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A Note to the Reader: 

 

This marketing plan was written in December, 2010, only a few weeks after the Boxee Box hit the 

market.   

Our plan was submitted as a final project for the MBA Marketing Management course at Baruch 

College’s Zicklin School of Business.  As such, the plan follows a very specific format, which was 

mandated by our professor.  Please keep in mind that our primary goal was to get an ‘A’ (we did!).  If we 

had written the plan for a non-academic audience, the presentation might have been slightly different.  

Also, when it came to financials, we did our best to make logical assumptions.  Boxee is a private 

company, so we were not privy to its earnings reports. 

The plan was researched jointly by Dan Blumberg, Abhijeet Dhamankar, Justin Karr, and Jennifer Wang.  

All are members of the honors program at Baruch and are on track to achieve their MBA’s in Spring, 

2012.   

The primary writer of the plan was Dan Blumberg.  He has worked as a producer, editor, and on air 

talent in digital and broadcast media for ten years.  For more on Dan, please see: www.dblums.com   

We had a lot of fun getting to know Boxee and its unique personality.  As you will read, we foresee a 

bright future for Boxee. 

Enjoy! 

-Dan  

 

Dan Blumberg  

MBA Candidate, Class of 2012  

Baruch College - Zicklin School of Business  

(917) 536-0881  

dblums@gmail.com  

 

Portfolio & Blog: www.dblums.com 

Twitter: @dblums  

Linked In: www.linkedin.com/in/dblums 

  

http://www.dblums.com/
http://www.dblums.com/
http://www.twitter.com/dblums
http://www.linkedin.com/in/dblums


2 
 

Contents 
Executive Summary ....................................................................................................................................... 4 

Background ................................................................................................................................................... 8 

Company Description ................................................................................................................................ 9 

Financial Objectives ................................................................................................................................ 10 

Market Objectives ................................................................................................................................... 10 

Product Description .................................................................................................................................... 11 

Competition ................................................................................................................................................ 13 

Projected Market Share .......................................................................................................................... 15 

Legal Issues ................................................................................................................................................. 15 

SWOT Analysis............................................................................................................................................. 16 

Strengths ................................................................................................................................................. 16 

Weaknesses ............................................................................................................................................ 17 

Opportunities .......................................................................................................................................... 17 

Threats .................................................................................................................................................... 17 

Marketing Strategy ..................................................................................................................................... 18 

Marketing Mix ............................................................................................................................................. 19 

Product .................................................................................................................................................... 19 

Positioning Statement ......................................................................................................................... 19 

Promotion ............................................................................................................................................... 19 

Online .................................................................................................................................................. 19 

Cinemas ............................................................................................................................................... 20 

Social Media ........................................................................................................................................ 20 

Public Relations ................................................................................................................................... 20 

Price ........................................................................................................................................................ 20 

Place ........................................................................................................................................................ 21 

Service ..................................................................................................................................................... 21 

Financial Projections ................................................................................................................................... 21 

Video on Demand Revenue .................................................................................................................... 21 

Advertising Revenue ............................................................................................................................... 22 

Break Even Analysis .................................................................................................................................... 23 

Timeline....................................................................................................................................................... 23 



3 
 

Evaluation Criteria ....................................................................................................................................... 25 

Summary ..................................................................................................................................................... 25 

Appendix ..................................................................................................................................................... 26 

Works Cited ................................................................................................................................................. 31 

 

  



4 
 

Executive Summary 
The line between television and the Internet is 

blurring.  We watch videos on our computers and, 

more and more, we connect to the Internet through 

our TV’s.  Boxee is building software to power our 

media consumption on screens of all sizes.  

Boxee is a media center for the computer, which 

many consumers have connected to their TV’s.  The 

software platform is available for free download on 

all computers.  The software also comes pre-installed on the new “Boxee Box,” a small Internet-

connected device that sends high definition picture and surround sound to televisions and home 

entertainment systems. 

Boxee offers a wide variety of content.  Users can: 

 Watch streaming movies with Netflix and listen to streaming music with Pandora 

 Purchase video on demand (VOD) with Vudu, a new initiative from Walmart 

 Discover YouTube videos and Flickr photos recommended by friends  

 Use 400+ applications that offer content from Major League Baseball, BBC, TED, etc. 

 Play almost any media file stored on the computer 

 

Unlike its competitors, Boxee is designed with 

sharing in mind.   

For example: 

1. “Joe” posts a link on Facebook to the TV show 

“Glee.”   

2. Boxee user “Jessica” sees Joe’s comment in her 

Boxee’s “feed,” along with a link to watch the 

show instantly.   

3. Jessica also likes Glee, so she uses Boxee to tell her Facebook friends and Twitter followers. 

 

Boxee's home screen 

Boxee's feed page 
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Boxee’s goal is to convince cable and satellite companies (hereafter known as “multiple system 

operators” or “MSO’s”), as well television manufacturers, to install Boxee software on their devices.  

The MSO’s are the gatekeepers to the wide audience that Boxee seeks.  Unfortunately, MSO’s have 

shown very little interest in using Boxee’s – or any other third party – software because of the revenue it 

could draw away from the MSO’s own video on demand offerings. 

 

Objectives

• Convince MSO’s & TV manufacturers to use Boxee 
software

• 10 million Boxee users by 2021

• Increased brand recognition

Strategies

• Offer software for free

• Undercut iTunes & competitors on streaming media

• Target media consumers who are young & social

Tactics

• Promote sales of Boxee Box

• Social networking – Increase Boxee online 
community

• Advertise to Internet and movie-going audience

 

In order to convince the MSO’s and TV manufacturers to give their subscribers access to Boxee software, 

Boxee must increase its user base dramatically.  Boxee should aim to increase its user base by 20% per 

year.  The company currently has 1.4 million users, meaning it would take ten years to reach 10 million 

users, a figure which Boxee’s CEO has said would be a major milestone.  (For comparison, Netflix has 

16.9 million subscribers; Pandora has 60 million users.)   

The Boxee Box will help Boxee gain new users and increase brand awareness.  Nearly all of the profits 

from the Boxee Box will go to D-Link, the Taiwanese network hardware company that is manufacturing 
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and distributing the product.  Sales of the Box will show the MSO’s that there is significant demand for 

and profit to be made from Boxee’s Internet-TV software.   

Standing Out from the Competition 

Boxee faces competitors both large (Google, Apple, Western Digital) and small (Roku).  However, only 

Boxee offers the following combination:  

 Easy to Use – It takes very little time to setup and become familiar with Boxee 

 Easy to Share – Sharing favorite music, movies, and shows with friends is built into Boxee’s DNA 

Positioning Statement 

For TV, movie, and music lovers, aged 18-35, who love to share with social networks and who want a 

gateway to the best content on the web, Boxee is the Internet to TV streaming content software that 

makes it easiest to discover and share great content. 

The brand character is fun, anti-establishment, and social.   

 

Marketing  

Boxee should dedicate 20% of its revenues to its marketing budget.   

To reach its target consumer, Boxee should: 

 Continue its aggressive use of social media 

 Advertise on the Internet (Facebook, Twitter, Pandora, blogs, etc.) 

 Advertise in movie theaters before films aimed at young audiences 

 Leverage the popularity and accessibility of CEO Avner Ronen 

Pricing:  

Apple takes 30% of the music and movie sales on iTunes.  This high margin has left the entertainment 

industry unhappy.  Boxee should charge 15-20% of music and movie sales.  This significant discount will 

encourage studios to make their content available on Boxee. 

Next year, Boxee should introduce advertising to its platform.  It can expect rates of about $35 CPM, 

similar to other video streaming sites. 



7 
 

Financial Objectives and Projections 

Boxee is seeking a third round of venture capital funding.  If Boxee is successful in raising this round, it 

would bring the total capital invested in Boxee to $31 million dollars.  Boxee and its investors are looking 

long term.  Making a profit is not what’s important now.  Instead, Boxee is focused on increasing its user 

base.   

Boxee two main sources of revenue will be video on demand sales and advertising that will accompany 

the free videos.  Over the next five years, these two sources should bring Boxee between $22 million 

and $38 million. 
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Background 
Connecting TV’s to the Internet is hardly a new goal, as the cover of a 

1993 Time Magazine attests.  However, increasing broadband access, 

the popularity of social media, and our changing media consumption 

habits may finally allow this dream to become a mainstream reality.   

Watching TV is no longer a solo activity.  TV viewers are using social 

networks, such as Facebook and Twitter, to enhance their viewing 

experience.  Meanwhile, Internet users are creating and sharing their 

own content at an astounding rate. 

 2.3 million – Tweets during the 2010 MTV Video Music Awards 

(11.4 million people viewed the broadcast) 

 52% of 18-34 year-olds share videos often with friends and colleagues (YouTube Fact Sheet) 

 Nearly 178 million viewers watched an average of 171 videos per viewer during the month of 

April 2010 

 83.5% of the U.S. internet audience viewed online video in April 2010 (Oppenheim, 2010) 

Meanwhile, 

 16% of consumers have their TV’s connected to the internet 

 60% of consumers watch video on a devices other than the TV 

 23% of consumers use streaming sources such as Netflix 

 40% of consumers use Video on Demand via cable or satellite (Dick, 2010) 

Internet TV is Coming, Says a 
1993  Cover Story 
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Product life cycle research by Gartner indicates that Internet TV adoption is still on the way up.  

Gartner predicts a plateau in five to ten years.  This is in line with predictions made by Boxee CEO Avner 

Ronen.  He has publicly stated that the TV industry has five to seven years to prepare for the Internet-TV 

revolution. (Boxee Founder Avner Ronen On The Future Of TV (Video), 2010) 

 

Company Description 
Boxee is a privately held startup, which has received two rounds of venture capital funding totaling $10 

million.  It is currently seeking an additional $10 million in a third round of funding. (Kafka, 2010)  Boxee 

has 33 employees, most of whom are software developers.  The company is headquartered in New York, 

with an office in San Francisco and a research and development office in Tel Aviv.   

Boxee’s investors have a lot of experience coaching young Internet companies.  One of the three 

venture capital firms to invest in Boxee is Union Square Ventures.  The firm has a long track record of 

success in social media.  Among USV’s investments are Twitter (microblogging), Tumblr (blogging), 

FourSquare (checking in), and Zynga (Facebook social games maker).  USV sees big potential for Boxee.  

Back in 2008, when Boxee had just 10,000 users, USV managing partner Fred Wilson wrote on his blog: 

Hype Cycle for Emerging Technologies (Fenn, 2010)
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“I believe Boxee will be the ‘Firefox of media center software.’"  USV is known for its patient approach, 

so Boxee is unlikely to face pressure to earn short term revenues, if it would jeopardize the long term 

vision. 

CEO Avner Ronen is very outgoing and is passionate about the impending convergence of the Internet 

and TV.  In 2009, Ronen was named an “Agent of Change” by Rolling Stone.  Ronen is a fixture at digital 

media and TV conferences around the world.  He also likes to engage directly with Boxee customers, 

spending one hour each day chatting on Boxee company’s blog and Twitter account.  Prior to Boxee, 

Ronen, who is Israeli, was the Head of Corporate Development and M&A for Comverse, a leading 

provider of software and service to Telecom service providers. 

Ronen and his friends came up with the idea for Boxee in 2004 while using Microsoft’s Xbox Media 

Center, open source software for the original Xbox that allowed people to play digital media on their 

TV’s.  Ronen and his future partners became members of XBMC’s open source community and in 2007 

“imagined a way to take the platform even further.”   

Ronen remains a strong proponent of open source software.  Boxee’s source code is open to any 

developer who wants to build an application for it.  It’s the same model that led to Firefox, the leading 

web browser, which is used by 44% of web surfers. (Browser Statistics)   

Financial Objectives 
Boxee’s immediate goal is to dramatically increase its user base.  Making a profit is not the priority right 

now.  This model follows the lead of several successful Internet brands that operated a loss for years 

before returning fantastic profits, including Facebook and Google.   

As mentioned, Boxee is seeking a third round of venture capital funding.  Investors are reportedly eager 

to invest, so securing another $10 million should be relatively easy. (Kafka, 2010)  If Boxee gets this 

additional round, the total capital invested would be roughly $30 million (not including sweat equity).   

Market Objectives 
Boxee has three main market objectives. 

1. Increase its customer base 

2. Increase brand recognition 

3. Convince MSO’s and TV manufacturers to adopt Boxee’s software 
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Boxee currently has 1.4 million users, the vast majority of whom are using the software on their 

computers.  Ronen has described these users as “early adopters.”  Boxee’s consumers are also very 

social, something the company encourages through its blog and Twitter account.  Boxee prides itself on 

being highly accessible to its customers.  If a customer blogs that she is having trouble with Boxee, a 

member of the company – possibly the CEO himself – will reply and investigate the issue.  Boxee has 

33,000 followers on Twitter.   

Now that the Boxee Box is on the market, Boxee is ready to 

start picking up more mainstream consumers.   

Boxee’s goal is to have ten million users.  Assuming a 20% 

growth rate, it would take Boxee approximately ten years to 

reach this goal.   

Boxee envisions a future in which there is one and only 

device connected to TV.  It would connect to the Internet 

and be many times faster and more powerful than cable 

boxes, Blu-Ray players, gaming systems, and other content-

providing devices that we currently connect to our TV’s.  

Boxee aims to provide the software for that device of the 

future.   

Product Description 
Boxee’s software allows users to stream video and audio 

content from the web via more than 400 applications 

(apps).  The most popular apps are Netflix for movies 

and Pandora for music.   Vudu, a video on demand 

service launched by Walmart, has just been added to 

the mix.  Vudu claims to have more high definition 

movies than any other service and Boxee is the only 

computer platform that features Vudu.  Unlike Netflix, 

Vudu movies are purchased on demand from within 

Boxee.  Consumers pay about four dollars per Vudu movie.  Boxee can expect to receive between 15% 

Boxee’s CEO interacts directly with the company’s 
Twitter followers. 

Boxee offers 400+ apps 
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and  25% of this purchase price.  (Netflix users pay Netflix directly; Boxee does not receive any of this 

revenue.) 

In addition to content from major Hollywood studios, Boxee makes it easy for users to see which videos 

their friends are sharing.  One of the main screens in Boxee is the “feed” page, which shows a list of all 

the videos shared by friends on Facebook, Twitter, and other social networks.  Boxee users can watch 

these videos instantly or add them to their queue for later viewing. 

Boxee encourages its users to share their favorite videos.  At the conclusion of each video, users are 

asked if they want send the link to their friends.  Friends would see a message in their Facebook feed, 

such as: “Loved Glee on Boxee.” 

 Boxee’s software has been available for free download since 2007.  Up until now, Boxee users have 

either watched videos on their computers or run cables 

to connect their laptops to their TV’s, a cumbersome 

process that Boxee hopes to do away with.   

Enter the “Boxee Box.”  Released in November, 2010 

the Boxee Box is a set top box that connects directly to 

the TV and streams Boxee-directed content in full HD.  

On sale for $200, the Box is the company’s attempt to 

increase its user base and prove to the MSO’s and TV 

manufacturers that Boxee’s platform is a must have 

application on their devices. 

The Boxee Box streams full high definition video (1080p) and comes with a unique two-sided remote 

control.  The front is very simple, featuring nothing more than a play/pause button, a menu button, and 

a five-way controller.  On the flip side is a full QWERTY 

keyboard, giving users the ability to update their social 

networks without having to grab their laptop or mobile 

phone. 

Boxee Box is manufactured and distributed by D-Link, a 

large publicly-traded Taiwanese company that sells 

network hardware around the globe.  D-Link provides 

Update your status from your remote control 
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Boxee access to major retailers, which have carried D-Link’s products for years. 

Boxee did not originally plan to create its own hardware.  It did so because it could not convince the 

MSO’s and TV manufacturers to use its software.  By releasing the Boxee Box, Boxee aims to prove the 

viability of its software, increase its user base, and convince these reluctant hardware manufacturers to 

use Boxee’s software.  (Rayburn, Media industry analyst, 2010) 

The Boxee Box has a unique diamond-like shape that matches the company’s culture: both the Box and 

the company are edgy. 

Competition 
At the moment, the market for Internet-TV devices is almost too small to measure.  There are two to 

three million Internet-TV devices on the market now.  However, significant investment from players 

both big and small is underway.  

Apple TV 

Apple TV provides access to iTunes and its massive media library.  On 

the market since 2006, Apple TV should be the market leader, but 

consumers have not embraced the device. Focused on other 

products, Apple CEO Steve Jobs has famously called Apple TV a 

“hobby.” (D8 Video: Steve Jobs on Why Apple TV Is a Hobby, 2010)  

$100 

Roku XD S 

Roku XD S is the simplest and easiest to use Internet TV console.  It 

provides access to Netlflix, Amazon Video on Demand, and Hulu Plus.  

Roku does not provide users with access to the social networking 

features that come with other devices.  With about two million units 

sold, Roku is the market leader.  $100 
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Logitech Revue With Google TV 

An ‘A’ for brand-name recognition, but reviewers have not been so 

kind.  Google TV provides access to the entire Internet.  However, 

many broadcasters have blocked access to their content.  Most 

reviewers have declared Google TV, which requires a keyboard to 

operate, to be too complex for mainstream consumers. $300 

 

Western Digital Live Hub 

Western Digital features a very large hard drive, which helps users 

manage their locally stored media.  The Live Hub also connects 

users to Netflix, Blockbuster Video on Demand, and Pandora.  

Reviewers have faulted Western Digital for a difficult user interface 

and for not including WiFi access standard.  $200 

Other Competitors: 

In addition to the dedicated set top boxes, Boxee faces competition from gaming consoles, including 

Microsoft’ Xbox and Sony’s PlayStation.  Both include video streaming.   

Internet-TV Devices on the Market, as of Dec. 2010 

(Rayburn, Media industry analyst, 2010) 

 
       Device 

 Roku 

 Apple TV  

 Western Digital Live Hub 

 Boxee Box 

 Google TV (Logitech Revue) 

 
Release Date 
Late 2008 
Late 2006 
Early 2010 
Late 2010 
Late 2010 
 

 
Units 
1 million 
Under 1 million 
Under 1 million 
Too soon to measure 
Too soon to measure 
 

 Total  2-3 Million Units 

For a detailed look at the content available on each of the Internet-TV devices, see the appendix. 
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Projected Market Share 
“[Apple and Google] have much better and easier way to approach the user. Bigger budgets. 

Bigger brands. I just think it's not a winner-takes-all space. Apple could be very successful in the 

market and own like they own the smartphone business and can own 25% of the market. Google 

can be very successful and we could be at the same time as well. If Boxee as a company can get 

to ten million users, it's going to be a huge business. So I think it's totally doable.” 

      -CEO Avner Ronen (Mangalindan, 2010) 

As Ronen indicates, Boxee is not looking to be the industry leader.  Assuming Boxee reaches its goal of 

ten million users by 2020 and that Boxee represents 15% of the market, the total size of the market in 

ten years would be 67 million customers. 

 

 

Legal Issues 
According to the Federal Copyright Act (Title 17 of the U.S. Code) copyrighted materials, such as movies, 

TV shows, etc. may be used within ones’ own home as long as it is not for commercial purposes with the 

licensed consent of the content owner (i.e. movie studio, television network, etc.).  

In Boxee’s case, the streamed material is licensed by the content providers, such as Netflix and Vudu.  

Still, Boxee has not been free from legal woes. The most notable case involved Hulu, a very popular 

video on demand site launched by NBC, ABC, and Fox.  In early 2009, Hulu pulled its content from Boxee 

because the networks were upset that they were not receiving revenues from their content.  The issue 

was part of a congressional hearing regarding Comcast’s proposed acquisition of NBC Universal. During 

Apple
25%

Google
25%Boxee

15%

Roku
15%

Others
20%

Internet-TV Projected Market Share
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the hearing, Jeff Zucker, President and CEO of NBC, expressed his view that what Boxee was doing was 

essentially illegal. (Miller, 2010) 

However, the relationship between Boxee and Hulu seems to have been repaired.  Upon the launch of 

the Boxee Box, it was announced that Hulu Plus – an $8 per month service – will be available on Boxee 

Box by the end of 2010.  The free version of Hulu is not available on either Boxee or Boxee Box.   

The controversy between Boxee and Hulu is an example of Boxee’s weak position.  The content that 

Boxee is selling is not its own.  It must work hard to keep content providers happy or else lose access.   

SWOT Analysis 

Strengths

• Easy to Use

• Large Content Library

• Easy to share & discover via social networks

• Boxee online is loyal and passionate

• Edgy / startup personality

• Open Source Code

• CEO is a media darling

Opportunities

• Broadband access increasing

• Media consumption habits changing rapidly

• TV is becoming a social activity

• Internet-TV has no market leader

• Apple still treats Apple TV as a “hobby”

• MSO’s & TV manufacturers are wary of 
Google & Apple

Threats

• Crowded marketplace

• Boxee has little leverage over 3rd parties

• Can easily be outspent by competitors

Weaknesses

• Internet-TV has long history of failure

• Unfamiliar brand name

• Small customer base

• MSO’s & TV-manufacturers are gatekeepers

• Too geeky for mainstream audience?

S W

TO

SWOT ANALYSIS for Boxee (software & service)

 

Strengths 
Boxee is consistently praised for being easy to use.  It also features great content from Netflix, Pandora, 

Vudu, and many other niche content providers.  The ability to share content with friends is prominent 

throughout the interface and works very well.  Boxee has a community of early adopters who are 
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passionate and committed to helping the company succeed.  Part of the reason they are excited about 

Boxee is because the company fosters a two-way relationship with its customers.  If there is a problem, 

the company wants to know about it and works quickly to resolve it.  This culture stems from Boxee’s 

roots as an open source project.  In addition, CEO Avner Ronen is frequently hailed by the press as a 

visionary.   

Weaknesses 
Despite the hype, the road to Internet-TV is littered with high profile failures (see appendix).  Many 

consumers simply are not looking to change the way they watch television.  Even if they are, Boxee is 

not the first company they would think of.  The company has very little brand recognition and only 1.4 

million users.  Furthermore, Boxee’s path to success runs through the MSO’s and TV manufacturers.  

These incumbents have so far shown little willingness to try Boxee or any other third party software 

makers.  Finally, Boxee’s cool startup culture and funky logo should help it attract early adopters and 

techies, but it could make it difficult to attract a more mainstream audience.   

Opportunities 
High speed Internet access is increasing rapidly.  Currently, 92 million U.S. households have broadband 

Internet, with growth rates forecast to be about 5% per year. (Euromonitor, 2010)  The line between the 

TV and the Internet is blurring and, if Ronen is right, will completely merge in the next five to seven 

years.  In addition, our media consumption habits are changing.  Watching TV is no longer a solo activity; 

it is a social activity.  Boxee is fortunate that there is no clear market leader.  Apple wasted its chance to 

lead by not investing much in Apple TV.  The device is still considered sub-par by reviewers.  Finally, 

while Boxee faces a number of competitive disadvantages by being a small company, it could leverage 

its small guy status.  MSO’s already fear Apple and Google, believing they have too much control over 

consumer’s media purchasing habits.  Boxee benefit from the MSO’s wariness. 

Threats 
Boxee faces stiff competition.  Apple and Google are forces to be reckoned with.  Both companies have 

marketing budgets that are many, many times what Boxee could afford.  In addition to these gorilla 

sized competitors, Boxee faces Roku, which has also won praise for its usability and has been selling a 

set top Netflix-streaming box for more than two years.  Boxee is also vulnerable because it relies so 

heavily on third parties for content.  If Boxee were to lose access to Netflix or Pandora, it could be 

catastrophic for the company.  As it learned when Hulu shut off access to its content, Boxee must keep 

up good relations with its content providers. 
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Marketing Strategy 
Boxee’s goal is to convince MSO’s and TV manufacturer’s to use Boxee’s software in their devices.  

Unfortunately, convincing these incumbents that their very profitable business model of providing 

content via cable and satellite is about to be upended is not easy.  The MSO’s have built their own 

software very cheaply and have not seen an incentive to use Boxee’s.   

So, Boxee must prove that there is demand for its software.  The release of the Boxee Box is just one 

step.  Boxee, along with manufacturer/distributor D-Link, should promote sales of its new device.  

However, despite the Box’s unique shape and cool graphics, it’s what’s inside that is important.  Boxee 

has access to a wealth of great content, but so do its competitors.  What separates Boxee from the pack 

is its easy to use software and the integration of social networking. 

Only Boxee is Easy to Use and Easy to Share 

Easy to 
Share

Difficult 
to Share

Easy to Use

Difficult to Use  
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Marketing Mix  

Product 

Positioning Statement 

For TV, movie, and music lovers, aged 18-35, who love to share with social networks and who want a 

gateway to the best content on the web, Boxee is the Internet to TV streaming content software that 

makes it easiest to discover and share great content. 

The brand character is fun, anti-establishment, and social.   

 

Promotion  
Boxee should allocate 20% of its revenue to its marketing budget.  In year one, this would mean a 

marketing budget of $4.1 million.   

 

 

Online 

Boxee should begin a major advertising campaign in order to build awareness and increase its user base.  

Boxee should focus its advertising efforts online.  The company is looking for 18-34 year olds who are 

social, so where better to reach them then through ads on Facebook and Twitter.  The video streaming 

site Hulu and the music streaming site Pandora are also excellent outlets for Boxee.  Both of these 

platforms are available on Boxee and viewers/listeners could be convinced to use Boxee as their one-

Internet
54%

Cinema
41%

PR/Social 
Media/Trade 

Shows
5%

Marketing Budget Allocation
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stop-shop for Internet media.  Advertising on the Internet should be particularly effective for Boxee 

because, with just a few clicks, consumers can download and try Boxee immediately at zero cost.   

With its $2.2 million online advertising budget in year one, Boxee can make more than 190 million 

impressions on consumers in its target demographic.  (For details on the advertising breakdown, see 

appendix.) 

Cinemas 

In addition to Internet advertising, Boxee should run ads at movie theaters before films aimed at the 

target demographic. Boxee is about movies and being social and so are movie theaters.  The goal of 

advertising at cinemas is to increase brand awareness.  The cinema ads should make consumers more 

likely to respond favorably to Internet advertising. 

Advertising in cinemas is very expensive – CPM is $480 – so given Boxee’s marketing budget, it should 

advertise in the summer months only, at a cost of $1.7 million for 354,000 impressions.  Given the high 

cost of these ads, they should be edgy and designed to create buzz.   

Social Media 

Boxee should also continue its aggressive use of social media, particularly on Twitter, to reach new 

users and to keep current users excited about the company.  The 33,000 people who follow Boxee on 

Twitter are the company’s evangelists and they should be made to feel special.  Boxee should engage 

these members by re-tweeting (re-posting) their Tweets about Boxee and keeping them informed of 

new services, updates, and videos. 

 

Public Relations 

CEO Avner Ronen has become a thought leader in the Internet-TV market.  Boxee should take advantage 

of this by continuing to send him to conferences, such as South by Southwest and All Things Digital.  

With Apple’s Steve Jobs still more focused on iPad’s and iPhones, Ronen has a chance to further 

establish his brand – and Boxee’s.  With Boxee’s small marketing budget, getting positive mentions in 

the press is essential.   

 

Price 
Apple takes a 30% margin on the music and videos sold on iTunes.  Given their recent entrance to the 

market and focus on gaining users as opposed to building revenue over the next approximately twelve 

months, Boxee should charge far less.  By taking a 20% margin, Boxee will ingratiate itself to the 
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entertainment industry, which has chafed at the steep margins demanded by Apple.  This will help 

Boxee strengthen the relationships with content providers that it needs to be successful.   

 

Place 
Boxee software is available for free download at Boxee.tv.  

The Boxee Box (hardware), which comes with the Boxee software pre-installed, should be sold at major 

online retailers, such as Amazon.com.  In addition, it should be available at brick-and-mortar electronic 

retailers, such as Best Buy and Walmart.  Boxee’s recent partnership with Vudu, a Walmart product, 

should enable it to get access to Walmart stores and promotion would be mutually beneficial. 

 

Service 
Boxee should monitor social media sites like Twitter and blogs for mentions of its product and reach out 

to consumers who have questions or concerns.  

CEO Avner Ronen should continue plugging Boxee and internet TV in interviews. This will help 

consumers understand internet TV technology and identify Boxee as a leader in the sector.     

 

Financial Projections 
Boxee will earn revenue by taking a cut of the revenue from the paid movies that it offers and by 

displaying ads before the free videos it displays.  Video on Demand revenue will begin immediately.  

However, Boxee should wait a year before implementing advertising.  By doing so, Boxee will boost the 

rates it can charge for ads because it will have a larger user base and more data on their viewing habits.   

Video on Demand Revenue 

Boxee can expect to sell 2.8 million videos in year one and a total of 20.8 million videos over the first five 

years.  These figures are based on the assumption that Boxee users will, on average, purchase two 

movies each per year and that the number of users will increase by 20% each year. 

The average price of the movies offered by Vudu is four dollars.  Boxee could take a margin of 15%, 20% 

or 25% of the retail price.   
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Projected Revenue from  
Video on Demand Low (15%) Mid (20%) High (25%) 

Revenue per Movie $0.60 $0.80 $1.00 

Total 5 yr Revenue  $83,345,920 $83,345,920 $83,345,920 

Total 5 yr Variable Cost  $70,844,032 $66,676,736 $62,509,440 

Total 5 yr Profit from Paid Movies $12,501,888 $16,669,184 $20,836,480 

For a full breakdown, see the appendix. 

Advertising Revenue 

Beginning in year two, Boxee should introduce advertising.  These ads could be 30 second spots or 

images placed on the side of the screen.  Boxee should be able to charge rates similar to other video 

streaming sites, with CPM’s ranging from $25 to $30 to $35.  We assume Boxee would pay 10% of its ad 

revenue to an ad referral agency.  In addition, we assume Boxee will incur a variable cost of $0.01 per 

video to pay for the server space and engineering support.  

Projected Advertising Revenue  Low Mid High 

CPM $25.00 $30.00 $35.00 

Total 5 yr Revenue $19,351,640 $23,221,968 $27,092,296 

Total 5 yr Variable Cost $9,182,656 $9,182,656 $9,182,656 

 
$10,168,984.00 $14,039,312.00 $17,909,640.00 

For a full breakdown, see the appendix. 

Using the middle pricing scenarios, 78% of Boxee’s revenue will come from video on demand.  However, 

since Boxee’s variable costs for these videos is much higher than the advertising, the profit attained 

from these two sources is nearly even.   
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Break Even Analysis 
 

Boxee has received $10 million from its first two rounds of venture capital funding.  In addition, we 

assume the founders contributed a total of $1 million dollars.  The marketing budget is fixed at 20% of 

revenue.  Therefore the breakeven point is $34.8 million dollars.  Under the pricing scenario, Boxee will 

breakeven in 10 years.  It will take seven years under the middle pricing scenario and five years under 

the high scenario. 

Break-Even 

Profit and 
Cost Low Mid High Break Even 

Profit Year 1 238,000 798,000 1,358,000   

Profit Year 2 3,818,500 5,139,400 6,460,300   

Profit Year 3 4,582,200 6,167,280 7,752,360   

Profit Year 4 5,498,640 7,400,736 9,302,832   

Profit Year 5 6,598,368 8,880,883 11,163,398 Break Even for High 

Profit Year 6 7,918,042 10,657,060     

Profit Year 7 9,501,650 12,788,472   Break Even for Mid 

Profit Year 8 11,401,980       

Profit Year 9 13,682,376       

Profit Year 10 16,418,851     Break Even for Low 

Cost 69,644,339.48 48,751,037.64 34,822,169.74   

 

Timeline 
Boxee should begin its Internet advertising campaign immediately and continue it throughout the next 

two years.  It should advertise in cinemas this summer and next.  Social media engagement is an ongoing 

activity.  The Consumer Electronics Show occurs each January.   

Next year, when Boxee has increased its user base, Boxee should begin selling ads on its platform.   
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Evaluation Criteria 
Boxee needs to grow at 20% per year in order to meet its goal of 10 million users by 2021.  So, the most 

obvious way to measure the success of Boxee’s marketing campaign is to check company’s growth rate 

each quarter to see if it matches the 20% goal.   

In addition to new users, Boxee aims to increase its brand awareness.  This can be measured by 

conducting surveys that test whether consumers in Boxee’s target demographic are aware of Boxee’s 

product.  Again, Boxee should use 20% as its benchmark growth rate. 

Boxee should ask a sample of new Boxee users how they first learned of Boxee.  This will help Boxee 

judge which of its advertisements are most effective. 

Boxee should monitor social media for mentions of the company, with the expectation that these would 

also increase by 20% each quarter. 

Finally, Boxee can measure its success by looking at the CPM it is able to charge others for 

advertisements on its software.  It should set a goal of remaining at or above $35 CPM. 

Goal Metric 

New users 20% growth 

Use of Vudu Video on Demand 20% growth 

Brand Awareness 20% growth 

Mentions of Boxee on social media 20% growth 

CPM in line with industry rates Rates of at least $35 CPM 

Summary 
By executing the plan outlined above, Boxee can achieve the 20% growth in its user base that will get it 

to 10 million users by 2021.  Strong growth is the key to convincing the MSO’s and TV manufacturers to 

give Boxee’s software a try.  The Internet-TV industry is poised for fantastic growth and Boxee is ready 

to go along for the ride.   
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Appendix 
Figure 1:  Content available on Boxee and competitors 

  Device 

Application Boxee Box Google TV Apple TV Roku 

Western 
Digital TV Live 

Hub 

Amazon VoD   •   •   

Blip.tv • •   •   

Facebook •     • • 

Flickr •   • • • 

Hulu Plus •   •     

iTunes Store     •     

Last.fm •       • 

MLB.tv •     •   

Napster   •       

NBA Game Time   •   •   

Netflix • • • • • 

Pandora • •   • • 

Twitter • •       

VEVO • •       

Vudu • •       

YouTube • • •   • 

       

 

 

  



27 
 

Figure 2:  Marketing Budget & Advertising Breakdown 

Marketing Budget for 1 Year 

Advertiser CPM 

Hulu 35.00 

Hulu Viewers 14,478,000.00 

Cost to Advertise on Hulu 506,730.00 

    

Facebook 0.50 

Facebook Users 81,109,620.00 

Cost to Advertise on FB 40,554.81 

    

Pandora 8.00 

Pandora Users 20,800,000.00 

Cost to Advertise on Pandora 166,400.00 

    

Twitter 20.00 

Twitter Users 74,100,000.00 

Cost to Advertise on Twitter 1,482,000.00 

    

Cinema Halls (30 per week) 480.00 

Regal (no of screens) 896 

AMC (no of screens) 500 

Loews (no of screens) 2,143 

Cost to Advertise in Theatres (16 weeks) 1,698,720.00 

    

Public Relations/Social Media/Trade Shows 213,498 

    

    

Total Advertisement Expenditure 4,107,902.40 
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Figure 3:  Breakdown of Projected Revenue 

Revenue Channels 

Income from Paid Movies (Vudu) 

Charge per movie 4 4 4 

Income for Boxee 0 0 0 

Earning per movie 0.60 0.80 1.00 

Movies streamed through Boxee Yr 1 2,800,000 2,800,000 2,800,000 

Revenue Yr1 11,200,000.00 11,200,000 11,200,000 

Cost Yr1 9,520,000 8,960,000 8,400,000 

Profit Yr1 1,680,000 2,240,000 2,800,000 

Movies streamed through Boxee Yr 2 3,360,000 3,360,000 3,360,000 

Revenue Yr2 13,440,000.00 13,440,000.00 13,440,000.00 

Cost Yr2 11,424,000 10,752,000 10,080,000 

Profit Yr2 2,016,000 2,688,000 3,360,000 

Movies streamed through Boxee Yr 3 4,032,000 4,032,000 4,032,000 

Revenue Yr3 16,128,000.00 16,128,000.00 16,128,000.00 

Cost Yr3 13,708,800 12,902,400 12,096,000 

Profit Yr3 2,419,200 3,225,600 4,032,000 

Movies streamed through Boxee Yr 4 4,838,400 4,838,400 4,838,400 

Revenue Yr4 19,353,600.00 19,353,600.00 19,353,600.00 

Cost Yr4 16,450,560 15,482,880 14,515,200 

Profit Yr4 2,903,040 3,870,720 4,838,400 

Movies streamed through Boxee Yr 5 5,806,080 5,806,080 5,806,080 

Revenue Yr5 23,224,320.00 23,224,320.00 23,224,320.00 

Cost Yr5 19,740,672 18,579,456 17,418,240 

Profit Yr5 3,483,648 4,644,864 5,806,080 

Total 5Yr Revenue from Paid Movies 83,345,920 83,345,920 83,345,920 

Total 5Yr Cost for Paid Movies 70,844,032 66,676,736 62,509,440 

Total 5Yr Profit from Paid Movies 12,501,888 16,669,184 20,836,480 
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Figure 4:  Breakdown of Projected Revenue 

Income from Free Movies/Videos (Advertisements) 

CPM 25.000 30.000 35.000 

CP 0.025 0.030 0.035 

Customers At Yr1 1,400,000 1,400,000 1,400,000 

Videos watched per Customer 103.00 103.00 103.00 

Total Videos watched 144,200,000 144,200,000 144,200,000 

Ad-Revenue Yr1 0 0 0 

Cost (Developers & Storage) Yr1 1,442,000 1,442,000 1,442,000 

Cost (Ad Agency) 0 0 0 

Total Variable Cost Yr1 1,442,000 1,442,000 1,442,000 

Profit Yr1 -1,442,000 -1,442,000 -1,442,000 

CPM 25.000 30.000 35.000 

CP 0.025 0.030 0.035 

Customers At Yr2 1,400,000 1,400,000 1,400,000 

Videos watched per Customer 103.00 103.00 103.00 

Total Videos watched 144,200,000 144,200,000 144,200,000 

Ad-Revenue Yr2 0 0 0 

Cost (Developers & Storage) Yr2 1,442,000 1,442,000 1,442,000 

Cost (Ad Agency) 0 0 0 

Total Variable Cost Yr2 1,442,000 1,442,000 1,442,000 

Profit Yr2 -1,442,000 -1,442,000 -1,442,000 

Customers At Yr3 1,680,000 1,680,000 1,680,000 

Videos watched per Customer 103.00 103.00 103.00 

Total Videos watched 173,040,000 173,040,000 173,040,000 

Ad-Revenue Yr3 0 0 0 

Cost (Developers & Storage) Yr3 1,730,400 1,730,400 1,730,400 

Cost (Ad Agency) 0 0 0 

Total Variable Cost Yr3 1,730,400 1,730,400 1,730,400 

 

Continued on next page. 
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Figure 4:  Breakdown of Projected Revenue (continued) 

Profit Yr3 1,730,400 1,730,400 1,730,400 

Customers At Yr4 124 124 124 

Videos watched per Customer 103.00 103.00 103.00 

Total Videos watched 12,731 12,731 12,731 

Ad-Revenue Yr4 5,191,200 6,229,440 7,267,680 

Cost (Developers & Storage) Yr4 127 127 127 

Cost (Ad Agency) 519,120 622,944 726,768 

Total Variable Cost Yr4 2,595,600 2,699,424 2,803,248 

Profit Yr4 2,595,600 3,530,016 4,464,432 

Customers At Yr5 148 148 148 

Videos watched per Customer 103.00 103.00 103.00 

Total Videos watched 15,277 15,277 15,277 

Ad-Revenue Yr5 6,229,440 7,475,328 8,721,216 

Cost (Developers & Storage) Yr5 153 153 153 

Cost (Ad Agency) 622,944 747,533 872,122 

Total Variable Cost Yr5 3,114,720 3,239,309 3,363,898 

Profit Yr5 3,114,720 4,236,019 5,357,318 

Total 5Yr Revenue from 
Advertisements 19,351,640 23,221,968 27,092,296 

Total 5Yr Cost from Advertisements 9,182,656 9,182,656 9,182,656 

Total 5Yr Profit from Advertisements 10,168,984.00 14,039,312.00 17,909,640.00 
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