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CES with the announcement of the five 

most relevant trends for 2014 in media, 

technology and entertainment reflecting the 

rapidly changing landscape of technology 
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consumer electronics companies to healthcare 

and a wide variety of business categories, the 
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The Cloud is impacting the content value chain from pre-production to post and distribution: maximizing efficiency and 
enabling multiplatform anytime, anywhere distribution of content. Increasingly interactive audiences are grabbing what 
they want, when they want it, while “socializing” and building communities allowing for new revenue streams. From content 
sales, to micro transactions and data.

Trend: How to Get to Heaven: The Future of Cloud Based Entertainment

1 Tapping the cloud for savings and profit
Media and entertainment companies are seeking out 
innovative technology to decrease their production 
timetables, lower their costs and achieve scale at 
distribution. Coughlin Associates, well known data 
storage experts, estimate that about 20% of the 
total storage used in media postproduction may now 
actually be in the cloud.1 Additionally, co-location digital 
ecosystems, such as those found at Switch SUPERNAP, 
drive savings by requiring less investment in hardware, 
software, and upgrades — combined with access to 
services needed at every point along the production 
value chain. As costs continue to come down in 2014, 
look for everyone from Silicon Valley to big studios to 
Wall Street to start leaning even more heavily on the 
cloud. 

2 Music also migrates to the cloud
Subscription based services such as Pandora and Spotify 
are showing that revenue (if not profitability) is there to 
be had. New cloud-based radio services such as Slacker 
Radio — which delivers music and talk content via the 
cloud to smartphones, TVs, and automobiles — may be 
the answer. Platforms like this allow users to create a 
personalized account, and then access that account as 
they move from location to location throughout their day. 
Slacker Radio CEO Jim Cady credits faster-processing 
devices and cloud delivery technologies as underpinning 
this bourgeoning music delivery business model.2 Cloud 

1 - Coughlin Associates, Digital Storage for Media and Entertainment 2 - Techcrunch, June 2013

Switch Supernap houses over 600 clients 
from startups to Fortune 1000 enterprises. 
Supernap.com

3 Video streams ahead
Amazon Prime Instant Video, the web retailer’s answer to 
Netfllix and Hulu, is actually free — , if you sign up for its 
premium delivery service that supports it’s ecommerce 
business. With this approach, Amazon is shrewdly aiming 
to build up audience-share by tying the two services 
together (and revealing its deep belief in the streaming 
entertainment business). Verizon echoes this sentiment: 
powering not only Redbox kiosks’ $8-a-month cloud-based 
streaming service, but also announcing a deal in October 
to acquire upLynk, a company that simplifies uploading 
and streaming videos. Look for MSOs like Time Warner 
and Comcast to also make a bigger splash in 2014 with new 
“TV Everywhere” offerings to help stabilize flagging cable 
subscription rates.

based services will foster the growth of music delivery 
companies allowing for the efficient exploitation of Cloud 
based libraries effectively building a new “marketplace” 
for distribution. Younger consumers continue to move 
away from “hard” media to cloud based personal libraries.

metalinsider.net
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found that U.S. internet users had pretty similar attitudes 
toward ads during traditional TV and original streaming 
content.5 This means that platforms like Facebook, when 
accessed through a connected TV experience, could figure 
out how drop in a very lucrative 30-second spot somewhere 
with minimal expected user backlash. Based on this, look for 
new hybrid ad sales models coming in though connected TVs 
that are supported by audience data. 

3 - The Diffusion Group 2013
4 - Nielson; Zero TV Homes Study

5 - risingtidecoop.com/thepoolustwoscreen
6 - YouTube Trending Reports 2013

Trend: Changing Channels: Content Disruption, Bundling, and the  
 “Plussing” of Services

Felix Arvid Ulf Kjellberg (a.k.a. 
PewDiePie) recently hit 18.1 million 
YouTube subscribers worldwide online 
(Guradian Express Dec 18, 2013). A 
brand built form the bottom up; he is 
a case study for the future of celebrity 
and content.6

New Release Schedule

 First window:  On-air 
 Second Window: Company-owned  
  served on demand 
 Third Window:  Cloud-based services  
  (subscription) 
 Fourth Window: Electronic sell-through  
  / DVD.

Patterns of content consumption may still vary by generation, but Millennials are increasingly redefining the content 
ecosystem: cutting cords and buying into over-the-top (OTT) boxes such as Roku and Apple TV, as well as plugging in emerging 
devices like Chromecast, and viewing content through gaming consoles like the new Xbox One and Sony’s PS4. In fact, for the 
first time ever, fewer Americans subscribed to cable and satellite TV last year than did the year before,3 and pay subscriptions — 
which peaked in 2011 — will now continue to erode for years to come. Where will this cordless and time-shifted trend leave us?

1 Zero TV
“Zero-TV” is a term Nielsen 
coined this year for the 
category of US homes 
that neither subscribe to 
cable or satellite.4 This 
was part of an effort to 
uncover the truth around 
the much-hyped concept 
of cord-cutting, or users 
cancelling traditional 
television services in favor 
of less expensive options 
such as Internet TV. Per 
Nielsen, the number of 
Zero-TV homes in the 
United States grew from 
two million households 
in 2007 to over five million in 2012. And while OTT 
provider Roku officially positions its product as more 
of a complementary service to traditional broadcast 
viewing options, its tentpole channel Netflix can rightly 
be credited with upending large chunks of the media 
industry by solidifying “binge-watching” as a sport 
this year: blowing out the traditional industry model 
of a show’s release schedule, while forever changing 
consumers’ viewing habits. 

2 Facebook’s in the livingroom
New video ad products and partnerships with TV 
networks may help social media players gain access to 
coveted broadcast ad budgets through connected TV 
platforms. The good news for them is that viewers don’t 
seem to make huge distinctions between traditional and 
made-for-web video ads: A January 2013 Starcom study 

3 Don’t forget about UGC
It wasn’t that long ago when YouTube — seeking to become a 
stronger player in original content to support its pre-roll video 
ad business — shelled out more than $200M for big studios, 
celebrities, and everyone in between to create a bunch of new 
channels. The result: the professionals saw middling results 
overall, while a strong subset of amateurs broke through in a 
very big way. And now that these ‘amateurs’ can increasingly 
be viewed right alongside the pros on all the OTT boxes and 
connected tv’s on a variety of ‘apps’ and channels, there will 
be new advertising and sponsorship opportunities available 
for pioneering brands. The rise of multichannel networks 
(MCN’s), such as DECA and Maker Studios, that house these 
next generation of “stars” will continue as they build huge 
audiences and drive 
ad dollars. Look for 
them to be leveraged 
onto traditional 
mediums while they 
provide much needed 
salvation to drive 
millennial audiences 
to sponsored content.

5% OF HOMES DON’T FIT 
NIELSEN’S STANDARD DEFINITION OF A TV HOME

67% OF THESE HOMES 
GET THEIR CONTENT ON OTHER DEVICES

 ZERO-TV HOMES

Nielsen: 
An Uncommon Sense of the Consumer
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No one is an island. The flow of data and content is now part of everyone’s lives — impacting relationships, consumption 
and purchase behaviors, and ultimately our culture. In a future where data and content will increasingly come to define and 
augment our very existence, the question becomes how content makers, storytellers, and brand advertisers gather, analyze 
and use this data to authentically enable and become a useful part of their customer’s lives.

Trend: Islands in the Stream

1 Location, location,location
Facilitated by the cloud, the use of “hyper-local behavioral 
data” will allow for the more efficient targeting of 
advertising, couponing, and services for consumers — not 
unlike those customized billboards calling out Chief John 
Anderton’s name in Minority Report as he passed by. Still, 
that content will need to be innovative, compelling, and 
story-oriented to not be tuned out as noise. But when we 
get it right, funneling these precisely selected consumers 
to the right media campaigns + offer types should have 
a significant and quantifiable impact on conversion rates 
— which will then create additional batches of data to 
measure and leverage into better experiences.

2 Retailers give in to data
Four weeks ahead of Thanksgiving, Best Buy was running television ads touting its stores as “the ultimate holiday 
showroom” — thumbing its nose at the so-called “digital showrooming” trend that was supposed to put it out of business. 
The company says it has now established data-driven strategies from price matching to customer-service improvements 
that will convert more shoppers into buyers. And it’s working: in the past year, Best Buy’s profit has increased and its 
shares have soared. Competitors like Wal-Mart say they are also benefiting from “reverse showrooming,” as shoppers 
explore products online before buying them in stores. Target has installed Wi-Fi on its floors in an initiative to encourage 
shoppers to browse products on their phone.8 Retailers using data from a number of sources including affinity programs, 
store flow and online behavior will take back and ensure their relationship with the customer.

 “There’s going to be a continued push toward 
geo-location and geo-targeting content,” says 

Morgan Johnston, social media strategist at 
JetBlue. “To be able to geo-target specific 

demographics, specific locations — those are 
great opportunities that we’re seeing.” 7

Instead of “just a store” 
the retailer will become 
a lifestyle partner 
providing immersive 
story driven journey 
experiences.

3 Internet of things customizes our physical worlds
Research company The Gartner Group recently predicted that 
more than 25 billion connected devices will make up a $1.9 
trillion market in 2020.9 This is ‘The Internet of Things.’ The 
movement is just beginning with, more devices connecting to 
each other every day. A newly formed coalition of companies 
called the “All Seen Alliance” — which includes Sharp, 
Panasonic, and LG Electronics — is looking to accelerate that 
by developing a common language platform that devices can 
use to talk to each other.10 The source code would be open, so 
anyone can see and make changes to it, much like Google’s 
Android mobile platform. Look for a whole new developer 
ecosystem to form around this effort.11 

The data gleaned from the way people use,  
move from and behave with their devices will 
provide valuable lifestyle insights.

7 - Emarketer Report: Social Media Advertising: Seven Trends for 2014, 
8 - WSJ, Fear of ‘Showrooming’ Fades, Nov. 2013
9 - The Gartner Group, ‘Gartner Identifies the Top 10 Strategic Technology Trends for 2013’, Oct. 2012

10 - allseenalliance.org
11 - Slashdot.org | ZDNet | GigaOm, 2013
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4 SEO and social signals become more intertwined
Google and Bing, whose algorithms push content front 
and center on their search result pages, based on certain 
types of web activity, are now being heavily influenced by 
social shares of video. It’s a phenomenon that will only 
increase as we turn to the web for even more of our news 
and information in 2014. In addition, destinations video 
sites such as Upworthy have worked hard to crack the 
search and social sharing game by working Facebook’s 
algorithms pretty hard and establishing a brand around 
‘sharing is caring’. Upworthy only posts and share videos 
that have been heavily curated by their editorial staff 
that are positive messages about the human condition. 
Watch for the money to follow as advertisers are paying 
attention to those ‘share’ numbers.12

5 Wear me fashion forward
Wearable computers are a blazing hot trend in 2014, with 
a projected multi-billion dollar market. An extension 
of the quantifiable self-movement, data now becomes 
a more consumable commodity as a result of devices 
and objects on a person’s body. Wearable’s can be split 
into two overlapping categories: display technologies 
that bring information to new places and measuring 
technologies that cull information from different 
sources. They can change both user behaviors in general 
(by translating data into useable information) and how 

users interact with 
other technologies 
and media channels 
(by delivering 
relevant content). 
Common challenges 
besetting wearable 
display technologies 
are short battery 
life and the need to 
tether the wearable 
device to a smart 
phone. They can also 
be a bit clunky and 
unfashionable but 
these are early days.

BioBeats is a startup that converts your vital 
signs into custom-tailored music to keep you 
meditating, running or fighting a disease. 
Recently BioBeats announced $650,000 in seed 
funding from actor Will Smith, music manager 
Scooter Braun, angel Kevin Colleran, and more.

6 Data driven programming
Both Netflix and Amazon Studios are using the “data 
advantage” to develop programming that they know 
will appeal to their audiences. It seems simple but in 
reality it’s a combination of sophisticated measurement 
of multiple data. There is not a studio, network, streamer 
or brand that isn’t culling data real time or after the 
fact. The trend will shift to have data in the mix before 
pen is put to paper. Insights provided by the analysis 
of data will inform content development, advertiser 
participation, distribution and on going storytelling. 
Traditional “ratings” will now be broken down into 
multiple analytical areas that include “sharing quotients” 
and “lifestyle movement” in addition to numbers of 
viewers and time spent.

The value and ownership of data  
will become an issue.

12 - Business Insider, How To Create The Fastest Growing Media Company In The World, 2012; Forbes, ‘Upworthy is Ready to Monetize’, 2013
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From Kickstarter to Indiegogo to deviantArt, crowdsourcing and “co-creation” are now an integral part of how content is 
funded, created, and curated. The DIY/“maker movement” will continue to grow in 2014, This “personalization” of financing, 
content, and manufacturing will continue to change everything from the Hollywood shuffle to Main Street’s shelves.

Trend: The Roar of The Crowd

1 The Rise of “crowd funding and sourcing professionals”
Consider for a moment the largest Kickstarter campaign 
to date, the Pebble watch. After raising a whopping $10 
million (100 times its goal) in May 2012, Palo Alto, Calif.-
based Pebble was faced with fulfilling more than 85,000 
orders within a promised deadline of five months. One 
year later, it is still tens of thousands of units short of its 
goal. If the crowd-funding model is to grow in a serious 
way, there has to be some kind of serious accountability. 
So stepping in are new players like Crowd Supply, Make 

2 From maker to mass - the “3D-ing” of America
3D printing began as a cult ‘maker’ movement solution, (a 
movement focused around millions of people who start 
their own small businesses dedicated to creating and 
selling self-made products) but it’s now solidly impacting 
mass manufacturing. In late December, Jefferies, a global 
Investment Banking Firm, initiated coverage on the 3d 
printing sector with “buy” ratings on three of its five major 
players: 3D Systems, Stratasys, and ExOne.14 While these 

 “The market is so large that if you have  
a product that completely tries to  
replace what everyone does,  
change everyone’s habits,  
the chance of adoption is  
essentially zero.”

 – Kanishk Parashar  
 ‘Coin’ Inventor 13

companies could revolutionize mass manufacturing, the 
original ‘makers’ will still underpin the sharing economy, or 
the sustainable economic system built around the sharing 
of human and physical assets. As this bourgeoning system 
grows, more companies and storefronts will be purchasing, 
sharing, and maintaining 3D printers, with copy centers like 
FedEx Office doubling as 3D printing centers for small to 
large objects. Watch for new opportunities in this area around 
licensing and merchandising rights for creators.

 “Our base scenario envisions an eventual expansion 
of consumer 3D printers from its hobbyist base into  

a prototyping tool for ‘creative consumers.” 

– Jefferies analyst Peter Misek

That Thing, and Christie Street. Ventures like these 
are aiming to fill important holes in the value chain, 
such as fulfillment services, product development, and 
consulting. Professional services like these are necessary 
for the next stage of maturation for the crowd-funded 
category, and will help to ensure that these platforms 
continue to grow and thrive throughout 2014. 

13 - Coin Wants to Fix the Way We Pay — But Is It Really Broken? 
Wired, Nov. 2013 by Marcus Wohlsen

14 - Forbes, Dec. 2013 - “3D Systems Leads 3D Printing But HP 
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3 ‘I witness” - Consumer 
journalism goes pro
The oddly-acronymed “ifussss” 
platform (which stands for 
“if you see something, share 
something”) launched in 
September of 2013, aiming 
to connect people who take 
video of breaking news stories 
with newsrooms. The app 
joins existing players such as 
Scoopshot (photography), 
Newsflare (video) and 
Demotix (both) which act as 
platforms for publications 
to reliably gather high-value 
user-generated content, and where users can get paid in 
return for their images. Many offer the additional benefits 
of pre-filtering the geo-tagged videos and clearing the 
rights, so that newsrooms have access to the breaking 
news content in seconds. Participation of major media 
and news companies in the mix will layer in “moderation” 
services allowing for quality newsgathering.

Watch for the new ‘Newsco’ to be built 
by the Guardian’s Glenn Greenwald and 
E-Bay Founder Pierre Omidyar and new 
Washington Post owner Jeff Bezos.

4 Crowd-pleasing co-creation
Call it the modern version of mad libs where a framework is 
set and people contribute. From music communities like 
Indaba to the worlds largest fan art community deviantArt, 
content creators come together to create, co-create, coach, 
collaborate and support ultimately leading to the democratic 
successful commercialization of content. From the Maker and 
DIY movements to music, video, art and education community 
generated content will continue to grow along a continuum to 
commercialization. This area is poised for the emergence of 
a major disrupter and provides new opportunities for media 
companies seeking new talent and content that appeals to a 
generation for whom collaboration for results is a hallmark. The 
monetization of fan fiction initiated by Amazon will continue 
where fan writers are sanctioned and paid for their work.

Consumer Electronics Show 2014

5 Meetups with a mission
Flash mobs have come a long way. Trending fast are online 
communities bursting into the real world, ranging from special 
interest and niche groups, to sports and mass live action role-
playing games. Perhaps one of the best examples here is 
Google Ingress, which after a year in beta with a million players 
worldwide, officially launched December 15, 2013 with people 
getting up off their couches and joining either The Resistance 
or The Enlightened Ones in a global real-time game of “capture 
the flag” using Google Maps and their mobile phones. Fold in 
the millennial dedication to social good and a brand’s desire to 
enable story-driven experiences, and you have a new genre of 
entertainment (and monetization).
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1 Taking back the street
Savvy companies like American Express, Verizon, 
and Red Bull — while still very much working with 
advertising and PR agencies across multiple initiatives 
— are increasingly taking content production duties 
in-house. Original content that presents the brand as 
a storyteller is increasingly becoming part of brand 
strategy, and companies such as these have been early 
to recognize the value of more direct relationships with 
their customers and more one-to-one communications 
(and the content, as in the case of Red Bull, can be an 
expression and reflection of the brand itself and what 
it stands for). Still, there’s certainly plenty of headroom 
for brands to ask more of 
their agency partners to 
help with better content 
creation opportunities, as 
well as a trove of social 
listening data to help 
inform the process.

How does a brand move through today’s ever-changing digital landscape while managing risk, and still maintaining its value 
proposition + equity in a highly social marketplace? It’s a complex question, obviously — and much of the answer actually isn’t 
up to companies themselves, but rather to their customers, fans, and detractors. The brand’s job, heading into 2014, is to put 
the right kinds of content out there, stay in close communication, listen carefully, and adjust accordingly. While brand building 
has always been about relationships, the responsibility for those relationships is increasing and changing at a pace that has 
never before been seen.

Trend: Whose Brand Is It Anyway?

 “Consumers don’t care who made  
[the content] as long as it’s awesome,”  

says Shane Snow, co-founder of Contently,  
“if you tell great stories, people will do the work 

for you by distributing it.15” 3 Social gets real
Social marketers, with the success of feed-based ads in 
2013, are looking to increase the amount of paid content 
users see on their walls and streams in 2014. Instagram 
and Pinterest are starting to monetize with advertising. 
The consequences of this new inventory are potentially a 
rebellion within the social networks own users. Particularly 
in the context of more programmatic social media ad 
buying — where technology is automating placements — 
the big social players could start to see en masse defections. 

Contact lori@story-tech.com for more information
310-684-3823 ext 104© 2014 StoryTech. All rights reserved.

2 The fix is in
Within the span of a year, user complaints posted on 
Facebook or Twitter have moved from secondary to 
primary customer service concerns for companies 
as mentioned above. Increasingly — and particularly 
with a younger demographic accustomed to airing its 
dissatisfaction across the social sphere — brands can no 
longer rely upon call centers, email accounts, or even live 
chats to do the heavy lifting of servicing its customers’ 
gripes. In fact, the user expectation now is that brands 
(even those still without a Facebook page) are monitoring 
their mentions across the main social outlets, and have 
a staff of service reps to proactively address these issues 
as they arise. Experts like retailer Gap Inc. are even 
updating their Twitter account to address instances of 
racism scrawled on their out-of-home advertisements 
by passers-by in the street. 

The future will see more participation by “viewsers” 
(users plus viewers) in the creation of advertising 
as high quality user generated content. 

The rise in importance and stature of the social 
brand manager whose knowledge of data, social 
science and even what we call “tecnopology” 
(technology + anthropology) will be essential.

15 - Washington Post, “To build brand, companies produce slick content and their own media” by Paul Farhi, March 2013


