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WEDNESDAY
8:30 p.m. (Ch. 7) 
The Real O’Neals 
Getting real takes 

a twist for a clan 

inspired to drop 

their “perfect fam-

ily” facade and 

live how they 

want in this new 

sitcom. Martha 

Plimpton (r.) 

stars.

THURSDAY
9 p.m. (Ch. 7) The Fam-

ily Since series creator 

Jenna Bans is a longtime 

pal of Shonda Rhimes, 

it’s logical that her new 

series launches on 

the night the producer 

“owns.” Normally to be 

seen on Sundays, the 

drama casts Joan Allen 

as the mayor of a town 

where her kidnapped son 

returns.

FRIDAY
8 p.m. (Ch. 5) Sleepy Hol-
low A New Jersey Devil isn’t 

only a hockey player, but 

also a literal monster in one 

instance — and a creature 

(played by guest star 

Charles Aitken) whose 

doppelganger plagues 

Sleepy Hollow in the new 

episode “Dark Mirror.” 

Ichabod (Tom Mison) has to 

delve into his own past to fight 

the invader effectively. 

SATURDAY
9 p.m. on (STARZ) Black Sails 
In the new “XXV,” Silver and Flint 

(Luke Arnold, Toby Stephens) 

finally return to Nassau, 

where a legend is born. 

Rackham and Bonny 

(Toby Schmitz, Clara 

Paget) unexpect-

edly find themselves in 

jeopardy due to a change 

in terms. Vane’s (Zach Mc-

Gowan, inset) mission undergoes 

an evolution.
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WCBS 2 2 2 2 2

WNBC 4 4 4 4 4

WNYW 5 5 5 5 5

WABC 7 7 7 7 7

WWOR 9 9 9 9 9

WPIX 11 11 11 11 11

WNET 13 13 13 13 13

WLIW 21 21 21 21 21

WNYE 25 22 25 25

WPXN 31 3 3 31

WXTV 41 6 6 41

WNJU 47 16 18 12

WLNY 55 10 14 10

A&E 46 46 105 181

AMC 54 43 142 231

ANPL 86 57 120 130

BBCA 71 101 189 189

BET 37 54 101 270

BRV 18 44 106 185

CNBC 15 24 310 102

CNN 78 25 305 100

COM 45 50 117 190

DISN 49 31 250 250

DSC 66 27 335 120

E! 24 51 115 196

ENC 602 350 150 350

ESPCL 303 140 366 71

ESPN 28 36 363 70

ESPN2 29 35 364 74

FAM 38 49 222 199

FBN 43 106 316 117

FNC 44 26 315 118

FOOD 50 97 224 164

FX 10 40 111 53

HALL 84 191 212 240

HBO 511 82 400 400

HGTV 64 98 225 165

HIS 40 47 340 128

HLN 58 77 306 101

ID 23 171 337 123

IFC 81 83 158 234

LIFE 62 45 202 140

LOGO 179 179 130 187

LMN 80 174 201 141

MAX 531 85 410 420

MSG 27 87 373 78

MSG+ 48 88 374 80

MSNBC 14 23 311 103

MTV 20 53 160 210

NGEO 65 162 350 121

NICK 6 33 241 252

OWN 173 180 336 161

OXY 12 81 210 144

SHO 551 84 420 365

SMITH 131 163 751 134

SNY 320 60 370 77

SPIKE 36 56 110 54

STARZ 581 340 430 340

SUND 94 192 159 392

SYFY 17 48 112 180

TBS 8 39 107 52

TCM 82 41 143 230

TLC 52 28 345 139

TMC 571 86 425 385

TNT 3 37 108 51

TOON 61 32 240 257

TRVL 88 96 333 170

TRUTV 35 58 116 183

TVLND 85 34 221 244

USA 16 38 109 50

VH1 19 52 165 217

WE 59 42 205 149

YES 53 89 372 76

Cable TV Channels 
Not all channels are on all systems.

Broadcast Channels 

s 

E’

some 3 million from the show’s 
2013 peak. 

The problem is that  almost 
every broadcast show has de-
clined in that time, and the 
“Voice” drop isn’t close to the 
death spiral for “Idol,” a show 
that saw the audience for its  
inale imploded from 21.5 mil-
lion viewers in 2012 to 8 mil-
lion in 2015. 

The one thing “The Voice” 
has not done so far — which 
many involved behind the 
scenes at  “Idol” regularly point 
out —  is launch major stars. 

They’re not wrong.
Cassadee Pope and Danielle 

Bradbery, winners of seasons 

three and four on “The Voice,” 
scored only modestly success-
ful debut albums. Other win-
ners are still working to estab-
lish themselves in the music 
industry, and no “Voice” grad-
uate has come anywhere close 
to the success of “Idol” alums 
like Kelly Clarkson, Carrie Un-
derwood or Daughtry. 

And, maybe, so what?
“Idol,” which engaged music 

business people like Simon 
Cowell, had the speciic goal 
of becoming a branded artist 
development franchise. 

“The Voice” was cooked up  
by “Survivor” mastermind 

Mark Burnett, whose 

company  aims to make hit TV 
shows. 

Anything else, while nice, is 
incidental. 

When “Idol” began shifting 
its focus away from the con-
testants and toward its famous 
expensive judges, its popularity 
nosedived. 

But on “The Voice,” the 
celebrity judges like Aguilera,  
Shelton and Levine and their 
byplay have been the beating 
heart of the show since day  
one.

People watch “The Voice” 
to see the judges’ chairs swivel 
and their ingers hover over 
the red button. And frequently 

the maneuvering, debating, 
bantering and strategizing is as 
engaging as the singing. 

“In this game, you gotta 
come ready to play,” Shelton 
muses. “So I jump right in and 
speak up, even though some-
day it may be my downfall.” 

That hasn’t happened to him 
yet. It hasn't happened to “The 
Voice,” either – and a show 
that swooped in on a network 
almost no one watched to 
tackle a seemingly unbeatable 
competitor will soon have the 
ield to itself.

And for NBC, 
that’s become one 
sweet tune.

From left, Adam 

Levine, Pharrell 

Williams, Christina 

Aguilera and Blake 

Shelton swivel 

into a new season, 

after outlasting 

“American Idol” and 

helping to propel 

NBC to No. 1 in the 

ratings.  

of

Meanwhile, on Fox, it will be ‘American Idle’
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BY COLIN MYLER

NEW YORK DAILY NEWS

“Y
ou can go to heaven if 
you want, I’d rather stay 
right here in Bermuda.”

As a marketing slogan, 
it’s straight out of a Don 

Draper “Mad Men” master class.
But it was actually coined by a 

more famous American son than the 
suave, skirt-chasing Mr. Draper: Sam-
uel Langhorne Clemens, otherwise 
known as Mark Twain.

It took Twain four days at sea to 
travel to Bermuda on his irst visit.

Bermuda was a paradise, he said, 
but you had to go through hell to get 
there.

Not anymore.
It’s a two-hour light from JFK, a 

short ride to your hotel and the para-
dise so valued by Mr. Twain is already 
washing over you.

Bermuda, a group of 181 tiny is-
lands in the Atlantic Ocean, is blessed 
with natural beauty.

The British overseas territory’s 
pink-sand beaches and turquoise 
waters are breathtaking — and for a 
collection of islands that total only 
slightly more than 20 square miles, 
there are an impressive 64 miles of 
stunning coastline.

It has so many coves and bays that 
it’s impossible to name them all, but 
Elbow Beach, Chaplin Bay, Church 
Bay — especially if you like snorkel-
ing — Clarence Cove and Horseshoe 
Bay Beach, recently rated No. 8 in the 
world by Trip Advisor, are deinitely 
worth a visit.

And if you are in Bermuda in 
April, at West Whale Bay beach you 
can catch humpback whales migrat-
ing north to their summer feeding 
grounds.

Other than its beaches, this 

semi-tropical paradise is probably 
best known for its golf courses — more 
per square mile than anywhere else in 
the world.

As you would expect from an island 
that basks in exclusivity, not all its 
courses are open to nonmembers.

The Mid Ocean Club, regarded 
by many as Bermuda’s No. 1 private 
course — former Mayor Michael 
Bloomberg is a member — is a private 
club and an introduction is needed 
from a member to play.

As a course ranked the 47th best 
in the world, its manicured fairways 
and greens court the backdrop of the 
majestic Atlantic Ocean like a picture 
postcard.

Another beauti-
ful course that 

Golf just one reason to visit 
friendly paradise of Bermuda

TRAVEL
Sunday, February 28, 2016

NYDailyNews.com/life-style

Bermuda’s Port Royal Golf Course (top) is 

perhaps the world’s most stunning public links. 

The Fairmont Southampton hotel (top left) is 

perched on the ocean, while the pink sands 

of Horseshoe Bay Beach (above and opposite 

page) draw tourist raves. Top inset, the island’s 

signature drink, the Dark ’N’ Stormy.
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TUESDAY
8 p.m. (Ch. 5) New 
Girl Megan Fox 

continues her guest 

run on the show in a 

new episode, as her 

character Reagan 

and Nick (Jake John-

son) vie to provide 

the most effective 

air-conditioning for 

the loft. 

MONDAY
8 p.m. (Ch. 5) Gotham 
The series returns as 

Gordon and Bullock (Ben 

McKenzie, Donal Logue) 

deal with the bizarre 

crime spree of cryogen-

ics specialist Victor Fries 

(guest star Nathan Dar-

row) — alias a certain 

enemy whose blood defi-

nitely runs cold — in the 

new episode “Wrath of 

the Villains: Mr. Freeze.” 

SUNDAY
8:30 p.m. (Ch. 7) The 
Oscars Chris Rock pre-

sides over the movie 

industry’s top hon-

ors. Among the con-

tenders: Leonardo 

DiCaprio (right).

Hit show returns to lift  NBC ratings 

Network news still
kicks cable’s butt

‘VOICE’

N
etwork news is 

dead — at least to 

those cheerleaders 

at cable channels like 

Fox News, CNN and 

MSNBC.

But while the cable news 

channels are loudly bragging 

and bloviating — they’re also 

greatly exaggerating. 

For example, during the 

week of Feb. 8, a collective 

27 million viewers tuned in to 

watch the evening newscasts 

on the three big broadcast 

networks. And with adults 

between the ages of 25 to 54 

(the so-called “news demo-

graphic” advertisers prize) 

each telecast was seen by 

an average of about 2 million 

viewers.

Compared to that, the 

smirk-jerks who inhabit cable 

news universe actually draw a 

fraction of the audience. 

And aside from outliers like 

presidential debates which 

draw big audiences for a few 

hours every few years, the 

numbers don’t lie.

 Fox News Channel is 

clearly the most dominant 

player in cable, drawing an 

average primetime audience 

of around 1.8 million, ac-

cording to Nielsen. CNN is at 

about 730,000 and MSNBC, 

596,000, according to Nielsen. 

Altogether that’s a mere 3.1 

million total viewers. Hardly 

even close to network TV’s 

27 million for the evening 

news shows, long seen as in 

decline.

 But here’s another reason 

why the yutzes who inhabit 

the echo-chambers of cable 

news never shut up. It turns out 

that ratings, while important 

for bragging rights are not the 

only way these channels make 

money. 

They actually make mil-

lions before they even sell a 

commercial. Here’s how: most 

charge cable operators month-

ly fees based on the cable 

company’s overall number of 

subscribers. Cable operators 

like Comcast, Time Warner and 

Cablevision pay CNN a fee of 

around 60 cents a month for 

each of the millions of homes 

they reach. This means that de-

spite its soft ratings, thanks to 

round-the-clock programming 

CNN snared $327 million in 

proits, while Fox outpaced ev-

eryone with nearly $1.2 billion 

in proits. And despite all of its 

ratings woes, MSNBC banked 

somewhere in the neighbor-

hood of $206 million, according 

to Pew Research.

By comparison, though, 

those half-hour network 

newscasts make big bucks…

and they’re offering a meager 

1/48th of the programming.

According to advertis-

ing revenue estimates from 

Kantar Media, ABC's “World 

News” generated $144 million 

in revenue for the irst three 

quarters of 2015; “NBC Nightly 

News” drew $148 million and 

“CBS Evening News” netted 

$117 million.

Sorry, cable. But network 

news is (to borrow a line from 

“The Princess Bride”) not even 

mostly dead.

BY DAVID HINCKLEY

NEW YORK DAILY NEWS

“THE VOICE” is ready to 
make some noise again. 

NBC’s singing competition 
powerhouse, which launches 
its 10th cycle Monday at 8 
p.m., has been a game-chang-
ing success story at a time 
when both NBC and broadcast 
television have needed all the 
good news they can get. 

Now, come the end of April, 
“The Voice” will have outlast-
ed its predecessor and primary 
rival, Fox’s 
“American 
Idol,” which is 

rather quietly wrapping up its 
15th and inal season.

Besides hastening the de-
mise of “Idol” – the biggest 
television hit of this young 
century – “The Voice” has also 
helped make NBC the No. 1 
broadcast entertainment net-
work for the irst time since 
2003. 

“It’s our strongest anchor 
and one of our best lead-ins,” 
NBC Entertainment Chairman 
Robert Greenblatt said, touting 
that the network used the slot 
after “The Voice” to introduce 
other  hits “The Blacklist” and 
“Chicago Med.” 

Not incidentally in this 

digital age, “The Voice” in-
spired more tweets than any 
show on television last year, 
including even “The Walk-
ing Dead” and “Pretty Little 
Liars.” 

Greenblatt has expressed 
optimism that with Christina 
Aguilera returning to the host 
chair alongside Blake Shelton, 
Adam Levine and Pharrell 
Williams, its popularity will 
hold.

And the bar is already set 
pretty high.

The fall 2015 “Voice” inale 
was watched by 
12.7 million 
viewers, down 

DON
KAPLAN

TV EDITOR

Mika Brzezinski, Anderson Cooper 

and Megyn Kelly are stars of cable 

news, but networks still rule. 
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surprisingly isn’t private is the Port 
Royal. It’s actually owned by Bermu-
da’s government, making it probably 
the most stunning public course you 
will ever play.

Also worth a visit is Riddell’s Bay, 
Bermuda’s irst 18-hole course.

Like the Mid Ocean, it is a private 
club but you can play by booking an 
appointment.

One of Bermuda’s major tourist at-
tractions, other than its beaches and 
golf courses, is a hidden gem — the 
wonderful, laid-back courtesy and 
hospitality of its locals.

It’s like stepping back in time.
They’re always pleasant, friendly 

and ready to offer advice whether it’s 
a query on the menu, where to swim, 
dine or just chill out.

And the Bermudian dollar is 
pegged to the U.S. dollar, so there are 
no currency issues.

Dining out can be a little more ex-
pensive than in the U.S., depending, 
of course, on where you choose, but 
the seafood is sublime and overall we 
found the whole experience a terriic 
value for money.

It’s dificult not to be tempted to 
try the island’s famous signature 
drink, the Dark ’N’ Stormy, a dark 
rum and ginger beer cocktail, still 
brewed today by the Gosling family, 
Bermuda’s oldest business.

We stayed at the Fairmont South-
ampton (fairmont.com/southamp-
ton-bermuda), perched on a 100-
acre estate facing the South Shore 
ocean and the Little Sound on the 

north side.
There’s a beautiful pink-sand 

beach — a courtesy shuttle bus drops 
you off and picks you up in minutes 
— a spa, pool and it’s all surrounded 
by the enchanting 18-hole, par-3 
championship Turtle Hill Golf Club.

It is a family-friendly hotel and of-
fers a kids camp. It’s also a popular 
convention venue so you might want 
to check dates beforehand.

Next year Bermuda is hosting the 
America’s Cup, the much-prized 
jewel on the international yachting 
calendar.

It’s a huge boost to the island’s 
proile of going after the super-rich 
and it is estimated that the event 
will boost the local economy by over 
$250 million.

Plans are already under way at 
Morgan’s Point to build a luxurious 
boutique hotel and private residenc-
es for the ultra-rich, complete with 
moorings for their uber yachts.

The hotel will have 79 rooms, 
and there will be 149 residences 
each with plunge pools, berths for 
77 boats and 21-mega yachts — a be-
spoke haven for billionaires.

The American team — Oracle 
Team USA — is already ensconced in 
a state-of-the-art camp at Dockyard.

Most days, weather permitting, 
you can see the team’s magniicent 
catamarans scything majestically 
through the blue waters of the Great 
Sound as they prepare to win back 
the coveted trophy next summer.

If only they had been around in 
Mr. Twain’s day.

The Union Jack at 

the Royal Naval 

Dockyard marks 

Bermuda as a 

British overseas 

territory.

Visit www.DirectLineCruises.com/dailynews
for a special BONUS cruise offer available to Daily News subscribers.

* Rates & onboard credits shown above apply to select sailings and are subject to availability. Gov’t. taxes and fees are additional.

1-888-332-8565
Call toll-free for a FREE Brochure & Reservations

7-Night Bermuda
from$599* pp.

10-Night Caribbean
from$699* pp.

7-Night Bahamas
from$569* pp.

7-Night Canada/NE
from$654* pp.

CRUISE DEALS FROM NEW YORK CITY

Call
1-888-332-8565

to book today!

Travel Insurance Included with sailings 5-nights or longer.

Book an ocean view or above by Feb. 29 and choose
two FREE offers, or book a full suite and get all four!

CREDITS
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