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BLOG: THE BAUMINATOR

Comcast-Sky Could Fuel 
Global OTT Play: Analyst
COMCAST HAS LONG held that the economics of an out-of-footprint, 
over-the-top TV service don’t hunt, but its bid for U.K. satellite-TV  
platform Sky could, if viewed through the proper lens, appear as the foun-
dation of a global OTT offering, according to an examination of the deal 
from MoffettNathanson principal and senior analyst Craig Moffett.

Holding that Comcast’s interest in Sky is more than “merely a chess 
move” or an attempt to shake loose an asset like Hulu, Moffett believes 
that the pairing of proprietary and valuable content from Comcast’s NBCU with Sky’s serves as an 
important enabler. “Sky brings with it a trove of exclusive content and rights that could be the basis 
of an OTT service with a genuine moat, capable of rivaling Netflix itself,” Moffett wrote in the report.

He added, “The case for Sky demands that Sky be viewed not as a satellite-TV distributor, but instead 
as a platform-agnostic content provider” with access to top-shelf programming that includes Premier 
League soccer (in the U.K.), Universal and Disney films and HBO, to name but a few. 

For more from this blog, go to broadcastingcable.com/March26. 

VIDEOPHILE 
Video Continues Its Mobilization: Study  
CONSUMER VIEWING continues to migrate to mobile devices as it slowly drifts 
away from the TV screen. 

Maintaining its double-digit growth path, mobile now makes up 60.3% of 
all video plays, according to Ooyala’s Global Video Index for Q4 2017, which 
based its findings on anonymized online video metrics of the bulk of Ooyala’s 
more than 500 customers around the world. That’s up from a previous high of 
58.3% in the previous quarter. 

Ooyala, a maker of multiscreen video software and systems, attributed the 
rate of growth, which ticked up 11% year-over-year, on a jump in tablet views 
alongside steady viewership increases on smartphones. 

As a comparative look back at the increasing power of mobile video, Ooyala 
poined out that mobile video plays made up just 17.14% of the total in Q4 2013. 

The share of video starts on smartphones rose 1.7% to 47.5% in Q4, while 
views on tablets reached nearly 12.8% of all views in the quarter, a record for 
that platform, Ooyala said. Views on tablets jumped by more than 24% from Q3 and 67.7% from a year ago, the company noted. 

Among other trends, Ooyala’s data found that medium-form (five to 20 minutes) and long-form content (20 minutes-plus) are up more than 
half of all viewing time across all screens. 

On connected TVs, time spent viewing long-form video in Q4 chimed in at 98.9%, about the same as the previous quarter, and up from 
96% in the year-ago period. Long-form viewing on tablets followed at 62%. — Jeff Baumgartner 

TECH TWEETS
“@tdgresearch predicts ‘all major channels will launch direct to 
consumer OTTs.’ Gee. Super bold prediction. Question is  
@thebauminator, then what? I predict, it will all rebundle again. 
Consumers love choice. Until they find out what a pain it is.”  

—Evan Shapiro (@eshap), founder/owner of Eshap.TV and a former NBCUniversal executive,  
responding to a forecast that most big programmers will go OTT by 2022, with direct-to-consumer 
subscriptions reaching nearly 50 million by that time. 

Jeff Baumgartner

“Facebook 
doesn’t  

have value for 
publishers.” 

—  Andy Lack, NBC News chairman, telling  
reporters the organization has stopped sharing 

its content with Facebook while touting its  
ongoing and increasingly active engagement 
with Snapchat. NBC News is also looking to 

launch a streaming service that would help it 
connect with younger viewers, Lack said. 


