
They Said iT!
“We gave Charter  
our bottom line, but 
rather than pursuing 
this path, Charter has  
chosen to go public 
with its third low-ball 
offer trying to pres-
sure TWC’s board  
into selling the  
company at a grossly 
inadequate price.”

—Time Warner Cable 
CEO Rob Marcus 
on Jan. 13, after 
Charter Communica-
tions offered TWC 
$132.50 per share 

to acquire the company, a price TWC 
called “grossly inadequate.” 

“They are losing 
video customers at 
an accelerating rate, 
they lost residential 
Internet subs over 
the last quarter, they 
lost phone custom-
ers over the last year, 
and amazingly they 
have lost residential 
customer relation-
ships over the last 18 
months. This negative 
momentum isn’t sim-
ply the result of their 
operating plan over 
the last year; it is a 
failed plan over the 
past half-decade.”

—Charter Communica-
tions chief operating 
officer John Bickham, 
who served for more 
than a decade in vari-
ous executive roles 

at Time Warner Cable, during a Jan. 14 
conference call with analysts after TWC 
declined Charter’s offer on Jan. 13.

“Over the last few 
months Microsoft has 
been undergoing a 
large-scale reorganiza-
tion. As the reorgani-
zation has unfolded, it 
has become clear to 
me that the organiza-
tion is moving in a 
direction that does not 
fit either my expertise 
or my skill sets.” 

—Blair Westlake, in a 
statement obtained 
by Multichannel News 
Jan. 15 after reports 
that he stepped down 
as VP at Microsoft’s 

Media and Entertainment Group.
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TCA: PONDERING PILOT SEASON
Fox entertainment chairman Kevin Reilly kicked off one of the biggest ongoing discussion 
themes of the TCA Winter Press Tour last week when he declared during his executive 
session, “R.I.P. pilot season.” After years of speaking out publicly about the inefficiency of 
the annual process, Reilly said Fox would be “bypassing it” this year.

“The broadcast, development and scheduling system was built for a different era. It’s 
highly inefficient….I think we can create a better, more talent-friendly, more consistently 
creative way to do this. We have, in fact, been ordering series throughout the year and are 
currently in some stage of series production on 9 projects…that’s before I order one new 
pilot in this pilot season.”

Reilly appeared to be alone among top network execs in taking such drastic 
measures to revamp the development process. Among the other takes at TCA:

YouTube Adds Teasers  
To Super Bowl Ad Blitz
Commercials become content online,  
scoring extra attention for marketers

YouTube is ready for the Super Bowl early this year, 
having added a teaser section to its Ad Blitz program.

Super Bowl advertisers are shelling out $4 million 
per 30 seconds of ad time to Fox, and they are also 
paying YouTube to make their high-profile commer-
cials part of the Ad Blitz gallery to take advantage of 
the high interest in the spots—which to some people 
are the most entertaining part of the game.

Ad Blitz, which launched in 2007, this year will 
also have a collection of teaser campaigns.

The teaser gallery went live on the site Jan. 17, 
but some teaser videos were online previously, col-
lecting hundreds of thousands of views, most notably 
a making-of spot for SodaStream featuring actress 
Scarlett Johansson.

The Ad Blitz program shows that marketers are in-
cluding online video in their marketing budgets in ad-
dition to TV, said Suzie Reider, managing director of 
brand solutions at YouTube. “If you were to keep invest-
ing in just that one place, you’d be missing major swaths 
of your target audiences,” she said. —Jon Lafayette

To see what other brands are airing teaser spots  
and additional features of the Ad Blitz channel,  

go to broadcastingcable.com/Jan20.

“We used to have DirecTV. Weird that 
they’re dropping Weather Channel 
because every time it rained my 
DirecTV would go out.”
@jaketapper, Jake Tapper, CNN anchor and chief 
Washington correspondent, in a tweet on Jan. 14 
after Weather Channel went dark on DirecTV when 
the MSO and network failed to reach a retrans 
agreement over money and programming issues.

Tapper

“Pilot season isn’t perfect, and it certainly  
is a very difficult time. It’s frustrating,  
but it’s also exciting….Perhaps pilot 
 season for them is more challenging.  
For us, it’s a part of the process that 
does work with its inherent challenges, 
but it does work. 

 —Nina Tassler,  

CBS entertainment president

“With the year-round schedule,  
pilot season is tried and true. 
It’s inefficient in some ways,  
and it’s very efficient in others.  
We do not do that many pilots at CW. 
When we do our pilots, it has a great 
ratio of going to series.”

—Mark Pedowitz,  

The CW president

“I believe in pilots. You learn a lot  
from pilots.” 

—David Nevins, Showtime 

entertainment president

For more about pilot season and full coverage of TCA, including the ABC and NBC sessions, go to broadcastingcable.com/TCA.

#twitternielsens
Below are the top shows for Jan. 6-12, ranked by unique audience. The audience 
metric derives from the number of distinct Twitter accounts accruing at least 
one impression of one or more different tweets ascribed to a TV episode.

RANK/PROGRAM  UNIQUE AUDIENCE* TWEETS*
1.  The 71st Annual Golden Globe Awards (NBC) .....10,437.0 ........... 2,359.2
2.  The 40th Annual People’s Choice Awards (CBS) ..8,124.4 ............ 1,995.5
3. Pretty Little Liars (ABC Family) .......................... 6,901.2 ............ 1,335.4
4. The Bachelor (ABC) ............................................5,876.7 ............... 434.6
5. Teen Wolf (MTV) .................................................. 5,061.0 .............. 920.7

*In thousands  Source: Nielsen

Tina Fey (left) and Amy Poehler at  
NBC’s 71st Annual Golden Globe Awards.

Reilly

SodaStream spot featuring 
Scarlett Johansson


