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COMMUNICATIONS™™




“Discovery is more than the name of our company… It’s our very calling,” says a poster in the lobby at Discovery Communications. For several years I have heard this calling and been intrigued by the vision of John Hendricks, the founder of Discovery Communications. Hendricks saw a lack of quality, non-fiction documentary films on cable television that truly satisfy people’s curiosity and inspire people to explore their world. He recognized a change in the industry from network television to cable television. He seized this opportunity and launched the Discovery Channel in his basement in 1985. Today, the portfolio of Discovery’s networks make up the largest non-fiction media company in the world.

In April 2006, I was introduced to Clark Bunting, president and general manager of Discovery’s emerging networks, through my work with the Jane Goodall Institute. I remained in touch with Clark throughout the years and decided to approach him about a summer internship. He eagerly accepted my request and it became clear that knowing how to build, maintain and engage an extensive network is one of the important entrepreneurial skills. I was excited to see how such a large corporation maintains an entrepreneurial spirit. Over the next three months, I gained a detailed understanding of how corporate culture influences the marketing and communications strategies of Discovery’s emerging brands. 

Discovery’s Growth Culture Overview 

Discovery Communications has grown into a diverse portfolio of cable television networks including Discovery Channel, TLC, Animal Planet, Science Channel, Investigation Discovery, Oprah Winfrey Network, Discovery Kids, Discovery Health, Fit TV, Planet Green, Military Channel, HD Theater and online platforms such as TreeHugger.com, PetFinder.com and HowStuffWorks.com. Discovery reaches more than 1.5 billion cumulative subscribers in over 170 countries. The Discovery International branch has experienced significant growth in international markets, now contributing a third of total revenues. The company has 4,000 employees and annual revenues of about $3.5 billion. About 65% of the company’s revenues come from advertising sales and the rest from affiliate sales, licensing, syndication and merchandise. The company recently went public while the Hendricks family controls the majority of voting shares. 

The 40 interns at Discovery’s headquarters had the opportunity to have lunch with the CEO, David Zaslav. He described Discovery as the most ambitious in the industry (which may be true considering the company has out performed almost all of its competitors in the economic recession) and explained his efforts to create a growth culture. When talking about the company, he described what he wants it to look like in three to five years. He said that in order to get there the company must invest heavily in content, brands and people. Zaslav explained that prior to his arrival at Discovery, the culture was risk adverse and everyone needed to agree on decisions.  He has helped encourage a culture that generates new ideas by promoting risk-taking and risk-takers. Zaslav constantly tells his management team to “swing harder and differently than our competitors.”  He knows he can’t encourage risk and then punish failure. He also had some personal guidance, emphasizing the importance of recognizing the your personal weaknesses and strengths. He encouraged us to master 3-4 skill sets and bring the others up to par. Perhaps most importantly, he said to be a good listener because if one doesn’t listen, one doesn’t learn. 

Discovery has several values that serve as the foundation of the culture, but in addition the company has identified growth traits that serve as differentiators. The values are integrity, quality, creativity, respect, profitability and green. The growth traits are clear thinking, innovation, customer focus, expertise, diversity, accountability and people development. The values combined with the growth traits result in both business and personal growth. This demonstrates that Discovery invests significant resources in developing the company culture. 

Brands That Satisfy Curiosity


People watch Discovery networks because of the extraordinary content that satisfies curiosity and inspires people to explore the world. Discovery uses entertainment to spur action and awakening. Each network seeks to build a distinctive, stand-alone brand. Discovery’s emerging networks division is essentially where the company builds niche brands. As a result, the incremental growth of these four networks has allowed the company to capture greater market share and engage passionate viewers with content they love. The emerging networks team works to bring viewer feedback to life and define the true heart and soul of each brand. They are able to conceptualize the range of mood of each brand. The team combines research facts with a continuous pursuit of understanding people’s emotions. That’s what we do best. 


During my summer, the emerging networks division was focused on developing four brands: Investigation Discovery, Science Channel, Military Channel and HD Theater. Investigation Discovery (ID) was formerly the Discovery Times Channel a year ago and now seeks to immerse viewers in gripping crime and forensics investigation stories. Currently, 80% of ratings are driven by gold viewers who only make up 18% of the total ID audience and are skewing older women with a median age of 53. ID has the opportunity to shift the composition of the network with a younger target, which will maximize profitability with higher ratings and more advertisers. This network has the longest viewing engagement time per viewer of any Discovery network, making it an appealing growth opportunity for advertising sales. The brand content tries to avoid excessive blood and dead bodies, focusing on the truth behind real-life mysteries. The network posted double digit growth in ratings month-on-month since the new brand was launched. During my first week, a new GM and president was brought in to lead the network. This announcement made a big splash in industry because the gentleman was the former Hallmark Channel CEO and also began CourtTV (now TruTV). His vision for the brand is to extend the content beyond crime related content and “investigate life” in general. 


The Science Channel takes on an entirely different look and feel. This brand delves into what the future holds and how science is shaping it. Viewers of this network want to know how they will be affected and how they can be forward facing in a time of change. And they want to know how they can participate in the creation of “stuff”. It targets men 25 to 54 who expect in-depth information that flatters their intellect. Accuracy of content is paramount to this brand. But the brand struggles to reach a broader audience who think the network is just about test tubes and beakers. 


The Military Channel is home to some of the most passionate cable TV watchers. This network is not a recruitment station for the military, rather is shows documentaries of past wars and explores modern-day warfare. If we call one airplane or tank the wrong number, we will certainly hear about it from the veterans in the weekly viewer reports. This certainly is a niche market, appealing to those who have served in the military or are history buffs. 

HD Theater is a fascinating network because it was launched as one of the first high definition networks in an effort to see if people would catch on to HD TV. They sure did. Now most of the Discovery networks have HD simulcasts. Essentially, this network served its purpose and is now obsolete and undergoing a re-brand. This channel will occupy the niche male-dominated market of car and motorcycle lovers.

These networks receive miniscule budgets compared to “the big three” (Discovery Channel, TLC and Animal Planet) so reaching audiences can be challenging. Another challenge occurs whenever an emerging network has a successful show because the larger networks tend to pick it up. A great example of this is Survivorman, which began on the Science Channel and after solid ratings, was then taken by Discovery Channel. This is always a controversial point for several staff members but in this case it’s important to remember that at the end of the day it’s one company, and Discovery Channel is the cash cow. Many argue that if Discovery Channel is always going to be the “best of” channel, what’s the purpose of watching the smaller networks. 
Know Your Audience 


On the last day of ECON 325, Julia Sprunt Grumbles said if we don’t remember any others keys to entrepreneurship, remember this: Know your audience. This point was reinforced after Julia introduced me to Discovery’s Chief Marketing Officer, Wonya Lucas. Unbelievably, Julia had given Wonya her first internship in the media industry back at Turner Broadcasting. Wonya eagerly responded to my email and took me out to lunch. She provided some great insight into the marketing vision of Discovery and she truly is Discovery’s brand guru. 


Wonya encouraged me to always be involved in marketing research and as I progress through my career, I should ask to be involved in activities such as focus groups. She also said that I must constantly work to understand both the functional and emotional benefits of a brand. She enforced that the emotional side may be the most important as it gives people reason to believe in a brand. Discovery has a portfolio of brands that evoke emotional connection such as changing the world for the better, exploring how stuff works, investigating the curiosities of life and living life better. Brands are always evolving. They take on different personalities and become more focused or less focused on certain markets. Their look is refreshed but their fundamental core values usually remain untouched. Sometimes your not always right the first time either and must start again. But one must consider some things just happen for a reason. 


While I was at Discovery, Wonya also started a new tradition by gathering all of the company’s marketers for a monthly meeting called Facetime. This was a time for all of the marketers to chat with one another and hear a lecture from an external marketing expert. I was privileged to see the former Chief Marketing Officer for Nike and the Chief Media Officer for Obama for America. Jim Margolis of the Obama campaign was most interesting to me. He explained the three strategic imperatives of the campaign as owning “Change”, focusing relentlessly on the economy, and reassuring voters about Obama. The tactics were to expand the map to go after places Bush had won, expand the electorate to include youth and people who have never voted or haven’t voted in a long time, embrace technology and create a movement with a series of tools to make it the people’s campaign. He explained the four pillars of change as unity (restore common purpose), reform (people’s needs first; more of the same just won’t do), honesty (straight talk), and hope (optimism). Although this strategy included several lofty goals, it was clear what the Obama campaign was going to do differently from his competitors. These well-defined strategies and tactics resulted in an email list with 15 million addresses (compared to Kerry’s 3 million), 3 million online donors with an average donation of $95, 5 million friends of 15 social networking sites and a presidential campaign victory. This example helped me understand the connection between strategy and creation of a functional and emotional brand that engaged millions of people. The Obama campaign also illustrates the importance of market segmentation and knowing the needs of these different audiences. 


Discovery spends significant time and resources on segmenting and targeting specific audiences. This is critical for the emerging networks because each appeals to a very niche audience. The growing success of the emerging networks can be attributed to the alignment of program content and marketing efforts that truly resonate with these specific segments. Advertisers see great value because they can reach their specific demographic. Therefore, the emerging networks have high composition of key demographics but have low coverage relating to amount of total viewership. 


The Science Channel was developing new arcytypes that help describe the viewers. For example, the “technophile” cares about being on the absolute edge of the new and staying connected to the future by asking themselves questions like “Am I first?” or “What would Steve Jobs do?”  The “backyard experimenter” builds it from scratch, makes stuff on their own and enjoys taking on new challenges. They ask questions such as “How can I make that?” or “What would make that better?”  Other arcytypes for the Science Channel include the “body mechanic”, the “antagonista”, the “wikipeed”, the “nomad”, the “enginerd”, the “soul searcher”, the “eyes wide open”, the “visualist” and the “new progressive”. The behaviors of these arcytypes suggest the promise of the channel is going beyond the fundamentals to the personal by providing content that includes these characteristics: proximity, currency, personal relevance, transformation, confronting, and resolving. A leading brand strategy company called TATTOO developed these arcytypes.  


The Science Channel uses three terms to describe their set of prospect viewers relating to the time spent on the network. The puristas are members of the broader community of science who bring authenticity and influence to the genre. The passionistas are lovers of science who commit a consistent share of mind and time to the genre. Turistas are the casual consumers who come to snack and sip for a bit. Imagine these prospects fitting into a triangle sliced into three sections. The puristas would occupy the small, narrow piece whereas the turistas would occupy the larger, base piece of the triangle. The passionitas would fit into the middle piece of the triangle. This is another way to better understand the behaviors of your consumers.  

Differentiation in a Highly Competitive Industry  

The cable television industry is one of the most highly competitive markets. Therefore, a majority of my time spent in the marketing department was helping to create a strategy that differentiates our content or shows from our competitors. Over the course of the summer, I was assigned to six “A” level campaigns (or shows) in our emerging networks. For each of these campaigns, we began the marketing process by writing a white paper for each show. The white paper provided a description of the show, overview of last season’s brief (if available), ratings for the show (if previous seasons), unique viewers to the show website, amount of cross channel promotion received, background information on the show characters or hosts, new elements that make this show interesting or different from others, competitive landscape, testimonials and quotations from viewers, and other relevant information. Once the white paper was prepared, my boss would organize a vision meeting for everyone who would be involved in the campaign: marketing strategy, marketing creative, production, media planning, creative resources, communications and ad sales. The discussion was a brainstorm on how we can position the show. A significant part of my time was spent creating these white papers and organizing these meetings. Please see portfolio binder to view the white papers I helped create. 

The information and ideas gathered in the vision meeting would then be summarized in the marketing brief. The marketing brief describes the characteristics of the target audiences, a promise to the viewer, a central idea, producer comments and general manager comments.  The document provides the direct influence of the creative on-air implementation of the marketing efforts and is used internally to position the show. 

I then worked with the on-air creative marketing producers in the edit suites to learn how the strategy is actually implemented. I spent many days over at the Discovery Communication Technology Center, which is where the Discovery “magic” happens. There are about 60 editing suites in this center with some of the most high-tech gear I have ever seen.  During this time I learned how much time and effort goes into creating a 15, 30, 60 and 120-second ad spot. I really enjoyed working with the marketing producers and editors to make these spots and discovered this was a great way to apply my creativity. 

Every Friday, Viewer Relations sends out viewer comments for each network. Each person within the company is supposed to read them to ensure that the staff is staying in touch with the consumer. Their comments are especially helpful in developing new show concepts and marketing strategy for shows already in production. I was also asked to read the daily industry trades in order to understand the beat of the industry. 

As mentioned earlier, the emerging networks receive small marketing budgets but we are able to leverage the portfolio of Discovery’s networks to cross-promote for no charge. Our marketing team worked with the media planning team to identify cross-channel opportunities for the “A” level campaigns. We carefully select networks that have a similar target audience as the show we are marketing. This is incredibly valuable space that provides the emerging networks a leg up thanks to the “big brothers and sisters”.  

The internal creative agency, called Discovery Creative, had recently created a new position called Manager of Innovation Marketing. Emerging networks marketing team worked closely with this person to develop many guerilla-marketing stunts. The idea is that stunts can be implemented at a relatively low cost but create buzz around a certain show. For a show on the Science Channel called Catch it/Keep it, the team set up two adult-sized teeter-totters in two beaches in New York City and Los Angeles and placed prizes in the center of the teeter-totter. Two random contestants competed to grab the prize in the center without it falling off and within a time frame. The teeter-totter was painted yellow and koozies were handed out with show tune in time. This is just one example of how creativity can drive promotional activities that aren’t as expensive as traditional advertising.    

 Another commonly used low-cost tactic is to construct barter agreements with other media outlets. For example, the Science Channel would receive print ad space in Popular Science magazine for a specific show while Popular Science received airtime on the Science Channel. These barter agreements are based on target demographics and readership. Barter agreements allow for cross promotion of different products (in this case, TV shows) on other media vehicles without any monetary exchange. 

New media is a fast growing outlet that is essentially free and has the potential to reach large audiences. Emerging networks dedicates many hours to engaging with viewers on social networks like Twitter, Facebook and YouTube. During Space Week on the Science Channel, we tweeted a message saying the first 50 people to re-tweet a space week message would receive a squishy space man. Within minutes, 50 people had responded and hundreds after that. We spent a lot of time with the creative team to try to design true viral messages. A true viral video or image is something that your target audience wants to pass on to their friends and family without you asking them to do so. Posting an on-air advertisement on YouTube probably isn’t going to become viral. Discovery as a company has recognized the importance of being leaders in new media and this is becoming an increasingly important component of the company’s marketing and communications strategies.

Shaping Brands through Corporate Communications 


I spent 50 percent of my time working for the communications team in emerging networks. They do everything from create press releases, pitch stories to the press and manage communication sites like Twitter. Discovery has revolutionized traditional media relations. The communications team is all about creating “buzz”. 
David Leavy, the executive vice president of communications for all of Discovery, invited the 12 communication interns to lunch one afternoon. He told us buzz was all about shaping opinion through four steps: awareness, interest, engagement, and point of purchase. He says that today’s four to six hour news cycle has completely changed interactions with the media. Everything must happen instantly and any lag time on sensitive issues can be detrimental to a brand. For example, TLC was dealing with the John and Kate Plus 8 drama while trying to balance record ratings but not destroy the TLC brand.  They decided to focus on the family and tell the story in the most appropriate way. As controversial as this show continues to be, TLC has made a sincere effort not to completely exploit this troubled family. He said that it is important that the press not drive business decisions. The entire communications teams works around the clock to protect the “soft asset” of each brand. Discovery is seen as a brand with integrity and credibility so bad public relations can quickly damage these intangible assets. 

During our lunch, Discovery’s CEO, David Zaslav, called Leavy on his cell phone. Leavy told him that he would have to call him back in ten minutes because he was meeting with his interns. The action made me feel so valued as an intern and proved to me that even the company’s top executives care and respect their people as individuals (even their interns!). Leavy said that one of the keys to his job is to be able to advise Zaslav and make decision based on what’s best for the company. 

During Shark Week, the Discovery Channel communications team came up with an innovative plan. They sent out boxes to reporters and inside was a fake bloody shirt, a hat with a bite out of it and a newspaper. The cover story of the newspaper included the reporters name and said a shark had attached them. The reporter’s obituary was included, each being specific to the reporter. This may have gone a bit over board (no pun intended) but it certainly got the reporters writing about Shark Week. They also created a website called “Frenzied Waters” that wasn’t branded Discovery Channel. The website utilized Facebook Connect to access users personal information and plugged in individual photos and information into a shark attack live news report. 

Launching a Network: An Entrepreneur’s Story


Much of Discovery’s growth can be attributed to one person who has worked behind the scenes since 1986: Clark Bunting, the president and GM of emerging networks. He was the ninth full-time person hired by John Hendricks, after he responded to a newspaper ad while working for a politician in Washington, D.C. He’s one of the greatest entrepreneurs I have ever meet so I would like to share his story about how he launched a channel dedicated solely to animals. Today, it’s called Animal Planet. He understood his demographic audience and knew that people were fascinated by the world of animals. It was a natural extension for Discovery. Some of the original shows were about gorillas and crocodiles but due to a miniscule budget, Clark also created some content of poor quality that showed at night and appealed to the “stoner” audience. One of these shows featured some kind of kangaroo and when the character appeared on camera, it was a kangaroo hand on a stick being waved around by someone off camera! 

One day Clark received a phone call from Dr. John Malone, a media proprietor, who wanted to express his disappointment in the network content. Clark replied that Animal Planet had a next-to-nothing budget. Dr. Malone then said $8 million should help out and then hung up the phone. That investment gave Animal Planet its first real boost. 

The second boost came when Clark received a home video from a high-spirited Australian who wrestled crocodiles. Clark didn’t believe what he was seeing on camera so he went to Australia to meet this so-called crocodile hunter. Upon arrival, Steve Irwin picked Clark up in a helicopter and took him out to the bush. After holding the world’s most deadly snake and hand feeding a 15-foot crocodile a chicken, Clark knew he had discovered someone amazing. That’s how The Crocodile Hunter was given the opportunity to inspire the world to care about wildlife. These successes ultimately made Animal Planet one of the fastest-growing cable networks. Clark has the creativity, energy and experience to turn good concepts into mega hits. His positive attitude keeps his team motivated even during challenging time. If you see him in the hall and ask how he is doing, he’ll respond, “Just another day in paradise.”        

Last Word

Everyone from the interns to the CEO have a deep belief in the mission of Discovery Communications. We seek to explore our world and tell stories that satisfy human curiosity. Through the development of people, content and brands, Discovery Communications has positioned itself to remain highly competitive in the future. The company culture is imbedded in the daily challenge to create and innovate extraordinary content for their viewers, which is the key driver of growth.   

There are few companies in the world where the employees celebrate record rating’s of Deadliest Catch by drinking Captain Sig’s favorite beer, find live lions running through the lobby for a show on Animal Planet, visit with a couple who has eighteen kids and counting, and see how the world’s most amazing cakes are created by TLC’s Cake Boss. As we like to say at Discovery, life is just awesome. 
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Summer Internship Journal

Chase Pickering 

Some key terms:

ID: Investigation Discovery

APL: Animal Planet

SCI: Science Channel

MIL: Military Channel

TLC: The Learning Channel

HDT: HD Theater

GM: General Manager

May 26, 2009

Greeted by Alyshia Linares

Shown to desk at corner of marketing and comm.

Tour of facilities- amazed at services like health care, childcare, cafeteria, awesome conference rooms (starts with H for headquarters, C for Coleville or G for Georgia side, floor number then room number)

Meet young and energetic staff, all very supportive

Pizza party with on the spot introductions 

Meeting with Alyshia and Andy to deal assignments (ID school crime prevention campaign, Punkin Chunkin, and the shift white paper)

Set up database systems

Watched “the shift” ID show in order to write white paper and reviewed past white papers from “Deadliest Catch” and “Storm Chasers”

Jon and Kate Plus eight scored a 6.7 which translates to 9.8 million viewers- a record for TLC and I think all of Discovery

Came home and watch premiere of Science of the Movies

May 27, 2009

Ryan, Stephanie and I were called together to research how much money they DOE and NSF would be allocating for Energy Education/Literacy. Discovery Education and Science Channel are considering asking for $1.3 million to create educational materials and shows relating to energy. We found that $35 million would be allocated to the RE-ENERGYSE program, which would be the logical fit for Discovery. 

Continued reading the recent branding reports for SCI and ID 

Had lunch with Stephanie and Ryan

Attended Ratings 101 and learned how to read TV ratings and overnight reports. Ti-vo counts if watch viewer watches within 24 hours of show and one week of show. No one could really explain how and who creates data

Attended the Marketing weekly meeting and everyone gave quick reports, lots of terms that I didn’t understand and I’m amazed how many shows are always in the works and on the drawing board

Went to a Video on Demand meeting to decide which shows would be offered on demand in August. SCI is growing quickly in this area. 

Finished paper work with HR and met another intern, Joey

Finished reading consumer reports for “The Shift”

Began researching articles about the History Channels “The Link” show to see what the response was from the scientific community. Was it too much hype and not enough science? Could a show like this be good or bad for the SCI brand/channel?   

Watched Jon and Kate Plus 8 highlights from Monday and appearance on “Today” show

Thursday, May 28, 2009

Lunch with the Marketing and Comm team. I got to sit next to Doug, VP of Marketing 

Began pulling research for “The Shift” white paper and developing marketing strategy

The Shift is the highest rated show every to play on id

Read branding reports for ID

Friday, May 29, 2009

Twitter and Media Reports for Comm

July show highlights for Sci channel for press

Meet with Creative Resources 

Saw a Photo Shoot for Pop Sci The Future Of… ad

Producer of John and Kate Plus Eight comes to meet with Debbie (Science GM), which is right by my desk and I over here the inside scoop what was happening at the shoot two days ago 

65% of Discovery rev is from ad sales

Monday, June 1, 2009

Assigned first press release for Military Channel by Dave on a show called Special Ops Mission

Tuesday, June 2, 2009

Learned how to do a Digital Media Plan

Emerging Nets Ops Meeting. 3Q09 overview and sneak peak at 4Q

“Facetime” with Wonya Lucas, featured speaker was former CMO for NIKE, Liz Dolan


Goal of brand is to bring consumer feedback to life


Collaborative spirit is key


What is the heart and soul of brand?


Holistic approach 


Follow root instincts


Don’t encourage risks and then punish failure- must move one and accept failure


Understanding peoples emotions may be more important than the facts


Connect to what people’s passions are 


“The public does not know what is possible. Only we know what is possible.” Akio Morita from Sony


Only personal truths are universal


You just think you know a crisis when you see one


Don’t wait until you need friends to make them


The drip, drip, drip nature of the sweat shop issue almost killed the Nike brand 


Belief in excellence can blind you to what’s happening in greater world


Don’t go overboard on synergies, keep it in perspective


TV shows emotional tie, billboards do not so integrated approach/message my not always be the best option

What is range of mood of brand? 


Components of brand: Innovative product, focused segments, emotional ties


How to use entertainment to spur action/awakening? 

Talked with Beth

Went over White Paper draft for the Shift  

Watched episodes of Special Ops Mission 

Wednesday, June 3, 2009

Wrote first press release for Special Ops Mission on Military Channel. A very cool show simulating real special ops missions using simunitions

Learned how to do media pitches to local media markets for Brink and Call 911

Marketing team meeting was a brainstorm about the ID brand. Some of the people had just been to a workshop by brand guru Vishuah and his company Tattoo. They said that the appeal to Discovery is knowing and the hook for ID is not knowing. He said that we need to position that brand to grow beyond investigative shows to include what we are afraid of. He encouraged ID to make programming influenced by state of fear. Vishuah also said that we should aspire to appeal to both men and women because a strong brand continues to reach more audiences. We each had to go around and say what we fear and why. A very thought provoking discussion on where we want to take this emerging brand. As Doug says of the marketing team, “We’re selling it, not telling it.” 

Sitting in on creative review of ads for Catch it Keep it. Garneys attention and eye for detail. Small details make a huge difference in the creative side of advertising 

Thursday, June 4, 2009

Finished up press release and got great feedback

Attended a Troika pitch. The founder of the company, Chuck, recognized me from the 07 APL upfront shoot. I was really amazed. They have done some awesome branding things for Fox and ABC. Kyle and I then ate pizza. Two people there also recognized me, I continue to be surprised how many people recognize me from the work I had done with Animal Planet.

I attended my first acquisitions meeting for MIL and ID. I was assigned two shows to screen to see if we would be interested in buying then.

Attended the Communications meeting led by Kristin who really is sharp and knows her stuff

Began writing another article for Andy for HD magazine on Catch it Keep it

Happy hour at 6. Break out the beers and drink in the office. Now that’s chill especially when your boss’s boss is there. It so cool to experience a working environment that is so productive yet not up tight about small things like dress code and having a few drinks after work to socialize. The whole crew was there and many were interested in my connection to Biltmore. I agreed to sponsor a wine night! 

Friday, June 5, 2009

Creative pitch from Create Resources on three commercial concepts for Pop Sci the Future of. Concepts included where the people interpreted in their mind what future inventions look like. Discovery Creative Resources requests are treated as a client/contractor relationship and their pitch was formal

Lunch with Nicole French 

Gave input to the ID photo exhibit for the lobby

Monday, June 8, 2009

Intern orientation

Overview of brands and history

Big announcement that ID would be bringing on a GM, which is a big step for the network. Clark told all of emerging nets over the phone and reinforced that this was simply a sign of success. Debbie reinforced that this is the goal of all emerging networks- to get to the point where they can stand on their own feet. This GM will still report to Clark but will work out of the New York offices. Many people seemed ok with the change but there we some questions for sure as to how the transition would take place.  

Tuesday, June 9, 2009

Official announcement of new GM, lots of buzz in the industry 

Lots of questions around new hire. He’s in NYC. Where will he take the brand? Will he cut people? Alyshia said that she did not take the news well and actually feared her job may be lost since 50% of her time is of Science and 50% is on ID. Many people questioned the long-term strategy behind emerging nets. Our goal is to obviously make them into stand-alone brands but what incentive do people have if they don’t have a job after they establish a brand? I thought the announcement was handled well and was surprised by the amount of fear in some of the junior staff. Laurie also told me that this decision wasn’t really Clarks. Zaslav pretty much said they were going to bring Henry on. Laurie said it was a political move, which probably will be really good for the ID brand.

Sat in on a Creative Resource pitch of 7 commercial ideas with online platform components. Some neat ideas as to how to promote “Forensics: You decide”. My two favorites where the same as Nellie’s the mkting manager.  

Met TC Conway, the new Marketing Innovation Director for Discovery. Very cool guy who knows his stuff. One of his viral ideas for “Catch it Keep it” is to grease up a poll, on a popular beach put a bunch of cold beer on top of it and then have some people video it  with hand helds. This could be a really cool viral idea for YouTube. Real viral means that people want to pass it on to others. It’s different then posting promos.  

Screening of potential acquisitions

Learned how to create marketing strategy timeline and brief for the shift season 2 

Wed. June 10, 2009

I’m watching over Debbie duties for monitoring media alerts and the Twitter page for this week 

Helped ship some space men toys to the world science fair

Drafted Timeline and Marketing Brief for the Shift season 2. Learned whole process. 

Went to lunch with Kyle and Meg, the APL intern

Attended the weekly marketing meeting. Doug gave some more reassuring words to the team regarding Henry’s transition to GM. He assured people that management was supportive in preserving the team and jobs were safe. Everyone went around and shared what they were excited about. 

Went Media Planning and Partnerships 101 class. Learned how media is bartered purchased and place of same networks. Learned it makes more since for ID to get lots of cross channel time and for Discovery to get more advertising dollars to spend with outside networks. This is because of the viewer profiles and the amount of time that people spend on each respective channel. Very interesting stuff. 

Got feedback from Alyshia on brief

Thursday, June 11, 2009

Made changes to marketing brief

Close to following 6,000 people of Twitter for SCI (700 new ppl since I started) 

Comm team meeting. Kristin says that Henry is going to be a lot of fun to work with but it’s going to be a lot of work. She’s thinking about how the small team might try to accomplish what Henry wants to do. 

Had lunch with APL interns 

Attended a MIL/ID acquisitions meeting and discussed future shows

Went to learn how a music vendor operates 

Announcement that MIL had it’s best two weeks in the channels history, cover of portal, which is rare for any emerging net. Also a new SVP for Production was announced as Debbie now has less time as GM of SCI. This lady is coming from Discovery Channel. 

Naming session for At Sea, Million dollar Thief and Isle Riders (those were the best titles we cam e up with)

Happy hour in the kitchen 

Saw Eileen O’Neil, GM of TLC, on the elevator leaving, she remembered me and was impressed that I recognized her face. Now that’s one busy person right now. 

Friday, June 12, 2009

Quiet day in the office 

Went around and asked people what they feared most and what the most memorable scary scene and in a movie was. This was for some research I am doing for Garnsey for the ID brand. We are looking to see how we can extend the brand to investigate the unknown and provide people with a better understanding of the things they fear most. Interesting assignment and I wonder how the brand will change under Henry. 

During this process of interviewing, I asked one of the exec producer, Peter Reese, what his greatest fear was and he said not being able to create another show as good as Mythbuster. Come to find out it was his idea and he had to pitch it to a few times before Discovery actually took hold of it. He was working with an independent production company at the time. How awesome is that. 

Monday, June 15

First slow day which was nice to catch up on work

Eva-Michelle and I went to downtown Silver Spring and saw all the activity of Silverdocs. We took pictures on the red carpet after everyone had gone inside to see the LeBron James film. We got to see a quick sighting of him. We also walked by Discovery to see the after party and it was really cool to see the set up. They had a basketball court and stage set up in the front garden. 

Tuesday, June 16

Took Eva-Michelle to BWI airport

Summed up what I thought the marketing strategy should be for a show called “Heavy Metal Task Force”. I had to do some research on other engineering shows like Nat Geo’s “World’s Toughest Fixes” and determine what I thought was different about our show

Unsuccessfully tired to compile a press list for Catch it Keep it

Packaged press releases for mailing

Met with Kaitlin to figure out a plan for Chunkin Punkin white paper. Everyone is pumped about it and I think it’s going to be a huge it this year. Great potential with this shows

Worked Silverdocs from 4:30 to 10. It was a bit unorganized because we were in the Discovery HD Theater. Fortunately we were able to seat everyone who came to both the show. I got to sit in on both show too. The second was really good and it was about the stories of reggae artist who had been found on the streets in Jamaica and made it big. 

Wed, June 17

Went to DCTC (Discovery Comm Tech Center) just a few blocks away for the day.

Worked with Heather and Felix in an editing suite on a :30 promo for an ID show called “Scene of the Crime”. Garnsey had made some changes to the script and some other big changes that took most of the day to figure out. It’s hard to believe that when this clip is all done, it will have taken them just less than 5 days. That’s a long time but not terribly unusual for projects like this. That’s what happens when the boss approves something and decides to change it several times there after.  

It was a really nice high tech building with about 50 editing suites. This is where the magic of Discovery happens. 

It was neat to see what happens on the on-air side of things as I have been working most on strategy and the off air side of marketing. This helped me realize the big picture.  

Thursday, June 18

“Brink” and Space week media outreach

Went to Cerebral Lounge to edit the “Catch it Keep it” music video with Rich

Cool to be in the studio and see the creation of this corny bit good music video. The host actually wrote the song. We hope to use this for promos, show open and viral stunts. 

Left for Family business meeting in Charleston- great time!

Monday, June 22 

Pulled together all material for the Punkin Chunkin White Paper. Pulled many numbers from ratings, cross channel and web traffic

Sent out messages on Twitter to people who had won a squishy space man. They first 50 people to tweet got them. 

Tuesday, June 23

Press list

Punkin Chunkin White Paper

Wed June 24

Eye Candy

3 ways to get a show:

Co-production from a pilot 

Acquisition

Internal development 

CD covers 

Marketing meeting

Had dinner with Lindsay Kosnick

As board member, make it clear that you are there to help the staff. Ask what keeps them up at night?

Thursday, June 25

Henry in the office

Wrote two white papers on School Violence and met with Punkin Chunkin producer

Talked with Clark and Wonya

Had lunch with other interns after not being invited to lunch with the whole ID team. Remember to invite everyone (including the little fish) on the team to meetings like this!

Made fun of TLC having a lunch in celebration of Jon & Kate’s ratings (aka their divorce drew and audience of 10.7 million people, the highest watched show of any Discovery show)

Friday, June 26

Lunch with Wonya (see reflection paper for details)

Wed, July 1

Film shoot in Westminster, MD for ID’s Forensics: You Decide.  This was for the main promo that will be cut in :60, :30, :15 and :10. The plot was a couple canoeing and the man hits the woman over the head with the paddle (a foam paddle) and flips the canoe. He then beats her over the head in the water until she dies. The last scene is here sinking in a cloud of blood. Crazy stuff but so much fun to make! I had to get up at 3:30am in order to be there at a rock quarry at 5:30am. I had to drive through some wild country to find the place. At one point my GPS took me on a dirt road that was totally freaky. Probably 25 people where on the set. I got to take some stills and hang out in the water. Neat to see the under water cameras. The talent had to change clothes every time they flipped the canoe. I think they did about 7 changes total. Interesting to observe client relationship. What the Discovery people said is what gets done. Even though I was a Production Assistant (aka the bitch who does the random hard work), I was treated differently because I was technically on the client’s team. Great day overall and so much fun working on the set.

Tues July 7

Punkin Chunkin vision session. 

Potomac community freaked out over filming of promo of police raid reenactment. Community claims that they were not notified about the shoot. 

Punkin Chunkin promo budget including guerilla efforts may be $250,000. This is not including the production of the actually show. 

July 13 

Learned how to make request a job from Discovery creative

Prepare brief for School Safety week

I feel like I really understand the marketing strategy side of things and now I’m going to be learning how to implement the strategy by helping create all of the on-air promotions, online ads, and print ads. I’m really enjoying learning about this whole process and now be shadowing Melissa, the producer of the shift promos, as she creates all the online creative

I’ve also enjoyed observing all the creativity that goes into the Catch it Keep it stunt. This is a low cost marketing idea that will take place in NYC and LA. SCI branded Teeter Tots will be placed on beaches and prizes will be placed in the middle. People will then try to throw the other person off, winning the prize. We hope to create some good buzz and get some lipstick camera footage that can go viral.

July 14

Clark took the four of us interns out to lunch. This was an awesome experience. I asked him how he first got involved at Discovery. He’s from a small town in MI and came here to work for a politician. In 1986, while in DC he responded to an ad John Hendricks had posted in the paper about Discovery. Clark was the 19th person ever hired at Discovery and was the 9th full time staff person. Now there are over 4,000 employees worldwide. The first show on Discovery was about icebergs. 

He told us how he felt there was interest from the board and viewers to create a channel dedicated to animals. With a tiny budget, Clark launch Animal Planet and it became one of the fastest growing networks ever. He told us that some of the original shows were about gorillas and crocodiles. Due to a tiny budget, they created some content of poor quality that they showed at night to the “stoner” audience. One of these shows featured some kind of kangaroo and part of the shot of the character was a real kangaroo hand on the end of a stick!

Dr. John Malone called Clark up one day to comment on Animal Planet. This was a big deal and Clark didn’t even believe it was really him at first. Dr. Malone stated how disappointing the content was on Animal Planet. He then asked why it was so bad. Clark replied that they had a next to zero budget. Malone then said $8 million should help out and then hung the phone up. This chunk of money gave Animal Planet its first real boost.

The second boost came when Clark received a home video of a high-spirited Australian who wrestled crocodiles. Clark then traveled to Australia to meet Steve Erwin. Steve took Clark up in a helicopter. They stopped and Steve jumped out of the plane and grabbed a snake. He then asked Clark if he knew how to hold a snake. Clark said yes and Steve passed over the snake. After the snake was safely released, Steve casually said, “by the way that was one of the most poisonous snakes in the world”. They then arrived to muddy water pit. Steve went up and tapped his foot on the edge of the bank. All of the sudden the watering hole erupted and out jumped a 14-foot crocodile. All Clark could say was “Jesus” and couldn’t believe his eyes. Then Steve handed Clark a chicken and told him to hold it up over the water hole and the croc would grab it from his hands. Sure enough if splashed chicken guts all over Clark but didn’t take the whole chicken. The second time around the croc grabbed the whole chicken right out of his hand. Clark then asked Steve if he did this often with many people. He replied, “No mate, you’re the first to try that one.” That’s the story of how the Crocodile Hunter was born. A person who inspired the world to care about wildlife. 

He also had a cool story about free diving with sharks and Steve making a comment about how comfortable Clark was around sharks. That’s because Clark didn’t know there were sharks, he thought the name of the shark was a manatee like animal! Clark had just returned from Australia a couple weeks ago and was with the Irwin’s. Bedi just finished the remake of Free Willy and the zoo continues to do well. Terry is building a hotel at the park now too. He told me to let him know when we go to visit. 

Week before:

Research

July 20,2009

Deadly Woman promo Shoot in Maryland. 7:30 call and I was the still photographer. The shoot featured “desperate house wife” like actresses all of whom had killed their husbands in different ways. On scene was one of the ladies grabbing the phone cord and then walking down the hall before strangling her husband. Another shot was a wife pouring poison into her husbands drink. And the last used a rolling pin to beat her husband. The last scene was all of them sitting around the table sharing their schemes. Pretty crazy stuff and the end promo turned out to be very clever. Another neat experience on the set. I left at 11 in order to make it back to One Discovery Place by 12:30 for the Zaslav lunch.

Intern Lunch with David Zaslav

He was an hour late but better late than never and he did end up staying for an hour. I got the feeling he really appreciates and sees value in the internship program. A really neat experience and I was glad I left the Deadly Woman shoot early. Here are my notes:

What are you good at? What are you not good at?

Listen and be honest with yourself. Spend a lot of time on the 3-4 things you are good at


Zaslav said he had small attention span, disorganized and emotional 

He doesn’t go right to a person when he’s emotional. He will write it down and put it in his desk for the next day. He also just goes home because there is not point in staying in the office. The next day he never went to the person after reading the note

Must be able to bring weakness to the point where the skill is “ok”

He puts processes in place so he doesn’t forget

Know yourself and find your passion 

He has known John Hendricks for 25 years and admired Discovery’s mission: to deliver programming that satisfies curiosity 

Be eager and easy to work with, volunteer time and effort. Part of his job is to have a positive attitude. Dress well, have a good attitude and start early and people will want to help you

He claims Discovery is the most ambitious in the media industry, and that they really are trying to grow. He constantly thinks to himself- where do we want to be in 3-5 years?

An example of this is the new Oprah Winfrey Network (OWN) with a tag line of “Live your best life”

Spend more on content, brands and people right now

What was accomplished under the leadership team? Better to say we tried 

It is hard to find what the juice is in a program (ex: what makes Deadliest Catch the most popular non-fiction show?) Average episode costs $350-400,000 where as other reality series like John and Kate plus 8 cost $50,000 per episode.  Discovery spends about $1 billion on content per year. No scripted program 

#1 skill of GMs is being a creative leader with programming and a creative sensibility 

He understands how aggressive to be with brands 

Core of business is content; people come to Discovery networks for content. Put on many platforms

Is what you are going to say going to add to the meeting? Be sure to listen?

If you don’t listen, you won’t learn more*

A strategic goal was to become a public company so they had to sell Travel Channel for tax purposes to Cox, DCI still own all global brand of Travel Channel 

Biggest challenge coming to Discovery: culture at NBC was data driven, meeting had agenda, debate, made decision 

Culture at Discovery was to get everyone to agree

New culture is to meet in the middle. Someone has to be willing to say this is what we are going to do. Was a risk adverse culture

At NBC he was rewarded for taking risks. He used the example of his idea to do a three-way simulcast of the Olympics and the idea lost $200 mill. He was reward at a big event by the NBC president because he’s wasn’t doing the same shit as everyone else 

There is zero chance all will be doing well

Animal Planet has 10% of Discovery budget

Copy yourself to some extent but avoid doing the same over and over. The Colony and Pitchman were different 

Status quo wasn’t going to win

Take different swings**

They are positioned to take advantage of New Media because they own all content. Online economic model to pay for content is weak but put clips out the to get market share

Long form content on the web could be challenging for cable. Where is the business going? What’s the trajectory? Is it growing?

Never choose for the money

Two things needed for opportunity:

1. New and growing 2. Must be making money

Wonya’s Facetime with Jim Margolis, GMMB consulting, Chief Media Officer, Obama Campaign 

2004 DNC in Boston Obama was State Senator. From the beginning he knew what he was running for. He had a consistent message and it was at the core of who he really was

Strategic Imperatives:

1. Own “Change”, Hillary choose experience

2. Focus relentlessly on the economy, top of list 

3. Reassure voters about Obama (after all his name was Barack Hussein Obama)

Tactics:

1. Expand the map- multiple ways to get votes (FL, NC, VA, IN, OH) he would go after places that GWB had won

2. Expand electorate- youth, never voted or not in a long time

3. Embrace Technology 

4. Create a movement- series of tools for the people to make their own movement 

Four Pillars of Change

1. Unity- restore common purpose

2. Reform- your needs first, more of the same just won’t do

3. Honesty- straight talk 

4. Hope- optimism

He memorized a 45-minute speech 

Digital world in 2004

Chris Hughes- Facebook was only available to Ivy League students 

YouTube Feb 2005

MySpce just launched 

Year before Kerry had 3 million on his email list

Obama had 15 million on email list

3 million online donors with average donation of $95

5 million friends on 15 social networking sites

iphone application 

-resorts all contacts into states important to campaign


-CA for $


- VA, Fl for general electorate vote

-Want to help?


-you make calls from your phone, tracks how many people are making calls and who has the most (This made you feel apart of something bigger)**

Mobile list was 3 million strong and all communication via text


-VP announcement made over text and texting at the convention 

They even did advertising in gaming 

-8.5 million monthly visitors to website

-35,00 volunteer groups held 200k offline events 

Will.i.am – YES WE CAN video had 30 million views 

Campaign integration: It all worked together 


-interconnected and consistent messaging 


-voters are “laddered” from curiosity to activism 

Voters were targeted and reached on the terms 

Final Months: Guiding Principles 


-wanted remedy to Bush, not a replica 

McCain: More of the same, voted with Bush 90% of the time, “out of touch” (McCain “Seven” ad- he didn’t know how many houses he owned)

Multi track advertising: General Mkt (National, Sport, Cable), women, senior, youth, rural, African American, Hispanic, big events (Olympics, super bowl)

Used long form media- thirty minute program with 35 million viewers 

Critical lessons:

1. Know what you stand for

2. Disciplined and consistent messaging

3. Meet people where they are, build a relationship, empower

4. Take risks- be authentic on controversy

5. Integrate communications efforts and use technology

6. Speed matters

Inauguration: all bands paid their own way; 1 million people with no arrests; service day, this is your event

July 21

Lunch with Beth Stewart

Dave Salmoni presentation with lion in office

The Shift concepts meeting with Buster production

July 22

Worked on White Paper for On the Case with Paula Zahn

July 24

Went to Mississippi to the fair. 

July 27, 2009

First successful pitch all by myself for Catch it Keep it. Playboy.com picked it up and posted out destruction video. 

Lunch with David Leavy, EVP of Communications

He worked with Clinton admin and started as a receptionist on campaign. Then hired as the assistant to the communication secretary

Revolution of the way we communicate to more than press/media relations. It’s more about creating “buzz”

What is buzz? Shaping opinion (multi layers)

1. Awareness 2.  Interest 3. Engagement 4. Point of Purchase

Ex: Frenzied Water campaign for Shark week using Facebook connect; not branded Discovery

-viral/guerilla and traditional mix

Discovery is mission driven- satisfying curiosity 

Long Life, Small World

Being a to write quickly is important 

Today there is a 4-6 hours news cycle 

What’s news? What is NEW? What’s the pitch that will get their interest?

Communications people are generalist- what’s new today? Ex: Baidu China and Discovery partnership 

Read the trades

Press should not drive business decisions 

Sponge Bob had revenues of $8 bill

Discovery as a whole has revenues of $3.5 bill

Think how event is going to play out in public sphere?

Being able to advise boss is key

Discovery brand- people trust it, integrity, credibility. This is all a soft asset

Large part of his job is protecting and defending what brands stand for

Good to have control

John and Kate plus 8. He thought they should cancel show. Discovery could have gone totally overboard (like E! would have) but they decided to focus on the family and tell the story in the most appropriate way

Public opinion matters. More outlets, faster communications, business can be overwhelmed so quickly from bad PR

Big believer in developing people

What’s best for the company? Not what’s best for me? Never about me.

Speed and commitment (wherever you are, take the call)


0do whatever it takes, no one is going to out work me

Business strategy- don’t use lots of user generated content but use information

Man vs. Wild: He was given help and manipulation of the production. Discovery admitted they did something wrong, apologized and it went away

Take responsibility for your mistakes 

Zaslav called in the middle of out meeting and David said that he’d have to call him back in 10 minutes. That was really cool and made me feel that he really cared about us and that we were important.

Deadliest Bash in honor of record rating of season 5 of Deadliest Catch 

Touch base with producer Diane about On the Case with Paula Zahn

July 28.

Got in trouble from production company because we mentioned Paula Zahn was fired from CBS in White paper marketing strategy discussion. The pro co didn’t understand purpose so it turned out not to be a big deal but I was afraid I had messed something up big time. 

Decided on Shift creative concept. Taking 4 to Doug for review

Paula Zahn vision meeting went better than expected considering the earlier misunderstanding

Folded enveloped for press releases for 3 hours 

July 29

Sat in of focus group meeting 

Got a response from pitch to LA Times and a newspaper in Fort Wayne

July 30

Learned about the different science channel acritypes 

Sat in on marketing briefing meeting with Doug, Garnsey, Nellie and Alyshia. Interesting to see how they come to a decision on the Central Idea, promise to the viewer and target audience

Aug 3

Highlights for MIL HDT and ID

Upfront spreadsheets

Lunch with Charade production company

Phone conference with JGI and Jane re: CEO

Eileen O’Neil came out side on the roof to just sit. I wish I hadn’t been on the phone so that I could have talked with her. I’m sure it was a big day for her as today John and Kate plus 8 re launched. I will be interested in seeing which rates better, John and Kate or Shark Week, the longest running cable event. The John and Kate drama has become more intense with tabloids running “Divorce to Dating in 20 Days” John is now dating the daughter of the doctor who performed Kate’s tummy tuck. 

Aug 6

Rented 17 movies for my fear film

Went to lunch with Doug and Kristen because they will be out of town next week. I told them different stories like being ship wreaked. Kristen didn’t believe me and they were both calling me the most interesting man in the world. Haha. They said I might be the most interesting person they know! We had a great time and it was very nice of them to take the time to sit down with me. I invited them down to Biltmore and I hope they take me up! They were both very interested in knowing what I was going to do next. I explained to them that I had to finish school and then I wanted to get some out side experience before returning to Biltmore. I told them I had four companies I wanted to work for (Discovery, Disney, Patagonia, and Google). Both of them made it clear that if I wanted to come back and work at Discovery, they would find a place for me. The offered continued mentor support. They seemed very interested in hearing what I had to say about the overall experience. It was interesting to talk about the evolution of emerging networks. As they grow, it’s becoming increasingly harder to manage the workload- especially with three rebrands up and coming. Both will prove to be great contacts in the future. Eileen O’Neil and TLC COO were in the same restaurant meeting with the Miss America Pageant president. 

Aug 11

Got into the office and found out I was suppose to be at DCTC

Went over and finally found the editor I would be working with. His name was Guy and we worked with the Coppel Group and was Ted Coppel’s field editor. He told me stories all-day about reporting from Afghanistan, Iraq and China. We also shared an interest in nature photography and told stories about our adventures. He also told me about two shows he had been working on, Wild Pacific and Swords. This editor is one of the best and I was very lucky to get to work with him. 

Aug 12

The whole team held a going away party for me on the roof with ice cream and beer. They even gave me a present- to go hot air ballooning, sky diving or gliding. Very nice and I think I’ll probably go air ballooning. 

Back to DCTC

Aug 13

Went out with interns to drink and eat for my going away. Great time!

Aug 14

Lots going on with R&S and had to be on phone calls for 4 hours. We are trying to figure out how to reinvent the model and cut expenses. We have a few scenarios. None will be fun to do, as it’s hard to tare down a program you worked so hard to build. But obviously the model is flawed. That’s hard to deal with when it’s your last day at work. But I finished up and downloaded all my contacts into my address book and delivered 40 thank you notes. I then went home and packed and met up with Jennifer, Krissa, and Everett for on last night out in Adams Morgan.   

