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CABLEVISION’S i0 GARNERS AWARD

Campaign inducted into Hall of Fame

BY DIANA MARSZALEK

HEN CABLEVISION

launched its iO dig-

ital service in late

2001, company
leaders knew that the prod-
uct’s ultimate success in the
New York area market would
depend on consumer satisfac-
tion, including the understand-
ing that digital cable was not
necessarily a premium tier but
a way of expanding viewing
options.

The strategy worked. Eighty
percent, or 2.5 million, Cable-
vision customers subscribe to
its i0 digital service, the high-
est penetration of digital cable
among cable users in the
industry. The company is gar-
nering kudos from the indus-
try as well—the iO brand cam-
paign was inducted into the
CTAM Hall of Fame at a spe-
cial ceremony last night.

Cablevision’s challenge in
marketing iO (short for inter-
active Optimum) went far
beyond just spreading the
word that the product and its
services—cable channels,
interactive programming and
video-on-demand among
them—were available. It also

tvisnow

Digital Cable Service from Cablevision

meant making sure customers
found the iO user-friendly and
that the product itself was on
par with what clients expect-
ed.

“We are routinely making
our marketing and branding
approach a composite of the
operating side of the busi-

ness—and conversely, engi-
neering as much as the mar-
keting side of the business,”
said Patricia Gottesman,
Cablevision’s executive VP of
digital marketing & commerce,
explaining the across-the-
board effort in promoting iO
continues today.

“The marketing
approach and empha-
sis of iO has been
since the beginning
one of optimizing
choice, giving cus-
tomers greater control and
enabling them to enjoy a
greater range of linear, digital
and interactive programming,”
she said.

Cablevision is only the sec-
ond operator to be inducted
into the Hall of Fame (Cox was
the 2006 inductee for its cam-

paign, “Cox Communications:
Your Friend in the Digital
Age”), which was established
in 1997 to honor the industry’s
most influential marketing
campaigns and ini-

a virtually limitless range of
viewing possibilities that sur-

passed satellite TV.
Cablevision first introduced
the iO brand with its TV is Now
i0 advertising campaign,
immediately followed by
aggressive direct marketing
that drove deeper

tiatives. “Cablevision’s customer under-
“This competi- . : standing of the
tion is intense,” said .IO Campaign product.
Cox CMO and ]mpressed the Cablevision also
CTAM chairman . il s has positioned iO as
Joe Rooney, who jUdges withits the foundation of
also chairsthe Hall ~ cre at“"ty and the Optimum Triple
of Fame committee. . ” Play and Optimum
“This effort will be itsresults. Rewards  multi-
mentioned in the joE RooONEY, chairman, product bundles,
same breath as (TAMHallofFame  meaning aniO cus-

such legendary
cable campaigns as [ want my
MTYV, This is SportsCenter and
It’s not TV, it’s HBO.

The iO campaign impressed
judges for taking the tact that
it was not a premium tier—but

CTAM VOLUNTEERS ARE HONORED

BY CRISTINA RODRIGUEZ

in the spotlight this morn-

ing with a pair of award
categories honoring their
work.

Rainmaker awards were
given to six honorees who
played pivotal roles in corpo-
rate initiative projects, and five
volunteers were given Tami
awards in recognition of the

CTAM VOLUNTEERS ARE

Rainmaker for boosting usage
of the Cable Movers Hotline
through his company. Dusa is
director of sales development
for Insight Communications.
When Insight upgraded its
phone systems, he put all
phone operators through
Movers Hotline training.
Customers calling Insight
were given an option early on
to talk to someone about mov-
ing, and they were promised a

hours they spent pur- Lowe’s coupon if they
suing CTAM's goals. NE?I:I‘?IEVI\.I[IHU%ES did so.

Bob Faught, VP of HIGHLIGHTED Insight had a 26
retail sales at Com- WITH AWARDS percent increase in

cast, earned an award
for his leadership on the CTAM
Retail Committee.

“Retail is a very different
environment than what cable
is familiar with, and it’s still rel-
atively new for many MSOs,”
he said.

Because of his work, cable
execs are becoming more com-
fortable with the retail world.
CTAM booked Circuit City
CEO Phil Schoonover as a
keynote speaker at Summit,
and members recently partici-
pated in a Best Buy Achievers
event.

“I think we’ve been able to
add some focus and direction,”
Faught said. “That touches on
a major theme of CTAM corpo-
rate projects: Keeping cus-
tomers.”

Gary Dusa, a member of
CTAM'’s Midwest board and
two of its corporate initiative
committees, is receiving a

call volume to the
hotline between 2005 and
2006, a feat CTAM members
could achieve by adapting the
techniques to their respective
operations.

“As the competitive wars
continue to heat up, the Cable
Movers Hotline will see
increased attention by the
leaders in the industry as a
vital tool to preserve our cus-
tomer base and increase vol-
ume,” Dusa said.

Other Rainmaker recipients
include: Ellen East, VP, com-
munications and public affairs
for Cox Communications;
Andre Martineau, senior direc-
tor of business solutions,
Advance/Newhouse Commu-
nications; Stacy Melle, VP,
marketing for NBC Universal
Digital Distribution and David
Pugliese, VP, product market-
ing with Cox Communications

Among the winners of the

2007 TAMI Awards is Dominic
Vivolo, a volunteer whose
leadership helped triple the
ranks of CTAM Canada’s once-
waning membership.

Vivolo remembers worrying
about how he’d manage CTAM
Canada along with his full-
time job as Astral Television

choosecable~

ed to put a good, solid board
around me to clean up the
administrative nightmares of
the old (structure)...We’ve now
turned this into one of the more
viable chapters in CTAM.”
TAMI awards were also
given to: Shawn Gannon, mar-
keting VP with Playboy Enter-

ment now has a numb

Wirap youraell up in some 1o
savings.

Cable The clear choics for
comacing your werld
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The “Choose Cable Phone” TV and internet ad campaign was produced through
CTAM's Telephone Committee. Cox Communication's David Pugliese won a Rain-
maker Award for his years of contributions to that research group.

Networks’ senior VP of market-
ing and sales.

“You know what, you come
to a time in your career when
you want to give something
back to the industry you work
in,” he said.

“I said: OK, I'll do it. I want-

tainment; Laura Masse, execu-
tive VP for marketing at
Hallmark Channel and Hall-
mark Movie Channel; Jo Holz,
co-chairwoman for CTAM’s
2007 Research Conference;
and Daniel Fischer of the Solve
It Group

tomer is automati-
cally eligible for discounts on
Optimum Online high-speed
data and Optimum voice tele-
phone services.

The Cablevision campaign
branding on-screen navigation
has won two Emmy awards for
technical design excellence. In
addition, its emphasis on mak-
ing interactive programming
easy for customers to find and
watch is a hallmark of the
brand, they said.

Today, iO extends that her-
itage with aggressive interac-
tive advertising and commerce
which facilitates car and home
sales, offers interactive local
News 12 content and provides
for service upgrades through
the iO converters without con-
tacting a service or sales rep.

To its more than 200 cable
and interactive channels and
700 video on-demand chan-
nels, iO recently added 21 HD
networks at no extra charge,
1,400 monthly on-demand
titles, on-demand sports pack-
ages and more than 50 inter-
national channels offered via
switch video.

“Cablevision’s iO campaign
impressed the judges with its
creativity and its results,”
Rooney said. Nonetheless,
selecting Cablevision from the
pool of nominees certainly was
not easy, Rooney said.

After starting with more
than a dozen nominees, the
Hall of Fame committee whit-
tled the list to four other final
candidates. In addition to the
iO campaign, finalists includ-
ed Fox News Channel’s Fair
and Balanced campaign;
HBO’s marketing of The Sopra-
nos; HGTV’s Dream Home
Giveaway; and NBC Univer-
sal’s The Complete Olympics.

Cablevision’s Gottesman
said it is exactly that kind of
blending of technology, service
and marketing that has made
iO a winning product.
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NETWORKS DEAL WITH CLIMATE

HEY SAY THE ONLY SURE

things in life are death and

taxes. Several networks, though,

are banking on a third—viewers’
concern about weather.

To satisfy this demand, which has
only increased in the
wake of devastating -
weather events across
the globe, The Weather
Channel, Animal Planet,
Turner Entertainment
and TVN Entertainment
are providing a variety
of programs addressing
the impact of weather.

For example, to bol-
ster a city broken by the
ravages of weather, TVN

The Weather :
Entertainment will offer | ¢cha
to all cable operatorsa | D n N4

video-on-demand pro-
gram aimed at driving tourism back to
the Big Easy. The piece, produced by
the New Orleans Marketing Tourism
Corp., features celebrities, jazz musi-
cians, Cajun & Creole fare, and captures
the full flavor of the Crescent City.
Heading into the storm season of
August and September, The Weather
Channel is packing up and heading on

tour with their WeatherREADY safety
message. The five-city schedule
includes Niagara Falls, NY Air Show,
Chicago’s Northside Summerfest, and
home and garden shows in Anaheim,
Miami and Dallas. Attendees will get
safety tips about emer-
gency preparedness and
safe driving, as well as
checklists, which are in
sync with the channel’s
Keeping America ahead
of the storm marketing
slogan.

Climate issues are
also the focus for The
Weather Channel’s Dr.
Heidi Cullen, who is

[ featured in a series of
gl informational briefs.
/ The Forecast Earth
vignettes will air fre-
quently on TWC beginning in August,
addressing environmentally responsible
options and advice for consumers as
well as overall climate matters across
the globe.

Animal Planet’s Petfinder.com has
launched an online disaster prepared-
ness Kkit.

For pet owners who want to keep

Tt

their animals safe in the event of a hur-
ricane or other natural disaster, the
online preparedness kit is available at
http://www.petfinder.com/disaster/ae
rn.html, offering tip sheets for simple
preventative measures, a check list for
critical items to have available, and sug-
gestions on how to make a plan based
on individual lifestyles.

In conjunction with the online
launch, the Petfinder.com Foundation
is launching a grant program to provide
funds to Petfinder animal shelters and
rescue groups to assist them in becom-
ing disaster-ready.

Weather—along with health and
finance—are top of mind for Turner,
which has created taggable, 15-second
spots on these subjects for affiliates to
sell and air.

Meanwhile, CNN’s Dr. Sanjay Gupta
stars in the five health spots, part of a
three-subject series of informational
programs.

CNN’s weather team has created a
series of weather-related tips from hur-
ricane preparedness to dealing with
seasonal allergies to prepare viewers for
many types of weather-related situa-
tions. More information is available at
WWww.turnerresources.com.

ADDS PSA SERIES

NEW SERIES OF PSA WHICH
Afeature congressmen and gover-
nors debuted July 4 on the Mili-
tary Channel and marks a new phase of
the channel’s “Reconnect America” ini-

tiative. Pennsylvania’s Governor
Edward Rendell and Iraq war veteran
and freshman Congressman Patrick
Murphy participated in the kick-off,
acknowledging soldiers and their fami-
lies and encouraging viewers to show
their support for the military communi-
ty by visiting ReconnectAmerica.com.
Besides partnering with Comcast and
other distributors to air the PSAs local-
ly, the Military Channel is pledging $3
million on-air time to the outreach pro-
gram. The PSAs will also air on the
Reconnect America website.

THE INSPIRATION NETWORKS

Your Multi-Platform Solution!

Digital Penetration « VOD Utilization « Cable Modem Sales - Telephony

800.725.4677

inspiration
\——PN DEMAND

| Gospel

(Chryerszn Armt Talent Search

Gowpel Husic Southern Seyle
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Amplifire, a recently introduced
brand asset management system
from Siegel+Gale (BOOTH 20a), addresses
the complications of consistency
across different platforms and sim-
plifies them by using Google
Search. Amplifire works with a myr-
iad of formats on different servers to
reduce brand dilution across global
offices, as well as empower employ-
ees to better utilize brand assets easi-
ly and quickly. Ad Builder, a function
of Amplifire, adjusts ads with color
correction and size. A sample of
Amplifire is available at www.siegel-
gale.com/amplifire.

Keep a comb handy—video phones
are about to arrive. Summit, NJ-based
Clique Communications is partnering
with a major MSO to announce a
unique service easy for the operator to
install while being simple for cus-
tomer use and needs. Clique Video

i

g Al

i

B00-466-1844

Phone enables video conferencing
either as a video instant messenger or
a full function phone which can place
video calls to other CVP-enabled PCs
or audio calls to land lines and mobile
phones. A demo of the CVP is at meet-
ing room area, A15.

The Highdeal (BooTH 117) challenge
invites the most daring pricing and
packaging scenarios. Register to win
a pair of premium Sennheiser PXC
250 headphones. While there, check
out the latest version of Highdeal
Transactive, premiering at this year’s
show. One key enhancement is the
introduction of flexible e-wallet capa-
bilities, allowing service providers to
offer real-time allowances across a
multitude of services including online
gaming, content downloading, ring-
tones and more.

REMOTE CONTROL

A brightly colored remote control designed
just for children restricts viewing choices to
only family friendly channels. Universal
Electronics (BOOTH 405) developed the 14-key
Cricket Kids Remote to give parents peace of
mind while their little ones enjoy a fun
viewing accessory, complete with a
customizable feature allowing a favorite
cartoon character to be on the remote itself.
Another Universal Electronics innovative
accessory is the remote extender, which turns
a normal infrared remote control into a radio
frequency remote. The compact unit is meant
to be hidden and is perfect for viewers who want to have a clutter-free
AV experience with do-it-yourself easy installation.

Universal
Electronics’
innovative
remote extender

[EGBYTEY

EASY DOES|

Just because it’s a high tech prod-
uct doesn’t mean it’s hard to use,

install or understand. This year’s crop of CTAM exhibitors are on the
cutting edge of making technology work for marketers in ways that
range from new remote controls to computer software that will
keep an eagle eye on your brand, no matter how many outlets or

platforms you have in use.

o

B

1 5I

1

—Kate Bacon

_‘

The Beat the Traffic (BOOTH 308) reporting software system offers real-
time 3-D animated maps, including unique local landmark icons, to help
viewers make commuting plans. The Campbell, CA-based company holds
three patents on the award-winning process, which offers a total
solution for the broadcast of traffic reports that are clear, customizable

and information-rich.

The new GalleryPlayer (BOOTH 307)
broadband service is an extension of
GalleryPlayer’s current partnership
with existing cable providers. In addi-
tion to viewing GalleryPlayer’s HD
programming on digital cable, CTAM
attendees can directly purchase and
download images to their PCs from
their provider’s homepage. The cable
partner will brand the service, and it
will be operated and maintained by
GalleryPlayer.

New this year is COMCAST MEDIA CEN-
TER’S (BOOTH 300) Ad Distribution Net-
work . ADN uses a web portal, so net-
works can publish and refresh topicals
and campaigns easier and faster. Affil-
iates have instant downloadable spots
for use, including customized materi-
al and tags. ADN hosts both low and
hi-res formats, enabling downloads to
be used for on-air production as well
as off-air sales presentations. Another
feature is a reporting package that
generates real-time usage data help-
ing promotion staff determine user
interest.

An e-Kit electronic program is
designed for communications service
providers and being offered under a
partnership between Maryland-based
VoiceLog and Florida-based First Mar-
keting (BOOTH 409). The process begins
when VoiceLog notifies First Market-
ing that a new subscriber’s third party
verification is valid. First Marketing
will then generate an electronic wel-
come kit via e-mail, containing every-
thing a customer needs to use the new
service.

Sonora, CA-based Front Porch (BOOTH
306) offers their PorchLight product to

internet providers, allowing them to
leverage their networks to deliver any
targeted ad or customer message
directly to users’ browsers anytime
and anywhere they surf the web. Uses
include customer service notifications,
targeted marketing offerings, promot-
ing online bill payments, driving traf-
fic to websites and enhancing sub-
scriber satisfaction. Front Porch
technology is currently
installed in over 650 cable,
telecom and ISP locations
in 29 countries, serving
over 7.5 million sub-
scribers.

Hillcrest Lab’s patented
Freespace motion control
technology is at the heart
of Logitech’s new MX Air
Rechargeable Air Mouse,
which will be available in e
the US and Europe begin- ~ MX Air
ning in August. The Rechargeable
. Air Mouse
mouse will work on sur-
faces as well as in the air. The unique
motion-control operating system in
the mouse is the same used in the
“Loop” TV remote pioneered by Hill-
crest.

Solution provider Comverse (BOOTH 426)
is helping cable providers around the
globe differentiate their offerings
through subscriber-focused billing and
customer care solutions. Comverse
works with top cable and satellite
providers like Sky Mexico and Case-
ma in the Netherlands that have
already utilized Comverse solutions to
bring choice, convenience and control
to their subscribers.

PROBLEM SOLVING

PROGRAM GUIDE
EASES ON DEMAND

CTAM’s On Demand Consortium
is demonstrating its Electric Pro-
gram Guide simulator—an inno-
vative online tool to simplify on-
demand program descriptors.
On display in the Digital Media
Lab (Room 125), the EPG simula-
tor was developed by the Quali-
ty Subcommittee of the On
Demand Consortium and
Anystream to ensure that
consumers see clear and consis-
tent information about movies
and TV programs presented by
cable on demand. For program-
mers, the simulator solves some
of the problems tied to
authoring metadata. The On
Demand Consortium includes
most cable companies,
programming networks,
studios, technology companies
and suppliers. The Quality
Subcommittee is chaired by Car-
oline Brown, senior director, on
demand & iTV product manage-
ment, Comcast Cable.
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& Minutes with...
CRONIN CASHES OUT

The retiring CEO and president of GSN, Rich Cronin, stripped the net-
work of its reliance on classic programs and brought on shows like the
World Series of Blackjack and Anything to Win: Tonya Harding— Her
Story.

He led viewers into the world of play-
along TV, making primetime favorites
out of series such as Camouflage and
Lingo.

After taking the helm in 2001, and
following a five-year contract with a one-
year extension, GSN more than doubled
its reach into American homes.

At the end of his GSN tenure, Cronin,
52, decided to take the opportunity to
pursue other challenges.

It should be no surprise to Cronin-
watchers that his retirement at the end
of this month coincides with the intro-
duction of a pet project, the game show
Without Prejudice?.

Cronin is in the 25th year of his cable
TV career. Accomplishments include
building the Nick at Night brand, founding TV Land and leading Fox
Family Channel and Fox Kids Network to make some of their highest-
rated original movies.

EXTRA EXTRA’S Cristina Rodriguez caught up with Cronin as he was
busy wrapping things up at GSN.

RicH CRONIN

CEO and president
of GSN

Of all the changes you made at GSN, which do you think most
helped increase viewership?

I would say what’s most helped to boost the business over-
all—and not just viewership—and bring us to profitability
has been interactivity.

Was changing the name of the network a productive move?
Absolutely. It allowed us to expand our base of viewers,
from people who are just game show fans to people who
loved all kinds of games. It allowed us to add casino
games such as High Stakes Poker and the World Series of
Blackjack. It also allowed us to keep our core viewers. The
core game show fans were already referring to the net-
work as GSN.

Do you think GSN is a network that needs a shakeup every few
years? Do you think it should continue on its current path?

I think that GSN should continue on the path of being
the industry leader in interactive games. I think the
potential is for GSN to be a global business and a global
brand in interactive games, on TV and in other media.

Will that take a lot of work, expanding GSN globally?

GSN is owned by Sony (Pictures Entertainment) and Liber-
ty (Media Corp.)—both with extensive global businesses.
To date, GSN has focused on North America. There is a
potential through gsn.com, which is global, and GSN Tele-
vision Network to bring the brand around the world.

What about Without Prejudice?

I think it has the rare combination of being very entertaining
and very pro-social. It really is about exploring why people are
prejudiced. Our hope is that this show can do for game and
reality programming what All in the Family did for sitcoms.

What is your role in its development.

(Initially), it was a British format, and in the U.K., it won an
international Emmy. Other networks were afraid to do it
because of the controversy. I'm very proud of how our pro-
gramming team worked with the producers to make an Amer-
ican version that I think is even more compelling.

What kind of reaction have you received from across the nation?
I've been flooded with e-mails and calls from old friends,
from executives at other networks and from producers that
we’ve worked with. And from search firms, too.

COUNTRY STILL WIDE OPEN

Networks Explore Qutdoor Territories

BY KIM JUSTEN

ETWORKS WITH A
focus on wide-open
spaces remain hot
spots for outdoorsy-
inclined audiences. Today,
viewers have several options
available via such networks as
the Outdoor Channel and
Sportsman Channel. But a
new option is on the horizon
with the anticipated launch of
Country Adventures Networks
in the second quarter of 2008.

Where the Outdoor Chan-
nel focuses primarily on out-
door sports and activities, CAN
promises an emphasis on the
country lifestyle. Along with
new series from HD network
MOJO, there is no shortage of
guy fare.

In the works for CAN, for
example, are shows featuring
hunting and fishing, hot rods
and motorsports. Trending as a
“lifestyle” emphasis, CAN audi-
ences will learn how to build a
4x4 truck or muscle car. “Guys
don’t have a network like this
anymore,” said Rusty Faulk,
CAN’s CEO and chairman of the
board. “What we’d like them
[the cable industry] to know is
that we're here to help maintain
the [country lifestyle] viewing
audience.” To that end, country
celebrities are at-the-ready to
promote the channel and the
cable carrier that brings it to the
public while on tour, he said.

At the same time CAN is
looking for distribution, the
entrenched Outdoor Channel

is vaulting into agreements
with TVN Entertainment to
provide all encoding, asset
management and distribution
for its on-demand offering,
expanding its audience with
another distribution option for
their premium outdoor pro-
gramming service.

with brand new concepts, dis-
tinctive personalities, and
amazing visuals from across
the country and around the
world,” said David Asch, senior
VP, programming and new
media. “From the positive
response we’ve received from
advertisers and fans, we know

Country Adventures Networks’ Richard Peoples, VP, engineering and production,
and president Mark Corcoran, (sitting), expect their new network launch in 2008.

MOJO is kicking off the fall
with three new programs for
men, as well as the return of
several favorites, including
After Hours with Daniel, Dr.
Danger and London Live.

“Enthusiasm for the MOJO
style has caught on with our
audience, and this coming sea-
son we take it to the next level

we're meeting a need not
being served anywhere else.”

MOJO’s new programming
has the need for speed, as view-
ers will see in Test Drive, an
unconventional show about
cars. Whether you want to know
which car is a chick magnet or
tricks for urban car survival, this
is the show that tells you.
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CTAM 2007 POWER TO THE PEOPLE

8 A.M.-4:15 P.M.

Registration
HALL D

8-9 A.M.

Summit Central Open
Morning Coffee
HALL D

9-10 A.M.

Chairman’s Award: Dave Watson,
executive VP, operations, Comcast
PRESENTER: JOoe Rooney, chief
marketing officer, Cox Commu-
nications

GARY LOVEMAN AT 9 A.M.

GENERAL SESSION

Relationship Marketing
keynote:Gary Loveman, chairman,
CEO and president, Harrah'’s
Entertainment

Host: Ed Huguez, executive VP,
affiliate sales and marketing,
Starz Entertainment

10-10:30 A.M.

Summit Central Open
Break
HALL D

10:30-11:15 A.M.

GENERAL SESSION

Digital Products

keynote: Phil Schoonover, presi-
dent & CEQ, Circuit City Stores
Host: Duane Dick, senior partner,
Sand Cherry Associates

11:15-11:45 A.M.

Summit Central Open
Break
HALL D

11:45 A.M.-12:30 P.M.

SESSIONS

All Brands Rise

raauTator: Dennis Franczak, presi-
dent & CEO, FUSE ideas

159B

Digital Transition: Get Up To Speed
(CTAM Corporate Fund
Members Only)

speakers: NCTA's Robert Stoddard,
senior VP communications &
public affairs, and Anthony Wil-
helm, director, consumer educa-
tion and public information,
National Telecommunications &
Information Administration
158A

Driving Customer Retention and
Loyalty

SPEAKERS: Bernadette Aulestia,
senior VP, affiliate marketing
and product management,
HBO; Bob Benya, senior VP,
VOD, Time Warner Cable; Peter
Clifford, senior VP, distribution
and affiliate marketing, World
Wrestling Entertainment; and
Gemma Toner, senior VP mar-

AGENDA

keting & business development,
Cablevision Systems

MODERATOR: Jonathan Gorchow,
VP & GM, CN8, The Comcast
Network

152AB

Home Networking

sPEAKERs: Broadband Home Cen-
tral co-founders David Waks and
Sandy Teger

204A

Insights’ Transformation

(CTAM Corporate Fund Mem-
bers Only Session)

sPEAKER: Dinni Jain, president &
COO, Insight Communications
Host: Dave Watson, executive VP,
operations, Comcast

151AB

Interactive Gaming

sPEAKER: Jane McGonigal, senior
researcher, Institute for the
Future

moberator: Michael Snyder,
senior VP, affiliate marketing,
Discovery Networks

160

PHIL SCHOONOVER AT
10:30A.M.

Product Integration/Product
Placement

SPEAKER: John Zamoiski, Co-CEO,
NMA Entertainment & Market-
ing

209A

Relevancy: The New World of Per-
sonalized Marketing

sPEAKERS: Hawkins Strategic’s Gary
Hawkins, CEO, and Sterling
Hawkins, VP

204B

Rolling Out Multi-Platform Prod-
ucts

speaker: Charlie Barnes, VP, prod-
uct development, Insight Com-
munications

159A

Sound as a Function of Brand
sPEAKER: Joel Beckerman, founder
& president, Man Made Music
204C

Revolution and Evolution
Hallmark Channel’s Marvin Dor-
son, senior VP, creative services,
and Laura Masse, executive VP,
marketing; and Chris McCum-
ber, senior VP, marketing &
brand strategy, USA Networks

WEDNESDAY JULY 25

HosT: Patalia Tate, director mar-
keting & promotion, The History
Channel

150B

For The Non-Business Services
Marketer

speakers: Denisse Goldbarg, VP,
Time Warner Cable, and Kathy
Hickey, director, marketing busi-
ness services, Comcast

209B

MARK CUBAN AT 4:15 P.M.

Understanding Cable Technology
(CTAM Corporate Fund MSO
Members Only Session)

speakers: Advance Newhouse
Communications’ Nomi
Bergman, executive VP, strategy
and development, and Arthur
Ordufa, senior VP, policy &
product

209C

12:30-1:30 P.M.
Lunch
HALLD

12:30-2:30 P.M.

Summit Central Open
HALL D

2:30-3:45 P.M.

SESSIONS

Brand Superstars Think Out Loud
sPEAKERs: Marvin Davis, senior VP,
marketing & sales, Comcast;
Amy Friedman, senior VP, origi-
nal programming/creative direc-
tor, The N; Steve Koonin, presi-
dent, Turner Entertainment
Networks; and Fred Seibert,
president, Frederator Studios
mopEeraTor: Mark Tomizawa, presi-
dent, Smash Advertising/
cofounder, One Good Egg
202AB

Case Studies in On Demand Mar-
keting

Winners of the On Demand
Marketing Case Study Competi-
tion unveil the secrets behind
their success

204C

Marketing in a World Where Con-
sumers Rule

spEAKERs: Tim Hanlon, senior VP of
ventures, DeNuo, a division of

Publicis; Chris Moseley, senior
VP marketing, The History Chan-
nel; and Liz Hilton Segal, princi-
pal, McKinsey & Co.

mobEeraTor: Abbey Klaassen, Digi-
tal Editor, Advertising Age
151AB

Managing MDUs

(CTAM Corporate Fund MSO
Members Only Session)
Frank Lloyd, partner, Mintz
Levin Cohn Ferris Glovsky &
Popeo

159B

Programming Across Platforms
SPEAKERS: Deanna Brown, presi-
dent, interactive group, Scripps
Network; Bruce Campbell, presi-
dent, digital media, emerging
networks and Business Develop-
ment, Discovery Communica-
tions; and George Kliavkoff, chief
digital officer, NBC Universal
MobERATOR: Lucy Goldenhersh, VP,
distribution new technologies,
Lifetime Entertainment Services
207AB

Relationship Marketing as a Strate-
gy for Growth

SPEAKERS: Sanjay Gupta, VP, base
management, Sprint/Cable
Industry Wireless joint venture;
Anthony Maldonado, VP, mar-
keting acquisition & sciences,
Cox Communications; Sharon
Otterman, VP, media strategist,
ESPN; and Robert Quigley, exec-
utive VP & chief marketing offi-
cer, Charter Communications
152AB

GLENN BRITT AT 4:15 P.M.

The Digital Transition

(Corporate Fund MSO Only
Session)

speaker: David Pugliese, VP, prod-
uct management and market-
ing, Cox Communications

159A

3:45-4:15 P.M.

Summit Central Open
Refreshments
HALL D

4:15-5:30 P.M.

GENERAL SESSION

Closing Panel

raneL: George Bodenheimer, pres-
ident, ESPN and ABC Sports and
co-chairman, Disney Media Net-
works, ESPN; Glenn Britt, presi-
dent and CEO, Time Warner
Cable; Mark Cuban, co-founder
and chairman, HDNet; Neil Smit,
president & CEO, Charter Com-
munications; and Debora Wil-
son, president & CEO, The
Weather Channel Companies

5:30-6:30 P.M.

Closing Reception
HALL D CONCOURSE

ACADEMIC
STUDY YIELDS
DISCUSSIONS

CONTINUED FROM P. 3

case study covers Harrah’s
Total Rewards program (a
customer loyalty incentive),
how it created a brand for the
company and delivered
extraordinary service to their
customers.

The study also examines
the effects of these pro-
grams— nearly 50 percent of
the Harrah’s Las Vegas rev-
enue in 2000 came from Total
Rewards members who had
originally visited another Har-
rah’s casino.

Although Harrah’s has 21
casinos across the country, each
one markets its own location in
an effort to attract clients to
their games, not any of the
other Harrah’s properties.

And while Harrah’s was

“The take away [of
the discussion
groups]is learning
at different levels...”

RAJIV LAL, professor,
Harvard Business School

already known for great cus-
tomer service, in a business
where most gamers are going
to go home losers, it takes a
lot to make them want to
come back to your casino and
lose some more.

Participants in the case
study discussion groups are
expected to have downloaded
the study prior to the summit
and studied it in depth.

“It’s a fairly intense and
almost competitive atmos-
phere,” said Peter Kiley, VP of
affiliate relations, C-SPAN,
and a graduate of the 2003
CTAM U class.

“You try to engage at a
very high level with very
smart people,” he said .

CTAM U is a week-long
executive management pro-
gram—now in its 10th sea-
son—at Harvard Business
School for senior cable
industry executives. The
Harrah’s Case Study discus-
sion groups and breakout
sessions are a sample of
what attendees experience
at CTAM U.

“The take away [of the dis-
cussion groups] is learning at
different levels,” Lal said.

At 9 a.m. today, Gary Love-
man, president and CEO of
Harrah’s Entertainment, will
discuss how relationship mar-
keting made the difference in
making Harrah’s “the world’s
largest provider of branded
casino entertainment.”
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satellite is going to be decided

by those people at the front

line who are responsive and

good at what they do,O said
Jeff Bewkes, president and
COO of Time Warner. OThat ig
where the decision probably

will be made.O

BewkesO comments were

part of his keynote conversation
Tuesday with  CNN anchor
Soledad OO, as he also took
the spotlight as this yearOs Gran
TAM Award winner for his 20-
plus years in the industry.
During the conversation,
Bewkes explored the multitude
of challenges facing cable, from
defining and maintaining
integrity in brands, maximizing
multiple platforms, engaging
consumels, and making money
from on-demand services.

d first hand. OPeople throw more

But with consumers more
intricately involved in telecom-
munications than ever before,
whether or not the technology
works is the No. 1 factor for
customers when choosing
telecommunications service,
he said.

OWhen one of these things
breaks, youOre down. YouO
shut off,0 said Bewkes, wha
has spent time on sevice
trucks to experience the job

puzzles at this guys. | could not
believe how difficult the job of
a cable sevice person is
today.O

Before Bewkes took the
stage, U.S. Reps. Rick Boucher
of Virginia and Greg Walden
of Oregon also addressed the
idea of sewice, albeit public
service, in the cable industry.

Partners in forming the Con-
gressional Digital Television
Caucus to ease the pending
transition from analog to digi-
tal TV, the congressmen called
on cable to help educate the
public about the transition
through PSAs, inserts with
bills and other communica-

retions.

Walden (whose Oregon dis-
trict includes rural populations
wit h limited broadcast recep-
tion) said that having owned
radio stations he knows all too
well the customer calls and
complaints that pour in when
communications systems fail.

Ol can only imagine whatOs
going to happen when 70 mil-
lion TV stations donOt work on
the morning of Feb. 17, 2009,0
he said. @hatOs why we need
your help.O

BUNDLED PACKAGES A

CONTINUED FROM P. 1

alliances so that together they
can sell he services tradition-
ally offered by cablebvideo,
voice and databand growing
wireless options, such as
mobile video and internet
access, he said.Tis has far
reaching implications for how
the industry is evolving and
where weQll be five years from
now,0 he said.

Packingham, one of the
spealers at a Tuesday panel on
the subject, knows from expe-
rience. Sprint already has part-

ComcastOs Jaye Gamble, seni

ham,VR pioduct deslopmenh

o+ M@Os vorking as the primary
operations, and SprintOs Kevin Packf#tact for sales and service.

nered with cable operatorsN

including Time Warner, Com-
cad, Cox and Bright HousNon

its new Pivot service, which
provides video, internet and
voice service (without using
wireless minutes) on mobile
phones.

The appeal of Piet, he said,
shows the advantages of cable
and wireless working together
to fill consumer demands in
one fell swoop, with the cable

OThe strength of the two

Steve Hayden, vice
chairman, Ogilvy & Mather
Worldwide, and Shari Swan,
founder and CEO of
Streative Branding, gave
keynote presentations Tues-
day afternoon. Hayden, who
has been in advertising for
decades, and was co-creator
of the 019840 Apple
computer ad campaign,
spoke on the importance of
brand marketing. Swan,
with a background in global
consumer trend analysis
and consumer insight

reporting, discussed the
Next Generation Trends for
cable.

brands together is tremen-
dous,O he said.

Jaye Gamble, Comcast sen;

ior VP, operations, said that
with phone companies includ-
ing AT&T and \erizon soon
launching quad-play bundle
packages (which offer video,
voice, data and wireless) in
major markets, it is becoming
more incumbent on cable
operators to do the same.
That is especially true, he
said, given the continual

increase in mobile phone
popularity, proven by studies
showing that 90 percent of
young adults in the U.K., for

example, consider their
mobiles  their primary
phones.

Olt could be a defensive play
or it could be an offensive
play,0 Gamble said. OItOs very
easy to see why quad-play
bundling would be a good
response to wireless voice
competition.O

TELCOM DIGITAL AGE KEEPS CLICKING, C

CONTINUED FROM P. 1
donnec, director designs &
technologies research, Intel
Corp. at the OTomorrowOs Cor
sumerO panel gsterday. The
core reasons we embrace tech-

Intel®s Francoise Bourdonnec, di
domestic designsettinologiegsearch

nology are to entertain, stay in
touch with family and friends,
and to control and organize
our lives. The &ch race may
seem frantic, but the purpose

eglobal network, the cell phone,

is the same: OWe adapt the
technology to old problems,0
she said.

An interesting trend Bour-
donnec obsewed in Italy may
be one of technology overload:
People in Italy were turning off
their phones (gasp!). And,
while the laptop may be
designed to be a mobile

device, BourdonnecOs research

found it was typically stationed
in the same spbin a house
hold, day in and day out.

Stationary or portable, the
futur e of technology is social.
OFour billion people have yet to
join the internet conversation,O
said Mike Kruzeniski, design
specialist, Nokia Design.

One of the main tools of a

is powerful, not only because it
serves the consumer as a per
sonal, corvenient and connect-
ing device, but it can transform
a consumer inb a creator of
media, Kruzeniski said. lalian
author Roberto Bernocco

wrote a novel on his cell phone
during his commute time to
and from work, he added.
O'he kind of media you
grew up with determines what
kind of consumer you are,O
said Alan Wurtzel, president,
research & media develop-
ment, NBC Lhiversal. When

CONTINUED FROM P. 1

works to publish and refresh

their taggable and cross-
channel promotion spots
from one centralized content

management location. Cable
system affiliates may preview
and download either high

resolution or low resolution

IP-video formats from MSO-
specific portal.

asked what modern conven-
ience they could not live with-
out, 62 percent of baby
boomers said TV, while only
33 percent of Geneation Y
responded TV, instead citing
the cell phone as the crutch
they couldnOt do without.

But just because the tech-

BEOs series]06 & Park,
unveiled a high-tech modular
sd last week in celebration of

nology can be designed, does-
nOt mean it should be. Remem-
ber the laser disc or the stove
TV? Probably notbbecause
they fizzled. OHuman beings
are really annoying,O Wurtzel
quipped, Obecause as soon as
you think youOve figured them
out, theyOve changed.O

ESPI¢ontinues to chronicle
Barry BondsO a#mpt to
break Hank AaronOs all-time

VJs Terrence and RocsiOs firsthome run record, including live

anniversary with the show.
Two of five winners of the
New Faces search BET held in
2006, the duo has aken this
music countdown series to a
new level. The studio is wire-
less and comes fujl equipped
with a 16x9 multi-image
video wall, computer base,
three new talent entrances
and more. The modular s¢is
designed © provide maxi-
mum versatility for the series.

cut-ins and shot tur n-around
highlights of Bonds at bats
when he goes for home runs
754, 755 and 756 during all
Major League Baseball game
telecasts. In other ESPN news,
its telecas of the Chelsea FC at
LA Galaxy matd last week
was seen in an average of
947,000 million TV homes
basedon a 10 rating. It is the
most-viewed Major League
Soccer tlecas on ESPN

PHOTOS Br ED L&Y
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CSTV’s Bob Rose
and Brandi Bilyeu
and Eagle:xm’s
Joel Susel

t was only fair that hard-working CTAMers took a breather (along with
a glass or two of wine) as Monday faded into night. At an afternoon
reception honoring newcomers, John Dee, general manager of Metro-
Cast left with Bloomberg News’ iPod giveaway. “It’s perfect,” Dee said
of the new toy delivered by Bloomberg’s Scott Shultz, affiliate relations.
Steps away, the Scripps Networks affiliate marketing crew’s Patricia
Lumpkin, senior VP, Jeffrey _
Wilke. VP. Amanda Pinck- Bloomberg News’ Scott Shultz
> . and MetroCast’s John Dee =

ney, regional marketing, and _
Jerilyn Bliss, VP, corporate
communications, spiked the
session with laughter. Later,
Mark Awards attendees
milled around displays of
winning campaigns. Atlas’
Laurel Gilbert, director, busi-
ness development, emerging
media, caught up with TV
Guide’s director of affiliate sales & marketing-western region, Aaron
Arntson and A&E Networks’ director of affiliate sales & marketing Jeffrey
Johnson. Noted as the funniest researcher out there, Ray Giacopelli, VP,
programming strategy, AMC and WE, chatted with Ron Constable, HSN’s
VP, affiliate relations, and Howard Horowitz, president, Horowitz Associ-

Atlas’ Laurel Gilbert, TV Guide’s Aaron R 4 ates. CSTV’s executive VP, distribution, Bob Rose, and Brandi Bilyeu, VP,
Arntson and A & E’s Jeffrey Johhsan . " . Ay e . .

- affiliate sales-southeast region, and Eagle:xm president Joel Susel, gave

conventioneering the old college try. —Diana Marszalek

el
0
) A

Scripps Networks’ Patricia Lumpkin, Jeff:rey Wilke, Amanda

Pinckney and Jerilyn Bliss Horowitz Associates’ Howard Horowitz
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-
ME and WEs;Ray-Giacopelli, HSN’s Ron Constable and
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Ketchum’s

Tamara Norman .
andPaul Wood and §*
Siegel+Gale’s

Dave Keefe

etworking was the order of the day yesterday as

CTAMers crowded into Hall D for Summit Central,

the digital media lab, massages and shoe shines. It

was the perfect area to see and be seen, as well as
to get the latest information on the hottest technologies
in the cable industry. Nancy Page, national advertising
sales manager, zapZ2it.com, took advantage of the busi-
ness center services provided by Tribune Media Services.
Universal Electronics’ Jill Trinka, account manager,
demonstrated their children’s remote for the folks from
Cable ONE. Ketchum’s Tamara Norman, senior VP, cor-
porate practice, and Paul Wood, senior VP, new business
development, discussed branding strategy with Dave
Keefe, Siegel+Gale. Motorola’s Larry Fox, senior market-
ing manager, digital video, showed Comcast Media Cen-
ter’s Sam Klosteram, director, distribution services, their
digital capabilities. High Deal’s David McNierney, VP, mar-
ket development, and Charles Vogt, sales engineer, checked
out gameplans. —Kim Justen

Comcast Media’s Sam Klosteram and Motorola’s Larry Fox
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