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A New Model in Online Video Advertising Holds Promise
Jeremy Lockhorn, January 2009

Video is perhaps one of the most powerful arrows in a marketer's quiver. Few would argue its
raw emotive potential nor its nimbleness with telling great linear stories. It requires the right
talent, of course, to leverage the medium appropriately. But in the hands of a gifted artist,
there's practically no limit to the power of video as a marketing tool.

The Web has brought a spate of new ways to use video, ranging from viral to pre-roll spots to
in-banner streaming and so on. There's been an explosion of video content making its way
online -- lots of it is crap, but there are diamonds in the user-generated rough and more
professional content find its way online. Growth in both categories is creating more inventory
that brands want to be associated with.

For me, though, online video had become boring until recently. I've grown tired of the pre-roll
debate. | love new formats like overlays, but they've been around for a while and haven't yet
gotten the traction they deserve. The ABC player and interactive ad formats were hot at first, but
there's little scale there yet. | think Hulu is really interesting, and | like the way they're thinking
about the ad model and pushing some new interpretations (allowing the user to choose which
spot from a particular advertiser they'd like to watch, for example). But beyond that, yawn, at
least from a media perspective.

But, suddenly, video is interesting again -- due primarily to some startups creating some
new(ish) categories of video businesses. | don't have space to examine all categories in a single
column, so over the coming months, I'll look at a few of these different businesses. Today we'll
get the ball rolling with prosumer (define) generated advertising (PGA?).

Prosumer-generated advertising is my term for this new way of thinking about crowdsourcing
video assets. Many brands have long been hesitant to advertise on user-generated content
sites. While some brands have had success with turning their brands over to communities and
asking them to produce advertising/commercial message (the Doritos Super Bowl program
comes to mind), others have reaped unexpected results (Chevy Tahoe). Uncertainty and lack of
control strike fear into many brand managers.

PGA may be part of the cure. These companies go out and find the best creators from the UGC
sites, sign them up to a network, and work with brands to issue assignments and requests for
video assets. Current (formerly CurrenTV) may well have launched this idea in 2005 with their
viewer-created ad messages (VCAMSs). Other players in this category include XLNTads,
GeniusRocket, and Zooppa. Zadby is another company doing something similar, but with a
slightly different approach (more on that shortly). You might also put TurnHere into this category,
although its model is slightly different, having built its network more from film schools and
independent producers.
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For the most part, though, these companies operate with a simple process: brands create a
brief, provide assets as desired, and turn the network loose. The companies function as sort of
an intermediary between the brand and creators, aggregating video submissions, rejecting
content that is off-brand or inappropriate, and delivering the best submissions back to the brand.
Most of the companies run these programs as contests, meaning that the creators are doing
spec work in hopes of landing the prize. The intermediary companies require varying levels of
"licensing" or start-up fees from participating brands -- but either way, the net result for the
marketer is a bunch of video assets to choose from at a fraction of the cost of typical video
production.

You're likely to get a lot of crap back, but you're also likely to get some really great stuff. I've
seen case studies where some of the work that comes back is nearly broadcast-ready in terms
of production value and creative quality. It's an amazing idea that has potential to turn the
commercial production business on its head. It will again challenge agency business models,
but I believe it's something we must embrace rather than fear. Most of the companies I've
spoken to report that they've done campaigns with and without agency involvement, and that
the agency-led projects usually produce the best results. It still falls to the agency to uncover
key consumer insights and craft an appropriate creative/messaging strategy. Even with this new
model, there's clearly a need for agencies to play a role and provide tremendous value.

The companies also report that marketers deploy the video assets in different ways. Some take
the finished videos directly from the creators and use them online as pre-rolls, viral videos, or
even site-side video content. Others use the approach to generate a broad swath of ideas,
taking the best ideas and running them through more traditional production channels. Still others
use the PGA process to uncover new film making talent.

Zadby's model varies slightly from the above process. Its assignments are more like requests
for product placement, and it falls to the content creator to develop the product integration
approach. Marketers effectively are relinquishing more control to the creators -- a risky
proposition for many brands. In return for taking that risk, though, marketers get the benefit of a
performance-driven pricing model, where the final cost to the marketer is based on the number
of views achieved by the content. It's an interesting twist on this model.

What's becoming increasingly clear is this: social media has ushered in a new era of digital
marketing. Brands must become comfortable with the fact that the consumer is squarely in
control. Brands must be willing to participate in conversations and relinquish some of the brand
control they are used to having. Prosumer-generated advertising may just be the baby step
needed to get more marketers over that first hurdle.

**This article was originally published in ClickZ.com, December 2008:
http://lwww.clickz.com/3632205
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