[image: image1.jpg]



The Case for the Mass-market Multi-screen Experience: 
 “I want what I want, when and where I want it.”

By Thomas Fuerst, Carrier Solutions, Alcatel-Lucent 
and Sylvain Boyer, Americas Marketing, Alcatel-Lucent

Since the early days of broadband, new media evangelists have been foretelling the rise of business opportunities related to content consumption and communication on “any device, any time, any place.”  Traditionally, however, content and communications were intrinsically “locked” to the consumption device ― the mobile phone was for voice communications, while the television remained the main device for video entertainment.  Liberating the service from the device proved difficult, and only in the last few years have we seen services such as video entertainment begin to appear on multiple devices. Today, however, we are reaching a tipping point in our industry, where consumer behaviors and technical capabilities have begun to align to make the “any service, any device” prophecy a reality. 

The first broadband service delivery, based on a subscription revenue model, was spawned by traditional telecom service providers and cable TV companies. Then a new category of service provider emerged: Internet-based application service providers, such as AOL, Google, Apple, and MySpace. These market entrants, unencumbered by the constraints of legacy networks and multiple purpose-built back-office systems, rapidly developed new applications and offered new revenue models based on advertising and click-through transactions. 

The clear success of this approach enticed content owners, such as Viacom, NewsCorp and Universal, to begin offering their content over the Internet, using varied business models and unique partnerships that indicated a need to enter the space at all costs. However, in this case, speed to market isn’t always a guarantee of success and virtually all industry players have begun to look forward to what is next ― the multi-screen experience.

Multi-Screen Defined

In simplest terms, multi-screen is the next logical evolution of a fixed or mobile triple play, providing a seamless and integrated communications and entertainment experience across multiple devices.  Central to this experience is the need to make the movement of content and services across devices as seamless as possible, enabling consumption on any device that suits one’s personality and lifestyle.  To do this, it requires a smarter network ― one that knows the subscriber’s preferences, devices, service entitlements, etc. ― and tailors the content in real time to the subscriber and the device.  
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Many people think of multi-screen only in terms of extending fixed PC- and TV-based services onto a mobile device outside the home, but central to a compelling multi-screen experience is how the services are delivered in the customer’s home.  This drives the need for a “connected home”, which enables services to flow freely between multiple devices in the home and offers additional revenue opportunities for providers that deliver multi-screen services.

As with any new service, there are those that doubt willingness to pay on the part of the consumer.  In market research studies, respondents indicated strong interest in the multi-screen service experience, and would “probably or definitely” sign up for the service.  This bodes well for the service provider, who many believe to be the preferred provider of a multi-screen experience, especially since they are best positioned to make the service experience ubiquitous across fixed and mobile networks.  It bodes well, too, for the content industry, which is eager to license content for additional screens if it brings incremental new viewership to their entertainment assets and brands.

The Attraction of Multi-Screen

Multi-screen as a market opportunity is attracting a whole host of suitors ― from traditional service providers to internet players to traditional media and entertainment companies ― who are finding new distribution channels and view each screen as a potential revenue source. In the entertainment industry, many TV shows, movies and artists are becoming micro-brands that can increase their brand value through multi-screen delivery. For instance, offering live interviews and blogs to communicate with their fans, musical performers can increase user engagement and maximize attendance and sales during a tour.

For Internet players, multi-screen means more data on users and enhanced ability to target content (including advertising), which results in increased monetization for the multitude of “free” applications being ported from the broadband PC to the mobile device. The drawback, however, for Internet companies is that they are largely absent from the traditional “lean back”, living room TV experience, limiting their offer to a few, isolated multi-screen experiences.

It is converged service providers, who can leverage both fixed and wireless broadband assets to provide a guaranteed consumer experience, which enjoy the most promising business case for multi-screen.  Multi-screen has the potential to move these carriers from being viewed as limited value, connection providers to providers of high-value personalized entertainment and communication services.   The demands of delivering multi-screen, however, will require converged carriers to rethink their structure and networks, so they can more tightly integrate content, communications and control applications. 

Giving the Consumer What they Want

Both service providers and content owners have a unique opportunity to find value through multi-screen.  Enabling consumption of their products and content on multiple screens with assured quality of experience will boost average revenue per user, generate “sticky” video-centric services that reduce churn, and change forever the relationship with the consumer.  

Delivering the multi-screen experience will require creative re-thinking of traditional approaches to organizational structures, network infrastructure, and consumer-vendor relationships. By their very nature, multi-service solutions must be free from existing network and business division silos.  Vendors providing these solutions must have the ability to bring the silos together. Products, applications, and services that have been developed for one delivery and consumption paradigm must be made relevant across all service delivery platforms serving the TV, PC, mobile phone, mobile players and even in-car multimedia devices… and devices of the future. 

So the consumer can truly watch, read or listen to what they want…whenever and wherever they want it.

