OTT Platforms

2020 brought empty football stadiums, but suddenly presented OTT with an exciting opportunity with more fans and viewers
flocking online to get the content they’re missing out on. Photo courtesy of Spicy Mango

Three OTT trends and challenges in
2020
It’s been a stonking year for OTT providers, one of the few sectors to see a real boom in the times of
pandemic as more people seek entertainment from the comfort of their own homes than ever
before. Of course, the massive surge in OTT adoption this year hasn’t been entirely without its
problems, as highlighted herein.
John Griffiths, Chief Commercial Officer, Spicy Mango
Over-the-top (OTT) platforms have been rapidly growing
in popularity as the preferred medium of entertainment, with
the industry expected to be globally worth US$1,039.03 billion
by 2027. The current Coronavirus pandemic has certainly
helped to accelerate this – in the UK alone, 12 million
consumers signed up to a new streaming service, including
the likes of Netflix, Disney+ and Amazon Prime Video, after
the first enforced lockdown in April. Importantly, the Media
Nations 2020 study, revealed that over half of UK adults with
new streaming subscriptions said they will keep them and
spend the same amount of time watching streamed content
in future.
While this year has presented many new opportunities
for streaming providers, there have also been some
challenges; from Netflix temporarily cutting streaming quality,
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to consumers battling the paradox of choice. Herein we look
back at some of the key trends and challenges for OTT in
2020.
4K content
The offering of Ultra High Definition (UHD) content has been
steadily emerging among OTT competitors. Netflix leads the
resolution race, boasting the biggest library of 4K content,
and the likes of; Disney+, Amazon Prime Video, Fubo,
YouTube, Apple TV+ and Hulu are all following suit.
But 2020 certainly presented this trend with a challenge,
one which already witnessed Netflix having little choice but
to reduce its streaming speeds in order for the quality of
experience (QoE) to not be compromised. The reason being
there has been a seismic change in the way businesses are
operating as a result of the Coronavirus pandemic with many
employees now working from home and expected to continue
to do so permanently moving forward. As a result, more
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households require the Internet for both work and pleasure,
and therefore the demand on bandwidth has increased. The
current climate once again highlights the argument over the
long-term sustainability of being able to successfully deliver
ultra-high-resolution content on an ongoing basis.
Hyper-personalization
Consumer expectations are certainly rising when it comes

to content recommendations and streaming providers have
been making great steps in 2020 to minimize the content
discovery conundrum. This is no surprise given that last year
a study revealed that millennials spend nearly 10 minutes
choosing what to stream on OTT services and 21 percent of
all viewers decide to give up and not watch anything at all if
they aren’t able to make up their minds. Recommendations
are not a new trend though, streaming providers have been
suggesting content for years after introducing algorithms,
which when based on a set of rules, could determine which
content to present to viewers. For example, if one viewer had
watched a film with a certain actor, the algorithm could
determine that they might also like other films or TV shows
with that actor in. However, at this level of simplicity, this is
not a sophisticated, or accurate method of recommending
content, and the trend is now focusing on obtaining rich
metadata to support them.
The deeper and richer that metadata can be, the more
chance the recommendation engine will have of finding a
piece of content that the user will want to watch. However, to
surface a sufficient recommendation, users also have to be
willing to give a little something back and this remains a
challenge. Despite consumers sharing everything about
themselves on social media in this current age – from where
they’ve been, to who they’re with and what they’ve had for
dinner – when it comes to sharing data or information with
an TV provider, data capture suddenly becomes out of the
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question. If consumers want to be able to discover content
more easily, the fact is that they must be prepared to share
that information in order for the operator to provide
recommendations that match their expectations. One thing
that will make a big difference is: Confidence. Confidence
must come from the viewers that the operators are doing
their best to give them accurate recommendations and they
must trust they are using their data in the right way. Operators
must have confidence in the quality of the metadata behind
the algorithms to ensure that quality recommendations will
be given as a result.
OTT and sport
The 2020 lockdown caused by the Coronavirus pandemic
created disruption across all industries, including live sporting
events. The sports industry, which has historically relied on
big crowds and avid supporters to create the atmosphere
expected at any sporting event - whether it’s Wimbledon,
Formula 1, or the Champion’s League - suddenly presented
OTT with an exciting opportunity with more fans and viewers
flocking online to get the content they’re missing out on.
Amazon Prime is currently in the middle of its three-year
contract to show 20 Premier League games each season,
but June 2020 saw Amazon Prime offer Twitch users the
chance to live stream its first ever Premier League football
match. A move that enables fans to shout in real-time, virtually
from the sidelines thanks to Twitch’s chat function, despite
the match being held behind closed doors.
There’s no doubt that OTT can give a unique and a more
engaging experience than traditional broadcasters can offer
– either specific data about the past performance of each
player on aspects such as goals scored, quickest lap times,
best serve, or even integrating with the world of betting and
showing odds on each player or team with a data overlay.
Data is key for OTT providers; not just from a technical

standpoint, but for the user experience too, and displaying
this level of insight will only make viewers hungry for more
content, leaving them feeling like they are getting more than
an ‘average’ experience. Most importantly, OTT delivery
allows for anywhere, anytime viewing.
Using technology as an advantage is one way that OTT
providers can storm ahead, but the challenge of revenue
remains. How can OTT providers make money in the same
way that broadcasters are able to? One solution is to explore
ticketing options, advertising and sponsorships, OTT
providers can step up to the podium and monetize their
service. After all, we’ve seen boxing execute this successfully.
Regardless of the price, boxing fans will pay a high price to
watch a match online; the higher profile the boxers are, the
higher the price. It’s all about the exclusivity and the ‘hype’
that is created.
If viewers know they can only get that experience from a
specific provider, and they truly want to be part of it, they will
be willing to pay the associated price. In turn, the bigger the
audience and the following of the event, the more likely that
sponsorship opportunities will start appearing, adding another
layer of monetization.
A year of unique opportunities
While 2020 has held many disappointments for industries
across the globe, OTT has been presented with some unique
opportunities and some of the trends that we’ve witnessed
will continue to evolve into the coming years. That being said,
being able to successfully deliver on these opportunities longterm will depend on streaming providers being able to
overcome challenges thrown their way without compromising
the QoE. In turn, consumers will need to have more
confidence in their operators to utilize their personal data in
great ways, like the ways in which data has been used
between sport and OTT.

The deeper and richer that metadata can be, the more chance the recommendation engine will have of finding a piece of
content that the user will want to watch. Photo courtesy of Spicy Mango
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