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Mr White: The Choice of DirecTV’s New Generation

DirecTV’s decision to tap PepsiCo vice chmn/ PepsiCo Intl CEO Michael White was a bit of a surprise, but it makes
sense when you consider his branding and intl expertise. He played a role in negotiations for PepsiCo’s acquisition

of its 2 largest independent bottlers (nice, given the upcoming spin off from parent Liberty Media) and he’s credited
with transforming the beverage company’s intl operations. Beverage Digest editor John Sicher told us he wasn't taken
aback by White moving over to the media business. “Mike’s very smart, very operationally oriented. And he also under-
stands and has a good feel for marketing,” the trade pub editor said. “There would almost be no company that he could
go to that | would characterize as a surprise because | think his leadership would be an asset to any company.” Shares
of DirecTV closed up 0.36% Wed. Investors won't get much of a feel for him until he joins the company in Jan. “While
we are somewhat surprised with the announcement given that Mr. White’s experience is outside the TV distribution
business, we believe his strategic and financial experience is a good fit for DTV and a suitable replacement for Chase
Carey;” Wells Fargo said in a research note Wed, reiterating that it believes a telco takeover is still possible but unlikely
in the nearterm because of the regulatory environment. White announced in Sept that he would retire from PepsiCo
this year. He replaces Chase Carey, who became pres/COO of News Corp in July. News of White’s appointment
came out of left field, with Liberty’s Greg Maffei and DirecTV Latin America head Bruce Churchill long thought to be
potential candidates. ‘After a very thorough search, we have found an exceptional leader with a sustained track record
of success, profitably growing businesses and a reputation for making the impossible possible,” DirecTV chmn John
Malone said, in making the announcement. “Mike also brings the highest degree of leadership, innovation and passion
to the table—all qualities that will help drive DIRECTV’s performance in the coming years.” For his part, White said in a
statement that he’s looking forward to “working with the talented management team and employees as we continue to
grow the business, delight the customer and further distance DirecTV’s leadership position.”

NFL Scrimmage: Unlike some years past, Thurs night football kicked off on NFL Net last week without much fuss over
its lack of carriage by some cable operators. But the channel took the gloves off Wed, running an ad in DC pub Politico
targeting Time Warner Cable. Obviously aimed at getting the attention of Washington lawmakers, the ad states that
TWC is the only TV provider among the top 5 in the US that doesn’t carry NFL Net. It lists Comcast, DirecTV, DISH,
TWC and Cox with a line through TWC. ‘Actually, NFLN still hasn’t reached an agreement with the majority of the
top-10 cable operators. We don't dislike the product, and we certainly don't dislike the NFL; we just think that it’s really a
lot of money for at most 8 out-of-market games,” a TWC spokesperson said. This week’s Thurs match-up features the
Carolina Panthers and Miami Dolphins. While the game will be carried live on over-the-air broadcast in Charlotte, TWC
markets of Raleigh-Durham and Greensboro (which NFL Net estimates contains about 1.1min TWC subs) won't have
the games. In FL, the game will be on the Miami affiliate, but most of the areas surrounding Miami are predominantly
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Comcast markets. “We have 53mIn homes and more than 300 distributors. Time Warner is denying customers the op-
portunity to see the network,” NFL commish Roger Goodell said while in Charlotte Mon. ‘And it’s not just the network;
it's also the NFL RedZone, which we've had an incredible reaction to from fans and the partners who are carrying it
TWC’s rep said the MSO has had some discussions with the channel in the last few months but still no agreement. An
NFL Net spokesman declined to comment on the potential of more ads.

Talking Broadband: Providing more set tops at retail could get increased attention soon. During a presentation at the
FCC’s open meeting Wed, a task force gathering data for Commission’s National Broadband plan identified the “Televi-
sion Set-Top Box Innovation Gap” as a key gap on the road to universal broadband. The idea here is that the convergence
of video, TV and IP-based tech is creating a new broadband medium that could drive adoption, but the retail set-top mar-
ket has not really emerged. The FCC noted that 879 certified mobile devices are at retail vs only 14 models of retail set-
tops. Meanwhile, there are 42x more operator-leased boxes than retail boxes in consumers homes. Other gaps identified
include the lack of broadband deployment/adoption support by USF, the need for more spectrum for mobile broadband
growth and more transparency (consumers need info about actual performance vs advertised speeds). Over the coming
weeks, the task force will begin to develop a range of options for consideration by the FCC for bridging the gaps.

TV Everywhere: Comcast’s thePlatform, which is involved the back-end of the MSO’s OnDemand Online trial, an-
nounced new features for nets to provide TV Everywhere capabilities on their own Websites. Included are an authenti-
cation adaptor, video playback authorization and adaptive content discovery and monetization. Also, the co noted more
than 20 nets as clients for online video publishing, including Fox Sports Nets, Travel Channel and Big Ten Net.

Advertising/Marketing: Infiniti extended to a 2nd season its sponsorship of Sundance Channel’s “Spectacle: Elvis Cos-
tello with...” (Dec 9). The multi-platform partnership is highlighted by the Infiniti-branded short-form original series “Inspira-
tion Sessions,” 14 eps of which will feature conversations between artists and producers.

Online: As BET’s 1st Web series, “Buppies” (Tues) spotlights the relationship dramas of a group of friends navigat-
ing the terrain of L.A.s young black power elite.

Ratings: NFL Net’s 1st of 8 games this season ranked 2nd among cable programs with a 5.2/2.75min, and its
pre- and post-game coverage delivered a 2.7/1.44mlin and 4.2/2.21mln, respectively. ESPN’s MNF football again
led the week, this time with an 11.5/11.36mln, and drove the net to a prime victory among nets with a 2.7/2.71min.
USA (2.2/2.22mIn) notched 2nd with the help of new original “White Collar’ (3.2/3.17min), and Fox News
(1.8/1.72mIn) scored 3rd. Disney Channel (1.7/1.70min took 4th and Nick at Nite (1.5/1.45) 5th. Nick enjoyed a
good week across time slots, with content ranging from “iCarly” (3.5/3.44mln) to “SpongeBob Truth or Square”
(3.4/3.41mln) securing 5 top-10 slots.

Programming: HBO renewed “Real Time with Bill Maher” for an 8th season, launching Feb 19. -- MGM HD has
a Thanksgiving movie marathon lined up with ‘A Fistful of Dollars,” “For a Few Dollars More” and “The Good, The
Bad and the Ugly” (starts at 9am ET). During the film fest, the net will run an original mini-doc called “Craft: Clint
Eastwood.” -- Jason Lee will play the lead in TNT pilot “Delta Blues,” featuring a Memphis police officer who lives
with his mother and moonlights as an Elvis impersonator. -- Comedy Central ordered 6 eps of “John Oliver’s
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TRUE OR FALSE: MORE PEOPLE WHO
TRAVEL WATCH CABLE THAN YOU THINK N
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TRUE: 63% of people who travel” within the U.S. are watching cable, while over 75% of travel
companies' ad dollars are spent on broadcast. With expertise in media measurement, consumer + ash
behavior, program engagement and advertising measurement Nielsen will help you identify Jus

opportunities to maximize profit. lllels Cn

*Travel is defined as people who travel by air, rental car or cruise.




