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Paper Assignment #2: New Technologies and the “Chaos Scenario”

Consider the argument in Bob Garfield’s article, “The Chaos Scenario 2.0,” within the context of traditional ad-supported broadcast and cable television, are things as bleak as he predicts? Why? Why not? Is this a case of someone proclaiming prematurely that the sky is falling, or is the traditional television business model truly near death? Are there specific strategies you would recommend that broadcasters and cablecasters adopt in order to avoid or at least survive, the “Chaos Scenario?” Include in your discussion a critique of what you see as the strengths and weaknesses of Garfield’s argument.


Garfield’s “Chaos Scenario 2.0” paints a picture of a future with no ad-supported television, I do not agree with this on the whole. The future of broadcast and cable television will have a decline in traditional 30 second spots, but they will not go away completely. Even with all of the other options to view television episodes, they are not as large a penetration in the market at this time, and there are some people that will never adopt these new technologies.  Traditional TV will become what radio became, something for the grandparents to utilize – by then the grandparents will be the baby boomers. The baby boomers have disposable income and are a large enough segment of the audience that you could shift commercials to appeal to them.
Between DVRs, On-Demand, and online viewers, commercials aren’t being seen as much as they used to, but as discussed in class there are ways that companies can get around this. There are ways for advertising to still get to their consumers through TV, through product placement and creative commercials (not the dancing gecko one).  Some companies have started to put the information on the company in a still screen for the last 5-10 seconds of the commercial, allowing even a fast forwarding viewer to see it. Some good product placement has occurred when the CW network started; shows like “Veronica Mars” used Chili’s Restaurants for their hang-out. The national chain was showed every week as a place for college kids to eat dinner cheaply and hang out. The CW also struck a deal with the clothier American Eagle Outfitter to provide clothing for the characters on “Veronica Mars” and “Gilmore Girls.” The fans of these shows are usually college-aged and have an unhealthy obsession with the shows often taking ownership of it; they are usually receptive to purchasing items worn by their favorite actresses/characters.
In Garfield’s article, he states that “The value of TV, like the value of anything, is built upon the economics of scarcity.” He also says that if that was the only factor, the broadcast revenue stream model would have been destroyed when cable and DBS increased in popularity. When deciding what to watch, many people still start at Broadcast Television before looking at what’s on cable. We still refer to the main broadcast networks (CBS, NBC, ABC, and FOX) as “The Big 4.” If they were no longer the main players, why would they still be where people got a majority of their information and entertainment. Garfield states that at some point, advertisers will shift their spend to online advertising, as the earnings from TV advertisements will no longer make it worth it to spend on the advertisements. Many traditional marketers are wary of putting all of their “eggs” in one basket. They prefer to keep advertising in multiple vehicles in order to get people from varying targets.
Garfield’s five main arguments are as follows: “(1) People don’t like ads (2) But they crave information (3) The consumer is in control. No, really (4) Diversion of ad budgets (5) Pay-per-view”.  The first argument “People don’t like ads” isn’t far off. Yet truly engaging commercials pull people in, whether virally or on TV. An instance of this working online is the Bud Light Office Swear Jar
, a funny commercial that promoted the online BudTV channels. Many people got this video many times over, it spoke to the office workers (much in the way “The Office” does).  After the video, some offices even started a swear jar like the one featured in the commercial. On TV, again it was Bud Light that came through with a truly comical series of commercials. This winter they partnered Will Ferrell and his character Jackie Moon from the movie “Semi-Pro” to promote both the movie and Bud Light (unfortunately, it didn’t really work for “Semi-Pro”). 
(2) “The consumer is in control. No really”

� Just in case you haven’t seen it: � HYPERLINK "http://youtube.com/watch?v=JI3Y1auTFpU" ��http://youtube.com/watch?v=JI3Y1auTFpU�








