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THEY SAID IT!
“Good people can 
make mistakes. I 
stepped outside the 
boundaries of what I 
promised to do and 
what the public
expected of me, and 
for that I’m sorry.”

—NBC chief medical 
editor Dr. Nancy 
Snyderman, during 
a Dec. 3 appearance 
on the Today show, 

on the fallout from violating her 
voluntary Ebola quarantine.

‘WIRE’D FOR A NEW AUDIENCE
TRANSLATING GREAT TV into new technologies 
isn’t always easy, as The Wire’s David Simon 
explained last week in a lengthy, thoughtful blog 
about HBO’s plans to release a wide-screen, HD 
version of the acclaimed drama (see davidsimon.
com/the-wire-hd-with-videos/).

Although the gritty Baltimore-based drama origi-
nally aired in standard defi nition on HBO in the old 
4:3 aspect ratio, the award-winning series was shot 
on 35mm fi lm, making it technically possible to 
remaster all fi ve seasons for HD and the 16:9 aspect 
ratio of newer TVs.

 Simon is pleased that the effort will make 
The Wire available to new audiences, but he also 
stresses that the stories crafted for one screen size 
don’t always translate into another.

Bob Colesberry, who Simon credits for establishing the “visual template” for The Wire in the fi rst two sea-
sons, before his death, originally pushed for shooting the show in 16:9. When budgetary constraints quashed 
that idea, Colesberry worked within the 4:3 format to create a visual style appropriate to television “that sug-
gested not the vistas of feature cinematography but the capture and delicacy 
of documentarian camera work,” Simon writes.

Resizing the visual canvas required HBO to laboriously re-edit some 
8,000 reels of 35mm fi lm negative, cutting out equipment and other things 
never intended to be in the 4:3 shots. In some cases the wider image 
improves scenes, but there are also “some scenes that lose some of their 
purpose and power,” writes Simon, who illustrates his point with several 
clips. —George Winslow

PETER PAN-ORAMA OF BRANDS FLOCK TO NBC

STAT OF THE WEEK
272 MINUTES
Average amount of live TV consumption per person, per day (4 hours, 32 min-
utes) in the third quarter, according to Nielsen’s newly renamed Total Audience 
Report. The fi gure is down from 284 minutes (4 hours, 44 minutes) a year ago.

‘WORLD POKER TOUR’ FOUNDER: 
‘BORN’ TO REIMAGINE POTUS RACE
Get ready for the most out-there pitch Steve Lipscomb 
has had since creating the world’s fi rst poker league 
and igniting a full-house TV boom 
as World Poker Tour founder.

The lawyer-turned-producer/
director/entrepreneur and North-
South Productions partner Mark 
Hickman are meeting with broad-
cast and cable networks about 
Born to Run, a reality competi-
tion show that promises to launch 
candidacies for one Democrat 
and one Republican in the 2016 
presidential election.

Born to Run, produced by Lipscomb’s Practicrats 
LLC and NorthSouth, will kick off a search in sum-
mer 2015 for two candidates voted on by viewers, à la 
American Idol. Once the candidates have been select-
ed, a team of political power brokers will guide them 
through the New Hampshire primary.

It’s a big idea, but Lipscomb suggests it’s just the 
thing that can stand out amid the fray. What’s more, 
he speaks passionately about the possibility of the 
program making a difference in the political process.

“The logjam in our political system makes us feel dis-
enfranchised in picking political leaders,” Lipscomb told 
B&C. “At the same time, media and technology have 
advanced to where we can have a say.” —Melissa Grego 

For more on how Lipscomb and Hickman (pals since junior high) 
plan to pull off the show, including why campaign fi nance laws 

won’t apply, go to broadcastingcable.com/Dec8.
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The Wire’s Wendell Pierce (left) 
and Dominic West track down 

Balto baddies again in HD.
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NBC’s Peter Pan Live! didn’t 
soar as high as last year’s live 
staging of The Sound of Music, 
posting a 2.4 rating in adults 
18-49 and 9.2 million total view-
ers, about half Sound of Music’s 
lofty numbers. Even so, ad 
inventory sold out, with prices 
reportedly nearing $400,000 
for a 30-second spot. But which 
categories and brands appeared 
most often among the 69
spots during the three-hour 
show? iSpot, a real-time ad 
tracker, provided a breakdown 
for B&C. —Tim Baysinger
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