
W
e reached out to the 

great and good of 

the TV, media and 

telecoms industry 

in an effort to 

provide readers 

some direction as to 

the year ahead. 

There will be further (albeit slow) erosion of 

traditional television viewing, coinciding with a 

greater move to online distribution. People will 

still be watching (a lot of) television, but the way 

in which we will be viewing programmes is 

changing, with the core concept of the TV 

channel fragmenting. This sets the tone and forms 

the major backdrop for many of the predictions 

that follow.

OTT goes linear but quality matters
That over-the-top consumption and distribution is 

exploding is no secret but 2016 should see a 

gradual emergence of live OTT. Multi-screen is for 

the large part dominated by on-demand and catch 

up services, including for now the much 

publicised DisneyLife broadband service.

Edgeware’s Matt Parker believes live content 

will be key to OTT from this year, with premium 

events, such as sports and music, being used to 

attract new subscribers. “Expect to see premium 

events as supplementary ‘wrap around’ content 

that is used to enhance the live experience as a 

means of achieving greater audience immersion. 

This may include elements of VR [more of which 

later] for the first time,” he says.

Akamai’s Ian Munford makes the point that 

even in countries where the adoption of online 

viewing is at its highest, the share of viewing time 

achieved through OTT technology is still barely 

20%. “Schedule’s therefore do matter. That’s why 

we will see more channels provide a linear OTT 

offering either directly or indirectly through third 

party aggregators,” he says.

Munford also notes that in 2016 OTT providers 

will be judged for the quality of service they 

provide: “We used to accept poor experiences 

because ‘it’s only the Internet’ but in 2016 viewers 

will expect to watch their favourite shows and 

movies at no less than TV quality, every-time.”

Miles Weaver at Piksel adds that now that the 

OTT delivery is established and here to stay, it’s 

time to address operational efficiencies and 

delivery quality. “Across the industry there is 

massive duplication of effort (and associated 

costs) that are created by dual workflows for 

broadcast and OTT. In 2016, we expect to see 

organisations beginning to refine their operational 

structure by unifying their teams and workflows 

across metadata, delivery, content acquisition.”

Michal Fridman at Comigo is among those 

who sees a large majority of OTT growth residing 

around the main TV screen from 2016. More and 

more traditional payTV operators are expected to 

launch OTT offerings this year in order to 

compete with services like Netflix and HBO Go, 

differentiate themselves in the marketplace, 

appeal to cord-cutters with targeted lower-cost 

packages, and drive new revenue.

Netflix, the biggest streamer of them all, has 

for now ruled out expensive live 

sports deals but reports suggest it 

is about to experiment with 

original, linear chat shows starting 

this year.

In another OTT trend, IHS sees 

content owners unbundling from 

operators in even greater numbers. “For cord 

cutting to become mass market, it is the content 

owners that need to break the umbilical cord with 

operators – only when there is enough content 

available will consumers follow suit en masse,” the 

analyst frim writes in its 2016 predictions. This 

started to happen in the US in 2014, accelerated 

in 2015 and is sure to do so further there and 

internationally in 2016.

 Peter Ostapiuk, Head of Media Product 

Services, Intelsat, argues that as the demand for 

delivering reliable and high-quality linear OTT 

content increases, terrestrial CDNs (which were 

not originalyl designed fro live traffic) are coming 

under pressure in terms of service reliability and 

costs. This presents an opportunity for alternative 

cost-effective solutions to provide the high-quality 

viewing experience viewers demand, and 

broadcasters and advertisers expect, he thinks. 

Seasonal subscription habits will also emerge, 

reckons Accedo. Rather than being long-term 

subscribers, savvy consumers will sign up for 

services for the winter and cancel them again 

in spring. 

VoD start-ups are also forcing traditional 

payTV operators to reconsider contract terms and 

monetisation strategies and in 2016, we’ll see 

operators looking to meet the needs of an 

increasingly agile subscriber. “The success of 

services like NOW TV, Apple TV and Amazon 

Fire TV, which allow customers to make a 

one-off payment for a TV service, recognise 

that the 12-month subscription is quickly 

becoming a thing of the past,” says Bhavesh 

Vaghela at Paywizard.

Ultra HD moves
For most live events, like the Olympics, traditional 

television will continue to deliver experiences that 

reach mass audiences.

As informitv points out, 2016 will be an 

Olympic year. The four-year cycles of the Olympic 

Games and the World Cup have historically 

driven the development and deployment of 

television technology. While the World Cup in 

Brazil in 2014 provided a limited opportunity to 
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experiment with 4K, it is not clear whether the 

Olympics in Rio de Janeiro will deliver an ultra-

high-definition dividend to TV manufacturers and 

retailers. Olympic Broadcast Services, which 

provides the main coverage of the event, has 

reported little demand for 4K from rights holders, 

informitv notes.

Nevertheless, Tom Lattie at Harmonic expects 

an UHD channel “space race” starting in the next 

12 months, with providers launching big 

advertising campaigns touting who has the most 

channels and best quality. Related to quality, we 

can also expect a specification for High Dynamic 

Range (HDR) technology to be added to the 

UHD format in the next 18 months or so.

Yet despite the entry of 4K channels such as 

BT Sport Ultra HD, there is still no consensus on 

how to deliver some other aspects of an improved 

viewing experience, such as HDR, wider colour 

gamut or higher frame rates. Commercially, these 

enhancements won’t be on the market until the 

2017-2018 timeframe. 

According to Irdeto’s Godert Burghard, to 

ensure that they leverage their 4K content 

effectively, operators will need to balance 4K with 

HD, SD and analogue content distribution to 

reach all their customers. They will also need to 

protect their investment in 4K from piracy. 

A viable business model may be the last piece 

of the 4K UHDTV puzzle to come together in 

2016, says Intelsat’s Ostapiuk. “The question of 

how to best monetise the 4K UHDTV immersive 

viewing experience remains a barrier to 

widespread adoption.”      

But 4K is now real and here to stay. “We’ve 

supplied 4K kit for a lot of multi-camera shoots 

this year [2015], and I see no sign of that 

momentum slowing, if anything, quite the 

opposite. The public has now developed a taste 

for 4K, especially for live events,” says Mike 

Ransome, CEO, Presteigne Broadcast Hire.

4K UIs
Kai-Christian Borchers, MD of 3 Screen 

Solutions, believes that in 2016 broadcasters will 

get down to the nuts and bolts of what it takes to 

build a 4K world. Migrating to 4K requires a 

fundamental change to the entire ecosystem, 

including nearly every aspect of the UI.

“When it comes to the user interface, 4K 

requires an entire rethink from what was achieved 

in HD. But you don’t have to start from scratch. 

You can retain the integrity and flow of an 

interface while migrating to 4K, but you need to 

rework many basic elements from image size to 

the amount of content displayed,” says Borchers.

“A full HD UI used today, running on 

1920×1080, looks OK if migrated directly to 4K. 

However many of today’s HD broadcasters do not 

have a ‘full’ HD UI - in other words the UI is 

running 1280x768 or similar. An ‘ordinary HD’ 

user interface broadcast in 4K may prove a big 

challenge for some types of consumer hardware,” 

he adds. 

A personal touch: context and 
personalisation
There will be a “razor sharp focus on 

personalisation,” as Ericsson’s Simon Frost puts 

it, meaning highly tailored packages. Investment 

in extensive metadata and advanced algorithms 

will accelerate in 2016 as providers seek to better 

know the moods, situations and locations of all 

their users, and become ultimate aggregators of 

their TV experience, according to Frost. 

In 2016, it will be essential for service 

providers to understand the individual personas of 

their customers and act accordingly – like 

knowing the difference between targeting a binge 

viewer and a socialite, or between a teenager and 

someone over 55, agrees Matteo Fabiano at 

ContentWise. Having this insight, and delivering 

personalised marketing campaigns to suit different 

types of viewers and behaviours, will help to drive 

consumption, and perhaps most importantly, will 

reduce potential churn.

For David Leporini at Viaccess-Orca, 

context and content is the great supply and 

demand equation of our industry. To this end, 

payTV operators will try to find a balance 

between offering premium content (live, sports, 

4K, UHD, HDR, virtual reality) and context (eg, 

real-time information, personalisation) via cloud-

based platforms.

 “As context becomes a focal point for payTV 

platforms, content publishers and advertisers will 

gain access to super-targeted audiences and 

improve content efficiencies, metrics which 

become the measure of a platform’s success. 

Under this paradigm, real-time context 

relevance becomes the Holy Grail,” he adds, 

backed by a comprehensive and sophisticated 

data strategy leveraging an operator’s unique 

access to usage data, including that taken from 

beyond the TV service silo. Edgeware calls this 

‘actionable analytics’.

More context and personalisation also means 

more/better metadata. TV operators used to rely 

on a few trusted metadata sources, but in 2016 

intelligent merging, augmenting and presentation 

of content metadata will “become a painful 

necessity,” argues Fabiano at ContentWise. With 

the blending of VOD, SVOD, TVOD, streaming, 

EPG and other services on one hand, and the 

need to consolidate metadata from Gracenote/

TMS, Rovi, Rotten Tomatoes, Wikipedia, IMDB 

and others on the other, operators need a 

metadata processing automation that reduces 

editorial management costs.

Charles Dawes at Rovi adds that especially for 

live sport, saying the use of dynamic metadata to 

provide in-game context will provide a more 

immersive experience to drive new, personalised 

discovery experiences before, during and after the 

game, as well as offer extensive descriptive 

information in real-time. 

On top of these, content regionalisation and 

monetisation will be central to broadcasters’ 

growth strategy in 2016 as the demand for 

personalized and targeted content increases in the 

multiscreen environment, according to KA 

Srinivasan, Co-Founder, Amagi.

Carrier ID
For satellite broadcasters, 2016 sees the 

requirement by the FCC for all SNG broadcasts 

in North America to be Carrier ID (CID) 
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compliant. This requirement affects international 

broadcasters delivering content within the FCC 

footprint resulting in a push by the US and 

international broadcasters for implementing CID, 

adds Franklin. In some cases it will be just as 

important to detect and verify the correct ID is 

being displayed, especially for broadcasts that 

move or reconfigure carriers routinely, such as 

live sports coverage.

Virtual reality
Oculus, Sony, and HTC are among the leading 

players to launch key VR products over the next 

12 months, all of which will take the experience 

to the next level compared to Google Cardboard-

based headsets. The technology is now poised to 

transform the entertainment industry, including 

gaming and video, over coming years.

Adoption is likely to be slow, not least due to 

the initially high prices: headsets will retail for 

more than $500 in some cases with powerful 

enough PCs costing more than $1,000. This 

means a small early adopter market with cheaper, 

less capable products dominating beyond the 

niche, according to IHS.

As VR continues to evolve it will quickly move 

to 8K resolutions for more realistic experiences, 

thinks AWS-owned Elemental Technologies, 

which has with Nokia produced multiple live 

events and VoD projects. 

It is important to note that all these 

developments will set new requirements on the 

entire production and distribution pipeline and 

drive data volumes.

There will be experiments with VR viewing but 

the question is like with 3D, will it have limited 

appeal because of the need to wear glasses? 

While VR will start to complement story-

telling, Akamai’s Ian Munford admits that a little 

bit like 3D, VR seemed to be a technology looking 

for a problem destined only to be used by 

dedicated gamers. “That said, content creators, 

ranging from movie studios, broadcasters, sports 

rights owners, will be announcing a slate of 

initiatives and with the likes of GoPro and others 

developing relevant technology to make this 

happen – you just never know.” Watch this space.

 
Preparation for 5G
While we are not ready for a launch of 

mainstream 5G services just yet, the industry 

is preparing, according to Joe Marsella, chief 

technology officer, EMEA, at Ciena. “Impressive 

plans for 5G suggest it will require 1,000 times 

more bandwidth, 100 per cent coverage and 

99.99 per cent availability, all essential given 

that 21 billion IoT devices are expected to active 

by 2020,” says Marsella.

2016 will lay the groundwork for 5G’s 

inception, seeing service providers investing in 

cellular data network backhaul and core network 

infrastructure, as well as embrace SDN and NFV 

for faster service enablement. 

IoT is here
After years of hype, the concept of an ‘Internet of 

Things’ is becoming a reality, from wearables to 

connected toothbrushes, intelligent thermostats 

and driverless cars. 

Bobby Koritala at Infogix, sees IoT giving the 

most disruption, as well as the most opportunity 

in 2016. This will require pervasive analytics, 

infrastructure simplification and standardisation, 

security and privacy.

Machina Research identifies growing 

momentum for dedicated LPWA, which includes 

the new purposely developed alternatives from 

players such as Ingenu, LoRa Alliance, and 

Sigfox, as well as cellular based NarrowBand IoT 

initiatives (more on this on page 38).

And a few others
Underpinning many of these are multi-gigabit 

services, and this is the biggest development 

enabling the future of TV, says Arris, because 

today’s TV services “sip bandwidth compared to 

the waterfall of bandwidth that tomorrow’s 

applications” as the company puts it.

 Jeroen Ghijsen, CEO of Metrological, expects 

to see operators adopting application framework 

technology that enables support of personalised 

TV app experiences and delivers greater app 

performance on any device.

Piksel expects to see more content producers, 

in particular Multi-Channel Networks looking for 

additional platforms to host their content. These 

businesses will be proactive in considering options 

alongside YouTube to extend their online presence 

as they attempt to gain greater control over their 

distribution and reclaim revenue streams. 

Investing in an ‘owned and operated’ platform 

allows deeper branding of content and increased 

audience engagement through the collection 

and analysis of data unobtainable through third-

party platforms.

Jacques Le Mancq, CEO at Broadpeak, 

foresees cloud PVR deployments thanks to hybrid 

solutions that include shared and private copy 

recording methods.

Inmarsat CTO Michele Franci sees new 

markets such eHealth, Smart metering, farming 

and smart cities driving M2M growth. 

Unsurprisingly, he sees a role for satellite M2M 

services offering insurance against accidental or 

deliberate mobile network outages. 

Using Inmarsat system, Lufthansa will this 

summer start to offer in-flight broadband 

connectivity above the skies of Europe, ushering a 

new era of infotainment onboard planes. 

Most contributors to this feature also saw 

broadcasters look towards integrating OTT (both 

short and long form internet video) on their 

linear channels in an effort to capture the 

attention of Millennial audiences. ‘Making 

Frenemies’ ContentWise calls it.  
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