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TODD BECK:  Okay.  And away we go.  Hi, I'm Todd Beck, the chairman of the Television Publicity Executives Committee.  I want to thank everyone for still being here at the very tail end of press tour.  I'm struck by the fact that you watch an episode of television and then there's a break and then they come back for, what my brother and I when we were kids called, a few scenes.  "Oh, let's stick around.  We've got to stay up for a few scenes of what's coming next week."  This panel is a few scenes of what's coming up in the future of people's interaction with their television content on the Web and their Web content on television.  We've got a great panel today.  And before I briefly introduce them and turn this over for Q&A, I just want to thank TCA for welcoming TPEC into the tent, and also a special thanks out to John Solberg, if you're still in the room or outside, and FX for specifically handing over their room after a nice lunch today.  

So our panelists today are, from your left to right, Matt Bennion, the Senior Marketing Manager from Western Digital.  Matt is a guy who knows a lot about the devices that people are using to connect the wealth of content on the Internet to the big screen in their living room and to move content and that content experience back and forth to wherever they want it whenever they want it. 

Tom Blaxland, Head of Product for the Websites over at Comcast Interactive Media, or, as we're calling it, Xfinity, who has a really big footprint and a lot of reach into a lot of living rooms and a lot of desktops and a lot of devices and can talk about how people are experiencing content.  

And then, Greg Goldman, Chief Creative Officer at PHILO, which is a social television platform that makes TV engaging and social and competitive, who can talk about how people are leveraging Twitter and Facebook and other platforms to improve their TV‑watching experience and how the networks and advertisers and studios and brands are leveraging that to shape what the future of television might look like.  So with that, I'm going to turn it over for question and answer to talk about the few scenes of what's coming in the future of television. 

QUESTION:  So tell us what we'd be most surprised to know about what's coming for the future, you guys.

TOM BLAXLAND:  I think we don't really know what's coming next.  That's one of the interesting things about this.  To me, and as working at Comcast, there's so many different things that happen.  You just look at the people on this panel.  It's three pretty different ways of looking at what's going to be next.  The technology's evolving so quickly that there's a crazy amount of things that can happen at any one moment.  And, a lot of what, for instance, we do at Comcast or Xfinity is to just try to get into all of those things a little bit and see which one is making sense for our customers and which one is kind of taking off.  It's amazing, the possibilities that weren't available ten years ago and the speed of the innovation of all the different things from social to the boxes that you can plug into your TV.  It's just incredible.  I'm sure we'll go through some of the specifics today, but the first thing that's really the thing that I noticed is, just, you don't know what's going to happen in six months.  It's moving that fast.

GREG GOLDMAN:  Yeah, Tom's absolutely right and brings up a really good point about the speed of innovation and technology right now.  And what's happening, what we know for sure is, look, more people are watching TV now more than ever.  More people are watching more hours of TV now than ever.  TV is everywhere.  So I think as a result, eventually what's going to happen is the time period's going to go away.  Does this mean television's going to go away?  No.  I think with Web 1.0, everyone started saying, and going into 2.0, "Oh, my God.  TV's gone, film's gone.  Everybody who has access to a cheap camera is going to put their stuff up out there and everyone's going to be watching that."  And as we've seen, yeah, a ton of people do that and some people certainly break through and there's a lot of opportunities that are out there.  At the same time, what are people watching the most of?  It's quality programming.  And when you look across the slate of everything that's on TV, especially in cable right now, I think it's the most exciting time in television.  You look at all these shows ‑‑ "Sons of Anarchy," and "Justified," "The Walking Dead," "Mad Men," I can go on and on and on and on.  They're amazing and fantastic.  So I think what we're looking at as the future of television is, with over 300 terrestrial channels you can go to, is, okay, well, how do you sort through all this stuff, how do you sift through all of it?  And our answer to that is social's going to dictate that, your friends are going to tell you exactly what you should be watching and when you should be watching it.

MATT BENNION:  What we're working on at Western Digital is really helping people get a lot of their different content, whether it's their personal content, the best of the Web, really just kind of help expand and bring those 2‑foot experiences to the 10‑foot experience and really help people enjoy just the variety of stuff out there and make sure they can do that no matter what screen they're looking at or where that content is stored.

QUESTION:  Ellen Gray, “Philadelphia Daily News.”  Question, I guess, for Tom.  The impression I get is that Xfinity, Comcast are ‑‑ that it's as much a defensive thing as anything else.  A lot of us have Sling boxes.  A lot of people are watching content on Netflix, et cetera.  And Comcast was beginning to realize it had to offer the content it was being paid for on more than one platform.  How far ahead are you going to get?  I mean, are you thinking in terms of time period going away? 

TOM BLAXLAND:  I think ‑‑ well, I think ‑‑ first, what I'll say is I think Comcast was actually pretty ahead of the game.  So the website that we predominantly have our TV content on, which used to be called Fancast, is now kind of merging to the Xfinity name.  We launched that three years ago before Netflix had really taken off in the streaming, for example.  We have a really big audience for that.  It's almost 10 million people a month are visiting that site alone and watching TV content.  But I think Comcast, specifically to your question, really tried to get, again, into a lot of these different areas that may or may not be what our users are going to be into in, say, two years from now.  So a few examples of that that we've done more recently.  Obviously, we've done the video on a computer and we've had that for, as I said, about three years now and that's been quite a successful product.  We've also looked at, and are actually launching very soon, video on tablets, for example.  So we'll launch something.  We've announced that we're launching it by ‑‑ 

QUESTION:  Which doesn't work with my cable box, I just want to point out. 

TOM BLAXLAND:  It actually has nothing to do with your cable box.  It will be on the tablet specifically.

QUESTION:  But I looked it up.  It said if you had certain kinds of cable boxes, it wouldn't work.

TOM BLAXLAND:  Sorry.  The specific product I'm talking about is watching video on a tablet, which doesn't have anything to do with your cable box.  It hasn't been launched yet, so ‑‑ 

QUESTION:  You do have an online thing that's ‑‑ 

TOM BLAXLAND:  So we have an app, yes. 

QUESTION:  It's an app.  That's why I said ‑‑ 

TOM BLAXLAND:  Sorry, two different apps.  So the one maybe you're describing is actually another one that we're getting a lot of reaction to.  We've had almost a million people download this in the last month since we launched it, it is an app that actually controls your TV.  To Greg's point before, we do have kind of a problem in the TV space that we're offering, you know, 3‑ or 400 channels to a customer.  We're offering 25,000 assets on demand on a set top box, and that's kind of hard to navigate with a remote control.  And so a lot of the tools we have with, like, tablets also kind of allow the Web way of doing things or the tablet way of doing things, to find the content specifically, because there's just so much.  It's hard to figure out what's going on.  So things like social, things like recommendations or maybe making your own list that is the stuff you kind of like to watch and will tell you that those shows are available ‑‑ allow you to kind of manage your experience on a phone or a tablet or a computer and then tell your TV to watch that specific asset.  But again, that's just another technology that we're looking into.  And that seems to be a technology the customers are really getting into.

QUESTION:  But that was a technology that's been available in other ways.  And if you didn't do it, wouldn't you feel that you were going to be left behind at some point? 

TOM BLAXLAND:  I don't think so.  I mean, I kind of look the other way around, which is we really want to get ahead of our customer and are trying to do that.  And actually, a lot of these technologies ‑‑ you know, we talk about how many people use some of these things.  They are fairly nascent, though, in terms of, like, the scale of a large cable or satellite or a Verizon kind of company.  Like, the amount of video that's being consumed on those devices is a lot more still.  But we want to make sure that ‑‑ to what Matt was saying before, you really want this content on any device.  As long as a customer can access it, I think they'll be very happy.  And I think Comcast, compared to a lot of the other MSOs, is actually in a pretty good spot in that regard.  There are not many websites out there that get the video traffic, for instance, that Fancast or Xfinity does, and some of the other devices are really taking off compared to our competitors.

QUESTION:  I'm her alter ego from the “Philadelphia Inquirer.”  Would all three of you mind giving an e‑mail address that we can contact you if we have stories to do about these topics in the future?  Is that too intrusive? 

GREG GOLDMAN:  No, absolutely.  Mine is Greg, G‑R‑E‑G, @playphilo.com, P‑L‑A‑Y‑P‑H‑I‑L‑O.

TOM BLAXLAND:  Actually, I'm pointing to my publicist who's sitting just behind you there, who can give you all my contact details.  

MATT BENNION:  And mine is Matthew, M‑A‑T‑T‑H‑E‑W, dot, bennion, B‑E‑N‑N‑I‑O‑N, @wdc.com.

QUESTION:  Thank you.  Quick question right beside him, dwalker@timespicayune.com.

(Laughter.)

I've got an iPad.  I want to watch television on my iPad live.  I want to watch broadcast television as it's airing on broadcast TV.  I'm setting this question up because I've heard and read and tried to figure out when and where this might happen.  What are the technological barriers?  Are there regulatory barriers?  Is it coming, the ability?  Not through Sling box or not through the Comcast box, stuff that's already cached on the DVR, but all of this fabulous mobile platform stuff still ‑‑ most people still watch TV on TV, so it's a long‑winded question.  But if you can talk about mobile television and the application on smart phones and iPads and tablets and if that's ever going to be a reality.  I know that there are technological barriers to that.  But if anyone knows anything about that, I think that's really of interest to me, and maybe others, probably not.  Go ahead. 

MATT BENNION:  So, I mean, the products that we're working on at Western Digital are really about playing files.  So we're not broadcasting anything.  The things that you're looking for are probably going to be coming from other groups.  But what we're really trying to do is help people just take their personal content and then the Web, but it's all through streaming.  So you'll find it through applications like Hulu and things like that.  So I don't think your question is exactly for what we're doing.

TOM BLAXLAND:  We had an announcement about two weeks ago that we were actually going to try and do live streaming on tablets this year.  We haven't set a date for this year yet, because there is, as to your point, a lot of technology to do that.  But that's something we're actively working on.  Because as you've said, we've kind of figured out the on‑demand version of this, of being able to hit a file and play it.  But there are these great 3‑ or 400 channels that are playing great stuff at every moment, and we want to get that to a tablet.  So we've announced that.  We haven't announced when it's going to happen, but it will be 2011.   

QUESTION:  Hi.  Kate O'Hare from “Tribune Media Services.”   I know when Google TV came out, there was a great deal of excitement until the major content providers refused to cooperate to provide content to broadcast networks.  There was a question the other day, a legal question whether Comcast could stream programming to iPads, whether they had the rights.  There's just a lot of issues with the content providers trying to figure out who owns rights to what and should they allow original cable programming, for example, to be on the Web.  Not that much of it is compared to the broadcast.  So what is that thicket that you have to go through in order to convince the content providers that they can still make money, it will be okay, and they can fit it into their revenue model?  

TOM BLAXLAND:  That's a really great question.  One of the things we've really tried to do at Comcast over the last couple of years is give those specific companies an avenue to put their content on the Web, because I think people, like FX today and the other cable nets, have really great content, but because they're a subscription and advertising model, they haven't been able to figure out a way to do it.  So what we launched in December in 2009 was a service where those pioneers for Comcast could actually put their content online, and when a user came to the website, they would sign in using their kind of Comcast credentials, and we say, "Oh, that's Joe.  He lives here.  He's got FX.  He's got HBO.  He's got Showtime," and we can then show him these pieces of content.  So we spent a lot of time actually figuring out different ways to get the technology to meet the different business requirements of all these different companies.  Because even, say, Discovery has a different business model, it seems, than, say, at Turner.  So we are just trying to make the technology so we can supply our customers with all the content they can and satisfy all the business needs that's available.  It's really tricky, but we've been doing it for ‑‑ that particular part for about 13 or 14 months now, and it's proving really successful.  It's doing great.  We've launched Showtime.  We've launched HBO.  We've launched Starz.  We've launched a bunch of the basic cable nets, and it seems to be going really well, and they were really happy with it, because it gave them, finally, a way to put that stuff online. 

GREG GOLDMAN:  What you're looking at, it's a gatekeeper problem.  I'm a former network guy.  I used to work at ABC.  I know how that works, and obviously, you know, their concern is how is it going to be monetized properly.  I think once everybody figures that out, and once everybody comes together and agrees on how, exactly, that's going to work, with Madison Avenue agreeing to that as well, that's when it's going to happen, but not before.  What everyone's trying to prevent is the iTunes of television, you know, of that happening and everybody losing control. 

QUESTION:  Is that a possibility?  

GREG GOLDMAN:  Absolutely it's a possibility.  It's all going to come down to, you know ‑‑ and this is the uncertainty ‑‑ exactly how technology is going to develop.  If you look at all of a sudden all the cable entities stepping up and saying, "You know what?  We're going to put our stuff available anywhere, everywhere," and all of a sudden you're looking at aggregate views of shows, and you've got everything from "Jersey Shore" to "Mad Men" having 30, 40, 50 million aggregate views, and you have a show on NBC or ABC a lot less than that, you've got a huge problem, and where's the funding from those shows going to come from?  It's not going to exist in a vacuum.  So it all depends.  No one knows exactly what's going to happen and how it’s going to shake out, and it's something that only time will tell. 

QUESTION:  It's a lot cheaper for a garage band to make a really cool digital recording and sell it than it is for somebody to make a TV show.  If that came about, would that possibly be the end of high-quality TV shows?  

GREG GOLDMAN:  No.  I think I talked about this a little bit before.  If you still look, even on ‑‑ it's a lot different in music.  Using that as an analogy for a second, look at all the huge touring acts, everyone who is grossing, everybody from Bieber to Lady Gaga and everybody in between, these are people that are mainstream.  Every once in a while, somebody independent comes and breaks through, but those are the super rare exceptions.  I think that the case is gonna be, like in anything else, advertisers want to get their message out, and they want to get it out to as wide open net as possible.  To do that, the programming's gotta be great, otherwise people aren't going to stick around.  Especially, you know, on the Web, a lot of people will hang around for 30 seconds, 60 seconds, 90 seconds to watch something that's mildly amusing.  It's only gonna happen in long form.  Never gonna happen.  It's only going to be the great stuff that rises to the top and gets those huge number of views.  I think in that regard, TV's always going to be safe.  It's the whole question of cable versus network, TV everywhere versus TV not everywhere.  I think it's inevitable.  TV is obviously going to be everywhere.  Then it's just a question of how does the business change?  Do the players change?  How does it impact the user experience?  I think the great thing is, if you're a TV fan, it's going to continue to get better and better.  What do we want?  We want to have TV everywhere, right?  The ideal experience is you're at home.  You've got your flat screen up.  You have your theater system.  Everything is fantastic, and if you're on the go, if you're on the subway, you want to be able to watch it, whatever, wherever you want, whenever you want it, on your iPhone.  And all that is happening and will continue to happen. 

QUESTION:  Bill Harris from the “Toronto Sun,” Sun Media.  I was just wondering about the kind of target audiences for a lot of this technological stuff.  It's easy for us to kind of say, "Okay.  Everybody under 30 is keen on watching stuff on their iPhones.  Everybody over 30 would never do it."  My personal experience is not that, that I know a lot of young people who hate watching TV on anything other than TV.  I know older people who are keen to watch anything on their iPhones.  In your research, how does this kind of break down?  What market is most aching and ready for this stuff?  

MATT BENNION:  On Western Digital's side, we're working across quite a few different segments.  We've found that 40 percent of households are watching four hours of long‑form content on a computer or on some of these small screens.  We're trying to help bridge that gap to get it up onto the big screen, but also, anything that you store here, then, you can enjoy on these other platforms.  As far as which segment is really adopting this quickly, probably it's the early adopters and the people that are really going out to the Web.  And we kind of break our segmentation into experts, Net Gens, Tech Positives, and a few different groups.  The experts and the Net Gens are the groups we look at that are very quickly adopting some of this new technology and ways to enjoy content that they've saved in one place but want to watch it in another or just sources from the Web.  

TOM BLAXLAND:  I think we kind of made the assumption, actually, that you've just described.  That was going to be like 25‑year‑old males who would do this.  As we went in ‑‑ Comcast as a company, I would say, has a really wide swath of customer base from old to young, male to female, different demographics and so on.  And what we realized is as long as you make it easy, it doesn't have much of a barrier for different age groups and so on.  I don't want to pick on Apple because I'm a big fan of Apple, and I'm looking at all these Apple logos over here.  Itunes is actually, for some people, kind of hard, right?  To buy a show and then get it on your device, you have to plug it in after you've downloaded and then sync it and all that kind of stuff.  That can be a little difficult.  If you think about just watching TV, it was always a fairly basic thing, right?  You have channel down, volume on/off.  Maybe you have a DVR or whatever.  But if you can make those technologies really easy, and so for the computers, for example ‑‑ there really is a lot of Apple logos -- for the computers, if you can make it so they just see a list of shows and they just have to hit "play," then that's suddenly, "Oh, great.  I can watch ‘Modern Family’ or ‘Sopranos’ or whatever.”  And as long as it's easy, we don't see much of a breakdown.  So we actually see from our data a really huge amount of people all over the spectrum watching content, and watching a lot of it to the point there ‑‑ and watching not just a two-, three‑minute clip, but watching entire movies, entire shows, seasons of shows, like start watching Episode 1 and go through the whole season, that kind of stuff.  It's actually been a really nice surprise for us.  

QUESTION:  Right now ‑‑ this is Kate from “Tribune” again.  Right now, what is the biggest regulatory barrier to TV everywhere?  I know the FCC has tried to get into the Internet a little bit.  No one's quite sure who rules in all of these different platforms.  So what is the view right now from where you sit?  

TOM BLAXLAND:  I don't actually think that's much of an issue yet.  It could be, and I'm definitely not an expert in that area.  The way you described it before is a little bit more of the issues ‑‑ actually, there's some of the technology issues.  It's also that everyone just kind of has to agree on how does the content plan to deliver their shows?  What's the technology behind it?  Maybe some of them are more interested in digital rights management and the security of the content online, and how are we all going to do this together and agree on the kind of framework of it.  And then also, quite honestly, the other thing that's something that has to move a little bit quicker if it's going to happen, is the content deals, right?  So looking at FX before, they've probably done a deal with someone to make a show that is then, like, leased to FX for a bit.  Who owns that show at any given moment, and how is that, then, leased on to, you know, cable company or satellite company?  And how often are those deals renegotiated?  So does a show ‑‑ does the network actually have the rights to put a show online or not?  Does that pass through?  Those deals tend to get negotiated, like, every five or seven years.  The technology moves so quick that sometimes the deals are the things that kind of slow it down. 

QUESTION:  For Western Digital, do you see the future as being more sophisticated set‑top boxes or widget‑enabled TVs?  Or will the set‑top box eventually be part of the TV?  

MATT BENNION:  We're seeing a lot of connected TVs and connected Blu‑ray players, and we joke around because we are expecting toasters with Netflix‑enabled streaming on them in the future.  What we're finding is the thing that makes a great connected device is the user interface, the services that it brings, and in a lot cases, a lot of the connected devices out today are overly complicated or don't have a powerful enough processor and kind of get into some of the detail there.  But what we're working on is really trying to make sure that it's a good, easy experience for people to enjoy their content, go out and get the best of the Web, and do all that.

As the TVs get smarter and consumers get more comfortable connecting those devices and using them for other purposes, I think the future, it will all be connected.  It's actually pretty interesting to watch it develop.  But I think it's only about 17 percent of the people that have these connected TVs who are using them to connect right now.  As the services get more compelling, Hulu Plus is a great service, and there's a couple thousand episodes of content there, but people's behaviors are gonna change, and I think as young people grow up and start to become accustomed to going out and getting content live on the Web, kind of in the same way they do now with music, that's, I think, what's going to really drive some of those connected content. 
QUESTION:  Where does bandwidth fit in all of this?  Because, as I sit here, watching my TV live at home, thinking, the 3G network, it depends.  Some days it's better than others, the WiFi, sometimes it's better than others.  From what I understand, 20 percent of the traffic at night is Netflix now, and it has obviously become a huge issue for net neutrality.  Is there going to be enough bandwidth for all of you guys to stream everything?  Is it even possible?  

MATT BENNION:  There's not enough bandwidth for me to stream everything right now.  You know, it's a good question.  And, actually, some of the things that we are doing at Western Digital that I think can help some of that and for customers that don't have enough bandwidth, but really want to enjoy some of this content, we've got a hard drive built in that allows you to download the file and not just stream it.  So we are tackling it in two ways:  giving people the option to download and own the file in the same way they do MP3s or to stream it.  And I'm sure the bandwidth will increase to support some of these great codex and high‑definition content.  

QUESTION:  But what Dave was talking about is, you know, there is this moment where people say "Look, I don't want this stuff that's stored.  I want it now.  If Obama is speaking now and it's not going to be” ‑‑ 

MATT BENNION:  Yeah.

QUESTION:  ‑‑ "something that's taped ahead or that’s live,” then you want to be able to turn on CNN or whatever anywhere you are.  We're the instant‑gratification people.  And the sense I have is that somebody is going to turn off the spigot on me.  There's only so much to go around.  

GREG GOLDMAN:  That's very true.  I mean, realistically, we are years away from where we will be where we can do what you are describing.  We watch anything, anyplace, anytime, that's live, that's streaming, that's going to happen properly.  

QUESTION:  I mean, technically, I can do it.  I just ‑‑ but I can't ‑‑ 

GREG GOLDMAN:  Well, it's a lot better ‑‑ 

QUESTION:  ‑‑ I can't do it dependably.  

GREG GOLDMAN:  It's a lot better than the original broadcast.com experience, right?  But, it's not ‑‑ it's not exactly where you want to be right now.  And the reality is, as more and more people are getting iPads and getting, you know, TV‑everywhere devices, it's going to choke the bandwidth more and more and more.  You know, it's going to be like AT&T dropping all of these, you know, L.A. calls every second of every day.  So it's going to happen eventually, but we're not ‑‑ 

QUESTION:  You are saying it's going to get worse before it gets better?  

GREG GOLDMAN:  It is, but, you know, there is ‑‑ you know, it's hard to say exactly when it's going to happen, but it will get there.  It's just a matter of when.  But I don't think it's going to be something you see in the next year or two.  

TOM BLAXLAND:  There's an interesting point you made, though, which is kind of like, there's a certain level of service you expect when watching a TV show, right?  You know, it's not like, hey, I'm watching a YouTube clip or I'm reading an article and I can wait for it to download.  You don't expect to stutter.  You expect it to be a smooth experience.  And I think that's a lot of what the technological challenge is.  Just, the expectation is high when you are watching TV.  You get engrossed in the show, and you don't want anything to get in the way.  

QUESTION:  I have a question for Greg.  This is Matt from “TVLine.”  I was wondering what kind of feedback you are getting from PHILO users on how, in fact, it is enhancing their TV experience, you know, reinventing television, and also why the name PHILO.  That's always puzzled me.  

QUESTION:  Philo Farnsworth.  

GREG GOLDMAN:  Yeah.  I'll answer the second question first.  Part of it was ‑‑ part of it was an ode to Philo Farnsworth, who arguably ‑‑ invented, we like to say he invented the television.  We like to think we are reinventing it in a way, and "philo" obviously, you know, meaning love, love of things and love of television.  The first part, the feedback we are getting is fantastic.  I mean, people are doing different things.  The first step and for those who aren't familiar with PHILO, I'll just jump right in and kind of explain it in as simplistic terms as possible using analogies of other platforms that are out there.  So it's like Foursquare for television.  You are checking into a TV show, and you are linking up with Facebook and Twitter and telling your entire social network, "I'm watching," you know, any given show at any given time, in essence, inviting them to come watch with you.  So that's the first step.  

The next step is it's kind of like Twitter but specifically for television because, once you check into a show, you are communicating with everyone that's watching that show and that episode at any given time, and you are reading their feedback, and you can reply to what they are saying and like what they are saying.  

And the third step is, we're kind of like Mafia Wars for television in that, you know, it's one thing to say you are a fan of a show and everyone to say "Oh, I'm the biggest 'Sons of Anarchy' fan ever."  We actually measure that.  So every time we are watching the show, you get points.  Every time you are evangelical about the show and you are pushing out to Facebook and Twitter, you are getting points.  Every time someone is liking your comments or replying to your comments, you are getting points.  Every time your friends come and watch the show after you, you get points for that.  So we actually measure that engagement, and people become really competitive.  It makes ‑‑ it makes television fun and competitive and turns into a sport.  And the feedback has been ‑‑ has been tremendous, and it's kind of funny.  I mean, going back to the question earlier about ‑‑ about demos and who is really using this stuff, we started out very young and very male, and our fastest‑growing demo right now is females 35‑49, who love to talk about television, love to be competitive, love to be social.  I mean, the great thing about it is what did you used to do back in the day, right?  You'd have a "Melrose Place" viewing party.  All of your friends would come over.  You would watch the show together.  All of you would talk.  "Oh, my God.  I can't believe what Billy and Allison are doing.  This is crazy."  Well, people don't really have time for that anymore.  So we do it virtually now, and that's what you can do on PHILO.  So our demo, you know, keeps getting broader and broader and broader, and people seem to love it.  And as we grow, you know, every week and every two weeks, we are adding more and more features to it to make it more and more robust.  

QUESTION:  I want to stay with you for a second there, Greg.  You guys sort of started proliferating, I guess, at the same time as three or four other sites that similarly wanted to be the foursquare for television, and you mentioned evangelical users and so ‑‑ evangelical users on your site on the two or three other Foursquare‑related sites.  So, at a certain point, some nights my Twitter feed is a hundred percent people just tweeting through PHILO, through the other things, and it becomes kind of irksome at a certain point.  I guess my question is, with all of the clutter, A, how am I supposed to tell the difference between the three or four sites doing the same things?  And, B, is there a backfire possibility to it?  

GREG GOLDMAN:  Great questions.  So, fundamentally, how anyone uses any platform, you have that problem, right?  For anybody out there who has Facebook and someone's updating "I just made a grilled cheese sandwich," and they have a picture of the grilled cheese sandwich, it's like, do I really need to see that?  The same thing could be said of anybody who is using PHILO and is updating constantly.  The way most people use PHILO is, you know, they are pushing out when it's something they are really passionate about.  If it's a show they really love at any given moment and something is doing something that's really incredible and awesome or it's a live sporting event and something just happens and you want to communicate it, that's when you use it.  If someone is doing that constantly, it can be irksome.  

The other point about how we are different from the other platforms that are out there, we were ‑‑ we are a TV platform built for TV fans by people that love TV.  We concentrate on TV only.  We are not about checking into wine.  We are not about checking into cigars.  We are not about checking into a pack of gum like that's all we are there for.  And people that come there understand that.  And it's forming communities around shows because what do people like talking about the most?  It's about, you know, long‑form television and series arcs and things that are continually happening.  

You don't have that same experience with a movie, and I'd even argue movies are crap.  What is everybody talking about, "Black Swan"?  Did anybody see "Black Swan"?  What the hell is it ‑‑ what the hell is that?  It's a Lifetime movie, not that there's thing wrong with Lifetime movies.  I love “The Craigslist Killer,” but, I mean, really?  Like, that's what's getting everybody's attention right now?  TV is kicking ass.  You look at the quality of shows that are on right now, they are remarkable, and they are great.  So our challenge is, you know how do we ‑‑ how do we filter down from all of these choices all the time and just watch the shows that are really relevant?  How do we find out what our friends are watching?  How do we watch our friends' playlists and the shows we love?  And that's what we concentrate on, that and that only, and we think we do it better than anybody else.  

QUESTION:  Okay.  This question is for Greg, right down front.  A lot of this has gone by me.  So forgive a very basic question.  But you are talking about, every time someone mentions a title, they get points.  To what end?  To ‑‑ and I don't understand.  

GREG GOLDMAN:  What are the points good for?  

QUESTION:  Well, not redeeming them for towels, but what's the point?  I just don't understand.  I really don't.  

GREG GOLDMAN:  Well, I think ‑‑

QUESTION:  It's a real question.  

GREG GOLDMAN:  No.  I get that, and I think there's two parts to that.  What are the ‑‑ what's the point of points in anything?  If you are playing a baseball game, whether it's Little League or whether it's the World Series, what's the value of points?  So one person or one team is getting more points than another.  It's about winning, right?  People want to have bragging rights.  People want to say "I'm the number one fan of 'Modern Family.'"  That's important to a lot of people.  So that into and of itself has a value.  The secondary value to that is ‑‑ we hold sweepstakes and contests all the time built around specific shows and specific nights and viewing parties where, if you exhibit more behavior than anybody else in that night, you win something tangible.  You win a DVD set from the show.  You win a signed script.  You win a “Walking Dead” omnibus of stuff ‑‑ you know, that's signed by Robert Kirkman.  You win something that's important to you if you are a fan of that show.  

QUESTION:  Thank you.

QUESTION:  Just a general time‑frame question in terms of some of this stuff.  Off the top, somebody mentioned something about, kind of, time periods disappearing, et cetera.  For most of us in this room, we've had a series of network executives over these past two weeks still intimating that time periods are so essentially important to everything in their business model.  I had one network executive up in Canada say ‑‑ I mentioned something about, "Well, you know, time periods are disappearing," and she said to me, "You know, that might happen someday, but that is so unbelievably far away," like it's still so important to our business model.  So, I mean, what are we talking about here in terms of everybody getting together on this stuff?  Are they just way behind the curve, or are you guys way ahead of the curve, or is the truth in the middle here somewhere?  

GREG GOLDMAN:  Well, let's look at who is saying that.  It's network executives ‑‑ right ‑‑ who are saying the time period is safe.

QUESTION:  But they are saying it's important to their ‑‑ like, they are still basing their business models on, if you put a show after this other show, that can make or break that show.  

GREG GOLDMAN:  Well, from that point, it's true.  It's all about audience flow and numbers and getting people, but it's still more and more difficult to do that.  To launch a show right now has never been more difficult in the history of television because what are people relying on, right?  On‑air promos.  And when people, you know, zip right through on‑air promos, they are no longer watching them.  Then how do they find out about new shows?  

I overreacted a little bit in saying that time periods are going to be gone.  They will be gone eventually, but it's going to take a long time.  And I think what's anchoring them are a lot of events.  So sports are always going to exist.  People are always going to want to engage in that.  And the other interesting stat, you know, is that for people even out of the whole entire audience that has DVRs right now, 85 percent of them in primetime are still watching live programming.  Why would you do that, right?  Why would you sit through the commercials?  It's because people like that sense of community.  They like to watch when other people are watching.  They like to, you know, experience that, you know.  It's that water‑cooler mentality right now.  So that's always going to exist, but at the same time as everybody lives hectic lives and want to have what they want when they want it, it's going to make time periods less and less relevant.  

QUESTION:  As I monitor social media, I think, if people couldn't talk about college and professional sports, a large amount of social media would collapse.  So, of course, that is the essence of live news events and sports.  Do you check into sports on PHILO?  And what is the future of live TV in the non‑TV space whether on iPads, on phones?  Because it seems like when I had live TV on my phone, it was usually news, and I think if I was a guy, it would have been news and sports.  Those seem like the killer apps of appointment television.  How does all that figure in to check‑ins?  And how does that figure into the future of you guys?  

GREG GOLDMAN:  Well, you're going to absolutely check in to sports as a huge part of PHILO.  So you can absolutely check in and communicate.  I think the Steelers game is on right now for any of you black‑and‑yellow fans out there.  So you can absolutely check in and communicate with other people, and I think that's going to be the central focal point that's keeping live TV relevant.  For anybody who loves sports and is into sports, there's nothing like watching it right then in the moment.  As you go away and, you know, try to watch a football game on a DVR, it's a horrible experience, just zipping through, and everything already happened, and it's kind of irrelevant at this point.  But your question about ‑‑ I think that's the fascinating thing about social media in general.  Right?  You had that ‑‑ the golden‑voice‑of‑radio guy whose entire life story unfolded in, like, seven days.  Like, YouTube video goes up.  Everybody starts talking about it, "Oh, my God.  Have you seen this guy?"  The next thing you know he's getting all these job offers from Hollywood.  Next thing you know, he's out here on the talk show circuit, and then he's completely ruined his life, you know, by assaulting his daughter and telling the whole story after that on "Dr. Phil."  So you saw this guy, the tremendous rise and fall and crash, within a matter of days, which would have never been possible without social media, which makes everything more exciting.  I think in the future you're going to see more and more shows, aside from news and sports that directly cater to that.  So this effect of "American Idol," it's great, and that will go away, and "X‑Factor" will come up, but that's a long story.  But anyway, so it's amazing to be able to vote in the moment, to have a say, and impact what's happening.  You know, that's going to be happen more and more on much greater levels than just the simplistic "Okay.  Let's eliminate somebody."  You know, to have much more of a voice, the way Fallon is doing right now within his show ‑‑ we're going to see much, much more of that.  

TOM BLAXLAND:  I think the other point you actually made earlier which is how do you figure out what show is worth watching?  Social is really important to that, you know, and we see a lot of that happening now.  It's like there's just so many options, what am I going to watch?  And you might learn about a show, or you might be into a show, and you're having a conversation about a specific aspect of a show or a specific scene or something through social media while it's happening or after it's happening, maybe doing it after the fact, and one of the things we tend to do a lot ‑‑ and actually some of the people in this room do this or have done it ‑‑ is trying to take kind of editorial stuff, you know, and say, "Well, as an editor, we think this is a cool show.  What do you guys think?" and making that a social experience between the company that brings it to you as well as the community inside it.  I'm sure maybe you guys do this on your own sites.  You have these conversations about articles you write and so on, and it's a great way, like, you know, to find out about new content and decide what you should be watching or, you know, what you may be watching.  For us, when we talk about, not just live stuff, but the stuff that's in catalogues, you know, that's available on the Web or on demand or something like that, allows people to go back and say, "Oh, wow, it's the sixth episode of 'Walking Dead,' and I didn't realize the first episode that this was going to be the thing.  So maybe I'll go back and watch the first four because my friends are all saying, like, 'You really need to check this out.'"  So it allows people to actually get into some of these shows that otherwise they may have missed out. 

MATT BENNION:  A lot of what we're working on is made to complement live TV, and we're not trying to replace it in any way.  Sports, news, all these things, "24" ‑‑ this is something that I will watch live every time if I get the chance.  So live TV is great, and what we're trying to do is really complement it and give people the ability to do catch‑up TV, where it's available video on demand, and then, of course, also just experience the personal content up on the TV.  So live for us is still a very important component of entertainment. 

TOM BLAXLAND:  There's another kind of trend we're starting to see, and some of the networks ‑‑ actually, Bravo is pretty in front of this, and I think Discovery is doing some stuff ‑‑ is so you have your 60‑inch TV, and you're watching something live, let's put an app on your phone or your tablet or whatever is complementary to the thing that's on the screen, you know, extra content, you know, interviews with the folks and so on and on, maybe trivia questions while the show is going on, which kind of embellishes the ‑‑ dare I say it? ‑‑ the more simple version, you know, on the 60‑inch TV, and I think that's something that people are starting to get into it, which is pretty cool as well.

TODD BECK:  So if someone would like to ask the last question of January TCA.

(Cheering.)  

The last question, let's make it a good one.

QUESTION:  Much, much too much pressure.

(Laughter.)

I guess, really, I just want to ask who on earth just watches TV, live or otherwise?  Like, I'm doing 55 other different things, and if I'm tweeting, if I'm Facebooking, if I'm doing all these other things, why do I need another thing that I'm doing?  I have the things that are connecting me to the TV experience.  It's just the Internet.  So I guess, what I'm wondering, who are the people that are just sitting there eating popcorn, watching TV in 2011?  

TOM BLAXLAND:  My father‑in‑law does it now.  

(Laughter.)

QUESTION:  He's not your target demo.  If he started using your service, you wouldn't be able to sell it.  

TOM BLAXLAND:  So he uses it somewhere because he's one of those kind of folks who will pay for a cable bill, you know, like those people are around, and, again, that's a wide demographic.  But I think your point is valid that we're seeing what some of the reasons we spun off some of these products was, you know, so many people were sitting in front of their laptops watching TV.  Quite honestly, when we first proposed it to executives, they were like, "You're crazy.  No one's doing that," and obviously, they've turned around and are really with us now.  But, you know, that's been a very quick evolution, and the things like technology ‑‑ like WiFi, for example ‑‑ you wouldn't have sat with a laptop on your couch if you had to plug it in.  Right?  So it's like, okay, so that suddenly enables people to do these kinds of things.  You know, the technology is moving so quickly that, you know, you're right.  We're all doing this now, on three or four devices at once.  So we need to kind of make products that work with those technologies where there's a little bit of catch‑up there.

TODD BECK:  Okay.  And I think on that note, I wish we had a gong or something ‑‑ 

(Laughter.)

‑‑ to officially declare it over, but thank you so much to our panelists and also to everyone in the room for sticking around and making this thing an exciting ‑‑ 

(Applause.) 

‑‑ part of the press tour.  Thanks so much.  We appreciate it.  
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