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Envision Techonology.

Innovate Experience.

Deliver the future.

solidated partnerships with technolo-
gy and content providers. 

Mirada’s solutions have been deployed 
by operators and broadcasters world-
wide, including izzi Telecom, ATN Inter-
national, One Communications, Viya, 
Zapi, Digital TV Cable and Skytel. 
Headquartered in London, Mirada has 
commercial representation across 
Europe, Latin America and Asia and 
operates technology centres in Spain 
and Mexico.

Mirada is a leading provider of inte-
grated software solutions for TV 
services. With more than 20 years of 
experience, the company led by CEO 
José Luis Vázquez prides itself on its 
pioneer solutions that have helped 
position over 50 customers across 
four continents at the forefront of the 
digital TV industry. Mirada’s core 
focus is to empower its clients to 
respond to consumers’ ever-growing 
global demand for digital content by 
offering an end-to-end product with 
an entire ecosystem of apps available 
across all user devices, delivered with 
a seamless and state-of-the-art UI 
and strengthened by Mirada’s con-

https://www.mirada.tv/
https://twitter.com/miradatv
https://www.instagram.com/miradatv/
https://www.youtube.com/channel/UCpqn-9UHCseZa3AH-uOA_4Q
https://www.facebook.com/miradatv
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media such as CINEMANIA (where he still 
continues to write), La Script de Cadena 
Ser, VICE and Vanity Fair. For two years he 
was in charge of YouTube communication 
for Sony PlayStation and for the last three 
years he has been editor-in-chief of the 
editorial team of Orange's television plat-
form through Mirada.
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as a journalist in several newspapers and 
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managed the Content and Social Media 
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advertising agency Neolabels. He currently 
holds the position of Editorial Department 
Manager at Mirada.
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HOW WOULD
LUBITSCH DO IT?
Billy Wilder would always ask himself "How would Lubitsch do it?" when struggling 
with shooting a scene. So much so that he had a framed poster with the sentence 
on the wall of his Hollywood office. We imagine something similar happening - if it 
hasn't already - in the offices of TV industry executives all over the world. Ever since 
Netflix became the state of the art to which the sector looks up to, we keep hearing: 

"How does Netflix do it?”
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Billy Wilder earned his place in film history 
during Hollywood's golden age thanks to 
his acid humour and his talent for film noir. 
He collaborated with Ernst Lubitsch as a 
screenwriter and always considered him a 
role model. Leaving his funeral, Wilder and 
fellow director William Wyler remarked: 
"We have lost Lubitsch, worse, we have lost 
Lubitsch's films".

Billy Wilder
FILM DIRECTOR
1906-2002

The US giant’s influence on the indus-
try is undeniable on multiple levels: 
communication strategy, user experi-
ence, recommendations, functionali-
ties - and their editorial strategy, on 
which we have focused in this white-
paper.

Back to the masters, Wilder and 
Lubitsch happened to have many 
things in common. In addition to their 
friendship, the two cinema giants had 
to face similar problems while filming, 
armed with the same weapons. The 
same cannot be said of Netflix and its 
competitors. They coexist in the same 
industry indeed, but TV operators 
have very different characteristics and, 
although it might come as a surprise 
to some, very little in common with 
Netflix. Thus, an operator’s editorial 
strategy cannot be the same as the 
Californian company’s, even if many 
operators stubbornly insist on it.

In this whitepaper, we will delve into 
those differences and explore how TV 
operators can make the most of their 
competitive advantages and remain 
at the forefront of the fight for view-
ers' attention as it becomes more 
aggressive than ever.

In December 2021, Ampere Analysis 
predicted that content investment will 
exceed $230 billion worldwide in 2022, 
led by streaming services.

In 2022, content investment will exceed

$230 billion worldwide



1
Why Netflix's editorial strategy
doesn't work for TV operators
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We might end up feeling like little 
Danny Torrance riding through the 
hotel corridors on his tricycle in search 
of answers - but let's not be fooled by 
the shinings. Every streaming service, 
every OTT, every TV operator has its 
particularity, its characteristics and its 
differentiating potential.

We are fully aware that it is quite 
different to be a TV operator or an 
SVoD platform. Is it so clear for users 
though? While trying to compete 
against Netflix by adapting their 
strategies, operators risk their 
subscribers believing both services 
are like the twin girls at the end of the 
corridor of the Overlook Hotel in The 
Shining: practically identical.

Why Netflix's editorial
strategy doesn't work
for TV operators

In this psychological horror classic, former 
profesor Jack Torrence agrees to take over the 
upkeep of a lonely high mountain hotel 
during the winter, moving there with his wife 
and son Danny, unsuspecting of the evil 
supernatural reality of the place.

The Shining
Stanley Kubrick, 1980
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To go deeper into the competitive advantages operators hold over OTTs, we first need 
to refresh the differences between them, particularly about the services they offer:

Indeed the services and possibilities of an operator and an SVoD platform could not 
differ more, as operators can offer TVOD (films for sale or rental), linear content, 
catch-up content and bundled subscriptions among many other content consump-
tion options.
 
It is extremely important to highlight all the different
options operators count with because:

TV OPERATOR

LINEAR TV 

TVOD

CATCH-UP

VOD

IMPULSIVE BUYING

CONTENT PACKAGES

LIVE SPORTS

LOCAL CONTENT

They exponentially increase the
possibilities of content consumption.

They increase the complexity of the
content animation strategy to be carried
out by the editorial team.



2
 The paradox of choice
and decision fatigue
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Imagine if, instead of deciding 
between two pills, a blue one and a 
red one, Neo had to choose among 
500 pills that look almost the same, 
but have very different effects. Isn't 
that exactly what we do every time 
we sit in front of the screen looking 
for something to watch? Regardless 
of the TV service, we all face the 
paradox of choice.

But the difficulties in finding what to watch don't end there.

Let's talk about decision fatigue. This phenomenon, coined by social psychologist 
Roy F. Baumeister, refers to the deterioration of our ability to make good deci-
sions as the day goes by. The more decisions we make, the less able we become 
to analyse all the possible options and go for the most appropriate one. And if you 
are wondering just how many decisions we make throughout the day, we have 
found the answer for you: 

The paradox of choice &
decision fatigue

The science fiction reference film par 
excellence, where hacker Neo discovers that 
his reality is just a virtual fiction created by 
machines, and must choose between taking 
a blue pill and remain in the simulation or a 
red pill that will take him to the real world.

The Matrix
Lana & Lilly Wachowski, 1999

Too many choices lead to paralysis, 
bad decisions and dissatisfaction... 
too many choices only increase the 

difficulty of choosing.

Barry Schwartz  “The Paradox of Choice”

According to some studies,
a person makes an average of

35,000 decisions a day
2,000 for every hour we are awake
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Let’s go back to Neo. He has to pick 
one of Morpheus’ 500 pills after a long 
day of hacking, where he made tens 
of thousands of decisions. You would 
not want to be in his spot, right? Well, 
you can feel the same about subscrib-
ers to TV services. Subscribers arrive 
home exhausted after making thou-
sands of micro-choices over the 
course of the entire day, only to switch 
on their devices and have to go 
through countless strips of content to 
choose from. How likely are they to 
quickly select a film or series that is 

exactly what they want to watch at 
that moment?

The paradox of choice combined 
with decision fatigue creates the 
perfect storm: a true headache for 
users and a huge threat to TV ser- 
vices. In the next section, we will look 
at the best practices when tackling 
this problem, and how we have em-
powered operators to better monetise 
their catalogues.

The book explains how we tend to be less 
satisfied with the decisions we make when 
we presented with more alternatives to 
choose from. According to Schwartz, elimi-
nating options can reduce users' anxiety 
when making decisions.

The Paradox
of Choice
Barry Schwartz, 
2004

Psychologist Roy Baumeister argues that 
individual will is susceptible to fatigue in the 
same way as a muscle, and is especially 
weakened as we make decisions in our 
day-to-day lives.

Willpower
Roy Baumeister & 
John Tierney, 2011

The Paradox of Choice
Decision fatigue =+ THE PERFECT STORM
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 Human + algorithm:

the perfect mix 
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RoboCop premiered in 1987 and quick-
ly became one of the most popular 
films tackling the merger between 
machine and human. Paul Verhoeven 
saw it clearly: one can go beyond the 
other’s limitations.

In the film, Detroit police officer Alex J. 
Murphy is murdered on duty. The city 
authorities approve the creation of a 
lethal machine using his body, a half 
robot, half human hybrid. However, the 
cop's memory remains intact and he 
decides to take revenge on his killers.

A private company has developed a 
machine with no traces of the human 
essence, a 100% machine bad guy. Of 
course, it then sets out to fight to the 
death against RoboCop, who finally 
wins after a fierce (and somewhat 
unequal) battle.

How did RoboCop manage to snatch 
the victory against such an enemy? 
Because bringing together humans 
and algorithms turns into the perfect 
equation.

We are still waiting for a lethal half-robot, half-man content editing machine to 
come ready to revolutionise TV platforms. The reality though is that it wouldn’t 
even be the greatest parallel between RoboCop and the work of editorial teams. 
The actual key comes from analysing the film’s ending.

Human + algorithm:
the perfect mix 

Half machine

+
Half human

In this futuristic franchise, RoboCop fights 
crime in Detroit while coming to terms with 
the lingering fragments of his humanity and 
exploring the themes of personal identity, 
corporate greed and corruption.

RoboCop
Paul Verhoeven, 1987
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On the one hand we have Netflix with 
its hyper-personalisation, its machine 
learning algorithms, its automated 
recommendations and search 
engine. We already know all these 
features are becoming the standard 
in the industry - all because of their 
undeniable advantages.

However, these algorithms risk 
throwing viewers into a vicious circle. 
If a user only watches action films, the 
algorithm will pick it up and probably 
only propose these films. This is how 
they become at danger of never 
discovering other titles or new types 
of content, and will likely eventually 
become tired and frustrated of the 
catalogue in front of them.

On the other hand, we count with a 
team of (human) audiovisual experts 
who are not limited to the content 
business, but also master the con-
sumption data, relevant information, 
and the culture of a platform's users - 
because they themselves are 
immersed in it.

The editorial team goes farther 
beyond the algorithm to achieve 
what a machine will never be able 
to: building bridges between current 
affairs and an operator's catalogue. 
For there is a relationship in the way in 
which they have a great impact on the 
consumption of TV, trending films or 
series, and vice versa.

Appreciating the relevance of current affairs is one of the keys to the human side 
of this winning equation. It becomes crucial to generate a universe with all kinds 
of events, that takes into account celebrity birthdays, awards, film premieres, etc.

Editors keep a mind map
tagging every potential opportunity



Celebrity news

Birthdays

Divorces

Romances

Anniversaries

Premieres

Historical events

Film listings

Festivals

Regional events

Awards

Seasons of the year

International Days

Bank holidays

Award nominations

Prime time

Social media

Provider agreements

Climate events
Market trends



70th anniversary of Queen Elizabeth II of the United Kingdom’s accession to the 
throne. Editors craft a strip with content related to royalty.

Platinum Jubilee of Elizabeth II

The editorial team prepares a collection of documentaries or films about the 
football genius.

Anniversary of Maradona’s death

HBO has returned to its golden age with this series, topping the quality of classics 
such as The Sopranos, The Wire or Two Feet Under. The success of this Shake-
spearian tragedy serves as the perfect opportunity for a strip full with powerful 
people in conflict, broken families, and movies with betrayal as a common link.

Succession’s success

The eagerly awaited adaptation of the video game Uncharted finally arrives in 
cinemas, starring Tom Holland, Mark Wahlberg and Antonio Banderas. A great 
moment for editors to highlight other successful video game adaptations, such 
as Tomb Raider or Warcraft: The Beginning. We can even promote adventure 
films such as the Indiana Jones saga, or previous films featuring the casting 
stars, such as the latest Spider-Man trilogy starring Holland.

Uncharted premiere

10th anniversary of American singer Whitney Houston’s death. Editors place a docu-
mentary about the singer in a strategic place, together with other documenta-
ries or biopics from related artists.

Anniversary of Whitney Houston’s death
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The editorial team draws on the mood of the society around 
them to offer collections that can alleviate the context (comedies, 
adventure or fantasy films) or empathise with the situation (dra-
mas, adaptations or documentaries).

MOOD OF THE MOMENT

In December 2019, Contagion was ranked 
the 270th most watched film by Warner 
Bros. In early March 2020, it climbed to the 
2nd on the list.

In February 2021, then UK Secretary of State 
for Health and Social Care Matt Hancock 
acknowledged the film's influence in devel-
oping his COVID-19 vaccination strategy.

Contagion
Steven Soderbergh, 2011

Editors are the ones able to read into the mood of the moment in a user’s reality, 
which became particularly evident during the COVID-19 pandemic. Algorithms 
are not equipped to identify the public’s general feeling, while the editorial 
team is ready to prepare a careful and thorough content curation for all types of 
viewers. Indeed, during the toughest moments of the pandemic, some users 
needed to escape reality with light comedies or blockbusters. Others, on the 
other hand, opted for the closest thing to the terrible reality they were living 
through - thus, Contagion and its terrifying recreation of a pandemic, became one 
of the most popular titles during those weeks.

COVID-19 pandemic
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 Solving the mystery
of what users want 
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TV platforms count with a big 
advantage over traditional TV - they 
know virtually everything subscrib-
ers do within their service, from 
what they have watched and for how 
long, to which device they prefer to 
use, and so much more.

This information is —or should be— 
one of the main working tools of the 
editorial team and other depart-
ments, such as Product, UX, Platform, 
etc. Data allows them to assess 
whether their actions have worked 
and to what degree, but it is not the 
only tool they can leverage.

Just like Sherlock Holmes, editors 
must look for clues from any source 
that allows them to "solve" the mys-
tery of what users want to watch. 
Social media, Google Trends, news 
feeds, market trends... everything
can become an opportunity.

The same way we know all
that subscribers have done until
now, we have no idea of what
they are going to do today,
or tomorrow.

Solving the mystery of
what users want 

In January 2021, Madrid experienced 
its biggest snowstorm in 50 years, 
Filomena, which completely buried 
and paralysed the city. Spanish 
streaming platform Filmin took 
advantage of the situation and crea- 
ted the collection "Filomena from 
your couch" ("Filomena, sofá y manti-
ta") highlighting 45 snow-related 
titles and winter stories  from their 
catalogue, that was a hit on the plat-
form and on social media.

Anything can become
an opportunity to
surprise viewers

The world's most famous detective becomes 
embroiled in a complicated international 
plot in the years leading up to the First 
World War, in which he must use his unique 
skills to gather information and reach 
conclusions that will unravel the various 
mysteries they face.

The Private Life of 
Sherlock Holmes
Billy Wilder, 1970
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Let’s imagine a hypothetical linear TV 
content, a not particularly popular late 
night show. First thing in the morning, 
the editorial team goes through the 
previous day’s consumption data from 
different channels. Our late night fea-
tures in a mediocre position, its num-
bers similar to those of any other simi-
lar broadcast. However, the show's 
guest star has become a trending 
topic on Twitter because they said 
something particularly controversial - 
at this point, let your imagination run 
wild. The segment goes viral. People 
cannot stop talking about it on social 
media, but also in their offices, bars... 
"Have you seen this in that?" quickly 
becomes the catchphrase of the day.

How would a good editorial service 
work here? Spotting the opportunity 
and facilitating access to that par-
ticular content. Editors would show-
case the programme in a prominent 
place, with a good picture of the con-
troversial guest. Thanks to this, those 
who have only heard about what ha- 
ppened, but have not yet watched it, 
will find it at first glance as soon as 
they get home and turn on their TV.

The day after, data will most likely 
show skyrocketing consumption of the 
show in catch-up format. And that is 
why we should never underestimate 
the power of the thrill and the pu- 
blic’s morbid fascination with scandals.

THE POWER OF THE THRILL



5
The ideas you need

to wake up
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Netflix and an operator are not the same, so they 
should not have the same editorial strategy.

Different priorities → Different objectives = Different strategy

You have to find the perfect symbiosis between
the algorithm and the craftsmanship of a human team.

Viewers expect you to help them consume what they like in a 
comfortable way.

Christopher Nolan's Inception is a 
twisted film about the subconscious, 
dreams and the power of ideas. But 
we find one issue with this film: the 
script constantly needs to explain the 
film’s plot through the words of the 
main characters.

Let’s go back to the starting point of 
this whitepaper, and ask ourselves 
“how would Lubitsch do it?”. Billy 
Wilder used to explain the infamous 
“Lubitsch touch” with a cheeky quote: 
"Lubitsch was able to suggest more 
through a closed door than other 
directors with their fly open".

Unfortunately, we are not Lubitsch - 
so instead of suggesting, we will take 
Nolan’s route and go through the key 
points of our own whitepaper:

The ideas you need
to wake up

In this cult film, Dom Cobb and his team of 
specialists are hired to eliminate the compe-
tition of an industrial tycoon in a coup that 
will lead them to navigate the dreams and 
mind of another businessman, in order to 
implant an idea in his subconscious.

Inception
Christopher Nolan, 2010
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Leonardo DiCaprio's character in Inception successfully managed to plant a few 
ideas in the subconscious of some really powerful people. We will be happy if we 
get you to keep just this one:

The key is to leverage the bal-
ance between technology and 
human craftsmanship to make 
our customers happy, bringing 
them exactly what they want 
to watch, how they want it. 

Any operator
can successfully compete

with Netflix
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