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Good Eats: The Return: Discovery Plus;

! LEAD-IN

By Jon Lafayette
jon.lafayette@futurenet.com
@ijlafayette

9

fter COVID-19
pushedlastyear’s
negotiationsinto
September, the 2021
upfront television
market reflects the
new normal of the media world.

There isan eroding supply of broadcast
and cable ratings points and a post-quaran-
tine economy that’s heating up. Both
| trendspoint to higher pricesand moread
dollars flowing to digital video, trends that
have been accelerating foryears.
| Likelast year, the networks’ elaborate
| upfront presentations will be held via
Zoom instead of in venues like Carnegie
Hall or Radio City Music Hall.

Matt Sweeney, chief investment officer

4 Broadcastingcable.com

‘More Digital Dollars

Media companies add streaming services to the mix
as advertisers see reach

| atGroupM, said thatin last year'supfront

there was a spirit of empathy that got
people to work together toget through a
difficult time. Thisyear, he’sconcerned
about “the accelerated degradationin
traditional ratings” that will make it more
difficult for clients to reach consumersvia
television.

If the dwindling supply of ratings points
sendsprices up, “Ithink there’sa pointat
which the value of aunit oranimpression
getsbeyond being an effective investment
vehicle,” hewarned.

“What it doesisit forces marketersand
their media agentsto find those audiences
beyond just traditional TV,” Sweeney said.

Thebig media companies know that,
and instead of competing with streaming
asitgrows, they’veboughtorbuilt their
own streaming services, like Disney’s
Hulu, Comcast’s Peacock, Fox's Tubiand
ViacomCBS’s Pluto TV and Paramount

pfront’s New Normal:
igher Ad Prices,

Discovery and
other traditional
TV companies

are seeking ad
opportunities

on streaming
platforms, such
as Discovery Plus,
home to Alton

Brown's Good Eats:

The Return.

Plus (see related story, page 16).

“We're really excited about all of those
platforms,” Sweeney said, adding, “We're
watching very closely tosee what the
consumer uptake is with those services. At
some point, how many istoo many.”

When the smoke cleared for last year’s
upfront, commercial time worth $18.6
billion was bought, including $8.7 billion
on thebroadcast networksand $9.9billion
on cable networks, according to Media
Dynamics.

Thetotal wasdown 14.8% from the
2019-20 upfronts, but down 2% when the
upfront buys canceled because of the
pandemicare taken intoaccount.

John Nitti, chief media officerat
Verizon Communications, a big advertis-
er, said double-digit price increases will
lead to money moving where there’s
better returns.

“If money is going to move, money is
going tomove,” Nitti, a formeragency
mediabuyer, said. “Marketers have
become more and more comfortable with
digital streaming platforms. If we continue
to see the degradation of linear ratings but
growth within digital platforms, I think
you'll see the mergerof the upfrontand
NewFrontsintoonetime frame.”

Nitti wants the flexibility that wasa
hallmark of the 2020 upfront to continue
into2021.

“Why should you not beable to make
optimizationsand changes?” heasked. “As
aretailerat heart, we need tobe looking at
our numbersdaily. We need todrivethose
optimizations and have flexibility, so that
will continue to persist.”

In some cases, he noted, traditional
media vendors were actually able to switch
schedules faster than their digital
counterparts.

Planting a Flag in Streaming

Media companies will be offering their
own streaming services asaway torestore
their reach and expand the inventory they
havetoofferin the upfront.

Fox, for example, will be including its
Tubi ad-supported streaming service
(AVOD) duringitsentertainment
programming upfront presentation,

Muttichannel.com
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president of ad sales Marianne
Gambelli said.

Gambellianticipatesa strong upfront
market after several good quartersin the
scatter market.

With sports back and production of
scripted shows back in gear, Gambelli
hopes ratings will make acomeback. “But I
think demand will probably outstrip that
supply tosomedegree,” she said.

That could mean higher prices.

“But then, there’san explosion in AVOD
[ad-supported video-on-demand],” she
said. “I thinkalot of money will gothere.
We're really excited about that space, so |
think there will be ways to manage
throughit. Like there alwaysis.”

Another way toincrease the supply of
broadcast inventory istoinclude older
viewers, instead of buying and selling
based on the18-49 and 25-54 demograph-
ics. Anumber of programmers, including
A+E Networks, have proposed switching
toadults18-plusas the new television
currency.

“It hasto happen,” Gambellisaid. “When
you're buying broadcast, why wouldn’t you
just count the entireaudience, then do your
narrowcastingindigital?”

Increasingly advertisersare buying
based on targets other than age and sex,
suchaspeople likely to buy cars. “It hasto
evolve, shesaid. “That’s where we really
unlock thevalueof broadcast.”

Whiletraditional linear supply is tight,
digital supply may be as well, warned Jon
Steinlauf, chief U.S. advertising sales
officerat Discovery.

Scatter a Leading Indicator

“The strongest indicator of how this
market isgoing to go hasbeen the strength
of second-quarter scatter,” Steinlaufsaid.
“Thescatter market for us hasbeen
sizzling hot in second quarter, even better
than first quarter.”

Duringits first-quarter earnings call,
Discovery said it was seeing pricesin
scatter that were 50% higher than
upfront.

“Peopleare talking a lot about
supply being tight,” Steinlauf
said. “It'sclearly tight in linear

Multichannel.com

Above: The CW last

year gave buyers
a heads up on the
delayed launch

| of new series like

Superman & Lois.
Below: Fox ad sales
chief Marianne
Gambelii hopes for
a post-pandemic
ratings comeback.

and there are questionsabout how tight it
isgoing to bein nonlinear. I'm of the camp
that thinks nonlinearisgoing to be tighter
than people think.”

Inventory will be tight because the
streaming servicesare newand just
ramping up in termsofadding subscrib-
ers. Theonesthat takeadsatallare
running aslittle as four minutes of
commercials per hour, afraction of the
load on broadcast and cable.

Thedigital and streaming inventory
will beimportant thisyear because
advertisersare looking to make up for the
reach they’re losing in traditional
broadcast and cable.

Discovery has built a $500-million-a-
yeardigital business with its Go apps
and this year added the Discovery Plus
streaming service to the mix. Advertis-
erscanreach cord-cutters with the
digital product.

“They’re all on a mission for reach,”
Steinlaufsaid. “If we wanted to sell out
Discovery Pluson the first day of the
upfront, we probably could,” he said.
“We're not going to because there’s too
many other more lucrative markets for it
down theroad,” including programmatic
markets where CPMsare ata premium.

Steinlaufrecalled that a year ago, there

was talk about moving the upfront tothe
endoftheyearand switchingtoa
calendarthat startsin January versus
thebroadcast year, which startsin

October.

Allthattalk hasgone by the
wayside as categories largely shut
down by the pandemic— travel,

| restaurants, movie studios, nonessential

retail —are coming back to the ad market.

Underdelivery Concerns

With traditional ratings down, media
buyers and advertisers have complained
about underdelivery. Theshowsthey
bought commercialsinlast upfront didn’t
get theaudiences they were promised, if
they ranatall, as production delayed the
start of many scripted series.

The CW told advertisersthat itsscripted
showswouldn’t premiere until the first
quarter, said executive VP national sales
Rob Tuck, and provided audience
estimates based on thealternative
schedule. “We got through the fourth
quarterin great shape; our clientscame
outifitingreat shape,” Tuck said.

Later on, The CW launched its scripted
shows, including Superman & Lois,
Walker and Kung Fu. As part of its
upfront, The CW is providing each client
with anindividual report card that
shows how the CW delivered on their
2020-21upfront deals.

“We've heard the clients screaming
about how the linear networks took their
money, didn’tdeliverand didn’t care,”
Tuck said. “Wetook their money, we did
careand wedelivered on our promises.

“Wereally try,” hesaid. “We’re thelittle

| guys. Ourservice hastobegood. If we're

causing a problem, it’stoo easy toget rid of
us. Itjustis.”

Thatapproach meant The CW had
inventory tosellin scatter instead of
having togiveit to clientsas make-goods.

| TheCW feasted on high pricesin scatter
| andshould beable to take advantage ofa

strong upfrontaswell.

“I'think there’sa lot of pent-up
demand,” Tuck said. That will fuel
business, the economy and the ad market.

“There will be greaterdemand thana
yearago,” hesaid.

“DoIthink more money will shift to
digital? Sure, because the agenciesand
clients always follow where the audience

| goes,” Tuck added. “Thegreat thing about

usiswe'reon all these platforms. We were
the first network to be multiplatform, so

| weplayinthatworld.” @

Broadcastingcable.com
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Bellator's Scott Coker

1

Looks to Strike a Blow
With Showtime Deal

MMA promotion plans for pay-per-view caliber
fights on premium net

By R. Thomas Umstead
thomas.umstead@futurenet.com
@rtumstead30

ellator MMA isbetting
that its new Showtime
television deal willgiveita
fighting chance at drawing
in combat sportsfans.

The13-year-old Bellator
—after working through several TV deals
over the past decade with distributorssuch
asas Spike TV (now Paramount Network),
DAZN and CBS Sports Network — has
secured a multiyear deal with Showtime
that calls for at least two live monthly fight
cardstoairon the premium channel.

Under the tutelage of president Scott
Coker, ViacomCBS-owned Bellator has
solidified its position as the second-largest
mixed martial arts promotion behind UFC.
Theorganization launched its Showtime
deal last month with three consecutive
weeks of live telecasts featuring such
popular fighters as Patricio “Pitbull” Freire,
Ryan Baderand Lyoto Machida.

Coker spoke with B+C/Multichannel
News about Bellator’s TV prospects, as well
as how it worked through the pandemic.
Healso looked ahead at the future of
televised sportsduring the interview,
which was edited for space and clarity.

B+C: How big is the Showtime

deal, especially coming out of the
pandemic?

Scott Coker: We're really excited to havea
home. It’sbeen like a family reunion —1I

Muitichannel.com

| offered free on Showtime.

started my MMA careeron TV at Show-
timebackin2007. It'shbeen agood tripback
down memory lane, but now we’re coming
inwith probably the greatest rosterin the
history of the company. There’salot of

great thingshappening for us. ‘

B+C: What does Showtime bring

that's different from other networks? | President Scott
SC:When I think about Showtime, Ithink | Coker (top) kept

of premium networks, and I think of all | Bellator MMA
thegreat fights we've watched over the | moving through
years, whether it was fromthe Mike Tyson | the pandemic,

eraof the '80s to Floyd Mayweather. including holding
Showtimealso had Strikeforce,the MMA | Bellator 252, pitting |
company that [usedtoownbeforeIsoldto | Patricio “Pitbull”

the UFC. Showtimebringscontinuityand | Friere against
consistency of our product toour fans,and | Pedro Carvalho, ‘
that'sgoing to providea good piece of inabubbleatthe |
business for us. Fans know that twicea Mohegan Sun \
month, they'll beable to come to Show- casino. \

time and watch Bellator MMA. We’re not
asking subscriberstoaddanother$69to |
$89to theircable bill to watch our product.
Forthefans, it’sagreat value.

B+C:Is there potential for pay-per-
view events?

SC: We talked about that, butrightnow |
the philosophy isto putall of our quality |
fights on Showtime. Subscribersto
Showtime are not only getting
40-something [boxingand MMA]
fightsayear, butalsothe
entertainment shows that the
network is noted for. Those
big fights that should beon
pay-per-view are going tobe

B+C: How were you able to navigate
through the pandemic last year to
bring Bellator to this point?

SC: Wedecided to come back last

July when we felt it was safe. We got
signoff from our corporate owner
Viacom to create a bubble at [Connecti-
cut’s] Mohegan Sun and to make sure
that we were under the strictest
guidelines possible. I think we accom-
plished that. I think after almost 12,000
tests now at the Mohegan Sun we've had
a0.05% positivity rate, which includes
the officials, the fighters, the staffand

| the TV production staff. It wasa

different experience for everyone,
including me.

Now I think people can see the light at
the end of the tunnel. We'regoingto
continue with this protocol until Viacom
says we can make some changes: start
opening up and traveling and doing
flights in different arenas and buildings.
Welooked forward to it, but until they
giveusagreen light, we're going to stay
inside and operate inside this bubble.

B+C: Do you think the interruptions
experienced during the pandemic

; have enhanced viewer interest for

live sports, particularly now as fans
begin to return to arenas?
SC: Thereason why sports license fees
are through the roof is because it’s live
and people can consume it whenit’s
happening. I can’t wait togobacktoa
baseball game. I'm a big [Golden State]
Warriors fan — I can’t wait to see them
play. People are going to continue to sit at
home and watch these events however
they consume them because people love
sports. When they get the green light to
start going back to venues, I thinkit’s
just going to heighten the
electricity of sports events.
Thisis howimportant sports
istoour culture: when we can
all finally walkintoa
baseball stadium ora fight
is packed to the rafters,
that’s when I know that
things have turned the
cornerand thingsare OK.®

Broadcastingcable.com 7
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By Michael Malone
michael.malone@futurenet.com
@BCMikeMalone

hereisn’t much to
celebrate on broadcast
TV these days, with
one-time ratings
magnetssuch asthe
Oscarsdrawinga
fraction of the crowd they used to. Dick
Wolfdramas, on the other hand, continue
to win over sizable audiences. Wolf, the
brain behind the multiple-show Law &
Order, Chicago and FBI brands, has for
decadesdelivered compelling storytell-
ing, with just the right mix of character

development and plot, to keep viewers
tuningin.

Current Wolf series have more than
1,000 episodes on theair. The shows have

10 Broadcastingcable.com

forever shone a spotlight on law enforce-
ment and how cops corral the bad guys.
George Floyd’s death a year ago, and with
Black Lives Matter taking off after that,
has compelled many Americans to
rethink the way they view police.

Wolf Entertainment hasdoneitsown
soul-searching. An abundance of panel
discussions,discussions in the writers’
rooms, consultants and loads of research
have pushed the Wolf team to fully grasp
allsides of this vital issue. “The people
inside the company, the showrunners,

| the producers, we spend a lot of time

talking about police behavior, probably
more time than any other non-law
enforcement group of peoplein the
country, becauseit’s what we do every

day,” Wolfsaid at a press event for Law &

Order: Organized Crime. “We’re doing
what we always do, which islisten very
carefully andread virtually everything

The Dick Wolf
universe, with such
franchises as Law &
Order, the Chicago
procedurals and
FBI, continues to
draw ratings in a
time of declining
broadcast TV

| audiences.

e 2

written about this, from both sides of the
spectrum.”

Rick Eid, executive producer and
showrunner on Chicago P.D. and FBI, told
B+C/Multichannel News the series “try to
be honest to the moment and the time.
Obviously police reform isareally
importantissue right now that weare

| taking very seriously.”

Wolf promised his cop dramas will
reflect modern Americainathoughtful
manner. “The showswill speak for
themselves,” he said.

| Broadcast Bedrock

There are many of them. Tuesdayson
CBS, seasonthree of FBlisonat9p.m.and
season two of FBI: Most Wanted ison at 10.
On Wednesdays, NBC has season six of
Chicago Med at 8 p.m., season nine of
Chicago Fireat9p.m. and season eight of
Chicago P.D. at10.

Multichannel.com




Law & Order: SVU s in season
22 on NBC (the network signed
on for three more seasons last year) and
Law & Order: Organized Crime premiered
to boffo ratings April 1, with viewers
keen to see the reunion of Detectives
Olivia Benson (played by Mariska
Hargitay) and Elliot Stabler (played by
Christopher Meloni), longtime partners
on SVU until Meloni departed in 2011.

Detective Stabler gets hiscloseupon
Organized Crime after his wife is mur-
dered. “Thisisashow that will spend time
with Stabler and his family and his lifeand
hisemotions,” said Ilene Chaiken,
Organized Crime executive producerand
showrunner, at the press event. “We tell
stories. We tell procedural stories. The
DNA of the Law & Order franchise or SVU is
very much in our show, but we probably
will get to know Stabler in a way you've
never gotten to know him.”

Multichannel.com

Eigenberg (1.) as

Lt. Christopher
Herrmann and
Christian Stolte as
Firefighter Randall
“Mouch” McHolland
in Chicago Fire.

[ Below, David
|

Wolf Entertainment is more than
scripted stuff. Unscripted series, under
the management of Tom Thayer,
include Murder for Hire on Oxygen, as
well as projectson theairand in
development at A&E and Peacock,
among other networks.

The scripted programs have such a
dedicated viewer base that one night in
mid April, NBC got second placein the

COVER STORY

over-

night ratings

with its three Chicago shows — despite
them being in repeats. Whether they’re
first runs or reruns, contemporary
story lines and a deep bench of talent
give the Wolf shows a unique sheen.
Media consultant Bill Carroll men-
tioned “an unbelievable bench of stage
actors playing guest characters that give
acertain depth to the shows.”

“It feels very contemporary, there’sa
strong following for the main characters,
and the quality ofacting —italladdsup
toapositive,” Carroll added.

Yes, WE Can
Asked about the success of his shows,
Wolfshared a message he passed along to

Broadcastingcable.com 11
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network executives. “Yearsago, at
Christmastime, I sent plaques toall the
network heads,” said Wolf. “They said,
‘It’s the writing, stupid.’”

Those who know him well said Wolf
has a unique knack for finding talent,
whetherit’sin the writers’ room, cast or
production wing, and giving them the
space todo their thing. The Wolf series
work because of a crystal clear vision
from the boss and boots on the ground
with the skill, experience and discipline
to execute on that vision.

“Everybody hasa voice,” said Peter
Jankowski, Wolf Entertainment chief
operating officer and executive
producer on the Law & Order, FBIand
Chicago brands.

Eid noted Wolf’s “amazing eye” for
talent. “Hisvisioniswhat weall try to
follow,” said Eid. “It’s a very specific
vision, not only for the show, but
ultimately for the entire franchise.”

In 2019, Wolf Films rebranded to Wolf
Entertainment. More recently, team
members began referring to theteamas
WE. It'san abbreviation, but it also sums

12 Broadcastingcable.com

)
|
|

| upthe Wolf Entertainment mindset. True ;

teamwork “sets usapart from other
television production companies,” said
Jankowski.

A foreboding mantra guides the WE
team. “Work like you can be canceled
tomorrow,” Jankowski shared. “That’s
what happensin television.”

The common ground between the
Wolf series is pretty simple, according to
Eid: intriguing storytelling. “That’s
what we strive for each and every episode
— credible, grounded, honest story-

Marina Squerciati
(1.) as Kim Burgess
and LaRoyce
Hawkins as Kevin
Atwater in Chicago
PD

They"ve built an incredible
system that protects each aspect

of filmmaking and they use their

resources wisely.

— Erin Underhill,
president, Universal Television

telling,” Eid said. “Every department
shares their excellence on every episode.
The aggregate effect of that energy and
effort, and having the right peoplein
place, creates shows that are differentiat-
ed from other shows.”

Wolf haslong had an overall deal with
Universal Television. Universal president
Erin Underhill said the Wolf camp goes
about its businessin aunique manner.
“Wolf Entertainment isreally smart
about how they approach production and
post,” she said. “They’vebuiltan
incredible system that protects each
aspect of filmmaking and they use their
resources wisely.”

The team has had to be particularly
wise to shoot amidst the pandemic. They
shot one fewer episode of Organized
Crime due to COVID challenges, Wolf
noted, “but that hasn’t affected the
storytelling atall.”

Janikowski mentioned the “uncom-

| fortableenvironment” actorsand

producers have experienced over the past
year, masking up and staying apart.
“Everyone’s muscles have had tobe
reprogrammed,” he said.

With so many shows, it’sa lot of
muscles to reprogram. But the Wolf series
all came together, as they always have.

The Wolf Entertainment rebrand saw a
renewed focus on digital, including a social
media push and podcasting, such as The
Law and Order: SVU Podcast and scripted
series Hunted.

Wolf’s son Elliot heads up the digital
team. “It’s been amazing to seethe
response from fans while building the
Wolf Entertainment community,” said
Elliot, executive VP of digital. “Wheniit
comestodigital, we wantto be at thetip of
thespearin termsof innovation. All of
oureffortsare geared towards creating a
stronger connection with fans of our
shows and expanding the ways in which
we tell stories.”

Hargitay and Meloni were the guests
on the SVU podcast in late March, just
before their characters reconnected.
Hargitay spoke about the benefits of
sharing a long, intense history with
Meloni on set. “One of the biggest gifts,

Multichannel.com
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Law & Order SVU: Christopher del Sordo/NBC; FBI: Michael Parmelee/CBS Broadcasting

COVER STORY

for me, is thisinnate knowing that Chris
and I can navigate any scene to where it
needsto be,” she said. “We sort of know,
better than anyone, really, what the
scene is because of our history. And
that’s exciting because, if we read
something and it’s not quite right orit’s
more of a rough draft and it has beautiful
shape but it’s not quite nuanced as we
want it to be, or not exactly right
emotionally, we can get there.”

What's Next

On May 3, NBC announced a straight-
to-series order on Law & Order: For the
Defense, alook ata criminal defense firm.
“We spent the last 30 years on shows that
played offense,” Wolf said at the time.
“Now it will be great to play defense.”

Speaking before the announcement,
Underhill said there is always demand
for another Wolf seriesor two. “Know-
ing Dick’sambitions, I'm sure there are
more great shows percolating in his
head,” she said. “He hasa knack for
knowing what people want to see.”

Jankowski sounded a similar note
before For the Defense was divulged.
“With Dick Wolf, there isalways room
for another show,” he said.

Major producers, including Shonda
Rhimes and Ryan Murphy, have shifted
to Netflix after a string of hitson
traditional TV. Wolf hasa projectin
development at Netflix, details of which
his camp would not share. But Wolf
Entertainment digs broadcast and the
relatively hefty audiences a well-
made show can gather, Jankowski
said, and for the large number of
episodes they get to produce.

Intermsof streaming
partners, NBCUniversal's A
Peacockinked adeal last year ¢
for three Law & Order series ‘
and the Chicago trio, while A
IMDb TV ordered the Wolf
police-on-patrol drama On -
Call. ;

“As storytellers and produc-
ers, wedon’t care what platform
itis,” Eid said. “We’re just trying
to make something that’s
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Above, Mariska
Hargitay as
Detective Olivia
Benson in NBC's
Law & Order: Special
Victims Unit. Below,
Zeeko Zaki as Agent
0.A. Zidan (l.) and
Missy Peregrym as
Agent Maggie Bell
in CBS's FBI.

engaging and honest and entertaining.”

The FBI brand has taken off since its
2018 launch. Star Missy Peregrym called
her Maggie character “an everyday
superhero” who wins over viewers with
her peculiar mix of vulnerability,
empathy and toughness.

Three consecutive episodes of FBI:
Most Wanted drew more than 6 million
viewersapiece in March and April.

FBI: International is scheculed to debut
next season. It will follow the elite agents
of the FBI'sinternational division as
they traverse the world to protect
Americans. Derek Haas will be showrun-
ner. “FBlis the fastest-growing brand on
television and our partner Dick Wolfhas
found yet another creative way to
expand itsuniverse,” said Kelly Kahl,
CBS Entertainment president, when the
series was announced in March.

Unstable(r)
Beforeits premiere, Wolfsaid
Organized Crime would get way inside
Elliot Stabler’shead. “These villains
aregoing to be really bad guys, and
they’llgive Chris[Meloni)a
constant source of energy, outrage
and beliefin justice,” said Wolf,
“and adifferent way of pursuing
criminals than we had before.”
Stabler hasalways been
tantalizingly close to snapping, and

\ the murder of his wife has brought

\
|
|
|
|
l
|
l
»

1

him that much closer. “Injustice makes
his head explode,” Melonisaid. “Thisis
Elliot 2.0, and hopefully hisevolution has
aclearunderstanding that the world is
unjust. How you adapt to realities that
keep punching you in the face.”

Organized Crime got off to a blazing
start April 1. That night’s Law & Order:
SVU episode scored a4.3 rating in
viewers 18-49, and 17.1 million total
viewers. The Organized Crime premiere
did a4.7in 18-49, and 18.1 million have
watched. Such ratingsare rare on
broadcast anymore.

Wolftold B+C he was “pleasantly
surprised” by the crossover’s perfor-
mance. “Obviously the two-hour
premiere was a truly special event,” he
said, “with Mariska and Chris getting
back together.”

The second season has 24 episodes
planned. Wolf mentioned three
eight-episode arcs for Organized Crime:
One fashioned after The Godfather, one
after American Gangster and one after
Scarface.

The Wolfshows have long been
described as being ripped from the
headlines, but Wolf suggested there’s
more context toit. “We take the headline
but not the body copy,” he said.

Whetherit’s Chicago, FBI, Law & Order
oranew brand, Wolf Entertainment
shows have a knack for hooking viewers
amoment or two after an episode begins,
and holding them across the hour —
week after week, season after season.
“The audience looks forward to going on
anemotional journey each week and
they come because the shows deliver,”
said Underhill. “Dick is smart about
infusing new life into his shows with
compelling new characters, topical
issuesand dynamic guest stars.”

Jankowski said Wolf understands
television every bit as well as the
network execs he deals with, including
what keeps viewers watching at, say,
Wednesdays at 8in an increasingly
on-demand world. “He has hiseye on the
horizon all the time,” Jankowski said.
“He has such a strategic mind. There’s no
producer in television like him.” ®

Multichannel.com




equipment I "

guide
Slorage &

In 2020, television cemented its role as
the arbiter of the national mood.
Will that mood turn to

hope in 2021?

THE AUT
CLOSED C

oice ™
interacion |
VOICEINTERACTION'S PROPRIETARY

AUTOMATIC CLOSED CAPTIONING
REQUEST A
SOFTWARE IS REACHING I B,

400 M VIEWERS WO ILOWIDE

DEPLOYING AUTOMATIC CC i i
AUCUIACY WITHIN A 3 SECOND DELAY @

, for more than 35 years, has been the professional video
industry’s most-trusted source for news analysis, trend reports, and the
latest industry product and technology Information.

www.mytvtech.com




Getty Images; Roku

SPECIAL REPORT: NEWFRONTS |

Advertisers Change Channels
From Traditional Television

Pandemic, cord-cutting puts streaming services in the driver’s seat

By Jon Lafayette

/9:. jon.lafayette@futurenet.com

igital video advertising sellers were
pretty full of themselves headed
into the Interactive Advertising
Bureau’'sannual IAB NewFronts
earlier thismonth.
After a pandemic that accelerated streaming
in general and connected TV usagein particular,
digital video sellers are no longer pitching their
products as just targeting vehicles or reach-
extenders. No, they’ve gone mainstream,

insisting that digital video is now the primary
way toreach viewers.

“TV isaging and viewershipis shrinking,”
Julian Mintz, national brand sales lead at Roku,
told B+C/Multichannel News ahead of the
four-day virtual parade of over-the-top pro-
grammers showing off their best product, held
May 3-6. “Streaming is significantly, increasingly
fueled largely by young audiences. Consequently,
marketers are starting to more and more start
their TV upfront experience with Roku. Not just
with streaming, but with Roku.”

Inearly conversations, “ouradvertisersare
looking to spend 20% to 30% more” with Rokuin
thisupfront than last year, Mintz said.

Roku, which led off the NewFronts with a
presentation on May 3, might be a bit premature
indancing on the grave of linear broadcast and
cable television. On the other hand, it might
havea point.

"It’s well-documented that the shift to stream-
ing was well underway before the pandemic,”
said Brian Albert, managing director, U.S.
agency video, Google, pointing to the falling
ratings for events like the Super Bowland
record-low viewing for the Oscars.

“It’s no big surprise more and more peopleare
cutting the cord,” Albert said, noting that pay TV
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Digital video sellers are bullish on the NewFronts given the uptick in streaming during the pandemic.

subscribersare down to the mid-70 million level, a
level unseen since the mid-1990s. At the same time,
“streaming isbooming ... asthe media mix shifts
to more streaming, we're more excited about the
value we can bring toclients.”

Following the Dollars to Streaming

Matt Sweeney, chief investment officer for
GroupM, pointed out that the move of spending to
streamingis nothing new.

“If you look at the percentage of our upfront
investment that goes to those data-driven
digital [platforms}, or the streaming extensions
from traditional media companies, that’s grow-
ing and will continue to grow,” Sweeney said at
the recent Advanced Advertising Summit,
produced by B+C/Multichannel News’s parent
company Future ple.

“There are more ad-supported streaming
products being launched,” Sweeney said. “We
hope there will be a chance to backfill some of the

commercial timelost in traditional linear.”

The IABsaid that digital video revenue
increased 20.6% to $26.2 billionin2020. Anda
survey it conducted found that buyers expect
digital video, including over-the-top and
connected TV, to have the highest share of
media budgetsat 20%. That comparesto18%
forlinear broadcastand cable TV.

Forasecond year, IAB NewFronts presenta-
tions were conducted virtually. Inaddition to
old-guard digital video companieslike
YouTube, Roku and Amazon, smart set makers
are making presentations urging advertisers
to buy adsdirectly on their devices.

“In 2020, we saw time spent on our
televisionsin streaming environments more
thandouble,” Vizio VP of advertising sales
Adam Bergman said. “And asone of the
top-selling smart TV brandson the market
today, we're well-positioned to captureand
capitalize on the growing trend.

Multichannel.com
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Adam Bergman (1.),Vizio VP of advertising
sales, and Matt Sweeney (r.), chief investment
officer, GroupM.

“Dollarsare shifting out of linearand into
streaming,” headded. “A big reason for thisis
that theconnected TV combinesall of the
benefits of television, premium video content
delivered viaalarge screen inabrand safe
environment, but with all the benefits of digital,
like precise targeting and measurement.”

Advertisers benefit from buying ad directly
from devices because “we own the hardware
the operating system and the data flowing
through our platform.” hesaid.

Inits presentation May 3, Vizio talked
about controlling ad frequency, addressable
advertising, new data-driven content and the
ability to retarget viewers after they’ve seen a
commercial.

Alsogetting intotheact are traditional media
companies. Comcast’s NBCUniversal, Charter
Communications’ Spectrum Reach, Tubi (now
owned by Fox), A+E Networksand Tegna are
among thisyear’s presenters.

“Wewant to plantour flag and make people
know weare a force to be
reckoned with on both
sides,” said Stacie Danzis,
VPofdigital ad salesat
A+E.

A+E hasn’tlaunched
itsown direct-to-con-
sumer streaming
service, butitis
distributing the
content it
owns to more
digital video
outlets, from
platforms like
Huluand

Multichannel.com

Pluto TV to device makers like Samsung.

“We cangetall audiences out there, whether
they be cable subscribers, cord-cutters,
cord-nevers or really that coveted younger
audience,” Danzis said.

NewFronts: Reaching
Traditional, New Audiences

Reachingthat audience that’s not watching
traditional TV iswhat the NewFrontsisall
about. And being watched on the living room
screen iseven better.

“Halfouraudienceis cord-neversor
cord-cutters,” said Jesse Judelman, senior VP of
sales, Americas, at music-video service Vevo.

“We're quickly becoming a modernday TV
network with digital roots,” Judelman said.
“Advertisersare viewing usthat way.”

Vevo offers brand-safe content that’s
increasingly viewed by multiple members of
the household in the living room. It can sell its
viewers by demographic, by matching
geographiesand genres, or even contextually
through the mood of videos.

“Though we have incredible scale, thereisa
limit toour inventory. There isactual real
scarcity, similar to a television network,”
Judelman said, adding that Vevo will sell 85% to
90% of its inventory in the upfront market.

“We had a banner year even during the
pandemic,” he said. “We're preparing for
altogether, new level in*22,'23,and beyond.” @

For more coverage of the IAB NewFronts and
individual presentations by companies mentioned

in this story and others, visit nexttv.com.

Roku’s aggressive

pitch touted an
GtV o agingaydi.ence

and shrinking
Sl Rotcu pueesn viewership

for linear TV

wemax  hulu platforms.

35% OF BUYERS
SAY THEY'LL UP
CTV SPEND: IAB

CONNECTED TV IS expected to increase its share of
ad dollars in 2021 after a banner 2020, according to
a new Interactive Advertising Bureau report.

The study, released during the IAB NewFronts,
found that 35% of the agency and brand execu-
tives surveyed said they planned to increase the
portion of their budget allocated to connected TV.
Only 6% said they would reduce it.

“The benefits of digital video for brands —
including targetability, addressability, incremental
reaction and the opportunity to leverage first-party
data — have had 2021 a sellers’ market,” the survey
said. “In fact, advertisers report that they expect
CTV prices to go up in parallel to prices in linear TV."

The survey found that 21% of those surveyed
plan to increase their spending on broadcast and
cable TV, while 20% said they plan to cut it.

More directly, 73% of those surveyed said that
the funds for increased spending on CTV were
coming from linear TV.

Overall, digital video's share of total video bud-
gets was 56%, and CTV had a 35% share of digital
video, topping mobile at 33% and desktop at 32%.

“This is a bellwether moment in media that
reflects the continued acceleration and shift to
digital,” said Eric John, VP of IAB Media Center.
“While we are seeing growth across all digital
video, the movement to more audience-based
buying approaches has resulted in increased
buyer demand for CTV.”

The survey found some reservations about
CTV. It is seen as “new;" costs per thousand
{CPMs) are high relative to other video opportu-
nities; and buyers used to the way TV is delivered
and measured have slowed the adoption of CTV.
Household addressable advertising will get
bigger spending from 15% of advertisers, with 9%
reducing addressable spending.

Spending on CTV rose 22% in 2020, the 1AB
said, with advertisers spending an average of $20
million on CTV.

The IAB study was conducted by Advertiser
Perceptions between March 19 and April 5. It inter-
viewed 350 video advertising decision makers, who
work with agencies or brands and are responsible
for budgets of at least $1 million. — JL
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rolling on Showtime

eason three of comedy

|
| Black Monday, with
\
l

By Michael Malone
michael. malone@futurenet.com
BCMikeMalone

Don Cheadle playing

Wall Street hotshot Mo
| Monroe, begins May 23
| on Showtime. Abouta
motley bunch that causes a colossal
stock market crash, Black Monday also
has Andrew Rannellsand Regina Hallin
the cast.
| Cheadle, an executive producer, spoke
| about hisvarious TV and film projects,
including a redo of The Wonder Years on
ABC. Anedited transcript follows.

B+C: For those who don’t watch
Black Monday, why should they
start watching?

Don Cheadle: I thinkit’sa very funny
show. It’sa sitcom on cable, whichisa
rarity. It'san excellent castand a
hilarious time to unplug your brainand
| just plug into some funny. And it’s good
I escapism.

B+C: What drew you to the show in
l the first place?
DC: Asalways, it’sthe material first. I
read the script and it made me laugh.
| The characters were very surprising and
different. It was subject matter that
we’ve seen in filmsand always dealt with
| inamoreseriousway. Todoitunderthe
‘ auspices of Seth and Evan [executive
producers Rogen and Goldberg] and
their insanity was a cool spin on material
we've seen before.

‘ B+C: The show is set in 1987. What
makes it timely in 2021?

' DC: The substantive similarities of what

| wearedealing with and what Wall

18 Broadcastingcable.com

| cometogether. Thatisvery artfully done

Mo Episodes, Mo Fun

Don Cheadle’s Mo Monroe keeps ‘Black Monday’

Street deals with — guys with a robber Don Cheadle
baron mentality, win atallcostsand fuck | revisits Wall
over whoever you have to, to get what Street's go-go
you want —wecanseeinalot of 1980s as Mo
demonstrable ways how some of that Monroe in Black
hasn’t changed very much. Itallowsusto | Monday.

get a perspective on, and to play with,
under the auspices of comedy, things like
race, politics, powerdynamicsand
gender dynamics. This hasbeen going on
since time immemorial and now we’re
just starting to say, ‘Hey, maybeit's not
OK to embarrass me in front of the whole
office and throw a book at my head.’

B+C: What will we see in the new
season?
DC: Thecharactersareallon theirown
trajectoriesand we’re gonna find our
way back to one another. Dawn isin
prison. Moistrying to start this new
company and Paul Scheer’scharacter,
Keith, isensconced with the Lehman
brothers. We find Blair pursuing his
political ambitions and being a
complete sellout.

We'redipping intoallit right off the
bat and figuring out how these guys

inareally interesting, plot-twist way.

B+C: How much was COVID-19 an
issue in production?

DC: Very much so, likeitiseverywhere.
We're getting tested every other day;
everyone’sin masksand shields. Assoonas
you say ‘cut,’ everyone puts their maskson
and shieldsup. It's the third production
I've done under these conditionsandit’s
just very bizarre. And very
necessary. [f we're going todoit,
thisistheonly way todoit.

B+C: How many seasons
do you see Black Monday
going?

DC: Who knows? If there’s more todo
and people are having fun, there’salways
gonnabea place togo. There’snodearth
of problems with the financial sector to
deal with. There'sa lot of room to play
with, with these characters.

B+C: What drew you to ABC’s The
Wonder Years?

DC: Again, the script. The people
behindit. And the opportunity to take
thisiconic story and these iconic
characters and this part of quote-
unquote Americana and look at another
part of Americana that’s often not
looked at and what it means for the
wonder years of young Black kids and
their friendsin Alabama during this
period. I thinkit’sjustan interesting
spin on that material.

B+C: With all the characters you've
played in TV and film, is there one
that you find yourself coming back
to more than the rest?

DC: I can't pick one. I'm very fortunatein
that I've been ableto beinalot of quality
movies and TV shows, and theateras
well. ['ve been very lucky to play a lot of
interesting and rewarding characters,
from Mouse [in Devil in a Blue Dress]
—that’sone where you're like, wow, that
was cool to be able to do that with Denzel.
Talk to Me, playing Petey Green. Paul
Rusesabagina in Hotel Rwanda. Even
Basher in the Ocean’s trilogy.

I could go down theline. It’s hard
to pick one. All of them, for
different reasons, bring a smile to
my face because of the experience,

the peopleI got to work with, the

project overall.
We create these little nuclear
familiesand then go off to the
corners of the Earth. It’s cool
to have had the ability to
do that with so
many talented
people over the
years. Thirty-plus
yearsI've been
doingit—I'm
very blessed. ®
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‘MARVEL'S
M.O.D.O.K!

(Premieres May 21 on Hulu)

ANIMATED COMEDY Marvel's M.0.D.0.K. is about a
supervillain, voiced by Patton Oswalt, with plans to conquer
the world. Those plans are throttled by M.0.D.0.Ks
mismanagement of his evil corporation, A.I.M. Short for
Mental Organism Designed Only for Killing, M.0.D.0.K. also
has a problematic domestic life, as his wife and kids are fed
up with Dad's self-centered ways.

Aiming to acquire ailing A.1.M. is a tech behemoth called
GRUMBL that is run by a goofily woke tech maven, Austin.
Beck Bennett of Saturday Night Live voices Austin.

M.0.0.0.K. has the shape of a soup can and rides around
in a hoverchair. Inspired by a comic book franchise, the jokes
on Marvel’s M.0.D.0.X. come fast and furious. The second
episode, entitled “The M.0.D.0.K. That Time Forgot!,” sees
M.0.D.0.K. and his wife Jodie (voiced by Aimee Garcia) travel
back in time to see Third Eye Blind in college, M.0.D.0.K.
hoping it will bring the couple back to more carefree days.

Alas, the pair goes too far back. “We overshot Third Eye Blind
and we're in the year of Chumbawumba!” grouses M.0.D.0.K.

Melissa Fumero of Brooklyn Nine-Nine voices daughter
Melissa, Ben Schwartz from Parks and Recreation voices
son Lou and Wendy McLendon-Covey of The Goldbergs
portrays A.l.M. scientist extraordinaire Monica.

Marvel's M.0.D.0.K. offers some fun, futuristic tech toys to
behold, and Oswalt brings the portly supervillain to life with
acerbic wit. The suburban ennui in Marvel's M.0.D.0.X. at times
calls to mind WandaVision on Disney Plus, though they're
entirely different series. Some of the many M.0.0.0.X. quips hit
their mark, but most, at least for this viewer, did not.

Oswalt created the show with Jordan Blum, and both
are executive producers along with Jeph Loeb and several
others. — MM

‘Zombie
Infects A

Drotein’
Merica

: : ’
INn “The Bite
Robert and Michelle King’s Spectrum
Originals series has six episodes on May 21

By Michael Malone
michael.malone@futurenet.com

¢

obertand Michelle King
series The Bite premieres
for Spectrum video
subscribers May 21. The
show follows neighbors
Rachel (Audra McDonald) and Lily
(Taylor Schilling) after a deadly strain of
avirusturnsup. Racheland Lily both
start working from home in New York,
trying to keep their lives togetheras
thingsstart to go crazy.

Robert described the strain of virus as
a “zombie protein” that attachesitselfto
COVID. Those who catch the virus may
undergo some changes. “You will not be
disappointed if you tune in looking for
zombies,” teased Michelle.

A mixofdramaand comedy with lots of
satire as well, The Bitetouchesonthe
political issues surrounding COVID,
masksand vaccinations. “Idon’t thinkit’s
astretch tosay the pandemichasbeen
politicized,” said Robert, mentioning the
idea of “civilization being lost because
itcan’tget itsshit together.”

Theshow’stitleisanod to
theundead. “Jaws and teeth are
the most important part of any
zombie show,” explained
Robert.

The Kings penned the

Audra McDonald in Spectrum
Originals series The Bite.

project last summer. With Broadway on
hold amidst the pandemic, the creators
said they reached out to stage friendsto get
onboard with The Bite.

With infection rates decreasing
today, they’re hoping people can find a

bit of humor in the horror we’ve all been

through. “We'd love for everybody in
the pandemic to have a laugh or two,”
said Robert.

Spectrum and CBS Studios produce the
series. The Kings’ hitsinclude The Good
Wifeand The Good Fight. CBS and Para-
mount Plusare their usual partners, but
neither got on board with The Bite.
“Spectrum seemed to be willing to pull the
trigger,” said Robert.

Allsix episodesare available, commer-
cial free, for Spectrum subscriberson
premiere day.

Scenes were shot on setsin New York
and in cast members’ homes. Characters
played by McDonald and Steven Pasquale
are bothinvolved in extramarital affairs,
and theactors’ real-life spouses portray
their fling partners.

Michelle mentioned a “wait-and-see
attitude” in terms of subsequent seasons.

“Wecreated the show sothereisthe

said, whilealso giving the first
season a satisfying conclusion.
The Bite is a big, bold swing for
the Kings. “Wedidn’t really know
how well the show would pan
out,” Michelle said. “We're
both really proud ofit. It
cameoutbetterthanI
could’'vedreamed.” ®
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possibility of multiple seasons,” she
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By R. Thomas Umstead
thomas.umstead@futurenet.com
tumstead3(

NSP hasexperienced a record-
setting ratings start to 2021, which
landed the independent cable
network among the 15 most-watched
servicesin primetime during the
first quarter, ahead of outlets such
as Lifetime, A&E, FX, Bravoand AMC.
INSP has successfully reached its target
audience of viewers 50-plus with a
mix of comfort fare, including vintage
Westerns like Gunsmoke, The Virginian

and Bonanza,; original reality show
Ultimate Cowboy Showdown, hosted by
Trace Adkins; and documentary series
Wild West Chronicles. INSP president and
CEO Dale Ardizzone recently spoke to
B+C/MCN about the network’s record- ,
setting ratings success as well as its
prospects for continued post-pandemic
audience growth.

B+C: What drove INSP’s ratings
success during the pandemic?

Dale Ardizzone: We really have enjoyed
tremendous success over the last year. It
wasadifficult yearand, asall of usdid
across the country, we sort of held our
breath in March, Apriland May as we
tried to weather through all of this.
What we found that wasinteresting is
that during that period, our ratings
dipped a bit during the day but remain
very strong in the evening.

Oursense was that a lot of our viewers
were obviously watching the news every
day and trying to learn more about what
was going on, but by early evening were
looking fora place torelaxand get

20 Broadcastingcable.com

| and how INSPwasstilla very viable

| soour ratings continue to grow, our

| righted.

| themesina Western, and in what

comfortable programming that they
loveand trust. So, from a ratings ,
standpoint, we were able to weather the
storm, so to speak. One of the things we
were able to do successfully was to show
advertisers how loyal our viewers were

place for them to talk about their
products.
We serve an audience of what we call

| INSP president
and Dale Ardizzone |
(top) has built
audience during
the pandemic with
Western-themed

| shows such as
Ultimate Cowboy
Showdown, hosted
by country music
star Trace Adkins
(below).

cord-cuddlers, not cord-cutters. Our
folks are not cutting the cord, but
rather look to traditional cable asareal
primary source of their entertainment,

engagement continues to grow and we
feel very good about the future.

B+C: How would you represent
INSP's brand?

DA: We have narrowed our focus to
content that stands for certain principles
in terms of justice, heroic characters
and, in most instances, good triumphing
overevil. That’sone of the reasons that
wethink that the classic Westerns have
resonated so well with our audience.
These are stories that are builtona
conflict with a heroic character, and
there are usually underlying themes of
justice and in the end of wrongs being

We've really found that for our
audience, seeing those underlying

we call Western-adjacent
formats, has helped us fine-tune
where we're headed. Evenour
originals have a Western,
cowboy feel and athemeto
them, whether it’sabout

doing right by people in their
town orin their family, or just

INSP Rounds Up Audiences
With Western-Themed Shows

TV comfort food feeds the viewing needs of network’s 50-plus viewers

in their dealings. That hasallowed usto
narrow down our scope and our

approach.

B+C: Do you have any plans to move
the brand toward the streaming
platform?

| DA: Most of our original content

premieres on our linear channel, and
some on other distribution platforms.
Weare active on a number of those
platforms with our content, but we
have not launched our own service as
of yet. It’s something we continue to
look at and evaluate. I'm a believer that
the ecosystem is very complex with lots
of opportunity in different places. Our
viewers are not cutting the cord and

| going to these other places, so for us,

our core audience continues to remain
linear.

B+C: Will INSP be able to maintain
its ratings momentum post-
pandemic, as more people go out
and potentially spend less time
watching TV?

DA: We think our content will continue
to beadriver for consumers, and it’s not
necessarily going to take a tremendous
hit in ratings or popularity even though

| peoplearegetting out more, which by
| theway wethinkisgreat. We'reall

welcoming the need to start to get back
to normalcy, although I think it'sa
cautious return now.
We're all excited about getting
back outside and being engaged,
but I think for most of the folks
that we hear from —and
certainly for alot of our viewers
—it’sgoing to be a cautious
return.@
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HACKS

(Started May 13 on HBO Mazx)

HBO MAX EXPLORES the complex
relationship between an aging comedian
and an up-and-coming writer in its new
dramedy Hacks.

The series stars Jean Smart (Watchmen)
as Deborah Vance, a legendary comic who
is at a crossroads in her career as a Las
Vegas entertainer.

Despite her achievements and wealth
— the pilot episode explores Deborah's
huge mansion outside of Vegas with all
the trappings of success — she's on the
verge of losing her Las Vegas residency to
younger performers and music acts like
Pentatonix. Fed up with the disrespect,
she reaches out to her agent (Paul Downs)
to rectify the situation.

Instead, he hooks Deborah up with a

rising but toxic 25-year-old comedy writer, |

|

PROGRAMMING

Ava (Hannah Einbinder), who has been
blacklisted from Hollywood after texting
an inappropriate joke about the sexual

liaisons of a congressman. Desperate for a
job, Ava reluctantly flies out to Las Vegas

to meet with Deborah, who has no interest
in hiring a joke writer and is not aware the
meeting with Ava has been arranged.

The collaboration quickly devolves

Hannah Einbinder

(1.) and Jean Smart

in HBO Max series
Hacks.

into a tit for tat of insults as the

two comedians with polar opposite
personalities go at it and a frustrated and
disgusted Ava storms out of the house.
Just as quickly as Ava leaves, Deborah
reconsiders and decides to work with the
young writer.

The interactions between the older,
established Deborah and the younger,
more free-spirited Ava throughout the |
series create some humorous and unusual
situations, including an adventurous
car ride in the desert during one of the
early episodes. The relationship between '
the two begins to evolve over time after ‘
both realize that they need each otherto |
overcome the obstacles in their careers.

Hacks also stars Carl Clemons-

Hopkins, Kaitlin Olson, Christopher ,
McDonald, Mark Indelicato, Poppy Liu '
and Meg Stalter.

HBO Max began streaming the firsttwo |
episodes of the 10-episode season May |
13, adding two additional episodes over
the subsequent four weeks. — RTU

REVIEW

TULSA
BURNING:
THE 1921 RACE
MASSACRE

(History, Sunday, May 30 at
8p.m. ET)

HISTORY COMMEMORATES the 100th
anniversary of the Tulsa, Oklahoma, race
massacye with a powerful and poignant
documentary that examines arguably the
worst racial incident in U.S. history.

The documentary, Tulsa Burning: The
1921 Race Massacre, doesn't sugarcoat what
happened a century ago to Black residents
of Tulsa's Greenwood District, but rather
skillfully dissects the events that led up to the
burning by white supremacists of more than
35 blocks of what was then known as Black
Wall Street. The documentary uses excellent
and rare footage that summarizes the mood

Multichannel.com

of the period — including graphic footage
of lynchings that occurred in Oklahoma at
the time as well as around the country —
along with images and video from the brutal
massacre itself, in which historians estimate
as many as 300 Black people were killed.
Among the highlights of the documentary
are interviews with some of the survivors
who provide a chilling account of what really
happened, as well as the disappointment
over the lack of accountability from local law
enforcement officials and elected leaders to
punish those who devastated one of the most
prosperous African-American communities

Tulsa Burning is

a deep dive into
the events of the
1921 massacre
that destroyed the
city’s Greenwood
neighborhood.

in the country. As one historian painfully
remarked early in the documentary, not one
person has been arrested or held accountable
for the incident.

History also successfully weaves the '
racial unrest of the 1920s with today’s
Black Lives Matter movement while
showcasing Tuisa’s 2020 efforts to uncover
the bodies of African-Americans killed
during the massacre.

Basketball star Russell Westbrook, who |
played for the Oklahoma City Thunder
during his first 11 years in the NBA, serves
as executive producer of the documentary, |
which offers a fascinating, entertaining
and informative account of one of the most
tragic, yet still largely unknown, moments

| in America. — RTU
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KTBC/Fox

LOCAL NEWS |

| outlet KNVA. Sinclair Broadcast Group
has CBS station KEYE and runs Telemun-
doonadot-two channel. Tegna owns
ABC affiliate KVUE. Univision owns

KAKW and UniMis station KTFO.
Spectrum is the primary pay TV

[ [ ]
[exas Capital Still e oo 352202
Nielsen's No. 40 to No. 38in 2021. Austin

addsaround 169 residents a day. The city

L [ [ ]
Weird, Still Boomin iR fooed Halot Lo Socoen.
? Austin FC joined Major League Soccer.

The Nexstar stations own the English-

Snowmageddon in the rear view, Austin is back language game rights, with most
. matches on KNVA. Things kicked off
on 1ts feet with an April 24 win over Colorado.
“It’sgot this huge, positive enthusiasm
. | said Michael Lewis, KTBC senior VPand | KXAN and buzz,” said Eric Lassberg, VPand
e %xl;celll.ﬁ;lhgﬁlgfiturenet.com | generalmanager. “Sixth Streetisnotas meteorologist general manager of KXAN-KNVA-KBVO.
@BCMikeMalone | aliveasitwas, butit’sgetting there.” Kristen Currie gives | “I've never seen anythinglikeit.
- Fox owns KTBC. Nexstar MediaGroup | a weather update Everyoneisjust fired up.”
t’sbeen achallenging year-plus, tosay | hasNBC affiliate KXAN, MyNetworkTV- | from downtown Univision Austin has the Spanish-
the least, but thingsare slowly getting | aligned KBVOand manages The CW | Austin. language rights to Austin FC, with games
back to normal in the Texas capital. ‘ on KTFO. “It’sa big deal because we have
Besides the pandemic, Austin was hit ‘ “ so much soccer passion in the market,”

with a snowstorm in February that Christine Escobar, KAKW-KTFO

knocked power out and shut off the water | There ,s SuCh a la rge diversi ty 0 f president and general manager, said.
for many residents. But the fair weather | KXAN isaratings beast. In March,

ishereand Austin’s many attributes, ' Cult u res, th h t he music andf OOd KXAN won the 6 a.m. householdsrace,
including live music along Sixth Street Scene’ A Uus tzn never get S borin g. ” while KTBC was tops in the 25-54 demo.

and lots of outdoor activity, are ap- The stations split the 5 p.m. battle, and
proaching full swing. — Christine Escobar, KXAN won households and 25-54 at 6
“The marketisashotasit’severbeen,” |  president and general manager, KAKW-KTFO | p.m.At10p.m., KXAN scoreda4.3in
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households, ahead of KVUE’s and
KEYE’s2.7, KTBC’s 2.2, KAKW’'s 1.3 and
thelocal Telemundo’s0.8. Inthe10p.m.
demo, KXAN earnedal.8, KVUEal.6,
KTBCal.4,KAKWal.2and KEYEand
Telemundo 0.8 apiece.

Station Goes ‘in-Depth’

KXAN has “In-Depth Investigation” as
itsbranding and reminds viewers of it
often. “Every single promo you see, we
pound it into the minds of viewers,”
Lassberg said.

KXAN won two National Murrow
Awards last year, an extraordinary
accomplishment for a station. Jim
Spencer, chief meteorologist, shifted to
semi-retirement after 31 yearsat the
station. David Yeomansbecame KXAN
chief meteorologist in March.

KTBC offersarelentlesslocal news
approach, cranking out 53 hoursa week. A
6 p.m. newscast came on board in 2019,
often giving the full 30 minutesto a specific
topic, whetherit’s homelessness, COVID
oratransportation bill. “Wedoit when the
topic says weshould,” said Lewis. “It's
dictated by the newsoftheday.”

Lewis mentioned that President
Lyndon B. Johnson and wife Lady Bird
once owned thestation. “The spirit of
service and giving back to our communi-
ty isstillalive and well,” he said.

Escobar oversees the Univision and
UniMaés stationsas well asa pairofradio
outlets. Staffers from TV and radio are
“cross-trained,” as Escobar putsit, to

Shannon Ryan
(above) and Kacey
Bowen covered
Austin’s dangerous
winter storms for
Fox station KTBC.
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work in both. Radio hosts, forinstance,
provide entertainment highlights for
Austin viewerson Fridays. “We'reall
Swiss Army knives here,” said Escobar.

KAKW hastwo hours of morning
news, amidday newscast, and 5p.m.and
10 p.m. news. Saturdays are being
considered for expansion. “News is what
drives the ratings and the revenue,” said
Escobar. “It’salway something we're
looking toexpandon.”

Streaming local newson a mobile app

| has expanded the consumer base for

Univision Austin content.

Weathering Snowmageddon

Thestations had their hands full when
the snow hitin mid February. Referred
to as Snowmaggedon, the issue wasn’t so
much the snow, but the havoc that
followed, including power outages. Esco-
bar called the stormaonceinalifetime
event, and hopes it stays that way.
“Nobody wants to go back to that
period,” she said. (An Austin native,
Escobar named her son Austin.)

Austin’s mix of hot companies,
including Teslaand Apple, an influx of
new residents and a burgeoning music
scene keeps the market onits toes.
Slogan “Keep Austin Weird” reflects the
independent mindset here.

“There’ssuch a large diversity of
cultures,” said Escobar. “With the
music and food scene, Austin never gets
boring.” ®

KXAN's Amanda Dugan (l.) and Kristen
Currie do double duty on KNVA.

CW AFFILIATE
KNVA MAKES
NEWS PUSH

KXAN IS A local news titan, and is
spreading the wealth on sister KNVA.
The CW station has long had a 9 p.m.
newscast. Robert Hadlock and Sydney
Benter anchor, and Roger Wallace hosts
More Than the Score, a sports segment
that goes from 9:45 to 10 p.m.

In September, KNVA launched
weekday morning news, 7-9 a.m. The
newscast is called KXAN Weather
and Traffic. Viewers “need up-to-the-
minute information about weather
and getting from point A to B,” said
KXAN news director Chad Cross when
the show debuted. “We're making it
quick and convenient, with this new,
unique format of local weather and
traffic coverage.”

The newscast is anchored by
meteorologists Kristen Currie and
Mark Pena and traffic reporter
Amanda Dugan. “It's all things
weather and traffic,” said Eric
Lassberg, KXAN-KNVA-KBVO VP and
general manager. “It's fun storytelling
with a local perspective.”

During commercials, L-bar graphics
keep viewers informed on the latest in
jams and storms.

“We've gotten great positive
feedback from our viewers,” Lassberg
said. — MM
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Jeopardy! EP Mike Richards:
Guest Hosts Were Part
Of Fans' Grieving Process

Season 38 will see a permanent host named to helm
game show into future

By Paige Albiniak
palbiniak@gmail.com

heniconic

Jeopardy! host

Alex Trebek

diedon Nov. 8,

2020, of stage

4 pancreatic
cancer, the loss came as a shock to fans
around the world even though Trebek
had been talking openly about his diag-
nosis for more than a year.

What came next had to be
handled delicately, but luckily for
Jeopardy!, new-ish executive producer
Mike Richards had a plan in place. By
the time the show ran out of new
episodes with Trebek at the podium,
Richards had established alineup of
respected guest hosts to take the show
intoits next era, including Ken
Jennings, Katie Couric, Aaron
Rodgers, Mayim Bialik, Anderson
Cooper, Dr. Mehmet Oz, George
Stephanopoulos, Robin Roberts, LeVar
Burton and several more.

The transition has been a fair
amount of work for Richards and the
team of pros at Sony Pictures Televi-
sion’slong-running game show, but
the process hasalso had itsown
rewards. Jeopardy! has been syndica-
tion’s top-rated game show for almost
all of 2021, despite the loss of Trebek.

In this Q&A with B+C/Multichannel
News, Richards talks about why the
show went with guest hosts, how he
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on the contestants’ side, and to present
the show in a manner deserving of
Jeopardy! It was a number of things like
that, plus they needed to have a little
bit of a sense of humor.

B+C: | feel like humor is one of the
most important qualities to look for.
MR:1don’t know thatit’sthe most
important. If youaren’tagreat broadcast-
er,don’t have agreat voice, aren’tagreat
arbiter of the game, then being funny
doesn’t matter, but it definitelyisan
important part. I always think that a great
host in some way reflects the audience
and islooked at to say, ‘Wow, that was
amazing.' The host’sjobisto heightenthe
moment, increase the tension, lighten
the mood —theirjobisto reflect the
audience’s mood and heighten the
experience. Thisis not someone who is
necessarily going head to head with the
contestants. It’'ssomeone who letsthe
contestantsshineandinletting them
shine, they shine.

Igrew up watching Johnny Carson;
thatisanimportant thingtolook at. Alex

EP Mike Richards
took a turn hosting
Jeopardy! while
setting up Alex
Trebek’s would-be
heirs for success.

and his team got them up to speed,
why he ended up behind the podium
himself and what comes next for
Jeopardy! as it heads into season 38.

B+C: Did you always know you were
going to rely on guest hosts
whenever Alex’s run ended?

Mike Richards: Using guest hosts was
alwaysthe plan. Going into even an
interim host would have been difficult
for the fans as well as difficult for us,
the show’s production and everyone
who cared about Alex. That process
needed time and it needed to havea

wasbrilliant at it. [Alex] was never
introduced as the star of Jeopardy!, he was
alwaysthe host of Jeopardy! Thatissucha
representation of the mentality of our
show and of him. It’sthe contestants who

variety of different people — fans,
producers, focus groups — narrow in
on all of it. What was it exactly that we
wanted out of our next Jeopardy! host?
We knew that we wouldn’t be able to
find the next Alex Trebek, because that
doesn’t exist, so what was it exactly
that we were looking for?

are the celebrities. The whole machineis
builtaround them.

B+C: There were obviously a lot of
people who wanted to guest host
and who lobbied to do it, such
as Green Bay Packers quarter-
back Aaron Rodgers, who just
finished up his two-week run
and didn't seem like an
obvious choice when you
selected him. How did you

B+C: So what were you
looking for?

MR: Very early on, we came up
with a list of qualities that this
person should have. The list
wasn’t about what they
shouldn’t be, knowing
that noone would
check every box. We
wanted them to be
credible, to have a
good voice, to feel
like they were
caring for the
contestants and
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handle those asks, and how did
you make your choices?

MR: Jeopardy! is maybe the toughest
show on TV to host. It's so intense and
you have to think quickly on your feet.
The host of Jeopardy! is the person who
reads every piece of content and who
calls on the person who rings in and
doesitin a split second. That’s so
important because if you wait, the
show becomes so slow. It is so intense
and mentally taxing to host the show
and to manage it. It really came down
to who could doiit.

With Rodgers, you start to look at
what I looked at with him — such as
how he has been described by team-
mates and coaches, how does he make
split-second decisions, does he stay
calm, can he be coached? I also went
back and watched him on Celebrity
Jeopardy! and I really thought the guy
could do it even though he had done
barely any broadcasting.

B+C: How are you going to choose
the next host and does that job fall
on you? Also, was all of this just a
ruse so that you couid choose
yourself at the end, like Dick
Cheney running for vice president?
MR: We are going to look at everyone
and consider the data and analytics,
testing and focus groups and ultimately
who we think the correct personisin
the long term. My role is not to choose
the person, my role is to make everyone
asgreat asthey can bein the role. Look
at how Aaron was received or how
[CNN'’s] Anderson [Cooper] has been
received — our production and produc-
ersare doing a very good job of giving
them great looks. That’s the goal: Make
everyone look great. Ultimately, the
team at Sony will decide what they
think is the right thing for the show.

Wearen't looking for a three-year host,
we’re looking for a10-year or a 20-year
host. Stability is one of the show’s
strengths, so we need to consider who’s got
a20-year horizon and who can focuson the
show and make it great over that time.

As for me hosting, I was never meant
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This is not someone who is
necessarily going head to head
with the contestants. It’s someone
who lets the contestants shine and
in letting them shine, they shine.

— Mike Richards, executive producer, Jeopardy!

| tobea partof that process — I wasjust
| meant to manage — but COVID had
other plans. Sony will ask me how
people are in the studio and how their
days on set went, so I will be part of that
| conversation, but there’sabigger
| group of stakeholders who will weigh
in. My job is really to make everyone
really good at this. The shoot daysare
brutal, because teaching someone the
show isintense. We give everything we
can to them to let them shine and then
we serve it up.

B+C: How well have people been
| prepared when they came in to

guest host?
| MR:People have approached this
in many different ways. Some have
barely watched the show and then
come in and worked hard on rehearsal
day. Then there are people who
watched hours and hours of tape and
went back and looked at things. It’s
been very different how people have
prepared. I have had all different levels
of questions.

What hasbeen common to everyoneis

CNN anchor | that thereisa humility that no matter
Anderson Cooper what you’ve done before, when you walk
(top) and Packers | in that doorand stand behind that
quarterback Aaron lectern, you are stepping into something
Rodgers took their incredibly difficult. No one has been in
tums behind the any way arrogant about it. These are all
Jeopardy! podium very successful people — they have

in April. moderated presidential debates,

interviewed world leaders, won Super
Bowls —and hosting thisgame has

tothebrand and to what Alex did. Every
single host at some point in their
opening monologue has said thisis so
much harder than I realized.

B+C: Michael Gelman, longtime
executive producer of Live with
Kelly and Ryan, has been through
this guest-host process two times
and both times the search has
resulted in higher ratings for Live.
Did you talk to him at all about how
to do this?

MR: 1 did call Michael Gelman and we
did talk thisthrough. He is the best and
even though I had never talked to him
before I thought, ‘I don’t have to think
this through on my own, why don’t I give
himacall?’

We were on the phone for an hourand
he waslike, ‘Here are the upsidesand the
downsides.’ The best part of the
guest-host process is that the audience
isn’t seeing them for the first time when
youannounce the final host soit’snota
complete shock to the system. That’s
important psychologically to the
audience, especially because some
people are going to be upset no matter
who you pick.

Gelman also said, ‘You are going to get
bad press, so you have to be ready forit.’
Andthenitdiesdown, and the fans come
back. Also, whoever you pick will get
beat up, it doesn’t matter whoit is, so

| that person has to beresilient. That was

what happened to Drew Carey on The
PriceIs Right. He got destroyed for years
and then at some point, everyone looked
up and waslike, ‘Oh Drew Carey, I really
like that guy.’ That’s exactly what will
happen here.

B+C: Will you have a permanent
host in place by the time season 38
premieres or do you plan to have
guest hosts next season as well?
MR: By the end of July or early August,
we will have a permanent host in place.
Some of the episodes won’t have aired
before we make this decision, but
we’ve already been doing lots of

humbled all of them. It’sareal testament | research onall of the guest hosts. ®
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Cinedigm

CURRENCY

Cinedigm’s Strategy

For Streaming
Starts to Pay Off

| expertisethat wasin thecompany’s DNA

and itsrelationshipsand convert that into
agrowth business?” said McGurk, who
became CEOin 2011. Netflixand Hulu had
already launched, and Cinedigm started to
turnitself from a digital home-entertain-
ment company into a streaming company
through aseries of acquisitions that
brought it technology and content. It

digital businesses

b

By Jon Lafayette
jon.lafayette@futurenet.com
@jlafayette

here’salotgoingonat
Cinedigm, which, througha
recent series of acquisitions,
hasbuiltitselfintoaclean,
mean streaming machine.

' Cinedigm has plansto expand its

| footprint with new channels. Some of
those may be builtaroundiconic pop
celebrities (think Elvis Presley or Marilyn
Monroe) with estates that want to leverage
‘ their brands with linear or on-demand

I

channels. Cinedigm isalsolookingtobuild |

networksaround some of the best-known
sports leaguesand teams.

With viewers cutting the cord and the
opportunities for subscriber fees melting
| away, Cinedigm wants to be the catalyst
| for taking lower-tier cable networks over
‘ thetop.

l In March, Cinedigm said it reached 23.8
l million viewers, up 208% from last year. It
streamed 423 million minutes, up 305%,
Total subscribers to its streaming services
topped 640,000, up 574%.

“We’'re really well-positioned for
| growthnow both organicallyand
through ouracquisition strategy,”
chairman and CEO Chris McGurk said.

Beyond streaming, Cinedigm iseying
live experiences, virtual screeningsand
podcasts, and it has 10,000 digital comicsin
itslibrary.

Cinedigmisalsogoing tojumpintothe
hot market for non-fungible tokens. NFTs
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Company plans to launch new channels, expand into

areunitsofdatastored on adigital ledger,
called ablockchain, which certifies those
assets to be unique and (unlike, say,
bitcoin) not interchangeable.

“If we're notin the NFT business, which
we thinkisa big, big business with our
team of engineersand ourdigital
expertise, there’s something wrong with
us,” McGurk said. “We have an enormous
amount of collectible content,” headded,
pointing to10,000digital comicsanda
library of tens of thousands of filmsand
TV episodes.

Cinedigm will usethe NFTstobuilda
loyalty program for its subscription
business, hesaid.

A Digital First-Mover
Cinedigm hasbeeninthe
middle of the digitization of
the entertainment industry
since it was founded 21 yearsago,
originally converting movie theaters
from film to digital projection.
“Thechallenge forthe g
company was, how do you take
thedigital technology and

started streaming in 2015. It also sold off
most of its non-streaming assets.

“We make money off the streaming
ecosystem in more ways than anybody,”
McGurkssaid. Cinedigm’schannelsarea
mix of subscription, ad-supported VOD
and free ad-supported linear television
(FAST) channels. Theybringin both
advertising and subscription revenues.

Ontopofthat, Cinedigm hasalarge

| libraryofdigital rights to moviesthat it
| sellsto Amazon, Netflixand everyoneelse.
| “Thatbusinessisgoinggreat guns,”
‘ McGurk said.

Cinedigm also sellsits streaming
technology, called MatchPoint. “It
really gives usaleg up on everybody else,”

| Above: Cinedigm | hesaid.
acquired | Inoneofitsrecent deals, Cinedigm
Screambox with bought out Foundation TV, its partnerin

plans to relaunch
the horror-themed

developing MatchPoint. “We wanted to
control all that IPand beable todirect the

service. effort totake everything toanotherlevel
| Below: Cinedigm onaglobal basis,” McGurk said.
holds the rights to In 2017, Bison Capital Holding Co.China

Boonie Bears: The
Wild Life, which
grossed some $90
million in China.

bought an 80% stake in Cinedigm. Earlier
thisyear, itannounced that Chinese
investors now own less than 20% of the
company. Being Chinese-owned would
have subjected Cinedigm to more
stringent regulation, making itsacquisi-
‘/ tion strategy moredifficult to
‘S, execute, McGurksaid.
Thedealalso left Cinedigm
with astronger balance sheet
and lessdebt, hesaid.
Initsfiscal third-quarter
ending in December, Cinedigm
lost $9.7 million on revenues of
$10 million. At this point, McGurk
said, the company has streamlined
itsoperationandisinvestingin

growth, rather than prioritizing
2\ ’“ o positive cash flow.
R o L N
= Multichannel.com
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Cinedigmisbecominga “clean, mean,
streaming machine with globaldreams,”
The Benchmark Co. equity research
analyst Daniel Kurnossaid in a report
issued in February.

Worldwide Ambitions

Ayearago, Kurnossaid, Cinedigm was
majority owned by Chinese investorsand
had atiny streamingbusiness. “Cinedigm
hascompletely flipped the script, featuring
astrong net cash (nearly recourse
debt-free) balance sheet, a much cleaner
ownership structure and posting fiscal
third-quarter results which significantly
exceed expectations,” hesaid.

“All thisleaves Cinedigm, in our view,
with astronger negotiating position to
continue and potentially accelerate their
streaming acquisition roll-up strategy,
which hasalready paid dividendsin the
fourth quarter,” Kurnosadded. “Layerin
arapidly growing international linear
opportunity and along-awaited EBITDA
[earnings before interest, taxes, deprecia-
tion and amortization] pivot, and it feels
like the party isjust getting started.”

Cinedigm hasbeen building distribu-

tion foritsroughly 17 streaming channels. |

Unlike Netflix or The Walt Disney Co.,
Cinedigm’s channels are more niche. “We
believe we are completely complementa-
ry to thebig general-entertainment
channels,” Cinedigm chief strategy officer
Erick Opeka said.

The company calls them “enthusiast
channels” for fans of documentary, indie
films, horror movies, documentaries
and anime. While Netflix makes a few
thousand horror moviesavailable, that’s
just a fraction of the 125,000 that have
been made.

“Ifyou love horror, you want to be
super-served with curation and deep, deep
libraries,” Opekasaid. “The major services
areamilewideand an inch deep, but we're
going togo very deep.”

Reopening Screambox
Speaking of horror, Cinedigm will be
relaunching Screambox, which it
acquired in February. Itisalso putting
togetherabigger and better Fandor, a
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Cinedigm CEO

Chris McGurk (top)
and chief strategy
officer Erik Opeka.

Below: Cinedigm
is working with the
estate of the late
Bob Ross on new
original content
for its Bob Ross

subscription service it bought in January.
Otherrecent acquisitionsinclude The
Film Detective and the Films Around the
World library.

Cinedigm’s Chinese connections paid
offin April, when the company launched
anew streaming channel with Fantawild,
alarge Chinese theme-park operatorand
amajoranimation company there. The
channel launched on sets made by
Chinese manufacturer TCL, FreeCast and
Klowd TV.

Thelatest film in Fantawild’s Boonie
Bears franchise, Boonie Bears: The Wild
Life, which grossed $90 million at the box
office in China, will be released by
Cinedigm for digital purchase and rental
before landing on the new linear channel.

Cinedigm isstarting todipitstoeinto
putting original showson its platforms,
Opeka said. The company announced last

| month that the thriller TheIsland from

ZDF Enterprises will debut exclusively on
Screambox.

Cinedigm plansto continueadding
exclusively licensed international
productionsand gettinginvolved in
co-productions. “We're probably going to
ramp that businessup,” Opekasaid. “We
have five or six other potential opportuni-
tieson that front.”

The Bob Ross Channel, which has
become Cinedigm’s most successful
offering, might get some original
programming. The company is talking
to the estate of the iconic longtime host
of PBS’s The Joy of Painting about new
shows that could be produced at low
cost, Opeka said.

Although niche, Opeka thinksthe
typesof channels Cinedigm isbuilding

g

| direct-to-consumer businesses.

| ment, orthey shutdown.” @

can become substantial.

“They could end up having tens of
millionsof subscribers globally, ordozens
of monthly viewers, in an ad-supported
environment,” hesaid. “And theseare
things that transcend borders.”

He pointed to the success of niche
services like Crunchyroll and BritBox.
“Thoseare really nice businesses,” he said.
Crunchyrollisin the process of being sold
by AT&T to Sony's Funimation for $1.2
billion. AT&T regarded Crunchyrollasa
distraction.

“Ifbillion-dollar businessesarea
distraction, we want to bein thedistrac-
tion business,” Opeka said.

Growing Concern
Withitsgrowth, Cinedigm hasbeen
hiring at a time when many companiesin
the entertainment business have been
cutting thousands of staffers loose.
“We're going to double the size of our
workforce by 2022,” McGurk said. “So
we'reable to bringalot of new talented
people into the company now to help take
the company to another level because
we’regrowing by leapsand bounds.”
Growthwill continueif cord-cutting
continuesor, as Opeka expects, accelerates.
Opekasaid the best things on traditional
pay TV —even sports—are movingto
streaming as the big media companies
cherry-pick theirassetsto feed their new

While many predict pay TV will bottom
out with 50 million to 60 million subscrib-
ers, “I thinkit's more like 35 million to 40
million and I'm obviously bullishon
streaming,” Opeka said.

Streaming might even be the answer for
cable channelsdesperately trying to hold
onto their subscriber fees. Opeka said
Cinedigm can reimagine cable channels
with strong brandsas FAST networks.

“You look at the bottom tier of the cable
universe and there are hundreds of
channelsglobally that will eventually lose
their carriage fee-based dealsand they're
going to have to make a choice,” he said.
“Eithertheyadapt tothe new FAST and
on-demand and subscription environ-
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Cable Knocks on
Wireless Giants' Door

CBRS spectrum could help make mobile service
cheaper; 5G could vault ops into contention

By Mike Farrell
.' michael.farrell@futurenet.com
@MikeFCable

able operators may not be
animminent threat tothe
Big Three wireless carriers,
Verizon, AT&T and
T-Mobile. After four years
of tapping on the front door, though, they
may be closer than ever to knocking it
down, with help from Citizens Band Radio
Service (CBRS)and 5G mobile spectrum.

Since Comcast launched its Xfinity Comcaststill leads the pack with 3.1 | It was a succesful
Mobile servicein 2017, viaa mobile virtual million mobile subscribers, followed by Q1 for both
network operator (MVNO) agreement with | Charter—whichalsohasa MVNO Charter’s Spectrum
Verizon Communications, cablewireless | agreement with Verizon —with2.6million | Mabile (above) and
amassed nearly 6 million subscribers, and Altice USA with 174,000. Altice USA Comcast's Xfinity
making it the industry’s fastest growth wasthe last to launch a mobile service Mobile (below).
product in terms of percentages. Cable’s | (Altice Mobile) through an MVNO pact
biggest wireless rise was in 2020, when top with T-Mobile, in September 2019.
cable operators Comcast, Charterand Those cable companiesarestillalong
Altice USA, fueled in part by pandemic- way from being animmediate threat to
drivenincreasesin broadband, grew their wireless’ Big Three: AT&T leads with 164
wireless customersat a68%clip. That million postpaid wireless customers,

momentum continued into Q12021, with followed by Verizon with 117 million and
those three operatorsgrowing theirtotal T-Mobile, which completed its $26 billion
wirelesslines to 5.9 million, a9% increase. purchase of Sprint in 2019, has 67 million.
Comcast broke recordsin the wireless Butas pricing continues to be one of the
businessin Ql, adding 278,000 lines — its biggest deciding factorsinselectinga
most ever inaquarter —while the Xfinity mobile service, and many cable wireless
Mobile unit reached cash-flow breakeven customers arealso hardwire broadband
(itdidn’t lose money) for the first time subscribers, the gapis poised to close
sinceitslaunch. Wireless revenue rose rapidly. Add in the potential of 5G mobile

nearly 50% in the quarterto $513 million, | service—whichdependsgreatlyonfiber |
further solidifying the company’swireless | interconnectionsbetween towers, acable xfinity mbile
commitment. strong suit—and the notion that cable
The news was just as good for wireless could become a major playerisn’t
Charter, which added 300,000 wireless | thatmuchofastretch.
customersin Q1. Altice USA added | Skeptics need look no further than the
about 5,000 wireless customersin Q1. dominant position cable has carved out
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| inbroadband service. In the beginning,

telcos ruled the day with copper wire
digital subscriber line service, offering
1.5 Mbps speeds that in the 1990s were a
major upgrade from dial-up. But ascable
continued to deploy fiber deep into its
network, and speed requirements
vaulted into the hundreds of megabits
per second, cable broadband quickly
overtook its DSL competition. Today,
cable accounts for about 70% of the U.S.
broadband market, a number expected
to grow as operators push fiber out to the
edges of their footprints.

Broadband Sets Precedent

Cable operators have been edging out
their footprintsat an accelerated pace over
the past few years. In 2020, Comcast added
about 1 million homes passed to its
footprint, with Charter adding about 1.1
million homes. Even at 30% penetration
rates, that could translate into about
300,000 more broadband customers. And
increasingly, cable operators seem anxious
to add wireless to that bundle, which could
drive those numbersas well.

Asmany as90% of cable wireless

| customersarealso cable broadband

customers, said Evercore ISI media analyst

| Vijay Jayant. Extending that broadband

reach can only help the cause for wireless.
In its Q4 conference call with analysts,
Comcast chief financial officer Mike
Cavanagh said mobileisa “strategic
priority” for the company and hasbeen
“fully integrated” into the core business.
Xfinity Mobile added 774,000 wireless
customersin 2020, slightly behind the
816,000 added in 2019, all during a period
where most of its retail stores were closed
because of the pandemic. Those outlets
were fully open thisyearand asaresult
expected to have a positiveimpact on sales.
Did they ever. Xfinity Mobile reported its
bestquarterly subscriberadditionsyetin

| Ql: 278,000 versus 216,000 adds in Q] 2020.

Many analysts are beginning to see
wirelessasareplacement for videoin the

| overall cable bundle. Asvideo subscribers

continue to cut the cord for streaming
servicesbut keep their cable broadband

| connection, adding wireless service could
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keep the price of broadband more
manageable. According to Bernstein,
penetration for the video/broadband
double-play has fallen from about 63%in
2018 to 51%in 2020.

OnitsQl earnings conference call April
28, Comcast Cable president and CEO Dave
Watson said that bundling broadband and
wirelessis something the company has
doneinthe past and will continue todo.

“Wethinkit'sgood forbroadband, it’s
helping broadband, we’ve seen the results
intermsof churn, andit’sjustagrowth
engine for us, period,” Watson said of the
wireless product. “We're focusing on every
sales channel. We're going to be consistent
with ourapproach. You'll probably see a
bit more packaging with broadband and
mobile, but that’s not really different than
anything that we’vebeendoing.”

Lose Some, Win More

Inaresearch note, Bernstein media
analyst Peter Supino called the practice of
shedding low-margin video service for
higher-margin broadband the industry’s
“losing towin” strategy.

“The downside is the potential loss of
‘stickiness’ asaresult of movingtoa
single offering,” he wrote. “Mobileis the
potential cure.”

Supinoadded in other client notes that
wirelessis “farstickier” than video
because the decision toswitch internet/
video providersisabout a singleitem. It’s
much harder to try to persuade every
household memberto change cellphone
providersat the sametime.

Wells Fargo Securities media analyst
Steven Cahall estimated Comcast would
add about 225,000 wireless customersin Q1
and 935,000 for the full year. That
compares to his estimates of an increase of
about 400,000 broadband subscribersin
Qland1.3 million for the full year.

Earlier this year, Comcast revised its
Verizon MVNO agreement. It said in April
it would drastically reduce pricing for its
Xfinity Mobile service, offering four lines
with unlimited data for $120 per month.
That price lines up with T-Mobile’s
flagship Magenta service ($140 per month
with Netflixand taxes included) and 1
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CABLE UNTETHERED

Wireless subscribers have soared in the cable business
over the past few years, driven by low prices and
increased availability, and should continue that pace
for the next few years.
Subscribers (in millions)

Q1719 Q219 Q319 Q419 Q120 Q220 Q320 Q4'20 Q121

COMCAST 1.4 16 18 21 23 24 26 28 3l
CHARTER 03 05 08 11 14 17 20 23 26
AITICEUSA N/A NA 0015007 01 01 02 02 02
TOTAL 17 21 26 32 38 42 48 53 59

NOTE: Altice USA launched its mobile service in September, 2019 SOURCE: Company reports

UNRAVELING THE BUNDLE

Bundled penetration has fallen over the past few
years, as video customers have cut the cord.

Q119 0219 Q319 Q419 Q120 Q220 Q320 Q420 Q121

BUNDLE
PUNDLE TioN 63.4% 63.3% 62.7% 62.2% 61.5% 61% 60% 59% 51.1%

NOTE: Altice USA launched its mobile service in September, 2019

SOURCE: Company reports

severely undercuts comparable offerings
from Verizonand AT&T that are priced

above $160 per month. Charter, which has

anidentical MVNOarrangement with
Verizon, is expected to follow suit.
Whilethe price reductionsare likely to

attract some additional customerinterest,

Bernstein’s Supino wrote, they don’t

include phonediscountsso they’reunlikely

to have a huge impact on subscribers. But
once Comcast achievesscalein phone

occurin2023—andachieveseven greater

economies by shifting the bulk of traffic

onto its CBRS spectrum, all betsare off.
“We expect Comcast (and Charter) to

continue to reinvest wireless economies of

scalein subscribersin order todrive total
cable customer lifetime value,” Supino

| wrote. “By 2023, when we forecast that
Comecast and Charter will have deployed

equipment —which Supino predicted will

| enough phonesand small cellsto make use
oftheir recently acquired CBRS spectrum,
we expect operating cost savings to fund
more competitive phone promotions. ”

Betting on CBRS

The cable companies have invested
heavily in CBRS spectrum: Charter spent
about $465 million for 210 CBRS priority
access licensesin the recent federal
auction, while Comcast spent about $459
million for830licenses, Supinosaid.

“CBRS spectrum and low-cost,
strand-mounted small cellsallow cable
operators to build out their own facilitiesin
denseareas,” Moffett wrote. “Asmuchas
70% of all wireless traffic ishandled by just
10% of cell sites. Cable will attempt to build
out these denseareas (high ROI) with
CBRS, leaving thelessdense areasto the
Verizon MVNO agreement, effectively
arbitraging the wirelessindustry.

“Everything hinges on how much traffic
can be offloaded onto CBRS,” Moffett said.

During the Q1 conference call, Comcast
chairman and CEO Brian Roberts
acknowledged the spectrum will be used to
offload some traffic from the MVNO,
adding that the ability todo sorequiresa
strong wireless partner.

“Yes, we bought some spectrumand
we’ll be doing some trials to see howwe can
offload, and that really will prove tobea
cost savingsif weget it right indenseareas,”
Robertssaid on thecall. “Thatwhole
relationship requiresa healthy partnership
with awireless[mobile network operator].
And inthe case of Verizon, we were really
pleased with the partnership.”

For 5G, Moffett wrote as networks get
moredense, key to theirsuccess will bethe

| fiber connectionsbetween towers, which
are spaced much closer togetherin 5G
architectures.

| “Aswirelessnetworksdensify, underlying
wireswill become the single mostimportant

| partofthecoststructure,” Moffettadded.
“Aswiresbegin to dominate the cost
structure, hewhohasthedensest wired
network will win. Cable hasthe densest
network. Therefore, cableinfrastructure

| willultimately winin wireless. Just asit

| hasalready woninbroadband.” @
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Collaboration’s

The Watchword for
Broadcast’'s New
Chief Cheerleader

Curtis LeGeyt prepares post-pandemic policy
agenda as NAB’s next president and CEO

NAB veteran Curtis | tohandleitsswath of priorities, ranging
‘ }g;g'r(;::lyegg‘;;aﬂ.com LeGeyt has been from retransmission consent policies,
Bgarvar tapped to succeed spectrum usage and local journalism to
Gordon Smith atop | ownership, ad tax and performance tax
the trade group in decisions.
wo words recur frequently January. “We approach advocacy froma

during adiscussion with bipartisan perspective,” he said.
Curtis LeGeyt, the next LeGeyt seesa “nexus between
president and CEO of journalism, ownership and tech

the National Association
of Broadcasters. They describe
his operating vision: “bipartisan”
and “collaborative.”

Healso peppers conversations with
media buzzwords—especially “disrup-
tive” and “diversity” —reflecting the
challenges that facean industry now
buffeted by technology, pandemic
economics and shifting demographics.

LeGeyt (pronounced Le-JET), who has
been on the NAB staff since 2011, mostly
asasenior government relations
executive, became NAB's chief

competition,” which he cited asthree
major “interrelated” factors affecting
the broadcasting industry.

“We hope Congressand the Federal
Communications Commission under-
stand the disruption” that these
developmentsare causing, LeGeyt said
during a telephone interview shortly
after NAB revealed the succession plan
in early April. He focused on the role that
“local broadcasters have as gatekeepers
forlocal audiences” compared to global
technology providers.

LeGeyt also emphasized the

operating officer abouta need to “make sure that
year ago. He will take advertisersunderstand
over the top spoton local broadcasters” can

Jan.1,2022, from reach customersin
Gordon Smith, who better waysthan

has held the post since onlinesystems.

2009. LeGeyt Hesaid “oneof
believesthe thegreatsilver
continuity from linings” of the
Smithto him pandemic peri-
will assure odwas the
NAB’sability “renewed

appreciation that local broadcasterscan
provide information about local business-
es, schools, vaccine status” and other
community needs. LeGeyt affirmed plans
to collaborate with the News Media
Alliance (once known asthe Newspaper
Association of America ) to show policy-
makers the value of local media.

Citing last month’s Supreme Court
decision on broadcast ownership rules,
LeGeyt said “we’re going to pull every
thread tocreatea policy landscape” that
appreciates “how much investment it
takesto createalocal news product” — a
service global tech companies cannot
provide, he contended.

Newspapers and broadcasters may have
different business practices, LeGeyt
added, but when it comes to theimpact of
local news, “ourinterests converge.”

“Weboth seealarge part of ouraudience
accessor content on digital platforms,” he
acknowledged, and thegoal is not to stop
the tech companies. But he wantstomake
sure that legislators and regulators remain
aware of theimportance of local sources.
“Thegood newsisthat policymakersare
extremely focused on thisissue,” he said.

LeGeyt sees NAB’s role as making sure
that the industries work together to
maintain that awareness and support.

First Democrat in 60 Years

LeGeyt’sdecade at NAB hassolidified his
perception of broadcasting’srolein the
evolving media landscape.

“You have a hyper-partisan cable news
and digital ecosystem,” he said, acknowl-
edging “alot of distrust of mediaat
large.”

“Ourstationsare emerging out of that,”
LeGeyt explained, because audiences
know that “local broadcastersarein the
community.” Viewersand listeners
“appreciate that,” he said.

LeGeyt came to NAB from the staff of
Sen. Patrick Leahy (D-Vt.). He's the first
Democrat to head the association since
former Florida Sen. and Gov. LeRoy
Collins held the post in the early 1960s.
(Smithisaformer Republican U.S. Senator
from Oregon.) LeGeyt isonly thesixth

| NAB president over sixdecades.
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LeGeyt wasattractedtojoin NABa
decade ago because of hisbackground in
antitrust and copyright law, afteran
undergraduate education in economics.

“The opportunity to leverage that
background foranindustry thatisa
cornerstone of American democracy was
thereal appeal,” LeGeyt recalled. “Thereis
no place where you sit at the intersection of
somany issues that are so disruptive but
aresocritical.

“That’swhat brought meto NABin the
first place,” headded. “That’sthe evolution
inthetimeI'vebeen here.”

NABdid not runatraditional search
committee process to select LeGeyt asits
next president. He called hisselectionan
“affirmation” of satisfaction for his work
with Smith during the past decade and the
value of continuity of leadership. He cited
anonpartisan ability to leverage relation-
shipswith lawmakers.

Smith’scontractas president ran
through 2023; he will becomea senior
adviser to the association for three more
years (through 2024), available to help with
“bipartisan advocacy,” LeGeyt said. Smith
planstoreturn to hisOregon home to help
run the family food processing business
and other projects but will be available for
D.C. dutieswhen needed.

Although NAB has not revealed LeGeyt’s
pay package, it is believed to match Smith’s
compensation. According to CEO Update,
which tracks association executive
salaries, Smith’s recent annual base salary
was just above $2 million, with bonuses
and perks bringing his total paycheck to
about $2.27 million per year.

Mixing Economics,
Tech and Policy

Theimpact of streaming media is high
on LeGeyt’sissuesagenda, citing itsdisrup-
tiveimpact.

“We need to be where consumersare,”
he said. “Since viewersincreasingly
consume via streaming, we need to be
accessible whereverand however they
want us.”

LeGeyt said part of hisimmediate
mission is explaining the ways the
pandemic has reshaped the media
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There is no place where you

sit at the intersection of so many
issues that are so disruptive but
are so critical.

— Curtis LeGeyt, next president and CEO,
National Association of Broadcasters

Curtis LeGeyt and
Emily L. Barr (c.),
CEO of Graham
Media Group and
chair of the NAB
Television Board,
talk with Sen.
Maria Cantwell
(r., D-Wash.)
during a 2019
Senate Commerce

landscape to policymakers.

“Ad dollars for broadcasters were
tremendously stressed,” he said. “That
exposed some key elements of whom
we’re competing against. Itadded a
sense of urgency, the need to confront
the tech disruption.

“The mostimportant thing we need to
doismake sure that lawmakersunder-
stand clearly what broadcastersare facing,
especially in the competition forad
dollars,” he said. “We want to make sure
lawmakers understand the challenge in
thisentire process,” emphasizing the
“challenge to remain forward-looking” to
anticipate evolving technical platforms.

That’swhere NextGen TV, or ATSC 3.0,
alsohigh on LeGeyt’sagenda, comesin. He
said it will “assure that our station groups
caninvestin new tech, which iskey to
providing service.”

Convention Plans
And Personal Life

Asfor NAB'snear-termagenda, LeGeyt
followed up on recent explanations about
the October plans for the NAB Showin

Committee hearing. | LasVegas. NABexecutive VPofbusiness

| operations Chris Brown (who heads

convention activities) recently laid out
expectations for attendance at about
70% of 2019 levels and about 600
exhibitors (compared to more than
1,000in April 2019).

“We’re bullish about the October
convention,” LeGeytsaid. “Thedemandis
there. We're hearing from membersand
exhibitorswhoare yearning tobe backin
person.” The combined convention will
include NAB’s Radio Show and its Sales
and Management Television Exchange
simultaneously.

“We're getting feedback that it is
efficient for exhibitors and members, for
programming all in one place,” LeGeyt
explained. He predicts this model “will be
asuccessful one for thisyear when
budgetsare tight.”

As LeGeyt navigates the leadership
transition, hecanlook outtothe U.S.
Capitol from hisofficein the new NAB
Building on South Capitol Street.
Although the building is near Nationals
Park, he and fellow staff members have to
gouptotherooftocatchaglimpse of the
baseball field. And although he admits
becomingafan of D.C. teamsduring his
decadesin Washington, the heart and soul
ofthis Connecticut native is still with New
England sportsteams.

“There’s nothing quite like Boston
sports,” he said with a smile.

Atthe same time he is preparing NAB’s
agenda, LeGeyt and his family (including
three kidsunder 8 yearsold), are getting
ready to move from suburban Alexan-
dria, Virginia, into Washington, D.C. He
isinvolved with several music-related
charities, including “Tracy’sKids” (a
music and arts program for childhood
cancer support), Musicianson Call
(which delivers music programs to
patients); he and his wife also support
mental health charities.

LeGeyt’s philanthropic efforts reflect his
NABagenda, which ashe put it, involves “a
passion for what wedo.” For hisday jobas
broadcasting’s chief cheerleader, LeGeyt
said he “wantstobeat thedrum” and
“assure that policiesarein place” to assure
broadcastersasteady future. @
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RokuU Refreshes
PDroduct Line
-or Spring

Bows voice remote, budget 4K player
while adding WiFi optimization to OS

By Daniel Frankel
daniel.frankel@futurenet.com

oku, announcing a flurry of
product upgradesall at
once, hasunveileda
voice-enabled, rechargeable
remote control, a budget 4K
player and a premium iteration of its
integrated sound bar.

The streaming company also unveiled
an upgraded operating system that now
includes WiFi optimization.

We’'ll start with the hardware:

Roku Streambar Pro
¥ Price: $179.99
Roku confused a lot of us last year, debuting the $129.99 Smart
Streambar just months after bowing its first integrated sound
device, the $179.99 Smart Sound Bar. Was the former replacing
the latter? What’s the difference between the two? Roku was
cagey at the time, but its new upgrade clarifies the product line.
It’s not only bigger, it features Virtual Surround, meaning users
can get surround sound without paying for the extra speakers
and subwoofer accessories. The device, whichincludesa
premium integrated Roku player, also features the Roku Voice
Remote (the older version that’s not rechargeable).

Both the Roku Streambar Pro and the Express 4K+ will be
available in mid-May. The Voice Remote Pro is available now

directly from Roku.com.
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Roku Voice Remote Pro

» Price: $29.99

Thisstandaloneaccessory works with all Roku TV modelsand
audio devices, as well as select streaming players. The principal
upgradeis the rechargeable battery, which getsitsjuice froma
mini-USB connection and can hold a charge for up to two months.

Thealways-on midfield microphone notonly lets usersshout
volume, playback and other commands while otherwise occupy-
ing their hands with all manner of sticky and greasy foods, rather
than push a voice control button, it also lets them find their lost
controller by merely stating, “Hey Roku, where’s my remote?”

There’sa push-to-talk feature for the privacy-minded, as well as
aheadphonejack.

Theaccessory isa particularly useful upgrade for owners of

low-priced, Roku-enabled smart TVs, which don’t always come
with the best remotes.

Roku Express 4K+
a Price: $39.99

The realm of inexpensive OTT players is pretty crowded with
options, but not so much if you want 4K/HDR.

Roku'’s new low-priced options support HD, 4K, HDR, HDR
10and HDR 10+. Equipped with a quad-core processor and
dual-band WiFi capabilities, the Express 4K+ alsoincludesa
voice remote. There’s also this nifty feature: a micro-USB
Ethernet port that lets the WiFi challenged wire the goods
straight into the device.

Roku isalso selling the $35.99 “Roku Express4K" (sans the
“plus”), which features a basic infrared remote, asa Walmart
exclusive.

NETFLIX
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OS Upgrades v

Roku, meanwhile, hasalready begun
rolling out Roku OS 10, which expands
integration of Apple AirPlay 2and
HomeKit tolower-priced HD-only devices.
The new OS also includes a nifty feature

called Instant Resume, which helps users
get back to the content they were watching
within supported channels.

With Instant Resume, when a user
reloadsachannel after taking a break,
reload times will be much quicker, and
they’ll be taken back to the place in the
show where they left off much faster.
Appssupporting the feature include
AT&T TV, FilmRise, Fox Business
Network, Fox News, Fubo Sports
Network, HappyKids TV, Plex.tv, Starz
and The Roku Channel.

Another new feature lets users modify
their live channel guide, creating
favoriteslistsand burying channels they
never watch.

Perhaps the most nifty feature,
however, is the new automatic WiFi
network detection aspect, which
automatically chooses the most efficient
frequency band in thehome. ®

\
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Telecom, Video Pinched by
Global Microchip Shortage

Set-top maker Amino reports six-month
backlog for silicon orders

By Daniel Frankel
daniel.frankel@futurenet.com

emand for electronics, already
accentuated by a pandemic

that had all of usrelying
on internet protocol
devices even more,

reference to the scarcity of semiconductorsin the
Q4 earnings reports of Apple, Alphabet, Amazon,
Roku or Xperi.

But as these publicly traded companies get
ready to queue up their Ql earnings, the check’s
probably in the mail.

Donald McGarva, CEO of U.K.-based pay
TV set-top tech company Amino
Technologies, said lead times for
chipset orders have grown by as

isset to further explode. Recent much as six months.
survey results from equity “Of course, fluctuationsin
research company Cowen the chipset market have

found 43% of U.S. consumers
plan to purchase a new
smartphone this year, up from
30% in 2020.

Asfor connected TV devices,
they’re already coming off a record fourth
quarter, with shipmentsincreasing by 7.6% to
305.3 million.

Looming over this prosperity is a global
shortage in the supply of semiconductors that has
already brought the auto industry to its knees and
has drawn a100-day review by the Biden
administration.

Hamstrung by a shortage of chips that control
everything fromin-car entertainment systems to
power steering sensors, U.S. automakers General
Motors and Ford said in February the
semiconductor scarcity could cut into their
full-2021 earnings by as much as $2 billion and $2.5
billion, respectively.

Global semiconductor sales totaled $439 billion
in 2020, up 5% over 2019, according to the
Semiconductor Industry Association. Sales for
December alone were up 8.3% to over $39 billion.

Manufacturing hasn’t been able to keep up with
demand. Semiconductor companies Intel, Nvidia
and Taiwan’s TCSM say the problem could persist
past 2022.

The streaming video industry hasn’t reported
feeling the impact yet —there wasn't a single

happened before, and Amino

always works hard to mitigate
customer impact,” McGarva said

inastatement. “This time, we took
early management action to secure
stock, increase inventory holdings, build

buffer stock and forecast additional kitting and
assemblies, all to ensure that our supply chain is
operating with the best possible lead times.”

The cable and telecom industry weighed in on
theissue earlier, asthe Biden administration had
already convened its review of the cableand
telecom industry.

ISPs Want to Be Heard

“We urge you toinclude broadband providers
in measures to address the chip shortage, support
initiatives that will expand domestic innovation
and investment in semiconductor development
and manufacturing facilities for all industries and
ensure coordination across
government and with
industry partnerson supply
chain matters,” read a joint
letter sent from trade
groups NCTA-The Internet
& Television Association,
ACA Connects, CTIA-The
Wireless Association and
USTelecom. ®

-

bnald McGarva

Getty Images; Amino Technologies




FATES & FORTUNES

People

Notable executives on the move

ABC NEWS

Kimberly Godwin was
named president of ABC
News, overseeing
editorial and business
operations for broadcast,
digital, streaming and
audio news across the
organization. She had
been executive VP of news
at CBS News.

COMCAST

Comcast Advertising has
named Tony Sanchez to the
new post of VP, customer
experience. Formerly VP of
operations for the custom-
er experience product
team, Sanchez will
spearhead the company’s
customer and employee
focus.
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ALTMAN SOLON

Altman Solon, aconsulting
firm focused exclusively on
the Telecommunications,
Media, and Technology
(TMT) sectors, has hired
Mary Ann Halford asa
partner. A former Foxand
ITN Networksexecutive, she
was senioradviser to OC&C
Strategy Consultants.

COMMSCOPE

Cable technology vendor
CommScope has appoint-
ed Justin Choi as chief
legal officer, replacing the
retiring Burk Wyatt. Choi
had been executive VP,
general counsel, secretary
and chief compliance
officer at Anixter Interna-
tional.

AMERICAN
DOCUMENTARY

American Documentary,
executive producer of the
series POVon PBS and
America ReFramed on
World Channel, hasnamed
Erika Dilday executive
director. She comes from
Futuro Media Group, where
shewas CEO since 2017.

CBS

Neeraj Khemlani was
named co-head of CBS
News and CBS Television
Stations, partofa
restructuring that
combines the two
ViacomCBS units. He was
executive VP and deputy
group head at Hearst
Newspapers.

CROWN MEDIA

Jonathan Sichel has
joined Crown Media
Family Networks as New
York-based executive VP,
general counsel, leading
alllegal and business
affairs matters. He was
executive VP of distribu-
tion sales and strategy at
AMC Networks.

DOUBLEVERIFY

Digital media measure-
ment software platform
DoubleVerify has added
Doug Campbell as

chief strategy officer,
responsible for global
strategy and corporate
development. He had been
chief strategy officer at

| Telaria.

cBsS

Wendy McMahon wasalso
tapped as co-head of CBS
News and CBS Television
Stations. A former exec at
WCCO Minneapolis and
WBZ Boston, sherejoinsCBS
from The Walt Disney Co.,
where she was president of
the ABC Owned Television
Stationssince 2017.

EFFECTV

‘ Effectv, the advertising

sales division of Comcast
Cable, has tapped Dawn
Lee Williamson as head of
its new sales development
division that will acceler-
ate the company’s move to
audience delivery across

| screens.She was South-

east region VP.

Multichannel.com



FATES & FORTUNES

FRONTIER

Veronica Bloodworth
hasjoined Frontier
Communications as
executive VP and chief
network officer, oversee-
ing all network opera-
tions. She comes from
AT&T, where she was
senior VP of construction
and engineering.

NEWSNATION

Adrienne Bankert has
joined NewsNation asan
anchor/correspondent,
tasked with covering
national affairsand

delivering special reports.

She had been a New
York-based national
correspondent for ABC
News.

Multichannel.com

KYRA MEDIA

Shan Lui was named senior
VPoftalent at Generation
Z-focused media company
Kyra Media. She comes
from Superfly, where she
was VP of creative
partnerships and senior
producer, producing
immersive experiences
around TV properties.

PALEY CENTER

Paul A. Allen was named
VP, development, at the
Paley Center for Media,
responsible for leading all
organization fundraising
initiatives. He comes from
the 911 Memorial &
Museum, where he was
director, major giftsand

| grants.

NBCUNIVERSAL

Kelly Abcarian hasjoined
NBCUniversal's Advertis-
ing and Partnerships
division as executive VP of
measurement and impact.
The ad-industry veteran
had most recently been
general manager of
Nielsen’s Advanced Video
Advertising Group.

SAMBA TV

Tim Natividad has joined
Samba TV as senior VP of
agency of brand solutions.
He comes from Roku,
where he was head of
performance advertising,
focusing on bringing
digital advertising
solution to the platform’s

| customers.

' NEWSNATION

Nexstar Media Group-
owned NewsNation has
added Allison Harrisasa
correspondent in its
Washington, D.C., bureau,
focused on news coming
from the White House.
Shecomes from KDFW
Dallas-Fort Worth, where
she wasareporter.

ZEFR

Kelsey Garigan was
elevated to executive VP,
head of North American
sales for Zefr, adata
company gauging brand
suitability in video. A
former executive with
DoubleVerify, she

had been West Coast

| VP.

BRIEFLY ’
NOTED

Other industry execs '
making moves

MediaMath has
added three indus-
try veterans to its
senior management
team: Ashish Shukla,
formerly head of ar-
chitecture at PayPal,
was named chief
technology officer; |
Ingrid Hackett, who
had been general
counsel and com-
pliance officer at
Quantum Spatial, was
tapped as general
counsel and Laurent
Cordier, formerly
chief revenue officer
at Headspin, was
appointed chief part-
nerships officer. ...
Charlyn Stanberry
has joined the Nation-
al Association of
Broadcasters as VP
of government rela-
tions. She had been
chief of staff to Rep.
Yvette Clarke (D-N.Y.),
NAB also elected
Byron Allen, founder,
chairman and CEO of
Allen Media Group,

to a two-year term on
the NAB Television
Board. Re-elected

to the board were:
Robert Hubbard,
Hubbard Television
Group/Hubbard
Broadcasting; David
Bradley, News-Press
& Gazette Co.; David
Hanna, Lockwood
Broadcasting; and
Chris Ripley, Sinclair
Broadcast Group.
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Home Town Takeover: HGTV

DATA MINE

Data provided by {Spct.tv

HGTV

love to Poseto close out the list.
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Home Town Takeover,

TV Ad Impressions: 187,309,315
Total TV ad impressions within all U.S.
households, including national finear (live and
time-shifted), VOD plus OTT and local

Est. Media Value: $1,038,406
Estimated media value of in-network promos

On the strength 0f187.3 million TVad
impressions, HGTV’s promo for Home Toum
Takeover tops the chart. In second place:
Paramount Network’s spot for Bar Rescue, with
177.2 millionimpressions. Two traditional
broadcasters— CBS, which hypes Kids Say the

| Darndest Things, and NBC, promoting the 2021
Kentucky Derby — take third and fourth place,
respectively. And cable network FX gives some

Visit nexttu.com/news for weekly Promo Mojo charts between print issues.

Ad Meter

- Who's spending what where
PROMO MOJO

| Our exclusive weekly ranking of the programming that networks
| are promoting most heavily (April 26-May 2)

TOP 5 PROMOTIONS

1. Home Town Takeover, HGTV
TV Ad Impressions 187,309,315
Est. Media Value $1,038,406

2. Bar Rescue, Paramount
Network
TV Ad Impressions 177,200,375
Est. Media Value $576,406

3. Kids Say the Darndest
Things, CBS
TV Ad Impressions 174,431,427
Est. Media Value $963,098

4. 2021 Kentucky Derby, NBC
TV Ad Impressions 170,537,485
Est. Media Value $1,258,691

5. Pose, FX Network
TV Ad Impressions 164,384,663
Est. Media Value $1,175,987

BIG
SPENDERS

Brands ranked by the
greatest increase in TV
spend (April 26-May 2)

1 18M Cloud
IBM Cloud
Spend Increase: 393%
Est. TV Spend: $6.2M
Spend Within Industry: 62%
Top Network: ABC
ROCKET
2 Mortpage
Rocket Mortgage
Spend Increase: 157%
Est. TV Spend: $5.4M
Spend Within Industry: 40%
Top Network: ESPN
3 Uber Eats
Uber Eats
Spend Increase: 116%
Est. TV Spend: $2.6M

Spend Within Industry: 41%
Top Network: NFL Network

2>
4 /|
Tide

Spend Increase: 102%
Est. TV Spend: $2.6M
Spend Within Industry: 30%
Top Network: ABC
5 =
Pizza Hut

Spend Increase: 93%
Est. TV Spend: $2.8M
Spend Within Industry: 20%
Top Network: ESPN

MOST-SEEN
TV ADS

Brands ranked
by TV ad impressions
(April 26-May 2)

1 @0

Domino’s
TV Ad Impressions:  1.35B
Est. TV Spend: $6.7M

Interruption Rate:  1.51%
Top Show: Law & Order: SVU

GEICO
2

GEICO
TV Ad Impressions:  1.29B
Est. TV Spend: $15.7M
Interruption Rate: ~ 2.29%
Top Show: 2021 NFL Draft

3 %

Liberty Mutual
TV Ad Impressions:  1.2B
Est. TV Spend: $6.1M

Interruption Rate: ~ 1.99%
Top Show: Law & Order: SVU

PROBGRESSIVE
4

Progressive

TV Ad Impressions: 974.5M
Est. TV Spend: $12.7TM
Interruption Rate: ~ 1.99%
Top Show: 2021 NFL Draft

5 T
T-Mobile

TV Ad Impressions: 833.8M
Est. TV Spend: $11.2m

Interruption Rate:  1.80%
Top Show: 2021 NFL Draft

Multichannel.com
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B+C'S
MOST
VIEWED

Top stories on
broadcastingcable.com,
April 14-May 10

WITH STREAMING USAGE surging
inregionslike Europeand South
Americaduring the pandemic, market
share hasslipped for the top U.S.
connected-TV device platforms, Roku
and Amazon Fire TV.

According to Conviva’s latest data,
Roku has seen a 3% drop inglobal
connected TV “big screen” usagein the
first quarter of 2021 vs. Q12020, and
now standsat 30% of the worldwide
market. Amazon Fire TV hasslipped
from 22% to0 19% over that same span.

Conversely, Korean smart TV
makers Samsung and LG have seen
strong salesin fast-emerging markets:

1. "Jeopardy! Guest
Hosts' Ratings: How
They Rank After 15

Weeks

2. Nexstar To Launch
Rewind TV, Digital
Channel Airing Classics

3. YouTube TV Gets
Dropped from Roku
Channel Store

4. Area Man Appears on
‘Jeopardy’, Wins

5. Baltimore Official
Marilyn Mosby Files
FCC Complaint Against
WBFF-TV

To read these stories,
visit broadcasting

cable.com._ * Roku

% OF BIG SCREEN

23

1
30
41
286
864
318
119

28

M comscore

Multichannel.com

Chromecast

Samsung’s market share isup 3 points
to12% in the latest Conviva study, while
LG’s penetration grew from 4% to 6%.
Also notable: Google’s Android TV
grew from 2% share to 5%.
Whileother research companies,
including Strategy Analytics, measure
market share by counting shipments,
Convivasaid its “proprietary sensor
technology” isembedded into 3.3
billion streaming app downloads
globally, “measuring in excess of 500
million unique viewers watching 180
billion streams peryear with 1.8
trillion realtime transactions per day
acrossmore than 180 countries.”

Amazon Fire TV ¢ Samsung TV LG TV
Android TV VizioTV ¢ Humax

Presidential Address

When Calls the Heart

2021 NFL Draft

The Curse of Oak Island

90 Day Fiancé: Happily Ever After?
Daddy’s Perfect Little Girl

La Rosa de Guadalupe

Fear the Walking Dead

Tyler Perry’s The Oval

2021 NFL Draft

» SkyQ

The shifting platform pie comesas
streaming usage has surged in places
like South America, where usage was
up 240% this past year, aswell as
Africa (up 149%) and Europe (up
122%). In North America, where Roku
and Fire TV are dominant, usage was
upjust18%.

In Europe, Roku accounted for just
an 8% share of big-screen viewing. Its
positioniseven worsein Africa, Asia,
Oceaniaand South Africa, inall of
which it has 4% usage or less, Conviva
added. — Daniel Frankel

For stories like this, go to nexttv.com.

w [ south

@co

1

2 7
(P> S0

PonStanon Xbox

* Other e Linux

Apple TV
* CanalPlus

MSNBC 153
Hallmark Channel 146
ESPN 142
History Channel 142
TLC 140
LMN 139
Galavision 139
AMC 132
BET 132
NFL Network 131

The Stickiness Index looks at viewer engagement based on several factors. A higher number indicates more of the audience is tuned
in for the duration of the telecast. * TV Engagement ratings powered by Comscore’s TV Essentials. (Sorted by social media activity.)

I
— |

ROKU, FIRE TV LOSE MARKET SHARE NEXT|TV
AS STREAMING SURGES WORLDWIDE

|
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STI C KI E ST S H OWS Top 10 broadcast programs ranked by viewer engagement

“ 3 " Stickiness | Ratings  Telecast FR Stickiness
Rank Rank (Week Ending May 2) Index*
1 150 Enamorandonos UniMas 150
2 142 ¢ Te Acuerdas De Mi? Univision 87
3 141 La Hija Del Embajador Univision 96
3 1M The Voice NBC 3
5 140 Blue Bloods CBS 10
6 139 DiseAando Tu Amor Univision 85
7 139 Buscando A Frida Telemundo 121
8 138 FBI C8S O
9 134 NCIS CBS 2
10 131 FBI: Most Wanted Fox 11

= comscore The Stickiness Index looks at viewer engagement based on several factors. A higher number indicates more of the audience is tuned
in for the duration of the telecast. * TV Engagement ratings powered by Comscore's TV Essentials. (Sorted by social media activity.)

TV TIME g

MCN'S
MOST
VIEWED

Top five stories on
multichannel.com,
April 14-May 10

THE BINGE REPORT

THE WEEK OF APRIL 26

TV Time users track the shows they're watching on TV via
the TV Time app. That data is then used to deiermine the
most-binged shows of the week in the U.S

1. There's More to Roku

Blue Bloods CBS, The Circle (US): Netflix

\ 1 The Circle (US) Netflix Share of binges: 3.92% e Gowgle ifianthelisial
. . Dollars and Sense
| 2 Shadow and Bone Netflix Share of binges: 3.30%
; S T o 2. Sinclair RSNs Face
| 3 Modern Family Peacock/Hulu Share of binges: 1.23% Tumultuous' Period,
4 Grey's Anatomy Netflix/Hulu Share of binges: 1.21% Analyst Says
5 Law & Order: Special Victims Unit Peacock/Hulu Share of binges: 1.02% 3. Satellite TV Five
s All You'"
‘ 6 Younger Hulu Share of binges: 0.94% (Y;:e’:rs, PATSA hou
| 7 Schitt's Creek Netflix/Prime Video Share of binges: 0.92% 43 '
4. Juan Williams Brings
‘ 8 The Falcon and the Winter Soldier Disney Plus Share of binges: 0.79% An Altemative Voice to
e ; . Fox News
9 Invincible Amazon Prime Share of binges: 0.68%
10 Criminal Minds Netflix/Hulu Share of binges: 0.66% o ReFRly Gafile B ngs:

Networks reflecte nt include every viewing plat orm ava

s A[-)p Store » Google Play
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3) viewing In sha f binge

Fox News Continues
Ratings Momentum

To read these stories, go
to multichannel.com.
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‘ VIZIO Most-Watched Shows on TV in April V

Of all the live, linear minutes watched by VIZIO smart TVs in April,0.99% of the time was spent watching Law & Order:
Special Victims Unit. See what other shows captured the most watch-time* in the graphic below

" Via Vizio's Inscape, the TV data company with insights from 2 panel of 17 million active and opted-in smart TVs. Data is lineas, Live TV onty and includes atl episode types
(new and reruns). Rankings are by percent share duration, defined as “of all the live, linear minutes watched in April, X% of the time was spent on show Y*

- People active online* during
the work day before COVID-19

- People active online* during
the work day now

© People Active Online* at Home During the Work Day

Plume 1/29/2020-4/30/2021 | Date from 14 Metre Areas, Updated Weekly

NATIONAL AVERAGE IN THE UNITED STATES CITY BY CITY BREAKDOWN

Dalios (+54%) Denver (+82%) Houston (+88%)
48 5m TN

Jacksonville (+73%) Los Angeles (+62%) New York City (+80%)
P A1M 8921k

Philadelphia (+97%) SF Bay Area (+113%) Son Antonio (+42%)

22.6 Million 40.3 Million

ol b e oA Risdinti Ay L4 19
were active online® during the  are active online* during .Z‘ ﬁ
Seattie (+99%)

work day before COVID-19 the work day now

*Estimates bosed on metro area populations and anonymized data taken from a sample of U.S. households powered by the Plume Cloud. Active online defined as 6+ hours between 9a-6p.
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Rank | Station Location _ What event drove tune-in?

[ KTSF* San Francisco-Oakland-San Jose Lincoln Broadcasting LOCAL HIGH SCHOOL SPORTST
- WFMZ Philadelphia Maranatha Broadcasting BOYS HIGH SCHOOL LACROSSE “‘
‘ 3 WWTV Traverse City, Michigan Heritage Broadcasting
{ 4 WKYT Lexington, Kentucky Gray Television
' 5 KTUU Anchorage, Alaska Gray Television
, 6 KGMB Honolulu, Hawaiu Gray Television m ‘
' 7 WAFB Baton Rouge, Louisiana Gray Television , ;{f“EADl LLAC
: 8 WRDW Augusta-Aiken, Georgia Gray Television '
9 KIEM Eureka, California Terrier Media
|10 WSAZ Charleston-Huntington, West Virginia Gray Television

STR EA M E D CO NTE N T The VUit app’s 10 most-viewed pieces of content ACCIN

CONFIDENTIAL

1  Business First AM | Daily news series
ACCDN Confidential | Collegiate sports

Martin Yan's Gourmet Kitchen | Culinary program VUIT'S

MOST
Food Curated | Documentary series POPULAR

CHANNELS

Most streamed
: : channels on the VUit
VUit eSports | Original on-demand eSports app for April 2021

Crossing the Great Lakes | Documentary series 1. NYC Live Street Cam

2. VUit Sports Replays

2
3
4
8  Stirrin’ It Up with Chef John Folse | Culinary program
6
7
8

Backlash | VUit original short film
3. ExhaleTV

Q VUit High School Sports Replays | On-demand local sports 4. ACCDN Confidential

. . , 5. PowerNation
10 Detroit Muscle | Automotive enthusiast program

To view these channels,
go to VUit.com

| It VUit is a streaming service supported by 200 local TV stations. Run by Syncbak with an investment by Gray Television,
? VUit offers a variety of channels and feeds from local TV stations.
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| VIEWPOINT

Winfrey’s historic interview with Prince
Harry and Meghan Markle, reach for
channels carrying theinterview
increased 7.3% week-over-week. Also,
while the audience for this year’s Golden
By Alison Levin, Roku | Globe Awardsgot older, the streaming
@Roku audience was younger than traditional

Say Good bye to the
Traditional TV Upfronts

| astheir preferred way to watch

| on-demand moviesand TV shows,
Media buying plans should start mirroring video
viewing habits

users are shifting towards streaming as
| their preferred way to watch live sports
events. Streaming not only delivers
audiences to brands at scale, it
provides them with powerful ways to
bring storytelling to life beyond the
30-second ad. Brands can take advan-
tage of multiple interactive and
immersive ad formats only found on
TV streaming to deliver their message
in fun and engaging ways.

was speaking recently to an agency
president. He shared his strategy
for this year’s upfronts: “Buy TV
like you watch TV.” It’sa mandate
that captures the accelerated shift
from traditional TV to streaming TV in
thelast year. More than onein three
Americans no longer has pay TV. The
' average age for the big three broadcast
networks is now more than 60.
However, how are marketers making
“buy TV like you watch TV” reality?
Here are three lessons from brands who
are going streaming-first:

' The TV screen is now full
funnel. The big screen is no
longer just focused on the
upper funnel: No matter the type of
marketer, from a large consumer
packaged goods (CPG) brand toa
direct-to-consumer (DTC) brand, TV
streaming allows an advertiser to
quantify what happensaftera
customer sees the ad. There is no
guesswork. Consumers are willing to
watch ads if they’re relevant and

TV streaming has broadcast-

level reach: The year 2020 was pay ‘ captivating. This is where working
TV’sworst in history, with the major ‘ linearis here to stay, and smart | Alison Levin is VP platforms with a direct relationship
providerslosing a collective 7 million | marketers are gaining access to profound ; of global ad revenue | with the consumer will be crucial.
subscribers. Marketers want the ability reach and scale. and marketing Without this, marketers are left

to build scale, connect with new ' | solutions at Roku. speculating on performance.

' Big TV moment storytelling
must go beyond the

. 30-second ad: Tentpolesports
eventslike the Super Bowl and March
Madnessillustrate how TV viewership

audiences, view campaigns holistically
and optimize in real time. According to
the Harris Poll, for the first time ever,
more Americans now report spending
more time streaming than watching

Streaming provides not just a holistic
view into performance, but advertisers
can easily optimize a campaign in real
time. We've passed the tipping point. As
we head into a busy upfronts season and

traditional pay TV. Importantly, the
growth in streaming is not additive to
overall viewing time. Average reported
streaming hoursincreased 19% year over
year while average traditional TV
viewing hours decreased 13%, according
to the survey results. The broad behavior
shifts toward streaming and away from

Multichannel.com

| haschanged. Consider that thisyear’s

[

1

Super Bowl received the lowest ratings
since 2007, but CBS reported a new
streaming record of 5.7 million viewers
per minute, on average, up from 3.4
million last year. Thistrend extends
beyond sports moments. According to
Roku internal data, during Oprah

| Thoseleft out will need to pickup the

| ersareheading will be well-positioned no

prepare for another record yearin
streaming, leading marketers are already
shifting their TV upfront commitments.

pace. As viewership continues to shift,
marketers that focus on where consum-

matter what the future holds. ®
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Spectrum Networks

FIVE SPOT

Michael Bair

Executive VP, Spectrum Networks

Media veteran hones the local edge for Charter’s news, sports outlets

ichael Bair knows
hiswayaround a
sports network.
Thelongtime
media executive
workedatad firm
Ogilvy & Mather, Showtime, HBO,
Cablevision Systems and Rainbow Media
before a nine-year stint as president of
Madison Square Garden Media Groupand
two years as CEO of streaming startup
Bleachers Corp. Hejoined Charter
Communicationsin 2016, after the merger
with Time Warner Cable, to run Spectrum
Networks. Now in charge of 30 sportsand
newschannels, including theiconicNY1,
Spectrum SportsNet and SportsNet LAin
Los Angelesand local sportschannelsin
Kansas City and Hawaii(aswellasa 27%
stakein SNY, the TV home of the New York
Mets), Bairisguiding the channels through
one of the industry’s most disruptive
periods ever. He discussed the changing
landscape with Multichannel News/B+C
senior content producer, finance, Mike
Farrell. An edited transcript follows.

With vaccines more widespread and
MLB planning a 162-game schedule
this season, are you optimistic sports
may finally be on its way back? Sports
took a pause but never fully went away.
Whilelam optimistic that asthe vaccine
continues to roll out across the country,
moreand more stadiumsand arenas will
be able to safely welcome fans back, [am
equally confident that fans will continue to
tuneinto SportsNetand SportsNet LA,
Last season, Dodgers telecasts on Sports-
Net LA recorded the network’s highest-
ever household rating (2.63) and A25-54
rating (1.43), while Lakers livegame
broadcastson SportsNet recorded the
highest household rating (2.99) and A25-54
rating (2.03) since the 2012-13 season.

42 Broadcastingcable.com

| themiddle of the pandemic.

| You have four regional sports net-

works. Do you see that programming
differently than some of your peers, as
more of a retention tool? Withall of our
networks, sportsand news, wefocuson
engagement. On the newsside, whoweare
and what we dois entirely communi-
ty-based. Ourgoalistoadd value tothe
customers’ servicesand tobe essential to
their everyday lives. For sports, ourgoal is
also to provide value—in thisinstance, by
eliminating the middleman, which often
increases the cost of sports programming.

SportsNet LA, home of the current
World Series champion Dodgers,
signed a carriage deal with DirecTV
owner AT&T last year. Are you close to
other deals? Weannounced our carriage
agreement with AT&T last April, and now
SportsNet LA isavailable to100% of homes
in Las Vegasand Hawaii. Wedo not have
anything to report on negotiations with
otherdistributors, but it should be noted
that Spectrum and AT&T areavailable to
the vast majority of potential viewersin
the Dodgersin-market area.

You have news channels in markets as

diverse as New York, Los Angeles and
Bowling Green, Kentucky. How
important is local news to the overall
strategy? Localjournalismisas
essential tocommunitiesasare
schools, parksand libraries. Over the
past year, the pandemic has
accentuated the critical need for
reliable focal news that informsand
empowers communities. Yet, local
newsorganizationsareshuttingdown,
cutting costsand reducing coverage.
We'relargely going in the other direction,
even launching new networksin Dallas,
Texas, and Asheville, North Carolina, in

BONUS FIVE
All-time favorite TV show? Big Ten on game day).
The West Wing

Favorite podcast? Tying it
TV shows on your watch Together with Tim Boyum
list? Temple, Curfew, and Masters of Scale with
Tehran, Ted Lasso Reid Hoffman
Destinations on your Books on your nightstand?
vacation bucket list? Humanocracy by Gary

Norway, South Africa,
Greek Islands (or every
football stadium in the

At right, Charles
Divins {I.) and

| Alex Stockwell

co-anchor Your
Morning on
Spectrum News

1 in Austin,

Texas, one of the
channels overseen
by Spectrum
Networks executive

| VP Michael Bair

(below).

Hamel, The Kingdom by
Jo Nesbo, American Dirt by
Jeanine Cummins

Y

=
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What are your plans for those

news channels? Over the past few
years, we have launched networks in
California, Kentucky, Massachusetts,
Ohio and Wisconsin. In 2020, we
expanded our networks in North
Carolina and Texas, and we launched
the Spectrum News App to better enable
Spectrum customers to access our news
and content to our video and our
internet-only customers. Qur plan is to
constantly increase and improve on our
local coverage. Going forward, as
news consumption habits continue to
evolve, our goal is to ensure that our
customers can always access our news
anytime and anywhere, whether
they are watching, listening
orreading. @

Multichannel.com



JOIN

Broadcasting + Cable
editors Michael Malone
and Kent Gibbons for
Busted Pilot, the podcast
about what’s happening
today and tomorrow in
television — from the
latest programming news
to TV execs on the move

and industry events.

www.broadcastingcable.com/busted-pilot




City of Hope is ranked the best cancer hospital
in California by U.S. News & World Report
and, most important, by cancer survivor Kommah McDowell.

U.S. News & World Report recently
ranked City of Hope the best cancer
hospital in California.

Although we are honored and’
humbled, it’s our patients’ health
and well-being that serves as our
only real validation.

At City of Hope, our patients and
their families are at the forefront of
everything we do.

The qualiggofgkeir experien
every decisiqfi we ma :

/3

™

[

". DES.

That’s why we’re committed to
delivering the best clinical care
possible to patients in communities
throughout Southern California.

At City of Hope, we’ll continue
to put cancer patients and-their

families first.

That’s the only ranking that matters.

Discover more at CityofHope.org

BEST
HOSPITALS

Cityof Hope.

© 2019 City of Hope






