
In the late 1990s, when we be-
gan hearing about Internet-
television convergence, the 

idea seemed comical. Even on post-
age-stamp-sized players, Internet 
video consisted of short segments 
with jumpy motion and out-of-sync 
sound. Who would want to watch 
that on television? 

With better software and faster 
connectivity, the Internet today 
can bring us full-screen, high-defi-
nition, long-form videos. But now 
that Internet video looks more like 
television, people are starting to 
wonder why they aren’t watching 
it on television. Viewers settling in 
to watch a movie or TV 
show usually want to sit 
comfortably (and social-
ly) in the living room, 
watch the big screen and 
listen to high-quality 
sound coming from their 
television speakers. 

Delivering broadband 
content to the television 
screen is not a technical problem 
– there’s no shortage of products 
and services that accomplish this 
task. Nor is there any lack of con-
tent. Film, television and music 
companies are all rushing to put 
their content libraries online, ei-
ther publishing them directly to 
their Web sites or syndicating them 
to other site owners, or both. Many 
entertainment companies are de-
veloping video content specifically 
for the Web. And, of course, video 
isn’t the only Internet service that 
plays well on TV – you can also 
read your e-mail or do your bank-
ing on the television screen.  

Why, then, are viewers still 
watching video clips on their lap-

tops, propping their feet on the 
desk to catch a missed episode of 
“Lost” or downloading movies 
to a DVD and carrying the DVD 
into the living room? Though some 
brave souls have ventured into 
home networking, they’re decid-
edly in the minority. For the rest of 
us, the Internet delivers content to 
the PC, and that’s where it stays.

One reason Internet-TV conver-
gence hasn’t yet become standard is 
that no standard for it exists. Every 
company in the market seems to ad-
vocate a different technology and a 
different business model. At least 
for the present, there seem to be 

several plausible models for bring-
ing broadband video to the televi-
sion screen. Following are profiles 
of two companies that have taken 
very different approaches to this 
challenge, as well as a sampling of 
the strategies that other companies 
are adopting. 

NeuLion’s Walled Garden 
Founded by a group of former 
Computer Associates executives, 
and financed by the founders of 
Computer Associates and Cablevi-
sion, NeuLion (www.neulion.com) 
began offering services in 2005. It 
operates somewhat like a tradition-
al cable-television provider – ex-
cept that it delivers programming 

over the Internet rather than over 
its own access network. 

NeuLion works with several 
“channel partners” that aggregate 
content for niche audiences – ei-
ther immigrant groups like Chi-
nese or Africans, or special-in-
terest groups like hockey fans or 
church members. For example, the 
Chinese-language KyLinTV ser-
vice offers 26 streaming television 
channels from Taiwan, China and 
Hong Kong, as well as video on 
demand. These channels provide a 
full range of programming in Man-
darin and Cantonese, including 
news, drama, movies, music shows 

and sports.
While the channel 

partners create and mar-
ket their channel lineups, 
NeuLion provides the 
infrastructure and does 
all the behind-the-scenes 
work. It gives its channel 
partners the proprietary 
IPTV software and hard-

ware platform they need to deliver 
programming. When a customer 
signs up for KyLinTV, he actually 
speaks to the NeuLion sales cen-
ter, which takes the order and pro-
visions the service. The customer 
then receives a NeuLion set-top 
box with KyLin’s brand on it. Since 
the set-top box connects the cus-
tomer’s television directly to the 
broadband modem, the customer 
doesn’t have to have a PC, only a 
broadband connection of 700 Kbps 
or more. Then NeuLion bills the 
customer each month.

Like a Cable Service…
but Portable 
From the customer’s point of view, 
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What will it take to bring 
Internet video to the television screen?
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according to NeuLion EVP Chris 
Wagner, the service looks a lot like 
cable or satellite television. There 
are monthly or annual fees for ba-
sic service and premium service, 
plus additional usage fees for vid-
eo on demand. The customer gets 
cable-quality pictures on the tele-
vision screen and uses a cable-type 
remote control to channel-surf, 
record, replay shows that were 
broadcast earlier, or access video 
on demand. 

One difference from cable and 
satellite is that the box is portable. 
A customer can bring the set-top 
box along on a business trip or 
a vacation and hook it up to any 
broadband connection, anywhere 
in the world. However, even though 
the content is delivered over the 
Internet, the customer has no ac-
cess through the set-top box to any 
other Internet video – even free 
content – but only to the service he 
subscribed to. 

This model has been a suc-
cess, according to Alan Zhang, 
KyLinTV’s director of operations. 
In its first year, KyLin attracted 
10,000 customers from all over the 
United States and Canada and was 
able to expand its programming 
from 19 to 26 channels and build a 
video library of 20,000 hours. It is 
even starting to work with produc-
ers here and in China to originate 
its own programming. 

KyLin has worked hard to mar-
ket its service, placing ads in Chi-
nese-language newspapers, on Web 
sites like Sina.com and even on 
Chinese broadcast TV stations, as 
well as using Google Ads. It has de-
veloped reseller agreements with 
stores, business associations and 
individuals in Chinese neighbor-
hoods; Wagner says that some 
resellers create buzz about 
the service by holding par-
ties at their homes where 
they show movies on KyLin 
stations. 

Finding niche Audiences 
High-quality content and diligent 
marketing aren’t the only reason 
for KyLin’s success. The strategy 
works because it matches program-
ming with specialized but geo-
graphically dispersed audiences. 
KyLin’s customers – and those of 
NeuLion’s other channel partners 
– aren’t trying to watch broadband 
video on television; they are just 
trying to watch television. The con-
tent, and not the technology, is the 
driver for them. They subscribe to 
broadband TV because it has the 
content they want.

Of course, Chinese-speaking 
Americans do have other options: 
Satellite television offers a variety 
of Chinese-language channels, as 
do some cable systems; Chinese 
programming is also available 
on DVD. But none of these have 
KyLinTV’s range and diversity. 
For example, cable television in 
New York City’s Chinatown offers 
three Chinese channels, compared 
to KyLin’s 26. 

NeuLion’s model is a good illus-
tration of the “long tail” phenome-
non made popular by author Chris 
Anderson in his recent best-selling 
book of the same name. Because 
Internet-based services can sup-
ply a large geographical area, they 
make it economical to sell a huge 
variety of niche content that ap-
peals to narrow audiences. Just as 
Amazon.com can stock a far larger 
selection of books than your local 
bookstore can, and just as Netflix 
can offer more movies than your 
local video store, so NeuLion can 
potentially support many more 
television channels than a locally-
based cable television company. 
With services such as NeuLion’s, 

every type of content can now find 
its audience, and every audience 
can find its content. 

MediareADY’s 
Wide-open Landscape
In contrast to NeuLion, which cre-
ates a cable TV–like experience on 
the Internet, MediaREADY (www.
mediareadyinc.com) wants to cre-
ate a convergent service that com-
bines the best of both Internet and 
television worlds. MediaREADY 
users gain the Internet’s advantag-
es – the freedom to explore and the 
ability to multitask – while benefit-
ing from the comfort and ease of 
use that television offers.

MediREADY grew out of a 
company called Video Without 
Boundaries that designed products 
for the corporate environment. In 
2002, it began focusing on consum-
er electronics that allowed people 
to manage digital media in the 
home – first photos and music, and 
later video. 

The company’s newest prod-
uct, the MediaREADY MC, is a 
broadband-enabled set-top box 
with bells and whistles galore. 
Like the NeuLion set-top box, the 
MediaREADY MC connects to a 
broadband modem or home net-
work, streams broadband video to 
the television screen and performs 
DVR functions like recording, 
searching and playing back televi-
sion programs. But that’s where the 
similarity ends. 

the Media Jukebox
The MC is a “media jukebox,” 
streaming content to the television 
from almost anywhere – from the 
computer’s hard drive, from USB-

connected memory de-
vices, MP3 players 

or cameras, 
from CDs 
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or DVDs. It also manages media 
libraries. It has Bluetooth support 
for headsets, gaming consoles, 
remote controls and keyboards. 
Higher-end versions of the device 
include high-definition tuning and 
software tools for custom installers 
to use in setting up elaborate home 
theaters.

And that’s not all. The 
MediaREADY MC offers unlim-
ited access to the Internet through 
the Firefox browser. The Web in-
terface defaults to a portal that 
guides users to services that tend 
to work well on a television screen, 
such as video, music and banking. 
But users are free to visit any Web 
site they want to. “We handhold the 
average person and guide them to 
places where they’ll be happy with 
the experience, while giving them 
the flexibility to go elsewhere,” ex-
plains MediaREADY EVP David 
Novak. 

The portal also directs users to 
communications services like e-
mail, instant messaging and VoIP. 
“Basically, it does anything that 
becomes interesting in the living 
room,” Novak says.

But that’s still not all. Un-
like earlier generations of 
MediaREADY devices, the MC 
can multitask. A user can watch a 
DVD and conduct a VoIP phone 
call at the same time, while read-
ing a broadband news ticker at the 
bottom of the screen – all without 
impacting quality. 

What the MediareADY
Doesn’t Do – and Why 
There are applications that the 
MediaREADY MC isn’t optimized 
for – notably office applications 
and gaming – and those omissions 
are deliberate. People like to work 
on office applications in their home 
offices and to play games in the den 
or bedroom. 

Novak believes that Media Cen-
ter PCs (computers designed to op-
erate Windows XP Media Center) 
suffer from trying to be both PC 
and media center. It’s not just that 
consumers use the Media Center 
PC in the office instead of the liv-
ing room, he says; they also com-
plain about contention between 
office applications and media ap-
plications. 

Similarly, because Micro-
soft’s Xbox is targeted at gam-
ers, who are often exiled from 
the living room by non-gaming 
family members, its general-pur-
pose capabilities may go unused. 
MediaREADY, on the other hand, 
is optimized for media applications 
that tend to be used in a single lo-
cation, the living room.

While NeuLion has a “narrow-
cast” strategy, MediaREADY 
casts as wide a net as possible. Its 
market may be limited by dispos-
able income (the base model of 
the MC, with a suggested retail 
price of about $800, is about four 
times the price of the NeuLion 
set-top box.), but it is not limited 
by interest in specific content. In 
spite of the enormous number of 
functions the MC performs, the 
company has worked at making 
the device easy to set up. It also 
tries to make it easy for users to 
access as many different services 
as possible. 

In contrast to NeuLion’s rela-
tionships with content providers 
and aggregators, MediaREADY 
avoids exclusive relationships. 
It acts as a Web affiliate, guid-
ing users from its portal to con-
tent providers it thinks are ap-
propriate and taking a share of 
ad revenues. “As we get bigger 
and have more eyeballs, we can 
change that model and start of-
fering premium content,” Novak 
says. “We can bring that up in 
the interface and showcase it for 
a larger percentage or a flat fee 
from the provider. But I don’t 
want to stop you from going to 
other services.”

The ability to stream pictures 
from broadband to TV has been 
available for several years. The 
reason it’s starting to take off 
today, Novak says, is content: 
“YouTube and Myspace – content 
that’s wildly different from what 
the Internet has seen before. 
Those kinds of services, as well 

as VoIP and videoconfer-
encing, will really drive 
television as an access 
point. Devices like ours 
will become more relevant 
to the consumer’s life….

It’s the content and ser-
vices that will make it into 

a mainstream product.” 



: B R o A d B A N d  V i d e o

8 KiLLeR APP   MAGAZiNe december  2006




