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Chapter 8

Content: Strategy and Distribution

Duties of Program Director or Program Manager (TV/radio); Operations Manager (cable):

· Budgeting

· Acquisition

· Scheduling

· Evaluation

· Interpersonal skills

RADIO – 18-49 demographic considered ideal

[p.155: Table 8-1 Popular Radio Formats] [source: Radio Advertising Bureau]
2010

2007-2008


Country

News/Talk

Spanish

Sports

Oldies
1,992

1,438

806

661

642
Country

News/Talk

Latin/Hispanic

Oldies

Adult Contemporary
2,037

1,359

721

720

631

Standard strategy involves:

1. Capturing an existing audience from a competitor

2. Developing a format to reach an audience not targeted by a competitor

Peak listening:

Morning drive (6-10 a.m.) – highest paid personalities found here; as goes the morning, so goes the station

Afternoon drive (3-7 p.m.)

Midday (10 a.m.-3 p.m.)

Nighttime (7 p.m.-midnight)

SATELLITE RADIO – different than over-the-air radio because it is a subscription-based service; multiple digital formats available, many commercial-free.  Sirius XM Radio is the only vendor in the U.S.

TELEVISION

Compensation – what networks pay to local affiliates for carrying network programs; used to be as much as 5% of the revenue in large markets, up to 25% in small markets; now down to single digits or zero
Types of Syndication – most producers will finance programs at a loss in order to get on networks, hoping to recoup losses through syndication; two types:

· First-run – programs offered directly to local stations, thus bypassing national networks (Wheel of Fortune, Oprah, Entertainment Tonight)

· Off-Network – series that have had a previous run on networks (Friends, M*A*S*H, Law & Order)

Barter – exchange of services without cash consideration; in TV a station acquires a program with some commercial time already packed in it

Ad-Hoc Network – group of stations that affiliate in order to receive specific programming (sports, telethons, beauty pageants)

Alternative Platforms – more content is being developed for digital platforms like Hulu, Netflix or YouTube as an alternative to traditional TV networks.

Webisodes – short-program series found at places like YouTube; generally low budget but an opportunity for aspiring writers, producers & actors to showcase their work 

Network alignment with major film studios to provide a source of programming:

ABC
Disney

CBS
Paramount

NBC
Universal

Fox
20th Century

CW
Time Warner

Network Strategies:

· Lead-in – placing the best program at the beginning of prime time in hopes the audience will stay for subsequent shows

· Hammocking – placing a new or weak program between two established shows

· Tent-poling – placing a strong program between two new or weaker ones

· Counter programming – targeting a different audience from your competitor

· Stunting – deviation from the regular schedule with crossover guests, special movie packages, etc.

· Blunting – targeting a competitor by scheduling a program with the same demographic appeal

· Seamless Transition – make the end of one show indistinguishable from the start of the next to reduce the impact of the remote control

· Stacking – some independent stations program a block of time with the same genre of programming (like talk shows)

Independent stations usually generate far lower ratings than network affiliates.

· Multicasting

· programming of additional standard digital television (SDTV) channels in addition to the main channel

· resulted  from the 2009 transition to digital television

1. several challenges:

2. distribution – cable, satellite & telco providers not required to add

                                             SDTV channels to their systems; viewers can only see

3.                                              them through an antenna or mobile device

4. how to monetize – how to make enough money to support these new

5.                                       channels?

6. cannibalizing – does adding additional channels actually pull viewers

                                 away from your main channel?

· Multichannel Programming

· Cable, satellite & telco systems offer different tiers (prices) of service

· Cable is the dominant distributor with nearly 60% of American HH subscribing

· Cable, satellite & telco systems negotiate with individual networks for carriage; normally they pay each network a set fee based on the # of subscribers

· Management Issues in Programming
· Audience shares continue to fragment as new technologies emerge

· Programs that attract audiences become key brands

· Program costs are on the rise

· Regulatory concerns over sex and violence

Electronic media has evolved into multiple platform enterprises offering various types of content to consumers.  The challenge is to decide which platforms to use in offering content, and how to financially support the efforts through new business models.
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