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Executive Summary  

This deliverable elaborates the initial plans for the dissemination and exploitation of results. 

The first part of the deliverable, namely Dissemination, describes activities which took place or are 
already planned, organizing them in two different subchapters, based on their nature: Scientific Results, 
and Trade Publications, Industry Exhibitions and Networking Events. For each activity there is a brief 
report from the partners who attended each example. 

In the second part the initial exploitation plan is described. It starts from an overview of the target 
market, where involved stakeholders and their future perspectives are analyzed one by one and the 
product definition, where MPAT selling points are described. 

In the product positioning chapter, MPAT is compared to existing potential competitors. Their strengths 
and shortcomings are enlisted and compared to current and final MPAT status. Then the outcomes from 
previous assessments are summarized in the SWOT analysis where strengths, weaknesses, 
opportunities and threats of MPAT are highlighted. 

Finally, each partner describes its plans for the exploitation of MPAT. 

All deliverable sections are subject to updates in D7.6, when the final plan for the dissemination and 
exploitation of the results will be described. 
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1  Introduction  

In this document, we describe both the dissemination and exploitation of results generated through the 
course of the MPAT project. This includes a detailed plan for each of these, as well as results already 
achieved in the first year of the project. The dissemination activity first focuses on academic 
dissemination, and follows with industrial-oriented outlets. Finally, the dissemination outlines the role of 
standardisation bodies in the work of MPAT.  

The second section, namely that of exploitation, described the efforts that the MPAT project has made 
towards realising some of the wider outcomes intended for the project. This includes identifying a 
number of potential target markets, defining the scope and features of the product, and the position of 
this within the wider marketplace.  Finally, we outline both individual and joint plans for exploitation. 
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2  Dissemination  

2.1  Online Social Networking  

Please see D7.2 for more details of the dissemination achieved through online social media. 

2.2  Scientific Results  

MPAT will be presented in a number of different scientific outlets, mainly academic in nature. In this 
section, we discuss the plan for publishing these results, as well as targets and venues for publication. 
These are described in Planned Scientific Publications. Despite the early nature of much of the work 
conducted thus far in MPAT, there are nonetheless examples that have already been successfully 
published and/or presented. These are noted in Existing Scientific Publications. 

2.2.1 Planned Scientific Publications 

MPAT has already generated a number of publishable results that are currently awaiting formation into 
conference papers. This includes the outcomes of user testing and feedback generated in the WP3, as 
well as the scenarios and concepts formed in WP2.  

Furthermore, contributions towards architecture and design will be used in the publication of detailed 
documents, presented to the wider community. These are worthy contributions if only by the fact they 
will be novel and unique in the respect; no current design are freely and widely available to either 
industry or the community. With the publication of these, we invite scrutiny and refinement to our work. 

Finally, as the MPAT implementation matures into a useable and feature-rich tool, it is anticipated that 
this will open a great number of potential avenues for further evaluation and scientific contributions. This 
includes, but is not limited to, continuing work in WP2 and WP3. 

There is also scope for scientific publications that are not necessarily in the main scope of MPAT. This 
includes multi-disciplinary work, and could include topics such as: enabling access to content platforms 
traditionally behind a technology or infrastructure ówallô, the impact that this access would have on the 
digital digital economy, and the methods and techniques necessary to build a system simultaneously 
suitable for both novice and expert users. 

Potential outlets for the abovementioned work includes the following accredited and recognised outlets: 

¶ CHI (Computer Human Interaction) - https://chi2017.acm.org/ 

¶ Ubicomp - http://ubicomp.org/ubicomp2017/ 

¶ NordiCHI - http://nordichi2018.org/  

¶ TVX - https://tvx.acm.org/2017/ 

2.2.2 Existing Scientific Publications 

TVX 2016 

Type: Work in Progress Paper / Poster 

Date: 22nd ï 24th June 2016 

Location: Chicago, IL 

MPAT Participants: Fraunhofer FOKUS (presented), Lancaster University, ParisTech, Fincons, IRT, 
Leadin 

 

Fraunhofer FOKUS presented the overall MPAT concept at TVX 2016. This included a preliminary 
architecture and a set of potential use cases. These were presented through a Work in Progress paper 
and a poster. The paper is published by the ACM, and available online at 
https://doi.org/10.1145/2932206.2933560. 
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Forum Media Technology & All Around Audio Symposium 

Type: Academic Presentation 

Date: 23rd November 2016 

Location: St. Pölten, AUT 

MPAT Participants: RBB, Fraunhofer FOKUS 

 

RBB and FOKUS submitted a paper on ñInteractive Storytelling & Audio Apps for HbbTVò in which the 
Play-along-/Karaoke-Feature of the RBB pilot BAND CAMP BERLIN helped demonstrate how MPAT 
can be used to create interactive TV applications with little effort and technological requirements. After 
the academic peer reviewing process, MPAT was invited to present ñAudio Interaction in front of the TV 
Screenò at the All Around Audio Symposium on 23rd November as part of the Forum Medientage in at 
the University of Applied Sciences in St. Pölten near Vienna, Austria. 
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2.3  Trade Publications, Industry Exhibitions and Networking Events  

MPAT has already been very visible at a number of large and recognised industry exhibitions and 
networking events. These are outlined in the section Existing Trade Publications, Industry Exhibitions 
and Networking Events. The ability to present MPAT and disseminate the project, including the 
technology that is being developed in such, is testament to the progress made thus far. Although brief, 
the Planned Trade Publications, Industry Exhibitions and Networking Events outlines a strategy for the 
coming year. 

2.3.1 Planned Trade Publications, Industry Exhibitions and Networking Events 

Given that MPAT has already targeted a number of key Industry Exhibitions and Networking Events, the 
planned dissemination activity is very much to continue to be present at the same set of venues in the 
following year (2017). In addition to this extensive list, the MPAT project will also look to further increase 
dissemination of the project by targeting new venues. These will be determined given industry 
preference and changing popularity in the coming months. 

2.3.2 Existing Trade Publications, Industry Exhibitions and Networking Events 

4th European HbbTV Symposium 

Type: Networking Event 

Date: 8th - 9th December 2015 

Location: London, GB 

MPAT Participants: Fraunhofer FOKUS 

 

The topic of the 4th European HbbTV Symposium in London was ñHbbTV 2.0 and Beyondò. Under this 
topic the major subjects were HbbTV for operators, UHD and HDR in HbbTV, HbbTV 2.0 value for 
broadcasters and service providers. In 2015 the HbbTV association also highlighted the status of new 
continents and countries adopting HbbTV including Africa, Asia, New-Zealand and Japan and discussed 
successful services and marketing examples. Fraunhofer FOKUS demonstrated during the conference 
the first draft implementation of the Multi-Platform Application Toolkit on their own booth. 

 

 

Figure 1: Fraunhofer FOKUS demonstrating the MPAT Editor and generated Application 
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HbbTV Interop Event 

Type: Workshop / Networking Event 

Dates: 13th - 14th April  / 20th - 21th July / 23th -24th November 

Location: Munich, GER 

MPAT Participants: IRT 

 

The HbbTV Interoperability workshop provides the possibility for manufacturers to ensure that their 
implemented new functionalities are according to the standard and gives application developers the 
chance to test the maturity of their applications on different devices. There the first HbbTV 2.0 
prototypes are being tested incorporating new features such as DASH, HEVC and synchronisation of 
companion devices amongst others, which are part of the MPAT scope. The advancements of the 
project are tested against different TVs and STBs in order to keep up with the latest devices on the 
market. At the latest event, IRT was testing the Bandcamp pilot application and performed component 
tests to ensure following standard HbbTV specifications. 

 

 

Figure 2: Device manufacturers and app developers at the HbbTV Interop Workshop 
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re:publica 

Type: Industry Exhibition / Networking Event 

Date: 2nd - 3rd May 2016 

Location: Berlin, GER 

MPAT Participants: Fraunhofer FOKUS 

 

In May 2016 Fraunhofer FOKUS was demonstrating the 360° video MPAT plugin for the first time in a 
cooperation with the broadcaster ARTE on the ARTE booth at the 10th re:publica. The re:publica is one 
of the largest festivals about digital culture in the world. Around 8.000 participants and 800 accredited 
international journalists visited the fully packed STATION Berlin and adjoining Kühlhaus for this event. 

 

 

Figure 3: FOKUS 360° Demo at the ARTE 360° Cinema Dome 
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27th FKTG Conference  

Type: Industry Exhibition / Networking Event 

Date: 9th ï 11th May 2016 

Location: Leipzig, GER 

MPAT Participants: Fraunhofer FOKUS, RBB 

 

The FKTG Conference was a combination of symposium and exhibition that is hosted every two years 
on different media-relevant locations in Germany. Fraunhofer FOKUS presented MPAT during the 
ñCrossmediale Distributionenò session on the last day. During the symposium, FOKUS also presented 
MPAT on a booth, including the new plugins like 360° and interactive video. 

 

 

Figure 4: Fraunhofer FOKUS presentation about the MPAT at the 27th FKTG 
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Digital2016 

Type: Networking / Workshop Event 

Date: 6th ï 7th June 2016 

Location: Newport, GB 

MPAT Participants: Leadin (presented), Lancaster University 

 

MPAT was presented at a session titled ñThe Future of Interactive TVò, which explored the way that TV 
is consumed, how TV-based applications are now a core part of the the experience and how MPAT can 
be used to further this. A number of scenarios were described, and a lively discussion was generated 
around the use and implementation of the MPAT platform. A number of industrial contacts were made 
during this event, and continue to be pursued. 

 

 

Figure 5: Leadin presents the MPAT concept at Digital2016 
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IFA 

Type: Industry Exhibition / Networking Event 

Date: 2nd - 7th September 2016 

Location: Berlin, GER 

MPAT Participants: Fraunhofer FOKUS, RBB, IRT 

 

RBB and IRT presented MPAT as a major achievement at their neighbouring booths at ARDôs Digital 
World (Digitale Welt) focusing on both consumer interface - with the new feature SlideFlow - and 
content creator interface - with hands-on presentations of how such pages have been created with 
MPAT.  

While IFA is generally consumer-oriented, the visitors of the RBB Innovation Projects booth are often 
from other broadcasters from Germany, Austria and Switzerland. These colleagues were very interested 
in the tool and its workflow. While RBBôs demonstrations focused more on consumer interfaces and 
workflows, guests who were specifically interested in technical and infrastructural questions were 
welcomed by IRTôs experts at the neighboring booth. 

 

 

Figure 6: Booth of RBB Innovation projects at IFA: presentation of the BAND CAMP BERLIN 
Demo 

 

IBC 

Type: Industry Exhibition / Networking Event 

Date: 2nd - 7th September 2016 

Location: Amsterdam, NL 

MPAT Participants: Fraunhofer FOKUS, IRT 

 

The IBC (International Broadcasting Convention) is an annual trade fair for the broadcasting industry. 
With 55000 attendees in 2016, it is the largest event in Europe for professionals involved in content 
creation, management and delivery. Traditionally, IBC has been geared toward the technical side of 
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broadcasting, but has in recent years moved more toward the coverage of media and entertainment 
industry as a whole. 

Fraunhofer demonstrated the MPAT toolkit on the Fraunhofer booth at the IBC event, demonstrating the 
ease of changing application elements of a demo application, created with MPAT for a project-external 
company, containing 360° video content and supplementary material. 

 

 

HD Forum Italia Conference 2016 

Type: Industry Exhibition / Networking Event 

Date: 6th - 7th October 2016 

Location: Vatican City, VC 

MPAT Participants: Mediaset, Fincons 

  

The HD Interoperability forum was the occasion for the association ñHD Forum Italiaò to officially present 
HD Book 4.0, containing all HbbTV technical specifications for TV manufacturers on the Italian market. 
Mediaset is member of the association since its birth with the aim of actively promoting the adoption of 
HbbTV standard and its coexistence with MHP standard. 

Besides participating as speakers at above event, Mediaset & Fincons hosted a  booth and a demo app 
with the aim of:  

¶ presenting the latest version of the MPAT tool; 

¶ launching the first official trial of HbbTV transmission with the first official full deployment in Italy 
of a national HbbTV channel, namely on La5 channel; 

¶ helping promoting the HbbTV adoption process. 

 

 

Figure 7: Demonstration at the Mediaset booth by Mediaset & Fincons 
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Medientage 

Type: Industry Exhibition / Networking Event 

Date: 25th - 27th October 2016 

Location: München, GER 

MPAT Participants: Fraunhofer FOKUS, IRT 

 

The Medientage is the main annual event for media related professionals. It comprises a conference 
track and an exhibition. The number of attendees is usually around 6000 and includes media makers, 
media technology experts and media politicians. An indicator of the significance of the event for the 
German media industry is that Angela Merkel and Horst Seehofer (Minister President of Bavaria) were 
attendees this year. 

MPAT was present at the event by showcasing the editor itself at  the Fraunhofer FOKUS HAT booth 
and an 360° HbbTV application created with MPAT at the 360° showcase. 

 

 

Figure 8: Demonstration at the joint Fraunhofer FOKUS and IRT booth 

 

 

Workshop on Smart TV production  

Type: Expert Workshop 

Date: 16th November 2016 

Location: Berlin, GER 

MPAT Participants: RBB 

 

On 16th November 2016, RBB hosted a workshop on Smart TV Production. 30 experts from different 
public broadcasters in Germany participated in a full-day workshop where innovative technologies and 
methods for TV production were presented, demonstrated and discussed. 

RBB presented MPAT as a smart tool for creating HbbTV applications. 
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Changing the Picture 

Type: Industry / Networking Event 

Date: 17th - 18th November 2016 

Location: Potsdam, GER 

MPAT Participants: RBB 

 

Every year in November Film University Potsdam hosts a technology conference on Film and TV 
production, Changing the Picture (http://www.changingthepicture.de/#changingthepicture2016). In a 
session on Collaborative Production, hosted by RBB, the MPAT team presented and demonstrated 
MPAT as a tool for creating HbbTV applications. 

 

 

Media Web Symposium (MWS) 

Type: Industry Exhibition / Networking Event 

Date: 16th - 18th May 2017 

Location: Berlin, GER 

MPAT Participants: Fraunhofer FOKUS 

 

The 6th FOKUS Media Web Symposium will offer the latest insights in internet delivered media such as 
360°/VR Streaming, multiscreen interaction, media sync, SmartTV/HbbTV, protected adaptive 
streaming, related standardization and market developments. Following our tradition of providing a 
platform for international technology experts, the latest developments of web technologies and up-and-
coming trends of the creative industry will be presented and discussed. Fraunhofer FOKUS will also 
present the newest implementation status of MPAT on a booth. 

 

 

2.4  Standardisation Bodies  

The MPAT consortium is tracking progress and changes in the HbbTV specification, as well as related 
developments in the area. Similarly, the consortium is also monitoring progress and discussions in the 
W3C Web and TV Interest Group. As of yet, the project has not made any contributions to these two 
groups, but they are nonetheless planned in the coming year. Importantly, the project has also not made 
any technical or architectural decisions that would contravene current efforts in these two groups. 
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3  Exploitation  

3.1  Target Market  

We are certain that HbbTV trend is generating important stimuli for market development by changing 
the consumption of audiovisual services and by opening up television to new content, new providers, 
and new business models.  

Consumers want to simplify and unify the way in which they browse, search and watch video content 
through TV, while operators are looking for ways to reduce the costs associated with the app creation 
process and ways to exploit massively the opportunity offered by the convergence of broadcast and 
broadband to deliver interactive content. 

MPAT can currently benefit from an outstanding growing market scenario in HbbTV penetration which 
paves the way for an excellent potential of adoption by multiple players to deliver apps on multiple hbb 
devices. At present, more than 90% of all producers of TV sets have adopted the HbbTV standard 
(source: GfK). 

 

 

Figure 9: Map of HbbTV adoption in November 2016 

 

In the following paragraphs, the main beneficiaries of MPAT are described. 

 

3.1.1 Public, Private and Local Broadcasters 

Regarding the status of Market Development in HbbTV Services, since IFA 2010, all four free-to-air 
television broadcast groups in Germany ARD, ZDF, RTL, and ProSiebenSat.1 have been offering 
HbbTV services.  

While public broadcasters have focused mainly on media libraries, teletext, and EPG, the commercial 
broadcasters have proposed upgraded variations of their teletext pages with photos, video clips, and 
interactive advertising, and Pro7 and Sat.1 also offer games and voting.  
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Figure 10: Effectiveness of interactive over non interactive video ads in 2015 

 

An outstanding example for the potential of HbbTV was demonstrated during the 2012 Olympic Summer 
Games and the 2014 Olympic Winter Games with the integration of six and four live streams, 
respectively, into the HbbTV Olympics apps of ARD and ZDF. But smaller broadcasters also regard 
HbbTV as a valuable extension feature to their program activities: By now, Sport1, HSE24, QVC, 
Sonnenklar TV, and Astro TV have launched their own HbbTV options.  

Interestingly, a growing number of local TV broadcasters in Germany is also providing HbbTV content 
bringing the total to 70 program providers offering HbbTV services (as of September 2013). They 
already include applications that allow bookings or purchases. There is no doubt that such applications 
will also be offered by many more providers in future and MPAT in this sense will provide a perfect 
solution to support massive and customizable app production. 

At the same time, the number of ñinteractiveò devices in use by consumers has seen a very dynamic 
development. According to GfK Retail & Technology, a total of 20.5 million Web-enabled consumer 
devices had been sold by the end of 2013 on the German market, including TVs, Blu-ray players, and 
set-top boxes 

Fifty-nine percent of the TV sets sold in 2013 were capable of displaying Web-based content and were 
thus considered ñsmart TVsò (2012: 50%, or 4.8 million; 2011: 3.4 million). Moreover, a full 92 percent of 
the smart TVs sold in 2013 supported the HbbTV standard for interactive television via a special red 
button on the remote control. Not all smart TVs sold in Germany are actually hooked up to the Internet, 
but a survey conducted in April/May 2013 on behalf of gfu (Gesellschaft für Unterhaltungs- und 
Kommunikationselektronik) showed the number of those that are connected to the Web now to be close 
to 60 percent.(source: Deutsche TV Platform). 

Germany was a pioneer in the launch of HbbTV on an international scale. The French market had 
already played a key role in the development of the HbbTV standard, and by now, TF1, France 
Télévisions, and Canal+ are using HbbTV. Internationally, HbbTV has since made great strides: In 
Europe, nine countries have regular HbbTV operations (Austria, Belgium, the Czech Republic, 
Denmark, Finland, the Netherlands, Poland, Spain, and Switzerland). A number of other European 
countries are planning the launch of HbbTV or have commenced test runs (Hungary, Norway, Portugal, 
Sweden, and the United Kingdom). Even beyond Europe, HbbTV has been reviewed, and in some 
cases (eg Italy), introduction has already been greenlighted. 

There is no doubt that HbbTV applications will therefore be offered by many more providers in future 
and MPAT can provide a solution to support massive and customizable app production across different 
players. 



Version of 
2016-11-30 D7.3 Initial Plan for the Dissemination and Exploitation of Results  

 

  page 18 

3.1.2 Content Creators 

Broadcasters rarely produce their own content, but purchase complete programmes from production 
companies. These typically not only deliver the broadcastable video content, but are often also 
responsible for the production of supporting material, such as the provision of a web presence related to 
the TV programme or series or the supply of promotional material, such as trailers, teasers, interviews 
or ómaking ofô supplements. 

Content Creators is used as a term to include those that create media content. This includes images, 
video and music, but also incorporates other mediums, such as art and performance. Content creators 
usually rely on broadcasters and media houses to publish this content using traditional channels such 
as television and radio. However, there has been an increasing trend towards this group of users 
moving towards self-publishing. This is enabled by the availability of platforms specifically created to 
host content without the need to vast amounts of infrastructure or without significant levels of 
knowledge. 

Currently, these content creators do not have suitable tools to create an HbbTV presence to accompany 
their content. MPAT helps these creators to build HbbTV applications that are small, stand-alone and 
suitable for adding to existing broadcaster pages, leveraging experience the content creators already 
have from providing a web presence. 

Being more accessible by this target group is one of the reasons for including the ópage flowô navigation, 
as this style of presentation of supplementary material is common and popular with, for example, 
documentary producers. 

MPAT extends this ability to television as a platform to host applications. Gone are the need for 
expensive and time consuming development process. In its place, MPAT enables the rapid 
development of applications at a low cost. This is important to note only enable a presence on a 
platform that is typically underused by content creators, but also allows such users to create 
applications in response to events, new content etc., and thus avoid long wait times that may otherwise 
stifle innovation and progress for such organisations.  

A consistent level of branding and awareness is key across many platforms these days. This includes a 
presence on different social networks, video services and other platforms used to share content. MPAT 
enables the development of a single application that is then compatible across multiple such end-
devices, which allows for more coverage and a wide potential user base. 

Importantly MPAT also does not block the creative process in anyway, allowing content creators to 
realise the designs and layouts that have been prototyped or sketched beforehand; it is no barrier to the 
creative process. This is also coupled with a movement away from the traditional toolchains and 
workflows that can be found in larger businesses. Much like its counterpart Wordpress, MPAT does not 
impose any such restrictions to workflow or permissions (although they can be used if required).  

Currently, most HbbTV applications are developed with a lead-up time of weeks or months. Current 
events can only be supported with applications that are fixed, but dynamically include content from a 
live source. For example, an image gallery can show the six most current new pictures or a social feed 
can show the latest user messages, but the application itself stays unchanged. 

The capability of MPAT to generate applications quickly, allows content creators to react to current and 
upcoming events quickly by providing supplementary material as HbbTV applications, without the need 
to contract out-house specialists or programmers. 

The abovementioned reasons are motivations as to why MPAT is appropriate for the content creator 
market. To reinforce this, we show the importance of user generated content, which could be 
considered as generated by this group. In September 2016, it was estimated that the two largest 
content creators on Facebook generated over 6 billion views alone1. This count could be increased 
further with the development of a TV-based presence for each of these creators. YouTube also provides 
a similar indication of the potential for this market, with over 127 billion views registered in September 
2016 alone2. This is again without the use of targeted and branded applications for the television, 
designed and built by the content creators themselves. 

                                                      

1 http://tubularinsights.com/top-facebook-video-creators/ 
2 http://tubularinsights.com/top-youtube-channels/ 

http://tubularinsights.com/top-facebook-video-creators/
http://tubularinsights.com/top-youtube-channels/
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3.1.3 Public Institutions 

Public Institutions could also benefit from the use of MPAT. Statistics are hard to gather for this group, 
but they could nonetheless be considered content creators too. Importantly for public institutions, MPAT 
enables the low-cost development of applications, and yet offers a rich support network through the use 
of plugins. Thus, this group could well consider the development of a bespoke application as a presence 
on the Television platform. As members of this group typically have to provide accountability for any 
expenditure, the open source nature of MPAT provides an enticing no-cost solution that has the 
potential to create exposure on a new platform. As this becomes increasingly important in the modern 
world, they will undoubtedly have to consider this in the future.  

During communication/dissemination events we gathered concrete feedbacks and ideas for example by 
an Italian public institution to enrich their existing broadcast channel. We are considering to organize an 
ad-hoc demo for validating MPAT in their use case in the next months. 

3.1.4 Advertisers 

As more viewers become more familiar with OTT programming, the digital Connected TV (CTV) 
advertising market will become larger. The trend, already taking shape, is that everything that is 
currently broadcast on traditional TV will have an option for connectivity and all TV shows will get their 
own apps. This means that advertisers will need to allocate more of their advertising budgets to CTV, 
since it will provide more opportunities for specific interactive ads. Marketers of commercial broadcast 
networks therefore regard HbbTV tools more and more as a venue for new advertising formats.  

According to Deutsche TV Platform, TV apps will be able to generate annual advertising revenues in the 
low to mid-six-figure range with an upward trend, since the number and reach of apps increases, as 
does their quality. Besides this HbbTV and MPAT plugins could offer new transaction options to the 
advertising and Internet industry as well as portal solutions, e.g. for hotels. 

Also insightful for the digital TV ad industry: research shows that people are more likely to watch 
lengthier content when they are viewing it on an actual TV screen from the comfort of their couch. 
Digital ads displayed on CTVs are shown in full TV-screen size, at full resolution, as a pre-, mid- or post-
roll formats before user-initiated content. This explains why the completion rates for video ads viewed 
on CTV typically exceed 85% the non-connected ones ð and why this rate is higher for CTV than on 
desktop and mobile. Another good reason for advertisers to be interested in using tools enabling 
interactive ad campaigns to their customers. 

 

 

Figure 11: Relevance of interactive video in marketing in 2015 

 

 




























