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K\ecuti\e Summary

\\ riling a business plan tor a television pilot can be a daunting task. It can be

especially so in today s world, where there are many options for entertainment. To be

succcsstul. a program must appeal to advertiser, consumer, and most importantly

imestors, or the netw ork. The technology of today allows options for television

cxecuti\ cs that were ne\er a\ ailable to earlier generations.

Real Life hieiion is an hour long, prime-time, dramedy*, that will utilizes

interactive technology in its implementation. The show will look at what motivates

people to build relationships with others, as well as, how friendships, love, work,

struggle, and passion play a role in the development of self.

A major aspect ot the presentation ot the show is tound in the implementation of

innovative technology: interactive television (iTV) and interactive online television

(iOT): w hich allows viewers to interact with content directly as they view it.

In order to understand the target market appeal for Real Life Fictiotu iOT, and

iTV. research was conducted, consumer behavior surveys were created, and data was

gathered and analyzed. The surveys showed a positive reaction, from men and women

age 21-49, for the pilot as well as iTV and iOT.

The business plan projects a net income for the pilot of $-860,000 and a

conservative revenue profit of $16,010,000 for tlie remainder of the first season and

$15,150,000 for the total of the first season.

Drained y Dramatic Comedy
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The (fenesis of the Idea

The idea ol writing a business plan as a senior thesis project stemmed

from an mternslnp at Unix ersal Pictures during the summer of 2007. The internship w as

at Llnix ersal Pictures, but was offered through NBC. which opened both sections of the

company to inlerns and olTered several beneficial side

programs offered, the most appealing was the Pilot Program. The

program opportunities. Of the

program was

extiemely sclecti\e, taking only twenty interns trom both companies, and reejuirins

se\ cral essays for the application process. The Pilot Program w'as a competition between

4 groups, each w ith 5 members. Each group created and presented an original television

show pilot concept as well as a business plan.

The first round of the competition consisted of pitching the idea and the busine

plan to executives at NBC. The winner of the first round w^ent on to present the plan to

Jeff Zucker, the president and chief executive officer of NBC Universal, as well as other

ss

VP’s and executives. Also, the winning concept and any ideas presented throughout the

process were open to use by NBC. At its core, the program offered interns the ability to

make valuable connections, understand the inner-workings of the television industry, a

television network, and the process of pitching an idea to a network.

All together, the program lasted a month, and although it was daunting at

moments, consuming a great deal of time and energy, the experience has proven time and

again to be extremely rewarding. During the summer, I had the opportunity to meet with

George Klivacoff, Chief Technology Officer for NBC Universal. I spoke with him

briefly about an idea 1 had regarding interactive media on the NBC website. Although he

liked the idea, he suggested thinking of ways to implement it in the traditional format.
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lcle\ is ion broadcasling. His main reason, he explained, was although the percentage of

American people, who watch television online, is growing, it does not match the

peiceniage ot people who watch television in the traditional manner. He went on to

explain it my group wanted to make a significant impact, it would have to work witliin

the traditional viewing tormat. After doing a bit of research 1 began to see his point.

In 2006, television accounted from 59% of the U.S. measured spending in

consumer media — Tv,, radio, newspapers, magazines, etc. — for the 100 leading national

adveilisers
companies (Johnson, B. 2007). However, die percentage is down from the

it held in 2000. .Although the internet accounted for only 5.5% of the measured

spending in 2CJ06, that is up from just .8% accounted from in 2000 (Johnson, B. 2007).

Although television is growing rapidly in its portion of advertising sales, for the time

being, television is still the breadwinner for media corporations.

Through the conference I had with Mr. Klivacoff, the idea for interactive

television was bom. Later, during research for my thesis, I found the idea was not as

original as I had thought. It is cuiTently utilized in Hong Kong on a much more in-depth

format. However, the implementation of the technology is still in its infancy and little

market research has been published about it.

Along the same lines, I had meetings with several other executives of NBC who

helped a great deal in my understanding of the process for creating a television pilot.

Several departments also helped my group by either supplying us with ratings related

research or in pointing us in the right direction for completing the research ourselves.

Although our team was not selected to continue to the second round of the process, the

7



executives did cite the technological innovations we suggested as impressive and worth

looking into.

The process was rewarding, and I consider myself lucky to have been chosen to

be a part of it. Howe\ er, it also left me with a desire to re-create the process without the

same time constraints and with more of an emphasis towards research into consumer

behavior. In particular I wanted to take a look at what consumers look for in a television

show, how they would respond to the concept of interactive television, and their feelings

toward the pilot my thesis proposes. Lastly, I also wanted to outline my experience of

writing a business plan for the television industry, in hopes of explaining how it is done

i'vv future writers.

8



Explanation of Mission Statement, Ohiectives, and Keys to Success

The mission statement is a detailed description of the vision of the project in both

the short and the long term. Usually, the statement is clear and concise: a general rule of

thumb is to edit it and then edit again. The focus of most mission statements revolves

around creating a comprehensive foundation as a basis for the rest of the business plan as

well as the project. At its core, a pilot show's mission statement is an explanation of

what the television show being proposed can do for the broadcast network and why. The

mission statement written for Real Life Fiction included the main priorities of the show

individually, and with regard to the network. I wrote the mission statement for Real Life

Fiction hoping it could span time and be relevant to all aspects of the project.

Having a strong mission statement makes writing the objectives of the show- and

the keys to success relatively easy. The objective section of a business plan is an outline

of explicit but tentative goals for a television pilot. Having a set of clear and consistent

goals allows for unity among all aspects of the project and creates a flow from the

mission statement to the end of the business plan, the financial summary. There are

usually three major points the objectives listed should incorporate: products and services

offered, financial goals, and how the product will affect the market place (Delaney,

Howell, 1986, p 9). I wrote the objectives of Real Life Fiction, as they would apply to its

creation. However, I also took into consideration the position of the network as a whole

and how the show will affect the network.

The keys to success section builds on the objectives written and shapes the key

variables needed to accomplish the objectives. In order to create effective objectives and

keys to success I ran an analysis of the top shows and networks from the previous season.

9



Understanding where the market is, what i
IS working, and what needs are currently and

not currently being met. helped in writing both sections of the business plan. These

elements are discussed later i
in a section outlining market trends.
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Mission Statement

Real Life Fiction, proposes a unique show focusing on the quality of the product,

that \s ill aid in bringing a fresh prospective to the NBC network. The show will be

dedicated to introducing new and developing technology into the marketing and

implementation of the show. Real Life Fiction will seek to provide entertainment that

reilects the needs and wants of the highly sought after 18-49 viewing demographic.

Presenting a story that blends the attractiveness of real life with a world of creativity,

dreams, comedy, and imagination. Real Life Fiction is dedicated to enteitaining a wide

demographic of people. .A.t its core, the purpose of Real Life Fiction is to make people

happy, to entertain, and to help establish NBC as the number one network among

broadcast viewers.

Objectives

Aid in restoring NBC to the number one position among broadcast networks

Become a leader in implementing innovative technology and unique marketing

techniques

Create a quality show that appeals to a significant portion of the potential

American viewing public, in pai'ticular the 18-49 age demographic

Provide a show that tells a story revolving around reality and fiction while

blending comedy and drama

11



Keys to Success

●  Attract the targeted market demographic

●  Caretiilly monitor responses in ratings from both media critics and viewers

●  Attain targeted advertising sales revenues by implementing new forms ot

advertising and utilizing existing relationships

●  Re-emphasize the positive characteristics of NBC television shows as well as

current and forecasted trends

Focus on the quality of the product from production to marketing

Analyze and understand the importance of scheduling and use it to benefit the

show as well as tlie network

12



Explanation of Market Trends

Xlic nuirkclins licncls section ot llic business plan allows executives to understand

nuances of the market, including the cuiTent position of tlie network as well as individual

shows and consumer preferences. I utilized Neilsen ratings from the previous season and

analyzed the rankings of shows to understand the cun*ent target market's viewing trends.

The first step in analyzing a Neilsen report is understand the difference between

ratings and shares. A share of the market represents the percentage of the television sets

in use, tuned into a particular television program. A rating point represents the

percentage of people tuned into a television show in comparison to the number of

households. For example if a show has a rating point of 2.3 than 2.3 percent of

households were tuned in at any given moment to that particular television show. If

Nielsen reports a show as having a share of 10, than 10 percent of all televisions in the

market were tuned into the particular program.

The Neilsen reports include breakdowns of viewing preferences for shows based

on a range of characteristics. Of these characteristics, the elements I chose to focus on

were; gender, income, and individual networks, filtered by age. I also focused on

television viewership within and separate from my target-age range.

For the business plan, I took the top-20 shows and created an analysis of

commonalities and differences between them. I was interested in seeing what factors

successful shows had in common and what needs were not being met. After the analysis

of each group, I looked back over the plot description and added in elements to match my

findings.
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Market Trends

In table one (found in Appendix 1), the top-20 shows for 2006-2007 are ranked

without age demographic stipulation

pure comedy. Clearly the American viewing public enjoys dramatic television. For tlie

most part, the other shows are unscripted, reality/completion based. These make up

seven of the top 20 shows.

Table two (found in Appendix 1), outlines the top-20 shows according to

viewership and focuses on the age range of 18-49. Within this tai*get age demographic,

ten of the 20 shows are dramas and one is a comedy. In contrast to the top-20 shows

among all viewers, viewers between the age of 18-49 seem to tune into dramatic shows

more frequently, giving dramas a higher rating point and share.

The conclusion from this is the target demographic is more likely to prefer a show

with a dramatic element to it. Also, because there is only one pure comedy on the list,

and looking at the responses from the consumer television survey (outlined in the target

market survey section), there seems to be a need for comedy in television programming.

Tables three - six (found in Appendix 1), outline the top-20 shows among men

and women age 18-49 respectively, as well as the top-20 shows among different income

levels for the 18-49 age demographic. These tables show relatively the same results.

Of the top-20 shows, 11 are dramas and one is as.

meaning the majority of the same shows made up all of the lists. However, the shows

did occur in different orders. Also, as a rule, women seemed to enjoy more dramatic

television than did men, who enjoyed more comedy and competition based television.

14



Market Trends Among Dramas for Viewers Age 18-49

The following table outlines the top dramas among viewers age 18-49 for the

2006-2007 season. Looking at the top shows in order helps understand what is working.

what people are looking for and what is currently being offered. Following the table is an

analysis according to each of the top three networks, NBC’s main competition.

Top 10 Dramas Among Viewers 18-49 of the 2006-2007 season

NETWORKRANK SHOW NAME

Grey’s Anatomy1

2 House -
V?

1.r

T TT- >
v::' >Aif.ti- V

'ut-T
■. ii.

●♦V- ;'-v.uj;-V ■  S'; ^ji- i ● ●C-
SsL.

4 Lost

5 CSI CBS
6 Desperate Housewives [●A

7 24

8 CSI: Miami ®CBS

October Roads

:

10
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Main Competitors Within Drama

●  ABC

o CuiTcnlly the lop network among dramas

o  Specializes in female - skewed dramas - 66Vc of ABC's audience is female

●  CBS

Specializes in procedural drams, such as CSI

Audience is typically split with a slight skew toward men

o

o

●  FOX

o  Specializes in reality and competition shows, such as American Idol

o Audience members are typically split evenly

16



Explanation of NBC SWOT Analysis

A SWOT analysis is an analysis that breaks a company or project down into

strengths, weaknesses, opportunities, and threats. I incorporated strengths, weaknesses.

opportunities, and threats that would affect both the show and the network. The SWOT

analysis matches the firm’s resources and capabilities to the competitive environment it

operates within.

rile strengths and weaknesses sections of ihe SWOT analysis are written from an

internal perspective of a company and television show. The strengths section delineates

the capabilities and resources of a company that can be used in creating a competitive

advantage. They can center on things such as having a strong network name to associate

with the show and/or the experience the company has with introducing a new show. The

weakness section of the analysis is simply an outline of the absence of certain strengths.

Writing out weaknesses can help in beginning to come up with solutions to the

weaknesses. They can center on such things as, a weak network brand name and/or a

lack ot experience within a company in the introduction of new shows.

The external environmental analysis consists of the opportunities and threats of

the SWOT analysis. The opportunities section of the analysis often reveals several ways

a company can realize profit and growth. Examples of the opportunities a network can

have are, offering a service that fulfills consumers needs within a market and/ or

utilization of new and developing technology. Alternatively, the threats section of the

analysis looks at possible changes in the external environment and how they may affect a

company or show in the future. Examples of threats are, changes in market trends away

17



trom certain terms (if television and/or changes within the environment of television,

such as the writer's strike of last year (QuickMBA.com, 2007).

When writing the SWOT analysis 1 tried to look at NBC from the company

standpoint, as w ell as from the view of Real Life Fiction. Wliile writing, I kept in mind

the goals set forth earlier in the business plan. Also, I took into consideration cuirent

events and how they w ill affect the market in the coming season. Lastly, I looked at the

unique aspects of the show and how they would affect tlie show botli positively and how

they might pose issues.

18



SWOT Vnalvsis - Strengths and Weaknesses

Sircneihs : Weaknesses

NBC has established itself, in the past, as
a network that knows how to create

corned), with success stories such as

St'injclil. Will ami Grace, and more
recent 1\ SiuJio 60 and The Office.

NBC is currently ranked four among the

top network broadcast companies.

, Attracting view-ers away from their

viewing routines wdll pose a challenge.

The concept of the show could be

; constnied as a bit comple.x for an hour

; program.

Because of the dynamics of the show, it

will be easy to produce and shoot in LA.,

providing a higher quality of processing
w ith less cost. Presenting a new show can be costly and

'  requires a great deal of marketing and

' advertising.NBC has been very public about its

interest in technology and search for new
w ays to combine television with

technology. Real Life Tiction is a w^ay to

introduce new technology along with a i
new show. '

Real Life Fiction has a dynamic plot and
offers a source of connection to view'ers

outside of the traditional mediums -

through literature and technology.

As a mid-season replacement. Real Life

Fiction will have the full support of the j
NBC marketing team and wall be able to |

utilize advertising partnerships created 1

earlier in the year through other programs, i

NBC has a long history in the television

industry and has the experience and

expertise to implement a new show and
technology successfully.

Statistical research shows that both men |

and women age 18-49 are interested in the |

main character, the supporting characters, |
the plot description, and the writing style |
Real Life Fiction will offer.^ |

' See section regarding market testing and Appendix 2
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SWO r Analysis- Opportunities and Threats

Opportunities Threats

Innovative Technology is always a risk,

and NBC will have to analyze how to

approach the new market.

NBC has the opportunity to position itself

as a leader in the new and developing
media market of interactive television.

NBC can strengthen its relationships with

companies such as “As Seen on TV"

through joint ventures in online offerings,

such as the online product sidebar.

There is, rank-wise, weak competition for

Real Life Fiction at the proposed time slot.

; Real Life Fiction will have stiff

competition in tlie way of Dramatic

' Comedies, with shows such as Desperate

' Housewives and Pushing Daises to

' compete with.

; The television industry is volatile, as

j  tastes and trends can change overnight.

1 Keeping a close watch on tlie market w ill

, be imperative.

The show w ill be premiering in March
and, w ith the writers strike over, the

current television programming will be

presenting new material starting in April.
This offers Real Life Fiction the

opportunity to be presented before tlie

almost re-premiere of already popular

programming.

■ The writer's strike has pushed show s to

'  re-premiere or pick back up mid-season,

i  right after mid-season replacement time.

20



Market Needs

An Analysis of Consumer Needs:

Mon and women age 21-49 share common interests in what they look for

in tele\ ision programming, for an in-depth look at a consumer study on the target

demographic sec the section regarding marketing testing and Appendix 1.

An Analysis of Top Dramas:

I'he top dramas from the past season scheduled to air again in the 2007-2008

season share a few basic elements;

●  An ensemble cast

●  A serial format

●  A mystery and/or drama driven plot

●  A focus on human nature as well as relationships

●  A development of an overall storyline, lasting for an entire season, intermixed with small

stories occun ing over one or two episodes

●  Interweaving storylines - individual character story lines working together

21



Market Needs Conclusion

Conclusion of Analysis / Needs to be Met;

Looking at ihe current trends'^, as w ell as the analysis of the top dramas, conclusions can

be draw n about the needs not beins met.

●  Of the top-20 show s being broadcast, overall, there is only one pure, one hour.

comedv amoim all the networks

Clearly, America is a fan of dramatic television as the majority of the topo

show s are in the segment of drama - a show that incorporated drama and

comedy w ould work to meet the desire for dramatic television as well as a

need for comedv.

●  Cunently, of all the people who watch both primetime, network comedy and

primetime network general drama - 23% are men between the age of 18-49 and 31%

are w omen bctw'ccn die age of 18-49''*

●  A show that incorporates fantasy, mystery, and focuses on diverse relationships - a

blend of several themes among top dramas

●  A show that entertains, tells a story, and creates a feeling of connection between the

viewer and the cast

^ See Appendix I for tables of market trends from the 2006-2007 season

^ See Appendix 2 for a breakdown of survey regarding consumer preference of
Interactive Television, Interactive Online Television, and Consumer Television Viewing
Preference



Explanation of Target Market Profile

The largei market section of the business plan explains to an executive who the

show will reach. Over the summer, I had an opportunity to speak with Kerry Billings,

Director of Research. NBC Universal. Through our meeting, it became clear that the

target audience is broken down first by the type of show being produced and then by its

placement in the lineup. The target audience can also be broken down by tlie age, sex,

and income le\ el of the viewers. The important thing to keep in mind when deciding on

the target audience is to understand it is select: it does not or should not encompass

everyone (Fiore, 2005, p.96). In television, a large and diverse audience creates higher

ratings and attracts advertisers: however, it is unrealistic and usually unsuccessful to try

and create a show that will appeal to too large a group of people.

Many aspects of the target market are answered based on the description and type

of show being introduced. For example, a show such as ABC’s Desperate Housewives,

with its social satire, serial drama, and dominance in female situational content, is

targeting mainly affluent w'omen, age 18-49. According to ratings by Nielsen done for

the 2006-2007 season, the program is successfully doing just that, coming in number

three among dramas for female viewers age 18-49.

Taking all of this into consideration, I wrote the target market section for Real

Life Fiction. I blended the market needs, the basic description of the show, and the

desired age demographic to create a target market profile. The idea was to create

something that could be successful in informing who the target audience was, without

excluding the possibility of growth and change later, as the show developed.

23



Once the target market was defined I wrote two in-depth consumer profiles.

Consumer profiles elucidate the significant demographic and psychographic details

regarding viewers, or who a show hopes to reach. From the marketing classes I have

taken at the University of Mississippi, I have learned that a well-written consumer profile

allow s dilYerent facets of a company to understand in detail whom the company is trying

to reach. For this reason, 1 attempted to put myself in the mindset of the consumer and

think of how a man and woman w ithin the target demographic would spend a day. I

ended both consumer profiles with the subject watching an episode of Real Life Fiction.

The thought process behind this revoh ed around giving anyone who reads the Real Life

Fiction business plan, the mindset that Real Life Fiction can fit perfectly into a

consumer's life, especially one within the target demographic.

Within the consumer profile description, I was careful to highlight or hint at

aspects of the target market 1 thought were especially important or relevant to the

business plan. For example, in both cases I had consumers utilize new forms of

technology in their everyday lives. I felt this in particular was important, because a large

part of the proposal focuses on the implementation of interactive television and web. The

consumer profiles were one of the most enjoyable sections of the business plan to write

because it has such a creative element.
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T a reel Market

Audience;

Real Life Fietian will work to attract a broad based viewing demographic,

appealing in particular to affluent audience members (income S75K+), between the ages

of 1S and 49. .Mthough the show will work to reach an audience base as diverse as the

cast, the show w ill appeal in particular to high school graduates and beyond, those

interested in reading, the video-gamer generation, those who consider themselves

technologically savvy, the fashion forward, and/ or television viewers who enjoy

dramatic comedy.

Consumer Profile:

Women - Sarah Montgomery

On a typical Sunday, Sarali Montgomery, a 25 year-old exercise specialist, fills her

electric kettle full of water and presses the red on-button. As the water begins to boil, she

sneaks outside to get the morning newspaper, hoping none of her neighbors will notice

her pink and tluffy slippers, too comfortable to change out of so early on her day off. As

she opens the paper to the entertainment section, her guilty pleasure, Sarah pours herself

a hot cup of tea, adding a bit of sugar and a drop of honey. Curling up on the couch, she

turns on the morning new's and absentmindedly skims through the pictures in the paper,

reading the captions. She taps her laptop sitting on the coffee table and brings to life the

screen displaying her e-mail and the latest headlines for the day. Once her tea is gone.

Sarah puts on her rumiing shorts, laces up her running shoes, puts her hair in a messy

(yet stylish) ponytail, and straps on her iPod. Listening to the top-forty, she begins her

Sunday morning Jog. Taking it slow, .she leisurely makes her way through the park, and
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into ihe lou n square, and ihen back to her apartment, all in all about a mile and a half.

Back home. Sarah takes some time to check her e-mail again, talks to her mother on the

phone and makes plans for lunch with a close friend. After a quick shower and dressing

in her favorite pale-blue sun dress, Sarali heads out to Mojitos, a trendy and delicious

little Mexican bistro on the edge of town, .\fter lunch, she swings by her favorite

department store for some shoe gazing and then heads home again. Once home, Sarah

relaxes lor a bit until it is lime for dinner. Witliin minutes the pre-made, easy bake, lean

meal has been cooked, and Sarah is enjoying lemon chicken on a bed of wild rice with a

side of green beans - her favorite of the lean meal choices. Satisfied and full, Sarah

begins to plan her next day: it wall be particularly busy as she has a big presentation

coming up at work. After using her new Blackberry as a reference for what must

complete, she sits down to her favorite television series - Real Life Fiction. She is drawn

into the show by the character development, the quick-witted humor, and the promise of a

related book. After the episode, a particularly good one, she gets online and checks the

blogs related to the show. Although she rarely posts anything, she enjoys reading

everyone’s comments and speculations. After browsing a couple of photos and watching

some trailers, she heads to bed - another Sunday well spent.
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I anzet Market Continued

Consumer Profile:

Men- James Townsend

A computer science engineer, James Townsend, 30, works long hours diu-ing die week

and sometimes, for especially demanding projects, through the weekend. He loves his

Job and the leeling of completion he gets from designing and creating a complete

program. Hov\ e\ er, he does have interests outside of work. His favorite pastime is

sitting in the park, near his house, with a good book for hours of reading. The genre that

most interests him is science fiction, but that does not hold him back from reading

anything from biographies to western novels. On a typical Sunday, James sleeps in rather

late, letting half of the day pass away before he pulls himself out of bed and opens his

eyes to the sunlight. After a lunch - typically roast beef, lettuce, tomatoes, onions, and

spicy mustard on rye bread with a side of chips and a coke (the perfect Sunday afternoon

combination), James throws together his laundry and begins to straighten his house.

Although it is little, it is surprising how fast the small space fills up with the week’s

clutter. James is not by any means a slob, but dishes do have a way of piling up on him.

Alter about an hour of cleaning and laundry, James grabs his favorite blue pullover and

walks a few blocks to get a cup of coffee and dish the latest sports talk with the workers

at his favorite coffee shop - The Roasted Bean. People always seem to be surprised by

his interest in sports, most likely because of his small frame and un-athletic appearance.

Indeed, James had never enjoyed playing sports as  a kid, but he did enjoy watching

football and basketball, keeping a close eye on the stats of players and the placement of

teams. After chewing the fat with the guys at the coffee shop for awhile, James heads
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over to the local bookstore to check out the new additions and place a couple of books

hold upon their arrival. Unable to enter the store without buying something, James leaves

w ith three new- books — one best seller and two employee recommendations. Picking up

some drive-through food on his w ay home. James looks forward to finishing up his

current novel and then starting on the best seller. Quickly switching out the washer and

dryer first, James sits down to a burger, fries, and a tall Dr. Pepper for dinner, flipping the

pages of the best seller as he does. After reading for a bit. he opens his laptop to check

on a program he is creating as well as to check emails and do some mindless internet

browsing. Later in the evening, once the laundry is folded and placed in his closet, James

turns on the television and eagerly waits for his favorite show. Real Life Fiction, to start.

James loves the plot line of the show and the interesting tw ist of the box-novel ̂ like feel.

Once the show is over, James logs on to his laptop to post his thoughts on the current

episode and write another chapter of his own online story. After a couple of hours online,

browsing, reading, and posting, James heads to bed- another successful Sunday in his

book.

on

^ A box-novel is a novel which contains a story within a story
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season has a central story building throughout and each episode or over a few episodes

there is a smaller storv.

Once the plot description was written, I wrote a small section on the tone the

show w ould contain. During the summer, Kate O'Connell, the senior vice president of

drama development entertainment, NBC Universal, offered my group a bit of advice for

the w riting and pitching of our television show. She iiifoniied us that the tone was one of

the base elements to be included in the presentation. Ms. O’Connel said the tone should

be a priority in w riting a business plan and should be one of the first things mentioned in

a t>itch.

The tone is a relatable description of the show' being produced. It creates a mental

image for e.xecutives, giving them a reterence point for the feel and mood of the show

being presented. Taking this into consideration, along witli the description I had written

for the plot, and the age demographic I wished to attract, I wrote a short section on the

tone of the show-. I used references to shows and movies with content that has a similar

feeling to the feeling 1 washed to convey along with those that were successful within the

18-49 age demographic.

Typically a section entitled the story engine can be found next under the product

description. The story engine section is a description of what fuels the continuing story.

During the presentation of the project I helped create during the summer, executive's

only criticism seemed to revolve around inconsistencies in a solid story engine. This

time, I wanted to create several ideas that would make the television series flow and last

through several seasons. Although business plans are not usually focused on the creative

side, and do not include the actual writing of the pilot, I found it helpful to take a little
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lime to Uiink out how ihe story would continue through multiple seasons. I tried to

cniiline siorv cneincs that were common to serial television shows, such as die storyline

an cnscmhlc cast would provide. However, 1 also included unique story engines, relative

only to Rciil Life Fiction. These story lines included such things as the imifying theme

the no\ els the main character writes over the course of the show.

A continuum from the story engines, a section regarding the questions addressed

is presented next in the Real Life Fiction business plan. The questions addressed section

outlines v\ hat questions the show will hope to answer dirough the development of the

plot. Much like the story engines, questions addressed fuels the development of the plot

and helps hold audience attention dirough seasons. The questions addressed by a

television show are not often overt in their presence, but are underlining throughout the

development of the story. While writing the section I kept in mind the plot description I

created and pictured the struggles and drama that the plot would create.

The last section of the product and service description is a section regarding

character analysis. Personally, one of the most enjoyable parts of writing the business

plan for me was creating the character analysis. Not only did it allow me to be creative,

but also writing out a description of the each character helped solidify the concept of the

pilot for me. I took the target demographic into consideration, trying to create characters

that people from the target demographic could relate to, or at the least hold in high

regard. 1 also created a variety of age ranges and backgrounds to appeal to a broad base

of people and create the possibility for stories from several different perspectives.
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Product and Service Description

Real Life Fiction

Tone:

Real Life Fietion \\ ill offer viewers a combination of the quick-w itted writing

style of NBC's Will and Graee and the hit movie, Juno. The show will also feature a

playfulness reminiscent of ABC's Pushing Daisies and the dramatic flair found only

through the introduction of a brilliant, yet quirky leading character.

Plot Description

Real Life Fietion is a single camera, dramatic comedy based on the life of an

eccentric w riter. The plot revolves around a reclusive man in his mid 30’s, who, after a

fire takes his house, is forced to move into an apartment complex. The show will look at

how his writing and the relationships he forms with other tenants influence each other. It

will also focus on how' his eccentric habits and socially inept behavior affects the lives of

the people in his apartment complex. Real Life Fiction will be aired in story arc format: a

new and major plot will develop throughout each season. These large arcs will occur in

correspondence to the books the main character wall write and will occur over the course

of each season. Mini arcs focusing on the lives of the apartment tenants and the main

character will occur each episode or over the course of a series of episodes.

Tagiines:

Inspiration is just a floor away

Get lost in the reality of fiction

Creativity just needs a spark from reality
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Story Emiine

●  The presence of an ensemble cast will provide the show with an interweaving storyline

based around the relationships the people form with one another.

●  The novels the main character writes will also provide breaks in the main storyline.

Although it will not be the main focus of tlie show, it will link the overall series together.

The novels will also provide an escape from the mundane, into a world that is written to

entertain the imagination.

●  The mysteries sunounding tliis eccentric man will also fuel the plot development. His

unexplained past and quiet presence leaves him as an enigma in the mind of his fellow

tenants. The other tenants' curiosity leads to many humorous situations and many of

which make up the mini arcs of the series.

Questions Addressed

VvTat motivates us to build relationships?

How do friendship, love, work, stmggle, and passion play a role in the development of

self as well as the choices made in everyday life?

How much does reality play a role in the development of fiction?

Would life be better if it was lived in a book?
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Character Analysis

Apaiimcnt 3B - Thomas Hargett - Leading character

Aiic: Mid 30s

Occupation: writer

Introduction: The idea of words combining together to form a story and that story

engaging a person's attention for hours on end is something Thomas Hargett dreamed of

He longed to write a great epic of adventure, mystery, and seduction.all his life.

something that spanned across time and brought imagination to the far reaches of the

world. It was his passion up until a fire took his house and forced him out of his

reclusive hole. Now, forced to move into a quaint apartment complex along the Charles

River, Thomas must learn to adapt to life in close contact with others. Although he does

not see it, the sometimes-hilarious encounters with his neighbors and the relationships he

forms shapes his story and helps him grow as both  a person and a writer.

Apailment 1A - Janies Blankenship

Age: Early to Mid 60s

Occupation: Retired

Introduction: Mr. B, as everyone calls him, joined the Navy at the age of 18.

“Growing up” on the seas, traveling the world, he is never short of adventures to tell

anyone who would listen. The lines on his face and the mischievous twinkle in his eyes

express the very character of his soul. Usually, he can be found sitting on the front porch

of the apartment complex in his tattered, blue, plastic chair where he can survey the

neighborhood and watch the world change around him. From his place on the stoop, Mr.
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B k>\ cs
cnicnaining the local neighborhood ehildren with stories, and /or playing chess

with a tellow member of the senior citizens club, reminiscing about the way tlie world

used to be. He knows all of his neighbors by name and is not one to let someone go by

\v iihout at least a friendly smile and a wave.

Apartment 2.\ - The Martins

Cass Martin

Age: 35

Occupation: Publicist

Introduction: Cass had always been told, given half the chance and an even

halfway friendly expression, that she could talk the hind leg off a dog. That is why it

made perfect sense for her to take her gift of gab to the workplace and become a publicist

at a tull-service entertainment ad agency. She found something in life she was not only

good at, but also enjoys doing. Plus, the summer hours at her office offers an amazing

benefit - more time with her family. From her slender fi'ame, impeccable dress, and

stylish hair, it would be hard to guess Cass was  a single mother of two. However, when

the door closes on the work day, tlie high heels came off, the stockings are set aside, and

the hair goes up in a playful pony-tail. Family time is her favorite time and the smile that

appears on her face at the mention or thought of her children express how much she

enjoys them. It has not always been daisies for Cass; she has had to work hard to balance

her professional life and her life at home.
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Annabel Martin

Aizc; 6

Introduction: Annabel is known for two things: her bright big eyes and her

Iricndly smile. Her ability to understand people far past her 6 years always amazes her

nu^lher. Her fa\ orite color is blue, and she loves to sit in the grass and make shapes out

ot the clouds.

Brian Marlin

Age: 10

Introduction: Although he is relatively short in stature, Brian is a giant in his own

mind. An oxymoron in comparison to almost every social norm, others find Brian

incredibly entertaining. He loves to read and finds solace in silence; however, he is also

extremely athletic. Although he is soft spoken at times, when he does speak, his words

make people listen. Unclassifiable and relatable to so many different branches of society.

everyone swears he is destined for greatness: quite a bit of pressure for a young man to

ive up to.

Apartment IB - Frank Bishop

Age: 37

Occupation: Police Officer

Introduction: It was at the age of seven, while pretending to “catch and jaif* a

robber, during a game of cops and robbers, that Frank knew what he wanted to do with

the rest of his life. Bom and raised in Boston, Frank is the typical Italian Bostonian. He

is a fan of baseball, beer, hot dogs, working out, family dinners, and his job. Handsome
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as he is
.  ihc naiiire of his job keeps him single. Being single does not bodier him.

^ ommg Irom a large family he finds it nice to live alone for once. Plus, tlie single life

''Uiis him well, and he enjoys the lifestyle significantly. He is good friends with Cass,

and w henever she needs a break, he babv-sits.

Apartment 2B - Sandeep Booka

Aoe: 23

Occupation: Graduate Student

Introduction: A scholarship to Harvard Medical School and the promise of a

place in the exciting field of brain surgery brought Sandeep across the globe from India.

A grad student, his studies seem to consume his life, but they are his passion, w^hich is

rcHected in his w ork ethic and dedication to his studies. Sandeep is new' to the Boston

area and knows few people and little of the town. He is impressed by the dedication

Thomas has to his writing and finds his quiet nature inviting. A bond of respect is

instantly formed between the two. It could be said they were each other’s first friends in

the city.

Book Characters;

Christopher Martin - the main character and hero of the book — played or

voiced over by Thomas

- Throughout the story. Christopher will have adventures spanning time

and space - he will meet and work with various people both realistic and fictional.
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Kxplanation of Time Slot Placement

The lime slot placement section of tlie business plan clarifies what the best time to

iniroduee a show is and w hy. The section also outlines the competition the show will

lace due to the lime slot. In order to have a better understanding of the competition Real

Lite I' ictmn w ill lace, a breakdow n of the current shows for each network and their

midseason replacements was outlined.

For Rea! Life Fiction I chose a time slot of Sunday nights from 10 PM to 11 PM.

I chose this lime slot for a \ ariety of reasons. First, after speaking with Ms. Billings, 1

knew NBC w as looking for a show to replace Sunday Night Football and hold onto the

viewers at the close of the football season. Second, the competition within the timeslot

tor the target market, based on age, is not a large threat for a new show. The shows Real

Life h iction will have to compete with are ABC’s Brother's and Sisters, CBS s Sharks

and FOX's local news networks. According to Nielson ratings. Brother's and Sisters and

Shark are ranked relatively low in both the male and female demographic.

With relatively low rankings in competition within tlie time demographic. Real

Life Fiction is left with an opportunity to enter into the market successfully. Lastly, in

order to understand if the percentage of the target demographic that watches television

during the selected time-slot was within the taigeted age demographic, 1 ran analysis

through the SIMONS business reports. The conclusions were included in the time slot

placement section of the Real Life Fiction business plan.

^ See Appendix 1, Table 2
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Time Slot Placement

Placement:

Ri’iil Life Ficiion w ill debut as a midseason replacement airing on Sunday nights

The show will premiere on Sunday, March 2, 2008. There will be a two-hour

finale, w hich will take place on Sunday, May 18, 2008. The show will consist of 12

consecutive, original episodes in the first season.

at 10 P.M.

The Current Schedule:

Schedule for the 2007-2008 Sea.son - Primetime

.  a s
i

Sunday ®CBS 3 V

Online

Nation

Football

Post-game*

60 Minutes7:00 PM America \s

Funniest

Home Videos

V),

CWNow7:30 PM

Life is Wild The

Simpsons

King of the
Hill

Extreme

Makeover

Viva

Laughlin!

8:00 PM %
mmV

'V

H  ̂ V r8:30 PM
M

’si

Cold Case S'*9:00 PM Desperate
Housewives

America 5

Next Top
Model

Family

Guy**

S»s
'4- \

> c
9:30 PM American

Dad**

\ \
X

\n.:vv

10:00 PM Brother's

Sisters

Shark

10:30 PM

Sunday Notes:

*FOX west coast will air local programming

The Sara Connor Chronicles will air from 9PM - 10 PM starting in January.-1^ *

King of the Hill and American Dad will shift to 7:00 PM and 7:30 PM, and Family Guy

will move to 8:30 PM

***After the NFL season, NBC will air - Dateline -7:00 PM, Law and Order at

8PM, Medium at 9:00 pm, and Real Life Fiction 10:00 pm
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wShow i ime Slot Competition:

ABC: Broriicr's cnui Sister's

●  AnuMig all television sliows, the Sunday 10 pm showing - ranked 39

●  Among all \ iewers age 18-49 - ranked 43

●  Among view ers age 18-49 - ranked 18 among women and 92 among men

●  Among view ers age 18-49 with an ineome of $75+  - ranked 24

●  Among view ers age 18-49 with an ineome of $100+ - ranked 21

CBS: Shark

●  Among all television show s - ranked 22

●  Among all viewers age 18-49 - ranked 50

●  Among \ iew ers age 18-49 - ranked 41 among women and 45 among men

●  Among viewers

●  Among viewers age 18-49 with an income of $ 100+ - ranked 66

●  A lower ranked show close in viewership between women and men

CW and FOX: Airing Local Programming

18-49 with an income of $75+ - ranked 56age
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Network l ime Slot Comparison Accordiii» to \'ie\ving Demographic

Of all the men between the age of 18-49

' Primtime ABC
Viewing Sundays 10
PM - 11 PM

■ Primtime CBS
Viewing Sundays 10
PM - 11 PM

Pnmtime FOX
Viewing Sundays 10
PM - 11 PM

.. Primtime NBC
Viewing Sundays 10
PM - 11 PM

13%14%

m 13%
15%

rhe graph abcnc outlines the pereentage of men between the age of 18-49 who
watch tele\ ision between the times of 10 PM and 11 PM according to each Network.

Of all the women between the age of 18-
49

’ Primtime ABC
Viewing Sundays 10
PM - 11 PM

a Primtime CBS
Viewing Sundays 10
PM - 11 PM
Primtime FOX
Viewing Sundays 10
PM - 11 PM

■. Primtime NBC
Viewing Sundays 10
PM - 11 PM

15%18%
«-v

'.y

■ < 1'

15%

The graph above outlines the percentage of women between the
age of 18-49 who watch television between the times of 10 PM and 1 1 PM according to
each Network.

s
I’he graphs are taken from the SIMONS Group Business Report
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Explanation of Interactive Television and Online Interactive Television

Interactive television allows viewers to interact with content as they view it. The

most popular example ot iTV is real-time voting on the television screen, via a remote

control. The “return path” or “back channel is utilized tlirough a telephone, mobile SMS

(text messages), radio signals, digital subscriber lines, or cable. The form expressed in

the business plan will be cable TV, where viewers receive programs via a cable return

paths. Although it has not been introduced in the United States, tlie technology is

cuiTcntly a\ ailable in Hong Kong. The version proposed in the business plan is a much

more simple fomi than that which is available in Hong Kong.

The iTV presented in the business plan will allow viewers to respond to polls and

quizzes via their remote control. Also, and most importantly, thi*ough iTV, NBC will be

able to display a product bar at the bottom of the screen. The product bar will display

items featured wiiliin Real Life Fiction or related to tlie show. An example of a product

that could be featured in both the show and the features bar is clothing warn by characters

in a television show. Along the same lines, examples of products related to Real Life

Fiction that could be featured in the product bar are: T-shirts and DVD's related to the

show. Beyond the advertising opportunities, the product bar will also feature background

infoiTnation of the show, characters, polls and quizzes related to the show, and a list of

other NBC’s shows fans find appealing.

It is clear that iTV offers NBC a new form of advertising, a new way of

communicating with their audience, and a new form of synergy of offerings for NBC.

Partnering with a set top box provider, such as ComCast, will allow for a user-friendly

experience. A cable box partnership will allow for easy billing, as the provider will
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already have the participants address and hilling information. Meaning, the purchases a

imply be added on to tiieir monthly bill. Having both pieces of

ill cut down on the amount of time users will have to spend entering

mloiIllation. However, the option to change billing information, using the arrows on the

viewer makes will

information

standard remote. \\ ill be available.

Alter speaking with Mr. Klivacoff, it seems the technology w'ould be relatively

easy to implement. The only holdback he saw' to the idea was the clash creative might

experience \\ ith regard to product placement. How'ever, with the market changing and

'^dth the invention of TiVO, the option for iTV might just be the answer to advertisers

and networks cunent conundrum.

Along w ith iTV, a similar idea will be implemented in the online viewing

experience. Interactive online television, or iOT, takes tlie online viewing experience to

the next level. Through iOT. a viewer will be able to scroll over a video and click on

certain objects. Upon clicking on an object a new screen will pop-up, behind or in front

of the video player, offering the viewer the opportunity to buy the product. Along with

this feature, iOT will offer a product sidebar, which will be connected to the already

present advanced feature bar. The product sidebar will refresh at the pause of every pre

roll commercial. ‘^Similar to iTV, the sidebar will include the products featured in Real

Life Fiction. The product bar will also feature objects related to Real Life Fiction. Upon

clicking on the sidebar, a pop-up screen will appear with purchasing options. The sidebar

will be manual, once refreshed, viewers will still be able to scroll back through

The name of an online vi
-  : 15 seconds in length.

video commercial that appears prior to an online video, it is typically ; 10
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pic\ loiisly displayed items. The iOT will give NBC a new source of advertising revenue

'-viihoiii
presenting a distraction to the viewing process.

In the iTV and iOT sections of the business plan,  I outlined in detail the aspects ot

l'>oth forms ot inno\ ative technology. I also outlined how each could benefit NBC.

Lastly, I included statistics from the surveys regarding consumer's preferences toward

iOT and iTV they appliedas .
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Interactive Television

lUili/e relationship with Comcast to provide a unique viewing and merchandise

experience tor Real Lite Fiction viewers

Specifics:

iTV IS
a revolutionary technology accessible with a cable remote control.

The technology will allow viewers to purchase products show'cased within the show,

^'Uch as; clothing, electronics, and accessories. iTV will also allow viewers to access a

list ot products related to Real Life Fiction, such as: the DVD set, t-shirts, and

promotional items, etc.

iTV
w ill also allow viewers to participate in polls and quizzes related to tlie television

show.

background on the show, characters, and a list of NBC show’s fans find appealing

"^ill be displayed as well.

Benefits:

●  ComCast is cun ently the number one set-top box provider in the United

States, and partnering with them w^ould allow for easy billing. Being

consumers of ComCast, viewer's addresses and billing information will

already be known. Purchases will be added on to the monthly bill consumers

receive.

●  The ability to purchase produces directly through a set-top box has yet to be

introduced to viewers in the United States.
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The option would allow NBC to be the leader in television technology for the

Ihiited States. Today, in Hong Kong, nearly 669^ of all households watch

programming delivered over the internet to the TV and have the option to

bank, play games, or receive sports updates through their TVs.

The implementation of the technology would provide a new and easy source

of advertising revenue for NBC.

Interactive Television will offer a different look at who is interested in what

products and trends among viewers of the show.

30% of a group of men say they would utilize iTV if the option were available

43.48% of a group of women say they would utilize iTV if the option were

10available

16% of American households with Web access now w’atch full TV broadcasts

online, double the number from a mere year ago.

10

See Statistical Surveys Page 36
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Lnteractive Online Tp|pvicm»

L nique Plavpr-

The NBC online player will be similarly structured to the current player, but with

l^cy clillerences.

Specifics:

●  The player will feature the option of interaction with viewers tJirough a

click / pop-up option,

o As the video plays, viewers will have the option of scrolling over

and clicking on certain objects within the video causing a pop-up

box to occur and giving viewers the ability to purchase the object.

●  The player will feature a product sidebar, which will refresh at the break

of every pre-roll.

o Featured Product Sidebar:

■  Real Life Fiction will incorporate a sidebar with products

featured in and unique to the show. The sidebar will be

connected to the advanced features sidebar already enabled

on the NBC players and will refresh automatically at the

pause for every pre-roll.
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o Benefits;

■  iOT and the product sidebar will further connect view'ers to

the show, offering them unique products. It will also prove

an alternative revenue source for NBC's online content.

■  40% of a group of men say if the option were available they

would utilize interactive online options

■  39.13% of a group of women say if the option were

available they would utilize interactive online options.
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Kxpliination of Market Texfinp

The original ihoughts for getting information regarding consumer’s response to

as to coniaci an up-and-coming company working to implement iTV in

the United States. .Alter emailing and calling ICE Innovative Technologies, Evelyn

Jakob, the Corporate Promoter, informed me that the company and the technology in the

United States w as coming along quickly, but was not far enough to supply any beneficial

consumer reports. Therefore, I decided to create  a survey to study people’s reaction to

interactive tele\ ision. At the same time, the idea for creating a survey regarding viewers

prclerences lor television programming and their perception of Real Life Fiction, w’as

also developed. To accomplish this, several steps had to be taken. The first step w’as

receiving approval through the Institutional Review Board (IRB).

IRB is a group designed to approve, monitor, and review behavior research

involving humans with the aim to protect the rights and welfare of the subjects within the

study. After completing a short course, filling out an application describing the suiveys

and their intent, and creating an appropriate letter request form for study participants, the

surveys were ready for distribution.

Next, using The Marketing Handbook and various professors as references, the

surveys were then written in their entirety. Once written, they were tested on a sample

group to check for any inconsistencies and for readability. Finding no inconsistencies

and correcting for minor wording issues, the surveys were then ready to be placed online.

The program utilized in placing the surveys online was SurveyMonkey.

iTV and iOT
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Snr\ cyMonkcy is extremely helpful because it allows users to create unique

c\s. has the option for filtering responses, and creates a link for emails, making

distribution

sur\

easy.

Initially there w as a bit of woiTy o\ er receiving an appropriate response, enough

w here an analysis could be meiuiingful, especially given the time constraints. How'ever, I

sent out 465 emails outlining what the survey was trying to accomplish and asking for

responses. I also encouraged individuals to forward tJie email to friends and family,

age range. I w as hoping to receive at least 50 responses, however the outcome

w as well over this goal. I received 112 responses for tlie survey regarding what

consumers look for in television programming and the idea of Real Life Fiction. I

received 77 responses for the survey regarding consumer's opinion of iTV and iOT.

Once the responses were collected, I began to break the results down. I first

analyzed the responses by the answers. For the questions with a ranking of 1-10,

regarding individual's levels of interest, I grouped numbers together and created sub-

categories. I rated the response of 1 as no interest, 2-4 as little interest, 5 as neutral, 6-7

as moderate, 8-9 as interested, and 10 as very interested. The remainder of the questions,

in the surveys, were kept in their original form, without giouping. The results were then

broken down into percentage of responses, comparing the number to respond to each

option by the total number to take the survey.

Once this was done for each survey on the whole of the responses, I broke the

surveys down by sex. Both set of responses and all breakdowns of the responses are

contained within the Appendix 2 section. The raw data from both surveys is found in

Appendix 3.

within the
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I outlined the most important and relevant aspects of the surveys in the Market

section ot the Real Life Fiction business plan. I also used several aspects of the

sur\ ey throughout the rest of the business plan in order to solidify the ideas found within.

Lastly, I used to surveys to understand and write about the target market as a whole.

Research
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Nlarket Testinp^

\\ omen \’ie\vers Age 18-49, Consumer Interactive Television and Online

Interactive Television Survey Responses:**

●  say if the option of iOT were available, they would utilize it

●  43*^'r say if the option of iTV were available, they would utilize it

●  359r say the idea of watching television online is appealing to them

say in the past they have watched a television show onlineo

●  29Vc that own TiVo say they scan past commercials

●  50^ say they ciinently own a cable box

Male Viewers Age 18-49, Consumer Interactive Television and Online

Interactive Television Survey Responses:

40% say if the option of iOT were available, they would utilize it

30% say if the option of iTV w'ere available, they would utilize it

57% say the idea of watching television online is appealing to them

87% say in the past they have watched a television show online

27% that own TiVo say they scan past commercials

53% say they cuiTently own a cable box

o

The complete table of responses for viewers age 18-49, based on age and then by
can be found in Appendix 1

sex
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I^emale \ iewers Aj»e 18-49, Consumer Television Survey Responses:

ay I hey \\ ould probably watch the pilot for Real Life Fiction

40^ f say they are very interested in television shows that contain comedy

42'r

r say they are very interested in television show's that contain drama

●  62' f say they are interested in books based on great people or adventure

●  42*?^ say they read for pleasure at least once  a week

Male Viewers Age 18-49, Consumer Television Survey Responses:

●  say they w ould probably watch the pilot for Real Life Fiction

●  54% say they are interested in television show's that contain comedy

●  28% say they are interested in television shows tliat contain drama

●  63% say they are interested in books based on great people or adventure

●  44% say they read for pleasure at least once a week
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Explanation of the Marketing Strategy

The marketing siialcgy is a section of the business plan clarifying how tlie show^

w ill connect to the target market. Included in the section are subsections such as: broad

appeal, psychographic intonnation, placement, and content. For the Real Life Fiction

business plan, the sections as a whole outlined the type of people Real Life Fiction hopes

to attract.

1 he sub-section on broad appeal breaks down how Real Life Fiction will work to

approach a broad demographic of individuals and yet still remain within the target

demographic of men and women, age 18-49. The sub-section on psychographic

information identilies personality characteristics, which seemed to fit into the target

deiriographic for Real Life Fiction.

Placement also plays a part in deciding on the target demographic, because the

time a show’ is on television often dictates what target audience the show w'ill attract.

Lastly, and most importantly, the content of the show is the greatest determinant for

attracting the tai’get market. It can be affected by the time it is on television - the later

the show the more leeway the show

sections create a broader picture of the target market as well as how Real Life Fiction will

w'ork to attract them.

have regarding the content. Altogether, thesecan
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Target Market

Broad Appeal:

Real Life Fiction will host a diverse cast, a serial format, and focus on

human imeraciion /
relationships. Thomas’ story will include a break from reality and

allow audi
once members to be in a world of adventure, mystery, and intrigue. Thus, the

show w ill appeal to women, having a continuing story line and character development,

and to men, having an air ot adventure and mystery. Religious views and race, as well as

political view s, w ill vary and be non-specific as demonstrated by the diverse cast.

Psychographic:

Real Life Fiction will appeal to viewers who express brand loyalty and

those who already participate in other NBC dramatic comedies, such as Friday Night

Lights and 30 Rock. The show will also be geared to career minded and educated

individuals, in particular individuals with at least a high school education. Along the

same lines, because of the importance technology will play in the presentation of the

show, the show' will seek out technology savvy individuals. These individuals include

those with high use of cell phones, HDTV, DVR, Blogs, Portable handheld devices, and

TIVO. Lastly, the show will w'ork to appeal to those who are in need of an escape from

reality, sophisticated, and humor minded.
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Placement:

Airing as a midscason replacement for football. Real Life Fiction will give

NBC a chance to hold on to a largely male audience accustomed to tuning into NBC.

Also, ha\mg little competition from a highly ranked show among women, Real Life

Fiction can be the star of the evening, attracting both male and female viewers.

Content:

Real Life Fiction will bring a new' light-hearted tone to the network.

Speaking with Ms. O'Connell, it was suggested this was the direction the network was

planning to head. Also, with successful, darker toned shows such as Heroes already a

pan of NBC's offerings, providing viewers with a light and humorous toned drama could

bring the Network full circle.
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Explanation of Reaching the Target Market

One slop lunher than the initial strategy, can be found in the next section of the

business plan, reaching the target market. There are several ways of reaching the target

market, especialK in today's media saturated society. For the Real Life Fiction business

plan, the section begins with a breakdown of the technology that Real Life Fiction will

utili/c. Otk'c outlined, the plan takes a look at integrated marketing communications

(IMC) icH'ils.

IMC is a management concept that brings together all aspects of marking

communications, such as advertising, public relations, sales promotion, to work together

as a unified force. This is in contrast to tlie segmentation of advertising used in the past.

The IMC tools to be used in the promotion of Real Life Fiction, are outlined in the

promotional strategy section. Each tool is explained in detail with examples of

implementation options and the benefits each section offers.
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Reaching the Market:

Technolooy

Unique (kimes:

1 ho Rciil Life L iciion websile will offer an online virtual reality game.

Real iiYcV: Fiction.

Specifics:

●  I Isers will create avatars based on the characters in Real Life Fiction.

●  Users w ill be able to create an original name and accounts with the ability to save

their adventures and play at any time.

●  The nature ot the show will offer the opportunity to pick from a multitude of

characters and adventures, which correspond to the novel the main character is

wTitins.

●  The virtual reality world will also provide a section on the apartment complex

allowing users to be involved in the television character’s world.

Benefits:

●  NBC already has the technology and the means to create a unique virtual

reality world based on a television show.

●  A virtual reality, interactive game will allow for greater viewer involvement in

the show.

●  The unique fictional aspect of the show will complement a virtual reality

world.

●  A virtual reality world offers another opportunity for product placement and

advertising.
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On-Line StreaminyT

Rcitl Life Fiction will become part of NBC's offering of on-line content.

Wh- Site''

●  NBC Uni\ ersal and News Corp s joint venture, which will feature full episode

programming on sites owned by both NBC and News Corp, such as: MySpace,

Yahoo!, AOL, Microsoft's MS. Google, Comcast, and CNET

Benefits:

■  Allow s Real Life Fietion to be accessed from the 98% most commonly

used sites

Incorporate

■  Provides a healthy new form of revenue for NBC

■  Brings Real Life Fiction to the view'ers while helping to promote the NBC

website, the other viewing options offered by NBC, and essentially the

network as a whole.

Website

Real Life Fiction will have a section on the NBC website similar to the current

offerings from NBC.

Real Life Fiction Page Offerings:

Virtual Reality Game:

A link to a virtual reality world where viewers can immerse themselves in the

reality and fantasy world of the television show
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Online Viewing:

Real Life I'ierion will be a part of NBC’s online content. However. Real Life

Lietum will present a unique player, which, if successful, can be implemented with any

ol NBC's online offerings.

Fingers to Keyboard:

Viewers will be able to write original, fictional stories / adventures and post them

on a \ iewer board.

New Site:

Real Life Fietion will Join in on MyNBC, allowing viewers to place Real Life

Lietion in a queue, which will automatically update fans on the release of videos and

content related to the show as it becomes available. Also, it will link Real Life Fiction

with other popular dramas on NBC. such as Heroes, to entice fans of both shows to

broader their NBC viewership.

Standard Offerings:

Character bios, episode summaries with the ability to rate episodes by viewers,

photo galleries, behind the scene exclusive videos, discussion board where viewers can

post their predications on upcoming episodes.
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Promotion / Marketint; Strategy

Real Life Lietion will launch an aggressive multi-platform promotional campaign

iewers to the NBC website and onto the Real Life Fiction site, as well as

encourage viewers to watch the show.

to drive v

o OtT Air

■  Outdoor:

Cabs

Buses and bus stations

Billboards

NBC's video billboard in Times Square

Utilization of SubMedia - a company that advertises in subway

stations and is active in both Boston and New York

o The moving billboard will feature a seen from the

upcoming pilot

Billboards within the T (the local transportation in Boston)

o Benefits:

■  The cost per impression for outdoor advertising is

much smaller than most other traditional forms of

advertising

■  Outdoor advertising reaches beyond the target

demographic because it is so visible and presented

in highly trafficked areas.
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■  Print:

●  Magazines - Gamer's magazines. People. The New York Times, The

TC Guide, technology magazines, entertainment based magazines

●  N
spapers - The New York Post and Times, undergroimd newspapers

tound in Boston, New York, California, and throughout major cities in

the Midwest

■  Benefits;

●  Real Life Fietion will appeal to those interested in

technology, gaming, reading, and current trends. Having

print ads in the magazines and newspapers the target

audience enjoys reading will allow them to connect to the

pilot before it is aired.

●  The advertisements will be similar in concept to those

presented outdoor, giving a unity to the campaign and a

clear picture to the viewer.
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■  Online:

Myspace. \'ouiube, MyNBC pages promoting the show  - behind the

''Ccnos interviews, short clips, and music video from the new artist

tcaiuring songs within the show

Promos during online streaming of other shows

f'lilization of New Site

o Benefits:

■  Sites such as Myspace and Youtube boast

somewhere ai’ound 30 million registered users.

Both of tJiese sites are geared toward media and in

particular movies / television and music.

■  Promotional Events:

Talent appearances at major New York and Boston Events, as well as

the top ten markets including Texas and California

Create a continuous story in Time Square

o Have people add a line or two as they walk by and include later

on the website

Events at Uni\ ersal Studios in Orlando and Los Angeles

Stars of Real Life Fiction will appear on The Tonight Show, the Today

Show, and Late Night with Conan 0 'Brian
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■  Merchandise:

Soundtracks

Apparel: T-Shirts, Hats, Pullovers

Writing Related Merchandise

o  Journals

o  Pens and Pencils

Laptop decorations (removable stickers)o

o  Erasers

o  Postcards and stationary

Key chains with each tloor number from the apartment

Coffee Mugs

Stress Ball with Real Life Fiction logo on it - needed for any stressful

living environment

Magnets

Book or Chapter

o At the end of each season, the book Thomas writes during the

season will be published and available for viewers to buy.

Also, during the writing and as the season will progress, fans

will be able to purchase chapters at a time through the NBC

website. The book will contain a more in-depth story line than

the show will have time to delve into. The book will not

feature the primary characters from the television show but

rather be focused on the story Thomas Hargett is telling. The
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hook w ill izive fans a chance to remain connected to the show

tliiring the off -season. In other words, tlie season will end just

as the book is being released, allowing for viewers to read and

stay connected with the show until tlie next season. Also, it

(d'fers another forni of entertainment from a different

perspective

o Benefits:

■  Of all the people (a sample size of 25,398) who

have purchased books within the last 12 months and

who watch television on Sunday nights from 10 PM

to 11 PM. 21% are men age 18-49 and 34% of

women age 18-49.

o Word —Of Mouth Activities

■  Call Scheme: Viewers will be able to go to the Real Life Fiction website

and, after answering standard questions, have the character of their choice

call and remind a friend to watch the premiere of the show.

●  On Air

Cable Properties

■  Sunday Night Football - lead in to midseason replacement with

commercials and tie ins

■  Heroes - similar in its target demographic as seen by the rankings

listed earlier

o
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■  Stars ol Kail Life riction will host marathons on NBC's Bravo

and/or LISA for show such as The Real Housewives of Orange

Countv and Bum Notice - this will offer a tie in to the network and

a chance for s\ncrgy

■  C'ross advertising with USA, Sci-Fi, Bravo, CNBC, MSNBC, and

Telcinundo

●  Benefits:

o Advertising through a broad based group of

networks, all under the NBC label will allow for a

diverse audience. Also each network has some

connection to the show and thus the target audience.

o Radio

Premiere announcements

Have an up-coming artist, preferably from Universal Music, create

the theme song for the show - release a couple of days before the

premiere of the show

●  Benefits

Promotions on radio leads to reaching beyond the

initial target market and often lead to non-scripted

or public relation based advertising.

o
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Kxplanation NIeciia Sales Stratetzv

The media sales sii aiegy outlines the advertising platforms related to the

technology included in the business plan. For Real Life Fictiofu two of the main

techiudogical ad\ enising platforms are outlined in the sections regarding iOT and iTV,

discussed earlier. The remaining items discussed i'or Real Life Fiction, included changes

to the current practices as well as introduction of new and innovative principles.

Once the section regarding media sales strategy is outlined, a section concerning

attracting advertisers is written. The business plan as a whole is an introduction to

attracting advertisers based on all the elements that make up tlie show. However, for

Real Life L iction. this section of the business plan outlines how NBC will attract

past e.xperience and promotional offerings the

show will have. It also outlines, different advertising routs the company could take,

including sponsorship.

advertisers for Real Life Fiction based on
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Nlt^dia Sales Strutt*»

●  Currently

NBC' Streams five or six pre-roll ads per episode

●  Innovations for Viewing Episodes On-Line

"C lick to Continue”

■  Real Life Fiction w ill incoiporaie a click to continue option at

the end of each pre-roll; the pre-roll will remain static until the

' iewer clicks a “click to Continue” button.

o

o

●  Benefits:

o The option creates a more user-friendly viewing

environment as well as provides longer

exposure time for advertisers

o  Static Ad During Pause

Real Life Fiction will incorporate a static ad to be displayed

henever the viewer pauses the player. The video will

decrease to a smaller size and be displayed in the comer of the

screen. When the viewer clicks play again, it will increase to

W'

normal size once more.

●  Benefits:

o The option will provide longer exposure time

for advertisers and create another revenue

source for NBC online content
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Featured Product Sidebaro

■  Real Life Fiction will incorporate a sidebar with products

featured in and unique to the show. The sidebar will be

connected to the advanced features sidebar already enabled on

the NBC players and will refresh automatically at the pause for

e\ cry pre-roll.

●  Benefits:

The product sidebar will further connect viewers

to the show, offering them unique products

based in and around the show. It will also prove

and alternative revenue source for NBC's online

o

content.

o 40% of a group of men say if the option were

available they would utilize interactive online

options

39.13% of a group of women say if the option

were available they would utilize interactive

o

online options.

● Website Ads

o One Leaderboard Ad (728 x 90) will be included at the top of each site

connected to Real Life Fiction, as well as, several Medium Rectangle

Ads (30 X 250) - visible around the sides and bottom of the pages
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Attractinii VdNertistrs

Rfiil Liu L'iaion w ill iiiili/c existing NBC relationships as well as

working to establish new and unique possibilities.

●  I’pfront eek

Real Lite Fiction w ill use upfront week and present several differento

options to potential advening partners:

Sponsorship

●  Offer the opportunity of one company to sponsor the

first season of Real Life Fiction

●  Ideally everyday products would be targeted - tilings

for the home, work, or school - An example would be a

product such as Dell computers

Commercial spots on TV

Pre-roll spots on-line

Ads on Website

360 package

●  A package for advertisers which would include

television spots, pre-roll, and website ads. Additional

benefits include placement in featured products offered

through interactive television and on-line sidebar.

70



Explanation of Financial Aspects

I lie Piloi Program was very beneficial in creating the sections regarding pricing

tt)r ad\eriising. projected sales, and the costs and profits expected from a television pilot.

All the intormaiion regarding prices for advertising on tlie NBC website and/or on

air was gathered through speaking with Susan Malfa, the Vice President of Sales for

Integrated Media, at NBC Universal. Ms. Malfa outlined the common prices for both

sections ol advertising and then explained how the company received money for online

advertising.

Online advertising is priced according to CPM. CPM stands for Cost per

thousand, this means the cost outlined by NBC times 1,000 views, divided by the number

ot total audience reached. Next, the cost of advertising is broken down by the size of the

adveiiisement on the webpage. For NBC there are two options, both of which are

outlined in the pricing section of the Real Life Fiction business plan.

Once the pricing for advertising was outlined, a section regarding the projected

profits and losses relating to the television pilot and the first season as a whole were

presented. Again, the research I completed through the summer internship was very

beneficial in writing this section of the business plan. Over the summer I had the chance

to speak with the Director of Production Estimating for NBC Universal - West Coast,

Marus Luperini. Mr. Luperini informed my group that it was very difficult to get the

costs related to creating a pilot, and that the company could give out only a limited

amount of information. After explaining wanting to create a serial television show, he

gave us a breakdown of the general costs associated with creating a single-camera

television pilot, shot and produced in LA.
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1 hcsc asMimpiK^ns aiul ihc breakdown of how that affects the financial aspects of

the prc^jeci are described m a section regarding the important financial assumptions and

iniplicaiiims section of ihe Real Life Lietion business plan. In order to further understand

the tinancial assumptions related to the pilot production, I included a breakdown of the

management summary, in .Appendix 4.
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jVicinu StratiM. \z

^  - Air Ari\ cni'-iiiizo

o  l-acli 3(1 second spot will ho Si23,000

inline Ad\ertisim:

13
o  l.cadcrhoard Ad (72S \ 90 pixels): SIS CPM

Medium Rectangle (300 x 250 pixels); S20 CPM
o

15 second pre-roll video: S40 CPMo

o Online video sialic ads; S20 CPM

Sales Forec:i>;t

1 laditiiMuil Dieiial Ad Saleso

Aggregate re\ enue tVoin traditional digital ads for the year;o

S500.000

Ptaditional Television Sales Advertisementso

With a price of S125,000 per 30 second television spot, and

approximately 17 minutes of commercials per episode;

o

■  NBC can expect an aggregated revenue of

approximately: $4.25 M per episode

With 12 original episodes in the first season:

■  NBC can expect an aggregated revenue of

approximately: $55.25 M for the first season alone from

o

traditional advertisement sales

Traditional Digital and Television Ad Sales are based on estimates provided by the Ad

Sales^ Strategic Partnership Group of NBC
f PM cost per impression. It is the cost per 1.000 impressions
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Important C ost Kstimations / Assumptions:

o Cost cslimaics arc Ixi^cu on llic costs of a one hour, single camera show

riic show will be based in Lost Angeles at the Universal Studios Complex

o  1 he costs |^ro\ idcd are those associated with the production of the pilot and do

S)

not include all the costs past the initial production

Kstimates for Cost of Producing Pilot

Above the Line Costs

Producers. Story. Director. Cost. Associated Taxes, and
Fees to Unions

Producers $600,000

$550,000Cast

$100,000Other ATL

Total Above the Line Costs 1.250.000

Below the Line Costs

Office. Camera Crew and Equipment, Art Design, Set
Operations, Lighting, Construction, Set Dressing,

Wardrobe, Make-Up, Hair. Transportation. Locations,
Stases

 .w 

$500,000Location

$400,000Transport

Lighting
Set Ops

$200,000

$300,000
Other BTL $2,100,000

$3,500,000Total Below the Line Costs

■  Post Production Costs : $200,000

■  Miscellaneous (Insurance, Safety, Computers, Software): $50,000

14
See Appendix 4 for the management summary
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15»h
l^rojcctecl Profits and Loses

Total for Season 1

(12 episodes)

Rest of SeasonPilot

Re\enue

Tclc\ision Ad Rc\cnuc

Digital Ad Rc\ciuio
Total Revenue

Costs

552504250 5100

50046040

55750514604200

Production

Above the Line

Below the Line

Post - Production

Miscellaneous

Total FroJuctiof] Cost

Promotion

Traditional

Digital / Alternative
Total Promotion Cost

T^tal Costs^
Net Income

12600

18000

1250

3500

13850

21500

2400 2600200

600 65050

38600336005000

13001200100

70050 650

20001850150

5150 354^
16010

40600

15150-860

15
Numbers are in SLOOOs

16
Estimates found through a consultation with the Director of Production Estimating,

NBC
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Real Life I'iction Conclusion

Rail Lift I ii non w ill idc a new source of revenue for NBC by providing

quality enieiiainmeni that will appeal to the target demographic, as well as, by providing

a new source of marketing and advertising opportunities. The show will put NBC above

the rest for an inmn ati\ e approach and provide consumers with a more user-friendly

\ lew ing experience. The sliow w ill also incorporate synergy into its presentation,

allow ing other NBC holdings to grow along with Real Life Fiction. In short. Real Life

Fiction, offers NBC a chance to grow as a network in several different areas, taking into

consideration every aspect of operations for a television industry.
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rticsis ( oiulusion A Personal Reflection

I know the price ot' success dedication, hard work, and an unremitting

de\ oiion to ilie things you want to see happen.

-I-rank Llovd Wriuht

()\ er the past few months I have enjoyed working on my thesis, studying an

industry 1 lo\ e and hope to w ork w ithin, and developing an idea that I hold dear to my

heart \\ riting a business plan is no easy task, it requires understanding of the target

industry, the target market, distribution method, and how it will benefit the company,

rhere are few new ideas as far as the writing of one is concerned; however, there are also

few complete examples w ith explanations available, especially for the entertainment

industry It was my goal, through my thesis, to provide a complete plan, with a

description of each part, and with how and why 1 made the decisions I did. I wanted to

learn about an industry 1 loved and provide an example for anyone interested in writing a

business plan for a television pilot.

Beyond the plan I also wanted to understand the desires of the most sought after

target market in television. Before writing the thesis, I had no previous experience with

consumer behavior studies Learning how to write a survey in such a way as to yield

results that would answer my questions was quite an experience. Another learning

experience was analyzing the results from the surveys. Although SurveyMonkey is quite

helpful with such tasks, it is still daunting, especially when assigning weights to answers.

However, I feel that the end result enriched my project and helped me better understand

the target market
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miilcic marketing plan lor Retil Life Fiction, was interesting in that it

of tlte plan and apply it in a creative format.

^ ream a

me lof^k at the buMiioss aNpccl

^^ndei siaiulini: the lareci markci and where or how best to reaeh them, ereating a plan for

mgs ihe plan t oll cirele. It is probably one of the most enjoyable aspects of the

project, because it brings the plan to life and has an aspect of art to it, a personal passion

mine.

'-'^^niaet bn

Along the same lines, the development and research for the idea of interactive

inline tele\ isicMi and interacti\e television was very enjoyable. Because the technology

<^>r the manipulati(m of cuiTent technology to create both is still in its infancy, there was

little research on it. Howe\ er. understating how the idea can affect tlie television industry

und the viewing public u as titillating. I feel now more than ever, tliat in order for the

television industry to grow it w ill have to change its practices. Like print, television will

always exist; however, it is my feeling now, that in order for the industry to grow it must

take advantage of the changing technology and the changing consumer. I am sure these

next couple of years wall be very exciting for tlie industry and tlie advertisers who utilize

It. I look forward to seeing the changes, hopefully first hand.
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Appendix 1

Top 20 Ranked Shows According to Demographic Information



Apueiulix 1

Table 1 Top 20 ranked slious tor the 200(i-2007 period (Resized and changed

to hiehliiilii int'ormaiion)

RANK snow NAMH RTG SHR
17.5 27Amoiican klol Wctl FOX

26■> .Xmoi ican Klol Tuo 17.1FOX
3 13.2 201 )aiK ine u iih ihc Stars

j

12.4 194 Oanciiii: with the Stars RSLTS

5 C'Sl 11.8 18 - Drama(£)CBS
Circ\ 's .-\natom\ 11.8 18 - Drama6

7 C'Sl Miami 10.6 17 - Drama(£CBS
WWW:

FOX
NBC' NT'l. Suiulav N T K'ootballS 10.5 17

9 10.5 16 - DramaI louse

9.910 Desiierate Tlousew i\ es 15 - Drama

1 1 Survivor; Cook Island - FL 06 9.3 14<S>m
12 Deal or No Deal — Mon 9.2 14

13 Two and a Half Men <S>CBS 8.9 13 - Comedy
8.914 Without a Traee 15 - Drama®CBS

15 CSl. NY 8.8 15 - Drama®GBS
16 NCIS 8.8 14 - Drama®CBS

8.817 Lost 14 - Drama

18 Criminal Minds 8.7 13 - Drama®CBS
19 Survivor; Fiji-SG07 8.7 14®CBS
20 Heroes 8.5 12 - Drama



I al)k> 2. Top 20 rankctl sho\\s amomi vicnvers a»e lS-49 (Resized and changed to

hiiihlielu inrormation)

RANK snow NAME RTG SHR
Amci ican kiol \\ Otl 12.3 30.FOX

") 12.0 31.Xmoiican klol I'uo FOX
3 (IrcN's .XiuiU'im 7.1 18 - Drama

7.0 18 - Drama1 knisc FOX
1 IcrocN 15 - Drama

t 7WNBC’ Ni l, SuikIun Ni 1-ootkall 6.46 16

7 Lost 6.4 16 - Drama

5.98 ('SI 15 - Drama
®GBS

Dcsi'icralc 1 louscw i\ cs 5.7 14 - Drama9

1510 Dancing \\ illi ihc Stars 5.6

1  1 Snr\ iwir: C'ckA Island - FL06 15CBS[O]
12 Sur\ i\air; l-iji - SG07 5.1 14

®CBS
13 24 5.1 12 - DramaFOX
14 CSl: Miami 4.9 13 - Drama

®CBS
I 5 Dancing with the Stars Rslts 134.9ob<3

16 OT-FOX 4/9 14FOX
13-Drama17 ER 4.7 ■; av

18 Rules of Engagement 4.5 10-Comedy®CBS
4.419 Singing Bee 12a

20 October Roads 4.4 12 - Drama



1 al)U‘ 3. Top 20 ranked shoNNs amonu Men a»»e 18-49'(Resized and changed to

hiiihliuhi informaiion)

SHRsnow NAMI-: RTGRANK
24.\incrican klol \VcdMcst.la\ Night 9.01 FOX
"Vi-NIU‘ Nl‘LSuiula\ NT 3 > it y h1

3 .Xinciuan klol l ucsda\ Niizht 8.7 25FOX
4 ( ) 1 -1 V'\ 6.8 19FOX

6..>5 I Ici vK's 15

5.86 1 loUsC 16FOX
MU' Nl-LSuiulav NT Pre-Kick

' Vi .

7

5.6 158 kosl

9 24 5.6 14FOX
10 C'Sl 5.0 14

oCBS
1 1 k'amil\ Gu\ 4.9 12FOX
12 Family Gu\ Sunday 9:.U1 PM 4.8 11FOX
13 Simpscins 4.8 13FOX

Football NT in America 3 4.6 1014

vSuryiyor: Cook lsland.s-FL06 4.6 1215
®CBS

16 American Dad 124.4FOX
17 Grey's Anatomy 4.3 11

18 12Simpsons - 2 4.3FOX
19 CSl Miami 4.2 9

®CBS
20 Survivor; Fiji - SGO 4.1 9

®GBS



Table' 4 Top 20 rankod sIionn s amon» Women a»e 18-49 (Resized and ehanged to

hieliliiilu information)
     - ■     V - ■

SHRRTGSHOW NAMERANK
3515.6\mci ioan Idol \\ odncsda\ Niehl1 FOX
3615.3\moncan Idol ruc''ela\ Nielu1

FOX
2510.93 ( IIo\ 's Analoim

218.81 loilso4 FOX
198.41 )ospcralo 1 loiiscw i\ os5

208.0Danciim with the Stars6 M
177.37 1 ,ost

167.1H C'Sl
®CBS

176.9Dancine \\ ith the .Star Results9

1410 1 lerocs 6.6-

-73
1 1 ER 6.5 16

12 Sur\ i\ or: Cook Island FL06 6.5 16
®CBS

3 October Road 6.5 17

14 CSl Miami 6.1 15
®CBS

15 Survivor; Fiji - SG07 6.0 15
®GBS

16 Extreme Makeover; HM-8P 5.7 14

17 Bachelor 5.6 13

18 Brother's & Sisters - Sun lOP 5.5 14

19 So You Think You Can Dance 3- Wed 5.4 16FOX
20 So You Think You Can Dance 3 - Thu 5.2 15FOX
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Appendix 3

Management Summary*

Above the Line
I

Exec ProducerI
I

Line Producer/UPMnters Co- Exec P»>ociuc>?-rs.'Ditectors Casting7

t I
i 1

Ctew (See Belcfw)
T

2nd ̂ 0

Production Acct Co-Producer

Production
Coordinator(See Beiow)

Below the Line
&ac Producer

Lllf Pir.cllCSI liPU

I IIII T
Catererv:3Kliot»'s Set DreaserPtictography ElectricLocation Mgr T rar^sportation «>rip

Co-ProducerProduction Acct

Production
Coordinator■1'' Assi sta ntrp ayioU

2<^ Asriatant

Location Acct

CI e rk

I The charts are taken from the NBC Universal Television Production Overview, June
2007
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SIMMONS Demographic Analysis



I  SIMMONS Table 1

I  Appendix 4

Magazines
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004

Total Sample

DEMOGRAPfflCS (PERSONAL

INFORMATION): AGE: 18-49

14,980

elements

Total Sample Sample 25,398

(000)
Vertical

109,517 61,602

100% 100%

■lorizontal 100% 56%
100Index 100

Base 100% 56%
MAGAZINES: MAGAZINES -
AVERAGE ISSUE AUDIENCE:
PEOPLE WEEKLY Sample 4,3607,755

(000)
Vertical

15,518 8,781
14%14%

Horizontal 100% 57%
Index 100 101
Base 14% 8.02%

MAGAZINES: MAGAZINES -
AVERAGE ISSUE AUDIENCE: TIME Sample 6,130 3,230

(000) 5,62211,275
Vertical 10% 9.13%
Horizontal 100% 50%
Index 100 89
Base 10% 5.13%

MAGAZINES: MAGAZINES -
AVERAGE ISSUE AUDIENCE: TV
GUIDE Sample 3,255 1,771

(000)
Vertical

10,592 5,143
9.67% 8.35%

Horizontal 100% 49%
Index 100 86
Base 9.67% 4.70%

PUBLICATION TYPES:
PUBLICATION TYPES - NET
READERS: COMPUTERS Sample 8501,413

(000) 2,968 1,851
Vertical 2.71% 3.00%
Horizontal 100% 62%
Index 100 111
Base 2.71% 1.69%

Page 1



SIMMONS Table 1

Appendix 4

Magazines
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004

Total Sample

DEMOGRAPHICS (PERSONAL
INFORMATION): AGE: 18-49elements

PUBLICATION TYPES:

PUBLICATION TYPES - NET

READERS: WOMEN’S FASHION,

BEAUTY, & GROOMING Sample

(000)
Vertical

3,972 2,764
8,659 6,380
7.91% 10%

Horizontal 100% 74%
Index 100 131
Base 7.91% 5.83%

PUBLICATION TYPES:

PUBLICATION TYPES - NET

READERS: NEWS Sample 9,761 5,183

(000) 26,043 13,602
Vertical 24% 22%

Horizontal 100% 52%
Index 100 93
Base 24% 12%

PUBLICATION TYPES:

PUBLICATION TYPES - NET

READERS: SCIENCE/TECHNOLOGY Sample
(000)

2,200 1,165
2,3414,440

Vertical 4.05% 3.80%
Horizontal 100% 53%

94Index 100
2.14%4.05%Base

Page 2
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SIMMONS Table 2
'Appendix 4

Voting
NCS Fall 2003 ADULTS FULL

YEAR (JAN03-SEPT03)
Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL
INFORMATION):
AGE: 18-49elements

Total Sample Sample 25,398 14,980
(000) 109,517 61,602
Vertical 100%100%
Horizontal 56%100%
Index 100 100

100% 56%Base
REGISTERED TO VOTE:
REGISTERED TO VOTE -ARE
YOU REGISTERED?: YES Sample 16,668 8,286

(000) 78,072 39,798
Vertical 71% 65%
Horizontal 100% 51%
Index 91100
Base 71% 36%

REGISTERED TO VOTE:
REGISTERED TO VOTE -ARE
YOU REGISTERED?: NO Sample 7,255 5,774

(000)
Vertical

23,386 17,377
21% 28%

Horizontal 100% 74%
Index 100 132
Base 21% 16%

REGISTERED TO VOTE:
REGISTERED TO VOTE -ARE
YOU REGISTERED?: DON'T
KNOW/NO ANSWER Sample 1,475 920

(000) 8,059 4,426
Vertical 7.36% 7.19%
Horizontal 100% 55%
Index 100 98
Base 7.36% 4.04%

1



I ^IMMONS Table 3
I Appendix 4

Leisure Time
NCS Fall 2003 ADULTS FULL

YEAR (JAN03-SEPT03)
Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL
INFORMATION):
AGE: 18-49elements

Total Sample Sample 25,398 14,980
(000) 109,517 61,602
Vertical 100% 100%
Horizontal 100% 56%
ndex 100 100
Base 100% 56%

LEISURE ACTIVITIES/HOBBIES:
LEISURE ACTIVITIES/HOBBIES-
IlAST 12 MOS: COOKING FOR
FUN Sample

:
5,0998,236

ooo) 23,51237,379
Vertical 34% 38%
Horizontal 100% 63%
ndex 112100
Base 34% 21%

LEISURE ACTIVITIES/HOBBIES:
LEISURE ACTIVITIES/HOBBIES-
LAST 12 MOS: DINING OUT
KNOT FAST FOOD) Sample

(000)
Vertical

14,526 8,239
65,168 37,356
60% 61%

Horizontal 100% 57%
Index 100 102
Base 60% 34%

LEISURE ACTIVITIES/HOBBIES:
LEISURE ACTIVITIES/HOBBIES-
IlAST 12 MOS: GOING TO
BARS/NIGHTCLUBS/DANCING Sample 4,1285,252

(000) 25,341 19,943
Vertical 23% 32%
Horizontal 100% 79%
Index 14^100
Base 23% 18%

1 Table 3



SIMMONS Table 3

Appendix 4

Leisure Time
NCS Fall 2003 ADULTS FULL

YEAR (JAN03-SEPT03)
Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL
INFORMATION):
AGE: 18-49elements

LEISURE ACTIVITIES/HOBBIES:
LEISURE ACTIVITIES/HOBBIES-
LAST 12 MOS: READING BOOKS Sample 13,393 7,461

(000)
Vertical

33,35460,131
54%55%

Horizontal 55%100%
Index 100 99

30%Base 55%

LEISURE ACTIVITIES/HOBBIES:
LEISURE ACTIVITIES/HOBBIES-
LAST 12 MOS: VIDEO GAMES Sample

(000)
5,144 4,157

24,345 19,954
Vertical 22% 32%
Horizontal 100% 82%
Index 146100

LEISURE ACTIVITIES/HOBBIES:
LEISURE ACTIVITIES/HOBBIES-
LAST 12 MOS: LISTENING TO
MUSIC Sample 17,354 10,694

(000)
Vertical

76,549 46,448
75%70%

Horizontal 100% 61%
Index 100 108
Base 70% 42%

2 Table 3



SIMMONS Table 4

Appendix 4

Universal Remote Control

NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004

Total Sample

DEMOGRAPHICS

(PERSONAL
INFORMATION):
AGE: 18-49elements

Total Sample 14,980Sample
000)
Vertical

25,398
61,602109,517

100% 100%
Horizontal 56%100%
Index 100100
Base 100% 56%

UNIVERSAL REMOTE CONTROL

(H): HH OWN UNIVERSAL REMOTE
CONTROL?: YES Sample

(000)
14,492 8,513
58,687 33,574

55%Vertical 54%
57%Horizontal 100%

Index 102100
Base 31%54%

UNIVERSAL REMOTE CONTROL

(H): HH OWN UNIVERSAL REMOTE
CONTROL?: NO Sample

(000)
Vertical

9,470 5,683
44,493 25,309

41%41%
Horizontal 100% 57%
Index 101100
Base 23%41%

UNIVERSAL REMOTE CONTROL

(H): HH OWN UNIVERSAL REMOTE
CONTROL?: DONT KNOW/NO
ANSWER Sample

(000)
Vertical

1,436 784

2,7186,337
4.41%5.79%

Horizonta 43%100%
Index 100 76
Base 5.79% 2.48%

1 Table 4



®'*'^Mons Table 5

*Pt>endix 4

Physical Fitness
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL

INFORMATION):
AGE: 18-49elements

Total Sample Sample 25,398 14,980

:ooo) 109,517 61,602
100%Vertical 100%
56%Horizontal 100%
100ndex 100

Base 100% 56%

PHYSICAL FITNESS PROGRAMS:
PHYSICAL FITNESS PROGRAM -
TIMES A WEEK: FIVE OR MORE 1,456Sample 2,658

:ooo) 6,04311,179
9.81%Vertical 10%

100% 54%Horizontal
Index 100 96

10% 5.52%Base

PHYSICAL FITNESS PROGRAMS:
PHYSICAL FITNESS PROGRAM -
iTIMES A WEEK: THREE - FOUR Sample 6,229 3,950

(000)
Vertical

16,12825,496
26%23%
63%Horizontal 100%
112Index 100

Base 23% 15%

PHYSICAL FITNESS PROGRAMS:
PHYSICAL FITNESS PROGRAM -
TIMES A WEEK: TWO Sample

(000)
1,9262,864
7,02110,845
11%Vertical 9.90%

Horizontal 100% 65%
Index 115100

9.90% 6.41%Base

PHYSICAL FITNESS PROGRAMS:
PHYSICAL FITNESS PROGRAM -
iTlMES AWEEK: ONE Sample 1,389 987

(000) 4,1125,626
Vertical 6.68%5.14%
Horizontal 73%100%
Index 100 130

3.75%Base 5.14%

1 Table 5



^I^MMONS Table 5
^Pendix 4

Physical Fitness
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL

INFORMATION):
AGE: 18-49elements

PHYSICAL FITNESS PROGRAMS:
PHYSICAL FITNESS PROGRAM -
TIMES A WEEK: NONE Sample 156219

(000) 510724
Vertical 0.66% 0.83%
Horizontal 70%100%
Index 125100
Base 0.66% 0.47%

2 Table 5



SIMMONS Table 6

Appendix 4

Newspapers
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL

INFORMATION):
AGE: 18-49elements

Total Sample 14,980Sample
(000)
Vertical

25,398

61,602109,517
100% 100%

Horizontal 100% 56%
100100ndex
56%Base 100%

DAILY NEWSPAPERS: DAILY

NEWSPAPERS - AVG ISSUE
AUDIENCE: NEW YORK TIMES Sample 6551,093

000) 1,3012,221
2.11%Vertical 2.03%

Horizontal 100% 59%
104ndex 100

1.19%Base 2.03%
DAILY NEWSPAPERS; DAILY
NEWSPAPERS - AVG ISSUE
AUDIENCE; BOSTON GLOBE Sample

(000)

343 219
249468

0.43% 0.40%Vertical
53%Horizontal 100%

Index 100 94
Base 0.43% 0.23%

DAILY NEWSPAPERS: DAILY
NEWSPAPERS - AVG ISSUE
AUDIENCE: CHICAGO TRIBUNE Sample 820 519

(000)
Vertical

1,016 481
0.93% 0.78%

47%Horizonta 100%
84Index 100

0.44%Base 0.93%
DAILY NEWSPAPERS; DAILY
NEWSPAPERS - AVG ISSUE
AUDIENCE: ATLANTA JOURNAL-
CONSTITUTION Sample

(000)
Vertical

207363
253535

0.41%0.49%
Horizonta 47%100%

84Index 100
Base 0.49% 0.23%

1 Table 6



! SIMMONS Tables

I Appendix 4

Newspapersi
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL

INFORMATION):
AGE: 18-49elements

DAILY NEWSPAPERS: DAILY
NEWSPAPERS - AVG ISSUE
AUDIENCE: LOS ANGELES TIMES Sample

I (000)

613906
7671,470

1.34% 1.24%Vertical
52%Horizontal 100%
93Index 100

Base 1.34% 0.70%
DAILY NEWSPAPERS: DAILY
NEWSPAPERS - READ: DAILY

NEWSPAPERS - READ ANY (NET) 9,288Sample
(000)
Vertical

17,132
55,018 26,578

43%50%
48%Horizontal 100%
86Index 100

24%Base 50%

2 Table 6



Simmons Table 7
Appendix 4

Internet
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)
Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL
INFORMATION):
AGE: 18-49elements

Total Sample 14,980Sample 25,398
61,602:ooo) 109,517
100%Vertical 100%
56%Horizontal 100%
100ndex 100

100% 56%Base
INTERNET USAGE AT

HOME(EXCLUDING E-MAIL):
INTERNET USAGE-USED/HOME
LAST 7 DAYS?: YES Sample 7,16810,801

32,751(000) 46,679
Vertical 53%43%

70%Horizontal 100%
100 125Index
43% 30%Base

INTERNET USAGE AT

HOME(EXCLUDING E-MAIL):
INTERNET USAGE-USED/HOME
IlAST 7 DAYS?: NO 5,564Sample 9,869

(000)
Vertical

21,41342,682
35%39%
50%Horizontal 100%

Index 100 89
39% 20%Base

INTERNET USAGE AT

HOME(EXCLUDING E-MAIL):
INTERNET USAGE-USED/HOME
LAST 7 DAYS?: DON’T KNOW/NO
ANSWER 2,248Sample

(000)
4,728

7,43820,156
Vertical 18% 12%

37%Horizontal 100%
66Index 100

18% 6.79%Base

1 Table 7



fr-.'

flMMONS Table 8

^ppendix 4

Online Activities
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)
Copyright SMRB 2004
Total Sample

DEMOGRAPHICS

(PERSONAL
INFORMATION):
AGE: 18-49elements

Total Sample Sample 14,98025,398
(000) 109,517 61,602
Vertical 100% 100%

56%Horizontal 100%
100Index 100
56%Base 100%

ONLINE ACTIVITIES: ONLINE
ACTIVITIES - USED LST 30 DAYS:
E-MAIL 7,456Sample 11,593

(000)
Vertical

50,422 34,555
56%46%

Horizontal 100% 69%
122Index 100

46% 32%Base

ONLINE ACTIVITIES: ONLINE
ACTIVITIES - USED LST 30 DAYS:
DOWNLOAD MUSIC FILES Sample

(000)
2,326 2,024
9,930 8,808

Vertical 9.07% 14%
89%Horizontal 100%
158Index 100

Base 9.07% 8.04%

ONLINE ACTIVITIES: ONLINE
ACTIVITIES - USED LST 30 DAYS:
BULLETIN/MESSAGE BOARDS 1,384Sample 1,828

(000)
Vertical

5,3386,954
8.66%6.35%

Horizontal 77%100%
136Index 100

4.87%Base 6.35%
ONLINE ACTIVITIES: ONLINE
ACTIVITIES - USED LST 30 DAYS:
PLAY ONLINE GAMES Sample 2,947 2,086

(000)
Vertical

13,710 10,245
13% 17%

Horizontal 100% 75%
Index 133100

9.35%Base 13%

1 Table 8



iSIMMONS Table 8

j Appendix 4

Online Activities
NCS Fall 2003 ADULTS FULL YEAR

(JAN03-SEPT03)

Copyright SMRB 2004
'otal Sample

DEMOGRAPHICS

(PERSONAL

INFORMATION):
AGE: 18-49elements

ONLINE ACTIVITIES: ONLINE

ACTIVITIES - USED LST 30 DAYS:
READ MAGAZINES/NEWSPAPERS 2,092Sample 3,101

(000)
Vertical

9,74813,773
16%13%

100% 71%Horizontal
126Index 100

8.90%Base 13%
ONLINE ACTIVITIES: ONLINE
ACTIVITIES - USED LST 30 DAYS:
RESEARCH/EDUCATION Sample 4,364 3,005

(000) 13,80518,888
Vertical 17% 22%
Horizontal 73%100%

130Index 100
13%Base 17%

ONLINE ACTIVITIES: ONLINE
ACTIVITIES - USED LST 30 DAYS:
WATCHING STREAMING VIDEO Sample 783957

(000)
Vertical

3,1803,832
5.16%|3.50%
83%Horizontal 100%

Index 100 148
2.90%Base 3.50%

2 Table 8
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