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When you give
them more
opportunities
(granted, the
quality must be
there t00),
consumers
consume more
content... With
the proliferation
of means to
deliver greater
guantities of
more varied
content, more of
it is available to
consume.

The winners of
this [trend] are
content owners
(and producers)
everywhere.

Who really won the Olympics?

NBC Universal deluged sports junkies with a staggering 3600 hours
(at 40 hours per week, nearly two years worth — or nearly enough to
stretch to the upcoming Winter Games) of Olympic coverage this
year. In the words of Jerry Zucker, “...more than the combined
total of every Summer Olympics ever televised in the US.
However, as is appropriate for this age, this unprecedented level of
coverage was distributed across seven television networks: NBC,
CNBC, USA, MSNBC, Oxygen, Telemundo and Universal HD, and
the online portal NBCOIlympics.com, which carried over 2200 hours
itself. Perhaps we should have called it the online Olympics...

So, while the performances of Michael Phelps, Usain Bolt and
Kerrie Walsh riveted viewers, and the neck and neck medal count
race between the USA and China drew attention, there were other
winners, too. Consider that NBC Universal paid $894 million for the
U.S. rights to the summer games, and is estimated to have spent
an additional $125 million in production costs. With the final tally
yet to come, it appears that NBC Universal will pocket about $100
million in profit (with almost all revenues coming from conventional
media — according to eMarketer, only $5.4 million from
NBColympics.com), plus the positive but difficult to quantify “halo”
effect for their brand and benefits from programming cross
promotions during the games.

So, NBC seems to have done pretty well, but from our perspective
the real winners are the content owners themselves. With the
proliferation of means to deliver greater quantities of more varied
content, more of it is available to consume. Going into the games,
the question was: OK, NBC Universal built it — but will they come?
The answer: When you give them more opportunities (granted, the
quality must be there too), consumers consume more content. In
this case, an estimated 211 million of those consumers, making this
year's games the most watched television event of all time. This
makes the rights themselves more valuable, and in turn implies
rising valuation for ALL content. This, in turn, enhances value
along the entire chain for producing (and, to a lesser extent,
distributing) content, from producers, editors and production staff all
the way to the athletes and entertainers we see on the screen.
While our example comes form the Olympic broadcast, we believe
its lesson can be generalized to non-sports programming as well.
The real winners of this year’s Olympics? Content owners (and
producers) everywhere.

By John Stone
Near Earth LLC
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IMPORTANT DISCLOSURES AND INFORMATION ABOUT THE USE OF THIS
DOCUMENT:

Near Earth, LLC ("Near Earth") has published this report solely for informational
purposes. The report is aimed at institutional investors and investment professionals,
and satellite, media and telecom industry professionals. This report is not to be
construed as a recommendation or solicitation to buy or sell securities. The report was
written without regard for the investment objectives, financial situation, or particular
needs of any specific recipient, and it should not be regarded by recipients as a
substitute for the exercise of their own judgment. The content contained herein is based
on information obtained from sources believed to be reliable, but is not guaranteed as
being accurate, nor is it a complete statement or summary of any of the markets or
developments mentioned.

The authors of this report are employees of Near Earth, LLC, which is a member of
FINRA. The opinions expressed in this report accurately reflect the personal views of the
authors but do not necessarily reflect the opinions of New Earth itself or its other officers,
directors, or employees.

The portions of this report produced by non-Near Earth employees are provided simply
as an accommodation to readers. Near Earth is under no obligation to confirm the
accuracy of statements written by others and reproduced within this report.

Near Earth and/or its directors, officers and employees may have, or have had, interests
in the securities or other investment opportunities related to the companies or industries
discussed herein. Employees and/or directors of Near Earth may serve or have served
as officers or directors of companies mentioned in the report. Near Earth does, and
seeks to do, business with companies mentioned in this report. As a result, Near Earth
may have conflicts of interest that could affect the objectivity of this report.

This report is subject to change without notice and Near Earth assumes no responsibility
to update or keep current the information contained herein.

Near Earth accepts no liability whatsoever for any loss or damage of any kind arising out
of the use of all or any part of this report.

No part of this report may be reproduced or distributed in any manner, via the Internet or
otherwise, without the specific written permission of Near Earth. Near Earth accepts no
liability whatsoever for the actions of third parties in this respect.



