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A Case Study 
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The Assignment 
Build an engaged and responsive audience around original web 
content without the use of traditional publicity and marketing tools. 

How do we build an audience from scratch for an original web 
TV show that has no precedents? 

How can we raise awareness for a relative unknown in the online 
video space with no media budget? 

The Challenge 

www.attentionspan.tv 



The Infrastructure  [            ] 
Interactive Profiles across Platforms: 
•   Website, Facebook and Myspace Pages 
•   @DormLife Twitter account 
•   Character Profiles on all three platforms, 
   actors and writers conversing with fans 
   in real time 
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Mobilize the Superfans 
Identify, Engage and Incentivize Top Influencers: 
•   As the audience grew, we needed a systematic way to 
   interact with fans and get the most return 
•   We used early activity to identify and cultivate fans likely and willing  
   to share Dorm Life with their social network  
•   We rewarded those fans with special/personal interaction: 
    - Personalized shout-outs on Facebook and Twitter 
    - Phone calls on their birthdays 
    - Video chats and live streaming events 
    - Highlighting fan-produced artwork/photos/videos/etc. 
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The all-time most popular  
show on   

15,000,000+ 

*as of March 2011 

* 

The Results – VIEWERSHIP 

Video Views to Date 

Watch 50-100% of the Video 

87% 
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14,108 
Fans (Page & Group) 

5,838 
Twitter Followers 

The Results – SOCIAL MEDIA 

20,039 
Friends (of Characters) 
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15,950 
Subscribers 

*1,639 more than when we last checked in 
October 2010 (we haven’t aired any new 
episodes since Spring of 2009) 

The Results – SUBSCRIBERS 

1,900 
Opt-in E-mail Subscribers 

57,835* 
Total Opt-in Subscribers 
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