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Evolution of OTT Service and Changes of Pay TV Industry

Joonho Do’

2 9 OTT AB|A&9 42 71 vlHo] 449 7HA] Akgol ZEAQ] H3lE 741 Stk 8 AHU 7vke
€ OTT AHlae fRls ERE AR 4 2vxet A4 o 5 2l o
E 7R 2 E Fietal Aok & A= OTT AH|A 2to] wl=o] ujrof A3 f=s Atde] jstE Ak
I o] 71g9] Mstele Mg BAISIIT OTTY Sites w7k vi= =

< s 7HAF 7 SAEAT OTT AAtE 22X 2dl= Azt st A2k J3te] g A=tollA OTT
= FAA PAIE Holn 71E9 mho] AlRE AWstaLl Aok 2 vlro] 7149 e i AEE

Au|20] A StHE et eFjxd Felx StHo] it £A FjH A Q. FF ujro] 42 OTTE SHLE
w2 #3kd Aolv 7]E viho] AR JHAARES] HE 7199 AAYE SHEs] fjt A=A

Abstract The diffusion of OTT service has brought the fundamental changes in the value chain of the
existing media industry. OTT service based on the public Internet has increased the number of
subscribers by using dominant marketing capability, making the pay TV platform player’'s ability to
connecting users powerless. This study examined the changes in the media market and pay TV industry
in the USA due to the diffusion of OTT service and analyzed the changing strategies of media firms. The
number subscribers of the expensive pay TV service in the USA has diminished, experiencing cord
cutting and cord shaving due the diffusion of OTT. OTT players are changing the media market, showing
the dramatic excellence in making original contents and distributing the newly released movies.
Examination of the recent merger and acquisition cases of media firms tells that the investment in
making original contents has increased in order to have the competitiveness in OTT business. The future
media industry will be rapidly reshaped mainly based OTT service and strategic judgement is important

to maintain the competitiveness of all media firms in the existing value chain of media industry.
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FOR MORE DATA, VISIT
SOURCE: SEC FILINGS; VARIETY INTELLIGENCE PLATFORM ANALYSIS
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Fig. 1. Cord cutting trend of MVPD in the USA
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Table 1. Subscription of U.S.-based video streaming
service

Major U.S.-Based Subscription Video Streaming Services

Streaming Services Reporting Paid Subs

Mar.
Nex (T M Giobal

Apr.
Disney i24n Global
21
(Includes subs of Disney+: 103.6M, Hulu: 41.6M, ESPN+: 13.8M)
viacomess  [JEXT A Global
‘21
(Includes subs of Paramount+, Showtime OTT and other paid
. Mar.
Lionsgate W s ,u' Global
(Includes subs of Starz OTT and Starzplay Arabia)
Apr.
Discovery | EE = Global
(Includes subs of Discovery+, Food Network Kitchen and other SVODs)

Streaming Services Reporting Another Reach Metric

Mar.

HBO Max 44.2M eligible via direct sign-up/wholesale 21 us.
provider~~
Apr.
Peacock 42M sign-ups (non-paid users+paid subs) 21 us.
Prime Apr.
= >175M Prime members have streamed z Global
Video 21
shows/movies in past year
Streaming Services That Haven't Reported Any Reach Metric
Apple TV+ 60.4M have access, Ampere Analysls estimates.* oy Global

FOR MORE DATA, VISIT

SOURCE: COMPANY FILINGS

NOTE: ~DISNEY+ SUB COUNT INCLUDES SUBSCRIBERS OF DISNEY+ HOTSTAR; HULU INCLUDES SVOD+VMVPD;
ANSUCH AS COMCAST, DIRECTV, HULU AND OTHERS; “VIA DIRECT SIGN-UF/BUNDLE ACCESS, SHORT-TERM FREE
TRIALS (FREE TRIALS OF 30 DAYS OR LESS) NOT COUNTED
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Table 2. Changes of pay 1 window for new movies

Film Output Deals at Major/Mini-Major Studios

Window Outlet Range
Disney Pay 1 (Disney) Disney+ 2019-
1999-2022

Pay 1 (20th Century)

HBO / HBO Max
TBA 2022-

Lionsgate Hulu / FX 2020-2021

2013-2022

HBO / HBO Max
2022-
(Lionsgate)
2023- (Summit)

Pay1 Starz

MGM Pay 1 Epix 2010-2023

Paramounts 2021-2023

2017-2021

2021-2023

2021-2023

Sony 2006-2021

2014-2021
2022-2026

Disney Outlets
« . cabl.

2022-2026
streaming)

HEBO / HBO Max 2005-2021

Pay 1 (Illumination) Netflix*
Pay 1 TBA 2022-

Peacock 2020-

2015-2021

Warner Bros. Pay 1 HBO / HBO Max 1987-
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Table 3. Recent major media firm mergers

Recent Big Media Mergers

Date Deal Finalized Companies Value

June 2018 AT&T > Time Warner $85.0b

March 2019 Disney > FOX $71.0b

(Q22022* WarnerMedia + Discovery $43.0b

Qctober 2018 Comcast > Sky $39.0b

December 2019 CBS > Viacom $12.0b

Discovery > Scripps

March 2018 Networks

$12.0b

Sinclair > Fox Sports

August 2019
el Networks

410.0b

Q4.2021* Amazon > MGM $8.5h

Univision Holdings > Grupo

a0t Televisa

$4.8b

FOR MORE DATA, VISIT
SOURCE: VARIETY INTELLIGENCE PLATFORM ANALYSIS
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