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B R O A D B A N D P R O P E R T I E S

M A G A Z I N E
E M E R G I N G  A P P L I C A T I O N S  F O R  A  C O N N E C T E D  W O R L D

A lesson from history: If you build it, they will come.
In the movie “Field of Dreams,” an Iowa farmer builds a baseball diamond in his cornfi eld and 
lures the ghosts of the 1919 Chicago White Sox to play a fi nal game. He doesn’t know who will show 
up, either as players or audience. He just knows he has to build the fi eld.

Visionaries don’t always know who or what they’re building for. Thomas Edison wasn’t thinking 
about computers or air conditioning when he wired Manhattan for electricity. And as Michael 
Render pointed out last month in these pages, the companies that built the fi rst cable TV systems 
didn’t know when, or if, HBO and ESPN would arrive on the scene. 

Companies building broadband access networks have a good idea what people want these net-
works for –  communication, collaboration, entertainment, education. They can make business 
cases based on today’s applications. But they don’t know what new applications will come along, or 
when; which of them will capture the public’s imagination; or how much of the public’s imagina-
tion they will capture. This is especially true of companies building networks with capacities well in 
advance of current requirements, such as fi ber to the home. Like the farmer in the cornfi eld, they’re 
taking leaps of faith. 

This month’s Killer App identifi es some of the ghosts emerging from the cornfi elds.

In “A Quiet Revolution,” Paul Lee of Deloitte Touche Tohmatsu looks out to the end of the 
decade. As the research director for Deloitte’s Technology, Media & Telecommunications Industry 
Group, Lee is well poised to make predictions about how we’ll use broadband. He warns us not to 
overestimate the speed of change – by the decade’s end, he says, we still won’t be teleporting break-
fast. But even incremental technology changes may alter our lives dramatically. 

My article “WorkshopLive Brings Music Education Online” tells the story of David Smolover, 
a music educator who believed the Internet could be a great teaching tool. After waiting ten years 
for a critical mass of broadband subscribers to develop, he was able to realize his dream. 

Ryan Anderson from Fuel Industries, in “Branded Entertainment Blazes a Trail on the 
Web,” discusses how and when Web-based entertainment will move beyond its “cottage industry” 
phase – think user-generated videos on YouTube – and emerge as a commercial medium. 

Don’t forget to visit our online publication, KillerApp.com, for breaking news, Killer App sightings, 
and our application directory. And please write and tell us about any exciting new applications that 
you think we should be covering. 

Masha Zager
 Editor, Killer App
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A QUIET REVOLUTION:
TECHNOLOGY IS
CHANGING THE WAY
WE LIVE
BY PAUL LEE, DELOITTE TOUCHE TOHMATSU

A typical day in 2010 is un-
likely to feel much different from 
today. We will probably not be tele-
porting breakfast or using quantum 
computers, nor will we be watching 
holographic TV or travelling to work 
in fl ying cars. A lucky few may likely 
be fl ying to the edge of space, but 
for the rest of us, change will prob-
ably be more subtle, with advances 
in technology, media and telecom-
munications (TMT) pervading ever 
more deeply into our daily lives.
 With connectivity becom-
ing ever more widespread, and con-
tent increasingly digital, it should 
be possible to access and consume 
services and content almost any-
where, whether we are stationary or 
mobile. The years from now to 2010 
will likely witness a quiet revolution. 
New users, new uses and more fre-
quent use of TMT innovations are 
likely to see the combined TMT sec-
tor grow in breadth and depth.

Virtual Work Teams
Advances in broadband penetra-
tion, network security, IP commu-
nications and other tools will likely 
allow a greater proportion of work-
ers to choose to work from home 
for at least 
some of 
the work-
ing week. 
By 2008, 
41 million 
corporate 
employees 

globally may spend at least one day 
a week teleworking, and 100 million 
will work from home at least one day 
a month. 
 Better technology and con-
nectivity may also allow employers 
to make more use of contract work-
ers. Companies should fi nd it easier 
to engage securely, on an as-needed 
basis, self-employed workers located 
anywhere in the world.
 Offshoring is now widely 
used among fi nancial services com-
panies as a means of reducing overall 
cost. But by 2010 employers are also 
likely to use offshoring to gain access 
to the most qualifi ed, talented work-
ers – wherever they are on the planet 
– and may use IP communications, 
online collaboration suites and other 
tools to stitch teams together.

Connected: Half of 
Earth’s Population
By the end of the decade, it is likely that 
for the fi rst time ever, half of the world’s 
population will have access to telecom-
munications services, most commonly 
via mobile communications. Citizens 
in developing countries are likely to 
represent the bulk of the hundreds of 
millions of those entering the global 
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by  2010, but this functionality may 
be little used. Quality and price 
of mobile video calls may remain 
poor relative to their fi xed-line 
equivalent.

Machine to Machine
Steady growth in the range of devices 
that include some form of connectiv-
ity may catalyze growth in the vol-
ume of machine-to-machine (M2M) 
conversations. This could generate 
an industry worth over $200 billion 
by 2010 (compared to less than $50 
billion today). 
 By 2010, tens of millions of 
vehicles may feature an integrated 
cellular mobile connection, allowing 

for applications ranging 
from remote mainte-
nance to vehicle track-
ing. Five percent of the 
world’s televisions may 
be connected, directly 
or indirectly, to broad-
band networks, allowing 
remote programming, 
maintenance and even 

the insertion of personalized adver-
tising.
 Radio-frequency identifi ca-
tion (RFID) tags may have become 
cheap enough for their mainstream 
use within supply chains – allowing 
automated systems to interrogate 
stock levels, check on the status of 
orders and deliveries, record envi-
ronmental conditions and track indi-
vidual items as they move from the 
factory to the customer.

Technology Supports 
the Teacher 
The teacher is likely to still be at 
the heart of the educational process 
in 2010. Digital whiteboards, which 
are likely to be gradually rolled out are likely to be gradually rolled out 

The Era of the 
Video Call
The availability of a wider range of 
devices, networks and communica-
tions options in 2010 may encourage 
us to communicate more overall. 
Digital cameras with built-in picture 
messaging and e-mail, games con-
soles with instant messaging, laptops 
with embedded mobile cellular ac-
cess systems and even cars capable 
of sending and receiving e-mail are 
all feasible by 2010.
 By 2010, video calls may 
have fi nally become mainstream, 
enabled by more widespread fi xed 
broadband connectivity, falling 

costs, improving quality of service, 
and the more common integration 
of a camera into laptop PCs and 
computer monitors. The growing 
availability of standalone, plug-and-
play video-calling devices may drive 
demand for fi xed video calls in the 
home.
 Video calls will be under-
taken within both work and social 
contexts. Clearly, video is likely to be 
a far more effective way of convey-
ing nonverbal communications such 
as body language, facial expressions 
and other mannerisms. But while 
fi xed-broadband video calls should 
grow in volume, they will likely still 
represent a minority of all calls. 
This will also be the case on mobile 
networks. Many mobile phones are 
likely to be capable of handling 

video calls 

: T E C H  F O R E C A S T

telecomunications network for the fi rst 
time. 
 VoIP will likely gain in adop-
tion, but its revenue impact may still be 
muted as of 2010. By that time, VoIP 
is forecast to represent approaching 10 
percent of total voice volume, but less 
than 5 percent of global voice revenues. 
Many corporations may have adopted 
VoIP; consumers might increasingly 
subscribe – sometimes without even re-
alizing – to VoIP solutions. But if VoIP 
continues to be promoted as a low-cost 
option, there is a danger that few of its 
advanced features and benefi ts (such 
as unifi ed messaging or high-fi delity 
calls) will be actively promoted.
 Both fi xed and wireless op-
erators are likely to de-
ploy next-generation 
network technologies 
over the course of the 
next fi ve years. Fixed 
operators will likely 
move to enhanced asym-
metric digital subscriber 
lines (ADSL2(+)) and, 
to a lesser degree, fi ber 
to the home (FTTH). 
Mobile operators are expected to con-
tinue building out their 3G networks, 
and will likely add high-speed down-
link packet access (HSDPA), as well 
as high-speed uplink packet access 
(HSUPA) upgrades to give customers 
multi-megabit connectivity.
 But revenues and margins 
may not grow in line with increases 
in bandwidth. Fixed operators are 
likely to continue to suffer from the 
commoditization of broadband con-
nectivity, while mobile operators may 
continue to struggle to launch profi t-
able mobile data services. Only a small 
number of people may fi nd the highest 
bandwidth speeds available of practi-
cal use and, more importantly, worth 
paying for.
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By the end of the decade, we’ll be 
telecommuting more often, studying with 
“brand-name” teachers, playing healthy 

video games and going to virtual concerts. 
And that’s not all...
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 Live concerts may be able 
to reach audiences in the hundreds 
of thousands by 2010. High-speed 
networks could allow a concert to be 
relayed to a range of other locations, 
such as smaller concert halls or pub-
lic spaces that would show the event 
on large screens, to televisions in the 
home to online retail sites. 

 By 2010, a bold, trusting mi-
nority may decide to have most of 
their media stored virtually. Access 
would be on-demand, from any de-
vice with a suffi ciently fast connec-
tion. Online collections will likely be 
most prevalent for media that require 
relatively little bandwidth to deliver 
immediately. Thus music, talking 
books and photographs may well be 
the most common media stored on-
line by 2010.
 An estimated 80 million 
adults are forecast to be regular game 
players by 2010. Playing video games, 
however, could have evolved from 
being a largely sedentary activity. A 
growing range of games may require 
players to use their bodies to control 
their virtual player, rather than rely-
ing on buttons and joy sticks. The 
falling price of infrared sensors and 
video cameras should allow increas-
ingly accurate capture of a player’s 
movements. The video game may even 
become a recognized source of intel-
lectual growth, forming the basis for 
educational programs, sports instruc-
tion and even personal development.
 Viewer participation may 
well have become a more widespread 

feature in mainstream broadcast 
programs, as a growing minority of 
consumers show their willingness to 
pay for the privilege of control. Vot-
ing, participating in competitions 
and other forms of interaction – par-
ticularly where conducted over mobile 
networks – may become increasingly 
substantial sources of revenue for pro-

gram makers and broadcast-
ers. Indeed, there is likely to 
be a growing move to struc-
ture a wider range of programs 
to exploit consumers’ appetite 
for participation, in order to 
increase revenues and fund fu-
ture program development. In 
turn this may lead to more so-
phisticated ways to participate, 

allowing viewers not only to infl uence 
the fate of individual characters, but 
also to shape the plot.
 User-generated content is also 
likely to grow in volume. The large 
majority of it – from blogs to home 
videos – may be of little interest or 
value. However, a gifted few will pro-
duce material with broad appeal, and 
a new category of search business may 
emerge as a result, helping consumers 
to avoid the morass, and get quickly 
to quality material. Functionality that 
may emerge by 2010 includes three-di-
mensional (3D) viewing – without the 
need for special glasses. The availabil-
ity of increasingly powerful processors 
in postproduction will enable image 
perspective to be altered, enabling im-
ages to appear to be in 3D. 
 Companies that put the big-
gest focus on how consumer entertain-
ment may be maximized as a result of 
implementing new technology or con-
nectivity are likely to enjoy the great-
est success. Companies that are more 
obsessed with delivering the latest 
technology, with lesser regard for the 
user experience or the underlying 
economics, may not fare as well.                         
                   
About the Author

Paul Lee is the director of research for the De-
loitte Touche Tohmatsu (DTT) Technology, 
Media & Telecommunications (TMT) Industry 
Group. This article is excerpted from the report 
“Eye to the Future: How TMT Advances Could 
Change the Way We Live in 2010.” The full report 
is available at http: //www.deloitte.com/dtt /cda/
doc /content /UK_TMT_ Eyetothefuture_ 06.pdf. 

through 2010 and beyond, will allow 
the teacher to focus on interacting 
with the class, rather than the black-
board. Students are likely to be using 
personal computers more regularly 
in class, often connected to class-
room networks that allow the teach-
er to monitor progress in real time. 
School extranets are likely to facili-
tate communication with 
parents. Teachers are likely 
to source teaching material, 
including professionally de-
veloped graphics, video and 
animations from online ex-
changes.
 An elite group of 
teachers, which today is only 
able to reach a mass market 
via books, lecture tours and articles, 
may be lecturing via videoconferenc-
ing, streamed audio and podcasts to 
classes of thousands by 2010. Indeed, 
students in the lecture theatre may 
represent the smallest audience. 
 Faster, cheaper connectiv-
ity may also allow greater access to 
specialist subjects in smaller teach-
ing institutions. Such schools may not 
be able to justify hiring a teacher in a 
niche subject, but may be able to afford 
a share in a teacher whose class would 
be delivered by videoconference. 

Broadband as 
Prime-Time 
Entertainment
Much of the excitement around on-
demand delivery of content focuses 
on video, but it is audio-on-demand 
(AOD) that may have become most 
signifi cant by 2010. Despite the roll-
out of higher-speed broadband net-
works by 2010, the sheer size of video 
fi les, along with the growing demands 
on bandwidth to the home in general, 
may make video-on-demand (VOD) 
technically and economically diffi -
cult to deliver on a widespread basis 
by 2010. 

Viewer interaction – voting, 
competing in contests, even shaping the 

plot – will provide revenues for producers 
and broadcasters.
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By Masha Zager

L  ast month nine children gathered on a stage in Pitts-
fi eld, Massachusetts, and, before an audience of proud fami-
ly members, took turns playing songs like “Amazing Grace” 
and “Jingle Bells” on the piano. It wasn’t an unusual event 
for the end of a school year – unless you considered the fact 
that the children had learned their musical skills over the In-
ternet. 
    The children, 
mostly middle-
school students, were 
enrolled in Kids Mu-
sical Feast, an af-
ter-school program 
at a drop-in center 
run by the Salva-
tion Army. Captain 
Scott Peabody, com-
manding offi cer of 
the Salvation Army 
in Pittsfi eld, had 
been looking for a 
way to offer music 
lessons to school-
children when he 
encountered Work-
shopLive, a Pittsfi eld-based company that offers music les-
sons on its Web site. 
 The video-based lessons at WorkshopLive.com 
– despite the site’s name, the lessons are prerecorded – show 
a teacher playing a piece of music and explaining it. As the 
teacher plays, notes on a musical score and keys on a piano 
keyboard (or strings on a guitar) are highlighted. Although 
the lessons can be used without additional help, Captain 
Peabody decided he would need an instructor to supervise 
the program – in effect, providing individual instruction at a 
fraction of the usual price.
 WorkshopLive agreed to let the Salvation Army 
provide lessons free of charge to the children at its center, 
and a local business donated computers, electric pianos and 
headphones. For twelve weeks, the children met three times 

: O N L I N E  E D U C A T I O N

a week after school 
and worked their 
way through a se-
ries of beginning 
piano lessons. The 
instructor made 
his way around the 
room, plugging his 
headphones into 
each piano in turn 
and offering feed-
back. 
   All nine chil-
dren stayed with 
the program for 
the full 12 weeks 
and learned the 

basics of keyboard playing. Some of them even demonstrat-
ed unsuspected musical talent. “This really catches their at-
tention,” Captain Peabody says. “Not only are they learning 
music, but they’re playing with a computer, they’ve got the 
visual image of the teacher playing, plus the keys, plus the 
notes – there’s a lot to gain their interest.”

“Somewhere Between a 
Book and a Live Teacher”
WorkshopLive is the brainchild of David Smolover, the 
company’s founder and CEO. Smolover runs the National 
Guitar Workshop, the largest summer music program in 
the country, and also publishes hundreds of music teaching 
books and CD-ROMs.  

WORKSHOPLIVE DELIVERS
MUSIC EDUCATION ONLINE

a week after school 
and worked their 
way through a se-
ries of beginning 
piano lessons. The 

Music education has all but 
disappeared from the 

schools – now the Internet 
has the potential to 
bring it back again.
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program on the site, together with 
video and audio clips from the 
teachers, helps students identify 
the lessons they’re most likely to 
benefi t from, but a subscription 
entitles students to take any and 
all lessons. 
 At least 90 percent of the 
students use lessons from two or 
more teachers, Smolover says. 
Half of them work their way 
through multiple series of lessons, 
one at a time. The other half are 
studying different styles simulta-
neously – say, rock and blues gui-
tar – a kind of multitasking that 
the Internet makes more manage-
able. 
 Some WorkshopLive stu-
dents are studying with private 
music teachers, and use the site 
for practice sessions. But for most 
of them, the site is an alternative 
to private lessons, either because 
they haven’t found a suitable 
teacher or because private les-
sons are too expensive or hard to 
schedule. The online format al-
lows students to work at their own 
speed and accommodate their in-
dividual schedules. 
 Today, about two thirds 
of WorkshopLive’s students are 
adults. A WorkshopLive page 
at the social networking site 
MySpace.com is helping to bring 
more young people to the site, 
and Smolover believes the pro-
portion of young people is likely 
to increase. He 
also believes that 
schools, many of 
which have seen 
their arts edu-
cation budgets 
slashed,  could  
make good 
use of Work-
shopLive to 

 In 1996, Smolover came 
up with an idea for Web site that 
would occupy an educational 
niche “somewhere between a 
book and a live teacher,” but the 
dial-up Internet speeds of a decade 
ago were too slow to allow him to 
realize his vision. After waiting 
nearly ten years for broadband 
subscriptions to reach a critical 
mass, he launched WorkshopLive 
in February of this year. Because 
the site uses high-quality stream-
ing video, WorkshopLive requires 
a broadband connection of at least 
500Kbps, and it functions even 
better at higher speeds. (Students 
with dial-up connections can 
download the lessons and play 
them locally, but this method is 
slow and frustrating.) 
 Currently, WorkshopLive 
offers about 600 lessons for gui-
tar, bass and keyboard. Students 
can choose among musical styles, 
teaching styles and skill levels. 
The site’s three dozen teachers 
are all seasoned performers, song-
writers and producers, including 
one Emmy Award winner.

Student-Centered 
Education
One of Smolover’s guiding princi-
ples is that music education should 

be “student-cen-
tric” – students 

should be 
free to take 
any lessons 
they want. 
A self-as-
sessment 

: O N L I N E  E D U C A T I O N

6 KILLER APP   MAGAZINE    JULY  2006

teach music to children. 

Next on the Agenda: 
Master Classes 
Smolover plans to add more con-
tent to the site, including lessons 
on drums, singing, songwriting, 
and eventually band and orches-
tra instruments. He also hopes 
to add more features, such as live 
“master classes.” 
 Providing real-time in-
struction has posed a challenge 
for WorkshopLive – it’s easy 
enough for teachers to broadcast 
live from the company’s profes-
sional recording studio, but the 
webcams that students are likely 
to be using may not be adequate 
to the task. “We can push out 
something valuable, but the per-
ception is that they want to push 
it back to you,” Smolover says. 
 So the master classes 
will probably begin with video 
communication from instruc-
tor to students and audio-only 
communication from students 
to instructor. As technology 
improves, two-way video may 
become feasible. 
 The Salvation Army 
also has plans for the future. 
Captain Peabody is looking 
forward to seeing the fi rst 
group of children move on to 
more advanced lessons in the 
fall, and to starting a new be-

ginners’ class. He’s 
also working 
on acquir-

ing some gui-
tars, so he can 

give students a 
choice of instru-
ments. Several 

other Salvation 
Army after-school 
centers are also 

evaluating the pro-
gram, and are con-
sidering offering it 

to their own students 
next year.                            
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The Web is still emerging as an 
entertainment medium. Though 
widespread adoption of broadband 
has created a demand for Web-based 
entertainment, the technology has 
required endless reinvention to make 
the medium practical for us-
ers. For example, video delivery 
– which had seemed like a fairly 
obvious feature – was slowed by 
competing standards and by dis-
parate bandwidths, browsers, op-
erating systems and levels of user 
competence. All of these factors 
made online video completely 
impractical as a vehicle for a mar-
keter or producer who wanted to 
reach a mass audience.
 Not only is the technol-
ogy itself still evolving, but busi-
ness models for monetizing Web con-
tent are still being developed. Debate 
rages on about whether the business 
model that supports it will be a user-
pay or advertiser-pay system or some 
combination of the two.
 But earlier entertainment 
media have all gone through the 
same growing pains. Radio, televi-
sion and game consoles were all ad-
opted gradually as the technology 
and the content evolved. Only after 
the technology jelled did rudimen-
tary business models begin to emerge 
for each medium.

Brought to You by 
Ovaltine
Radio began to fl ourish as early as 

the radio before it, became a staple of 
North American households. Televi-
sion networks played the roles of fi -
nancier, tastemaker and distributor.

The New Media 
Explosion
More than fi fty years later, we 
are at the beginning of a new 
media explosion that looks much 
like these two earlier examples. 
Broadband has reached such a 
large proportion of the North 
American population that 
sites like YouTube and Google 
Video are reporting millions of 
downloads daily. But although 
marketers are slowly beginning 
to embrace bandwidth-intensive 
interactive sites, the media land-

scape is still dominated by consumer-
generated videos, a few pay-per-view 
podcasts and game portals limited 
to 90s-style 2D games or card games 
ported to Flash. Commercial enter-
tainment has not yet become a major 
component of the broadband world.
 If we use the history of ra-
dio and television as a roadmap, it 
appears that broadband has reached 
ripeness as an entertainment me-
dium. Noncommercial content has 
driven viewership from traditional 
media to the Web, and the medium 
is now ready to evolve further. The 
driving force of this evolution, as 
with most media that came before it, 
will be “advertainment” – branded 
entertainment sponsored by compa-

the 1920s, due to popular music and 
news programming. As sponsored 
shows like Ovaltine’s “Little Orphan 
Annie” came into the mainstream, 
radio became the medium of choice 
for home entertainment. By the end 

of the 1930s, radios were common 
household appliances.
 When televisions began 
to appear in shop windows, critics 
doubted they would ever fi nd their 
way into living rooms. But once com-
peting standards for picture quality 
stabilized at 525 lines of resolution, 
content began to advance beyond 
cottage-industry entertainment and 
national news. New commercial pro-
grams were developed around single 
brands. 
 By the time “Texaco Star 
Theater” became a staple of family 
entertainment in the late 1940s, the 
advertiser-pay model was proven. En-
tertainment programming expanded 
its horizons, consumption of televi-
sion increased, and the TV set, like 

BRANDED ENTERTAINMENT BLAZES A
TRAIL ON THE WEB
BY RYAN ANDERSON, FUEL INDUSTRIES

Who will pay for Web-based entertainment? In the long term, it’s 
anybody’s guess. In the short term, “branded entertainment” may propel 
the Web’s transformation into a commercial entertainment medium.

the radio before it, became a staple of 

More than fi fty years later, we 
are at the beginning of a new 
More than fi fty years later, we 
are at the beginning of a new 

BRANDED ENTERTAINMENT BLAZES ABRANDED ENTERTAINMENT BLAZES ABRANDED ENTERTAINMENT BLAZES A
TRAIL ON THE WEB
BRANDED ENTERTAINMENT BLAZES A
TRAIL ON THE WEB

interactive sites, the media land-
scape is still dominated by consumer-
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nies and delivered with an advertis-
ing message, much like the “Texaco 
Star Theatre” and “Little Orphan 
Annie.”
 Ironically, the major stum-
bling block for broadband entertain-
ment is the versatility of the medium. 
Because the possibilities are not lim-
ited to a single application, in the way 
that television was limited to moving 
pictures and radio to talk and music, 
the industry is still uncertain about 
what is possible. More importantly, 
producers and marketers still have 
not learned how to create a viable 
business model. 

Taming the Frontier 
Slowly, however, interactive 
marketers who want to tame 
the wild frontier of adver-
tainment are taking chances 
and bringing broadband en-
tertainment into the main-
stream. Brands are now us-
ing console-quality games, 
episodic content and high-
quality animated video to 
connect with consumers in a 
meaningful way. 
 The medium where main-
stream producers fear to tread is 
creating an entirely new audience on-
line – a more Web-savvy, high-tech 
audience with a higher-than-average 
disposable income. It may not be pos-
sible to target an audience as large as 
one can with broadcast, but the pos-
sibilities for targeting a specifi c group 
are much better.
 To promote the third sea-
son of the HBO show “Deadwood,” 
for instance, HBO and Fuel Indus-
tries developed a console-quality 
fi rst-person poker game that allowed 
visitors to sit down at a table in the 
Gem Saloon with Al Swearengen and 
two other major characters from the 
show and play a game of poker with 
them. The characters and environ-
ment were all rendered in real-time 
3D, and voices from the show were 
included to increase the realism even 
further. 
 The fi nal product was a 
poker game that rivaled any con-

ing from exponentially more “chan-
nels” than in radio or television. Fur-
thermore, in the world of television, 
much of the risk is taken by the net-
work, and only a portion is carried by 
the production company. Being a fi rst 
mover in broadband entertainment, 
on the other hand, means assuming 
all of the risk. 
 Branded entertainment is the 
pioneer of broadband entertainment. 
Brands have the deep pockets need-
ed to develop the technology and best 
practices. If what they provide is truly 
entertaining, it will develop a viewer 
base of Web users who are comfort-
able downloading a necessary plugin 
from a trusted source, and who have 

made the mental shift to 
viewing the Web as an 
entertainment medium 
rather than simply a work 
tool or a communications 
device.
 As broadband be-
comes more pervasive 
and as more users rec-
ognize their browsers as 
entertainment portals, 
the Web will become 

an alternative distribution medium 
for gaming, television and fi lm. We 
have already seen this emergence in 
radio, from streaming web radio to 
podcasts. Episodic video is becoming 
more and more common, and Web 
games are becoming more intricate 
and complex. 
 As brands help forge a path 
through the uncharted online territo-
ries, they will provide more opportu-
nities for entertainment producers to 
create original content for a captive 
audience. And as the online entertain-
ment landscape is populated with more 
content and viewers, new business mod-
els will emerge organically. For now, un-
til we develop and agree upon the right 
technological and monetary infrastruc-
ture, brands will remain the tastemak-
ers and the trailblazers in the realm of 
broadband entertainment.                      
                              

Ryan Anderson is the manager of public re-
lations for Canadian branded-entertainment 
pioneer Fuel Industries.

sole poker game in the quality of its 
graphics, yet could be delivered via 
any browser to any user in the world 
with a broadband connection. The 
game fi le was a previously unheard-
of 14MB, effectively limiting game 
play to broadband users, but proving 
that entertaining, high-quality games 
are now possible in a browser.

Entering the Mainstream
Branded entertainment is now on the 
verge of being accessible to a critical 
mass of Internet users, but is it ready 
for the mainstream? 
 Mark Edwards, an enter-
tainment lawyer and Fuel’s VP of Li-
censed Properties, says, “What we’re 

seeing now is the cottage-industry 
phase of broadband’s development. 
YouTube and other sites like it have 
reduced the distribution costs of any 
property to essentially zero, so any-
one can make and distribute their 
own home-brew entertainment. The 
problem is that it still costs a consid-
erable amount of money to produce 
quality commercial entertainment, 
and currently there is no effective 
business model to fund these web-
based episodes, movies or games.”
 This lack of revenue-gener-
ating infrastructure, which is stan-
dard for new media, is where branded 
entertainment becomes historically 
important to the development of an 
advertiser-pay model of entertain-
ment. 
 Considerable risk is involved 
for a new entertainment property to 
establish itself in a medium without 
a viable advertising infrastructure. 
With broadband entertainment, 
there are far fewer consumers choos-

entertainment portals, 
the Web will become 

an alternative distribution medium  The medium where main- seeing now is the cottage-industry 
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and bringing broadband en-
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reduced the distribution costs of any 
property to essentially zero, so any-

censed Properties, says, “What we’re 

bling block for broadband entertain-
ment is the versatility of the medium. 
Because the possibilities are not lim-

of 14MB, effectively limiting game 
play to broadband users, but proving 
that entertaining, high-quality games 
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