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& [ have reviewed Bloomberg’s confidential complaint to the FCC, Comcast’s Answer

to the Complaint, and three confidential declarations (Mr. Egan, Mr. Kreiling, and Dr. Israel).

8. In what follows, I explain my opinion that groupings with as few as four news
channels in a block of five consecutive channel positions on many Comcast channel lineups

constitute “news neighborhoods.”

9. Neighborhooding is not a new practice, although the term is new to me since I
identified the same practice as “clustering.” In the first (1981) edition of the Eastman book
Broadcast Programming, cable system strategies were barely mentioned — just two pages in the overview
introductory chapter — where cable operators were described as acting “merely as relayers of
programming” In the second (1985) edition of the book entided Broadcast/ Cable Programming,
however, Dr. Eastman added three new chapters on cable, thanks in part to the “more than 50”
cable networks that arose in the intervening years between editions. In a section of the chapter
titled “Cable System Programming,” the book includes a section labeled “Dial Placement” in which
Dr. Eastman introduces the term “content clustering” to describe the clustering of different genres
of cable programming that would be “easy to promote” for the cable operator and “easy to
remember” for the subscriber (p. 231). In the third (1989) edidon, Dr. Eastman revised the term to
“clustering by content” with a more specific example: “placing news and information services” into

clusters that “make immediate sense to subscribers” (p. 276).

10.  Thus, neighborhooding is a standard way that cable lineups have evolved from the
days of relatively few channels to the digital cornucopia of today. Just as groceries arrange their
aisles and shelves by the type of food or merchandise, cable systems present their products in
familiar patterns of shelf space. In fact, shelf space is a long-time metaphor in programming

textbooks like the one Dr. Eastman and I have written.
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11, Competing textbooks targeting programming strategies also describe this clustering
practice, labeled neighborhooding by the FCC: Perebinossoff, Gross & Gross published the second
edition (2005) of their book Programming for TV, Radio and the Internet in which they state: “Cable
systems frequently make changes in their channel lineup. Often, however, the only thing that is
changed is the channel number. MTV may be switched from channel 12 to channel 26. The reasons
for this are many. Sometimes the system rebuilds to add channels and is then able to add more
services. But rather than lumping all the new ones at the end, the system may want to give some
rhyme or reason to channel numbers. For example, it may want to group all music services . ..” (pp.
280-281). The authors conclude: “Systems are often wary of communicating exact details if the
change involves eliminating some service. There are always people who will kick and fuss when
something is taken away, What cable systems often do is send subscribers an innocent-looking
channel card with their monthly bill. This lists the new lineup without indicating what has been
eliminated.” (p. 281). From this, I conclude that other experts agree with me, that clustering channels
is commonplace and that no one specifies a percentage or number of channels that “must” appear
in a grouping to qualify it as a neighborhood. Furthermore, the view of other experts demonstrates

that cable systems can change their lineups with relative ease.

12, Channel changing, once known as channel surfing untl the web popularized that
verb metaphor, and now better known as flipping or grazing, has been the subject of many
empirical studies. The book Cableviewing (1989) by Carrie Heeter and Bradley S. Greenberg
summarizes many baseline studies in audience behavior with regard to cable channels. Citing a study
by psychologists Shiffrin and Schneider in 1977, Heeter labels different strategies for searching
channels (pp. 14-15). Specifically, elaborated search is contrasted with a terminating search. In the
first case, viewers must search hundreds of channels to exhaust the possibility that a better choice

could be made. In the second case, viewers look until they are satisfied with a channel and then stop
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looking. I conclude that news neighborhoods encourage viewers to shorten a tedious search by
settling for the comfort of a familiar set of channels in a well-tended neighborhood of popular
choices. It is my view that many viewers welcome news neighborhoods to assist them with their

search strategy.

13.  Also in Cableviewing, Greenberg reinforced the notion that viewers are creatures of
habit (p. 98). His research is consistent with my own observation that most people want a relaxing

time with television, not 2 memory test with too much to recall.

14. Heeter notes from her research that only 23 percent of subscrbers can identify the
channel number of more than half of all available channels (p. 22). Yet her findings were published
when there were only 36 channels instead of hundreds. Surely viewers are even more pleased when
their channel options are arranged in convenient clusters of genres. Heeter also identifies “viewer
awareness [of channel choices]” as an important element of program choice, which gives me reason
to conclude that channels excluded from news neighborhoods are at a disadvantage to included

channels.

15. With regard to grazing, if a channel-up strategy used by many viewers leads them to
graze through three consecutive religious channels, followed by three pop music video channels, the
viewers will readily assume that there will be no more religious channels to follow. If the next
sequence of channels is four or five news channels, followed by Disney and Nickelodeon, then the
same viewers cannot be blamed for thinking they are done with the news channels. I conclude from
this that channels excluded from news neighborhoods are disadvantaged by the way viewers are

conditioned by neighborhoods that already exist “now.”

16. I believe that Bloomberg’s definition of a news neighborhood meets a common-

sense standard, where the most popular channels are grouped together on the channels with the
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