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E
ven though TV still 
reigns supreme in terms 
of audience numbers, the 
relevance of TV service 
providers to the future 

of anytime, anywhere TV content con-
sumption is subject to healthy debate.

In the TV Everywhere concept, the 
viewing device is not the TV or the 
PC or the mobile phone or another IP-
connected device. It’s all of the above. 
The most successful providers of TV 
Everywhere services will be the compa-
nies that bundle the right combination 
of content that consumers want into 
easy-to-use, cost-effective managed ser-
vice offerings. Traditional TV service 
providers – cable operators, telcos and 
direct-broadcast satellite providers – are 
in a prime position to step into this role 
by focusing on their strengths, listening 
to their customers and remembering to 
keep the content owners happy.

Power Position
Service providers are already well- 
positioned to own the TV Everywhere 
movement, based on their entrenched 
relationships with the two major players 
in the video-content value chain – the 
content owner and the consumer.

Programmers place great value on 
their service provider relationships be-
cause service providers are critical part-
ners for monetizing content. Most cable 
networks derive 50 percent or more of 
their revenue from service providers in 
the form of affiliate fees. Those fees have 
expanded consistently over time as the 
number of subscribers has grown and 
the rate per subscriber has increased. For 
programmers, being part of a bundled 
service provider offering makes sense. 

Service providers also deliver the 
audiences that sell advertising in tradi-
tional broadcast models. The economics 
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of those models change dramatically on 
the Web. For example, a typical hour-
long show that includes 16 to 17 min-
utes of ad inventory in its broadcast 
airing often can sell just a few ad slots 
when it is streamed in broadband.

Service providers know that deliv-
ering a healthy and growing revenue 
stream of affiliate fees to programmers 
puts them in a power position. If they 
continue to deliver the most effective 
path to monetization, service providers 
will continue to have the clout they need 
with the programmers to dominate the 
delivery of that content to consumers, 
regardless of platform or device.

The groundbreaking cable network 
EPIX has shown how service providers 
might continue to play a role as content 
consumption moves to an any-device 
model. EPIX has made a name for itself 
by making its entire monthly selection 
of linearly broadcast movies available on 
demand, both via VoD menus on the 
television and via the Web. However, 
a consumer must subscribe to a man-
aged TV service to access EPIX content. 
EPIX is proving that content delivery 
over new devices doesn’t necessarily 
cannibalize traditional broadcast mod-
els but can instead be positioned as an 
adjunct to them.

owning the Customer
Today, the typical consumer is comfort-
able paying for a managed TV service. 
In fact, according to research firm SNL 
Kagan, an additional 1.8 million con-
sumers signed up for pay-TV offerings 
in 2009. Clearly, subscribers are still 
looking to service providers to deliver 
the content they want. And service pro-
viders already have a strong presence in 
these consumers’ homes, delivering a 
range of linear TV services, VoD offer-
ings, pay-per-view events and even Web 
portals and information services.

Everything changes when content 
moves to the Web. Newspapers, maga-
zines and networks are all struggling 
with consumers’ expectations that Web 
content should be free or very inexpen-
sive. Efforts to monetize Web content 
are further stymied by the reduced ad-
vertising inventory associated with Web 
broadcasts. 

As long as their managed TV services 
represent the best way for consumers to 
get access to their favorite programming, 
service providers can avoid becoming 
commodity vendors. How can they do 
this? By leveraging the devices already 
in the home and by providing the best 
customer experience.

Service providers have the mind share, living room  
real estate, relationships across the value chain,  

know-how and experience to deliver programming  
to consumers’ favorite video device – the television.  

But they must continue to innovate.
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Living room reaL estate
TiVo fundamentally changed the TV 
viewing experience, yet it lags far be-
hind set-top box–based DVRs in market 
share, despite offering greater function-
ality. Why? Because most consumers al-
ready have set-top boxes in their homes 
and resist purchasing additional devices 
for TV viewing. 

Today, service providers offer the 
best way of getting content to the TV. 
To maintain the value of this living 
room real estate before it is eroded by 
the credible alternatives that are now 
emerging, service providers must work 
with set-top box developers to increase 
set-top box capabilities and improve 
their interfaces.

Manufacturers of gaming consoles, 
Blu-ray players and broadband-enabled 
televisions tout the ability of these de-
vices to bypass traditional TV service 
models, but the devices have not yet 
gained critical mass and do not yet pos-
sess the full range of capabilities and 
programming needed to meet consumer 
demand. Of critical importance is that 
none of these players has been able to 
duplicate the breadth of content re-
lationships that managed TV service 
providers have nurtured over the years. 
Without access to the content that con-
sumers crave, alternative devices cannot 
compete effectively.

Similarly, consumers have developed 
expectations of the viewing experience 
that must be met if competitors are to 
credibly challenge established models. 
Programming guides, content discovery, 
search capabilities and intuitive menus 
are important. Service providers have de-
veloped best practices in these areas over 
years of customer service and interaction. 
However, upstarts from the consumer 
electronics world do not have the limita-
tions of legacy set-top boxes to contend 
with and therefore have brought some 
exciting new designs and features to the 
market. Commercializing this function-
ality on a broad scale remains challeng-
ing, but these players may represent a 
credible threat as they make inroads. In 
order to maintain their living room dom-
inance, service providers must continue 
to innovate around the type of content 
offered, the delivery of content to mul-
tiple devices and the viewing experience 
on diverse platforms.

give ‘em a maP
The proliferation of content, coupled 
with the “Google-ization” of search, has 
resulted in increased scrutiny and fo-
cus on the process of content discovery. 
Service providers are beginning to learn 
that offering vast stores of content doesn’t 
benefit anyone if viewers can’t find it. 

The various upstarts – ranging from 

over-the-top video providers to suppliers 
of gaming consoles – currently lack all 
the pieces needed to address this issue. 
They are quickly developing content re-
lationships, particularly in the medium- 
and long-tail programming categories. 
But none of them has the full range of 
high-value content relationships that the 
service providers currently enjoy, mean-
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ing that many consumers will need 
more than one source for accessing con-
tent. That, in turn, will lead to a very 
fragmented viewing experience. How 
will consumers find the content they are 
looking for when they have a hard time 
determining which source is offering 
it? Add multiple devices and formats to 
the mix, and the problem becomes even 
more complex. 

Google recently announced its 
Google TV initiative to address pre-
cisely this issue. Google will provide an 
intuitive, easy-to-use interface and the 
capability of searching across diverse 
sources of content (high-value program-
ming from service providers along with 
everything else from the Web). Service 
providers will need to carefully consider 
the merits and risks of allowing Google 
a position between their managed ser-
vices and subscribers.

In the meantime, service providers 
have a window of opportunity to provide 
a consistent, unified viewing experience 
– and to serve up content in a way that 
helps consumers find exactly what they 

are looking for and even discover new 
content they didn’t know they wanted. 
The technology, data, and best practices 
exist to make programming guides and 
content menus even more interactive 
and intuitive. But if service providers do 
not embrace this opportunity, Google 
and others certainly will.

maintaining the Lead
Despite the hype, service providers are 
indeed in the lead when it comes to TV 
Everywhere. They have the mind share, 
living room real estate, relationships 
across the value chain, know-how and 
experience to deliver compelling content 
to the dominant entertainment device in 
the home – the television. And in today’s 
triple- and quad-play world, they have the 
infrastructure and mind share to extend 
that lead to other devices through broad-
band and mobile service bundles.

However, if they do not focus on ex-
ploiting that lead, it may erode as other 
players seek to stake their claims. Main-
taining their position will require focus 
in a number of key areas:

Advertising will continue to be im-
portant in the monetization of digital 
media. Service providers should con-
tinue their efforts to commercialize a 
credible advertising strategy that sup-
ports digital file delivery to any device.

Partnerships with content owners 
will be key. Service providers already 
deliver value to programmers by helping 
them to monetize content. They must 
work hand in hand with them now to 
maintain that clout by evolving finan-
cial models that benefit both parties.

Customer service goes beyond bill-
ing and troubleshooting these days. To-
day, service providers must figure out 
how to deliver their subscribers’ favorite 
programming to any device – and how to 
help them find what they are looking for.

By leveraging their power position 
with both programmers and consumers 
to evolve the digital media experience 
across devices and platforms with eco-
nomic models that work for everyone, 
service providers are positioned to own 
the move to a TV Everywhere world.  

To Exhibit or Sponsor, contact: Irene Prescott at irene@broadbandproperties.com, or call 505-867-2668. 
For other inquiries, call 877-588-1649, or visit www.bbpmag.com.

  

Broadband Properties  
       Magazine Congratulates

For more information on Quanta Services, visit www.quantaservices.com.
You are cordially invited to come see Quanta Services at the upcoming

April 26 – 28, 2011
InterContinental 

Hotel – Dallas
Addison, Texas

The Leading Conference on Broadband Technologies and Services

For becoming a Gold Sponsor at the  
2011 Broadband Properties Summit.


