
4   B R O A D C A S T I N G  &  C A B L E   M A Y  2 6 ,  2 0 1 4   B R O A D C A S T I N G C A B L E . C O M

Community

THREE TAKEAWAYS FROM B&C’S ON DEMAND SUMMIT
STAKEHOLDERS IN A GROWING but complex entertainment segment gathered Thursday for B&C and 
Multichannel News’ annual On Demand Summit. Speakers from NBC, Viacom, Rentrak and Awesomeness TV 
headlined the lineup. Here were the main takeaways from the all-day event:

 NBC Olympics president Gary Zenkel, along with Ron Lamprecht, executive VP, digital distribution, NBCU 
content distribution, discussed the success of NBC’s recent 
Olympics coverage in Sochi, Russia, particularly on the digital 
side. The overall 24.6 million total video viewers was a 160% 
increase over the 2010 Winter Games and an 8% increase 
over the 2012 Summer Olympics. Said Zenkel: “We’ve al-
ways taken the position that we want to make as much content 
available to as many platforms as possible. It was really a matter of technology catching up to our ambition.”

 Viacom unveiled a new study called “TV Here, There, (Not Quite) Everywhere,” that found that TV
Everywhere not only increases the amount of time customers watch TV, but the availability of the service 
fosters greater customer loyalty to the provider. “While still nascent in terms of awareness and usage, TV 
Everywhere presents a huge opportunity for brands to grow and strengthen their relationships with fans,” 
said Colleen Fahey Rush, executive VP and chief research officer, Viacom Media Networks.

  The traditional living room television set appears to still be holding its grip on the U.S. viewing public. “TV 
is still king,” Vubiquity CMO Laurie Lawrence said at a panel discussion entitled “The Consumer Roundtable: 
Experiencing On Demand.” –B&C, Multichannel News staff

Go to broadcastingcable.com/May26 for full coverage

PEACOCK CAN BE PROUD  
OF ITS C3 PERFORMANCE, TOO
In addition to winning bragging rights 
by finishing No. 1 in demo ratings for 
the season for the first time in 10 
years, NBC is also leading the broad-
cast networks where it really counts.

The network is tops in C3 rat-
ings among 18-to-49-year-olds—the 
measure of live and delayed viewing of 
commercials that is the basis for most 
advertising sales.

It takes a couple of extra weeks 
for Nielsen to calculate C3 because 
it must separate out the commercial 
pods and add in three days’ worth of 
delayed viewing. But so far this sea-
son, NBC had a solid lead and was up 
substantially from last year, while its 
rivals were all down.

Through May 5, NBC was averaging 
3.23 million commercial impressions 
among adults 18-49, up 17.2% from a 
year ago, an increase helped by the 
2014 Winter Olympics. —Jon Lafayette

“P/1: In hindsight I should have used 
different examples. I didn’t consider the 

Trayvon Martin family, and I apologize to 
them for that.” @mcuban, Mark Cuban, Dallas Mavericks 

owner, AXS TV chief and star of ABC’s Shark Tank, on his interview in 
Inc. magazine last week, in which he made some controversial comments 

on racism in the wake of the Donald Sterling scandal. The tweet was part 
of a series of five; go to broadcastingcable.com/May26 to read all of them.

Cuban

STAT OF THE WEEK
17% Ratings gain, in Comcast households, for Game of Thrones’ 
season 4 premiere on HBO, which Dan Baker, senior director,  
product management at Comcast Cable, said was largely attributable 
to Comcast’s binge-stoking, week-long “Watchathon” stunt.

THEY SAID IT!
“We fulfilled every-
thing we suggested 
we would do. We 
took our name off of 
it, because we didn’t 
control it.…I don’t 
know why you would 
waste your moment of 
glory whining. I’m not 
sure what purpose is 
served by that.”

—ESPN president 
John Skipper during 
the network’s media 
day last week at its 
new Digital Center 2, 

responding to PBS’ comments 
during its Peabody Awards speech 
that ESPN “abandoned” them on 
their NFL concussion documentary, 
League of Denial.

“Dish has been very 
loud about their 
intentions to get into 
broadband. From a 
regulatory perspec-
tive, bringing a 
company that either 
is or intends to be 
in broadband with 
another broadband 
company would be 
likely to raise additional 
regulatory scrutiny.”

—AT&T CFO John 
Stephens during the 
J.P. Morgan Global 
Technology, Media 
and Telecom Confer-

ence in Boston last week, on why 
the telecom company didn’t make 
a play for Dish Network. AT&T an-
nounced May 18 that it agreed to 
acquire satellite giant DirecTV in a 
deal valued at about $67 billion. 

NEWBAY MEDIA SETS 2ND ANNUAL NYC TV WEEK
Serving as a forum for executives to gather and discuss myriad 
industry issues in Manhattan, the second annual NYC Television 
Week will take place from Nov. 11-13. The 2014 event will take  
a deeper dive into content issues and solutions with the addition  
of The Content Show. This year also features key conferences  
from B&C, Multichannel News and Next TV’s Leadership Series, 
which are joined by the Next TV Summit, showcasing the  
inaugural Next TV Awards.
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