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The Changing 
Entertainment 
Ecosystem 
Platform changes impact 
distribution and advertising.
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Business By Gary Arlen

behemoth to guarantee a glamorous 
opening night for its films and qualify 
them for Oscar consideration. 

What’s Next for OTT Subscriptions?
Another unknown in the distribution 
formula is the dominance of streaming 
video subscriptions. A Parks Associates 
survey  in June 2021 found that 82% of U.S. 
broadband households subscribed to at least 
one OTT (over-the-top) video service, up 
from 76% in 2020 and way above the 64% 
level in 2018.

Cynics are seeing a decline in streaming 
revenues. An Antennas Direct study found 
most subscribers expect to cut back on the 
services they buy because of the “strain on 
household budgets.” The survey found that 
21% of homes pay more than $100 per 
month for streaming subscriptions, and 
another 25% spend more than $130 
monthly. The report indicates most 
respondents spend less than $50 per month.

In the Antennas Direct study, of those 
who plan to reduce their monthly plan, 
86% of viewers said they’ll travel with 
their savings, 66% said they’ll dine out 
and 71% cited a “wedding or life event.” 
However, “Going to a movie theater” 
didn’t show up as significant.  

These structural revisions come during 
tremendous media industry upheaval, aided 
by the pandemic’s effect on viewing patterns. 
For example, IndieWire, a trade publication, 
ran the headline “This Was the Week That 
Movie Studios Finally Lost Control of the 
Industry.” It characterized the situation as 
one in which “movie studios are no longer in 
charge of Hollywood.”

Robert Tercek, founder and CEO of 
General Creativity, a Los Angeles 
consultancy, cited the changes as proof that 
"TV is just another app that runs on 
somebody else's platform." Tercek, whose 
book “Vaporized” explores the reinvention 
of legacy industries including the overhaul 
of entertainment and media, contends that 
“content is king” is no longer accurate.

“Today it’s all about the platform and 
the marketplace plus application 
programming interfaces and 
monetization,” Tercek says. “Internet and 
mobile are now the most important 
channels; theatrical release is not as 
significant as it was pre-pandemic.” He 
says traditional filmmakers want to open 
their movies in theaters and that the new 
platform moguls can “indulge that.” 

Tercek explains Netflix has a stake in 
such prestigious movie theaters as the 
Egyptian Theater on Hollywood 
Boulevard and the Paris Theatre in 
Manhattan, which enable the streaming 

 W 
hen HBO Max introduced its ad-supported, subscription 
tier in June, the digital entertainment world absorbed a 
tradition-shattering blow. For decades, HBO — the 

premium cable channel — wouldn’t even allow advertising in its 
printed program guide, let alone on its channels.

But now HBO’s streaming service is 
offering ad-supported viewing for $100 
annually or a commercial-free package for 
$150. Both versions include a deep catalog 
of content from HBO, Warner Bros., 
Turner Classic Movies and the Cartoon 
Network. Ads will be limited to four 
minutes per hour, with no ads run during 
HBO programs. About 35 brands are in 
the first wave of HBO Max advertisers. 

But there are caveats, such as ad-based 
subscribers can’t download content for 
offline viewing, and streaming video 
quality will be capped at 1080p.

This all comes while Hollywood and the 
media world are preparing for a post- 
pandemic overhaul that reaches from  
theatrical revisionism to platform permuta-
tions. Warner Bros. drew heat last year when 
it adopted a “streaming-first” release pattern. 
What worked for some films during the pan-
demic may become a permanent feature, but 
it’s not being universally embraced, especially 
by the theater-based infrastructure.

Meanwhile Amazon’s $8.45 billion 
acquisition of MGM moved a historic film 
library to the giant’s entertainment 
warehouse, and also created new licensing 
and distribution possibilities. Since MGM 
produces series such as "Handmaid's Tale" 
for Hulu and "Fargo" for FX, the studio 
will provide new content for Amazon 
Prime and potentially others. 

– Robert Tercek 

Internet and mobile are 
now the most important 

channels.
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https://www.parksassociates.com/blog/article/pr-06032021
https://www.parksassociates.com/blog/article/pr-06032021
https://www.antennasdirect.com/cmss_files/attachmentlibrary/Post-COVID-Habits-Survey_Results-report.pdf

