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COOL NEWS

Leaky Pipes
The assumption that print media are most vulnerable to the 
digital kind needs to be re-thought, suggests Andy Kessler in a 
Wall Street Journal essay. 

Newspapers are cheap to print, but, “unlike music, which can 
be copied once and stolen a million times,” they are also hard to 
duplicate, he observes. And so long as ink-on-paper is easier to 
read than dots-on-screens, “newspapers still have time.” 

That’s not to say that newspapers shouldn’t “embrace the web.” 
But instead of “charging for content” they should “come up with 
a tight community of interest … Don’t just start a discussion, keep 
it,” says Andy. 

As challenging as that might be, things are “even more difficult 
for television,” says Andy. “The real dark cloud,” he continues is 
peer-to-peer (P2P) — “the same stuff Skype uses to bypass the old 
phone network, which he says “may change the definition of a TV 
network.” 

He’s talking about the “Napster” effect here — the ability of people 
to share content by streaming it from hard-drive to hard-drive, 
instead of through traditional media’s proprietary pipelines. 

“Media, after all is about owning a pipe — some conduit between 
the creation of news or entertainment and the eyeballs that 
consume it … The pipe reaches the consumer directly … the tighter 
the pipe, the less the competition.” 

But as P2P advances (already it claims about 35 percent of all 
online traffic), television’s “pipes leak like a sieve,” making it “no 
longer the safe cuddly business it once was.” 

Newspapers, meanwhile, simply don’t have to deal with leaky 
pipes, because they never had pipes to begin with. Unless, of 
course, you count “the guy who drives up and somehow misses 
your driveway every morning.” 

(SOURCE: Andy Kessler, The Wall Street Journal, 5/29/07)

Little Widgets
“…Widgets are shifting the dynamics of the web,” and the 
question is how to turn them into advertising media.

Widgets — in case you’re not one of the 220 million people who 
used one “in May alone” — “are tiny free software programs that 
can be dragged, dropped and embedded into web pages, offering 
everything from weather reports to sports scores ... Their viral-like 
success has set off a frenzy over how to make money from them.” 

Among those leading the frenzy is Max Levchin, whom you may 
remember as the 23-year-old founder of PayPal, “which was sold 
to eBay in 2002 for $1.5 billion. Max is now 32, and his new 
venture, Slide.com, makes widgets that let “users post snapshots 
of friends, say, or vacations in slide-show format.”

“Slide has fast become the most trafficked widget maker on the 
web,” and Max’s big idea is to, yes, “embed advertising” around 
these slide shows. 

Will anyone actually do that? Max thinks they will: “There are 
definitely brands that have proven to be extremely successful 
at connecting with their users,” he says. He’s already signed 
up big brands such as Paramount Pictures, AT&T Wireless, and 
Discovery Channel.

(SOURCE: Jessi Hempel, Fortune, 8/20/07)

Cool News of the Day, a daily e-mail newsletter of marketing insights, ideas and inspiration, is edited by TIM MANNERS. For a free subscription, visit www.reveries.com

Moosejaw Txt
Moosejaw Mountaineering, which sells outdoor gear online, is 
engaging in text-message promotions “aimed at simply keeping 
themselves on the radar of customers, as opposed to trying to 
prompt an immediate purchase or visit to the company’s website.” 

One such promotion played off an apparent resemblance between 
Moosejaw founder Robert Wolfe and actor Ben Stiller. “It then 
asked customers whether that was a good thing and promised 
points in the company’s rewards program for those who answered 
‘correctly’ (meaning yes). Sixty-six percent of the customers who 
received the message voted.” 

Robert says the effort did help sales, but that wasn’t the point, 
noting that it’s Moosejaw’s mission “to have as much fun as 
possible. With our customer base,” he says, “we have to be the 
first to market with this type of stuff.” 

(SOURCE: Bob Tedeschi, The New York Times, 7/17/07)
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Direct Mail is a vital part of any integrated marketing campaign. It targets and
engages customers in a truly unique way. Most of all, mail can help give other
media like TV and radio added substance and a hard-hitting call to action.

Think of
it as an
amplifier
for your
TV and
radio.
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Get your free DVD on integrated marketing.
Return the attached card or visit usps.com/amplify19
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