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Behind the Curtain: Canoe Hoping to Reach 10miIn in 2 Years

Canoe Ventures should reach 10mIn addressable subs in the next 18-24 months. That projection came from Canoe
vp, product development John Collins after some prodding during an info session on Canoe Mon. It was a late addition
to CTAM Summit’s schedule, with much of the audience standing for an hour to hear what’s in store for Canoe. One of
the first things the MSO jv is working on is creative versioning, creating ways for advertisers to place different ad spots
in each existing cable zone. Tests for this will be underway in the next 60-90 days. “This is a baby step to household ad-
dressability,” explained Canoe’s newly named CMO Vicki Lins. Ultimate addressability would give advertisers the ability
to put cat litter ads only in homes with cats, and so forth. At another panel, Group M, North America pres/CEO Marc
Goldstein said Canoe’s efforts to make targeted ad insertion work across millions of addressable boxes “are the kinds of
steps...that will get us to the kind of distribution numbers that we know our advertisers are looking for” Michael Kubin,
evp, Invidi Technologies, said he expects delays as the industry works through “understandable’ privacy concerns
because it “doesn’t get any more sensitive” than to track set-top data. Other interesting Canoe tidbits shared include that
while the venture is working with MSOs now, it eventually plans to reach out to other distribution platforms, including
satellite. Canoe, owned by Comcast, Time Warner Cable, Cox, Charter, Cablevision and Bright House, was cre-
ated to provide interactive and targeted ad services across MSOs and networks. Lins acknowledged that some have
questioned how successful a jv will be given the history of other joint ventures (think Pivot), but said the mandate here
is what makes it so viable. “This is it. This is our shot as an industry to stay in the game,” she said. The session was cre-
ated to help explain what Canoe is—and what it isn't. Canoe CEQ David Verklin, who has been on the job for about 3
months, has said that some are looking to him to cure world hunger, Collins joked, referring to how some expect Canoe
to solve everything related to VOD and more. One thing Canoe is most definitely not, Lins said, is a sales organization.
The main idea behind Canoe is to help networks enhance commercial inventory, with 3 areas of focus—addressability,
interactive advertising and data. If the standing-room-only crowd doesn't give you a clear picture of how excited the
industry is about Canoe, perhaps this will: Canoe sent requests for information to 60 companies and received responses
from 55. -- Dana Runnells of Comcast Spotlight will be joining Canoe, where she'll head up PR.
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Tough Times: Not much changed for DISH in 3Q, and 1 key issue that doesn't bode well for '09. The DBS op reported

a net sub loss (10K) for a 2nd consecutive Q, churn of more than 2% and a dip in profit, and now finds itself poised to
lose AT&T as a resale partner Jan 31 after the situation remained unresolved in Aug. CEO Charlie Ergen admitted that
churn “could go up next year” as the 1min subs DISH services through AT&T will face “some advantage to switch to U-
verse”’ come Feb. As a result, Wall St hammered DISH shares Wed, sending them down 14.7% to close at $13.24, a new
52-week low. Much improvement is needed in customer service and tackling piracy, said Ergen, noting that DISH must
“quit getting worse” operationally. Currently, execs are determining just how much to spend on customer acquisitions going
forward, he said, as the market isn't recognizing the net present value of subs. In 09, Ergen said DISH may begin target-
ing non-satellite customers for sub acquisitions, a departure from its typical focus. As for positives, the DBS op’s Turbo HD
offering “puts us back into the HD game,” said Ergen, adding that its MPEG-4 delivery system may now deliver benefits
through customer upgrades. Separately, DISH has inked an deal to use Invidi Technologies for delivery of addressable,
targeted national and local TV ads, and plans to launch Russian-language movie channel TV1000 Russian Kino.

Competition: FIOS TV has agreed to carry MLB Net as part of its Essentials and Extreme HD packages when the net
launches in Jan. The service will also feature MLB Extra Innings package, offering up to 80 out-of-market games/week.

In the States: ION Media Nets announced 2 successful mobile digital TV field trials in Chicago and Denver en-
abling broadcasters to deliver live, over-the-air video to next-generation mobile devices such as battery-powered
digital TVs, cell phones, laptops and personal media players. The tests are using 1 station in each city, which carry
digital feeds of ION TV, Qubo and ION Life.

DTV Transition: With approx 100 days until the Feb transition, the FCC is working on new orders to address technical
issues such as natural interference of broadcast signals, said commish Deborah Taylor-Tate during a Mon press event.
To date, 34min converter box coupons have been mailed and 14min redeemed, said Commerce Sec Carlos Gutier-
rez, who joined others in noting that most people erroneously believe the boxes won't work until Feb. As FCC commish
Robert McDowell advocated for market-by-market public awareness campaigns, Univision announced a multi-plat-
form education campaign that will leverage the net’s Thurs telecast of the Latin Grammys and other programs.

CTAM Notebook: Forget the notion that the 30-sec spot is dead. Instead, “the bad 30-sec spot is dead,” David Droga,
creative chmn of Droga5, told Summit attendees Mon. In fact, he confessed that he loves TV advertising, saying there
is no more effective medium. Droga, the Aussie ad man who has earned more Golden Lions than anyone, urged the
industry to come up with an idea first and a medium later, saying not everything needs to be viral, TV, etc. “You have to
tell stories that get people involved,” he explained. Examples of his work included a video dubbed “The Great Schlep,’
which features Sarah Silverman encouraging young Jews to reach out to their grandparents in FL and push for them
to vote for Obama. -- Time Warner Cable evp, communications Ellen East said free TV shows on the Internet are a
“threat” to cable’s business model and suggested that content owners and cable ops work together to “find a way to
authenticate that experience online.” That way, a cable sub would automatically be able to watch cable shows on any
device once authenticated as a paying subscriber. David Pugliese, svp, product management at Cox, said he’s actu-
ally fine with programmers putting content on the Internet for free but with one major caveat: “It would seem to make
sense that it would be free to the distributor”
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GUEST COLUMNIST

CTAM Retrospective

As outgoing CTAM Chairman, | admit I've really enjoyed
leading this amazing organization for two years. | am
very proud of CTAM. I'm proud because of all that we
have accomplished. And | am appreciative of the volun-
teers and dedicated staff that made it possible.

The first thing you should know is that this organization
reinvented itself. Not too long ago, CTAM’s reve-
nue was tied to the CTAM Summit and indi-
vidual membership dues, requiring members to
attend the Summit, enter Mark Awards, receive
Pulse research and appear in the Member
Directory.

Today CTAM is multi-faceted. One-third of rev-
enues come from traditional, individual mem-
bership dues, one-third from MSO, programmer
and supplier corporate dues, which support
initiatives such as the On Demand Consortium, and one-
third from the MSO Co-op, which supports Mover initiatives
and cooperative marketing efforts. This diversification was
a successful strategy, allowing CTAM to remain strong in a
down economy, relevant as the industry deals with com-
petition, and solid when stand-alone conferences were
consolidated into more efficient fall and spring weeks.

Collaborating for Success

Char and the CTAM team have an uncanny ability to
“herd cats” and get people together for the common
good. A great example is an enhancement to the Mover
Initiative we worked on for two years. When 99% of U.S.
residents move, they fill out a change of address form

for the post office. Through a special program, the U.S.
Postal Service allows service providers to market to these
movers. Previously, telcos and satellite providers had the
advantage in participating, and cable was largely left out.
Through CTAM, we worked together and won a collec-
tive bid to be represented in all markets for video. In some
markets, we were even able to get triple-play representa-
tion. This is a perfect example of how CTAM helps the

Joe ooney

Chris Gilpatric SVP/Affiliate Sales _ Chris

MSOs be more effective working together than alone.

In addition, the Cable Mover Hotline continues to make
strides. The Hotline began in 2001 as a partnership be-
tween the MSOs, CableLabs and CTAM, and continued

to perform well even in a volatile housing market. We've
increased the focus with a CSR Awareness Webcast,
produced by HGTV, which received almost 500 viewings.
CTAM educated 40,000 CSRs, and PR efforts garnered
113 million earned media impressions—all
worthwhile results, as the Cable Movers Hotline
has handled millions of calls over the years.

The Jewels in the Crown—CTAM Chapters
CTAM Chapters are another key to success.

In fact, | selected the Chapters as the 2008
recipients of the Chairman’s Award. This award
honors extraordinary contributions to CTAM
and the cable business as a whole—and the
chapter volunteer leaders are being honored for their ex-
ceptional efforts to take their organizations to the next level.

There are a total of 15 CTAM Chapters, with 12 in the con-
tinental U.S. and one each in the Caribbean, Europe and
Canada. They offer members local seminars, informational
programs, fundraising events and networking opportuni-
ties. In 2007, they produced 84 events attended by 6,836
members. These programs engage and educate members
about the industry and marketing, and today chapter mem-
ber satisfaction ratings are at an all-time high.

| know it’s a bit unorthodox choosing the Chapters over
an individual, but these leaders extend the impact of
CTAM well beyond what we would otherwise reach.
They richly deserve this recognition.

The Chairman’s Award will be presented at the Summit
on November 11 during the closing General Session at
12:15 pm.

See you at there!

(Joe Rooney is Cox Communications’ Chief Marketing
Officer and outgoing CTAM Chairman).
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