
customers the applications they want. 
As Gemini Waghmare, VP for market-
ing at Casero (www.casero.com), a de-
veloper of white-label social networking 
applications, says: “It’s your subscribers’ 
content, and your network, and some-
one else is getting the revenue from it.” 

Hosting applications also allows 
network providers to reduce their 
costs. Shipping all those user videos 
to MySpace’s data center in California 
is expensive; by keeping traffic within 
their own footprint, they avoid whole-
sale transport charges. 

Yet another benefit is the opportuni-
ty to attract new customers. According 
to Waghmare, Casero originally expect-
ed its clients to offer applications only 
to their own broadband customers, but 

that hasn’t proved to be the case. Pro-
viders may offer their own customers 
a better deal, but they’re happy to sell 
applications to other consumers in their 
footprint – not just for the additional 
advertising or subscription revenue, but 
also to bring new customers into their 
networks.

Selling applications gives provid-
ers market insight that may be a valu-
able asset. “Service providers have a 
local advantage in understanding their 
subscribers that Google and the others 
would never have,” Waghmare says. For 
example, they may sell aggregate infor-
mation about how many customers are 
using specific applications, how much 
time they are spending, and how much 
bandwidth they use.

F i n a l l y , 
appl ications 

keep customers 
loyal. Applica-

tions are “sticky,” according 
to Buckley, because consumers 
can personalize them. The more user 
profiles they set up, the more playlists 
they store, the more game scores they 
save and the more automated birthday 
greetings they create, the less likely they 
are to change providers. “If you leave, 
you lose all this,” Buckley says.

Consumers Benefit, too
Of course, consumers wouldn’t use 
these applications unless they also ben-
efited. Usually, the provider’s leverage 
gets them better prices and/or more 
free content than they could obtain on 
their own. For example, Synacor’s origi-
nal application bundle, marketed by 
SusCom as Broadband Plus for $8 per 
month, included subscriptions to Amer-
ican Greetings, Encyclopedia Britanni-
ca, and other sites that were separately 
worth about $50 per month. (SusCom 
has since been sold to Comcast.) 
Consumers also benefit because:
•  They can feel confident about using 
applications and storing personal data 
without concerns about security or data 
loss.
•  All their applications are in one place 
– the provider’s portal – and can be  
accessed with a single ID and password.
•  They can pay for all the applications 
on a single bill, along with their monthly 
broadband subscription.

Choosing the right apps 
Which applications appeal to broad-
band providers for resale to their cus-
tomers? Synacor and Casero have come 
up with different answers to this ques-
tion, but their applications share certain 
similarities.

Casero offers a digital media suite 
that includes photo sharing, music shar-
ing, video sharing, blogging and online 
storage, as well as a home monitoring 
application. While it developed all these 
applications in-house, it is open to al-
lowing other vendors to build applica-
tions on its platform. The applications 
are meant to be resold with the service 

E-mail. Web hosting. Maybe 
news headlines and the local 
weather. Until recently, cus-
tomers couldn’t expect much 

more than broadband itself from their 
broadband providers. 

But times are changing. Today, it’s 
common for providers to lure customers 
with elaborate portals featuring services 
like games, photo storage, network se-
curity and even home security. Some of 
these are free basic services, others are 
premium services, and still others are 
advertising-supported. Most or even all 
of them are applications that consumers 
could easily find elsewhere. So why are 
broadband providers offering them?

applications add Value 
The simplest answer is that bandwidth 
has become a commodity item. Con-
nectivity is cheap, and the cost per Mbps 
keeps falling. Consumers now treat 
broadband as a utility, a necessary basic 
expense rather than a product they want 
for its own sake. 

“Broadband providers have to ei-
ther drop their prices or add value,” says 
Drew Buckley, until recently the VP for 
business development at Synacor (www.
synacor.com), which sells private-label 
portals and premium content, “and 
their strategy is to add value.” Value can 
be added through increasing speed or 
services – or both.

As users adopt the digital lifestyle, 
broadband traffic has grown exponen-
tially. This growth represents both a 
problem and an opportunity for provid-
ers. It has put such a strain on networks 
that some telcos have threatened to 
charge application providers who are 
not their customers for use of their net-
works, and in so doing have sparked the 
“net neutrality” debate. 
On the other hand, it also gives provid-
ers the chance to add value by selling 
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Application portals help 
broadband providers mon-
etize their network traffic 
while retaining and grow-
ing their customer bases
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provider’s brand.
Synacor brands the portal and the 

bundles, rather than the individual ap-
plications. It licenses applications from 
mostly well-known providers and makes 
them available for resale in educational, 
music, sports, Internet security and gen-
eral-interest bundles. The general-inter-
est bundle, which is the most popular, 
features games, greeting cards, news, 
weather, learning, sports and movies. 

What these two approaches have in 
common is: 
•  Mass appeal. Casero began with a 
home monitoring solution, which it still 
markets, but decided that not enough 
people are concerned about home se-
curity. On the other hand, everyone 
shares family pictures. Synacor, too, 
has chosen applications with wide ap-
peal – everyone sends birthday cards; 
all parents want educational resources 
for their children.
•  Ease of use. Part of mass appeal 
is simplicity – most consumers aren’t 
technical wizards. For everyday use, 
an intuitive interface is more impor-
tant than bells and whistles.
•  Customizability. As discussed ear-
lier, the more work the consumer puts 
into the application, the less likely she 
is to abandon it. Casero’s applications 
let users store and share their digital 
media; many of Synacor’s applications 
encourage personalization. 
•  Fixed and mobile. Consumers want 
to access music and, increasingly, vid-
eo from their mobile phones or MP3 
players. Both Casero and Synacor of-
fer “on the go” applications. 
•  Bundling. Consumers like bun-
dles. They like paying a single bill, 
using a common ID, learning a single 
interface, and having access to ap-
plications they might not otherwise 
have discovered. While Synacor will 
let clients sell applications a la carte, 
it believes that bundles are more ad-
vantageous. Casero also points out 
that one application can leverage 
another – for example, a provider 
that has a million subscribers storing 
photos on its site is in a good posi-
tion to negotiate with a photo print-
ing service, and then to offer photo 
printing as a premium application.  

Business is all about face-to-face relationships. Effective 
communication, whether between board members and corporate officers, 
salespeople and clients, or partners in joint ventures, requires the under-
standing and trust nourished by eye contact.

For decades, busi-
ness has relied on 
commercial air travel 
to bring people to-
gether. Today the ca-
pacity of commercial 
aviation is seriously 
strained, with flight 
delays and baggage 
losses increasing, car-
riers declaring bank-
ruptcy and fuel prices 
soaring. But business 
continues to global-
ize, and technologies 
like e-mail, Web con-
ferencing and instant 
messaging have reset our expectations of turnaround times for decisions. 
Waiting days or weeks to huddle the team doesn’t cut it anymore. 

Many people expected videoconferencing to solve these problems. But 
even with improvements such as higher resolution, bigger and better dis-
plays and IP networks replacing ISDN, the average usage of videoconfer-
encing systems remains an abysmal 15 hours per month. 

Videoconferencing users complain that talking to the “camera-on-the-
TV-set-on-the-dessert-cart” is uncomfortable and unnatural. Traditional 
videoconferencing is often the option of last resort, and even then it is 
almost always used internally, rather than for important meetings with 
customers or partners.

Telepresence dramatically improves the acceptance of visual collabo-
ration by creating a more natural, productive and realistic experience. It 
works at any scale, from the desktop to the auditorium. Users feel they 
are “present” in the same physical space with others who might be thou-
sands of miles away. Owners of telepresence group systems report usage 
between 60 and 275 hours per month – far higher than for traditional vid-
eoconferencing. 

Solutions that business people are willing to use can cut down intra-
company business travel, improve productivity and reduce wear and tear 
on road warriors. They also simplify collaboration with partners, vendors, 
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