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The US Federal Communications Commission (FCC) released its National
Broadband Plan in March 2010, and in it, called for “voluntary auctions” to reallocate
120 MHz of spectrum for use in wireless broadband. (Note that 120 MHz is greater
than the amount vacated in the 2009 DTV transition, during which 108 MHz of
spectrum were vacated.) While the content of the National Broadband Plan was
well-anticipated, nonetheless, its release caused ripples in the broadcast TV industry.

Even prior to the Broadband Plan’s release, the US broadcast TV industry was
facing a variety of issues. The recent economic downturn led to full-scale
restructuring of the automotive and finance industry, both of which were major
advertisers. For ad-supported broadcast television, this has meant a consolidation in

Abstract  the number of advertisers.

A separate systemic change is the appearance of the connected generation — a
generation used to multi-tasking, and intake of information and content through
multiple screens. According to Nielsen Research, at least 60% of TV viewers used
the Internet while watching TV during the past month.

This report surveys the broadcast television and cable TV industries and
summarizes some of the challenges (and opportunities) they face today. The
second half of this report will focus on consumption across multiple screens, or
“multi-screen viewing”.

Broadcast TV, FCC, multitasking, terrestrial broadcast TV, broadband, National
Keywords  Broadband Plan, mobile TV, wireless spectrum, wireless broadband, cable TV,
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