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THEY SAID IT: 
D.C. WEIGHS IN 
ON TITLE II
The FCC on Feb. 26 voted to 
reclassify ISPs under Title II, and 
Capitol Hill and public interest 
groups were quick to respond. 
Below are some of their reactions. 

“Today’s FCC decision will
protect innovation and create 
a level playing fi eld for the 
next generation of entrepre-
neurs—and it wouldn’t have 

happened without 
Americans like you.”

—President Barack Obama, in a
letter posted by the White House.

“Millions of people came 
to the defense of the open 
Internet to tell Washington, 
in no uncertain terms, that 
the Internet belongs to all of 
us and not just a few greedy 

phone and cable 
companies.”

— Free Press president 
Craig Aaron

“Today’s disastrous decision by 
three unelected bureaucrats 
at the FCC to regulate broad-
band services like a public 
utility speaks more about how 
broken Washington is than 

about any need for 
onerous regulations 
on the Internet.”

—Sen. Ron Johnson (R-Wis.)

“Monopoly rules designed 
for the monopoly era will 
inevitably move us in the 
direction of a monopoly….
If you liked the Ma Bell 
monopoly in the 20th century, 
you’ll love Pa Broadband 

in the 21st.”

—Republican FCC commissioner 
Ajit Pai, who dissented from
the decision.
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WEATHER NETWORKS REACT TO CLIMATE SHIFTS 

STATOF
THEWEEK
3.13 HOURS 
The average length of a Major 
League Baseball game in 2014, 

vs. 3.02 hours in 
2000. Fans have 
been frustrated 
by the longer 
ballgames, and 
MLB VP Joe 
Torre says 
they would like to 

trim 10 to 15 minutes, according to 
USA Today’s For the Win blog.

Torre

 To fi nd out more about Weather Channel’s strategy and how WeatherNation customizes forecasts
and other information to specifi c markets, go to broadcastingcable.com/March2.

JUST LIKE, WELL, the weather, weather 
networks and weather coverage are changing 
rapidly. But the trick, according to two of the 
top players in the space—Weather Channel and 
WeatherNation—is to offer a mix of content 
that drives viewership and engagement using 
both traditional linear television content as 
well as digital apps and technology that provide 
forecasts and information that viewers can 
customize to fi t their needs.

“When it comes to television, the most 
important thing is storm coverage,” said David 
Clark, president of Weather Channel, adding 
that the network has had its best February 
ratings period in fi ve years because of mega-
storms in Boston and prolonged frigid tem-
peratures in the Northeast. “When it comes to 
providing your average daily forecast, that’s 
where there has been a lot of shift.”

Weather networks have had to branch out into 

the digital universe with a series of apps, online 
offerings and push technology that allow users to 
not only get the latest forecasts but to customize 
that information to their specifi c needs.

Tailored Broadcasts
At Weather Channel, its own Intellicast, one 

of the leading providers of mobile and online 
weather information, provides up-to-date and 
customizable information through apps on 
iPhone and Android devices, allowing busi-
ness travelers and outdoor enthusiasts to check 
conditions in their respective destination. On 
TV, viewers can see national and local forecasts. 
During specifi c weather events, the network can 
beam local coverage to specifi c markets without 
disrupting the national feed. “We can broadcast 
just to them and the rest of the country sees 
Secrets of the Earth,” Clark said. “We have a 
server in every headend in the country. We’ve 
gone from providing forecast information every 
10 minutes to providing forecasts persistently on 
screen, 24/7, 365 including over commercials.”

WeatherNation president Michael Norton 
said the channel allows users to customize the 
information the network provides, including 
tailoring forecasts to specifi c markets, travel 
destinations and other areas of interest.

“If I see a line of storms moving through the 
Southeast, in our mind that is a great opportu-
nity for a brand like Michelin to be associated 
with the general forecast,” Norton said, add-
ing that a growing number of advertisers are 
beginning to see the value of being able to buy 
spots that air locally during particular weather 
events. —Mike Farrell, Multichannel News

WeatherNation enables users to customize forecasts
for their own home markets and travel destinations. 

“Leonard Nimoy 
brought us one 
of the greatest, 

noblest characters 
in the history of 

American storytelling. Someone 
fi nd the Genesis planet.” 
@SethMacFarlane, creator of Family Guy and American 
Dad, wrote Feb. 27 after news broke about the death
of the Star Trek star. Nimoy was 83.

Nimoy
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