
4   B R O A D C A S T I N G  &  C A B L E   A P R I L  3 0 ,  2 0 1 8   B R O A D C A S T I N G C A B L E . C O M

Lead-In

BY JOHN EGGERTON

T
HE DIFFICULTIES in fight-
ing fake news and filtering 
content online were on dis-

play last week on Capitol Hill. At 
stake is whether the government 
steps in to regulate online con-
tent in the face of fake news, hate 
speech, Russian election meddling 
and allegations of censorship of 
online speech.

Opinions may vary depend-
ing on which side of the political 
aisle you inhabit, but currently 
the legislators crying censorship 
and seeking fixes are the Repub-
licans who control the House, 
Senate and White House, with a 
president who regularly assails 
the media.

At a House Judiciary Commit-
tee hearing on those censorship 
allegations — specifically with 
regard to conservative speech — 
the political fractures were obvi-
ous. Democrats saw the hearing 
as a chance for the majority to 
push a narrative of conservatives 

under fire from liberal Silicon  
Valley, while Republicans said 
it was about a serious issue that 
might need a regulatory fix.

No-shows at the hearing were 
Google, Facebook and Twitter. 
But committee chair Rep. Bob 
Goodlatte (R-Va.) vowed to use 
“any means necessary” to get 
them to answer questions about 
how they filtered content. 

They got plenty of advice in 
absentia. Newspaper publishers 

pushed for legislating fairness 
and forcing websites to priori-
tize their content over the “gar-
bage” of others.

Berin Szoka, president of 
TechFreedom, warned Congress 
of the danger of a new “fairness 
doctrine” applied to social media 
platforms, similar to the since-
abandoned FCC doctrine that re-
quired broadcasters to seek out 
opposing viewpoints on contro-
versial topics.

Meanwhile, a Democratic rep-
resentative argued that it was not 
the role of government to compel 
Facebook or Google to provide 
specific content, or to prohibit the 
companies from disfavoring or 
even censoring conservative or 
any other content if they chose. 

Websites have liability protec-
tions in statute for third-party 
content, but that has recently 
been weakened by legislation 
making them liable for knowingly 
abetting online sex trafficking. 
Edge providers have been under 
the gun over fake news and pri-
vacy issues that have made the 
climate much more conducive to 
regulating Silicon Valley players, 
which once had a “garage innova-
tor” pass from such conversations. 

But while regulating privacy 
and protecting users’ data are 
pretty much bipartisan issues, 
regulating content breaks down 
more along party lines.

Almost everyone agrees that 
terroristic speech and incit-
ing violence should not be pro-
tected. But whether or not the 
government should be in the 
business of deciding what infor-
mation is garbage or fair is a dif-
ferent matter entirely. 
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Online Content Goes on Trial
Capitol Hill Republicans hammer edge providers in absentia
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AS UPFRONTS — and NewFronts (see page 
10) — approach, Sony’s ad-supported streaming 
service Crackle (which did an upfront brief-
ing for reporters last Tuesday) continues to 
buck the trend of other subscription-based, 
commercial-free OTT services. It 
offers as many as six scripted 
shows, plus plans for prep-
2018 FIFA World Cup shorts 
and a series about eSports 
participants, without charg-
ing a subscription fee. Sony 
Crackle general manager 
Eric Berger spoke with B&C 

senior content producer R. Thomas Umstead 
about the service’s ad-supported strategy.

 
Has Crackle considered launching a com-
mercial-free, subscription-based service 
to complement the free offering?  We think 

more people are looking at free services 
because you just can’t afford all the ser-

vices available. People pull out of cable 
and satellite channels, and they start 
to put together a la carte services, and 
next thing you know, they turn around 

and they’re paying as much as they were 
before. So as you construct your personal 

bundle you can always add free to the mix.  
 

Have you heard that from potential sub-
scribers that the ad load is the reason why 
they don’t watch Crackle?  Some people say 
that; that’s one of the reasons we dive down 
into the psychographics. We want to know who’s 
more prone, who’s less prone and what it would 
take to have them be comfortable. That’s why 
we have research that says some are comfort-
able with ads if they are humorous, and some 
are fine with ads connect with them more indi-
vidually. 

MORE ONLINE: For more from this interview, go 
to broadcastingcable.com/April30.  

Rep. Bob Goodlatte 
(R-Va.) said he would 
use “any means  
necessary” to get 
edge providers to 
answer Congress’ 
questions on content 
filtering. 

CRACKLE SETS AN AD-BACKED STRATEGY 

Berger



FATES AND FORTUNES

EXEC MOVES OF THE WEEK
n NINA DIAZ was pro-
moted to president, 
programming and 
development for MTV, 
VH1 and Logo. Diaz, 
who had been execu-
tive VP of unscripted 
programming and 
development for MTV 
and VH1, will continue 
to report to Chris  
McCarthy, president 
of MTV, VH1 and 
Logo. n (1) TED LIM has 
been named senior VP, 
strategic planning and 
corporate development for Metro Goldwyn 
Mayer. Lim, who will join MGM May 14, 
was most recently senior VP, strategy and 
business development at Participant Media. 
n (2) PAULA KAPLAN is returning to Viacom 
as executive VP of talent and development 
for Viacom Digital Studios. Kaplan, who 
spent 20 years at Viacom-owned Nickel-
odeon, was most recently chief talent officer 
and head of live content at Awesomeness 
TV. n Ad sales executive BEN PRICE will 
leave his post at Discovery Communications 
after the upfronts. Price was president of 
ad sales at Discovery before the company 
acquired Scripps Networks Interactive. After 
the combo, Scripps’ Jon Steinlauf was ap-
pointed as chief advertising sales officer. 
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	 THE	WATCHMAN
 Senior content producer Michael Malone’s weekly look at the programming scene

‘Cobra Kai’ Waxes On at YouTube, truTV’s 
‘Comedy Knockout’ Packs a Punch
COBRA KAI, a series based on The 
Karate Kid, starts on YouTube Red 
May 2. The Karate Kid came out in 
1984. Why is the time right to bring it 
back now?

“We’re such huge Karate Kid fans 
— we don’t care if the time is right,” 
creator Hayden Schlossberg said. “We 
just wanted to do it.”

Ralph Macchio is on board for Cobra 
Kai, playing a grown-up version of his 
Daniel LaRusso character. He faces off 
with Johnny Lawrence, his opponent 
from the original film, and a batch of 
teens also learn the art of karate. 

The creators say a four-hour lunch with Macchio at New York’s Greenwich Hotel got 
him hooked. “Once we explained where our headspace was for the show, he jumped 
in,” creator Jon Hurwitz said. “He jumped in aggressively.”

The creators say the target audience is, of course, fans of the original film, and 
younger people who will connect with Cobra Kai’s teen talent. “We fell in love with The 
Karate Kid when we were young, and a young audience watching this will fall in love 
with a new group of teenagers,” Hurwitz said. 

The creators said YouTube was on board from the get-go, offering a full season 
before the pitch was even completed. That’s how 
things go when you bring Ralph Macchio to your 
pitch meetings. “They were head over heels on this 
pitch right away,” creator Josh Heald said. 

He noted how it can be difficult to steer a 
potential viewer to a new show on some distant 
cable channel. That’s less of a problem, he said, 
when it comes to Cobra Kai. “You tell people, go to 
YouTube and type in Cobra Kai,” he said. 

Also on May 2, the third season of Comedy 
Knockout kicks off on truTV, which offers back-to-
back episodes on premiere night. The show pits 
comedians against each other in a series of wacky 
challenges. Damien Lemon is host. “We get into 
our groove a little more in the third season,” prom-
ised Lemon. “Things click a little bit more.”

Those offering standout performances this sea-
son, shared Lemon, include comics Amir K, Brad Williams and husband and wife team 
Natasha Leggero and Moshe Kasher. 

A particularly fun part of the show is “Claim to Shame,” which sees comedians pick 
which audience member committed some embarrassing act. 

When he’s not hosting Comedy Knockout, Lemon enjoys watching FX’s Atlanta 
(“probably one of the best shows on TV,” he said), HBO hit man comedy Barry and 
Viceland’s Desus & Miro. 

Lemon said Comedy Knockout hits its stride in the new season. “There are a lot of 
great moments,” he said, “a lot of great energy.”

Comedy Knockout

Cobra Kai

$1.6B
— Boost in Q1 revenue the Winter Olympics 

 in PyeongChang, South Korea, 
 generated for NBCUniversal.
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