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X-Platform: ESPN Launches Research Initiative Tied to World Cup

ESPN unveiled plans Mon for “ESPN XP a research initiative designed to study consumer behavior across TV, radio,
Internet, mobile and print. It will test the waters first with its 2010 FIFA World Cup coverage but plans to extend the re-
search to football in the fall and other sports next year. Yes, a lot of the data gathered will be proprietary, but ESPN is
active in various measurement initiatives (like the Coalition for Innovative Media Measurement), so others may be

able to benefit from this as well. “We want to be as open as we can about this to the industry;” said Artie Bulgrin, ESPN’s
svp, Research+Analytics. “We just believe we need to move ahead at our own pace if we can. We also have a unique
genre that we're dealing with and a unique audience in terms of sports.” He thinks the World Cup is actually perfect for this
research as games will take place during the day, when many are away from home. ESPN will carry all 64 games live. XP
might also shed some light on Brazilian soccer fans. Because Univision has the Spanish-language rights to the games,
ESPN Deportes will air the games in Portuguese. The Keller Fay Group, Knowledge Networks, The Media Behavior
Institute, The Nielsen Company and The Wharton Interactive Media Initiative will participate in ESPN XP. More part-
ners to come. “This is the 1st attempt by a programmer to measure all 5 platforms for a single media event,” said Glenn
Enoch, ESPN'’s vp, integrated media research. Execs said this wouldn't result in a new currency (not yet, at least), but they
are hoping to create a scalable research plan to measure cross-media audiences 12 months out of the year by 2012.

Technology: The launch of Hillcrest Labs’ Web TV browser Kylo got a lot of attention Mon for what it wasn’t able to do.
“We have confirmed with Hulu that they are preventing the Kylo web browser from playing Hulu videos. Prior to our formal
launch, Hulu videos would play within the Kylo browser,” said CEO Dan Simpkins. “Like Internet Explorer, Firefox or Safari,
the Kylo browser is simply a Web browser that enables consumers to visit any site on the Web. We have tremendous re-
spect for Hulu, and we hope that a continued dialog might influence their thinking.” It's reminiscent Hulu restricting Boxee,
which NBCU’s Jeff Zucker recently called “disingenuous and misleading” for portraying itself as an Internet browser. Hill-
crest said Kylo is a true Web browser (no walled garden) that was developed for the “millions of households” that connect
their PCs or Macs to the TV. The idea is to deliver an experience specifically designed to be viewed from a distance in the
family room, living room, etc. The Boxee-Hulu flap drew questions during Comcast-NBCU hearings on the Hill since NBC
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has a stake in the online video service. This looks like it could provide more fodder. No word from Hulu at press time.

In the States: Time Warner Cable has launched an online customer care team to be lead by Phil Blum (@ TWCable-
Phil on Twitter). The 4-person team uses email, Twitter and other forms of social media to help customers. Since a soft
launch on Feb 19, the team has engaged 1500+ customers via Twitter. The team is available 9am-10:30pm ET Mon-Fri
and noon-8:30pm ET on weekends. The MSO is also stepping into the blogosphere with the launch of www.twcable-
untangled.com. -- Showtime is offering a free preview to a record 54.4min HHs Thurs-Sun, letting viewers sample the
premieres of “Nurse Jackie” and “United States of Tara.” The premium programmer will also offer all 3 seasons of “The
Tudors” on demand as a teaser for Season 4’s debut (Apr 11). -- Earlier this month, Massillon Cable TV completed its
DOCSIS 3.0 deployment to its 33K+ cable modem subs in OH using Cisco 10000 and Motorola BSR routers.

Broadband: Sen Commerce will get to pick apart the FCC’s National Broadband Plan at its hearing Tues, but HDNet
and Broadcast.com founder Mark Cuban is doing it now at his blog (BlogMaverick.com). While he says he is a fan of
the concept behind the plan, he asks why 100Mbps? “Before we peg [100Mbps] as the speed to which all bandwidth
providers should aspire, we need to find the watermark at which bandwidth creates new applications, and we need to
see some of them,” Cuban wrote, suggesting that the FCC focus on funding or forums for high bit rate apps. He’s con-
cerned that by 2020, 100Mbps might not be fast enough. Cuban wrote that there is a way to get beyond 100Mbps, but
he’s going to save his thoughts for the FCC. The hearing, by the way, will be live on C-SPAN 3 at 3pm.

At the Portals: Media Access Project is asking the FCC to extend the deadline for filing comments on the proposed
Comcast-NBCU jv by 45 days to Jun 17. That would put the deadline for oppositions at Jul 15; replies would be due
Aug 1. Currently, comments are due May 3, with responses and replies due Jun 2 and Jun 17, respectively. MAP said it
submitted the request on its own behalf in the interest of expedition, but that it consulted with more than a dozen public
interest, carrier, satellite, labor, programmer and other organizations who agree with “this prayer for relief” It argues that
there are just too many comments due around the same time, including retrans, open Internet and the future of media,
plus the National Broadband Plan had caused groups to delay work on other matters until last week.

Competition: AT&T is shaking up its $99/mo bundle by letting consumers pick any 3 services—meaning they can
choose wireless as their phone option. “With the high industry penetration rate for wireless, and challenges in expand-
ing its broadband base, we think T is leveraging its broad service offerings to appeal to consumers,” said S&P, which
has a “strong buy” on shares and a 12-month $31 price target. -- DISH launched its 15th satellite over the weekend,
which will be used for more HD. DISH currently offers 160 HD channels as well as HD locals in 152 markets.
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EYE ON ADVERTISING

Full Court UPS

March Madness is about more than basketball. In the
equally competitive world of advertising, a growing ros-
ter of companies are vying to get their message in front
of the legions of fans glued to their TVs during the tour-
nament. One play is to become an NCAA Corporate
Partner. Doug Gibeaut, UPS director of sponsorships
and events, tells contributor Cathy Applefeld Olson why
his company just signed on, why sponsorship makes
sense now and how the company is angling for

a full court press across broadcast and cable

now?

DG: Our past involvement has consisted

primarily of TV spots with custom features, such as

a “Whiteboard” element in “Road to the Final Four.” If
you're not aware, Whiteboard is UPS’ highly recognized
advertising campaign that we have used the last few
years to demonstrate simply and effectively UPS’ broad
capabilities.

How successful has the relationship with CBS
Sports been in the past? How do you measure that
success?

DG: We feel it's been successful. But in the context of
our overall sponsorship and sports marketing strategy,
we wanted to do more than advertising, which is why
we decided to pursue the corporate partnership with the
NCAA.

Why the decision to become an NCAA Corporate
Partner now? What do you expect to get out of the
relationship you weren’t getting before?

DG: Essentially this is an expansion of a relationship

that primarily delivered advertising assets to UPS. The
idea of becoming a corporate partner lets UPS pursue
a wider range of activities on several fronts. First, it al-

v
“ i‘ ‘f

properties. »
How would you characterize UPS’ advertis- ©
ing relationship with CBS Sports up until

lows us to establish business-to-business relationships
with the NCAA and related institutions in an expanded
way to help grow our business. Second, it allows us
to create unique hospitality programs that will help us
build customer relationships and recognize employees
for their contributions to UPS’ success—and to do this
across many championships on a year-round basis.
Third, the affiliation with the NCAA as their Official Lo-
gistics Partner helps UPS tell our story about what we
can do in helping companies—or any organi-
zation—move their business forward.

How much of the relationship entails broad-
cast vs. cable?

DG: Our deal is primarily broadcast, however,
since we're now an NCAA corporate partner, we
will have the opportunity to purchase non-CBS
inventory to support other championships such as the
ones carried by ESPN (e.g., the College World Series).
We have no plans to pursue this in 2010, but we will
consider it for future years.

Generally, how is UPS rethinking its approach to
advertising these days? And how does cable factor
into the strategy?

DG: Cable continues to play a role in our advertising
plans along with broadcast. We feel a mix provides us
with the best opportunity to effectively reach our target
audiences.

Are you doing as much TV advertising today as you
have in the past? How about the Internet?

DG: With the proliferation of news, sports and other
widely followed content now available on the Web, UPS
has shifted a significant portion of our advertising efforts
into the digital channel.

(Longtime entertainment industry reporter Cathy
Applefeld Olson is delighted to be documenting
media’s wild ride into the 21st century)
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