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The New Order
Cable Offers Glimpse of What’s to Come 
Cablevision, often seen as the MSO that tends to zig while the rest are zagging, appears to 
be blazing a path that could someday soon become the well-traveled road for other major 
pay TV operators – offer packages that are attractive to a broader set of consumers, includ-
ing cord-cutters, while also embracing over-the-top.

Among its recent fi rsts, 
Cable vision announced Tues-
day that it was the fi rst MVPD to 
ink a distribution deal with Hulu. 

The announcement was short 
on detail, as we still don’t know 
when Cablevision will offer this 
option, how it will be priced, and 
what kind of cut Cable vision 
will get for its troubles. And we 
don’t yet know if Cablevision 
will simply bundle Hulu into its 
existing packages and offer ac-
cess through the subscription-VOD service’s current mix of platforms — which include 
Roku players, PlayStation and Xbox consoles, and the Android TV-powered Nexus Player, 
among several others – or if Cablevision is also angling to bring Hulu to the set-top box.

Cablevision certainly has the technical pieces in place to make a set-top play with Hulu 
a reality, as it’s already a marquee customer of ActiveVideo, a vendor (soon to be part of a 
new Arris/Charter Communications joint venture) whose new Cloud TV StreamCast sys-
tem enables MSOs to offer traditional pay TV services alongside online video to set-tops 
of just about any vintage.

And Hulu’s probably just the start. I agree that it’s only a matter of time before Cablevi-
sion brings Netfl ix to the set-top box, joining Dish Network and several MSOs that work 
with TiVo, which, for years, has been setting the stage for the pay TV/OTT duo. Cablevi-
sion is already a member of Open Connect, Netfl ix’s private content delivery network, so 
that hurdle has already been cleared. ◆

For the rest of the blog, see multichannel.com/blog/bauminator/new-order/390196.

APPLE WATCH APPS

UNVEILED: April 24
AVAILABLE TO MARKET: A par-
tial list of TV companies that have 
launched apps when the watches be-
gan shipping on April 24 include the 
AP, ABC News, AccuWeather, BET, 
Bloomberg, CBS Sports, CBS Sports 
Fantasy, CNBC, CNN, Disney Mo-
ment, ESPN, History Here from A+E 
Networks, MLB.com, NBA Game 
Time, Nick Jr., Shazam, The Weather 
Channel, TVGuide and Xfi nity TV.
NEW FEATURES: Biggest new plat-
form for app developers since the advent 
of the tablet; will open up new opportunities 
for alerts, news, sports and program promo-
tions, but is a relatively untested platform that 
poses some serious design challenges.
PLUSSES: Whole new way to interact with viewers, 
particularly in the sports and news arena, where the Watches can receive 
alerts, scores and other information; Apple Pay features could boost mobile 
payments and TV commerce markets; health and fi tness features will have 
obvious ties to lifestyle programming; strong interest in the device with U.S. 
watches selling out on April 10, the fi rst day of pre-orders.
MINUSES: An untested device for news, sports and entertainment apps 
where users are still deciding what apps they want to install and developers 
can’t base designs on established patterns of usage; small screen limits 
potential for longer videos; Apple is struggling to meet demand with some 
models not shipping before June, which will limit the reach of these apps; 
battery life of only 18 hours may limit the number of apps consumers down-
load and use; unclear how many young people who use their smartphones 
to keep track of time and virtually everything else will embrace a device 
costing more than a high-end phone. — George Winslow
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NUMBER

28.8
The percentage of over-the-top 
video views that experienced 

buffering in 2014, up from 26.9% 
in 2013, but improved from 39.3% 

in 2012, according to Conviva’s 
2015 Viewer Experience Report. 

Conviva, a company that optimizes 
video streaming by  tracking real-

time Internet traffi c trends and 
counts HBO and ESPN among its 

customers, also found that 58.4% of 
OTT views in 2014 were impacted 
by low resolution, while 2.6% were 

affected by a “full start failure.” 

“CableVision selling Hulu & cord-cutter package 
with antenna-negotiation ploy against networks 
or is this the future of cable companies?”

Matthew McRae (@mbmcrae), CTO and head of marketing 
for Vizio
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STATISTICS
STREAMING TIME PICKS UP STEAM

While the number of people with multimedia devices like Roku, Apple TV or Chromecast is still relatively limited, 
usage  is signifi cant, with users of multimedia devices aged 18 to 34 employing them over 171 minutes on a day 
when they employed the device to watch video. 

AGE REACH MINUTES PER USAGE DAY

2-11 27.3% 135
12-1712-17 24.4%24.4% 132132
18-34 27.3% 171
35-49 27.3% 144
50-64 17.5% 147
65+ 10.5% 148

Source: Nielsen. Data covers January 2015 to March 2015. Reach % refers to the percent of people in an age group with the device. Minutes per usage day refers the 
amount of time spent on a day when the device i s used. 

Cablevision recently became the fi rst MVPD to sign 
a distribution deal with online video service Hulu.
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