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Spectrum Reclamation: White House On Board with FCC Plan

The White House threw its support behind the FCC’s National Broadband Plan Thurs by issuing a Presidential Memo-
randum to commit the Federal govt to a sustained effort to make 500Mhz of federal and commercial spectrum available
over the next 10 years. Citing the threat of a spectrum crunch and wireless needs, the administration is moving ahead
of spectrum inventory and legislation and having NTIA determine whether any spectrum can be identified by Oct 1 that
could be made available within 5 years for exclusive or shared use. “Few technological developments hold as much
potential to enhance America’s economic competitiveness, create jobs, and improve the quality of our lives as wireless
high-speed access to the Internet,” Obama said. While Dems such as Rep Ed Markey (D-MA) lauded the White House
announcement, FCC Republican commish Robert McDowell complained that the FCC has not moved forward on more
immediate opportunities to reclaim airwaves (the 10Mhz of spectrum in the 700Mhz band that was not acquired in an
’07 auction, TV white spaces and advanced wireless services spectrum). “Memoranda announcing intentions to act

can be helpful, but they should not be mistaken for real action,” McDowell said. “l remain hopeful that the FCC will do

its part to spur innovation and job growth sooner rather than later” As with the Broadband Plan, the White House sup-
ports voluntary spectrum reclamation, with a senior administration official saying the president doesn't support making
the process mandatory. Broadcasters, whose spectrum is targeted in the Broadband Plan, have worried the process
won't actually be voluntary. While the Broadband Plan recommends broadcasters give up 120Mhz, the White House an-
nouncement doesn't carve out specific ways to reach the 500Mhz. The administration’s plan has 4 key points: identifying
and planning the release of 500Mhz of spectrum; providing tools needed to effectively reallocate spectrum, including in-
centive auctions; enable spectrum to be put to its highest value uses (licensed mobile broadband and unlicensed uses);
and use auction proceeds to promote public safety, job-creating infrastructure investment and deficit reduction (no official
estimate, but notes many analysts believe rev potential could reach tens of billions of dollars). A senior White House of-
ficial said auction revenue would be re-invested, with an interoperable public safety network the top priority.

Showtime: It’s official. Robert Greenblatt will leave Showtime when his contract expires in July and Imagine TV pres Da-
vid Nevins will join as pres, ent (Cfax, 6/28). Nevins, who served as exec producer for “Friday Night Lights,” will be based
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in L.A. and begin his position later this summer. Greenblatt took Showtime to a new level during his 7-year tenure with
series like “Dexter” and “Nurse Jackie.” Nevins seems well suited to carry on. His resume includes developing and serving
as exec producer for the critically acclaimed ‘Arrested Development.” “David’s career has been punctuated by genre-defin-
ing programming at every turn and has the perfect creative sensibility for Showtime Networks’ next exciting chapter,” said
CEO Matt Blank. ‘At the same time, | have to say that Bob Greenblatt is one of the finest executives in the business and
has developed some of the most extraordinary original programming of the past decade. His legacy has us grateful and
well-positioned for the company’s future.” No definitive word yet on Greenblatt’s future plans.

Terrestrial Tangling: Verizon is the latest to step up and demand HD feeds of MSG and MSG Plus under new FCC
rules that took effect last week. On Mon, Verizon filed a supplement to its existing program access complaint, ask-
ing the FCC to require Cablevision and MSG to sell it the high-def feeds. “It should be clear by now that whatever
problems Verizon is having in the marketplace has nothing to do with a lack of HD programming and the idea that

a phone company more than 10 times our size needs a regulatory bailout is absurd,” Cablevision said Mon. AT&T
notified Cablevision on Thurs that it would file a formal complaint at the FCC if CVC and MSG don't agree to negoti-
ate in good faith within 10 days. DirecTV and DISH requested CSN Philly from Comcast last week, which could be
the 1st step to filing complaints if deals are not reached.

Inside the Beltway: AT&T continues to bash the FCC chmn’s broadband classification plan, complaining in a blog
post that there is no definition of what the Commission intends to regulate (attpublicpolicy.com).

In the States: Clearwire launched its Clear mobile broadband service in St. Louis, Salt Lake City and Richmond,
upping Clear’s coverage to 37 markets and 51min people. -- Hughes earned a contract to provide satellite broad-
band service in SC agencies and local governments.

Broadband: Cable may lead in broadband penetration in every region (NE, South, Midwest and West), according to a
PCMag study, but the pub’s speed tests with SurfSpeed tout Verizon FiOS as the fastest ISP in the country, NE and
West. Time Warner Cable’s Road Runner took the title in the Midwest, Cox in the South. FiOS’ avg nationwide speed is
pegged at 1.23Mbps (resulting in the highest customer satisfaction rate) and led Cox (1.14Mbps), Cablevision (1.12Mbps),
AT&T U-verse (1.06Mbps) and Comcast (992Kbps). The fastest DSL service comes from Earthlink (882Kbps) and is
even swifter than Charter’s 870Kbps. Top regional speeds: NE, 1.19M; West, 1.70M; Midwest, 866K; and South, 1.12M.

Ratings: Sat's US-Ghana World Cup match garnered 19.4min total viewers on ABC and Univision to become the
most-watched soccer game in US history, according to Nielsen. With 14.86min total viewers and 9.46min HHs, ABC'’s
telecast is now the most-watched World Cup game ever in those metrics, and the most-watched men's Cup game ever.

Research: YOY growth in shipments of 3DTVs will total 231% between ’10 and *11, said In-Stat, resulting in a dou-
bling of installed units in the US. By '13, 20% of new TVs sold in the US will be 3D, said the firm.

Advertising/Marketing: Ahead of its debut of “Entourage” in Sept, WGN America announced “Entourage in Context,”
which offers advertisers contextually targeted ads meant to increase advertiser recall and purchase intent. Targeted by
specific categories, the service gives “advertisers ‘X’ position and bridges in commercial breaks running adjacent to
relevant scenes,” said the net. -- With cable nets and ops preparing for an expected uptick in political advertising this fall
(owing to a Jan SCOTUS ruling), Post-Newsweek plans to make free airtime available to candidates on its 6 broadcast
stations, including in battleground states FL, TX and MI. The co is also offering free Web time in the 30 days preceding the
general elections. -- Mun2 bowed a multiplatform campaign dubbed Project Light Switch as the next phase of its brand
rollout that was initiated last year. The campaign includes an animated logo design that serves to further emphasize the
metaphor for the mun2 audience’s bicultural identity: Latino and American, the best of both worlds.

Technology: Versus’ new Tour de France mobile app will provide video highlights, detailed results, and is compat-
ible with the iPhone 4 and the “Tour Tracker” on Versus.com. Also available is a $14.99 upgrade letting fans access live
streaming video without commercials and full stage content immediately following conclusion via an on demand feature.

People: WICT promoted Walter Sisson to svp, finance and admin. -- Marvel Ent tapped Jeph Loeb as evp/ head of TV, a
new position aimed at bringing the co’s characters to TV. -- MSG Ent named Alan Simkowski svp, marketing partnerships.
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CEO Rocco Commisso to take the
MSO private.
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EYE ON ADVERTISING

Local Waves of Content

Amid fierce competition, providing local content is one way
smaller operators can get a leg up on the bigger MSOs
and satellite providers. Content like high school sports can
engender good will among customers, but it's often seen
as a loss leader. Not so at NewWave, which serves mostly
rural areas in KY, TN, MO, IL and AK. The savvy operator
is in the black in several key markets vis a vis advertising
around its uber-local programs. Kyle Alcorn, New-
Wave vp, marketing and sales, explains to con-
tributor Cathy Applefeld Olson how and why.

What type of local content has NewWave been
presenting?

KA: We are doing all sorts of high school sports:
regional football, volleyball, basketball. De-

pending on the market, we've done a game of

the week for football or, for a system that may service
multiple markets, we try to find the biggest match-up in
area that week. For basketball we cover at least two to
three games in some markets, and we also covered the
Christmas tournament live. In Murray (KY), we covered
eight of Murray State’s away games last year, and we're
also doing a local newscast. It's not as big as Sun-
flower's Channel 6, but we are trying to bring something
even more local than they get.

And you’re making money on ad sales?

KA: In a few of our markets, we are cash-flow posi-
tive. And we recently purchased a low-power station

in Hopkinsville (KY) that we’ll take over July 1 and
rebrand and manage it. We anticipate by the end of the
year that system will be making money as well. The
advantage we have is we bring in local programming
that’s specific to a region. So an advertiser that may
have a spot but because of cost is unable to do a lot of
broadcasts [can] advertise [with us] because we can
bring the spot right in front of their base and get their
message in front of the community.

For group
subscriptions to
CableFAX Daily

or company-wide access
contact Carol Brault at
cbrault@accessintel.com

i
NP

CORPORATE Ceblefax pai.
[ICENSES

Who'’s buying?

KA: Community banks, car dealerships. We also have
local restaurants, insurance companies, real estate.

| think we even have a funeral home that advertises
because part of the local news in the morning goes over
the obituaries.

Do they tend to buy per month? Per season?

KA: Typically they buy monthly packages, and they key
into specific programming, or they can buy a
football season or a basketball season. We offer
either a sports package or a news package. And
a good many advertisers do buy both; they feel
like they can cover a couple of demographics
that way.

Which types of local programs tend to at-
tract the most advertising dollars?

KA: It's a lot of the sports, but we have a local weather
element in Hopkinsville that is doing well, and in South-
east Missouri we have something called the Hometown
Channel that focuses strictly on high school sports and
graduations and other ceremonies, and they’ve [made
money] for the last two to three years.

What kind of feedback are advertisers giving you?

KA: With the Christmas tournament we did in South-
east Missouri and Northeast Arkansas, the advertisers
were very excited because it involved so many of the
communities they’re in. They felt like it was a more ef-
fective approach to reach the customers they wanted
to reach. Our station managers received a lot of calls
from advertisers about that. The thing about small-town
America is their high school programs and sports are
a central gathering point for them in a way you may not
get in some other metro areas.

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