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Service integration for expedited product introduction 
By James White 

The growing service deficit 

The world is awash in applications. Our phones, 
computers, and TVs are littered with ways to chat, 
communicate, shop, bank, and be entertained. 
Each application promises a convenient, always-
on service.  It’s easy to view our application-rich 
world as a world full of exciting new services. But 
paradoxically, most of these applications 
substitute self-service for time-honored real 
services. Today, we have a service deficit. 

Digital mythology claims there is a generation of 
digital natives who can process all these helpful 
tools and they can infinitely integrate these micro-
applications into their daily routine.  But the 
diffusion of apps tells a different story. 

As people age, they download fewer apps and 
they use significantly fewer apps.  It’s tempting to 
explain this trend as the difference between 
digital natives and digital immigrants, but the data 
shows several decades of digital natives 
concentrating their time on few and fewer 
applications.  With more experienced, consumers 
are more discerning about which apps to engage. 

In fact, as people age, they spend less and less 
time on applications. Self-service is cost-effective, 
efficient, and often convenient, but people crave 
better and more services. We see this shift in 
successful brick-and-mortar retail where the 
experience replaces the transaction. The same 
observation can be seen in the successful 

restaurant categories, movie theaters even 
education and banking.  The most successful 
product and service companies are broadening 
their offers beyond the scope of their traditional 
industry. Amazon is pre-eminent in increasing its 
service scope. Large, recognized brands either 
expand and absorb adjacent segments or shrink in 
market relevance. Facebook has Messenger, 
marketplace, Instagram, and a massive streaming 
video market. 

For broadband service providers the challenge is 
significant.  Residential broadband has achieved 
utility status and the value per bit has not declined 
heavily thanks to the service utility provided by 
Over-the-Top (OTT) players who have 
paradoxically made raw bandwidth more valuable.  
The broadband platform providers have 
successfully exchanged lost subscription TV 
revenue for broadband revenue, but this 
exchange is tenuous. Work and school from home 
have further strengthened the utility function of 
broadband.  But broadband providers must find a 
strategy to increase their service velocity and tap 
into the service application revenue from modern 
households. 

However, one size fits all services are passe.  The 
consumer market has tribalized and successful 
service providers must find a way to allow 
consumers to personalize their service.  
Subscription TV providers including cable MSO 
brands but also OTT providers such as Amazon 
Prime, Hulu, and Netflix Service providers use 
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syndication to reach tribes and create offers that 
bring wallet opening value. 

Is the syndication model an opportunity to 
address emerging new household segments?  Are 
there high earner groups with unmet needs and a 
propensity to buy services versus applications?  
Are there ways to tap original content providers 
outside the entertainment segments that have 
proven business models but need to reach 
customers with less friction? 

Reviving services with integrators 

In our modern society, we have become 
enamored with the notion of applications, but 
consumers only value the service and product 
offers.  Traditional, manufactured products like 
automobiles, toasters, and microwave ovens have 
been categorized as products but their actual 
value lies in the service they offer.  Cars provide 
transportation, hauling, and even prestige.  
Microwaves give us convenience and time 
savings. Microwaves and automobiles are at the 
center of enormous ecosystems such as gas 
stations, service stations, and whole aisles in the 
grocery store. 

Broadband service providers bring the hardest of 
hard products to consumers.  Broadband 
networks have been elevated to utility status and 
the whole internet economy sits upon cost-
effective, ubiquitous highspeed networks.  
Building, managing, and evolving any utility 
network requires an engineering culture and long-
term thinking.  This is a very different investment 
mindset than creating new services for fickle 
consumers.  The network is a platform that 
facilitates rapid service creation.  Both MSOs and 
Telecoms launched their businesses to deliver 
utility services. MSOs originally delivered a TV 
platform and Telco’s delivered a regulated phone 
platform. Within these service domains, these 
companies were not just leaders but accountable 
for defining, standardizing, and implementing 
service-specific reference models.  They drove an 
ecosystem of vendors and lead a whole industry.  
Each of these service provider types has adopted 

their platforms for open internet access and 
developed rigorous standards for each of their 
broadband access platforms. Independence from 
the services delivered over these platforms is 
codified in each of their regulatory environments. 

Platform providers are challenged to keep their 
platforms open to OTT providers while creating 
additional revenue-generating services that 
minimize additional network investment. The 
opportunity is to identify valuable services with 
low Capital Intensity Ratios (CIR) and to define a 
service that fits within the operational scope of 
the platform business. 

It’s this last requirement that prevents platform 
owners from exploiting valuable service 
opportunities. The most successful new services 
are differentiated by their ability to break 
traditional category rules. Let’s take OTT video 
providers, they were able to renegotiate media 
deals because they were not incumbents.  This 
allowed this group to bring programming bundles 
to users that were different from the traditional 
pay-TV incumbents. 

Organizationally, network platform owners need 
to stay focused on critical tasks for managing their 
massive installed base.  Operational 
considerations are at the forefront of all their 
thinking, and they are reluctant to expand 
boundaries of services, network demarcation 
points, billing models, etc.  Internal market-
focused staff must play a chess match within their 
organization to introduce new services. The 
requirements for new service concepts to pass the 
internal investment gates can prevent unproven, 
innovative new services from getting serious 
consideration unless the service closely resembles 
existing services and leverages existing network 
resources including OSS/BSS, field services, and 
customer support. Services that fit into this 
narrow box are inherently undifferentiated. The 
result is that the platform provider’s customers 
spend money on interesting and valuable services 
from OTT providers. 

What if there were a middle ground between OTT 
providers and house-provided services? This is 
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where a Services Integrator can fill an important 
void for broadband network providers. 

A Services Integrator can identify and define 
compelling new services around a network-
friendly reference model.  This just means that 
utilizing the embedded strengths of the platform 
and requires intimate knowledge and the Services 
Integrator can make intelligent decisions about 
when additional resources are required to make a 
service compelling. 

Additional resources can exist in an adjacent 
environment and if there are basic flow-thru 
provisions to certain key customer facings and 
support facing systems, the Service Integrator can 
define a compelling service without breaking the 
operational model of a platform provider's 
business. 

Additional resources can be cloud, IT, or network 
elements like CPE or sensors, but they can also be 
partnerships that provide specialist services that 
do not and should not exist inside the network 
providers organization.  Operational boundaries 
are probably one of the most limiting factors for 
platform owners to create compelling new 
revenue-generating services on their platform. 

For example, Aging in Place (AIP) has been studied 
closely by the cable industry and the overlap with 
the existing customer base, the potential revenue 

opportunity, and the exciting megatrend tailwinds 
make this an interesting opportunity for new 
services. But as one looks closely at the 
opportunity it becomes apparent that the 
compelling AIP offer requires platform providers 
to cross some boundaries that could risk their core 
business.  A services integrator could provide a 
firewall between the customer opportunity and 
the risks.  OTT providers inherently protect the 
platform providers from service risks, but the cost 
is 100% lost revenue.  A services Integrator can be 
an opportunity for platform providers to 
participate in new service growth.   

For cable MSOs this model has existed from the 
beginning inside their pay-TV service. Syndication 
is a way to offer service bundles as subscription 
services while keeping the operational complexity 
of the subscription service separated from the 
platform. 

The goal of this thought snippet is to provide you 
with intuition on how important the next-
generation revenue opportunities are and urge 
the operators to step out of their comfort zone of 
triple play alone service offerings. The graphs are 
illustrative only to give you the big picture. So 
please do not get tangled in the numbers and lose 
sight of the access transformation juggernaut and 
its implication on your company profitability.

 


