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“The environment is, 
millennials don’t want 

linear-TV content. They are 
disconnecting their cable 
for just Internet content 
and mobile content, and 
that goes to why we are 
launching go90 with the 
mobile-fi rst perspective, 
and that’s attacking that 
entire segment that the 

FiOS brand does not attack  
today through our 
linear-TV product.” 

Fran Shammo, chief financial officer of 
Verizon Communications, last Tuesday 

(Oct. 20) on the company’s third-quarter 
earnings call. 

Slingbox May Air It Out 
In an apparent move to make its video place-shifting platform more attractive to cord-
cutters, EchoStar looks to be developing a version of the Slingbox that would capture free 
over-the-air TV signals and pass them along to users who connect to the device via mobile 
apps and Web browsers. 

Website The Donohue Report located evidence of a model in the works called the AirTV 
Slingbox OTA. EchoStar, the set-top and technology corporate sibling of Dish Network, 
hasn’t announced plans to introduce an OTA-focused product, or whether a new model 
might also be outfi tted with a few extra bells and whistles, such as DVR storage. EchoStar 
also isn’t commenting on its plans involving an AirTV-branded product.

However, a device more tightly tailored for cord-cutters could emerge as Sling Media 
seeks to expand its user base. This summer, Sling Media took another stab at the con-
sumer mainstream with the Slingbox M2, a version that sells for $199.99 but does not 
require buyers to purchase the requisite mobile apps. However, the M2 does expand Sling’s use of advertising in its 
video place-shifting devices.

Still, Sling Media and EchoStar might be travelling well-trod ground amid the evolving pay TV landscape. TiVo has 
the Roamio OTA DVR and is believed to be working on an OTA-tailored version of its new Bolt platform that would 
not include a CableCard slot (the fi rst Bolt out of the gate supports both OTA and the CableCard). Channel Master, 
meanwhile, sells a line of subscription-free “DVR+” products designed to work with over-the-air antennas. 

For more of this blog, please visit multichannel.com/Oct26.
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NUMBER

23%
Share of millennials less likely to 

explore TV alternatives or to switch 
providers if they know their current 

pay TV provider offers authenticated 
TV everywhere services, according 
to an annual survey of multiplatform 
video-viewing trends from strategy 
consulting fi rm Altman Vilandrie & 

Co.and premium programmer Epix. 

CONNECTIONS

“Assume someone has made the joke about exec jobs at Snapchat 
being temporary, too.” 

— Re/code’s Peter Kafka (@pkafka) on news that Snapchat, a messaging app 
startup, has lost six top executives in the past year, including its director of engi-
neering and its revenue boss. 

“Interesting they decided to share? Nah, $s.” 

— Cable-industry veteran (and Multichannel News founder) Paul S. Maxwell 
(@maxfaxthehat) on a report that Comcast is pursuing deals to license its trove 
of set-top box data to programmers and other measurement firms.

TECH TWEETS

VIDEOPHILE
CANOE FLOATS MORE VOD ADS IN Q3 
Canoe, the MSO-backed video-on-
demand advertising venture, said impres-
sions jumped 40% in the third quarter of 
2015, versus the year-ago quarter. 

Canoe pumped out 2.3 billion impres-
sions in the quarter (1.95 billion were of 
the mid-roll variety), versus 1.6 billion a 
year ago.

VOD ad campaigns via Canoe also rose 
51%, to 998, with 88% coming from exter-
nal clients (in categories such as autos, toys, 
hospitality, food, and health and beauty), 
compared to 12% for network tune-ins. 

Canoe said campaigns that use frequency 
capping limit the number of times a particu-
lar ad will be seen at no more than twice 
during a VOD program. 

The JV’s ad-impression total through Q3 
has already eclipsed totals for all of last 
year (see chart). )

Jeff Baumgartner

SOURCE: Canoe Ventures
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