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HOW TO SUCCEED IN THE VIDEO MARKET
Consumers are craving content. With advances in technology, changing lifestyles and new
consumption habits, consumers are increasingly demanding and paying for access at all
times to their favourite movies and series. Last year, the average viewer in the US subscribed
to 3.4 video services, which shows that consumers are willing to spend up to a generous
$350 a year to watch content.

Consumers are willing to spend up to a
generous $350 a year to watch content
As a result, more and more video services are being launched - what feels like - every day,
with all sizes and shapes of companies jumping on the video services bandwagon. We
are currently seeing many entertainment giants including Disney, NBCUniversal, and
WarnerMedia, armed with their own extensive libraries of premium content, launching
new video services to reap the benefits from content-hungry consumers, such as Disney+,
Peacock and HBO Max respectively.

Entertainment giants’ new video services for content-hungry customers

Along with these entertainment giants, there are many pay TV operators looking to
upgrade their existing video service or make the shift towards online video delivery, in
an attempt to satisfy increasingly connected customers’ expectations and consumption
habits. Telcos that don’t currently offer TV services and want to expand their offering, along
with broadcasters with their own content, such as Tele 5 in Germany, are also launching
new video services. Basically, the current theme seems to be “if you want to be a success,
launch a video service.”
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For any operator that plans to launch or upgrade their video service in today’s increasingly
saturated and demanding video market, it’s crucial that first of all, they take into account
a whole range of different factors. These include the operator’s requirements for the type
of video service they are planning to launch, the consumption habits and expectations of
their existing and potential audiences, the investment and ongoing costs they are willing
to spend, and of course, the best solution or software provider for their service.

COMMON PROBLEMS FACED BY OPERATORS
To launch a quality video service that takes into account many different technologies,
incorporates third-party components, and includes advanced features to rival those of top
tier operators, it can be extremely complicated, time-consuming and expensive.

To launch a quality video service can be extremely
complicated, time-consuming and expensive
Operators may choose to invest in an open solution for their new video service, as it gives
them a great deal of flexibility in terms of defining their service, choosing third-party
components, customisation etc. Although this kind of solution can be very effective for
larger operators who are able to take on the large upfront investment, this may not be in
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the interest of smaller operators who need to control costs, or greenfield operators with no
existing infrastructure and a lack of key resources to make a swift change.

Time-to-market, however, should not jeopardise the
quality of the service they end up providing
Not only that, but in countries like the US, the video market is reaching saturation point
due to the immense number of video platforms and streaming services that continue to
appear, so the window to launch a new video service may be closing quickly. As a result,
many operators may find themselves with the need to act fast to get their service to market
before losing their potential customer base.
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Time-to-market, however, should not jeopardise the quality of the service they end
up providing. According to a recent survey conducted by YouGov, fewer than half of US
consumers would pay more than $20 on video streaming services each month. As a result,
operators should make sure that their new video service is attractive enough for consumers
to pay for over the growing sea of alternatives.

So what solution should operators be looking for in
order to guarantee the success of a new video service?
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FINDING THE PERFECT SOLUTION
From here, we will offer 5 tips to help any operator looking to launch a new video service with
a quality experience to rival those of the top tier operators and media giants, at exceptional
time-to-market and without any large initial investment.

1. CHOOSE OPTIMAL TIME-TO-MARKET
Launching a new video service from scratch can take a lot of time. The traditional process
of choosing and integrating with multiple providers, hardware, infrastructure and so on,
extends notably the time-to-market.
For operators looking for an agile deployment, it’s recommendable that they consider a
solution that is deployed in the cloud, using service providers such as Amazon Web Services
(AWS) or Google Cloud. Although cloud-based solutions implicate recurring long-term
costs, some cloud providers offer saving plans to reduce costs, allowing more customers
to access and benefit from a number of advantages that help reduce time to market,
including task automation and easy-to-scale services to help speed up deliveries.

Operators looking for an agile deployment should consider a cloud-based solution

A cloud-based solution tends to allow the operator more flexibility in terms of adapting to
their dynamic requirements. For example, the operator may decide to add new features or
a new functionality to their service, or perhaps the number of active subscribers surpasses
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their prior expectations. In the case of an on-premises deployment, the operator would
have to upgrade their existing infrastructure or buy more in order to accommodate such
changes. In comparison, with a cloud-based solution, they would simply have to rent more
resources from their cloud provider which is instantaneous and could also work out to be
cheaper thanks to the saving plans previously mentioned.

A cloud-based solution tends to
allow the operator more flexibility
Operators may consider a solution that is pre-integrated with third-party components,
such as chipsets and STBs, DRM solutions and metadata providers. This not only helps the
operator to avoid the lengthy process of establishing and integrating third-party software
into a solution from scratch, but also potentially guarantees the quality and reliability of
their service. Not only that, but operators may also save costs if the provider has already
included some of these third-party integrations in their offering.

2. CHOOSE A COST-EFFECTIVE SOLUTION
As mentioned earlier, operators with very specific requirements may opt for a complex
solution which is defined and developed according to their specific needs. However, this
often requires a high initial investment which many operators are not willing or able to
make.
There are many ways for an operator to avoid high costs when launching a new video
service without having to sacrifice the quality of their service. A cloud-based solution would
help operators to manage their costs thanks to the pay-per-use model, which would help
them align to the revenue stream and avoid the risk of over-dimensioned infrastructure.

There are many ways for an operator to avoid high
costs when launching a new video service without
having to sacrifice the quality of their service
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If the operator chooses an experienced provider that offers training and ongoing
maintenance, they would also be able to save costs by avoiding having to assign new teams
of workers to manage the platform once launched. On the other hand, in the unexpected
event of the operator experiencing difficulties following deployment, for example a lack of
resources to complete the tasks they are responsible for, they can rely on the provider to
help in a much more affordable and hassle-free way than having to handle it entirely on
their own.
An expert provider would also be able to advise the operator about the ongoing evolution
of their video service that the operator may not have considered, such as scalability for
the platform’s future or integration with more complex third-parties. As an example, an
experienced provider would also consider factors to enrich the operator’s platform in
the future, such as Google Ad Manager for advertising opportunities, saving them future
integration costs into their existing platform.

3. CHOOSE A QUALITY EXPERIENCE
In the competitive video market, the operator should look for a solution that will provide
their audience with a quality user experience to keep them engaged, entertained and loyal
to the service.
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With multiscreen viewing now commonplace worldwide, the operator should take into
account the devices across which they will be able to provide their video service. There’s
a plethora of devices these days, with the average US household owning 9.2 connected
devices, from smart TVs, smartphones and tablets to streaming sticks and game consoles.
The operator should ensure that their video service will be accessible from the devices that
their customers value the most.

The operator should ensure that their video service will be
accessible from the devices that their customers value the most

In the case of the operator looking to differentiate their service by providing it across an
extensive range of devices, it would be in their interest to opt for a solution with integration
across more connected devices, including smart TVs, Android TV and media streaming
players, such as Amazon Fire TV Stick and Google Chromecast. Operators could reap the
rewards of choosing a solution with a BYOD strategy, as they would be able to reach an
even wider audience across a vast range of devices including game consoles and voice
assistants like Alexa.
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The operator should ensure that the cross-screen user experience is as coherent and
intuitive as possible, to help their customers easily locate and consume content on the
device of their choice. To obtain this, it’s necessary for the operator to choose a solution that
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has been developed taking into account the multi-device environment, so their service can
adapt seamlessly to devices with different screen sizes and usability, without sacrificing the
user experience or brand identity.

The operator should ensure that the cross-screen user
experience is as coherent and intuitive as possible

In addition to multiscreen simplicity, in order to maximise user engagement with a video
service, it would be in the operator’s interest to consider a solution which provides a more
personalised viewing experience. Features offered by top tier operators such as personal
profiles and consumption-based recommendations can help boost engagement as
viewers would receive more quality, relevant content suggestions tailored to their taste.
To go one step further, if the operator chooses a solution which comes integrated with
analytics to monitor aspects such as the consumption or the platform’s operation, they
would have the power to analyse the efficiency and effectiveness of their service, and the
vision to make the appropriate changes to improve their service for customers.

It would be in the operator’s interest to consider a solution
which provides a more personalised viewing experience
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4. CHOOSE A FUTURE-PROOF PLATFORM
We know only too well that our industry moves at a fast pace and not a week goes by that
we don’t hear about a new feature offered by a streaming giant, another shift in viewing
preferences, or a new streaming device taking the industry by storm.
For an operator to guarantee the long-term success of their video service, it is essential that
they make the appropriate steps to ensure that their service can evolve and incorporate new
features and devices over time, in order to keep viewers happy and to remain competitive
in the future.

The operator should consider a provider who
shares the same, forward-thinking vision

To help achieve this, the operator should consider a provider who shares the same, forwardthinking vision and understands the importance of the ongoing evolution and improvement
of their own product roadmap and their client’s service over time. The incorporation of new
features is essential to make sure they don’t risk losing their subscriber base by offering a
service that will quickly fall behind the rest of the market.
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It may also be in the interest of the operator to find a solution which they can make
adjustments to, in terms of the user experience or the implementation of new features. As
mentioned previously, a cloud-based solution would massively benefit the operator in this
sense, thanks to the automation of tasks to help speed up deliveries and get attractive new
features to the market before the competition, to guarantee the long-term success of their
service.

5. CHOOSE AN EXPERT PROVIDER WITH REFERENCES
For any operator, the idea of launching a new video service can be exciting yet daunting.
And when you consider the complexity of the project: defining the service you want to
provide, the infrastructure, different delivery technologies, third-party components all the
way through to the user experience, the content catalogue and devices on which you want
to provide your service, it’s no surprise.

For any operator, the idea of launching a new
video service can be exciting yet daunting
Operators should try and choose a software provider with experience in developing and
delivering video solutions to clients. The operator can benefit from the provider’s valuable
expertise to help define their new service, along with the reassurance of their experience
with similar projects for other customers. For example, an experienced provider would be
able to advise the operator on any uncertainties they may have with delivery technologies,
cloud services and so on, to help best suit their specific needs.

Find a provider who has proven
references with a range of customers
Better still would be to find a provider who has proven references with a range of customers:
from tier 1 to smaller operators, and from experienced quad-play telcos to greenfield
companies entering the video business. It would be a huge reassurance for an operator to
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choose a provider that has positive references from top tier operators with a large customer
base, as it would show how the provider is not only able to deliver a top quality product to
appeal to their clients, but also reliable in terms of its scalability for millions of customers.
At the same time, a provider with previous experience delivering solutions to tier 2 and 3
operators helps to reassure smaller operators that the provider will understand and be able
to adapt to different requirements and expectations in order to launch a successful service.
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CONCLUSION
For any new video service to be a success in what is an increasingly saturated market,
there are many factors that an operator must consider and many steps that must be taken.
However, we hope that this article will help operators understand what their priorities
should be throughout the process, from defining the service through to launching it and
keeping it attractive and engaging for their customers.

Providing that the most suitable choices are
made any video service can be a success

Providing that the most suitable choices are made in order to guarantee a cost-effective
service that does not jeopardise the viewing experience for customers and can be launched
with optimal time-to-market, we have no doubt that any video service can be a success.
If you’d like to learn about how Mirada can help your business launch a successful video
service, discover Iris in Swift Mode, our new proposal for any operator looking to provide the
ultimate viewing experience without the unnecessary hurdles.
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