
So far even the Olympics can’t budge our outdated 
TV models 

 
Frustration with a lack of access, editing and the overall confusion about 
who can see what of the Olympics shows how frustrated consumers are 
about our outdated TV, but NBC has paid $1.18 billion to broadcast the 
games. Who is the consumer here? 

 
Once again, NBC is irritating the heck out of millions of Americans 
by messing around with the Olympics (http://gigaom.com/video/olympics-will-

webcast-after-pacific-coast-tv/) . Once again, the decision to show the opening 
ceremony in prime time via a time delay has resulted in people 
accusing NBC of “not getting it, 
(http://www.avc.com/a_vc/2012/07/tape-delay-in-the-age-of-
twitter.html?utm_source=twitter&utm_medium=Argyle%2BSocial&
utm_campaign=Argyle%2BSocial-2012-07&utm_term=2012-07-28-
07-39-28) ” and of thinking “it’s 1992.” 
(http://www.forbes.com/sites/tomwatson/2012/07/27/olympics-
coverage-nbc-apparently-thinks-its-1992-seemingly-unaware-of-
twitters-existence/)  Once again, the decision to edit the games has 
some sports fans irked about cuts NBC made in the opening 
ceremony. (http://entertainment.time.com/2012/07/28/nbcs-
unkind-olympic-cut/) 

 

And once again, U.S. consumers don’t get it. Sure, people are 
frustrated because they can’t easily stream the Olympics online 
without a cable subscription,  (http://gigaom.com/video/cord-
cutters-guide-olympics/) and there will always be sports fans who 
don’t want the edited version of The Games with the life stories on 
athletes and dramatic cuts. But frankly, for now, NBC doesn’t really 
care what those people want. 

 



NBC paid $1.18 billion for the right to broadcast the Olympics and it 

will be a cold day in hell before it dilutes the amount it can charge 

advertisers or the value it has to cable providers. In many ways, even 

though NBC depends on huge audiences to justify the rates it’s 

charging advertisers, it can afford to alienate some of them. And it’s 

worth noting that there are probably millions of happy families who 

watched the opening ceremony last night and had little idea it could 

be any other way. 

 

In the U.S., people who want to stream   

(http://gigaom.com/video/where-to-watch-the-london-2012-

olympics-live-online-on-your-mobile-device) are a highly vocal 

minority, but it’s a minority that is growing. And while NBC may not 

care that I — as one of the between 3.6 or 9 million cord cutters — 

(http://gigaom.com/video/where-to-watch-the-london-2012-

olympics-live-online-on-your-mobile-device/)  couldn’t authenticate 

to see the opening ceremony via the web  

(http://www.theverge.com/2012/7/28/3197834/nbc-insults-viewer-

intelligence-olympics-opening-ceremony-complex-

online/in/2721145) or streaming, maybe someone should. 

NBC broadcast an edited and time-delayed version of the opening 

ceremony last night over the air, but I couldn’t see that either. I can’t 

get over-the-air TV since the switch from analog to digital TV signals 

in 2009, because my home just doesn’t seem to be in the right 

location. Even satellites don’t work. The only way I could watch NBC’s 

broadcast of the ceremony was if I paid for cable, but that’s not 

something I want to do just to watch a once-every-two-year event. 

And anyway, I shouldn’t have to buy cable to see the opening 

ceremony, since NBC is using the public airwaves for free to deliver 



broadcast TV. Glenn Fleishman via Twitter suggested that the FCC 

ought to investigate this, and maybe it should. 
 

 

I believe FCC should look into NBC, which broadcasts over 
air, restricting Olympics video online to cable subscribers. 
Fundamentally wrong 

 

But really what I think needs to occur is a realization that until the 

business models right themselves 

(http://gigaom.com/2012/04/24/the-future-of-tv-isnt-tv-its-

broadband/) in the TV industry, consumers, especially cord cutters, 

are going to get screwed out of some content. It’s not “fair,” but as the 

population of people who demand streaming grows, and they in turn 

are seen a valuable demographic to advertisers, then perhaps the next 

Summer Games will give consumers more of what they want, where 

and when they want it. 

 


