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“Beyond DirecTV 
Now, other skinny 
bundle launches 
slated for 2017—
particularly from 

Hulu and YouTube—
could further roil 

the pay-TV market.” 
—Will Richmond, analyst and editor and publisher 
of VideoNuze, in his analysis of a modest cord-

cutting trend in Q3 2016 and his thoughts 
on a “potentially turbulent” 2017.

OTT: The Future of Content Delivery 
A recent study from Juniper Research projects global streaming subscriptions will 
surge to 333.2 million by 2019. Consumers are moving toward mobile video and, in 
turn, away from traditional broadcast TV.

While the hype surrounding “cord-cutting” has grown (likely an initial effort to save 
consumer dollars), competition among content providers is also increasing. Broadcast-
ing and content delivery are experiencing rapid and continuous change, but one thing is 
certain—there is no shortage of opportunity. OTT streaming allows content providers to 
reach new markets. While traditional TV faces physical network limitations, OTT opens 
the door to a global audience wherever an adequate internet connection exists.

As a result, content licensing agreements are also evolving to meet the demands of 
video providers that are no longer geographically limited. In addition, streaming video 
is more closely connected to social media, since viewers are watching on the same 
devices they use for social media, or are using mobile devices as second screens in their 
living rooms. Video providers are using social media to grow and engage their audi-
ences. This can be a double-edged sword, however, as viewers can air their grievances on social networks for all to see.

As a number of broadly reported stream failures, such as last summer’s HBO Now outage illustrate, breakdowns 
are not tolerated. And while social networks keep providers closer to the content by monitoring feeds and getting 
real-time feedback from viewers, by the time a failure hits social, the damage is done.

Kurt Michel is senior director of marketing at IneoQuest Technologies. For his insights on changes ahead for 
the streaming industry and video intelligence, go to broadcastingcable.com/Nov28.

BLOG: GUEST BLOG 

NUMBER

60
The number of minutes U.S. 

consumers watch of social video 
per day on average, according to 
a study commissioned by online 
video publishing firm Brightcove 
that surveyed 5,500 consumers 
in the U.K., France, Germany, 
the U .S. and Australia. Some 

74% said there is a connection 
between watching a video on 

social media and their purchase 
decision-making process. Nearly 
half (46%) of viewers said they 
have made purchases based 
on watching a branded video 

on social media. 

VIDEOPHILE 
VIDEO POISED TO DOMINATE MOBILE TRAFFIC 
With mobile video traffic expected to 
grow by about 50% per year, Ericsson 
forecasts that video will account for 
about 75% of mobile data traffic 
by 2022. 

That will make video the dominant 
mobile app category, well ahead of so-
cial networking, audio, software down-
loads, web browsing and file sharing. 

In the smartphone category alone, the 
study expects the number of subscrip-
tions in that device class to rise from 
3.9 billion worldwide this year to 3.8 
billion by 2022. 

Amid this trend, the Ericsson Mobility 
Report also envisions adoption of next-
gen 5G wireless technology, which will 
be used for gigabit-class connectivity as 
well as low-latency apps like self-driving 
cars. Though 5G standards are still in 
the works, Ericsson forecast that there 
will be half a billion 5G subscriptions 
in 2022, with 25% of them focused in 
North America. 

Kurt Michel

TECH TWEETS
“Uh, skinny bundles ARE pay TV. Evolution ≠ destruction.”

—Karl Bode (@KarlBode), editor at DSL Reports, regarding a story questioning whether 
DirecTV Now, the coming OTT TV service that will start at $35 for 100-plus channels, 
will destroy the pay TV business.

 “Big guys (HBO, Netflix, Hulu) already got the discount. No reason for apple not to extend it.” 

—Peter Kafka (@pkafka), senior editor, media at Recode, on a report that Apple is reducing its 
app fee—from 30% to 15%—to video services, a move that could help Apple expand the number 
of OTT providers that participate in its new “TV” app that aims to unify access to movies and 
TV shows that are offered on individual apps for Apple TV boxes, iPhones and iPads. 
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