
BY JON LAFAYETTE

AS THE BRONCOS prepare 
to tackle the Panthers in 
Super Bowl 50, some ad-

vertisers are betting on kittens.
On Super Sunday, Hallmark 

Channel will air its third annual 
Kitten Bowl. Subaru, a new ad-
vertiser for Hallmark Channel, 
has signed up as a sponsor of 
the feline event, joining return-
ing sponsors Reckitt Benkiser, 
Church & Dwight, Little Debbie 
and PetSmart.

The Super Bowl is TV’s big-
gest draw, but some competing 
networks have come up with 
stunts to interest viewers and 
advertisers on the big day, in-
cluding Animal Planet’s 12-year 
old Puppy Bowl and National 
Geographic Wild’s Fish Bowl.

Last year’s Kitten Bowl drew 
2.2 million viewers and was 
up in most key demos. “We’ve 
found that Super Bowl Sunday 
is a day when families stay 

home and the TV is on,” said
Ed Georger, executive VP for
ad sales at family-friendly Hall-
mark Channel.

The Kitten Bowl worked like 
catnip during the upfront for 
Hallmark, which had some fun 
creating unique packages for 
advertisers that mirror those 

used during real major sporting 
events, including unique digital-
only programming.

While ads on CBS’ broadcast 
of the Super Bowl are selling 
for more than $5 million for 30 
seconds, last year spots on the 
Kitten Bowl sold for between 
$7,000 and $8,000, while 
Puppy Bowl spots sold for 

$12,000 to $13,000, accord-
ing to advertising research and 
analytics fi rm SQAD.

Subaru, which often features 
pets in its advertising, will also 
be the sponsor of the Kitten 
Bowl’s slow-motion replay 
camera. In addition to the Kitten 
Bowl, Subaru has an ad schedule 

on the network that will run a 
couple of quarters, Georger said.

Church & Dwight, which 
sells kitty litter under the Arm 
& Hammer Brand, will have 
signage up at the Kitten Bowl 
stadium and will be the exclu-
sive partner for updates from 
CatCenter, a news and high-
lights show modeled on ESPN’s 
SportsCenter.

Little Debbie, a brand with 
a lot of history, will sponsor 
nostalgic looks back at great mo-
ments in Kitten Bowl History.

Reckitt Benckiser, which 
makes Resolve carpet cleaner, 
sponsors halftime. “We know 
we might have some cleaning 
up to do,” says Georger.

The retail sponsor is PetSmart, 
which is a big booster of pet 
adoption, a key theme of the 
Kitten Bowl. The network says 

that all of the 90 cats that partic-
ipated in the fi lming of the game 
were available for adoption and 
have joined families.

“Across the board, one of 
the things that works for these 
advertisers is they all have direct 
messages to the passionate pet 
owner, much like a sporting 
event would have a connection 
to the passionate sports enthusi-

ast,” says Georger.
Hallmark Channel 

says it delivered a rich 
audience of pet owners. 
For Kitten Bowl II, 
81% of those watch-
ing were pet owners, 
compared to 60% of all 
fi rst-quarter cable view-
ers. And 64% of the 
Kitten Bowl audience 
were cat owners. Game 
viewers were 129% 

more likely to be cat owners 
than the average cable viewer.

Hallmark Channel will be 
promoting the Kitten Bowl 
during its live Home & Family 
show, which will have segments 
on animal adoption featuring 
host Beth Stern.

The Kitten Bowl is part of 
Hallmark’s year-round event 
programming strategy. The
network is coming off a success-
ful Countdown to Christmas 
and is in the midst of what it’s 
calling its Winterfest campaign, 
featuring original movies on 
Saturday nights.

The channel moves into 
February with Kitten Bowl and 
a Valentine’s Day event. After 
that, its original series When 
Calls the Heart and The Good 
Witch return, leading into wed-
ding season in June. 
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Subaru Suits Up for Kitten Bowl Debut

Lead-In
Hallmark’s annual Super Sunday counter-program draws pet owners and cat fans
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In addition to its feline football stars, in February 
Hallmark will celebrate Valentine’s Day with 
original movies including Love on the Sideline 
(right) as part of its year-round event strategy.

“We’ve found that Super Bowl Sunday 
is a day when families stay home 

and the TV is on.”
—Ed Georger, Hallmark Channel executive VP for ad sales
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FATES AND FORTUNES

INDUSTRY MOVES 
OF THE WEEK
■ ESPN reporter (1) SHELLEY SMITH has joined Multichan-
nel News’ 2016 Wonder Women luncheon as a cohost. 
Smith will emcee the event alongside inventor and entre-
preneur Lori Greiner and Egypt Sherrod, from HGTV’s 
Flipping Virgins and Property Virgins. The 2016 class of 
Wonder Women will be feted March 10 at the New York 
Hilton. ■ NEIL REGAN has been named VP of program-
ming for Scripps Networks Interactive’s Travel Channel. He previously 
served as senior VP, current programming and development at Zodiak 
New York. ■ (2) RUTH ANNE HERMAN has been upped to executive VP, 
human relations at Fox Networks Group. She was previously senior VP.

Lead-In
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          THE WATCHMAN
                            Deputy Editor Michael Malone’s weekly look 
          at the programming scene

Monster Week, 
Featuring Bernie and O.J.  
TWO OF AMERICA’S all-time 
villains will be portrayed on the 
screen this week. On Feb. 2, it’s 
The People v. O.J. Simpson: Amer-
ican Crime Story on FX. On Feb. 3 
and 4, ABC presents the minise-
ries Madoff, about infamous Ponzi 
schemer Bernie Madoff. 

We all know how both stories 
end, yet both offer compelling 
looks at complicated bad guys—
the football star and the money 
master, alternately ruthless and 
charming until their worlds came crashing down. 

ABC screened Madoff at New York University, where 
Morgan Hertzan, VP at ABC News’ Lincoln Square Studios, 
warmed up the crowd. (Hertzan previously ran Plum TV, 
which Madoff must’ve watched at some point in East 
Hampton, Nantucket or other rich-guy locales.)  

Richard Dreyfuss pulls off a convincing Madoff, even if 
he could have shed a few more pounds to get the body 
right. Madoff is, predictably, a Class A rascal. He sneaks 
behind the back of his wife, Ruth, played by Blythe
Danner, to canoodle with a mistress. He’s beloved by his 
clients, until they fi gure out the scam. One is the author/
Nobel laureate Elie Wiesel, who speaks to a small gather-
ing, including a smirking Madoff, about “the twinge we 
feel when we go against our conscience.”

Hopping on a train after the screening, I found myself 
staring up at a promotional poster for The People v. O.J., 
with Cuba Gooding Jr.’s Simpson covering his face, one 
hand in the infamous doesn’t fi t/must acquit glove. In tiny 
type at the top, it read, “You don’t know the half of it.” 

Like Dreyfuss, Gooding doesn’t quite get the body 
right; his Simpson is shorter than even his lawyers. The 
People v. O.J.’s source material is Jeffrey Toobin’s book 
The Run of His Life. It was initially a Fox network project 
but shifted over to FX, with ace producer Ryan Murphy 
jumping on board. “That was hugely impactful, to have 
a partnership with somebody with such a track record,” 
said exec producer Nina Jacobson, a fi lm veteran and 
former president of Buena Vista Motion Pictures Group. 

The cast includes Murphy regular Sarah Paulson, John 
Travolta and David Schwimmer. 

The Simpson story is as timely as ever, posits Jacobson, 
touching on NFL domestic violence and the black commu-
nity’s deep distrust of the justice system. “It speaks to a 
lot of things we as a culture are obsessed with,” she says. 

So there you have it—Public Enemy No. 1 and Public 
Enemy No. 2. Which wretch gets which label is entirely
up to you. 

Richard Dreyfuss
as Bernie Madoff.

THEY SAID IT
“We want the best athletes, no matter the 
jersey they’re wearing. We have the org 
chart with the boxes, now we just have to 
start fi lling in some of the names.”

—Perry Sook, Nexstar chairman, president and CEO, on Jan. 27 about 
Nexstar’s plan to staff up to prepare for the acquisition of Media General.
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ONCE AGAIN, access to Internet con-
tent is driving big decisions at the FCC.

A new proposal (the FCC has yet to 
vote on it) is to “unlock” the set-top 
box and spread its wealth to competi-
tive video access devices—or perhaps 
no device at all, in the case of accessing 
the content via a tablet or phone.

Much to the chagrin of cable and 
satellite operators, FCC chairman Tom 
Wheeler has proposed boosting the 
market in retail set-top boxes by requiring multichannel video program-
ming distributors (MVPDs) to make the informational guts of their boxes 
—channel listings, VOD lineups and the programming itself—available to 
device competitors.

The FCC was under orders from Congress to come up with a software 
successor to its CableCARD security regime, but the commission is tak-
ing the opportunity to respond to critics of the cost of boxes and com-
puter companies’—notably Google—desire to wed access to traditional 
and online video content.

And the FCC did so while delivering a shot or two to those traditional 
distribution channels.

Anticipating they might face such a move, cable and satellite companies 
formed the Future of TV Coalition last week to head off the effort. 

FCC PROPOSES TO UNLOCK SET-TOPS
BY JOHN EGGERTON
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