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BY DADE HAYES

AS THE U.S. OPEN tourna-
ment reached its climax 
in Queens last week, execs 

from Eurosport, the overseas 
sports network controlled by 
Discovery, noted a milestone 
connected to its coverage of 
the tennis. The first day of the 
Open on Aug. 29, they said, was 
the busiest day ever 
for the network’s 
stand-alone, direct-
to-consumer service, 
Eurosport Player.

“We’ve just 
skimmed the surface 
of what it can do,” 
CEO Peter Hutton 
told a small group 
of reporters during 
a visit to Flushing 
Meadows. Eurosport 
Player was relaunched last year 
with the goal of reaching 1 mil-
lion subscribers by 2017. It is 
currently just shy of 300,000.

Often labeled “the ESPN 
of Europe,” Eurosport has a 
different set of advantages and 
challenges than its counterpart 

in Bristol. It has 
checked the 
OTT box, unlike 
ESPN, which says 

it will launch an offering by the 
end of this year. But also unlike 
ESPN, which achieved scale 
through deals for mass-audience 
sports like NFL and college foot-
ball, Major League Baseball and 
the NBA, Eurosport addresses an 
innately fragmented audience. 

Its networks reach 228 million 
subscribers in 93 countries. Its 
rights deals are a patchwork of 
languages and customs specific 
to individual markets—some-
times just singular, niche events 
like ski jumping in Poland or 
speed skating in Norway.

“It almost does operate like 
an RSN in that you’ve got cen-
tral content that can get broad-
cast everywhere, but you’ve 

also got local operations that 
can make local decisions about 
their local sport,” Hutton said. 
“Working that balance is a really 
nice problem.”

Nowhere will that balance 
be more delicate than during 
coverage of the Olympic Games. 
Eurosport won rights to broad-
cast the Olympics starting in 
2018. Asked about NBC’s widely 
criticized prime-time broad-
casts from Rio this summer, the 
centerpiece of coverage that 
dropped 17% in aggregate from 
the 2012 London Olympics, 
Hutton said: “In an environment 
of social media, to believe you 
can hold back the story is really 
not achievable.” For Eurosport, 
“the expectation always going to 
be that every event will be live,” 
he added. “That’s what sports 
fans deserve.”

NBC’s packaged programming 
approach, which in Eurosport’s 
case could also air on other 
Discovery-owned networks, has 
“a lot we can learn from,” Hut-
ton said. “But it has to sit next 
to a huge live offering that you 
make available to everybody.” 

  mememe

Eurosport Trains for ’18 Olympic Debut
Discovery-owned network touts stand-alone OTT growth, RSN-like flexibility

UHF DISCOUNT’S DEMISE COULD CRIMP M&A, CRITICS SAY
CONFIRMING A MOVE the 
agnecy had long signaled, the 
FCC last week voted 3-2 along 
partisan lines to eliminate the 
“UHF discount” on broadcast 
stations’ reach. The decision came 
just two months after chairman 
Tom Wheeler circulated a plan for 
ditching the discount. It means 
regulators will now count the 
entire potential audience—rather 

than the 50% “discount” they 
have given to UHF stations for the 
past 30 years—when tallying own-
ers’ ability to reach the limit of 
39% of U.S. television households.

A grandfather clause included 
in the ruling means that current 
owner groups would not have to 
divest stations. But it could affect 
future acquisitions. In his dissent, 
Republican commissioner Ajit 

Pai suggested that the looming 
threat of eliminating the UHF 
discount has already cast a pall 
over station transactions. Major 
station owners including Sinclair 
and 21st Century Fox had voiced 
opposition to the ruling, which 
follows a decision last month by 
the FCC not to loosen restrictions 
on media cross-ownership within 
markets. —Gary Arlen

FCC chairman 
Tom Wheeler 

CEO Peter Hutton has high hopes for the new Eurosport Player direct-to-
consumer service, which had its busiest day ever during the U.S. Open.
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 THE WATCHMAN
 Deputy Editor Michael Malone’s weekly look at the programming scene

Out of the ‘Box’ Thinking Propels ‘Transparent’ 
WE MAY NEVER understand 
how actors work, but the cast 
of Transparent offered up an 
interesting tidbit about how 
they are able to find their  
characters’ heart and develop 
a deep level of trust among 
each other. 

They credit The Box. 
The Box is an actual wooden 

box on set that cast and 
crew members climb upon 
and bare their souls. Each 
day starts out with a 
chant of “Box! Box! Box!” 
before someone steps 
up and shares. 

Box-ers can share pain 
or joy, or confess a con-
science-busting transgres-
sion. Sessions run from 
a few minutes to three-
quarters of an hour. Tears 
are frequently shed. “It 

turns into this collective mo-
ment for everyone to connect 
with before we start working,” 
says Amy Landecker, who plays 
Sarah Pfefferman. 

The Box is an extension of 
the inspirational talks Transpar-
ent creator Jill Soloway would 
often start work days with. “It’s 
how she gets people to do these 
crazy heart-opening things,” 

says cast member Jay Duplass. 
Signed by cast and crew, The 

Box even made its way onto 
a cruise ship with the Trans-
parent gang after the season 
finale wrapped. 

Soloway is also the creator 
of Amazon’s I Love Dick, which 
has its own box too. (Is The 
Watchman the only one with 
the SNL gem “D*** in a Box” in 

his head right now?) Kath-
ryn Hahn, a cast member 
on both series, gave 
the Dick box a test run 
recently. She mentions it 
bringing together cast and 
crew, as everyone “digs 
for truth together.”

With Transparent 
elevating from funky little 
dramedy to something of 
a pop culture touchstone, 
Soloway has high expec-

tations to meet with the new 
season, which starts Sept. 23. 
“I love the challenge of the 
crowded landscape,” she tells 
The Watchman. “It inspires me 
on a day when I’m shooting to 
say, what can I make happen in 
this scene that’s gonna make 
people go, ‘You have to see this 
episode.’ I’m always asking my-
self and our writers—what can 
we do that’s never been done 
and will change the world? That 
makes us show up for work 
every day.”

That, and The Box. “It’s a 
great thing,” says Landecker. 
“Everyone should have a box.”

STATOF 
THEWEEK
$4.4 BILLION
Amount Liberty Media said on Sept. 7 it paid to acquire Formula 
One, the global auto racing concern. Liberty also said veteran 
media exec Chase Carey had been named chairman of the circuit.

THE CANVS/B&C LOVE INDEX
Fall TV season has arrived (see our preview, pages 8-11) and Canvs,  
a language analytics company that tracks emotion around content,  
analyzed sentiment on Twitter and YouTube about the upcoming crop  
of new shows. Below are the top five, ranked by total percentage of tweets  
and comments expressing love and/or excitement.

 
RANKING/SHOW NETWORK TWITTER YOUTUBE (VIEWS)

  1. Designated Survivor ABC 54.3% 35.6% (2.5 million)

  2.This Is Us NBC 53.6% 29% (8.5 million)

  3. Pitch Fox 58.4% 21.3% (2.1 million)

  4. Timeless NBC 46.3% 26.1% (8.1 million)

  5. Lethal Weapon Fox 40.9%  17% (4.4 million)

Data through Sept. 7. Minimum of 1,000 emotional reactions

Amazon’s I Love Dick stars 
Kevin Bacon and Kathryn Hahn

Transparent’s 
Jeffrey Tambor

                   “Could be true Trump  
                  thought he was on Larry  
            King podcast not Russian TV. 
I once ate snow cone and thought I’d 
climbed Mt. Everest..”
—@morningmoneyben, Ben White, Politico correspondent 
and CNBC contributor, after Donald Trump said he had not 
been aware King’s Sept. 8 podcast interview would also be 
shown on Russian television.
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