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V
ideo can now be viewed just 

about anywhere, from a screen 

small enough to sit on your 

wrist, to a projection 

encompassing the side of a 

building. For anyone involved 

behind the scenes, it hasn’t 

been an easy journey, but the quality, though not 

always perfect, is finally getting close to it. 

Content providers and operators are acting like 
kids in a sweet shop, they see so many 
opportunities and they don’t know which to buy 
into. As we all know from having been those 
children in rooms full of candy, not everything 
will be as good as it looks. So, how can operators 
make the most of the opportunities mobile video 
will afford them?

4G is what took mobile video mainstream, 
together with the rapid growth of smartphone 
adoption, but data is expensive for the mobile 
consumer to buy and so the majority of content 
providers have, up until now, tended to 
concentrate on short-form content. 

Consumers are now increasingly aware of what 
content uses up their data fastest. In some parts 
of the world, the majority of data is bought, not as 
part of a subscription package, but in chunks, 
highlights Rich Amos, CTO at Ostmodern. “You 
buy a card with an amount of data on it and, as a 
result, that means that people are much more 
driven towards short-form, as long-form content is 
expensive to consume. 

“Plus, people tend to use mobiles for shorter 
timescales as they are generally on the move with 
these devices; battery life is limited and social 
media lends itself to sharing short-form content.”

The traditional broadcasters create short-form 
content for mobile to push consumers back to the 
big screen, adds Sam Orton-Jay, sales and 
marketing director at Simplestream. “Largely 
driven by social media, we’re seeing the creation 
of a lot of short promotional clips for content, 
particularly highlights from sport. You only have 
to look at Twitter these days to see the number of 
short promos and highlights that are getting 
pushed up just to drive consumption, whether on 
mobile or on other screens.”

To really embrace this new market, however, 

traditional content 
providers need to be 
ready to adapt, this 

doesn’t necessarily mean scrapping 
all their legacy long-form content, but investing 
a little in it to make it relevant to current markets. 
“Content providers have to accept that their 
content may need re-edting, it may need cutting 
and it may need text overloading, so that it can 
be used silently on social feeds,” says Amos 
at Ostmodern.

It’s also important to recognise that mobile 
devices are video creators, as well as consumption 
devices, points out Steve Plunkett, CTO of 
broadcast and media services at Ericsson. “User-
generated content represents a large proportion of 
video views on mobile devices and the recent 
rapid growth of live streaming on social networks 
creates a virtuous circle of more video driving 
more viewing.” Fan streams are particularly 
popular on sports platforms and operators are 
still testing the waters when it comes to gaining 
from consumer streams.

Consumers are also merging their viewing, 
which is helping long-form content go mobile, 
says Kirill Filippov, CEO of SPB TV. “The same 
content - it doesn’t matter whether short or long - 
is often watched, switching from one device to 
another. Having begun to watch a series on the 
way home using a tablet or a smartphone, for 

example, one would finish watching it using an 
OTT TV box or on a Smart TV.”

Getting mobile rights had been a big problem 
as content provided by the major studios and 
content creators had been tied up in legacy rights 
deals with the major international telcos, 
broadcasters and cable operators. As these deals 
expire new contracts are being drawn up with a 
lot more flexibility to cater for mobile. Plus, 
content providers are now looking at mobile as a 
market in itself.

When it comes to mobile tailored content, the 
group we need to be watching and catering for are 
young adults, states Inna Zagrebelny, marketing 
manager at Giraffic. “As mobile video relies on 
the video-enthusiastic young millennials, we will 
see more content created for mobile platforms to 
meet the tastes of this group. They are willing to 
pay more for the content, as long as it is 
customised for their particular needs and delivers 
superb viewing experience.  

“We may see mobile-friendly versions of 
original content coming out from streaming 
providers like Netflix in the future. Investing in 
strengthening the network infrastructure, 
improving CDNs and optimising apps and devices 
for streaming, is one of the key factors for mobile 
video success. We are also expecting to see 
further introductions of new types of streaming 
services, from traditional cable and satellite 
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operators, pure OTT players and newcomers.”
To move forward with greater intelligence and 

agility, providers must streamline the workflow, 
ideally under the management of a Content 
Intelligence System; a system that can expose 
the data essential to improving operational 
efficiency and gleaning deeper insights into 
performance, revenue and costs, according to 
Verizon Digital Media Services. Only with fast 
access to reliable insights can TV Everywhere 
and OTT providers be confident that they have 
optimised the end-to-end pipeline and can be 
agile in offering content and services that are 
well-aligned with viewer demand.

Download is vital
For long-form content to have legs, content 
providers are increasingly accepting that it must 
be available for download says Amos at 
Ostmodern. “We do a lot of VoD products - long-
form content for large broadcasters - and there is 
always a requirement to do downloads. 

“The fact that Netflix adopted this recently 
shows that there is a clear segment of users who 
rely on it. And this will encourage people to use 
mobiles for long-form content, it means that they 
don’t have to pay for data to view it or rely on a 
good signal.”

Unlimited data caps
With mobile operators desperate to retain and 
attract subscribers, having a USP is a major plus. 
Some are offering zero-rated data on specific 

packages as a sweetener. “Operators can draw 
users from traditional pay TV by offering 
customised bundles and various ‘content-on-the-
go’ packages with discounted or zero-rated data 
caps, like AT&T, DirecTV  and Verizon FiOS 
TV,” says Zagrebelny at Giraffic. 

“With video projected to account for 80% 
of mobile traffic in the next few years, entering 
the OTT space will allow operators to control 
and manage their network resources more 
efficiently, by enforcing certain policies during 
peak hours or limiting the video quality for their 
zero-rated services. 

“Having said that, the quality of the zero-rated 
content gets limited, therefore, the viewing 
experience is mediocre, that may eventually turn 
the users away. Operators will have to develop 
optimisation technologies for better video delivery 
and network resources management to assure 
the quality-of-experience the users demand. 
This could be another differentiation point: 
providing higher qualities of zero-rated content 
makes the mobile and streaming service bundles 
more attractive for users, leading to increased 
customer loyalty.”

Zero-rating packages and unlimited data 
caps are seen as a way to reduce the cost of 
data consumption for the consumer, but Plunkett 
at Ericsson feels that this will be counter 
productive longterm. “As long as consumer 
bandwidth cost for video delivery is significant 
there will be an appetite for services that reduce 
charges or provide price certainty. This can be 

achieved in many ways, however, both from a 
cost and price perspective,” he says. 

“Zero-rating video traffic, while providing 
no actual optimisation to support the savings, 
is both contentious and costly, so using 
techniques such as pre-emptive content caching 
on the device or automating downloads during 
periods of low network utilisation can better 
align cost and price.”

Whilst subscription income is uncertain, video 
advertising is likely to be a more promising 
revenue stream, says Filippov at SPB TV. “While 
there is a gradual decrease of voice services, 
monetisation through advertising in mobile 
video is becoming an inevitable alternative for 
mobile operators.”

Mobile codecs
Currently, industry protocols for video delivery 
are quite inefficient, adds Paul Mardling, VP of 
Strategy at Piksel. These are typically based on 
HTTP traffic running over TCP which simply 
wasn’t designed for video. This compromise has 
traditionally been accepted because it’s cheap to 
deliver, despite being inefficient. However as 
mobile video streaming continues to grow and 
viewers increasingly demand high quality content, 
this solution is increasingly untenable, according 
to Mardling.

“Moving forward, I expect the majority of 
streamed video will deploy either The Alliance 
for Open Media’s soon-to-be-released AV1 
codec or its predecessor VP9,” says Mardling.
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Both of these reduce bandwidth costs and 
improve quality of services for video streaming. 
AV1 is being designed to be ‘hardware-friendly’, 
with less powerful computing devices such as 
mobiles in mind. This includes optimisations 
like GPU accelerations and power efficiency. 
The cost savings and quality improvements 

that this will grant consumers are likely to 
drive rapid adoption of AV1 by manufacturers, 
Marling reckons.

Virtual reality 
The jury remains out on how consumers will 
take to virtual reality (VR), but if it does take 

off then mobile devices 
are likely to play a key 
role, predicts Plunkett at 
Ericsson. “High 
resolution, high-frame 
rate displays on mobile 
devices provide an 
affordable and widely 
available platform for 
VR content makers to 
target. Recent initiatives 
such as Google’s 
Daydream VR 
specifications could help 
drive adoption and 
compatibility. YouTube’s 
support for 4K 360 
video and Facebook’s 
equivalent provide a 

means to bridge content and mobile devices.”
The mainstreaming of VR is going to be 

highly dependent on mobile platforms claims 
Zagrebelny at Giraffic “It is the most affordable 
option since most people are more likely to have a 
high-end smartphone than a high-end PC or 
head-mounted display.

“Therefore, we will see more VR and 360 
degree experiences being introduced, with the 
emphasis on producing dedicated mobile VR 
content that will become longer as the users get 
more comfortable with the medium and the 
mobile VR interface.” 

It had been said that VR in the mobile market 
would only take off with 5G, but Filippov of 
SPB TV says it can work well now on 4G. “We’ve 
seen at MWC2017 strong VR showcases as a 
ready solution, not a prototype, working fine in 
4G.” Although he warns that the high production 
costs mean VR content can probably only be 
monetised using a SVOD subscription model. 
“In the short term, VR content will be in the 
premium content niche. A subscriber ‘client’ 
will have to understand that this is a premium 
product and they actually receive a pass for 
another reality!” 

With 5G predicted to take off globally in 
2020, increasing bandwidth and reducing latency, 
live-streaming on mobile will become the norm. 
In the meantime, operators will continue to test 
out ways of monetising mobile video, some will 
fail and likely bankrupt themselves in the process. 
Others will find the magic formula and reap 
the rewards. 
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Big-screen TVE viewing retakes the 
lead from mobile
According to data from Adobe Primetime, 
mobile TV Everywhere viewership decreased 
in share from 54% to 46% over the past two 
years. At the same time, larger screen 
TV-connected devices now account for 32% 
of the viewing activity, up from 20% two 
years ago.

According to from Adobe Digital Insights 
(ADI), TVE video starts via TV connected 
devices grew nearly four times over the past 
two years and is the only segment with 
accelerating year-over-year (YoY) growth. 
Both mobile and browser access grew at less 
than 20% YoY after stronger gains the year 
before. On the other hand, TVE video starts 
increased 102% in two years, and the number 
of TVE viewers increased 110% in the same 
time period.

Connected-TV viewership peaked during 
the hours of 4 p.m. to 11 pm, with the largest 
spike at 9 p.m. Conversely, mobile usage 
spiked during the day, when people were more 
likely to be out and about. Combined, mobile 

and connected-TV devices accounted for 75% 
of all TVE starts. 

The new report also found that along 
with the move toward TV-connected devices 
is a move away from watching TVE content 
via browsers, since the majority of providers 
now host apps for consuming their on-
demand content.

As part of its analysis, ADI surveyed 1,000 
Millennials and found them to be all about 
mobile video. Seventy-five percent of 
Millennials said they watch TV or movies at 
least once a month on a mobile device, while 
only 54% of older generations said they share 
the same viewing habits. Forty-three percent of 
Millennials said they watch multiple TV shows 
or movies per week on a mobile device.

“As TVE viewing behavior shifts from 
mobile and desktop to TVCDs, the 
accessibility and in-app experience will become 
key to future growth and retention,” Jones said. 

ADI’s analysis is based on more than 4 
billion TVE authentications from 300-plus 
websites and mobile apps in North America, 
from January 2015 to January 2017.
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