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since about.com launched in 1997
(called Mining Co. at the time), it has
served as a comprehensive reposito-
ry of topical, professionally pro-
duced content on the web. But today
the information it offers, from ad-
vice on getting a flu shot to how to
keep kids occupied on rainy days, is-
n’t limited to professionals. Like oth-
ers who survived the Web 1.0 hey-
day, About.com faces a new crop of
competitors: social sites and services
whose content is created by con-
sumers, such as Wikipedia and Ya-
hoo Answers.

About.com is betting its users are
still interested in advice and articles
from experts on more than 700 topics,
but it knows it needs to evolve to stay
relevant. Extending that text-based
model into a video one will be the key.
The site introduced a video library
that covers topics from childproofing
the home to using a digital camera. 

“Our traffic continues to grow,”
said Scott Meyer, president-CEO of
About.com, despite competition
from places such as Wikipedia. (Mr.
Meyer says the community-based
encyclopedia helps his traffic and has
5,000 links to About.com.) 

About.com has about 500 videos
so far, accessed through an in-page
player powered by Brightcove. 

“Video’s becoming a baseline. ...
It’s absolutely necessary even just for
retention of audience,” said eMar-

keter Senior Analyst David Haller-
man. It’s another way to present the
same information—and can also in-
crease time spent on a site. 

About.com, owned by the New
York Times Co., has always relied
heavily on smart-search optimiza-
tion—much of its traffic comes from
people searching for particular top-
ics. Video is no different, which is
why every video is cataloged with a
long list of metadata—and often a
full transcript. 

When people are searching,
they’re looking for information on a
particular topic, not necessarily
video information on that topic, Mr.
Meyer said. “It’s not ‘How do I bake
lemon chicken? I wish I had a video
on that.’” 

The transcripts help optimization
because web crawlers pick up text-
based descriptions. They also let peo-
ple decide whether they’d rather

read or watch a video about a topic. 
About.com tackled video produc-

tion in an unusual way as well. While
many sites have enlisted content pro-
ducers to become video producers,
“asking all the guides to make video
wasn’t the right model,” Mr. Meyer
said. Instead, About.com  employs
separate video experts who work un-
der the direction of the vertical ex-
perts. For example, Kathy Moove
stars in videos on how to childproof
the home under the direction of
Stephanie Brown, About.com’s par-
enting expert. 

BOTTOM LINE
So what’s it worth to the bottom
line? Mr. Meyer didn’t disclose how
much video will contribute but said
the company expects it to outpace an
eMarketer estimate of 10% of dis-
play ads in the next four years. In the
next 18 months, video inventory
will more than double to become a
material part of display advertising,
Mr. Meyer said. 

According to eMarketer’s Mr.
Hallerman, video ads have the po-
tential to bring in the most revenue
relative to banners or text links.

Mr. Meyer believes video con-
tent is going to be a key to raising the
site’s profile among blue-chip-brand
advertisers. “I want to hear senior
marketing people and agencies say-
ing, ‘I’ve got a marketing need; I
need to call About.com,’” he said. 

He envisions About.com creating
content environments for specific
advertisers—for example, it has ag-
gregated all of its Las Vegas content
on a microsite called 48 Hours in Ve-
gas, which is sponsored by the city’s
tourism bureau.
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WHAT IT IS:What
MySpace might look like
if Oprah were in charge.
The first of three
community sites from
Real Girls Media,
DivineCaroline is the
antithesis of the über-
masculine sentiment of
Heavy.com, Break.com
and Metacafe. The site
targets adult women,
and two others set to
launch will target young
women and teens.
DivineCaroline doesn’t
yet feature much video,

but that is in the works.
“We’re trying to
democratize what is
usually editorialized,”
founder Kate Thorp said.
Users contribute essays
and articles to nine
sections ranging from
parenting to body and
soul to travel to money.
“We want people to go
from an article that leads
to a conversation and
forum,” Ms. Thorp said.

THE COMPETITION:
Established players such

as iVillage and the soon-
to-be-relaunched
MarthaStewart.com,
along with new social
networks such as
Sisterwoman. 

WHO’S BEHIND IT:Big
names in online
advertising—Ms. Thorp
was president of AKQA.
Marketers including
Target and Doubletree
Hotels have signed on to
run ads. 

COOL TOOLS:The idea

is to connect women
through writing, so
DivineCaroline has
solicited stories on topics
such as whether wine
and playdates mix and
“Preparing your toddler
for another baby.” Each
is reviewed for spelling
and grammar before it is
posted on the web.
Women can rate the
stories and keep track of
their favorite authors via
profile pages. They can
also build personalized
newsletters to blast to

their friends.

THE CHALLENGE:
Attracting eyeballs.
Myriad niche-targeted
social-network and
community sites will all
be competing for
attention, and it’s still
unclear whether the Real
Girls Media sites will be
able to attract the scale
necessary to make them
viable for major
advertisers in the long
term.
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AS ONLINE VIDEO TAKES HOLD IN AMERICA, many people seem
to be under the impression that only young people are drawn to this
type of content and that the videos are mostly generated by
consumers.

In fact, nothing could be further from the truth. More than 44% of
online Americans (ages 12 to 64) use online video weekly—this has clearly
become a mainstream distribution channel for video. And the No. 1 type
of video viewed is news, followed by weather, and movie clips, all of which
are types of content produced by professionals not by consumers.
(Although often this video is consumer-distributed, meaning consumers
are posting it to video-sharing sites.)

The demographic watching online video most
frequently is males ages 25 to 34; 64% of them
watch online video at least once a week.  But it’s
not just limited to young viewers. Among males
55 to 64 years old, 43% watch online video
weekly.  Among the females the rates are
lower with 49% of female teens
watching online video weekly and
only 27% of females 55 to 64
watching online video weekly.

Who’s really viewing YouTube

0% 5 10 15 20 25 30 35 40

Consumer-generated 
video content

TV previews

Video game content

Sports content

Clips or excerpts
of TV shows

Music videos

Jokes/bloopers

Movie previews

Weather

News stories

MOST COMMONLY VIEWED TYPE OF ONLINE VIDEO

45 50


