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Introduction
The purpse d this presentatbn s examine he best practices of retworks successiully
competig in e mulichannel univese.

On-air promotion and packaging

More than any nedium more tan any advertising platfam,on-air ponotion &
packaging hawe been identfied as an essential factor h afectingthe flow d aidience
Pronos provde “awareness.” Ard anvareness of offeings is seen asa cucid factor n
chamel choices.

No adwertsing platbrmhas greater proimity to the ‘act @ choice” than on-air
pronotion. Prancton allows us t message our audience aor rear the monent &
viewing deision.

No mediumranks higher in dévering a positively pre-disposed audience.
We know ourviewers are nterested in @r progamning. Thts whythey're tereto
begn wih.

On-air proncton s the mosteffectiveand effcientmedumofthe advetsing indistry.
If we aacheda dollar value b our own onrair promo artime, it vould be wrth a
premiumbeyond it currentad sales \alue, brthe simplereason hatit dévers a
positively pedisposed audience.

Itis the most vduable ool wehavefar naxmizing vewership. And maimizing
viewership maxmzes evenue.
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Keeping viewers/Capturing surfers
Thereare four pnnay oppatunities forkeeping curentviewers and capuring surfers
who wisit during conpetitive breaks.

1. Increase share atthe begnning ofa show
We know the firstone b two minutes of aprogramare the mostcritcal h keeping
inherited audiences and attracting rew @anplers. By ethinking aur appoach b show
opens we can help bud alargeraudience at the top of the hour.

= C oldpens

» T eases

» E xpository graphics

2. Sbw share gosioninto ommercial breaks
The first mnute ofa beak ofen determines what perentage of the audience wil
remain and for havlong. Thee ae sewveral waysto telp slow he inevitdble epsion of
breaks.

* N extsegmenttease/lunp out

= W eb narkers

= P \WR bug

* P od architecture; frstposition

3. Increase share out @ break

Mostvewers eventuallyretum afersurfing a ommercial brak.  Sore howeer, get
lost, fogetwhatthey werewatching, bse inerest, orfind new ontentto vew. We can
help gui@ viewers back, while capturing nev viewers \isiting fromthe competition.
L ower hirds/cannercids

| d entkybugs/camnercial beak

C ountdown cloks

C ue tones

P od architecture; lastpaosition

“What’s on” keys

K eyable D animations
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4. Increase daypartflow
Once we've succeeded h improving internal break fow, we mustimprovedaypartflow.
Thereare a number o opporiunities available.
* E limnate end beak/moe local avalil
* E limnate/shorten cedis
P re-start/ase nextshow
13 l\bxt_” Iew
A f mitykeys
N avgaton pomotion
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Flow Pattern

Mostnetwarks that lave adopted accekrated flow ficlics see a sne waveof
viewership. Thy eperience drong gowtin he firstone o three minutes of a
program segment, followed bya steep drop-offduring the firstminuteofa comnrercial
break. Asthe brak condudes, the build bgins again as surfers return b the channel.

Accelerated Flow Model
4 internal breaks/no end break

Show #1 Show #2 Show #3 Show #4
8:00pm 9:00pm 10:00pm  11:00pm

Successful networks augmentthose bulds by capuring surfers fromcompeting
networks durng te braks

Show #1 Show #2 Show #3 Show #4

8:00pm  9:00pm  10:00pm 11:00pm

Inan ideal accelerated flow model, the bss/gain of audierce fromone pogram b
another § no geater than the bss/gan of audience duinga conmercial break. This
creates daypart monentum.
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Networks thatstll maintain a top o the hour beak experence a severe drop m
viewership when switching fromone show t another, and nust rehbild heir audience
hour after hour. There is no dapartmonentum.

No Accelerated Flow
3 internal breaks/1end break

i NOW 7/

8:00pm  9:00pm  10:00pm 11:00pm

1]
1)
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What happens when they leave?

Asillustrated lythis chart viewers fipping from A&Etoan ‘accekerated flow” network
wil experience up 15%fthatnetwak’s half-hour show, P6ofanhour show. Having
been dawn to the netwak’s content,they are swept mto the next pogram through
accekrated flow, significanty redudng be odd of herretuming b A&.

T N T 7:59:20 8:00:00

Content Non-Program :40 Content ¢

Split screen
Brcdits W,
Pretender "tonight"
promo

Law - Order

"Next" key

A&E

8:56:15 8:57:50 8:59:20 9:00:00
Content Non-Program 3:45 Content f

Split screen
credits w/

Generic
Biography Biography
Open

Biography Biography Promo "bio mag"
promo

Bio.com promo

"Next” VOCA
:0§:30 :30 :30 :30 :30 :30 :30 :04:0§:20 ‘ ‘
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How common is this?
The following chart illistiates break pattans of fve cable retworks atthe 8pm beak.

8:59:15 9:00:00

Discovery

8:59:20 9:00:00 |

TNT

Lifetime

USA

A&E

End Breaks - Content - Credits E] Promos - Commercials
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Realigned Clock

By conbining ane inemal break and shifingthe bcal avals and end brak,a new flow
efficientclodccan be crated This 5 the mostimportant clange AGE can make. The
benefitswill besignificantand mnediate.

Credits :30 Break #1 :25
8:59:30 8:00:00

Break #2 3:00
8:09:25

Break #5 3:25
8:47:05

Break #3 3:50
8:21:45
Break #4 3:10
8:34:35
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Break Structue
By examning each ekmentof the A& clock, we cantaget the specific flow
efficiendes of the four oppartunities outlhed abowe.

A&E 8-9pm 4/10/02

8:00:00

Nero Wolfe
Promo

Old

Break #1

:20

Cold Open/

Tease N eW

Break #1

In Break One, we beginthe top d he hour witha pono. While it's smartto message
to arr audience athis crucial moment of viewing decision, our first priorityshould be @
entce bemwith cotent Iakally, we begin wih a coldopen—ramative tat mnediately
hooks the viewer. If thatis not possible, the second choice & o ceate a tease hat
feels less lkeapranoand mae lke ashow segment Tle goal is © daw inas many

viewers and surfers as possible, getthem hooked on the show and keep hem
intaested.

To thatend, the cold opnease should befollowed bya short—no more than 10
seconds—exposioryopen. This graphic pieceshould exphin succindly what the show
isabout Tha can befigurative o literal, butmustbe clear. B/now, vewers should
know eactywhattheyare vatthing 6o thatthey n’tforgetwhile surfing a beak), and
hawe apretty good idea whatthey ae gang b getoutofit

The adrertsing billtbardshould ke moed to an interior brak. hits curentpaosition it
breaks the viewing momentumwill anly trigger a vave of surfing.
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A&E 8-9pm 4/10/02

8:10:31

Content Bio Promo

Break #2

8:10:31

Bio Promo

Break #2

Break Twohas a conmercial inthe first positon. Promos should always ke put n the
first positbn and hst paition of a beak to increase time spentviewing of the break.
Comnercids n the firstposition triggr mnediate surfing. Promos in the firstposition
tendto hold viewers for a longer perdd o tme Thedgic s obvious. | ome b A&E
see A&E programning, If you show me a message aboutmore A&E programning, I’'m
more lkely to stick around.

Aswenear the end of the break, nore surfers beghn toreturnto be cdhannd. f hey ®e
pronos for e chanelthey have cone b watd, they ae more likely to hang aound for
the next Ewseconds untilthe show begns again. If they encounter another
commaercial, they are more lkely o leawe.

But, another opporunity exists befare ve mowe into the beak. Atthe endof a segment,
10-2 seconds should be aned autof programning © tease the upcaming ssgment
We know viewers will surf duiing he brak, but ve wantto make sure heyhawe
something b look farward b when teyretum. Pls, the ®ase helps surfers who have
just gined s fomcompeting breaks getup b speed a1 the progam.

Other actis includke keying webmakers and D\R bugs (TiVo, Replay,etc.. just
befaethe beak. The tinking isthat f vewers are gong b leave A&E during he
break, we should tyto send themto the website. h parllel, the site should rawe a
synchronous countdown cbck, to help viewers returnto he pogramon tme.

If theyare not going to the web-site, and are onsidering laving A&E, aDWR bug gies

them the opporunity o record be restofthe progeam érlater viewing. (Ths assunes
arelatonship with a D\R senice.)
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Break #3

o

S
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=| Nero Wolfe @
Promo N

Break #3
o
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=
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3

View
Promo

Break #4

Local Avail

as [ leo [ TTTTTTTTI

b
Promo
:20 :

8:30:46

Break #4

View

Local Avail
Promo

so [ TTTTTTTTI

:SI

The prmary danges in Breaks 3& 4 are again moving the promas to he bstpaosition.

Ad Sales Opportunities
Thereare also opportunites for exfpiing @mmercial braaks. Mostof these ideas are
stll experimental, butanecddally the resultshavebeen positive.

Creatinga lower hird band for identtyand promotion & in tse anong many networks.
ButOxygen has extended hatidea into cannercids. The upsell © adwvertisers & that
they ae gdtng space far duwal messages, plus the secuity of knowing thatviewers are
aware dwhat clannel they ae seeing be cannercid message. For retworks that sell
enmvronmentas well as runbers, this becomes astrong selling wint.  Sufers often
beomne cafused dbout clamnd identityduing canmecial breaks. Lower hirdIDs
duing canmecials actas a light louse far aurfers looking to find their way kack home

Countdoawn clodks targeting the last 60 to 30seconds of a beak ae also helpfulin
creatinganticipaton and Imited bBstminute surfing Auwio ce tones tatsignal te end
of abreakalso help &tact vewers who have nowed autside d the visual rangeofthe
televiion, butnotthe aural.

Coming badkinto the beak, keying the name ofthe currentshow helps retuming
surfers and newy @pturedviewers comprehend vhattheyare watching. The first 30
seconds badk into the break & also an excellentime to use highly prodiced Ikeyable
network logo aimations to reinforce destination.
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Bio Mag [(&elit=Iad

Break #5

Break #5

Local Avail

Break #6

so [ TTTTTTTTI

2:20

Local Avail Promo

Break #6

so [ TTTTTTTTTTITTTI

Break 5 & 6 again reflect the reed for firstand last msiton, butalso raise a concern
about dfair poduds Vidotape dfers, nagazne subsaiptions, and other andillary
productofers ae denseen as irekvant ty vewers, particular ideotape offers far
shows they hawe pstfinished watcing When stacked in he cedit oll, theyare often
an in@ntive for tune ait
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Credits

Credits

The final break ofa pogram, credsts, is one d he mastcrucal in mantaning fow.
Discoery's recentannouncement that elminathg credisresulted ina 30% in@ase in
flow will bwe serious reperaissions throughoutthe indistry. Like the NBC 200Qcredit
squeeze initatve, migrating cedis to the web or aninteractive oeraywil mog lkely
beomne he rom h he meantime, credtsqueezes wth a maximumcredit beaf 30
seconds (dus videowindow ad “net banmner), a heaw dose of“whats next”keys,
navigation ponos within the credibed(coming next/ater bnight), and dfinity leysfar
demagraphially/fsychograghically similar shows are al opponunities to hook viewers
for the next four.

In conclusion, there are many opportunities far A&E to increase itsflow eficiency. Not
all tie solutons practied by ar conpetiors are recessarilyrightfor 5. Buta
thorough irvestigation of the potential far graving share and mtings should be or first
course of acton
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Glossary

accederatedflow: the ablityto moe audiences \ertically fomone show b
another

affinity keys: messages promoting shows with similar ontentoraudience appeal
bump out usuallya 5second pronocomnunicating the showname anditsreturn
cold open: begiminga show atthe start ¢ he stonfine

DVR hugs: Messages superimposed over pogranming hatdired vewers
initete teir digid video ecorders

expository graphics: animation or gaphics with a clear message

identitybugs: Netwvork a show bgos supaimposed ove lonver ridpt land comer
of programming

keyable animations:Messages superimposed oer programming

lower thirds: Messages superimposed oer the lower hird d the poogramming
Navigation promotion: Messages thatsteer viewers fromone show toanother
pod architedure: the structure d commercials and ponos in a programbreak

web markers: Messages superimposed ove progamming hat diectviewers to a
web site
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