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The end of television has arrived – was forecast a few years ago. It seems that this prognosis 

was wrong since the television is more and more present. The combination is eligible for 

watching, recording programs and movies, interactivity, networking, locating, entertaining, 

learning and also as a piece of furniture. The world, the social media, the television industry 

and the technology all have an impact on the change of the traditional television.  

 

In August 2013, the Oscar-winner Kevin Spacey at the Edinburgh International Television 

Festival said that the golden age of television may come, the responsibility is in our hands, 

and all the signs show that we have the opportunity. Kevin Spacey’s claim brought to life the 

burden of proof desire to find arguments for the validity of the statements by approaching 

them from the most aspects. 

 

According to our hypothesis the television faces the era which can be brighter, and more 

glorious than ever. To reach this our categories must be filled with new content. The 

dissertation intents to transmit enthusiasm to the entrants or those disappointed experts who 

want to leave behind their television identity; to show how the television could be the scene of 

the progression due to the innovation’s limitlessness and the technological development; to 

add back the faith to hundreds of Hungarian television experts that there is sense and 

relevance and place of the audiovisual content production. Our aim is to show that television 

can be approached as a whole, more exiting than it ever was, and Kevin Spacey did not 

exaggerate when he spoke about historic milestone. The thesis intends to get to know, 

understand and pass on the responsibility for what this opportunity means that as a television-

savvy and dedicated people we can get new chance in life. 

 

Our goal is to answer the question of whether it is really the golden age of television that will 

come. The dilemmas are infinite induced by the changes since the television owns social role 

and cultural meaning as well. The TV performer conveys thought, competences and 

behavioural patterns independently that we blame for it or just simply we take note. 

 

The genres are transformed, blurred or disappear in television. While the live program was a 

necessity of technology in the early age of television broadcast, in the digital future it can be 

the key moment of the raison d’étre. Earlier the viewer as a passive party became the witness 

of the history. Now we can intervene. However the change is irreversible. The technology 

influences the essence of television. The function of the television can broaden. The supply 

enriches and differentiates. The type of contents, construction lines, viewer’s attitude and the 

resulting meaning change. The contents get a new language which as a concise text means the 

essence of the new television. Understanding these phenomena is essential knowledge for the 

future responsibly-minded content producer. 

 

To be able to see the situation clearly, we need a very complex picture; we must show the 

world of television and dilemmas from many aspects, from the current situation and 

international trends, via the changes of genres and ways to the role of recipients and creators. 

We must clarify the concepts and the structural effects of the interaction of the television and 

the technology. We also need to know the new and important representatives of the television 

market, and examine their importance. How much is the recipient willing to change their 

behaviour? Will the television be rather personal than mass communication tool? Will there 

be a public service in the future? What changes can be expected in the world of television 

genres? What is the relationship between the user content and the professional content? What 

does the spreading of online video and social media mean for the television? 
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The digital storytelling and the multiplatform attitude are highlighted as a determining 

platform. Finally we ask who the future television expert is who can create this all, how they 

are called at all, what a successful media personality is like and what knowledge needs for the 

future content producer.  

 

Only if all teamed up, we can responsibly answer to the questions that what the television is 

today, what medium, what kind of world, opportunity and responsibility it means, what is its 

future and whether a new golden age is waiting for us. 

 

We are aware to that due to the technological change the validity of such writing is not for 

ever. However, now it is clearly seen that the changes and its impact on Hungary is slower, 

than it was expected 5 years ago. The size of the market, the existential differences and 

language barriers will keep the framework of the linear television, but the impact of 

technology and the openness of the global world do not allow keeping the system intact. Now 

is probably just the moment which gives chance to the television to keep pace, and also keep 

the elemental impact on the societies. The aim of this thesis to show what theoretical basics 

and tools are available, what kind of role and responsibility the participants need to stand in 

this progressive change. 

 

We are convinced that people engaged in the production of visual content more and more will 

be needed in the future, and the most talented ones can expect a bright future. In the United 

States and in several parts of Europe including Great Britain, the technology has given a huge 

impulse to innovation and content development. The trends, if slowly, but seep. Therefore we 

need to be aware of it also in Hungary and prepare ourselves for the changes. 

 

 

 

The most important findings and conclusions of the thesis: 

 

Viewers' habits and platforms 

 

Every device whose screen is watched by millions of people day by day can be characterized 

by different patterns of consumption. Nowadays experimentation is taking place which is 

ideal for content reception and rewarding business. In spite of the change of trend- the 

increase of internet consumption- the numbers show that the hours spent in front of the 

television is not decreasing. The TV watching time is extremely high and it is continually 

growing. The changes of the recent years show certain trends and the recipients’ attitudes and 

adaptability is not as fast as the researchers previously forecasted, independently the 

technological changes. 

 

 During the last decades as more and more devices appeared in households, the habits of 

television consumption were strongly individualized. With regard to the content, the 

segmentation strengthened by the appearance of the thematic channels. Today due to the 

internet community, a new combination of community experience appeared which can be 

converted to the individual needs. The movie content has become portable, but people do not 

watch one instead of the other device, but these new carriers are built simultaneously in our 

life as another way of media consumption. TV watching is not tied to the TV device anymore, 

since it can be an activity on mobile phone, tablet or a computer as well. The new ways of 

video watching is not exclusive but complementary beside the linear television. The constant 

change constraint is permanent. The television must face with continuous change and 
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innovation, such as the other participants of the economic life, if it would like to keep or 

exceed its potential.  

 

Both sectors such as consumer electronics industry and multinational giant media enterprise 

have interests to make the television winner of the digitalization and convergence processes. 

The next generation of media consumers, for the young adults the internet enjoys priority. 

This advantage is relative, since it exists only until the internet widely and generally moves in 

TV sets. Afterwards it becomes a really issues which screens, when and what are used for. 

 

Reality, effect: role and responsibility 

 

Among the different mediums basically the television is which transformed the people’s 

mind, behaviour, and the way how we spend our free time. It has changed the life. We live in 

a stream of information, where the real, essential information cannot always reach us. The 

role and the task, that the reality is delivered by the media and the television, are not made by 

them. They are participants in the process, but it is important to see, that this are just 

snapshots, do not deliver the background knowledge itself. Therefore using them without 

criticism is an error. It is unrealistic that the media supposed to understand something that the 

majority does not understand either. Neither the recipient nor the deliverer has any enough 

competence to understanding. Not the media who exclusively manipulates, but it also a 

dependent too. No doubt, that the power of media is huge. It was considered as the fourth 

form of power for decades, but now it lost its importance, since we know it cannot perfectly 

control the processes. It is able to topple heads, change the life of poor families, so it has the 

ability to influence, but yet they are not capable of the perfect reconstruction of the reality. 

However the program makers have the responsibility to understand their own ability of 

interpretation and limits, count on the huge influence of television.  People have been telling 

stories for thousand years, they are narrating, colouring and passing them, and if it is liked 

sharing or denying them. This is the role of television, but we decide that these stories educate 

or draw the attention for the correlation.  One thing that television can do, that tells authentic 

stories, since the credibility is the most important factor. 

 

The symbiosis of television and technology 

 

The technology transforms our chances but people will watch television. In the whole process 

the role of internet has a key position, but it is not exclusive. Neither the internet nor the 

television wins the battle. Actually the computer has won, since now every screen is a 

computer, independently that they are mobile phone, tablet, laptop or personal computer and 

the television does become a computer.  

 

It seems to be a kind of consolidation in the market, which manages the site, consumer 

demands and business rationale, rather than waiting for miracle. The digital convergence is 

taking place on many levels. Firstly the different participants of the information technology 

market, the broadcasters the broadcasters ' activities overlapped, so the consumer can reach a 

content from different platforms. Secondly on a certain platform different means of content 

can be available. The symbiosis of the television and internet leads a new medial institution. 

At institutional level both horizontally and vertically integrated corporations are formed 

completely washing the traditional boundaries of content and consumption. It results that 

everybody becomes everyone’s competitor. 
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However for the recipient the infrastructure is irrelevant. The certain contents get more 

importance, what additional services are added, and what platform it is reached in. The 

success of the myth of interactive television will depend on the consumer’s demand rather 

than the technological possibilities. Only a narrow layer joined the active and the interactive 

content consumption. The poorer social groups and the older generation stay linear 

considering TV watching. With the decrease in the price of technology it could become 

accessible for the general public. 

 

The innovation become possible 

 

The television extends the experiences related to programmes on online platforms, games, 

serials, which leads to modular film production that the content can be combined with others, 

to generate media events, and branding contents. The new measure is the ratings, which is 

invaluable the most important factor is the commitment, loyalty and activity measurement. 

 

People watch what they are interested in, when they are free, on the future television. The 

XXI century TV is increasingly flatter black box, but the content is more exciting than it ever 

was. It will find its new function the digital information. The world of television is cannot be 

interpreted without innovation. 

 

 It must be watchable by a click. One says that the internet is able to implement all of the 

television. We do not exclude it. The question is that how big the size of the television is, and 

what brand they are.  It seems that the internet is forming a new type of television. The Hulu, 

Netflix and You tube are good example of this. Most of them beside their brand names put 

Watch TV, when it explains their service. If you want to reach lots of people you will find 

them in front of their TVs. Although they are glad to consume video contents on their 

different mobile devices, the majority loves perceiving the contents at home. 

 

However, Hungary is not a trendsetter country since its size and the lack of the foreign 

language knowledge, but it slowly follows the trend. Therefore we follow the foreign practice 

of the multinational companies, without adapting them to national standard. 

 

The viewer of the digital era 

 

Two types of viewers can be dominant in the future television market. The traditional 

television viewers remain the usual ways of watching television, beside them a progressive 

group is formed who seeks change and personalized multi-device content. Both groups must 

be satisfied in the same time. If we investigate America and Western-Europe where the 

samples come from, the most significant change in the XXI century television making is 

involving the viewers and the measure of this involvement. The majority of the researchers 

believe that the viewers’ attitude depends on which type of program they meet. In the case of 

certain program they remain passive and other case they become active. 

 

The spread of new technology shows that there is a generation, whose natural world is the 

digital medium, if they are born such a background where the technological innovations are 

available. In today’s Hungary the multiplatform, digital consumer is the member of the 

narrow elite and/or they are young. Analysts expect a new generation whose members give 

priority to the mobile devices rather than to the TV. The future of audiovisual content 

producers is the members of Generation Z. They are called digital natives because they were 

born into the world of digital technologies. A television and DVD viewing overall is still the 
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dominant form of media consumption among them. However, the use of new digital media 

shows tendency to the traditional television comparing with the traditional ways of watching 

movies. TV is not the primary source of entertainment, but they always try to watch their 

favourite programs. They can be involved in watching television by interactivity and social 

media. It is essential to see and understand, because these generations will be the ones who 

will influence the future media market with their behaviour and media consumption. 

 

Will there be a public service? 

 

There will be public service, due to the regulatory constraints since Hungary has no interest to 

eliminate them. But the modern civil service could only finance the content production by 

state funds, rather than the public media institutions. The reality is that in Hungary, the 

funding issue is still unresolved. It seems hopeless that the public media can get rid of 

political pressure, and become a public service in the original sense of the world, creating the 

plurality of opinions and freedom of movement and perhaps may regain the loss of credibility. 

 

It seems hopeless to get rid of the public media from political pressure to become a public 

service in the original sense of the word, creating a loss of credibility of the plurality of 

opinions and freedom of movement, and perhaps regaining some of the opinion leaders for. 

Compared to the size of the country, no more than one public-service channel would require 

the appropriate digital platforms’ extensions with fewer staff in competition with the 

credibility. There is a need such innovative leaders who believe self regulation along the lines 

of media intellectual’ responsibility, the ethical behaviour which use the power as a tool rather 

than as a destination and act accordingly.  

 

Television genres and the future of television content 

 

The mainstream, reaching the general public is the only meaningful approach for commercial 

televisions; it legitimizes their commitment to entertainment. A television program is not only 

content, but also brand, recognizable brand values, target groups, merchandising products, 

lots of options, which can generate revenue in relation to the given program in television 

content too.  

 

In recent years, the most popular genres of television are series, game, talent and reality 

shows. It is clear that the uniqueness of the self-produced programs attract the most viewers. 

The luck of the Hungarian market – as well as the sadness - is that little, and so bound to the 

local language that local content will be needed for quite a while.  

 

Technological innovation has also expanded the possibilities of content innovation. Anyone 

might come up with a program that conquers the world. In the future the prominent role will 

continue to blur the boundaries of genre. The live event show programs give the experience of 

exclusivity for the viewer; you might want to see on TV. These shows are examples of the 

convergence of television, internet and the convergence of mobile content, and newer formats 

are ready to involve the social media and other applications to maximize the user experience 

and serve the advertising market. 

 

The advantage of mobile devices is outstandingly increasing in information transfer, the 

television remains in the role of commentators and the "joyful" entertainment. As long as the 

majority of people will continue to use television as the most important landmark, more 

information is obtained from TV than from net, independently that the TV is behind the 
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internet in the news contest. Therefore should not be afraid that news becomes unnecessary. 

People meet such a volume of information on internet that they find it difficult to select from 

them, so this task is made by the editor of news and magazine programs. If it is important for 

a channel to have a news brand, one possible way is to tell stories, generate news shows, give 

short, fast news on mobile platforms and exclusive video contents which did not fit in TV 

programs but exciting enough to attract lots of viewers, shared on web, spreading and 

strengthening the brand. 

 

Among the fictional genres, the quality American series – and some Hungarian example too – 

are capable to rehabilitate the TV as a tool in a circle where the series viewers have already 

lost the confidence in that device. For the breakthrough needed such opinion leaders like 

Martin Scorsese or Kevin Spacey, who explained in several places that those, who thinks that 

the television is not capable of giving a deeper character than a one and half hour movie is 

wrong. The quality and the art of storytelling, this is the one that characterized the recent 

years world-conquering American TV series. Due to the technological development the 

television has developed so much in relation to the viewer experiences that it completely 

approached to world of movies. It is irrelevant to the aesthetic sense of the process conditions 

that they are made for television or internet because people watch these series on their 

television or larger screen-screen mobile devices due to their rich details. Young people do 

not make more difference to look for something online or on television. Only the story and the 

content counts. The current age should report the liberated 1950’s, with its cloudless and 

experimentation, when everyone takes more risk instead of being safe, crosses boundaries and 

invites the viewers to new worlds. 

 

Professional contents should not be afraid of the ones generated by users. The needs of 

viewers and users are continuously changing, it is much easier for professional contents than 

for amateur ones to keep up. Professional video contents which are specially made for the 

internet – although it is valid for other web media products – can only be successful if they 

address a particular society layer with a thematic, targeted message. Internet is the perfect 

surface for niche contents, whereas it has never been profitable for general TV stations to 

provide for these target audiences. From advertisers’ point of view, the technical advantage of 

the online videos over traditional TV contents is that, it is easier to measure the reach and put 

advertisements around them. Today the classical audience measurement is doing its best to 

collect more reliable and segmentable data from as many platforms as possible. Online video 

in itself still can’t be regarded as professional content. The goal is to make the content 

profitable using as many channels as possible, but at present nonlinear television watching is 

just a complementary activity.  

 

After each popular TV show the attendance of channel’s online surfaces is increasing, in 

which talent and reality shows reaching young people play a significant part. Due to 

increasingly active second screen usage – using a mobile phone or tablet while watching 

television – it is advisable to develop TV shows that can be enjoyed completely with this 

second screen. Today there are new innovative television formats worldwide which include 

content into existing TV genres through social experiences.  

 

Digital story telling, as a method and tool is tightly connected to a multiplatform content-

making attitude, which contains the convergence of content and technology. It encourages a 

completely new and innovative story telling in fiction and nonfiction, and it stretches the 

borders of reception as well. Initially, digital stories used several tools, but basically were 

connected to one platform. With the expansion of the online world the transition between the 
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platforms has become evident, which created journalism, and which incorporated contents, 

such as traditional prints, online news and videos. In fact, telling stories is now expected in 

the genres of nonfiction as well. It is not common in Hungary and in many other countries of 

the world, but there are tendencies which show that story tellers must be capable of 

alternating between several platforms, even on a single workday.  On internet surfaces they 

must be able to make videos in the same way as for TV shows, write texts on online surfaces 

or even share content in social media. They must be able to make content for all platforms and 

to combine these platforms for the best content. 

 

Content maker of the future 

 

The role of some journalists might be transformed, they might become editors or organizers, 

literally mediums, who, for example, get the content from enthusiastic amateurs, professional 

bloggers taking advantage of each other’s synergy. Their role might become crucial, since 

they will edit and select the content for the audience who are not always interactive. Then the 

technical devices will enable customers to receive a selection automatically based on their 

personal preferences. 

 

However, as it is also known that producing their own content increases each medium’s brand 

value, another group of the content makers could be the so called multi-platform journalists. 

In the future they can’t be called neither journalists, nor television personalities, nor story 

tellers because they might have so complicated platform independent tasks that make these 

categories uninterpretable. The new category is content maker for whom transition between 

platforms is elementary. As the media companies are building bigger and more complicated 

portfolios, it will become causeless for a media product to have separate online, printed or 

electronic content maker departments. 

 

The media personality of the future is trustworthy, exhibitionist and venturesome. It is a 

question, whether it is possible in the future to stay in the background of content making and 

to be not forced to appear in person. Today it might seem an exaggeration, but we could see 

that the simplification of technology results in smaller editorial staff, the more personal story 

telling tendencies might move the present situation in this direction. Everybody can find what 

they want on thematic surfaces and niche contents also it is easier to succeed in personal 

brand building on them. 

 

The content makers of the future are facing several challenges. They (will) need an 

irreplaceable personal tone and new competences. They must learn the art of storytelling more 

responsibly than ever, because it is an ability that can’t be replaced by anything even if the 

technology is available. Being able to program is an expectation coming soon.  Earlier, like a 

reporter had to give instructions to the cameraman, now as a content maker they have to do so 

to a programmer, for instance if they want some developments in their digital history which 

requires deeper knowledge. They must be aware of analytics so that they can examine the 

feedback of their digital content. They also have to be experts in social media, as they are 

building their personal brand on this surface as well. They have to keep in contact with their 

followers to make their loyalty stronger and possibly to get some new tips, which however, 

must be double-checked. The content makers themselves become mediums who are not 

necessarily dependent on a channel. They can build it themselves with the help of technology 

and their competence. Obviously, it is easier with an international media conglomerate in the 

background, but it is not unrealizable without it either. Meanwhile, they must make sure to 

keep their trustworthiness in order not to risk their own personal brand. However, they have to 
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update their knowledge continuously, because due to the development of technology and 

innovation it quickly might become outdated. 

 

The content makers are not infallible superheroes, just easily mobilizable people with up-to-

date knowledge, for whom the world is wide open. They know everything that is needed to 

succeed not only in Hungary but worldwide. They are interpreters between worlds, 

professional storytellers, but artists and businesspeople, media entrepreneurs or branding 

specialists as well. Like the borders between the platforms are fading, these marked 

differences do not make sense any more. Why isn’t it be possible to have parallel lives, 

experiences overlapping from time to time, building a trustworthy and personal brand? A 

media career can be built anywhere having up-to-date knowledge. Also it is possible to 

become a media innovator looking for the connecting points, new business opportunities and 

solutions to the technology and the media, or even program formats can be developed, 

produced and sold. 

 

If none of the above is suitable for the content makers, the professional world of Netflix or 

YouTube warmly welcome the best scriptwriters and directors, cameramen and other film 

producing professionals. In the up-to-date film and television schools of the future 

professional content makers have to be trained who can cope with any platforms, genre, 

fiction or nonfiction. The career of a content maker might be long with optional transitions 

 

The proofs of the TV dominance/possibility of a new golden age:   

 

1. Average time spent watching television is significantly high worldwide and continues 

to increase. Although the new video consuming patterns are spreading, time spent watching 

the new devices is still much lower than that of spent viewing television, even in markets 

much more developed than the Hungarian one. 

2. People do not watch one device as a substitution of the other, but they use them 

simultaneously, involving them in their daily routine.  

3. Researches show, audiences still express a preference to better picture quality and 

large screen size while receiving audiovisual contents, which consolidates television’s 

dominance over other media. 

4. Using mobile phones, tablets or computer for consuming television content is 

increasingly common nowadays. 

5. The market, consumer electronic industry and the multinational gigantic media 

businesses have no interest in sacrificing television, but making it the winner of 

digitalization and convergence processes so that television will become a device 

incorporating everything, and they do their best to achieve it. 

6. Consumers are not interested in platforms and technology; researches show they are 

not as interactive as believed earlier, only interested in consuming contents, especially 

ready-made entertainment.  

7. Economic crisis has contributed substantially to the fact that people realize television 

is still one of the cheapest and most effective spare time activities. 

8. According to surveys, from the point of view of mainstream, television is still the most 

prevailing information source. Although internet is faster and more up-to-date, editors are 

badly needed. 

9. Most of the current technological developments are aiming to enable internet and web 

content to move into television sets.   

10. The most important internet brands, innovators of the world, such as Google and 

Apple, consider television to be a dominant device. Also, they are developing products 
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which can easily display internet contents on television screens. Hulu, Netflix, YouTube 

and similar companies are heading for television sets. While explaining what their service 

is about, most of them are putting Watch TV on top of their list, next to their brand name. 

11. There are some successful television formats which can address young people to show 

them the experience of watching TV again. 

12. Quality series have created the need and reason for watching films on television again. 

Netflix series have proved, aesthetically and commercially as well, – at least in US – that 

providing subscription-based online content can give new perspectives to television. 

13. Nowadays it seems certain that television publicity is still needed for national 

popularity.  Internet appearance in itself and content made only for web do not grant 

enough reach either. 

14. Such small markets - like Hungary where the global provider of Internet content and 

production brand has no interest to enter - for sure they can rely on that it will be the 

relevance of local content production for a long time. 

15. The televisions work on to bring the advantage of internet connected with 

measurement accuracy. If the Internet moves into the TV itself, it will not be a problem 

anymore. 

16. Due to technological changes, trend researchers say that we will have more time, since 

we can work less, and it is known that watching TV is one of the best ways to spend free 

time. 

 

The new golden age of content making instead of that of television 

 

Television is literally like a black hole – at least when turned off – swallowing several 

opportunities. Since it turned into a computer, it has broaden its future perspectives infinitely. 

The transitional era, in which we live in is certainly not the golden age, just an opportunity we 

are heading for, as there are several questions to be answered and processes to be 

consolidated. It is also questionable whether the need for innovation makes a relative 

consolidation possible. Our answer to the main question of this dissertation is that, however 

probable the dominance of television will be long-term, it would be fairer not to monopolize 

the coming golden age for television because of the technological and content convergence. 

We should say instead, the golden age of content making is coming, which is made unlimited 

by the above-mentioned convergence processes. Since the value of the content is shown by 

the reach, television will do its best to be the most popular surface in the future as well. 

 


