Site’s TV previews to shake up broadcasters
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Up close: HIDA graduate Kate (°Shea, right, with Sea Patral star Sibila Budd. whom she has interviewed For the TV.com site
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Kate D'Shea

Earlier this month CBS
Interactive rolled out a

local version of its global giant, TV.com, a
site dedicated — as the name suggests - to
all things to do with the world of television.
As well as featuring new Australian content
(for shows past and present), forum discus-
sions, competitions and local celebrity
interviews, TV.rom, which claims to be the
world's biggest TV site, has also taken on
board a local face in presenter/NIDA gradu-
ate/red carpet regular Kate 0'Shea.

“I'had quite an early start of moving nto the
media,” O°Shea told Mediaweek. “Straight
from high school 1 went to London and got
iy addventising aml worked fur {agency)
Leo Burnett for a number of years. | changed
jobs, came back to Australia and worked on
the Moet Hennessy account and then devel-
oped a taste for all things nice and luxuri
ous. T went into marketing for Collette
Dinnigan and realised I loved presenting
and auditioned for NIDA. [ did the year-
long presenting course then and from that
got picked up by CBS and was working on
a little online show for them, called Glitter,
using fashion, film, music and the arts on
Adikted.tv"

Based on her rapport with actors and love of
TV and film, CBS Interactive made the deci-
sion to put O°Shea centrestage for the new
local version of TV.com, which has been
tagged “the Wikipedia of the TV world®.
“The new role is gquite extensive, which
1 love, because it really draws on all my
skills,” she nofed. “It’s from going to the
networks and meeting with the public-
ity departments and selling TV.com

CBS INTERACTIVE’S TV.COM GETS LOCALISED

The “W]klpema of the TV world" ldlln( hoq Aussm presence mth a Eocal [ace

in terms of all of the changes and the
amazing opportunities we have within
the site with the localised content. Then
there’s communicating directly with the
fans directly online about what I'm up to
and what interviews I'm doing. I'm really
trying to let them know what guestions
they would like me to ask their favourite
actors., | also lialse with agents to interview
Australia’s best talent. We're also looking
at doing intermational stars when they
are in town and red carpets, etc.”

In addition to her “on-camera” duties,
27-year-old O'Shea aversees the
producing, editing and putting
the content up online. 0'Shea
is effectively then TV.com's
Jack, ar Jill, of all trades, which
., makes her a bit different to the
™ talent who front the US version
of the site.

“What we are deing is pretty unique
and original, because we'te really getting
on-set and get as many insights from the
actors. A role like this is pretty 24/7, with
events in the evenings and looking at
opportunities to make our site differ-
ent.”

Editorial director for the site, which had over
700,000 unique Australian users already
scrolling through it at launch locally, is
Brian Haverty. Long-time TV industry jour-
nalistand blogger, David Knox, meanwhile
is the site's features editor and Melbourne
correspondent.

“David is such a world of knowledge and
well gu o the AFls together” O'Shea
painted out. “He is a really good features
writer and incredibly well connected. He
has a lot of respect in the industry, so
he is a great asset for the site. He has his
own site, Tvionight.com.au, which is more
reviews focus, whereas ours is about the
fans and the entertainment, but the sites
do complement each other, We have a very
‘share the love’ mentality, where even a site
like IMDB.com has links tn the TV.com page
for the actor. That's the beauty of online -
fans, or users, float around and as long
as the content is good, which [ think it is,
they always come hack."

O'SHEA'S GOLDEN MEDIA RULE

“Working for Collette Dinnigan taught me
that anything you put your name to, you
want to make sure you are 15056 happy
with it. 1 like to make sure that what we
send out is how 1 envisaged It at the begin-
ning. I'm the only one out of my NIDA class

Inside Digital Media

actively working in the industry. | went
through a big career change and there were
‘moments when [ felt a bit embarrassed qut
with frienchs whe were high flyers in market-
ing and Twas basically still a smdent. I've
always had the mentality | don't want any
regrets in this life. I'm so proud of what
‘we are producing and it’s very fulfilling
to do something you love.” MA
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Website's TV previews to shake up broadcasters
[ ) p—y

Fran Foo | October 13, 2008

FANCY a sneak peek at the latest episode of Ugly Betty or Dirty, Sexy, Money?

A new Australian website will offer exclusive previews -- ahead of local TV stations’ websites -- of
popular American TV shows at no cost.

The site -- TV.com -- was launched this month by CBS Interactive Australis, a division of US broadcast
giant CBS. And local analysts say TV.com's entry will shake up the local online broadcasting scene.

Frost & Sullivan digital media research manager Darryl Nelson said local TV networks should
beworried because TV.com posed a big threat to their online properties.

“They should be concemed primarily because of the huge opportunity CBS Interactive has to provide
Australian audiences with snesk previews from US shows, as well as exclusive content from actors,
behind-the-scenes and more,” he said.

“While local TV stations will presumably have an advantage in local programming, they could struggle
to satisfy audience fascination with international programs and stars.”

€BS Interactive says TV.com should not be viewed as a threat by broadcasters. "TV.com is
complementary to broadcasters’ efforts,” said CBS Interactive's local head, Wendy Hogan.

“It's where fans meet to talk about their experiences, what they're excited about seeing, what they
think of various plotlines and script development.”

Ms Hogan said the company had met with broadcasters to introduce Tv.com and had been well
received.

“Tv.com helps drive demand for shows that are on TV and shows what's coming soon,” she said.
“It's a good barometer as towhether imports are going toresonate with Australian audiences. "The
one thing TV.com exposes most is the need for networks to continue their fast-track’ strategies as
audiences are not prepared to adjust their viewing habits to the traditional Australian ratings season
model. If there is buzz about a show, itneeds to be available on screens now.”

Apart from show previews, the website has TV listings, rivalling Ninemsn's online TV guide, and
videos with local actors. CBS has also hired a full-time presenter, NIDA graduate Kate 0'Shea, to
conduct video interviews with local TV personalities.

She already has done interviews with Underbelly's Damian Walshe-Howling, Sea Patrol's Sibylla Budd
and Damon Herriman from Love My Way.

According to Nielsen NetView, TV.com has 363,000 unique browsers a month, compared with
Ninemsn's TV guide at 576,000.

Australians have been able to access TV.com's US website but this version adds a more relevant
flavour for the local audience.

Tw.com is also a destination for peaple to chat about top-rating TV shows and their stars.

Mr Melson believes Tv.com's impact will be far-reaching. "It would be wrong to single out any existing
property (like Ninemsn's web Tv guide) as likely ta be mare affected than others. I think Tv.com's
entry is likely to shake all of them up,” he said.

Frost & Sullivan has forecast lecal online video advertising to grow strongly - by 64 per cent each
vear for twa to four years.

~CBS Interactive has brought US
TV portal TV.com to Australian
audiences. With the inclusion of specific
Australian content, forum discussions,
competitions and local celebrity
interviews. “With more than 708,000
Aussies already using the site at launch,
i's clear the nation has a major appetite
for the small screen and want the

latest news on the best new shows or
long-time favorites,” says Brian Haverty,
editorial director for TV.com. Headlin-
ing TV.com's video content will be NIDA
graduate Kate O0'Shea as the face of
TV.com Australia while David Knox, jour-
nalist and blogger is the site’s features
editor and Melbourne correspondent.
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0’Shea on the tube

@ PARTY princess Kate 0°Shea is set to
swap champagne glass far microphons
after becoming a presenter on new TV and
entertalnment fan site TV.comt. The
MIDA-trained presenter is the face of the
Aussie site, which launched locally on
Oictober | and includes inberviews with
celebs O Shea previously worked for
Colllette Dinnigans marketing team.







