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The Old World



Traditional Pay TV ecosystem

Content creators and 

aggregators

Value Chain

Distributors Customers



Disruption in customer behavior and business models

Source: Ericsson ïTV and Media Lab 2016, LG/CWC  Internal research

ÅThere have been 

significant shifts in 

how consumers 

view content, 

where they view 

content and what 

they pay.

ÅConsumers are 

increasingly 

consuming 

content from near 

ófreeô to paid 

Internet 

subscription 

services with 

decreasing 

viewership of 

traditional OTAôs 

or Pay TV 

services

What is the 

change?



Shifting consumer preferences present challenges to the traditional 

model

Source  - Ericsson Consumer Lab, TV and media report 2016*

Viewership via ótraditionalô devices has declined with increased viewership on 

alternate devices such as computers, tablets and smartphones. 



Shifting consumer preferences present challenges to the traditional 

model

Source  - Ericsson Consumer Lab, TV and media report 2016*

Millennials and younger age cohorts view the majority of their content on mobile devices vs. TV  



The New World ïOTTôs

Source  - LG/CWC internal research, Ovum research

New routes to market

Digital Hardware

New market entrants



The New World

Distributors (Cable TV Operators)

Crowd sourced content 

(primarily social media)

Skinny Bundles

Pure OTT

Piracy

Disruption, revenue leakage and an expansion of content providers and 

new business models.



How do we adapt and respond to this disruption, 

shifting customer behavior and expectations?

AREA STRATEGIES

New business 

models

1. Content available as part of your mobile/broadband subscription

2. Slimmed down TV packages/services (Skinny bundles) to better target 

customer segments

3. Experiment with various models (Advertising based, subscription) etc. 

based on market dynamics

Innovation

1. Increased content availabiltiy on multiple devices

2. Deliver personalized recommendations, improved discovery of content 

and a better user experience

3. Additional payment methods capitalizing on prepaid subscriptions in our 

markets

Content

1. Use LIVE sports, local content and other relevant content  as a significant 

differentiator and defense against traditional competitors and illegal 

OTTôs.

2. Evolve content rights to optimise breadth and depth per market

3. Invest strategically to offer exclusive content in various markets

4. Partner with and integrate the best third party content into ecosystems

New customer propositions, increased content availability on multiple devices, 

improved personalization, discovery and a strong value proposition are key to 

success



Appendix



Reference case 1 ïUPC MyPrime

11

ÅProposition

ÅAvailable as part of select UPC Cable subscriptions or 

available to non-customers.

ÅValue Proposition

ÅAccess to a huge selection of the most entertaining films 

released in recent years, timeless classics and a wide 

range of entire TV series. 

ÅAvailable at no additional charge in select UPC cable 

bundles

ÅUser Experience

ÅIntuitive, carousel type UI

ÅContent proposition focusing on:

ÅTV & Series

ÅMovies ïSimilar recency and variety to Netflix/Hulu

ÅPrice ï

ÅNo Contract. C. US$10 /month

ÅDevice compatibility

ÅPC/Laptop, Xbox, Chromecase, Apple TV

ÅSmartphone/Tablet (iOS, Android)

ÅBrand identity and key messages

ÅóTake Back TVô is one of Sling TVôs key 

messages and speaks to the control, 

flexibility of the svc. vs. ótraditional cableô

ÅTarget customer

Å1p Cable subscribers, 3P customers.


