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“The X1 platform is built 
for this type of content 

blending, and we’re exploring 
all types of partnerships 
that can bring it together 

in one experience.” 
— Marcien Jenckes, executive vice president, 

consumer services, Comcast Cable, in an 
interview with Tech Hive about an over-the-
top, curated video offering (currently called 

“Watchable”) that will be tailored for younger 
audiences. That service is expected to debut 
this fall on Comcast’s X1 platform and to also 
be available to all comers via mobile devices.

Amazon Makes Its HBO Now Pitch 
Amazon wasted little time pitching HBO Now to its customers after making the standalone 
over-the-top service available on Fire TV boxes and the Fire TV Stick.

Amazon, which also supports HBO Now on its Fire tablets, emailed a promo on Aug. 
23 to customers with the subject line: “Get HBO Without a Cable Subscription” — a mes-
sage obviously targeted to cord-cutters and consumers who have never taken a pay-TV 
subscription, but who might be inclined to tap into the over-the-top offering to gain access 
to Game of Thrones, True Detective, Ballers and other HBO originals.

“Big premieres are available at the same time they air on TV,” Amazon’s promo noted, 
adding that new customers can jump on a 30-day free trial of HBO Now.

HBO Now, which costs $14.99 per month, is also supported on Google Chromecast, the 
Apple TV, Android and iOS mobile devices, and Web browsers, and will soon be offered on 
Android TV devices. HBO Now’s distribution partners include Apple, Cablevision Systems and Verizon Communications. 
The latest Amazon Fire TV and Fire TV Stick integration will give HBO Now the ability to ride the promotional power of 
Amazon.  HBO hasn’t disclosed subscriber fi gures for HBO Now, though one analyst puts them at as high as 1.9 million. ◆

For more of this blog, please visit: http://www.multichannel.com/blog/bauminator/amazon-wastes-little-time-
hawking-hbo-now/393204
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NUMBER

86%
The share of 
OTT media 
streamers 

held by 
Amazon, 

Apple, Google, 
and Roku among U.S. 
broadband households 

in 2014, according to 
Parks Associates, which 
expects global sales of streaming 
media devices to hit 86 million in 

2019. In 2014, Roku led the 
U.S. market with 35% of units 
sold, followed the Chromecast, 
Amazon Fire TV and Apple TV.
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“@syxxpac023 We sincerely apologize for the disruption caused. For your 
reference, Fear the Walking Dead will be available on VOD. *FC” 

— Sling Answers (@slinganswers), in an oft-repeated tweet to Sling TV 
subscribers who were upset that the OTT service suffered outages during 
the Aug. 23 premiere of AMC’s Fear the Walking Dead, which pulled in a 
record 10.1 million viewers. 

“Ever been pissed about a spoiler without a warning? You’re not alone: http://bit.ly/1JhT7y9” 

— TiVo (@TiVo), sharing a link to an internal Spoilers Behavior Survey 
(involving 10,000 subscribers), which found that 22% of respondents 
view learning the results of a sporting event as the worst spoiler, 
followed by a character death (17%), and a movie ending (12%). The 
study also found that about 71% said they take preventative measures 
(such as avoiding social networks) to avoid spoilers, and that just 3% 
deliberately spoil shows for others. 
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VIDEOPHILE
NETFLIX: TV AD DISRUPTOR OR TIME SAVER? 
While Hulu continues to use a business 
model that pairs subscription fees with 
ads, Netfl ix’s ad-free, subscription-only 
approach continues to wreak some hav-
oc on the pay TV business. 

And now there is some data that of-
fers a glimpse of how much time Netfl ix 
can save consumers who can’t stand 
ads — about 130 hours a year (or almost 
fi ve and a half days), according to a 
number-crunching exercise undertaken 
by website Exstreamist.

The tech site arrived at that total by mul-
tiplying the amount of time the average 
Netfl ix subscriber streams video per day 
by the average amount of time ads are 
aired in a typical one-hour broadcast. 

Data from The Diffusion Group (see chart) suggests that the average Netfl ix user watches 1.5 hours of the ser-
vice each day (about 540 hours per year), while Nielsen reported that in 2014 broadcast TV increased the average 
amount of ads per hour from 14 minutes and 15 seconds, to 15 minutes and 38 seconds. 

Jeff Baumgartner

SOURCE: The Diffusion Group
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