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The Cultof
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CSI: Miami's DAVID CARUSO talks about the
YouTube phenomenon, celebrity impersonations
and why the world needs more Horatio Caine
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MELINA KANAKAREDES (D&

Holiday gift: CHI Turbo ceramic hairstyling iron Holiday gift: Nintendo Wi video game system
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Gift: The Price Is Right DVD Home Version TV Show Game
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HARRIS (BARNEY
Holiday gift: A gift card from-—wait for it—Barmey
Ho nmnm

match.com §




DAVID LETTERMAN

Holiday gift: Portable space heater

ng the Ed Sullivan theater at a
sk, audience-wakening temp
but there’s no reason the host
umself should have to freeze
With this compact little space
heater hidden under his d

Dave will be able to keep himself

LILLY RUSH (KATHRYN MORRIS)
Holiday gift: 8GB iPod nano RED

S Cold Case is famous for it:

detective, Lilly—in the right
temporal frame of mind to
solve a long-abandoned murd
d With a new iPod nano RED

star Kathryn Morris can tote
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up to 2,000 classic tunes along
the streets of Philadelphia and
feel great about it, as ‘_‘]'.' Ot
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JEFF PROBST.
Holiday gift: Anything!

ANDY ROONEY

Holiday gift: Nothing
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CBS' in-house ratings guru,
Marianne O’Leary, breaks
down the numbers and
answers your TV questions
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Marianne O'Leary: CBS, and all the networks, weigh
a number of factors when deciding not only if they are

ram 10 the schedule but also where the

going to add a pro

program will air. Audience testing is a part of the decision-
making process. When networks test their programs, they
not only learn whether viewers would watch, they also
learn what type of viewers are interested in the show, what
characters catch the viewer’s eye and what story lines are

the most compelling
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MO: Although most network programs air at the
time across the country, with an adjustment for the

time slot for Guiding Light may shift, the program remains

television’s longest running drama and shared this yea
Outstanding Drama Series Daytime Emmy with The Young
and the Restless ‘ V
Q: "What d | ) the shark’ mean

MO: The term "jump the shark” comes from a clever web
site with the same name. A program “jumps the shark” it

er real

a particular moment, event or story line when a vi

1

izes the show's quality is slipping. Although the program may

nain good, even the viewer’s favorite, the “jump the shark
decline

de of Happy Days
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ent is when that viewer knows th

The phrase goes back to a 1977 episo
when Fonzie, on water skis but still wearing his trademark
leather jacket, jumps over a shark. A couple of college friends
coined the phrase and later built a website

To have Marianne answer your TV questions, send an e-mail

to ask.m mannedcps.com u
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