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WHO ARE OUR COMPETITORS?

As a new industry sector online video news and current affairs can be expected to grow substantially in the next five years with old players (from other media) and new attempting to enter the sector. In the wake of the success of YouTube and MySpace there is currently an explosion of new video hosting and social networking sites seeking to establish themselves and gain a critical mass of users for online communities. Dozens of these video sites have sprung up in the last six months to a year and as all fight for the same growing audiences the new playing field is accelerating at a blinding rate.  

Many sites, however, are not seeking to compete but compliment for audience share, servicing the audiences of sites like YouTube with extra functionality and applications (or “widgets”) that enhance the big players service. Then there are sites like bebo.com that start off as simple social networking portals, then host video, and then strike out to host and produce original online media and secure relationships with mainstream organizations (Microsoft, 3g phones, etc) and become bigger players as they diversify.

It is worth noting the often blurring divisions between many of the social networking sites that comprise Web 2.0 mean that there are a few grades: competitors; players, and feed sites. YouTube and MySpace, for instance, both host viral videos that provide a content resource for us (Feed Sites) as a news outlet to harvest, without being direct competitors. This could change as new widgets allow customisability, content blending and packaging similar to what we intend, but a professional EGC edge should prevail. Other players may host online videos but not be in direct competition with our overall agenda, but one or more tiers of our media. Players like Blip.tv, for instance, focuses on online dramas and tv shows and could be seen as a competitor for our tier 2 and 3 products. Sites like Current.tv have UGC but not the news-focused agenda. 

Another important point is to note that social networking sites in general are fluid creatures that morph continually to reflect their user base, and may become competitors at a later date. MySpace, for instance, started off as a social-networking site with the usual space for user content: photos, music etc. Video has become a later addition, and now it boasts MySpace TV, with multiple streams or channels of select content, often with a heavy advertiser base (eg. Rip Curl, V drink, Fashion, Sport)… In some regards ALL social networking sites must be viewed as potential competitors or potential resources. Audiences will go where the functionality allows them the greatest expression and continued evolution. If a “killer app’ or “widget’ makes one site more popular than others it will be integrated across the board or audiences will migrate to that site if it starts to become more popular. 

Existing competitors like Rocketboom follow a close format to our tier one breaking news roundup (Earth Report) but do so in a limited way, covering quirky and irreverent issues without tackling breaking news, analysis and commentary. . It is only the mainstrea media giants like the BBC, CNN, etc, etc are in fact the closest competitors as breaking news is their core content and they have the reach and expertise to source and distribute it. The new trend of outsourcing their content to blog sites with embedded ads frees up their exclusivity on that content and creates a new level playing field where new operators like Earth Report can harness their resources, but package it up in a fresh, honest and new way of reporting news. 

COMPETITORS (EXISTING MEDIA OUTLETS):

BBC.COM

CCN.COM  

NYT.COM etc..
All existing media outlets have websites with video streaming supplementing their text based news services. The BBC has a robust and well-developed UGC section (mainly photo based) and is setting benchmarks for listening to and drawing upon their users and allowing them continued input. CNN has an innovative “iCitizen” UGC reporting program. 

FEED SITES

YOUTUBE

MYSPACE

GOOGLE VIDEO

REVVER.com 

CURRENT.tv 

BLIP.tv

ChannelME.tv

Crackle.com

YouTube revolutionised the genre and has created the playing field that many of the smaller players are inhabiting. Google Video hosts viral videos,  and MySpace has recently begun hosting video in the manner of YouTube, hoping its large audience base will remain loyal and host and use video on its site instead of YouTube. However, the blinding ease of embedding YouTube video (and external sites catering to manipulation of YouTube video and third-party apps) makes it redundant which site hosts what when so much content is blending across the whole Web 2.0. 

PLAYERS:

ROCKETBOOM.com

Searchles.com

Bebo.com

URTH.tv

VIDEONEWSLIVE.com

GOOD NEWS NETWORK

OF THE WORLD

ORGANIC BROADDCAST PROJECT
Almost all of these sites have one or more unique features about them and encourage mashing of their content and sharing of their applications. A new online evolutionary wave is cresting with social networking sites and video sharing sites and Earth report, whilst still in development, would greatly benefit from having an online testing site to absorb and capture any or all of these applications and test them out to further our own reach. For instance: Many sites are offering “mashups” – a blend of content streaming together into a whole content package. Video mashups are becoming so popular that many sites offer an easy three step process to choose, capture and copy code of content to then embed within the blogosphere of Web 2.0 social networking sites. 

The Searches ability to aggregate videos into one clip effectively solves our first tier issue of integrating external media headline stories and intersplicing them with our own unique commentary. Numerous other examples exist: it is just a matter of datamining them and then integrating their resources into our unique template.

Our ability to recognise the gamut of these sites and to take advantage of the “warez” they offer whilst still forging our own unique identity is paramount. To the casual observer many of these sites seem to offer the same service, and none are currently harnessing the reach of their UGC for a professional media portal like we are planning. But to differentiate what we do to investors, advertisers and audiences alike, we must know the strengths and weaknesses of the competitors here, even if they are not direct competitors against what we are planning, their very presence creates the playing field that we will share. By knowing the “enemy” we can create contingencies and explain our position in relation to tem to investors etc. 

By embracing technologies and ideas from these sites we will also be going “with the current” not against it; not re-inventing the wheel but moving on to drive the vehicle down new  terrain. The hurdle, then, is that we will not be the only start up trying to do so. We will be one competitor amongst literally hundreds in this new arena, all competing for the same audience base. 

But by having news content fed in we free ourselves from cumbersome content sourcing issues (we then simply have to review and filter from the info-tsunami available, a full-time position there for a Content Manager) and allow ourselves top focus on our core concern: creating a news show that utilises these feeds to comment on them in our own unique way, and feed them in to the “three-tiered media ecology” with deeper levels of current affairs and commentary, and longplay. This 3-tier system is what will make us unique amongst the thousands of sites that have only one tier – hosting existing news feeds.

