EEEEEEEEEEE

TSiRETE TERIERN, BN/ EEE  wEE  p.2-4

20108 REF B E SR HERRER
EEFGSHERMME / wxE  p.5-7

£ - WASER /e p.8-9

[BHIREE MM E A 3IIREE / 2xx2  p. 10-11

Social Media — A Primer / Paul Haswell  p. 12-14

{EIBEETIT#8 : {Merchants of Culture: the Publishing Business
in the Twenty-First Century) /2ZE® p. |5

MEBRESR "FH, MRARR s p.16-17

—A{EREREE  2EE . 18-19

@IReEEH  p.20

www.rthk.hk/mediadigest

CERELER) LR ESRER LB ERE

MEDIA DIGEST online version provides category search and archive of all articles

Lo «mimain) mEsEa g - MREnams - SHREH -

ARSI AR EESRISIZ /A -

MEDIA DIGEST is published by RTHK and produced by Corporate Communications Unit.
Enquiries and contribution, please contact Managing Editor Ms Mayella Cheung.

T/ Tel: (852) 27941677 {HHE/Fax: (852) 23384151

EHS/Email: cheungll@rthk.hk



(8 = s R T ErB 52 - LUR BUES FEFE I 1A
EX EMREFRAVEFRESHIEMERS - B
BFLE - HESNME B ETEAVRAF -

—AANE - EEEFEBEAKXNHE - F
AEBWREREGERLH - BSETT " EREN
BMERBHAE,, @ BRNEMNERREBERY
AHEEBREDBAIMERE - KEMMAGESE
EBIRETERIES -

EFEEZEFAZZ2HEMEEHAED
RIHASRBI T (F > IEMEBBHRER—NNNE
AMAERRSESREREEEAEHBERY/NEERE
T EREFREZHNOAMEFEHE > KA
BIRFEFRIE "UWRE , DI BRIN—EFEZESE

=

Z5SRhiE MEEHAETENKEEEZHRE
BEEZMT - T BEEFEITEEZ—
RYEEEE - A —ERESEEMEFRNAERBER

FERETEMERBAETEERE, r BEHE
MBEEME R ERAERIESETMAEITE - LUIE
IMEAENAENDFERE - BERIBENGEIE - =
SBFREFRYF -

ZE——F FXEHHEEEHF EE
BEHEHNR—EE  EERBERBHMESE
BREERSGF  KETTLUMBERBZRED
R SMmE 2
EONEREEE
FPIEHBRAE
B mEMIR—
LE (F #5% W R 58 &
I XET
LIZEERA LI
BF o

wEZERE > RFUREZE—@ERILIE
EFMBEEHEERE S EE LLEREEREE
FRE > FTRMREEBESZRNSRAEMN "E
FTIEE L, (QMI» Quality-Mass Index ) » LL
FEERISLIERIEN B A0 "A4F L 0 TAUEE , EE
B - BEAfRE IR EIAEREFE IS —4% - SEiR
SEEFEBERFIEREENTGEZMEBEEEZE AR -

ERER -

EREMEENE

EmEZ "EREH., = —ERKEE
TRERETERIERAENEE - EETEHEEM
SRABMERSE ' 2B "TIWEHE (VR
Score) 4 M "FREHUE (Al Score) 4 BN -
MATGR=E&F - ZEEWEBEEF10FEHIER
E#E 2 IEEREEZEEE1002IETE @ EEE
154> - & TEAHEE (1Q ° Intelligence
Quotient)  #H[E -

RIE LR 0 TEBREH L TFI0E
1103 ZERIETH » BRERIRIEE 5 158573110
L ERETR - IEER—&R EFEIR 5 15
3120 ERYETE > TEE+X—BRYEZEEN
B 52125 ERVETHE > AIBEEHR—8&AY
BEER ;> M1 140LL ERVETH - FIEE B
XR—@ERVFBIERTE - REREIE - 5590 F/Y
BiEH > TEHENX—ENTEFER 5 553805
LUFRIETHE - AIEE+R—8MLEER 5 15§
ST5HLUTRETE - AIEEHR—ErIHFE
B MiSo260LLFTRETR - ATEE B X—i&AY
fBEETR - FFIEFEREx— -

g—: "EREHW, - "WERE, - "MERIE,

EHhemEE
mwEs | S0 |Eess | S2IE
140-200| &5 1% 0-60 =1K1%6
125 B=5% 75 =1K5%
120 BE10% 80 =®{K10%
110 BE25% 90 =®1K25%
100 EEEE - BIF&IE L FEET

TERIEE L TR 2EEENE - UK
AL A EZRANE Y - B ERE B IERE
BERMBZABRES@EAIES - BRI &5
- XA IRHEE - FTEE D IRHTE - B8R
TIWEHIE. A "IRERE ., BN - B8R
IR FIRZ AR - MILRIARBIRRER
Bl ~ WEEIR - LESMEEMUBTRELE
DHABRIE

BITEREHS . FRR T WEBIE.
MTMESE,  JEHBFOEFKRHEREE



FEE - Fikk - ERIEFERE B A " A 4F 4 A
TRUEE , BEFD - FERT— BRI - tbHh - BHEE
BB E R 2R ZEEGCHIZE - TRAJE 5
BAOR o AILITEHR > ElRARESEFRRKSHHIE
e tAAt+E, ~ THhEREKR, > TESEBAL,
SRR IADHT - BRLURFE - TERE
25, S BERALUEREESERE Y BEL
BB - S&A1F BRIBEHNEXEWSSF -

HEEFRE AR TR

LITFTREE TEREH, SHEERIEAE
RAXEFE » WL [EEIH0LLERER ¢

. lKtE L =E (VR - Viewing Rate) : — @ F
0-100mYtLEZR - DIFERBRAET H IR E AHb
EEIBRL EREEAAMBE AL BIEERX
BRAFREBBER o [RZH1F : 11.3%]

. RE IS8 (Al - Appreciation Index) : —{&7TF
O-10043RY&1E - LIBE R BREETEHIEFTANE
ZETE RS EBHAISAIINEFEIS S8 - 3=
TEXERAFREERER o [RZGIF - 72.743]

. BR# 1k (Standardization) @ #5152 £ A H#EHE
TRESBHRHESUEETIOENZEZRE > MA
FEBAERE L BFER TS AR L EE A
TEE LR - ER —SIBE R TIEREER
X HEEFEHREZIEBBIHFFHEMEERS -

. FE#{L 84 ¥#8 & (Standardization Pool) : FLLE
ITIRZALRIMERAEIEEE - (EFIEERVIRZELE
IEEZR EH1999—2008F 105 /R EiR i
WEHHWWEBELLEREMEIEEH - HIELEEE
200018 °

. BE8%(H (Outlier) | EXEAFENEP—@ETS
& B FE-—HEBSTSMNRMERBIEEN
PO = B BUEMN 5@ 3 A% - BRIEKALE%
HBIERFI ) — I B EER 1 SE D= - 40
E—HEmE LitsE - Bl SRER¥E - 512
L BB EEE SRR EEEAZSH -
REFFEB ETETEEHEONMTHRERE -

. B SE (VR Score) : fE@IF#E{L B BIUILELE
R BREHBPORERE  E2—ETFHEHES

100 > IREZR15898E - EREBENRER
0 = B{ERRTE /200  [RTHIF : 83.9]

7. MREBE (Al Score) : fEEFEHELB IR E 5
B EREEIPHNREEE > 2—BEFHEAE
100 @ EEZEZBI1S5MWEE  EREEERTES
0; RS BYEEYFEA200 ° [R_MBIF : 109.2]

8. BRIEMFEIAZE (QMI Raw Value) : BUUZE
HEEMEHENRMATFOY - EREHBES
0 mEBUER200 -

9. ERMER (QMI) - RIERIEHFBBEB XIE
HEEBPBIE  2—ETFHEA100  FHEE
A15H8E - HREHBERERO  Re8E
EXFEAH200 ° [R_MFIF - 95.1]

10481 B ZEIE B ER - BRIEBFTET
JERILLUTR U752 ARG BB AREE ¢

VR Score = Std(VR) ; Al Score = Std(Al)
QMI Raw Value = J VR_Score x AI_Score
QMI = Std(QMI_Raw_Value)

RT - HEERMF

&g AT WE mE \WE mE E#XR
&= | AR b= f5E0 BB BUE EH

xxxx |EEREARA | 11.3% 72.7| 83.9 109.2 95.1

N+1& 7.0% T75.0/ 80.9 116.3 96.8
JENA+5E | 12.3% 73.1| 84.6 110.6 96.4
=B A+ | 6.9% 73.5/80.8 111.8 94.3
FREEMERR | 10.2% 72.2| 83.1 107.8 93.8

LRAERAETS - BABETE " xxxx, B9 T8
RIEE L F9B950 > ETREEBHENEREIRIE
BRESE - DFOTRET - ZETBRVESRT
EaRislus 2z —  BERABBIRESH
KRim+4>— » AIEE TAUAFTAUEE , - 2RAEAEF
K| BE&RR T/\+#, RE -8 "TYE,
HEN BRI ZMRETE -

LIFEREMESTE "1EREH ., wEEDS
B -



I=

SIEES RS

REBIERE - 181999 — 2008FH10FMEBEEMRMAERSH
HWETB B LR RMEEBE SR —BIEE

—EESHLI10FERHFLAYAE
RAET B BB E

ZIBRT AR - BN BERAIWNEILRERBEERT
FIABEENL 5 - RRLE BB AR IR

— (A A1 0E BRI IR T
TR B BB E

ZIBRBERTE - B EMETENNELERBMREERRERR
BERY{E - ZFEEE ARSI AW IRR - LB IRF

—x

—{EL382000IE BB BB EE

REFECBIBERELS T - ERIRBEAER @ FHE1{t
BB EE WL E A —ETFIE8E100 - {RH#EEZE 1 089BUIEEF

—{E L8 2000 I8 BB AIIR HEAL
HEE

A. | FEEWELER | IRBRECBUBEETRERIRELS T 15 | BSHE2000I8EHIE
/LA B 2000/E &7 B pYUTE L=

N | BEEREREY  RBEECBUIBETREZRELS T - 1R | BHE2000IEMEHIE
#{LFTE B 2000MEE7 B AR E 8 8

€. | FTEEREHFREE - NNERERMEEERNZMA TS | SHEI2000IR2 RI5BFEIRE
2 =]

. | BEERIBEFEREE - HE2000I 88 REHFIREE | SHERBHEETEAR
o IRERFRERIRE(E S - RECERIEBFRBEE

. | A EFETERNERIEE - SEMIMRECBBENEEHE | SHZEBENWERIE - RE
BEABRBEEIEAX BEREBRIEH

+. | ST EMET B ZHABFNVERER - BEMNIFEECBBENE | SHZEBRSFEFNINER

BT RMBEHEEAERIEHETE AN

B2 - MEHERERIEE

DERGVEBRIEHETELSER > EFE

ERE - ER

—EN\SEHEELBBERERIEHETEL
X - BREERSEH AEBELE+S - 15H
TRETEAIERISE -

BRIEHMEHEEY  TRARKEBTE
EBHPE - RAGTEIHEMERIEE > HSF
RIS MEREETE K HEREERESR

"P'P_,P"

FEFAYEHF
837 - #EHE
BitEaEE
EX-EFE
BRE T2,
I S ] i

B ETESHE
KPR ERBERAERESEFE - AE2EAL

FEEE TH
BrE, A
FHhERS
RKEEEW
E - EMER
MEEERA
LLfE A a9 45
¥E o EERFILE o

-1 $EREE

BEEXBREMABIEE

+1 JiEnE
ERABREMESEAERS



IR ps @i a0 B e He B IR R AR AOAE R0 A
HWEPRIBEESAEL - BREEERATRIE
METRGRR A T 1E 19984 52 A A L S HETT -
z e AR ERERA
FBRIF 1999 £ M
AES o RIBEME
Hi FBELR
T—EBRERE
BiTRRES AR
FAAMHY T EIRES
EVT—Eit ' EEA
F':ﬁ@J ’ fﬁ.ﬁ‘FﬁZ
T RE BaEET
FREEHAETNRESE - RERE - BES
SEMETEES  LRGEFHEEAFTRANE
NRAE AR T HET - MAREIEH BEEE
TEBIREEASEREMITET BB IIETT - B
BHAERRES S A S+ IUEEHE(1998-
2011) »

BRESEREIBEEEEE

B1999FMts - BFEREHLHINE
FEEXETT  BNEfR=ERAE—X - AELE
FEFEME IR EHRIAZICETT - MRS R B ILER
L FREFNEEER  Bl—MEEERE
R RUIGTEI —EFEZXER - BMRARESR
AILGE—S#E T ERENBMEER, I
WEEBEHEREE - EMERBERESFHERAE
Rt - REFETEIMEE "TRERES L - LEEME
TEEREZ ) S E W EIE - FBEEES
ERABE -

AEHBERENELETTE (BHEER
ZAEM—BEEE) - RUETEINREES
KABEETHBENR - EREBEZFEREELR
HRETE RmIE—DERRE » RRTHEE
RERXRMFHIZREEBEZEN  BEFERFEH
JFFERENRRRFAREUNMIECR EFEARE
R EBEERAERESE - BrikLlL > BARNE
AR > BRETEHMEREBEREES U HEF
AXE - MATEER BT - BEEE -~ It
SEAHB R RHES(FE M E/VET B B REEHR

=

=

2002Z 2008 HAM » A THEMBEE B
WM@E - NEERES JERERET > 812
Z—EREMA LRSEENETHEARER
B IREFRMEFNETE » TREERBEN
KB - RE2004FE=FEHMMK 0 FKEIRED
BB MR R ERS IR A BT B B ERI L BHIEt E—
BN&dfFit= - MURRERMS - LA @EE—
RUMIRL 75 5E - $A18 » FH2008%F (R - BEE
REBFEATHERISESH B RBERAERER
(BIESXAERNER) @ BRIEBKRSAEH
RIS IR LE BB - LB RE SRR D
MERESEENREPIIBRTEETHER
REM - BRE2009%F @ EERIEEAEHFAES
STEFEHMMR - KNEEFEENRES - FREES0
EETH R AT REBE MRS FEHR - BT E
FEFTEMERER R - KRERANRTE TN
BC > BIR (52018 @ WEBEBRAS FBHIERAITS
BRI RBAERE  MUIFRZTEREFHE
BYEEBISBC - BT B RIAEFKBCTIR - ME—E4
EEIB WIRBAHEE -

tesh - a1 B @R EMR A REETRERIE S
ERBHIRTIRZ AERTE R E - BAEAIEE
TRERIER  BLUFERETEITE  BHRASER
BEHEAZEBERE - MEHIRRFEHA
YTRIES - BIZZ R A T B AR DL R feh 8 75 DR R
R HIE—IRME - B20095518 - B|EE
TRAVET B & R EAMR B K RIZ R 4R TT /A3
H o

B FIRY - BAEIRAEHREHBIRRGT S
BiRe (AMERETRS @ BEEER LM
B ZFAWEESHRA - BREBR « nowEIR
BREEETIRAER ) FTEMIERERBRIE
BEET S - LIPS IRET A ER R EHUN B EBIR AY X
HiEE - HRNINEBEERASFRBMEREBERE
BRAFERA S EREET B 2T E B F RS
HIREMMERES - BIEEWREBEERAERA™R
EETH %% - ERELZEREREMNER S —E
BB R% > SAEHA T 8EETE RFELIERET R
EiR A EEHERMIEHRENFTS - REZ - IR
R EEZFERENE B RERKIAMIITE100E
LT > HEBNERAREEATENREE -



[ R o i - o - D - G2

e | It | HOSESA ([0 8 - B-RH AR AR RoRed bR | | a0 200, 20 D0 00 00 00 57 T 0 |

TARME MEER _
-

2010

REEEAEER
MERREENY
[Tty

TEMRENRE (ONISEIINE) SRESES RSN NN HARA0N | §
BEE - REEA - SNEAR NN EAGEON - M ESPIE R (MR
RETRITHEN: ZRERENG  TELN  OVEMENS SN WS

EMEMID - BN -
ST B T P LS I S R o

W AT  EEF 2
FEETEHRGI  FEEERAMA - UESESEH VSRR RaETH - T8
TSR TR

— D itadat)

BRI EFREMBEREAERE - LURAIREY
MrEREHEREEE AR ARNEEMIAR
% o

BHUSE TR ASIRE AT E L 7 BT
741 2 7 3 7 L 2 9 S 28R 3 7 397 D B A
METE - ERER - BER  BRONTEE
BUBISET e O A A R A I B Lt A Y
B AT 19 10T B 4 B 7R B 4 3R 25 R 43 B 51 R 486

it -

SEIUPEEXER

R EHAE 20100 ERB—XHFEFRR
HRAIEF B SHREH BEBE S HS0ME :
EBEL - ERER - ENERRBEERS
15201E - FAEHM2011FE1H10E23 HEAREE
17 EEEEKRINGHME 72,1009k L L
BRBEMNETEER  BEEELEERE69.2% o
BEHAMEERTE > BAERSERE T mES
RIS RPSHETT - MEEN SN B IEEAAEE
A1,000{@LL E o #tk - LUREEARET - SEB
S HmEREDO N —BABBE S > ™80
BT ENMERBNIEEREZAFTIHE

AR I E IR 8 A69.0753 - FIGRBIMEKS
24.6% °

LIFBFNE 5% L ERIET B &t - ABEERAR
B RESH20EENBHIEF & -

— KERE (BR)
= MiBS#EzZEBEIE (HEE)

#aE (BE)*

O. ERARMEE (E2)*

A. 2010FEBHIEXRERE (BE)
7N FRELERR (EEER)*

t. FEELERI CGEBR)

J\. 2010EfFtHEZEKREREE (BR)
. TEBKE CBH)

+.  EHABZED (EZ)*

+—. ERIGHERE (BE)*

+=. BFEEE (ER)*

=. fnasft (B
+P0. 201 0F ERBENEE+AANMIREEE (SETR)
+7A. 2010 KXFEEERRT (HEEE)
+7%. BEE2010 — M=4#84#2 (GE1R)
+t. BFEER (AR
+\. BEHMAE CGBR)
T EERELEE (AR
—+. EFEREEk CBS)
* [ABEA2010F E =R — 1+ KB H.Z— & #618

ENFEREKRHNER > BHE2AH
MERIEEEESRSMERE - 2EEE
BEARIE (AGERE) MEZIAVELZRISE
(MBS #zRBFIE)  BEE=(HRER
SUFRIRHAIEEETE (L) -

tesh - EHFRESHNZ+HEETBE 2 - &
BRI ILE - AHEIESR ) BRRGAME - ™
BREEREFARE=ME - IFERE > T
ALEBESRSTHMEEH (71.58) - H
mIKR B (68.93) ~ #H#E (68.49) Kb
iR (67.27) - ERFIERFEIREE B AOEEE
R LIWEESTE - EE&HE (70.87) M
BiRFE (70.81) [UBEE® - SRIHEIIE—
REZAL > RBEEnoWESREIR (69.94) ' B
RZIZIEMNENR (68.91) MHFEEHIFEIR
(65.46) - B - BRFEEE/ UXEE2EEE
704> - MnowB4REIRAIFF D TF 2R RIFAER
RIS - RIBESESF -

EFRES

#HE T201 0B RENBMERRHEAE
& VO {E RS Ex R AR 1 a0 A B5& 8,455 %



FHHEIEXRAEB S ZNT AR > HFRE
AR R —HABEBE M B RAME
EHNERHESH 216 HFTHEFFET
Z o HEEFNEBEREZR  FEEEEML62
@ (29% ) ~ EEMEMRBIME591@ (27% ) ~
IR TEIRG50ME (23% ) REREMRG45E
(21%) - BEME 21 0AX R ER
BT EAAEFIOMEIREIAE6T.425 » BR09FER
F5ER (68.934) BE AT » M FIORENZEE
H22.7% > [EIEE09EF (25.0% ) A= o

LIGBHZR5% e L ERIETEET - 44382010
FEFEMERBHRESAI20@EENEANT

5 2)FHR 1 66.574> > 3)MAE 1 65.995) ; 4)
SEAR - 65.7745) - KM EMS - BEEE&E
BET=FBEEEENE  HREERZOHIS
G MmaeiRRBFESD - UeFBEETE

KRR E (BR)
#E (Ba)*
Ml S 2 ZBS1E (FEE)*

S -RINT

SLFEEE (HL

iﬁ§%§21$@@c&@* FEABRENERHE DR SBLEM (UERK
B ) B Ee BY 580 (SHREMFREH) - SEass

. (TiES 2 #8515) RIEiEA (EE2009
+. ZEZEZXR (EAH) 250y -
. EREEmE) (ER)*
A EBEBRRY I GER) EHRERY S EIR A 0 RS R E
+. FREERR () B BB S EANT 7 #3 S = FAIFSREET - 1L
T REROER CEa) WBEEE  BRERAHE I ERE R
+= ®&mA (Ba) ERENTFHMEEN  HEBERTBEE -
=. 2010BURREZRARERR CBE)* now - EEFRAME A ESE - BRnow M IERAY L B
+ou. —&Z R GBA) WAL HHRREFENRZENRE (BT
+Z. EE2009%R %1 (FERR)* %) o
5. BENES (T578)
++. BEEEMR GBA)* _ PRI | FREies | ies | FREies | 2 2Ty
A BABRS (BE) S I I L i
+71. EB1967RBF1A (FE#R)* BIRER 71.01 | 7071 | 7216 | 7081 | 7117
=+ "EE®, - IKRERESF (B8) WAL B 7151 | 6949 | 7193 | 7087 | 70.95

* AR 2009 F B2 F -+ KETHZ— » #1018

nowE4EER | 6943 | 6843 | 69.28 | 69.94 | 69.27

BB E{i5EEEE T ER 6755 | 6935 | 6971 | 6891 | 6888

EEEESEWNKREEEBGESE ' & EHEEIEER | 64.26 | 64.29 64.00 | 65.46 64.50
FZ+ASETREE+=E > M+ ASES
BIMEATE - ErAhEEE A (AGERE)
B (EBE)  MEERLAEE B TRE
B A TN ERASE - BRI EIR A 2 EW +1 E2REE
TR E S BARIE KRS ¢ 1A ¢ 70.82 EARBREMEBEITME




HIrERE -

2011 #:18  =mTWmESER (B33E+
KX S MERNE @ —Seths By
—ERTE o B o 4T SEAYSEHAARME o BE LR
B RS R - Br 0 BT ES—EERN
SR EIR B HEE -

THFEEIR . 0 —EBEAEESEIRNE
RE - EEANEMREIFRZE - BFPHEEBRARY
SEE - MMEHE TR ANR L BB o M
BRI CGEBHEZE) ~ (IRESE) - (FEMH
BB « (REXAXZE) FEIEEEPREERE
ZREREEBR > "H#B%, TFE - FBEE R
BT EMHA ST —REGRE -

TEHER ATHERBREEZENEMANE
TRIBEEEZRE > BBEATHETRKSE
wEERER o TEAR . Bt TARERE
EBIRE . @ ENEEEXCERBEN+FE
B TR EIRAS A ELEE L BIR199THE
1B 1BIEXEBIEMN2EET 23X - RIEFHE
RiRZFIERH (CVSC-SOFRES MEDIA - f5§5F
CSM) &E¥IEET » 2009 F A EIRIEZE31
&2 & i A B £ A9 I ULTR R HER (2
CCTV1 » (U/EFfE LESREFE _ & - RAFIRE
BRBITRANE— 2010 MEBIREEES
WA ZRRE361ETT » IR BEREmRAIE — -
AR E S WA RUTRER - BERIEIESREA
KRR EFNEHE S - AR BEHE—E
B AMESERNMNERS MM REEREEE » —
EHMNBERN I > EAasNFGREEEE
EESRESE  BEERANER -

(XXmLY

18248 @ B@PREERESEEREFC
BOZLHE > FHEA T ERE —EGH1,2005F09
JEIBEE (ENERFRR) 2EEP—ESUIRM=
B E (RXAL) 2MmiBtER - (RXM@AL)
=B/ - EAHFRERENAREROFSE
H(talk show) - B/ ET B EFHFERARK - Fa8Y
R - IREEHAER - SRIERANFII R AR S/
WiRZ - (RRA LY WEFEEFERE " XX
R, HBAEFREFNCTIREEES - 2
-~ INA s BIRE - LUESERHUIER ~ 3EFHHTEE -
EMEEXEN HREBIRTIOEH - MRS

) (RXRKMA LY BEESFLSEMEIT © KL
APBEERTERERSAGEENR -

BR FFEAEEER - S00IRSERR
EREMIIFEERESSEBRE » —(UFEKIR
BEEIEEETES  AMMERAUREE
BRERBHELZERNTBEEREZIEFR
FHEI - fBAIEEFRAG TR RAT "RREH
BOFRGEEAFREFE - T FEMEERRIFAR
F—Etse -

FEHBIT  Af T KRR EEEAA
SEIET  MEEREREES LB o FHE
RRAKEHE—ERA (RBRER) 18
C PICEN .~ o iiiccl .o p
1525 B 58 2 1B
TR
EEEE - B
£ Fh 0 — BEE
=E B TR LS
MBI a - 7E | 5
TR KR "}
ERFBERFORIREIENOE BT - M BRITREA
MBIRRMENE - H - TEEE, CEETR
TR A - S AN REERS o 25
B TR  NEERBAETENEEN
SIS, FEREIBEE - AR T TREE -
RABMRE  ZAEFEESEEE REERA
RISHEREE - FEASRESME - /\
YSFE L ER LML R R4S RIML L ZEAE - BB IE ST
BOE - TLEBEERNE - IR —m
EEEE FERBES RS - BEEREAN
AL AL + AR BITR S BB — EE BT T
RBATHE

B (RRXAL) 8RR > FHEETE
BIREBRSEFBRE - MEEHRASIOMRRIE
ELL TEEH L EF - SRR REERE
B R - EEAINARGEMA ARG
EFEHEPRITREE - ERAVEBESITFINHE T %
BHRERSREFRBEE R CESEREH
HEPF—aZ2EE  MmAeE48ERIER - EFF
AR ER R ASEIEME - B - \EeFiHnmma
REREEH—FEHH - FALLIB— (B REIERIAT])
BRERTTIE  MRBEEFEZNIRF - ETHR



INETR -

M > HERIAMETR FENRIFASRRER
0~ BERREGENS > HEHERITERM
B RIEIRBET A 0 P TIPS ERE
BER B FHEGIAIREA -

(EENEHERAR =)

TINFETR - —RK/NEEMR, EHFEEIR
BHEEE (FEMEERE) IO -

NER > HEERN (FiR) HEE/N
Fr (FHWM) 5#%U/0EE - BISERYT1H27
H-#FEFE1HA282T "HRABEEREE
Ful, (BN (FER) BiTi5M) 28 7T HIAER
BEEHEEKREREICER - T EERGEEA
BEREXZWHE  TEEBEREBE T E IR
HE - tEXEBEEEHBIZR —REE - MEERSE
BRIMRXEEFEMBIEE - TAXERT » —
A RBUSRBIRMEFRSE - BEERFIEEENEEST
RI—2H - BExHESXZ TEBEEF - &
A RRMABEEARBEEAUE REN
R NBEFESHETEZLPIBHMAREPIK
RAEE S - EEMISIERR > MRPHEST EXRLA -
TEEHRREEIRE - HBEREXNWELKRE -« 18
RUMRKRLEDRERHETTE#EIL > m (FEE)
XEBEREHABRENEREREE > BAH
TTEREEEREE - e RIELORZHER
— R T AL IKENERIRZ -

METHERRRT » SF (FR) BWExE
RETEEIEFEREB/REITE - ME T RS
MEREEERR - BEMAEEMESRIAIER
JETIBE - 350 2Rk - IS A RIEE
STV EREMEIRER - BEIRERIEIER
FRWEETEEIE P ERER  BAATTA0E
HEeEgR—BEAERIARESES  ETREER
RERIFEIEF - IERMARELS FHEERFIRE
MEBLMEBME - B> FARERORAISTAEMRE
BHRERE @ EFRFILRET2XR/MRERMTE - m
EFEET > KHBEEER=ErILEDEL -
EEAANEINSETRE -

1H26H > ZRELEBEEE 7 HHEKR
HE(camera rehearsal) - i3 A BB R 17 38 % ¥ 15
B ZIRIERAE - RERBEEREHRO

WMAEFEMEEEERE
SHE (FR) - AEETR |
FIHEANEE T HHUES
ARG BB RE
EHRE % (steadicam) » &
BXRXEBAT —#EAs "R
5, (Fly Cat) 2 iB1& R
h o ATLLIE KRBV N SMEG
HETTZ AE NG o R 3
IRARFSIR SRR - TR L BEERISN+
FFEREHREBEREMNIEESFXEIEE) ST -
nBEStt AR EGUNEARZTEERS AL - FEAILLT
SZEHEMRGIEBIFEBERG - HERIEXEIEE)
RUBEIEFRARVERD -

1H27HEE ETRF304> » /NFRERE)
BEiERG —EERIEES - Bc LEBE300%32K
BAMIWEBRIEES » LAXBEIE (MiEF
BR) FEREMBETEMNFER - fIHETERIEE - &
REZEEHEAAEMNFREIBESIH - (X
BELHEEY ~ (HXALE) ~ CRFEAB®) ~ (il
BETEgSE) F e P rEnEaf2388
RO IEAE - ERIERE - miBiEilE -~ 2
B EFE - FIEN AR LUEEN A B4
& BETEDAEMNEERBRETE - |
TEAFEREFHITETIRSIX  ZEEEH
BER - 2EE - TFEH AERETEHIRE
AEEFE ;- NRFRIBEMKXERILUFBEXR G
SR h 2K = (Sarah Brightman) FEE% 2 E R ez 5|
ANEEHMRAKEEZ - EARILEEFAME -~ H
B~ SERIRSEY (EMEE) SR8
SRET— R - SIRREIHEEFE o Sarah
BrightmanIRiBEAIE T " Scarborough Fair, &
TTime to Say Goodbye, * A& R T7E
YFRYERER ©

ER (EFEmR) RIH3,0002WRIAZIR
> HEBBRT —BHEHRGBFRMEMHAIER
o EEEBEREEEBLUFEKEKXT - EEI1E
N BEEAERHTRHE? EEEFEREFAL
TRIRENE ? EFEH  H—EHEE -

-1 (A RS
HEBAERBHLHEAES



10

1Hgmrnsnt RN e 2 8 IR -

ERE—IEREMARREE - TR AT
i& : TtFacebookMI AER B IAEMAA &I - 1B
MFEZINSH  BEEREESK+SERBESE
Facebook & {§1& _E RV AHELE -

EFEETEBERERMZHEETHEREEN
BRTEER AL EERREEZEN - =581
BIERREE T o FEH A MNIRE LM ZIEEE X
BRERMURESEROCAETH  BUORER
SRETEZEBCREAMTEETBEETN
75 0 HERIRMEEF AL -

MEEMILEEEARREIMD T -

fE A 3IRBERIRAETT iR

FY - ABAAERMZIEEA ERETS
A7 —RABRERE - EEEPRFIRTE
TATRIMHUE -

1. IBEEHZIREM S RERE
ERAERIEATFREERZIE °
BEEIBEINEIEEHIEESERIASIKE
EEREMREIESERAAE A LR 22
o AEBKEBNAXZERKREMEATT | B
Jb > Rt EREEEE B F 1K tRE AR
IRERB4FEL ERIBM T IEBEIEERAEE - K3
HE "ok, 2% - ME1-4F=IEEERAVIE
A £ER AL AFHL{E20-30KLLE - 20
RGAZIERVEBAMNGE  TH2M8 > 25
TEREEZESFEMIMNEET - RAREMIZE
g REETEMBEREEEHIEIEAIMaster
Degree * RM2MEEMNKEEEAKEASEE -

5

(i

2. XHBA/KMWETEE
RZ2EZEMEEREHZ  UWEKETLRER
o AARERMEEEEE - AIENE 0 &k
HEFEHTENTZIEESEG  TRBE2RERE
HAZEKER  REMTEEES —EH
TPress Release ; Bttt 75 » XEi&EEE AR
MIKFEE - ARRAREZBETFEICEETEET
H EEEEZETUNEZRTHE  EAREIET
BLFRFROAR A » FEERMRBBETEIAK -

3. ni3ZIRRBENER

AIBTEIAN - XTBERIRAARIAM - EE
ey ? HEBEAT O A TR MM EEE
BYEIRR - RA]ILLTE—ZE $X58 A SR B IS RIR AL
BT anfA{ERAMZEEE - Wl IEEE T 20048
RARVENMREEEE - ERELAUIR AR B T EEER T8
B2 EREZRISHF - B - AR (REEBFEIHE —
EREEBAMEK IR  SIFEERE—LA
ERRYEIHRRIE - BT EE ? AARENBIEMEZET
—E7FE ERERK -

4. ZREE

EEAINew York TimesFRHK— @) B (L 1%
IR EE - £2009F FIBEE T B AYSocial
Media Editor AETAE » E—FHFEAI20105F
B EMEUHEEA - BHE 7 R ABIERESR
B REeBENEZEREEREEE - MERSEEWG
A{RFETLIZIEAE - FREEEREIERE - FIEMNZ
EEETEFTEEXRRIEG TS - BAELLEIE
ZERN BRBAT  RIEEBFIR—F °

fE A3 IREERVIS ER 5K

ERM T RBER T R EIRIRAVGEE R
T BBERERE BEARSEINIFMRAIERE
EF - BREBEBEKER F K@EET - EaE
HF - 4B#mEE - £2 - T8 - SREFFTHER
AMFRITETFE @ BFHKRAER > 8—F
B—REEHAE—ERER - BEHIEEATAANT
EFHERE  ZRRATEBEETEESSTE
ERITFTE - BEILBIRZEIAAE P —ER
 MEEEHESN TR - IRARAYERIHE
BEfRRY DR - BAEEIZRER - ERAFREZEH
RV EIEHPREL - LIRS SRFREERERT > 12
B tETRARESIE N - ST XZIREERYER 2B A
1Eig= -

SO - REXRMISBRE - TMEL
ESRETEMARRS - RMRIFKREX
LT > 2T riET TIBERA - K% T
#EERREE R B RRVEEZRIITm - 8BSt
RE - B BERMONEMEEED - &
BTIFRIEE - IRREE EMIESEEETT B
¥t E L HFEAYES) - LEFIEERISE - MATR



ST ERE S AR R IEESE A
MAANRBIE—EE - UERTHEEANAS
IEEERE M T 2K -

AR - DL EEMAER - RTagnzy —
BAE  — T FEEHBBEROASHE - EQ
ZEMT—ERET @ EFEEE S TIFaIE

2R -

FREEREZE ' EMZEEL > AFRERER
HHNISER - IRBE XA - Ebs B AEE
BE o D EMAlFHRREKIL—/E - HEIREE
ASREDHIEEE - BEHNEE MHXXERES
B AMLEEI+2ERE 0 —BRB T EEIFR
S1EAT - FREBIESLE - FrLUE Ltz 15 88
EXRRSFHRFEEROW - BREMEITFEXEN
S5 EEMBEMEQTERTT -

ot

R IR 3ZIRBES | AV B

=IEA—ERFNEF - —ETEERAE
EHEETH > REtEEAEEEMNFSFEIZE R
=SB MIFETEN - 1 EFaceboockBEEH AtLE T
D Efans - REEFRAEBINEHER A
BR%% - {FER—EEERES /FH LB ASBTE
TEREXERT - BEMERREAASEERLG -
BEASTEBAFTS  fERBEEBRKY » &F
BRFEI X T2 > 5T PR R IEFacebookBEE
WOKE » —#T AU - ERFIEEEIETF
A BARUE | TEREETEEE - 2l—X
B S ERERN S ENTSEHE
8 AIEERXKET » EHCSHTEIEER S
HIRIBKAVIEE -

HESBERVESEER - a0R/EEREHER
m¥ > B EEMEERE ERGEHERIL(FH
BEE > MHERBREFEECEHNIRBRRR
BFRIR

EEHGapAEERKRMEBREBESAAM
Logo ' {F—&fFansfmmMmitFacebook EiE [
KE @ BEZARHIEERESNR - K LikE
Elogo ' W HIEIEES T —EAFLogorI#E L
BIERE » BHEEUVTRNBRSBHEENE K
MmiEIT AL EFNER -

EAMZFEENEHRELRER  KRER
HWEMRBIRETEEEE > ARBERE LRERE -
DRBLBBONERGIRER @ EIFEANE
FHEM K » ERRRIEE - B ER AT REE &AL
A E2HE o

FTLLEETRIRBAITRIRRRE » s8nt3Z
REEETT - ERDOETRMMER24x7T/E - AR
RE—EFEZEIR -

HEFaFEH

Facebook—m &R E B 2 & — E B L F
B FEFREMRALLEEHBESEEHMG - £
Facebook  F A& LIREHRTE - BRENH
BWER -

MmTwitter » LIEFREN B BN MIESF
F - EZXBEHEMAIAPI GERRIBTE) » (E{RA]
DEE FREAR > iREEGXEGERB SR
HAERIEEFSF -

HE EBETHESXRFENER BRTEHR
HegimEER A B2 R > ERMER L
R BREESHERMER  ETHEZFEE
ERMISZFF ERIRRF © EEanER ¢ Twitter EATLL
B - EHIE LT —ERLIRRMY - XEkER
L RIR BT E LT - Facebook Al LIS #EEY »
B —FEEUAYLEEY Z PREEND A AT LU E] - [FRF
FEMEEGER > FEREGRBTESE
REREBNRE T -

s

Tt 35 15 SR S (B0 1R BREE SR 2 — ER 2 -
BEEENEEERS  FHEETNERALL
RE—EEZE ) MEEELEEEDHNR
RAMER - (WS AR A RRIE S -
Zi@N > —ETB AT S EE R o FFLLE
ERMPLLER  BRATTEIEESR 817
FBHE MR A ML - A A 22 4 A H S E
5 o (%)

-1 RNE (ER:TE)

HERERENF AL /
ER@EXRGEHERERIMA

11



12

I learned that the social media juggernaut is well and truly
here to stay at the start of this year. My realisation came not
from the inspiring use of social media to aid victims of the
recent Australian floods and New Zealand earthquake, or
from the movie “The Social Network” being nominated for
eight Oscars. Rather, I was convinced of social media’s staying
power when my father, who has trouble using the remote
control for his television let alone a computer, “friended” me
on Facebook.

Social media is now ubiquitous. The way we use the
internet has changed from the passive model of consuming
data and information to an active model where everybody has
a voice, and everyone can make their mark on the internet.
Most of us have Facebook accounts, and the list of social
media sites we use each and every day in both our work
and personal lives seems endless, encompassing the likes
of Twitter, YouTube, LinkedIn, Flickr, Myspace and so on.
Even many of the news websites we access now incorporate a
social media aspect, allowing us all to comment on the latest
story and even post new articles and leads.

This has rightly made many people nervous. With
the likes of Starbucks and Coca-Cola firmly establishing
their presence on Facebook, and successful viral advertising
campaigns being run using social media, more and more
organisations are rushing to exploit the new opportunities
that social media provides so as to avoid being left behind.
Similarly, private individuals are increasingly turning to
social media as their primary method of communication,
sending messages via Facebook rather than through
traditional e-mail, and in many cases even using Facebook
and Twitter to tell friends and acquaintances what they are
doing, where they are and how they can be contacted twenty-
four hours a day, seven days a week.

Unfortunately, as with any technology, especially
where that technology is online, the use of social media is not
without its risks. Organisations and individuals need to think
about how they use social media, what they wish to achieve
via social media, and ultimately how to balance the rewards
offered by successful exploitation of social media with their
incumbent risks.

Building An Identity

[ am often asked by organisations what they should use

social media for. Some see it as an advertising tool, others as
a way to engage with customers and potential customers, and
others as a resource for brand development and the generation
of new knowledge. Ultimately though, whether you’re a
corporate entity, a public unit, or a private individual, social
media should be broadly considered as a way to build,
manage and portray an identity.

Consider for a moment your own individual Facebook
profile. How often have you thought carefully about what to
post as a status update, what to select as your profile picture,
or better yet “detagged” a photo that someone else has
uploaded of you because you didn’t like it? By doing so, you
are managing your online identity, and this is exactly how
organisations should be approaching the use of social media,
albeit on a larger scale. The examples given previously of
Coca-Cola and Starbucks’ Facebook pages are excellent
examples of how an organisation can build an identity on
Facebook and use it to its advantage. The Starbucks page
is plain, it does not feature status updates, and it does not

incorporates use of |
the popular Starbucks
card, allowing users

DO MORE WITH YOUR
STARBUCKS CARD
ON FACEBOOK

"

to “gift” coffee (real

coffee, not virtual
coffee!) to one
another. At the time of
writing, Starbucks has

19,705,716 Facebook users who “like” its page, and a wall
that is almost evangelical in its love of the brand.

Of course, not every organisation manages its
Facebook presence so effectively. Nestle, one of the leading
worldwide food manufacturers, has its own Facebook page.
Unfortunately, Nestle has received criticism over the years
in relation to some of its business practices, and many of its
more vocal critics have taken to posting their concerns on its
Facebook page, often including criticism in response to status
updates regardless of the nature of the status update itself.
For example, one user’s response to an update announcing
the launch of a new children’s “Eskimo Monkey” ice cream
was met with the response “look at how much damage Nestle
is doing - the more they sell the more damage they do”.
Nestle has in the past tried to moderate criticism by deleting
or responding to posts of this nature but unfortunately this is



typically seen by users as attempts to stifle criticism or even
“bully” other Facebook users, with predictable results. In one
spat between Nestle and a user on Nestle’s own Facebook
page a user even commented “very bad use of social media!”.

There are lessons to be learned here. Users of Facebook,
and indeed the majority of social media outlets, are from a
very media-savvy, and often tech-savvy, demographic (though
decreasingly so, if one remembers my father’s newfound
Facebook presence). Many of them know the power of social
media and do not like to think they are being manipulated by
corporations or indeed government, even though they often
are. The Coca-Cola Facebook page is a wonderful example
of this, in that it portrays Coca-Cola in a very homely light,
giving Coca-Cola an image that successfully humanises what
is essentially an enormous multi-billion dollar corporation. At
the time of writing 22,543,891 users “like” Coca-Cola.

Using Social Media Effectively

It’s easy to think of social media as only encompassing
Facebook, when it is just one admittedly large part of
the constantly evolving social media landscape. The
opportunities and means for anyone with a computer and
internet access to interact with the rest of the world are now
myriad. Shot a video? You can upload it on YouTube. Taken
some photos? Put them on Flickr. An aspiring artist? Publish
your work on DeviantArt. One of my colleagues arranges
hiking trips around Hong Kong using Meetup.com and I have
an academic friend who uses ScienceStage.com to produce
and publish research papers. For a private individual the
possibilities are limitless and the connected word is truly a
global village.

For organisations, successful use of social media is
more of a challenge. The holy grail for many a corporation’s
advertising and marketing department is to produce an
advertisement that becomes so popular that it “goes viral”,
passing from user to user via word of mouth, amassing
views on the likes of YouTube and becoming part of the
cultural zeitgeist. In mid-2010 Old Spice ran a truly inspiring
advertising campaign. The campaign started with an off-the-
wall video advertisement, in which actor Isaiah Mustafa,
dressed only in a towel and fresh from the shower, informed
female viewers that although Old Spice could not make the
man in their lives as attractive as him it could at least make
them smell like him. The “smell like a man” advertisement

was tongue-in-cheek, | Yol === =

Samerh resitie for ol apics parsdy

poking fun at the Old Spice
brand, and became a global
phenomenon, viewed
millions of times worldwide.
Tribute videos appeared on
YouTube in their droves.

Old Spice responded
to this with a three-day social media campaign. Users could
ask Isaiah questions, and his in-character responses were
filmed and released on YouTube. Over the three days Isaiah
commented on celebrities, the economy, the environment, his
critics, and he even made a marriage proposal on behalf of
one user. The campaign was such a success that sales of Old
Spice increased 107% and a new YouTube campaign using
Isaiah, which is proving equally amusing and successful, is
currently underway. Indeed the campaign was so successful
that it even made it onto children’s television, being
successfully spoofed by Sesame Street’s Grover.

Of course, not every organisation has the resource and
ability to exploit social media so effectively, and even with
the resources in place, judging the public consciousness
contains such an element of luck that success can be difficult
to replicate. But there are still many smaller ways in which an
entity can successfully engage social media. One of which is
“crowdsourcing”.

Crowdsourcing is the act of outsourcing a task,
which might typically done internally by an organisation,
to a “crowd” made up of social media users. Companies
have engaged the crowd to come up with new marketing
campaigns, advertisements, product names and slogans.
Software companies regularly ask the crowd to beta test
software prior to its release through open betas. Clothing
company Gap, last year, used the crowd to garner opinion on
a rebranding exercise. The crowd responded with such vitriol
that Gap immediately switched back to its original old logo
and admitted that the exercise it had undertaken was perhaps
not best suited to crowdsourcing

As it increases in popularity, more private organisations
are turning to crowdsourcing as part of their social media
strategy. But some sections of the public are sceptical, and
see crowdsourcing as a way for large, wealthy corporations
to have their work done for free. Legally, there are some
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concerns with how crowdsourcing leads companies to let
loose their intellectual property on the internet in a manner
over which they may have limited or no control, and there
is the issue of the relationship between the company and
any individual whose work is used. Who owns what? Could
someone in the crowd make a claim for remuneration? How
would the individual react to being asked to sign a contract?
With this in mind, crowdsourcing is an excellent tool for
private organisations to use but it must be treated with care.

But it is uniquely suited to use by public entities. In the
last few months alone we have seen police in Australia using
crowdsourcing to aid victims of the catastrophic Queensland
floods, the UK government seeking public input on how to
handle its 2011 budget, and ==

the authorities in India using

the anonymous nature of |
the internet to help tackle
bribery and corruption. In |5

situations like this the public ¥ 33 '
does not see crowdsourcing ‘

these individuals to engage in social media on behalf of
your organisation? If so, it is recommended that they do so
in accordance with a carefully drafted social media policy
setting out what they can and cannot do and reminding
that they should think about their audience, which may
be a global one, before engaging. In addition, what about
those staff who you have not authorised to represent your
organisation? Odds are that they contribute to social media
on a regular basis, and odds are that they have not considered
who is able to see their contributions. It is estimated that
approximately 60% of Facebook users have not changed their
privacy settings from the default, which allows anyone to see
their status update. If a user forgets the division between his
or her personal and professional life, as we all do from time
to time, there is a danger that they could inadvertently cause
themselves not just public but professional embarrassment.
There are already many stories circulating of individuals
being fired because they criticised their employer online,
and many more organisations are checking social media sites
such as Facebook and Twitter when hiring or working with

as “working for free”, and mdeed through this E&
medium social media can engage the general
public and the government, the police, or
social services in a manner previously thought
impossible. Members of LegCo in Hong Kong
are currently engaging with the public via
Facebook for input on matters such as the new

Competition Bill, and this is a process which is
likely to continue, and indeed should be encouraged.

Managing Risks

That said, use of social media in this way is not without
its problems. Consider again the micro example of building
an identity via your individual Facebook profile. You can
spend time vetting and editing photos and tailoring your
favourite books, films and music, but it can all be in vain if
through an error of judgment you post something to your
profile, or someone else does, that portrays you in a very ill
light. There are many examples of celebrities and politicians
embarrassing themselves online via social media platforms,
most prominently through indiscreet Tweets via Twitter.

Social media gives everyone a voice, and that includes
the individuals within your organisation. Do you allow

5 new individuals and organisations.

These risks, whilst very real, should not
be overstated. Through education and a bit
of common sense they can be easily guarded
against and they certainly should not put off
individuals from using social media sites, or
organisations from including social media as
part of their wider media strategy. The fact is

that social media is changing the way we interact in our daily
lives, be they professional or private. It is an evolution of
web 2.0 and our online life rather than the internet revolution
that some would have us believe, but it cannot be doubted
that it lets users, companies, governments, friends, families
and social groups from all fields interact in a way which
previously would never have been thought possible.

=1 Paul Haswell
Registered Foreign Lawyer / Senior Associate,
Pinsent Masons
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WHEN JOURNALISTS BECOME THE HUNTED

Egypt serves as a lesson in how TV news organizations react when their staffers come under
fire. Social media played an arguably unprecedented role in Egypt coverage. Journalists
reported on the events, and their well-being, in virtual real time on Twitter. Many journalists are
simply programmed to chase a big story, no matter the risk.

BROADCASTING & CABLE February 7, 2011

WHAT THE HELL IS GOING ON WITH TV?

Google TV, Xbox, Apple TV, Roku.... All these gadgets promise to make television more like
the web. After more than a decade of false starts, web TV is here, sort of. But for the moment,
all that promise translates into a proliferation of new boxes and services that are impossible to

compare.
FORTUNE January 17, 2011

SOCIAL TV MAKING WAVES

Television viewing is increasingly becoming an online social activity. Significant numbers of TV
viewers are simultaneously online while watching TV, many via a laptop. The popularity of
social networking leads to people using Facebook and Twitter alongside TV to discuss and
recommend what they are watching. Television is transforming into social TV, with radical
implications for broadcasters and the TV industry generally.

ASIA-PACIFIC BROADCASTING December 2010

‘CLOUDY’ DAYS AHEAD - KEEP AN EYE ON CONNECTED TV

It is hard to pin down one specific technology that made a mark in the broadcast industry in
2010. Unlike the previous years, where the main challenge was whether or not to migrate to
digital, last year presented not just more options, or directions, to broadcasters, but also
challenges, especially in the future of content.

ASIA-PACIFIC BROADCASTING December 2010

CAUTION: CONVERT WITH CARE

Converting 2D programming to 3D offers a cost-effective way of supplying broadcasters with
the content they need. But it's a contentious issue. As the initial wave of promotion fades
away, the financial reality of 3D TV is coming under scrutiny.

BROADCAST February 4, 2011
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