
 

Will Paramount+ be a mountain or a
molehill in streaming?

March 4 2021, by Mae Anderson

  
 

  

In this Jan. 30, 2019 file photo, Alex Kurtzman, from left, Heather Kadin, Anson
Mount, Sonequa Martin-Green and Ethan Peck participate in the "Star Trek:
Discovery" show panel during the CBS All Access presentation at the Television
Critics Association Winter Press Tour at The Langham Huntington in Pasadena,
Calif. Paramount+ debuts Thursday, March 4, 2021 as the latest—and
last—streaming option from a major media company, this time from
ViacomCBS. The company hopes its smorgasbord of offerings—live sports and
news, reboots of its properties like "Frasier" and "Rugrats," original shows like
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"Star Trek: Discovery" and the ViacomCBS library will entice viewers(Photo by
Willy Sanjuan/Invision/AP, File)

Paramount+ debuts Thursday as the latest—and last—streaming option
from a major media company, this time from ViacomCBS. It's betting
that consumers are willing to add yet another paid streaming service in
an increasingly crowded field.

Its backers hope a smorgasbord of offerings—live sports and news,
reboots of properties like "Frasier" and "Rugrats," original shows like
"Star Trek: Discovery" and the ViacomCBS library—will entice viewers.
But its relatively late entrance to a competitive landscape and a $4 price
increase compared to its predecessor, CBS All Access, could make it a
challenging sell.

"Paramount+ has a mountain of challenges ahead of it," said Tim
Hanlon, CEO of Vertere Group, playing off the Paramount+ tagline, "A
mountain of entertainment." (The venerable Paramount logo
features—you guessed it—a mountain, and the streamer's recent ad
campaign featured a number of characters from its shows climbing a
snowy peak.)

Over the last year and a half more and more streaming services have
debuted to challenge the reigning triumvirate of Netflix, Hulu and
Amazon Prime. Disney+ kicked things off in late 2019, followed by
WarnerMedia's HBO Max, NBCUniversal's Peacock and Discovery+.

In a way, ViacomCBS is a pioneer; CBS, then a separate company,
debuted CBS All Access in 2014. The new service effectively rebrands
All Access and adds other Viacom Properties channels including
Comedy Central, BET, MTV and Nickelodeon.
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But Paramount+ could have a brand awareness problem, Hanlon said.
Most people associate the name Paramount with the mountainous title
card that appears before movies. "Most consumers have very little
understanding that Viacom, Paramount and CBS have the same parent,
so the marketing team has a big job in front of it," he said.

Second, the pricing may leave some scratching their heads. The ad-free
tier launching Thursday is $10 a month. That's the same price as CBS
All Access' ad-free version, and $4 more than ad-supported CBS All
Access, although the new service will offer a lot more material,
including live news and sports. A $5 monthly ad-supported version will
launch in June, but it won't include the live local CBS stations that CBS
All Access offered. Showtime and BET+, both owned by ViacomCBS,
will remain separate subscription services.

Still, the service also has some potential advantages over others. CBS All
Access, Showtime and BET+ now have nearly 30 million subscribers,
some of who will shift to Paramount+. ViacomCBS projects that those
services will reach 65 million subscribers by 2024, with most of the
growth coming from Paramount+.

ViacomCBS plans to increase its investment in streaming, from $1
billion a year to at least $5 billion annually by 2024. It will introduce 36
original shows in 2021, including a spinoff of "60 Minutes" called "60
Minutes+," a documentary series about the making of "The Godfather,"
a reboot of MTV's "The Real World" that reunites the original New
York City cast from 30 years ago, and series based on movies including
"Fatal Attraction" and "Flashdance."

"Viacom really has all assets they need to have a thriving business," said
Brian Wieser, GroupM global president of business intelligence. "A
meaningful investment in original programming attracts people to the
platform. And a deep library causes people to stay. Put those two
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together and you could have a viable successful service."

But they may not be taking bold enough steps to stand out, said Colin
Gillis, director of research at Chatham Road Partners. ViacomCBS said
some of the studio's films, including "Mission: Impossible 7" and "A
Quiet Place Part II," will go to its fledgling streaming service,
Paramount+, after 45 days in theaters. But that's not as bold a step as
HBO Max has done, releasing 17 of their films on HBO Max the same
day they're released in theaters.

"That type of strategy, plus being late to the market, looks a lot like a
'me too' move'," Gillis said. "If they want to act like a second tier
streaming service, they're doing a fantastic job."

© 2021 The Associated Press. All rights reserved. This material may not
be published, broadcast, rewritten or redistributed without permission.
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