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G O O G L E  T V  

L
ast spring, a distinguished 
lineup from the consumer 
electronics industry –  
Intel, Sony, Logitech,  
Best Buy, DISH Network 

and Adobe – announced support for 
Google TV, an open Web-to-TV plat-
form based on Android and using the 
Chrome Web browser.

Google TV will combine pay-TV 
content, Web content and users’ per-
sonal content under a single search um-
brella. Streaming video from Netflix, 
Amazon Video On Demand, YouTube 
(of course) and other Internet video pro-
viders will be supported, as will apps 
from the Android Market. To help us-
ers navigate all this content, Google TV 
will provide integrated search, a picture-
in-picture layout and tools to organize 
and personalize the viewing experience. 
(At the outset, some features will be 
available only with DISH.)

Google TV is not the industry’s first 
attempt to bring Internet content to 
the television. Earlier attempts, such as 
Apple TV, have met with disappointing 
results. Will Google do any better? 

The GooGle ecosysTem
One key difference between Google and 
earlier entrants is that Google worked 
hard to create an entire ecosystem before 
introducing its product. The company 
hopes its partnerships with CE com-
panies will create a whole new category 
of living-room devices. The new Intel 
Atom processor CE4100 will enable the 
platform to offer home theater–quality 
audiovisual performance, and both 
Sony and Logitech promise Atom-based 
products for Google TV.

What Google TV Means for 
Service Providers
Should video service providers work with Google TV, compete with it, 
discourage it or just hope it goes away?

Sony’s new products will include a 
stand-alone TV and a set-top box that 
incorporates a Blu-ray Disc drive. Log-
itech will introduce a companion box 
that integrates with existing HDTVs 
and set-top boxes and incorporates key-
board and remote-control capabilities. 
Logitech will also introduce an HDTV 
camera and video chat for Google TV, 
along with apps that turn a smart phone 
into a remote control for the Google TV 
setup. Retail partner Best Buy will sell 
all these devices nationwide and support 
them with its Geek Squad. 

Finally, DISH worked with Google 
for more than a year on a joint trial with 
400-plus beta users and fine-tuned the 
product based on feedback from the 
trial.

Google is also counting on applica-
tions from third-party developers to cre-
ate the same buzz for its TV platform that 
they have done for the iPhone and An-
droid phones. The company is releasing 
TV-specific application programming in-
terfaces and will eventually open-source 
the whole platform, hoping to draw in as 
many developers as possible. 

The service Provider resPonse
Service providers can respond in one of 
several ways: First, they can negotiate 
with Google to bring Google TV to their 
subscribers. This is what Google would 
like them to do because their coopera-
tion is likely to drive use of the platform. 
This strategy offers potential revenues 
for the service providers and potential 
advantages for their subscribers (for ex-
ample, early access to new features). 

Second, service providers can com-
pete with Google TV by offering simi-

lar or better features on their own plat-
forms – as many are already doing. For 
example, Cox Communications just an-
nounced a deal with TiVo to integrate 
linear TV, VoD and Web content; some 
IPTV solutions, such as Mediaroom, 
also provide the capability to offer simi-
lar features. The go-it-alone strategy ob-
viously allows providers to retain more 
control over the quality of their sub-
scribers’ experience. 

Third, providers can price their ser-
vices to discourage subscribers from 
using the television for anything other 
than pay-TV services. Although this 
can work in the short term, it may be a 
losing strategy in the long run, driving 
subscribers to other Internet providers 
or even other communities. 

Finally, service providers can ignore 
Google TV and hope it goes the way of 
earlier efforts to integrate Internet video 
with cable TV services. In some ways, 
this is the easiest strategy, but even if 
it succeeds today, it risks simply defer-
ring the problem until a later date, when 
either Google or some other company 
comes up with a winning product.

What providers decide will depend 
on how popular they expect Google TV 
to be and on the costs to develop com-
peting offerings. This calculus may well 
vary from market to market. 

Industry observers are divided about 
Google TV’s likelihood of success. In 
the following pages, we present opin-
ions by two well-known analysts – one 
cautiously optimistic and the other what 
might be called cautiously pessimistic. 

Will Google TV be the next iPhone 
App Store, or is it a solution in search of 
a problem? Read these two articles and 
decide for yourself.  


