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In January 2013, the Canada Media Fund (CMF) delivered a Keytrends 
report entitled “Are We Ready for Generation S?”. The goal of that 
document was two-fold:

   to provide the Board of Directors of the CMF with an overview of the key 
transformational trends and market developments that are impacting the 
television and digital media sectors.

   to identify potential strategic orientations for consideration by the Board 
of Directors in terms of the Fund’s response to the changing environment, 
aimed at maximizing the Fund’s impact.

The report presented 6 strategic trends transforming the TV and digital 
media industry:

Always on: As we enter the age of constant connectivity, making content 
available on all platforms remains a priority (i.e. hyperdistribution).

Screen convergence: How the new ways audiences consume and engage 
with content requires stakeholders to rethink their content design and 
distribution strategies.

Transmedia: How TV remains strong in terms of audiovisual consumption 
and how it is in a unique position to influence other media sectors through 
cross-sector collaborations.

The power of many: The audience as active participant in financing, 
production and distribution of content projects.

Monetization: Digital revenue generation is reaching viability through a 
growing apps economy and new Internet players are investing more and 
more money in original digital content.

The Big & the Agile: The polarization of the content and funding 
ecosystems between giant TV and Internet players and smaller, nichier and 
innovative start-ups is creating a new ecosystem.

INTRODUCTION
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This mid-year report presents 6 talked-about phenomenons or recent market developments that may accelerate or 
potentially shift the macro-trends presented in the January Report. If the Keytrends report has a strategic focus, this 

document is aimed to provide supplementary or deeper knowledge on the topics that should remain on the CMF’s 
radar. Once again, we’ve retained an approach based on challenges and opportunities to analyze the potential 

impact on the Canadian TV and digital media industries.



Wearable technology is the next generation of connected content 
interfaces; after touch, here comes motion and voice control. It provides 
deeper interaction possibilities between the user and its devices. Wearable 
tech is currently a US$ 3-5 Billion market, expected to grow to US$ 30–50 
Billion by 2016.

Here are some examples: 
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1 ALWAYS ON : Ultra Connectivity & Making Content Available On All Platforms

“A lot of the technology that’s coming out (…) is really 
going to change (…) how we interact with technology, 
and make our devices an extension of ourselves instead 
of an outside thing you’re interacting with.”

- Stephen Lake, CEO Thalmic Lab

Update: Entering the Age of Wearable Technology

GOOGLE GLASSES
In Beta test
Expected in 2014
Voice and finger controlled
Price (estimate):  US$ 1,500

LOOKAWAY
Launched: April 2013
Mobile app to control Youtube videos
with gaze and gesture
Free

MYO
Available in Q4 2013
An arm band to control computers 
with gesture and muscle input
Price: US$ 149

25,000 units of the Myo arm band have 
been preordered since February (10,000 in 
the first 2 days only).

LEAP MOTION 
Launched: July 2013

A sensor dongle to control computers 
with hands and fingers 

Price: US$ 80

PEBBLE WATCH
Launched: January 2013

An electronic watch connected to iOS 
and Android smartphones 

Price:  US$ 150
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1 ALWAYS ON (CON’T)
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“The “quantified self” movement is the living lab of the wearables 
business, with thousands of personal guinea pigs tracking everything in 
their lives. Its impact in shaping the next data agenda will be crucial as 
privacy concerns grow.”

- Christian Lindholm – Koru Graphic Design

In addition to the diversity of platforms and screens currently available, 
content creators and distributors will need to consider another layer of 
miniaturized screens and outlets.

For anyone funding innovation, it will be difficult to determine which of 
these new technologies will be a true game changer.

Wearable tech represents a substantial marketplace, not only for the 
hardware and software sectors, but for content producers as well.

Wearable tech may increase business convergence between content 
producers, brands and manufacturers as content becomes embedded in 
everyday objects, accessories and clothing.

Wearable tech may accelerate the electronic payment and
micro-transaction industry, enabling more monetization opportunities 
than ever before.

OPPORTUNITIESCHALLENGES
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Binge viewing isn’t a new content consumption behavior: it’s existed since 
TV recorders made their way to our living rooms.  However, the habit is 
increasing and maturing in Europe and North America, including Canada, 
where an estimate of 81% of Canadians have declared binge viewing one 
or many TV series in the last year.

While this behavior  is well established with audiences (particularly among 
younger demographics), what could turn out to be truly disruptive to the 
industry is “binge programming”: by making all episodes of its original 
series House of Cards available at once, Netflix landmarked a new practice 
that  could potentially jolt  TV programming strategies. This model will 
intensify as Netflix and other OTT services invest more and more in exclusive 
original content.

Update: Binge programming and viewing

SCREEN CONVERGENCE : Multiple Patterns of Content
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73%3%

DEVICE MOST OFTEN USED FOR BINGE VIEWING

Television

20%
Computer Other TabletSmartphone

Percentage of its total content budget that Netflix 
intends to devote to original programming

2% 2%
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US - 2013

EPISODES PER WEEK
OF A SAME SERIES

CANADIAN BINGE VIEWERS
WATCHED ON AVERAGE



2 SCREEN CONVERGENCE (CON’T)

Binge programming and viewing challenge the ad-based business 
model set on a typical « TV-hour » segmented by ad breaks.

Binge programming and viewing disrupts the nascent Social TV 
phenomenon as users adopt different viewing schedules and paces.

Binge programming frees content creation from certain rules : 

   no set duration per episode 
   no slots to insert ads 
   no ads means more time for storytelling within the same timeframe 
   no need for previous episode recaps

5

OPPORTUNITIESCHALLENGES

9France

0 VOD

12United Kingdom

12Canada

18United States

minutes per hour
AVERAGE NUMBER OF MINUTES OF ADS 

US - 2012
THE TYPICAL 1-HOUR SHOW

Transitions 5 mins

Ads 18 mins

Storytelling 37 mins
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6

Video has become the new vector for communication and entered the 
world of real-time and super-short formats. Tweetable, moving images are 
everywhere. Canadian TV viewing stats show a very stable number of TV 
viewers but a closer look at data shows that the number of medium and 
heavy TV viewers is decreasing slightly while the number of light TV users is 
increasing slightly.

According to the most recent reports from Nielsen (Q1-2013), TV viewing 
remains equally strong in the USA among cross-platforms households, but 
the trend seems to follow a different pattern than in Canada: the quintile 
watching most TV is actually watching MORE (+7,6%) whereas those 
watching less have declined substantially (-37.5%) in terms of average daily 
minutes.

TRANSMEDIA : The Future of Television

Update:  Moving images continue to rule the new world of communication

TV Viewer

Tuned out from TV

VOD viewers

Light TV users (< 9h/week)

Medium TV users (9 - 20h)

Heavy TV users (20+h)

Internet TV mean weekly hours

Netflix subscribers

Netflix mean weekly hours

Fall 
2011

94%

N/A

N/A

34%

39%

27%

0.39

10%

N/A

Spring 
2012

95%

N/A

16%

36%

38%

26%

1.05

13%

0.61

Spring 
2013

95%

9%

17%

39%

35%

26%

1.51

21%

1.20 

Fall 
2012

94%

8%

18%

39%

35%

26%

1.28

17%

0.90

Variation
2011-13

-

-

-

+ 5%

- 4%

- 1%

1.12

+ 11%

-

Source: MTM-OTM, Canadians 18+

Traditional television remains very strong among all media delivering 
video content, but formats are exploding and becoming more and
more shareable. TV producers and broadcasters should explore how to 
make their content more mobile.

OPPORTUNITIES

Audiences that are already less loyal to television may rapidly move 
away from traditional television and become cord-cutters.

CHALLENGES
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acquired by Twitter in October 2012
#1 free app currently downloaded on iOS
more than 4 million users globally
Instagram, now owned by Facebook, has launched a similar product 
this summer

THE MOBILE VIDEO APP VINE HAS CELEBRATED
 ITS 1ST ANNIVERSARY IN JUNE 2013

CANADA



Crowdfunding is still growing rapidly (81% year over year in amounts raised) but is showing the first signs of maturity. The number of crowdfunding platforms 
is also increasing (more than 600 around the world) and more of them are specializing based on regional or sector interests. Crowdfunding services are 
emerging: from consulting to enabling technologies such as white label solutions for integrated campaigns.

The impressive volume of money raised globally has led to increased interest from regulatory authorities, especially with respect to equity crowdfunding. As a 
result of the lack of defined legislation in many countries, this latter form of crowdfunding has been trailing in growth (3% YoY). In the US, the JOBS Act has 
set a general framework but, a year later, is still awaiting proper implementation, while in Canada, several provinces (Alberta, Ontario, Quebec) and the Canada 
Revenue Agency have initiated a fact-finding process or begun conducting public consultations to assess their course of action regarding equity crowdfunding.

4 THE POWER OF MANY : The Audience as Active Participants

Update:  Crowdfunding is still growing but entering a structuring phase

83%

 83% 
OF ALL

FUNDS RAISED 

TOP 10
CROWDFUNDING 

PLATFORMS
RAISED

BILLION

BILLION

BILLION

TOTAL AMOUNT OF MONEY RAISED
VIA CROWDFUNDING GLOBALLY (US$)

1.5

2011

2.7

2012

5.1 

2013
(estimate)

Portion raised in
North America

73%

44%
56%
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IN 2012, THE TOP TEN PLATFORMS ACCOUNTED  FOR
MORE THAN 80% OF THE TOTAL FUNDS RAISED



 THE POWER OF MANY (CON’T)4

Crowdfunding platforms remain highly unregulated, creating 
uncertainty in terms of their legal structure and responsibilities 
(accountability) towards project holders and backers.

Crowdfunding comes with its own limitations for producers: potentially 
costly for small companies, complexifying financing structures
and IP control, adding a significant burden of communication with 
contributors or investors.

In light of the significant increase in funds raised, it is reasonable  to 
anticipate eventual “donor fatigue”, especially in smaller markets such 
as Canada.

Crowdfunding is a highly flexible funding strategy accessible to anyone: 
sometimes replacing traditional funding sources, sometimes 
complementing them, available either at the beginning or at the end of 
a project.

Crowdfunding provides several other advantages such as engaging 
audiences/consumers from an early stage in a project, thus acting as a 
market validation or as promotional launch pad.

 MOST ACTIVE CROWDFUNDING CATEGORIES IN 2012

21.5%

4.8%

4.8%

11.9%

General Art

Others
Fashion

Energy and
Environment

Music and
Recording Arts

Business and
Entrepreneurship

Social Causes

Information and 
Communication
Technology

Film and 
Performing Arts

OPPORTUNITIESCHALLENGES
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5 MONETIZATION

Although Canadian cable and satellite 
revenues slightly increased in 2012 (CRTC), 
subscriptions to TV services are decreasing 
quarter after quarter, confirming that 
cord-cutting remains a marginal yet 
measurable phenomenon.

Alternative platforms for watching television 
content (as well as non-tv video content) are 
soaring and getting bigger and richer 
(YouTube, Netflix, Amazon, Vimeo, etc). In 
the US, Nielsen has coined the term 
“Zero-TV” to define those who no longer fit 
in the traditional definition of a “TV 
household”.

This results in a more fragmented viewership 
and is affecting ad revenues on all platforms.

 Aereo (NYC & Boston) gives you the ability 
to rent a tiny antenna that will transmit 
terrestrial signals from the major US 
networks onto your tablet, smartphone or 
TV screen. Aereo lets you store on-demand 
content like any conventional recorder and 
watch programs from the last seven days.

This new technology results in cash cow 
rebroadcast revenues taken away from 
traditional broadcasters. Since over-the-air 
can be viewed via solutions like Aereo, the 
attraction power of the bundles are affected 
and might lead to cord cutting.

NET VARIATION OF CABLE AND
SATELLITE SUBSCRIPTIONS IN CANADA

SERVICE COST : 

(estimate)

2011 2012 2013

US $8 to $13 a month

-0,7%

-1,6%

-1,2%

Update: Cord-cutting, VOD and new over-the-air distributors:
the many challenges facing traditional TV revenue models

CORD-CUTTING CHALLENGES 

SUBSCRIPTION REVENUES

VOD, OTT, STREAMING CHALLENGES 

ADVERTISING REVENUES

AEREO MODEL CHALLENGES

AFFILIATED REBROADCAST REVENUES

The first report (Are We Ready for Generation S?) focused on new opportunities for digital monetization. The present report informs on the market pressures 
that traditional TV revenue models are facing, particularly due to the increasing market shares taken by OTT and S-VOD services.

Watch TV on Internet

Watch TV online only

Watch TV on a tablet

Watch TV on a smartphone

37%

4%

6%

6%

71% Watch videos on Internet

 Source: MTM-OTM, Canadians 18+

VIDEO VIEWERSHIP IN CANADA (2012)
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Results from Q1 and Q2 2013 sum up to 

about 25,000 subscription losses



(2009 vs 2012)

SMARTPHONE OS SALES

The apps sector may be setting the stage for a new digital economy. But technology and revenues are increasingly concentrated within a handful of major 
players, iOS (Apple) and Android (Google and Samsung). These two dominate the market and capture most of the profit.  They then redistribute part of it 
through their respective stores to a myriad of developers, leveling the chances for everyone to either stand out or fail. The other contenders (BlackBerry, 
Nokia,…) are left empty-handed and need to spend large amounts of money just to stay on the map.

6 THE BIG AND THE AGILE

Update:  the Apps Ecosystem is owned by a few

2009 2012

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%iOS

Android

Symbian

RIM

Windows
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Volume ProfitsRevenues

Apple

Samsung

Nokia

Blackberry

HTC

LG

Motorola

Sony Ericsson

Other

(World - Q1 2012)

APPLE AND SAMSUNG CAPTURE 
SMARTPHONE REVENUES AND PROFITS

0%

10%

20%

30%
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50%

60%
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80%

90%
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6 THE BIG AND THE AGILE (CON’T)

The leading platforms are US-owned and set the rules- especially in 
terms of content approval - without any concern for local or cultural 
specificities.

These players do not contribute via the regulatory system to the 
creation or promotion of Canadian content.

Through standardization of the apps submission and approval 
procedures and equal marketing support given to apps on their stores, 
Apple and Google go to great lengths to provide every content creator 
an equal opportunity to succeed.

OPPORTUNITIESCHALLENGES

ECONOMIC IMPACT OF THE APPLE ECOSYSTEM

500,000 JOBS
created in the whole ecosystem

( includes developers, etc. )

$4 BILLION
redistributed by Apple

to developers

50 BILLION
apps downloaded

worldwide

World - Since 2007
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$20 BILLION
in revenues for Apple


