
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

Helping Companies Adapt to the Changes 

Occurring in the Distribution, Consumption, 

and Monetization of Media & Entertainment 

Service Scope: 

DMS builds on Strategy 

Analytics’ 30-year pedigree in 

evaluating emerging media 

opportunities. The service helps 

industry stakeholders navigate 

the increasingly complex digital 

media landscape and examines 

how media companies, content 

aggregators, service providers, IT 

vendors, and CE manufacturers 

adapt to the changing market for 

digital media & home 

entertainment.  

 Provides continuous tracking 

and analysis of emerging 

digital media markets including 

global and regional forecasts 

for home video, advertising, 

video game software and 

services, and digital music. 

 Examines the impact of 

acquisitions, service launches, 

and market developments on 

new and existing players in the 

media & entertainment 

industry.  

 Delivers analysis and profiling 

of key players in the emerging 

digital media market, including 

value chain analysis of existing 

and emerging distribution 

models for digital media. 

How? 

DMS helps clients to address 

these challenges through a 

combination of syndicated and 

proprietary research and analysis 

tools: 

 Regional Market Forecasts  

 Primary Survey Research 

 Industry Case Studies 

 Best Practice Benchmarking 

 Expert Industry Analysis 

For more information, visit: 

www.strategyanalytics.com 

www.strategyanalytics.com 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Key research themes include: 

 Consumer Demand 

- How are consumers spending their limited time and money? 

- How are connected devices changing the consumption of video, music 
and games? 

- What impact are changing consumption patterns having on distribution 
channels? 

 Monetization 

- Where will your revenue come from in the future? 

- How large are the markets for OTT video, digital music, and gaming? 

 Competition 

- Who are the key players? 

- How do you compare? 

- How should you respond? 

 Emerging Opportunities 

- What are the emerging trends, key developments and critical success 
factors? 

- How should you segment the market? 

- What impact are new products and services having on the marketplace? 

What is the Digital Media Strategies Service? 
Strategy Analytics’ Digital Media Strategies (DMS) Service provides world 

class analysis of how stakeholders in the media and entertainment industry are 

adapting to changes in the distribution, consumption, and monetization of media 

and entertainment (e.g., movies, TV, music, and video games) as a result of the 

growth of broadband and connected devices. 

DMS scales the global transition to new media revenues, quantifies threats to 

established media companies, identifies opportunities for growth, evaluates the 

impact of new products and services, and assesses the effect of strategic 

initiatives by new and existing players in the media & entertainment ecosystem. 

DMS offers an objective, research-driven approach to addressing the central 

strategic questions facing the media and entertainment industry today. 

 

Amazon has Big Aspirations with Twitch 

Acquisition 

North American OTT Video Revenues to 

Reach $24 Billion by 2018 

NVIDIA Goes off the Grid with Cloud 

Gaming Solution 

Recent Research Topics 
Programmatic Buying: Is This The Future of 

Television Advertising? 

HBO Challenges Netflix for SVOD 

Dominance 

Content Curation Takes Center Stage in 

Google Acquisition of Songza 

Recent Blog Posts Digital Media Strategies Blog 

 

 

 

Is Tesco’s Blinkbox for Sale? 

FCC Prepares to Define Online Video 

Providers as MVPDs 

Netflix Off to a Strong Start in France 

Highlights from NYC Television Week 2014 

Rovi Takes Fanhattan 

Thank You for the Music, the Songs I’m 

Watching 

http://www.strategyanalytics.com/
http://blogs.strategyanalytics.com/DMS/


   

 

 

Contact Strategy Analytics: 

 

The music industry is undergoing a 2
nd

 digital 

transformation. First it went from physical media (e.g., 

CDs) to downloads, and now it is transitioning to 

streaming services as consumers continue to value 

ownership less and less. In its place, discovery, ease of 

use, convenience, large libraries and value are coming to 

the fore. As a result, music services must find new ways 

to compete. One such way is to curate an experience that 

is not only aligned with musical tastes but also with 

moods, activities, time of day, and even the weather. 

Jimmy Iovine, co-founder of Beats Music, may have said 

it best when he said "the song that comes next is as 

important as the song that's playing right now," 

Analyst Contacts: 
Michael Goodman 

Director, Digital Media 

+1 617-614-0769 

mgoodman@strategyanalytics.com 

 

Leika Kawasaki 

Analyst 

 +1 617 614 0738 

lkawasaki@strategyanalytics.com 

 

 

Just as it has done in the case of music, 

online delivery of video is now a viable and 

increasingly critical distribution channel for 

content owners. Global OTT video revenue 

from electronic sell-thru, digital rental, 

subscription VOD and advertising totaled 

$17.88 billion in 2013. Strategy Analytics 

projects that this will grow to $24.15 billion 

by year-end of 2014 and reach $49.39 

billion by 2018. 

Online Delivery of Video is a 

Viable Distribution Channel  

Understanding Buying Behavior is 

Critical to Success 

Competitive Positioning for a New 

Generation of Online Music Services 

 

US Headquarters: Boston, MA.  Tel: +1 617 614 0700 

European Headquarters: Milton Keynes, UK.  Tel: +44 1908 423600 

 

 Los Angeles (CA), USA:  Tel: +1 617 614 0719  

San Francisco (CA), USA:  Tel: +1 617 614 0732 

Paris, France:  Tel: +33 1 53 40 99 50 

Munich, Germany:  Tel: +49 89 51 51 35 0 

 

 

Tokyo. Japan:  Tel: +81-3-5789-5935 

Seoul, Korea:  Tel: +82 2 310 9122 

Beijing, China: Tel: +86 10 8975 5246 

Like the video and music industries, the video game industry is 

undergoing a digital transformation; however, in its case it is much 

more controlled. Unlike the music industry, which fought the digital 

transformation the games industry is adapting much more smoothly. 

While retail (packaged and digital) is still the bedrock of game 

spending in North America and Western Europe we are seeing the 

steady growth of revenue from downloadable content (DLC) that is 

complimentary to retail sales. In the Asia-Pacific region, the 

dynamics are completely different, outside of Australia and Japan, 

online and mobile form the foundation of video game spending. 
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