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The rapid rise of over-the-top (OTT) platforms, coupled with evolving consumer preferences
and technological advancements, has disrupted traditional revenue models, pushing telcos
to rethink their strategies in a hyper-competitive digital landscape.

This market research report, Telco Streaming: Innovative Digital Business Models for Telcos
in a New World of Streaming Media, explores the transformative opportunities and
challenges facing the telecom industry as it navigates this dynamic shift.
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Executive Overview

In an era where streaming media has redefined entertainment, communication, and
information consumption, telecommunications companies (telcos) find themselves at a
pivotal crossroads.

The rapid rise of over-the-top (OTT) platforms, coupled with evolving consumer preferences
and technological advancements, has disrupted traditional revenue models, pushing telcos
to rethink their strategies in a hyper-competitive digital landscape. This market research
report, Telco Streaming: Innovative Digital Business Models for Telcos in a New World of
Streaming Media, explores the transformative opportunities and challenges facing the
telecom industry as it navigates this dynamic shift.

By examining emerging trends, consumer behaviors, and cutting-edge business models, we
uncover how telcos can leverage their unique strengths—robust infrastructure, customer
reach, and data insights—to not only survive but thrive in the streaming revolution. From
strategic partnerships to bespoke content offerings, this report illuminates the pathways
telcos can pursue to redefine their role in a world where streaming is no longer a trend, but
the new standard.
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Evolution of OTT Platforms

Over-the-top (OTT) platforms have revolutionized the way we consume media, offering a
diverse array of content delivered directly to users via the internet, bypassing traditional

broadcast, cable, or satellite systems.

These platforms continue to shape the entertainment landscape, driven by technological
advancements, shifting consumer preferences, and innovative business models. Let’s
explore the key aspects of OTT platforms, including their evolution, current trends, popular

players, and their impact on the media ecosystem.

OTT platforms emerged as internet speeds improved and streaming technology matured,
allowing users to access video, audio, and other media on demand. Pioneers like Netflix,
which transitioned from a DVD rental service to a streaming giant in the late 2000s, set the
stage for a seismic shift in entertainment. By the 2010s, competitors such as Amazon Prime
Video, Hulu, and YouTube began expanding the market, offering subscription-based,
ad-supported, or transactional models. Today, OTT encompasses not just video-on-demand
(VOD) but also live streaming, gaming, music, and even educational content, reflecting a

broader digital media revolution.

How OTT Platforms Work

OTT platforms deliver content over the public internet, relying on robust infrastructure like
content delivery networks (CDNs) to ensure smooth streaming. Users access these
services through smart TVs, smartphones, laptops, gaming consoles, or dedicated devices
like Roku or Amazon Fire Stick. Unlike traditional TV, OTT offers flexibility—viewers can
watch what they want, when they want, often with personalized recommendations powered

by artificial intelligence (Al) and machine learning.
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Current Trends in OTT (March 2025)

1.

Personalized Experiences: OTT platforms leverage Al to analyze viewing habits,
curating tailored content suggestions. This enhances user engagement but also
raises questions about data privacy.

Hybrid Monetization Models: Many platforms now blend subscription
video-on-demand (SVOD), ad-supported video-on-demand (AVOD), and
transactional video-on-demand (TVOD). For instance, Netflix and Disney+ offer
ad-supported tiers alongside premium plans.

Original Content Boom: Exclusive shows and movies remain a key differentiator.
Platforms like Netflix, Amazon, and Disney+ invest heavily in original programming to
attract and retain subscribers.

Live Streaming Growth: From sports (e.g., ESPN+) to concerts and gaming (e.g.,
Twitch), live OTT content is surging, appealing to audiences seeking real-time
experiences.

Global Expansion and Localization: OTT providers are tailoring content to regional
tastes, producing local-language films and series to capture diverse markets,
especially in Asia-Pacific and Europe.

Bundling with Telecom: Partnerships with telecom companies, such as Verizon

offering Netflix and Max bundles, are reducing churn and expanding reach.

. Subscription Fatigue: With the proliferation of services, consumers face choice

overload, prompting some to cancel subscriptions or opt for free, ad-supported

platforms like Tubi or Pluto TV.

Popular OTT Platforms in 2025

Netflix: A leader with over 260 million subscribers globally, known for its vast library
and originals like Stranger Things.
Amazon Prime Video: Boasts around 200 million users, offering a mix of movies,

series, and add-on channels.
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Disney+: With 149 million subscribers, it dominates family-friendly and franchise
content (Marvel, Star Wars).

Hulu: Popular in the U.S., blending live TV and on-demand options.

YouTube: A giant in user-generated and ad-supported content, increasingly
competing with premium OTT via YouTube Premium.

Regional Players: India’s Hotstar, China’s Tencent Video (115 million subscribers),

and Europe’s Rakuten TV cater to local audiences with tailored offerings.

Impact on the Media Ecosystem

OTT platforms have disrupted traditional media in profound ways:

Decline of Linear TV: Cable and satellite subscriptions are waning as viewers cut
the cord, favoring OTT’s flexibility.

Content Creation Surge: The demand for fresh content has boosted production,
benefiting filmmakers, actors, and writers, though it also strains budgets and risks
oversaturation.

Advertising Evolution: AVOD platforms offer targeted ads, often outperforming
traditional TV in engagement due to non-skippable formats.

Consumer Empowerment: Viewers now control their media diet, though this has
sparked debates about censorship and content regulation, especially as OTT

viewership soars.

Challenges Facing OTT Platforms

Content Licensing: Securing rights to popular shows and movies remains complex
and costly, with legal disputes delaying releases.
Competition: The crowded market pits giants against niche players, making

subscriber retention tough.
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e Piracy and Costs: High subscription fees and exclusive content fragmentation
drive some users to illegal streaming, while platforms grapple with rising

production expenses.

The Future of OTT

Looking ahead, OTT platforms are poised for further growth. The global OTT video market,
valued at over $316 billion in 2024, is projected to exceed $443 billion by 2029, fueled by
5G adoption, smart device proliferation, and emerging technologies like virtual reality (VR)
and augmented reality (AR). As platforms experiment with interactive storytelling and
Al-driven content creation, the line between traditional media and OTT will blur further,

cementing their role as the future of entertainment.

In summary, OTT platforms have transformed media consumption into a dynamic,
user-centric experience. Whether you're binge-watching a series, catching a live event, or
exploring niche content, these services offer unparalleled choice—though not without
trade-offs in cost, privacy, and market saturation. What'’s your favorite OTT platform, and

how do you see it evolving?
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Service Bundling

Bundling with telecom refers to the strategic practice where telecommunications companies
(telcos) package their core services—such as mobile data, broadband internet, or voice
plans—with over-the-top (OTT) streaming services to create a unified, value-added offering

for customers.

This approach leverages the complementary strengths of telcos (widespread infrastructure
and customer bases) and OTT platforms (popular content and digital engagement) to
enhance subscriber retention, boost revenue streams, and stay competitive in a
streaming-dominated media landscape. Let’s break down how this works, why it matters,

and some real-world examples as of March 22, 2025.

How Bundling Works

Telcos integrate OTT subscriptions into their service plans, either as a free perk, a
discounted add-on, or a fully embedded feature. Customers access these streaming
services through their telecom billing, often with seamless authentication (e.g., using their

phone number or account credentials). The process typically involves:

1. Partnership Agreements: Telcos negotiate with OTT providers like Netflix, Disney+,
or Spotify to include their services in the bundle.

2. Service Integration: The OTT platform becomes accessible via the telco’s app,
set-top box, or data plan, often with perks like zero-rated data (streaming that
doesn’t count against a user’s data cap).

3. Pricing Models: Bundles can be tiered—Dbasic plans might include ad-supported

OTT tiers, while premium plans offer ad-free access or multiple services.

Why Telcos Bundle with OTT
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Telcos face declining revenue from traditional services like voice calls and SMS due to
competition from messaging apps and OTT alternatives (e.g., WhatsApp, Zoom).

Bundling helps them:

e Increase Customer Loyalty: Offering popular streaming services reduces churn, as
subscribers are less likely to switch providers if their entertainment is tied to their
telecom plan.

e Differentiate in a Saturated Market: With telecom services becoming
commoditized, bundling adds a unique selling point.

e Tap into New Revenue: Telcos earn commissions from OTT partnerships or upsell
higher-tier plans, offsetting losses from legacy services.

e Leverage Infrastructure: High-speed 5G networks and fiber-optic broadband
position telcos as ideal partners for delivering buffer-free streaming, enhancing the

OTT experience.

Benefits for OTT Platforms

OTT providers also gain from these partnerships:

e Wider Reach: Telcos’ extensive customer bases, especially in rural or underserved
areas, help OTT platforms penetrate new markets.

e Reduced Acquisition Costs: Bundling lowers the need for standalone marketing,
as telcos promote the service to existing subscribers.

e Improved Retention: Customers tied to a telecom bundle are less likely to cancel,

combating subscription fatigue.

Examples of Bundling in Action (2025)

1. Verizon (U.S.): Verizon’s “myPlan” offers a bundle with Netflix and Max

(ad-supported tiers) for $10/month alongside unlimited data plans, saving customers
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$7 compared to separate subscriptions. They also include Disney+, Hulu, and
ESPN+ in premium tiers.

2. Jio (India): Reliance Jio bundles JioCinema, Disney+ Hotstar, and Amazon Prime
Video with its prepaid mobile and JioFiber broadband plans, often at no extra cost,
driving massive adoption in a price-sensitive market.

3. Vodafone (Europe): Vodafone partners with Amazon Prime and Spotify, offering six
months free to new broadband or mobile customers, with zero-rated data for
streaming in select regions.

4. AT&T (U.S.): AT&T bundles HBO Max (now part of Max) with its fiber internet and
wireless plans, a legacy perk from its WarnerMedia days, enhancing its premium
offerings.

5. BT (UK): BT includes Netflix and discovery+ with its TV and broadband packages,

integrating them into its set-top box for a seamless experience.

Consumer Impact

For users, bundling simplifies billing and often cuts costs. A family might pay $60/month for
a telecom plan with Netflix and Disney+ included, versus $80/month for separate telecom
and streaming subscriptions. It also enhances convenience—streamers don’t need to juggle
multiple logins or payments. However, there’s a flip side: customers may feel locked into a
telco provider or stuck with OTT services they don’t use, especially if unbundling isn’t an

option.

Challenges and Risks

e Profit Margins: Telcos often subsidize OTT subscriptions to attract customers,
which can squeeze profitability unless offset by higher plan prices.
e Dependency on Partners: If an OTT provider raises fees or exits the partnership,

the telco’s bundle loses appeal.
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e Consumer Perception: Some users resist bundles, preferring a la carte options,

especially amid subscription fatigue.

The Future of Telecom-OTT Bundling

As 5G expands and streaming demand grows, bundling will likely deepen. Telcos might
bundle beyond entertainment—think gaming (e.g., Xbox Game Pass), fitness apps, or even
telehealth services—creating “super bundles” tailored to lifestyle needs. Al could
personalize these packages further, suggesting OTT add-ons based on usage patterns.
Meanwhile, exclusive content deals (e.g., a telco securing a hit series for its bundle) could

become a battleground for differentiation.

In essence, bundling with telecom is a win-win strategy reshaping how we access media.
Telcos evolve from mere connectivity providers to entertainment hubs, while OTT platforms
ride their networks to new audiences. Have you tried a telecom-OTT bundle, or do you

prefer standalone subscriptions?
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Jio vs Verizon

Reliance Jio and Verizon, two telecommunications giants operating in vastly different
markets—India and the United States, respectively—have adopted distinct yet overlapping
strategies to integrate over-the-top (OTT) streaming services into their offerings. Both
companies leverage bundling to enhance customer value, drive retention, and tap into the
booming streaming economy, but their approaches reflect their unique market dynamics,
customer bases, and competitive landscapes as of March 2025. Let’'s compare their
strategies across key dimensions: bundling tactics, content focus, pricing, network leverage,

and market impact.

Bundling Tactics

e Jio: Jio’s strategy is aggressive and expansive, bundling OTT services with nearly all
its prepaid and postpaid plans, especially through JioFiber (broadband) and mobile
offerings. It includes up to 16 OTT platforms—such as Netflix, Amazon Prime Video,
Disney+ Hotstar, JioCinema, SonyLIV, and ZEE5—uwith plans starting as low as %175
(~$2 USD) for 28 days. Jio often provides these subscriptions at no extra cost or as
add-ons (e.g., ¥200/month for a 12-OTT pack), requiring a Jio Set-Top Box for full
access. This “all-in-one” approach targets mass adoption in India’s price-sensitive
market, where standalone OTT subscriptions face barriers like low credit card
penetration.

e Verizon: Verizon takes a more selective, tiered approach, integrating OTT services
into its “myPlan” wireless and Fios broadband offerings. It bundles popular platforms
like Netflix, Max, Disney+, Hulu, and ESPN+ into specific plans, such as Netflix and
Max for $10/month with select unlimited plans or Disney+ Bundle (Disney+, Hulu,
ESPN+) with premium tiers. Unlike Jio, Verizon’s bundles are optional add-ons or
perks for higher-tier plans, appealing to a wealthier, choice-driven U.S. audience

accustomed to standalone subscriptions.
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Comparison: Jio’s bundling is broader and more inclusive, aiming to capture India’s
diverse, budget-conscious masses, while Verizon’s is narrower and premium-focused,

catering to a segmented, affluent market with modular flexibility.

Content Focus

e Jio: Jio emphasizes a mix of global and local content to dominate India’s
multilingual, culturally varied landscape. Its flagship JioCinema offers originals and
live sports (e.g., IPL cricket), while partnerships with Disney+ Hotstar, SonyLIV, and
regional platforms like Sun NXT and Hoichoi cater to local tastes. Jio’s strategy
hinges on volume and variety, often subsidizing premium OTT access to hook users
into its ecosystem.

e Verizon: Verizon prioritizes mainstream, high-value U.S.-centric content, partnering
with giants like Netflix, Disney+, and Max for broad appeal, and ESPN+ for sports
enthusiasts. It avoids deep investment in original content, instead leveraging
established OTT brands to enhance its telecom plans without competing directly in

content creation.

Comparison: Jio’s content strategy is localized and expansive, reflecting India’s
fragmented media market, while Verizon’s is streamlined and universal, aligning with

America’s consolidated, premium streaming culture.

Pricing
e Jio: Jio’s pricing is ultra-competitive, reflecting India’s low average revenue per user
(ARPU). Plans like 1,299 (~$15 USD) for 84 days include 2GB/day, unlimited calls,
and Netflix, while %175 offers 10GB data and 12 OTT apps for 28 days. Free or
low-cost OTT inclusion, often paired with unlimited 5G data, undercuts standalone
OTT subscriptions (e.g., Netflix's $6.99/month ad-supported tier), driving mass

adoption.
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e Verizon: Verizon’s pricing is higher, targeting a wealthier U.S. market with ARPU
around $37/month. Its OTT bundles add $10-$15/month to plans costing
$50-$80/month (e.g., Unlimited Plus with Netflix/Max for $80/month), offering savings
(e.g., $7/month off separate subscriptions) but not undercutting standalone OTT

prices outright. The focus is on value perception rather than mass affordability.

Comparison: Jio uses low pricing as a weapon to democratize streaming, while Verizon
positions OTT as a premium perk, reflecting stark differences in market economics and

consumer purchasing power.

Network Leverage

e Jio: Jio’s 5G rollout—covering over 85% of India by 2025—powers its streaming
strategy. Zero-rated OTT data (streaming without data caps) and high-speed
JioFiber broadband give it an edge, ensuring seamless delivery. JioCinema’s free
IPL streaming in 2023 showcased this capability, drawing millions and pressuring
competitors like Disney+ Hotstar.

e Verizon: Verizon leverages its top-tier 5G and Fios networks for quality, not free
data. It emphasizes reliability and speed (e.g., 5G Ultra Wideband) to enhance
streaming experiences, but doesn’t zero-rate OTT usage, relying on unlimited data

plans to support consumption without direct subsidies.

Comparison: Jio weaponizes its network with free data incentives to dominate streaming,

while Verizon uses network quality as a premium differentiator, not a cost-cutting tool.

Market Impact

e Jio: Jio’s strategy has reshaped India’s telecom and OTT landscape. By bundling
OTT with affordable plans, it's boosted ARPU (from $1.50 in 2016 to ~$2.50 in 2025)
and forced competitors like Airtel and Vodafone Idea to follow suit. JioCinema’s rise

threatens pure OTT players, potentially positioning Jio as India’s streaming leader.
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e Verizon: Verizon’s approach reinforces its telecom dominance without disrupting
the U.S. OTT market. It retains customers (churn rate ~1%) and boosts ARPU
modestly, but lacks Jio’s transformative ambition, coexisting with rather than

challenging Netflix or Disney+.

Comparison: Jio’s aggressive bundling disrupts both telecom and OTT sectors in India,
while Verizon’s conservative strategy strengthens its core business without rocking the

streaming boat.

Key Differences and Similarities

e Differences: Jio’s scale (450 million+ subscribers) and low-cost, all-inclusive model
contrast with Verizon’s smaller base (114 million) and premium, selective approach.
Jio aims to own the streaming market; Verizon enhances its telecom value.

e Similarities: Both use OTT bundling to reduce churn, leverage 5G, and appeal to

entertainment-hungry users, recognizing streaming as a telecom growth driver.

Conclusion

Jio’s strategy is a bold, market-shaping play, using cheap bundles and network control to
dominate India’s streaming future, potentially rivaling Netflix. Verizon’s is a steady,
customer-retention tactic, enhancing value in a mature market without upending OTT
giants. Jio could inspire Verizon to experiment with broader bundles, but Verizon’s model
wouldn’t scale in India’s price-driven context. Which approach resonates more with

you—Jio’s disruption or Verizon’s stability?
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JioCinema

JioCinema, launched by Reliance Jio in 2016, has significantly reshaped the Indian
streaming landscape by leveraging aggressive pricing, telecom bundling, and strategic
content acquisitions. As of March 22, 2025, its impact is multifaceted—disrupting traditional
OTT business models, accelerating market consolidation, and redefining consumer
expectations in India’s price-sensitive market. Below, I'll analyze its influence across key
dimensions: market penetration, content strategy, competitive dynamics, consumer

behavior, and broader industry implications.

Market Penetration

JioCinema’s integration with Jio’s telecom ecosystem—serving over 450 million
subscribers—has been a game-changer. By bundling its streaming service with mobile and
broadband plans (e.g., ¥175 for 28 days with 10GB data and 12 OTT apps), JioCinema
achieves unparalleled reach, especially in Tier Il and Il cities where affordability trumps
choice. Its free IPL streaming in 2023, drawing 32 million concurrent viewers during the
final, catapulted its app installations by 72%, boosting its market share from 10.73% to
40.26% in months. This penetration dwarfs competitors like Netflix (13% share) and
Amazon Prime Video (23%), positioning JioCinema as a mass-market leader alongside

Disney+ Hotstar (26%).

Content Strategy

JioCinema’s content approach blends volume, variety, and exclusivity:

e Sports Dominance: Securing IPL digital rights for 2023-27 ($2.9 billion) and FIFA
World Cup streaming (2022) shifted viewership from Disney+ Hotstar, which lost 4
million subscribers in Q1 2023. The upcoming merger with Disney+ Hotstar (finalized

February 2025) will grant JioHotstar 75-80% of India’s sports streaming market.
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e Hollywood Partnerships: Deals with HBO, Warner Bros., and Paramount (2023)
brought premium content like Game of Thrones to its library, broadening appeal
beyond regional fare.

e Local and Regional Focus: Partnerships with Sun NXT, Hoichoi, and others offer
content in over 10 Indian languages, catering to India’s linguistic diversity—a edge
over Netflix's more globalized catalog.

e Pricing Innovation: A premium tier at 29/month ($0.35) undercuts Netflix ($2.40)
and Prime Video ($2.15), while free AVOD content (e.g., IPL) hooks users before
nudging them to SVOD.

This strategy balances mass appeal with premium offerings, though its focus on

“dal-chawal” (everyday) content avoids high-cost originals like Netflix's Heeramandi.

Competitive Dynamics

JioCinema’s rise has rattled the OTT ecosystem:

e Disney+ Hotstar: Losing IPL rights and HBO content triggered a subscriber exodus
(61.3M in Q3 2022 to 37.6M in Q3 2023), forcing Disney into the $8.5 billion Jio
merger to regain footing.

o Netflix and Prime Video: Their SVOD models struggle against JioCinema’s
low-cost/free options, with analysts predicting a 50% SVOD viewership shift to
JioCinema post-IPL 2023. Netflix’s 10 million Indian users pale against Jio’s scale.

e Local Players: ZEES (11%) and SonyLIV (4%) face pressure as JioCinema’s
bundling and pricing erode their subscriber bases, potentially stifling local content

innovation.

The Jio-Disney merger (forming JioHotstar) could cement a near-monopoly, controlling 40%
of the OTT market and 85% of streaming audiences, raising concerns about competition

and choice.
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Consumer Behavior

JioCinema has shifted how Indians consume media:

e Free-to-Paid Transition: Free IPL and FIFA streams conditioned users to expect
premium content at no cost, challenging the SVOD model’s growth (projected to drop
from 25-30% to 10-15% annually). Its ¥999/year premium tier struggles to convert
free users, mirroring Jio’s telecom playbook of hooking users before raising prices.

e Ad Tolerance: Premium subscribers face ads (e.g., every 5 minutes, per X
sentiment), pushing some to piracy or AVOD alternatives, though its 500+ IPL
advertisers in 2023 suggest ad revenue viability.

e Convenience: Bundling simplifies access, reducing subscription fatigue (42% of
Indians plan to cut services, per Accenture 2023), though it locks users into Jio’s

ecosystem.

Broader Industry Implications

e AVOD Surge: JioCinema’s free IPL streaming boosted India’s $1.1 billion AVOD
market (63% of $1.7 billion OTT revenue), denting the $668 million SVOD segment.
This could pivot the industry toward ad-driven models.

e Consolidation: The Jio-Disney merger signals a trend of telecom-media
convergence, with Jio’s $1.4 billion Viacom18 investment and 5G infrastructure
amplifying its edge. Smaller OTTs may merge or exit.

e Technology Push: JioCinema’s 5G-backed 4K streaming and multi-angle IPL
features (2023) set a quality benchmark, pressuring rivals to innovate or partner with
telcos.

e Regulatory Scrutiny: The Competition Commission of India flags potential
monopolistic risks—JioHotstar’s dominance in sports and pricing power could limit

competition, echoing Jio’s telecom disruption in 2016.
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Critical Takeaways

JioCinema’s impact is a double-edged sword. It democratizes streaming, making premium
content accessible to millions, but its scale and tactics threaten diversity and innovation.
Losses from sports rights ($700-800 million/year projected) won'’t break Reliance’s deep
pockets, yet sustaining growth hinges on converting free users to paid ones—a challenge
given India’s low ARPU ($2.50 vs. $37 in the U.S.). The merger with Disney+ Hotstar could
either solidify its reign or spark a backlash if pricing or quality falters (JioCinema’s 2.6 Play

Store rating hints at UX woes).

In short, JioCinema has rewritten the OTT playbook in India—disrupting incumbents,
reshaping revenue models, and riding telecom synergies to the top. Whether it becomes a
benevolent giant or a monopolistic gatekeeper depends on execution and regulation. How

do you see its influence evolving?

TelcoFutures.net



http://telcofutures.net

20

TelcoStream

Imagine a scenario where a telecommunications company (telco) constructs a streaming
business that surpasses Netflix, the long-standing titan of over-the-top (OTT) media with

over 260 million subscribers as of 2025.

This isn’t a far-fetched fantasy—telcos have unique assets that, if leveraged strategically,
could position them to outshine even the most entrenched OTT players. Let’s explore the
dynamics of how this could unfold, the opportunities and challenges involved, and the

broader implications for the streaming ecosystem.

Foundations of a Superior Telco Streaming Business

To eclipse Netflix, a telco would need to capitalize on its inherent strengths while addressing

Netflix’s vulnerabilities. Here’s how it might build this empire:

1. Infrastructure Advantage:

o 5G and Fiber: With control over high-speed networks, the telco could deliver
ultra-low latency, 4K/8K streaming, and immersive experiences (e.g., VR/AR)
that Netflix, reliant on third-party ISPs, can’t guarantee.

o Zero-Rated Data: Offering streaming that doesn’t count against data caps
gives subscribers a cost-saving edge, unavailable to Netflix unless it partners
with telcos.

2. Bundling Mastery:

o The telco could bundle its streaming service with mobile, broadband, and
even smart home plans, creating a seamless ecosystem. For example, a
$70/month plan might include unlimited data, fiber internet, and premium

streaming—undercutting Netflix's $15.49/month standalone fee (ad-free tier).
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o Exclusive perks, like early access to content or offline downloads tied to

telecom accounts, could enhance perceived value.
3. Content Supremacy:

o Original Programming: The telco could invest heavily in exclusive,
high-quality content—think a blockbuster franchise or culturally resonant
series—outbidding Netflix in key markets. Imagine a sci-fi epic only available
to telco subscribers.

o Localized Content: Leveraging regional insights, it could dominate markets
like India or Latin America with tailored programming, areas where Netflix has
struggled to fully penetrate.

o Live Events: With live sports, concerts, or esports (e.g., exclusive Premier
League rights), the telco could draw audiences Netflix largely ignores due to
its on-demand focus.

4. Customer Data Leverage:

o Telcos have access to vast troves of user data—location, browsing habits,
and consumption patterns. This could power hyper-personalized
recommendations, ads, or even dynamic content creation, outpacing Netflix’s
already sophisticated algorithms.

5. Pricing Flexibility:

o Subsidizing the streaming service with telecom revenue allows the telco to

offer lower prices (e.g., $5/month vs. Netflix’s $6.99 ad-supported tier) or a

free, ad-supported tier with superior reach and targeting.

Scenario Dynamics: How It Plays Out

Let’s envision this through a hypothetical telco, “TelcoStream,” challenging Netflix:

e Launch Phase: TelcoStream debuts with a $10/month standalone streaming service

(or free with premium telecom plans), boasting 5G-optimized 8K streaming, a global

TelcoFutures.net



http://telcofutures.net

22

content library, and exclusive rights to a major sports league. Netflix counters with
price cuts, but its reliance on third-party networks limits quality consistency.

e Market Penetration: TelcoStream’s bundling drives rapid adoption—millions of
existing telecom customers opt in, ballooning its subscriber base past Netflix’s within
two years. Netflix loses casual users to TelcoStream’s cheaper, integrated offering.

e Content Wars: TelcoStream secures a game-changing deal (e.g., a Star
Wars-esque franchise) and floods local markets with regional hits. Netflix ramps up
originals but struggles with rising debt and production costs.

e User Experience: TelcoStream’s Al, fueled by telecom data, predicts viewing habits
with eerie precision, while its network ensures zero buffering. Netflix’s outages
during peak times (due to ISP congestion) frustrate users, pushing them to
TelcoStream.

e Profitability: TelcoStream’s telecom backbone subsidizes losses, allowing it to
undercut Netflix indefinitely. Netflix, facing subscriber churn, raises prices, alienating

budget-conscious viewers.

By year three, TelcoStream could boast 300 million subscribers, relegating Netflix to a niche

premium player with 200 million loyalists.

Opportunities for the Telco

e Ecosystem Lock-In: Customers tied to TelcoStream’s telecom and streaming
services are less likely to switch providers, boosting overall revenue.

e Ad Revenue: A superior ad-supported tier, leveraging precise telecom data, could
outstrip Netflix’s nascent ad business, projected at $1 billion in 2025.

e Innovation Edge: TelcoStream could pioneer interactive or AR/VR content,
capitalizing on 5G to create experiences Netflix can’t replicate without telco

partnerships.

Challenges to Overcome
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e Content Investment: Netflix spends $17 billion annually on content (2024
figures). TelcoStream would need deep pockets or strategic acquisitions (e.g., a
studio like Paramount) to compete.

e Brand Recognition: Netflix’s cultural cachet—"Netflix and chill’—is a hurdle.
TelcoStream must build a distinct identity beyond “the telecom streamer.”

e Regulatory Risks: Net neutrality laws or antitrust scrutiny could limit zero-rating or
bundling advantages, especially in markets like the EU.

e Execution: Telcos aren’t historically agile content creators. TelcoStream would need

to hire top talent and avoid bureaucratic stagnation.

Implications for the Streaming Ecosystem

o Netflix’s Response: Netflix might pivot to partnerships with other telcos, double
down on premium niches (e.g., arthouse films), or explore mergers to survive.

e Industry Shift: Other telcos (e.g., Verizon, Jio) could follow suit, fragmenting the
OTT market into telecom-driven fiefdoms rather than standalone platforms.

e Consumer Impact: Lower prices and better quality could democratize streaming,
though choice might shrink if telcos prioritize exclusive walled gardens over open
competition.

e Innovation Race: Telcos might accelerate 5G/AR/VR adoption, pushing the

boundaries of what streaming can be, while pure OTT players scramble to keep up.

Could It Happen?

A telco overtaking Netflix isn’t guaranteed, but it's plausible. Companies like Reliance Jio in
India, with JioCinema’s rapid rise (bundled free with telecom plans), hint at this potential.
JioCinema’s IPL streaming success in 2023 already disrupted Disney+ Hotstar’s
dominance. Scale that globally with a telco’s resources, and Netflix could face a real rival.

The key lies in execution—marrying telecom muscle with OTT finesse.
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Quickplay Shorts

The emergence of innovative platforms like Quickplay Shorts, which enable rapid creation

and distribution of short-form sports content, underscores the potential for telcos to compete

with established streaming giants and social media platforms.

Over-the-top (OTT) streaming platforms, including those leveraging tools like Quickplay
Shorts for short-form sports content, can employ various monetization strategies to
maximize revenue in the competitive streaming marketplace. Below is a concise overview of
key OTT monetization strategies, tailored to the context of telcos using Quickplay Shorts to

create competitive products:

1. Subscription-Based Video on Demand (SVOD)

e Description: Users pay a recurring fee (monthly or annually) for unlimited access to
content, including live sports, highlights, and short-form clips.
e Application with Quickplay Shorts:
e Telcos can offer premium subscriptions for exclusive access to personalized
sports shorts, such as real-time highlights or behind-the-scenes content.
e Tiered plans can include ad-free viewing, multi-angle replays, or interactive
features like polls and quizzes, enhancing perceived value.
e Benefits:
e Predictable revenue stream.
e Encourages long-term user retention, especially with engaging, Al-driven
content like Quickplay Shorts.
e Challenges:
e High competition requires unique content (e.g., sports-focused shorts) to

reduce churn.
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e Must balance pricing to attract price-sensitive users, particularly Gen Z.

2. Advertising-Based Video on Demand (AVOD)

e Description: Free or low-cost access to content, monetized through ads (pre-roll,
mid-roll, or banners) integrated into the viewing experience.
e Application with Quickplay Shorts:

e Telcos can embed targeted ads within the Shorts Frontend'’s vertical scroll
interface, leveraging Al to deliver personalized ads based on viewer
preferences (e.g., sports team affiliations).

e Interactive ad formats, such as shoppable ads tied to sports merchandise,
align with Gen Z’s preference for engaging experiences.

e Benefits:

e Attracts a broader audience, including ad-tolerant younger viewers.

e High ad engagement due to short-form content’s quick consumption (e.g.,
30-second clips).

e Challenges:

e Ad fatigue can reduce viewer satisfaction if not balanced with seamless

integration.

e Requires robust analytics to optimize ad placement and revenue.

3. Transactional Video Maker on Demand (TVOD)

e Description: Users pay per view or purchase for specific content, such as premium
live events or exclusive shorts.
e Application with Quickplay Shorts:
e Telcos can offer pay-per-view access to high-demand sports moments (e.g., a
game-winning play recap) or curated short-form collections (e.g., “Top 10
Plays of the Week”).
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e Quickplay’s CMS enables rapid packaging and distribution of premium
clips for one-time purchases.
o Benefits:
e Captures revenue from casual viewers unwilling to commit to subscriptions.
e |deal for high-value, time-sensitive sports content.
e Challenges:
e Limited scalability compared to recurring models.

e Requires compelling, exclusive content to justify one-time payments.

4. Hybrid Models

e Description: Combines SVOD, AVOD, and TVOD elements to cater to diverse user
preferences, offering flexibility and multiple revenue streams.
e Application with Quickplay Shorts:

e Telcos can provide a freemium tier with ad-supported shorts, a mid-tier
subscription for ad-free highlights, and a premium tier with exclusive live
event clips or interactive features.

e Quickplay’s platform supports dynamic content delivery, allowing seamless
transitions between ad-supported and paid experiences.

e Benéefits:

e Appeals to varied demographics (e.g., budget-conscious Gen Z and premium
sports fans).

e Maximizes revenue by capturing both ad and subscription income.

e Challenges:
e Complex to manage and market multiple tiers.

e Risk of cannibalizing premium subscriptions with free tiers.

5. In-App Purchases and Microtransactions
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e Description: Users pay for additional features, content, or virtual goods within
the OTT app, enhancing the viewing experience.
e Application with Quickplay Shorts:
e Telcos can offer in-app purchases like exclusive player interviews,
downloadable shorts, or interactive features (e.g., live polls during games).
e Quickplay’s Shorts Frontend supports shopping integrations, enabling
purchases of sports merchandise directly from the app.
o Benefits:
e Incremental revenue from engaged users without requiring subscriptions.
e Aligns with Gen Z’s preference for personalized, interactive experiences.
e Challenges:
e Requires careful UX design to avoid intrusive upsells.

e Success depends on high user engagement and compelling add-ons.

6. Partnerships and Content Syndication

e Description: Collaborating with brands, sports leagues, or platforms to co-create or
distribute content, sharing revenue or expanding reach.
e Application with Quickplay Shorts:

e Telcos can syndicate Quickplay Shorts to social media platforms (e.g., TikTok,
YouTube) or partner with sports brands for sponsored highlights, splitting ad
or subscription revenue.

e Quickplay’s syndication tools enable seamless distribution to third-party
channels, amplifying monetization opportunities.

e Benefits:
e Expands audience reach and revenue potential beyond owned platforms.
e Leverages partner expertise or brand equity to enhance content value.

e Challenges:

e Revenue sharing reduces per-unit earnings.
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e Requires alignment on content rights and branding.

7. Data Monetization

e Description: Leveraging user data (with consent) to sell insights to advertisers,
sports teams, or partners, or to enhance ad targeting.
e Application with Quickplay Shorts:
e Quickplay’s Al-driven personalization generates detailed viewer analytics
(e.g., favorite teams, viewing habits), which telcos can use to refine ad
targeting or sell anonymized insights to sports marketers.
e The platform’s moderation and analytics tools ensure compliance with privacy
regulations.
e Benefits:
e Creates an additional revenue stream without direct user impact.
e Enhances ad effectiveness, increasing AVOD revenue.
e Challenges:
e Strict privacy regulations (e.g., GDPR, CCPA) require robust compliance.

e User trust must be maintained through transparent data practices.

Strategic Considerations for Telcos

e Target Gen Z: Quickplay Shorts’ social-centric, vertical format aligns with Gen Z’s
preference for short-form content (over three hours daily vs. one hour on traditional
streaming). Monetization strategies should prioritize interactivity, personalization, and
mobile-first experiences.

e Leverage Live Sports: The platform’s ability to create real-time highlights from live
sports feeds capitalizes on high viewer engagement (e.g., 70% of Super Bowl
viewers use second-screen platforms). AVOD and TVOD are particularly effective for

time-sensitive content.
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e Balance Revenue and UX: Overloading ads or paywalls can alienate users.
Hybrid models with freemium options and seamless ad integration (e.g., short,
skippable ads) maintain engagement while driving revenue.

e Scale with Cloud: Quickplay’s cloud-native architecture (using AWS and Google
Cloud) ensures telcos can handle peak demand during live events, supporting
scalable monetization across AVOD, SVOD, and TVOD.

e Compete with Social Platforms: By offering TikTok-like experiences within their
OTT apps, telcos can reduce reliance on third-party platforms, retaining ad and

subscription revenue.

Conclusion

Telcos using Quickplay Shorts can implement a mix of SVOD, AVOD, TVOD, hybrid
models, in-app purchases, partnerships, and data monetization to create competitive OTT
products. The platform’s Al-driven, sports-focused capabilities enable rapid content creation
and personalized delivery, driving engagement and revenue. By tailoring strategies to Gen
Z’s preferences and leveraging live sports’ high engagement, telcos can differentiate
themselves in the OTT market, capturing market share from traditional broadcasters and
social media giants. For further details on implementation, telcos can explore Quickplay’s

resources at hello@quickplay.com.
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