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EVOLVING TOWARD TRUE MULTI-SCREEN VIDEO SERVICES 

The value of multi-screen video services for service providers is substantial. Among the many benefits to be 
considered are the additional user impressions, additional service “stickiness,” the “wow” factor of providing 
innovative services, an enhanced subscriber experience, additional service revenues and the additional 
revenues associated with increased smart devices sales, data usage, content sales and advertising. This paper 
outlines the market drivers for these services, the types of service that can be provided, the evolution strategies 
for arriving at a fully functional multi-screen service and the capabilities required to provide these services. 

  

MULTI-SCREEN VIDEO SERVICES – BECOMING A REALITY  

For years now, we have heard the mantra of “your content on any device anywhere.” It has always seemed 
more hype than reality. However, the market is changing and we are seeing the roll-out of a handful of multi-
screen video services, including catch-up TV, Mobile DRV control, Network DVR and TV/Video anywhere 
services. The commonality between these services is that they are generally limited as to the number of devices 
that they support, or that the integration and interactivity between screens is limited in scope, as Figure 1 
illustrates. 

 

  

 

It turns out that there is real market impetus for the roll-out of multi-screen video services. Market drivers include 
the increased availability and portability of video; rapid growth in the number of smart devices; and consumer 
behavioral trends to interact with multiple devices, often simultaneously. As a result, a quadrupling of video 
views is forecast by 2012, with the multi-screen market forecast to grow to 64 million users globally, generating 
US $18.6 billion in revenues. 
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SERVICE EXAMPLES  

A service provider with a true multi-screen infrastructure — i.e. which supports the delivery of video to multiple 
screens with full interaction and service control between screens — is well positioned to offer a multitude of new 
services. The following are a few examples of services that can be enabled with a true multi-screen 
infrastructure in place: 

• Live to VOD/ Catch-up TV – Live broadcast video is captured, transcoded and made available for VOD 
consumption immediately across all screens, offering the ability to discover and view previously 
broadcast TV programs on any device. 

• Multi-screen DVR – Subscribers are able to schedule and control the recording of TV broadcast to one 
device from any of their devices, and are able to view recorded content on any device. 

• Service continuation – A user on the move who is viewing a video on one device can change locations 
and devices, then resume viewing the same video at the point where they left off. 

• Network vault – Gives users a single view of all their video/content assets from any of their connected 
devices. In addition, users can transfer a video they have purchased and downloaded from one device 
to another. For example, they can move a downloaded video from their PC to their mobile device by 
accessing their network vault and dragging the video from the PC folder to the mobile folder. The service 
checks rights and any pricing differential, then performs the appropriate transcoding (or file retrieval if a 
transcoded version already exists) and the appropriate download. 

• Multi-screen bundles - A user is able to purchase a content bundle that spans multiple devices, and 
have them all delivered in one transaction. For example, a new movie release to VOD might include the 
video for TV viewing; a ring tone for the mobile; a music cut for PC and mobile; and a game for the PC. 
The service detects which devices the user owns, and adjusts the bundle to include only the appropriate 
assets.  

• Simu-stream – A user is able to stream an asset to multiple devices simultaneously. A subscriber can 
multi-task at the PC in the other room for the first few minutes of a video, before joining the family to 
watch the rest of the movie. The service also allows a subscriber to join in and view mid-stream from 
another device. 

• Cross-screen preview and purchase – Users can specify that they would like to browse and purchase 
content for one screen from a different device.  

RAISING ARPU THROUGH MULTI-SCREEN VIDEO SERVICES  

Delivering video to multiple screens increases audience and impressions, resulting in additional revenues. 
However, primary research commissioned by Alcatel-Lucent has determined that there is significant awareness 
of and willingness to pay for multi-screen services — services that go beyond simple delivery, and offer 
interaction and user control across screens. The report revealed a number of positive multi-screen service 
market indicators, including the following: 

• 63 percent of consumers found the concept appealing and believable; 

• 32 percent are willing to sign up immediately; 



 

Alcatel-Lucent Proprietary and Confidential. © 2009 All Rights Reserved.  

 3/7  

 

• 24 percent would switch providers to get multi-screen services; 

• Multi-screen subscribers are 8 percent less likely to churn. 

Willingness to pay was also verified for several multi-screen services, as the following chart illustrates.  

 

 

 

Given the pent-up consumer demand, deploying multi-screen video services is extremely likely to increase ARPU, 
reinforce subscriber loyalty and add prestige to the service provider’s brand.  

SUBSCRIBER MULTI-SCREEN CHALLENGES  

The biggest frustration for users with multiple screens is content portability. If they have purchased a video for 
their TV, why can’t they view it on their PC or mobile? Content portability implies two factors: first, that the 
content can be played on diverse devices; second, that it can be shared or transferred between them. “Internet” 
content services are an attempt to resolve this problem: a user can go to a screen-specific portal to obtain 
content in the correct format for their device, e.g. mp3 for mobile, flv for PC, and MPEG4 for TV. The frustration 
is that often this does not work, as many Blackberry owners have experienced when trying to view video content 
from YouTube. The abundance of video formats and devices makes the task of matching file formats to devices 
even more challenging, — although it is essential to delivering a good user experience. As a result, many users 
resort to side loading. Unfortunately, side loading requires some technical expertise to connect the 
cables/software, and often involves transcoding the content. Despite the difficulty, a large percentage of 18-25-
year-olds have performed side loading to port content between their devices. Successful multi-screen video 
offers will address the issue of portability. 

 

CHALLENGES AND OPPORTUNITIES FOR MULTI-SCREEN SERVI CES  

Obviously, there are a number of challenges facing service providers wishing to roll out true multi-screen video 
services: if that were not the case, then everybody would be rolling them out today. The challenges already 
mentioned have limited the number of services available, as well as their scope and integration across screens. 
Going forward, the market leaders will be those service providers that find simple and effective solutions to these 
barriers, and apply them in a way that facilitates simplicity and affordability for end users. These challenges are 
not just technical; there are important business and legal aspects that must also be considered. Among the 
major challenges are: 

• Content-to-device matching – This is a non-trivial problem, particularly in light of the wide variety and 
diverse capabilities of mobile devices. However, it is not limited to mobile devices, as there are real 
disparities between set-top box capabilities and broadband network capacities. 
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• Complex rights management – Rights management becomes more complex for multi-screen video. Rights 
for a given piece of content on one screen, e.g. TV, will likely not extend to the other screens (mobile or 
PC). Rights to these other screens are typically negotiated separately. Even if the rights do extend to other 
screens, they may have geographic or other use restrictions 

• Management of expanding numbers of content partners – With multiple screens come additional content 
partners. Service providers will need content that is of general interest to all screens, such as blockbuster 
movies and TV series. This content may come from different sources (aggregators) for different screens. 
Service providers will also need content that is specific to the capabilities/strengths of the individual 
screens: for instance short-form content; “snacking” for mobile users; and interactive content for PC users. 
This screen-specific content will likely come from different sources.   

• Creating a unified multi-screen user experience – Service transparency across screens will be important for 
subscriber uptake of multi-screen video services. Services should look, feel and operate the same across 
screens, and service information should be consistent and available on all screens. Anything less will lead 
to disappointment and frustration.  

• Cross-screen functionality – Cross-screen analytics, bundling, campaigns, marketing, etc. will enable 
service providers to generate revenues “that exceed the sum of the parts” and reduce operational costs, 
complexity and service time to market.  

• Video processing – The explosion of available video, the size of video files and the number of variant 
formats leads inevitably to a processing issue. To be effective in providing multi-screen services, service 
providers will need to automate video processing and re-use. The video processing workflow should be 
automated and asynchronous, and automated transcoding processes are essential to yield all the required 
formats and enable re-use of video assets.  

• Discovery - More content and more screens will lead to subscriber frustration if they cannot easily discover 
the content and services they want. They should only be presented with content that is applicable to their 
screens, which is in the right format for their device, and for which they have access rights. They should 
have multiple ways of discovery, including search, categories, targeting/personalization, alerts, etc. Each of 
these discovery mechanisms should extend across all screens; for example, they should be able to 
discover and purchase content for their TV from their mobile device.  

 

Again, market leaders will find simple and effective solutions to these barriers, and apply them in a way that 
facilitates simplicity and affordability for end users. 

 

STRATEGIES FOR MAKING THE TRANSFORMATION  
As mentioned earlier, we are seeing the first examples of multi-screen video services coming to market. Many 
service providers are in the planning and strategy stage for their initial multi-screen services, or are thinking of 
adding additional services to their initial offering. There are two distinct strategies for deploying these services.  
 
The first can be described as a “point solution” integration strategy. This strategy involves getting the service 
defined and to market as quickly as possible using the current set of tools available. Usually, this involves pulling 
in highly specialized point-solution vendors to provide as much functionality as possible with minimal 
infrastructure change. The functionality provided is usually limited to a specific service, device or content type.  
 
The second strategy can best be defined as the “builder strategy,” where roll-out is not as rapid but is more 
strategic, building capabilities that will support these first multi-screen content services while laying the 
foundation for subsequent services. In this strategy, careful planning is undertaken to ensure that infrastructure 
changes are progressive, not temporary. This strategy lays the foundation for future rich services supporting 
many devices and content types. 
 
The advantages of each of these two strategies are clear. The point-solution strategy offers first-to-market 
advantages and allows the service provider to test the multi-screen waters while limiting investment. Its 
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disadvantage is that it does not advance the service provider’s long-term capabilities, and creates “service silos,” 
similar to the silos that were created years ago as mobile service providers rolled out ringtone services, followed 
by wallpaper services, followed by music services, etc. The result was a complex content service environment 
that was difficult to manage and didn't work well together.  
 
Following the builder strategy may initially involve a little more investment, planning and time, but yields a more 
manageable and sustainable content services environment and, ultimately, lower costs in the long term. Figure 2 
illustrates the long-term costs associated with providing services based on a series of point solutions, as 
opposed to providing services based on “thinner” applications built on a more capable infrastructure.  
 
 

 
 
It should be noted that service deployment time to market would follow a similar curve, i.e. a single point solution 
would be quicker to roll out initially, but adopting the builder strategy eventually leads to quicker service rollout. 

MULTI-SCREEN INFRASTRUCTURE BUILD-OUT  
Following either strategy, key elements of common infrastructure will eventually need to be updated to support 
multi-screen video services. First, delivery networks need to be upgraded to support storage and bandwidth 
requirements. CDNs are frequently deployed to help fulfill this need. After the networks are in place, the content 
management system — the brains of a content service — needs to be addressed to provide full cross-screen 
control, interactivity and service provider tools. Next is data federation, the unification of subscriber data, 
presence and location information across networks. Finally, the introduction of interactive video and advertising 
allows service providers to monetize their audiences through targeted advertising, electronic sell-thru, eComms 
fulfillment and so on. 
 

THE CONTENT MANAGEMENT COMPONENT  

The challenges in providing multi-screen video services are most apparent in the demands placed on the 
content management system. To support multi-screen services fully, a content management system should be 
able to support the following fundamental capabilities: 

• A single unified system managing all screens and services; 

• Device, media and bearer network specification and matching; 
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• Flexible metadata definition and application; 

• Automation of transcoding and workflow; 

• Automated onboarding and management of a multitude of content providers; 

• Cross-screen tools — bundling, analytics, recommendations, lockering, portals, campaigns, search, 
reporting, etc.; 

• Open APIs with standard-based interfaces for creating partnerships with content providers and 
technology partners.  

Only a content management system with these key elements will enable service providers to lay the foundations for 
supplying today’s multi-screen video services, and to introduce tomorrow’s more demanding, rich multi-screen video 
services rapidly. 

 

THE ALCATEL-LUCENT 5920 MULTIMEDIA CONTENT MANAGER  

Alcatel-Lucent’s 5920 MCM system provides a single, consolidated content platform for the monetization of 
multi-screen services, maximizing revenues and reducing costs and time to market. It gives service providers:  

• Full multi-screen functionality. All system functions are shared and available across digital TV, 
broadband and mobile. 

• Flexible definition of devices, media, media formats and bearer networks. Users are only presented with 
content that matches their device and delivery network capabilities. The system can choose the best 
delivery network/system. 

• Flexible metadata definition. Metadata can be shared across content file formats, and structures can be 
grouped and shared across content types.  

• Superior marketing and retailing tools – such as DRM-based pricing, campaigns, segmentation, 
targeting, personalization, bundles, subscriptions, discounts and auto-populated categories.  

• Standard-based open APIs. An SOA-enabled interface with a BPEL engine supports interfacing with 
external systems. Batch processing through multiple mechanisms is available, with support for FTP file 
transfers. 

• Automated end-to-end content processing. Content processing workflows and processing duties can be 
shared with content providers. Automated workflows can enable direct publishing of content to 
storefronts, with no manual processing required by the service provider. Storefronts can be shared with 
content providers to create virtual shopping malls with both on-deck and off-deck content. 

• Comprehensive partner management – Processing duties can be shared or delegated to content 
partners based on trust and business needs. Onboarding and management of permissions and access 
can all be defined and controlled.  
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SUMMARY 

Market conditions have created a pent-up demand for true multi-screen services. Service providers that are able 
to overcome implementation challenges to deliver these services will increase ARPU, by creating the “wow” 
factor provided by innovative services that offer subscribers an enhanced content experience. The most cost-
effective way to achieve this goal is to build a multi-screen video-capable infrastructure as early as possible in 
the service deployment roadmap. A key component of the required infrastructure is a fully capable content 
management system.  

The Alcatel-Lucent 5920 MCM is an advanced, multi-screen content management system that features market-
leading capabilities, together with reliability and standard-based interfaces. It enables the creation, monetization 
and delivery of innovative multi-screen video content services, while supporting a high degree of automation, 
open systems integration and marketing functionality across all content and device types.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 


