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Superstorm Sandy: One Year Later

This week marks the 1-year anniversary of Superstorm Sandy’s pounding of the East Coast, and the industry still is
finding takeaways from the devastating event. At this month’s SCTE Cable-Tec Expo, Time Warner Cable chief security
officer Brian Allen said one lesson learned was the need for real-time flexibility. He recounted how the storm quickly over-
ran emergency preparedness plans, including fueling TWC trucks and generators, and called on cable to create the sort
of strong relationships telecom has built with power companies because timely outage info is critical in an emergency
(Cfax, 10/23). Among considerations are ensuring different sources and locations for fuel because bridges and roads can
be closed. Verizon used Sandy to accelerate its migration to fiber from copper in the NY area. “What has proven out is
where we have our fiber network in place, it's a much better customer experience. We actually saw it during the storm. In
the places where we had our fiber deployed—whether for enterprise business customers or consumer customers through
FiOS—we didn’t take as many trouble reports,” said Kevin Service, pres for the Northeast Region for the telco. Verizon
already had plans to migrate more customers to fiber, but as a result of the storm, “we’ve doubled down a little bit,” he said.
Other takeaways for Verizon included how critical it is to protect and harden switching centers (ie, moving electrical and
switching equipment to higher floors and encasing equipment in waterproofing) and the importance of communications
to the customer base and unique stakeholders. “We did some unique things during the storm, where we rolled our mobile
garages as mobile comfort stations for customers. We opened up retail stores to let people charge cellular phones or
come in and get out of the cold,” said Service. “We assigned local managers almost as project managers to work directly
with local officials, town officials to keep open lines of communication with respect to what they were seeing and what we
were doing.” Sandy had a $110min financial impact on AOCF in 4Q for Cablevision due to lost and damaged homes as
well as customer service credits, curtailed sales efforts and suspension of collection procedures as the company worked
through the storm’s impact. The MSO actually was the 1st service provider to extend a comprehensive credit program
across all 3 of its services—cable, phone and Internet. There's a moving video that recaps the efforts by Cablevision's em-
ployees, including working more than 200K hours of overtime and fixing more than 63K downed lines, on YouTube (http:/
www.youtube.com/watch?v=NRnR3QUeC10). The MSO credits investment in smart tech with aiding in recovery efforts,
allowing it to prioritize techs’ workload. And as cable’s WiFi pioneer, Cablevision's WiFi hotspots were almost all fully opera-
tional shortly after the storm, helping the area stay connected. TWC operated mobile power stations, hired food trucks to
provide warm meals to people in parts of Queens and Staten Island, and donated money and time to restoration efforts.
A year may have passed, but the MSO still has Sandy on its mind. When it launched 1700 WiFi hotspots in Manhattan in
July, it decided to revisit the Sandy idea of mobile WiFi trucks. This time, it asked folks for donations to the Robin Hood
Foundation, which has played a big part in Sandy relief efforts. Earlier this month, the MSO partnered with Weather
Channel for an event in the area with Jim Cantore on emergency preparedness.
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Retrans: DirecTV and News-Press & Gazette finally completed a retrans deal Fri. News’ 13 stations have been
dark on DirecTV since Oct 9. While the DBS provider said it was pleased to have them back, it used the blackout to
push (again) for Congressional intervention in retrans, citing 110 blackouts in the first 10 months of this year.

Courting a Multicultural Youth: Some called last year the year of rebranding. You might call this one the year of
network launches. Add Fusion, the joint venture between Univision and ABC News, to the list. Aiming to represent a
younger, multicultural America, the Miami-headquartered network launches Mon in 20min homes with a line up of
news, lifestyle content and comedy programming. We caught up with its CEO Isaac Lee, also pres of Univision News,
and Ben Sherwood, pres, ABC News, to discuss the launch. Much of Fusion’s programming slate focuses on sat-
ire. What influenced that decision? Lee: It has to do with the research we've been doing for the past 2 years. Humor
is a very important currency for this group of people. Satire is a way of getting the news in a non-filtered way and with
transparency. So they would identify “The Daily Show with Jon Stewart” as news, because they know that it’s satire...
We have David Javerbaum, who was an executive producer of the Daily Show, working on a very innovative project
with the Jim Henson company. For the first time you're going to get to see animated anchors in a real set interviewing a
real person. What is your demo? Just English speakers of Hispanic origin, or bilinguals? Lee: We are interested
in 18-34 Millennials, regardless of their ethnicity, and who speak English. Where does the Hispanic element come
in? Lee: The way we chose [our talent] is if they’re good. That’s the first and most important criteria. And in terms of
content, what’s important to us is that we understand that 20% of Millennials are Hispanic. You cannot deny the influ-
ence that a growing percent of the population has to that psychographic. So it will influence in taste, music, culture and
politics, the economy—and we don't want to miss it. It can be difficult for a network to gain full distribution prior
to launch. What’s your strategy? Sherman: The business plan for Fusion has always envisioned a ramping up of the
number of subscribers to the service on cable. So in the opening year the plan is around 20min subscribers and by the
5th year the plan is to reach 60min... The plan has always been to build with time, to start small, to start with humil-

ity and to build a fully integrated digital and multiplatform service that grows and becomes more robust in terms of its
programming offerings with each growing year. We're starting small, with big ambitions. Millennials digest content on
multiple platforms, so how are you tailoring your programming to that behavior? Lee: Millennials watch 26 hours
a week of television, which is a very healthy number, and we are going to create the best possible television to win in
those 26 hours. But this is a digital network more than anything. Today between digital and social media we reach 3.4
million people a week. We already came out with a website, Fusion.net. We are producing for Instagram, Twitter, Face-
book... we are very aware that our audience learns what the news is first in social media. And the end result of all that
process is we will also have a television show.

Online: MTV is keeping things fresh, being the 1st network to pre-release an entire season of a series exclusively
on an app. The 12 ep docu-drama “Wait 'Til Next Year” will be launched through the MTV app on Nov 1 at 8pm ET.

People: Disney svp, corporate strategy Elaine Paul joins Hulu as CFO on Mon, succeeding Tom Fuelling. “I'd like to
thank Tom Fuelling for all of his significant contributions since joining Hulu in 2007, Part of Tom’s legacy is building our
incredible finance team,” new CEO Mike Hopkins wrote in a blog. -- Steve Largent, pres/CEO of CTIA-The Wireless As-
sociation, will step down when his contract expires at the end of next year. Largent assumed the role in ’03.
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CableFAX Week in Review
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CableFAX Webinar Selling TV Everywhere: RTGQister
Marketing and PR Strategies to Drive TVE Awareness

Tuesday, October 29 1:30-3:00pm ET | www.CableFAX.com/webinars

Join CableFAX to discuss savvy marketing skills and smart PR strategies that go beyond the norm to ensure TVE
success for your brand and how to educate consumers on how it differs from OTT services.




