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Google Fiber Drops Pay TV 
In Two New Markets
GOOGLE FIBER will offer internet service — and internet service only — in two new de-
ployment markets, Louisville, Ky., and San Antonio, Texas, the company has confirmed. 

That means it won’t be bundling traditional pay TV services in those locations, as it 
does now in existing Google Fiber cities, which are starting to see some rate hikes coming 
courtesy of rising programming costs.

Of course, it’s not like Google Fiber subs in Louisville and San Antonio won’t have 
plenty of other options at their fingertips. They can go with another traditional MVPD 
for TV, or pick from growing mix of OTT TV services, such as Sling TV, fuboTV, Hulu, 
PlayStation Vue or DirecTV Now.

Also, YouTube TV, Google’s own OTT TV offering, does provide service in Louisville and San Antonio. So I’d look for 
Google Fiber to come up with some creative ways to market and sell YouTube TV to its broadband subs not just on Louis-
ville and San Antonio, but even its legacy markets.

 “Customers today want to control what, where, when and how they get content. They want to do it their way and we 
want to help them,” Cathy Fogler, the new head of sales and marketing for Google Access, explained in a blog post. 

For more of this blog, go to broadcastingcable.com/Oct16.

VIDEOPHILE 
Marketers Eye More Data-Driven Moves: Study  
AS CONSUMPTION OF media 
continues to fragment across 
various digital channels, 
marketers are looking to get 
a better fix on the true effec-
tiveness of their campaigns. 

As such, a growing group 
of companies are turning to 
“people-based” measure-
ment technologies and 
techniques, which use anony-
mous consumer identity data 
to measure cross-channel 
marketing, per a new study 
from LiveRamp. 

The study, based on a 
survey of 500 marketing and 
ad pros in the U.S. conducted 
by Wakefield Research, found 
that 94% of respondents 
believe the lack of people-
based measurement makes 
it difficult to get a complete 
view of cross-media exposure 
and a way to link that view to performance metrics, such as sales and brand lift. 

Though people-based measurement isn’t widely implemented, nearly 70% or respondents said they plan to imple-
ment it within the next three years. Some 56% plan to boost their in-house analytics capabilities, and 52% are looking 
to invest more in marketing analytics technology. — Jeff Baumgartner

“That’s going 
to be a massive 
business, and 

BAMTech is going 
to be a massive 
winner in it.” 

Ñ Kevin Mayer, DisneyÕs chief strat-
egy officer, to The New York Times, 

discussing the OTT video market and 
the role Disney-owned online video 

company BAMTech Media will play in it. 

TECH TWEETS

“Comcast ended smartphone subsidies 
after 19 days. How much cash is Xfinity 
wireless burning?” 

— Walt Piecyk (@WaltBTIG), BTIG analyst, pointing to a new report about 
the mobile industry, including a mention that Comcast recently ended a 
$200 subsidy offer on high-end smartphones for its Xfinity Mobile service. 
Comcast reportedly has about 200,000 Xfinity Mobile subscribers, a figure 
that Piecyk called “pretty impressive.” He wondered if the subsidy was put 
in place to dump inventory ahead of the Samsung Galaxy Note 8 and iPhone 
8 launches.

NUMBER

100,000 
The subscriber threshold 
crossed in September by 
fuboTV, the sports-heavy 
OTT TV service. It marks 

the first subscriber number 
disclosed by the company 

since it beta-launched  
its flagship package, 
Premier, in February.

Jeff Baumgartner

Comcast's Xfinity 
Mobile has picked up 
200,000 subscribers 
since its launch. 

PEOPLE POWER 
COMPANIES’ PLANS TO USE PEOPLE-BASED MEASURMENT:
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