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Service providers (SPs) in the United States lead retail and online sources as the preferred 

providers of Internet-to-TV solutions by nearly a two-to-one margin, according to the latest 

Connected Life Market Watch research conducted by Cisco’s Internet Business Solutions 

Group. But to keep that lead, SPs will need to address the cost concerns of a key market 

segment—the 30 percent of consumers who are “in play,” having no clear channel 

preference.  

These in-play consumers are open to considering either the SP or the retail/online channel 

for an Internet-to-TV solution. However, the retail channel has an edge in the two purchase 

factors that are most important to the in-play consumer —ongoing cost, and up-front cost. 

Addressing the in-play consumers’ pricing concerns could be the key that enables SPs to 

win over this important segment. 

The in-play segment is young, tech-savvy, and attracted to a significant array of cloud 

services. They tend to be well educated, with higher incomes than most, and they use a 

wide variety of Internet-enabled devices and services. All in all, in-play consumers would be 

a valuable addition to the SP customer base, and would help SPs to broaden their base of 

loyal customers, which currently skew toward older and less tech-savvy consumers. 

To determine consumers channel preferences for new technology purchases, the IBSG 

Connected Life Market Watch survey investigated consumer attitudes around eight different 

factors in the purchase process—from up-front costs to ease of use—and for each factor the 

study asked the consumer whether their needs were best met by the SP or the retail/online 

channel.  Thirty-four percent of respondents had a strong SP preference, believing that SPs 

provide a better experience in six or more factors. Only 18 percent had a strong overall 

preference for retail and online channels. The “in-play” consumers were the 30 percent 

whose channel preference shifted significantly from factor to factor. It is this segment 

that presents SPs with the greatest opportunity for growth. 

(continued….) 
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Like other segments, these “in-play” consumers value lower costs and solid reliability. But 

their desire for an easy setup and their focus on features and capabilities is significantly 

higher compared to other consumers. And, for their two most important factors—ongoing 

cost and up-front cost—this group strongly favors retail/online channels  

 
Figure 1.   For the factors most important to them, in-play consumers favor the retail/online channel. However, 

SPs can take advantage of their lead in reliability to attract these consumers. 

 

 
 

Base: U.S. Broadband Consumers  
Source: Cisco IBSG Connected Life Market Watch, 2011 

 

 

For now, service providers remain the preferred channel for online video—especially with 

their strength in ease of setup and troubleshooting. However, pricing is their Achilles heel 

with consumers who are “up for grabs.” Cisco IBSG believes that to win over the 30 percent 

of consumers whose service delivery preferences are in play, service providers need to: 

1. First, attend to the key basics of cost and reliability by adopting and 

communicating pricing strategies that chip away at the high-cost perception of SP 

channel offers, while stressing the value associated with SP reliability.  

2. Continue to differentiate on ease of setup, which is already an SP strength. For 

instance, SPs should continue to make product set up easier and easier, eliminating 

the need for an installation tech wherever possible. At the same time, they need to 

emphasize that live support is only a finger tip away—via live chat, live phone call, or 

a home visit if necessary.   
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3. Focus on providing the key features and capabilities most important to in-play 

consumers.  In certain key areas, SP’s features do not match the bells and whistles 

included in retail/online offerings (for example, TiVo is often more feature-rich than 

SP-provided DVRs).  Surprisingly, for most consumers, features are not a key factor 

in the purchase decision.  However, these critical in-play consumers do make more 

of their purchase decisions based on features, so SPs must listen closely to ensure 

their solutions are not outpaced by the retail/online offerings. 

By targeting in-play consumers, SPs have the potential to capture a significant segment of 
the market whose loyalty is “up for grabs.”  
 
See “Connected Life Market Watch: Service Delivery and Consumer Cloud (U.S.)” at 
http://www.cisco.com/web/about/ac79/docs/clmw/CLMW_Service_Delivery_US_Short.pdf               

for a complete overview of this Connected Life Market Watch study and “Tapping Buyer 
Behavior To Capitalize on Next-Generation Video Opportunities” for a more focused 
analysis of consumer buying behaviors at 
http://www.cisco.com/web/about/ac79/docs/clmw/CLMW_Consumer-BB_SHORT.pdf.  
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