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ñUnusual Uncertaintyò 

ÁNon Traditional 
Competitors

ÁInflation

ÁRegulation

ÁBusiness Recovery

ÁConsumer Spending

ÁUnemployment

ÁDeficit

Á???
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A Key Inflection

North American Service Provider 

Macro Financial Trends 
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ÁDespite cost reductions, OpEx

levels as percent of revenue 

have remained stubbornly high

ÁCompetition has limited 

pricing flexibility

Profitability Remains Key Issue

ÁSignificant increase in network 

traffic from OTTs and Internet video

ÁLimited or no incremental revenue 

for service providers

ñRevenuelessò Traffic GrowthProfit Squeeze
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1. Video Goes 
Everywhere

4. Seizing on 
Mobility

2. Rise of 
ñOn-Demandò 

Models

3. SMB Growth 
Opportunity

5. Two-Sided 
Business 
Models

Catching Market Transitions

http://www.google.com/imgres?imgurl=http://www.umbc.edu/uhs/images/icon_facebook.png&imgrefurl=http://www.umbc.edu/uhs/&usg=__IjHTD1tdJHvW0G2e0xTrxiAMhB4=&h=512&w=512&sz=8&hl=en&start=9&tbnid=YhSX0IpEyLi2OM:&tbnh=131&tbnw=131&prev=/images?q=facebook&um=1&hl=en&tbs=isch:1&um=1&itbs=1
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1. Video Goes Everywhere
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Internet-Video-to-PC: Live

Ambient Video and Internet PVR

Internet-Video-to-PC: Short Form

Internet-Video-to-TV

Internet-Video-to-PC: Long Form
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Consumer Internet Video Composition:
Video traffic increasingly driven by live video and TV

52% CAGR 2009ï2014

Source: Cisco Visual Networking Index (VNI) Global Forecast, 2009ï2014 - www.cisco.com/go/vni 
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Watching Internet Video (by Age)

Source: Cisco IBSG Connected Life Market Watch, 2010

Consumers are Widely Embracing Internet Video 
Content    
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1. Video Goes Everywhere
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Reasons for Watching Computer Video 
When At Home

Base: Watch Video on the Computer at Home 

Consumers Often Choose Alternative Devices, 
Even When TV Is Available
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1. Video Goes Everywhere

Á75% of respondents watch 
video on computers (averaging 
1 hour, 45 minutes each week)  

ð63% of the time at home

ð93% of 18- to 24-year-olds 
watch video on a computer  (2 
hours, 45 minutes each week)

Á40% of respondents watch 
video using portable devices 
(54 minutes each week) 

ð39% of this time they are at 
home

Source: Cisco IBSG Connected Life Market Watch, 2010
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1. Video Goes Everywhere

Source: Cisco IBSGConnected Life Market Watch, 2010; 
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0%

10%

20%

30%

40%

50%

60%

Non Internet 
TV program 

watchers

Watch TV 
programs on 
the Internet

Couple with no 
children in the home

Couple with children 
in the home

Single parent with 
children in the home

Live with parents or 
other relations

Live with roommates

Live alone

0%

10%

20%

30%

40%

50%

60%

Non Internet 
TV program 

watchers

Watch TV 
programs on 
the Internet

Unemployed

Retired

Part-time student

Full-time student

Homemaker

Employed part-
time

Employed Full-
time

Employment Status

Base: US Broadband Consumers



Cisco ConfidentialCisco IBSG © 2011 Cisco and/or its affiliates. All rights reserved. Internet Business Solutions Group 10

1. Video Goes Everywhere: 

Considerations 

ÅDetermine what your strategy will be for content 
distribution
Å Content management (CDNs) key to handle the increased traffic of video 

and provide basis for wholesale VAS

ÅñTV Everywhereò options are key

ÅAdvanced advertising creates possibilities for 
monetization

ÅDRM - Growing openness to collaboration across the 
value chain (e.g., Canoe, DECE, App Stores)
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2. Rise of ñOn-Demandò Models

Public Cloud Services Revenues 
Forecast $B  in 2013

Description and Examples

Software as a service usually 

delivered to browsers

Platform as a service 

app dev & run-time environment

Infrastructure as a service 

physical IT resources, on-demand

SaaS
$29.5 B

IaaS
$11.2 B

PaaS    $3.2 B


