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Rats on NYC streets  
walking away with 
camera batteries are 
probably just a rumor.



66    Produced by September – October  2014    67

Story to Revenue
HUsing theI�
Direct-to-Consumer
Video

Naked

I’ve had a month or so to reflect on the last year. 

The “Naked: Story to Revenue Using the Direct-

to-Consumer Video“ journey has been an eye-

opening roller coaster.

A year ago, I was motivated by this article series and my 
desire to move from a focus of entrepreneurial education and 
support into full engagement in development and production. 
I dove full-force into digital media. I started with a vision, 
applied some skills, acquired a talent relationship, focused 
my time and hardware, and added a little money. While many 
factors had my plans moving slower that expected, the speed 
of adoption and acceptance of my approach is now increasing 
exponentially, and I see my goals taking shape.

So where am I now? 

1 HD 

-

1

Every morning I consume media using 
YouTube… on my smartphone, smart pad, smart 
TV or desktop. Just this morning, my attention was 
drawn to a TED Talk from YouTube’s suggestion 
algorithm. I watched, “Joi Ito: Want to Innovate? 
Become a ‘now-ist.’”

This year, I have experienced firsthand what 
his beautifully observant and on-point TED talk 
describes. While Joi spoke in terms of software 
and consumer product development, he illustrates 
exactly what is happening to the entertainment 
industry right now, and why YouTube is the cata-
lyst at the center of it all. YouTube democratized 
video along with the hardware and communica-
tions companies reducing the barrier to entry and 
increasing distribution enabling permission-less 
innovation.

As it becomes ever more difficult to get a film or TV pro-
gram green-lit traditionally, the opportunity to create and sell 
IP with digital roots is rapidly expanding. It is the rebirth of 
the entertainment industry within a paradigm driven by the 
Internet. It is not opposed to traditional institutional struc-
tures; it just doesn’t have any intrinsic need for them. And 
right now, it is driving budgets down and opportunities up.

Thank you for reading and thanks to all those that sup-
ported me with interviews and advice!

If you have questions or would like to explore the digital 
landscape, please email me at wvitom@gmail.com or con-
nect on Linkedin http://www.linkedin.com/in/wvitom.

1 Aging Ungracefully, “naked kim” and kimTV are trademarks of Castle  
Montone, Limited.
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The behavior continues to shift and the money IS on the way!
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Aging 
Ungracefully1

Aging 
Ungracefully

-
gramming.

I guess that’s a pretty good year!

It’s been enlightening experiencing digital media grow up 
from the inside as the predicted shifts materialize. Ad dollars 
are flying into online video at an unprecedented rate.

According to Tubefilter, Omnicom Group, which works 
with major brands like McDonald’s, Apple, Pepsi and 
Starbucks, is advising its clients to shift between 10% and 25% 
of their advertising budgets to online video. They tout online 
video as a flexible and easily measurable platform, especially 
when compared to its TV counterpart. This advice comes on 
the heels of food conglomerate Mondelez’s (aka Kraft Foods) 
decision to sign a $200M upfront deal with Google.
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