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Abstract

From an evolutionary perspective, the VoD (Video on Demand) market appears to be in a phase of variety generation. Attracted by the potential revenues to be generated by this new market, firms from various origins have entered this market, such as videocassette and DVD wholesalers and retailers, telecommunications companies, IAPs, ISPs, TV broadcasting companies, portal companies, and software firms. Firms in this market may also differ according to their geographical reach, from domestic to global companies. These firms rely on different critical resources and capabilities and follow their own specific trajectories. In order to be able to provide services, they participate to various inter-organisational arrangements, depending on their strategic positioning. According to the technical objects used (Box, TV, PC, software), the status of their customers (subscribers or not), the type of catalog, the type of movies (commercial or not), the offerings of these various suppliers can be differentiated. The offering differentiation may concern not only the type of content available, but also the modalities of viewing, ownership, payment and pricing.
In this paper, after presenting the VoD market in France and its evolution, we analyse the strategies of the different companies now trying to penetrate this market, and the inter-organisational arrangements used.  We conclude by discussing the role of critical resources and capabilities as an explanation of these strategies.
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