
Amazon Eyes Access  
To the Cable Box 
Amazon is interested in integrating its over-the-top and subscription VOD 
content on pay TV provider set-top boxes, though it’s unclear if the company is 
nearing any agreements that would enable it to pull off what Netflix has already 
accomplished on boxes distributed by Comcast, Liberty Global and TiVo’s array 
of cable operator partners, including Liberty-owned Virgin Media in the U.K.  

“Amazon is definitely open to those partnerships and to be fair, we haven’t 
done as much there as Netflix have done,” Alex Green, managing director of Amazon Video, said at the 
Cable Congress conference in Brussels earlier this month, according to Bloomberg. 

Green said Amazon does talk “to all sorts of players in the cable industry.”
“We would partner with almost anybody, but our interests have to be aligned,” Balan Nair, Liberty Media’s 

CTO, said. “When our interests and Amazon’s interests are aligned, you’ll see them on it, but at this point 
there’s a reason they’re not on our box.”

For more of this blog, please visit broadcastingcable.com/March20. 

BLOG: THE BAUMINATOR

VIDEOPHILE 
VR EQUIPMENT MARKET MIXED 
Most consumers paid for their virtual-reality equipment, but a good chunk 
of consumers with some type of VR device received their gear for free or as 
part of a bundle, per a new study from IBB Consulting.

The study, based on a survey of 3,199 U.S. online consumers conducted 
last month, found that 56% paid for their VR equipment, compared to 44% 
who received it for free or as part of a bundle. 

On the paid side, just 6% forked out more than $1,000 for that equip-
ment, compared to 30% of respondents who paid up to $99 and 20% who 
paid from $100 to $500. 

The study also found that nearly one-third (30%) of consumers interested 
in virtual reality already own VR equipment, an indication that the take rate 
for headsets is increasing with “considerable room for growth,” noted IBB. 

Among other findings, 77% of consumers interested in the technology said home is their preferred environment for VR, compared to VR “zones” at 
locations such as museums and theme parks (24%), an airplane or train (15%), at work (12%) or on a subway or bus (7%). 

IBB’s study also found that gaming (37%) is the type of VR content consumers find most interesting, followed by travel (22%), and movies, TV and 
news (17%). — Jeff Baumgartner
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TECH TWEETS
“@FierceCable - If passing 13M homes is your definition of ‘hardly 
available,’ then I guess the number 4 cable provider on is irrelevant?”

— Jeff Binder (@JeffBinder), CEO of Layer3 TV, in response to a story about the 
next-generation cable’s operator’s recent support for TV Everywhere authentication 
and an assertion that the service is “still hardly available anywhere.” Layer3 TV hasn’t 
disclosed subscriber numbers, but its service is currently available in the Chicago and 
Washington, D.C., markets and in parts of in Longmont, Colo., through a municipal 
partnership, with additional markets on deck. 

Jeff Baumgartner

“Given that most people 
subscribe to Hulu  

for access to next-day 
broadcast network content, 

Hulu could institute 
a meaningful delay 

between when content 
airs live and when it 
becomes available on 

Hulu’s legacy products.” 
— Richard Greenfield, BTIG analyst,  

in a blog post speculating that Hulu could have 
reason to alter the price and value of its existing 

subscription VOD service to drive consumers 
toward higher-priced virtual MVPD services, 
including Hulu’s own soon-to-be-launched 

over-the-top TV service. 

SOURCE: IBB Consulting
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