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WEDDING

ENGAGEMENT

Godush 
Johns

Alexis Christine Godu-
sh and Kyle Gordon 
Johns were married Aug. 
15, 2015, at Zion United 
Church of Christ in Baro-
da. The Rev. Chris Noffke 
officiated. 

Parents of the bride are 
John and Jacquie Godush 
of Stevensville. The 
groom is the son of Mach-
ael and Andrea Johns of 
St. Joseph. 

Natalie Amicarelli was 
maid of honor. Brides-
maids were Angela Go-
dush, Ashley Dib, Heidi 
Skalecki and Mandi 
Johns.

Flower girl was Stella 
Milovich. Landon Johns 
and Cameron Johns were 
ring bearers. 

Jason Johns was best 
man. Groomsmen were 
Alan Segrave, John Go-
dush, Tim Grau and 
Chad Austin.

Ushers were Dustin 
Frenchko and Zebulin 
Timberman.

A reception was held at 
Villa Santaniello in Ste-
vensville. After a wedding 
trip to Punta Cana, Do-
minican Republic,  they 
are living in St. Joseph.   

The bride graduated 
from Lakeshore High 
School and Grand Valley 
State University with a 
B.S. in health professions 
with a minor in manage-
ment. She is an admis-
sions specialist at Lake 
Michigan College.

The groom graduated 
from St. Joseph High 
School. He attended 
Western Michigan Uni-
versity. He is an HVAC 
service technician at D.A. 
Dodd.

Ortiz 
Camp

Wendeline Ortiz and 
Joe Camp are planning a 
May 29, 2016, wedding. 

Oritz,  the  daughter 
of Neftaly and Nancy Or-
tiz of Rockwall, Texas, 
graduated from ICOL-
VEN in Medellin, Colom-
bia and then earned 
her degree as an electrical 
engineer from Andrews 
University, followed by a 
master’s in engineering 
management. She is the 
senior category manager 
for bakeware, cutlery and 
tools and gadgets with the 
KitchenAid brand.

Her fiancé, the son of 
Tom and JoAnn Camp of 
Coloma, graduated from 
Coloma High School. He 
graduated from Western 
Michigan University with 
a bachelor’s degree in 
physical education. He is 
pursuing his master’s de-
gree  at the University of 
Texas in Dallas.  He is  a 
market manager in the 
Dallas area, working for 
Whirlpool.

boxes, the Amazon Fire TV and 
Amazon Fire TV Stick (although 
it’s also available on Roku, XBox 
One, PS4, internet-enabled TVs 
and Blu-ray players and a myri-
ad other devices).

Like Netflix and Hulu, Amazon 
has its own set of original 
series led by Golden Globe 
winners “Transparent” and 
“Mozart in the Jungle,” as well 
as “The Man in the High Cas-
tle” and “Hand of God.” It also 
offers a wide mix of free TV 
and movies, as well as paid 
options for current-season TV 
(typically $1.99 an episode) 
and new release movies 
($3.99-$4.99).

Amazon Prime has recently 
announced a number of ad-on 
service options, including both 
Showtime and Starz, among 
others.

As far as cost, a subscription 

to Amazon Prime will run $99 a 
year, but there are extra perks. 
The biggest is that that mem-
bership includes free two-day 
shipping on anything pur-
chased through amazon.com. 
If you ship a lot of packages for 
holidays and birthdays, the 
service practically pays for 
itself.

It’s not an overstatement to 
say YouTube, a free, user-gen-
erated video-blogging site, has 
changed the online landscape 
forever.

It lets anyone, however well 
known they are (or not), what-
ever the quality of their content 
and wherever they hail from, to 
upload their weird and won-
derful videos for anyone 
around the world to watch at 
their convenience.

The service isn’t just dedicat-

ed to cat videos either. It also 
has a section where you can 
watch TV clips from shows like 
“Last Week Tonight” with John 
Oliver and “The Tonight Show 
Starring Jimmy Fallon,” as well 
as a variety of films and live TV 
events.

Although it’s at a disadvan-
tage in terms of the amount of 
relevant content it can offer 
through these channels, You-
Tube’s strength is that its users 
upload a staggering eight 
years’ worth of content every 
day. Chances are there is 
something there worth watch-
ing.

Launched in February 2015, 
Sling TV is different than the 
other streaming giants, filling a 
gap by offering access to live 
TV programs.

Although it uses Dish to 
stream a slimmed down lineup 
of favorite channels, unlike tra-
ditional cable or satellite, 
there’s no contracts, no equip-
ment and no costly bill at the 
end of the month. So for many 
reluctant cord-cutters, Sling TV 
has been the cure-all for being 
everything cable is not. It’s 
affordable. It’s no-obligation. 
And there are absolutely zero 
sales reps trying to stop you 
from cancelling your contract.

Sling TV’s Best of Live TV 
package features 21 channels, 
including ESPN, ESPN2, AMC, 
HGTV, TNT, A&E, History and 
others, for $20 a month. That 
means you can watch shows 
such as “The Walking Dead” 
and “American Pickers” as 
well as “SportsCenter” and live 
sports.

The service recently 
announced it will be adding 
ESPN3 to that lineup this year 
for no additional cost. If that’s 
still not enough sports, there’s 

a sports add-on package for 
$5 more that features nine 
more channels, including 
ESPNU, ESPNews and the SEC 
Network.

There are other $5 add-on 
packages, too, targeting chil-
dren’s programming (Disney 
XD, Disney Junior, et al), movie 
lovers (three EPIX channels, 
Sundance TV and Turner Clas-
sic Movies), and lifestyles 
(Cooking Channel, DIY, Tru TV, 
FYI, We TV and LMN) as well as 
three different Spanish lan-
guage options.

Viewers can also add HBO for 
$15 a month with both live and 
on-demand content.

Sling TV has experi-
enced some growing pains 
with intermittent service for big 
events such as “The Walking 
Dead” premiere, but it seems 
to have – at least for now – 
solved them.

— Jeremy D. Bonfiglio,  
HP Features Writer
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TV have more options than 
ever before. In addition to 
Smart TVs, devices from 
Roku, Google, Apple and 
Amazon, which bring 
broadband Internet con-
nection to the TV, have be-
come more and more popu-
lar.

Roku devices are the 
most used among U.S. 
broadband homes that own 
at least one such product, 
with 37 percent, followed 
by Chromecast (19), Apple 
TV (17) and Amazon Fire 
TV (14), according to Parks 
Associates. Those at Roku, 
which came out with the 
first stand-alone streaming 
player in 2008, say the in-
crease they’ve seen in 
streaming over the past 
year is staggering.

“We’ve seen growth in a 
couple different ways,” says 
Lloyd Klarke, Roku’s direc-
tor of product. “Right now 
our active accounts, people 
who have streamed in the 
past 30 days, are more than 
9 million now. That is over 
50 percent growth from the 
previous year. But a better 
measurement that we think 
measures success is in 
streaming hours, which is a 
really good way to see if  
someone is using the prod-
uct. In 2015, our customers 
streamed close to 60 hours 
per month. Last year, it was 
around 50 hours per month. 
When you add it all togeth-
er, for the 12 months of 
2015 our customers 
streamed 5.5 billion hours, 
which is a 73 percent in-
crease over 2014. It’s phe-
nomenal. To me, it means 
more and more of people’s 
entertainment time is spent 
streaming.”

So not only are more peo-
ple streaming, but people 
who are streaming are 
streaming more. Nielsen’s 
latest report on the video 
streaming market, found 
that more than 40 percent 
of U.S. homes had a sub-
scription-based video on 
demand service as of No-
vember, and 13 percent sub-
scribed to more than one. 
On top of that list is Netflix 
($8.99 a month), Amazon 
Prime ($99 a year) and 
Hulu ($7.99 a month, or 
$11.99 for commercial free 
option).

Netflix now has more 
than 70 million subscribers 
in nearly 200 countries, and 
has been ramping up pro-
duction of shows that will 
be exclusive to the service. It 
plans to make 600 hours of 
original programming in 
fiscal 2016. That puts it on 
par with what a broadcast 
TV network airs in prime 
time. Netflix’s slate includes 
new seasons of “House of 
Cards” and “Grace and 
Frankie” and the debut of 
“Fuller House,” a remake 
of the hit 1980s sitcom.

“Original content is 
huge,” Sappington says. 
“There’s no other way to 
say it. Exclusive content is 
what made HBO what it is 
today for cable, and it’s 
making and defining the 
business now at Netflix. 
More money is coming in 
and more companies are 
producing content trying to 
gain that edge over compet-
itors. Over time, I think a 
lot of the old content will 
be similar among the differ-
ent services. It will be exclu-
sive access to originally cre-

ated content that’s going to 
be the difference between 
winners and losers for on-
line video space.”

Media companies  
reply with new services

Media companies have 
responded to Netflix and 
changes in consumer be-
havior by launching their 
own streaming services. 
NBCUniversal recently un-
veiled a $3.99-a-month 
comedy outlet called SeeSo, 
CBS has CBS All Access, 
and premium channels 
Showtime and HBO have 
direct-to-consumer offer-
ings.

Studios also are selling 
more shows to Amazon.
com and building Hulu into 
a more vibrant competitor 
to Netflix (Hulu is owned 
by Disney, NBCUniversal 
and 21st Century Fox). 
Hulu last year nabbed 
streaming rights to the en-
tire “Seinfeld” library, as 
well as licensing deals with 
AMC, Discovery, Turner 
Broadcasting and FX Net-
works. Epix began steering 
its movies to Hulu last sum-
mer when its pact with Net-
flix expired.

Marc DeBevoise, execu-
tive vice president and gen-
eral manager of CBS Digi-
tal Media, says subscribers 
to CBS All Access ($5.99 a 
month) actually watch 
more CBS content than tra-
ditional CBS viewers.

“We’re seeing great adop-
tion of CBS All Access,” he 
says in an email interview. 
“For example, subscribers 
are watching two times the 
amount of content on digi-
tal platforms compared to 
non-subscribers. ... We’ve 
got our first original series, 
an all-new ‘Star Trek,’ com-
ing in 2017, and we are ex-
panding the service to even 
more connected devices 
soon.”

What makes CBS All Ac-
cess different is that it al-
lows subscribers to watch 
both the live local CBS af-
filiate as well as national 
on-demand content. The 
live, local portion of the 
service is currently available 
in 125 markets, reaching 80 
percent of the U.S. popula-
tion, including here in 
Southwest Michigan.

Dish Network was the 
first to offer a live streaming 
alternative last year with 

Sling TV, which includes 
more than 20 channels, in-
cluding ESPN, ESPN2, 
AMC, A&E, TNT and His-
tory, for $20 a month. Sling 
TV recently announced it 
will be adding ESPN3 to 
that lineup later this year.

“We saw a gap in what 
was being offered to con-
sumers and an opportunity 
to reach those who love TV, 
but do not subscribe to tra-
ditional pay-TV, because 
that model does not meet 
their needs,” Ben Weinberg-
er, Sling TV’s chief product 
officer, says in an email in-
terview. “When we launched 
Sling TV in February 2015, 
we had 12 live channels and 
supported only a handful 
of devices. Our domestic 
service now boasts more 
than 65 live channels, more 
than 10,000 hours of on-
demand entertainment, 
nine optional extras start-
ing at $5 more per month, 
including HBO and 12 de-
vice platforms.”

“Sling TV is a unique ap-
proach, and because it’s a 
unique approach it has a 
real opportunity to make 
some noise,” Sappington 
says. “This is the first online 
service that brought afford-
able linear television with 
popular channels to the 
U.S. market. It’s kicked off  
the popularity of this idea 
of skinny bundles. Now ev-
eryone is talking about 
skinny bundles. And the 
success of CBS All Access 
has shown two things. It’s 
shown that live TV is still 
important and that content 
is incredibly valuable. CBS 
was a real holdout with 
Hulu and other places. Now 
they’re really leveraging 
that to gain subscribers.”

What CBS All Access 
lacks is one of CBS’ most 
popular attractions – NFL 
football – because the net-
work has not secured the 
rights to stream the league’s 
games. In fact, live sports 
has often been a sticking 
point for those not willing 

to drop cable, but that also 
seems to be evolving as well.

“I think the industry has 
already made that move,” 
Klarke says. “CBS Sports is 
going to stream the Super 
Bowl this year. This is the 
first time you don’t have to 
say you’re a cable subscriber 
or anything. You can just 
go on the channel and 
watch it. I think that is a 
major shift. MLB, NBA, 
NHL, MLS, all have sub-
scriptions. ESPN is part of 
Sling. There’s NFL Sunday 
Ticket. Aside from local 
sports, it’s pretty easy to 
find channels to get you 
those sports.”

Watch what you want 
when you want it

This new digital frontier 
also has given rise to a 
bounty of specialty chan-
nels. The field is getting 
more crowded with new en-
trants serving up niche pro-
gramming including wres-
tling, Japanese anime and 
South Korean soap operas. 
In fact, the sheer number of 
options can be overwhelm-
ing for many consumers 
who are used to making one 
payment for their TV ser-
vice. But Borter thinks that 
is short-sighted.

“Yes, when I want to 
watch something I have to 
be resourceful,” he says. 
“But I don’t need to be lazy 
and complacent and send a 
poorly run business a lot of 
money. I need to be re-
sourceful and self-sufficient 
and go find what I want and 
that’s what we do now. We’ll 
binge-watch a series. I 
binge-watched ‘Orange is 
the New Black’ and ‘Sons 
of Anarchy’ and ‘Breaking 
Bad.’ It’s great. In the past, 
maybe I would catch this or 
watch that. But now I get to 
choose when to watch it. It’s 
a much better relationship. 
I never shout at my televi-
sion now.”

“The ability to find some-
thing interesting and find it 

quickly is a big issue,” Sap-
pington says. “The reason 
Netflix became as popular 
as it did is because it’s easy 
to find something to watch 
quickly even with a massive 
library of content. What we 
are starting to see now are 
these universal interfaces 
where consumers can either 
search across multiple ser-
vices or they can even get 
recommendations across 
different services. You can 
go to one spot and search 
across Netflix and Hulu 
and Crunchyroll, or what-
ever, and see if  the content 
you want to watch is there 
or not. That’s a big issue 
that we will continue to see 
evolve this year.”

Roku, for example, un-
veiled its own universal 
search last year.

“Because there’s so much 
you can watch on the Roku 
platform, universal search 
helps whether you’re look-
ing for a specific title or a 
specific show or if  you’re 
interested in browsing by 
director or actor or actress,” 
Klarke says. “Streaming 
has changed the way people 
watch TV because they have 
become their own program-
mers. Even the word televi-
sion has changed. When my 
kids talk about TV they 
don’t talk about it the way I 
used to. It’s not what am I 
watching on TV, it’s what 
are you streaming now. I 
used to make appointments 
for Thursday night at 8 p.m. 
to watch ‘Cheers,’ Saturday 
night was ‘Fantasy Island.’ 
You had to know what was 
on at certain times. Now, 
TV is what you want to 
watch whenever you want 
to watch it. That’s what 
streaming has done.”

Which particularly helps 
when you have a 2-year-old 
daughter with her own idea 
of when bedtime should be.

“That’s the best part for 
us,” Cook says. “After she 
goes to sleep we can sit 
down and decide what to 
watch on our own schedule. 
Right now we’re watching a 
show called ‘Halt and Catch 
Fire’ (AMC) on Netflix. 
That’s a fun one. I’m a pro-
grammer so anything tech 
or computer based I’m go-
ing to watch. My guilty 
pleasure right now is ‘The 
Flash.’ It’s horrible writing, 
but I love it.”

Contact: jbonfiglio@TheHP.com, 932-
0364, Twitter: @HPBonfiglio
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VISIT US ONLINE 
AT WWW. 
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As more people opt for streaming services instead of pay-TV subscriptions, big media companies are eyeing ways to tap into the 
large and potentially lucrative market.

Yes, when I want to watch something I have to 
be resourceful. But I don’t need to be lazy and 
complacent and send a poorly run business a 
lot of money. I need to be resourceful and 
self-sufficient and go find what I want and 
that’s what we do now.

JOHNNY BORTER
Three Oaks resident


