
Whether you prefer to call them “multicast net-
works,” “diginets” or “emerging broadcast net-
works,” they are proliferating. Their expansion 

means more over-the-air free-to-consumer television. 
While some argue more TV viewing options only makes 

it harder to cut through the clutter of content, those lead-
ing the diginets call it a renaissance. Justice Network CEO 
Steve Schiffman, formerly president of National Geograph-
ic Channels, says, “It’s terrific for the U.S. TV industry that 
this additional spectrum is being used to help all socio eco-
nomic groups watch quality TV.” (In addition to 24/7 crime 
and investigation programming Justice has a public service 
initiative to help track fugitives and missing children and 
provide safety tips – something Schiffman says satisfies 
the FCC’s desire to use the spectrum for public good.) 

Jonathan Katz, COO of Bounce TV and President 
and CEO of Katz Broadcasting, the leading independent 
programmer in this space, echoes the sentiment: “It’s a 
fantastic time to be in the broadcasting business if you 
are focused on your consumers. Bounce TV, Grit, Escape 
and LAFF were built to fulfill a consumer need in the 
marketplace, while helping broadcasters monetize their 
spectrum and do what they do best, which is serve and 
entertain viewers in their communities.”

The consumer need he refers to is programming 
that is targeted to specific demos. Bounce TV, launched 
in 2011, is the fastest-growing African-American (AA) 
network on television; it is now available in 93.5 million 
homes (80% of the U.S. and 93% of all AA television 
homes). Grit, Escape and LAFF also serve specific demos 
and according to Katz, the approach is working: “Bounce, 

Grit, Escape and LAFF are all growing, are all thriving and 
all four are delivering tremendous and new-found value 
for our affiliate partners.”

Curating programming for a die-hard fan base is a 
consumer-focused strategy that has paid off for getTV, the 
diginet created by Sony Pictures Television Networks to air 
classic films and TV shows. They find vintage TV and films 
that haven’t been seen in decades, and create appealing 
programming blocks like their Monday night variety shows 
with The Judy Garland Show and The Merv Griffin Show, 
and Western Saturdays that include rarities like James 

Garner’s 1971 series ‘Nichols.’ “That’s the kind of thing that 
gets noticed in the crowd of 500 channels,” says Jeff Meier, 
SVP of Programming. “We look for content that has hard 
core fans who help us get the word out on social media. And 
it gets press. It brings viewers to the table.”

If diginets continue to thrive, Schiffman sees the 
future: “In any one market there can be 30-50 free over 
the air channels. It’s almost like a mini cable package that 
doesn’t require a subscription fee. As these channels get 
bigger, they are able to afford not only off-network, but 
originals as well. For people who can’t afford cable, it 
gives them diverse options.”

HOW DIGINETS 
BENEFIT THE TV 
CONSUMER

Special advertising section

“It’s a fantastic time to be in the 
broadcasting business if you are 
focused on your consumers.”

— Jonathan Katz, COO of Bounce TV and  
President and CEO of Katz Broadcasting
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