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In this interview, Brian talks with 
Jon Cody, Founder and CEO of TV4 

Entertainment—a broadband television 
programming and production company 
located in Hollywood, CA.

Brian: Jon, thanks for joining us today. Can 
you please give a high level overview of 
yourself, your career, and TV4 Entertainment?

Jon: Thanks Brian. I’m a native New 
Yorker. I was fortunate to be a lawyer in 
DC and I had a great opportunity to work 
on broadband policy for the FCC. I saw that 
people were going to watch video over high-
speed Internet and came out to LA in 2005 
to work for Fox News Corp for seven years. 
I was incubating digital video OTT products 
for the television, film studios, and the 
broadcasting, cable, sports and entertainment 
networks. From there, I helped to launch 
Hulu. Later, I went back to Fox, and worked 
as an Executive in the digital media space 
in several different roles. In 2012, I looked 
at the future of online video and came to 
the conclusion that television was evolving 
from three broadcast channels to over three 
hundred for paid television, and now perhaps 
over three thousand genres for OTT. And 

then we created TV4 Entertainment to target 
underserved global communities. 

Brian: Thanks for that background Jon. How 
would you describe the OTT industry right 
now? 

Jon: I still think we’re in the early days, at 
the same time you can look at the landscape 
and see the early leaders emerge, such as 
Netflix and Hulu. It used to be that you had 
to explain what OTT was to people. I don’t 
think you have to explain it anymore. It’s not 
only gotten more pervasive inside the home, 
and outside the home, but people have a 
much better understanding of streaming and 
OTT in general. But I still think it’s still early. 
We might be in the third inning here in the 
United states, but in other parts of the world, 
it’s only the first or second inning. 

Brian: So do you think this is a limited 
window of opportunity to create these new 
niche channels? How do these new three 
thousand channels survive in the future?

Jon: I do think this is a window of opportunity. 
What you’re seeing now is a whole bunch 
of companies, new and old, engaging in a 

traditional “gold rush,” trying to create a 
brand and connect with an audience. Some of 
those companies have taken the approach of 
trying to create one brand through integrated 
distribution technology, monetization, and 
marketing. That allows content partners to 
take advantage of their off the shelf libraries. 
So in this sense, we do think this is a sort 
of a land grab. Regardless of whether this 
materializes as decentralized or centralized 
bundles of content, our theory is that you’re 
going to need scale to garner an audience and 
to syndicate these channels to global OTT 
and PayTV providers.

Brian: Let’s talk about that land grab. What 
are the major variables? Certainly original 
content is one. The other might be access 
to an audience. Are there other assets that 
should be considered as part of this land grab 
you’re talking about?

Jon: I think with both of those you need the 
brand as well and you also need a lot of data. 
The ability to not only reach an audience, 
but also to cultivate that audience, and learn 
from that audience is crucial. For example, 
we have a horror audience and we discovered 
that 65 percent of that audience loves “end of 
days” content. Instead of trying to push “end 
of days” content to everyone, we decided to 
create a new brand, a new channel. This new 
channel allows us to better serve that audience 
and allows us to increase monetization. But it 
all starts with the data. Everything is about 
learning and adapting to what that specific 
audience wants. 
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Brian: One of the things that we asked our 
Trender panel at the recent OTT Executive 
Summit is when was the last time they signed 
up for or downloaded a new video app. 
Interestingly, they all shook their heads and 
said that they hadn’t signed up for anything 
new in a long time. So what does this mean 
in terms of content discovery? How do folks 
find your content or any content in this new 
OTT world?

Jon: The trick is you have to find what 
works. The beautiful thing with social media 
is that people will tell each other what they’re 
passionate about on a daily basis. So there’s a 
bunch of self-identifying “home and garden” 
fans; there’s a bunch of self-identifying 
hockey fans, etc. There is a way to find those 
fans and show them that you have content 
that is interesting to them. There are many 
digital marketing methods to draw them to 
your site. Once they get there, you have to 
convince them that it is worth their time to 
stay connected to your content. 

Brian: So what you’re saying is the audience 
is out there and you have to go find them and 
tell them that you have content that matches 
their interests, is that right? 

Jon: Yup, I think that’s right. Again, you’re 
not just watching television, you’re on the 
internet. So the idea that you can stick a brand 
out there and just pray and hope that people 
come to your channel… no, that’s not how it 
works. There’s a second part of that which 
is what we call syndication or distribution. 
For example, whether you’re going through 
Amazon or Hulu or not, you can reach 
those channels that are being aggregated 
by someone. That syndication turns out to 
also be a great marketing tool. They might 
start watching on that platform but then they 
might search for a more direct means to that 
content. 

Brian: Let’s switch gears and talk about 
monetization. What is TV4’s business model? 

Jon: We do both SVOD and AVOD. Most of 
the content we bring in house and/or make we 
have worldwide rights to. So what we try to do 
is offer to the consumer a solid subscription 
product. And then for syndication, depending 
on what the end user business model is, 
whether we go through partner channels or 
direct to the consumer, we can decide to offer 
a full SVOD package or a slimmed down 
AVOD package. We’ll also entertain revenue 
shares with certain distribution partners. 

Brian: How do you think the advertising 
based business model, specifically, will 
evolve over time?

Jon: I think it’ll largely be based on user 
preference. If you look 24 months from 
now, I think it will continue to be a balance. 
Certainly Netflix and Amazon Prime are 
training people to value that premium ad-
free experience. So the subscription-based 
business model will certainly continue. At 
the end of the day, brands have their heads 
clearly wrapped around two core problems. 
One, the traditional pay TV viewership is 
rapidly diminishing in numbers. And two, 
the places where they are spending a lot of 
their digital advertising dollars, for examples 
the YouTube’s of the world, they are having 
trouble with branding. You’re going to see 
more brand ad networks, whether they’re 
inside of Roku or not, to solve the problem of 
premium brands looking to push their video 
spend. 

Brian: If I look at your career—you’ve 
been at Fox, you’ve helped to launch Hulu, 
and now you’ve put out your own shingle 
and founded TV4 Entertainment outside the 
PayTV mainstream. What do the incumbent 
PayTV players have to do to survive in the 
future with all these chaotic OTT forces 
seemingly stacked against them? 

Jon: I think they’re going to do what they’ve 
done in past generations. That is, they’re going 
to buy into it. They’re probably going to make 
a bunch of internal mistakes. But eventually 
they are going to buy into it and find a way 
to make money. I think it’s true in terms of 
the vertical mergers that you’re seeing, i.e. 
AT&T and Time Warner. But I don’t think 
consolidation in and of itself is going to solve 
the problem. The big players have a lot of 
contractual, legal, and cultural limitations. 
Ultimately, they’ll buy into it when the TV4’s 
of the world help to build the next wave of 
brands, channels, and capabilities. 

Brian: So what you’re saying is the major 
PayTV players will evolve and adapt, right?

Jon: That’s right. It’s like any other 
innovator’s dilemma. There’s going to be 
a lot of short term pain. There are a lot of 
projections of TV ratings being down by 
high single digits for the major networks… 
at some point something is going to have to 
shake out of that. 

Brian: The last question is something we 
asked at the recent OTT Executive Summit. 
Put simply, if you had an extra ten million 
dollars to invest in the OTT space, where 
would you put it? To make it simple, I’ll give 
you three choices: 1) investing in new original 
content; 2) investing in viewer acquisition 
for your existing content; or 3) investing in 
some new technology that helps improve the 
overall user experience (for example AI, AR, 
content discovery, recommendation engines, 
etc.). Where would you put your money?

Jon: That’s an interesting question. First 
is customer acquisition but a very close 
second is original content. Not only is 
original content important for your existing 
channels, but there is a great opportunity to 
make a lot of money from it. As far as the 
AI side and other technologies, I have a 
general theory that most of the tech in this 
space is commoditizing. I do think that 
18 to 24 months down the line the front-
end user experience has got to get better. 
Whether it’s by using voice recognition or 
just a sleeker UI, if you don’t have a pleasant 
user experience in some ways, the rest of it 
really doesn’t matter. But at the end of the 
day, I think customer acquisition and original 
content are what is most important right now. 
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TV4 Entertainment is betting on creating and licensing original content,  
such as “Big Dreams, Small Spaces.”




