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A recent study carried out on behalf of PlayBox Technology looked into the online video market, 

talking to people from broadcasters to YouTubers and vloggers. The clear message from the results 

is that, while the majority do not currently operate their own OTT platform, there is huge interest in 

developing one. 

 



83% of respondents said they did not currently operate an OTT platform for their content. With the 

prevalence of YouTube and other video streaming services, this is perhaps understandable. 

 

But 63% expressed significant interest in establishing one, with more than half identifying the 

primary driver as opening up new monetisation avenues and capturing audience data. This strongly 

suggests a desire to keep control of the relationship between creator and audience for direct 

monetisation. 

 

When asked about the source of the monetisation, roughly the same number of respondents said 

subscription (33%) and advertising (30%). The logical conclusion of this is that there are 

opportunities for both as sources of revenue, and an OTT streaming platform needs to support both. 



That means having subscription management embedded in the software. Obviously this will provide 

the conditional access for subscribers, but it will also provide teases and other marketing activities 

to encourage other users to subscribe. It should also ensure continuing management of subscribers 

to keep the churn rate low, and of course the means of collecting the money – direct links to PayPal 

as well as banks and credit card providers. 

At the same time, the playout software needs to be able to insert commercials with the same 

seamless quality and precise placement as viewers have grown to expect from broadcast services. 

The streaming platform should have not just the playout functionality but tools for campaign 

planning and advertiser billing. 

The great advantage of an OTT service is the very close relationship with the viewer: even if you do 

not have a subscription you should at least have a registration scheme so you know who your 

viewers are, and can use that to track their interests and what content is most popular. 

Armed with that data, you then have demographics with which you can fine-tune the advertising, to 

make sure you are meeting the advertisers’ expectations in terms of audience reach and interests. 

If you choose to plan your own advertising campaigns then this is invaluable information. 

Many users will prefer to use a third-party digital advertising business. These tend to be huge 

specialist operations which handle both the sales and the placements, paying you for your air time 

directly linked to your revenues. Your playout platform must interface directly with the ad-serving 

company. 

As well as identifying and monetising the audience, tracking the performance of your channel 

depends upon understanding your viewers. Registration has already been mentioned. Integration 

with online tracking tools like Google Analytics is also vital. 

This data gives you the ability to create your own ratings for each piece of content which you can 

display on your on-demand pages. The channel software could also allow for comments on your 

content, which you can pre-moderate if you choose. 



 

What are the key drivers for setting up an OTT platform? Alongside the audience management and 

monetisation issues, 30% of respondents to the PlayBox study cited retaining ownership of the 

content. 

There are two strands from this. First is that content owners, or intellectual property owners, see 

advantages in delivering direct to consumers rather than through broadcasters or network operators. 

Sports clubs and organisations, for example, can take direct control of delivery to fans, and use 

video as part of a wider marketing and engagement process. 

The second is that organisations who previously would not have considered video delivery as part of 

their business can now engage directly and powerfully with their audience. Obviously there are 

commercial applications here, but community groups fall into this category, too. 

Houses of worship now routinely stream services, prayer meetings and other acts to extend their 

mission and serve their congregation. Even government bodies can put council meetings and 

committees online, extending their reach and boosting direct democracy. 

For some of these community applications monetisation may be a secondary driver, so achieving a 

professional service for a low cost is important. Simplicity of operation is vital for every user, to 

ensure that operating costs are low. 

Platforms like OTT Stream from PlayBox, which is cloud-hosted, are designed to provide all the 

functionality required to roll out a streaming service and online VoD presence without capital 

overheads or the need for a lot of time to operate and maintain it. Given the growing interest in new 

OTT services, it provides all the functionality required. 


