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For more than thirty years, the DTG has supported the UK's television
industry through periods of extraordinary change — helping it to adapt,
evolve, and thrive in response to technological innovation and shifting
audience behaviour. From the dawn of digital broadcasting to today's
data-driven, on-demand world, we've worked alongside broadcasters,
platforms, manufacturers, and innovators to help the sector seize new

opportunities and tackle emerging challenges.

Across these three decades, our mission has never felt more relevant
than it does now. We are living through a time of rapid, multi-layered
transformation. Social, political, economic, and technological forces are
converging - reshaping not just how television is made and delivered, but

how it is valued, trusted, and consumed.

And yet, through all this change, one truth remains: television still
matters. Whether live or on-demand, streamed or broadcast, viewed on a

smartphone or a shared screen, television continues to inform, entertain,

connect, and reflect society. Its formats may evolve, but its power endures.

Each year, we bring the industry together for The Bigger Picture — a
moment to take stock, look forward, and ask what television means in
the here and now. This year’s event, hosted by journalist and broadcaster
David McClelland, offered a rich and wide-ranging conversation spanning
the impact of Al and personalisation, evolving revenue models, the rise
of new platforms, and the creative opportunities that emerge when we

embrace innovation with purpose.

Iital role of
ging world

But perhaps most importantly, the audience - its needs, habits, and

expectations — remained at the centre of every discussion.

At this year's The Bigger Picture, | was struck by a palpable sense of
optimism. In a media landscape often defined by fragmentation and
uncertainty, our speakers and delegates expressed clarity, not confusion.
There was a renewed confidence in the value of public service, the
strength of creative talent, and the resilience of a sector that continues to

adapt without losing sight of its purpose.

There was also a shared understanding that television’s next chapter must
be built with everyone in mind. From Gen Alpha discovering their first
shows on YouTube to older viewers navigating connected TVs for the first

time, no audience should be left behind.

This white paper brings together the voices, themes, and insights that
shaped The Bigger Picture 2025. It captures the key shifts we're seeing -
from the power of platform-native storytelling to the potential of IPTV and
Al —and highlights the leadership, collaboration, and innovation that will

define our industry in the years ahead.

Television may be changing, but its relevance, its reach, and its

responsibility have never been clearer.
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From fragmentation to connection: The rise

of multi-generational media moments

As media consumption habits evolve, the narrative often centres on
fragmentation characterised by shorter attention spans, platform-

hopping, and generational divides.

Yet, academic and author Dr. Eliza Filoy who opened TV the Bigger
Picture argued that — while fragmentation cannot be ignored — beneath
the surface, a more nuanced story is emerging: the rise of the multi-
generational moment. For Filby, the evidence suggests that despite the
growing influence of algorithms and personalised content, media still
has the power to unite audiences across ages, and understanding this

dynamic is key to shaping the future of the industry.

Filby opened the session by outlining the changing media consumption
habits of different generations. This was a theme that would run
throughout the day. Historically, media was structured around shared,
linear experiences. This is especially true for so-called baby boomers, who
grew up with limited channels and clear moments of cultural consensus.
However, Filby noted that many of this age group are now highly active
online, spending an average of three hours a day on smartphones and
among the most active users of platforms such as Facebook. They're not
just spectators anymore; they're digital participants, as well as funders of

family experiences, from streaming subscriptions to holidays.

to changing

Generation X, the so-called "squeezed generation," now juggles the
emotional and financial demands of ageing parents and dependent adult
children. They came of age during the shift to on-demand content and
indie culture, and are now crucial mediators between older, analogue

habits and younger, digital expectations.

Millennials, who entered adulthood amid economic instability, have largely
prioritised experience over ownership. They are the first generation of
digital-native parents — deeply engaged in conversations around screen
time, mental health, and education in an Al-driven world. Their children,
Gen Alpha, are growing up in a landscape dominated by on-demand
content, algorithmic feeds, and Al assistants. They're often described as
the first "algorithmic generation", a cohort with limited patience and a

reliance on personalised digital experiences.

Gen Z, meanwhile, represents the true 21st-century media native. With
access to smartphones from early adolescence, they navigate the world
as creators as much as consumers. They engage with media not just
for entertainment but for income, identity, and connection. Trust in

institutions is low; trust in community and creators is high.

Amid these shifts, the concept of "double screening" is being redefined.
What was once seen as distraction now represents conversation, co-
viewing, and shared experiences. Families no longer gather around a
single screen —they gather across devices, across platforms, in shared

physical and virtual spaces.



The implications for the media industry are significant.
While personalised content remains essential, there

is a growing appetite for shared, cross-generational
experiences. Programmes such as Bluey, events like
Taylor Swift's Eras tour, and shows like The Traitors are
succeeding not just because they appeal to individuals,
but because they resonate across family units. They create

common ground in an otherwise fragmented landscape.

To thrive in this environment, Filby urged media
organisations to look beyond age demographics and
focus on the cultural and economic ties that bind families
together. From storytelling to subscription models, the
future Filby argues belongs to those who can create
content that is not only engaging but shared — content
that reflects the new reality of the multi-generational

living room.

Check out the full photo gallery and video of the day here

Reaching audiences where they are

For the first panel session of the day, moderator Sam
Barcroft, founder of Creatorville was joined by Cardiff-
based producer Toby Cameron, Fiona Campbell, Controller,
Youth Audience BBC iPlayer and BBC Three, and Russell
Pert, Group Director, Meta.

As the pace of media change accelerates, traditional
assumptions about content, platforms, and audiences are
being challenged. The next five years will be shaped by
how well broadcasters, producers, and platforms respond
to a rapidly shifting landscape — one increasingly defined
by younger audiences, immersive digital environments,

and Al-driven personalisation.

Young viewers today are consuming media in entirely

different ways. Platforms like TikTok, YouTube, Roblox, and

TV: THE BIGGER PICTURE | THE REPORT

Fortnite are not just diversions; they are primary spaces for
entertainment, identity, and social connection. Traditional
long-form viewing is giving way to short-form, interactive,
and highly personalised content, often discovered
algorithmically. For these audiences, discoverability and
immediacy matter more than brand loyalty or linear

schedules.

This shift presents both a challenge and an opportunity.
Research shared by panelists indicates that while younger
users may trust the content they find on platforms like
TikTok and Instagram more than they trust traditional
broadcasters, their trust is rooted in relevance and
authenticity. Broadcasters can still play a key role — but
only if they adapt to the expectations of these digital-

native audiences.
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"In a world where attention is scarce and
audiences are fragmented, the most powerful
strateqgy is simple: meet people where they
already are. The brands that adapt, partner,
and personalise will be the ones that thrive."

Forward-thinking media organisations are already
experimenting. The BBC, for instance, has launched
successful experiences in platforms like Roblox and
Fortnite, using familiar shows and personalities in
gamified formats that resonate with young users. These
experiments are not fringe initiatives — they are becoming
central to audience growth. When integrated well,

they drive meaningful engagement and even increase
viewership of legacy programme brands such

as EastEnders among younger age groups.

At the heart of this transformation is personalisation.
As users curate their own feeds, platforms like Meta are

helping broadcasters use Al to surface the right content at

the right moment, based on user interests and behaviours.

This marks a crucial evolution: from broadcasting to
bespoke content delivery. But it also raises critical
questions about attribution and trust. Much of the content
viewed on social media originates from traditional media,
but younger audiences rarely attribute it to those sources

and credit the platform or creator instead.

The impact of Artificial Intelligence (Al) was another of
the day’s recurring themes. The panel discussed how

it isimpacting both production and distribution. From
automating translation in newsrooms to creating new
forms of user interaction, Al is unlocking speed, scale,

and reach. However, it also poses ethical risks. As video
and audio manipulation becomes more accessible, the

industry must develop safeguards to protect trust.

Check out the full photo gallery and video of the day here

Looking ahead, the panel identified several key strategies
for success: investing in short-form, mobile-first formats;
building partnerships with authentic creators; and
developing community-driven engagement models, such
as WhatsApp groups and fan-first marketing. Crucially,
broadcasters must see themselves not just as content
producers, but as collaborators — willing to work with
platforms, creators, and one another to navigate a more

complex, competitive environment.

In a world where attention is scarce and audiences are
fragmented, the most powerful strategy is simple: meet
people where they already are. The brands that adapt,

partner, and personalise will be the ones that thrive.

Inside - Reinventing Reality TV for Gen Z

At last year's The Bigger Picture, Jordan Schwarzenberger,
the co-founder of Arcade Media — the management
company for YouTube phenomenon The Sidemen —
challenged the audience to adapt at pace to meet the

changing habits of younger audiences.

This year Schwarzenberger returned to The Bigger
Picture, joined by Victor Bengtsson, the Manager
Director of Sidemen Entertainment to discuss the
success of Inside, a creator-led reality series produced by
Sidemen Entertainment. The session offered a glimpse
into how digital-first creators are reshaping traditional
television formats for a new generation. What began

as a self-funded, self-released experiment on YouTube
has now evolved into a global success on Netflix — proof
Schwarzenberger and Bengtsson claim that reality TV,
when reimagined through the lens of Gen Z culture, still

has enormous potential.

At its core, Inside is a response to a simple question: what

does reality TV look like in the age of YouTube, TikTok, and
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streaming? The answer lies not just in format, but in tone,
process, and platform. Drawing inspiration from shows
like Big Brother but rooted in internet humour and creator
culture, Inside captures the chaotic, fast-moving energy of
its audience while delivering high-quality production and

narrative.

The show's first season was a breakout success. Produced
in just over two weeks and distributed on the Sidemen'’s
YouTube channel, it reached over 55 million views in its first
10 days. According to Bengtsson, this rapid turnaround
and massive viewership didn't just prove the format,

it redefined the route to market. Without traditional
broadcast backing, Inside proved that a creator-driven

model could deliver both scale and cultural impact.

Key to the show's success was its hybrid approach.
Sidemen Entertainment blended instinctive, internet-
native creativity with input from seasoned reality
producers. The result was a format that felt raw and
authentic, but still structured and compelling. It was also
agile: pre-production took a month, filming a week, and

editing just 10 days.
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Community engagement played a central role. A £5,000
user-generated content campaign prompted over 150,000
fan-made clips, spreading Inside’s reach far beyond
YouTube. These memes and remixes didn't just drive
viewership argued Bengtsson, they turned Inside into

a cultural event, driven by fans rather than marketing
budgets. When Netflix approached the Sidemen to bring
Inside to a global audience, the challenge was to retain the
show's signature style while adapting to a more structured
environment. Bengtsson praised Netflix for embracing
Inside’s creator-first ethos, allowing the team to retain the
irreverent tone and lo-fi charm that made the programme

stand out in the first place.

A defining feature of the series is its casting. Instead of
traditional reality TV contestants, Inside features online
creators, streamers, and internet personalities — people
used to entertaining on camera, generating content on
the fly, and engaging audiences in real time. This approach
not only resonates with viewers but also ensures the show

is primed for viral, shareable moments.

For Bengtsson, Inside shows how a new generation

of content creators is rewriting the playbook for
entertainment. By combining speed, authenticity, and
deep audience understanding, Sidemen Entertainment
has created a model that merges the best of internet
culture with the scale and polish of streaming television.
For media companies looking to reach younger audiences,
the message is clear: invest in formats that feel real, act
fast, and never underestimate the power of a loyal online

fan base.

Check out the full photo gallery and video of the day here

Storytelling, Community and Cultural
Relevance: Lessons from Bluey

While the success of Inside demonstrates the disruptive
influence of online content creators, the following session
saw BBC Studio’s SVP Digital, Jasmine Dawson and
Director of Digital Commmercial and Partnerships Anais
Gonzalez Espinosa offer an overview of how traditional
broadcasters are adapting to changing audience
behaviour. The success of Bluey, an animated series for
preschoolers, offers a case study in how the future of
television will be shaped by more than just great content.
According to Dawson, at the heart of Bluey's rise is a
strategy that brings together storytelling, community

engagement, smart distribution, and cultural relevance.

Echoing themes from the opening keynote, Dawson
outlined how Bluey began as a children’s show, it quickly
evolved into a global entertainment brand with multi-
generational appeal. BBC Studios’ digital and licensing
teams have driven this expansion through a clear and
adaptable framework, anchored by four strategic pillars:

content, community, commerce, and culture.

From a content perspective, Bluey's success lies in its
ability to tell emotionally resonant stories with humour
and heart. The show'’s seven-minute episodes are not

only watchable again and again by children, they're also
genuinely engaging for parents and even child-free adults.
But the content strategy extends well beyond the screen,
into digital-first content like shorts, compilations, original
series, and live streams. The Bluey Book Reads series,
featuring celebrity guests, was one example offered by

Dawson of this expansion.

TV: THE BIGGER PICTURE | THE REPORT

Equally important is Bluey's approach to community. BBC
Studios treats fans not as passive viewers but as active
participants, encouraging user-generated content and
reflecting real-life experiences. This has helped the show
attract a broader audience, including teens and adults
who connect with the show's emotional intelligence and

humour.

Espinosa built on Dawson'’s presentation discussing how
commercially, Bluey demonstrates impressive adaptability.
The brand generates revenue through advertising,
platform partnerships, licensing, and a forthcoming
e-commerce offering. Long-form YouTube content,
including 24/7 live streams, has emerged as a key revenue
source - underscoring the value of multi-format, multi-

platform strategy.

Culturally, Bluey has entered the zeitgeist, embraced by
celebrities, social media, and pop culture at large. Its ability
to transcend its preschool origins and resonate across age
groups points to the enduring power of storytelling done

right.

In a crowded digital landscape, Bluey shows that the
future of television lies in building worlds people want to
belong to — where great storytelling is just the beginning

and where commmunity connection drives everything else.

"For media companies looking to reach
younger audiences, the message is clear:
invest in formats that feel real, act fast, and
never underestimate the power of a loyal
online fan base.."
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Rethinking

"In a world of
misinformation
and filter bubbles,
broadcast TV is
still widely seen as
the most credible
source of news and

entertainment.”
C SUMMIT

Channel 4: Reinventing a Public Broadcaster for the
Digital Age

Bluey is not just a creative, but a commercial success. And following
the first break of the day the discussion turned to monetisation, as
Channel 4's newly appointed Chief Commmercial Officer, Rak Patel
joined host David McClelland.

Patel started by reminding the audience of Channel 4's role in the UK
media landscape. Channel 4 stands as one of the most distinctive brands
in British media — a publicly owned, commmercially funded broadcaster
with a remit to challenge convention, champion unheard voices, and
drive cultural change. Forty years after its launch, Channel 4 is once again
evolving. At the heart of its strategy is Fast Forward, an ambitious plan to

become a fully digital public service streamer by 2030.

For decades Patel argued, Channel 4 has led from the edges. Programmes
like The Word and Gogglebox have shaped UK culture by being different,
daring, and deeply relevant. What hasn't changed is the broadcaster’s
belief that entertainment can be purposeful. Today, that ethos continues,
but the tools and terrain have shifted. Audiences are fragmented,
platforms are multiplying, and attention is more contested than ever. Yet,
as Channel 4's new Chief Commercial Officer points out, traditional TV's

greatest strength remains intact: trust.

In a world of misinformation and filter bubbles, broadcast TV is still widely

seen as the most credible source of news and entertainment. According

to Patel, that trust is built on something rare in digital media: friction.
While many online platforms aim to remove all barriers to content, the
governance and editorial rigour behind TV adds weight to what viewers
see. This is what Patel describes as Channel 4's “superpower” —and one it

intends to amplify, not dilute, as it moves further into the digital space.

The Fast Forward strategy focuses on three core areas: content,
technology, and commercial innovation. Content is now commissioned
with a digital-first lens. Flagship shows premiere across platforms,
including YouTube, to meet young audiences where they already are.
Channel 4's “4.0" digital brand is a key part of this, offering bold and
original formats tailored for Gen Z. Meanwhile, a new app - set to launch
in 2025 — will offer a more interactive, accessible viewing experience,

designed to reflect the needs of contemporary audiences.

Commercially, Channel 4 is borrowing smartly from the world of

tech reflecting Patel’s previous role at Spotify. A sharper focus on
programmatic advertising, first-party data, and advertiser-first service
models is reshaping its offering. The goal is to deliver not only reach but
precision —to help brands tell meaningful stories across every platform
Channel 4 operates on. The broadcaster is also leaning into collaborative
strategies with fellow UK media companies, positioning itself as a leader in

both competition and cooperation.

Perhaps most importantly, Channel 4 is clear about the balance it must

strike. The goal is not to abandon what made it iconic, but to adapt that



spirit to new channels, new formats, and new behaviours.
As Patel put it, the approach is “clutch control” — knowing
when to shift between linear and digital, heritage and
innovation. This was a theme that would be repeatedly

revisited in later sessions.

Channel 4's transformation is far from complete, but its
direction is clear. With a heritage of disruption and a future
built on digital ambition, it offers a compelling blueprint
for how public broadcasters can remain relevant — and

even lead - in the streaming era.

Television’s Next Act: Reinventing
Advertising for a Hybrid Media Age

TV advertising has undergone a period of rapid change.
Once a stable, brand-first channel, it has become a
complex, multi-platform ecosystem. From CTV and
AVOD to FAST, addressable TV and social video, today's
landscape is fragmented - defined as much by acronyms
as audiences. But the message from The Bigger Picture
advertising panel was clear: the future of TV advertising

depends on restoring simplicity, clarity, and unity.

Moderator Jamie West, a Board Advisor and Investor at
Innov8 TV, was joined by Anita Caras, International VP of
Insights and Measurement at Teads, Dan Finch, founder of
Simplestream, and Rhys McLachlan, Director of Advanced
Advertising at ITV for a discussion about how advertisers
can continue to connect with audiences in a rapidly

evolving market.

Despite the disruption, the panel was adamant that
television remains uniquely powerful. Few media can
match its ability to reach millions in real time. But TV is no
longer just a “top-of-funnel” tool. Thanks to smarter data
and distribution, it can now influence every stage of the

marketing journey — from brand building to measurable

Check out the full photo gallery and video of the day here

outcomes. This transformation offers new opportunities,

but also exposes deep challenges in measurement,

consistency, and planning.

The biggest hurdle for the panel? The continuing
challenge of fragmentation. Campaigns today span linear,
on-demand, YouTube, CTV, and social platforms — each
with different metrics, buying models, and definitions.
Digital has thrived by delivering precision and immediacy;
traditional TV still leans on broad reach and audience
guarantees. This dual system is no longer sustainable.
The panel agreed that advertisers need interoperability,

standardisation, and cross-platform insights.

Echoing themes from Channel 4's transformation strategy,
the panel called for a shift in focus - from platforms to
people. What content captures attention? What drives
emotion, recall, and impact? Measurement must move
beyond online platform’s obsession with last-click
attribution and embrace attention-based metrics and
behavioural models that reflect how people actually

watch today.

TV: THE BIGGER PICTURE | THE REPORT

Inevitably, Al is becoming a key part of this evolution. From
dynamic ad insertion to multilingual content adaptation
and advanced attribution modelling, Al is helping
advertisers scale campaigns and tailor creative. But it

also raises concerns. As ad fraud increases in some digital
environments such as CTV the industry must prioritise

transparency, governance, and data integrity.

Encouragingly, progress is being made. McLachlan
outlined how ITV is investing in data-led advertising tools
that combine creative storytelling with precision targeting.
Meanwhile, companies like Teads and Simplestream

are building high-quality alternatives to walled garden
platforms — designed with openness and collaboration at

their core.

Ultimately, the panel agreed, this isn't about choosing
between broadcast and digital —it's about building a
unified ecosystem where both thrive. The future belongs
to brands and broadcasters that can bridge these worlds,
break down internal silos, and use technology to elevate

creativity.

As the panel concluded, they agreed that the challenge
ahead isn't just technical, it's strategic. The winners will be
those who act quickly, think holistically, and measure what

truly matters: meaningful audience connection.

"From dynamic ad insertion to multilingual
content adaptation and advanced attribution
modelling, Al is helping advertisers scale
campaigns and tailor creative. But it also
raises concerns”
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5: Redefining a Public Service Brand for the
Streaming Age
Sarah Rose, President of 5 and UK Regional Lead at Paramount, joined

host David McClelland for the second fireside chat of the day.

In a media landscape defined by platform proliferation, shifting viewer
habits, and fierce competition for attention, Rose claimed that the
transformation of Channel 5 - now simply 5 - stands out as a confident
and purposeful reinvention. Over the past decade, the broadcaster has
undergone a quiet but meaningful evolution, culminating in a 2025
rebrand that unifies its linear and digital presence under a single,

cohesive identity.

A decade ago, Channel 5 was largely known for imported content and
limited original output. Today, 86% of its children’s programming is UK-
originated, bolstered by a growing slate of factual and audience-first
drama. The channel has steadily built a reputation for down-to-earth,

accessible storytelling — and a brand that knows exactly who it serves.

For Rose, the decision to rebrand wasn't about a new logo — it was about
expressing a confidence already earned through consistent growth and
strategic commmissioning. Rather than outsource the process, the team
gathered in a room and asked a simple question: who are we? The answer
— unpretentious, proudly British, commercially minded, and audience-first

— now shapes everything from programming to user experience.

Crucially, 5 doesn't position itself as “streaming-first,” but as “audience-
first.” That means valuing loyal linear viewers while building a compelling
on-demand offering for digital audiences. Internally, the mantra is
“protecting linear, propelling streaming” - recognising that both have a

role to play.

The rebrand coincided with 5's strongest streaming quarter to date, with
April 2025 marking its best-ever month. But the shift is about more than
performance metrics. In a world of endless content tiles and algorithmic
feeds, 5 aims to make its content easy to find, clearly branded, and trusted

—whether on YouTube, connected TV, or global platforms like Netflix.

n



Though owned by Paramount, 5 retains a distinctly

local voice. Its editorial focus remains rooted in British
storytelling, regional production, and public service values.
It's a model that balances commmercial pragmatism with

cultural commitment.

As Rose emphasised, reinvention doesn't mean
abandoning legacy. It means taking loyal audiences with
you while creating space for new ones. It's about being
bold enough to stake your claim, while grounded enough

to remember your purpose.

For other broadcasters navigating similar shifts, Rose
argues Five offers a compelling blueprint: stay true to your
identity, adapt with intent, and lead with clarity. In doing
so, you don't just remain relevant — you help shape what

comes next.

Unlocking the Potential of IPTV: Reinventing
Television for All Audiences

With one in three UK households now watching TV

solely via the internet, the shift to IPTV presents a major
opportunity — to reimagine television around the needs

of today’s viewers. But with that opportunity comes

a responsibility: to make this new era more intuitive,

inclusive, and accessible than what came before.

This was the focus of a wide-ranging panel moderated by
DTG CEO Richard Lindsay-Davies, featuring Sarah Milton,
Chief Product Officer, Everyone TV, Jon Ducker Head of
Product Management, Virgin Media O2, and Emma Mailer,
Behavioural Science Lead, i2 Media. Their message was
clear: IPTV isn't just a technical transition — it's a chance to

rebuild TV from the viewer's perspective.

Check out the full photo gallery and video of the day here

TV: THE BIGGER PICTURE | THE REPORT
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Sarah Milton stressed that most audiences don't care
whether content arrives via IP or broadcast — they care
that it works. For the majority, “protocol” is invisible. What
matters is ease, reliability, and familiarity. If IPTV is to
succeed, it must match or exceed the user experience of
traditional TV.

This is especially important for older or digitally-excluded
users. Research from DTG's usability project with i2
Media’s for Ofcom shows that many barriers stem not from
technology itself, but from poor design: confusing menus,
inconsistent remotes, weak contrast, and little support.
These frustrations can breed anxiety — but when the
experience works, the results are powerful. For example,
one participant, discovering voice search by accident, said

he'd use it “until it runs out.”

The takeaway? IPTV platforms must prioritise usability
over novelty. Interfaces should feel familiar, consistent, and
predictable across services. Features should behave the
same way in different contexts. As Milton put it, systems
need to be built for the user on the sofa — not the logic of
the back end.

Jon Ducker of Virgin Media echoed this, sharing lessons
from rolling out an all-IP product. Contrary to expectations,
app-first viewers still value live TV —if it's surfaced well.
Features like Freely's “Mini Guide” and “Never Miss” are
helping blur the lines between linear and on-demand,

ensuring content is discoverable, not buried.

The panellists also emphasised the importance of
collaboration. The UK's public service broadcasting
ecosystem, uniquely cooperative by global standards, has
a head start in delivering simplified, user-first outcomes.

Shared standards, consistent Ul design, and coordinated

Check out the full photo gallery and video of the day here

rollout will be critical — not just for tech-savvy audiences,
but for everyone.

In short, the transition to IPTV is more than a technical
milestone, it's a moment to redesign television for the way
people actually live and watch. Get it right, and the future
of TV will be more accessible, engaging, and responsive

than ever before.

One of the DTC's key roles is to help link Government and
industry. In her address, Stephanie Peacock MP, Minister
for Sport, Media, Civil Society and Youth, reaffirmed the
government’s commitment to television as a powerful
cultural and civic force. She recognised the pace of
technological change in the TV sector and emphasised
the importance of innovation that improves the viewer

experience while ensuring that no audience is left behind.

Peacock highlighted the growing shift toward IP-based

platforms and acknowledged the cost and accessibility

Watch the Ministerial Address:
u Supporting Innovation for All
Audiences

TV: THE BIGGER PICTURE | THE REPORT

challenges this creates, particularly for public service
broadcasters and digitally excluded communities. In
response, she pointed to the formation of the DCMS
Forum on the Future of TV Distribution, chaired by her and
three group chairs, including the DTG'’s Richard Lindsay-
Davies, comprising leaders from the TV, infrastructure, and
audience sectors. The forum has already begun work to

find collaborative solutions.

She also referenced new DCMS research into the barriers
some viewers face — such as unreliable broadband,
affordability, and technical confidence — and stressed that

these can be overcome with the right support.

Peacock concluded by endorsing the Media Act as a vital
step in modernising the UK's media landscape, while
calling for continued adaptation to ensure that innovation

works for all viewers, not just the most digitally confident.
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Rethinking User Experience in the Future of Television
As audience behaviours continue to evolve, broadcasters and content

creators are exploring ways to extend television experiences beyond the

traditional screen. The Bigger Picture’s penultimate panel featuring voices

from ITV, Sky, and shoppable TV platform provider Jay and moderated
by the University of Nottingham's Liz Evans — highlighted how innovative
user experiences can deepen engagement, unlock new commercial

opportunities, and bring back a sense of magic to television.

Richard Nockles, Creative Director at Sky Immersive, opened by

building on the themes of our opening keynote by discussing his vision
for creating shared viewing moments that reconnect families and friends.
In an age where second-screen habits are the norm, Sky is investigating
how immersive technologies can bridge the divide between mobile
devices and the TV screen. Sports broadcasting is a natural genre for

this technology, offering the chance to synchronise real-time data

with live feeds. By layering gamified elements and interactive options,
broadcasters can cater to both passive viewers and those who want to

explore content in more depth.

This adaptive approach — meeting users where they are rather than trying
to shift their behaviours — is central to designing future-facing television
experiences. The goal, as Nockles put it, is to “bring the magic back to
TV" through experiences that feel effortless, responsive, and emotionally

resonant.
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Peter Effenberg, CEO of Jay, emphasised the importance of seamless
interaction when implementing shoppable television. Drawing on case
studies from Germany’s RTL and the Bundesliga, he highlighted that
while viewers are increasingly open to engaging with products they see
on screen, poor integration can quickly lead to frustration. Redirecting
users to external retail websites, for example, resulted in a 90% drop-off
during checkout. Instead, Effenberg advocates embedding commerce
functionality directly into the viewing platform, allowing users to browse

and save items without disrupting the content flow.

".the industry’s challenge is to turn distraction into
opportunity, delivering content that captivates across every

screen."
14



ITV's Jay Rajdev added a commmercial broadcaster’s
perspective, pointing to the long-standing goal of driving
direct response from advertising. With tools like ITVX's
new lead generation ads, ITV is exploring allowing users to
register interest in a product with just two clicks — without
leaving the ad break. This approach maintains the editorial
flow while also creating valuable data-led commercial

opportunities.

All three panellists agreed that success in this space
depends on respecting the content-viewing experience
while enabling interactivity. Certain genres — such as sport,
daytime, and factual entertainment - lend themselves to
layered, interactive formats. Drama, with its immersive

narrative demands, may be less suited.

Looking ahead, the panel underscored the importance of
experimentation, collaboration, and a clear understanding
of both technological potential and audience need.
Whether through gamification, shoppable overlays, or
data-driven ad formats, the industry’s challenge is to

turn distraction into opportunity, delivering content that

captivates aCross every screen.

Check out the full photo gallery and video of the day here

The Al Shift: How We Got Here and What
Comes Next

Artificial intelligence (Al), particularly generative Al has
gone from experimental to essential in just a few short
years. While at last year's The Bigger Picture the consensus
was that practical applications of Al in the TV sector
remained in their infancy, the impression at this year's
event was that the hype is now translating into

real-world results.

To understand the current state of play for Al, The Bigger
Picture was joined by Jamie Vickers, Associate Partner
with QuantumBlack, McKinsey's Al Centre of Excellence

to offer an investor’s perspective on the role of Al.

To understand where we are today, Vickers argues that

it helps to look at the forces that brought us here. Al's
progress has been driven by three key developments:
the explosion of available data, dramatic improvements
in computing power, and smarter algorithms. Together,
these have created the conditions for large-scale models,
like OpenAl’'s GPT-4, to deliver high-quality performance

across a wide range of tasks.

Vickers highlighted how quickly Al systems have
improved. In just a few years, tools that once struggled to
complete a sentence can now write professional-grade
reports, generate code, produce realistic images and
video, and even reason through complex tasks. We're no
longer limited to narrow, single-use applications — Al today
can understand and respond across formats, whether

that's text, images, video, or code.

The impact on business is already visible. Companies are
using Al to boost customer service, speed up product

development, improve marketing, and help teams

TV: THE BIGGER PICTURE | THE REPORT

write software faster. For example, IMG has rolled out a
multilingual customer service chatbot across Europe that
handles high volumes of enquiries while meeting strict
regulatory standards. In finance, some investors are now
using Al to digest thousands of data points and expert
sources before making decisions, effectively turning their

models into research assistants.

But there's also a gap between awareness and
deployment. Most organisations are experimenting, but
relatively few have turned those trials into measurable
outcomes. Often, Al initiatives sit within innovation
teams, disconnected from core business operations. The
challenge is not a lack of ideas —it's a lack of focus. The
companies making the most progress are the ones that
pick a few high-impact areas and commit to transforming

them from the ground up.

Consumers, meanwhile, are adopting Al with impressive
speed. Everyday use ranges from language translation
and travel planning to creative image generation and
basic coding. This growing comfort with Al in daily life only
increases pressure on companies to deliver Al-powered

products and services that feel intuitive and personalised.

For Vickers, the message is clear: speed matters. The
technology is moving fast, but successful adoption takes
time. Organisations that start now - testing tools, training
teams, and rethinking processes — will be far better placed
to lead in the coming years. Al is not just a new tool; it's

a new way of working. Embracing that shift early is the

surest way to stay competitive.
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The Future Viewing Experience:
Personalisation, Interactivity, and the

Age of Proximity

Our final panel of the day looked to the future, with
moderator Maureen Kerr joined by Guy Gadney, CEO

of Charismatic.ai, Sally Nelson, Director of International
Product at Roku, and Director, Technology & Standards,

at Ateme, Jan Outters. The panel painted a picture of a
future shaped by personalisation, smarter storytelling, and
technology that brings audiences closer to the action than

ever before.

The conversation started with a simple question: what

will the future TV experience feel like? For companies like
Roku, the answer lies in creating smarter, more responsive
interfaces. Today'’s voice commands often feel clunky

or misunderstood, but Al promises something better

—conversational TV that listens, learns, and anticipates
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what the viewer wants. Rather than shouting at remotes,
audiences will be able to ask questions in natural
language, with the system responding intelligently —
naming actors, suggesting titles, and surfacing content in

a fluid, dialogue-like experience.

But smarter interfaces are just the beginning. The
conversation quickly turned to storytelling itself, and
how Al might change what stories are told — and how.
Tools like those developed by charismatic.ai are enabling
creators to generate entire scripts, characters, and even
accompanying video and audio from a simple idea or

prompt.

While still evolving, this technology opens up new forms
of content creation, especially for digital-first platforms
like YouTube, where audiences crave novelty and

responsiveness. These are not traditional dramas, but

' "u mgdiu

Check out the full photo gallery and video of the day here
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interactive, personalised experiences where viewers could
even influence plotlines or character perspectives.

This sense of proximity to content — where stories feel
closer, more responsive, and more personal —is a recurring
theme. As Guy Gadney noted, the more we look to the
future of storytelling, the more we rediscover timeless
ideas: the parent telling a bedtime story that changes
based on the child’s questions, the theatre show that
adjusts in the moment to its audience. Al is not replacing
creators — it's opening up new forms of co-creation

between storytellers and viewers.

From a technical standpoint, the panel explored rendering
and accessibility as crucial areas for innovation. Viewers
will increasingly be able to choose their preferred
language, visual layout, or even emotional tone. Whether
it's adjusting the contrast for visual comfort or selecting

which player's perspective to follow in a live sports match,
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rendering technologies are enabling new levels of user
control. The challenge now is designing interfaces that
make these options usable, seamless, and intuitive.

What's clear is that this isn't about one big “Angry Birds
moment.” Instead, the next five to ten years will likely bring
a series of small but significant advances — step changes in
user experience that, together, amount to a revolution. The
key, as always, will be ensuring that technology enhances

storytelling, rather than distracting from it.

For the industry, this future presents both technical and
creative opportunities. Whether building the systems that
power conversational TV, supporting interactive narratives,
or delivering personalised content at scale, the industry is
poised to play a central role in shaping how stories are told

—and experienced - in the years ahead.

A clearer picture: balancing optimism
with the challenges ahead

The Bigger Picture 2025 was a day filled with optimism.
One that celebrated creativity, collaboration, and a
renewed focus on audience needs. From embracing Al
and IPTV to rethinking content for a multi-generational,
multi-platform world, the television industry showed it
is ready to evolve with clarity and purpose. But as our
final speaker, Sir Martin Sorrell, Chairman of S4 Capital,
reminded us, this future is not without challenges.
Economic uncertainty and the accelerating pace of
technological change will continue to test the sector's

adaptability.

The task now for the DTG and its members is to meet
those challenges with the same ambition, agility, and

unity that defined the day.

Check out the full photo gallery and video of the day here 17
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