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Cable-Expo Preview: It's
All About the

After two years of virtual meetings, SCTE gathering

becomes in-person event again

By Mike Farrell

P

michael.farrell@futurenet.com
@MikeFCable

he SCTE Cable-Tec Expo will
return toan in-person event for
the first time since 2019 on
September19-22, and attendees
areexpected todescend on
Philadelphia’s Pennsylvania Convention
Centerwith broadband on their minds.

Cable-Tec Expo, the premiereventin the
cable technology realm, iseager to please.
After twoyears of virtual contact, members
will beable to meet face to face, reigniting
friendshipsand deal-making ascable faces
oneof its biggest transitions ever.

Streaming is quickly taking the place of
traditional video and cable’s once-robust
cash cow—broadband —is feeling
pressure. As new technologies like Fixed
Wireless Access and aggressive fiber
buildouts seek to offer service to moreand
more rural customers, operatorsand
vendorsalikeare scrambling to find away
toefficiently and sufficiently meet demand.

Cable-Tec Expohaslongbeena
showcase for new technologies, butit’s
also agathering place for tech executives
and workers to learn about new develop-
mentsand exchange ideas.

Inaninterview, Society of Cable
Telecommunications Engineers president
and CEO Mark Dzuban said that while there
area host of technologiesthat willbe
discussed at the show, topics like10G
broadband will be top of mind.

Expo will tackle 10G in separate sessions,
including: The10G Challenge, Navigating
the10G Journey, and Plant Design for the
Future of 10G and DOCSIS4.0.

Broadcastingcable.com

The theme of this year’sshowis
“Creating Infinite Possibilities.” It’s
co-chaired by Comcast Cable president
and CEO Dave Watson and Liberty Global
vice chairman and CEO Mike Fries, who
will kick off the event’s Opening Session
on September19. Later, Comcast Cable
president of technology, product and
experience Charlie Herrin will talk about
how industry platforms continue to
evolve customer experiences worldwide.
Rounding out the session, technology
leaders willjoin a fireside chat tocasta
vision of the future, closing withan ‘
announcement from CableLabs president
and CEO Phil McKinney and an invitation
from Dzuban to visit the exhibitor floor.

No Such Thing as Overkill
Several cable operators have unveiled plans |
to offer multi-gig speedseven astheyare
still making 1 Gigabit per second broadband
availableacross their footprints. And while
there have been some critics that have |

Broadband

| called10Gigservice overkill—100 Megabits

per second isusually ample bandwidth to
handle most current applications—
Dzuban said 10G isthe future.

Dzuban pointed to telemedicine
applications, like remote diagnostics, using
facial recognition to detect strokesand the
ability to offer medical service to those hun-
dreds of miles from the nearest hospital, as
uses for10G services.

“We have shortfalls of doctorsand
physicianstoday,” Dzuban said. “Howdo

| wesolvethat problem? It’swith video.”

Broadband Spiral
Cablebroadband subscriber growth has
been onadownward slide for months. It

| seemed tobenearitsnadirin thesecond

quarter, after the two largest operators—
Comcast and Charter Communications

| —reported flatgrowth and alossof 21,000

SCTE Cable-Tec
Expo will make

its return to the
Pennsylvania
Convention Center
for the firstin-
person event since
2019.

high-speed data customers, respectively, in
the period. That sent analystsback totheir
calculators, rejiggering expectations for
full-year and beyond growth expectations.
Atthe same time, small and medium-
sized operatorsand telcos have been
aggressively building out fiberin smaller
markets, taking advantage of federal
programs that are seeking tomake

| broadband availability ubiquitous.

Thefederal government hasearmarked
about $42.5billion through the Broadband
Equity Accessand Deployment fund
(BEAD), tobedistributed via states to
projectsaimed at bringing broadband to
more regular markets. That isexpected to
increase competition, aswell asexpand the
market.

InaFebruary white papertitled U.S.
Broadband Blitz: Timing and Impact, the
Fiber Broadband Association estimated
that fiber access to broadband households
would increase from 55million homesin
2021 to 112 million by the end of 2026.
Subscribersto fiber-to-the-premises
(FTTP) servicesare expected torise from
25.6 million in 2021 to 65 million by 2026.

While the FBA said federal money
usually comeswith conditionslike price
controls, moregovernment oversight and
strict deadlines for service, and larger
companies (with the exception of Charter

Multichannel.com
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Communications) haven’t
participated in the programs yet,
$43billion could cause everyone
to takea closerlook.

“Inany case, the competitive
landscapeiscertain toundergo
somebig changes,” the FBA
wrote.

Competition already is
beginning to have an effect. In
the second quarter, large cable
operators, which have held a
decades-long stranglehold on
broadband subscriber growth,
reported their first customer
losses ever. Comcast wasflatin
the period but Charter shed
21,000 broadband subscribers
and Altice USA lost another 40,000in the
period. And though some analysts believe
they may return togrowth in the third
quarter, they could finish the yearata
deficit for the first time since introducing
the product.

Inaddition to fiber competition,
fixed-wireless offerings from telcos like '
T-Mobileand Verizon Communications |
areadding to cable broadband subscriber
erosion.

Market research firm Dell'Oro Group
upped its forecast for fiber spending in late
July based on the surge of projects,
predicting that passive optical network
(PON) equipment revenue would rise from
$9.3billion in 2021 to $13.6 billion in 2026;
fixed wireless CPE revenue should surge to
$5.1billion by 2026, fueled by shipments of |
5G sub-6 GHz and 5G Millimeter Wave
units; and revenue for cable distributed
accessequipment (Virtual CCAP, Remote ]
PHY Devices, Remote MACPHY Devices,
and Remote OLTs) should reach nearly $1.3
B by 2026, as operators ramp their DOCSIS
4.0and fiber deployments. ‘

Fiber Worker Shortage

With that expansion hasalsocomea

worker crunch. Eleven industry organiza-

tionswrotealetter to Congressin 2021 x

saying that at least 250,000 fiber workers

needed tobe trained in the next three years

justto meet that demand. '
SCTEisoneof several organizationsthat |

Multichannel.com

CEOQ Mark Dzuban

have stepped in to address that
worker crunch, launching the
Workforce 2027 initiative this
year to help address the problem.
Workforce 2027 is a five-year
program that focuseson
building skillsand bringingin
new resourcesto help the
industry compete in the
marketplace. SCTE isworking
with companiesto help develop
training programstoeducate the
next wave of fiber techs.
“That’sabig deal because
what’shappenedistheevolution
of our networks requires this
current stateof theart tobe
developed in the skill sets, not

| SCTE president and ] only for new employees, but existing

employees that need to maintain and

I operate the networks,” Dzuban said.

The SCTE chief noted that the need for

| trainingisn’tjust tosatisfythesurgein

construction, but toreplace long-time
workers who are nearing retirement age.

“If you think about it, a lot of folks who
putin25or 30 years, there’s been a lot of
retirements this year and we're going to
see [more] next year,” Dzuban added. “So
how do we fill those voids? We've got to
develop the skill sets.”

What's Up, DOCSIS?
While companiessearch to fill the fiber
worker void, somein theindustry have
feared that one of the technologies that
was supposed todrive the transition to 10G
—CableLabs’ DOCSIS 4.0 standard — may
betaking aback seat. But Dzuban said the
standard is needed now more than ever.
One of DOCSIS 4.0’s biggest selling

pointsisthatitcandeliver speedsofupto10

Gbps over existing coaxial cable plant,
meaning there’sno major rebuild required.
Soeven ifacompany isbuildinga fiber
network that could take several yearsto
finish, it can offer those blistering speeds
much sooner.

“Coaxisstill very healthy and viable
delivering up to10gigabitsand more, so
thatinfrastructureisin place,” Dzuban
said. “From a business perspective, I think
itcan certainly stand onitsown. But there’s

amigration. It’slike a toolbox. Every
operating company hasadifferent problem
itistryingtosolve. CableLabshasdonea
great job of saying, ‘You know, we'vegot
fiber capabilities, we've got DOCSIS 4.0
capabilities, we have a spectrum of tools we
| canusetocompetein themarketplace.’”

Other Hot Tech

Yvette Kanouff, alongtime cable
technology executive and currentlya
partner in former Cisco chairman John
Chambers’s venture-capital fund J2C
Ventures, said the technology pendulum
isbeginning to swing from productsasa
differentiator toward customer experi-
ence, adding that “technologies that

| automate, self-heal[ing] applicationsand
| networks, make experiences fasterand

| easierarecritical.” Justastech advance-

' ments helped shape the current cable
|

[

landscape, she said, they have the same
potential on the customer-care side.
“[W]e now have Al-based solutions that

can help find issues and solutions much
faster than traditional ways,” Kanouff
said. “This makes every agent agreat

| agentthat can focus more on the custom-
er. Embracing social channelsisanother

| keyareaoffocus. Icould goon for hours

on this topic, it will define our successes.”

The veteran technologist also believes
that despite the competition from telcos
and other companies, cable can still come
outontop, adding that “the question iswho
will bebold enough tolead in some of the
amazing innovation happening in this
space.”

Dzuban was equally excited about Al.

“Theintent here of our networksistobe
able todetermine a problem before the
customer does,” Dzuban said. “And I think
thatiswell underway. There'salot of work
being done, but stay tuned.”

Despite the challenges, Dzubanis
optimistic about the future.

“Ithink our industry has huge upside
and I think that this is the beginning of
things we can do that you'll start to see,”
he continued. “Infact, I think wedon’t
always give ourselves enough credit for
what we’vedone. Thisis the beginning,
thisisnottheend.” ®

Broadcastingcable.com
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Cable TV

Pioneers

To Honor 21 in Philly

Industry stalwarts to be recognized at dinner prior to

Cable-Tec Expo

he Cable Pioneers will induct
2lindustry executives into its
ranks at an upcoming galaon
September19at the Union
League of Philadelphia,
honoring industry veterans for their con-
tributions to the cable business,
innovation and community service.

While thisyear’s class is a bit smaller
than the 24 that were inducted in Atlanta
last year, Cable TV Pioneers chair Yvette
Kanouffsaid when it comes to the event,
volume doesn’t matter.

Each classisnominated by their peers
and while theaward itself honors the
impacteach inductee hasmade on the
industry, Kanouffsaid it goes much deeper
than that. Sheadded thatinducteesalso
have made animpact on their communi-
ties, overall industry leadership aswell as
innovation across the industry asa whole.

“That’s why there is no set number,”
Kanouffsaid of each class of inductees.

Thisalso is the first year in the 56-year
history of the Pioneers that the gala will
be held in Philadelphia, home of the
nation’s largest cable operator, Comcast.
Coincidentally, several long-time
Comcast executives — including Charlie
Herrin, who heads up Comcast’s
Technology, Product and Experience
organization; Xfinity president William
Connors; retired VP Joseph Guariglia;
Comcast Technology Solutions VP and
general manager Allison Olien; and
Comcast Cable executive VP, chief
technlogy officer and chief information

Broadcastingcable.com

By Mike Farrell
michael.farrell@futurenet.com

[

officer Richard Ribioli —are being
honored as Cable Pioneers.
Outgoing Charter Communications
| vicechairman John Bickham also is
being honored for his 35 yearsin the busi-
ness, including stints at Cablevision
Systemsand Time Warner Cable. And
perhapsas proof of theinductees
commitment to their communities,
former HBO executive VP, domestic
networks and marketing and current
Westfield, New Jersey, Mayor Shelley
Brindle also is being honored.“We have
such a strong classand it just goes to
show that especially after COVID and
after we've been through so much that
the people in our industry are stepping
up to say, we want to make sure that the
people that got us here, that carried us
through and continue to innovate, get
the proper recognition,” Kanouffsaid. “I
think that is really special.”
Kanouff added that joining the storied
list of executives enshrined in the Cable
' Pioneersis not just an acknowledgement
ofindividual accomplishments, but of
| those of entire organizations.

| The Union League
of Philadelphia will
play host to the
Cable TV Pioneers’
2021 gala, where

| 21 new members
will join the group's

| ranks.

“I've heard thiscomment from
high-level executives, that thisisa symbol
of accomplishment by the entire organiza-
tion,” Kanouffsaid. “It’snot just me
winning an award, but the work wedid.”

Thisyear's class of Cable Pioneers are
men and women involved in all aspects of
the cable TV business, including CEOs,
sales, marketing and technology
executives and consultants. They are:

- Dale Ardizzone, chief operating
officer and corporate secretary, INSPLLC;

« Janice Arouh, president, network
distribution, Allen Media Group;

+ Nomi Bergman, investorand
strategic adviser, Advance;

« John Bickham, vice chairman,
Charter Communications;

+ Shelley Brindle, mayor of the town of
Westfield, New Jersey;

« Ralph Brown, founder and principal,
Brown Wolf Consulting;

» William (Bill) Connors, president,
Xfinity, Comcast Cable;

- Matthew Deprey, VP of finance,
C-SPAN;

' - John Dowd, retired VP of operations,
Dycom Industries;

« Jeffrey Finkelstein, chiefaccess
scientist, Cox Communications;
|  +JosephFloyd, retired president,

l Midcontinent Communications;
« Camilla Formica, chief program
| officer, The Cable Center;

- Joseph Guariglia, retired VP,
Comcast Cable;

« Charlie Herrin, president of the
Technology, Product, Experience
organization within Comcast Cable;

« Randy Lykes, chief technology
officer, Viamedia;

« Ned Mountain, former president,
Wegener Communications;

« Allison Olien, VP and general
manager, Comcast Technology Solutions;

» John Piazza, president and CEO,
Greyfox Services;

» Michelle Rice, president, TV One
Networks;

« Richard Rioboli, EVP, CTOand CIO
for Comcast Cable;
| . Theresa Sauerwein, Western sales
| manager, Radiant Communications. ®

Multichannel.com



THE WATCHMAN

Senior content producer Michael Malone’s look at the programming scene

By Michael Malone
michael.malone@futurenet.com
BCMikeMalone

Showtime Rethinks
Classic Noir ‘Gigolo’ Film

Awmerican Gigolo, an update
of the 1980 film with Jon
Bernthal in the lead
role, premiereson
Showtime Septem-
ber 9. Bernthal plays
Julian, who spends
15yearsin prison
following a
wrongful convic-
tion, gets sprung, and
aimsto fix tattered
relationships with his
former lover, played by
Gretchen
Mol, his mother and those who
betrayed him.

Jerry Bruckheimer produced the film,
which had Richard Gere in the title role. He’s
an executive producer on the series. “He
was very eager to see if we could infuse a
modern take into hisiconic film,” Jessie
Dicovitsky, Showtime senior VP of original
programming, said.

Dicovitsky raves about Bernthal’s perfor-

mance. “We really wanted to find someone who '

hasraw sex appeal, and can give that emotional
intimacy,” she said, “and give the character
rich nuance.”

The series offers a certain relevance four-
plus decades after the film that inspired it.
COVID-19 pushed many to rethink their job,
their relationship or their life, and Julian is
similarly reassessing his purpose on Earth. “A
lot of people are looking for happiness, looking
for hope, looking for themselves,” Dicovitsky
said. “That’s a powerful message today.”

Rosie O’ Donnell portrays the detective who
put Julian in prison. Her other Showtime series
include The L Word and SMILF. “She’sbeena
longtime friend of the network,” Dicovitsky
said. “We love her over here.”

Multichannel.com

American Gigolo

‘La Brea' Digs Deep in Season Two

Season two of La Brea, about a massive sinkhole
in Los Angeles that tearsapart a family, premieres
on NBC September 27. The second season begins
theday after season oneended. Teen Josh hasgone
througha portal to 1988, Gavin and daughter Izzy
jumped into a sinkhole that kicks them back
t010,000 B.C.,and mother Eveis
trying toget everyone backto L.A.
The producers took
considerable pains to deliver
aconvincing prehistoric

world. “Wetrack their
quest to navigate the
dangersof10,000B.C.,”
said creator/showrunner/
executive producer David
Applebaum, “including new
animals.”
Asked aboutinfluences,
Applebaum offered up Jurassic
Park. “The Spielberg-esqueidea of
storytelling with abig backdrop,” he explained,
“butat theheart of itisa family story.”

There are a number of big sci-fi shows out
there, said Applebaum, but they’re mostly on
pay TV. “Theblend of a big adventure-action
show set against an intimate family drama with
deeply emotional stories,” he said, “is something
that’suniquein the landscape.”

Natalie Zea, Eoin Macken, Jon Seda and
Nicholas Gonzalez arein the cast.

Applebaum feels La Brea can stick around.
“We think the show has alot oflegs,” he said.
“It’'s abig ensemble cast and they all have their
own uniquestories.” ®

WATCH THIS ...

Los Espookys

Growing Up debuts on Disney Plus September
8. The docuseries comes from Brie

Larson, and examines the complexities of
adolescence through 10 coming-of-age
stories. i On September 16, season two of
Los Espookys starts on HBO. The comedy
follows a group of friends who turn their
shared passion for horror into a business in
a Latin American country where the eerie is
just a part of daily life. Fred Armisen created
it with Julio Torres and Ana Fabrega.

NCIS/NCIS Hawaii

& On September 19, CBS offers a crossover
event featuring the season 20 premiere of
NCIS and the season two starter for NCIS:
Hawai1. The two-hour ep involves a hunt for a
dangerous suspect that sees the D.C. team in
Hawaii. @ Also on September 19, season two
of The Cleaning Lady premieres on Fox. Elodie
Yung stars. * One more for the 19th — Best in
Dough on Hulu. Wells Adams hosts the pizza-
baking competition series.

N
‘ The Cleaning Lady
23

Y A

VA e —
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.
-
.

American Gigolo: Warrick Page/Showtime; La Brea: NBC; Los Espookys: HBO; NCIS/NCIS Hawaii: CBS; The Cleaning Lady: John Britt/Fox
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ATV FIELD

OF THEIR OWN

Women'’s sports are getting unprecedented

airtime, audiences

>

By R. Thomas Umstead
thomas.umstead@futurenet.com

sthe U.S. continues
to celebrate the
50th anniversary of
the landmark Title
IX legislation that
greatly expanded
women’s sports opportunities, TV is
paying homage by offering an unprece-
dented amount of live women’s sports
content across linear and digital
platforms.

More live college and professional
women's sports events this yearare
finding homes on the majorlinear TV

8 Broadcastingcable.com

{ networksand streaming services than at

any time before, and viewersand
sponsors have responded in the way the
programmers have hoped they would.
Industry executives said the celebration
of the landmark Title IX legislation —
which prohibits sex-based discrimination
inany school oreducational program that
receives funding from the federal
government — along with the continued
appeal and demand of live sports
programming in a crowded television
environmentand an overall increasein
media coverage of quality women’s sports
competition has helped create the right

| conditions for growth.

“We’ve always said it’ssuch an
underrepresented and undersold product

| NWSL soccer

has been a major
component of the
women's sports

| ramp-up at CBS
| Sports Network.

Pictured: C.F.
Monterrey vs.
Portland Thorns

| FCin a Women's

nternational
Champions Cup
match.

that hasa ton of upside and potential, so
it'sgreat to finally see thatit’stakenan

| upswing, and the numbersand data back

it,” two-time FIFA Women’s World Cup
soccer champion Julie Foudy said.

Theamount of women’s sports
programming on television hasgrown
strongly over the past few years as interest
in the events have grown and more
distribution outlets are available to
showcase them.

» CBS Sportsover the past decade has
increased women’s sports programming
by 50% (by 200% over the past five years)
onitslinear CBS Sports Network,
showcasing such premier propertiesas
the National Women's Soccer League,
Ladies Professional Golf Association
eventsand Women'’s National Basketball
Association games.

“We're doing more in this spacethan
we've everdoneacrossour linearand
digital platforms,” CBS Sports executive
VP of programming Dan Weinberg said.
“Allof our [properties) are featuring the
best athletesin the world, unbelievable
athleticism, dynamic performanceson
the courtand on the field, which makes
for good television.”

» Fox Sports has doubled its on-air

Multichannel.com
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women’s sports faresince 2017, mainly |
through the 2019 Women’s World Cup |
coverage and increased college sports ’
events.

» ESPN aired more than 25,000 hours
of women’s sports programming across
its platforms from the period of
September 2021 to June 2022, up 50%
from the same period a year prior,
according to network officials.

» On the streaming side, Amazon |
Prime Video holds exclusive rights to offer
the WNBA’s Championship Cup midsea- |
son tournament finals, while NBC-owned
Peacock last month aired exclusively !
every stage of the first Women'’s Tour de
France competition in 33 years.

ESPN and ABC | suchevents. ESPN’s May 29 North
A More Varied Menu coverage of the | Carolina-Boston College women’s
While women’s sports events like pro WNBA (above) has lacrosse championships drew a network

and college basketball, pro golf and
tennis, and Olympics-themed sportslike

seen a 19% year-
| over-year increase,

record 428,000 viewers for the sport,
while the June Oklahoma-Texas softball

gymnasticsand ice skating havedominat- | the network said. Women'’s College World Series champion-
ed thewomen's TV sportslandscapein | Below: Top athletes | shipaveraged1.6 million viewers,

terms of popularity and ratings, network | like tennis star according to the network. ESPN’s August
executives say other sportssuchascollege | Serena Williams | Little League Softball World Series also
softball, lacrosse and ice hockey are have helped make | setanetwork record forthesport,

finding an audience of passionateand women's sports a | averaging 294,000 viewersacross ESPN
rabid fans. marquee draw. | and ESPNZ, the network said.

Women athletes are also delivering big
punchesin the combat sportsarena. In
June, champions Amanda Serrano and |
Katie Taylor faced off in the main event of
aDAZN-streamed pro boxing matchup at
New York’s Madison Square Garden — the
first time two women headlined a major
boxing eventin thelegendary arena’s
history. A monthlaterintheoctagon,
mixed-martial-arts champions Julianna
Penaand Amanda Nunes headlined
pay-per-view event UFC 277in
oneof the most-anticipated
fightsof the year.

“There’sso much more to
women'’s sports than justasingle
note, and theincreased accessibili-
ty of the content puts wind behind a
lot of other sportsinaddition to
women'’s basketball,” ESPN president
of content and original programming B
Burke Magnus said. t

Thatincrease has paid off for ESPN and
ABCintermsofincreased viewing for 1

On the professional side, WNBA
regular-season coverage on ESPN and
ABC posted a19% year-to-year audience
increase, with 2022 finishing as the
league’s most-watched season on the
Disney-owned networks since 2008,
according to Nielsen.

ESPN’s ratings successisduein part to
the network’s long-running focus on
women'’s content, Magnussaid. “We put
20years of sweat equity in building college
sports programming into something that
{ isreally, really meaningfuland is drawing
huge audiences,” hesaid.

NBC Sports hasalso been cultivating
women’s sports for decades, dominat-
ed by its Summer and Winter Olympics
coverage. NBC Sportssaid its Olympics
coverage every two years provides NBC

with the most broadcast network
hours of women’s sports.
NBC Olympics Production
president and executive producer
Molly Solomon pointed to the

Multichannel.com

| network’s coverage of the 1996 Summer

Olympicsasa turning point for women'’s
sportson TV. Several teamsand athletes
featured for the first time catapulted
women’s sports to the forefront of the
sports pages and highlights shows.

“The U.S. women won gold in softball
and basketball, and out of those Olympics
camethe [creation of| the WNBA,”
Solomon said. “Idon’t think you can ever
underestimate what the Olympics does for
women'’s sports every two years —it’s 17

| nightsof women'ssportsin primetime.”

The fruits of NBC's Olympics labor
were seen in NBC’s post Super Bowl LVI

| coverageofthe Beijing Winter Games

this past February. About 30 million
viewers stayed after the Los Angeles
Rams’ victory over the Cincinnati
Bengals to watch live Olympics program-
ming, anchored by Kaillie Humphries's
gold medal performance in the women’s
monobob finals.

“That wasa moment for women’s
sports, and I think that it just shows the
appetite and interest in women’s sports,”
Solomon said, adding that three of the five
most-watched nights for NBC’s 2022
Winter Olympics from Beijing were
dominated by female competition-driven
content, highlighted by the women’s
individual and team ice skating events.

That appetite for live sports program-
ming among fans and television
distributors hasaided the explosion of
women’s sports across all platforms, TV
analyst Lee Berke said. He also pointed to
the growing interest in sports program-

| mingamong streaming servicesasa

catalyst for the explosion in women’s
content on television.
“As you have more platforms, you're

‘ looking for more sports rights, so now

there are distribution homes forwomen’s
sports content beyond soccerand
basketball,” Berke said. “The additional
exposure leads to additional media
coverage, which adds to additional
interest among fansand ultimately
commands theinterest ofa growing
number of media outlets.”

Amazon VP of global sports video Marie
Donoghue said women’s sports program-

Broadcastingcable.com
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overall live sportsacquisition strategy in
the foreseeable future asthe service looks
toattract avid and engaged sports fans.
Along with its package of live WNBA
regular-season games, the network will
feature women’s mixed martial arts
bouts as part of its recently signed
television deal with Asian-based martial
arts franchise One Championship, which
launched its first fight card on the
streaming service last month.

“I'vealways been a huge supporterand
fan of women’ssportsand I've always
thought thatincreased accessand
availability would lead to increased
consumption and engagement,” shesaid.
“We want to reflect our viewersin the
world we live in, so we're always looking
for more women'’s content and live sports.”

Fox Sports executive VPand head of
programming Bill Wanger said thatan
increasein women's sports programming
hasalso broughtanincreasein female
viewers. He pointed to the audience for
Fox Sports’ coverage of the 2019 Women'’s
World Cup. Women made up 40% of the
overall viewing audience, compared to
35% for most live TV sports events.

On a cultural level, women’s sports
programs have been cultivating an
audience for decades. Since Title IX was
introduced in 1972, a generation of
women has grown up participatingin
sports, particularly on the collegiate
level. Those players are now fansand
they are helping thedrive to generate
even more exposure for the content on
both linear and digital platforms,
according to Angela Ruggiero, CEO of
sports marketing company Sports
Innovation Lab.

“Women's sports are benefiting from
this big digital transformation,” said
Ruggiero, whose company provides
research to help sportsorganizations
understand and better target sports fans.
“Notonly are fans watching, but they are
also connecting to female athletes directly
through social media and the athletesare
going directly to the consumer now.”
Ruggiero isalso an Olympic gold medalist,
winning asamemberofthel998 U.S.

10 Broadcastingcable.com

ming will be a major piece of the network’s |

|

women’sice hockey team.

The #MeToo movement and other
women'’s rights campaigns have also
helped to build demand for female-
focused content in generaland women’s
sports programming in particular. They
have also helped women athletes make
inroads toward pay and endorsement
parity with their male counterparts.

Recent milestone achievements such as
the U.S. national women’s soccer team
gaining equal pay with the men’s team,
female pra tennis players receiving equal
prize money in all four Grand Slam tennis
tournaments and the National Women’s
Soccer League reaching an historic
collective bargaining agreement in 2022
have moved the needle toward placing
female athletes on equal footing with
their male counterparts.

“Fromasocial standpoint, it’s seen as
moving things forward, so there’sthat
diversity component toitin termsofreally
enforcing thegoalsof Title IX,” Berke said.

Bringing the Star Power

On the field, the record-setting athletic
achievements of such starsas U.S.
gymnastics champion Simone Biles, pro
tennis legends Serena and Venus
Williams, women’s U.S. Soccer Team
gold medalists Alex Morgan and Megan
Rapinoe and WNBA stars Candace
Parker and Breanna Stewart
have helped shinealight
on the high quality of
athletic play, which has

| Above, the

Oklahoma-Texas
Women's College
World Series final
(above) drew 1.6
million viewers to
ESPN. Below, UFC's
female stars like
Amanda Nunes are
big draws for mixed
martial arts fans.

| ledtoincreased interestin women'’s

sports programming.

“The high-profile female athletes,
whether they’re from the WNBA or the
World Cup teams, have alot of appeal
because they are really good,” Fox Sports’s
Wanger said. “Ifthey weren’t good and
the competitions weren’t strong, the
viewership would not be there.”

The superstar athlete status of many
female athleteshasalso translated toa
building of personal brands that have
drawn sponsorships and advertising deals
to themselves and to the sports they play.

Asaresult, NBC says companiessuch as

| Anheuser-Busch, Visaand Procter &

Gamble have stepped up and supported
women’s programming across multiple
sports, as well as Toyota for NBC’s coverage
of the Olympics and Paralympics. “There
arealot of companies that really have
comeon board that are makingall of this
cometo fruition,” Solomon said.

ESPN in June drewadvertisers Champi-
on, Google and Gatorade toits Fifty/50
initiative surrounding the Title IX50th
anniversary, which included asponsorship
inafour-partdocumentary, 37 Words,
amongother on-air programming.

“Advertisers are really putting their
money where their mouth isin terms of
being associated from a salesand
sponsorship perspective with women’s
sports,” Magnussaid. “That’s going to be
a big focus of ours going forward.”

Foudy, who wason the U.S. women’'s
national soccer team that won gold in
Atlanta in 1996 and currently servesas
an ESPN commentator, believes we're
justin the early stages of realizing the
economic and viewership potential of
women’s sports programming.

“When networks and advertisers really
get behind it and tap into the huge fan
base for women’s sports, there’s really no

| ceiling to how high women’s sportscan
| go,” Foudy said. “We’rejust scratching

the surfacein terms of women'’s sportson
so many different levels. We’ve been
waiting foralong time for this, and
there’s such pride in seeing that
what we felt fora very long time
isnow being felt by others.” ®
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The Multichannel News Wonder Women

N o m i n‘at i o ns NYC Awards will take place in March,

honoring a select group of 15 high-
performing women executives in TV,

A re o p e n | streaming, advertising and more. The

invitation to nominate women leaders,
who deserve to be recognized for their
achievements and contribution to the
industry, is now open.

Recognition for outstanding career achievements in media
Gain further credibility with an honor from a renowned third party
Profile raising feature in Broadcasting + Cable / Multichannel News

Celebrate and inspire through the empowerment of women

NOMINATION DEADLINE: FRIDAY, OCTOBER 7

Nominate today at mcnwonderwomen.com/nyc




SPECIAL REPORT: WOMEN IN THE GAME

TITLE IX: BIGGER THAN THE GAME

Landmark law, now 50, opened a field of opportunities to this year’s class
of top women TV sports executives

g i State University, she coached basketballat several | asanaccountexecutive, where the men went

y Stuart Miller : ¢ P ) : :

smiller@journalist.com collegesincluding Brown. (S'he sinthe Women'’s | to play golf and she was tasked with taking
@sfmsfm5186 Basketball Hall of Fame.) “Title IX gave me the the wives to the spa. “Now I play golfall the

—— | opportunity tocompete onand offthe courtandin time with my clients, so there hasbeena
ifty yearsago, Americaalmostinadvertently | theboardrooms,” shesaid. “Sportstaught me how shift,” she said, adding that when she started
transformed its future with the passage of toloseand howtobealeaderofateam.” at Fuboin 2019 she’'d be the only woman at
Title IX, a piece of civil-rights legislation that More recently, when her high-school-age staff lunches for 12, but now there are four.
prohibits sex-based discrimination in any daughter said she couldn’t stay after school for Stiff said there are more women in produc-
school orany other education program that geometry help because her soccer team was being tion trucks and boardrooms. But room for

receives funding from the federal government. bused to a field across town, Stiff's first question | growth remains. Thankfully, Maria Soares,

Itencouraged girls to take up athletics in pur- was, “Where does the boys’ team practice?” They ESPN senior VP, production and content
suit of college scholarships and eventually even were practicing right behind the school, so Stiff strategy said, people are more openly dis-

professional opportunities. But Title IX also | taught her daughter about Title IX violationsand cussing theissue. “In thelast five years there
paved the way for women athletes tosucceedin | used thelaw to ensure that every other week the hasbegun a powerful conversation about the
business meetings and board rooms. Women boys would have to ship out while the girls stayed importance of giving women opportunities to
now in leadership positions in sports and media ‘ put. “Otherwise, the boysare getting a better t make sure they haveavoiceat the table,” she
— including those spotlighted here in B+C | education because they're boys. Title IXdemands said. “Yearsago, if you were the only woman in
Multichannel News's annual “Women in the ' equal access for my son and my daughter.” $ theroom, you didn’t come out of the meeting

“Title IXiseverything,” said CAA Sports golf
executive Megan Nicol, who started down her
career path because her father saw anewspaper |
ad saying that any girl at their high school who
tried out for golf would get free lessons. “Itwas | : In the half century
absolutely the foundation.” ; since Title IX

For Dana Jones, the NBA's senior director of ¥ _ V3 went into effect,
broadcast content management, Title IX’simpact ¥ the Women's Final
is “hard to even put into words.” Four has become a

Jones co-captained and played goalkeeper for : : major event.
Columbia’svarsity soccer team and said travel soc- : '
cer built her leadership skillsand teamwork. “As
agoalkeeper, communication is key and you also
havetodevelopatough skin,” she said. “Plusat
tournaments we'd stay at homes of other players,
which taught me to deal with diverse groups of
people. So now it’s effortless to deal with anyone,
from ushers to team presidents.”

Carol Stiff spent 31 yearsat ESPN and isnowan
adviserto the fledgling Women’s Sports Network.
Shetook her Title X opportunities further than |
most. After playing sportsat Southern Connecticut |

long time coming. Nikki Ambrifi, VP of client itwas. Now it’s OK to talk about what we want

Game” feature — say Title IX shaped their world. 1 Even with Title IX, worklpace changewasa and say, ‘Thisisa problem.’ It wasjust the way
partnershipsat FuboTV, recalled herfirstevent | thechangetobeand whythat’simportant.” ®

Andy Lyons/Getty Images
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NIKKI AMBRIFI

VP of Client Partnerships, FuboTV

KEY STATS: Nicole (Nikki) Ambrifi leads
sponsorshipsand partnership sales forall Fubo
brands, including FuboTV, Fubo Sports
Network, Fubo Movie Network and Fubo Latino
Network. Ambrifi works with the program-
ming, content and business development teams
executing new client partnerships and specializ-
ing in contextual and addressable targeting,
creating unique and innovative multiplatform
opportunitiesin the streaming space.

Last year, when FuboTV acquired the
exclusive live streaming rightsto the Qatar
World Cup 2022 Qualifying matches of South
American Football Confederation (CONME-
BOL), Ambrifi led efforts to secure multiple
sponsors for English and Spanish content,
including Michelob Ultra, Procter & Gamble’s
Gillette, Patron and Boost Mobile. Recently, she
snagged Miller Lite asa presenting sponsor for
the first match day of the UEFA Nationsleague
for games that exclusively streamed on FuboTV.

VARSITY STATUS: A native of Brooklyn,
New York, Ambrifistarted out
working on the launch of Sports
Illustrated for Kids. One
favorite memoryisofanad
integration with Pepsi,
creating amobile trailer
thattraveled around the
country. “Wehad Shag’s
sneaker, size 22,” she said.
“Allanybody wanted was
to puttheir footinit.”

From there she moved to
NBC Sports, working on events
like the PGA Tourand U.S. Open
tennis. Before coming to Fubo in 2019 she
also worked for MTV Networksand spenta
decade at Discovery Networks.

IN HER OWN WORDS: “When Icame herein
2019, people were cutting cordsand I felt

ELIZABETH CASEY

Executive VP & Deputy General Counsel
of Fox Corp. and General Counsel

of Fox Sports

KEY STATS: Elizabeth Casey came up at Fox
asa litigator and had previously interacted
with sports regularly. Since she was
promoted to her new role in 2021,
though, she spends 90% of her

time on Fox Sports, getting
involved in all aspects of
business and strategies,
from rights dealsand
renewals tointerna-
tional law for overseas
events to legal issues
with patents for the
company’sinternal
developments. “We're
always innovating and I
have to see what we can
and can’t do and how wedo

Multichannel.com

things and make them work legally,”
she said.

VARSITY STATUS: A graduate of George
Washington University Law
School, Casey initially worked
at Troop, Meisinger, Steuber
& Pasich, involved in civil
litigation for financial
institutionsand
entertainment studios.
She rose through the
ranks to become a
partner at the firm
before joining Fox in 1999
as VP of litigation. In 2021,
she was promoted to her
current position.

SPECIAL REPORT: WOMEN IN THE GAME

fortunate to have this opportunity to bridge
the gap into the world of streaming. We can
sell abanner sponsorship on our site saying,
‘Watch NFL Football on Sundays,
brought to you by..." ” she
explained. “We provide
valuable NFL inventory ata
price no one else does.
Now others are launch-
ing streaming and big
players like NBC, CBS
and Fox are moving
events behind stream-
ing paywalls and selling
their own sponsorships,
which was part of our pitch,
so it’simperative we continue
to acquire exclusiverights.

“But right now we are one of only four
playersin live streaming sportsand we have
unique audience data. We are also movinginto
sportsbook and game and free-to-play interac-
tiveareas that no oneelse isdoing and we can
integrate our clientsintoall those areas.” ®

IN HER OWN WORDS: “It's the
best job I've ever had, but to say it was
drinking out of a fire hose when I started last
fall isan understatement. When I camein,
we were launching a brand new football
league in less than six months with the new
USFL. That was something new for me but
also for Fox, which has never launched or
owned a football league. Everybody just
pitched in to get all the legal work done. But
also everybody involved in USFL pitched in
to do anything they could and it felt great to
help in other areas although my expertise is
obviously in the legal arena.

“It’s been a great experience and
now we're doing a wind-down, but
then we're heading into next season
and the USFL is still new enough that
there’s alot of growing we’'re going to do.
And then there was the NFL and the MLB
All-Star Game and postseason and doing
the FIFA World Cup at a different time of
year [than usual] halfway around the world
in Qatar.” @
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KEY STATS: Ganjamieis one of the few
women vice presidents in the sports
industry who concentrates on managing
technical areas. She successfully runs
game-day operations for MLB Network’s
partners such as YouTube and Apple TV Plus,
which continue to innovate and showcase
baseball to new and different fan bases. She
isalso part of the Emmy Award-winning
team behind the network’s MLB Tonight
studio show.

VARSITY STATUS: Ganjamie spent four
years at Oxygen Media, rising to director of
broadcast and digital media operations.
From there, she went to work in post-pro-
duction at NBC before joining MLB Network
in 2011 as manager of network origination.
She was promoted to senior director in 2014
and then to her current position last year.

IN HER OWN WORDS: “When you go into
this industry, you don’t realize how many

KAREN JAIMES

VP of Creative and Post Pro

KEY STATS: Jaimes, a native of

Colombia, joined Team Whistle three years
ago. In her current role she manages and
oversees all creative and post production for
this digital entertainment and sports media
company. An important part of her role is
featuring female athletes from different
backgrounds and from different places
around the world. She just worked on “The
Future Is Her,” an NFT collection aimed at
empowering and elevating women in the
sports world by creating 10 pieces of
non-fungible token imagery that embody
women in a variety of sports. Proceeds help
purchase shoes for Bronx Storm, a nonprofit
AAU youth basketball program for the
academic and athletic growth of student-
athletes.
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different roles there are, and operations
wasn’t something I was aware of at
all when I wasin college or
doing internships. I
thought I was going to
end up in advertising
and only accidentally
found myselfin
television. 1 had gone
to Villanova for
communicationsand

I minored in psychol-
ogy. The communica-
tions degree was only
marginally helpful but
the psychology minoris
tremendously helpful in my day

to day. My instincts were really good
when it came to operations but it was also
that the way I interact with people lent itself
well to this role. I'm curious and want to
have an understanding about what every-
body does, and putting that puzzle together

-
&

VARSITY STATUS: Jaimes began her career
as a graphic designer for Vanderbyl Design.
She then worked as a designer for Design
Theorem and as creative director for
Medium.com and then Vertical Networks,
which was acquired by Team Whistle.

IN HER OWN WORDS: “As my role has
changed, I am taking on more responsibili-
ties, working with a wider group of people.

I still work with my creatives, which is

my background, but I'm also working

with other parts of the organization. For
our ‘Futureis Her’ project, I collaborated
during Women'’s History Month with Natalie
White, whose Moolah Kicks are the first
shoes made exclusively for women basketball
players. We featured her in one of our shows

is what we do in operations. We make sure
all the parties have what they need, giving
people what they need in that moment to be
successful.

“I build relationships with partnerslike
YouTube and Apple, working side by
side with them in creating an
experience for the viewer,
coordinating with their
team to make sure we
have things like

dynamic ad insertion
and pollsand
figuring out the
messaging and how
we serve them so they
canruntheadsand
the fansare getting
pristine videoand
audio. We want a viewer
experience that is technically
beautiful.

“We can serve multiple partners with the
same content, making sure we are able to
give them the formats that work best in their
specific environment. In this new era, one
sizedoes not fitall.” ®

called My Hustle to share her story, and then
we worked out that if anyone buys one of
those NFTs they
will get a pair
of Moolah
Kicks.” @
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DANA JONES

Management, NBA

KEY STATS: Jones is primary on-site liaison
for NBA teams, arena contacts and national
broadcast partners for all nationally televised
games. Shealso oversees the production of
ESPN and Turner Sports studio shows when
they are on site at NBA arenas and manages
and schedules the team that travels to
coordinate nationally televised NBA games —
arole shealso performs for WNBA,

NBA G League and international games.

VARSITY STATUS: While in pre-med studies
at Columbia University — “my dream job was
tobeateam physician in the NBA or NFL”

— Jonesinterned in production at HBO. That
led to work at API Productions, which
produced Major League Soccer games, before
Jonesjoined the NBA as alogger and produc-
tion assistantin1997. “I thought I'd learn some
things about production and the NBA and

Senior Director, Broadcast Content

moveon,” shesaid. Instead,
she has stayed fora quarter
ofacentury working her
way up the ladder to
coordinatorand
manager en route to
her current job; along
the way she has
managed NBA game
broadcasts on six
continents and coordi-
nated all broadcasts for 22
NBA Finals.

IN HER OWN WORDS: “Not only has

our game expanded globally, but when I
started doing this we only had to worry about
radio and the national television partnerata
game. Now, we're managing ancillary
programming and digital media and making

MARTINA NAVRATILOVA

KEY STATS: “Ileave my placein history to
others,” Martina Navratilova said. “It’sdifficult to
talk about my achievements, though at the same
timeit's funny how people forget.”If you have
forgotten, here’sa history lesson: She won 59
Grand Slam titles, more than anyone in tennis’
Open era, which dates to 1969. That includes18
singles crowns(including a record nine at
Wimbledon), tying her for third-most with Chris
Evert. She took home 31 women'sdoubles titles
and 10 mixed doubles titles. In 1984, she won 74
consecutive matches, a record no one hasbroken.

VARSITY STATUS: The Czech-born star became
aU.S. citizen in 198]; that year she lost millions of
dollarsin endorsements by coming outand has
been outspoken for gayand LGBTQ# rightsever
since. She also speaks out onissues from abortion
rightsto gun violence to massincarceration to
freedom of speech. Navratilova announced for
HBO, TNT and CBS after retiring in 1994. She
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Analyst, Tennis Channel, and tennis legend

rejoined the tourin 2000 but after stepping away
forgood in 2006, she signed on with Tennis
Channel. “When Istarted I talked too much about
techniqueand notenough about tacticsand the
emotional and mental stuff. I evolved from
working with Bill Macatee, Brett Haber and Mary
Carillo, whoreally helped meout.”

IN HER OWN WORDS: “Overall, the women
playing today have more clout. There are more
press conferences and more press coverageand
they haveabigger voice just from social media.
You have access to the world, which wedidn’t
havein my time. However, there have been
instancesat the tournaments, p<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>