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Bebo now has a track record for commissioning its own 
content (KateModern and Sofia's Diary), funded by tactical 
sponsorships and product placement. But Facebook has 300m 
users. 

Audience figures are potentially not the problem. It’s all in the 
packaging. 

Subscriptions models using facebook 
apps are a potential money-spinner for 
content owners. 

Users don’t want to pay multiple subscriptions to access
content (hello, Hulu!) so multi-layered content for niche 
audiences just needs to find suitable homes. 

And social media channels have a rather large ‘Welcome’ 
mat. 

Spreading TV content through social media channels can also 
have a positive effect offline too.

CBS has attributed a 200,000 increase in 
viewers in one month to the strategic 
placement of sample content on You-
Tube. 

Brace Yourself!
So there’s light at the end of the tunnel for TV producers and 
broadcasters. However, those who think goose is about to lay 
another golden egg, should look away now:-

• By 2010 Generation Y will outnumber Baby Boomers  

• 96% of generation Y in the first world have joined a 
 social network

• Years it took to reach 50 million users: Radio (38 years), 
 TV (13 years), Internet (4 years), iPod (3 years).   

• Facebook has added 100 million users in less than 9   
 months

• The second largest search engine in the world, based 
 on number of searches conducted, is YouTube

• Only 14% of people trust advertisements

• Only 18% of TV campaigns generate a positive ROI for   
 advertisers

YouTube probably presents the biggest threat, as well as the 
biggest opportunity for content owners. 



Yomego: TV: End of the industry? Or just the end of a business model?

04

Currently an average of 20 hours of video 
is uploaded every minute. 

A lot of this content may be there illegally, or may not be very 
good quality, but audiences still flock in their droves. Google, 
YouTube’s owner, has very deep pockets, so while it continues 
to build its audience, the commercial pressure is off (for now). 

Legal wrangles over copyright issues are unlikely to derail the 
YouTube juggernaut. 

A recent ruling in Universal Music Group's 
copyright infringement lawsuit against 
Veoh Networks shows that social video 
sites may actually not be breaking any 
laws at all, at least not in the USA.   

Under the DMCA a piece of legislation passed several years 
ago there is a clause called ‘the safe harbour’. This allows 
protection from copyright lawsuits for any online service that is 
making content available, providing they allow content 
owners the ability to find and request any contain which 
infringes copyright to be removed. 

Dance with the devil?
This would seem to leave content owners with three choices:

• Ignore social video and hope it goes away. 
 (Er, unlikely!)

• Sue anyone uploading content outside of copyright.   
 (YouTube alone has over 600m registered users from over 120
  countries so good look with that one!)  

• Embrace social media rather than fight it.

Television has always been about getting content to people 
and generating revenue from this process. For fifty plus years the 
industry has been every good at this but technology has come 
along and pulled the rug form under the feet of the industry. 

The industry must now respond by altering its business models to 
incorporate these new platforms before these new platforms 
replace TV altogether. 
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Yomego – the social media agency. 

With offices in London and Glasgow, Yomego is behind the 
social media strategies of many household name brands. See 
Yomego.com for more details. 

For a FREE Social Media Reputation audit of your brand, 
please contact-
Joe@yomego.com or Laurence@yomego.com 

Author Joe Hughes used to be Online Channel Controller at STV.
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