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CONTENTS

EVERYTHING CONSUMERS WANT

There is more content to enjoy and more 
opportunities to consume it. It needs to  
be easy for people to find what they want 
or viewers could be  paralyzed by choice.

EVOLUTION OF THE  
USER INTERFACE

The challenge is to evolve beyond the  
EPG while keeping TV familiar and simple. 
Search and recommendation are just two  
of the innovations needed, while the 
backwards facing EPG will be popular.

ENRICHING THE PROGRAMME GUIDE

The user interface should include richer  
and more independent editorial, including 
third-party ratings from websites.

WHAT DO YOU RECOMMEND?

Social recommendations and content provider 
recommendations will play an important 
role in helping people decide what to watch.

TOWARDS PROGRAMME  
GUIDE ADVERTISING

Content discovery goes hand-in-hand with 
the personalisation of TV and will help 
efforts to make advertising more targeted. 
The advertising industry believes the UI is 
an under-utilized inventory.

MAKING CONSUMERS  
TAKE NOTICE OF BRANDS

From display banners to content genre 
sponsors, Advertiser Generated Content 
and sponsors of recommendation features, 
there are many ways a brand can engage 
with viewers via the UI.

THE GROWING IMPORTANCE  
OF METADATA

Service providers must be able to cope 
with more metadata and richer metadata 
from more sources, without scaling data 
processing costs in proportion to video 
services. Metadata can also drive new 
merchandising opportunities.

THE COMPANION  
SCREEN EXPERIENCE

There is a widely shared view that much 
content discovery will be performed on 
smart portable devices. And like the Pay  
TV industry, CE manufacturers are pursuing 
a multi-screen strategy.

CLOUD-BASED  
CONTENT DISCOVERY

The content discovery experience must  
be network and device agnostic and there 
are signs that this functionality will migrate 
into ‘the cloud’.
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THE INFRASTRUCTURE  
CHALLENGE

Multi-screen TV places new demands on 
service providers including the need to 
increase headend capacity, provide adequate 
QoS, support multiple bit rates and formats, 
and guarantee content security across more 
diverse environments.

MULTI-SCREEN JAM TOMORROW

Service providers can expect to spend more 
time with their consumers across different 
screens, defending their existing business. 
The question is whether they can also 
translate time into dollars, and targeted 
advertising could make it realistic.

REVENUE SECURITY AND 
CONTROLLING THE TAP

With no prospect of a DRM shakeout, Pay 
TV providers must manage their revenue 
security for multiple devices across different 
networks. There is also growing support for 
the ‘digital locker’ as a way to encourage 
consumers to own digital content.

UNIVERSAL CONTENT  
RIGHTS LEAD TO SUCCESS

It is no coincidence that the relatively few 
successful true multi-screen operators have 
content rights spanning all their device 
platforms. The industry is working hard  
to unify rights for all screens.
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INTRODUCTION
VIDEONET ISSUE 6
MAKING ‘CONTENT EVERYWHERE’ PAY
The success of multi-channel digital TV, the uptake of 

managed service provider on-demand services and the 

rapid expansion of quality online video means there has 

been a dramatic increase in the amount of professional 

video content available to consumers. There is now an 

unstoppable trend to make all this content available 

everywhere, on every kind of video display device.

The often-stated consumer wish for “What I want, when 

I want it, where I want it” is about to be fulfilled. The speed 

of progress is being driven by the state of hyper-competition 

that now exists in the video marketplace, where Pay TV 

providers are no longer competing amongst themselves for 

those consumers who are willing to pay for content, but 

with OTT services to engage and monetize viewers. With 

online video now available on connected TV devices, 

packaged into attractive portal offers, the battle is being 

played out in the living room as well as in bedrooms, 

kitchens and at bus stations, airports, offices and parks.

In this issue we are focusing on two inter-related issues: 

how you can successfully scale multi-screen TV and how you 

monetize more choice (in terms of screens and content). 

Because a big danger for everyone, whether service providers 

or content owners (and therefore ultimately consumers if 

they want sustainable services) is that the current investments 

in delivering the ‘content everywhere’ dream achieves nothing 

more than maintaining current revenue streams. 

In the first report we consider how multi-screen TV 

can be delivered in a way that can be cost-effectively 

scaled. It considers the potential for advertising (including 

targeted advertising) as a way to complement any new 

subscription revenues and it also looks at how consumer-

friendly business models can be developed for paid 

content, and the practical issues associated with managing 

multiple DRMs in diverse environments.

The second report looks at how improved content 

discovery can help to monetize advanced TV services either 

directly or indirectly. We consider the business models for 

improved content discovery, how content discovery will 

be achieved in practice and how that, in turn, will shape 

the next-generation user interface. We consider the close 

relationships between content discovery, new advertising 

opportunities within the user interface and merchandising.

 These reports contain large volumes of original 

research including the latest strategies and thinking at 

(among many others): BSkyB, Sony, LG Electronics, 

PCCW, Decipher, Starcom MediaVest Group, Toshiba 

Europe, Vivendi Mobile Entertainment, BT Vision, Orange 

and Deutsche Telekom.

John Moulding Editor

CONNECT WITH VIDEONET
VIDEONET MANAGES THE MOST POPULAR DEDICATED 
LINKED-IN GROUPS FOR CONNECTED TV AND 3DTV, WITH 
MORE THAN 2,100 AND 1,100 MEMBERS RESPECTIVELY.
CLICK FOR MORE INFORMATION:

CONNECTED TV GROUP       3DTV GROUP



© 2011 Harmonic Inc. All rights reserved.

VIDEO TO ANY DEVICE
IP Cable

Harmonic offers a comprehensive, integrated portfolio of live and 
VOD multi-screen video delivery solutions. 

 • Preparation: encoding, live or file-based transcoding, 
  ingest, workflow management, network-attached storage

 • Distribution & delivery: library servers, intelligent 
  asset distribution
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  As a keen observer of shifts in the 
digital TV marketplace over the last several 
years, I can’t help but be struck by the 
successive waves of technical innovation 
that have failed to significantly disrupt the 
traditional model of paid delivery for video 
and entertainment services.

The current wave of innovation – related 
to multi-screen video services from digital 
TV operators – has certainly morphed a 
number of times in its few years of life.  
What started from a focus on the PC as the 
second screen in the home, moved 
through a “3-screen” model that includes 
mobile TV, to its current “N-screen” 
focus that includes the new tablet and 
connected TV devices.

With each wave of change, the 
Verimatrix team has been a steadfast 
believer that these new forms of video 
delivery are not fundamentally different 
entertainment offerings. Multi-screen serv-
ices are likely to be most successful when 
integrated into an existing pay-TV infra-
structure and operated as an extension of a 
traditional service offering. At the core of 
this belief is that consumers care little about 
the nature of the wire (or other technology) 
that brings this content to their home, but 
do care about the breadth and quality of 
experience (QoE). 

Furthermore, cable, satellite, terrestrial 
and IPTV operators already have access to 
the content, the subscriber relationships and 

the scale to make service delivery compelling 
whatever the physical distribution network. 
And in many cases they also provide Internet 
connectivity to the household. 

Most recently, it has become apparent 
that over-the-top (OTT) services with only 
on-demand content do not meet the widest 
consumer expectations. Being able to deliver 
on-demand and live content – including 
premium live content – marks the next 
phase of maturity in the OTT video market. 
This is one more indication that Internet-

based services are not very different from 
the profile of more traditional offerings. 
Effectively scaling an OTT service is easiest 
when the unmanaged network is integrated 
with existing back end infrastructure – 
sharing a proven head-end platform. 

It is especially clear that rights 
management between the pay-TV and OTT 
environments should be carefully controlled 
since glitches in this aspect of delivery  
cause havoc on the management of overall 
subscriber expectations. Most importantly, a 
single security platform clearly opens up the 

potential for flexible business models that 
can help up-sell OTT content for premium 
services and cross-sell over multi-network, 
multi-screen distribution. Such OTT business 
and rights management models are in a stage 
of being defined, and redefined. 

The good news for service providers is 
that the innovation among television tech-
nology suppliers is creating strong partner 
ecosystems that can provide advanced capa-
bilities for operators, but with options and 
flexibility for deployment.

We are excited to be sponsoring this 
report in cooperation with RGB Networks to 
explore several different perspectives on how 
traditional operators with existing services 
to the set-top box can introduce and then 
scale multi-screen TV services. Our intention 
is to address some fundamental technology 
and business issues, and ultimately advance 
the multi-screen conversation.�

Please drop us a line and let us know what 
you think at http://paytvblog.verimatrix.com  
or @VerimatrixInc on Twitter.

BY STEVE CHRISTIAN, VP OF MARKETING AT VERIMATRIX

Introduction: 
Signs of  
multi-screen  
video maturity

WITH EACH WAVE OF CHANGE, THE 
VERIMATRIX TEAM HAS BEEN A STEADFAST 

BELIEVER THAT THESE NEW FORMS OF 
VIDEO DELIVERY ARE NOT FUNDAMENTALLY 

DIFFERENT ENTERTAINMENT OFFERINGS.

STEVE CHRISTIAN
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  The launch of new video-enabled 
devices is becoming a regular event, with 
tablets and smartphones permeating the 
consumer electronics landscape. Joining 
internet-connected TVs and PCs as common 
video viewing devices, multi-screen video 
services are poised to go mainstream. 

The proliferation of these high-resolution 
IP devices is quickly increasing consumers’ 
expectations to be able to stream a wide 
variety of high-quality video - including TV 
programming and movies, as well as live 
sporting events and news - anywhere they go. 
This demand from subscribers for premium 
video across multiple devices is presenting 
video service providers with a serious problem 
- how do they deploy a multi-screen solution 
today that will scale easily and cost-effectively 
as demand grows and provide the reliability 
and quality required for a pay service? 
Operators must look to build and sustain an 
integrated IP network infrastructure that can 
efficiently and cost-effectively deliver high-
quality video to any device without putting 
undue burden on their network.

Current pay-TV service providers are in a 
unique position to take advantage of their 
backbone networks, which are already well-
engineered for multicast IP video distribution. 
However, they must select core video processing 
solutions that will smoothly integrate with 
content distribution networks (CDNs) for HTTP 
delivery to IP-based devices, while providing 
ongoing cost and operational advantages.

In order for operators to minimize 
financial and operation risks and actually 
see a profit from multi-screen video services, 
it is clear they need more cost-effective and 
scalable infrastructure strategies than the 
legacy transcoding solutions that have been 
utilized in early deployments. In response, 
the industry is investing heavily in the next 
generation of high-density, modular video 
processing gear that provides a much  
simpler way to transition single-purpose 
network infrastructures to a multi-screen-
ready state with high-performance transcoding 
and adaptive streaming delivery, enabling 
high-quality video consumption experiences 
over IP.

The capacity and scalability of these 
solutions address one of the key challenges 
to delivering premium video services to 
small screen devices. In order to offer  
the library of both live and on-demand 
programming required to compete in this 
market, a large number of video profiles 
must be created. These are the same video 
streams at various resolutions and bit-rates 
that must be generated to accommodate the 
growing number of video-enabled devices, 
including PCs, laptops, feature phones,  
and the quickly increasing number of 
smartphones and tablets. With the profile 
count in the hundreds, and rapidly growing 
into the thousands, operators require a 
highly scalable, high-capacity solution for 
real-time transcoding, along with a flexible 

solution to ‘package’ output streams for a 
number of adaptive streaming protocols, 
including Apple HTTP Live Streaming, 
Microsoft Smooth Streaming and Adobe 
HTTP Dynamic Streaming, while also 
providing encryption and support for digital 
rights management (DRM).

Delivered in a modular, carrier-class 
platform, these solutions not only help reduce 
expenditures and operational complexity,  
but provide operators with a way to expand 
their future video offerings without having  
to completely overhaul their networks.  

In addition, operators are seeking out 
solutions that provide integrated ad insertion 
across all screens, providing a new source of 
revenue to offset implementation costs. This 
is especially important for early business 
models that forego subscription fees to help 
drive consumer adoption of multi-screen 
services.

The shift to IP video delivery of video 
services creates the need for a fundamental 
change in the way content is delivered. Online 
and mobile viewing of premium content is 
rapidly becoming an accepted, if not required, 
complement to the traditional TV experience. 
As a consequence, video delivery service 
providers must now concern themselves with 
the challenge of extending their controlled 
TV delivery experience to a high-quality 
multi-screen IP video experience. With the 
right technology in place, the shift can be  
a smooth one.

BY RGB NETWORKS

Introduction: 
The path to a  
smooth multi-screen 
IP migration

STEVE CHRISTIAN
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The distinction between multi-screen TV and TV will eventually 
disappear as all video services inherently incorporate any device 
where we want to consume content. The challenge is to make 
multi-screen services more scalable, which requires advances in 
headends, networks, content rights and revenue protection.  
BY PHILIP HUNTER
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Making all TV  
multi-screen TV

   INTRODUCTION
Almost every Pay TV operator has a multi-screen strategy now 
and many are involved in laboratory or field trials, while some 
plan full scale launches this year. A number of big players, such 
as Orange in Europe and PCCW in Hong Kong, already have well 
established mobile TV services with varying levels of interaction 
between these and their fixed broadcast packages. The ultimate 
destiny is a coherent, unified and yet flexible multi-screen 
service, providing customers choices over delivery, device and 
method of payment, ideally served over a common 
infrastructure. It is not possible at present to bring mobile and 
broadcast TV totally into the fold since each has distinct 
platform requirements, with the former still mostly unicast at 
present. However, some operators such as Deutsche Telekom 
have shown that full integration is possible at the service level 

with common subscription and customer management within 
at least double-play packages. 

The end game for the whole digital entertainment industry 
is a multi-screen world where there is no distinction made at a 
business level on the basis of the target platform, with all 
devices served via a common headend and network 
infrastructure. This may not be as distant as some commentators 
think, and so operators need to be considering now how to 
migrate and scale their business accordingly. Scaling will have 
to occur across four dimensions: delivery infrastructure, the 
pay business model, revenue security and content rights. This 
report considers the issues under these four headings with 
examples of operators that have made progress in each case. 

Under infrastructure we consider the implications for the 
architecture at the headend, network, and at the customer’s 
end, referring to the debates between centralised and more 
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distributed approaches, and also the 
future of the home gateway. For the revenue 
model, we look at the changing role of 
advertising in a multi-screen world with 
greater scope for targeting, as well as the 
possible reincarnation of pay per view, or 
pay per day in Deutsche Telekom’s case. 

Under revenue protection we focus on the 
changing role of security in a multi-screen 
world where operators are looking for vendors 
that can help ensure that services can be 
delivered in a well mannered fashion to all 
devices, even though no single DRM (Digital 
Rights Management) controls all aspects of 

delivery any more. We will finally 
examine the thorny question of 
content rights, and assess whether it is 
feasible to have a single deal covering 
all platforms in a large region, even 
though PCCW has already achieved 
this within Hong Kong.

The conclusion is that while 
some operators have moved a long 
way towards the promised land of 
unified multi-screen services, there 
are many issues still to be resolved 
in the major markets of North 

America and Europe in particular, with  
content rights being the biggest hurdle. At 
least the major content houses, including 
Hollywood studios, have acknowledged the 
reality of the coming multi-screen world 
and are looking to exploit the opportunities 
presented by OTT (over-the-top) delivery 
through shorter release windows in return 
for higher purchase prices. This in turn will 
exploit progress on the content security 
front, in particular the emerging phenom-
enon of the digital locker, which in principle 
will allow consumers to buy once and play 
where they like. 

  PART ONE: 
THE INFRASTRUCTURE 
CHALLENGE  

Multi-screen services will extend the  
infrastructure in at least four ways for which 
operators need to be prepared, even if they 
do not implement the upgrades immediately. 
Firstly, the growing number of channels  
and proliferation of content will require 
expansion of headend capacity, along with 
measures including multicasting to ensure 
adequate quality of service (QoS). Secondly, 
the operator may have to expand beyond the 
existing footprint to reach subscribers in 
regions not served by the current infrastruc-
ture in the case of cable or IPTV, or that may 
not have a satellite dish. Thirdly, there are 
more target devices to contend with, requiring 
support for distribution at different bit rates 
and in more than one encoding format. 
Fourthly, content security has to operate 
across a more diverse infrastructure, but 
that is discussed under revenue protection. 

At the headend operators are seeking 
two things above all: a carrier class system 
that never fails and the ability to scale both 
upwards in terms of capacity and outwards to 
embrace elements of multi-screen output as 
required. This is the view of Nabil Kanaan, 
Senior Director for Product Marketing at RGB 
Networks, whose VMG (Video Multiprocessing 
Gateway) headend has been designed from 
the ground up as a cost effective scalable 
system for multi-screen services. 

“Our pitch in multi-screen video 
processing is two-fold,” says Kanaan. “Firstly, 
we provide a truly scalable platform where 
network operators can perform traditional 
video processing functions like seamless 
splicing and switching for ad insertion, or 
local programme scheduling along with 
MPEG-2 statistical multiplexing. Within this 
there is a choice between a ‘blade-only’ and 
‘software-only’ upgrade path to a full multi-
screen integrated product. 

“Then secondly, we provide the highest 
capacity and density device that becomes a 
key element in a scalable architecture, lev-
eraging both chip (ASIC) based and 



 
The VMG (Video Multiprocessing  
Gateway) headend from RGB Networks

 
Nabil Kanaan says one headend  
priority is scalability in terms of 
capacity and outputs supported
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software-based technologies to provide 
ultimately the most streamlined, operationally-
friendly and elegant solution on the market 
today for transcoding to multi-screen formats.” 

RGB’s VMG platform has a modular 
design that allows it to be deployed in a 
centralised or distributed approach in varying 
form factors. But in most cases the platform 
would be distributed largely for geographical 
reasons, for example if an operator had 
operations in different continents, rather than 
to achieve redundancy or scalability. The RGB 
approach is about concentrating capacity in a 
single system and then employing carrier 
class design to redundancy as protection 
against any point of failure. 

Kanaan argues that by making every 
critical component redundant and “hot 
swappable” with automatic failover, RGB 
actually delivers higher levels of availability 
than a distributed architecture based on 
smaller headend systems, with the advantage 
of lower complexity. “Those features more 
than offset any benefits of lower capacity and 
density devices, typically based on power-
hungry software CPUs that require more 
complex IP network configurations and 

possibly SDI baseband switching routers 
under the management of complex network 
management systems,” he explains.

Having established a single headend 
infrastructure for multiple screens, there is 
the potential for further cost savings by 
adopting a common encoding format for 
distribution, if that is possible. Encoding 
vendor Envivio has just accomplished this 
with its 4 Caster C4, which encodes video 
into a so-called mezzanine format that can 
then be adapted downstream to serve all the 
multi-screen formats. 

The idea is to encode content 
into a single master format at a 
relatively low bit rate of perhaps 20 
Mbps, which can be distributed over 
the common infrastructure. It is then 
encoded further downstream only  
at the point at which it is finally 
distributed over the last hop to the 
end device. This has two advantages: 
it saves core bandwidth through not 
having to distribute the same content 
in multiple formats, and it improves 
quality for OTT delivery by avoiding 
the degradation that can occur 
through multiple encoding cycles 

that can happen as online material is flipped 
from one format to another according to the 
needs of the destination device. 

“We envision that by having this 
mezzanine format you will be able to have a 
truly converged headend and work out 
dedicated transcoders or encoders at the 
edge, rather than carry all those formats  
on your internal network,” Envivio’s Director 
of Marketing and Communications, Bob 
Stockwell explains.

This should reduce operating expenses 
(Opex). “You don’t need as much power or 

cooling. The internal networking and 
storage required becomes much less as you 
can utilise existing infrastructure,” he adds.

PCCW, the Hong Kong quad-play operator 
whose Now TV service was one of the world’s 
first IPTV offerings, launched in 2003, is 
convinced that operators need to adopt a 
converged infrastructure to bring home a 
cost effective multi-screen service. “It helps 
having a common baseband source for 
re-purposing across our quad-play platform 
of devices,” says PCCW’s CTO Paul Berriman. 
“Fragmentation must be a contributor to  
the difficulties in bringing TV Everywhere 
together. TV Everywhere is a reality for us 
made possible by this harmonised multi-
screen approach.”

But Hong Kong is rather a special case 
with a dense population and compact 
network. In some cases operators with more 



 
Paul Berriman: Everyone benefits  
from cross-platform multi-screen 
content rights

PCCW IS CONVINCED OPERATORS NEED TO 
ADOPT A CONVERGED INFRASTRUCTURE 

FOR COST EFFECTIVE MULTI-SCREEN 
SERVICES. A HARMONISED APPROACH 

MAKES TV EVERYWHERE A REALITY

 
The Envivio 4 Caster C4 uses a common 
encoding format for distribution 
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complex deployments might be better off 
starting to deploy multi-screen services 
without striving too hard for a converged 
network on day one, according to Tore 
Meling, Director of Digital Entertainment at 
Canal Digital Norge, which offers cable, 
mobile and web TV services in Norway. 

“With one single infrastructure, it often 
means one single company handles a large 
part of the value chain, and as I have 
experienced, there is no company that is 
expert in everything including clients, 
servers, DRM, distribution, billing, and 
content management,” Meling comments. “So 
it may be valuable to have a few nimbler 
infrastructures rather than breaking the 
company’s neck by trying to create and 
operate one ultimate infrastructure.”

This debate between centralized and 
decentralized approaches is also flaring up  
at the customer end of the infrastructure in 
the home network, which will become a  
key element of multiplatform delivery given 
that the majority of content is – and will be 
- consumed around the house rather than  
on the move. The argument is between a  
centralized model with intelligence in the 
network delivering directly to devices from 

TVs to mobiles, and a decentralized approach 
with the processing devolved to an interme-
diate home gateway serving content in turn 
to those same clients in the home.  

Naturally set-top box makers favour  
the decentralized gateway approach, as  
this represents a natural evolution of their 
current products, while the centralized 
network serving approach would cut them 
out of the loop. But from the operator’s 
perspective it will come down largely to 
economics, according to Merrick Kingston, 
Analyst at Pay TV research firm IHS Screen 
Digest. It is a question of whether it costs 
more to provide the required storage and 
processing capacity in the network than to 
deploy gateways at each customer’s premises, 
and this will vary from case to case. 

“What proves more affordable will 
probably just depend on a given operator's 
financial predicament, and there are lots of 
variables to consider there,” says Merrick. 
“The other concerns are the extent to  
which an operator's choice ties its hands, 
and the rights implications of that choice. 
Decentralized, in-home, approaches may fall 
within existing rights or incur less venom 
from the content owners. By the same  

token, in-home distribution may 
seriously limit an operator's 
ability to reach new devices as 
and when they become available.”

This last point of client 
flexibility has been picked up by 
some mobile operators, which 
see an opportunity to bypass not 
just the home gateway but also 
perhaps the primary Pay TV 
service provider to reach devices 
apart from the main living room 
TV within the home. They may 
then be well placed to capture 
that customer’s whole digital 
entertainment business in the 
future. Meanwhile, they can 
exploit the fact that people watch 
most content, especially long-
form content, at home anyway. 

This is the approach of Vivendi Mobile 
Entertainment (VME), subsidiary of the 
French based telecoms and digital media 
group Vivendi, with its mobile distribution 
channel Zaoza, which is available in France 
and Germany. This provides movies, TV 
series, music and games on a subscription 
basis, with content held on the network 
within a cloud allowing subscribers to share 
material they are allowed to see with friends 
and family via a PC or mobile device. 

“We see ourselves as a real OTT service, 
and more content, especially movies and 
maybe TV series, will be consumed on a big 
screen in better resolution,” declares Sabine 
Anger, International Executive Vice President 
at VME. “I think mobile and the Internet 
are converging, and our service is about 
making content available when and where 
you want to watch it, whether in the 
balcony or in the kitchen.”

This idea that OTT, whether over fixed 
or mobile networks, will provide a more 
flexible and scalable approach to home 
content delivery than a network based 
solely on a fat gateway is endorsed by 
revenue protection vendor Verimatrix. 
“Gateway devices may represent an 

 
An example of multi-screen  
content security from Verimatrix.
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evolution by the set-top box makers to 
preserve their business,” says Verimatrix 
Marketing VP, Steve Christian, “but this 
type of solution seems at present to have a 
number of critical limitations.”

Even if true, this does not mean the 
attempt will fail, for to a large extent operators 
are dependent on what vendors serve up for 
them, but the comment does suggest set-top 
makers will have to work hard to produce 
compelling gateways that add sufficient value 
for both operators and consumers.

On the other hand, work has to be done 
by vendors and their customers in the network 
infrastructure arena if OTT services really will 
scale up to full HD broadcast quality on a large 
screen, whatever some OTT providers might 

claim today. Even technically advanced 
telcos such as BT, whose OTT strategy is 
wedded to the emerging YouView Internet 
TV platform, admit that their networks 
are not quite ready for prime time HD. The 
existing BT video service, BT Vision, 
works on a progressive download, with 
around 10 minutes buffering before play 
begins as insurance against temporary 
shortage of bandwidth, though trials are 
showing great quality HD at 7.5Mbps.

Meanwhile in Germany Deutsche 
Telekom can now deliver HD over broadband, 
but only over VDSL connections, which rely  
on fibre coming closer to the subscriber within 
1 Km, shortening the copper loops in order  
to increase the bit rate into the 20-30  
Mbps range. 

BT is moving in this direction by pushing 
fibre closer to the cabinet or kerb to enable 
HD delivery. BT is also upgrading its core 
network to carry a growing number of unicast 

channels at higher bit rates, and further is 
deploying a CDN (Content Delivery Network) 
to enable guaranteed end-to-end QoS from 
source to the access network. On this last 
front it is reliant on Cisco, its provider of 
network infrastructure for the CDN. 

Cisco has just rebranded its OTT 
strategy and product portfolio under the 
Videoscape logo, which has two aspects. 
“Firstly we provide a soft client to allow 
operators to download a client representing 
its user interface and EPG (Electronic 
Programme Guide),” says Murali Nemani, 
Cisco’s Director for Video Solutions, Service 
Provider Marketing. “The second part of 
Videoscape is to allow it to reach across 
unmanaged as well as managed networks.” 

This last part relies on deployment of 
various techniques, in particular adaptive 
bit rate streaming. Adaptive bit streaming 
has a number of flavours, with the key 
point being that it delivers the same 
content split into small chunks at several 
resolutions. The chunks make the streams 
more resilient against network glitches 
since only a small amount of content is lost, 
and the multiple streams ensure that the 
network can adapt in real-time to serve 

 
Steve Christian believes the digital locker 
system is important for ‘download to own’
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both different end device capabilities 
and varying availability of bandwidth. 

It should be emphasized that while 
adaptive streaming helps make the most of 
a variable network serving a variety of end 
devices, it is not a panacea, and OTT delivery 
will also require robust CDNs to succeed, 
hooking into high-speed access circuits. 
Indeed, the distinction between OTT and 
IPTV will become blurred. Best-effort will 
not be good enough for broadcast HD.

  PART TWO: 
MULTI-SCREEN  
JAM TOMORROW

Internet and mobile TV have the potential 
both to score revenue by gaining new 
customers, boosting subscriptions with pay 
per view (PPV) offers, and through targeted 

advertising to exploit the one-to-one 
relationship with the viewer. Inevitably 
there is an element of defence at this stage, 
with operators under pressure to keep up 
with their competitors in making content 
available to their customers when and where 
they want to view it. 

Nevertheless, if they can retain 
customers, then by distributing across 
multiple platforms they have their eyeballs 
more of the time, since numerous surveys are 
already showing that when consumers can 
access services via the Internet and while on 
the move they spend more time on screen. If 
operators can translate this extra time into 
revenue then at a stroke their multiplatform 
investments will start paying back.

For the moment though, few operators 
are actually exploiting the advertising 
potential of mobile or Internet TV, with most 
still feeling their way towards new revenue 

opportunities and unsure quite what 
these will be. “Offering mobile TV is 
definitely an advantage because 
customers have less tendency to churn,” 
says Olivier Dhotel, Director for Mobile 
TV at Orange in France. “Now the 
question is whether we can monetize 
multi-screen on its own. “We probably 
need to test different options.”

Even without advertising, 
opportunities exist within existing 
subscription services, especially if 
good content deals can be secured. 
Deutsche Telekom has successfully 
milked the rights to screen German 
Bundesliga soccer matches over both 
its IPTV service called Entertain and  
to mobile devices, by offering daily 

passes and also by bundling free offers with 
subscriptions to the packages. 

Mobile subscribers can watch by  
downloading an iPhone App and then either 
buying a subscription covering all Bundesliga 
matches over a period, or a daily ticket. Apart 
from the revenues generated, the service, 
with interactive features enabling subscrib-
ers to call up goals, past matches and statis-
tics, has made both the IPTV and mobile 
services much stickier, according to Randolph 
Nikutta, Deutsche Telekom’s Leader for  
New Media and Innovation Development. “It 
has proved extremely popular and also shows 
the advantage of a flexible business plan 
allowing both subscription and pay per day,” 
said Nikutta. 

Not all operators can have the best 
content, but many could do more to make 
the most of what they already have and 
ensure that their packages are as attractive 
as possible, according to Tore Meling at 
Canal Digital Norge. “Many people seem to 
forget the importance of having good 
Category Management routines for social 
and viral marketing and treating the service 
as a bakery,” said Meling. “Yesterday’s bread 
and buns do not sell.” 

Meling’s point is that new content 
should rise to the top of listings and 
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customers should be made aware of it over 
social networks and be encouraged to make 
use of recommendation. 

Despite apparent lack of enthusiasm 
from many operators at this stage, most 
vendors and many commentators believe 
that advertising will come to play a big part 
in creating new revenues from multiplatform 
services. The key, according to Nabil Kanaan 
at RGB Networks, is to enable operators to 
exploit their existing infrastructures and 
expertise. “That is why we are offering 
SCTE-based ad insertion for multi-screen as 
one option,” says Kanaan.

The reference here is to the SCTE 
(Society of Cable Telecommunications 
Engineers) 130 series of specifications for 
addressable advertising services primarily 
for large screen linear TV. This allows rules to 
be specified to determine which adverts are 
selected, how they are combined with the 
surrounding content, and which geographic 
zones or subscriber groups they will be 
targeted at. It is an example of a stream 
assembled model in that adverts are inserted 
in the network, with limited scope for precise 
targeting down to individual subscribers. 

“That option is very well understood in 
large screen content delivery, meaning that 
operator ad sales teams can easily value such 
ad opportunities, the operations teams can 
get up and running right away, and, very 

importantly, operators can shield themselves 
from the fast-changing Consumer Electronics 
(receiver) part of the network that is now out 
of their control,” Kanaan explains.   

Yet Kanaan admits that the alternative 
and emerging model of client advert 
insertion was the Holy Grail of the field 
because of its finer grained targeting down 
to the individual user. He emphasises that 
RGB supports this too. “We are providing 
the various technologies to allow HTTP 
based, or even client-based, ad insertion.” 

With this second model the idea is that 
the decision over which advert to insert is 
taken at the client device in the knowledge of 
the subscriber’s identity, nature of the content 
being watched, and perhaps other factors 
such as time of day and location. But there is 
a problem. Many mobile handsets lack the 
power to run client based ad insertion, 
something noted by Malcolm Stanley, General 
Manager for Monetisation at VOD system 
vendor SeaChange. “Many mobiles are not 
intelligent enough to implement a client-
assembled model,” he points out.

However, that is not the case for the 
new breed of tablet devices such as the 
Apple iPad, which in any case are really 
hybrids between netbook computers and 
smartphones. Stanley reckons these devices 
might kick-start client-assembled advert 
insertion, perhaps even by running SCTE 

130 to get the best of both worlds by 
supporting existing mechanisms. 

“You could implement SCTE 130 in the 
iPad, but you might want to go direct using 
IAB (Internet Advertising Bureau),” says 
Stanley. This would exploit the existing 
proven Internet model for advert insertion 
where the service responds on the basis of a 
request from the client. This could even lead 
to using Google for inserting TV adverts, 
just as many brands do now when users 
access web sites. 

But this approach may not be suited to 
TV content, and for the immediate future 
many operators will be seeking a way to 
provide some degree of targeting while being 
able to scale to multiple devices. This is 
where RGB’s technology comes in, according 
to SeaChange’s Stanley. “RGB can take the 
video in from a broadband chain and split it 
into multiple streams and splice a separate 
advert into each stream,” he explains. “You 
can then transcode into different variants, 
with one coming out for an iPad, another for 
the PC, and a third for a small screen mobile 
device.” That could prove a popular option, 
allowing operators to at least start targeting 
at the device level. 
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RGB Networks demonstrates an efficient 
multi-screen delivery architecture
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   PART THREE: 
REVENUE SECURITY 
AND CONTROLLING  
THE TAP

From a revenue security standpoint the two 
big multi-screen issues are the proliferation of 
DRMs that have to be addressed, since many 
are client specific, and the fact that consumers 
are often unable to play content they have 
acquired on all their own devices. This is a 
problem for security vendors as well, since it 
prevents them from having full control over all 
points of the delivery chain. 

There is no prospect of a dramatic DRM 
shakeout, according to Merrick Kingston at IHS 
Screen Digest. “We have the usual suspects: 
Microsoft's PlayReady and Windows DRM, 
Adobe's Flash Access, Apple's Fairplay and 
Marlin, plus a smattering of proprietary 
solutions from the traditional CA vendors,” he 
says. “It is quite possible that as a piece of 
content traverses different network domains, it 
will end up being wrapped with multiple DRMs 
by the time it reaches the recipient device.”

This only becomes an issue at the client 
end. “From a distribution perspective, this 
is not a problem,” Merrick continues. 
“Distribution networks have no reason but 
to remain totally and entirely transparent to 
whichever DRMs are in use. The problem 

with multi-DRM - and where standards 
could be useful - is on the device end. I 
would think of it this way: you can reach 
literally any given device with some form of 
DRM, but you definitely cannot reach all 
devices with any DRM.”

Some revenue security vendors are 
better placed than others to cope with a 
world where their own security cannot rule 
in all the places an operator wants to reach. 
Revenue protection specialist Verimatrix 
believes it has the right solution with a 
multiple rights approach that focuses on 
being able to manage all devices and service 
options under one system. 

“We are coming from a strong position 
in IP-centric security technologies,” notes 
Steve Christian. “For multi-screen, we are 
able to provide IP-enabled renewable 
security across all delivery network types 
with a single security architecture.”

The fact that Verimatrix technology 
does not actually exist on every target platform 
is then irrelevant, because no security vendor 
will be able to do that in any significant 
multiplatform deployment. “We are strong 
on certain delivery technologies to certain 
platforms,” Christian says. “But others are 
more established on other platforms, such as 
Silverlight on PCs, and it is tough to position 
against alternatives when it looks like there 
is zero additional cost to the consumer. But 

that is not the whole story as far as service 
providers’ business ambitions are concerned. 
This is where our MultiRights initiative 
comes in, providing a way to blend all the 
revenue and device management under one 
umbrella, which is where we can still add 
value to reach all the devices.”

Meanwhile Verimatrix’s position in 
multiple rights management, supporting 
different endpoints, has been strengthened by 
its recent acquisition of Comvenient, the 
German developer of traditional smart card 
based and cardless conditional access (CA) 
technology for a wide range of DVB systems 
and set-top boxes. Comvenient’s strengths 
complement Verimatrix’s IP based approach. 
It will allow Verimatrix to expand its DVB 
security solutions within its VCAS (Video 
Content Authority System) family, which could 
help persuade some more traditional operators 
to come its way for multiple platform 
deployment, where it is already strong.

The other important aspect of the 
content protection story lies with the 
emerging idea of the digital locker, which 
Christian regards as vital to establish a firm 
‘download to own’ model that spans different 
platforms and DRMs. A digital locker allows 
consumers, in principle, to purchase content 
once, whether in physical form such as a DVD 
or as digital content, and then play it on their 
devices, through a master copy residing in 
the network where rights are managed. 

Like some others, Christian regards the 
digital locker system called Ultraviolet, 
developed by the industry body Digital 
Entertainment Content Ecosystem (DECE), as 
the likely winner on this front. This is largely 
because of its support from heavy hitters across 
the digital media spectrum, including service 
providers like BT, Comcast, Cox Communications 
and Liberty Global, infrastructure providers 
like Adobe, Alcatel-Lucent, Cisco, HP, Huawei 
and IBM, CE (Consumer Electronic) makers 
like LG and Nokia, along with content  
providers such as Sony Pictures, Fox 
Entertainment and NBC Universal. These 
companies all belong to DECE. 

 
The Ultraviolet digital locker  
system has widespread support
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“We think it is a very interesting initiative, 
not least because it’s led by the studios, and it 
has aligned quite disparate thinking about 
business models and standards,” Christian 
comments. “The ‘download to own’ model is 
the fulcrum of the idea but the concept of  
the rights locker has more far reaching 
consequences, for example for VOD as well. 
Physical purchase of media would result in 
the same rights as electronic purchase.”

Indeed, Ultraviolet was motivated by the 
desire to restore interest from consumers in 
outright purchase of content rather than 
rental, since this is more lucrative for content 
owners and operators. “Electronic Sell 
Through is not taking off as well as we would 
like,” admits Tim Wright, VP for Worldwide 
New Media and Technology at Sony Pictures 
Europe and Co-Chair of Ultraviolet Europe, a 
group of DECE member companies plotting 
the European launch scheduled for later this 
year after the worldwide debut in the US. 

Wright believes that having a convenient 
place to store content that also provides 
access from any device might persuade 
consumers that a purchase is worthwhile, if 

the extra cost is not too great. In fact, 
UltraViolet will enable consumers to make 
physical copies of content they have 
purchased from online stores should they 
wish to, although as Wright points out, this 
will not be necessary because the source is 
backed up and rights are guaranteed. The 
content and the rights purchased will be safe 
even if all the users’ devices crash and the 
service provider concerned goes bust.

The idea of the digital locker is supported 
by many leading operators. This includes 
Orange in France, where Olivier Dhotel 
believes multiplatform services should 
recreate the value of the DVD. He thinks this 
will remove one reason that an otherwise 
honest consumer will buy pirated content, 
out of frustration that they cannot play 
material they own on all their devices. 

“By providing multiple rights around a 
single purchase, I think we are getting closer 
to the DVD value point, and then we think 
piracy will go down,” Dhotel reveals.  

At this stage Orange will not be 
supporting UltraViolet, which Dhotel regards 
as a largely US-led initiative. “I think the 
principle is good, to try and fix value for the 
different roles in the chain in order finally to 
protect that value. We are working on and 
studying alternative ways of doing that.”

In fact, mobile TV has its own security 
angle since the device itself provides a 
token of authentication backed up by the 
mechanisms that have evolved over more 
than two decades of the cellular industry. 
This presents opportunities for using a 
mobile handset to provide secure access to 
services on other platforms. Not many 
operators have taken this up so far, but one 
that has is PCCW in exploiting the 8,500 
Wi-Fi hot spots it already has to offload 
video from its congested 3G network onto 
the WiFi backbone. 

PCCW applies the standard Extensible 
Authentication Protocol for GSM Subscriber 
Identity Module (EAP-SIM) used for the 3G 


HAVING A CONVENIENT PLACE TO STORE 
CONTENT THAT ALSO PROVIDES ACCESS 

FROM ANY DEVICE MIGHT PERSUADE 
CONSUMERS THAT A PURCHASE IS 
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network to authenticate access and hand out 
encryption keys for use during a session 
over Wi-Fi as well. This is convenient for the 
user, since the security of the SIM avoids the 
need to enter a username and password,  
as is normally required for public Wi-Fi. 
“The NowTV client in the device looks for 
Wi-Fi first and, if available, uses it for 
NowTV. If not available it reverts to 3G 
unicast,” explains  Paul Berriman. “This is 
quite effective to offload data from the 
heavily used 3G network.”

Already then, some operators are 
exploiting existing content security and 
authentication mechanisms to save money 

and boost profit margins in various ways. The 
bottom line, summed up by Steve Oetegenn, 
Chief Sales and Marketing Officer at Verimatrix, 
is that operators must retain the ability to 
turn off the content tap. Without that sanction 
there can be no revenue security.

  PART FOUR: 
UNIVERSAL  
CONTENT RIGHTS  
LEAD TO SUCCESS

It is no coincidence that the relatively few 
successful true multi-screen operators have 
content rights spanning all their device 
platforms. Equally, it is not surprising that 
operators yet to achieve this success 
complain that lack of such rights is holding 
them back. Deutsche Telekom is in the latter 
camp, currently discussing how to extend its 
IPTV service called Entertain to OTT 
delivery. Content issues are a sticking point, 
according to Randolph Nikutta, who has 
alluded to the current conflict between Time 
Warner in the US and content providers. 

This dispute is all about iPad access, 
which has become a choke point for 
multiplatform content rights because of its 
significance as a bridge between the mobile 
and fixed line TV worlds and great TV viewing 
potential. Time Warner launched an iPad app 

which it assumed would be fairly innocuous 
because it only operated within a customer’s 
home network. But that, as we have seen, is 
precisely where people consume most of 
their mobile content. So a number of content 
providers such as Viacom, owner of MTV 
Networks, BET Networks and Paramount 
Pictures, are vehemently objecting to the 
inclusion of their channels in the application. 
Deutsche Telekom is among operators watching 
from the sidelines to see how such disputes 
play out before making a major OTT move.

At PCCW the path to universal content 
rights has been smoother, partly because of 
its limited geographical reach. “We always 
try to negotiate cross-platform multi-screen 
rights with as many of our content partners 
as possible and they will be the first to tell 
you that we all benefit from it,” says 
Berriman. “It seems much more difficult to 
achieve this in places like the USA due to 
fragmentation in operator platforms.”

In France, Orange also believes the key 
to success lies in cross-platform content 
rights. “One key success factor for us was the 
content rights negotiations,” Olivier Dhotel 
reveals. “From the beginning we built our 
business plan around this and obtained 
content rights across five different screens.” 

However, Dhotel admits that converged 
rights between mobile and fixed line services 
have yet to be achieved. “That is probably 
another development step because for 
mobile TV, rights tend to be marketed 
separately still.” Yet he is convinced that full 
content rights across all screens will yield a 
further increase in overall TV consumption. 

Today’s content rights issues illustrate 
that we are in a period of transition but the 
eventual goal for everyone must be to support 
the most popular content on the most 
popular devices. This is what consumers 
want and the industry must respond. As 
more content moves onto more screens, any 
technology or business model weaknesses 
will be exposed. Scalability is becoming 
crucial. The question is not just how to do 
multi-screen TV, but how to ensure that all 
TV can become multi-screen TV.

 
Multi-screen TV from Time Warner Cable
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 Today’s market is bourgeoning with 
“smart devices,” from tablets to TVs to any 
device that can connect you to the Internet. 
The industry has gone through many iterations 
of the smart TV and we’ve seen fluctuation 
in consumer adoption.  In a survey conducted 
by RedShift Research in the UK in 20101, 
connectivity ranked third in importance, after 
resolution and screen size, in consumers 
considerations when purchasing a new TV set. 
Yet, with the turn of the year, we’re seeing 
increased growth and adoption of connected 
TV sets. According to In-Stat, Web-Enabled CE 
Devices will reach one billion by 20152.

Consumers are starting to understand 
the value that connected “Smart” devices 
bring to the entertainment experience. 
However, as we step into this new world 
of connected everything, we need to be 
cognizant of how we can continue to make 
the entertainment experience enjoyable 
for consumers. TVs are entertainment 
devices that should allow consumers to 
lean back and enjoy. The most important 
technology a TV can have is the ability to 
access a wide variety of entertainment choices 
and help the viewer choose the content that is 
best for them or their family. 

Guidance and discovery will  
remain key moving forward
The entertainment industry, from the 
content creators and distributors to service 
providers, is going through a massive 
change. Content availability, whether through 
paid services or ad-supported, is being 
debated between the major stakeholders. 

While the end result on which business 
model survives has yet to be revealed, the 
implications are that there will be an 
increase in broad access to content. In 
addition, there has been a rise in solid 
programming on newer or non-traditional 
networks and less expensive programming 
to produce, like reality shows.  

With the influx of more content availa-
ble through multiple distribution channels 
and individual service providers within 
those distribution channels, consumers will 
not only have a large breadth of content to 
choose from, but a variety of different serv-
ice options to navigate through to access 

content. This makes the easy task of turning 
on the TV and deciding what to watch more 
complicated than necessary. And while the 
access to a broad variety of content is 
appealing, without guidance and discovery 
technologies, the myriad of choices will 
eventually tire consumers. At the basic 
level, the connected TV will need to offer to 
consumers some intelligence in sorting 
through content and the electronic program 
guide is going through major modifications 
to meet this need.  

Smart TVs need to be more  
than just connected TV sets 
Beyond accessing additional content availa-
ble, there is a greater value in connecting 
TVs and other devices to the internet – the 
ability to use the cloud services and APIs to 
develop even Smarter TVs.  The entertain-
ment industry, TV manufacturers and serv-
ice providers now have greater flexibility to 
experiment and incorporate services with-
out having to permanently embed the tech-
nology in the device. 

The next generation of connected TVs 
will bring with it aggregation of content, per-
sonalization and recommendations technology. 

Along with these services, it will offer a greater 
way for TV manufacturers and service providers 
to monetize their offering – advertising 
capabilities outside of the traditional 30 
 second spot. It will use metadata pervasively 
to search for and connect consumers to con-
tent. It will have a lot to offer the consumer 
in their search for what to watch. 

But potentially, with the ability to innovate 
through the availability of cloud services APIs, 
the next killer application for the TV may just 
be around the corner from being launched.

BY COREY FERENGUL, EVP OF PRODUCTS, ROVI CORPORATION
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1) The research conducted by RedShift was commissioned by Rovi Corporation, September 9, 2010; http://www.rovicorp.com/company/newscenter/pressreleases/1434_13997.htm

2) In-Stat research, The Global Market for Web-Enabled "Smart" CE Devices, February 2011; http://www.instat.com/abstract.asp?id=99&SKU=IN1004651RC
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In the era of hyper entertainment competition 
and multi-screen TV, the consumer will be king. 
They will have more content available from more 
places than ever before. The key to customer 
loyalty, revenue growth and market share is to 
bring them the content they want. Content 
discovery is going to become mission-critical  
and will revolutionize the User Interface.     
JOHN MOULDING REPORTS

Content  
discovery  
takes  
centre stage
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   EVERYTHING CONSUMERS WANT
In the era of hyper-competition and multi-screen TV, where the 
Pay TV, traditional broadcast, online content and Consumer 
Electronics industries compete for eyeballs, the consumer is the 
big winner. The often-stated wish for “What I want, when I want 
it, where I want it” is about to be fulfilled. There is more content 
to enjoy and more opportunities to consume it. 

The big danger for everyone is that consumers get too much 
of a good thing and are paralyzed by choice, or else deterred from 
exploring the new possibilities because it requires that they leave 
their comfort zone – the familiar simplicity of the television user 
interface. But competition demands that everyone invests in the 
‘content everywhere’ future so if viewers stick with what they 
know and turn down the chance to watch more advertising-
funded programming, or make more pay per view purchases, or 

they fail to upgrade to better subscription bundles, how is the 
industry going to monetize its innovation?

Of course viewer loyalty is a reason in itself for delivering an 
increasingly connected and multi-screen TV future. But if Pay TV 
providers and CE manufacturers want new revenues as well they 
must make it easier to connect consumers with content. That is 
why there is an increasing focus on the process of content 
discovery as part of a next-generation user experience (UEX), 
which manifests itself locally on each device in the shape of the 
User Interface (UI). 

Aurelien Labrunge, Consultant at the French consulting 
company Solucom, whose clients include Orange, says you cannot 
describe content discovery as being business critical yet, because 
at this point it is not important enough to the consumer. But he 
says it is a major challenge for service providers looking ahead. 
One company that spoke early about the opportunity to 
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differentiate through content discovery 
was UK cable operator Virgin Media, which 
views its future role as the ‘trusted guide’ to 
consumers in their increasingly complicated 
entertainment lives.

The more someone invests in content, 
the better the return they are likely to get 
for their efforts in helping people find it. 
Brian Lenz, Director of Product Development 
at BSkyB notes that with his company 
investing more than £2 billion in content 
every year, helping customers find their 
way to that content is a huge priority. It is 
one that has led the company to develop 
sophisticated multi-screen and multimedia 
solutions, from iPhone and iPad apps that 
enable remote record requests to online 
content recommendation and the use of 
Facebook groups and Twitter to drive 
interest in programming.

Roi Ophir, VP Product & Marketing at 
Jinni, whose recommendation engine is  
now being harnessed by Pay TV providers, 
believes the key benefit of improved content 
discovery is increased user satisfaction and 
increased consumption, especially of long-
tail content, which provides higher margins 
for TV operators. And in the CE market, Sony 
is very confident that content discovery can 
improve the business model for a connected 
TV service offering.

Edd Uzzell, Propositions & Service 
Development Manager at Sony, says: “If you 

are offering an easy, seamless and 
integrated experience from discovery 
through to purchase, then of course 
you are more likely to drive paid 
consumption of content.” 

Search and recommendation will 
play a key role in this process for 
everyone. According to Uzzell, “There 
is a definite need for some form  
of recommendation or smart layer 
between consumers and content that 
over time learns your preferences, 
otherwise you run the risk of giving 
too much choice so consumers are 
overwhelmed with options.” 

  EVOLUTION OF 
THE USER INTERFACE

In order to provide the content choice people 
want, in a consumer friendly way, the whole 
television user experience is undergoing 
something of a revolution. To start with, the 
user interface is now much bigger than just 
the Electronic Programme Guide (EPG) and 
it is evolving into a gateway that provides 
access to personal media stored on a home 
network or even in cloud media services like 
online photo stores for display on TVs. In the 
Pay TV world there is much interest in how 
over-the-top (OTT) content can be integrated 
into the ‘walled garden’ service offer.  
This could mean partnerships with 
complementary online channels but in some 
cases may mean giving visibility to online 
VOD (Video on Demand) stores. 

Corey Ferengul, Executive VP Products 
at Rovi Corporation, whose TV guide, 

metadata and advertising services are used 
by cable operators and a growing number of 
CE vendors for connected TV, believes the 
Pay TV market could pursue a low-risk 
strategy of partnering with online content 
providers who do not compete, like someone 
providing short-form professional comedy 
content. But ultimately he expects service 
providers to open up to more providers 
with the aim of monetizing the OTT content 
they introduce, whether through advertising 
or other revenue models. 

“For service providers there is a risk 
that the consumer is running other devices 
today without their interface or control,” he 

points out. “The end game must be to create 
an immersive experience with a portal that 
gives consumers access to all their enter-
tainment, even if the service provider does 
not own some of it. The risk is that if they 
do not do that, people will move elsewhere.”

Last year the German research and 
consulting company Goldmedia GmbH 
published a report in partnership with 
Screen Digest outlining the need for the 
traditional grid based EPG to evolve into 
something more meaningful. According to 
Mathias Birkel, Senior Consultant at 
Goldmedia, “The EPG is evolving into an 
interactive personalized and integrated 
entertainment guide.

“Whether on the television, the Internet 
or mobile, the EPG of the future locates 
content that is of interest for the specific 
user. Not only will it offer automatic 
recommendation – either personal TV 
channels or personalised programme 

THE END GAME MUST BE TO CREATE AN 
IMMERSIVE EXPERIENCE WITH A PORTAL 
THAT GIVES CONSUMERS ACCESS TO ALL 

THEIR ENTERTAINMENT, EVEN IF THE  
SERVICE PROVIDER DOES NOT OWN SOME 

OF IT. THE RISK IS THAT IF THEY DO NOT  
DO THAT, PEOPLE WILL MOVE ELSEWHERE



 
Corey Ferengul believes it is a risk  
for Pay TV operators to maintain  
the current business model
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tips – it will also include suggestions 
from friends and from customers with similar 
interests from sites like Facebook.” 

He added that the EPG is the central 
gateway to the viewer and is decisive for the 
brand experience and customer loyalty. “It is 
also an important source of revenue for VOD 
services and interactive features and has 
significance as a transactional platform and 
a potential advertising platform.”

The challenge for TV services is to take 
the mass-market with them, which means 
harnessing the familiarity of the guide while 
introducing new concepts. This applies equally 

in the connected TV marketplace. As Stacey 
Seltzer, Consultant, Smart TV at LG Electronics 
points out: “In the near-term, the programme 
guide is likely to continue to dominate as old 
habits die hard, and new ways of discovering 
content are not yet ‘ready for prime-time’. 

“Over the next few years, however, 
as connected devices become more 
prominent both in the home and 
overall in the market place, we expect 
content discovery to expand far beyond 
this relatively constrained format.”

In January, the Hong Kong 
based IPTV pioneer PCCW launched 
its new EPG with a number of 
changes aimed at making the content 
discovery process easier, including 
panels that include recommendations. 
Paul Berriman, Chief Technology 
Officer at PCCW, admits: “As the 
applications grew, customers using 

the older, more traditional EPG had difficulty 
discovering or finding some features. The 
new EPG changes that dramatically and 
feedback has been very good. It makes it 
easy to find content discovery and 
interactive services.”

PCCW is one of many service providers 
adapting or even reinventing their guides for 
a more sophisticated media age. Bo Valsted, 
Product Marketing Manager for EPGs and UIs 
at NDS, which has a rich heritage in Pay TV 
middleware and the user interface, goes so 
far as to suggest that the main point of the 
next-generation UI is content discovery. 

“Content discovery will be mission 
critical to the TV business model,” he says. 
“Content is still king but with the ever-
growing amounts of content and sources, 
allowing viewers to easily discover their 
preferred content will be critical. Basically 
this is what next-gen UIs are about: redefining 
the TV user experience to make content 
discovery in the new world as easy as zapping 
or entering a channel number.”

In late 2009 research company In-Stat 
coined the term Content and Service Discovery 



 

 
Gerry Kaufhold has outlined  
how the UI is going to evolve

 
YouView will make a big play 
of how on-demand and linear 
TV is merged seamlessly 
when it launches next year
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Guides to describe the next-generation of 
programme guide. The company is publishing 
another major report on content discovery 
this month and Principal Analyst Gerry 
Kaufhold outlined recently how the UI will 
evolve over the coming years.  

“First, we already have some new 
on-screen displays that show three vertical 
columns,” he says. “The first column is the 
traditional broadcast content, the middle 
column is over-the-top content from the web, 
and the third column is what is available from 
the household’s in-home network-attached 
devices. The second wave will start with that 
same group of available content, but will sort 
it using some kind of intelligent filter and limit 
what gets displayed to avoid duplication and 
provide a cleaner look on-screen.”

The next wave includes the broadband 
‘up/down’ channel and at this point the 
content discovery engine finds the content 
that is available for this subscriber household 
and then, once a choice is made, apps get 
attached to that choice. “Imagine finding a 
Tom Hanks romantic comedy and the ‘app’ 
shows Tom on the red carpet walk during the 
Oscars, or at Cannes, and you can watch that 
for free just before the movie rolls,” Kaufhold 
says. “And, of course, an advertisement plays 
or is overlayed on the video.”  

  DRIVING ON-DEMAND 
CONSUMPTION

Despite the growth of on-demand consump-
tion, many consumers (and especially older 
consumers) still have a strong affinity with 
channel brands. Labrunge at Solucom argues 
that channels will remain the dominant way 
that the mass-market consumer finds con-
tent for the foreseeable future and that it will 
take years for any migration towards more 
piecemeal discovery of separate content 
assets. “Channels are strong on content and 
strong on brands and I am sure they will not 
disappear,” he says.

This affection for channels is being 
acknowledged in the way many time-shift 

services are now being presented. The 
increasing fusion of linear and non-linear 
within the user interface also fits with the 
fact that, according to UK audience research 
board BARB, on-demand TV actually 
stimulates live, linear viewing. The most 
obvious illustration of how linear TV can lead 
people to on-demand services is the 
backwards-facing EPG, an innovation with 
mass-market winner written all over it.

Ian Mecklenburgh, Director of Consumer 
Platforms at Virgin Media, spoke recently 
about the likely impact this will have. On the 
TiVo-based next-generation platform that 
Virgin is now deploying, viewers can navigate 
left as well as right in the guide. “That sounds 
very simple but it is very, very powerful,” he 
says. For Virgin this approach could combine 
classic cable VOD or catch-up TV with IP 
broadband delivered video assets. “The EPG 
is something people are familiar with and the 
key thing is that you are not sending them off 
to another application,” he comments.

The channel guide on FetchTV, a  
UK connected TV service using hybrid  
IP/DTT retail set-top boxes, also includes a 
backwards-facing EPG. However, the company 
has gone further in encouraging the discovery 
of on-demand services by including PVR 
recordings in the left/backward side of the 
programme guide, where it is mixed with 
catch-up TV. A channel-centric approach also 
means that all the on-demand assets, whether 
stored locally or in the network, can be found 
under a channel listing. 

YouView, the much-heralded connected 
TV platform from some of the UK’s major 
broadcasters and ISPs, will also make a big 
play of how on-demand and linear TV is 
merged seamlessly when it launches next 
year. The plan is to combine digital TV 
channels (delivered via digital terrestrial) 
with the last seven days of broadcaster catch-
up content (delivered via broadband). “It is 
not just about extending the range of  choice 
but about making sure the journey 
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between the linear channel and on-demand 
content is seamless,” a spokesman says. 

Valsted at NDS points to the way 
Portuguese cable operator ZON has imple-
mented its Snowflake user interface platform 
as another example of how to take the mass-
market with you. An extended programme 
banner contains the familiar ‘Now and Next’ 
information but also promotes and provides 
easy access to recordings from the channel the 
viewer is tuned to, as well as the wider ZON 
VOD offer. “This is a very good example of how 
to introduce new content discovery modes 
based on existing and proven ones, namely 
zapping and the programme banner,” he says. 

  ENRICHING THE 
PROGRAMME GUIDE

The new generation of programme guides, 
not to mention the wider user interface, is 
going to look much more appealing to users, 
which alone could encourage people to 
explore content. ZON is using a broadband 
return path to download posters and images 
to illustrate content and that is likely to 
become a benchmark requirement, given 
how powerful artwork is when looking for 

movies or music in particular. Picture-
in-picture is another innovation that 
brings the programme guide to life, with 
moving miniature channels playing in 
the boxes that were once only text.

Service providers can also harness 
richer editorial about programming, not 
necessarily on the TV but certainly through 
their websites and tablet/smartphone apps 
as they develop their multi-screen offers. 
Research commissioned by TV Genius last 
year (based on a survey of 3,000 European 
TV consumers) showed that traditional 
media such as magazines have a stronger 
influence over what people decide to 
watch than today’s EPG. 

Tom Weiss, CEO at TV Genius (a  
TV guide, search and recommendation  
provider) highlighted the opportunity to 
incorporate the best features of maga-
zines, such as previews and recommendations, 
into the programme guide. “The difference 
between the programme guide and old 
media is that old media has opinion,” he 
pointed out. “A newspaper tells you something 
is good or not worth watching, not just the 
fact that it is on television tonight.”

NDS has been showing how a tablet can be 
used in front of the main television (and outside 
the home) to present a graphically rich user 
guide that replicates the best of a glossy, 
printed TV guide magazine with content 
related interactivity. Valsted says adding your 

own editorial is not a necessity yet but 
definitely adds to the value of the programme 
guide and next-generation UI generally. 

He believes a more likely first step in 
terms of additional information is to leverage 
the connectivity of modern set-top boxes to 
add contextual reviews, ratings and related 
content based on existing web services. That 
can take the form of contextual TV widgets 
and apps like what you can find in the IMDb 
(The Internet Movie Database) and YouTube, 
where content available under now/next also 
comes with a star rating.

Ferengul at Rovi highlights the 
Rotten Tomatoes website to illustrate 
how ratings can be used for editorial 
enrichment. This site lists the top box 
office movies by takings and also gives 
them a 'tomatometer' percentage 
rating based on the published reviews 
of major print, broadcast and online 
media. He says this is an example of a 
service that could be integrated into 
the TV user experience to engage 
people in content. 

Rovi is one of the companies 
doing most to bridge the gap between 
the old and new television era, 
thanks to the way it is complementing  
its well-known cable Interactive 
Programme Guides (IPG) with a 

 
Tom Weiss suggests there should be  
more opinion in programme guides.

 

 
Cable operator ZON provides easy  
access to recordings via its user interface. 
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multi-screen search and discovery 
application (TotalGuide xD) and thanks to 
TotalGuide, a metadata-rich gateway to 
broadcast, premium, Internet-based and 
personal content aimed primarily at the CE 
industry.

Launched at CES 2010, TotalGuide 
introduces many of the concepts that will 
drive the future of content discovery.  
These include rich TV listings, enhanced 
data and imagery and advanced search  
and recommendation technologies, including 
recommendations based on editorial reviews, 
personal preferences, social networking, 
favourites and keywords. It also provides a 
good example of how extensive descriptive 
metadata can be harnessed to fuel the content 
discovery process, with links to over 2.5 
million TV programme descriptions, 120,000 
celebrity profiles and a searchable database 
on TV shows dating back to 1960. 

The extent of the metadata means 
service providers can enrich the programme 

experience with all kinds of rich media, 
whether it is behind-the-scenes extras, video 
clips, logos, images, sports information or 
music, for instance.

In an example of how the discovery 
process already works online, the users of 
Rotten Tomatoes are invited to 'Watch 
Trailer', find ‘Tickets & Showtimes’ or 'Add 
to Netflix', which means adding the DVD to 
your Netflix Queue. You are also greeted by 
banner advertising, providing another clue 
to what is going to be possible in the  
 TV environment as it starts to fuse the best 
of lean-back video and the interactivity of 
the web. 

Rotten Tomatoes also tells users how 
many Facebook 'likes' a movie has next to 
the 'Like' icon so you can log in to Facebook, 
rate the movie yourself and see what your 
friends think of it. Ferengul says social 
recommendation and expert opinion are 
both going to be important parts of the 
television content discovery experience.

 

   WHAT DO YOU 
RECOMMEND?

There is a growing belief among content 
owners, service providers and relevant 
television industry vendors that social 
recommendation, like the Facebook ‘Like’ 
ratings, is going to play an important role in 
television viewing. This is not a universally 
held view, however. The research TV Genius 
conducted last year suggests the influence 
of social recommendation depends on  
the media. The evidence then was that while 
this is an important source of content 
discovery for online video, people do not 
take any notice of the recommendations 
from friends and family in the classic 
television environment.

Tom Weiss said the reason for the 
apparent inconsistency was the infrastructure 
that is available to help people find content in 
each case. “There are a lot of content discovery 
opportunities in place for television, like the 
EPG, magazines and newspapers, so you do 
not need to rely on friends and family because 
there are more authoritative sources,” he said 
at the time. “With online video, none of that 
infrastructure is in place so it is harder to find 
what you might like, though that infrastructure 
will become available online.”

There are practical concerns about this 
form of discovery, too. Speaking at IBC last 
year, Simon Nelson, Controller, Portfolio & 
Multiplatform at BBC Vision, said the best 
way to discover content on the Spotify 
subscription music service is from friends 
but complained that his friends were not 
suggesting enough playlists. “I am now 
relying on one or two friends for my music 
discovery.” His point illustrates at once how 
influential social recommendation can be 
(certainly in this environment) along with 
the practical limits of relying on our peers to 
find new entertainment.

Ophir at content recommendation 
specialist Jinni thinks social networking will 
be an important way to find content on TV 



 
Rovi's TotalGuide xD provides a multi-screen 
search and discovery application.
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but that the current models are not targeted 
enough. “People have tens or even hundreds 
of friends on Facebook and what do you 
really know about their tastes?” he asks. 
“Does a Facebook friend recommendation 
really add value for me? 

Jinni provides its website users with a 
detailed entertainment personality based on 
the kind of content they like and then matches 
this to anonymous ‘taste neighbours’ with 
the same tastes, whose own viewing can then 
provide a guide to future content choices. 
Ophir thinks the way to integrate content 
discovery with social networking is to find 
out who among your Facebook friends is 
also a taste neighbour.

Despite the social media buzz, the more 
important form of recommendation for the 
mass-market could be the type provided 
directly from service providers. This will be 
another weapon in the armoury alongside 
ratings and search. As Ferengul points out: 
“People want the expert view. They also 
want to know about similarities between 
content, so if you liked this movie, here are 
the other movies you might like.” 

Rovi talks about ‘six degrees of 
separation’ to explain the journey of 
discovery that consumers can embark upon 
when they look for shows that share the 

same actors and directors, etc. As the 
ultimate purpose is to drive consumption, a 
key part of the value-add must be to show 
people where they can view the content  
as well, and that requires that service 
providers have access to a constantly 
updated database of the ever-expanding 
content universe both in the free-to-air, Pay 
TV and online environments. 

To maximise the value of 
recommendations, Jinni assigns a range of 
semantic tags to content that take in factors 
like mood, attitude and story elements. 
These tags are the basis for what the 
company calls the Movie Genome, like its 
DNA. As an example, the Genome for the 
film Juno, a family drama about a teenage 
girl who gets pregnant, is tagged with: feel 
good, humorous, pregnancy, teenage life, 
coming of age, irreverent humour, serious 
and realistic, among other attributes. In 
total Jinni has 2,200 semantic tags and 
applies 40-60 to each piece of content.

Jinni has its own consumer-facing 
website and is increasingly targeting the 
service provider market, with Belgian IPTV 
provider Belgacom already powering its 
online and iPhone content discovery with 
Jinni know-how. 

Ophir says it is important to explain to 
users why they are being recommended 
content. Thus, if you liked Juno, one 
recommendation is ‘Little Miss Sunshine’ 
and Jinni tells you it is like Juno because 
both share a weepy mood, have irreverent 

humour, take place in 21st century USA, are 
based around eccentric families and are 
suitable for date nights, etc. “This is an 
important feature that builds trust for the 
viewer and we know from feedback that this 
is important when they are choosing the 
right recommendation,” Ophir says. 

 
Jinni wants to help consumers  
create their own taste channels
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  TOWARDS PROGRAMME 
GUIDE ADVERTISING

Content discovery goes hand-in-hand with 
the personalisation of television, with one 
driving the other. One of the ways the 
content discovery process can be improved 
is if people log-in to the TV experience 
individually. The incentive for doing that 
could be to enjoy a personalised collection 
of apps or even personalised channels, and 
to benefit from recommendations that are 
relevant to you. This also suggests that the 
content discovery process is going to be 
closely linked with advertising as the TV 
industry looks to make that more targeted. 

“We think TV log-ins are not only 
realistic, but that is something that consumers 
will demand,” Edgar Villalpando, 
SVP Marketing for ActiveVideo 
Networks, declares. His company 
has been pioneering the concept of 
a cloud-based user interface, as 
well as personalisation and the 
integration of over-the-top content, 
and earlier this year a major US 
cable operator began to offer  
web-like navigational mosaics that 
can be personalized by the user, 

harnessing its technology. Viewers can select 
up to nine channels that can be displayed on 
the mosaic at any one time. 

“If I am an advertiser, I can place ads 
based on what is on that mosaic,” he says. “I 
may not know who the viewer is, but I know 
his or her nine favourite channels. That is 
tremendously valuable information. In a 
personalized world, I am going to watch 
content and advertising that is tailored to 
my interests, not tailored to those of my 
spouse or my son or my daughter.”

Companion screens are also going to 
help encourage people to identify themselves, 
leading naturally to a better understanding 
of which individuals, rather than which 
families, are using the TV service. “That will 
definitely happen,” Villalpando says. “And 
frankly, we do not think people will need 
encouragement to identify themselves once 
they get used to the concept.”

Nick Troiano, President of BlackArrow, a 
company specialising in advanced advertising 

technologies, adds: “Most people do not 
realise that in the US, 70% of TV viewing is by 
one person in front of the TV screen alone. 
That suggests that logging into the TV 
experience would be beneficial, certainly if it 
gives them a better experience.”  

The CE market could play an important 
role in taking television beyond the household 
level to the individual level, especially when 
the focus in some markets, where flat-panel 
TVs are in most living rooms, is turning 
towards connected TVs for the bedroom and 
kitchen. In those environments there is far 
less social viewing and much more solo 
viewing. But wherever the TV is, CE vendors 
look upon the user interface as a place where 
they can harness personalisation and develop 
advertising revenues.

Tom Wolfe, Senior Director Advanced 
Advertising at Rovi, views advertising 
within the IPG as a huge opportunity. “There 
are a couple of distinct advantages for IPG 
advertising over other forms of interactive 

 
Nick Troiano says logging into the  
TV would be beneficial for viewers

 
ActiveVideo Networks  
demonstrates social chat  
about TV shows.
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advertising, he suggests. “One is the fact 
that the IPG is a funnel into programming. 
When the viewer is using the guide it is at 
the centre of the TV experience. They use it 
to search for and discover content and if 
they are interested in content they will click 
through to it. The eyeballs are already there 
and you are offering something else to 
search and discover. This environment is 
very welcoming to advertising messages.”

In April, his company announced the 
Rovi Smart TV Field Trial, an initiative to 
explore emerging advertising opportunities 
on connected TV devices. This trial involves 
the delivery and measurement of campaigns 
within the Rovi Advertising Network, which 
offers advertising on Rovi guides. The research 
is designed to help brands learn about key 
metrics including how consumers value the 
additional ‘face time’ they have with them. 

Ads by Rovi are already running on Samsung 
Smart TVs and other connected devices. 

Programme guide advertising is not new 
of course, and is found today in the cable and 
satellite markets, though it is certainly not 
widespread. But many commentators view 
the increasingly interactive nature of the 
programme guide as a reason to look at it 
afresh. 

As Neerav Shah, VP On Demand Product 
Management at ARRIS (which provides 
on-demand, multi-screen and advertising 
solutions), points out: “The guide as it is today 
is a well known command and control centre 
that even grandma knows about. Moreover, 
the viewer has the remote in their hand when 
the guide is active. They are leaning forward. 
In this scenario we can extend the advertising 
reach by providing an experience for both 
active and passive models.” 

  THE UI BRAND 
ADVERTISING  
OPPORTUNITY 

Paul Woidke, Senior VP Advertising Product 
and Architecture at Nagra says the programme 
guide is a prime example of an opportunity 
to reach viewers when they are focused  
on the screen for information and not for 
entertainment. “The programme guide, either 
with ‘banner spaces’ surrounding the grid or in 
more sophisticated formats that are dynamic, 
provide opportunities to engage viewers with 
relevant and timely messages,” he says. “The 
greatest potential beneficiaries of advertising 
within the guide space are programme and 
content providers themselves. Viewers are 
intently interested in finding content that fits 
their needs and this is the place to provide 
enticing advertising for the content.”

In this scenario, advertising and content 
discovery are effectively the same thing.“The 
guide provides the opportunity for channels 
and networks to present a brand message,” 
he says. “A person interested in the type of 
programme presented by Discovery Channel 
might also find interesting programmes on 
Discovery Health, Animal Planet, TLC or  
any of the other channels that share in  
the Discovery brand, for example. This 

 
Samsung shows how recommended content  
and favourites fit into a widening TV experience.  
 

WHEN THE VIEWER IS USING THE  
GUIDE IT IS AT THE CENTRE OF THE  
TV EXPERIENCE. THE EYEBALLS  
ARE ALREADY THERE AND YOU ARE 
OFFERING SOMETHING ELSE TO SEARCH 
AND DISCOVER. THIS ENVIRONMENT  
IS WELCOMING TO ADVERTISING.
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also represents a significant revenue 
opportunity for cable and satellite distributors 
to provide advertising capabilities to the 
content creators.”

Although this is an increasingly interac-
tive environment, most commentators view the 
programme guide as a brand advertising 
opportunity, including BlackArrow’s Troiano. 
His company is working with a TV platform 
customer that will shortly introduce display 
banner advertising to its set-top box based pro-
gramme guide.

Troiano says: “Most operators across 
the board recognise that their customer is 
watching television to see TV and they do 
not want to disintermediate the viewer from 
doing that.” That does not mean there will 
not be opportunities for consumers to act 
upon a call to action with a telescoping 
experience, however.

In India, where NDS has two satellite 
operator customers using programme guide 
advertising, the concept has been used to 
promote brands or products using banners, 
some of them interactive and leading to more 
information or an SMS code to participate in 
a promotion. Gideon Gilboa, Senior Product 
Marketing Manager, Advertising Solutions at 
NDS, says this inventory can be put to good 
use by the TV platform operators themselves 

to promote their own services, especially 
when they can harness their understand-
ing of viewing homes to target relevant 
promotions, like an HD PVR for a family 
that already has a PVR. 

Indeed, programme guide advertis-
ing can be treated in the same way as 
other advanced advertising proposi-
tions, using addressable technologies 
and dynamic insertion to maximise its 
impact. This can be achieved using a  
single advanced advertising infrastruc-

ture. Gilboa says the next phase of EPG 
advertising is to make it more contextual 
and more targeted. 

In terms of context, he says: “You can 
think of the EPG like a web page in the  
sense that there is context to the usage. A  

lot of targeting online is based on context, 
so if you are going into a news page or into 
sports, the advertising is different. In the 
same way, advertising can be based on the 
genre of TV you are interested in within  
the EPG or whether you are looking at 6pm 
as opposed to 2pm. All those things could 
affect the decision of what advertisement 
to show.”

Shah at ARRIS points to the opportunity 
to use the guide to collect ‘opt-in’ rules like 
“I am shopping for a camera this month”. 
“So you are not selling ad space but you are 
increasing the value of your revenue by 
seeking engagement with your subscribers,” 
he says. “The operator can collect more data 
on the consumer and offer more targeted 
ads, more effectively.”



 
Gideon Gilboa says addressable 
advertising can be harnessed in 
programme guides.

 
NDS provides examples of brand  
advertising around the user interface
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  MAKING CONSUMERS 
TAKE NOTICE OF BRANDS

Nigel Walley, Managing Director at media 
strategy and research specialist Decipher, 
believes the EPG is an under-exploited inven-
tory. He says one of the ways EPG advertising 
will manifest itself is the Internet-style  
display banner but says there is no reason 
why we will not see programme sponsors 
around on-demand content, while there are 
wider brand opportunities in different parts 
of the guide. He points out that an entertain-
ment-related brand like Orange Wednesday 
(where Orange mobile phone customers get 
cheap cinema tickets on a Wednesday) could 
find a home in this environment.

Having analysed how brands can 
become involved with the programme guide 
for advertising, his company has identified 
three broad categories. These are: content 
brands promoting content that is available 
within the TV service, like a Harry Potter 
movie, for example; content brands giving 
consumers the chance to sample content 
they can still only purchase somewhere else, 
whether it is a movie on DVD or in cinema 
release; and unrelated products like beer 
and car insurance.

This last category is a harder sell in  
the EPG environment, Walley says. However, 
consumers may interact if they like the 
creatives and there is cool video associated,  
like for a popular beer advert. He wants to see 
some of the new intelligence from advanced 
advertising, like frequency capping, sequencing 
and dynamic insertion, to be applied to the 
programme guide banner opportunity.

John Davidson, Head of Trading at 
Starcom MediaVest Group, the media buying, 
consumer research and data analytics company, 
also highlights the importance of creatives. 
“Advertisers will have to offer content that is 
enjoyable and interesting from a viewer point 
of view and something they have not had 
before,” he comments. 

That means we can expect to see more of 
what he calls Advertiser Generated Content 

(AGC). “There is a place for that in the 
programme guide,” he says. “It is not about 
loading up the latest 30 second spot advert. 
If you want to increase dwell time from 
viewers you have to give something extra.” 
He points to the Fosters comedy campaign in 
the UK as an example of this genre.

Starcom MediaVest is working with 
Virgin Media to test its new TiVo-based 
platform, which puts content discovery at 
the heart of the TV experience, to see how 
viewers choose content and advertising to 
watch. Davidson is optimistic about the 
value of this new kind of inventory generally. 
“I can see it becoming even more important, 
certainly if the EPG becomes more of an 
Electronic Media Guide,” he says. 

There are caveats, however. He says set-
top boxes must be powerful enough to ensure 
the whole UI experience is natural and fast, 
and consumers must see benefits from having 
advertising within it. Advertising must not 
hinder people in what they are doing, either.

Both Davidson and Walley believe there is an 
opportunity for advertising around recom-
mendations. Davidson says brands could set 
themselves up as trusted suppliers of content 
by sponsoring recommendation features but 
warns that the TV platforms would have to 
choose their brand partners carefully. 

Gerry Kaufhold at In-Stat believes there 
is also an advertising opportunity around the 
content search process. “If you look at Google 
or Bing’s home page it is pretty quiet about 
advertising but as soon you click on the 
search button, ads pop up all over the screen,” 
he points out. “As long as consumers see a 
list of useable search items, they appear to be 
quite comfortable with advertising coming 
along for the ride.

“When a viewer is looking at a search 
result for ‘football’ the on-screen display 

 
Virgin Media’s next-generation UI  
includes a backwards-facing EPG.

  ADVERTISING 
AROUND SEARCH AND 
RECOMMENDATION
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could include updates about upcoming 
matches and links to highlights for their 
favourite team. Ads for vehicles and beverages 
could also clutter up the screen but would not 
be objectionable because they are in context 
with what the viewer is likely to be interested 
in. From an advertising standpoint this is 
golden because you have ‘instant positive 
engagement’ with the consumer.” 

Kaufhold believes that over time, as 
members of a household identify their indi-
vidual tastes, advertising in the programme 
guide could become quite valuable and deliver 
high CPMs (cost per thousands) for the broad-
caster. He has high hopes for the programme 
guide as an advertising opportunity generally. 
“I think the typical consumer ‘touches’ their 
on-screen programme guide about 20 times 
per day. It is a perfect landing spot for short 
advertising and programming teasers.

“In fact, it is possible that as the results 
of a search deliver larger numbers of items, 
the programme guide will use ‘intelligent 
agent’ technology to pre-choose just a few 
selections to make it easier for consumers to 
select one. I could see some demographics 
feeling like their on-screen display is their 
friend in the search process. That is a very 
good form of engagement for a Pay TV 
service and for advertisers.”

In addition to the general interest in 
brand-based advertising, Rovi Corporation is 
also looking to develop commerce opportunities 

through the programme guide. In partnership 
with Delivery Agent and its interactive com-
merce engine, including a database of prod-
ucts mapped to television content, Rovi 
recently announced a contextual commerce 
capability within its guides. The new ‘shoppa-
ble’ guides are expected to roll out soon with 
initial campaigns scheduled for hit NBC shows 
like Biggest Loser and The Office.  

  HOW METADATA DRIVES 
MERCHANDISING

The merchandising opportunity is something 
that is of increasing interest to TV service pro-
viders. They face rising costs for the delivery 
of TV (because of the capital and operational 
expenses of delivering content to multiple 
screens) yet only limited opportunities in the 
short-term to monetize the fact that content  
is becoming available everywhere. Thus  
merchandising could help boost revenues.

One company that was early to explore this 
avenue was Motorola, whose Medios multi-
screen video service management solution is the 
basis for service providers to build a bigger 
presence in our overall digital lives. As part of 
the Medios platform, Motorola has just 
introduced its SocialTV Companion Service. 
This is designed to help service providers 
differentiate themselves but also generate 
incremental revenue by leveraging social 

networking, loyalty programs, advertising and 
product merchandising via companion devices. 

Steve Farmer, Strategy and Business 
Development Director at Motorola, points 
out that devices like tablets, smartphones 
and laptops are more personalised than TV 
and provide an environment where people 
are more likely to share information 
voluntarily. This presents an opportunity to 
upsell content or encourage merchandising, 
like linking people to books or DVDs on 
Amazon using a revenue share model. 

Geeta Chaudhary, Vice President, Multi–
media Integration Practice at Alcatel-Lucent, 
also highlighted the wider merchandising 
opportunity at a recent London conference. 
She said service providers need to open up to 
OTT and embrace online content but also 
extend beyond video to all e-media. There are 
opportunities in e-books, apps stores and 
music downloads and operators can use their 
store front and linkages across content to 
merchandise other goods, she pointed out.

In many ways, this process is closely 
related to content discovery as it can use the 
knowledge acquired about customer tastes to 
guide people towards relevant goods. And like 
content discovery, there is going to be an 
important role for metadata. As Farmer points 



 
Steve Farmer and Motorola view  
Social TV as an opportunity 
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out: “One key to metadata development will be 
how you link metadata for a programme to 
something else to allow consumers to buy stuff. 
I think operators are looking beyond video.”

  METADATA BOOSTS 
VIDEO CONSUMPTION

Metadata has been an under-valued and 
largely ignored component in the television 
delivery chain but its role in connecting 
people to things is about to jettison it  
into the limelight. Andrew Rowe, Head of 
Software at Ericsson Solution Area TV, says 
the increasing focus on content discovery is 
going to expose gaps in metadata and the 
way it is handled that will need to be 
resolved before consumers can enjoy a 
holistic content discovery experience. 

Ericsson provides a Content Management 
System (CMS) called WatchPoint that has been 
designed to ensure that service providers can 
cope with the future demands for more and 
richer metadata. The bottom line is that the 
more types of content we want to expose 
consumers to, and the more devices they are 
consuming content on, the more diverse the 
metadata formats become. If  service providers 
are going to handle that cost-effectively they 
need new ways to process the information. 

In the absence of any meaningful meta-
data standardisation, Ericsson is helping 
service providers to ingest metadata in one 
format and export in another, so there is 
total flexibility for the multi-screen world. 

Rowe says one of the first requirements will 
be to centralise metadata, removing silos 
associated with different services and deliv-
ery types, and creating a central database 
for all video operations. 

He says one challenge for the industry 
will be to increase the richness of the meta–
data, which could mean using third-party 
information from the Internet or even allowing 
viewers to contribute to what is known about 
the content through the medium of social 
media or other collaborative crowd projects. 
Rowe says efforts are in place to help people 

automatically enhance existing metadata by 
gathering more information from the web. 

He is referring to third-party editorial 
that goes beyond a simple synopsis to provide 
more information about a movie or television 
programme. It could be a full list of the 
supporting cast for a movie rather than the 
top actors, he explains. “Maybe I want to know 
all the shows and movies that are based in 
New York City. All that information is out 
there. If service providers want to be the 
trusted guide to content we will need a higher 
volume of metadata and richer information. It 
is going to be a crucial component in content 
discovery going forwards,” he concludes.

Motorola is also addressing the metadata 
processing challenge for service providers 
with its Motorola Medios VideoFlow product, 
with automation and a centralized view of 
metadata key features. Like Ericsson, the 
company wants to help service providers 
enrich metadata they already have, like with 
ratings from third parties, so viewers can see 
what 5,000 other people thought about a 
programme. Like when harnessing social 
media for content discovery, this requires 
external software integrations.

  THE BUSINESS MODEL 
FOR METADATA

Stacey Seltzer at LG Electronics says metadata 
is unlikely to be a defining factor between 
services but what the different services do with 
the metadata is a whole different story. LG 
highlights the power of having a connected 
device “that can marry the storytelling of great 
video and the incredible amount of data that 
can be accessed through the Internet,” and says 
the use of data to match preferences is one of 
the ways to deliver value to the consumer. 

This is central to the content discovery 
experience generally. According to Seltzer, it 
all leads to "bigger, more engaged, and happier 

audiences for content and service creators, 
which in turn means more monies being spent 
by consumers, either literally or through 
people giving their attention to adverts.”

Thierry Dagaeff, Head of DTV Innovation 
at Nagra (which provides UEX and advertising 
solutions for Pay TV across multiple screens) 
also believes the real differentiation, when it 
comes to data, will be in the way the metadata 
is used in the UI and how it allows innovation 
in how consumers interact with services.  
He says richer metadata could become a 
must-have but not so viewers can read more 
information about a programme. 

“That does not motivate consumers. But 
participating in metadata is quite something 
else. In the extreme, the user must take ‘editorial’ 
power,” he argues. “If they can participate in the 
way metadata is elaborated, with different levels 
of privacy and different [social] circles, like 
providing data for yourself, some friends, all 
friends, community or the whole world, you get 
an interactive TV experience that is not about 
the content but about the metadata.”

One of the main obstacles to improved 
metadata and richer content discovery 
could be the lack of incentives to 

 
Andrew Rowe: metadata will be a  
crucial component in content discovery 
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invest in better information in the free-
to-air market. Alexander Adolf, Chairman, 
DVB TM-GBS (the DVB’s Technical Module 
– Generic Data Broadcasting & Service 
Information Protocols), warns: “For Pay TV 
operators there is a measurable return on 
investment. For them metadata is the way you 
advertise your content and that translates into 
people watching sports content or VOD. For 
the free-to-air broadcaster, maybe they gain a 
slightly bigger audience and maybe they can 
sell more advertising space but how do they 
measure that against the quality and quantity 
of the information in the EPG?”

The problem is that up to now at least, nobody 
has bought a free-to-air TV receiver because 
of its programme guide yet there is a cost to 
delivering the metadata needed to enrich it 
for both the device maker and the broadcaster. 
Adolf says broadcasters are lazy about 
updating information about their broadcasts 
because it is an operational hassle. Sometimes 
they do not want to give too much information 
to competitors in advance so make it available 
as late as possible.

Maybe that could start changing as the 
free-to-air market starts to harness Hybrid 
Broadcast Broadband (HBB) to deliver more 

content over IP that can be merged with 
broadcast TV in the UI. The chance to drive 
interactive advertising around catch-up  
TV content, with more addressability and 
better measurement, seems to present an 
opportunity to improve the commercial 
broadcaster business model at least. 

Dagaeff at Nagra believes the emergence 
of richer metadata models everywhere will 
depend on whether the business models for 
content discovery can be defined quickly. He 
says today they are still fuzzy. “If the 
business model is only to avoid churn,  
things will evolve slowly. We need positive, 
proactive incentives like the chance of 
building new business through a new TV 
experience,” he says. In his view, social TV is 
a very good candidate to build this new 
experience, combined with a la-carte TV 
which, with less channel influence, requires 
good navigation tools.

 
Alexander Adolf says broadcasters need 
incentives to provide better metadata 



 

 
BSkyB believes mobiles and tablets are 
particularly useful for content discovery  
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  THE COMPANION 
SCREEN EXPERIENCE

However metadata is harnessed to improve 
the content discovery experience, the 
information will need to be made available 
across all screens. Whether it is online 
programme guides with remote reminder 
and remote DVR record facilities, or search 
and recommendation on tablets, or channel 
surfing via the set-top box or connected TV, 
there is an inter-dependency that points 
towards shared intelligence and network-
agnostic delivery. The use of tablets and 
smartphones means more metadata is created 
too, because of increased use of personalised 
profiles and social TV interaction.  

Indeed, there is a widely shared view 
that the portable devices are where much of 
the content discovery will actually migrate, 
so that the main TV screen is freed for  
the business of watching TV. At BSkyB, for 
example, Brian Lenz believes that creating 
synergies between the television set and 
companion devices makes more sense than 
trying to put everything on the TV. For Sky, 
high-quality long form content remains the 
killer application on the TV itself.

“There is a complementary relationship 
between the big screen and mobile devices,” 
Lenz points out. “While TV viewing is, for 

the most part, a collective experience with 
more than one person involved, consumers 
are naturally more likely to want to interact 
with content on a personal level on their 
mobile or tablet PC. So interactivity and 
engagement is best served through these 
companion devices.”

As one of the pioneers of multi-screen 
viewing, BSkyB is better placed than most to 
harness the PC, tablets and smartphones to 
give consumers new ways to discover content. 
It is doing exactly that, partly thanks to the 
Sky+ app for iPhone and iPad, which has been 
downloaded more than 2 million times and 
drives a growing volume of Sky+ PVR remote 
record requests, and partly through the www.
sky.com website. There you can find an online 
EPG, remote record capabilities, a 'Never 
miss' programme reminder service and a 
recommendation engine.  

Despite the continuing importance of 
the traditional EPG, Lenz says mobiles and 
tablets are particularly useful for content 
discovery, with consumers increasingly 
using them as companion devices that 

enhance the core TV experience. “Innovation 
away from the set-top box matters as much 
as it does on the set-top box,” he adds.

PCCW was one of the world’s multi-screen 
TV pioneers and Paul Berriman reveals that the 
company has been experimenting with the 
pairing of its own 'Eye' tablet (a multimedia 
device offered as an optional extra with the 
IPTV/broadband service) and other tablets to 
the set-top box via Wi-Fi. “We believe that 
the tablet or Eye as a companion will vastly 
improve the user experience, especially in the 
family TV situation,” Berriman explains. 

“The family will be less disturbed by 
the individual wanting to browse the EPG  
or find information from places like IMDb  
or surf channels or interact with others 
socially. No-one wants to see the family TV 
become an extension of a PC. The tablet as a 
companion is an excellent compromise.”

Ferengul at Rovi views the tablet as  
a place where consumers can dig deeper 
into programme data and use social media 
without disrupting the big screen experience. 
There is a place for group discovery on the 
main screen, of course. “You still need the 
interface on the TV and if you are trying to 
agree about something to watch you cannot 
do that on a tablet,” he argues. “So a blended 
model is emerging, with the tablet as the 
personal device.” 

 
PCCW is experimenting with pairing  
its Eye tablet to the set-top box
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He makes an interesting point that the 
flurry of user interface innovations is going to 
require time for consumers to adjust. “There 
are social models and norms that have not yet 
developed,” he said at the FT Digital Media & 
Broadcasting Conference in London during 
March. “It could be 4-5 years before we see 
any standardised way for people to interact 
with a new model of television.”  
  

  MULTI-SCREEN 
CONNECTED TV

The CE industry is going to pursue a multi-
screen and companion strategy for its con-
nected TV services, too. Edd Uzzell at Sony 
says multi-screen is an extremely exciting area 
for the company as it continues to release 
more devices based on the Android platform. 

“People already use multiple screens in 
the lounge but presently they are generally 
independent,” he notes. “Now we are beginning 
to see the first shoots of interaction such as 
Sony Media Remote, which is a smartphone 
app that allows you to control your BRAVIA 
[television] or provide more information on 
the DVD or Blu-ray that is currently playing. 

“This is undoubtedly just the tip of  
the iceberg,” he adds. “I am sure we will see 
a multitude of smartphone apps that will 
complement the big screen experience.”

Perhaps more than any other company 
in the CE space, Sony has the end-to-end 
resources to replicate the traditional service 
provider model for TV delivery, albeit using 
online delivery. The company is a digital 
entertainment company with record labels, 
movie and games studios and produces  
the CE devices on which that content can 
now be viewed. Sony Pictures operates its 
Sony Entertainment TV channel on BRAVIA 
Internet Video and that will soon make the 
jump to the Sky satellite platform in the UK.

The company is also driving the concept 
of the cloud media service with ‘Music 
Unlimited’ from Sony, which gives users access 
to over 6 million music tracks. Using the 
service, customers can store their own music, 
photos and video in the cloud and access it on 
a range of different home and mobile devices. 
“We see a very clear role for Sony to play in 
offering consumer focused cloud services to 
complement devices,” Uzzell says.

LG says its long-term goal is to provide 
consumers with a seamless content consump-
tion experience across their devices and has a 
strong focus on the multi-screen opportunity. 
Initial developments are focused on companion 
screen experiences, like the LG smartphone 
applications launched this year to let viewers 
control their LG televisions via their phone. 

Toshiba provides another good example 
of how the connected TV services from CE 
vendors are likely to migrate into cloud-
based, multi-screen offerings. The Toshiba 
Places connected TV platform is available on 
televisions and a set-top box offering (in 
France), while it will also be hosted on Blu-ray 
players, Toshiba PCs and the company’s own 
tablet devices. Not surprisingly, the company 
intends to synchronize the service across 
these different devices. 

Olivier Van Wynendaele, Manager, Product 
Planning & Business Development, Europe 
Operations, Consumer Products at Toshiba 

THE CE INDUSTRY IS GOING TO PURSUE  
A MULTI-SCREEN AND COMPANION 
STRATEGY FOR ITS CONNECTED TV 

SERVICES. SONY VIEWS MULTI-SCREEN 
AS AN EXTREMELY EXCITING AREA AS IT 

RELEASES MORE ANDROID-BASED DEVICES

  
Olivier Van Wynendaele and  
Toshiba Places, a service that will be 
synchronized across different devices.
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Europe GmbH, says the company will also 
try to cross-sell different devices that offer 
Toshiba Places. Tablets and televisions are 
natural companions that lend themselves to 
this kind of marketing. 

He says Toshiba wants to put social 
networking at the heart of the Toshiba Places 
platform and the way people discover and 
use content on multiple devices. One simple 
scenario is that viewers will publish their 
viewing behaviour to Facebook, either using 
the remote control or through a companion 
screen, and this notification appears to 
friends in Toshiba Places who can then link 
directly to the content from whatever device 
they are using. “Integration with social 
networking is very important,” he says.  

Van Wynendaele believes people will 
initially discover content through the 
interactive programme guide but then start to 
dig deeper. Service provider or content provider 
recommendations will play an increasing role, 

especially when people are logging into the 
television and the system can learn about their 
behaviour. Service providers can develop a 
virtuous cycle here. As he points out, one of the 
reasons to sign-in to the TV in the first place 
will be to access favourites and benefit from 
personalised search and recommendation.   

 
  CLOUD-BASED 
CONTENT DISCOVERY

The evolution of cloud, multi-screen and  
companion screen offers means the content 
discovery experience must be network and 
device agnostic. It does not make sense to  
replicate the important data processes and 
intelligence gathering that go into programme 
guide enrichment and search and recommen-
dation (including social recommendations). 
So not surprisingly, there are signs that this 
functionality will migrate into ‘the cloud’.

Leading the way is Rovi with the Rovi Cloud 
Services, unveiled at CES in January. This 
takes metadata, search, recommendation and 
interactive advertising capabilities into the 
‘cloud’ where they can be accessed via API 
calls by two-way devices. It provides the basis 
for service providers and CE manufacturers to 
create a unified experience that harnesses 
shared programme guide information and rich 
metadata to power content discovery across 
all screens.

The capabilities available from the Rovi 
Cloud Services can be accessed via a software 
download to devices. This is provided in the 
form of an application. The Rovi TotalGuide xD 
solution makes use of Rovi Cloud Services to 
extend the cable TV user experience to multiple 
screens including the tablet and smartphone, 
thanks to seamless operation with the Rovi 
i-Guide and Passport Guide IPGs.

Besides the entertainment data, search, 
recommendation and advertising functions, 
the cloud-based components include the 
Rovi Media Recognition Service. This enables 
companies to recognize and tag physical (e.g. 
CDs and Blu-ray disks) and digital media files 
that consumers are using at home. That lends 
itself to the idea of the service provider 
becoming a gatekeeper for all entertainment. 
For consumers it means enhancing their 
media collections with track information, 
album art and ratings and an end to listening 
to songs named ‘Track 1’.

Rovi believes it is natural for content 
discovery capabilities to migrate into the 
cloud, primarily so they can be shared 
across multiple devices. There is a growing 
volume of data and it needs to be updated 
more regularly, as well. One example of 
where data needs to be more dynamic is if a 
TV service wants to provide visibility into 
an online VOD catalogue. Another is if you 
want to include editorial or consumer 
ratings in relation to movies, since these can 
change rapidly online. 

 
Rovi Cloud Services takes metadata, 
search, recommendation and interactive 
advertising capabilities into the ‘cloud’
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One trigger point for an existing service 
provider to adopt a cloud approach could  
be integration of OTT into the service. 
Another might be the introduction of more 
sophisticated recommendation, especially 
one that puts an emphasis on people sharing 
information, like social recommendations. 
Ferengul at Rovi adds: “Companies are more 
and more comfortable with using federated 
services, understanding that they do not 
have to own every piece of an application 
in-house. They are becoming happy working 
with third-parties.”   

  TIME FOR CHANGE
It looks as if content discovery is going to 
become a competitive battleground, not 
only between different Pay TV platforms but 
between the Pay TV operators and connected 
TV offers from companies like Google TV. 
Gerry Kaufhold points out: “Google TV 
scared a lot of people with their initial 
approach to bring ‘the entire Internet to 
your TV set.’ Hulu.com blocked access to 
Google TV devices. So yes, this is the key 
battleground for viewers’ eyeballs. 

“If a consumer can get a large proportion 
of their content from one, easy-to-use and 
omnipresent content discovery engine that is 
the one they will use. The trick for Pay TV 
operators is to license enough content, and 
enough rights to that content, so that their 
service delivers a good enough mix to fend off  

what is available elsewhere. It may be 2012 
before the dust begins to settle, but the over-
the-top and mobile ‘TV Everywhere’ services 
from Pay TV operators might be able to deliver 
a good enough mix of popular content, and a 
good enough user experience, to hold onto 
their market shares. We will see.”

Market share and profits are what this is 
all about. That means there is increasing 
attention to another metric: share of consumer 
attention. That helps to explain the user 
interface revolution and the increased focus 
on content discovery. 

Rovi’s Ferengul sums up the situation 
nicely. “Service providers are now looking at 
television as a total multi-screen experience 
and they want to own the consumer digital 
media experience, not just their TV viewing. 
They may introduce other companies to us 
with whom we can spend money; the key is 
that we always go into their portal to access 
the content and services.

“If they are the starting point they have a 
better chance of making more money than 
anyone else. They see the future as having to be 
more open but they need to figure out the right 
business model. However, if they are not open 
it will allow other players into the equation and 
then there is less revenue potential.” 

In-Stat has published a white paper 
called ‘The Digital Entertainment Revolution’ 
that illustrates how important it is to innovate 
for the early adopters in the sure knowledge 
that the wider market will follow. Based on 
extensive consumer surveys, the company has 
concluded that the behaviour of ‘Power Users’, 
whose mindset is to want everything now and 
who will represent 16% of consumers by 2013, 
will be followed by the ‘Social Users’ about 
24-36 months behind. This second group will 
make up half of all consumers by 2013. 

Ferengul believes it is a risk for Pay TV oper-
ators to maintain the current business model. 
They need to innovate faster. For the CE commu-
nity the big opportunity is to engage more deeply 
with consumers and pursue a meaningful rela-
tionship that goes way beyond the initial retail 
(device) transaction. In both cases, there is a clear 
opportunity to become a gateway to a wider 
range of services and to help drive the discovery 
of those services, especially content. 

 
Recommendations, mood-based  
discovery, banner promotions  
and trailers, courtesy of Rovi 







