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CITIUS, ALTIUS, FORTIUS:
NEW MEDIA LESSONS FROM THE
BEUING OLYMPICS

THIS SUMMER, I WAS GLUED to the Games
of the XXXIX Olympiad. I marveled
at the 8-gold medals won by swim-
mer Michael Phelps, appreciated the
grace of gymnastics all-around women’s
champion Nastia Liukin, and soaked
up the sunny energy of women’s beach
volleyball winners Misty-May Treanor
and Kerri Walsh. I've always been an
Olympics junkie, but in 2008, there was
something special in the air—or perhaps
in the new media airwaves. Significantly
more so than in Olympiads past, I satis-
fied my Olympics-mania via DVR, the
Internet, and even by wireless updates.
Apparently, I wasn’t alone; millions of
Americans gobbled up Olympics cov-
erage via new media platforms. The
Beijing Olympics were living proof that
digital media can deliver “swifter, higher
and stronger” than ever before.

Of course, this was great news for
NBC, which is paying $5.7 billion for
the U.S. television rights to the Olympics
from 2000 to 2012. At NBCOlympics.
com, NBC streamed live over 2,200
hours of Games coverage. That website
served up more than 1.2 billion pages
and 72 million video streams during the
Beijing Olympics—more than twice the
combined web traffic to NBC’s website
from both the 2004 Summer Games
and 2006 Winter Games. NBC also
provided video on demand and content
via mobile phones. All this led to esti-
mated profit from ad sales of more than
$100 million.

NBC was not alone in its achieve-
ment. Though NBC was the sole source
of Olympics online video in the U.S,,
Olympic websites operated by Yahoo!,
AOQOL, ESPN and others experienced
high levels of traffic during the Games.
In the UK, BBC offered a live video
service which attracted up to 3 million
page impressions a day.

Part of the Internet explosion has
been due to the International Olympic
Committee’s mandate. Unlike private
sports organizations, the IOC is char-
tered to ensure the widest possible audi-
ence for its Games. The IOC recog-
nizes that digital media is important
to achieve that goal. It has thus taken a
more liberal approach in allowing reuse
of Olympic content on the Internet,
even entering into a historic deal to per-
mit official video clips to be posted on
You'Tube. Thus, viewers in smaller coun-
tries—where broadcasters were not post-
ing content online—could also catch
Olympic fever with a mouse click.

The Olympic flag contains five rings,
so I found it fitting to draw five les-
sons from the new media success of the
Beijing Games:

1. TV is still king. Before we think
digital distribution has taken over,

rest assured that TV is still the gold

medal standard for where consum-
ers get their Olympic program-
ming. More than 92% of view-

ership for the Beijing Olympics

came from TV, with online users
accounting for 5 to 8% of daily
audience. Television remains, far
and away, the preferred place where
consumers want to view their con-
tent—especially long-form and
programming targeted for family
viewing.

. New media platforms do not have

to cannibalize viewers from televi-
sion. In years past, television broad-
casters worried that simultaneous
coverage of events on the Internet
would siphon away viewers from
TV ratings (where most advertising
revenue is earned). But in Beijing,
NBC experienced a television rat-
ings success—while simultaneously
experiencing record online traffic.
Digital media thus enhanced, rath-
er than detracted, from viewership.
While this may not be true for
more routine programming (such
as a weekly series), it does dem-
onstrate that when the content is
right, new distribution platforms
don’t have to siphon viewers away
from television.

. New media platforms are good

for fans of niche and customized
programming. Given the large
number of sports in the Olympics,
NBC can only feature a small
number of events in its primetime
broadcast. Combined with showing
additional sports on its affiliated
cable channels, NBC was able to
use Internet video to provide fans
coverage of all the sporting events.

The Olympics is a feast for the

sports junkie but only certain fans |

may want to watch, for example,
fencing. The Games are thus a
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perfect example of how new media
platforms are perfect for viewers to
customize programming choices to
their niche interests. Digital dis-
tribution is ideal for other major
sports competitions, music festivals
(such as the worldwide Live 8 ben-
efit concerts in 2005, which was an
Internet video phenomenon), and
other events which feature a mix of
programming opportunities.

Mobile video is growing but has
not been fully adopted. While
viewers used the Internet to catch
Olympic coverage, they still have not
widely adopted mobile phones as a
video platform. In the U.S., approxi-
mately 450,000-500,000 users each
day requested Beijing Olympic
content over their mobile phones.
Compared to Internet usage, those
are pretty small figures. But NBC’s
research did find that many of those
users were watching video via mobile
phone for the first time because of

the Olympics. This signals that there
is a market for mobile phone video
content—especially with time sensi-
tive and special events.

Community-sharing remains a key
function for new media platforms.
I've said it before and I'll say it again:
one of the most powerful features
of new media vehicles is their abil-
ity to facilitate community sharing.
Americans downloaded 1.7 million
streams of the 4x100 freestyle swim
relay where the U.S. mens team
caught the French team in stunning
fashion in the final leg, keeping alive
Michael Phelps run for 8 gold med-
als. Some 1.5 million streams of this
video were emailed from one person
to another. When great video foot-
age happens, users like to share the
content and discuss it. The Internet
and social networking sites are ideal
for viral spreading of content.

For IP lawyers, these lessons provide a

clear directive: digital rights are important
to protect and will become a bigger piece
of the negotiating pie. As media and IP
packages are negotiated in the future,
digital rights will increasingly account
for bigger part of the pricetag. That also
means efforts to stop piracy must be
fought with renewed resolve, to protect
the investment made into digital rights
exploitation.

As for me, I can’t wait undl 2010. For
as much as I love the Summer Games, it
is the Winter Olympics that truly capture
my heart. There is nothing like nightly
figure skating with its wild costumes and
judging scandals. It’s that kind of human
drama that will make me set my DVR,
watch video on the Internet, catch the
latest hub-bub at online community sites,
and await the latest updates to my hand-
held PDA. By 2010, digital platforms will
be even swifter, higher and stronger than
they were in 2008. And during the XXI
Winter Games in Vancouver, I most cer-
tainly will not be alone in the Olympian
new media village. =
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The Newest IP Threat in
China: IP Hijacking

(Part 2 of 2)

EnocH LiaNng

Lee Tran & Liang

This is the second of a two-part series
of articles relating to IP protection in
China. Part one is available online
through IPSection.org.

INTRODUCTION

PART ONE OF THIS SERIES discussed the
rise in the awareness of Chinese entities
regarding the importance of IP rights.
As a result, the number of patent and
trademark applications filed by Chinese
entities has significantly increased in the
last few years. The latest statistics from
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the first half of 2008 from the State
Intellectual Property Office (SIPO)
indicate that this trend is continuing,
as Chinese entities continue to apply
for more and more patents, particularly
for utility models and design patents:

» SIPO has received 345,569 pat-
ent applications in the first half of
2008—a 28.5% increase from the
same period in 2007;

SEE IP Hijacking PAGE 4
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