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INTRODUCTION

I would like to present this brochure titled , The Broadcasting
Landscape in Poland 2006” and to recommend reading it. This
publication was prepared by the National Broadcasting Council and it
is mainly addressed to our numerous foreign partners with whom we
are in touch on a day-to-day basis, but also to foreign companies
interested in the development of the electronic media market in
Poland. The fact that Poland has recently acceded to the European
structures and that many foreign companies operate in the Polish
market was an additional reason behind this publication.

The main purpose of this brochure is to feature the specificity of
the electronic media market in Poland and of its regulator, i.e., the
National Broadcasting Council, which I am heading. Its chapters cover
the following subject matter: the Council's role, the electronic media
market in Poland, the advertising market, the media market
concentration process and prospects for digital terrestrial broadcasting
in Poland. The approach adopted in this publication allowed to
characterize the main aspects of the electronic media market in Poland
and specific processes that are involved in it. Its economic and legal
status has been illustrated based on the 2005-2006 data. Annex 4 will
allow to track major events in the development of the media market in
Poland beginning from the 1990s through the second half of 2006.

As the purpose of this brochure is also to make it easier for foreign
companies to move about the Polish electronic media market, we
decided to provide You with a detailed description of the organizational
structure of the National Council's Office and with addresses of its
departments (Annex 2), the Internet addresses of major government
agencies, organizations and market players (Annex 6) and the
description of the licensing procedure (Annex 5).

This brochure is based to a high extent on a comprehensive
document adopted by the National Broadcasting Council in July 2006
titled ,,Radio And Television In Poland: A Market Report” which is
available in the Polish language at the National Council's web site.

It is my sincere hope that this publication will meet Your
expectations by bringing the electronic media market in Poland closer
to You and will help You get around it quickly and efficiently. I warmly
recommend it.

Elzbieta Kruk
Chairperson of the National Broadeasting Council
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National Broadcasting Council

Composition of the National Broadcasting Council

In December 1992 the lower house of the Polish Parliament (Sejm)
passed the Broadcasting Act which came into force on March 1, 1993.
Under the law, the National Broadcasting Council (KRRiT) is a state
body competent in broadcasting matters. Prior to that adraft had been
prepared to amend the Constitution by incorporating the provisions
regarding the National Broadeasting Council into this fundamental act
of law.

The National Broadcasting Council has been operating since April 28, 1993.

Pursuant to the Act of December 29, 2005 on the transformation and
modification of the allocation of tasks and powers to state bodies
competent in communications and broadcasting (Official Journal of
December 30, 2005, No. 267, Item 22568) the term of office of the
previous National Broadcasting Council of Poland, which consisted of
nine members, expired and a new board was appointed. The act
reduced the number of the Councils members from nine to five. Two
of them are appointed by the Sejm, one — by the Senate and two — by
the President of Poland. The term of office of each of them is six years.

Both houses of Parliament and the President may recall each member

they have designated. This can take place in the following

circumstances:

¢ when a member resigns from office,

¢ when a member’ illness makes the fulfilment of responsibilities
impossible,

¢ when a sentence is passed for a crime,

¢ when the broadcasting regulations have been infringed as
corroborated by a verdict of the Tribunal of State.

A person appointed to replace a member recalled from the post sits on

the Council till the end of the term of office exercising executive

powers by means of legislative tools.

The current members of the National Broadcasting Council are listed

in Annex no. 1.
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Tasks and goals of the National Broadcasting Council

The Broadcasting Act of December 29, 1992 defines the National
Broadeasting Council as a supreme state body charged with
broadcasting matters and sets forth the tasks to be implemented by
the Council and as well as the legal instruments it may apply The main
task of the Council is to protect:

¢ freedom of speech and broadcaster independence,

¢ interests of viewers and listeners,

¢ open and pluralistic character of radio and television.

The Council’s other tasks are to:

¢ map out the directions of the state policy in the broadcasting area (in
consultation with the Prime Minister),

¢ develop the conditions to be met by broadcasters in their activities,

¢ control broadcasters' activity within the framework of the law,

¢ commission studies of the contents and reception of radio and
television programmes,

¢ propose scientific and technical improvements and personnel
training,

¢ set subscription fees, license charges and registration fees,

¢ issue opinions on draft legislative acts and international agreements
concerning broadcasting,

¢ initiate and develop foreign relations in the field of broadcasting,

¢ cooperate with relevant organizations and institutions in the area of
copyright and the rights of performers, producers and broadcasters
of radio and television programmes.

The implementation of the foregoing tasks is possible owing to, i.a.:

¢ the authority to grant radio and television broadcasting licenses,

¢ the right to interfere with the shape of radio and television
programmes broadcast by Polish and foreign producers, sponsored
broadcasts and commercials, broadcasts for children and youth, and
in the case of public radio and television programmes, as regards
their coverage of the supreme state organs, political parties, trade
unions and with the broadcasts prepared by local stations,

¢ the right to appoint members of supervisory boards and programme
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councils in individual public radio and television stations,

¢ the status enjoyed by the Council’s members which, on the one hand,
makes it considerably difficult to recall them and, on the other hand,
makes it necessary for them to suspend their membership in political
parties and authorities of social organizations and prohibits any
business activity.

The Chairman of the National Council is authorized to:

¢ order (pursuant to the Council’s resolution) that the broadcasting of
programmes that violate the law be discontinued,

¢ require from a broadcaster all materials necessary to assess
programmes as to their compatibility with the applicable law,

¢ fine a broadcaster or its owners in the event of any violations of the
law or should it refuse to carry out the decisions taken by the
Council’s Chairman in the form of valid resolutions,

¢ allocate (in cooperation with the Ministry of Transport) frequencies
to public radio and television companies.

The rules of Council's activity

In its activities the National Council is guided by the following

principles:

¢ collegiate work based on professional distribution of responsibilities
and authority among all its members,

¢ openness attained by means of regular public presentations of
problems addressed by the Council and public hearings of individuals
and entities applying for licenses,

¢ independent operations and adoption of the solutions in accordance
with the law, devoid of any illegal and unprofessional pressure,

¢ cooperation with other state bodies and coming forth with the
proposals of joint operations in broadcasting and planning of the
state policy in that area,

¢ democracy and pluralism, as well as the development of protection of
radio and television by ensuring broadcaster independence.
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The activities of the National Broadcasting Council in 2005-2006

Apart from its day-to-day activities consisting in, i.a., the monitoring of
programmes and commercials, complaint handling and conduct of
licensing policy, in 2005-2006 the National Broadcasting Council issued
a number of strategic documents which outlined the direction of
further electronic media market development in Poland. The most
comprehensive of them is undoubtedly the , The Polish State’s
Electronic Media Strategy in 2005 — 2020” adopted by the Council in
May 2005. It identifies the major challenges that the Polish media
market will face in the near future, including the establishment of

a regulatory body; and proposes a wide range of instruments
facilitating its regulatory function. The document was discussed by

the government and approved by the Council of Ministers on October
11, 2005.

Equally multifaceted was the Council’s position on issue papers
regarding amendments to the directive on ,Television Without
Frontiers” which had been adopted on September 1, 2005. The
Council’s comments about six issue papers were then delivered to

the European Commission and they are now available on its official
web site.

Apart from the above two documents which featured several aspects of
the electronic media market operations, the Council also took a stance
on specific issues. Its most important documents in that regard
include:

¢ The Councils position on the protection of minors who are TV
viewers (Septmeber 12, 2006),

¢ The regulatory position on the legal qualification of the TVoDSL
service and the Council’s authority to regulate TV services provided
via new platforms (May 31, 2006),

¢ The Councils activities pursued with a view to launching of the
digital terrestrial television in Poland (April 5, 2006), and

¢ Local Character and Democracy Protection — the Councils strategy to
protect the local nature and plurality of the program offer in local elec-
tronic media” (December 2005)
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The foregoing documents are available in their Polish language version
at the Council’s web site: www.krrit.gov.pl.

The table below features some aspects of the activities pursued by the
Council in 2005-2006.

The Council’s functions  Activities 2005 2006
Regulatory function NBC Regulations 20 4!
Positions and statements 15 5
Licensing decisions 382 224
Cable TV licences 36 40"

Decisions to register
programmes distributed

by cable TV networks 327 278
Consumer protection Number of registered

complaints 1190 1318’

Number of fines 6 5'
Control function Monitoring 54 717

Compliance with the license

and statutory regulations 368 382°

Control over advertising

activities and sponsoring 336 376°

It needs to be emphasized that pursuant to the Broadcasting Act the
operations of the National Broadcasting Council and its Office are fully
financed by the central budget. In 2006 the Council is planning to
spend 18 million 235 thousand PLN (ca 4.7 million EURO). In 2006 the
Council comprised 5 members and its Office employed 140 people. The
detailed structure of the Councils Office with its departments is
featured in Annex 2 of this brochure.

!By September 30, 2006
® The data also cover the activities projected through December 31, 2006
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Electronic media market in Poland

In terms of the audience share, two nationwide licensed radio stations, i.e.,
RMF FM and Radio Zet, which have been operating since 1990 are the market’s
leaders. They are followed by such public radio stations as Jedynka (Program
1) and Trajka (Program 3). The shares of individual radio station audiences
(including the local and cross-regional ones) are offered in the following
diagram (the data cover I —VIII 2006)

Radio market in Q. I 2006
Other foreign 0.5%

Radiostacja 06% A

Program2 of the ___——=¢

public radio 0.7%
Bis Polskie Radio 0.7%

Radio TOK FM 0.8% /l
Radio Wawa 0.8% 5
Radio Maryja 2.5%

Regional public radio

stations 50%

Local 23.2%

(o] Radio RMF 21.4%

Program 3 of the
public radio 6.1% /
Program 1 of the

public radio 14.9% Radio Zet 18.8%

The situation in the TV market is quite opposite (seethe diagram below). It is led
by two public TV channels, where TVP 1 (channel 1 of public TV) has one quarter
of the TVaudience. POLSAT and TVN have similar audiences of ca 15 percent.
Individual TV station audiences in I - Il 2006 are offered in the dia gram below.

TV market shares in Q. I 2006

others; 10.9% _—

TVN 24;1.7%
x

TVN Siedem; 2.1%

o TVP 1; 25.4%

TVN; 151%
— TVP 2; 20.8%

T™V421%

TVP 3
Polsat; 15.9% Regionalna; 5.2%

L .
Source: TNS OBOP T 1V Polonia; 0.8%
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The present Polish electronic media’ structure is featured in Annex 3.
The public media

Public radio

The public radio in Poland consists of the following companies:

¢ Polskie Radio SA, which broadcasts the following four nationwide
programmes (with their total share in listenership of 22.15%™"):

» Programme 1 (of universal nature, addressed to a wide range of
listeners, offering a lot of news and informational programmes);

» Programme 2 (mainly devoted to culture and classical music,
but also folk, jazz and literary songs);

» Programme 3 (featuring musical and informational
programmes);

» Polskie Radio BIS (a station addressed to younger people) and

» Radio Polonia — a world service.

» The Polish public radio also broadcasts (long waves)
parliamentary sessions on its Radio Parlament station (Radio
Parliament). The programme broadcasts live sessions of both
houses of the Polish parliament;

¢ 17 regional companies which broadcast 17 different programmes in
the areas of their operation (the listenership of 5.17%Y ;
¢ 4 city stations broadcast by the following three regional companies:

» Radio RAM in Wroclaw;

» Radio Zielona Géra and RMG 95.6 FM — a public radio station in
the city of Gorzéw);

» Radio Stupsk 95.3 FM in Koszalin;

¢ A local station addressed to the Ukrainian minority which is prepared
and aired by Radio Olsztyn SA

All public radio stations and centres have their Internet web sites.
A growing number of public radio stations also air their signal in the
yreal audio” format.
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Public television

Telewizja Polska SA ('TVP) broadcasts:

¢ two terrestrial nationwide programmes under the TVP1 (reaching
99.6% of the population) and TVPZ logos (reaching 99.39% of the
population);

¢ a terrestrial regional programme labelled as TVP 3 Regionalna with
its 16 regional varieties intended for the 16 regional branches of TVE.
Each variety consists of common programmes, which are produced
at the central TV studios in Warsaw (and then sent to individual local
branches by satellite) and regional shows made individually by each
of the 16 regional branches. TVP 3 Regionalna reaches 76.5% of
Poland’s population;

¢ two satellite programmes intended for foreign and Polish viewers: TV
Polonia and TVP Kultura,

TV Polonia is a station whose programme is addressed to Poles living
or staying abroad. It has been available in some cable networks in
Europe, North America, Africa, Asia, and in Australia since August
2005. Nearly 70% of its shows are earlier aired by either Programme 1
or 2 of the Polish public TV.

TVP Kultura is the first licensed theme channel of the Polish public
TV. It was launched at the end of April 2005. The number of its
potential viewers is estimated at ca 2.7 million households, of which ca
1.2 million are reached via cable networks and 1.5 million via digital
platforms. It is to provide comprehensive information about cultural
events in Poland and abroad. Apart from artistic events, it also features
historical and scientific phenomena. It mainly relies on archive
materials and own productions made with the station’s needs in mind.
In 2006 (at the end of October) the National Broadcasting Council
granted the public TV a licence to broadcast three more theme
channels: TVP Sport (to be launched on November 18, 2006), TVP
Rozrywka (an entertainment channel) and TVP Film (scheduled to be
launched in quarter I and 1T 2007). In the future, public television is
planning to launch such other theme channels as TVP Historia (about
history), TVP Info, TVP Biatorué (Belarus) or TVP Parlament
(Parliament TV).
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The audiences of the programmes aired by the public terrestrial TV
were as follows in I - IIT 2006" :

¢ TVP 1: 25.40%;

¢ TVP 2: 20.80%;

¢ TVP 3 Regionalna: 5.17% .

Licensed Media
Licensed radio stations

RMF FM and Radio ZET are two nationwide private radio stations
which reach more than 80% of Poland} population with their universal
programmes. Their signal is also available via a satellite, on the
Internet, on digital platforms and in cable networks. Both stations are
the market leaders with their audiences of 21.58% (RMF FM) and
18.32% (Radio ZET)".

The nationwide social broadcaster, Radio Maryja, airs social and

religious programmes covering problems related to Christian faith and

the social teaching of the Catholic church. Its listenership stands at

2.12 percent. The Radio Maryja station has personal links with

Telewizja Trwam {(a satellite TV station available only in cable

networks).

The following radio stations have a cross-regional coverage:

* WAWA which broadcasts a programme of universal nature, offering a
variety of radio genres and formats, and covering a wide range of
subjects (17 broadcasting stations); it should be mentioned that it
plays only Polish music;

¢ TOK FM which is predominantly informational (10 stations) and
stands out among other stations in that information must account for
minimum 70%;

¢ Radiostacja which airs a universal programme mainly addressed to
younger people aged 15 — 25 (11 broadcasting stations);

Due to low frequency availability in big cities, two other stations, of

which one airs classical music (RMF Classic) and the other — jazz

(Radio Jazz), reach only a very small percentage of listeners. They

have 5 and 2 transmission stations respectively.

At present there are 168 broadcasters operating under 229 licences in
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the local radio markets. Seventy four broadcasters have various
ownership, programme and advertising links with strong media groups.
They exercise 109 licences. In larger cities with a population of more
than 200 thousand people they usually operate as part of the so-called
networks. They air specialist (musical) programmes combined with
some elements of locally interesting subject matter. Radio networks
attract 18.28% of the total radio audience.

The ZPR SA Group is exercising, directly and indirectly, 37 licences,
also under franchise agreements, and the AGORA SA Group — 29
licences. In some major cities (Warsaw, Poznan, Katowice, Krakow,
Wroctaw, L6d7, or Opole) the groups have more than one transmission
station.

The broadcasters related to the Ad.point Group, which is owned by CR
Media, a radio advertising broker, now exercise 14 licences, of which
only 5 (Krakéw, Warszawa, Katowice x 2, and Kielce) operate in the
major markets. The Group is now broadcasting its programmes mainly
in the Silesian agglomeration (PLANETA and AntyRadio stations). The
Group also launched a specialist jazz station in Katowice (NRJ)} and a
station addressed to the university community in Kielce (PLANETA}.
In 2005 a group related to the Y-Radio company wound up its
operations. Its shares in 3 companies licensed to broadcast local
programmes were purchased by Multimedia which is related to
BROKER FM SA (a capital group, owner of the nationwide radio
station RMF FM), and thus a new group was created under the RMF
MAXXX logo whose programme is broadcast in 8 cities.

The Catholic church archdioceses, dioceses, congregations and
parishes have been granted 44 licences. They operate either on their
own (25 licences) or in cooperation with producer companies of the
PLUS (11 licences) and VOX (8 licences) networks.

Partly addressed to members of non-Catholic communities are the
programmes of the following 3 radio stations: Fundacja Wzajemnej
Pomocy Chrzescijaniskiej ,,Radio Mazury” (an ecumenical radio station
addressed to Catholics, Protestants and the Orthodox church
members), Radio CCM in Silesia and Cieszyn Silesiana (evangelical
congregations) and Radio Ortodoxia in Biatystok (the Orthodox church
congregations).

A separate group of local broadcasters consists of 10 radio stations
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which address their programmes to academic communities (in
Biatystok, Lublin, Rzeszéw, Krakow, Poznan, Zielona Goéra, Lodz,
Olsztyn, Kielce, and Warsaw). Most programmes are made and
broadcast by university-appointed editorial staffs who are under a
direct supervision of rectors, and two of them (in Krakéw and Kielce)
operate under their licences pursuant to ownership, programme and
advertising cooperation agreements with other stations (ESKA SA and
Ad.point).

Local governments are involved in the development of local
programmes in 8 cities. Their licences are exercised by municipal
companies, municipality unions as well as community and cultural
centres under their management.

The other local broadcasters run 52 stations, of which 36 cooperate
with one another under the so-called ,Independent Package”
consisting of advertising, some news and informational programmes
provided by Eurozet Sp. z o.0., the owner of the nationwide radio
station Radio ZET The majority of them air their programmes in minor
markets. Only 15 independent radio stations of local coverage air their
programmmes in the cities populated by more than 200 thousand
inhabitants (two of them in Warsaw and two in £6dz). The audience of
local radio stations which are not network members stands at 8.02
percent.

Radio groups in the local market (number of FM stations)

200 A
150 4
100 - 90
52
50 1 26
- 8 8
0
network  local religious university*  local

members independent independent government
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Radio network groups in the local market (number of FM stations)
40 37
30 - 29
20

14
10 - 8

ESKA AGORA  Ad. Point PLUS VOX Multimedia

The independent local broadcasters have been trying to rationalize
their spending on the preparation of wide range of programmes
covering local issues and to boost their nationwide advertising
proceeds by making use of programme and advertisement packages or
advertising packages developed by RRM, the sales house of Eurozet,
owner of the Radio ZET station. The attempts at local and regional
cooperation (e.g., Radio Gra, the brand name of 4 radio stations
broadcasting in Bydgoszcz, Torun, Inowroctaw and Wioclawek; Radio
Bielsko and Mega FM stations which broadcast in the Silesian
agglomeration and in the region of the Beskid Slaski mountains; Radio
Maks in Tarnéw and Bochnia, Radio Jard and Jard II in Bialymstok
addressed to a wide range of age groups) have been incidental via a vis
network expansion. The cooperation and consolidation of local
broadcasters operating outside the networks started too late.

Licensed TV broadcasters

The TV market cannot develop by launching new analogue terrestrial
programmes any longer due to the absence of available TV channels
that could be used by the system. It is no longer possible for the
existing TV stations to enlarge their coverage by opening new analogue
terrestrial transmitters.

The only licensed terrestrial TV broadcaster of nationwide range (85%
of Poland’s population) is POLSAT which airs a programme of universal
nature. POLSAT also operates a digital platform which offers, i.a.,
POLSAT 2 (a satellite station with a similar programme offer) and a
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theme channel POLSAT Zdrowie i Uroda (addressed mainly to people
interested in their health, fitness and active lifestyles) which has been
broadcast since August 2004. In 2005, POLSAT was granted licences to
air two more satellite channels which are available on its digital
platform: POLSAT Sport 2 and Playboy Polska.

TVN is a cross-regional terrestrial TV station (with a universal
programme) which reaches 42.5% of Polands population. Like
POLSAT, its owner, the ITI Group, launched several satellite theme
channels: TVN24 (news, since August 2001), TVN Siedem (film, since
March 2002), TVN Meteo (weather forecasts, May 2003), TVN Turbo
(motor programmes, December 2003), ITVN (a programme of
universal subject-matter addressed to Poles living abroad, April 2004)
and TVN Style (a women’s channel about life styles, careers, interests
and maternity, August 2004). The majority of them are available either
on cable TV or on satellite platforms. Following again in POLSAT"
footsteps, TVN also launched two new satellite stations in 2005: TVN
MED — an educational channel and TVN Gra, a game channel.

Polsat and TVN have similar viewership of 156.9% (Polsat} and 15.10%
(TVN)"“. The viewership of TV4, which is discussed below, is estimated
at 2.10 percent.

TV4 broadeasts a universal programme mainly addressed to people
aged 20-40. It is a terrestrial TV station reaching 18.8% of Poland’s
population. TV4 cooperates with POLSAT in programme production
and sale of advertising.

PULS TV airs specialist social and religious programmes trying to
promote life styles and values which stem from people$ religious
choices. It reaches 15.9% of Poland’s population. Under a production
agreement the programmes, which are commissioned and supervised
by the broadcaster, are made by Antena 1, a producer company also
related to POLSAT.

The 36 satellite stations licensed by the National Broadcasting Council
(available via the satellite or some cable networks) air 27 programmes.
Most of them, 31, are specialist programmes.

The Council granted its licences to air the satellite programmes
devoted to the following subject matter:

¢ documentaries — 1 — Planete;

¢ education and advise — 1 — Moja TV,
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¢ education, advise and religion — 1 — Trwam;

¢ education — 4 — Edusat, Edusat Bis, Edusat Bis2, TVN Med;

¢ business news— 1 — TV Biznes;

¢ childrens’ programmes — 2 —ZigZap, MiniMini;

¢ film and entertainment — 1 — TVN Siedem:;

o film — 4 — Ale Kino, Canal+ Polska, Canal+ Polska Zétty, Kino Polska;

¢ news and information — 1 — TVN 24;

¢ medicine — 1 — POLSAT Zdrowie i Uroda;

¢ motor industry — 1 — TVN Turbo;

¢ culture and arts — 1 — TVP Kultura;

¢ weather — 1 — TVN Meteo;

¢ entertainment — 5 — TELE 5, iTV, 4fun.tv, TVN Gra, Playboy Polska;

¢ sports — 3 — Canal + Polska Niebieski Sport, POLSAT Sport, POLSAT
Sport 2;

¢ equestrian sports — 1 — Hipika TV;

¢ teleshopping — 1 — Telezakupy Mango24;

e women — 1 — TVN Style;

e universal — 5 - TVN, TV4, Troche Mlodsza Telewizja, POLSAT 2, TVN
INTERNATIONAL.

The above TV channels specialize either in terms of subject matter
(programmes featuring motor industry, weather, news and information,
culture and arts, medicine and health, education and advise, business,
documentary films, etc.) or viewers (programmes addressed
specifically to children, women or men). One channel is solely devoted
to teleshopping.

The range of programmes which are available via personal satellite
dishes, digital platforms or cable TV is constantly rising. However the
incremental growth of those programmes is not sudden and as some of
them are being launched, others wind up their operations (mainly due
to financial problems).

Apart from the Polish satellite channels, viewers have also access to
foreign programmes aired in the Polish language. Of all theme
channels, TVN24, a news service, clearly attracts the largest audience.
Sport and children channels are also popular with TV viewers. The
ratings of the 30 most frequently watched theme channels are featured
in the following Table.
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TV ratings of 30 most popular theme channels in 1 - 26.02.2006.

(Target Group: cable or satellite TV viewers aged more than 4)

TV channel AMR AMR% SHR
TVN 24 115 597 0.59% 3.08%
Eurosport 80 741 0.41% 2.15%
Cartoon Network/TCM 59 558 0.31% 1.58%
Jetix 46 194 0.24% 1.23%
ZigZap/Typer 32 242 0.17% 0.86%
MiniMini 29 245 0.15% 0.78%
POLSAT Sport 28 023 0.14% 0.75%
Discovery Chanel 27 604 0.14% 0.73%
Viva Polska 24 942 0.13% 0.66%
TVN Turbo 21025 0.11% 0.56%
Hallmark 20915 0.11% 0.56%
AXN 20 209 0.10% 0.54%
Ale kino! 19 724 0.10% 052%
Animal Planet 19 296 0.10% 0.51%
TVN Style 18 935 0.10% 0.50%
MTV Polska 16 607 0.09% 0.44%
National Geographic Chanel 15 807 0.08% 0.42%
Canal+ 11 503 0.06% 031%
Europa Europa 11 455 0.06% 0.30%
Planete 11166 0.06% 0.30%
HBO 10 993 0.06% 0.29%
Discovery Civilization 10 106 0.05% 0.27%
Club 10 088 0.05% 0.27%
Reality TV 9542 0.05% 0.25%
Discovery Science 8940 0.05% 0.24%
Romantica 8 883 0.05% 0.24%
Canal+ Film 8 060 0.04% 021%
Kino Polska TV 7977 0.04% 021%
4fun.tv 7 456 0.04% 0.20%
Canal+ Sport 6 140 0.03% 0.16%

Source: AGB Nielsen Media Research
Satellite digital platforms

Until October 2006 the market of satellite digital platforms was shared
by two operators whose subscribers totalled more than 1.5 million:
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¢ CANAL+ Cyfrowy Sp. z 0.0. (CYFRA+ ) — 800 000 subscribers;

¢ CYFROWY POLSAT SA — 700 000 subscribers.

In October 2006 they were joined by a new platform launched by the
I'TT Group under the name ,n”.

The platforms broadcast Polish and Polish language satellite channels
and international satellite channels. The offer of CYFRA+ also includes
value added services such as weather forecasts and games, and of
platform ,n” — the high definition technology and such services as
Personal Video Recorder and Video-on-Demand.

CYFRA+ now offers 78 TV and radio programmes, of which more than
68 are broadcast in the Polish language, as well as access to several
hundred other digital radio and TV channels transmitted by HotBird.
The digital POLSAT offers 45 channels.

Out of 36 satellite channels licensed by the National Broadcasting
Council as many as 28 are available on at least one of the satellite
digital platforms.

The digital platforms differ in terms of the number of their own channels
(POLSAT, POLSAT 2 and POLSAT Sport are available on Cyfrowy Polsat
and Canal+, Canal+ Film, Canal+ Sport, Canal+ Sport2, children’s ZigZap
and MiniMini, as well as Ale Kino on Cyfra+), the number of film
channels (11 on Cyfra+ and 6 on Cyfrowy Polsat) and radio stations (14
on Cyfra+ and 7 on Cyfrowy Polsat). Individual platform operator’s
programmes are available only on their own platforms, e.g., POLSAT is
not broadcast by Cyfra+, and Ale Kino! is not available on Cyfrowy
POLSAT. There are significant differences in the range of channels
offered by individual platform operators in their basic packages.

Both CYFRA+ and Cyfrowy Polsat offer an electronic TV guide.
CYFRA+ also provides its subscribers with the following interactive
services: home cinema standard (language version option, the screen
format of 16:9, additional info about the film, etc.)}, Cyfra+ Gry, an
interactive games channel, Kultura+, a subscriber magazine about films
to be released in cinemas, and POP-UP, information which is displayed
on the screen about new channels, promotions and competitions.

In the past, the subscribers of Cyfra+ had access to Cyfra+ Pogoda (a
weather service), to SMS service and a mobile football manager,
Canal+ Sport. Via the iTV portal the subscribers of Cyfrowy POLSAT
were able to access such interactive services as: a weather forecast, e-
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mail application, SMS service, a guide (advise and solutions to most
frequent technical problems), games and TV Banking services.
However, the services were abandoned due to low interest displayed
by viewers.

Cable TV Networks

Poland is the third largest cable TV market in Europe and,
undoubtedly, the most dynamic one. Although there are more than 600
cable TV operators, the following major companies dominate the
market: UPC, Vectra, Multimedia Polska, Aster City Cable, and TOYA,
whose aggregate market share is of more than 50 percent.

The table below offers the estimated subscriber numbers of the largest
cable TV networks.

Estimated subscriber number of major cable networks

No. Operator Subscribers Cities % market
1 UPC Telewizja Kablowa 1.000.000 116 22.22%
2 Vectra 625.000 114 14.00%
3 Multimedia Polska 450.000 90 10.00%
4 Grupa ASTER 365.000 6 8.11%
5 TOYA 150.000 4 3.33%
6 Telewizja Kablowa Poznan 100.000 4 2.22%
7 MTK S.Tar 60.000 9 1.33%
8 Stream Communications 40.000 17 0.89%
9 Promax 28.500 18 0.63%
10 Sat Film 25.000 1 0.56%

others ~ 1.700.000
TOTAL ~ 4.500.000
Source: Polska Izba Komunikacji Elektronicznej (PIKE —Polish Chamber of

Electronic Communication), August 2006.

Foreign capital is engaged in the Polish cable TV market as banks and
investment funds invest in that market increasingly more frequently.
That the Polish market is attractive is best evidenced by the sale of
Aster City Cable by Hicks, Muse, Tate & Furt to the Mid Europa
Partners fund at 1.6 billion PLN in 2005.



At present there are more than 600 operators in the register of channels
distributed by cable TV networks maintained by the Chairman of the
National Broadcasting Council. They serv
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@ - Programme Department

- — Legal Department

- Department of European Integration and International Relations
- — Licence Department

- — Technical Department

- — Advertising Department

@ - Economic Department

- — Financial Department

- — Strategy and Analyses Department
- — Department of Cable Communication
- — Administration Department

- — Complaints Division



















































