
Extending public value in the digital age
Digital Priorities 2015-2016

“ It’s not what we do the 
same; it’s what we do 
differently that defines 
the character of public 
service media.” 1



1 Noel Curran, Belfast Media Festival, November 2014
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IntroductIon 
ChaNgiNg laNDsCaPe

changes in audience behaviour are fundamentally 
reshaping our media environment.

Driven by new digital devices and faster broadband speeds, the 
range of media, entertainment and communications services 
available to irish audiences is now limitless. While overall audiences 
remain very strong for linear television and radio, the opportunities 
from new digital alternatives is growing, and growing very quickly, 
particularly among younger audiences. 

strongly influenced by social media, behaviours among some 
demographics are fast changing, from passive reception to active 
content discovery. increasingly audiences not only want to watch, 
listen and read, they now also want to talk about, comment upon, 
and share content. 

Competition for audiences and advertising revenue is more intense 
than ever, with increased competition coming from both domestic 
and international players, many of whom have global scale. 

Domestic news media organisations are evolving their digital 
offerings and operations, with newspapers enhancing their 
services, both mobile and online. New domestic competition has 
also arrived on television, and this is impacting the market. 

Population demographics are changing, with larger cohorts of older 
and very young audiences, posing real challenges to public service 
media in particular. Public service media must continue to find ways 
to reach and connect with all people, through different services and 
channels. 
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the range of new devices is creating the real expectation that 
content should be available anytime, anywhere. over 60% of all 
mobile phones in ireland are now smart phones; tablet use in the 
home rose from 19% in 2012 to 59% in 2014, and nearly five devices 
in every home are now connected to the internet; nearly every 
digital device is now a potential tV, radio or newspaper.

We can see these changes in how people are accessing rtÉ’s 
digital services. over 70% of rtÉ’s online traffic is now on mobile 
devices, whether in the home or on the move - a huge change in just 
a few years. 

Building fRom a posiTion of sTRengTh
over the past decade rtÉ has led the irish market in the provision 
of high quality digital media services.

the leadership role that rtÉ Publishing and more recently rtÉ 
Digital have played over this period has been outstanding. in 
developing and growing rtÉ’s suite of digital services, rtÉ is now 
in a position of real strength in the irish online and mobile services 
market.

as a result, rtÉ’s digital services are now central to delivering on 
our public service remit. While 94% of irish people use one or more 
of rtÉ’s services in any given week, close to 50% now connect with 
rtÉ using our online and mobile digital services.

as part of our portfolio of channels and services, rtÉ’s online and 
mobile services currently deliver much for rtÉ:

•	 Increase	the	reach	and	relevance	of	RTÉ’s	content	&	channels
•	 Future	proof	RTÉ’s	audiences
•	 Grow	new	audiences	for	RTÉ
•	 	Increase	time	spent	consuming	RTÉ	content	(beyond	a	single	

timeslot)
•	 	Create	an	open	RTÉ	where	our	content	is	accessible	and	

shareable
•	 Give	audiences	choice	and	control
•	 Diversify	revenues
 
rtÉ has always embraced new technologies and driven change. 
rtÉ News Now started life back in 2007 as a mobile-only service, 
and is now a market-leading app as well as a broadcast channel. it 
is now rtÉ’s fastest-growing service and a core part of rtÉ’s news 
and current affairs offering. 
 
as well as rtÉ News Now, rtÉ now has a portfolio of market-
leading digital products and services. But we can’t stand still. if we 
look at the rtÉ Player, for example, we can see how challenging 
the competitive environment is becoming. Competition with 
major global providers such as Netflix and Youtube for audience’s 
viewing time is intensifying. Disaggregation of content away from 
catch-up players is already in train, with platforms such as UPC 
and sKY introducing their own on-demand content catalogues and 
backward ePgs for catch-up. in order to compete we must reinvent 
rtÉ Player beyond the pure catch-up proposition to deliver a 
distinctive connected content experience. 
 

domestic news media 
organisations are evolving 
their digital offerings 
and operations, with 
newspapers enhancing 
their services, both mobile 
and online. 
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Changing To sTay ahead
While we must continue to innovate our existing digital products 
and services, we also want to incubate new ones. Where is the idea 
for the next storyland or gaago going to come from? What are the 
big opportunities in the digital space? What new audiences could 
we be reaching, and what new content should we be creating? how 
can we tailor and curate our existing content in a more creative, 
targeted way to reflect how audiences consume it?
 
over the past few months, we have been carefully examining what 
rtÉ needs to do to ensure we are set up to deliver on this next 
phase of our digital transformation.
 
rtÉ has some of the most talented journalists, programme makers 
and media professionals in the country. as the market continues to 
change, we will need everyone to embrace the opportunities these 
new digital tools give us to tell stories and to connect with, inform 
and entertain our audiences. as an organisation, we must ensure 
that we develop the culture, tools, structures and resources to 
empower and help all our staff to make that happen.

to prepare for the future, therefore, we know we must make some 
changes now. We need to be aligned, with a shared vision and 
strategy we all believe in. We know we need to remove points of 
friction, realign resources and refocus investment. We must better 
understand and respond to the needs of our different audiences. 
We must further strengthen the connection and relationship 
between our linear broadcast services and our newer digital 
products. We also know that we must invest in training and make 
new technologies and systems more usable and readily available 
staff across rtÉ. and, most importantly, we know that we must 
drive collaboration between programme makers, content creators 
and technologists, and set new benchmarks and measures for 
success. 

What follows sets out both our overarching digital goals and our 
priorities for the next two years. it also outlines some structural 
changes, initiatives and investments to help rtÉ deliver on these 
objectives and move us towards becoming a much more integrated 
digital media organisation. 
the opportunities for public service media and rtÉ in the digital 
space are enormous and hugely exciting. the initiatives outlined 
below are building on the changes we made three years ago, and 
reinforce the strategic direction we set for the whole organisation 
with our Five-Year strategy, published in 2012.

this is not a fixed strategy; it has to be fluid and responsive and 
reflect what is happening in the marketplace and, crucially, with 
our audiences. We will continue to make further changes and 
adjustments as audience habits evolve.. 

the final destination is a fully integrated, digital rtÉ, an 
indispensable part of the increasingly digital everyday lives of irish 
audiences. i look forward to working with you all to deliver this.

noel CuRRan,
Director-general, rtÉ

over the past few months, 
we have been carefully 
examining what rtÉ needs 
to do to ensure we are 
set up to deliver on this 
next phase of our digital 
transformation.

IntroductIon 
ChaNgiNg laNDsCaPe
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1. rtÉ’s overarchIng dIgItal goals

audiences – regardless of what device, platform or 
service they are using – increasingly expect everything 
on their terms. 

expectation of access and immediacy, fuelled by social platforms, 
means we must continue to adapt our operating models, workflows 
and attitudes so that we are able to compete and remain relevant. 
Different mediums offer different opportunities for digital 
engagement with audiences, as do different genres and target 
audiences, and an increasing range of devices where audience 
habits vary greatly. 

however, notwithstanding this need to continuously adapt 
our digital approaches and tactics, all of what we do must be 
underpinned by a clear sense of purpose – a purpose that is rooted 
firmly within rtÉ’s overall public service remit. how we interact with 
audiences through digital technologies must be driven by very clear 
overarching goals. 



RTÉ   Digital Priorities 2015-2016 7

these are as follows:

1. exTend RTÉ’s value 
licence-fee income now accounts for 55% of rtÉ’s total revenues. 
as with all our services and activities, rtÉ must create and deliver 
distinctive, high-quality digital services and content that licence-
fee payers can’t get elsewhere and that fully reflect rtÉ’s public-
service obligations. 

2. define and meeT The needs of audienCes 
Meeting audience needs and keeping pace with changing media 
consumption patterns are essential if rtÉ is to remain relevant to 
the everyday lives of irish people, of all ages and demographics. 
We need to be able to measure our audience behaviour across 
all our platforms. We need to re-think our approach to audience 
measurement, audience insights and tracking and to find a way of 
unifying the available resources, while still meeting divisional needs. 
this will enable each service to drive the necessary development 
to meet the needs of their audience. in addition we need to have a 
much more coherent distribution policy across all linear and non-
linear services.

3. innovaTe eveRywheRe
Creativity and good ideas exist throughout rtÉ and are at the heart 
of everything we do. We must build on our culture of innovation 
and collaboration across rtÉ, encouraging and supporting digital 
experimentation, new forms of content production, and much 
greater digital engagement with audiences. our training plans 
should be aligned with this. such collaboration must also extend to 
external partnerships.

4. maximise digiTal Revenues - develop new  
souRCes of Revenue
our group Commercial strategy will ensure that revenue is 
optimised from existing businesses and that new revenue 
opportunities will be explored. Collaboration will be required across 
rtÉ to realise new business opportunities. Continual growth in 
digital audiences and traffic is imperative to support commercial 
objectives.

5. pRoTeCT and enhanCe ouR CuRRenT digiTal BRands 
We are in the fortunate position of having market-leading digital 
brands – rtÉ.ie, rtÉ Player, rtÉ radio Player, rtÉ News 
Now app, gaago, and saorVieW. to stay ahead, we must 
constantly enhance and develop our digital products/services and 
content. We will be structured appropriately to allow sustainable 
enhancement and development of each of these, while we 
experiment to find the next brand leaders for rtÉ.

6. invesT foR suCCess 
We must invest, and realign current resources, in necessary 
technology, staffing, skills development and recruitment, to ensure 
rtÉ can meet the challenges and exploit the opportunities of the 
future.

Meeting audience 
needs and keeping pace 
with changing media 
consumption patterns are 
essential if rtÉ is to remain 
relevant to the everyday 
lives of Irish people
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2. dIgItal PrIorItIes 2015-2016

Re-developmenT of RTÉ.ie and RTÉ playeR  
(Television and Radio)
rtÉ’s leading digital services will be substantially redesigned and 
rebuilt during 2015/2016. in recent months rtÉ has commissioned 
detailed research to understand the usage patterns, entry 
pathways and expectations of different user groups of rtÉ’s key 
digital properties. the refreshed services will reflect changing 
audience behaviour and expectations, new technologies, and 
content priorities. informed by research, rtÉ’s overall social media 
and third-party platform strategies will be adjusted to drive users to 
rtÉ’s digital services. 

rtÉ has set a number of clear digital priorities 
for the next two years. these include; significant 
redevelopment to some of our key digital properties, 
new digital services, specific content related projects, 
and technology and audience analytics projects. some 
of these projects are fully rtÉ’s responsibility whereas 
others, such as gaago and saorvIeW connected 
involve third parties. the priorities are as follows:
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digiTal news 
During 2015, rtÉ’s digital news team will be expanded through the 
reassignment	of	staff	from	RTÉ	Ten/Life	&	Style	in	Television	to	
rtÉ News and Current affairs. Fully integrated into the newsroom, 
they will work to develop and enhance rtÉ’s arts, culture and 
entertainment news content. Bringing a range of digital skills and 
experience, they will add important new capabilities to rtÉ’s digital 
news team. 

in addition, through the appointment of a new digital editor in radio, 
there will be an increased flow of digital news content from radio 
current affairs programming onto rtÉ’s digital news properties. 

RTÉ playeR inTeRnaTional
Currently only 30% of the content available to domestic rtÉ Player 
audiences is available to view on the international version of rtÉ 
Player. the new premium service will offer international audiences 
a much greater range of programming, while retaining a core free 
offering. the new service will launch in early 2015. 
 
saoRview ConneCTed
in late 2015, rtÉ aims to launch a new Dtt and broadband hybrid 
service called saorview Connected. saorview Connected is 
designed for the big screen and will offer a range of linear and 
on-demand	content	delivered	over	DTT	and	‘Over	the	Top’	(OTT)	
via broadband. it will ensure that the free-to-air saorview platform 
keeps pace in terms of functionality with Pay-tV services, and it will 
bring new free and pay VoD services from irish and international 
content providers to saorview homes. 

RTÉ 2fm online and moBile
as rtÉ’s leading service for younger audiences, during 2015/2016 
2fm will radically update its digital presence and activity. Building 
from the linear fm service and its two specialist digital stations, 
through a new website, new highly dynamic digital content and 
social media activity, 2fm is aiming to become a key reference 
point in the lives of younger people in music, entertainment, topical 
debate and lifestyle. 

Radio and musiC peRfoRmanCe visualisaTion
over the past few years, rtÉ has made progress, most notably 
with Morning ireland, to develop video streams of our radio 
programming. During 2015/2016 we will complete the upgrade of a 
number of radio studios with fixed multi-camera capabilities. a new 
visual leader will be appointed in radio to drive visual radio output, 
initially across rtÉ radio 1 and 2fm. in addition, during 2015/2016, 
rtÉ will complete the installation of a number of digital cameras at 
the National Concert hall so as to provide capacity to live-stream 
performances and events, both for rtÉ’s online and broadcast 
services. 

2016 online
rtÉ will play a lead role in the centenary commemorations of 
the easter rising, 1916. in addition to a broad range of broadcast 
output and events planned for 2015/2016 rtÉ will also develop 
comprehensive online resources. Building on the Century ireland 
project and rtÉ’s own archival collections, the site will be home to 
all rtÉ’s broadcast output in addition to digital-only content. 

as rtÉ’s leading service 
for younger audiences, 
during 2015/2016 2fm will 
radically update its digital 
presence and activity. 
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gaago
launched in May 2014, in partnership with the gaa, gaago 
grew to reach an audience of over 600,000 people in over 157 
countries worldwide across the year. Beginning with an offering 
focused on the gaa Football and hurling senior Championships 
(45+	games	worldwide),	in	2015	the	offering	has	been	significantly	
enhanced, streaming over 120 events to fans worldwide, including 
Allianz	Leagues	(44+	matches),	The	Sunday	Game	highlights	
show	(20	shows),	in	addition	to	the	GAA	Football	&	Hurling	Senior	
Championships	(45+	matches	worldwide,	25+	in	GB)	and	other	
matches. the ambition for 2015/2016 is to drive greater market 
expansion.

digiTal seRviCes/ConTenT foR ChildRen
Programming and content made for and with children is central to 
rtÉ’s public-service remit. From its launch two years ago, rtÉjr 
is now the most watched channel amongst children aged 4-7 in 
the country. But perhaps more than any other audience segment, 
children’s media habits are changing rapidly with more and more 
children accessing programming and content through a range of 
digital devices and services. During 2015/2016 rtÉ will continue to 
enhance its digital offering for children with a new integrated cross-
platform offering for 7-11 year olds and further enhancements and 
additions to rtÉjr’s digital services.

RTÉ aRChives
Digitising rtÉ archives requires significant funding, far in excess 
of what rtÉ can afford. it is clear that if rtÉ is to develop the full 
potential of the archival content online, it will need to do so with 
external partners. During 2015/2016 rtÉ will actively seek such 
partnerships and will launch a new interactive website.

appoinTmenTs
to support and drive the development of rtÉ’s digital services, 
content and activity, rtÉ will be advertising for a small number 
of specialist positions during 2015. the first of those posts are: 
head of rtÉ.ie and Digital editor, rtÉ radio, both of which will be 
advertised shortly. these roles will be filled through a combination 
of internal and external competitions.

inTegRaTed audienCe ReseaRCh and analysis
audience habits, across different devices, genres and 
demographics, are becoming increasingly complex and more 
difficult to understand. During 2015, rtÉ will complete a full review 
of its audience-research and audience-analysis needs. the 
review will consider rtÉ’s current and future business needs and 
reporting requirements, both centrally and within the key output/
editorial areas. 

2. dIgItal PrIorItIes 2015-2016

during 2015, rtÉ will 
complete a full review of 
its audience-research and 
audience-analysis needs. 

audienCe engagemenT 
rtÉ will continue to enhance and develop its audience engagement 
tools. New data-analytics tools and increased personalisation 
across rtÉ’s digital services will increasingly allow us to create, 
develop and enhance relationships with our audiences, improving 
engagement and building communities around our content, 
channels and services. the audience engagement Programme 
will consolidate and align audience engagement activities under a 
single contact strategy using a simple single user iD.

digiTal innovaTion fund
to help stimulate the development of new digital content, products 
and services, rtÉ will allocate a new annual digital innovation fund 
in 2015. the fund is to be additional to planned digital expenditure. 
Full details of how the fund will be administered will be announced 
in due course. 
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3. drIvIng rtÉ’s dIgItal strategy and servIces

RTÉ digiTal will lead RTÉ’s digiTal sTRaTegy
the division will be a centre for strategic planning, product-
development, and product-incubation. rtÉ Digital will also lead the 
distribution strategy for all of rtÉ’s products and services.

RTÉ digiTal will:
•	 Develop	all	of	RTÉ’s	existing	digital	products	&	services	

•	 	Create	an	enhanced	production	centre	for	RTÉ	-	responsible	for	
digital	production,	design	&	and	UX,	product	and	digital	brand	
development,	R&D	and	innovation

•	 Incubate	and	develop	new	products	and	new	markets

•	 Understand	and	communicate	future	trends

•	 	Lead	RTÉ’s	audience-engagement	strategy	and	drive	marketing	
innovation

•	 	Lead	RTÉ’s	distribution	strategy	and	manage	commercial	
relationships 

•	 	Manage	the	commercial	exploitation	of	digital	products	and	
services

•	 Increase	digital	access	to	RTÉ	archives

to align rtÉ’s Digital strategy, and to ensure continuous input from 
and collaboration with divisions across rtÉ, we are making some 
governance and structural changes. 

rtÉ can achieve its overarching digital goals with 
clear and decisive leadership, a unified and singular 
focus, and through purposeful collaboration across 
the organisation. 



RTÉ   Digital Priorities 2015-2016 13

digiTal sTRaTegy BoaRd
Driving alignment and cohesion of digital plans and activity 
throughout rtÉ and taking the agreed high-level digital goals for 
the organisation, a newly formed Digital strategy Board will have 
the following role: 

•	 	Advise	the	Executive	Board	on	the	appropriate	level	of	
investment required to achieve rtÉ’s strategic digital goals

•	 	Agree	overarching	KPIs,	monitor	and	evaluate	performance	
against strategic goals

•	 	Ensure	that	we	build	digital	capabilities	and	a	digital	culture	
across rtÉ, specifying skills and staffing requirements, training 
and	digital	tools	(hardware	and	software)	requirements

•	 	Consider	and	approve	the	development	roadmap	of	RTÉ’s	
digital services

•	 	Consider	and	make	final	recommendations	to	the	Executive	
Board on major digital initiatives and proposals across all 
divisions

•	 	Consider	and	make	final	recommendations	to	the	Executive	
Board on rtÉ’s distribution and rights strategies. there will be a 
separate rtÉ head of Distribution who will present this strategy 
and will negotiate relevant deals

•	 	Ensure	RTÉ	competes	as	one	organisation	for	the	benefit	of	its	
digital audiences

•	 Manage	a	new	Digital	Innovation	Fund

the Digital strategy Board will be chaired by the MD, rtÉ Digital. 
Membership of the group will be agreed by the executive Board and 
reviewed annually. 

the digital strategy Board 
will be chaired by the Md, 
rtÉ digital. Membership 
of the group will be agreed 
by the executive Board and 
reviewed annually. 
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3. drIvIng rtÉ’s dIgItal strategy and servIces

pRoduCT-developmenT and ediToRial owneRship:
as a division, rtÉ Digital will restructure over the next year to 
create core product teams for each of rtÉ’s main digital services. 
rtÉ.ie, rtÉ News Now app, rtÉ Player, rtÉ radio Player, and 
rtÉjr products will each have a product lead iterating, enhancing 
and working with the editorial lead to develop the product’s 
potential and meet key roadmap milestones. editorial ownership of 
each digital service is as follows:

•	 	RTÉ	News	Now	-	RTÉ	News	and	Current	Affairs

•	 RTÉ	Player	-	Television

•	 RTÉ	Player	International	-	Digital

•	 RTÉ.ie	-	Digital

•	 RTÉ	Radio	Player	-	Radio

•	 RTÉjr	and	YPP	apps/online	-	Television

•	 GAAGO	-	Digital

•	 DOOH	(Digital	Out	of	Home)	-	Digital

rtÉ.ie will be run by a new head, with an editorial review team from 
the key content areas. the review team will meet weekly to review 
the performance of rtÉ.ie and plan for the week ahead. it will also 
plan and co-ordinate online content for special events. 

Close collaboration and alignment between the editorial teams, 
across rtÉ, and the product-development teams in Digital will be 
essential if our digital services are to evolve and improve. 

given the obvious interdependencies between content and 
products, the responsibility for the performance of each of rtÉ’s 
digital services rests jointly with the Managing Director of rtÉ 
Digital and the respective Managing Directors in News and Current 
affairs, television, and radio. Performance measures and targets 
are to be jointly agreed and aligned with rtÉ’s overall annual 
statement of Performance Commitments. 

RTÉ disTRiBuTion and RighTs sTRaTegies:
given the range of platforms, services and devices now emerging 
in the market, deciding where and how rtÉ services and content 
is made available to audiences is becoming increasingly difficult to 
determine. 

rtÉ Digital will lead the development of distribution strategy for 
rtÉ. related, but separately, television will develop a coordinated 
rights and rights-management strategy for rtÉ. 

digiTal CommeRCial sTRaTegy:
integrated within rtÉ’s overall commercial strategy, our digital 
commercial strategy will ensure that rtÉ optimises all existing 
businesses and explores new revenue opportunities. Digital 
revenues are derived from advertising and sponsorship, as well as 
through direct to consumer initiatives.
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in order to drive digital revenue growth in 2015/16 key themes 
include:
•	 	Drive	innovation	in	established	revenue	streams	to	continue	

differentiation in a crowded marketplace

•	 	Implement	direct-to-consumer	(DTC)	strategy	by	launching	
premium products e.g. rtÉ Player international

•	 	Develop	strategic	and	commercial	partnerships	to	extend	the	
reach of rtÉ’s content and products.

Premium products drive new revenue and enable rtÉ to build 
relationships with customers. Building on the success of gaago 
and on the launch of rtÉ Player international, other e-commerce 
opportunities will be explored with third parties. 

Digital platforms present exciting opportunities to extend the reach 
of content, broaden its value and make it more accessible while 
offering more choice to the public. We will continue to develop 
strategic and commercial partnerships to ensure that rtÉ’s digital 
products	and	services	(e.g.	RTÉ	Player,	RTÉ	News	Now)	are	as	
widely available as possible on platforms including connected tVs, 
tV operators, gaming consoles, streaming devices and mobile 
devices.

the digital sales team has grown the digital advertising market 
by focussing a dedicated team of specialists and by driving 
technology development. the responsibility for digital advertising 
sales will remain with the Digital commercial team. 

digital platforms present 
exciting opportunities 
to extend the reach of 
content, broaden its 
value and make it more 
accessible while offering 
more choice to the public. 
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