industries both make money on the 
spectral resource. The Actors in the two industries have brands which are 
well known by the Consumers, and are competing and collaborating in dif-
ferent offerings. With spectral resources becoming available through the 
shift from analogue to digital broadcasted TV, the question is what the spec-
tra should be used for. This is the digital dividend in Figure 17. A concern in 
the media industry is that if Mobile Operators could establish the present 
technical solution, they could over time require more band width for an in-
creasing traffic. This would be a disadvantage for the media industry. There-
fore, companies from the media industry might not be so keen on developing 
the present solution for Mobile TV after all. An important Actor, SVT, re-
ferred to this as a political problem on which they do not want to take a 
stand. The effect of that was that some Actors had a hard time branding their 
offering as “TV”, since the Consumer expects SVT to be in a “TV” offering. 
The harmonization of spectra over Europe is far away in time, so a pan-
European solution seems distant. It makes plenty of room for national solu-
tions to appear meanwhile. However, the pressure for a pan-European solu-
tion was pointed out as a possible obstacle, due to that local regulators hesi-
tate to act on issues regarding the present solution. Swedish authorities have 
not yet taken the necessary steps to start the process of granting licenses for 
freed spectra. After the interviews were conducted, a report from PTS con-
cludes that there will be no TV broadcasting in the freed 790-862 MHz band 
(PTS, 2008). The band is made available for other services, but it is not 
stated which ones. Broadcast Mobile TV is one of several possibilities for 
the freed spectrum. 

Also in the content business, the two industries meet. This is the core of 
the media industry, but recently other players have appeared, doing business 
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with content. Just as in the music industry, there is an ideological discussion 
on the best way for the industries to handle the technological advances made. 
Are Mobile TV rights an add-on to other TV rights? Can the Consumer share 
content with other Consumers? Is it possible to charge Consumers multiple 
times for the same content? What is most important, to expand the service or 
to be able to charge for every event? Clearly there is a short term answer and 
a long term answer, and they might not be the same. On top of that, the real-
ity today seems to be that no one knows what content is suitable for Mobile 
TV. The Actors are trying out different ideas on the Consumers. The brand-
ing is important for the offering, and lacking well-known brands from the 
start could be a big disadvantage for the pick-up of the application by the 
Consumers. In Figure 17, it is illustrated that both the telecommunication 
and media industries are feeding content to consumers, but the telecommuni-
cation industry “owns” the mobile phone through the SIM card which is 
needed for all mobile telecommunication subscriptions. 

This thesis has defined the terminal for Mobile TV to be a mobile termi-
nal. But since the interviews were open, several proposals for what “Mobile 
TV” could be were made. Regardless of what the technical solution would 
look like, there were some issues which were raised. If the terminal in Figure 
17 is a mobile phone, which this thesis assumes, the relation between the 
content and the SIM card (telephony subscription) must be sorted out. Is it 
the Mobile Operator which charges for the content based on the identity 
provided by the SIM card, possibly on behalf of a Mobile TV Service Pro-
vider, or will there be some other technology in the terminal used in another 
business set-up? 
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Figure 17. Telecom and Media meet in major areas 

Source: Author, 2009 

7.2.3 Bundling can drive digitalization, or vice versa 

Bundling as a sales method is naturally used extensively, using bundling of a 
mobile telephony subscription with terminals and maybe other products. 
ATG makes an advanced bundle, preparing to offer a Mobile TV and a gam-
bling site, which creates an event around harness racing. Bundling of ser-
vices could be done in the mobile terminal, offering a multi-receiver of dif-
ferent signals. There could be one receiver for telephony, one for TV, one 
for radio and one for GPS. But bundling can be done in ways which requires 
technical convergence made possible by digitalization. Bundling of Mobile 
TV with radio requires the data to be sent using the same signal. If for ex-
ample Mobile TV is bundled with some other TV formats such as cable TV, 
what would be expected? Since there is one subscription, it would be logical 
to expect the signal to be received on either terminal, one at the time. Maybe 
it is expected that both terminals should be available simultaneously, show-
ing the same or different content. An even more advanced expectation would 
be that it is possible to watch one of the terminals, and then switch to the 
other terminal. 

The reason this subject was selected for analysis was that if Mobile TV is 
bundled with for example radio or other TV technologies, either in the tele-
com domain, or in the media domain, it will give rise to convergence of the 
products. That would mean a common platform handling the digital data. 
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And that shows that the digitalization process is an ongoing process which 
continues to have impact on the two industries. 

7.3 The final value network proposal 
The findings illustrated in Figure 14 needs an analysis in order to be a part of 
a final value network proposal. The proposal is shown in Figure 18 below.  

7.3.1 Identifying a new role, the Content Site Provider 

The Niche Actors deliver content, aggregated content and a portal to the 
value network. It is natural to include the Niche Actor as a Content Provider, 
or an Aggregator, since there is no real difference to existing Content Pro-
viders and Aggregators. But a Niche Actor delivering a portal for a Mobile 
Service Provider has no existing role, thus a new role is suggested, the Con-
tent Site Provider. The Mobile Operator must have had this role all along, 
since he provides the portal to his content, but it has so far not been sepa-
rated from the other roles of the Mobile Operator. The examples found in the 
literature did not either show such a role. Several other tasks will be assigned 
to this role below. 

In Figure 14, there are two new additions to the offered content, a Content 
Site and a Content & Gambling Site. The background for the Content & 
Gambling Site was that ATG had a mobile application which would provide 
the interface to the site, and the background for the Content Site was that for 
example Nokia could offer content services via a button on the mobile ter-
minal. These contributions are also included in the Content Site Provider in 
Figure 18. There was one more example on a contribution which could be 
classified as a Content Site Provider. It was Content Providers who bypass 
the Mobile Service Provider, and sell directly to the customer. 

When it comes to the new role Content Site Provider, it is also indicated 
that there could exist a large number “n” of Content Site Providers. 

7.3.2 Separating out the Billing Provider 

For example ATG pointed out that they needed flat rate in order to run their 
Content & Gambling Site. Several Service Providers pointed out that the 
Mobile Service Providers (read Mobile Operators) can become a Billing 
Providers in case they are by-passed. They already do that for ring signals 
and other electronic goods. This role is indicated in Figure 18. 
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7.3.3 New possibilities for Service Providers 

The existence of the Content Site Provider opens up for services delivered 
from other Mobile Service Providers. This is also indicated in Figure 18. 
They are indicated with a low number “II”, since they will probably not 
abound in the same way as Content Site Providers. 

According to Figure 14, it is possible to subscribe to a Mobile TV service 
from a Mobile TV Operator which is not your Mobile Operator. The exam-
ple used was ViaSat offering Mobile TV to Tele2 customers. Several other 
Actors could become Mobile TV Operators, for example Boxer, ComHem 
and possible TV4. They are also indicated with a low number “II”, since 
they will probably not abound in the same way as Content Site Providers. 

7.3.4 By-passing the Aggregator 

The by-passing of the Aggregator is a fact when a Content Provider acts as a 
Content Site Provider. Also, different roles could contact the Content Pro-
vider directly for content rights. One example given was when Mobile Op-
erators bought Mobile TV rights from the Content Providers, something they 
previously bought from Aggregators. In Figure 18 this is indicated that the 
Aggregator can be by-passed already in the business agreements. 

7.3.5 The Advertiser role  

When it comes to new roles, there is also a new role in mobile advertise-
ment, commercials in the terminal. The example was that Google and Micro-
soft are trying to get to the mobile side. There is a multitude of ways for an 
Advertiser to be coupled to the Value Network, so this new role is indicated 
without being connected to the value network. 

7.3.6 Incorporate the broadcast solution 

In proposed value network in Figure 11, both the unicast (streaming) and the 
broadcast solutions are included in the proposed value network. Since many 
of the interviewees proposed a hybrid solution in the future, both solutions 
should be included in a final proposal. It is not difficult to include also that 
alternative in Figure 18. Since no information has been collected for that 
alternative, it is included in its original form. 

7.3.7 The driver of Mobile TV is the Mobile Operator 

The driver of the application Mobile TV has been identified as the Mobile 
Operator. In the value network, he fulfills a multitude of roles, Mobile Ser-
vice Provider, Mobile TV Operator, Mobile Network Operator, Billing Pro-
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vider and Content Site Provider. In some of these roles, he is or will be chal-
lenged by other Actors. He will also challenge other roles, for example the 
Aggregator, and even the media domain including the Broadcast Network 
Operator by offering TV via broadband connection over the fixed telephony 
network. What could be elaborated on is how come he is the driver, what 
motivates the Mobile Operator to drive the application Mobile TV? The 
simple answer is that with the revenues from voice decreasing, he needs to 
find other sources of revenue (Peppard and Rylander, 2006). What could be 
added to that is a very simple reason which is apparent from the collected 
material: Because he can. There are no regulations to consider, since he al-
ready has the needed permissions and spectrum available. He can start in 
small scale using his existing network. Presently, the Mobile Operators who 
are also 3G Mobile Network Operators all offer the service via unicast. That 
is now probably a driver in itself, in order not to loose new subscriptions due 
to not offering the Mobile TV service. However, if capacity limitations 
would require a broadcast solution, the landscape could change, since the 
broadcast part of the value network then will be activated and developed. 
The Mobile Operators will have the possibility to have a broadcast function 
in their networks using MBMS, but that alternative has not been investi-
gated. 

 

 

Figure 18. The final value network proposal 

Source: Author, 2009 
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8 Conclusions 

8.1 Introduction 
In order to be able to answer the two research questions, work had to be 
done in defining what the application Mobile TV is, and in particular what it 
is in this thesis. A search for a theoretical framework was performed, result-
ing in specific features of a value network and also a suitable illustration as 
shown in Figure 11. Furthermore, Mobile TV was found to be associated 
with digitalization and the development of different physical networks for 
digital distribution. Interviews with Actors in the market then provided input 
data for this explorative study. 

It should be pointed out that even though the application Mobile TV has 
not been much described in the academic literature, the media and telecom-
munications industry are busy with Mobile TV deployment. In the commer-
cial world, the exploratory phase would consist of prototypes and trials, a 
state which some Actors have just passed, and for others it is ongoing. 
Viewed in that way, this study could be seen as an exploratory study in the 
academia, aiming at a context for the experiences from exploratory work in 
the industry. 

8.2 What is the present situation for Mobile TV? 
The driver of the application Mobile TV, and thus the hub firm of the value 
network, has been identified as the Mobile Operator. With the revenues from 
voice decreasing, he needs to find other sources of revenue (Peppard and 
Rylander, 2006). In accordance with Schumpeterian theory, he has taken the 
initiative and created value from novel combinations of resources. One of 
these resources is his existing 3G network, with available capacity. If the 
capacity becomes a limitation, new scenarios with other technologies are 
expected. Several interviewees expected a hybrid solution on the market and 
that has been modeled into the final proposal for a value network. 

Certain factors have made it easier for the value network to develop the 
existing Mobile TV offering. The spectra existed, and there were no legal 
hinder. Other factors made it harder. The lack of legislation made certain 
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actors hesitate to participate, and the pressure from the EU on the authorities 
for a broadcast solution does not exactly help the situation. So considering 
that the harmonization of spectra over Europe is far away in time, which 
makes a pan-European solution distant, this makes plenty of room for na-
tional solutions to appear meanwhile. If only the capacity can be provided, 
this could very well take away the need for broadcast solution. And capacity 
increases are coming with 4G telecommunications networks. 

It became clear that even though analyzing a presently small application 
like Mobile TV, important areas of interest to both the telecommunication 
industry and media industry appear. Areas like legislation, spectra, content 
and terminals was found to be areas in which they are both competing and 
collaborating. Interestingly, two major differences also appeared. One was 
the way revenue was collected for content. Telecom favored revenue shar-
ing, but media preferred subscriptions. The other was information sharing 
about the Consumers preferences. In telecom, information sharing was 
minimal, while in the media industry it was completely open. Cooperation 
has been pointed out as a success factor (Jarillo, 1988) (Normann and Rami-
rez, 1998), and the two differences are obviously something that the two 
industries need to overcome. 

With the telecom industry becoming more fragmented, it has been sug-
gested that the opportunities will to a higher degree occur close to the cus-
tomer (Li and Whalley, 2002). That seems to be true. Both the media indus-
try and the terminal industry have been shown to have opportunity to deliver 
services to the Consumer. 

Digitalization was showed to be an ongoing process which in the case of 
Mobile TV could mean convergence of for example Mobile TV and radio, or 
Mobile TV with some other TV distribution channel. This would result in 
new more advanced services. 

Many of the interviewees mentioned that an Internet-like evolution could 
be expected for applications including Mobile TV, meaning that the Mobile 
Operator’s portals are an intermediate state. The Consumers will learn to 
find the applications closer to the source. This is a very likely scenario, only 
held back by the higher price for over-the-air transmission compared to 
transmission via wire. 

When this work started, there was hype over Mobile TV. That hype is 
now over, and Mobile TV is more of a commodity. It seems as if bringing 
large amounts of data to the large TV screens which Consumers have bought 
for their homes recently is now more important, meaning that for example 
HDTV and IP TV have higher priority from the industry today. 
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8.3 What would a value network for Mobile TV look 
like? 

 
A value network for Mobile TV must satisfy several requirements. It must 
include the roles needed from a legal view, a technical view and naturally 
from a business point of view. One of the main efforts in the thesis was to 
show the value network in a visual form. There were restrictions imposed on 
the representation, in order to restrict the number of possible set-ups. A 
crude first model of the value network was enhanced, new connections and 
roles in the network were introduced. The final proposal in Figure 18 is a 
hybrid solution, showing the value network for two technical solutions, via 
streaming and via broadcast. The case of streamed Mobile TV has been in-
vestigated and elaborated, but the non-existing broadcasted Mobile TV is 
necessarily based on a simpler model. 

8.4 Choice of methodology 
The author made a choice to perform this study in the spirit of positivism, 
more or less forced to do so due to a background in the natural sciences. A 
lot of effort was put into trying to create a controlled experiment, in order to 
be able to draw conclusions. The exploratory nature of the study provided 
room for incorporating the unexpected. 

However, even though the design of the study was towards a controlled 
experiment, it could be argued that the study in fact was also using herme-
neutic methodology. For example, trying to define what the application Mo-
bile TV is, took a lot of iterations, which could be seen as a hermeneutic 
spiral (Eriksson and Wiedersheim-Paul, 2001). Also, the author is forced to 
trust a certain amount of pre-understanding, which is used in hermeneutic 
methodology, in situations when definitions would be overwhelmingly diffi-
cult.  

The conclusion regarding the chosen methodology is that it is believed to 
have created a study which is at least partially repeatable with the enforced 
restrictions. It has been pointed out earlier that it is only valid within a cer-
tain time window, due to the developing market. 

It would naturally be possible to conduct this study with a starting point in 
the social sciences. In fact, that would probably be the normal case. Hope-
fully the angle chosen has in itself brought some value to the study. 
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8.5 Further Research 
There are numerous issues found which could be further investigated. In the 
theory chapter, it was noted that even though digitalization has drawn atten-
tion, there are recent phenomenon which would be interesting to study from 
a theoretical viewpoint, for example 

• Linux (open source operating system) 
o Commercial companies are offering services for this prod-

uct, which is developed by its users 
• MySQL (open source database) 

o Commercial companies are offering services for this product 
• Affiliate networks such as Tradedoubler, Zanox, Double, Adsense, 

Comission Junction, Amazon 
o Revenue sharing in marketing 

• YouTube, Google Video 
o The users are providing the content 

 
The proposed value network in Figure 18 is based on a simplified model, 
several parameters were excluded. It could be complemented with a con-
nected Advertiser role, money flows, and also regarding for example Mobile 
TV rights management, DRM and the Terminal Provider (Autio, 2007). 
There are also companies which influence the value network indirectly, for 
example Mobile TV solution providers, which could be studied. 
 
One part of the value network was not studied in detail, the broadcast Mobile 
TV part. A study of this part could deal with several interesting issues. One 
could be who would take the role of Mobile TV Service Provider. Both tele-
com and media Service Providers are in a position to fulfill that role, so the 
two industries would meet face-to-face. Coupled to that, the role of the SIM 
card must be clear. The mobile telephony subscriptions are manifested by 
the SIM card, but the role of the SIM card in a broadcast Mobile TV solution 
was not studied, nor well understood. The broadcast Mobile TV solution 
exist in Finland and Italy, so it would be possible to further investigate this 
with information from these markets, and possibly others. 
 
The conclusion for strategic networks was that collaboration between tele-
communication and media industries was considered strategic. The reason 
for this was that there were business collaborations ongoing with parts of 
conglomerates, and it could be possible to open up new collaborations in 
other areas within the conglomerate. There is thus opportunity to study the 
strategies of these conglomerates in telecom and media. Connected to this is 
the legal side of it, with the power over the media in society. 
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One subject which was considered too farfetched for this thesis was investi-
gating the answer to the question “Would you get beyond TV?”. It includes 
the possibility of introducing interaction in the experience, which could 
change the TV and the content industry. 
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Digita, 

http://www.digita.fi/digita_dokumentti.asp?path=1841;3801;2089;9852;8047, 
2006-03-23 

DVB-H services, http://www.dvb-h.org/services.htm, 2008 
Ericsson, http://www.ericsson.com/ericsson/press/releases/20070205-

1102020.shtml, 2008-12-20 
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9.3 Interviews 
Andersson, Daniel Business Development, Boxer 

TV-access AB 
2008-03-26 
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Björkman, Per Head of R&D, SVT Technol-
ogy/R&D, Sveriges Television 
AB 

2008-03-12 

Blockstrand, Miguel Senior Product Manager Mobile 
TV, Ericsson AB 

2008-03-25 

Brunnberg, Johan Managing Director, AB Stelacon 2008-01-23 
Dahlin, Mats Systems architect, TV-services, 

Boxer TV-access AB 
2008-03-26 

Ekman, Thomas Sales & Marketing Residential, 
Tele2 Sverige AB 

2008-04-23 

Frank, Daniel IEC in Sports AB 2008-02-27 
Höljö, Patrik Director, Content Partner Man-

agement, TeliaSonera 
2008-03-26 

Laffan, Brian Nordic Product Manager, Hi3G 
Access AB29 

2008-04-02 

Nilsson, Henrik New Business Manager, C More 
Entertainment AB30 

2008-03-0531 

Norberg, Mikael Mobile & Distribution Manager, 
Nordic Region, MTV Networks 
AB 

2008-05-07 

Stavenow, Bengt General Manager, CTO Office, 
Sony Ericsson Mobile Commu-
nications AB 

2008-06-04 
and 2008-
08-1332 

Stenström, Herman Solution Owner Mobile TV & 
Video, Ericsson AB 

2008-03-25 

Strandqvist, Joakim Business Developer, Marketing 
and Sales, Teracom AB 

2008-01-23 

Söderberg, Daniel CEO, Broaden AB 2008-02-13 
Varbrandt, Leif Strategy & Business Develop-

ment, AB Trav och Galopp33 
2008-04-30 

Werner, Per Business Developer, Marketing 
and Sales, Teracom AB 

2008-01-23 

Willstrand, Dan Head of Sales, Camera AB 2008-02-13 

9.3.1 Follow-up interviews 

Ibrahim, Sally Adviser, PTS 2008-09-17 
Uppgård, Stefan Adviser, PTS 2008-09-17 

                               
29 3 
30 Canal+ 
31 Telephone interview 
32 Both were telephone interviews 
33 ATG 
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10 Appendix 1 – Distribution technologies 

This Appendix shortly presents the different distribution technologies for 
Mobile TV. 

 
Streaming. Streaming is a unicast technology, meaning that each Consumer 
will get a dedicated data stream. Each Consumer can watch whatever he 
wants, whenever he wants, independently of other Consumers. The number 
of Consumers simultaneously watching Mobile TV could create a capacity 
problem for the mobile network using this technology. All the available Mo-
bile TV offerings in Sweden presently use streaming. 

 
DVB-H. DVB-H is the handheld version of the digital TV standard (DVB-T) 
being introduced in Europe. DVB-H adds features designed to take account 
of the limited battery life of small handheld devices. Time-slicing is used, 
which means that bursts of data are received periodically. The receiver can 
then be off when it is inactive. DVB-H has been tested in many countries 
(DVB-H services, 2008), pushed by Nokia. There were three DVB-H trials 
in Sweden during autumn of 2006, driven by the Teracom (Network Opera-
tor), TeliaSonera (Mobile Operator, and Service Provider) and Viasat (Con-
tent Provider, and Service Provider). Services have been launched in Italy 
and in Finland. 

 
MBMS. MBMS is not a technology specifically for Mobile TV. MBMS is a 
point-to-multipoint service specified by 3GPP, as part of the 3GPP architec-
ture for telecommunication networks. It provides a service in which data is 
transmitted from a single source entity to multiple recipients. This allows for 
network resources to be shared. The service could be used for example for 
software distribution, and for different streaming applications. Two modes 
are available 

• Broadcast. An analogy would be a broadcasted TV, which can be 
viewed by everybody who has a receiver. Another analogy would be 
that everybody who has a mailbox in your street would receive a 
copy of a free magazine when distributed. 

• Multicast. An analogy would be pay-TV, which can be viewed by 
everybody who has a receiver, and has entered a subscription with 
the pay-TV Service Provider. Another analogy would be the morn-
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ing paper. A copy is only distributed to the mailboxes in your street 
which has a subscription. 

 
The status of MBMS is unclear since information is not available in open 
sources. Ericsson and Nortel promoted the technology at 3GSM World Con-
gress 2006. 
 
DMB. DMB is a digital radio transmission system for sending to mobile 
devices such as mobile phones. It is based on DAB, which the Swedish gov-
ernment has decided to discontinue development of. This means that DMB is 
not on the agenda in Sweden (Kulturdepartementet, 2005). 

 
MediaFLO. MediaFLO is a broadcast technology for portable devices such 
as cell phones and PDAs. It was developed by Qualcomm in the USA. 
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11 Appendix 2 - Interview Guide 

Introduce the interviewee to the interview, and to the procedure. The main 
points are 

• The interview is expected to last 1-2 hours 
• The interview is recorded 
• If the interviewee wants to withdraw any statements, that is possi-

ble 
• All interviewees will be anonymous in the thesis, only their role in 

the value network will be given 

11.1 Part 1: General subjects 

11.1.1 Legislation  

As an introduction, the interviewee is asked if he knows about the alteration 
considered for the Radio and Television Act regarding Mobile TV (SOU, 
2006). Later, the note by the EU on common spectrum throughout Europe, 
with reference to GSM, is mentioned as an introduction to a pan-European 
discussion. 

11.1.2 Technology  

What is the chosen distribution technology? It has a number of business im-
plications. Could the technology do lock-in of the Consumer? 

Is it possible to bundle with other services? 
Is there a software framework, which has higher level of abstraction than 

data transmission, enabling different business models and SLAs? 

11.1.3 Logistics 

Availability of terminals. 
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11.2 Part 2: Specific subjects 
The interviewee was introduced to the terminology of the value network 
using the IKEA example. The reason was to be able to use the terminology 
in the discussions. 

11.2.1 Business related 

Cooperation between companies, and the existence of a hub firm. Creation 
of value in new forms. 
Network of relationships internal and external to the organization 
Position in the value network 
Revenue model, including revenue sharing and billing 
Licenses 
Information sharing in the value network 
Strategic networks 
Who will manage the end-relationship with the Consumer? 
What value do the members see that they get from the value network? 
Success of the supplier may be linked to the success of the buyer, eco sys-
tems 
Avoid cannibalism on existing business 
Actors entering new segments 

11.2.2 Product related 

The product Mobile TV could have certain attributes which are valuable. It 
could for example be bundled with other services. It could also have a value 
as a novelty, appealing from that position. 

The assets for producing physical goods are relatively easy to copy. But 
for digital goods, the product can easily be copied. 
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