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3.1.2.
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The NBA's OTT strategy

The NBA was the first US major league to broadcast its own linear TV channel on cable in 1999: NBA TV,
which was received by approximately 59.7 million households in the United States in August 2013. In
addition to its own channel aired in the United States and Canada, the big league games are broadcast
on ABC as well as on the cable channels TNT and ESPN in the United States, and TSN and Sportsnet in
Canada. Despite this presence, only about 2 out of 10 games are broadcast on national FTA TV
channels. Some games are also broadcast on local channels. To make up for this lack of exposure, the
NBA, in partnership with Turner Broadcasting, operates a video service distributed on managed networks
(AT&T U-verse, DirecTV, Dish Network and various cable operators via the In Demand platform) and
OTT: NBA League Pass provides live access to all games that are not broadcast on national television.
The NBA deploys a similar strategy overseas. The linear television channel NBA TV international, derived
from its American counterpart, is distributed in countries where the league has no agreement with one or
more local linear channels. Two versions of the OTT video service NBA League Pass are also available
internationally.

Figure 20:  OTT service positioning of the NBA based on the popularity of the sport, the market and the
distribution channel

Third Party
OTT service(s)

2nd class content

Proprietary
OTT service(s)

Major FTA National Pay-TV Proprietary OTT Third party
TV Channels Channels Service(s) OTT service(s)

1st class content

l.! ‘I Size related to Domestic Primary Foreign Secondary
s_? Sport popularity Market(s) Market(s) Foreign Markets

Source: IDATE, Rightholders turn OTT, April 2014
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A. Services reserved for the United States and Canada

In the NBA's domestic market, which includes the United States and Canada (one of the league's
franchises is based in Toronto), games that are not broadcast on TV are viewable live via the NBA
League Pass service, which is distributed on managed networks and OTT.

Several pricing models are offered depending on the number and type of available devices:

Table 8: Description of OTT video services provided by the NBA in the United States and Canada
NBA League Pass NBA League Pass Broadband NBA League Pass Mobile
TV/Broadband/Mobile

Geographical United States, Canada United States, Canada United States, Canada

coverage

Content Up to 40 games per week not Up to 40 games per week not Up to 40 games per week not
aired on TV aired on TV aired on TV

Devices TV, iPad, iPhone, Android iPad, iPhone, Android devices, iPhone, iPad, Android devices

devices, Windows Phone, Sony Windows Phone, Sony
PlayStation, Xbox 360, Apple TV PlayStation, Xbox 360, Apple TV
Pricing 189 USD per year 129 USD per year 39.99 USD per year for Sprint
subscribers
49.99 USD per year for
subscribers of other operators

Source: IDATE based on the NBA

B. Offerings in other markets

OTT video offerings outside the United States and Canada are only available on the open internet. Two
offerings exist:

— League Pass, which is similar to the one offered in the United States and Canada. It provides access to
all games that are not broadcast by local TV channels and is available on connected TVs, PCs, tablets
and mobile phones. The price is also similar to the North American offering, between 133.85 EUR and
219.99 EUR per year depending on the country.

— Team Pass, which provides access to all regular season games for a team of the customer's choosing,
for 55.11 EUR per month.

Table 9: Description of OTT video services provided by the NBA outside the United States and Canada

NBA League Pass NBA Team Pass

Geographical International, outside United States and Canada International, outside United States and Canada
coverage

Content All games from the regular season, pre-season,  All regular season games for a team of the
the playoffs and finals, as well as the All-Star customer's choosing
Game weekend

Devices iPad, iPhone, Android devices, Windows Phone, iPad, iPhone, Android devices, Windows Phone,
Sony PlayStation, Xbox 360, Apple TV Sony PlayStation, Xbox 360, Apple TV

Pricing From 169.99 USD per year or 133.85 EUR per 69.99 USD per year or 55.11 EUR per year

year to 269.99 USD per year or 219.99 EUR per
year depending on the country. Payments can be
made in four-monthly instalments

Source: IDATE based on the NBA

www.idate.org © IDATE 2014 27



	Rightholders turn OTT
	Contents
	Tables & Figures

	1. Executive Summary
	2. The premium video content rights economy
	2.1. Premium content and services
	2.1.1. Premium content
	A. Movies and TV series
	B. Sporting event broadcasts

	2.1.2. Premium services
	A. Premium TV channels
	B. Now TV: the first premium OTT SVOD service?


	2.2. Players in the premium content rights market
	2.2.1. Movie and TV fiction rights holders
	A. High concentration in the United States
	B. A network of independent producers in Europe

	2.2.2. Sports rights holders

	2.3. The premium content rights market
	2.3.1. The fiction rights market
	2.3.2. The sports rights market
	A. Spiralling sports rights costs

	2.3.3. The impact of content rights in TV revenues


	3. The OTT strategies pursued by premium content rights holders
	3.1. Sports leagues' OTT services
	3.1.1. The NFL's OTT strategy
	A. Services reserved for markets where games are broadcast on TV
	B. Services reserved for other markets

	3.1.2. The NBA's OTT strategy
	A. Services reserved for the United States and Canada
	B. Offerings in other markets

	3.1.3. The major professional football leagues' OTT strategies
	A. The major European leagues lagging behind
	B. US Major League Soccer more active

	3.1.4. The ATP World Tour OTT strategy
	3.1.5. Using a third-party platform: the example of Livesport.tv

	3.2. OTT services for fiction catalogues
	3.2.1. OTT services from US studios
	A. Warner Bros.: a diversity of approaches at the national level
	B. The Walt Disney Company: an illustration of the links between distribution methods
	C. Hulu/Hulu Plus: the best bet for a common OTT platform?
	D. Lionsgate using the YouTube platform

	3.2.2. Independent rights holders' services
	A. FilmoTV: the main online platform for distributing independent films in France



	4. Would transitioning to an 'everything OTT' model be viable?
	4.1. A better share of the value for rights holders?
	4.2. Is 'everything OTT' for premium content distribution viable?
	A. Simulations using broadcast rights from a selection of sports leagues
	a. The NFL
	b. The Premier League
	c. The French LNR


	4.3. The barriers to an 'everything OTT' solution
	4.3.1. Technical limitations to OTT transitioning
	A. Penetration growth of broadband internet access in major OTT markets
	B. Penetration growth of connected devices
	a. At least one tablet per household in 2017
	b. Access to the TV


	4.3.2. A regulatory obstacle to transitioning to 'everything OTT': release windows
	4.3.3. Strategic threats to transitioning to 'everything OTT'
	4.3.4. Potential unwillingness of consumers to pay for individual offerings

	4.4. Migrating towards mixed TV + OTT distribution





