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BY PAIGE ALBINIAK

A
S 2016 ENDED, Megyn 
Kelly’s future was far from 
clear. With her contract at Fox 
News ending this summer, she 

and reps were entertaining offers and 
playing the field, so it seemed entirely 
possible that her 12-year run at the 
cable news power could end.

On Jan. 3, that scenario played out 
in dramatic fashion. As those in the 
media business were catching up with 
Mariah Carey’s Times Square melt-
down and picking confetti out of their 
hair, NBC announced it had landed 
Kelly. Key elements of her NBC News 
duties, and the lure (more than money, 
it turned out): a Sunday-night maga-
zine show and a daytime talk show. 
While many incorrectly assumed the 
daytime gig would be in the syndica-
tion realm, B&C spoke with multiple 
sources who confirmed the plan is to 
have a Kelly-branded hour replace the 
struggling 9 a.m. segment of Today.

NBC News has declined to com-
ment. But a network source, who 
requested anonymity because so many 
details are yet to be worked out, said 
the exact timing of the new morning 
approach is in flux. So also is the date 
of Kelly’s official arrival at NBC News. 
Her contract with Fox News runs 
through July, so while the last episode 
of The Kelly File aired Jan. 6, she may 
not be able to officially join NBC News 

until that contract expires.
Tucker Carlson, whose 7 p.m. show 

has been a ratings winner for Fox 
News, will take over Kelly’s 9 p.m. 
time slot starting this week.

Putting Kelly where the 9 a.m. hour 
of Today has been struggling, compared 
with the network’s other options, 
including replacing Days of Our Lives 
at 1 p.m., makes the most sense for 
NBC. Season-to-date from 7 to 9 a.m., 
Today averages 4.55 million viewers 
and 1.77 million viewers among the 
key news demographic of adults 25-54. 
ABC’s Good Morning America beats it 
in households and viewers, averaging 
4.65 million viewers, but loses among 
adults 25-54 with 1.52 million.

At 9 a.m., Disney-ABC’s syndicated 

Live With Kelly beats Today in viewers, 
with Live averaging 3.3 million viewers 
to Today’s 3.08 million, and nearly ties 
it among adults 25-54. Having Kelly 
face off against Kelly Ripa could spice 
up the hour, and the two are acquaint-
ed with each other. Kelly took a turn 
as guest host on Live last fall, joining 
a rotation of guests that have followed 
the exit last spring of cohost Michael 
Strahan, who is now on GMA.

The current third hour of Today of-
fers a take on the panel talk show, with 
Al Roker and Tamron Hall leading a 
discussion of pop culture and light news 
with multiple hosts. Last August, the 
hour suffered a further setback when 
Today brought on Billy Bush to lead 
the hour, and soon Bush and Roker 

were clashing on-air about Bush’s kid-
gloves interview of Olympic swimmer 
Ryan Lochte. Bush was fired in October 
after a profane video leaked of him 
and now-President-elect Donald Trump 
speaking about “grabbing” women.

Today’s 9 a.m. hour straddles the 
more highly rated 7-9 a.m. block, 
anchored by Matt Lauer and Savannah 
Guthrie, and the more fun and fluffy 10 
a.m. hour hosted by Kathie Lee Gifford 
and Hoda Kotb. The new show will not 
carry the Today banner but will instead 
be Kelly-branded, the sources said.

Putting Kelly between those two 
segments of Today gives Kelly’s show 
its best chance to succeed. That means 
it’s also NBC’s best shot at monetizing 
what is estimated to be Kelly’s $15-$20 
million salary, although no numbers 
have yet been confirmed.

Daytime was appealing to Kelly, 
who has spent the past 12 years at 
Fox News and the past three of those 
doing The Kelly File live Monday 
through Friday at 9 p.m. ET. Kelly and 
her husband, novelist Doug Brunt, 
have three children aged 3, 5 and 
7, and she has spoken of spending 
more time with them. The new job 
at NBC should allow her to be home 
for dinner most nights, as opposed to 
heading off to work as her kids come 
home. Home life is one thing—it’s an 
open question whether viewers will 
follow Kelly from cable to broadcast 
and from primetime to the morning.  

Kelly Files for Change of Network Address

HULU SHOWED OFF its version of the  
future of TV last week at CES in Las Vegas. 
The streaming service announced a deal  

to carry the CBS broadcast network, CBS Sports 
Network and the CBS-Lionsgate cable joint ven-
ture Pop when Hulu’s live TV service launches. 
(The launch date, sometime in 
the coming months, still has 
not been divulged.)

Hulu previously announced 
deals to carry live networks 
from its owners, 21st Century 
Fox, Walt Disney Co. and 
Time Warner. Hulu has no 
deal with its other owner, 
Comcast’s NBCUniversal.

The new Hulu service will have a cloud DVR 
capability, a personalized user experience and be 
priced under $40. It looks to compete in the sud-
denly crowded virtual MVPD space against Dish’s 
Sling, Sony’s PlayStation VUE and an upcoming 
YouTube service.

Analyst Brian Wieser of 
Pivotal Research says adding 
the live service is “an impor-
tant path to top-line growth 
and strategic value generation 
for Hulu.” 

Wieser says Hulu gives its 
owners some strategic advan-
tages, including insights into 
new forms of video consump-

tion. The live service could provide negotiating 
leverage against both legacy and upstart distribu-
tors as well.

The growth of streaming makes the need  
to update measurement techniques more es-
sential. Failing to count Hulu viewers is one of 
the complaints NBCU and others have had about 
the Total Content Ratings that Nielsen plans to 
release in March, before the upfront.

Last week, because of concerns among  
network owners, Nielsen said it would restrict  
the Total Content Ratings data it would make 
available this month to media agencies. Nielsen 
will meet at the end of the month to review the 
timetable for making content data available  
during 2017. —Jon Lafayette

CBS programming will be available on Hulu’s 
live TV service, expected to launch this year.

J
im

 L
o

sc
al

zo
/E

P
A

/N
ew

sc
o

m

Fox News vet bound for NBC (and Today’s third hour) , with Tucker Carlson taking her old spot

Lead-In

AT CES, HULU’S LIVE SERVICE COMES INTO FOCUS

A switch to daytime 
at NBC News was ap-
pealing to Kelly, who 
had a 9 p.m. show 
on FNC for the past 
three years and has 
three young children.
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THEY SAID IT
“The company will not need to transfer any of its 
FCC licenses to AT&T in order to continue to  
conduct its business operations after the closing.”

—Time Warner, in an SEC filing saying its pending merger with AT&T could sidestep FCC review. A shareholder vote on 
the deal is set for Feb. 15, though it still faces a lengthy process, with a close unlikely in 2017.
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WE DIDN’T QUITE 
get to binge the 
whole of The OA  
over the holidays,  
as many did. But we 
got through all eight 
episodes while Janu-
ary was still in the 
single digits. 

Plenty have noted 
The OA’s similarities 
to Netflix stablemate 
Stranger Things. 
After all, both feature 
kids on bikes headed 
for a fresh, parent-
free adventure involving a mystery 
girl with super powers and a nose 
that tends to leak blood just before 
disaster strikes. (Mind you, some 
of the OA kids are probably old 
enough to drive.) Both feature a 
high school lothario prick named 
Steve. At one point in The OA, a 
character is even seen watching, 
yes, Stranger Things. 

Yet The OA is very much its 
own animal, offering glimpses 
of life after death, those crazy 
“Movements” that enable its prac-
titioners to traipse toward alternate 
realities, and of course Phyllis from 
The Office. 

Similar but different—that’s how 
we’ll describe The OA and Stranger 

Things. And that’s how Will Packer, 
executive producer on Being Mary 
Jane, describes his series’ new 
season, which starts on BET Jan. 10. 
“When you have a show that’s been 
around for three years, you want to 
make sure it stays true to its spirit 
and tone and everything the audience 
loves about it,” he says. “Yet you 
want to take it in a new direction.” 

News anchor Mary Jane has 
relocated from Atlanta to New York, 
taking up with a morning show that 
looks a bit like Good Morning Ameri-
ca or Today. “She used to be the big 
dog,” says Packer. “Now she’s not 
the big dog, and she’s not the only 
black female there either.” 

Several real-life politicians make 
cameos in season 4, including New 
Jersey senator Cory Booker. Packer 
says the senator plays himself—only 
a different version. 

Sticking with that same-but- 
different theme, Thursday marks 
a year since Freeform was hatched, 
as the cable network put to rest 
the misleading ABC Family moniker.  
The social snarks tore into the 

new name, but Tom 
Ascheim, Freeform presi-
dent, says the rebrand 
has successfully changed 
perceptions about 
the network. 

“Audiences used to 
credit ABC Family as be-
ing wholesome, but not 
particularly modern or 
relevant,” says Ascheim. 
“Conversely, our audience 
believes Freeform to 
be modern, cool, unique 
and, perhaps most impor-
tantly, made for them.”

Freeform is freestyl-
ing its distribution a bit, with the 
whole first season of Beyond made 
available last week. Also coming 
up—Famous in Love in April. That 
soapy drama comes from Pretty 
Little Liars mastermind Marlene 
King and promises to be similar to 
the Rebecca Serle novel on which 
it’s based. 

Only, ya know, different.

Netflix’s The OA

Being Mary Jane

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

Getting Carried OA on Netflix;  
Mary Jane Takes Manhattan  

GUEST COLUMN  

Relationships Are Key to  
Minority Broadcast Ownership
BY ARMSTRONG WILLIAMS
 
AS THE LARGEST U.S. MINORITY BROADCAST OWNER, I believe 
JSAs (joint services agreements) and SSAs (sales service agreements) are 
critically important pathways for minorities to enter broadcast ownership.

Minority broadcasters are having a tough time surviving and meeting 
their financial obligations under the current FCC rules and guidelines. 
The Obama administration and his FCC removed rules of policy that were 
in place since 1991, and the current policies would have killed minority 
broadcasting if Congress did not step into the fray and grandfather all 
JSA/LMA rules for 10 years.

Of the more than 2,000 TV stations in the country, only 12 are owned 
by minorities and I happen to own seven of them, which is an indication 
that we must do more to open the doors of opportunity for others. Build-
ing the right relationships and using them to help others has been the key 
for me and my survival and undoubtedly will be key to those advocating 
for more diversity in broadcast ownership. 

 One of the most vastly overlooked sources of value in both the personal 
and business arenas is strong personal relationships. Shiny new MBAs are 
often experts at glad-handing their way into a lucrative job, and they may 
dutifully attend their school’s alumni events to “keep in touch.” Yet truly 
harvesting the value of relationships requires a far more deliberate process of 
understanding human nature and cultivating trust and open communication. 

Developing, maintaining and growing relationships starts with being inter-
ested in people. As simple as that sounds, it is one of the rarest qualities I see 
in business. Most of us are interested in other people only as far as we think 
there’s something in it for us. But in the course of pursuing that narrow self-
interest, we often fail to realize that each of us is a unique masterpiece who 
possesses an irreplaceable gift. Of the five people in your life who are closest 
to you—can you describe their unique and irreplaceable gift? 

For the full text, including Williams’ reflections on his friendship with 
Sinclair Broadcasting founder David Smith, visit broadcastingcable.com/
blog/bc-guest-blogs/key-increasing-minority-broadcast-ownership- 
cultivating-relationships/162208.

STATOF 
THEWEEK

10 MINUTES
The amount of an average NFL football game 
telecast’s ad impressions that equals those 

in an entire year on Facebook, as argued 
by Randy Freer, president and COO of Fox  

Networks Group, during a Jan. 5 panel at CES. 
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