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Retirement Living TV Gets Boost

Comeast Deal Will Expand Audience as More Marketers Pursue Older Crowd

By 5aM ScHECHNER
Anp VisHesSH Kumar

Twnmaus At John Erick-
40 launched Retirement
Living TV, offering 2 day-
timis block of original programs
on topics ke health, fnance and
dasting to older viewsers, 1E was a
modest venture, inspired by
homegrovwn TV channels Mr,
Ericksan had booked up in the re-
tirement communities  he
[cnandaed.

Wow, Mr, Erickson has signed
a deal with Comeast Corp, the
mation® largest cable operator
By subseribers, to bring his chan-
nel into more than 12 milllon
homes, say people amillar with
the apreemant. Comdeast also has
taken a minority stake in the net-
wiork, tese people say.

The deal, expectad to be an-
nounced Friday, will bnltially
bring RLTY w Comeast subscrib-
&rs [n the ratiree-heavy markers
of Tucson, Ariz., Albngner-
que, MM, and spread to digital
cahbe systoms in other parts of
the ¢ountry io fub&eguént
mamnths,

Its programming will include
an  entertainment-world  talk
show hosted by former "Tready
Timch"” mom Flocence Hegder-
s0m, current-evenis programs
pricluced by the retires arganiza-
tion AARTand a possitde prime-

time competition series dubbed _

“Senlor [dol"

Kladison Avenue regams ob-
sessed with reaching vounger peo-
ple wilh marketing pltches, Fut
oner Lhe past baw years, advartis-
&g strategies hawe shifted some-
wihiat a5 thi rember of retiress las
expleced. Sony, L'Oreal Ford Mo-
toa arul Microsoft are among the
Yy companies that lsave aggres-
shvely pursied an older crowal

“Anybody that can target
that, and find that niche, and do
it wrell, it%s certainly worth look-
ing ak,” says Stowe Kalb, director
of broadeast media at Interpub-
lie Group's MediaHub, which
has placed pharmaceutbcal ads
on BLTV, RLTV is almed at wiew-
ers ape 50 and over.

Comcast, which hes aired
ELTY programming in the morm

ings in some of its Mid-Atlantic
and New England markets, sees it
a5 @ bet on the graying of the TV
andignee,

“We have g significant ageism
hias in our country,” says the
G5-year-okd Mr, Erickson, “I
wanted fo take all thet negative
'Oh, they're really supposed tosit
at home in & rocking chair and
walch reruns' and say this isn't
the way life works ar all”

Until now, BLTV s biggest dis-
tributor was Verizon Communl-
cations’ Fios, which had 16 mil-
lion TV subscribers at the end of
the third guarter,

RLTV declined to dischose the
per-subscriber fee, if any, Com-
cast 15 paying ta carry the net-

work. Some networks in recent
years have waived such fees or
set them wery low to help build
their footprint, secording to
Dwerek Beine, a senior analyst at
SNL Kagam. “It's a tongh model,”
bz says, “Making it on ad reve-
riwé alone is really, really tough.”
RLTY plans te invest in new
prime-time shows for its ex-
panded andience. In addition to
the “Senjor Idol™ idea, execu-
tives say they are exploring
shows focused on philanthropy,
anoriginal game show and adat-
img shaw possiby based on s ex-
isting blind-date series, “An
other Chance for Romansce,”
RLTV debuted in 2006, shoot-
ing original shows that now in-

Sex prpert Dr Ruth Waestheamer,
above, appears on RLTVs "Daily
Cafe” At faft, a coupks dances on
the blind-dating seres “Ancther
Chance for Ramane”

clude téch series “Retired &
Wired" and “Iraily Cafie," a maga
rine-format show co-produced
with Gemeral Electric’s NEC
Mews, Health is a big topic: In
March, the network plans to be
gin airing “Whole Body Health,”
& holistic madicine show,

(ther networks, like Crowm
Medin Holdings' Hallmark Chan
nel and ¥iacom's TV Land, have
been explicitly targeting clder
wiewers and haby hoomers in re-
cent years, But those networks
are aiming younger than RLTV.
TV Laend, for instance, now
avoids nzing the term “hoomer,”
andin Septemiber unveilsd a new
programming strategy focusing
on people between 40 and 50,

Mr. Erickson says RLTY,
whitch initially targeted people
55 and pver before delfting down
o the aver-50 set, doesn’t plan
o kesp maving younger. But he
is flexible abouat the network's
name, which he scknowledges
could turn off people at the bot
tom of his age range.




