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There’s plenty of data to show 
that audiences still 

enjoy watching long form TV shows on the 
big screen in their living room. But you only 
have to observe the symbiotic relationship 
between young people and their smartphones 
to realise that mobile is fast emerging as 
the primary screen for video consumption. 
Dominique Delport, CEO of Vivendi Content, 
recently underlined the scale of the shift when 
he claimed that 18-35 year-olds now spend 
50% of their video time on mobile.

The key reason for this remarkable shift 
in behaviour is that mobile dominates social 
media usage among the youth demographics 
commonly referred to as Gen Z and 
Millennials. Two of the top four social media 
platforms (Snapchat and Instagram) are, in 

effect, mobile-only while the other two (Twitter 
and Facebook) are increasingly accessed 
through mobile devices. It is estimated, for 
example, that 54% of all Facebook activity now 
takes place on mobile – and you can guarantee 
this figure would be higher if you stripped out 
all the aunts and uncles checking in on their 
antiquated desktops.

Pivotal position

Mobile’s pivotal position is reinforced by 
the fact that it is also a key conduit for other 
activities such as dating, retail, financial 
services and music – with companies like 
Spotify Studios exploring how to develop 
mobile-first video in partnership with artists 

and brands. On top of this there is the ease 
with which short-form video can now be 
accessed via such devices. The big player, 
of course, is YouTube, which is now 70% 
accessed via mobile. But the growing presence 
of video on both Facebook and Snapchat has 
helped reinforce mobile’s surging appeal.

As mobile has moved centre stage, 
established broadcast, streaming and 
production businesses (including recent 
arrivals on the scene like Netflix) have been 
thinking about how they should respond. 
The most obvious example of this is pay TV 
and SVOD offerings that allow subscribers 
to watch content on any platform at no extra 
cost – a TV everywhere model. But this still 
leaves unanswered questions. Should they, 
for example, be creating content specifically 

Moving pictures

With 18-35s now doing half their video viewing on mobile, providers are 
experimenting with new formats, but it is not yet clear which services and content will 
have staying power. Andy Fry investigates. 
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suited to mobile platforms – rather than just 
relying on content that was created for the 
big screen in the corner of the room? And if 
they do, how do they generate ROI on their 
incremental investment?

At the same time as established players 
ponder such issues, there are questions for 
digital entrepreneurs and mobile carriers. 
Is there, for example, a way to make money 
from an unexploited gap in the mobile video 
market? Or can mobile video be used to 
inspire loyalty to a particular network?

It is too early to provide any clear answers 
to such questions – but it is noticeable that a 
lot of well-established players have yet to give 
too much ground to the unique demands of 
mobile. Netflix chief product officer Neil Hunt 
recently told journalists that the company 
might look at creating mobile-specific cuts of 
its original movies and TV shows “over the 
next few years”. But there is no indication 
that the company is planning any radical 
departures such as short-form or vertical 
content. This is despite the fact that around 
50% of the SVOD platform’s user-base have 
accessed the service via mobile devices, and 
around 10% of total Netflix viewing now takes 
place via smartphones.

Earlier this year at Mobile World Congress 
in Barcelona, Netflix chief executive Reed 
Hastings was pretty emphatic when he told 
delegates that his company thinks more about 
great storytelling than screen size: “We don’t 
design for mobile – there are people [who are 
talking about] vertical video and maybe we will 
look at that some day, but for now we focus 
on stories you want to watch on any screen, 
including mobile.”

The key point Hastings was making is that 
Netflix doesn’t need to shoot vertically because 
it knows users only have to rotate their phones 
by 90 degrees in order to watch its horizontal 
content – so why add to an already vast content 
budget with tailored mobile shows? Besides, 
you only have to look at the way cinema and 
TV have developed over the last century to 
realise that horizontal is far more appropriate 
than vertical for most forms of complex video-
based storytelling. If this wasn’t the case, then 
cinema and TV screens would have followed 
the lead of portrait paintings and books by 
being designed along a vertical access. 

This isn’t to suggest there is no room for 

vertical content. But it’s also the case that most 
YouTube MCNs are still focusing on multi-
platform horizontal content. 

A spokesperson at ProSieben.Sat1-owned 
MCN Studio 71, which produces mainly 
for YouTube, says the company has seen 
“a constant increase in mobile viewing at 
the expense of desktop” but that the best 
description of what it does is to “produce 
content for digital consumption – of which 
most is via mobile”.

A similar message is delivered by Richard 
Chambers, head of Zoomin Studios, a recently 
launched production division of Zoomin.TV, 
which generates around two billion online 
views a month via a network of YouTube 
channels and video journalists. Chambers 
acknowledges that it might be possible to 
describe short-form video content as mobile 
first in terms of how it is consumed, “but what 
we are doing at Zoomin.TV is creating short-
form content across a range of platforms.”

In fact, the creation of Zoomin Studios is, 
in itself, a powerful illustration of why many 
content companies don’t want to be mobile-
specific. A key rationale for the division, 
says Chambers, is to harness its expertise in 
digital content and use this to create engaging 
linear TV content: “We know traditional TV 
is still attractive to YouTube stars and their 
fans, so a key part of our brief is to create 
content for television that we know – based 
on our experience – will appeal to younger 
audiences.”

Snapchat

There are indications that mobile-first 
viewing is being taken seriously by online 
video players. During the recent relaunch of 
Vivendi’s Dailymotion, for example, engineers 
built the user interface first for smartphones 
before adapting it for desktops and connected 
TV. And YouTube has acknowledged the 
existence of vertical video by introducing an 
update that makes it easier to view on its app. 
But broadly speaking established players are 
concentrating on multi-purpose horizontal 
content – either long-form or shortform 
depending on their editorial proposition. 
Long-form players like pay TV platforms and 
Netflix charge an all-in subscription while 

the majority of YouTube MCNs are working 
within an ad revenue share model.

As explained earlier, however, there are also 
disruptors and entrepreneurs who are altering 
the rules of the game. The most significant of 
these is mobile-only, vertical-axis social media 
platform Snapchat. Echoing broader trends 
in social media, Snapchat has been rapidly 
increasing the amount of short-form video 
available to its users, to the point that around 
seven billion video clips a day are now viewed 
across the platform.

As a vertical axis platform, it’s no surprise 
that the vast majority of video clips on Snapchat 
are vertical – predominantly UGC or the kind 
of simple humour/celebrity short-form video 
where it is easy to shoot vertically without 
adversely affecting quality or satisfaction. But 
where the debate really gets interesting is 
that Snapchat, via its Discover platform, has 
started partnering with established content 
brands on the creation of tailored professional 
vertical content that is exclusive to Snapchat.

Publishers from Cosmopolitan through 
to Mashable have been obvious partners for 
Snapchat – because they are comfortable 
offering a mix of text, still images and video 
along a vertical axis. But Snapchat is also 
working with TV companies such as BBC 
Worldwide, Discovery, A+E Networks, NBC, 
MTV and MGM. Although these companies 

Studio+’s Tank: new services are emerging 

targeted specifically at mobile viewers.

Zoomin TV has specialised in creating short-

form contenet for multiple platforms.
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are much more used to making horizontal 
shows they are all attracted by the prospect of 
generating new revenues and experimenting 
with new formats. “The team at Snap is 
thinking about mobile TV differently than 
anyone else in this space,” said Barry Poznick, 
president of Unscripted Television MGM, 
announcing his company’s partnership with 
the platform. “They are innovators, and it 
presents us with a unique opportunity to flex 
our development and production muscle in a 
new way. We are excited to create content for 
their hard-to-reach audience that consumes 
entertainment in a very specific fashion.”

In some cases, these companies are 
creating vertical short-form versions of 
existing IP and in others, developing new 
shows. Discovery, for example, created 
Snapchat versions of Mythbusters and Shark 
Week while BBC Worldwide did the same 
with Planet Earth II - using previously unseen 
content. The latter used the same headings 
as the TV series but did not include iconic 
host David Attenborough. Episodes were 
four-to-six minutes long and were released 
one a week. A&E Networks, meanwhile, 
created original reality series Second Chance. 
In this show, emotional exes were brought 
face-to-face to explore the breaking point in 
their relationship for the first time – and to 
see whether there is any chance of romantic 
reconciliation.

In all cases, Snapchat’s business model 
is built around an advertising revenue share 
(though for the content creator there is the 
added benefit that it might drive audiences 
back in the direction of their TV content). In 

the case of Planet Earth II, BBC Worldwide 
secured Goldman Sachs as a sponsor – but 
for content which has more of a multi-genre 
magazine feel, revenue is accrued from a 
range of brands. Typically, Snapchat sets its 
Discover partners a minimum ad revenue 
target – and if they don’t achieve it they will 
have to end the partnership.

A+E’s digital content is created by in-house 
division 45th & Dean, which is headed by 
EVP and general manager Paul Greenberg, 
who holds a similar role at A+E channel 
FYI: “When we launched, our vision was 
innovation in storytelling across all platforms, 
and rich, meaningful partnerships,” he says. 
“The kind of content we are creating is linked 
to our channel brands and core content 
areas, but is stand-alone at the same time. 
For example, we made an online series called 
Chloe On Pointe which stars one of the dancers 
from Lifetime’s Dance Moms.”

Vertical, horizontal, square

45th & Dean is making vertical, horizontal 
and square content (square works well on 
Facebook), which is generally one to six 
minutes in length. Ask Greenberg about 
“mobile first” content and he says: “We are 
making content that people can consume 
anywhere they want to. So we start by thinking 
about the audience – not the device or format. 
A key point is that you’re not just thinking 
about the shape of the image, but also what 
will work editorially. The automotive audience 
on YouTube might be interested in electric 

cars and on Facebook they might be interested 
in self-driving cars. So you can’t assume 
that something you make for one platform 
will work on another. If we are producing 
something for Snapchat we will really go all in 
to make sure it is the optimal experience for 
that platform.”

Greenberg says rather than start by 
thinking about video ‘shape’, the key is to link 
your editorial ambition to what they audience 
data is telling you: “We have a popular show 
on FYI called Bride and Prejudice, which 
is basically about three couples where the 
parents hate their partners. We saw some 
Facebook comments from people saying 
‘that’s my life’ – so we contacted them and 
shot the series Hashtag Love.

In terms of content length, Greenberg says 
“back in 2010 everyone was making short 
videos – 45 seconds or under. But it has gone 
longer now. Second Chance was 8 x 4 minutes 
– and incidentally was scheduled on a weekly 
basis, new episodes launching on Wednesday 
morning and disappearing on Friday. On 
YouTube and Facebook, you can go to 10 
minutes or more.”

There’s an important genre point to be 
made about mobile-friendly content. If you 
make a scripted show, it probably needs to be 
horizontal so that you can generate financial 
returns across platforms. But an unscripted 
show can, in theory, start vertical and be 
reversioned as a horizontal concept (because 
an idea-led unscripted show lends itself more 
easily to formatting).

Elisabeth Murdoch-founded Vertical 
Networks, for example, made a popular dating 
show for Snapchat called Phone Swap, in 
which two strangers were given unrestricted 
access to each other’s phones before they 
met. Vertical Network CEO Tom Wright says 
that the first series of five episodes attracted 
an average of 11 million viewers – and the 
show has now been recommissioned for a 
second series. It is also being developed by 
Robin Ashbrook (executive producer of Fox’s 
Masterchef and NBC’s Little Big Shots) as a 
network television show.”

This has echoes of the Zoomin strategy. 
While Vertical is creating content capable of 
generating ROI within mobile, “our insights 
into the mobile-first audience allow us to 
create original IP that will also appeal to that 

BBC Worldwide has used unseen content 

from Planet Earth II to target mobile.



What is the Esports BAR and why did Reed MIDEM decide to launch 
this event?
Esports BAR is a newly launched Reed MIDEM B2B market created to 
bring together leaders and executives of eSports organisations, brands, 
agencies and media face-to-face to define their esports strategy and 
negotiate sponsorship, broadcasting, content or licensing deals.

Constantly studying the trends impacting the entertainment business, 
we came across the growing eSports space three years ago and saw 
how this sector was starting to expand beyond the circle of indigenous 
players, engaging several of our TV clients who were embarking on 
eSports projects. With our core strengths focused on building effective 
business platforms, we thought we could help the sector level up with 
a dedicated B2B event, and launched the first business market for the 
international eSports community last February in Cannes: Eports BAR, 
the world’s eSports business arena.

Our goal was to create a platform to discuss sponsorships and 
distribution rights among non-indigenous and indigenous brands, 
media, eSports teams, professional leagues, game publishers and 
advertising agencies.

What can Reed MIDEM and the Esports BAR provide for the emerging 
eSports industry?
Being part of Reed Exhibitions, the world’s leading exhibition and 
conference organiser, Reed MIDEM has a trusted reputation for 
building effective, well-organised and international events. We also 
have the expertise in serving complex rights markets and have 50 
years’ history of helping  – notably entertainment – businesses grow 
through international professional markets such as MIPCOM, MIPTV or 
MIDEM.

Additionally, through our entertainment markets, we have the 
contacts and industry knowledge of the brand world, with its need to 
be at the heart of the storytelling and media experience, with both 
its wish to get into content distribution rights for eSports events as 
well as its capacity to offer high quality production capabilities to the 
eSports organisers. As such we believe we have the unique strengths 
to successfully organise a marketplace of reference for the eSports 
industry.

How much support has the event received from the industry? 
The first edition has been widely acclaimed. Held in Cannes last 
February, the event was sold out with a 96% satisfaction rating. 
There has been a clear demand for a second event in 2017, which has 
reconfirmed our intention to accompany the strategic development of 

this rapidly evolving industry for the long term.
To provide the most productive eSports matchmaking experience 

possible, and better understand the needs of the sector, we’re also 
supported by an advisory team of leading eSports professionals, 
which includes Matthieu Dallon, Esport Strategy Director, Webedia 
and President, France eSports; Sidney Kim, CEO of Rox Tigers and ROX 
Orcas OverWatch Team; Ralf Reichert, CEO of ESL;  Mike Sepso, Senior 
VP, Activision Blizzard; Stuart Saw, Twitch’s Director of Esports Strategy; 
Wouter Sleijffers, CEO of Fnatic; Arnd Benninghoff, EVP, MTG and CEO 
of MTGx Ventures and Todd Sitrin, SVP & GM Competitive Gaming, EA. 
We are thrilled that so many renowned professionals have granted us 
their trust and accepted this role.

What are the basic principles behind the organisation of the event 
and how does it work?
Esports BAR is a ‘by invitation’ event: its selection process is what makes 
Esports BAR unique, as it allows us to bring together over 100 people 
who will benefit most from meeting each other.

Aside from the business insights sessions and a full programme of 
networking events, Esports BAR is centered around the 1-to-1 summit, 
offering leading executives a full diary of guaranteed pre-scheduled 
meetings on site.

What set the inaugural Esports BAR apart from other eSports 
events is also the high quality of professionals gathered in one place, 
dedicated to growing eSports into the entertainment of the future.

What are the next steps for Reed MIDEM in this area?
Esports BAR now heads to the United States. The upcoming edition 
will be held in Miami, 18-20 September 2017.

The U.S. is definitely one of the leading regions in eSports, constantly 
generating growing revenues from online advertising, sponsorships, 
media rights, merchandise, tickets, and additional publisher 
investments. Esports BAR Miami will therefore enable us to be closer 
to some of the main actors in the eSports industry and is expected to 
attract a particularly strong participation from the United States, Latin 
America and Canada. Yet, being designed as a global event, Esports 
BAR will still be bringing together executives from more than 20 
countries active in the worldwide eSports industry.

And an expanded edition is planned, to be scheduled in Cannes, 
February 2018. Stay tuned!

Esports BAR – the leading B2B market for the international eSports 
community – in Miami, Florida, is scheduled for September 18-20

Q&A: Stéphane Gambetta, Reed MIDEM
Reed MIDEM is launching a second edition of Esports BAR in Miami, an invitation-only event dedicated to the fast-growing world of 
eSports. Strategy and new development director Stéphane Gambetta explains
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audience on TV,” says Wright. “Because our 
expertise is in mobile we work with the likes 
of Avalon and Endemol Shine on format co-
development.”

Part of the strength of developing IP within 
the mobile space, argues Wright, is that the 
audience has zero tolerance for padding. 
“Anything that looks like padding kills 
engagement,” says Wright. “So when you’re 
looking at a successful mobile-first format 
like Phone Swap, it’s just eight minutes of 
great stuff distilled down. That can then be 
expanded for TV.”

Vertical Studios has created two other 
formats for Snapchat (Yes Theory and Without 
Limits) and also runs a Snapchat Discover 
channel called Brother. A mix of video and text-
based publishing, Brother generates around 
1.6 billion views a month, a rich resource in 
terms of collecting audience data. Overall, 
the company’s strategy is to make around 
10-12 unscripted series a year for Snapchat, 
Facebook “and maybe one other platform 
we are in discussion with at present,” says 
Wright.

Subscription model

Vertical Studios’ business model, like most 
outlined above, is based on ad revenue 
share – and Wright has no expectation that 
this will change in the near future. But one 
obvious question is whether there is room 
in the new video ecosystem for a mobile-first 
content strategy based around subscriptions. 
45th & Dean’s Greenberg takes the view that 
anything is possible “if the content is good 
enough and scarce enough”.

One of the most serious attempts to test 
this thesis is Blackpills, a new service that 
specialises in shortform scripted series for 
mobile audiences. Created by Deezer founder 
Daniel Marhely and Patrick Holzman, a 
former Canal+ executive, Blackpills wants 
to “radicalise” the way scripted content is 
consumed on mobile. Its standard format is 
10 x 10 minute series ranging from comedies 
to thrillers. With budgets ranging from 
US$500,000 to US$3 million, there is an 
overt attempt to woo audiences with high-
profile acting and behind the scenes talent (as 
you might find with HBO or Showtime in pay 
TV). The thriller Playground, which is about 
young assassins being trained in a specialist 
school, is based on an idea by director Luc 

In 2015, US mobile phone network Verizon 

launched a mobile video service called 

Go90, a name that implicitly encourages 

users to rotate their phones to the 

horizontal position. Intended to increase 

loyalty among its users, Go90 offers a huge 

array of licensed third party content and 

original shows.

Go90 has been a major investment 

for Verizon and, as yet, it’s not clear 

whether it has proved appealing enough 

to the audience to survive. However it has 

provided some useful insights into the kind 

of content that can work on mobile.

Speaking at MIPTV 2017, Go90 chief 

content officer Ivana Kirkbride confirmed 

that “the mobile audience is spending more 

time watching videos at home and on the go 

throughout the day”. With Netflix and Hulu 

dominating longer form viewing, and social 

media and YouTube dominating under 10 

minutes in length, she added that Go90’s 

“sweetspot” is premium mid-form content 

between 10 and 30 minutes long.

Kirkbride acknowledged Go90 didn’t 

get its editorial proposition right at the 

time of launch. “Our generic approach 

to content wasn’t working – the content 

wasn’t reaching the right audience. We 

looked closely at the data and saw cohorts 

of users forming around passion areas. So 

we decided to double down on what was 

working and super-serve those areas. As 

a result we have launched four new Go90 

networks called Saga [sci-fi/horror], Zone 

[sport, athletes, comedian, celebrities], 

Exo [pop culture-led scripted content like 

Tagged] and Session [counter cultures like 

art, design, music, sneakerheads etc].”

In its early days, Go90 was also criticised 

for having failed to get its metadata 

architecture sorted out, meaning that it 

was hard for users to navigate around the 

mass of videos on the service. Now, though, 

Kirkbride says the service has launched 

a version 3.0, which is highly data-driven: 

“Turning data into action is key,” she 

said: “Our algorithmic programme means 

that every time you watch a video our 

platform learns what you like. Discovery 

and personalisation insights will inform 

what we do next from development and 

greenlighting to marketing.”

Kirkbride stressed the importance of 

including social media influencers in Go90 

dramas, even if their acting credentials 

aren’t proven: “Awesomeness TV made 

Tagged. When casting, they strategically 

balanced digital influences with traditional 

acting talent to build an audience that 

would love the show.”

She also stressed that different platforms 

behave in different ways to each other (see 

also Paul Greenberg’s observations on this). 

“Each platform and audience is completely 

unique, so you have to cater to what works 

best for each community. What works on 

Facebook and Snapchat doesn’t necessarily 

work on Hulu and Go90, so specificity and 

authenticity are key.”

For a company whose name is a 

compression of ‘Vertical Horizon’, one 

obvious question is why it has focused on 

horizontal content. The likely answer is that 

it is looking to 5G and beyond, when it will 

no longer be device-constrained. In terms 

on numbers, the most recent audience 

figures suggest Go90 has around 2.1 million 

monthly active users in the US.

Joining Kirkbride on her panel was 

Tagged writer-director Hannah Macpherson. 

She observed that youth audiences want 

“authentic mature content – they don’t 

like to be condescended to”. She also said 

“there is a misconception that Gen Z and 

millennials have zero attention span and 

will barely make it through a viral video. But 

the reality is that they will binge hours of 

the right content. For season two of Tagged 

we are extending the length of episodes to 

22-25 minutes.”

Go90: lessons from the mobile frontline
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Besson. And Zoe Cassavettes has directed 
another series called Junior. At the satirical 
end of the scale, Blackpills created You Got 
Trumped, about what Donald Trump’s first 
100 days in the White House might be like 
(made before it really happened).

The series are shot horizontally, reinforcing 
the point that the emerging trend towards 
mobile-first scripted content is more about 
choice of subject and style of production – 
rather than shifting axis. Among a wave of 
54 productions greenlit since 2016, topics 
covered have included virginity, sexual health, 
violence, digital privacy, and racial diversity, 
with Holzman emphasising authenticity and 
stories with no taboos.

Blackpills is available in the US, Canada 
and a number of European markets. There is 
an option to watch all series ad-free for around 
US$5 a month via a mobile app. But Marhely 
and Holzman have been careful not to bet all 
on this model. For a start, the fact that the series 
are shot along the horizontal axis means they 
can also play out on non-mobile platforms. 
In March, for example, Blackpills entered a 
partnership with Vice Media, which makes it 
possible for fans to watch the series for free 
via that platform. Going forward, viewing 
Blackpills content via Vice will come with ads 
and will air after the premium window. But it 
does demonstrate that Blackpills is not wholly 
relying on a paid-for model in the way HBO, 
Netflix or Amazon Prime do.

French media giant Vivendi is undertaking 
a similar exploration of the mobile first 
market with Studio+, another short-form 
scripted platform. The service is the brainchild 
of Vivendi Content chairman Dominique 
Delport, who says: “Smartphones are the 
number one device for consuming content. 
We have a great opportunity to create high-
quality, mobile-ready entertainment largely 
not available today on the market and that 
is more compelling and attractive to new 
audiences.”

Vivendi SVP of business development 
Hala Baviere told delegates at this year’s 
Cable Congress that more and more young 
people are watching short-form video on their 
mobiles, but that they are also interested in 
the kind of high-end drama currently only 
available on TV. “They are fans of high-value 

scripted drama, but there is none 
in short format so we decided to fill 
that gap.”

Studio+ also makes series in 
a 10 x 10 minute format. Its first 
wave of production saw the creation of 25 
series at a budget of around US$1 million 
(e0.9 million) each. A second wave of 25 
productions is now being developed, with the 
emphasis on thrillers above comedies. Once 
again, the emphasis is not on vertically-shot 
drama but narrow angles, high-intensity 
screenplays and “powerful unexpected stories 
with global relevance”. Global relevance 
is achieved by using a lot of international 
locations and making the shows available in 
five languages.

The series can be accessed via a 
subscription-based app, developed by 
Vivendi company Watchever, or via various 
partnerships with telcos around the world 
(once again, the content is mobile-first but 
designed so that it doesn’t exclude non-mobile 
audiences). For example, the Latin American 
rollout of Studio+ took place in partnership 
with Telefónica. In France, the service is 
available via Orange and Bouygues Telecom, 
as well as sister pay TV platform Canal+. At 
Mobile World Congress, a carriage deal was 
also announced with global Russia-based 
service provider Veon, which claims to have 
235 million customers worldwide.

The app is priced at around €5, but platform 
partners are not obliged to put this pricetag 
on the service. Canal+, for example, offers 
Studio+ to its existing subscribers for €2 (a 
price that also includes some acquired short-
form content). Others might offer the service 

free as a way 
of building loyalty among a 
younger audience. A Vivendi spokesman says 
it is too early to say how the business model 
for Studio+ will play out, but that the company 
is pleased with the acclaim many of its series 
have received.

The thesis underpinning Blackpills and 
Studio+ is sound – that the ascendancy 
of mobile has created new viewing habits 
including viewing on the go, snack viewing, 
different viewing peak-times, an edgy 
editorial sensibility, a shift to social video and 
so on. But whether this is enough to justify a 
new subscription model on top of the cross-
platform ones that already exist is unclear. 
Parks Associates director of research Brett 
Sappington warns that “the mobile economy 
is still a challenge as you can see from the 
difficulty services like Verizon’s Go90 have 
had gaining traction” with audiences (see 
sidebar). 

“I see the appeal of short-form or instant 
access to sport – but the real opportunity in 
mobile may be around something completely 
different, such as using it as an authentication 
device to access your existing subscriptions 
via other people’s TVs,” says Sappington. 

The one thing that has already become 
clear about mobile, however, is that audiences 
are ruthless arbiters of what works and what 
doesn’t. So it shouldn’t be too long before we 
see what content strategies have a future. l

Blackpills’ Playground and Junior are part 

of a new wave of mobile short-form drama 

aimed at a young audience. 
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The advertising market is shifting 
towards digital, programmatic 

and targeted models and with it the idea that 
both content and ads should be crafted to 
address a specific audience.

From the traditional ‘one-to-many’ broadcast 
approach, brands and advertisers want to move 
to one-to-one conversations with targeted 
audiences and measure the direct impact of 
these engagements.

Advertising outfit GroupM’s addressable TV 
Lead, Jakob Nielsen, says: “Ten years ago we 
had limited choice of programming, based on 
a broadcaster deciding what time we’ll watch 
it. TV was a family event and we paid attention 
to that event and to the advertising around it. 
Now, everything has fundamentally changed. 
Everything is on the consumer’s terms. We 
are not just paying attention to the programme 
but also to a mobile screen and we are fast 
forwarding and zapping around. The attention 
on the ad is really changing and this has a 
dramatic impact on advertisers – our clients.”

A note on terminology is required: 
enhancing the traditional ad metric with 
household data delivered over the same 
(cable, satellite, DTT) mechanism is generally 
referred to as ‘addressable’ TV, as distinct from 
targeted advertising, which pulls and pushes 
increasingly granular data about individuals 
over the public internet.

The shift to targeted models is considered 
vital to ensure that advertising on broadcast 
TV is able to compete effectively with newer 
internet-based platforms, which have increased 
their ad revenue at the expense of broadcasters. 

Drop in investment

GroupM downgraded its expectations for 
growth in the UK ad market this year as a 
result of a significant drop in TV investment. 
It expects the decline in TV advertising by large 
brands to be mirrored in a 3% drop in TV ad 
spend this year. The ad giant also predicts 

2017 will yield 59 billion commercial TV 
impressions among 16-24 year-olds in 2017, a 
10% drop year on year and the lowest volume 
since the arrival of Sky Digital in 1998.

Addressable TV is increasingly seen by 
broadcasters as the way to arrest this alarming 
trend. The technique is expected to command 
higher unit prices (estimated at between 
200-300%), enable better monetisation of 
inventories and increase viewer satisfaction by 
serving more relevant ads to viewers. Solutions 
that span DTT delivery and live adaptive 
streaming are being actively considered.

“The challenge will be combining a granular 
targeting model with a broader targeting 
model and avoiding wasted advertising 
space,” says James Grant, director, partner 
management, Europe at ad software vendor 
Freewheel. “Flagging a new car to the Jones 
family in Northampton is excellent targeting, 
but what does the rest of the country see in that 
particular ad-slot? If the industry can align and 
build a scalable targeting model then there is a 

Ad and divide

Rather than a reinvention of TV advertising, the industry is moving to combine 
the best of both the digital and traditional TV worlds. This migration is taking 
advantage of lessons learned from the internet and uniting those with key 
processes from traditional TV advertising, writes Adrian Pennington
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significant opportunity.”
Sky has built the poster child of addressable 

advertising with its AdSmart technology. As of 
April, AdSmart has secured 1,130 advertisers, 
run 7,635 campaigns, totalled five billion 
impressions with a return rate of 75%. The 
percentage of new to TV or Sky Media is 73%.

Graeme Hutcheson, Sky Media’s director of 
digital and Sky AdSmart, says the opportunity 
is “massive” from both the hundreds and 
thousands of SMEs across the country that are 
yet to tap into the effectiveness of TV – “because 
they can target their specific audience/location 
affordably” and for major brands that “can use 
their customer data and creativity to better 
engage key audience groups. The opportunity 
can only grow as technology expands beyond 
the Sky platform.”

Indeed, TV’s power as an advertising media 
has not diminished.  “You cannot achieve reach 
in the same way with digital,” says Nielsen, who 
thinks the medium will grow more powerful 
with addressable TV. “The opportunity is to 
combine the huge impact of the large screen 
with the reach of data so you can move targeted 
ads at individual households.”

There’s an important caveat regarding 
targeted ads. “We don’t think it will necessarily 
be relevant for all advertisers,” he says. “If 
you are Coke you still want to reach a mass 
audience but if you’re trying to sell a new BMW 
then all of a sudden addressable becomes very 
important to you.”

Others agree that targeting is not for 
everything. “Just because you can doesn’t 
mean you should,” agrees Léon Siotis, 
managing dreictor, UK and southern Europe 
at programmatic exchange SpotX.  Procter 
& Gamble was one of several fast-moving 
consumer goods providers that admitted it 
over-invested in Facebook, for example. “Too 
much targeting can got too granular when 
you’re trying to sell toothpaste and washing 
detergent.” 

In this case OTT can add a different value – 
such as the ability to insert an ad in real-time 
that’s relevant to the particular household 
watching the show. “Ad space in OTT can 
function and add value in two different ways: as 
extensions to existing inventory, or as entirely 
new, separate inventory,” explains Boris Felts, 
head of video advertising, media solutions, 
Ericsson. “If seen as an extension to existing 

inventory, ads placed in OTT services parallel 
those shown in the traditional linear broadcast. 
In this case, OTT deliveries provide additional 
reach and may be used to adjust frequency. If 
considered new inventory, ads for OTT delivery 
are sold independently from the traditional 
broadcast and different ads are shown by 
the platforms. Selling the OTT platform ads 
separately from the traditional delivery opens 
up additional revenue.”

Combining the virtues of broadcast and 
OTT to deliver a hybrid solution geared for 
personalised advertising is considered the 
ultimate goal. If a service provider could deliver 
ads via OTT and weave these seamlessly into 
the broadcast stream, “the result would be a 
powerful personalised advertising capability,” 
according to Kai-Christian Borchers, managing 
director at multiscreen software provider 
3 Screen Solutions. “Advertisers would 
command higher fees because they would 
have a far greater understanding of the actual 
reach of the message.”

DVB standard

Broadcasters are looking at addressable 
advertising across screens. “The challenge 
remains to have viewers actually watch the ads 
and feel they get value as consumers for doing 
that,” says Simon Trudelle, senior product 
marketing director, Nagra. “Nobody has 
‘cracked’ the issue yet, and this also explains 
why linear ads still fetch high ad rates.”

Given the strong market rationale to adopt 
targeted advertising, broadcasters are generally 

keen to do so, and some deployments have 
already taken place. However, these are 
limited to vertical TV environments where 
an operator has control over the full delivery 
chain, including end-user set-top or client 
device, like Sky. When it comes to horizontal 
broadcasting, no complete solution currently 
exists that enables broadcasters to deploy and 
benefit from targeted ads, which is a significant 
challenge.

The DVB has embarked on a project to 
harmonise targeted ad technologies and 
processes for all distribution mechanisms 
using the HbbTV 2.0 interactive TV standard. 
While its main constituency are Europe’s 
free-to-air broadcasters, the DVB believes pay 
TV and pure-play OTT will benefit from a 
common framework.

“If we want to scale this across broadcast, 
operators and OTT we need some kind of 
standard so it is not a zoo, like now, where 
there are multiple proprietary solutions,” 
says Thierry Fautier, who co-chairs the DVB’s 
targeted advertising study mission group.

He points out that when it comes to targeted 
ad deployments there is nothing in common 
between Invidi (a joint venture between DISH 
Network and AT&T in the US), Visible World 
(now Comcast), Sky AdSmart, and Cadent (at 
different cable MSOs), although they all use the 
same standard SCTE-35 markers. 

“If I am an advertiser or a campaign manager 
and I want to place ads across all the different 
platforms, it is going to be a nightmare. 
Advertisers want a seamless integration across 
all the screens and more importantly across all 
the delivery networks,” says Fautier.

The AdSmart platform has made Sky a 

pioneer of addressable advertising. 
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This is where the DVB believes it can bring 
value. Standardisation would make it easier for 
pay TV to deploy targeted ads commercially. 
Fautier also points to the advantages from 
harmonising back office requirements for 
OTT, broadcast and service provider platforms.

“We already have the adhesion of 
broadcasters and are now working with pay TV 
operators,” says Fautier. “OTT solutions, either 
server or client-based, are based on playlist 
manipulation. Here there are also many 
proprietary solutions deployed, and not much 
in common between different solutions.”

The HbbTV 2.0.1 spec comes close, but does 
not fully meet the requirements to implement 
targeted ads in the broadcast environment. It 
can support insertion of advertising over IP 
into broadcast streams but doing so frame-
accurately is a big technical challenge. The lack 
of a clear and full deployment of the HbbTV 
specification (including some of its optional 
features) in all markets is also a constraint. 

The DVB’s next steps are to define a charter 
for the work and identify market needs. It will 
then develop the commercial requirements 
that will lead to a technical specification. A final 
standard is expected by the end of 2018, or 
early 2019.   The idea would be that any spec or 

eventual standard could also go global.  
“We think vendors (of addressable ad tech) 

will be able to scale more easily with a standard,” 
says Fautier. “The most important piece is 
to develop the commercial requirements to 
capture market needs and then develop a 
holistic approach to targeted ads independently 
of delivery networks.”

He stresses that the DVB will not meddle 
in regulatory issues but only seek to define the 
technical spec and the hooks into back office 
services. 

“Privacy will not be touched,” he says. “We 
assume somebody else takes care of this. We 
will focus on the technical aspect, the accuracy 
of reporting, the quality of experience. The 
market is already enabled, but it is not perfect. I 
am convinced the DVB can help accelerate and 

scale addressable advertising.”
The challenge for that to happen, 

according to John Tigg, senior vice-president, 
enterprise solutions EMEA at Videology, 
is that since HbbTV’s live ad switching 
capability only works on the most recent 
models “a large replacement cycle needs to 
take place.”

Pay TV challenge

Pay TV operators face different challenges, 
including whether or not they currently 
monetise any of the inventory on their platform. 
Some will monetise via advertising their own or 
some partner channels; others won’t monetise 
any advertising at all and will be focused solely 
on carriage fees for their revenues. 

However, the same opportunities exist for 
pay TV operators as for broadcasters, with the 
added benefit that pay TV operators already 
have access to subscriber data and so have a 
head start in that area.

Sky’s AdSmart proposition proved in 
2016 that leveraging hybrid set-top boxes, 
OTT and multiscreen technologies to deliver 
more valuable ads, while also attracting new 
advertisers to the TV space, is a sound business 
proposition. A deal between Sky and Virgin 
Media that will see Virgin trade using AdSmart 
gives the two companies access to 30 million 
viewers in the UK and Ireland, meaning they 
will have sufficient scale to compete with social 
media networks.

“OTT has the potential to expand the pool 
of targetable homes engaging beyond Sky 
households to younger millennial audiences 
who use streaming services or non-subscription 
TV offerings,” explains Hutcheson.

The picture looks superficially similar for 
pay TV operators elsewhere in Europe – but 
this masks major differences. In France, for 
instance, Canal+ is a vertically integrated 
broadcaster, with rights to sell ads across a 
number of channels it carries, with distribution 
through its own infrastructure. However, as 

Pure play OTT providers such as Amazon 

and Apple TV, or even the technical platforms 

such as Roku, face very different challenges. 

Their advertising strategies range from no 

paid advertising (Netflix) to a more traditional 

approach with ad breaks in the middle of 

content (Hulu). Other OTT providers offer tiered 

consumer pricing based on varying ad loads 

(YouTube).

“Many are still trying to break into an 

established content and advertising market, 

and so their strategies are more aligned 

around building an audience based on their 

content,” says James Grant, director, partner 

management, Europe at ad management 

software vendor Freewheel. “The advertising 

strategy is undefined until those regular 

audiences are in place.”

The challenge for such providers is to innovate 

the existing TV ad model which would enable 

them to break into the market. “At present the 

investment required is predominantly focused 

on content and it will be interesting to see if 

that’s sustainable or not,” he says.

Boris Felts, head of video advertising, 

media solutions, Ericsson feels that the main 

challenges are: agreements with broadcasters 

and content providers for ad inventory (except 

when it comes to owned, original content); the 

ever-increasing number of competing services; 

and managing high levels of churn. 

There’s a further issue too, related to brand 

safety. GroupM downgraded its expectations on 

pure-play internet growth from 15% to 11% in 

2017 after seeing some large advertisers pause 

investment on un-moderated user-generated 

platforms.

“A very big focus for advertisers now is being 

in a trusted environment,” says Group M’s 

addressable TV Lead, Jakob Nielsen. “There’s 

a backlash against Google and Facebook by 

clients whose ads were served in un-brand safe 

environments. It’s not easy to solve given the 

way they’ve built their businesses. The same 

goes for small OTT players. It’s very important 

for them to figure it out.”

OTT TV providers and targeted ads

“If I am an advertiser or a campaign 
manager and I want to place ads across all 

the different platforms, it is going to be a 
nightmare.”

Thierry Fautier, DVB Targeted Advertising Group
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Videology’s Tigg points out, many French 
consumers may ultimately be provided with 
pay TV via a broadband provider like Orange. 

“A broadcaster like TF1 will be carried by 
Canal+, yet the owner of the distribution 
infrastructure is a third party like SFR. For 
addressability to be enabled those stakeholders 
need to collaborate. The question becomes ‘who 
owns the value?’ Broadband infrastructure 
providers don’t want to be a dumb pipe 
for broadcasters and pay TV. They want to 
participate in the value [of] targeted advertising 
since they own a large part of the data.”

Another issue holding back the French 
market is legislation that prevents different 
ads being shown on different TV screens. 
“Clearly a huge drawback when addressability 
is concerned,” says Tigg. Moves are underway 
to address this but it will ultimately require 
substantive legislation. 

In Germany, cable TV providers like 
Unitymedia or Kabel Deutschland may hold 
the contract with a subscriber but require 
the customer to purchase a set-top box in 
order to receive the package. The resulting 
multitude of different types of set-top box in 
the market makes it very challenging to execute 
addressable TV, given that the software and the 
hardware is different from box to box.

Broadly for this sector, connectivity of set-
tops is the first requirement, followed closely 
by data science infrastructure. According to 
Nagra’s Trudelle, telcos and cable operators are 
in “a good position” to enable targeted ads on a 
large scale, “though many still need to upgrade 
their networks and CPE devices to be able to 
truly leverage the data opportunity”.

 “Pay TV service providers, which see Google 
or Facebook going after both the ad and paid 
video models, therefore need to make sure 

they offer the same capabilities to their content 
partners – broadcasters, AVOD and SVOD. 
Such a transformation could prove expensive 
for services providers that need to make 
major infrastructure and CPE investments,” 
says Trudelle. “On the other hand, a number 
of smart technologies, leveraging headend 
and backend systems, can offer intermediate 
solutions that will ease the investment 
burden in the short term. Smart data analytics 
platforms that leverage external data can offer 
tangible business benefits while relying on 
limited viewer data. That’s where service 
providers need to be smart and tap into TV 
vendors’ expertise to find actionable solutions.”

Collaborative models 

It’s not just technology but relationships 
between the different partners that is key to 
monetising data. The fact that the so-called 
GAFA platforms drive an increasing share 
of the total ad budget of many large brands 
means that relationships are also evolving. 

“If the operator has its own inventory to 
monetise then it can use their subscriber data 
and its challenge is similar to the broadcasters 
– namely, how do we best manage our viewers’ 
data and preferences while delivering targeted 
ads in a business model that is future proof?” 
says Grant.

If the operators have no inventory of their 
own the challenge is different. “Do they 
negotiate with the broadcasters on their 
platform to access the inventory – which 
means they also need to set up a sales arm – 
or do they sell them their data – which means 
they need to consider the long-term security 
and compliance issues around managing and 
selling that data,” says Grant.

Measurement is by some way the biggest 
challenge. Whereas linear TV ratings are 
the ruling audience measure and also a 
trading currency, in order to scale a far more 
granular, flexible and trusted metric needs 
to be developed. “Sky’s measurement on 
AdSmart is great but we ideally need BARB 
to move a lot quicker on introducing [cross 
platform measurement] Dovetail,” says Group 
M’s Nielsen. “How do we measure OTT and 
linear? It’s a massive issue.”

Finding a solution requires industry 
standards to ensure data from many sources 
can be merged, compared and normalised. 
Similarly, with campaign metrics, “platforms 

The Ericsson Mobility Report published in June 

this year forecasts an almost tenfold growth in 

mobile data traffic between 2016 and 2022, with 

video growing from 50% of the mobile data 

load in 2016 to 75% of the load in 2022. 

With mobile advertising projected to reach 

nearly US$128 billion (e110 billion) in 2018 

according to Zenith’s Media Consumption 

Forecasts 2016 report, we can expect to see 

significant value to video service providers that 

have mobile delivery platforms.

“One of the best hunting grounds for pay 

TV and broadcasters is going to be in mobile 

because of the huge increase in consumption 

of live TV through mobile apps,” says John 

Tigg, senior vice-president, enterprise solutions 

EMEA at Videology. Sky Go is a classic example. 

The specific requirements to benefit from 

growth in mobile video are, says Graeme 

Hutcheson, Sky Media director of digital and Sky 

AdSmart: “digital ad insertion in live streaming 

and digital ad insertion capability in to-mobile 

VOD; analytics to prove efficacy; measurement 

to provide validation; a common currency and a 

consistent and scalable audience.”

The goal is to treat all TV the same way.  A 

targeted ad platform should unify mobile, OTT 

and desktop enabling broadcasters to manage 

all impressions in a combined pool of inventory.

“With almost 50% of all impressions now 

on mobile devices it’s clear there’s a lot of 

value in the mobile market,” says James Grant, 

director, partner management, Europe at ad 

management software vendor Freewheel. 

Freewheel’s last Video Monetisation Report 

(first quarter, 2017) showed 23% of its European 

TV client’s impressions were delivered to tablet 

and 19% to smartphone. “It is our view that 

mobile can, and should, be managed within 

existing ad tech platform providers.”

Optimising bandwidth and making sure that 

video plays fast and smooth are key requirements 

for mobile services. “With ad-blockers, the ad 

insertion also needs to take place at the headend 

whenever possible, clearly a technology area 

where pay TV service providers and broadcasters 

have valuable expertise,” says Simon Trudelle, 

senior product marketing director, Nagra.

Since video is consumed either through a 

mobile web browser or in apps, OTT providers 

are in a strong position if they can attract 

consumers to their applications and monetise 

the associated video views. Thierry Fautier, co-

chair of the DVB’s targeted advertising study 

mission group, says OTT providers need to tailor 

the ad type (duration) to mobile consumption 

while Boris Felts, head of video advertising, 

media solutions, Ericsson, urges providers 

to “put systems in place that reduce friction 

during ad buying/selling, provide data visibility 

to ecosystem stakeholders, and use industry-

standard interfaces for messaging.”

Incorporating mobile into the mix
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and providers must be able to report on delivery 
and performance in a way that advertisers can 
compare with other activity,” says Lorne Brown, 
president of business management solutions 
provider Sintecmedia.

There is pressure to change the traditional 
trading processes of agencies and advertisers. 
“If you’re a CMO used to buying and planning 
TV in a certain way and GroupM tells you about 
a targeted advertising product, then the CMO 
immediately understands it. But then they ask 
how do I do this? They’ve been planning in a 
certain way for decades and now they need to 
know how to put targeted ads into their media 
mix without a robust measure of value.”

Siotis agrees. “Thinking we can move 
people’s habits overnight is naïve,” he says. 
“The existing system has worked really well but 
everyone recognises you can improve on it.”

Across Europe development in this area will 
depend on collaboration involving channels, 
platforms, sales houses, data vendors and tech 
providers.  

“Providers and platforms must keep in 
mind that advertisers have a lot of choice, 
and want to be able to buy across channels 

easily and at scale,” advises Brown. “To ensure 
they can do this repeatedly, providers need a 
front-end proposal system that sits on top of a 
universal product catalogue, providing access 
to all products across linear and digital. If these 
systems are also designed to be open and easy 
to integrate with, advertisers will be able to get 
what they want, while providers will be able to 
remain profitable and scale to meet demand.”

There is also a need for a universal product 
catalogue that ties together publisher inventory 
in linear and digital platforms for efficient yield 
management and operations. “We can’t have a 
salesperson forced to log in to multiple systems 
to see the inventory that can be executed, and 
then map execution across systems to manage 
inventory. People inside the business know 
where/how it all works,” says Brown.

Brands may be risk-averse, but Nielsen 
predicts that 30-50% of all ads will be 

addressable within five years. Indeed, the 
reassurance TV provides as an ad platform is 
being used by broadcasters to sway advertisers 
into coming on board.

“OTT broadcast environments are giving the 
trusted and brand safe environment brands are 
looking for,” says Hutcheson. “Digital brands 
are looking to be able to move to the trusted 
and brand-safe model of TV where advertising 
and measurement is the gold standard.”

The EU’s General Data Protection 
Regulation comes into force next May and is 
expected to have a significant impact on how 
data-focused OTT, telco and online content 
providers will operate. “Broadcasters should be 
pursuing very clear ‘opt in’ rules with regards 
to their users,” says Siotis. “Until now you 
required consent but the incoming rules will 
be much more robust.”

The big datasets necessary to make targeted 
advertising work are a headache. Most 
broadcasters and pay TV operators have “very 
few resources committed to data management 
and how new data monetisation technologies – 
machine learning, curation – can be applied,” 
says Tigg. “That’s the broadcaster’s Achilles 

heel compared to Google or Facebook, which 
have ridiculously large R&D budgets.”

However, this issue is not preventing 
broadcasters like Channel 4, STV or RTL in 
The Netherlands from innovating.

“They spy a huge opportunity to make 
incremental revenue from currently 
unmonetised channels,” says Siotis.  “SpotX 
works with STV across its digital inventory. 
The publisher has the ability to sell inventory 
by traditional means using enhanced targeting 
options or to buy it programmatically in that 
same auction. The publisher has control over 
their inventory.”

Despite this, more outside-the-box thinking 
may be needed. “What’s holding us back is the 
constant power struggle between operators 
and linear TV channels,” argues Borchers. 
“Both want a tight relationship with the viewer, 
both want the right to market much-desired 

TV content, and both want the biggest possible 
slice of the ad revenue pie.” 

For a broadcaster, the challenge lies in 
addressing, through one platform, all the 
operators carrying the channel. “What is the 
best way for the broadcaster to manage an ad 
for a diverse group of operators?” he asks. “It’s 
a major challenge. Each operator has different 
requirements, different inputs for ad ingest 
and insertion. When you have to operate a 
cable or satellite headend, ensuring that ads 
from a different source are inserted seamlessly 
– not to mention the need to interface with 
different set-tops – is far from seamless today. 
Broadcasters lack ad servers with adequate 
sophistication to accomplish this.”

The time, money and expertise needed 
to accomplish this can be challenging. “By 
bringing together an understanding of an 
operator’s business and technology, you 
can create an architecture that manages all 
video ads on all networks within VOD and 
linear,” Borchers contends. “With technology 
innovation, and comprehension of the array of 
coding formats used, of set-top architectures, 
and a shared commitment among 
stakeholders, that total advertising pie can be 
made much, much bigger.” 

Truly intelligent ad serving technologies 
will eventually recognise that a particular male 
viewer can be a motorsport enthusiast, a DIY 
hobbyist and, at the same time, a family man 
with young children. With this level of granular 
understanding, big brands can reach for deeper 
into the household, with better brand traction. 

“But it all requires a highly sophisticated ad 
server, customer data and an ad player smart 
enough to interrupt the linear stream, grab 
an ad, and once the ad is over go back to the 
linear stream,” says Borchers. “Easy to do on 
OTT, tricky on set-tops with all their diverse 
characteristics. Advertisers and free-to-air 
broadcasters are putting pressure on tech 
players to raise their game and get working 
on solutions which achieving this harmonious 
STB/OTT switching and interoperability.”

The ultimate goal of course is to have a one-
to-one understanding of a subscriber’s profile 
and interests, and the ability to communicate 
directly to the individual. This is something 
that the internet has done very successfully. 
No OTT provider is currently delivering 
100% personalised targeted ad placement. 
But delivering individualised streams via OTT 
is definitely possible and this is where the 
industry is headed. l

“What’s holding us back is the constant 
power struggle between operators and 

linear TV channels.”

Kai-Christian Borchers, 3 Screen Solutions
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Amazon launched its 
E u r o p e a n 

Channels offering the UK, Germany and 
Austria on May 23, extending a project that it 
first introduced in the US back in December 
2015. Amazon Channels allows Prime users 
to add individual live and on-demand TV 
channels as part of their subscription package, 
and is a major new development in the e-retail 
giant’s push to become front of mind as a 
provider of film and TV content.

The European Channels initiative launched 
with more than 40 channels in the UK and 
over 25 in Germany and Austria, and Amazon 

has its sights set on further expansion in the 
coming months. “It’s very much a starting 
line-up,” says Alex Green, managing director, 
Europe, for Amazon Channels, speaking 
exclusively to Digital TV Europe.  

“We wouldn’t claim to have every channel 
that’s available or all the TV that you need, 
but it’s a great starting point, as we’ve got a 
combination of some well known brands like 
ITV, Discovery, Eurosport and others.”

Amazon’s UK launch offering includes 
Eurosport Player, Discovery, ITV Hub+, Hayu, 
Hopster, and Viewster. In Germany and 
Austrian the line-up features Cirkus, MGM, 

Syfy Horror and Mubi. Overall the European 
Channels line-up spans genres including film, 
sport, kids, lifestyle, factual, horror and fitness 
and Green says “the best thing really is that we 
can now just grow and grow the selection”.

“The launch was a whole big wave of 
channels, so we’re still making sure that 
customers can find those and the content is 
well presented. A lot of people were still on 
free trials from the start so they’re becoming 
paid customers now. We’re still very much 
in the early days, but I’m excited to say that 
we do have a strong pipeline and you will see  
channels regularly being added to the service.”

Amazon channels its 
European TV ambitions

Two months on from launch, Digital TV Europe discusses Amazon’s European 
Channels initiative with  MD Alex Green, and finds out about the upsides to the 
scheme from Amazon’s launch partners. Andy McDonald reports. 
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Strategic moves

Amazon’s Channels offering is part of 
the company’s gradual transition into an 
entertainment powerhouse, rivalling the likes 
of Netflix in the online space and arguably pay 
TV operators in the traditional linear space. 

Amazon made its first commitment to 
original content in December 2012 when it 
pledged to make six original comedy shows. 
It added five preschool kids to the slate in 
February 2013 and finally released an expanded 
line-up of eight comedy pilots and six kids 
pilots online in April of that year, allowing 
viewers to decide which would go to season. 
Since then Amazon has progressively upped 
its spend on content for its Prime service, with 
major originals like Transparent, American Gods 
and The Grand Tour. 

Late last year IHS Markit estimated that 
Amazon had more than doubled its content 
spend from US$1.22 billion (E1.05 billion) in 
2013 to US$2.67 billion in 2015. Meanwhile, 
speaking on the company’s fourth quarter 
earnings call in February of this year, Amazon 
chief financial officer Brian Olsavsky said that 
Amazon Prime customers more than doubled 
the amount of hours they spent consuming 
video, music, and reading in 2016 compared 
to the year before. He added that Amazon’s 
increased spend on original content will 
“continue in 2017 and likely beyond”.

Prime Video has evolved in recent years 
from being part of Amazon’s wider Prime 
offering, available in only a handful of markets, 
into a standalone video offering available across 
the globe. Amazon launched Prime Video as 
an individual, pay-monthly service for the first 
time in the US in April 2016. It then launched 
Prime Video in more than 200 international 
countries and territories in December. 

Amazon also went live last year with a 
service called Amazon Video Direct, opening 
up its Prime Video service to “creators and 
storytellers”, in a move widely seen as a direct 
shot at online video rival YouTube. Content 
creators can choose to make their videos 
available for free to Amazon Prime Video 
customers and earn royalties based on hours 
streamed, or opt to offer content to all Amazon 
customers on an ad-supported basis, via a 
rental purchase price, or as a subscription.

Green says that Amazon’s European 
Channels launch is a “continuum” of its video 
efforts – “stretching from what you get for free 
with Prime, through to what you can rent or 
buy or subscribe to with channels, or indeed 
find other stuff that has been loaded direct 
from content providers”.

“Something I think Amazon is good at 
is surfacing content that is most relevant to 
people,” says Green. “That’s related to other 
things you’ve watched and that we think you 

may like. That is something I think we can 
offer the content industry – how their content 
can be surfaced at the right place, at the right 
time, to the right customer.”

As far as Amazon’s channels line-up 
in Europe is concerned, Green says that 
“exclusivity is not really the objective”. Instead 
Amazon offers content on an easily accessible 
platform, with a trusted billing service and the 
opportunity to cancel at any time.

“We make it incredibly easy for customers 
and that’s kind of where we play, rather than 
relying on exclusive content in this part of our 
business,” says Green. “Obviously with our 
originals and with our exclusive content that we 
offer within the Prime service, yes a lot of that is 

exclusive, but within the channels business we 
don’t really rely on that.”

Content is king

While much of Amazon’s European channels 
content is available elsewhere, there are 
nevertheless some exclusives. Heera is a 
channel launched by Amazon itself, consisting 
of content from the Indian sub-continent. 

MGM’s film channel was not established 
in the market prior to its launch on Amazon 
Channels, while Syfy Horror is a new service 
for Germany. 

“One of the good things about our channels 
offering is it does allow businesses to launch 
new services without effectively taking all the 
risk themselves in terms of technology, and 
in terms of marketing. They really can use 
our platform as a very quick and easy route to 
finding customers,” says Green. 

The availability of Discovery as part of the 
Amazon Channels line-up in the UK also 
marks the first time that viewers have been able 
to pay for this service outside of a traditional 
pay TV bundle. 

Kids service Hopster was one of Amazon’s 

40 launch channels in the UK. 

“We take a really long-term view of this 
business and I think in the long term our 

selection will grow and grow.”

Alex Green, Amazon Channels 
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“In this world of infinite choice we want our 
brands to be on all platforms so we can deliver 
our content to passionate communities,” says 
Susanna Dinnage, president of Discovery 
Networks UK and chief content officer, 
international. “Amazon Channels is part of this 
strategy – curating loved brands like Eurosport 
on a growing platform – it’s another way for us 
to reach content-hungry, time starved fans.”

Dinnage says that Discovery, which owns 
Eurosport, is committed to providing  “the best 
value for consumers by making our content 
available across every screen and service”. She 
claims that Amazon offers a different service to 
consumers “who may be more value-conscious 
and do not want to pay for a packaged offering”.

“We want to work with innovative people 
who share our ambition to get closer to fans,” 
says Dinnage. “Amazon understands its 
customer base and uses extensive data and 
marketing to strengthen the partnership it has 
with people.”

For Amazon’s launch partners, there appears 
only to be upside in offering their content 
through Amazon Channels – particularly 
when scale, for most, is the ultimate goal.

“We are always interested at Hopster 
in making sure that we are able to reach 
audiences and families in the maximum 
possible number of places,” says Nick Walters, 
the founder and CEO of the kids video-on-
demand service. “From our point of view, 
Amazon has built a really significant presence 
in the UK. They are longstanding partners of 
ours on the Fire TV device as well. So it felt like 
a very natural extension for us to look at being 
part of Amazon Channels when it launched.”

NBCUniversal International’s senior vice-
president, branded on demand, and managing 

director of Hayu, Hendrik McDermott, says 
that the strategy for the SVOD service – 
which specialises in offering reality TV series 
including Keeping Up with The Kardashians, 
Made in Chelsea and The Real Housewives – is to 
get it distributed “as widely as possible”.

“Amazon obviously represents a large 
domestic US player, clearly on the expansion 
trail in Europe. So in terms of fulfilling our 
core strategy of getting Hayu to as many 
subscribers and as many places as possible, 
Amazon is certainly able to help us in that 
regard,” says McDermott. “I think on top of 
that we have both gone in eyes wide open on 
the marketing front. We’re helping to promote 
each other’s services. So I think both on the 
reach and breadth of their service, as well as 
the communication with potential subscribers, 
there is quite a large upside for both parties.”

Anime specialist Viewster is available as a 
channel in the UK and is using its positioning 
on Amazon to help diversify its revenue model. 
“We have a devoted following for Anime 
content in the UK that we knew wanted ad-
free,” says Ben Correale, head of content at 
Viewster Deutschland. “Amazon Channels was 
the best way for us to introduce a paid service, 
as the infrastructure and some marketing were 
already built in, and the nature of Channels 
encourages bundling, which serves niche 
offerings like ours very well. The opportunity 
to be part of the UK launch with a relatively 
small number of channels was an added bonus 
that increased our exposure. We are an AVOD 
platform first and foremost, but Amazon 
Channels enables us to relatively easily exploit 
a hybrid business model that includes SVOD, 
which in turn gives us access to content that 
might not have been available to us otherwise.” 

Elsewhere, ITV, a free-to-air UK broadcaster 
that typically relies on advertising revenue, 
is also working with Amazon in a bid to 
increase traction for its subscription-based 
ITV Hub+ service – a catch-up offering that 
lets users watch ITV programming without ad 
interruptions. 

“Subscription VOD is clearly an exciting, 
high growth and global category with reduced 
technical barriers to entry,” says ITV’s group 
director of online, Paul Kanareck. He claims 
that while free TV, paid for by advertising, has 
been well understood for over 60 years, ITV is 
now looking to “upgrade that deal” by offering 
a subscription service.

“In the case of Hub+ on Amazon Channels 
we are interested in the deep billing relationship 
Amazon has with such a wide part of the UK 
population," says Kanareck. “Whilst we expect 
the majority of our subscribers to come directly 
to Hub+ we also calculate there will be a base of 
users who are more behaviourally inclined to 
purchase via Amazon.”

The future of pay TV?

While Amazon’s move into offering channels 
may be seen by some as a logical extension of 
its content efforts to date, for others it could 
appear to be a more fundamental challenge to 
the traditional pay TV model.  

After Amazon launched its European line-up 
in May, Paolo Pescatore, director of multiplay 
and media at analyst house CCS Insight, 
described it as a “highly disruptive move and 
one that threatens Sky’s dominance in the pay 
TV market both in the UK and Germany.”

“Beyond free to air services, the addition of 
Discovery’s channels is hugely significant. This 
is the first time that its channels have been 
made available outside of the Sky universe and 
out of a bundle. In our opinion, this will force 
many households to think twice about their 
pay TV subscription and cut the cord as we’ve 
seen in the US. Especially if Amazon will add 
more live TV such as sports in the future,” says 
Pescatore. 

When asked if Amazon is competing 
directly with the likes of Sky, Virgin Media and 
BT, Green plays down any rivalry. “We honestly 
don’t think about the competition,” he says. 
“We really just focus on the customer and 

Hayu’s early indications show the TV service 

is ‘striking a chord’ with Amazon users.



IBC2017
 

The World’s Leading Media, Entertainment & 
Technology Show

Join over 1,700 exhibitors showcasing the latest technological
innovations, 400+ speakers delivering the latest industry
insights and 55,000+ attendees providing unlimited networking
opportunities at IBC’s 50th annual conference and exhibition.

Register at show.ibc.org 
#IBCShow

Register Now!
Conference 14-18 September 2017
Exhibition 15-19 September 2017

IBC Register Now Advert 210x297.indd   1 12/05/2017   11:44



Multiscreen & OTT 2017 > Amazon’s channels  Digital TV Europe
August 2017

Visit us at www.digitaltveurope.com

6

continuing to add value – whether it’s content 
selection, whether it’s the user experience, 
whether it’s the value, [or] the accessibility on 
all the devices.”

While this may be true, Green’s background 
might also provide some clues as to what 
Amazon is aiming at. Before joining Amazon 
in 2015, the experienced executive was director 
of TV at UK pay TV operator and incumbent 
telco BT. Before this he spent four years at 
Virgin Media where he was executive director 
of TV and online. 

Amazon’s Channels offering currently 
makes it easy for users to subscribe to 
individual channels of content on an à la carte 
basis. However, should the e-commerce giant 
decide in the future to bundle up packages of 
these channels and offer them at a competitive 
price, it would clearly be positioned closer to 
a traditional pay TV operator. Green is cagey 
about whether bundling could be on Amazon’s 
roadmap.  

“I can’t comment or predict on our future 
packaging or pricing,” he says. “Obviously 
today we have an à la carte model, which is new 
and we like how people are responding to that. 
Though we also always want to offer value to 
customers, so we’ll see how that evolves over 
time.”

Correale at Viewster says that while Amazon 
does not yet compete with traditional pay TV 
operators on a large scale, “the trend is certainly 
in Amazon’s favour and it is already competing 
in certain ways”. He says that while media 
companies are being forced to focus on their 
main channels and in some cases cut niche 
offerings, Amazon Channels may become the 

place viewers eventually go to if they want to 
create a bundle featuring the kind of content 
that Viewster offers. 

Dinnage at Discovery claims that “Amazon 
Channels is pay TV, just packaged in a different 
way.” She says that Discovery and Eurosport’s 
involvement in the Amazon Channels scheme 
is about the “broadening of the pay TV world”.

“It [Amazon Channels] is part of a rich 
ecosystem of pay TV services catering to varied 
consumer needs,“ says Dinnage. “With nearly 
10 billion screens worldwide, the Amazon deal 
is another smart way to get on these devices.”

At ITV, Kanareck says that Amazon’s wider 
push into channels is “strategically interesting” 
in an age of on-demand viewing, but points 
out that the UK’s public service broadcasters – 
BBC, ITV and Channel 4 – still account for the 
“overwhelming majority of viewing”, most of 
which is live and on a TV.

“TV viewing habits remain remarkably 
robust and durable. Many US tech firms 
looking to play a greater role in influencing 
people’s viewing behaviour are starting to 
recognise the benefit, at least in the short 
term, of building on that behaviour rather than 
trying to dislodge it,” says Kanaerck. “Indeed, 
when we launched the Hub a few years ago we 
already placed our live channels at the heart of 
the product. It now accounts for upwards of 
40% of viewing as people use their tablets as 
‘second TVs’ as much as ‘second screens’.”

Kanaerck  says that a million people a night 
watch ITV’s live simulcast feed of popular 
reality show Love Island via the Hub. This is in 
addition to the two million watching live on a 
TV and the 1.5 million on catch-up. However, 

he claims “that’s not to say we are not alive to 
the potential risks posed by the likes of Amazon 
who may look to dis-intermediate broadcasters 
like ITV from their audiences.”

A major factor in how disruptive Channels 
will prove over time rests on how much 
traction  the scheme gains with consumers. 
Amazon does not disclose sign-up figures for 
its Channels scheme and none of the Channel 
partners that Digital TV Europe spoke to would 
go into specifics either. However, the consensus 
so far seems to be positive. 

Hayu boss McDermott says “from what 
we’ve seen the early indications are that 
Hayu is really striking a chord with Amazon 
subscribers.  We’re very pleased with the early 
indications, but again I would just qualify that 
by saying it’s been just a short few weeks so 
we’ll see where we’re going to go.” 

At Hopster, Walters says that he is “pleased 
with the initial uptake” through Amazon, while 
Dinnage at Discovery says “we’re very positive 
about the service launch” and describes “strong 
levels of engagement” for Eurosport Player. 

“Subscribers [are] watching the live linear 
feeds and catch-up content in significant 
volumes. Amazon is doing a great job 
promoting Eurosport’s current sporting events 
– such as the Tour de France – which is driving 
subscribers, but we don’t disclose specific 
subscriber numbers,” she says.

At Amazon, Green acknowledges that the 
advent of over-the-top and on-demand delivery 
means “the way we all watch TV is changing 
fundamentally”. He says he believes “that 
change is accelerating, it’s not going to turn 
back. We don’t quite know how it will end 
up, but it is definitely happening and it’s very 
exciting to be part of that.” 

Despite this, Green won’t make any 
predictions about where he hopes the 
European Channels scheme will be years from 
now. “It would be a very brave person to say, 
in this space, where they want to be even in a 
year’s time, let alone in five year’s time. But 
we’re off to a great start,” he says. “We take a 
really long-term view of this business and I 
think in the long-term our selection will grow 
and grow.” 

Asked whether Amazon has plans to launch 
its Channels scheme in more countries in 
Europe, Green advises simply that we “watch 
this space.” l

Anime specialist Viewster is using Amazon 

Channels to move from AVOD to SVOD.
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What are the main challenges that OTT TV service providers face 
in providing services that can match broadcast for the quality of 
experience they provide?
The fundamental OTT technology as such is really not a problem. 
Although the increased complexity with active clients and dynamic 
codec rates can make understanding the quality of experience more 
complicated, this is manageable.

From an operational viewpoint, the biggest challenge for OTT 
providers is their lack of control over the entire delivery chain. Third 
party ISPs and CDN providers, as well as a wide variety of unmanaged 
devices, make it very hard to manage the overall quality of experience.

What do service providers need to put in place to ensure that quality 
requirements are met?
As for any requirement, the first order of business to ensure quality is to 
understand how well you are performing. It is crucial that you collect the 
right data in the right places to get a clear picture of your entire service 
output. 

Many monitoring solutions for OTT often focus on client-side 
monitoring. This is an important part of the process, but the service 
creation must also be monitored if you are to get a comprehensive 
understanding of the consumers’ quality of experience. 

Another sometimes overlooked area is active testing. This is required 
to proactively assess the availability and the quality of your OTT service. 

Finally, to turn the wealth of monitoring data pouring in from across 
your OTT solution into useful insights, you need a powerful analytics 
solution to help you understand service performance, both from a 
consumer and from a technical and operational view point.

How big a challenge is presented to quality of experience by several 
suppliers being involved in building an OTT TV service?
This can be a major headache. Working with third-party service 
providers is always a challenge, particularly when it comes to service 
level agreements and metrics for quality of service. Many SLAs are vague 
and focus on specific QoS metrics, rather than on the end customers’ 

service experience. Producing objective and accepted metrics on how 
third-party providers contribute to QoE of the service can be very 
testing. This is complicated further where, for the internet access part 
of the equation, you may not have a contractual relationship with the 
customer’s ISP and you could even be competing with them.

Does it make sense for service providers to adopt a single end-to-end 
technology solution or to use a mix of different technologies, and 
why?
As the value of a service assurance solution is really in the overview you 
get and the conclusions you can draw, and not in the monitoring data 
itself, you must make sure that you can really consolidate information 
from across your delivery chain. One way of achieving this is, of course, 
to go with a single vendor, such as Agama, capable of providing an end-
to-end solution. If you do integrate a solution from multiple vendors you 
need to make sure that you not only collect data from the different parts, 
but that you understand how to put it all together. This can be harder 
than it first seems if the semantics of different data sources are different.

What are the key differences between cloud-delivered TV and 
traditional broadcast TV? Can cloud TV match broadcast for quality 
and what advantage, if any, does cloud TV bring that broadcast TV 
can’t equal?
The key difference between cloud-delivered TV and broadcast TV is that 
when it comes to cloud-delivered TV, each experience is unique, the 
entire solution is adaptive and organised around consumer ‘pull’, rather 
than on broadcaster ‘push’. This adds a level of complexity to the cloud 
experience, making it a bit harder to understand and manage quality, 
but it also adds flexibility. 

If you expand your notion of quality of experience from a narrow 
technical scope to also include availability, maybe at a lower quality level, 
then clearly OTT adds reach to the experience in a way that broadcast 
can not. The global reach of the internet also enables more niche 
content to reach its audience in a viable way. This is clearly a quality of 
OTT services that broadcasters will find difficult to match.

Q&A: Mikael Dahlgren, Agama Technologies
Agama Technologies CEO Mikael Dahlgren talks about the challenges faced by OTT TV service provider in matching the quality of 
broadcast services. 
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The  use of cloud technology promises 
to transform video delivery. But 

while OTT TV and cloud TV are more or less 
synonymous, the migration of broadcasting 
workflow and the provision of mainstream 
TV services to the cloud remains a contentious 
area, meeting responses ranging from outright 
enthusiasm to hostility.

For large broadcasters, the use of the cloud 
to distribute TV channels and on-demand 
services offers the prospect of launching new 
services quickly and delivering them to a 
growing base of users without the need to make 
large upfront investments in infrastructure. 

Digital TV Europe recently organised a 
roundtable event on cloud TV, bringing 
together leading service providers, media 
services companies and technology vendors 
to discuss some of the opportunities and 
challenges of delivering services from the 
cloud. 

Cloud advantages

For Kiran Patel, solution marketing manager, 
cloud and delivery products at AWS Elemental, 
and formerly an executive product manager of 
media services at the BBC, the ability to deliver 
services quickly to large numbers of users and 
the option to develop new services easily make 
moving from on-premises infrastructure to the 
cloud highly worthwhile. 

“One of the biggest advantages I found as 
we made the change from on-premises [at 
the BBC] is that the cloud gave us the ability 
to forget about limits because you could scale 
elastically,” Patel said at the Digital TV Europe 
roundtable. “Development was easy. Testing 
was straightforward rather than requiring a six-
week lead-time to get hardware in.”

Patel said that the BBC’s existing workflow 
was improved when it was moved to the cloud, 

in part because this enabled the broadcaster 
to dispense with the use of older-generation 
hardware. “The cloud made adding new 
features much easier. The problems we used 
to have with test environments being non-
representative, and the idea that if you tried 
to deploy something new it would almost 
certainly fail the first time you did it because 
you had no idea how it would turn out – that 
all went away with the cloud because you have 
completely representative test environments.”

Patel said that the cloud means that 
broadcasters are able to move from 
implementing workflow updates every three 
months to deploying new features every week. 

While the benefits of ‘going to the cloud’ 
are widely recognised, not all players in the 
broadcast space are convinced that migrating 
quickly is possible, or even desirable. 

Also speaking at the round-table, Norbert 
Grill, technical director at Austrian broadcast 

Cloud cover

Digital TV Europe recently hosted a cloud TV roundtable in partnership with AWS 
Elemental, where leading executives from broadcasters and technology providers 
looked at the challenges and opportunities of implementing workflows and delivering 
services from the cloud. Stuart Thomson reports.
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infrastructure provider ORS, said that in the 
case of broadcast services – as opposed to OTT 
and multiscreen video services – a number of 
factors are likely to slow down migration away 
from the use of on-premises equipment. 

“We are under no pressure at the moment 
to move classical services to the cloud. We 
have heavily invested over the years and 
everything is in place and running smoothly. 
We will look at how the market is developing 
over the next years and follow the market, 
but we won’t be a first-mover in the case of 
the classical business,” he said. “For new IP 
based businesses, we are going in a completely 
different direction, looking for services that can 
be deployed directly in the cloud if possible.”

Among the issues that play into resistance 
to the cloud is the difficulty broadcasters face 
in negotiating service-level agreements with 
cloud services providers, and the reluctance of 
their vendors to move to the cloud. 

For OTT delivery, on the other hand, the 
cloud is a no-brainer. Nevertheless, some 
broadcasters prefer to opt for a hybrid solution 
when delivering streaming services, using on-
premises equipment in tandem with cloud-
based delivery of services that can be scaled 
up at times when big events require it. ORS 
for example has implemented hybrid cloud 
delivery of live events including skiing, serving 
up to 150,000 concurrent users.

While established linear broadcast services 
are likely to continue to rely on on-premises 
technology for now, this may not be the case 
when they add new services – for example 
UHD TV channels – to their existing portfolio 
of offerings. There are also cases where 
established broadcasters have used cloud 
delivery to expand the reach of services in a 
way that would not be possible if they needed 
to build their own infrastructure. 

At the roundtable, Bernard Hafenscher, 
managing partner at Vju, which provides the 
Streemfire cloud TV platform for enabling 
broadcasters and media groups to launch linear 
channels at low cost, said that his company was 
seeing a lot of demand from emerging markets 
“where cost pressures are very different from 
what we are used to”. 

One example is Rwanda broadcaster Tele 10, 
which decided to leverage cloud technology to 
launch two channels on top of the four classic 
linear services it already provided, servicing 

the Rwandan diaspora as well as a local 
audience. Vju was able to help Tele 10 deliver 
the cloud-based service from Amsterdam back 
to Rwanda for onward distribution from a 
physical playout centre at very low cost.  “This is 
where we see the market completely changing 
– for new companies and players – and less for 
migration [of existing services],” he said. 

While arguments can be put for wholesale 
migration to the cloud, for large service 
providers, in practice, the change will be 
phased. Deutsche Telekom began developing 
cloud-based services in 2013 when it launched 
a cloud user interface project, but Thomas 
Staneker, head of the TV technical service 
centre at Deutsche Telekom/Magyar Telekom, 
pointed out that using the cloud to cut the cost 
of deploying set-top boxes is not so simple. 
Using cloud technology to eliminate the box 
is a good idea in theory but removing the 
box means that processing power has to be 
provided somewhere else in the network. 

Telekom is building its own OpenStack-
based cloud infrastructure to serve its networks 
across Europe. “The important thing in 
‘cloudification’ is to know the right roadmap – 
what you put where and when – because we 
come from a legacy situation,” said Staneker. 

For Staneker, the best place to start is with 
functions that are “not mission-critical”, 
including elements of the user interface. 

“As a second step, all the on-demand services 
including VOD are likely to be ‘cloudifiable’. 
We would touch linear services last, and then 
there are some elements you cannot touch at 
all,” he said.

Using the cloud to provide redundancy 
for disaster recovery is a possibility, but the 
wholesale migration of linear TV channels to 
the cloud is something that broadcasters and 
service providers still see as unlikely to happen 
any time soon.

Cloudification in other areas also has its 
limits however. Delivering a cloud UI means 
that elements are processed in the cloud 
and delivered to the set-top box as a stream, 
enabling operators to extend the life of older 
set-top boxes. However, creating the UI in a 
data centre on standard hardware could have 
limits, Staneker said. Rendering a sophisticated 
UI could require graphical processing unit 
capabilities, possibly leading to a need for the 
reintroduction of dedicated hardware.

For customer-facing services, using the 
cloud can cause complications. Rights have 
to be cleared, which can be problematic in 
the case of cloud DVR. There may also be a 
problem in the case of services delivered via a 
cloud that cross national borders. 

There are also concerns that are more closely 
related to the way organisations are run and the 
way they account for costs.  It is sometimes said 
that one of the advantages of migrating to the 
cloud is that organisations can avoid the need 
for big upfront capital investment and move 
to a way to working that involves costs being 
treated as operating expenses instead. 

However, a move from capex to opex may not 
meet the needs of all organisations in practice. 
In the case of trans-national companies, for 
example operating units in individual counties 
could have the power to make local purchasing 

Bayerischer Rundfunk’s Martin Hafner, Vju’s 

Bernard Hafenscher & Norbert Grill of ORS.



What are the principal benefits that a cloud-based architecture brings 
to broadcasters and service providers?
Cloud provides the technology and services platform to build agile, 
digital businesses that have the capacity to allow the constant 
innovation demanded by broadcasters, and pay TV service providers if 
they are to continually delight end viewers with fresh experiences, and 
the most relevant content. 

The combination of the power of the Amazon Web Services (AWS), 
combined with AWS Elemental’s video expertise, has enabled customers 
such as Amazon Video, the BBC, BT, Comcast, Sky, Telefónica, and others 
to deliver truly innovative experiences for their audiences.

What new commercial opportunities does the cloud open up for 
broadcasters that would be difficult or impossible to achieve with 
traditional infrastructure?
Cloud-based software services and video infrastructure allows 
broadcasters and pay TV providers to more quickly test and deploy new 
services, freed from the requirement to manage infrastructure, low-
level technology and burdened with very long release cycles for new 
features. Premium content providers are able to focus on creating the 
best content and targeting the most relevant experiences, including 
advertising and specific content bundles. 

Building media workflows on top of AWS cloud with AWS Elemental 
video expertise gives the media industry the greatest chance of 
transforming to continue to deliver their brand promises of content 
and trust, while allowing commercial opportunities to be identified and 
explored daily. 

What are the main challenges facing broadcasters in moving 
operations to the cloud and how can these be overcome?
Many broadcasters already utilise cloud for their internet video 
services. The remaining challenge for the media industry is migrating 
the established media workflows that create, manage, distribute, and 
deliver the most valuable video to televisions and set-top-boxes via 
current broadcast networks. We see a clear goal from our customers 
towards unifying their workflow solutions to bring scale, performance 
and efficiency. AWS Elemental’s expertise in video processing, combined 
with the scale and experience of AWS cloud are creating the solutions to 
enable migration.

How far can the use of cloud technology help deliver a better user 
experience for end consumers, and what end-user applications are 
likely to be migrated to the cloud first?

A good example was the first-ever live 4K Ultra-HD stream from the 
International Space Station (ISS) to viewers on multiscreen devices 
around the world. This cloud-facilitated transmission, which was a 
collaboration between AWS and the US National Aeronautics and Space 
Administration (NASA), enabled a first-time the experience could be 
“just like being there” for the viewer.

These internet video services built on cloud-native technology have 
already transformed the end-viewer experience, and consequently their 
expectations of accessing their most favoured content. 

The innovation enabled by cloud is just beginning and we see many 
more examples where cloud can enable better end-viewing experiences 
as well as higher performing businesses.  These include; deep consumer 
analytics for richer insights, artificial intelligence-based content 
recommendation, intelligently targeted user interfaces, and specifically 
targeted content inclusive of advertising. 

AWS cloud services provide the elastic-scaling for any workload, and 
the sheer power to leverage tools such as machine learning to build an 
increasingly intelligent digital platform for delighting end viewers.

What are the advantages of adopting an ‘all-in’ cloud strategy 
versus a staged, hybrid approach? How far and how fast do you see 
broadcasters and service providers moving their infrastructure to the 
cloud in practice? 
There are many considerations in making the transition to the cloud. 
One of the most prominent is determining if the shift will be “all in” or 
a hybrid of cloud and on-premises. All of the essential video encoding, 
transcoding, packaging and delivery functions that are often managed 
on-premises can also be achieved in the cloud, helping them mitigate 
CapEx costs. 

Since AWS Elemental solutions are infrastructure-agnostic, the 
features, GUIs and APIs are exactly the same whether software is installed 
on-premises or in the cloud. We’re also seeing some companies opt 
for a hybrid workflow and others migrate to cloud only. From an AWS 
Elemental perspective, we’re focused on what will satisfy a particular 
customer’s need, whether on-premises or in the cloud.

AWS Elemental’s expertise in video processing, combined with the 
scale of AWS cloud are enabling many content providers to make this 
shift. In addition, many other vendor technology partners across the 
typical workflows are all driving towards cloud-native services. Together 
we are creating cloud-native, agile customer solutions that will enable 
the migration of technology and service platforms to the cloud, while 
simultaneously motivating operations and development teams in 
customers to realise the benefits of continued innovation.

Q&A: Keith Wymbs, AWS Elemental
AWS Elemental chief marketing officer Keith Wymbs talks about the opportunities opened up for broadcasters and TV service providers 
by cloud technology
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decisions and may be reluctant to see that 
centralised and treated as group-wide operating 
expenditure. Some organisations simply prefer 
to account for the cost of launching new 
services upfront as a capital expense. 

A move to the cloud also has an impact 
on the internal organisation of companies, 
with engineering teams that are habituated 
to looking after dedicated hardware suddenly 
forced to become ‘dev opps’ teams tasked with 
very different sets of responsibilities.

While cultural factors may certainly play a 
role in slowing down the wholesale migration 
of services to the cloud, the business case for 
making the move appears to be strong, at least 
in the view of participants at the Digital TV 
Europe roundtable. 

Using the cloud means that broadcasters 
and operators don’t need a crystal ball to see 
how their plans work out before investing in 
new projects. Making detailed plans upfront, 
on the other hand, can lead to overprovisioning 
or under-provisioning of infrastructure, leading 
to additional costs in both cases. 

Using cloud technology, said Patel at the 
roundtable, “is the safer way to fail”. With a 
need to invest in on-premises equipment, 
broadcasters and service providers are in 
danger of investing large sums in projects that 
ultimately underperform. Conversely, they 
might under-invest in a project that turns out 
to be a wild success, only to find they are unable 
to get new hardware in place quickly enough 
to capitalise on the unexpectedly high demand.  

Live channels

Migration of broadcast and video service 
infrastructure to the cloud is a big project. For 
many organisations in the video space, it has 
made sense to focus in the near term on how 
cloud technology can enhance the consumer 
experience instead of planning the wholesale 
move of an entire infrastructure to the cloud.

The benefits of cloud technology to deliver 
DVR services – enabling TV service providers 
to avoid investing in costly and liable-to-fail 
hard drives in set-top boxes – have been widely 
discussed, although a wholesale migration 
of recording to the cloud has been stymied to 
some extent by rights issues, legal restrictions 
and, in some cases, insufficient bandwidth. 

More recently, the use of the cloud to deliver 
live video and the potential of cloud technology 
to enable personalised advertising has been 
widely discussed. 

Live streaming of channels is becoming a 
preoccupation for many OTT TV players, as 
some services transition to become more akin 
to rounded pay TV offerings in their own right. 

Amazon recently launched its Amazon 
Channels offering in Europe, having 
previously debuted the service in the US. The 
Amazon Channels offering was “built fully 
in the cloud”, according to Patel (the service 
was created prior to Amazon’s acquisition of 
Elemental). Amazon has created a “full dual-
region linear workflow” for the service, which 
includes channels such as Starz, HBO and 
Showtime. 

In the case of Amazon Channels, creating 
a fully cloud-based workflow has not been at 
the cost of broadcast-level reliability, however. 
“They have gone for broadcast grade… as if 
[the channels are] being broadcast over cable 
or satellite. They are not going to have any 
outages. They are going to make sure they keep 
things upgraded,” said Patel. 

TV streaming specialist Zattoo has been 
focused since its inception on delivering live 
linear channels, adding DVR and catch-up TV 
functionality later. 

“The main challenge for linear is that you 
have these high peaks during big sports events 
and so on,” said Nick Bambring, CEO of Zattoo. 
“The Euros last year peaked at close to 190,000 
concurrent users and that went well. We have a 
system that we now think can handle 300,000 

concurrent users. We can easily scale it up and 
we think we are quite well prepared.”

Latency remains an issue for the delivery of 
live services from the cloud. The often-cited 
scenario is of an open window and hearing a 
championship goal scored from a neighbour’s 
TV before it appears on the viewer’s own. 
While the latency associated with adaptive bit-
rate OTT TV is reducing as the technology 
improves, it is not likely to close the gap with 
broadcast for the foreseeable future. 

For AWS Elemental’s Patel, latency has been 
built in to ensure the robustness of the service, 
and for most viewers the extent to which they 
value this overrides their concerns about being 
a few seconds behind the broadcast signal. 
“Would you rather have the stream a few 
seconds behind or have it buffer and fail? Most 
customers, given the choice, would rather have 
it not buffer,” he said. 

Advertising

For Deutsche Telekom’s Staneker, 
synchronising cloud-delivered streams with 
live broadcast signals would be more valuable 
than eliminating latency on the former. 

“It is maybe more interesting to be able to 
synchronise the OTT with the live stream, 
so that they arrive at the same time, because 
if you want to do contextual advertising that 
pops up on the screen at the same time, 
or have different angles for people to look 
at on different devices… you would need 
simultaneous delivery of the OTT stream and 

Axel Meiling of Mücke Sturm & Thomas 

Staneker of Deutsche Telekom.



What are the key elements needed to build a fully-functioning OTT TV 
service?
A fully functioning OTT TV service should actively engage customers 
with high-quality content, strong user experiences and attractive 
pricing models – i.e. subscription, PPV etc. Services also need to meet 
the expectations and demands of today’s user and provide high-quality 
video streams that can be watched anytime, anywhere. Magine’s 
media platform is built to accommodate all of these requirements in an 
integrated way, in addition to offering deep analytics that can inform 
decisions relating to the content acquisition, user engagement and 
monetisation. Our full end-to-end solutions make it easy for operators 
and content owners to get up and running with an OTT service that has 
the ability to attract, engage and successfully monetize its users. 

 
What are the key challenges OTT providers face in getting services up 
and running?
The biggest challenge we see in the industry relates to the acquisition of 
content. From a technical perspective, the challenges arise from choosing 
either best-of-breed point products or a solution that integrates the 
entire value chain, from ingestion of content to user experience and 
monetization. Magine’s approach is based on the need to adapt quickly, 
without having to deal with integration challenges that can arise with 
best of breed point products. Agility in Magine’s cloud offering enables 
our partners to adapt to the changing environment they compete in. 

 
What are the advantages to OTT service providers of outsourcing 
their platform requirements to a third-party online video platform 
provider?
Service providers must concentrate on their core business – acquiring 
the right content and customers for growth. Magine views its 
relationships as a partnership – not as an outsourcer. This mindset 
enables us to best serve our partners, ensuring they grow while at the 

same time continuing to advance the capabilities of the platform based 
on real market needs.

 
How significant an advantage is it for OTT providers to be able to 
reach a global audience and how big do you think the market is for 
services with global reach?
 The world is a large place with a lot of people, and the growth of multi-
platform and on-demand content consumption has advanced the 
demand for high-quality cloud streaming. An OTT provider who can 
offer this on a global scale does have an advantage, but for many OTT 
providers, going global is more than just opening up a platform for all to 
use. OTT providers looking to scale globally should focus on acquiring 
content that attracts their target audience in each market. Magine’s 
analytics platform provides near real-time feedback for operators that 
perform in a global setting, enabling our partners to understand their 
audience, demographics and geographies and most importantly who 
is watching what content, when and where. Our partners that decide to 
go global are at a significant competitive advantage.  

 
What are the key lessons that Magine has learnt from owning and 
operating its own direct-to-consumer business?
Magine has six years’ experience operating direct-to-consumer 
businesses in Scandinavia and Germany. Thanks to this we have a deep 
understanding and close relations to both the content industry and the 
consumers. The real key to success is offering an integrated platform 
that provides deep analytics. Analytics are at the core of Magine’s direct-
to-consumer business and informs every decision to be taken, from the 
content acquired to user experiences, to whether or not to invest in 
more infrastructure in another part of the world. Data generated by our 
analytics platform also ensures the continuous and rapid development 
of our partner’s services, alongside learnings we take from our in-market 
consumer services. 

Q&A: Rahl Puri, Magine
Rahul Puri, general manager of Magine Digital Media and CTO at Magine, talks about the key requirements of getting an OTT TV service 
up and running.
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what is on the big screen,” said Staneker. 
The other major cloud TV application 

discussed at the roundtable was cloud-based 
targeted advertising. 

“Advertising is definitely a huge 
opportunity,” said Staneker, who identified 
this as a key application for delivery from the 
cloud, alongside the user interface and content 
recommendation. “If it is contextual and it 
hits the right target group, and we do this 
advertising in the breaks or when we change 
the channel, and it is targeted, this is a huge 
opportunity,” said Staneker. “Definitely a cloud-
based solution is the right thing to do.”

Zattoo’s Bambring also saw “huge potential 
in the future” for cloud-based targeted 
advertising. He said that the first step is to 
deliver targeted advertising, as Zattoo has done 
for Sport 1 in Germany. Further down the 
road, service providers could deliver interactive 
advertising in the cloud, giving viewers the 
option of clicking to gain access to more in-
depth information about a particular product 
or service. Delivering all content from a server 
would remove the problem of synchronising 
with content stored on a client device. 

The main hurdle, however, is the way 
advertising is traditionally sold. Axel Meiling, 
head of the competence centre new TV at 
consultancy group Mücke Sturm, pointed 
out at the Digital TV Europe roundtable that 
interactive advertising has its challenges. If 
people leave the live stream that means they 

will not see further adverts that are streamed 
to them. 

Vju’s Hafenscher pointed out that the 
advertising industry is not prepared for the 
kind of innovation that cloud TV enables. The 
industry has no way of measuring or costing 
sophisticated interactive campaigns. Targeting 
can also be counter-productive if the premium 
commanded by a targeted ad is not sufficient 
to offset the loss of revenue from targeting a 
smaller overall number of consumers.

“You can think of innovative, sophisticated 
ways of doing advertising in a cloud-based 
service but the CPMs that will [recognise] 
that level of sophistication are not there,” he 
said. “You can tell people you will target a very 
specific demography or interest group but 
they won’t pay you three times as much as 
before. But this is what you need because the 
audience has become so much smaller that 
you need more [money] per thousand viewers. 
The market mechanism is not there. The 
advertising industry is still focused on mass 
reach. This is what needs to change if you want 
to make serious money from advertising.”

Zattoo’s Bambring is however optimistic 
that targeted advertising will have a significant 
market. While interactive may be challenging, 
he says that advertisers “do pay” for targeting, 
even though online viewing in countries such 
as Germany is not properly measured. He is 
confident that this will change and argues that 
targeted adverts ultimately offer better value. 

The all-in cloud strategy

The roundtable also touched on the issue 
of whether it makes sense to migrate to the 
cloud in a phased way, involving a hybrid 
infrastructure, or to adopt an ‘all-in’ strategy. 

For most of the participants at the roundtable, 
a ‘big bang’ approach to cloud migration has 
been discounted, particularly if that includes 
delivering live linear services from the cloud. 

For AWS Elemental’s Patel, it remains the 
case that deploying cloud and on-premises 
infrastructure side-by-side carries with it a 
certain amount of inefficiency. It makes sense 
to plan for migration of an entire broadcast 
workflow rather than to adopt a piecemeal 
approach that itself carries a degree of risk. 

“I think going step-by-step is the right way 
because it is almost impossible to just dive in – 
especially for the linear services where it is felt 
to be just too risky. Transitioning slowly makes 
the most sense for just about every broadcaster. 
You have hardware you want some return on, 
and you know how that works. You don’t want 
to take a risk on your premium channels,” said 
Patel. “But the big benefits you can get from a 
cloud based architecture – such as flexibility, 
speed, and also some of the cultural changes 
from having your operations team retrained 
and capex moving to opex – and some of 
the big economies of scale you can get really 
start coming in when you’ve got your entire 
workflow, or as much as you can [in the cloud].”

According to Patel, while there is a “step-
by-step process” to migrating to the cloud, 
broadcasters and service providers need to 
move there “as wholly as possible” to reap the 
benefits. 

“It is harder in the broadcast industry 
because there are a lot of people who are 
invested and trained in a certain way of doing 
things,” he said. 

Nevertheless, without a commitment to 
adopting cloud technology, service providers 
can become involved in managing parallel 
infrastructures and can lose out on some 
of the benefits that attracted them to cloud 
technologies in the first place. 

Once the decision to migrate to cloud-based 
infrastructure has been taken and a proper 
roadmap worked out, said Patel, the benefits 
will follow. The cloud is the future.  l

Left to right: Kiran Patel, Stuart Thomson, 

Axel Meiling & Thomas Staneker.



What are the main opportunities and threats that are likely to drive 
innovation in the TV experience over the next couple of years?
The pay-TV industry is under growing pressure from competitive OTT 
services and content piracy. Our 2017 Pay-TV Innovation Forum research 
program identified innovation as a top priority for pay-TV industry 
executives across the world, citing the launch of new products and services 
as critical drivers to growth. By developing new packaging and pricing 
options for consumers, accelerating data-driven business transformation 
and building strategic partnerships with content providers, best-in-class 
providers should be well positioned to grow despite a challenging market 
environment.

What do service providers need to prioritise to deliver a TV experience 
across a broad range of retail IP devices as well as traditional TVs?
Today, virtually all TV service providers and broadcasters have adopted 
OTT distribution services – and for good reason: consumers have a 
growing appetite for IP video streaming and a growing customer segment 
is embracing video streaming, and its benefits, now more than ever.

Service providers have to consider an upgrade to their end-to-end 
infrastructure to eliminate backend silos and integrate features such as 
cloud DVR, ABR just-in-time packaging, CDN and device management, 
and now addressable advertising. Smartly transitioning from broadcast to 
IP is all about being pragmatic in offering the best consumer experience 
while optimising costs.

What benefits can cloud technology bring to next-generation TV 
delivery, and what are the limitations of the cloud?
Scalability, elasticity and flexibility on the operation side, and convenience, 
personalisation and ubiquity on the consumer side are often the top 
benefits that are mentioned. Because in a future where more choice 
means more flexibility to consume content, cloud technology promises to 
give viewers a better, more personalised TV experience, resulting in better 
perceived value and customer loyalty over time.

While cloud technology can reduce infrastructure costs through 
virtualisation and dynamic elasticity, adapting backend infrastructure 
to the cloud model can be complex. For DVR functions for instance, 
providers have to scale their recording, storage and streaming capabilities 
in line with subscriber numbers. This requires new investments.

What are the principal challenges that retail devices and the cloud pose 
to revenue security for operators?
First and foremost, the objective for pay-TV services providers is managing 
complexity in an IP-based multiscreen world. The variety of devices that 
a back-end platform can deliver to is mind-boggling! This is a huge 

opportunity for service providers to re-rationalize siloed first-generation 
IP-based content distribution systems.

Service providers need to manage complexity of multiple platform  
DRMs – DRMs built into devices and browsers from Apple (FairPlay), 
Microsoft (PlayReady) and Google/Android (Widevine). These are used 
instead of downloadable DRMs wherever possible as they are tied into 
the device hardware (hardware root of trust) and provide a higher level of 
security, required for the most premium content. In addition, providers also 
have to address new IP-enabled STBs, some of which don’t belong to the 
aforementioned ecosystems, and their own hybrid STBs, also supported by 
the platform to ensure simplified and consistent service management.

What tools are available to operators to overcome these challenges?
Service providers need to preferably address these challenges with a 
single ‘Security Services Platform’ that is network and device agnostic, as 
well as cloud-ready for deployment on internal virtualised infrastructure 
or through a public cloud service. This platform then turns business 
logic (i.e. content packages) into the commands that all the different 
subsystems and devices can understand, tying them all together into one 
efficient system.

In addition, for high-value content like sports and early-release movies, 
IP streaming piracy is a growing risk. To address the issue, server-based 
watermarking must be used in order to trace pirated content back to its 
source. Together with anti-piracy services that trace illegally redistributed 
content, service providers are able to shut off infringing content at the 
source.

How is consumer data likely to change the way TV is delivered and 
what do service providers need to prioritise to benefit from this to the 
maximum possible extent?
As TV service providers face a business transformation challenge with 
the rise of  ‘digital native’  OTT providers, they need to drive their business 
using more relevant data. But they often don’t have that data, as legacy TV 
systems are not always two-way connected. In fact, social platforms and 
other external systems can offer extensive sources of data that will rapidly 
fill the gap.

The use of anonymised unstructured and structured data, coming from 
multiple sources, combined with configurable data science algorithms, 
allows for the development of powerful prediction engines that bring 
a revolution to the way TV is delivered and packaged for viewers.  The 
resulting KPI-based action loops of a data analytics platform empower 
internal teams to better drive business operations in areas such as 
consumer value optimisation, content management, service operations 
and advertising management.

Q&A: Simon Trudelle, NAGRA
Simon Trudelle, senior director, product marketing at NAGRA, talks about the opportunities and threats to service providers in the age 
of cloud TV.
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Does the ability of service providers 
to deliver linear channels and 

the user interface of a service direct from the 
cloud signal the end of the managed network 
and the set-top box? 

For Sylvain Thevenot, managing director 
of OTT TV specialist Netgem, cloud TV 
encompasses three areas: delivering the TV 
experience and ‘virtualising’ the set-top box; 
replacing traditional broadcast infrastructure 
with an OTT architecture; and opening up the 
TV experience to multiple sources of content 
delivered to any device. 

Hardware requirement

As far as virtualisation of the box and 
‘cloudification’ of the end user experience is 
concerned, Thevenot believes that ultimately 
some hardware will be required to render a 
premium TV experience. 

Thevenot says that traditional set-top boxes 
are likely to become physically smaller and 
more simple in terms of what they actually 
do, with a growing part of the TV experience 
delivered from the cloud. DVR is an obvious 
candidate for ‘cloudification’ if rights issues can 
be sorted out. Multiscreen delivery of content is 
obviously best achieved from the cloud. 

However, says Thevenot, this does not mean 
the end of the set-top box. While eliminating 
devices in the home could provide cost savings 
for TV operators, in practice the box provides 
a valuable function by giving service providers 
greater control over the end user’s experience. 

“It could be a false saving,” says Thevenot, 
pointing out that a few avoidable calls to a 
service provider’s customer care operation will 
soon outweigh the relatively low outlay it has to 
make for a box.

For Thevenot, advances in cloud technology 
do not mean that operators will deliver services 
without hardware in the home. However, the 
type of hardware deployed could evolve. He 
cites the example of Netgem’s own integration 
of its software in a TV soundbar. “This will be 
provided by someone other than Netgem so in 
effect it is a virtual set-top box,” he says. 

Removing the box entirely by integrating as 
an app in a smart TV carries the problem that it 
requires operators to guarantee an experience 
on devices that they don’t control in a world 
where apps are constantly being upgraded. 
Delivering a service to devices that are sold 
at retail is inherently challenging because an 
operator-delivered service implies an ongoing 
relationship with a subscriber whereas the sale 
of a retail device means that no money changes 
hands after the sale has gone through. 

Simon Trudelle, senior product marketing 
director at Nagra, agrees that the case for 
dedicated hardware in the home is strong. 
While there is a need to deliver an advanced 
user experience to retail devices such as smart 
TVs and streaming boxes, some of which 
“are quite advanced and powerful”, service 

providers prefer to have a box in the home. A 
box, he says, is best placed to ensure the best 
compression and to ensure that animations 
and transitions are smooth.

In practice, says Trudelle, there is also a need 
for hybrid systems to make the best use of 
legacy linear broadcast platforms. “In the cable 
space there is a need to leverage existing linear 
broadcast capabilities. Many systems we see 
coming to market are still hybrid and that will 
be the case for a number of years,” he says. 

While it makes sense to deliver DVR services 
from the cloud, this is still not always practical, 
says Trudelle, because of legal restrictions and 
lack of available bandwidth. “In some cases, 
there are markets where broadband is not a 
given and service providers still need to put a 
DVR in the box. There is still demand for that 
kind of offering. As broadband becomes more 
available… that will move to the cloud,” he says. 

Fast channel change is also more easily 
achieved with a set-top box, says Trudelle. In 
fact, he says, demand for more sophisticated 
functionality not only mean that boxes are still 
necessary, but that in some respects they are 
becoming more sophisticated. 

Straight from the cloud
Can the application of cloud technology enable pay TV operators to ditch the set-top 
box? Will the cloud free up content rights holders from the ‘shelf-space’ restrictions of 
managed TV services? Does broadcast infrastructure have a future? Stuart Thomson 
distils the views of some key technology players. 

Nagra believes that multiscreen will drive 

migration of functions to the cloud.



What is a hosted IPTV solution?
Zattoo covers the entire technical platform that makes a state of the 
art TV and entertainment experience happen. The platform covers 
everything from the ingest of signals to encoding and transcoding, 
including digital rights management, all the way through to the 
middleware and the frontend applications. This includes applications 
for set-top boxes, Apple TV, Fire TV, Smart TVs, iOS and Android devices. 
For all this, we leverage our own, proprietary end-to-end platform that 
has been built over 10 years serving more millions of customers today.

We bring together linear and non-linear content to any device 
everywhere. Our customers benefit from an individual and customised 
TV entertainment service under their own brand across multiple 
devices. Thereby they can respond to the increasing demand for 
innovative features from their customers such as live pause, restart, 
network PVR, catch-up TV and video on demand. 

How do you make a hosted IPTV solution for network operators 
manageable?
An IPTV solution that’s externally hosted and managed by a provider 
like Zattoo is very convenient. But there is sometimes the perception 
that this approach also comes with having less grip on the product for 
your customers. How do you deal with this?

When setting up an IPTV solution, we work closely with the operator, 
fitting everything to their needs. But yes, we are aware of these 
concerns. A fully hosted and managed TV service can potentially be a 
bit like a black box. And to address this concern, we are opening this 
black box more and more to the operators and their teams. 

This mission resulted in the BRIDGE, our ‘cockpit tool’. This tool is all 
about giving the operators insights into the quality of service and into 
live usage data in order to help them with their customer support. We 
continue to invest heavily in this tool and of course it can be customized 
to specific operator needs, thus giving them truly their own BRIDGE, 
their own centre of command and control for their TV service. 

Why does it make sense for service providers to adopt this?
Stability and availability is for sure one core reason here: service 

providers benefit from a maximum operational stability of the 
Zattoo platform. As part of our service we guarantee ongoing 
further developments of the entire IPTV solution – the ‘Evergreening 
Roadmap’. 

The second reason is reduced complexity and shorter time to 
market: For the operator there is no complex project of setting up 
systems or integrating various vendor solutions into one end-to-end 
solution. This factor, combined with our vast experience in setting up 
IPTV or OTT services makes it easy to implement and deliver top-notch 
products with a very short time to market.

The third reason is certainly cost reduction: there is no huge 
investment in hardware, software or team. And at the same time an 
operator benefits very directly from the economies of scale that come 
with a big platform serving dozens of tenants and millions of end 
customers.

What functionality does Zattoo’s solution provide and how do you 
plan to evolve this?
Obviously, features such as cloud PVR, restart or rewind, catch-up TV 
or content discovery are a given. These are things that have been very 
successful for our B2B customers for years. Additionally, the scope of 
devices is crucial – here we added Apple TV and Amazon Fire TV, two 
up and coming devices that increasingly play an important role in 
many projects alongside the classical set-top box. 

On top of this very strong base, we continuously work on enriching 
our IPTV solution by news features and functions. One highlight is the 
integration of SKY and Netflix, which is nearing completion. We are as 
well working to further improve content discovery. And we look at the 
devices of tomorrow – for example we have a prototype ready on the 
Microsoft hololens. 

What types of service providers are you targeting and how much 
growth do you foresee in this segment?   
Our target group are mainly network providers, FTTH operators, 
internet service providers, media companies, and VOD providers, 
where we foresee substantial worldwide growth.

Q&A: Gernot Jaeger, Zattoo
Gernot Jaeger, chief officer B2B TV solutions at Zattoo, talks about the benefits of a hosted IPTV platform
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“Our view is that the box can’t just be a very 
simple low-cost device. We think the market 
wants more functionality with linear – in a 
sense the requirements for an OTT box have 
gone up in terms of the processing power and 
intelligence required,” he says. On the other 
hand, the cost of processing is going down, so 
service providers are getting more functionality 
than previously for the same price. 

Full service

If operators still on the whole prefer to deploy 
hardware in the home, what of the network 
over which the content reaches the box? 

Delivering a full service, including linear 
channels, via the internet is possible provided 
there is sufficient bandwidth. 

Thevenot says that there has been 
“significant movement” over the last year and 
a half in the use of OTT technology to deliver 
mainstream TV services. He says that using 
broadcast technology to deliver linear channels 
is “a very expensive way to go, beyond the five 
most popular channels”. In the case of IP 
delivery, it means maintaining an expensive 
managed IPTV infrastructure. 

For Thevenot, it simply makes sense to 
migrate niche-interest channels to OTT rather 
than rely on expensive broadcast infrastructure 
to deliver them to people who may never watch 
them. “It is much cheaper and it also gives you 
more flexibility because the same stream is 
available for other devices,” he says. As viewing 
on mobile devices grows, it makes more 
economic sense to dispense with broadcast 
and use adaptive bit-rate encoding to deliver 
the bulk of services over IP.

“We are paying a huge amount of money to 
broadcast a secondary channel over a managed 
network when, with smart caching of OTT 
streams at the end of the network, you can do 
the same job with more flexibility because the 
same stream is available on other devices,” says 
Thevenot. 

Thevenot admits that in some markets such 
as the UK, it still may make sense to use the 
strong digital-terrestrial platform to expand 
the reach of a service. In this case, he says, 
hybrid platforms make sense. What doesn’t 
really make sense any longer is managed IPTV, 
which is fast becoming yesterday’s technology. 

Some pure OTT players go much further of 
course. Netflix boss Reed Hastings’ views on 
broadcast TV are well known. And for Ambuj 

Goyal, CEO of cloud platform provider Magine, 
the only real obstacle to full cloudification of 
TV is that content providers are not yet ready 
to take the leap. 

“The technology exists but the content guys 
are not ready to do it yet,” he says. Where WiFi 
attached to a fixed network is not available, 
mobile technology is filling the gap, says Goyal. 
The problem, he says, is that content rights are 
either not available or are priced at a premium 
to traditional broadcast or cable distribution. 

According to Goyal, this does consumers a 
disservice. People can’t easily transport their 
cable services to holiday homes. Managed 
services have limited shelf space compared to 
the wide world of OTT, meaning that choice is 
restricted, he says. “There exists a monopoly 

for the local cable company which doesn’t have 
enough shelf space,” he says. “It is nothing to 
do with the technology and everything to do 
with the control of content. [Content rights-
holders] are paid so much by cable and satellite 
operators to push stuff to people who may not 
be watching it.”

At the same time, says Goyal, niche content 
is deprived of a distribution channel. He 
believes that the desire of rights-holders to find 
new markets, combined with the desire of the 
consumer to view content while on the move, 
will force things to be freed up.

OTT networks can cope with live content, 
including popular live sports events, says Goyal. 
If there is a bottleneck, it is the authentication 
process, which can prevent prospective viewers 
from accessing the content they want because 
the sign-up process works too slowly. 

For Goyal, devices are “only for 
authentication”. The kind of channel surfing 
people are habituated to via a set-top can easily 
be replicated via the cloud – if they still want 
that. As for bandwidth issues, Goyal says that 
OTT can deliver what most people want to 
watch, and argues that 4K UHD TV will only 
appeal to a small minority, because it is next to 
impossible to discern the difference from HD 
on a normal-sized TV.  

Goyal’s view that it is only habit and 
ingrained commercial interests that is holding 
back the wholesale migration of TV to the 
cloud is not shared by everyone, but industry 
participants do believe that a number of long-
term factors play in favour of the cloudification 
of TV, at least in part. Set-tops may remain, but 
increasingly content from multiple sources 
will be delivered to them via the web, because it 
makes commercial sense to deliver all but the 
most widely viewed channels in this way. Not 
only is it less costly than broadcast, it enables 
content providers to deliver to multiple devices 
via a single stream. (In addition, viewers 
increasingly want access to pure OTT content 
from the likes of Netflix and others.)

Beyond these factors, cloud technology can 

deliver new functionality more efficiently and 
effectively than legacy broadcast. For Trudelle, 
where the cloud really comes into its own is 
in supercharging service intelligence through 
analysis of customer data. 

“Obviously there are a number of functions 
– search and discovery, and recommendation 
and promotion – that are clearly best driven 
from the back-end, from voice search to smart 
recommendation based on behaviour,” he says. 
“Powerful cloud APIs can be leveraged in the 
back-end and discovery of content becomes 
a lot more powerful. It is easy to use and 
customers will use it and trust it.”

Analysis of data can also enable service 
providers to improve their content acquisition 
strategy, and place a revenue-related value on 
the content they acquire, says Trudelle.

He also believes that delivering content 
to multiple devices will drive migration of 
functionality to the cloud. “What we have seen 
in the past is that service providers had two 
platforms with a TV-centric platform and a 
multiscreen platform. Some faced rights issues 
[on multiscreen] and there were also concerns 
about security on multiscreen devices. What 
we are seeing now is a need to have everything 
in one place, with one security platform that 
simplifies the rights issue quite a lot.” l

“OTT is much cheaper and it also gives you 
more flexibility because the same stream is 

available for other devices.”

Sylvain Thevenot, Netgem
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