SEPTEMBER, 2006

NYC

Enjoying a love affair with our fair city? Then this 1s the station for you.
by Anne-Marie Guarnieri

NYC TV BILLS ITSELF as “Everything
New York.” And the city’s very own televi-
sion station makes an impressive effort to
cover all the local action, with one broad-
cast channel, five local cable channels,
and a production company.

While the channel does air its share of
governmental hearings and press confer-
ences, NYC TV's not just another C-SPAN
or PBS. “There’s such high-caliber public
television in New York, and we fit some-
where in that mix—but we want to be a
little hipper, a little cooler,” says Trevor
Scotland, director of business develop
ment and operations for NYC Media
Group, which manages all the media
assets of the City of New York, including
NYC TV, dubbed “ civicminded MTV"

by The New York Times. “New —
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Shows like Secrets of New York,
which focuses on the hidden and

Bridge, which maps out the histo
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host Ralph McDaniels” immense
collection of videos; and Cool in
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NYC TV was looking

to broaden its fashion

exposure, so it part-
nered with the Council

America (CFDA) to
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program that features places to shop and eat
throughout the city’s more than 200 zip codes, are
perfect examples of what makes NYC TV’s pro-

gramming like Videofashion News, Fashion in
Focus, and Behind the Label, during Fashion Week
the station broadcasts Full Frontal Fashion, taking

of Fashion Designers of

viewers behind the scenes at Bryant Park
with two hours of new content every night.
“The idea of having concentrated cover
age during Fashion Week made perfect
sense,” says Scotland. “New York City is
the fashion capital of the world, and we
know that people love this content. We're
turning it around as quickly as it hap-
pens"—a forward-thinking move viewers
responded to immediately. “It's one of our
highest-rated weeks,” Scotland points out.

Because only about 10 percent of the
station’s budget is provided by the city,
sponsorship is an important part of NYC
TV's success. Fortunately, out of Full
Frontal Fashion’s success have grown
high-profile partnerships with Fashion
Week sponsors like Fashion Wire Daily.
And other programs have attracted back
ers as well. “The Bank of New York is a
presenting sponsor for Cesl in Your Code,
and represents the type of longterm local
relationship that makes sense for the sta-
tion,” Scotland explains,

But it’s the network’s relationship with the city
that’s the real focus. With no shortage of inspira-
tion, NYC TV continues to up the ante with inno-
vative and original programming that is, at its
core, a love letter to the Big Apple.

“We try to offer lifestyle, history, and culture
across many different facets, and turn the camera
back on the city, which is at the heart of our con
tent,” says Scotland. “New York City is our pro-
gramming playground.” [G]

Fashion Week coverage airs on NYC TV from
September 10 to September 21 every night at 9 v

PAGE 100

From the NYC TV press room

nyc.gov/tv/press



