You could fill an oil tanker with the ink used to write stories about the Internet’s explosive impact on this year’s campaign cycle – and rightfully so.  Undisputable is the evidence that the Internet can empower people on a grassroots level, help candidates expand their donor base, serve as an economical soap box to solicit and espouse ideas, and inspire new people to participate in the political process.

But sprinkled among the chorus of people singing the Internet’s praises are some who boldly predict that the rise of the Internet is the decline of television.
Wrong.  Wrong.  Wrong.  Actually, integration is the name of the new game.  Some might find this a bit ironic, but video and the Internet is a marriage in progress that will ultimately evolve into looking more like, well, television – on steroids thanks to more interactivity and available information.  Heck, even our televisions are beginning to resemble computers, many with hard drives to record programming and equipped with modems to dial-in nightly to update broadcast and cable television scheduling.   Some are even able to surf the world wide web.  Maybe one day our children will ask, “Which came first, the television or the computer?” instead of the “chicken or the egg”?
Improving technology continues to make it easier and faster for computer end-users to view video.  More still, technology has made shooting, editing and converting digital video for the Internet more affordable.  Consequently, more people will take this up as a hobby or profession. Surely quality video will take a back seat (more poorly trained people will produce video) while the quantity of video disseminated over the Internet will continues its rapid rise.
With that in mind, here is what we might expect in the future thanks to integration:
The Role of Television – Even with the Internet’s rise, it is not realistic to diminish the importance of television as a key paid media medium.  Television news and entertainment programming will continue to attract crucial key target audience groups that are affordable to reach for well-funded campaigns.  Television also continues to be an interruptive medium, meaning that ads interrupt programs often forcing viewers to watch.  Contrary to popular belief, not many people change stations during every advertising break within the program they watch.  Even when they do, a credible media buy (television advertising time purchase) will ensure they see a commercial several times, anyway.
Having said that, integration will continue to result in new approaches to television advertising.   In some instances, television will even be used to reinforce an Internet-based strategy!  Last summer, I worked with DraftWesleyClark.com and produced television ads whose goals were to: drive more viewers to a website to increase the numbers of people writing letters of encouragement to Wes Clark; increase on-line 
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contributions; enhance the credibility of the Internet-based draft movement; and to create 
publicity through earned media to also help achieve the goals that I just listed.  Mission accomplished.  Using the television ad for pure public persuasion via the ad alone was the very last goal, whereas normally it’s the top priority of a spot. 
Web Spots – What was once only produced for costly television advertising time or as mailed videos will now expand vastly in numbers, variety and creativity for ad placement on and over the Internet.  Ads only for the Internet, that I refer to as web spots, will be explode in numbers over the next several months alone.  And if you are comfortable with :30 or :60 second television ads, those rules don’t apply here.  Spots can be just about any length, limited only by the constraint of technology and commonsense.  Already this year, we have seen Republicans produce an “Austin Powers” spoof web spot taking John Kerry to task for uncorroborated remarks he made that some world leaders hope President Bush loses his re-election bid.  Although the web spot was not meant for television, it was meant to get media attention – and that it did, including television news programs.
It is also only a matter of time before web spots begin to “pop-up” on people as ads.  Pop-up Internet ads are already here and video Internet pop-up ads are not far behind reaching us.

More still, multiple web spots will be produced based on the multiple messages one might find on any given website.  Learning more about a candidate’s position on the environment?  Then watch his environment-tailored web spot.  Or how about taxes?  The economy?  There will be web spots for them all.  It’s just another inexpensive way to woo undecided voters.

Direct E-Spots and Video E-mail – And of course, targeted web e-spots (web spots sent via e-mail) and video will be e-mailed to appropriate lists – just like targeted mail is sent to targeted issue-oriented audiences.  The only exception, e-spots don’t cost any postage and will often be cheaper to produce than thousands of pieces of mail.  More still, video on the web will be used as another tool to raise money.  Moveon.org raised money and publicity by posting a contest for television spots to its website.  Viewers watched the television spots, which were converted for viewing on the Internet, and voted for their favorite commercial.  Nearly all the presidential campaigns posted new television spots to their websites and asked viewers to contribute towards a financial goal needed to purchase television advertising airtime.
Let’s not forget negative web spots, right?  By negative, I mean a personal attack or an outright lie that should not be fair game.  The Internet is still the wild jungle that the light of campaign finance reform is unable to reach.  Tracing the origin of a negative e-spot can be impossible.  The ease of exploiting the Internet for nefarious purposes means human nature will prevail and more unethical, uncorroborated attacks of this is sort is sure to come our way.   
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Streaming Video Web Casts – Franklin Delano Roosevelt made fire-side chats famous by talking directly to people in their homes thanks to radio.  Well, fire-side chats are now coming into a new age.  Campaigns will likely increase the amount of live streaming web casts that they do.  A web cast is providing video and audio in near real time over the Internet.  It’s the live television of the Internet. Expect to see campaign events carried via streaming video and more direct addresses from candidates and elected officials.  Another big difference between FDR’s fire-side chats and today’s:  now people can interact with each other and even the candidate right over the Internet thanks to instant messaging and e-mails.
Web News Releases (WNRs) – Those in the business of public relations are familiar with video news releases (VNRs).  In simple terms, VNRs are produced as if they are a press release for video.  Similar to a story seen on the nightly news, a company produces their own video news story and provides a copy to broadcast media outlets.  Offering a pre-packaged news program, that can be quickly edited, is sometimes a convenient option for broadcast media who otherwise would not have had the time or resources to cover a potential story; so they simply take what was produced and air it, or slightly edit the piece and air it as one of their own news segments.  For years, pharmaceutical companies have made effective use of VNRs, publicizing their new products and product breakthroughs, by producing their own stories and distributing them to the nation’s broadcast media who, in turn, often used the stories as news items.
With technology making it a more likely scenario, one can imagine pre-packaged campaign web news releases (WNRs) being shot, edited and posted to a website, available for broadcast news producers to download.  Even better, we might see a time when WNRs are simply e-mailed as common practice as news releases being faxed.
More Overall Campaign Video – Overall, more campaign-related video will be shot and posted to a campaign site.  Web viewers will become more intimate with campaigns and the staff as more video of them is produced.  
Last fall, people who visited Wesley Clark’s campaign website were able to view the most extensive video for web ever produced in near real-time – something made only possible thanks to affordable technology.  Over the course of two weeks on the road with the Clark for President campaign’s Race for America my colleague and I shot, edited and uploaded twice daily videos of what the trip participants were doing.  Viewers at home followed along as one team traveled from Washington, D.C. to New Hampshire and another traveled from Little Rock, AR to South Carolina with periodic stops and appearances made by the candidate.  As the trip went on, viewers interacted with the staff via e-mails, instant messages and blogs -- and voted for their favorite team.   The effort garnered national media attention and helped raise money while getting web viewers to become web appointment viewers, checking the site twice per day to get an update.  It strengthened grass-roots bonds as people became invested and more familiar on a personal level with the trip’s participants.  The same technique can be used by future campaigns simply by featuring campaign staffers.  Reality t.v. is moving onto the Internet.
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The marriage between video and the Internet, is here to stay and expanding evermore.  Integration is not the fall of television – it’s the evolution of both television and the Internet.  Each is capable of complimenting or reinforcing the other.  One can only imagine the extent of its growth by the time the 2008 presidential election rolls around.  Ten years from now, who knows?  The Internet and television could be one and the same.
Bud Jackson is a Democratic media consultant and principle of The Jackson Group. He can be reached at budjackson@aol.com.

