Content Producers Must Consider Multiple Video Platforms
December 15, 2005
By Sean Carton 

If you're interested in publishing video content, things are about to get a whole lot more interesting. 

In the old days, reaching a global audience with DIY video content meant posting your video to the Web in either downloadable or streaming video format. Video Weblogs existed, but if you wanted to see them you pretty much had to go to the site where they were housed. 

Then came PSPcasting, a kludge that combined video compression in MP4 format for the Sony PSP with software that allowed people to "subscribe" and automatically download video. 
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While this method might have hinted at the potential of video blogging, it really didn't begin to come into its own until Apple released its new video iPod and new iTunes with video Podcasting support and millions of people worldwide all of a sudden had access to subscribable video content. 

Video Podcasts started popping up everywhere. From the wacky Tiki Bar TV to the venerable Rocketboom, homemade video content started coming out of the woodwork. 

While most of this stuff is free, video is definitely set to grow quickly over the next couple of years, with analysts predicting that the "premium Internet video services" will hit $2.9 billion by 2009. 

But don't think all the action's gonna happen on the Web. In fact, it looks more and more likely that while the Internet will serve as a conduit for video content, publishers of the future are going to have consider that online video content will probably be viewed on devices other than computer screens. 

One of the most interesting new developments is happening with TiVo, which recently announced that it's going to be carrying video blogs. And while TiVo has always offered different types of TiVo-only video content such as long-form commercials and other specials, this is the first time that it has linked to the Internet to pull in content and make it available in the living room on a platform on which most of us are used to viewing video content: the TV. 

This is in the experimental stages now, but it's possible to see how a system like TiVo could suddenly become a platform for subscribable video content pulled in from all over the world, bypassing the networks and the cable companies. The possibilities are mindboggling. 

At the same time that TiVo announced that it's going to become a new platform for Net-delivered TV, NBC has announced that it's going to start pumping "many more shows" into iTunes. 

Interestingly, the president of NBC also said that the company's new venture with Apple "will be run like any television network," raising the distinct possibility that at least some of the big providers are starting to really grok the capacity of the Internet to bypass the cable networks and other old-media bottlenecks. 

While cell phone mobile video still might not be ready for prime time, technological limitations and lack of solid evidence that consumers want to watch video on their cell phones isn't holding back some of the major carriers from experimenting. 

HBO and Cingular plan on delivering short video to mobiles and Sprint has announced a plan to deliver full-length feature films on its PCS Vision phones. 

I'm betting that these initial experiments won't change the world, but they will pave the way for better and more robust mobile video systems. In the meantime, companies like Apple with its video iPod, Creative with its Zen Vision, and Sony with its PSP will be better venues for Net-connected video content. 

Creating video for portable devices is getting easier, too. Recently Neuros announced its MPEG4 Recorder 2, a nifty little box that digitizes any video source and saves it on the fly to flash memory cards. While designed specifically to help people digitize video for the PSP, this $150 box makes creating video blogs or posting existing video content a snap. 

Yeah, we're still at the initial stages now and it's tempting to make overblown projections about the size of the online video market. I'm not going to do that, but if you look at the rapid development of technology, the rapid expansion of delivery vehicles, and the potential for worldwide distribution of video, the trend vector definitely points to a very interesting future. 
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	Advertisers Tune In New Video Platforms 

	By  Matt Hines 
December 13, 2005 

News Analysis: When Apple unveiled its video download partnership with broadcaster ABC, media advertisers began scrambling for answers about how to shape their marketing strategies to address new distribution models. (eWEEK.com) 
	

	

	BOSTON—Oct. 12, 2005: a day that will live in infamy. 

If you're trying to remember the notable event that occurred on this date than you're probably not an advertising executive tasked with sorting through the growing morass of video content offered to consumers over Internet technologies. 

For, as anyone who fits this description knows, that seemingly pedestrian Monday just over two months ago was the day that Apple Inc. and broadcaster ABC Inc. announced their new online video download strategy. The rest is history. 

Introduced as part of Apple's popular iTunes content download service, the partnership offers consumers the ability to buy prime-time ABC shows in digital format at $1.99 a pop, and to watch those programs at their own leisure without being forced to sit through ads. The revolution had officially begun. 

At least that's how executives and analysts gathered for the Future of Video Online conference held here Tuesday framed the landmark event. 

With numerous video content delivery deals announced since the iTunes launch, those people working to create new online video services and the methods for advertisers to piggyback on those offerings say that some important questions have been answered, but that many uncertainties remain. 

While iTunes allows consumers to bypass the advertising experience completely, for a price, most media industry watchers believe that a majority of the nascent video services that will successfully lure cable subscribers, Web surfers and mobile device users will evolve more closely to the traditional TV ad model. That is, people will be asked to view advertisements in order to gain access to video content for free. 



The working theory of such new media experts is that while some consumers will eschew traditional video formats in favor of paying for ad-free content, most people will still be willing to give up some of their time to view advertisements, as long as the ads are more intelligently linked with the content they're hitched to, and delivered in formats that blend well with that programming. 

T.S. Kelly, analyst with New York-based researchers Media Contacts, which sponsored the conference, said that content providers, video services carriers and advertisers will need to work closely together in order to understand just what ad delivery models consumers will tolerate, and respond to. 

By experimenting with new ways to package Web-based video with ads and other types of content, such as social networking communities, he said, those companies should be able to make as much money, and someday even more, than they have generated using traditional strategies. 

The analyst said it would be a mistake for content providers and advertisers to view each video service as a unique opportunity, despite the various intricacies of those offerings. 

Rather, said Kelly, companies should understand that video available over the Internet represents an unparalleled chance to better tailor all their ads to suit the content the spots air with, and the viewers that they hope to reach. 

"Consumers are changing habits for how they watch video, and people are consuming media in a more individualized way," Kelly said. "Development of new services can't be about individual programs from different providers; there has to be an aggregate opportunity to distribute content and advertisements across an almost limitless range of channels." 

Kelly said that most people will still accept the placement of ads with their Web video, including downloaded content and streaming media services, as long as the available video clips remain attractive enough. The analyst agrees that most consumers still prefer to watch ads, rather than have to pay for individual programs that are delivered without them. 

"If consumers are getting something good for free, they're still much more amenable to video advertising, as long as it's not too much," Kelly said. "Companies are still experimenting with [their ad programs], but they will find out over time just how much advertising customers are willing to consume, and build out new business models from there." 

Despite the multitude of new services on tap, including mobile video offerings such as Verizon Wireless' V Cast, some advertisers remain wary that it will be hard for companies to shift their existing strategies from TV to emerging platforms. 
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Read more here about emerging video platforms. 

Ellen Comley, managing director of New York-based marketing and advertising firm Media Planning Group, said that content providers and service delivery companies shouldn't expect that they will be able to move their ad plans from the offline world into the Internet space with ease. 

The industry vet said that it remains hard for companies to plan advertising strategies for the future when so much is up in the air regarding which new video formats consumers will truly embrace. 
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Read the full story on eWEEK.com: Advertisers Tune In New Video Platforms 

	Broadcast News Doesn't Get the Internet ... Yet 

	By Stephen Bryant 
December 6, 2005 

Opinion: Streaming news won't be a great success until it incorporates some form of interactivity or user-generated content. 
	

	

	
CNN announced its new subscription-based streaming news service this week. The service, called Pipeline, offers four channels of commercial-free, Web-only news feeds. It's the cable news channel's first extensive use of live video on the Internet, and it establishes CNN as the de facto video news leader online. 

I've been watching Pipeline for a few weeks now, and my first impression was that CNN did a lot right when it developed Pipeline. 

My second impression was, who cares? 

Despite all that Pipeline has going for it, I don't think it's going to be the "revolution" it's been touted as. An evolution of video on the Web, certainly, but not a revolution. 

Why? Because Pipeline ports all the benefits of television to the Internet, but few of the benefits of the Internet to TV. 

The real revolution in online content, streaming and otherwise, is coming from companies that understand (or are trying to understand) the nature of interactivity on the Web: Yahoo, AOL, and CNN's worst nightmare, Fox. 



What CNN Did Right 

To be sure, CNN Pipeline is technically impressive: You have your choice of viewing options, either through a small desktop application or via your browser. Most major browsers are supported, and it even works on a Mac (through the browser, not the app). 

You can watch live streams, browse the CNN video archive, or select a video through a video-on-demand feature. 

In comparison, NBC and CBS show their news online, but they don't make it available until a few hours after the original broadcasts. ABC offers ABC News Now, but that service is pretty meager compared to Pipeline's live streams and large video archive. 

CNN rightly emphasizes that Pipeline is commercial-free. That's a big selling point, especially if CNN expects viewers to leave the service on in the corner of their screens all day long. 

Speaking of selling points, I'm certainly willing to pony up Pipeline's 99-cent daily fee to watch a good car chase or monitor the outcome of a trial while sitting at my computer. (Given that the cost is the same to download a single track from iTunes, perhaps we're reaching a consensus on the worth of digital media?) 

Most importantly, Pipeline doesn't repurpose existing content. That's a nod to the future of video online and to the growing power of an online audience. 



CNN understands that it has to broadcast its news online if it's going to have any stake in the future of online news. It's made a big investment in online news, and that's a good thing. 

But what CNN hasn't done is invest in the audience. Pipeline is based on the one-to-many broadcast model of television. And in an online world that increasingly favors participation and interactivity, that's actually a step backward. 

My Mouse Is Not a Remote Control 

Video online is a tricky business. There's inherently a disconnect between the "lean back" video-watching experience and the "lean in" interactive experience of the Web. With Pipeline, CNN tries to address that problem by providing unique, searchable content. It also makes the application unobtrusive and shows Outlook-esque alerts whenever breaking news occurs. 

But beyond that, you can't interact with it. To me, that basically just changes my mouse into a remote control. 

What's more, Pipeline restricts you to the application itself. The best type of online media acts as a gateway—it tells you about something cool, then says "go check it out yourself, come back next time." But with Pipeline, you can't click away. 

To be sure, you could hear about something cool on Pipeline, then go search the Internet for more information by yourself. But can't we already do that with TV? And don't hyperlinks do that job better? 

Wouldn't it be cooler if, instead, the Pipeline application showed you where to go? Say, every time you played a video, a small box of text and links updated (or maybe even a whole page) to show you where the conversation is about that topic on the Internet—and I don't just mean links to cnn.com. 

What about a Pipeline Weblog, or a Web site where viewers can leave comments and suggestions? Even better, why not allow viewers to upload their own content and deploy a fifth news pipe full of user-generated content? 

In this area, CNN could take a page from AOL, Yahoo and Fox. Each of these companies understands that media on the Internet, both text and video, exists at a crucial tension point between top-down authoritative news and bottom-up, user-generated information. In the future, you'll need to do both to survive. 

Yahoo hired war reporter Kevin Sites to broadcast reports from conflict areas across the world. That's a great combination of hard news and "solo journalism" that the Internet warms to. CNN, there's nothing to stop you from doing something similar with Pipeline. 

AOL, for its part, acquired Weblogs Inc. and combined the power of its online guides with the influence of grassroots bloggers. 

Most threatening to CNN: Fox's parent company, News Corp., bought myspace.com. If Fox's interactive division can capitalize on that purchase, it will have not only the most popular television news channel but also the most popular community Web site at its disposal. 

The math here is pretty simple: There are a lot more content, and revenue, opportunities within a community of 22 million people than in a video application that offers four channels. 

Video alone will keep your audience busy, but it won't get them involved. 

	RealNetworks Launches Music Streaming Service 

	
December 5, 2005 
	

	

	You, you're all I want to know. I feel free. 

While members of the 1960s rock band Cream probably weren't trying to channel the future when they penned their classic hit "I Feel Free," they may well have been predicting the tastes of the average music listener in today's digital audio market, almost 40 years later. 

Betting that consumers are still best lured into using new content services via free offers, multimedia specialists RealNetworks Inc. introduced its latest strategy for growing its subscription music business on Monday. At the heart of the push by Real to extend its presence in the digital audio market, which continues to be dominated by Apple Inc.'s iTunes service, are two initiatives that look to bait users into trying out the company's products without having to pay for them first. 

At the center of the strategy is Rhapsody.com, a beta version of Real's new online music portal, which allows nonsubscribers to listen to 25 streaming audio tracks per month at no cost. By offering free streaming audio to the general public, company officials believe they can encourage more people to pay for Real's Rhapsody music subscription services, which are priced at $9.99 per month for unlimited listening on a PC or $14.99 per month for the right to transfer music files onto portable media players. 

A second piece of the strategy involves new software tools created by Seattle-based Real that allow third party Web sites to link directly into its online music services. By encouraging people to embed links to its content onto their sites using the Rhapsody Web Services application, the firm believes it can create another channel for funneling larger numbers of consumers into its paid music services. 

Much like the illegal music download sites that have been largely shuttered by copyright lawsuits from the music industry, the new portal and Web services tools will entice consumers to begin paying for digital music subscriptions after they first experience the streaming audio format free of charge, Real executives said. 

"We know that once people use Rhapsody they love it, but getting more people to use it has been our biggest challenge," said Dan Sheeran, vice president of consumer services for Real. "With the new site people can experience our music services immediately without a subscription, and in the long term, the Web services will help weave Rhapsody into the fabric of the Web itself." 

In addition to serving as a front end for new customers, Rhapsody.com also allows Real's 1.3 million existing music customers to listen to streaming audio files on any PC connected to the Internet, simply by entering a password into the site. A final release date for the portal has yet to be announced. 

Beyond the two new product offerings, Real also offered more details of its upcoming marketing push, which will rely heavily on the company's partners to help get its name in front of more consumers. Perhaps the most intriguing element of the campaign is the firm's growing relationship with Microsoft Corp., with which it competes in the multimedia software arena, first detailed in October when the companies reached a settlement in their long-running antitrust litigation. 
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Click here to read more about the settlement between Microsoft and Real. 

Real said Monday that Rhapsody.com will become available within Microsoft's Windows Media Player 10 software in the coming weeks and will be integrated into the software giant's MSN Search, MSN Messenger and MSN Music services over the next few months. Under the terms of the companies' agreement, Microsoft will earn credits against its $761 million settlement payout to Real for each paying subscriber it delivers to the firm. 

The multimedia company is including cable giant Comcast Corp. is part of its plans as well, as the firm introduced its own Web-based Rhapsody service to its 8.1 million broadband subscribers today. Comcast already offers many of Real's existing services to its customers as part of its own online music package. 

"We think that the combination of our marketing relationships with the Web services effort can help us recruit users from both ends of the spectrum," said Sheeran. "MSN and Comcast reach millions of users, and via Web services we can extend our reach from a handful of leading Web sites to million of pages." 

Industry watchers said many obstacles remain in convincing consumers to buy into the subscription music model but observed that the marketing deals with Microsoft and Comcast alone could draw many more users into trying out Real's services. David Card, analyst with New York-based Jupiter Research, ranks Real above rival subscription services from Napster and Yahoo Inc. in terms of subscribers, and said that the increased exposure could help improve that lead. 

While Apple's iTunes service remains the dominant player on the digital music scene, Card said that consumers appear increasingly interested in subscriptions, but he believes many people remain wary of losing control of their music collections when they stop paying for them. 

For its part, Apple's iTunes offers consumers 99 cent downloads of individual songs, which allow buyers to retain the content forever, while subscription users typically keep access to their music only as long as they're customers of a particular vendor. Real offers customers the ability to buy downloads similar to Apple's, but the analyst said the company can't drive the same type of profit margins that it can build with subscriptions, and would struggle to remain profitable selling mostly single-track downloads 

"The Apple model won't work for anyone but Apple, because they can cover any losses with iPod device sales, so the subscription players need to find ways to attract more people," said Card. "Real is the subscription leader, but they're still fighting a battle to educate people about why a model where the user does not own the music is attractive, and this effort should give them more exposure." 

At the heart of the fight to convince more people to use subscription music services is the so-called DRM (digital rights management) software wrapped around the audio files by music vendors in order to prevent customers from illegally copying and sharing their content. Card said that in order to get wider numbers of people to embrace the subscription model, companies such as Real must vastly improve their DRM applications to allow people to listen to their music on more devices, without as much legwork as demanded by today's applications. 

"Making a portable [music] rental service work is pretty hard, and no one has really perfected that yet," said Card. "No matter what someone like Real does in terms of expanding their services, if someone buys a device and it is hard to integrate with the subscription service, they're going to look for other options. 

Other experts agreed that DRM and the ability to share music files among different types of devices remains the major sticking point for subscription services. Bruce McGregor, analyst for Sterling, Va.-based Current Analysis, said that the only type of DRM format that will work in the future is one that consumers don't even realize is there, or one that allows them to use music files on all of the devices they choose without having to consider which service provider the content has come from. 

"DRM is really an important piece of getting the content distributed to the user that needs to be better solved," said McGregor. "On the flip side of that, if some of these subscription players can lock users into their systems now, they may be able to hold onto some of those people for years to come as they don't want to lose their collections; it's a real catch-22 at this point." 

	CNN Launches Streaming News Service 

	By Stephen Bryant 
December 5, 2005 
	

	

	
CNN today launched a subscription-based streaming news service that offers four channels of commercial free, Web-only news feeds. The service, CNN Pipeline, is the cable news channel's first extensive use of live video on the Internet. 

"With CNN Pipeline, CNN.com stakes out entirely new territory for online news, placing the broadband consumer in the ultimate driver's seat," said Susan Grant, executive vice president of CNN News Services. 

Pipeline offers one anchored newscast and has its own staff and studio at the CNN Center in Atlanta, according to the network. 

The service is available in 25 countries. Besides live video feeds, users have access to a searchable on-demand video archive. 

While CNN Pipeline is a standalone application, it also offers some of the same videos available though CNN.com's free video service. CNN previously charged for that service via subscriptions but abandoned that model after three years in June 2005, citing a drop in the cost of supporting broadband video content. 

Videos on cnn.com are accompanied by 15- and 30-second ads. Pipeline video is commercial free. 

In addition, "free video doesn't carry live news events as they are happening like CNN Pipeline does," said David Payne, senior vice president of CNN News Services and general manager of CNN.com. 

Pipeline costs for $2.95 per month, or $24.95 annually. One-day passes may be purchased for 99 cents. Windows users can access Pipeline via a downloadable application. Macintosh users must use a browser. 

Original content for Pipeline is filmed in HD, with the use of Sony HDV and HDCAM gear in the field and Sony HDC-930 cameras in the studio, according to a CNN spokesperson. 

More information and subscription options are available on CNN's Web site. 

With Pipeline, CNN leapfrogs other major news networks which recently began to offer video online. 

In November, both NBC and CBS began to offer select news programs on their Web sites. ABC offers its own 24-hour Web-only news channel, ABC News Now. 

CNN, however, is the only channel to offer a separate viewing application and four unique, live streaming feeds. 

"Anytime you add more opportunities for viewers to get news, it's overall a good thing," said David Mindich, journalism chair at St. Michael's College, in Colchester, Vt. 

Other media critics see Pipeline as a step forward for video over IP, but not as a revolutionary service. 

"Streaming video has never been very user-friendly, it's always been taking the traditional broadcast model of one-to-many and just putting it on the Internet," said JD Lasica, a prominent blogger and founder of ourmedia.org. "What would be revolutionary is if they allowed you to download their video, remix and add your own commentary, and then upload it to CNN's site. I think they're about 10 years away from allowing you to do that." 

For now, CNN will be concentrating on enticing viewers to sign up for the service. Few media companies have had large-scale success with paid news content, and there is little precedent for offering high-quality video content in Pipeline's format. 

"More than anything else, CNN.com wanted to achieve scale early on for CNN Pipeline," said Payne. "[The cost to subscribe to Pipeline] makes scale a very real possibility." 

According to the Atlanta Journal-Constitution, Pipeline needs "several hundred thousand" subscribers to recoup its costs. 

	Mobile Content: Do One Thing, Do It Well 

	By Sean Carton 
December 2, 2005 

Opinion: Cell phone users in the U.S. love texting and gaming. But why isn't video popular? 
	

	

	Is mobile content about to make a major comeback? 

You old-timers out there (those of you who weren't crushing beer cans on your forehead back in 2000) may remember the first time mobile Web content made a big splash back in the late '90s. Back then the first cell phones with WAP access were released to great fanfare and analysts predicted billions of dollars in revenue to phone companies and anyone savvy enough to jump on board. NTTDoCoMo (Japan's telecom) had some amazing successes with its iMode service, and 3G apps were starting to gain traction in Europe, but the U.S. market failed to materialize. Americans weren't ready for mobile content. 

Why? For one thing, the hype never matched the delivery: Consumers were promised the Web on their cell phones and were then forced to experience "the Web" as four or five lines of text instead of the multimedia extravaganza they were used to on their computers. Content was generally lacking, interfaces cumbersome, and most carriers did a poor job of supporting those customers interested in mobile data. There was probably a fair amount of dot-com-y hubris too, but that's a bit harder to quantify. 

Cell phone Web access may not have taken off in the U.S., but other mobile data services have. By 2003, over 14 billion text messages were sent per month in the U.S., a number that's continued to climb. Blackberries have become nearly ubiquitous (and indispensable) for many of us. Mobile gaming revenues are expected to hit nearly $2 billion in the next few years. 

These growth figures have sparked renewed interest in mobile content. AOL recently launched a new mobile search feature and Google has announced its Google Mobile service and the incredible Google SMS service, which lets you Google using the texting capabilities of your cell phone. 

We'll come back to Google in a moment, but it's obvious that there's renewed interest amongst consumers. Developers are beginning to play with creative new ideas for wireless functionality that moves beyond transferring data, especially in realm of gaming. Nintendo's DS system comes a wireless chat function right out of the box and Sony's PSP handheld gaming system includes Wi-Fi connectivity, a built-in browser, and wireless multiplayer capabilities. A new game from Planet Moon Studios called Infected actually allows users to "infect" other players with a "virus" representing their own character when they win, a "virus" that can be transmitted to other players. Users can even track the global spread of their "virus" on the Infected Web site. 

On the other hand, many older media companies are starting to look at mobile technology as a way to deliver older content such as television—an idea that surely creates great joy in corporate boardrooms. Unfortunately, according to some recent research people don't want it, at least not on their cell phones. Instat found that only 1 in 8 mobile users wanted video on their handsets, and Parks Associates found that a mere 12 to 13 percent of consumers want television functions on their handhelds. 

Why are services like texting and gaming popular when video isn't? Why does some mobile content click with consumers and others are met with yawns? To answer that question perhaps it's worth a look at Google's SMS service. 

First off, the brilliance of Google's service is that it utilizes text messaging (SMS) as its base. This means that searching is as simple as sending a text message, something that millions of users are already used to. In addition, texting is a low-impact network activity and is available on nearly every cell phone being sold today. It doesn't require color or fancy screens or high-end features that aren't available to all users. 

Best of all, it does one thing and does it beautifully. You can search for weather, driving directions, answers to questions, word definitions, movie showtimes, and product prices…all the kind of stuff you might need to know when on the go. It doesn't require a complicated syntax, doesn't require any complicated menus, and delivers answers quickly as text messages. In short, it just works. 

The lesson to take from Google's effort and the new reports out on mobile video are simple: If you're starting to think about jumping on the new mobile boom, think about the medium itself. What are the characteristics of someone in a mobile situation that are different than someone sitting in front of a computer? What kinds of services do people actually need versus what you think is "cool?" What are the limitations of the technology and how can you embrace those limitations rather than stretch them beyond all recognition? Doing it right can mean extending your Web presence into mobile ubiquity. Doing it wrong means being irrelevant and ignored. Which do you want? 


Emerging Video Platforms Win an Emmy
The National Academy of Television Arts & Sciences creates an Emmy award to recognize video content tailored for delivery on computers, cell phones and other non-TV devices.

	Emerging Video Platforms Win an Emmy 

	By  Matt Hines 
November 14, 2005 
	

	

	
As further evidence of the growing demand for video content designed for consumption outside of the traditional living room, the National Academy of Television Arts & Sciences announced Monday that it has created an Emmy award for emerging programming formats. 

Dubbed the Emmy for Outstanding Achievement in Content for Non-Traditional Delivery Platforms, the prize will be handed out each year for what the entertainment industry group cites as the best original video work created specifically for consumption on devices that are not TV, including computers, mobile phones, PDAs and other video-capable electronics. 

With the competition overseen by what the National Television Academy is calling a blue-ribbon panel of media professionals, the award will be will be handed out in recognition of creativity in editorial content and video production for non-traditional platforms. 
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Click here to read about how the creation of Internet TV is forcing changes in telecom laws. 

The newest Emmy will be presented for the first time at the 27th Annual Sports Emmy Awards in May 2006, and will also be highlighted as part of the group's other annual awards presentations. 

The Emmy will be handed out specifically for original material made for consumption either via broadband or mobile networks, including video blogs, Web site video programs, live events coverage, short programs created for mobile devices, and video-on-demand. 



Entries must be less than 20 minutes in length, and programming repurposed for new platforms from TV or elsewhere will not be considered for the award. The National Television Academy will begin accepting entries for the new Emmy this week. 

With an increasing number of mobile devices that support video being introduced and entertainment companies seeking additional ways to market their original content, consumers are being presented with a range of new options for viewing everything from the freshest political satire to sitcoms cancelled several decades ago. 

As evidence of the trend, Internet portal player America Online announced Monday that it will soon begin allowing its customers to watch old shows like "Welcome Back Kotter" and "Growing Pains" via its broadband network. Last month Apple Inc. reported that it sold over 1 million video downloads in less than three weeks after launching its newest iPod handheld, which can play the multimedia files. 

Peter Price, chief executive of the New York-based National TV Academy, said the group struggled to make sure that the language used to describe the award was broad enough to include most of the new video formats coming to market. He said that the content industry is undergoing a change that is likely unparalleled since the dawn of the TV age. 

"I think the word transforming can get overused, but here's a case where perhaps its time has come," Price said. "We were moved by the marketplace telling us that there is this wave of programmers exercising their abilities on these new platforms, and it became apparent that as more people bring video to market through new distribution models or software, there was a need for us to recognize that appropriately." 
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Read details here about video streaming from MSN and AP. 

Price said one of the most unique elements of the award will be that it allows people with relatively no public exposure to compete against entertainment industry behemoths, and he indicated that both independent artists and well-known players in the field have expressed their happiness over the new Emmy's creation. 

"This is really about the opening up of [content] distribution," Price said. "In the old days, you worked your way up through the industry and if you were lucky someday you got a shot as a producer; now as solo practitioner with great ideas and ability you can go against the big guys and jump-start your career. It's pretty amazing." 

The new Emmy will mark the first time the National Television Academy officially recognizes original programming first aired on what it identifies as "new media platforms." However, for the previous 57 years, the group has awarded Technology and Engineering Emmy Awards for Advanced Media Technology, which were distributed in recent years to people such as video game console makers Sony Corp. and Microsoft Corp. 

Among the people eligible to win the new Emmy will be creative artists such as JibJab Media Inc., the flash animation specialists who parlayed a pair of satires based on the 2004 presidential election into marketable Internet fame. 



After driving an estimated 80 million downloads for its humorous "chop-jaw" animations of President George W. Bush and his rivals, Jib Jab won deals to provide animated online short films to major players such as Microsoft and Yahoo Inc. 

In years past, the company was disappointed to learn that its work could not be considered eligible for Oscar awards from the Academy of Motion Picture Arts and Sciences since its short films first aired on the Internet, and not in theaters. Creation of an Emmy for new delivery platforms should bring the sort of attention Jib Jab Co-founder Gregg Spiridellis said he believes will help inspire new programs, and even higher-quality content, for emerging video services. 

"The award is great because it recognizes the explosion of new content channels and reinforces the idea that with the growth of Web distribution and mobile video there are going to be all these new forms of entertainment becoming available," Spiridellis said. "It's also a great message that the best entertainment for these new platforms won't be TV programming repurposed for mobile, and that new types of content will have a chance to compete." 

The animator said examples of such a new format might be comic book-style shows that come in much shorter episodes than TV programs in order to better fit the mobile video environment, or weekly sitcoms that air only on the Web. 

"The Emmy awards essentially recognize the best storytellers in the TV medium," Spiridellis said. "There are going to be new types of stories, new storytellers and all sorts of new platforms for this work to be delivered on; it's really encouraging to see this sort of attention to help support all that." 
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Check out eWEEK.com's Content Creation Center for the latest news, reviews and analysis on image editing and Web publishing tools. 

	VideoEgg, TypePad Team on Video Blogging 

	By Elizabeth Millard 
October 26, 2005 
	

	

	Hoping to spur more bloggers into using video for their online diaries, VideoEgg Inc. is integrating its video publishing technology with blogging company Six Apart Ltd.'s TypePad service. 

The VideoEgg Publisher simplifies the process of video encoding and posting by displaying video in a Flash-based online viewer that doesn't require external software like Windows Media and QuickTime. 

Registered TypePad users will be able to use the VideoEgg Publisher for free to upload videos from camcorders, Web cams and mobile phones without having to navigate export settings, incompatible player versions or conflicting video software. Currently, the publisher is only available for Windows-based bloggers, but a Mac version is in the works and should appear soon, according to VideoEgg. 
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Looking to start a corporate blog? Click here to read how (or whether). 

"People have been used to posting photos on their blogs, but video has been more complicated because of different formats and readers," said Kevin Sladek, a VideoEgg co-founder. "What we've done is built a universal adapter that can accept all different kinds of video, and publish them in a format that anyone can watch." 

With the service, VideoEgg and TypePad expect that many more bloggers will now incorporate video into their blogs, in much the same way that they include photos. 

Although Sladek anticipates that this will drive more video onto the Web, he does not expect that there will suddenly be a surge of video-based journalism, or film school alternatives. 

"We're going to see lots of grandchildren and puppies," he laughed. "But that's great, because that's what blogs are all about." 



The move by VideoEgg and Six Apart has met with positive reaction from some video bloggers, sometimes called vloggers. 

"This partnership looks like it will open the door even wider for people to easily post their videos on the Web," said Steve Garfield, who runs a vlog using TypePad. "By integrating a video publishing platform directly into TypePad, nontechnical users will be able to try it out, without having to learn an extra set of video publishing tools." 

The technology interface is welcoming to users who haven't tried video on their blogs before, Garfield added. "Anything that makes it easier is great, and this is what many people have been wanting for their blogs." 

Although it is probable that other blog services like Blogger and WordPress will follow soon with their own easy-to-use video technology, Garfield feels that they are already at a disadvantage. 

"I'm disappointed in Blogger because I've been using it since it launched, and now they're falling behind," he said. "Hopefully, though, it won't be long before all bloggers can easily upload videos." 
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	Video iPod Offers a Digital Content Platform 

	By D. Keith Robinson 
October 12, 2005 

Opinion: The subscription model is there, the tools to create the content are there, and now we have a platform that is built on a technology and metaphor that millions of people have already bought into. 
	

	

	
Apple made some pretty big announcements today. In addition to releasing iTunes 6.0 which will allow you to download video and television shows like "Lost" and "Desperate Housewives," it's added the ability to play those videos on the new iPods. 

That's right. The iPod now supports video. It's also worth noting that the new iPods' optional dock supports video-out. That means video on your TV, straight from your iPod. 

This is a pretty big deal. Just as iTunes and the iPod changed the way we listen to and acquire music, they're set to do the same with video—and more. The iPod is poised to become the perfect portable platform for just about any kind of content you can imagine. It'll do audio, text, photos and now video. 

We all know the iPod is great for audio. You might not know it makes a great platform for portable Web pages. I know I've used my own iPod to download Pod sites like the iPod Bartender. You can get all sorts of textual content onto your iPod. Subway maps, RSS news feeds, recipes—you name it. 



And we all know how nice it is to have one device to carry around for all your digital media. When the iPod Photo came out, I wondered why anyone would store their photos in it. Since then I've met quite a few people who do and who love that they can do that. 

The iPod is a perfect tool for sharing media with others. You can bring it anywhere with ease and by hooking it into a stereo, TV or computer you can share your media in all its glory. 

Click here to read about what Apple has done to support Podcasting. 

What's been surprising to me is how well iTunes handles subscription of content. Couple that with an iPod that can store and deliver the content and you've got a powerful platform. I've actually been using iTunes and the iPod to subscribe to (and much to my surprise) listen to Podcasts, and it does this very, very well. 

Would I do the same with video? Sure! 

There is little doubt of what this means for videocasting and subscription of Web-based video feeds. By bringing video and the iPod together, Apple has rovided a usable, portable platform to allow subscription and display of video content. 

You'll be able to bring those funny videos you pulled down from your favorite humor site and share them with your friends anywhere you like. You should be able to subscribe via some kind of TiVo-like service to shows and have them placed on your iPod, which you can then watch on your TV. Or on the plane. Or at a friend's house. 

The 60GB version will hold 150 hours of video at a pretty decent quality. I'm not sure it'd be the best thing for watching your favorite television show, but for videocasts and the like it should be perfect. 



So what does all of this mean to publishers? You'll soon want to check into video as a viable option for content creation and delivery. Videocasting is already becoming pretty popular, and this will be a big step toward getting it out to a huge audience. It'll be much more important than adding Podcasting to iTunes was. 

While I've got a Podcast of my own and I do subscribe and listen to a few, I've never been sold on Podcasting as anything more than a nice way to push audio content. Video on the other hand is much more compelling, for the content producers and their audience. 

The subscription model is there, the tools to create the content are there. With the video iPod we now have a platform that will not only enable easy access to the content, but is built on a technology and metaphor that millions of people have already bought into. 

It'll make videocasting as easy as Podcasting—but bigger—and it should serve to put a real kick into the realm of video content creation and delivery
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