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Community They Said iT!
“The key to exploiting 
this dynamic market-
place and capitalizing 
on the brand and 
distribution strength 
of the company is by 
following the same 
strategic formula we 
have employed since 
I came to Discovery 
seven years ago.”

—david Zaslav, ceo 
of discovery com-
munications, during 
the company’s 
second-quarter 

earnings call, arguing that 
discovery will maintain its course 
during a period when television 
companies are engaging in 
increased merger activity.

 

“They felt wonderfully 
complementary to the 
matches themselves. 
That has given me 
confidence that we 
can create great user 
experiences by orga-
nizing content around 
topics and live events.”

—twitter ceo dick 
costolo, during the 
company’s second- 
quarter earnings 
call, attributing 

some of the company’s growth to 
social networking action around 
soccer’s World cup.

STAT OF THE WEEK
1 Billion  Estimated 
amount of Twitter impressions 
that Syfy’s Sharknado 2: The
Second One garnered during its
July 30 premiere. At one point 
during the broadcast, the top 10 
trending topics on Twitter were all 
related to Sharknado 2, which also 
became Syfy’s most-watched original 
movie ever. —Source: Syfy

ScrippS pluS Journal:  
regional Strength,  
going Deeper in MarketS
While duopolies are hard to come by, 
especially with the FCC putting joint 
sales agreements under its microscope, 
regional synergies may be the next 

best thing. That  
is the thinking 
at Scripps, which 
on July 30  
announced a 
merger of  
station groups 
with Journal 
Communications.

Besides Tucson 
and Phoenix,  

the combined group, which requires 
regulatory approval, will include  
Detroit and Lansing, along with 
Tampa, West Palm Beach and Fort 
Myers. The “geographic extensions,” 
said Brian Lawlor, Scripps senior VP, 
“make us better, with richer and deep-
er content for our viewers, and better 
relationships with advertisers.”

 “We’ve been talking for some time 
about going deeper in our markets, 
where we have a license and a tow-
er, a couple hundred employees and a 
building,” Lawlor told B&C. “We want 
to do as much business in that commu-
nity as possible.” —Michael Malone

DoDgErS CArriAgE DiSpuTES 
HEAT up AS MlB EnTErS STrETCH run 

As the Major League Baseball season heads into its stretch run, non-Time Warner Cable subscribers in the 
Los Angeles area have been shut out from watching their beloved Dodgers, as cable and satellite providers have 
balked at the operator’s asking price (some reports say TWC is asking as much as $4 per sub). Last week how-
ever, a few key developments could finally let Southern California fans watch Clayton Kershaw and Yasiel Puig 
help the Dodgers make their push to October. Among them:

n In a letter, a number of Democratic members of Congress from California asked the FCC to step in and
mediate the dispute, saying that they fear it could set a precedent for “vertically integrated companies to hold 
consumers hostage to asert unfair market dominance.”

n Following the letter, Time Warner Cable said it would agree to binding arbitration with DirecTV, which has 
a major presence in Los Angeles, and to let the satellite operator carry Dodgers games in the interim. DirecTV 
did not accept those terms.

n FCC chairman Tom Wheeler met with Rep. Tony Cárdenas (D-Calif.), one of the letter’s signees, on July 29.

n On the same day as the meeting, Wheeler sent a letter to TWC CEO Rob Marcus, vowing that the FCC would 
“intervene as appropriate” to bring “necessary relief to consumers.” —John Eggerton

“i feel good about 
Marnie with a pixie cut. 
You guys down?”
@campsucks, Jenni Konner, Girls 
coshowrunner, on Allison Williams—
who plays Marnie on the HBO 
series—being cast as Peter Pan in 
NBC’s upcoming Peter Pan Live!

Williams
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Give Cnn to the PeoPle
Sorry, Leslie Moonves. If CNN becomes available 
following a Rupert Murdoch takeover of Time Warner, 
Jon Stewart might have beaten you to the punch. 

Thanks to a successful Kick-
starter campaign that raised 
more than $4.3 trillion (we’re 
totally sure that figure is le-
git), the Daily Show host is let-
ting the viewers run the cable 
news network. 

Stewart is asking viewers 
to come up with new show 
ideas (Don Lemon’s Zesty 
Bowl), slogans (“If You’re 
Watching This, You’re Flight’s 
Been Canceled”) and technol-
ogy (studio racetracks). To sub-
mit your ideas, use the hashtags #NewCNNShows, 
#NewCNNTech and #NewCNNSlogans.

To see how your ideas stack up, go to  
LetsBuyCNN.com. —Tim Baysinger
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