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Introduction: Scope of the Study 

Source: http://www.cmpa.ca/sites/default/files/documents/industry-information/studies/CONTENT_EVERYWHERE-2012-02-27.pdf 

 

 

 

a. Scope of the Study  

In 2011, the Canadian Media Production Association (CMPA) 

undertook a study entitled CONTENT EVERYWHERE: Mapping the 

Digital Future for the Canadian Production Industry.  The study 

focused on the US digital content industry and specifically, on 

changing and alternative outlets and models for financing and 

distributing linear content.  

In just under four years, the digital media environment has changed 

dramatically (again!) with most online outlets fully committed to 

commissioning linear, original programming and many traditional 

media companies also producing ódigital firstô original content. 

óContent Everywhereô is now an imperative for any and all media 

companies.  

CONTENT EVERYWHERE 2 seeks to identify opportunities for 

Canadian content producers that have emerged in the linear, original 

digital content space.  (Please note this paper does not examine 

opportunities in transmedia or interactive digital content.)This White 

Paper aims to answer the following questions: 

 

 

 

 

1. What has happened in the emerging marketplace (English-

language) for content created outside of the traditional studio and 

broadcast system over the past three to four years? 

2. Who are the new content buyers in the US, Canada and the UK, 

and what are they commissioning? 

3. How are traditional media players responding to the rising tide of 

OTT original production? 

4. Four years ago, Canada did not have any players of scale in the 

linear, original digital content space. Has this changed? What are 

the domestic opportunities for Canadian producers? 

5. What do case studies of TV series and web series produced for 

digital platforms tell us about changing financing parameters? 
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b. óVideofication ô of the Internet Takes Hold 

It is an understatement to say that video on the Internet is the single 

most important trend in the media industry today. The obstacles to 

consumer acceptance ï broadband penetration, ubiquity of 

smartphones, high value content availability on multiple platforms ï 

have been solved. As a result, todayôs consumer can find a diverse 

range of video content on almost any platform, at any time. 

More than 1 billion unique users visit YouTube each month, viewing 

over six billion hours of video; 100 hours of video are uploaded to 

YouTube every minute. Globally, CISCO predicts that video traffic will 

be 79% of all consumer Internet traffic in 2018, up from 66% in 2013. 

The sum of all forms of video (TV, video on demand, Internet, and 

peer-to-peer file sharing) will be 80 to 90% of all global consumer 

traffic by 2018.   Internet video is growing at a rapid pace, increasing 

fourfold by 2018 and consumer VOD traffic will double by 2018. For 

example, the amount of VOD traffic by 2018 will be equivalent to six 

billion DVDs per month. 

So video on the Internet has arrived, streaming services have now 

entered the original content business and supply is seemingly 

limitless. As a result, disruption in the traditional media industry is also 

well underway ï causing legacy companies to step in aggressively. 

c. The Great Unbundling  

Bundling ð selling pre-packaged groups of channels to consumers ð 

has been a cornerstone of the cable/satellite business for decades.  It 

has provided operators and channels alike with steadily increasing 

subscriber fees.  Consumers, on the other hand, often end up paying 

for channels they donôt watch. 

 

 

The rise of OTT services (Netflix being the largest), YouTube and 

video consumption on mobile devices has resulted in consumer ócord 

cuttingô and ócord shavingô (replacing or reducing cable/satellite 

subscriptions with online content.) To date, cord cutting has taken 

only a small bite out of the legacy business, but the growing 

commitment to ambitious original content slates by OTT players like 

Netflix, Amazon and Hulu suggests that this trend could accelerate 

dramatically. Furthermore, an entire generation of  ócord nevers,ô 

those who have never subscribed to cable TV, threatens the future-

proof nature of the cable/satellite business model. 

Source: http://www.cisco.com/c/en/us/solutions/collateral/service-provider/ip-ngn-ip-next-generation-ne

twork/white_paper_c11-481360.html 

https://www.youtube.com/yt/press/statistics.html  
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Although óTV Everywhereô (giving authenticated subscribers access 

to bundled programming on any device) showed strong growth, 

thanks largely to special events like March Madness basketball and 

the World Cup, only 17% of US pay TV subscribers knew about TV 

Everywhere apps and services as reported by gigacom. 

Subsequently, several important networks late in 2014 announced 

plans to launch stand-alone SVOD services, including HBO, CBS, 

Univision and the NBA. 

This is arguably a watershed moment, as these stand-alone services 

fundamentally alter the networksô relationships with cable and 

satellite system operators.  Presumably, the networks have 

concluded that selling $5-$10 monthly SVOD packages can offset the 

loss of cable subscribers netting $2 a head.   

d. Canada Follows Suit  

While no one questions that Canadian consumers have an 

abundance of video choices today, the evidence suggests that a 

majority of consumers (83% according to a Television Bureau of 

Canada study in 2014) are still tuned to commercial television ï 

increasingly held by live event  programming. The balance of their 

viewing time ï 17% ï is directed to  streaming services such as 

YouTube, Netflix and shows from online stores such as iTunes.  

 

 

 

 

 

 

Sources: 

https://gigacom.com/2014/10/19/never-say-never-why-tv-networks-are-suddenly-ready-to-unbundle/ 

http://www.cbc.ca/news/business/cord-cutting-continues-as-canadians-ditch-tv-landlines-1.2601373 

http://www.theglobeandmail.com/report-on-business/more-canadians-cutting-the-cord-tv subscriber-numbers-

fall-for-first-time/article18685129/ 

http://trends.cmf-fmc.ca/blog/crtcs-communications-monitoring-report-2013-the-cord-hasnt-been-cut-yet 

http://www.marketingmag.ca/media/tvb-report-shows-majority-of-video-in-canada-viewed-on-tv-112704 
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Geography Average Monthly 
Unique Viewers 
(millions)  

Average Monthly 
Hours per Viewer 

Average Monthly 
Videos per 
Viewer 

Worldwide 1,485,726 14.9 184 

United States 172,635 17.3 382 

Russian 
Federation 

63,384 25.7 246 

Germany 42,528 13.4 158 

Brazil 63,892 12.3 185 

France 35,640 14.5 198 

United Kingdom 34,019 20.8 315 

Italy 27,274 12.6 183 

Canada 21,991 24.7 409 

Online Video Viewership and Engagement  
Q2 2014 source: comScore 

1st 2nd 
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Introduction: óVideoficationô of the Internet Takes Hold 

In Canada, fears of a growing trend of cord-cutters, cord-shavers and 

cord-nevers were evident at the CRTCôs September 2014 óLetôs Talk 

TVô hearings. However, the CRTCôs 2013 Communications Monitor 

suggests that reports of the cord-cutting phenomenon are overblown, 

with the number of Canadian cable and satellite subscribers declining 

by less than one-tenth of a percentage point in 2013. In fact, the 

latest MTM data suggests that only 5% of Canadians view television 

exclusively online. That said, the traditional cable/satellite TV 

business is a mature one and growth has undeniably slowed so any 

new service that cannibalizes existing subscription rates is perceived 

as a threat. Netflix is the prime example. Netflix launched in Canada 

in 2010 and had an estimated 3 million subscribers last year, up from 

2.2 million in 2012.  

 

 

 

 

 

 

 

 

 

 

 

 

e. UK in the Game  

The UK has seen a strong SVOD market emerge with three 

significant players: Netflix, Amazon Prime and Skyôs NowTV. 

According to OFCOMôs annual Communications Market Report, 

online TV revenues grew by 41% in 2013 with SVOD showing 76% 

growth.  

Analysis by the UKôs viewing research body BARB suggests that this 

growth may not necessarily be at the expense of existing pay TV 

operators and services. BARB argued that initial research into the 

nature of a Netflix home in the UK shows one that is a heavy video 

content household, already subscribing to movie and sports 

channels, with multiple televisions and users, and so SVOD services 

were currently complementary rather than alternative to legacy 

services. 

Source http://www.crtc.gc.ca/eng/publications/reports/policymonitoring/2012/cmr4.htm#n4 

 

Sources: http://stakeholders.ofcom.org.uk/binaries/research/cmr/cmr14/UK_2.pdf 

http://www.barb.co.uk/whats-new/329 

 

http://www.crtc.gc.ca/eng/publications/reports/policymonitoring/2012/cmr4.htm
http://stakeholders.ofcom.org.uk/binaries/research/cmr/cmr14/UK_2.pdf
http://stakeholders.ofcom.org.uk/binaries/research/cmr/cmr14/UK_2.pdf
http://www.barb.co.uk/whats-new/329
http://www.barb.co.uk/whats-new/329
http://www.barb.co.uk/whats-new/329
http://www.barb.co.uk/whats-new/329
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Introduction: óVideoficationô of the Internet Takes Hold 

f. Whatôs Different? 

As industry pundits argue whether streaming video is just another 

window or a true disruptor to the broadcast industry as MP3 was to 

the music industry, the critical difference today (as to four years ago) 

is the growing investment in original digital-first content by OTT 

services and other players.  

As companies like Netflix and Amazon use their significant war-

chests to fund original content globally, the threat to viewing share 

has taken on new colour. Just as the cable television industry 

grabbed  critical attention and then audience share from the 

traditional networks with hit series such as South Park, The 

Sopranos and more recently, Game of Thrones, Mad Men and The 

Walking Dead, so now are Netflix originals like House of Cards and 

Orange is the New Black attracting loyal audiencesépresumably 

from other competing drama series on traditional and/or cable 

networks. 

Similarly, traditional media companies and brands have jumped into 

the original video content fray and upped the ante as YouTube and 

other first entrants try to professionalize their user-generated content 

pipeline. 
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Trends: The US Leads the Way 

ñAs we keep an eye on the Digital NewFront sessions in New York 

City, it immediately became clear, itôs all about mobile, video and 

social. Every outlet is thinking about the smartphones that have 

become integral and indispensable in our lives. Theyôre all counting 

on that fact as they create new content and to that end, look for more 

and more video.ò ï Forbes.com 

a. The US Leads the Way  

Several consumer trends in the US market point to an increasingly 

unbundled, SVOD driven market: 

Å Netflix now has more than 37 million subscribers in the US (57.4 

million worldwide), and those subscribers watch an average of 90 

minutes of programming from the streaming service every day; 

Å 47% of all US households subscribe to Netflix, Amazon Prime 

Instant, Hulu, or a combination of these services; 

Å Among 18-24 year-olds, the numbers are even higher: 61% of 

them subscribe to at least one online video service, 49% 

subscribe to Netflix; 

Å 49% of all households in the US have a TV connected to the 

Internet; 

Å 34% of American consumers watch online videos every day. 

 

Furthermore, stand-alone apps are the primary means of accessing 

OTT content. Smartphones and tablets are now the fastest-growing 

means of accessing and consuming Internet TV content.   

Neither in the UK nor in Canada are the penetration numbers quite 

as high but the viewer conversion rates and mobile are headed in the 

same direction. For example in the UK, 54% of program requests for 

the BBCôs iPlayer service in February 2014 came from mobile 

devices ï up from just 17% in January 2012. 

 

 

Source: http://www.forbes.com/sites/dianegordon/2014/04/29/2014-digital-newfronts-the-mantra-mobile-video-

and-social 

https://gigaom.com/2014/10/19/never-say-never-why-tv-networks-are-suddenly-ready-to-unbundle/ 

 

Source: US Market Data http://www.experian.com/assets/marketing-

services/brochures/cross-device-video-analysis-2014.pdf 

US ï Top video sites visited from 

a desktop ranked by visit share  
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Trends: OTTsô Surging Buyer Power 

ñThe goal is to become HBO faster than HBO can become us.ò      

 Ted Sarandos, Netflix Chief Content Officer (reported in GQ) 

b. OTTsô Surging Buyer Power 

The ñBig Threeò ð Netflix, Hulu and Amazon ï are now spending more 

on individual shows than they did on catalogue content just a few years 

ago. RBC Capital Markets reports in 2015 SVOD syndication deals will 

be worth US$6.8 billion to content producers, up over 30% from the 

$5.2 billion that Hulu, Netflix and Amazon collectively spent on content 

in 2014. That said, the bulk of content purchases are still for licensed 

rather than original programming, where SVOD channels are starting 

to outbid their broadcast counterparts.  For example, Netflix bought 

three seasons of Foxôs The New Girl for US$900K per episode, paying 

more than MTV/TBS, which jointly expended $400K per episode.  

Other big-money examples include The Good Wife, which sold to 

Amazon and Hulu for a combined $1.8 million per episode, and 

Sony/Universalôs The Blacklist, where Netflix paid $2 million per 

episode for exclusive rights. 

Netflix: Chief Content Officer Ted Sarandos reports Netflixôs content is 

70% TV and 30% film, reflecting consumer demand for serialized 

content. Netflix was reported to be spending $3 billion on content this 

year, with only 10% of that amount earmarked for originals. However, 

in a recent financing ($1.5 billion), Netflix says it intends to launch 320 

hours of original programming, ñtriple the amount of original 

programming Netflix released in 2014.ò The service is commissioning 

across several genres: drama series, comedy series and specials, 

documentaries, feature films and childrenôs. 

Amazon: Amazon is also investing ñmillionsò in original programming, 

like John Goodmanôs Alpha House and the Silicon Valley comedy 

Betas, with the objective of attracting more shoppers to Amazon Prime. 

 

 

Amazon has also made significant forays into kids original content. 

Stealing a page from Netflixôs playbook (which encourages binge-

viewing), Amazon released all 10 episodes of dark comedy 

Transparent at the same time, in late September on Amazon Prime. 

Hulu: An early entrant among the OTTôs in originals, Hulu has 

stepped up its investment in original content moving from factual-only 

to comedy and drama series. Its current slate includes renewed 

shows like Chris OôDowdôs semi-autobiographical comedy Moone 

Boy and Seth Meyersô animated superhero series The Awesomes; 

new shows include supernatural comedy Deadbeat and reality TV 

satire The Hotwives of Orlando. Huluôs biggest splash yet was the 

announcement of a new series, 11/22/63, based on the Stephen King 

book and produced by JJ Abrams. In total, Hulu will air 12 returning 

series and four new series under its Hulu Originals banner in 2014. 

These join the websiteôs catalogue of more than 86,000 television 

episodes and 2,900 television series. 

Sources: http://streamdaily.tv/2014/10/27/bulk-buying-is-out-exclusivity-is-in-svod-syndication-report/ and http://deadline.com/2014/10/studios-wary-produce-original-shows-digital-859489/ 

http://www.huffingtonpost.com/2013/05/31/amazon-tv-shows_n_3362531.html   http://www.tubefilter.com/2013/11/12/youtube-original-channels-initiative-experiment-end/ 

http://www.hollywoodreporter.com/news/hulus-original-programming-slate-669098 

http://videoter.com/netflix-1-5bn-bonds-new-content/ 
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c. More Players Jump Into the Digital -First Game: US  

Not everyone is racing to the original online video business. Although 

Google grabbed headlines in 2012 by investing over $100M in 100 

original YouTube channels, it did not repeat the experiment. The Google 

initiative yielded few hits, and was reportedly unprofitable, but it did yield 

intelligence that has informed YouTubeôs subsequent original content 

strategy.  Notably, homegrown YouTube stars were more successful than 

legacy-media personalities in building channels; channels with frequent 

content updates outperformed those programmed like traditional TV; and 

hot broadband categories, like gaming, translated into hot channels. In 

response, YouTube is now providing support services, like production 

facilities and better search, to its native creators rather than direct 

financial investment in content production.  

Similarly, Microsoft retreated from original production when it announced 

the closing of Xbox Entertainment Studios in October 2014. More 

generally, early entrants to the online video content business have refined 

their strategies, moving, unsurprisingly, to less experimental content with 

untested creators to reprising older successful franchises or new series 

featuring celebrities with pre-existing fan-bases or digital followings. 

Despite the exceptions above, the overwhelming trend is to more players 

entering the digital video arena. According to the IAB, digital video is the 

fastest-growing advertising medium in the United States. Marketers 

responded by increasing their spending to $2.8 billion in 2013, up 19% 

from 2012. At the 2015 NewFronts which the IAB hosts, the six co-

founding companies ï AOL, DigitasLBi, Google/YouTube, Hulu, Microsoft 

and Yahoo ï will be joined by BuzzFeed, Condé Nast Entertainment, 

Crackle (Sony), Discovery Digital Networks, the Dow Jones 

Company/Wall Street Journal, Fullscreen ( the MCN which recently 

acquired Rooster Teeth, óveteranô web content creator of Red Vs Blue), 

 

 

HealthiNation, Machinima, Maker Studios, Mode Media, National 

Geographic, The New York Times, POPSUGAR, Refinery29, Time 

Inc., Time Warner Cable, Vevo, and VICE. 

Joining early OTT players in the creation of original, digital-first 

video is a roster of traditional media companies, brands, and MCNs 

(multichannel networks.) For example, AOL is steadily expanding its 

commitment to original series, very much focused around 

celebrities. AOL greenlit 16 original series in 2014, featuring 

personalities such as James Franco, Steve Buscemi, Sarah Jessica 

Parker and Ellen DeGeneres. 

Source: http://www.iab.net/about_the_iab/recent_press_releases/press_release_archive/press_release/pr-112014#sthash.ppNANvtT.pdf 

http://corp.aol.com/2014/04/29/aol-announces-16-original-programs-at-the-2014-digital-content-n/ 
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c. More Players Jump Into the Digital -First Game: Canada  

ñCelebrities and female-centric content drive discoverability for the original 

series on CTV Extend.ò   - Mike Cosentino, Bell Media 

In Canada, the commitment to digital-first linear series has been slower 

than the US, with the exception of the Independent Production Fund, 

which launched in 2010, and has since funded over 54 scripted series. 

Fonds TV5 finances web series in Quebec and, of course, the Canada 

Media Fund has supported interactive digital content through its 

Convergent, and Experimental Funds for several years.  

2014 is the year that Canadian media companies stepped up. 

Bell Media launched CTV Extend, a dedicated digital hub, to showcase 

original digital-first series in July 2014 with two Canadian series 

Backpackers and Guidestones. However, its US series, Blue, which stars 

Julie Stiles playing a mother who is a moonlighting prostitute has been the 

CTV Extend top rater to date. At the end of the year, Bell also launched its  

OTT challenger ï CraveTV, an on-demand television-only offering for 

authenticated subscribers ï as did Shaw and Rogers with their movie and 

TV OTT service, Shomi. 

CBC launched Punchline in 2014, a platform and showcase for digital-first 

comedy series, both acquired and commissioned.  

Late in 2014, Rogers announced a groundbreaking partnership with VICE 

to launch a Canadian production studio and TV channel aimed at 

millennials. The $100 million joint venture will include a Toronto-based 

Vice Canada Studio and the VICE TV Network will begin operations in 

2015. According to VICE, the company will be opening its doors to third-

party content pitches in all formats that embrace the VICE óvibeô ï which is 

described as young male-skewing without alienating women. In keeping 

with its global strategy, VICE will likely seek to control all rights to original 

programming wherever possible. 

While many Canadian companies are stepping gingerly into the digital-first 

space with relatively modest investment dollars, Red Bull Media House,  

 

 

Canada is one of Red Bullôs production hubs because itôs an 

English-language market and there are lots of people here who can 

produce the kind of work we are looking foréò   - Jason Ford, former 

EP, Moving Images, Red Bull Canada (now VICE Canada, VP Production) 

the Austrian headquartered brand, is making a significant 

commitment. Red Bull broke onto the media scene with 

documentaries and video series about extreme athletes and then 

took the world by storm with the Red Bull Stratos space jump. Felix 

Baumgartnerôs jump not only took records for speed but also for 

attracting the largest number of viewers for an online livecast: over 

8 million. Red Bull has since evolved and expanded its original 

content strategy beyond sports to culture, social, adventure, 

technology and music ï all with the Red Bull brand philosophy of 

óliving life to the fullest ô in mind. Next year, the Red Bull division in 

Canada will commission over 20 original properties, documentaries, 

one-offs, short videos, and, beginning this year, including looking to 

develop global TV series. 

 

 

 

 

 

 

 

 

Source:http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-
million-venture/article21380037/ 

 

http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/
http://www.theglobeandmail.com/report-on-business/rogers-vice-media-to-partner-on-100-million-venture/article21380037/


Content Everywhere 2 

12 

Trends: More Players Jump Into the Digital-First Game 

c. More Players Jump Into the Digital -First Game: UK  

In the UK, established broadcasters have made a distinctive 

commitment to digital-first content. The BBC has gone so far as to 

plan to convert one of its broadcast channels, BBC3, to online only ï 

though the move was largely a cost-savings measure. BBC3 has  

reached out to producers to propose ideas targeting the channelôs 

core demographic of 16 to 24 year-olds, and reflecting its ethos of 

ñmake them laugh, make them thinkò. The BBC also continues to 

commission a range of online exclusive content through the BBC 

iPlayer. The emphasis is on comedy and spin offs, most notably 

Frankie Boyle's Referendum Autopsy from the controversial 

comedian. 

Channel Four continues to be a prime advocate of digital-first content 

amongst  the traditional broadcasters. For example, in an interesting 

twist on catch-up viewing, Channel 4 premiered its hit sitcom, Fresh 

Meat, in October last year on its digital on demand service 4oD, with 

each episode being shown one week ahead of the broadcast airdate. 

The centre of online commissioning is the 4oD exclusives Shorts 

genre, most recently featuring óEducating Binkyô, spun off from the 

C4 hit series Made in Chelsea. 

UKTV, the multi channel broadcaster, has followed C4 by launching 

an online VOD portal called UKTV Play. The intention is to include 

short content series commissions then poll viewersô preferences to 

shape re-commissioning. UKTV Play will also premiere new shows 

ahead of broadcast on a UKTV channel, including the hit series 

Crackanory on the channel Dave. 

The UKôs two biggest independent SVOD operators, Netflix and 

Amazon, have both committed significant sums to original digital -first 

content in the scripted drama series The Crown and Ripper Street 

Season 3 respectively.  

Source: http://www.broadcastnow.co.uk/broadcasters/bbc3-seeks-online-ideas/5078908.article 
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ñThe dominant players on the network-TV first-window side (CBS, Warner 

Brothers, Fox, etc.) are playing a virtually immaterial role in the production 

of content for the emerging original content SVOD ecosystem, even as its 

growth accelerates.ò  - RBC Capital Markets report 

d. Smaller Players Pioneer Original Online Content  

It is the more nimble US independents that have taken the lead on digital-

first series for SVOD platforms. These include companies like Lionsgate 

(Orange Is the New Black for Netflix and Deadbeat for Hulu) and 

Legendary TV (which, with Judd Apatow, has a two-season commitment 

from Netflix for Love), Gary Trudeau (Alpha House for Amazon), and 

Electus (Marco Polo for Netflix).   

Similarly, first-generation Internet services (like VICE, Funny or Die, and 

College Humor) and MCNs (like Machinima, Fullscreen and Maker) 

continue to support original content ï either their own or through third-party 

YouTubers or celebrity talent. VICE, in particular, which started as an 

upstart magazine in Montreal 20 years ago is now valued at more than 

$2.5 billion after Technology Crossover Ventures, a Silicon Valley venture 

capital firm, and A&E Networks each made $250 million investments for a 

10% interest in the company. 

Ultimately, the real game changer in the digital-first space has been the 

self-financed creators ï YouTube stars like Freddie Wong (Videogame 

HighSchool) or Epic Meal Time (from Montreal) or Epic Rap Battles ð that 

have found sustaining audiences.  Early online personalities like Felicia 

Day (The Guild) and Rooster Teeth (Red vs Blue) are now veterans of a 

platform that has exploded to several thousands of minutes of video 

content uploaded per hour/per day. 

Critical to the YouTuber phenomenon is the zero cost of production to 

Google, the distribution platform. These creators have succeeded by 

keeping costs low and focusing on frequent interaction with their fans. 

 

 

For example, the production budget for a season of Videogame 

HighSchool is an impressive $US630K, the largest chunk of which 

($274K) was raised on Kickstarter. This season represented nine 

episodes at a total running time of 2 hours. 

Sources:  RBC Capital Markets, ñTV Content: Traditional And Digital Syndicationò  

 http://nofilmschool.com/2012/12/cost-breakdown-web-series-video-game-high-school 

 

  

Brands continue to expand their role in the origination of digital-first 

content, as we explored in a previous study ñBranded 

Entertainment: A New Production Financing Paradigm,ò available at  
http://trends.cmf-fmc.ca/research-reports/the_future_of_branded_entertainment 
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e. Old Media Races to Catch Up  

YouTube, which has a long head start in building channels, may be an 

instructive example for the emerging OTT market.  As cable evolved into 

MSOs (multi-system operators,) YouTube developed Multi-Channel 

Networks (MCNs) which aggregate collections of YouTube channels, 

providing marketing, financing and production resources for their members. 

Old media has recently begun aggressively acquiring or investing in MCNs: 

Å Disney acquired Maker Studios (450 million subs, 55,000 channels) for 

$500 million against a deal valued at $950 million. 

Å Dreamworks Animation acquired Awesomeness TV (51 million subs, 

86,000 channels) for $33 million against a deal valued at $117 million. 

Å Scripps Networks leads $25 million Round C for Tastemade (1.3 million 

subs, 300 channels). 

Å Warner Bros leads $18 million Round D for Machinima (320 million subs, 

12,500 channels).  

 

 

 

 

 

In Canada, Blue Ant Media invested earlier in 2014 in another US MCN 

called Omnia which has over 1000 YouTube content creators with over  65 

million subscribers and generates around 1.1 billion global video views per 

month. Similarly, Corus made an investment in a US-based MCN called 

ñKINò, which focuses on the womenôs lifestyle vertical. As part of this 

initiative, Corus will launch KIN Canada and deepen its reach in womenôs 

content in Canada and beyond.  

Most importantly, the major BDUs in Canada launched their long-awaited 

SVOD services at the end of 2014. Shomi, a joint venture between Rogers 
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and Shaw, launched at $8/month with a 12,000 film and TV title 

offering and CraveTV, Bell Mediaôs service, launched at $4/month 

with a TV offering only. Bell has indicated that it will also 

commission original digital-first series for CraveTV as part of its 

overall content strategy across all of its channels. 

In addition to buying into established digital-first businesses, many 

legacy media companies are developing their own in-house 

studios.  Notable examples include: 

Å Conde  Nast has been an aggressive producer, with original 

digital series related to Wired, Vanity Fair, Allure, Bon Appétit, 

Glamour, Vogue, Golf Digest, GQ, Self, Epicurious and most 

recently The New Yorker.  Its digital programming is distributed 

on over 25 platforms and devices including AOL, Yahoo, Roku, 

YouTube, Twitter, Dailymotion and Cond® Nastôs brand sites. 

Å The New York Times is expanding its in-house video 

operation, amidst layoffs on the print side.  For example, the 

Times served 15.5 million desktop video streams to over 4 

million unique viewers across its site and YouTube in 

September 2014, according to comScore.  It is actively 

producing digital-first content like the Out There space 

exploration series. 

Å In the UK, The Guardianôs dedicated multimedia team claims 

to produce an average of nearly 25 hours of video content per 

month. This includes in-depth news reports, investigative 

exposés, short-form documentaries, sports videos and lifestyle 

weekly videos. 

 

 

 

Sources: http:// mecglobal.com/blog/wp-content/uploads/2014/08/Fast-Take-On-Over-the-Top-
Programming-August-2014.pdf 
 http://www.hollywoodreporter.com/news/canadas-blue-ant-media-invests-692466 
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