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Abstract

Television has served as the most influential medium in the 20" century. Its
popularity soared as programming developed on broadcast TV in the 1950s. Like
television, the Internet was developed slowly in stages, over a number of years. Today,
both mediums are widely used. However, more people are starting to read, view and
download television news and entertainment content on the Internet. In order for the
major networks and local TV stations to transition in the media broadcasting industry,
station websites have become a requirement, so viewers may have the alternative to
watch television on the Internet. This transition has resulted in many changes for the
network’s and local TV station’s news, entertainment and advertising practices. In this
thesis, the author will research, analyze, identify, compare and discuss the changes
networks and local TV stations have undergone due to the influences from the Internet.
A short history of television and the Internet will be provided, to include the adoption of
interactive television websites on the Internet. The researchers’ areas of primary
concentration will consist of news and entertainment content and video streaming, along
with advertising. The purpose of the research is to explore the current TV and Internet

convergence on a national and local level.
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Introduction

For as long as many can remember, a television set was a part of the American
home. Nowadays, a personal computer can be added to the standard electronic device in
the American home. As a result, we are currently experiencing a convergence between
the two.

In prior years, most Americans spent a majority of their spare time watching
television to obtain their news and entertainment. Studies show a large percentage of
Americans are using the personal computer more than the television set to get their news
and entertainment (Sass). The Internet has played a huge role in why Americans are
choosing their personal computers over their television sets. Personal computers allow
online users so many more features not available to a viewer on a television sct. A few
examples include: in-depth coverage of news and entertainment, the option to discuss
national and local topics of importance through forums and free on-demand TV show
downloads 24/7.

As a result, the recent demand has forced television stations to go online. This
transition has been slow and is still currently under way. Interactive television viewing
websites initially started with the major networks and now local stations arc following.
These websites were immediately identified to provide an enormous opportunity for
advertising revenue, allowing more on-demand features with programming, in-depth
story coverage and time flexibility for the online viewer.

The merging attempts for the two mediums have undergone much scrutiny both at
the network and local TV station level. The future of television at this point is unknown

to most and everyone is trying to figure out if the two mediums will complement one
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another or if one will replace the other in order to stay competitive in the media

broadcasting industry.
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Purpose
The purpose of this paper is to research, analyze, identify, compare and discuss the
changes the TV networks and local stations have implemented due to the influences from

the Internet.

Researchable Question

In what ways has the introduction of the Internet changed the way TV networks and
local stations broadcast news and entertainment and what do the local television station

employees predict for the future of television on the Internet?
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Conceptual Framework

The overall focus is on the changes TV networks and local stations have
undergone as a result of the Internet.

“The Internet, the computer and related technologies have transformed our daily
lives, have changed the way we communicate, do business, gather information, shop and
entertain ourselves. Even technology once considered very ‘modern’ — photography,
the telephone, movies, television — has been altered or replaced by faster and more
dynamic media that allow more manipulation and control by the individual” (Greenberg).

Today “more than 100 million Americans get most of their news from websites”
(News Brief). Television and newspapers continue to lead, but online news is following
strong right behind the two long-standing news sources.

This researcher hopes to discover how national television networks and local
television stations are confronting the Internet. Some view the Internet as a user friendly
and very diverse medium (Poster). For this reason, the writer will explore the areas of in-
depth news and entertainment content, video streaming and advertising on network and
local television websites. According to communications and technology guru Marshall
McLuhan, “the content of any new medium is frequently the old medium that it
replaces.” This author will determine if the Internet is expected to replace television or
serve as another platform to distribute content both at a national and local level.

The writer will also research the small-town view on a global phenomenon, the

Internet, most local TV stations do not seem to grasp just yet.
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Literature Review

In the early part of 2000, the Internet had “a thousand voices bloom” and
“allowed almost anyone to become a publisher” (Ledbetter, 46). During this time, a
variety of mediums were establishing websites to help bring wider audiences through
access to external links, timeliness and an edit-to-publish cycle that only took minutes
(Ledbetter, 47). These website strengths sounded great for television networks and
stations.

Richard Tedesco researched the co-mingling between the two media and found
success occurred through a trial-and-error formula in the early days (58). His article
points out how “developing content for both television and the Internet,” along with the
“process of figuring out what works for each respective audience — and may attract
both” was not an easy task (58). It seems the significant differences between the two
mediums were first recognized during this time. Despite the obstacles in sight, many
believed “the Web was the future of TV” (Tedesco, 58).

As aresult, “all the networks felt they should play the same role of being a
network, a mass-market, general-purpose collection of services, and none of them were
succeeding” (Kerschbaumer, 54). A majority of networks tried to give online users an
interactive compelling experience and most took a minority stake in a number of Internet
companies (55). The “one thing all of the networks had in common was putting their
websites to good use as marketing tools for their on-air content” (56). Since then,
networks have tried to imitate the “focus on the user” as Yahoo has done successfully

(Kerschbaumer, 58).
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In 2001, the Internet was “deepening its grip on society” (Schroeder, 22).
Schroeder states, “with unimaginable speed, more people are using, buying online and
having their lives changed by the Internet. The fact is the Internet has so dramatically
changed the way we live and work...that is virtually inescapable and unquestionably here
to stay” (22). During this time, Americans expected quality online content to be free as
they do with TV networks news, which is supported by advertising. By the middle of the
year, “the Internet reached more than 57 percent of U.S. households, and showed a
deeper penetration at work” (Schroeder, 22). Experts predicted, “ad buying on the Web to
grow by as much as 500 percent in the next three to five years” (Schroeder, 22).

Over the next few years “the media universe showed fragmenting into a million
pieces as consumers revel in the empowerment of cable TV, the Internet and mobile
media” (Wigley, 13). In 2006, Glen Dickson reports watching TV over the Internet
brought about new services, such as Internet Protocol TV (IPTV) and TiVoCast, allowing
programming on TV sets via the Internet (22). They “both use the public Internet to
deliver video and both use a proprietary set-top box that connects to a TV set to display
it” (Dickson, 22). IPTV struggled to deliver on its promise (Murphy, 15). A few of the
reasons it failed included: high subscription fees, quality of content, convergence and the

ability to consume content through mobile or PC platforms (Murphy, 15).
By September 2006, Abbey Klaassen quotes, “the long-promised convergence
of the Web and TV might actually be upon us — this time for real” (3). She explains how

gaming consoles such as Xbox 360 and Sony’s PlayStation are connected to both the
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Internet and the TV, giving the most potential to make the convergence happen (25).
Klaassen states, “the two biggest barriers to connected-entertainment devices are content
availability and user experience” (36). She notes TV networks are offering more of their
content online and streaming their shows (41). Her report states, “the bulk of the content
is still locked up in the walled garden that is cable or satellite TV services...hardware and
software companies are creating media-center PCs and set-top boxes that connect the
computer to the TV” (65).

In October 2006, Google bought YouTube for $1.6 billion (Atkinson, 1). From
that moment on, Google has been considered the newest TV powerhouse online.
Atkinson reports on Albert Cheng, an ABC Television Group exec, who did not feel the
deal was much of a game changer due to the networks’ own moves to online streaming
(20). Cheng also stated, “that whoever controls the sales relationships with advertisers is
best positioned for the future” (Atkinson, 30). His final comment stated, “so long as
Google isn’t a content producer, it isn’t a competitor” (Atkinson, 40). Google Chief
Executive Officer Eric Schmidt responded to media companies immediately after the
purchase. He assured, “Google does not want to get into content creation” (Atkinson, 45).

Throughout the fall, “new, cost-effective broadband channels began to chase a
single-minded audience” (Becker, 20). According to Becker, servicing audiences that are
too small to be profitable through traditional TV is exactly what the Internet is good for
(20). She points out maintaining user intimacy and the site’s viability is crucial for

success (20). Reports show “networks have made tremendous progress” (Becker, 10).
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In another article, Becker explores several network strides. She talks about upgraded
players for highest-quality video and a theatrical experience along with minimized clicks
to full episodes (10). Networks also decided to begin “use of focus-group research and
usability testing to find out what consumers want” (Becker, 10). ABC was the first of the
broadcasting networks to introduce Video Player; NBC followed shortly and FOX
created a completely different “On Demand” Player (Becker, 10). Becker feels, “the
casual TV viewer will not drop the remote and reach for a mouse just yet” (10).

In November 2006, “Nielsen launches National TV/Web fusion databasc”
(Consoli, 6). This information merges television and Internet viewer/user panels into one
single dataset, allowing programmers and advertisers to maximize the relationship
between TV and Internet use (6-7). The database can provide extensive demographics
and segment various regions in the country, too. “The sample fused data report produced
off of April 2006 data shows that 40 percent of the U.S. population is more television-
centric, while 24 percent is more Internet-centric, and 15 percent use both the TV and the
Web heavily in equal portions” (Consoli, 8).

Earlier this year at the annual Consumer Electronics Show in Las Vegas, Web-to-
TV convergence products were a big hit (Dickson, 64). “The explosion of video content
on the Internet in 2006 has given rise to a bumper crop of TV/PC devices” (Johnston, 30).
As a result, it is reported, “2007 will be the year when TV and PC finally start to settle
their differences and make nice” (Johnston, 30). The struggle for the moment seems to be

how these devices deal with bandwidth.
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A device that has really hit the masses is the mobile. In March 2007, Verizon
Wireless launched eight channels of programming that could be received by the new
Samsung phone in 20 markets (Dickson, 14). The content is provided by CBS, Comedy
Central, ESPN, Fox, MTV, Nickelodeon and NBC (Dickson, 14). The users raved about
the news content appeal to the service. Dickson quotes, “for the first time, we have a 24/7
connection with consumers and a way to serve ads to them” (14). Shortly after, other
mobile-TV offerings followed such as Sprint and CBS.

Local TV stations may in fact have an edge in the mobile space. The content
local stations specialize in (news, weather, traffic and other community information) is
better-suited to digest in segments and on a small screen (Bachman, 16). She reports
mobile TV is in its infancy, coming at a time when stations have just begun to turn the
corner on making their websites bona fide money-makers (16). The content is delivered
as text or static picture via Wireless Access Protocol, a sort of mini-website or texting via
Short Message Service and stations have begun to integrate video, too (Bachman, 16)

Networks are currently going through much experimentation. For example, NBC
incorporated social-networking features such as: registrations, preferences, playlists and
the ability to create public profiles with shared videos and photos on the website in the
spring (Johnston, 16). Johnson also reports NBC Universal and News Corp. created a
website this summer that hosts television shows and movies from both companies (16).

NBC also began to offer the ability to stream full-length episodes of “Late Night Conan
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O’Brien,” making it the first of the late-night talkers to offer complete episodes on the
Web (Levith, 24). In Sacramento, KXTV transitioned a *“former news anchor into a Web-
only anchor who moderates live chats with viewers, explains how the newsroom makes
decisions, anchors breaking news and pursues stories of interest to the Web audicence”
(Potter, 54). Another station, KARE-TV in Minneapolis, is trying another approach. The
station is trying a half-hour daily news “hybrid simulcast” on TV and online at 4 p.m.
discussing news and inviting users to participate via webcam (Potter, 54). According to
reports, CNN.com does better than the TV broadcast (Hampp, 3). Hampp reports,
“almost everybody across pretty much every economic and age demographic lcarns of
breaking news online, increasingly on mobile” (15). He points to “coverage of Sept. 11 as
most representative of the shift” (21).

Networks are “becoming necessarily bolder in integrating Web 2.0 technology,
the next generation of Web applications that includes social networks, blogs and wikis
(Hemingway, 22). Plus, advertisers are leaning towards the Web due to direct measures
on how well their ads are working, unlike broadcasting TV (Andariese, 26). The Internet
is “a brave new world for marketers,” presenting an opportunity to have a different
marketing mix for every consumer (Hartley, 14). Hartley reports everyone sees the
Internet as an experiment (14). “Marketing in the future will not be about the masses but
about understanding micro-segments of customers and using tools that enable marketing

to get more granular and take campaigns to a one-to-one level” (Gundersen, 24).
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As a result of all of these changes, “measuring the Web got more complex”
(Klaassen, 3). Klaassen reports total minutes are the newest metric Nielsen/Net Ratings’
will report as a way to rank websites’ audiences (9). The report will measure total
audience, time spent and frequency of use and page vicws (Klaassen, 21). ComScore, its
chief competitor, will report the same metrics (Klaassen, 30). “Plus, unlike TV, where a
single measurement is used both for planning purposes and as a currency, the Web relies
on panel-based audience measurement, such as Nielsen/Net Ratings and ComScore, to
plan and third-party ad-servicing data to measure the currency-impressions served”
(Klassen, 33).

In another article, Klaassen explains why the Web video is the new 30-second
spot (1-23). She quotes, “the website is replacing the 30 as the central expression of a
brand” and “in most cases, rich-video sites can be made for half the cost of a 30-second
spot” (3). Klaassen points out plenty of critics say the Web will never be a replacement
for TV’s reach and ability to create interest, but there is no denying the depth of
experience a website allows (20).

Steinberg reports TV measurement has come up short this year (8). “The ability of
TV ratings king Nielsen Media Research to measure people as they scamper across a
range of media venues will not be fully realized until 2011” (Steinberg, 8). Reports show
“129 million households who access the Internet via broadband, an estimated 81 million

are accessing television shows and movies via this connection” (Christopher, 15).
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Women in the United States in the 45-54 age bracket spend the most time with media,
followed by adult males (Christopher, 15).

On Sept. 1, 2007, “the Archos 605 player made a big advance in the still-troubled
world of Internet TV” (Edwards, 6). The video player surfs the Web, downloads content
and docks with a TV. It also includes a built-in Web browser with Adobe Flash Player
support, which improves the search for Web content ( Edwards, 6). “To make the
experience more TiVo-like they included a programming guide that is free for the first
year” (Edwards, 6). Edwards notes setting up the Archos 605 was not hard, but not as
user-friendly as it should be (6). He also points out the downfall of downloading large
files with a Wi-Fi to be long (6). Overall, “despite the occasional hassle, this device

offers one of the best experiences available in the still-troubled arena of Internet TV”

(Edwards, 6).
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Methodology

The purpose of this thesis is to explore television and the influences from the
Internet in order to obtain a better understanding on the future of television. An overview
on the history, recent convergence, comparison and contrast along with future outlook on
both mediums will be presented. This writer will rescarch, analyze, observe, identify,
compare and discuss the changes resulting from the recent television and Internet
convergence at the TV network and local level. The creation, advertising and exccution
of interactive local television-viewing websites will be researched and discussed in great
depth. The areas of primary concentration include: in-depth news and entertainment
content; on-demand video stream programming; the emerging advertising potential
online vs. television.

The research to be conducted will include the use of knowledge claims, strategies
of inquiry and detailed procedures of data collection, analysis and writing (Creswell, 3).

From the knowledge claims this author will only incorporate post positivism and
constructivism and exclude advocacy and pragmatism. Under the determination section
of the post positivism position, the writer will examine causes (Internet explosion/online
video streaming) that influence outcomes (TV station websites/changes in television
viewing and advertising practices). Understanding is the segment of constructivism this
researcher will investigate. For that, this writer will seek to better understand the world in
which we live in, regarding television and Internet usage among various demographics.

As for the strategies of inquiry, the research to be conducted will be done under a

mixed methods approach. Some observation and interviews (qualitative data) will be
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combined with a survey (quantitative data). Such combined research will provide a more
comprehensive analysis of the changes the Internet has forced on TV networks and local
stations.

First, the writer will research and observe each TV network and affiliated local
TV station/s website (to compare and contrast). The concentration will primarily be on
the NBC, FOX/MY NETWORK, CBS, ABC and Univision affiliates. During a one week
period the researcher will watch various programming during the day, evening and night
hours to identify how often any reference to the national network or local station’s
website are mentioned, shown or advertised. Last, the writer will contact the six local TV
stations in an attempt to interview anyone tied into the station’s website. The areas may
include: research, advertising sales, content management and so forth.

Second, the writer will have nine graduate communication students fill out a
questionnaire consisting of 15 questions regarding television and Internet use (refer to
appendices 1X).

These research strategies should provide enough in-depth material to successfully
research, analyze, identify, compare and discuss the changes TV networks and local

stations have undergone due to the influences from the Internet. The purpose of the

research is to obtain a better understanding of the future of television.
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Data Analysis

The researcher studied the national networks (NBC, FOX/MY NETWORK, CBS,
ABC and Univision) and local TV station affiliates (WOAIL, KABB/KMYS, KENS,
KSAT and KWEX) for several months. For one week, this author observed the national
networks and local TV station affiliates to identify the impacts of the station’s websites
on-air.

In overview, all national networks promoted their websites extensively. Many
used creative graphics and concepts to deliver the message to the viewer. In any given
morning, afternoon, evening and late night network program the website would be
mentioned at least two to five times for any 30 minute or one hour show. Locally, KENS
and KSAT promote their website much more frequently than WOAI and KABB/KMYS.
They actually have their websites embedded in the newscast logo. WOAI and
KABB/KMYS will have frequent on-air mentions. KWEX will only mention the website
for a very unusual story they may be tracking or wanting feedback from viewers on. All
the major networks offer their more popular shows online. Some networks otfer both
short clips and full-length videos. The local TV stations provide a majority of their news
and other programming content online in short clips only.

The respondents to the 15-question survey were nine communication graduate
students ranging from ages 23 to 50 from the University of the Incarnate Word in San
Antonio, Texas. The demographics included: three females, six males, seven Hispanics,
one Caucasian and one African American. All respondents used the Internet and 60

percent watched television on the Internet and were the youngest respondents. The
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respondents primarily watched television on the Internet at night and typically comedy
and drama programming. Most noted time flexibility and avoiding lengthy commercials
on why they view television online. A majority of the graduate students feel television
will always be around, however, they do acknowledge the merging between the two
mediums and only speculate a convergence in the future based on their studies and
experiences.

This researcher investigated local TV stations’ websites a bit further by speaking
to local TV station employees tied to the station’s website (please refer to appendices
VII). This author’s goal is to obtain a better understanding of the transition online. The
researcher asked all of the employees the same 25 questions (please refer to appendices

VIII). The following pages explain what this writer found during the interviews that may

surprise you.
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Bob Gambert (a.k.a. CyberBob) —- WOAI web director

Interview held 10/2/07 between 5:30-6:30 p.m. at Sam’s Burger Joint.

A native from Ohio, Mr. Gambert, joined the Air Force after high school. He
spent 10 years traveling the world and providing weather forecasts to the flight crews.
During this time, Bob strived to be a better weatherman. He decided to embark in the
understandings of the recent technology weathermen used. As a result, his initiative for
self-education created a hobby that has led him into his current position as a web director
for WOAI.com today.

The transition did not happen overnight. He originally started as a part-time
weather producer that led to a full-time position. During that time Mr. Gambert actually
created the first station website in San Antonio. He presented the suggestion to the station
and it was widely accepted and incorporated. His job at that point encompassed the
continued designing and maintaining of the website. He even did some of the first
Internet reporting in San Antonio.

With the expansion of the Internet, the station acknowledged the importance of
his website roles. Ultimately, all his experience and expertise in the TV industry and
Internet landed him his full-time position as web director. Mr. Gambert has gone through
four ownership changes at the same station. He foresees his future role as web executive
producer for the same station someday and told me why.

Mr. Gambert stated, “he does not see the future of television diminishing. What
he does predict is a huge shift in television-watching.” He called it “a time-shifted TV

viewer” and the numbers in San Antonio are only increasing. He explained how the
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Internet offers viewers time flexibility to view television 24 hours a day, seven days a
week is why he coined the term. He then identified how this will completely change the
way local station’s broadcast in every aspect.

Right now local stations concentrate on the local news for the most revenuc and
everything is calculated around the 5 and 10 p.m. newscasts. Today’s newscast includes:
local, national, special interest, health, weather and sports. Other newscasts and local
programming such as “San Antonio Living” provide local content and play important
roles, but are not the key ingredients in the local station’s business decisions.

The Internet now provides the local newscast along with local programming
content in segments, so viewers can pick and choose the stories they want at the time
most convenient for them. Right now WOAI.com will provide online viewers with a 15-
second pre-roll, 15-second advertisement and five minutes of content. That cycle is
repeated and seems to be working. Even new advertising models such as video overlays
are being incorporated due to the high traffic on the website. All of these changes will
result in what he called “ a news cycle change.”

He went on to state, “how local news stations will be required to transition from
‘news centric’ to ‘story centric’ model as the Internet becomes more prevalent amongst
viewers.” This will position local TV stations in similar circumstances local newspapers
faced in prior years. He explained how he would not be surprised to only see one or two
local TV stations in the future. The San Antonio Express-News is a perfect example of a

decline in a medium. He mentioned how fewer stations would result in higher costs for
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advertisers, but would prove to be beneficial for the local TV station. Plus, he went on to
say how the cable news wars formed two sides, the same will happen at the local level.

In Mr. Gambert’s opinion, local TV stations may have a future if they switch
away from branding and focusing all of their efforts on the local news at 5 and 10 p.m.
Instead, he states, “local TV stations should shift efforts towards creating good local
content programming.” It is only a matter of time before an electronic device that
incorporates an “all-in-one” concept where both the TV and Internet programming will
be available at anytime for the viewer will be the norm. The Internet offers infinite shelf
space, while TV broadcast is limited. It would only benefit local TV stations to use their
websites as another platform to disburse their local content-driven programming. This
will allow local TV stations the ability to offer multiple distribution sources for all of the
content produced. Advertisers would continue to work closely with all facets of the local
TV station’s business operations. This in turn he quotes, “would result in benefits for the
local TV station, advertisers and the viewers. Is that not the goal?”

The WOAI-TV station is an affiliate of the NBC network. Online WOAI.com
does not have much of an affiliation with the network. NBC.com, however, has
“acknowledged that now, more than ever, viewers want to be in control of how, when and
where they consume their favorite entertainment” (O’Malley). In September they hired
an online innovator for the past 10 years at Microsoft, Cameron Death, who will oversee

the digital production and content for NBC.com (Petersen). Apparently, “he can marry
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an incredible creative idea with the strategic needs of an advertiser and make it all

entertaining for the consumer — which means everyone wins” (Petersen).

In the researchers’ analysis it seems evident both the network and local TV station
have similar strategies in confronting the Internet and best of all benefiting equally the

business and consumer. The reader may refer to appendices I and II for Internet

demographics.
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Gwen Miller - KABB/KMYS national sales manager

Interview held 10/4/07 between 3-4 p.m. at FOX 29/my35 TV Station.

She obtained her degree in marketing primarily working in sales most of her life.
Her experience with the station has only been about three years. Her primary role with
the stations is sales-driven. About a year ago though, she along with the director of sales
saw the potential with the Internet and began experimenting on improvements. They
desperately wanted to change the static websites that had been in place for years and
started looking at how they may be able to make these websites more interactive for the
viewers.

Both stations are part of the Sinclair Broadcasting Group, which owns about 60
television stations in about 37 markets. She immediately explained why FOX29 and the
my35 websites have been somewhat behind the curve in comparison to other local
stations. She spoke about how corporate has not identified or created a unified look for
the stations to mirror. So, up until this point a lot has been done within the station by a
combined effort from other employees who have some technical expertise, design talents
and creative local content suggestions for promotions, news and sports primarily.

Movie pages were the first ideas they started off with and today they actually are
streaming some news and sports video through the “Video On-Demand” section of their
websites. The director selects the stories chosen based on importance. She noted how
most of the staff involved with the station’s websites is not really trained or experts in the
medium and are learning as the station’s websites progress. She told me there is no

website team currently in place that designs graphics, creates content, maintains web
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pages or provides technical support. She said, “locally the TV stations are finally starting
to accept the merging of the two mediums.” Nationally, she says, “the two mediums have
merged for some time now.” Unfortunately, the struggle still lies at the local level since
not much direction is given from corporate to follow.

During the interview we talked about the online user who wants things tailored to
them and on-demand when they are available. This tends to be the online formula this
researcher comes across frequently. The interviewer cxplained to Ms. Frames how
research shows this online formula should stay relative to the TV station’s website goals.
She agreed and went on to mention how many of the local TV station websites are trying
to offer too much information for viewers on the sites. Ms. Frames states, “they are
trying to be too many different things for too many people and viewers are being sent all
over cyberspace.” She continued with her discussion on how the goal should be
concentrating on what the stations know best, television and not real estate, automotives
and so forth. She feels this is the one area where the local TV stations have been failing at
merging the two mediums effectively.

The stations are currently working the revenue aspects under a sponsorship
program which includes a 15-second pre-roll, an advertising banner and a 15-second
commercial before news, weather and sports content is displayed. Both stations are also
providing television promotions throughout the day to increase content, page views and
unique visitors to the websites. She feels a local push by the advertisers might be how the

station’s websites might develop more so. Right now, they have an internal corporate
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tracking system in place. They are not currently using a TV/Internet fusion database.
Locally, television still is offering the most revenue profits, but she does see how the
Internet may be able to offer so much potential in the future.

It appears Ms. Frames understands the importance of the Internet, but faces local
TV station constraints. She provided the researcher an article highlighting “the No. 1 use
of the Internet is personal communication” (Karrfalt, 4). This author feels Ms. Frames is

trying to still work out all the kinks like most in the community.



Rodriguez 24

David Ostmo- KABB/KMYS director of operations
and regional manager for Sinclair Broadcasting Group

Interview held 10/15/07 between 1-4 p.m. at KABB/KMYS station.

Mr. Ostmo graduated from high school in 1976. After high school he immediately
became part of the radio and television industry. He worked in both mediums for about
10 years in a variety of positions. His expertise was primarily in the technical aspects for
both mediums. Due to personal and professional reasons, in the mid-1980s he decided to
primarily work in the television industry. He has worked in lowa, Oklahoma, for
universities and in 1992 he moved to San Antonio to start KABB-TV. He actually found
the location, created the building structure, oversaw all of the technical engineering
aspects and implemented the initial start-up operations for the station. In 1995 he became
the director of operations on both the engineer and production side. Three years later his
role incorporated the position of regional manager for Sinclair Broadcasting Group. He
would now oversee several markets throughout the nation. He stated, “that in the
television industry it no longer is advantageous to be specialized.” It seems anyone

involved in this industry must be able to wear many hats and expect to multi-task all the

time.

The stations started a website back in 1995. They were among the first to
establish an online presence in town. He gave an analogy on how they specifically are
avoiding a “NASCAR” look (overload of advertising and information) to their websites.
He and his advertising colleague, Gwen Frames, agree the other station websites in town
are cluttered with information. This makes it very difficult for the online user to navigate

throughout the website efficiently. For this reason, KABB/KMYS websites are very
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different from the other TV station websites in town. Both their websites have a unified
look with some tailoring to the individual station’s niche audiences. Their efforts are not
corporate-driven; instead each website has a unique identity. He comments, “online TV
station websites should not all have similar looks and approaches. Each station should
have something unique about them that will separate them from all the other TV stations.
This is how broadcasters originally were successful; they brought a unique identity to the
TV station.” Mr. Ostmo went on to explain how he feels the local stations in town have
not determined what they want to be yet. They have just created websites that bombard
the online user with all sorts of information and are just trying to be everything to
everyone. The KABB/KMYS websites have been designed not to follow the information
overload format. Instead, he says, “they are taking a wait-and-see approach and adding to
the pages in a more deliberate fashion.” They are designing their two sites to be visually
appealing to the eye and user-friendly to the online user.

He also notes “KABB/KMYS websites are the leaders of technical information in
town.” He even went on to say how other non-affiliated television stations throughout the
United States have mirrored their technical reception guide information. “Imitation is the
sincerest form of flattery, but some of it has been a direct copy of the information almost
word for word, along with pictures completely adopted illegally in some cases,” he said.

Mr. Ostmo told me KABB/KMYS is trying to personalize and tailor their
websites to niche audiences. The stations overall goal is very different from the other

local TV stations in town, he explained. KABB/KMYS is not working towards being No.
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1 or world domination. He quotes, “their mission is to exist comfortably amongst specific
niches.” They strive to offer their content in a unique way, separating themselves from
the local TV stations. For example, for the sport fanatic, a fantasy football league and raw
footage of Friday night high school football games is provided online. He continucd his
interview by discussing how their websites are the only sites in town (and the nation) that
offer American Sign Language for the hearing-impaired on their weather newscasts. They
will also continue their current efforts to educate viewers about the digital conversion
expected in 2009. This researcher clearly acknowledges these are just a few of the
features they have created for their websites differentiating them from the local TV
stations in town.

He also talked about how the networks have been working with the websites
much more in-depth than the local TV stations have due to financial and manpower
reasons. He has seen a lot of experimentation and trial-and-error on the network’s
websites. KABB/KMY'S has chosen a different approach to only initiate action on a
decision that will continue to exist on the websites from that point forward. He states,
“they would hate to create a demand for something unless they would be able to sustain
that type of effort online.” Most of their research is empirical. In his opinion, it may not
be helpful to overanalyze things. He also discussed how network shows (such as
“M.A.S.H.,” “Cheers” and “Seinfeld”) encountered similar research experiences on
success rates. He believes a lot of decisions are made on best-educated and professional

experience guesses. He also talked about how sometimes you just have to go with a gut
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instinct and take a chance, especially in this industry. He explains how they mirror a
similar course when it comes to directions initiated with their online website efforts. In
his opinion, people primarily go online to local TV station websites for a few reasons.
These reasons are for station information, programming and technical support inquiries.
In his view, he stated, “our society is heading towards a more interactive world.” As a
result, KABB/KMYS is leaning towards an Internet-based solution for their viewers. The
websites are providing an extension of the stations for their viewers, allowing them an
opportunity to extend their brand and over-the-air broadcasting and vice versa.

He went on to discuss how electronic TV/PC devices have been talked about
since the early stages of the Internet explosion. Mr. Ostmo foresees the technological
advancements already taking place and they will be available to everyone in the very near
future. In his technical expertise, television would no longer be what we have known it
to be. Instead, it will be more like and serve more like a computer monitor does today. He
explains how in the future you will be buying components to feed into your monitor that
will converge your television and Internet all in one central location. He also went on to
tell me about the plans to deliver streaming video using a portion of their over-the-air
signal to not only the home, but portable devices such as a mobile. He explains the
Internet offers this option in real-time right now. However, the current obstacle stations

are facing is figuring out other platforms to offer these same features.
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For starters broadcasters are struggling since the traditional model of people
watching one program stream in real-time is changing. In his view, it is not going away

completely, but being replaced by people who want to watch programs on demand. For

this reason, he expects change in the industry, but not a complete replacement. He said,
“television was expected to kill off the movie industry when it first was introduced and
how it never happened.” From his experience, each time new technology comes along,
the television industry is forced to change and evolve. For this reason, he does not expect
the Internet to kill off television. He feels there will always be a demand for people
watching real-time programming, but he does agree it is going to dramatically change in
the future. In his opinion, the home delivery signal by either medium will reinforce each
other and not necessarily replace each other.

Mr. Ostmo explains why he does not predict a merging of local TV stations in the
future either. He does, however, expect local TV stations to consolidate their resources to
reduce costs as a result of declines in revenues and ratings in the industry. Some U.S.
television stations apparently already share resources-, facilities and even outsource. He
also mentioned a concept along the notion of a local press association. Each local TV
station would use the same news resource for broadcast and online news content. They
would, however, distinguish themselves through station branding. It seems all of the local
TV stations currently contract a free-lance photographer for all the nighttime accidents in

town, exemplifying that local TV stations are already heading towards a consolidation of

resources.
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