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EXECUTIVE SUMMARY

Every sector has incumbents. Every sector has problems the incumbents can't solve because they're too big,
too constrained by legacy, or too invested in the old model. COMMUNICATION SERVICES is no different.
Here's the Al-shaped opportunity in front of you.

How COMMUNICATION SERVICES Works Today

To disrupt an industry, you first need to understand its structure. COMMUNICATION SERVICES isn't random. It's organized
around specific money flows, customer dynamics, and constraints.

* Traditional Media: Broadcast TV, cable, print (declining)

e Streaming Video: Netflix, Disney+, Hulu, HBO Max (consolidating); growing to $318.5B by 2029

» Digital Advertising: Google, Meta, Amazon (dominant); CTV (connected TV) fastest-growing at 18% YoY (2024)
* Social Platforms: YouTube, TikTok, Instagram (audience concentration)

* Telecommunications operators: AT&T;, Comcast (bundling video/streaming)

The key to understanding the industry is following the money. Who pays whom, when, and for what? What are the margins
at each step? Where is value actually being captured? The answers to these questions show you where Al can redirect the
economics.

v What's Broken: The Multi-Billion Dollar Problem

Every incumbent sector has things that are broken. These aren't small inefficiencies. They're problems that
cost the industry billions of dollars annually and that the incumbents can't fix without restructuring themselves.

e Subscriber acquisition cost exceeding lifetime value: Industry wide; many streaming services bleeding
cash on content

* Fragmentation paralysis: Consumer subscribed to average 4.5 services; churn endemic (35-45% annual)

e Content prediction opaque: Studios still greenlighting based on executive intuition + comps; $15M+ series
budgets often fail

* Ad inventory undermonetized: Linear TV inventory sell-through 80-90%; digital inventory 30-40% in many
cases

These problems aren't invisible to the incumbents. They see them every day. They can't fix them because the
fix requires dismantling part of their business model. That's where you come in.

A Three Specific Startup Plays
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Play 1: The Problem-Solving Play

Take the single most expensive problem in the industry. Build an Al solution specifically for that problem.
Make it 60-70% as good as the incumbent can do, at 20-30% of the price. Don't try to be better at everything.
Be better at that one thing. TAM: Usually $500M-$2B for a properly positioned single-problem solution in a
major sector.

Play 2: The Unbundling Play

Most incumbents bundle multiple services or capabilities together. Customers have to buy the whole bundle.
Unbundle one piece. Build an Al-native solution for that piece that's 3-5x better than what customers get
inside the bundle. Let customers use your solution instead of the bundled version. TAM: Usually $200M-$1B
depending on which part you unbundle.

Play 3: The New-Customer Play

Incumbents serve existing customers with existing willingness-to-pay. There are usually customers outside
the market entirely—too small to serve profitably, too different to address, in geographies the incumbents
don't operate in. Build an Al solution for those customers. It won't appeal to the incumbent's current base. It
will appeal to entirely new customers. TAM: Usually $100M-$500M as you expand from greenfield customers.

v What Makes It Hard

Every sector has moats. In COMMUNICATION SERVICES, the moats are typically: regulatory constraints,
capital requirements, network effects, or incumbent distribution. Understanding which moats protect the
incumbents in your target space is critical.

COMMUNICATION SERVICES (Media, Streaming, Advertising) ### Industry Structure - **Traditional
Media**: Broadcast TV, cable, print (declining) - **Streaming Video**: Netflix, Disney+, Hulu, HBO Max
(consolidating); growing to $318.5B by 2029 - **Digital Advertising**: Google, Meta, Amazon (dominant); CTV
(connected TV) fastest-growing at 18% YoY (2024) - **Social Platforms**: YouTube, TikTok, Instagram
(audience concentration) - **Telecommunications operators**: AT&T;, Comcast (bundling video/str...

The winning move isn't to attack the moat directly. It's to find a customer segment where the moat doesn't
matter. Build for them first. Scale from there.

m Founder's Playbook: 12 Months to Product-Market Fit
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Months 1-2: Deep Industry Immersion

Spend 8 weeks talking to customers and operators in the sector. Your goal is not to validate your idea. It's to
understand if you're solving the right problem, for the right segment, in the right way. Talk to 20-30 operators.
Ask them about their biggest pain points. Ask them how much they'd pay to solve it. Ask them who else would
care about that solution. You'll either get clearer or you'll pivot. Both are good outcomes at this stage.

Months 3-5: MVP Development

Don't build a perfect product. Build a minimally viable product that solves 60-70% of the problem for a specific
customer segment. Focus on the part that requires Al, not the parts that are just engineering. By end of month
5, you should have something that a customer in your target segment will use (even if they're doing it as a
favor, not because they're paying).

Months 6-8: Pilot and Iteration

Get your MVP in front of 3-5 pilot customers. They should represent your target segment. Run pilots for 4-8
weeks. Measure: Did the product deliver the promised value? Would they pay for it? What would they
change? By end of month 8, you should have strong conviction that this solves a real problem and that
customers want it.

Months 9-12: Path to Monetization

Now build the things that make you sustainable: pricing model, sales process, CS/support structure,
compliance setup. By end of month 12, you should have 2-3 paying customers, a repeatable sales process,
and a clear path to $1M ARR. You don't need to be there yet. You need to see it clearly.

A The 10-Year Vision

If you execute well on one Al problem in COMMUNICATION SERVICES, you'll earn the right to solve the next
one. The biggest founders in this space don't stop at one product. They build platforms. COMMUNICATION
SERVICES in 2036 will look fundamentally different from COMMUNICATION SERVICES in 2026. The
companies that build the new infrastructure will be massive. Plan for that from day one, but execute on one
problem first.

KEY TAKEAWAYS
e Al is restructuring communication services economics across all major operational dimensions

e Companies that began Al transformation in 2025 captured first-mover advantages that late entrants cannot
replicate

* The cost of waiting increases exponentially — transformation costs tripled between 2025 and 2028
* Al-native competitors are emerging with fundamentally different cost structures
* Internal Al capability (not just consultant-led pilots) is the differentiator between leaders and laggards

* 18-month window of opportunity exists before competitive pressure becomes undeniable

Read the Full Report
https://ai2030report.com/articles/sectors-communication-services-communication-services-disruptor-founders.html

ai2030report.com | Data-driven Al disruption forecasts for every sector
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