PROGRAMMING UPDATE

CTAM in Philadelphia:
Great Programming, Great Technology

Poor Viston

The cable industry has not adjusted well to the “First Mile” world of portable video

By Mike Kashmer B Broadband Properties

the programming and market

ing information I was exposed to
at this year’s CTAM event in Phila-
delphia. Besides the extreme tem-
perature and now extreme, soon to
be mainstream, networks and plat
forms, I can’t help but think about
prior CTAMs. This was my twenti-
eth CTAM or so. Think about the
incredible leap television, in this case
cable television, has made in that
time. The late 1970s showcased new
video platforms as the future. Broad-
cast was on the ropes, cable was the
new technology and it was touted to
be with us well into the future. Or so
it seemed back then.

‘I want my MTV” resonated
through and terrified the traditional,
staid broadcast world. No one had
ever experienced anything like this.
All of a sudden we had pro-active, in-
nocently interactive, television.

Multiple ~ System  Operators
(MSO’s) were forced to pay atten-
tion to this phenomenon started by
the fledgling cable networks. HBO
and MTYV started the avalanche but
many other nets went along for the
ride. It was inevitable.

And it paid off in spades. Finally
consumers had someone who lis-
tened to what they wanted to see on
TV. Finally. Pay TV, dominated by
HBO right from the start, became a

Iam finally able to reflect on all

powerhouse and in a few short years
was recognized as a serious revenue
stream for cable operators just as it
was meant to be.

Remember When
Pay TV was a Joke?

Before that all bets were off as to
whether or not HBO would ever be a
business. In the early 1970s pay TV
was a bad joke. The technology just
wasn’t there. Companies like Opti-
cal Systems tried and failed at the
fledgling pay TV model. Pay TV was
sold like 1950s-style appliances with
a little box behind the TV that you
would drop coins into just to keep it
running. People said, pay TV - pay
for what? Pay for what everyone was
already getting for free? Funny how
a few decades can totally change a
“free” perception as strongly rooted
as this one once was.

What do Consumers Want?

It was with great anticipation that
I walked into the Philadelphia Con-
vention Center, partly to escape the
ferocious heat, but mainly to see cool
and exciting developments. I was not
disappointed.

After all is said and done, all
cool presentations made, all opin-
ions heard, what is it that consumers
are really interested in? Each of us,
as we all know firsthand, have only

so much time to spend on anything
— relationships, raising our children,
careers, cutting the grass. Things
large and small take up so much of
our time.

What is our dependable, always
faithful TV to do? If it could talk,
our TV would say “Why can’t it stay
just like it always was? How can I
just sit here while you are watching
your favorite programs on your cell
phone or computer?”

“I've always been there for you.
plus I've upgraded with all the good
stuff. Like a really cool plasma mon-
itor, I've got HD and VOD down
cold, a sound system. Forget it, this
is the best. All the bells and whistles
on the market. After all my patience,
after all those years of service, you're
watching TV on your cell phone? Or
youre watching TV on your dumb
computer over there in the corner? I
thought that was just to buy books
on Amazon.com! What about me?”

Well, time moves on. Even faithful
appliances can be replaced, although
none may be as personal as our own
TV monitor. Your well-worn, de-
pendable TV need not be assigned
duty in the guest room when your
mother-in-law comes to visit just yet.
Options abound, all friendlier, more
informative, all offering a complete
range of interactive TV experiences.
Tell your favorite T'V that its days are
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not over; it’s just that you need to be
able to move around more and you
can’t lug a TV with you. And your
TV will share the expanding video
experience with your computer and
cell phone.

Thus, it seems as though the
CTAM folks are well behind the
curve on broadband in general and
mobile/WiFi in particular. This is
where the FTTH guys have a chance
to excel and beat Comcast and the
other MSOs at their own game.

Next month we will talk about
dressing up your lineup with the right
accents. “Bring on the Bling.” BBP
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Spanish Language Programming Update

Last month’s issue dealt with Hispanic programming and
how viewership has exploded in the last few years. Ma-
jor markets are particularly affected and a new kind of
competition is emerging. English and Spanish-language
broadcast television stations are scrambling for the same
ad dollars. Right now this competition to mainstream
is centered on the broadcast stations but can the cable
equivalent be far behind? The growth of the Spanish-lan-
guage audience is coveted by English and Spanish-lan-
guage television networks. Latino viewers are increasing-
ly switching back and forth between the two languages,
especially in the news category. More to come as this eth-
nic media phenomenon evolves.

732-244-1203

MDU Media Technologies Inc. is your connection to the world!

Specializing in structured wiring for the Multifamily, Single Family, Commercial and Student Housing markets.
We have over 20 years of experience in the industry installing/managing low voltage installations.
MDU Media Technologies Inc. will help in all phases of your wiring infrastructure from design to build.

SAVE MONEY!

Inquire about our Multi-Media Cabling Maintenance Plan for your property.

915 Charles Drive, Toms River, New Jersey 08753

infomdu@mdumedia.com
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