
providers seen on the pilot websites. This approach better aligns VOD 
with the website brands and allows Comcast video subscribers in the pilot 
communities to view the most compelling content from the websites on 
the VOD platform. Additionally, th is alignment will allow Comcast to 
market and promote Project Open Voice as a multi-platform destination 
for PEG and hyper-local content. 

II. Progress of the PEG Online Platform 
As reported in the January 2012 progress report,9 Comcast successfully 
launched the beta versions of the pilot websites to distribute PEG and 
other local content on the Internet. Launched as beta versions in January 
2012 , development and beta testing of all websites is now complete. 

Each website has a unique look and feel in accordance with the brand 
and theme chosen by the community .10 

~~fi Iotta love res no 
www.gottalovefresno.com 

iYoSoy! 
Hialeah 

www. yosoyh ialeah .com 

www. houstonsvoice. com 

www.locallookpeterborough .com 

www.philyinfocus.com 

The sites act as portals to a mix of traditional PEG material and other 
hyper-local content selected by the individual partner community. Videos 
are organized by "channels" created by the community or its authorized 
content partners. Though the content and layout varies per website, all 
sites feature community content like announcements, event calendars, 
and tourism information. 

Comcast designed the platforms to make it very easy for a broad array of 
content providers to register to provide their material for the platform. 
Each content partner receives access to a video management 
"dashboard" that allows the partner to upload, maintain , and even 

9 See id. at 3-4. 

10 A website was also created for the Medford trial market (www.madeinmedford.com). 
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promote its contributions to the site. Content partner registration is free 
and only requires the completion of an online application form 11 and 
adherence to the Content Partner Guidelines.12 Access to the content 
partner dashboard is granted as soon as the third-party website 
administrator approves the content partner's application. This easy 
mechanism should produce an even broader array and larger amount of 
content as word spreads about the benefits of the platform. 

As the statistics in Section Ill (below) demonstrate, the online platforms 
have been very popular and the launch has been a clear success. As of 
July 15, 2012, 12 linear PEG content providers and 186 other content 
partners in the pilot communities have created streaming channels for 
PEG or other hyper-local content on the websites. These content 
providers have collectively uploaded more than 1,145 streaming videos to 
the Project Open Voice websites since the January 2012 beta test launch. 

Site Content Highlights 
Below are some content highlights from each of the pilot communities' 
websites : 

Gotta Love Fresno 
Gotta Love Fresno is the leading platform for Swede Fest 
(http://www.gottalovefresno.com/swedefest) , a local festival dedicated to 
low-budget movie remaking. In addition , Fresno Mayor Ashley 
Swearengin suggested that the Fresno website include a Visiting Fresno 
section (http://www.gottalovefresno.com/visitfresno) for tourism. This 
idea caught on , so the Project Open Voice team included a tourism 
section on the other pilot community websites . 

iYO Soy! Hialeah 
The City of Hialeah is driving the strategy behind getting the word out 
about Yo Soy Hialeah. The City is currently launching a youth initiative to 
empower young residents to put their stories to video. Yo Soy Hialeah will 
be the official platform for the city in this effort. 

Houston's Voice 
The local Houston management agency runs regular workshops on 
creating video and marketing . One partner, CultureMap 
(http ://houstonsvoice. com/?partner=Cultu reMap-Hidden+ Houston), uses 
Houston's Voice as a destination to discover local cultural happenings. 

Philly in Focus 
The Greater Philadelphia Cultural Alliance 
(http://www.phillyinfocus.com/channellphilaculture/) , an umbrella arts 

11 See, e.g., www.gottalovefresno.com/partnersignup/. 

12 The Content Partners Guidelines can be found at 
http://www.projectopenvoice.com/content-partner-guidelines/. 
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organization, uses Philly In Focus as an outlet not only for its videos, but 
also for its members. Also, the City of Philadelphia's various offices use 
the platform for hosting everything from press announcements to a 
concert featuring renowned hip-hop artist Jay-Z. 

Local Look Peterborough 
Local businesses and the Greater Peterborough Chamber of Commerce 
(http://www.locallookpeterborough.com/chamberofcommerce) participate 
in regularly held "birds-of-a-feather" workshops that show local groups 
how to use video to share their stories. The products of these workshops 
are often uploaded to the website, and they help add valuable content 
that other community members can then access. 

Ill. Marketing Support for Project Open Voice 
As detailed in the attached Exhibit, Comcast has already committed 
significant resources to promote awareness of the pilot platforms. From 
hosting launch events, to implementing strategies developed by 
advertising agencies with local expertise, Comcast has provided the 
funding and logistical support required to develop effective 
communication strategies for each test market. 

Community Relations and Content Partner Support 
Project Open Voice's marketing efforts have primarily focused on 
attracting PEG providers and other local sources to serve as content 
partners to both the VOD and Online platforms. As discussed above, 
these direct outreach and communication efforts have encouraged 198 
content partners to sign up for the Online platforms, a significant 
benchmark considering that the average content provider targeted by the 
pilot program is typically a small producer with limited resources to 
generate content. Other metrics point to the early success of the 
marketing strategy. Project Open Voice and the local websites have: 

• Collectively received more than 75,000 unique visitors. 

• Achieved a rate of nearly 50% of visitors returning to a selected 
Project Open Voice site within one week. 

• Tapped into a network of nearly 1 million people, which includes the 
total number of web, e-mail , and social media connections of the 198 
content partners. 

• Gained a social media following of nearly half a million people outside 
of the Project Open Voice network. 13 

13 This includes the Facebook "Friends of Friends" metric, which is a standard data point 
in the Facebook Insights analytics platform. 
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Additional Strategies to Promote Awareness 
Comcast engaged advertising agencies in each pilot market and tasked 
them with advising the communities on promoting awareness of the 
Project Open Voice websites. Project Open Voice team members hold 
bi-weekly calls with each local advertising agency to review marketing 
and performance progress, and they regularly visit each market to meet 
with both local agencies and content partners. The Comcast team also 
holds monthly calls during which the agencies and content partners speak 
directly to each other and can share ideas, challenges, and successes. 

In the coming months, Comcast will implement a five-tier marketing 
strategy including the following components: 

Strate ob·ectives 
Continued Community • Establish marketing partners in each pilot 
Relations community. 

Expanded Social Media • Focus on the use of Facebook, Twitter and 
YouTube. 

Mobile Solutions 

Search Engine 
Optimization & 
Marketing (SEO/SEM) 

Strategic Support 

• Optimize all websites for viewing on smartphones 
and tablets . 

• Leverage location-based tools like "QR" codes to 
direct users to Project Open Voice content. 

• Promote consistency and best practices in the use 
of search terms and other SEO strategies across 
all markets. 

• Leverage word-of-mouth through partner networks. 
• Drive cross-promotion on Comcast-NBCUniversal 

platforms (see below). 

Cross-Promotion on Comcast Platforms 
Comcast will continue to use existing media venues to cross-promote 
both the VOD and Online aspects of the program. Examples of these 
efforts to date include: 

Syndication to Xfinity.com 
Starting with the Philadelphia market, Comcast is currently experimenting 
with ways to feed video content from the Philly in Focus website to the 
local section of Xfinity.com (http://xfinitv.comcast.neUiocal/). 

Telescoping Ads for VOD 
Comcast is working with its National Fulfillment Center to run promotional 
spots on local networks. Each spot will give a local brand overview and 
use telescoping technology to drive viewers directly to VOD. 



Cross-syndication with Everyblock from NBCNews.com 
EveryBiock (www.everyblock.com), an NBCNews.com property, is a 
combination of many different types of local news -from public records 
like crime reports, to neighbor discussions, to photos people have taken 
in their neighborhoods. Beginning with Philadelphia, Everyblock will run 
geo-targeted video content supplied by the local Project Open Voice 
website. 

• •• 
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