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Executive Summary 

 

MORE THAN JUST VIDEO 

Analyzing Hulu.com’s digital communication pieces 

 

 Introduction – Who in the World is Hulu? 

 

Hulu is an internet video service founded in 2007 by media giants NBC Universal, The World Disney 

Company, and News Corp. It specializes on uploading episodes of current television shows and movies 

on its website, to be watched with limited commercial breaks. Hulu’s mission is to “help people find and 

enjoy the world’s premium video when, where, and how they want it.” (Hulu Fact Sheet). In December 

2009, US internet users watched over one billion videos on Hulu.com, second only to Google sites 

(Lipsman). In June 2010, the company announced the launch of ‘Hulu Plus’, a premium service offering 

consumers more content and higher quality in exchange for a monthly subscription fee. 

 

 1) Nr. 1 Need – An effective Website (www.hulu.com) 

 

As a company selling its internet service, an effective website is absolutely crucial for Hulu’s success. 

According to the PR Style Guide, the homepage of a website needs to grasp and hold the attention of 

visitors, informing them about the organization and persuading them to continue browsing on the site 

(Diggs-Brown, 192-193). While Hulu.com certainly grabs audience attention by showcasing popular 

videos, it offers no general introduction; instead, users are left wondering about the exact purpose of the 

company. Furthermore, websites should be updated continuously and rely on efficient technology (Diggs-

Brown, 194-195). Hulu.com achieves these guidelines with ease, offering new videos on its front page 

and generally streaming videos in good quality and without long loading times. Successful websites also 

offer effective organization, relying on a simple navigation through which information is found easily 

(Diggs-Brown, 196-197). They rely on visuals more than copy, as the average person reads online content 

up to 50% slower than print documents (Guth, 318). Accordingly, Hulu’s reliance on pictures instead of 

long sections of copy increases the website’s effectiveness. The navigation is generally kept simple; 

however, important information such as a company overview or contact information is offered only in 

small print at the bottom of each page and is therefore difficult to find. 

  

 2) Informing the Media – The Press Release 

 

Press releases are an important tool for getting media attention. Because media outlets receive an 

abundance of press releases each day, this communication piece needs to contain generally newsworthy 

information and be written in a clear and concise style (Diggs-Brown, 131). The press release analyzed, 

announcing Hulu’s launch of its premium service ‘Hulu Plus’, is certainly newsworthy: it announces a 

new service to its audience and the media. However, some of its sentences are very long and tedious to 

read. For example, the first two sentences extend over almost six lines, too long to provide for a smooth 

reading. At the same time, different sections of the document are separated by subheadings, which allow 

the reader to skim over the piece, and a boilerplate at the end provides information of the company. Still, 

some formatting issues remain. For example, the document itself provides no clear information that it is a 

news release. Also, contact information is listed at the end of the document and not at the beginning as 

guidelines suggest it should (Diggs-Brown, 86). As ‘Hulu Plus’ was launched on the same day as the 

news release, the criteria of timeliness is certainly achieved (Diggs-Brown, 132) 



 

 3) Background Knowledge – The Company Fact Sheet 

 

In its online media kit, Hulu offers a fact sheet which provides a company overview as well as the 

mission, history, and leadership of the company. It does follow general guidelines for fact sheets, which 

call for basic information about the organization such as such as location, contact information, and a 

description of what the company does (Diggs-Brown, 70). However, the information is given mainly in 

paragraph form, and the content is more background-oriented than a fact sheet should be. As such, the 

document can best be described as a kind of hybrid between a fact sheet and backgrounder, which is 

described as a more in-depth version of the history, mission, goals, and purpose of an organization 

(Diggs-Brown, 72). Indeed, Hulu’s fact sheet lists its mission, and goes into detail in describing the user 

experience on www.hulu.com. At the same time, no document exists that would provide an in-depth 

company history. Thus, the fact sheet is only partially effective because it is not concise enough for a 

quick overview but not detailed enough for a more comprehensive understanding of the company. 

 

 4) Getting in Touch with Consumers – The Company Blog (blog.hulu.com) 

 

At http://blog.hulu.com, Hulu attempts a more personal approach to its audience than its official website. 

The blog posts are a mix between personal opinions, interviews, and outlets to promote new services 

(such as the above-mentioned Hulu Plus). Blogs are meant to encourage reader participation through 

comments, creating a social experience online (Guth, 268). But so far, Hulu has largely failed in creating 

such participation. Since the beginning of August 2010, no blog post has had more than one comment, 

and the majority has none. Additionally, as mentioned above, audiences read online content up to 50% 

slower than print documents, and copy should be supplanted by effective visuals as well as links to other 

sites (Guth, 318). The authors of Hulu’s blog offer a related video to each blog post, increasing its visual 

appeal. Furthermore, links are provided for each topic as well as for the company’s twitter page, general 

information, and an extensive blog archive. However, the posts are often exceptionally long, and thus 

don’t encourage the audience to skim through them. Furthermore, some of the posts sound almost like 

press releases, especially when praising a new service. Therefore, blog.hulu.com needs to increase 

audience participation and decrease content clutter in order to become effective. 

 

 5) The Importance of Social Media – Twitter (www.twitter.com/hulu) 

 

In the recent past, twitter has become a major public relations outlet for many companies. For best use of 

a twitter account, companies should take care that their updates stay focused on a key message (Fletcher 

Jones). Hulu follows this guideline, as almost every update promotes a new video or show, together with 

a related link to its website. Furthermore, professionals suggest that for optimal effectiveness, updates 

should be provided more than one hour apart, but a few times a day to maintain a brand presence among 

followers (Fletcher Jones). Once again, Hulu generally adheres to this suggestion, ensuring that customers 

get regular updates but don’t get flooded with messages. Also, even when responding to consumers, 

companies should always anchor responses with context (Fletcher Jones). Since Hulu’s tweets to 

consumers are rarely one-word answers and information to related content on the website is always 

provided, this guideline is also followed. Finally, the company maintains a separate twitter account for 

customer support at @hulu_support in order to keep it apart from its content updates. Thus, Hulu 

effectively uses twitter as a communications outlet in order to keep in touch with its consumer base. 


