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Do not use the end credits space for a commercial or billboard.

Production company |ogos should not appear in the end credits; company names should be printed
in text only.

For shows owned by Outdoor Channel, the credits should begin with Outdoor Channel’s staff credits
(supplied to you; contact us if you do not have our credits) followed by your company’s credits.

COPYRIGHT:

Each program must end with the standard Outdoor Channel “Copyright” graphic (provided to you in our
graphics package).

For programs owned by Outdoor Channel: the end of the credits should read: Produced by Outdoor
Channel in association with (insert your company name) Copyright 2009.

For all Time Buy programs, the end of the credits should read: Produced by (insert your company name) in
association with Outdoor Channel Copyright 2009.

Rating:

Do not burn-in ratings information (i.e. TV G, TV PG, etc).
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:: Billboard Placement

Outdoor Channel requires that billboard acknowledgements be limited to thirty (30) seconds in the first half of
the program, and thirty (30) seconds in the second half of the program, for a total of sixty (60) seconds. An
episode should never have billboard placements that total more than sixty (60) seconds.

Each thirty second billboard segment is limited to six (6) screens. If there are more than six billboard
acknowledgements, multiple sponsors may be placed on a screen.

Segment sponsorship acknowledgements (aka “bumps” or “segment billboards”) are limited to five seconds
with logo and tagline only.

If you have one segment sponsored entirely by one company, do not leave the sponsor’s logo on the screen for
the entire segment — this is unacceptable and shows that do this will be rejected.

Sponsor logo graphics should not appear anywhere in the show outside of the billboards and commercial
spots. (Example: they should not be inserted into the background of someone talking on-camera, scrolling
across the screen, etc.).

Any time a logo is on screen, the 60-second timer is counting (with the exception of incidental logos on
clothing, caps, equipment, etc.). Excessive “billboarding” in camera shots is prohibited.

Closed Captioning

General Closed Captioning:

Closed Captioning of your program is required. Producers may elect to provide captioning for their shows
prior to delivering them to Outdoor Channel. Outdoor Channel will gladly close caption your show if
delivered uncaptioned at your expense.

If you are delivering your show already closed captioned, it must be clearly labeled as “closed captioned”
on the following: tape case label; tape shell label; slate. Failure to properly label a show that you have
already closed captioned could result in Outdoor Channel close captioning it again and billing your for
the service.

Licensed Episodes supplied without such closed captioning will be automatically closed captioned by
Outdoor Channel at the Producer’s expense, at Outdoor Channel’s current rate, with additional charges for
tape stock.

Producers that elect to have Outdoor Channel closed caption their shows must have tapes delivered to
Outdoor Channel no later than fifteen (15) business days prior to the start of the air week. For example,
for a show that airs the week of June 29, 2009, the show tape would be due at Outdoor Channel by
June 8, 2009.

Failure to deliver the programs captioned or to purchase these services from Outdoor Channel’s technical
services department may result in termination of the program. No waivers or exemptions will be granted.

www.outdoorchannel.com
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Closed Captioning Specifications:
Closed Captioning must meet the following technical standards:
- The base of the captioning signal must rest at OmV and reach a level of 350 mV.

- Closed captions must be encoded on line 21 of the vertical blanking interval, and normally
be disp|ayed on the bottom of the screen unless that p|qcement interferes with program elements.

:: Show Content

Impact Shot Replays:

Regarding hunting programming, the harvest is the natural culmination of the hunting experience.
Outdoor Channel allows some impact-shot/kill-shot replays, but with important and specific restrictions:

An impact shot can only be replayed ONCE per kill, and only in REAL TIME; NO SLOW
MOTION. This replay counts for the entire show; if you replay an impact shot in the first half of
a show, you cannot replay it again later in the show.

Most importantly, the shot must be an “exceptional shot.” Our replay policy does not give
producers carte blanche to replay every single impact shot in an episode — and episodes that do
will fail our quality control review just as they have in the past. Sitting in a tree stand and taking
a wide open shot at an animal twenty feet away does not count as exceptional. A show might
have only a handful of “exceptional shots” over the course of an entire season. Examples of an
“exceptional shot” are:

1. The replay is instructional, with voice-over explaining what made the shot unique.
2. The shot was taken in extremely challenging terrain or tough environmental conditions.

3. There was a real “element of danger” involved. Example: the shooter was being charged
by a bear when he took the shot.

Additionally, any kill shot replay should be accompanied by a voice-over introduction or text explanation
of the shot’s uniqueness.

Of course, all replayed shots should be ethical and should promote good hunting etiquette, and should
not violate any of our other guidelines.
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Phone Numbers / Internet URL Addresses:

All solicitations, inc|uding but not limited to information such as phone numbers, email addresses, and
web addresses, are restricted to advertising avails only.*

Outdoor Channel has its own website, www.outdoorchannel.com, and as a result, no other website or
infernet addresses are allowed within a program unless approved in writing by Outdoor Channel, with
one exception:

* Before the closing credits, fifteen (15) seconds of acknowledgements are permitted, provided that
Outdoor Channel standard graphic slates are used. No commercials should air during or after the closing
credits. You may “soft sell” something and tell people to wait until the end of the program to find out the
contact information.

If you are a producer of a show owned by Outdoor Channel, you are not permitted to use this space to
promote yourself or your company.

Copyrighted Content:

Shows that contain any footage (even for just a few seconds) or music that was produced by an outside
party and/or broadcast on another channel, online, etc. should come with a release. This includes, but is
not limited to: footage from other television shows, films, radio broadcasts, video games, internet video and
music (including a copyrighted song being performed by someone other than the original recording artist).

Our Quality Control Department will flag any show that contains footage that we know your company did
not capture/produce, if that show does not come with a release.

For Original Shows owned by Outdoor Channel, each show is REQUIRED to be submitted with the
following releases: A) location releases; B) image/likeness releases; C) film footage and/or still photograph
releases for anything borrowed/licensed or captured outside of the production; D) music releases; and E)
film permits (when applicable).

:: Outdoor Channel Advertising Standards and Practices

Acceptance of Advertising:

All advertising must be deemed aprroprlote for Outdoor Channel. The same technical standards that
apply to pro(?ram content also apply to commercial content. Outdoor Channel reserves the right to
reject any advertisement submitted to Outdoor Channel, at its sole discretion.
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Restrictions:
The following categories are strictly prohibited.
A. 900 numbers.

B. Psychic services or products promoting a belief in the efficacy of other occult pursuits
such as mind reading, fortune telling, predicting the future, efc.

C. Sexually explicit services such as web sites or 00 numbers.

D. X -rated films or home videos.

m
.

Wagering opportunities not licensed in the United States.
Any tobacco products.

. Anti-law enforcement devices or literature.

I @ m

. lllegal drugs or parapherndlia.

In the case of hunting products, no impact or take down shots may appear in any
commercial. (Exception: birds or varmints taken by firearms are permissible impact shots
in commercials).

J. No skinning, butchering or field dressing of animals is permitted in commercial.

K. Anything that directly competes with Outdoor Channel or any other Outdoor Channel
media interest, including but not limited to Outdoor Channel networks, Outdoor Channel
websites and Outdoor Channel publications. This includes other websites that are built
around delivering broadband video content.

A demonstrated pattern of unresolved complaints against an advertiser may result in termination of
advertising privileges for that advertiser.

Outdoor Channel Commercial Avails:

Any advertising avails belonging to Outdoor Channel must be identified on the show log, and left with clean
uninterrupted black.

If time belonging to Outdoor Channel is not left black, in the absence of a show log specifying which break
is Outdoor Channel’s break, Outdoor Channel reserves the right to place advertising time per its contractual
agreement in any break, at its sole discretion.

No make goods will be offered for “missed spots” in the absence of black or a specific log.
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:: Delivery

Prior to shipping your show, please make sure you have included the following:
A. Series Description.

B. Episode Specific Description.

C. Completed commercial log with total run time, location of all ad breaks with sponsor identification, and the
start and stop times of any Outdoor Channel advertising avails if applicable. Outdoor Channel will supply a
standard form for you to complete. Please
use this form when supplying your log.

D. Completed Music Cue Sheet with Song Title, Composer, Publisher, Duration, and Label i.e. Ascap,
BMI, SESAC. Outdoor Channel supplies a standard Music Cue Sheet form for you to complete in Appendix
A of this document.

E. Label that includes the following information:

1. Series Title
2. Episode Title
3. TRT

4. Air Date (express in terms of “week of” [January 7, 2008], always beginning on Monday)
5. Case and Shell of Tape should be labeled

F Al tapes should be shipped to meet current o|e|ivery deadlines. Currenﬂy, tapes are due in house no later
than 10 business days prior to the beginning of scheduled air week. For example, tapes scheduled to
air any time during the week of June 29, 2009 should be delivered to the office by close of business on
June 15, 2009. For shows that still need closed captioning by Outdoor Channel, tapes should be delivered
15 business days prior to the scheduled air week.

Outdoor Channel reserves the right to refuse to air tapes that arrive after our published deadline. Outdoor
Channel accepts no responsibility for loss of revenue claims for tapes that do not air as intended due to late
arrival. If you decide to send in a revised show, you must obtain prior authorization from the Traffic Department
before submitting it. Submitting a revised show without prior authorization will result in the episode(s) not
airing on schedule.
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Timecode and Color Bars:

Timecode:

Timecode should be Drop Frame, recorded on the Timecode track, continuous throughout the show, with first
program audio/video on posted shows starting at 01:00:00:00. If VITC is supplied, it must match LTC.

Timecode should be continuous, without error, and contain the appropriate flagging information in
adherence with SMPTE specification 12 M.

All time code references, i.e. vertical interval time code, (VITC), longitudinal time code. (LTC) or audio sector
time code on Digital formats (ASTC) must match exactly.

Color Bars:

Audio and Video must be referenced and consistent to SMPTE color bars and tone (0 VU for analog
an -20 dB for digital) recorded at the head of the tape. Program video subcarrier horizontal phase
(SCH phase) should be in close relationship to SMPTE color bars. Programs should begin with the

following sequence:

- Start of Bars: 00:59:00:00 for: 30 seconds

- Black: 00:59:30:00 for: 10

- Start of Slate: 00:59:40:00 for: 10

- Countdown: 00:59:50:00 for: 10 (using industry standard countdown)

- Program Start: 01:00:00:00 continuous timecode throughout the program

Reference Signals:

The program shall be preceded with a minimum of 1 minute of SMPTE color bars (75% chroma amplitude)
and a reference tone of 1000 Hz, followed by 10 seconds of slate and 10 seconds of black before start of

program. There should be a minimum of 30 seconds of black following the last program picture and audio
before any text-less elements or added material.

Program content must be representative of the audio and video reference signals and levels must be
consistent throughout.

Tapes should be shipped to:

Outdoor Channel

Attn: Traffic Department

43445 Business Park Drive, Suite 103
Temecula, CA 92590

All Forms must be completed and submitted to the Outdoor Channel Programming Department prior to
the air date of any given show in order for the show to go fo air.
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Show Format Guidelines:

In order to better promote each individual program, and to better brand Outdoor Channel as a network,
we require forty-five (45) seconds of promotional time in each half hour of programming. This time is
included in the total commercial time of each program.

All programs submitted to Outdoor Channel for broadcast must follow the following format guidelines:

1. V2 Hour Shows
Half hour shows must contain twenty-two (22) minutes and fifteen (15) seconds of content (00:22:15;00)
split into four (4) segments with three (3) internal breaks. Total commercial time will be seven (7) minutes
and forty-five (45) seconds. The first break may occur no sooner than five (5) minutes after the start of the
program and no later than seven (7) minutes after the start of the program, and have a total running time
of two (2) minutes and fifteen (15) seconds (00:02:15;00) leaving the last fifteen (15) seconds available
for Outdoor Channel promotional time. The Second break must have a fotal running time of three
(3) minutes (00:03:00;00), leaving the last one (1) minute available for offiliate/local commercial time.
The third break must and have a total running time of two (2) minutes (00:02:00,00). The total running
time of the show including commercial breaks must be twenty-nine (29) minutes and thirty (30) seconds
(00:29:30;00). This leaves the last thirty (30) seconds after the close of the show available for Outdoor
Channel promotional time.

Each tape must contain at least 120 seconds of continuous black after the last frame of video in
each program.

2. 1 Hour Shows
One hour shows must contain forty-four (44) minutes and thirty (30) seconds of content (00:44:30;00)
split into eight (8) segments with seven (7) internal breaks. Total Commercial time will be fifteen (15)
minutes and fifteen (15) seconds. The first break may occur no sooner than five (5) minutes after the
start of the program and no later than seven (7) minutes after the start of the program, and have a total
running time of two (2) minutes and fifteen (15) seconds (00:02:15;00) leaving the last fifteen (15)
seconds available for Outdoor Channel promotional time. The Second break must have a total running
time of two (2) minutes (00:02:00;00). The third break must have a total running time of two (2) minutes
and fifteen (15) seconds (00:02:15;00) leaving the last fifteen (15) seconds available for Outdoor Channel
promotional time. The fourth break must occur no sooner than twenty-nine (29) minutes and no later than
thirty-one (31) minutes and have a total running time of one (1) minute and fifteen (15) seconds, left
available for affiliate/local commercial time. The fifth break must have a total running time of two (2)
minutes and fifteen (15) seconds (00:02:15;00) leaving the last fifteen (15) seconds available for Outdoor
Channel promotional time. The sixth break must have a total running time of three (3) minutes
(00:03:00;00), leaving the last one (1) minute available for affiliate/local commercial time. The seventh
break must have a total running time of two (2) minutes (00:02:00;00). The fotal running fime of the show
including commercial breaks must be fifty-nine (59) minutes and thirty (30) seconds (00:59:30;00). This
leaves the last thirty (30) seconds affer the close of the show available for Outdoor Channel promotional
time. Each tape must contain at least 120 seconds of continuous black after the last frame of video in
each program.

If you would like to substitute commercial spots for any shows, you must do this yourself. We receive
over 1,000 shows per year and it is impossible for us to substitute commercials for you. We are happy
to return your tapes to you upon request. In such cases, please provide us with your Fed Ex or UPS
account number and your preferred method of shipping (overnight, ground, etc.), and contact

Kim Ransom to coordinate.

www.outdoorchannel.com
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Outdoor Channel 2-Hour Program Format Outline:
NOTE: There should be 15 frames of black before and after each show segment.

Start of Bars: 00:59:00:00 30 seconds

Black: 00:59:30:00 10 seconds

Start of Slate: 00:59:40:00 10 seconds

Countdown: 00:59:50:00 10 seconds (using industry standard countdown)

Program Start: 01:00:00:00 Continuous timecode throughout the program

Segment 1: 01:00:00:00 5 - 7 minutes (Tease, Open, Billboards, and Program Content)

Commercial Break 1: 2:15 minute (Last 15 seconds Network Promo Time)
Segment 2: 3+ minutes (Program Content)

Commercial Break 2: 3 minutes (Last 1 minute Local Affiliate Time)
Segment 3: 3+ minutes (Program Content)

Commercial Break 3: 2:00 minutes
Segment 4: 3+ minutes (Program Content, Billboard)
Program Out: 01:29:30:00 30 seconds (Black)

Summary of Each %2 Hour Program

* Total content for V2 hour program = 22:15

* Total network commercial time = 6 minutes

* Total local offiliate commercial time = 1 minute

* Total promo time = 45 seconds

* Total Running Time including 30 seconds promo time following show = 30:00

Program Content
Network Commercial
Time

Local commercial

Time Promo Time
Segment 1: 5 -7 minutes

Break 1: 2 minutes 15 seconds
Segment 2: 3 + minutes

Break 2: 2 minutes 1 minute
Segment 3: 3 + minutes

Break 3: 2 minutes
Segment 4: 3 + minutes

Break 4: 30 seconds
Total: 22:15 6 minutes 1 minute 45 seconds
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Outdoor Channel 1-Hour Program Format Outline:
NOTE: There should be 15 frames of black before and after each show segment.

Start of Bars: 00:59:00:00 30 seconds

Black: 00:59:30:00 10 seconds

Start of Slate: 00:59:40:00 10 seconds

Countdown: 00:59:50:00 10 seconds (using industry standard countdown)

Program Start: 01:00:00:00 Continuous timecode throughout the program

Segment 1: 01:00:00:00 5 - 7 minutes (Tease, Open, Billboards, and Program Content)

Commercial Break 1: 2:15 minute (Last 15 seconds Network Promo Time)
Segment 2: 3+ minutes (Program Content)

Commercial Break 2: 2 minutes
Segment 3: 3+ minutes (Program Content)

Commercial Break 3: 2:15 minutes (Last 15 seconds Network Promo Time)
Segment 4: 3+ minutes (Program Content, Billboard, and Closing Credits)

Commercial Break 4: 1:15 minutes (Local Affiliate and Network Promo Time)
Segment 5: 3+ minutes (Program Content)

Commercial Break 5: 2:15 minutes (Last 15 seconds Network Promo Time)
Segment 6: 3+ minutes (Program Content)

Commercial Break 6: 3 minutes (Last 1T minute Local Affiliate Time)
Segment 7: 3+ minutes (Program Content)

Commercial Break 7: 2 minutes
Segment 8: 3+ minutes (Program Content, Billboard, and Closing Credits)
Program Out: 01:59:30:00 30 seconds (Black)

Summary of Each 1 Hour Program

* Total content for 1 hour program = 44:30

Total network commercial time = 12 minutes

Total local affiliate commercial time = 2 minute

Total promo time = 90 seconds

Total Running Time including 30 seconds promo time following show = 60:00

Program Content
Network Commercial
Time

Local commercial

Time Promo Time
Segment 1: 5 -7 minutes
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Break 1: 2 minutes 15 seconds
Segment 2: 3 + Minutes

Break 2: 2 minutes
Segment 3: 3 + Minutes

Break 3: 2 minutes 15 seconds
Segment 4: 3 + Minutes

Break 4: 1 minute 15 seconds
Segment 5: 3 + Minutes

Break 5: 2 minutes 15 seconds
Segment 6: 3 + Minutes

Break 6: 2 minutes T minute
Segment 7: 3 + Minutes

Break 7: 2 minutes
Segment 8: 3 + Minutes

Break 8: 30 seconds
Total: 44:30 12 Minutes 2 minute 90 seconds

Minimum Segment Length:

As our Automated Master Control requires a certain time to reset between commercial breaks, please be
sure that each program segment has a running time of at least three (3) minutes.
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:: Tape Format

Tape Format:

- ALL programs must be mastered to unused, first generation tape (recycled tape will be rejected)
with Drop Frame Time Code.

- Timecode should begin at 00:58:30 on dll tapes with the start of the show at 01:00:00.

- All tapes should have thirty seconds of bars and tone, with a five second countdown, and a properly
labeled slate. Properly labeled slate includes Series Name, Episode Name, Episode #, Total
Running Time, and intended air date, expressed in terms of “Week of [July 3, 20071 always
starting on Mondays.

- Tape case and tape shell must be labeled. Shows delivered with Closed Captioning must be labeled
“Closed Captioned.”

HD PROGRAMS:

HD ACQUISITION:  Programs may be ACQUIRED using HDCam, DVCProHD (including P2 tapeless
systems), XDCam (including XDCam EX) *, and HDV

HD SUBMISSION:  Acceptable tape formats for SUBMISSION are HDCAM, DVCPro HD, and
XDCAM HD

No XDCAM “EX” submissions will be accepted. Use the XDCAM discs only — no memory cards.

SD PROGRAMS:

SD ACQUISITION:  Programs may be ACQUIRED using Beta SP, DVCPro50 (including P2 tapeless)
Digi Beta, HDV and DVCam** Mini DV may only be used for cutaways,

not to exceed 25% of show content.
SD SUBMISSION:  Acceptable tape formats for SUBMISSION are Beta SP, Digi Beta, DVC Pro,
and DVCam**.
*  XDCams should be set to 35Mb/s, or higher — preferably 50Mb/s.

** DVCAM is our least-desired show submission tape format, and we strongly recommend using higher
quality options, whenever available. Beginning in Q1 2010, Digibeta will be the only acceptable SD
submission format.

Of all of the HD formats, HDV is the least preferable.

Any formats not listed above as acceptable must be approved in writing by Outdoor Channel’s Sr. Director
of Production and Programming, Mike Dorsey.
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International Masters:

(This applies to Outdoor Channel “Original Shows” only.)

In addition to air masters, all producers of programming owned entirely by Outdoor Channel must deliver
a textless master copy of each program with 4 channels of audio.

Channel assignments should be as follows:

CHANNEL 1 Narration
CHANNEL 2 SOT
CHANNEL 3 & 4 Stereo Music and Effects

This “Infernational” master can be submitted either on a 2nd tape (clearly labeled “textless/split audio”),
or, for 30 minute programs, both the air master and international master may be submitted on a single 60
minute reel, with the International Master on the latter half of the reel. International masters for hour-|ong
programs must be submitted on a 2nd reel.

:: Quality Control FAQs

Q: | see some shows refer to your network at “Outdoor Channel”. Is it “The Outdoor Channel” or just

A:

“Outdoor Channel”2

The proper name is “Outdoor Channel” now, without the “The.” When we announced our new
logo, we also dropped the “The” from our name. Please refer to our network as “Outdoor Channel” in
any future visual or audible references.

: Is window-boxed (black on all four sides) video allowed on your network?

: We do not allow windowboxed footage during shows. Shows submitted with windowboxed

footage will not go to air. Pillarbox (black bars on left and right sides) or letterboxed (black bars on top
and bottom) are allowed and ONLY if in the correct aspect ratio (no stretched or squished video).

: What are the white dots | see just below the top letterbox?

: This is closed captioning information and should not be seen in the viewable area. Shows submitted

with this will not pass QC.

: What are the most common technical errors causing shows not to pass QC2

: In most cases, it's from shows not being quality-controlled prior to being sent to us. Simply

reviewing a tape before edit staff puts it in the mail would prevent over 90% of the show failures that
we are forced to deal with every year.

www.outdoorchannel.com
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Q: What are the most common editorial errors causing shows not to pass QC?2

A: There are several: split track audio, inconsistent audio levels making it impossible to set one reference
audio level, and interlaced video.

Q: When shooting out in the field, our camera/audio person did not detect any over-modulated
audio, and now it's too late to go back and shoot the scene again. Can | use this over-modulated audio
in my show?

A: No. Unfortunately, the use of over-modulated audio is not allowed, as it brings down the overall quality
of your show as well the on-air look of the network. It makes everyone involved look unprofessional. It is
crucial to make sure when recording in the field, especially scenes that cannot easily be recreated with
hard-to-reach talent and difficult locations to go back to, to monitor audio levels properly. Make sure your
talent is mic’d and peak levels are tested prior to recording. Always use a pair of high quality closed-ear
headphones or sound isolating ear buds to make sure audio is a top priority and watch your audio meters
constantly to make sure audio levels are at their ideal recording levels. If you notice any over-modulated
audio, re-do the scene if possible. Of course, having a professional sound recordist dedicated entirely to
your sound production is the best solution.

Q: From time to time, | see graphics not included in your graphics package in shows. Is this ok?

A: All graphics used must be from our supplied graphics package. They cannot be modified in any way
and should appear identical to our Lower Third Guidelines style guide. This includes font color, using
the proper drop shadow, as well as kerning (spaces in between letters).

Q: | saw XXXX show breaking a rule that you're making me obey. What's up with that2

A: If you see a show with modified Outdoor Channel graphics, or breaking some other guideline, rest
assured that we are on their case and that it won't be allowed to continue. We do not single out
producers — every show is held to the same standards.

Q: Who is the proper contact for show deliveries?

A: Kim Ransom (Traffic Director, ext. 265) is the proper person fo contact for ALL tape deliveries.
Please do not contact anyone else, including Brian Hamada in Quality Control, for show deliveries

Q: | (Producer/Editor) will be out of the office on a shoot or trade show and may be unreachable
should there be any issues with our show. Can | send you a backup copy of our HD show on a different
tape format just in case you'll need it2

A: Yes. This is a great idea, especially if you think one of your video recorders may be having an
issue. Sending us a second copy from the same video recorder may only duplicate the technical error
mcking both copies unusable. Even an SD bockup is better than no chkup, as it prevents us from
running a repeat show.
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Q: We harvested an animal on camera, but there appears to be a lot of blood still on the animal.
Will this be too graphic to show on your network?

A: If there is foo much blood on the animal from the entry/exit wound and you're concerned that
it may be too graphic for our network, one way to avoid showing the excessive amounts of blood remaining
on the animal is to do a sepia tone colorization fo the video. This keeps the integrity of the images but
reduces the overall graphic content of showing too much blood.

Q: Why is the timing of a show’s closed captioning occasionally way off2

A: This is most likely due to the fact that the caption file was not sync’d up properly with the show.
For those shows that add captioning in their timelines, it is critical to make sure your captioning is
synchronized properly.

Q: Do you have any recommended system for numbering episodes2

A: We do not have any mandatory numbering system, however some ways are better than others.
One suggestion is to number shows uniquely. For example, number shows 101, 102, 103, ... 199, 200,
201, etc. Why do this? Because you'll never have a repeat episode number that could confuse anyone
involved with the shows, especially if a repeat runs during a different broadcast quarter.

Q: | know that video interlacing can be a big problem. What do | need to do to detect if | have any
interlaced video in my show?

A: Interlaced video is a pretty common problem and can only be detected using an interlaced video
monitor. Most computer monitors are progressive scan which masks the video interlacing. When proofing
your show, always use an interlaced monitor to check for interlaced video in your show.
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MUSIC CUE SHEET

Show Series:
Show Title:
Episode #: Quarter: Air Week: (starts on Mondays)
Producer:
Phone# () - ext Email:
Ti = % Q
# Song Title Composer Publisher Type* Duration dms:; = B é 2 Other
< »
1 O oo g
2 OO o0 a0
3 O oo g
4 O O o0 a0
5 O oo g
6 OO o0 a0
7 O oo g
8 O O o0 a0
9 O oo g
10 oo o ad
11 o000
12 oo o ad
13 oo o0 Q0
14 oo o ad
15 oo o g
16 oo o ad
17 O oo g
18 oo o ad
19 o000
20 o oo ad
*Type
Bl Background Instrumental  Background Instrumental music only, no singing
BV Background Vocal Background music with singing
BP Bumper Music used on bumper adjacent to segment
Vil Visual Instrumental Performance without vocals on camera
vIT Video tape Performance from a video source not live. Can be from another show or pre-produced music video
VIV Visual Vocal Performance with vocals on camera
Notes:

www.outdoorchannel.com
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Outdoor Channel Contacts:

Tape Delivery Kim Ransom
Scheduling of Shows Traffic Director
KRansom@outdoorchannel.com
Quality Control Brian Hamada
Closed Captioning Quality Control & Closed Captioning Manager

BHamada@outdoorchannel.com

Contract Administration
Billing
Sponsor Conflicts

Affidavits
Rating Requests

Tina Mull
Programming Manager & Contract Administrator
TMull@outdoorchannel.com

Technical Questions and Specs

Brad Markham
Sr. Director of Post Production
BMarkham@outdoorchannel.com

Time Buy Concerns

Jeff Wayne
Executive Vice President of Programming
JWayne@outdoorchannel.com

Original Programming Concerns

Jared Gustafson
Production Coordinator/Field Producer
JGustafson@outdoorchannel.com

“All Other Concerns”

Michael Dorsey

Sr. Director of Production & Programming
Sr. Producer
MDorsey@outdoorchannel.com
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