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ADVERTISING 

Dinero for 
Dora & Co. 
Nickelodeon is wooing advertisers 

to use a piece of their Spanish - 

language budgets on Nick. The 

pitch? Most Hispanic kids in the 

U.S. live either in bilingual or 

English -language- dominant house- 

holds. Nick has three shows with 

Hispanic leads -Dora the Explorer, 

The Brothers Garda and Mina. The 

first advertiser to nibble was 

Chucky Cheese, from which Nick 

got its first -ever bilingual ad. 

TAKE A LETTER 

Broadcasters need as much pro- 

tection from copyright theft as 

cable, key lawmakers told FCC 

chief Michael Powell in a letter. 

Their concern is that if manu- 

facturers don't include technolo- 

gy in new Pis and set -top boxes 

to keep copies of free broad- 

casts off the Internet, studios 

will withhold their content. And 

if studios start backing off on 

licensing original content to TV 

networks, both the transition to 
digital and free over -the -air 

television in general may suffer, 

the lawmakers said. Regulation, 

they said, "will protect localism 

and free, over- the -air televi- 
sion" and make for a "speedy 

transition" to DTV. 

GI[ 
STATIONS 

Soured on Apple 
Members of the International Brotherhood of Electrical Workers 

plan to meet at the NAB convention next month to discuss the i 

concerns about the centralizing of broadcast operations by major 

TV groups. Already, NBC's selection of New York City as the 

central hub for seven stations is a bone of contention for IBEW 

#98 in Philadelphia. The local's Frank Goldstein is building a 

case against the New York hub, pointing to congested traffic and 

high operating costs. 

NETWORKS 

You made me 

take you 
You had to wonder about the 

placement of one of the ads in 

ABC's Judy Garland bio last week. 

Coming out of a scene where 

Garland is popping a handful of 

pills (the story suggests the studio 

put her on diet pills to control her 

weight) and collapsing soon after, 

the first spot was for a diet pill. 

An ABC representative defended 

the placement. "It wasn't a mis- 

take...We had no complaints." 

And ABC pointed out the ad was 

rife with disclaimers urging con- 

sulting with a doctor. 

"They made it clear in the movie 

that she died of drug abuse. It 

wasn't about using drugs, it was 

about abusing them." 

WHO'S ON FIRST AT THE FCC? 

Here's the latest on the hunt for new FCC com- 

missioners..Former Commerce Department offi- 

dal Michael Copps is said to be the front- runner 

to replace Democrat Susan Ness. He is backed 

by Senate Commerce Committee ranking 

Democrat Ernest Hollings, to whom Chairman 

John McCain has promised the pick, and has the 

backing of Senate Minority leader Tom Daschle. 

The two GOP seats still appear unsettled. 

Former NTIA head Janis Obuchowski is the 

highest -profile candidate for one seat, which 

apparently is designated for a woman. But 

Rebecca Armendariz, from President Bush's 

gubernatorial staff, and Kathleen Abernathy, 

former FCC staffer, also have strong shots. 

Despite opposition from phone companies, 

Texas Utility regulator Judy Walsh has an out- 

side chance. The other GOP slot seems wide 

open. Pat Wood, Texas' top utility regulator, 

appears out of the contest but is the leading 

candidate to either head NTIA or, if the spot 

opens up, the Federal Energy Regulatory 

Commission. That leaves the FCC spot a toss -up 

between Bush aide Kevin Martin and Earl 

Comstock, a former staffer for Sen. Ted Stevens. 

Finally, when FCC Commissioner Gloria Tristani 

steps down later this year, leading candidates 

for her seat are Rep. John Dingell's aide Andy 

Levin and Belo lobbyist Michael McCarthy. 
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UPN, Fox link taking shape 
Weblet proceeds with programming plans as media giants determine its future ownership 

By Joe Schlosser 

UPN is in a 

curious limbo 

now. News 

Corp. is prepared to 

take a financial stake in 

the Viacom -owned 

network, if not outright 

ownership. And at the 

same time, executives 

at UPN are making 

final programming 

preparations for the fall 

that will indude the 

next Star Trek series, 

Enterprise, from co- 

owned Paramount 

Network TV. 

"I think it's proba- 

bly safe to say that Fox would probably 
like to take as much of UPN as it can get," 
said one top executive dose to the discus- 
sions. "I think they would like to have all 

of their ducks in a row by the time they get 
to May." That's when the FCC, they 
believe, will likely approve News Corp.'s 
acquisition of Chris -Craft, the station 
group that owns eight UPN- affiliated sta- 

tions, including WWOR -TV New York and 
KCOP -TV Los Angeles. 

News Corp. head Peter Chemin and 
Viacom President and COO Mel Karmazin 

have been discussing various ownership 
scenarios, including one that would have 
News Corp.'s Fox division taking over 
UPN altogether, according to well- placed 
sources. Several sources close to the discus- 
sions say any deal for UPN will involve the 
exchange of News Corp. and Viacom - 
owned local TV stations in major and 
medium -sized markets. 

"We are in discussions with people at Fox, 

Star Trek, Voyager wraps up its seven -year 
run on UPN this season. The network 

expects to replace it with another 
Star Trek series, Enterprise, this fall. 

and we would like 

them to continue 

with us as affiliates at 

least and potentially 

more," Karmazin 

said, "but at least an 

affiliation for the next 

four or five years." 

The struggling 

UPN has lost more 

than a billion dollars 

since its 1995 launch 

and stands to lose well 

over $100 million this 

year alone, insiders 

say. Projections for 

UPN to be profitable 

by 2001 have now 

been pushed back to 

the 2002 -2003 season at the earliest. 

"The deal has a potential for a lot of swap- 

ping of television stations that will create 

duopolies for both parties," said one studio 
executive. "I think that's what's [creating] an 

opportunity to put UPN 
on the table. If Karmazin 

can get Chemin to step [in] 

and pick up half of the loss- 

es, which I think is his 

number-one objective, that 

will improve the financial 

results of Viacom." 

Said another executive: 

"If Fox buys a 50% inter- 

est, obviously it could be 

co -run [by] News Corp. 
and Viacom. But we saw what happened 
the last time there was partnership at 
UPN." (Paramount squeezed out Chris - 
Craft, its former partner, last year.) 

One scenario -if UPN were run jointly 

by Fox and Viacom -is for Fox to supply 

programs for two nights and Viacom's 

Paramoun to supply the other two nights. 

UPN is coming off its first negative 

sweeps results in more than a year. UPN 
was hit hard by rival - reality series 
Temptation Island and Survivor during the 
February sweeps; the network lost a quar- 

ter of its 12- to 17- year -old viewers. It 

dropped 11% in households and 13% in 

total viewers for the month. But UPN did 

hold steady in adults 18-49 and 25 -54. 

And season -to -date, they are up in both 
categories. 

UPN President Dean Valentine is stay- 

ing focused on programming. He says that 
he has "never been more excited" about 
the network's batch of midseason shows 
(which includes reality project Chains of 
Love) and that development for the fall is 

right on track. 

rumors shot down mors that UPN's 
development is in a holding pattern because 
of the ownership uncertainty. He said the 
network will have ordered eight to 10 pilots 

by the end of the week - 
the same as last year. 

The network has offi- 

cially picked up four 
pilots, and sources say 

UPN and Paramount 
Network TV are in final 

discussions for the next 

Star Trek series, Enterprise. 

The network's current 
series, Star Trek Voyager, 

is in its final season. 
Insiders say Voyager producer Rick Berman 
will work on Enterprise. 

UPN also has another deal with reality 
producers Endemol Entertainment, 
Rebuild Your Life, in which two families 

compete for a new home. 

'If Karmazin can get 

Chernin to step [in] 
and pick up half of 

the losses...that will 
improve the financial 

results of Viacom: 
-A studio executive 
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INBRIEF 

BUSH PROPOSES 

AUCTION DELAY 
President George W. Bush's first 

budget suggests delaying spec- 

trum auctions until 2004 to 

increase the spectrum's value 

and fetch more money for the 

Treasury. The Office of 

Management and Budget esti- 

mates the delay will pull in $7.5 

billion. And like his father and 

President Bill Clinton before him, 

Bush proposes charging broad- 

casters $200 million a year in 

spectrum "squatting" fees in 

2002 -06, decreasing the fees 

each year through 2010, when, 

the assumption appears to be, all 

the analog broadcast spectrum 

will have been reclaimed. That 

would mean nearly $1.5 billion 

in spectrum fees over eight 

years. The proposal has often 

been made but has never gotten 

far in Congress. 

A FRIEND INDEED 
Responding to reporters after his 

remarks at a Variety media con- 

ference last week, former 

President Bill Clinton declined to 

comment on reports that he 

interceded in a dispute between 

CBS and his friend, TV producer 

Harry Thomason, with a phone 

call to CBS TV CEO and President 

Les Moonves. In a prepared 

statement, Moonves said he'd 

had "numerous chats" with 

Clinton in the past, including 

one in which the former presi- 

dent said, "Hey, Harry is our 

friend, be nice." 

Credit Suisse First Boston tried 

hard to hide its sponsorship of 

the annual Variety Front Row 

conference, now embarrassed 

about the $100,000 fee Clinton 

received. The investment banker's 

name disappeared from materials 

at the New York confab. 
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Court scraps cap 
FCC will have to justify cable limits; broadcast limits in doubt 

By Bill McConnell 

Federal judges opened the door for more 

TV industry consolidation last week, 

throwing out the FCC's 30% cap on one 

cable company's share of the audience. 

Although the ruling directly affects only 

cable, the ruling casts doubt on the validity of 

the FCC's broadcast ownership cap, which 

bars TV station owners from reaching more 

than 35% of the U.S. audience, and buoys a 

Fox effort to have it jettisoned. 

The ruling, handed down by the federal 

appeals court in Washington, came a week 

after the Supreme Court 

upheld the 1992 law that is the 

basis for the cable caps. But in 

ordering the FCC to establish 

new limits, the lower court said 

the FCC failed to explain why 

the specific restrictions were 

justified given the infringement 

on cable companies' free 

speech -rights. The suit against 

the FCC was filed by Time 

Warner and AT &T. 

"The FCC must still justify 

the limits that it has chosen as not burdening 

substantially more speech than necessary," 

wrote Judge Stephen Williams. "The FCC 

must show a record that validates the regula- 

tions, not just the abstract statutory authority." 

He suggested a 60% limit as more appropriate. 

The decision also ordered the FCC to set 

new channel -occupancy limits, which bar a 

cable company from devoting more than 40% 

of its channel lineup to programming it owns. 

The restrictions seem to have been "plucked 

from thin air," Williams added. 

The judges ordered the FCC to rewrite some 

of the ways it tallies partial investments in cable 

systems. They found that the FCC hasn't justi- 

fied why limited partnerships, generally 

exempt, must be counted if the limited investor 

supplies programming to the partnership. They 

also said the FCC showed no reason for its deci- 

The FC 

show a 

that va 

the regu 

not just 
statu 

auth 

-Judge Step 

sion last year to drop the "single- majority-share- 

holder" exemption, which shields holdings of 

minority investors from attribution when a part- 

ner controls 51% or more of the partnership. 

AOL Time Warner officials said the deci- 

sion made for a "good day for cable operators' 

First Amendment rights." 

Consumer groups predict the decision will 

squelch opportunities for independent cable 

programmers. "It is up to the FCC to create a 

new limit that will protect consumers from 

media consolidation," said Cheryl Leanza, 

deputy director, Media Access Project. 

Some broadcasters cheer the 

ruling, which appears to leave 

their ownership cap vulnerable. 

"I think it has pretty significant 

importance for us," said one 

industry source who would like 

to see the 35% cap lifted. News 

Corp., owner of Fox Television 

Stations, has a challenge pending 

before the same federal panel. 

The other Big Four networks 

also want the cap raised or elimi- 

nated. They now have ammuni- 

tion against the political musde of network affil- 

iates and smaller station groups, backed by the 

NAB, that want to preserve it. 

It's undear whether immediate relief will be 

delivered to the one cable company impaired by 

the cap: AT &T, with a 42% share of multichan- 

nel subs. As part of the government's approval of 

the MediaOne Group purchase, it agreed to sell 

enough cable businesses by May 19 to get 

below the cap. FCC officials said when the 

merger was approved that they would hold 

AT &T to the deal regardless of how the court 

case turned out. 

But AT &T is free to ask that merger terms 

be altered, and the FCC's view of ownership 

caps may change under Chairman Michael 

Powell. 

AT &T officials would say only that they are 

"pleased" by the decision. 
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DTVdeadLinesin doubt 
Broadcasters and Commerce Committee chairman appear 
in agreement that 2002, 2006 are too close for comfort 

By Paige Albiniak 
There's "not a snowball's chance in 

Gila Bend, Ariz.," that all 1,600 com- 

mercial broadcasters will be trans- 
mitting digitally by May 2002. That's how 
Sen. John McCain (R- Ariz.) put it last week 
during a hearing on the DTV conversion. 
Broadcasters weren't arguing. What's 
more, there's about as much chance they 

will be giving back their analog spectrum 
by the end of 2006. 

"I think 2006 is going to be a very diffi- 

cult deadline to meet," conceded Ben 

Tucker, executive vice president of Fisher 
Broadcasting and president of the NAB 
Television Board, but only after a lot of 
prodding from an irritated McCain. 

At first, Tucker told McCain that broad- 
casters are "on track" to add a digital signal 

by May 2002, the date by which the FCC 
requires all commercial broadcasters to be 
broadcasting digitally. In his testimony, 

Tucker also said "it's not in the best interest 

of the broadcasting industry to delay the 
DTV transition." But later, he admitted 
that it's going to be hard to get all broad- 
casters up and running as quickly as 

Congress and the FCC would like. "Small - 

market broadcasters are going to run into 
hardships, there's no question about it," 

Tucker said. 

Senate Commerce Committee Chairman 

McCain, who routinely complains that 

broadcasters have received $70 billion of 
spectrum for free, found a comrade -in -arms 

in new committee member Sen. Peter 
Fitzgerald (R- Ill.). Fitzgerald said the gov- 

ernment's loan of the digital spectrum to 

broadcasters was one of the "corporate - 
welfare giveaways I wanted to go to 
Washington to fight." 

Fitzgerald joined McCain 

broadcasters about when 
they would give back the 

analog spectrum and also 

asked whether they would 

be willing to pay fees to stay 

on the analog spectrum 

past 2002-a suggestion 

the Bush administration 

also made in its annual bud- 

get released last week (see 

In Brief). 

Tucker ultimately said no, with McCain 

adding: "What you would probably do is 

come to the Congress to get an extension, 

and that's what you are planning on doing." 

Broadcasters wouldn't go so far as to say 

that, but they did ask Congress to require 

cable operators to carry all their signals - 
whether digital or analog, one full channel 

or six multiplexed. 

"Undoubtedly, the most important issue 

for Pax TV in terms of a successful DTV 

in grilling 
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transition is cable and satellite carriage of 
all 6 MHz of our stations' digital signals," 

said Jeff Sagansky, president of Paxson 

Communications. 

"During the transition, digital cable sys- 

tems must be required to carry both the 

analog and digital channels of local broad- 

casters," Tucker said. "With 70% of the 
American public getting their broadcast 

channels through cable, cable cannot be 

allowed to act as the digital gatekeeper." 

Not surprisingly, cable's representative, 
Insight Communications President 
Michael Willner, balked at that suggestion. 

"Whether they convert to digital doesn't 

affect me at all, except that they keep trying 

to confiscate my property," Wainer told 
Sen. Ted Stevens (R- Alaska). 

Stevens was more sympathetic to broad- 

casters' difficulties: "I think there is a need 

for an extension of deadlines in existing 

law," he said. 

In addition to dual must -carry during the 

transition, broadcasters want legislation 

requiring all TV sets to have analog and dig- 

ital TV tuners by next year, which would 

allow consumers to get both analog and dig- 

ital TV signals over the air. Broadcasters also 

want Congress and the FCC to help sort out 

the partly resolved inter - 

operability issues between 

the cable industry and 

consumer electronics 
manufacturers. 

Wireless companies are 

hungrily eyeing broadcast- 

ers' huge hunk of spec- 

trum, planning to use it for 

new, super fast wireless ser- 

vices. Wireless companies 

"haven't pushed and screamed too much 

about this, but they're about to," warned Sen. 

Sam Brownback (R- Kan.). "The pressure is 

building for this to take place." 

The FCC also wants the broadcasters to 
get off, promoting a plan first proposed by 
Paxson Communications Chairman Lowell 

"Bud" Paxson. According to that plan, 

spectrum auction winners would pay 
incumbent broadcasters billions to vacate 

their spectrum quickly. 

'Small- market 

broadcasters are 

going to run into 
hardships, there's no 

question about it 
-Ben Tucker, Fisher Broadcasting, 

NAB TV Board 

Broadcasting & Cable / 3 -5 -01 9 
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Push comes to shove 
'On- the -bubble' syndie shows face ax after February sweeps 

By Susanne Ault 

When syndicators ignored 

November sweeps' election - 

muddled results, several "on -the- 

bubble" series, though not officially 

renewed for next season, weren't canceled. 

But after February's no- excuses sweeps, 

some of the bubbles will have to pop. 

None of the ratings -challenged shows post- 

ed marks above 2.0 in the 

weighted metered markets 

last month, according to 

Nielsen Media Research. 

And most of them are 

doing worse in their time 

periods versus last year's 

occupants of those slots. 

A few are dose to defi- 

nite dismissal. Judge Mills 

Lane (1.3 rating/5 share, 

down 24% from its year - 

ago time -period average) 

has already lost its Tribune 

station launch group, and 

Queen Latifah (1.6/6, down 6 %) is expected 

to be dropped from the Fox O &Os. Real TV 

(1.6/5, flat) reportedly dosed down produc- 

tion last Friday, and Dr Laura (0.9/5, down 

25%), relegated to late -late night, should also 

be counted in that group. 

However, many such shows could sur- 

vive to see fall 2001. "For us, we like Moral 

Court (1.1/3, flat)," says KCAL -TV Los 

Angeles Programming Director Virginia 

Hunt. "Of course, we are looking for better 

numbers, but, for daytime shows, it's brutal 

what your expectations can be. To just get 

a 2.0 now is a home run." 

Also helping Moral Court's case is that it 

has locked up two -year deals in many mar- 

kets, according to a source close to Tribune, 

which airs the show on several of its sta- 

tions. But, since the strip "is on the edge 

economically, [Warner Bros.] has gone back 

to stations and told them there would not 

be a double run," possibly because slim ad 

rates can't off -set the extra residual fees to 

show staffers and talent. A Warner Bros. 

spokesperson had no comment. 

The source sees the stations' side of the 

issue, too: "With the economy being what 

it is, stations are probably a little reticent to 

pay for something new and unproven." 

Why would studios continue with such 

series? As syndication 
insiders point out, studios 

are less interested in the 

show than in its time peri- 

od, which is crucial to 

good relations with adver- 

tisers. 

"Warner Bros. is a real 

estate business," says one 

syndication source. "They 

are not going to give up 

prime real estate on sta- 

tions until the absolute last 

minute. As soon as studios 

say it's over, stations start 

moving the shows and the advertisers start 

asking for make -goods." 

Yet Warner Bros.' Queen Lati /ah is on 

the ropes for that very reason. Sources say 

the Fox O &Os want to make room for 

planned regional rollouts by production 

partner Twentieth Television. The station 

group's chief, Bob Cook, has hinted at a 

talk show on selected outlets, and Texas 

Justice debuts this month on six Southern 

Fox O &Os. 

Men Are From Mars, Women Are From 

Venus (1.0/4, down 38 %), now on many 

NBC -owned stations as the lead -out to The 

Today Show, is probably looking over its 

shoulder at NBC's own 2001 project, The 

Other Half. For the first three weeks of 

February, the Columbia TriStar show 

nabbed a 0.7 household rating, 13% below 

its season -to -date average. 

One source at a major NBC affiliate says, 

'Of course, we are 

looking for better 

numbers, but, for 

daytime shows, it's 

brutal what your 

expectations can be. 

To just get a 2.0 

now is a home run: 

-Virginia 
KCAL -TV Los A 

Hunt, 
ngeles 
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"I would sure like some relief from this 

show as soon as possible; presumably, this 

is where The Other Half will tun." 

A Studios USA Domestic Television 

spokesperson says it is "actively selling" 

freshman Arrest & Trial (1.7/4, 11 %), 

clearing it in 66% of the U.S., though not 

in Los Angeles and New York. King 

World's Curtis Court (1.6/5, down 11 %) is 

similarly homeless there for next seaason. 

Writers strike 
writ Large? 

Negotiations between the Writers' Guild of 

America (WGA) and film and TV producers 

have broken off, raising concerns in 

Hollywood that a strike may not be far off. 

WGA executives claim that they are about 

$60 million apart on a new three -year 

contract. 

"While the suspension of these talks will 

not inevitably lead to a strike, we are 

deeply concerned," said ER executive pro- 

ducer and WGA West President John Wells. 

"No one is anxious for a strike." 

The two sides have been negotiating for 

the last five weeks, getting ever closer to 

May 1, when the current WGA contract with 

studios and the networks expires. Two 

months later, the Screen Actors Guild con- 

tract with the Alliance of Motion Picture & 

Television Producers is also up. 

Nick Counter, the president and chief 

negotiator for the producers and networks, 

said WGA members walked away from their 

"fair" proposal of a $30 million contract 

increase over three years. "These negotia- 

tions started some 28 days ago. I think 

both sides worked very hard to bridge the 

gap between them, but the gap is just too 

big at this point," Counter said. 

Wells said that the WGA is looking for an 

11.3 %, or $60.9 million, increase in residual 

fees over the next three years and an addi- 

tional $40 million increase in pension and 

health care coverage. There is no set date to 

resume the negotiations. -Joe Schlosser 
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A bidding stand -off 
New network homes for Buffy, Frasier, and Dharma & Greg? 

By Joe Schlosser 

A 
high- priced game of Russian 
roulette, television style, may cause 
three series- Frasier, Dharma & 

Greg and Buffy the Vampire Slayer -to 
move to new networks next fall, all evi- 

dence of the power of a hit show in an 

increasingly fragmented television universe. 

NBC's exclusive negotiating period for 

Frasier with Paramount Network TV came 

and went late last week, with both sides 

holding firm to their demands. Paramount 
wants a three -year, $5.5 million renewal, 

while NBC executives would rather have a 

two -year pact for less money. 

Insiders say CBS is ready to step up to 
the plate for its co-owned studio and nab 

Frasier. ABC is facing a renewal in the area 

of $3 million per episode for Dharma & 

Greg, which is produced by 20th Century 
Fox, or the reality of losing its Tuesday 

night comedy to NBC or Fox. Negoti- 

ations for Dharma are in an early stage, and 
where Frasier ends up may influence 
ABC's decision. 

Likewise, The WB CEO Jamie Kellner 

said last week that he has made his final offer 

to Buffy the Vampire Slayer producer, 20th 

Century Fox, and "the ball is now in their 

court." Buffy, in its fifth season on The WB, 

may wind up on rival Fox. 

The WB is ready to pay $1.6 million, 

while the studio is believed to be asking for 

closer to $2 million per episode. As of this 

11 1'1 II 
roll! Y epresents 

L E X 
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week, 20th Century Fox 

is able to shop the 

series around. 

Studios sell programs 

to networks at a deficit, 

hoping to make up 

the difference in 

syndication. But .J 

Buffy is unusually expen- 

sive to produce. 

"We have no 

idea whether Fox 

will decide to come 

down; we have made our proposal to 

them, and they made a proposal back to 

us that was not acceptable," said Kellner. 

"We've been pretty clear about how we get 

there and that we are willing to take all of 

the revenue that the show generates and 
take off the fixed costs of agency commis- 

sions and the paid media to support the 

show. ... That's as far as we will go." 

It's possible that 
Frasier's Eddie 

might be 
jumping to CBS. 

Cordillera Communications 

is pleased to announce the appointment of 

Continental Television Sales 

as national sales representative for WLEX, Lexington, Kentucky 

WLEX proudly joins its' sister station KATC, Lafayette, LA 

Continental Television Sales 

Broadcasting & Cable /3 -5 -01 11 



INBRIEF 

POWELL: DON'T RUSH 
TO DIGITAL 
FCC Chairman Michael Powell says 

Europe's lead in "third -generation 

[3Gj" wireless services are no 

reason to rush the digital -TV 

transition. "A lot of times, first 
technology is seductive," he told 

the Precursor Group last week. 

"The Japanese had a whole HDTV 

system developed before we got 

started. Funny thing, they missed 

the ability to digitize." 
Forcing TV stations to abandon 

analog by 2006 just to make 

room for unproven 3G technology 

won't go over well if few viewers 

have DN sets, he warned: "There 

is very little tolerance for Ns' 
going black in America." 

OVERBUILDER 
GOING UNDER 
After struggling for weeks to find 

a way to stay in business, over - 

builder Digital Access is closing 

its doors. 

Digital Access aimed its $450 

million in equity bankroll at 
Nashville, Tenn.; Milwaukee; 

Indianapolis; and Kansas City, 

Mo. The company had expected 

to borrow another $900 million. 
But the frozen lending markets 

prompted Digital Access pull -out 

of everything but Nashville as of 

two weeks ago. Chairman Joe 

CeCe said his equity investors 

decided that, even if the 

Nashville build were successful, 

they couldn't get the 30% -plus 

returns in equity they demand. 

FCC PLUGS LEAK 
The FCC fired a Cable Services 

Bureau employee for leaking 

confidential documents to a lob- 

byist regarding three telcom 

mergers and a cable open- access 

inquiry. Because of the leaks, the 

agency ruled that lobbyists doing 

business before the FCC must 

return any nonpublic drafts. 
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TOP OF THE WEEK 

Small 
potatoes, 
big dreams 
AT &T system deal helps 
Mediacom, Charter goals 

John M. Higgins 
By unloading some stepchildren, 
AT &T Broadband is helping two 

other cable operators achieve long - 

held dreams. 

The biggest effects from the $3.5 billion in 

systems sales AT &T cut last week will be left by 

Mediacom Communications, which will dou- 

ble in size and graduate from serving cast -off 

rural systems to bigger towns and small cities. 

The buyer of a separate group of systems, 

Charter Communications, will fulfill a long - 

held desire to control virtually all the cable sub- 

scribers in St. Louis, which is its home market. 

Rural cable operator Mediacom agreed to 

pay $22 billion for its package. The systems 

were afterthoughts to AT &T Chairman Michael 

Armstrong, serving small 

cities and towns in Georgia, 

Illinois, Iowa and Missouri. 

But Mediacom Chairman 

Rocco Commisso has built 

his company over the past 

five years by stitching 

together systems in many 

truly rural areas. The new 

buys give him small cities, 

including Columbus, Ga.; 

Moline, Ill; and Des Moines, Iowa - places that 

have higher home densities than other 
Mediacom markets 

Those are sub -prime markets to AT &T, 

which is focused on major markets like San 

Francisco and Chicago. "To me, these are 

crown jewels; to them, it's a rural divestiture 

strategy," said Commisso. The deal comes to 

$2,600 per subscriber and around 12 -times 

running -rate cash flow; it doubles Mediacom's 

size to 1.6 million subscribers. 

AT &T Chairman Michael Armstrong's sale of 53.5 
billion worth of cable systems helped reduce the 

struggling Broadband unit's debt without 
endangering its systems in larger markets, 

such as Chicago and San Francisco. 

After years of trying to dominate its home 

market of St. Louis, Charter Communications 

Chairman Jerry Kent scored, landing AT &T's 

half of the area in a wide- ranging $1.8 billion 

system deal. 

St. Louis -based Charter and its predecessor 

company, Cencom, have owned systems in the 

suburbs serving 260,000 subscribers for years, 

but Kent has longed for the 245,000 sub- 

scribers in the city owned by AT &T and its 

predecessor, Tele- Communications Inc. Kent 

will now have more than 

90% of the market. Charter 

also gets 156,000 subscribers 'To me, these are 

crown jewels; to 

them, it's a rural 

divestiture strategy. 
-Rocco Commisso, 
Mediacom chairman 

in Nevada, 

Reno, and 
Alabama. 

Charter will cover about 

60% of the $1.8 billion price 

with cash. Kent is paying up 

to $500 million in Charter 
Common stock and trading 

away systems in Miami Beach and Sebastian, 

Fla.- markets where AT &T has nearby cable 

operations. Kent was enthusiastic, even 

though it may push his leverage to a precari- 

ously high 7.8 -times annual cash flow. 

The deal comes to $3,100 per subscriber 

and around 16 -times cash flow. That's less 

than the huge $5,500 -$6,000 per sub and 20- 

times -plus deals from last year, but those were 

for high -growth properties, and not all of 

these systems are in as strong markets. 

most notably 

147,000 in 
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DirecTV deal wobbling? 
GM may not be willing to 
sell DBS unit to News Corp. 

By John M. Higgins 

R 
upert Murdoch's enduring lust for a 

U.S. DBS play may once again go 

unfulfilled. Industry and Wall Street 

executives are growing skeptical that 
General Motors will actually sell its Hughes 
Electronics and DirecTV operation. 

Signals from GM officials and a new 

round of solicitations from other buyers 

have industry players doubting that GM 
will be willing to sell the company, particu- 

larly to be merged into News Corp.'s Sky 

Global international DBS operations. 

"The problem is that both sides are over- 

valuing their assets," said one analyst. "At 

the end of the day, I think most people over- 

estimate the cash flows from DirecTV." 

Hughes' stock has been dropping ever 

since word broke two weeks 

ago that Murdoch was talking 

about a deal that would value 

Hughes only around $35 bil- 

lion. "They leaked the deal to 

the Street; the Street said we 

don't like it," said one invest- 

ment banker. "I think GM 
screwed up, had this auction, 

thought there would be five 

bidders, and there's only one." 

That, Wall Street bankers 

and analysts said, is why News Corp. 
Chairman Murdoch acknowledged Tuesday 

that talks continue but at a "slow and grind- 

ing pace." He wants to pull a reverse merger, 

push his Sky Global unit-which indudes 

U.K.'s BskyB and Asia's Star DBS services - 
into Hughes, give Hughes shareholders most 

of the stock plus some cash, and wind up 

running the combined operation. 

But the valuations aren't right. GM owns 

30% of Hughes, which is a 

tracking -stock subsidiary of 

the car manufacturer. When 

GM started talking about 

selling Hughes last year, the 

unit's stock was in the mid - 

$30s, and it appeared the 

company could get nearly 

$50 per share from Murdoch. 

Now the stock is at $22 and 

might sell for $35. 

So instead of a $45 billion - 

or-so valuation, GM officials are looking at a 

$30 billion valuation. Money managers said 

GM and Hughes executives have been qui- 

etly asking what the market's reaction might 

be if DirecTV is not sold. 

News Corp 
Rupert Murd 

sought a U 

oper 

. Chairman 
och has long 
.5. satellite 
ation. 

Cordillera Communications 
is pleased to announce the appointment of 

Millennium Sales £r Marketing 
as national sales representative for KVOA -TV, Tucson, Arizona 

and KRIS- TV /KDF -TV, Corpus Christi, Texas 

4 
KVOA a 

Millennium Sales & Marketing 
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B R O A D C A S T I N G & C A B L E J B L O O M B E R G S T O C K I N D E X E S 

FINANCIAL 
WRAP -UP 

Week of February 26- March2 

WINNERS 
3/2 change 

Regents Comm $8.75 17.90 
Radio One Inc $16.94 17.32 

Mediacom Comm $20.25 14.89 
Cox Radio Inc $23.25 12.86 
Telewest Comm $18.44 8.46 

LOSERS 
3/2 % change 

Liberty Sat $3.25 (18.11) 
Antec Corp. $8.88 16.58) 
Salem Comm. $14.25 (6.56) 
Big City Radio $4.40 (6.38) 
Classic Comm. $2.94 (6.00) 

BROADCAST TV (3/3/00- 3/2/01) 
350 - 

300 

250 

200 

150 

loo 

50 

0 

Week ndinp 3/2/01 

Close 272.12 
High 275.30 
Low 271.75 

CABLE TV (3/3/00 -3/2/01) 
350 

300 

250 

200 

150 

100 

50 

o 

Work ending 3/2/01 

Close 316.52 
High 316.52 
Low 307.72 

RADIO (3/3/00 -3/2/01) 
I OJO - 

000 

Goo 

400 

200 

o 

'irk cm fing 3/2/01 

Close 662.37 
High 662.37 
Low 635.54 

DOW JONES 
Week ending 3/2/01 

Close 10466.30 
High 10642.50 
Low 10450.10 

0.2% 

NASDAQ 
Week cndmp 1/2/01 

Close 2117.67 
High 2308.50 
Low 2117.67 

6.4% 
0.eek ending 3/2/01 

S&P 500 

Close 1234.20 
High 1267.65 
Low 1234.20 

0.9% 

Whole latte shaking 
Earthquake is reality TV (and radio) Seattle style 

By Dan Trigoboff 
SBattle Mayor Paul Schell and 

Microsoft mogul Bill Gates were 

about to discover what real power is. 

Schell and Gates were separately, but 
simultaneously, holding court before TV 

cameras-Schell to discuss the previous 

day's Mardi Gras riots, Gates to address an 

educational symposium at a Westin hotel 

ballroom -when the 6.8 earthquake hit. 

Both scenes provided dramatic footage 

for local audiences at KIRO -Tv, as well as 

national cable and network audiences. 

Viewers saw chandeliers shaking and 

attendees exiting at the Westin. Meanwhile 

at the mayor's conference, KIRO -TV reporter 
Brian Wood was shouting for his newsroom 

to "come to me" live. 

News crews all over the city were drop- 

ping their assignments to go live with shots 

of quake damage and seismology reports. 

"Nobody did a planned story all day," said 

KtRO -TV News Director Bill Lord. 

"Everybody was told to get out of the 

building, although some news people stayed," 

said Dave Lougee, who was news director at 

KING -TV before becoming general manager. 

Wwithin minutes, "all the news and opera- 
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fions people ran back in and on the ait. Its 

more than just an adrenaline rush," he added, 

praising all the Seattle broadcast news media 

already exhausted from covering riots late 

the previous night. "Every- 

body knows they have an 

enormous public service to 

fulfill.... Everybody got vital 

information on quickly." 

KOMO-TV, the ABC affil- 

iate, had problems briefly 

with powering its satellite 

feed, prompting ABC to ask 

KIRO -TV for the use of its 

video. KIRO -TV refused and 

also refused to give NBC 

permission to use footage of 

the Gates conference on 

Nightly News. The network, 

citing fair -use doctrine, used 

a few seconds anyway. 

NBC affiliate KING -TV 

did not give Fox News Channel permission 

to use its footage, but Fox said the footage 

it used came courtesy of Northwest Cable 

which, like KING -TV, is owned by Belo. It 

also used footage from ABC affiliate KOMO- 

TV and Fox affiliate KCPQ(TV). 

"At about 11 seconds into the quake," 

said KOMO -TV News Director Joe Barnes, "I 

rushed into the newsroom and said, `Get on 

the air!' We were just minutes away from 

our 11:00 news anyway." 

Even with his relatively small staff, KCPQ'S 

Todd Makhtari quickly got his station's three 

trucks on the road, soon joined by trucks 

borrowed from Fox and more flown in by 

station owner 

.L 

'At about 11 

seconds into 

the quake, I 

rushed into the 

newsroom and said, 

"Get on the air!" 

Tribune, along with reporters 

and photographers. "We 

had Chinese food brought in 

for dinner," Makhtari said. 

"My fortune said, 'Idleness is 

Awl the holiday of fools.- 
Washington's first earth- 

quake in more than 50 years 

rattled some radio stations 

more than others. Seattle's 

unscathed KISW(FM) played 

songs like You Shook Me All 

Night Long by AC/DC. 
Other stations, among them 

Olympia's KGY(AM), rose 

above their broken recorders 

and computers to cover the 

drama. 

At KGY, the station con- 

tended with a burst hot -water tank and 
damaged equipment. Citizens, including 

Washington's secretary of state, walked in 

or called up to report how they dealt with 

the quake. 

-P IlanorAlleyne contributed to this story 

-Joe Barnes, KOMO -TV 
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EDITOR IN CHIEF Harry A. Jessell 

Fusin g fact and fiction 
Television needs oases of rationality, not purveyors of 'magic' 

ohnny Carson once had the famous spoon bender, Uri 
Geller, on to give a little demonstration of his psychic skills. 

When Geller took his seat, he was surprised to find a cof- 

fee table laid out with objects Carson had chosen to test 

those skills. Carson, who was a magician in his youth, asked Geller 
to use his mental dowsing powers to figure out which of several 
small metals vials contained water. 

That shouldn't have been too tough for a guy who claims he can 
shove around bookcases with his brain. But guess what? He could- 
n't do it. He claimed the vibes were bad. I'm thinking (and I bet 
Carson was thinking) he couldn't do it because he hadn't set up the 
trick as all good magicians must. 

Last week, there was a little dust up over a Time magazine arti- 
cle that suggested that there might be video chicanery involved 
when famed psychic (it says here) John Edward tries to talk to dead 
people. Edward has a nightly show on Sci Fi during which he puts 
members of his studio audience in touch with their dearly depart- 

ed. So popular has the show 

become that Studios USA was 

able to sell Crossing Over with 

John Edward into broadcast syn- 

dication this fall. 

The show's producers fired 

off a letter to Time, denying the 
allegations that Edward is 

helped by clever editing and a 

staff that eavesdrops and learns 

personal information about 
members of the audience while 

milling around with them 
before the show. 

I'm amused. Could it be that 
Edward is not really able to con- 

jure up the dead? Time ought to 
investigate the WWE I got a tip 

that those guys are faking it. 

Now I can't tell you about 
Edward. But here's a fact: No 
psychic in recorded history has 

been able to prove in a con- 

trolled scientific setting that he or 
she can tell the future, visit with 

the dead, or read your mind with 

any more accuracy than an 

accomplished poker player. 

To their credit, the produc- 
ers don't daim Edward is real, 

just that he's really good televi- 

sion. "It is not our intent to per- 

suade or convince anyone to 

believe in psychic phenomena," 

they wrote to Time. "We 

encourage viewers and guests 

to approach Crossing Over with 

a healthy sense of skepticism, 

and then make up their own 

minds about what they see. 

"It's not about whether you 

believe or don't believe he's 

talking to someone from the 

other side," says Studio USA's 

Steve Rosenberg. "It's about 
that moment when he really 

connects with someone." 

Of course, TV is awash in 

UFOs, alien abductions and just 

every other paranormal phe- 
nomenon you can think off. 

But one of TV's great unex- 

plained mysteries-one even a 

man of John Edward's extraordi- 

nary talents couldn't explain -is 
why such programming dreck 

has found homes on networks 

like Discovery and The History 

Channel. 

Say what you will about 
Edward, he resides primarily on 

want to question every daim on 

every show on the network. I 

don't think that is what founder 

John Hendricks had in mind. 

Not that I read minds. But if not 

for the bug in the lower right cor- 

ner, you wouldn't know 
Discovery from Fox sometimes. 

Now, these shows tend to pre- 

sent the strange goings -on as 

reponed occurrences, not as fact. 

But the overall effect of shows 

like Discovery's upcoming 
Monsters, Cannibals and Strange 

Graves is to lend plenty of cre- 

No p( ychic has been able to prove that he or 

she could read your mind with any more 

accuracy than an accomplished poker player. 

Sci Fi as in Science Fiction. 

People can't say they weren't 

warned going in. 

But History is almost the dia- 

metric opposite of Sci Fi. It is, or 
is supposed to be, well, about 
History. It daims to be one of 
the great purveyors of nonfiction 

television. Yet, there are enough 

spooks loose on their schedules 

to make Leonard Nimoy jeal- 

ous. History has a regular series 

called Haunted History, an 

excuse for retelling every old 

ghost story the producers can 

find, sometimes dramatized. 

Last Thursday night, 

Discovery aired an hour on the 

afterlife (with zombies!) that 
careened so violently between 

fact and fiction that it made you 

dence to them. It's tough to give 

up programs for which the pub- 

lic seems to have an insatiable 

appetite, but I wish Discovery 

and History at least would. They, 

of all networks, should be oases 

of rationality. 

I'm starting to sound like a 

curmudgeon. Maybe all of it is 

harmless fun. But tune into John 
Edward. See how emotionally 

upset some of his subjects 

become. Some people really 

believe this stuff. Including, per- 

haps, the editors of Time. What 

would Henry Luce say? Maybe 

John Edward should ask. 

Jessell may be reached at 
jessell @cahners.com or 

212- 337 -6964. 
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rom the time 

kids can toddle 

on over to the 

TV set, they 

understandably 

find the medi- 

um mesmeriz- 

ing. The bright colors, moving 

figures, happy music -it's 
enough to make a child want to 

just sit there all day. 

And today, more than ever, 

children can sit and sit and sit. 

For example, PBS, Disney, 

Nickelodeon, Cartoon Net- 

work, Fox Family, Fox Kids 

and WAM! all kick off their 

days with TV for kids. Most of 

them start with programming 

for the preschool set and set 

aside afternoons and early 

evenings for the older crowd, 

ages 6 -11, 9 -14 (the newly 

defined tween segment) and 

teens. 

And there is money to be 

made. According to New 

York City -based ad tracker 

Competitive Media Reporting 

(CMR), The total ad spending 

on children's educational, chil- 

dren's and family entertainment 

and animation programming 

for 2000 was $1.138 billion, up 

$20 million from 1999. More 

specifically, $1.08 million was 

spent during educational pro- 

grams, $277 million during 

children's and family entertain- 

ment, and $860 million during 

animated fare. 

Fox Kids' Joel Andryc, exec- 

utive vice president of pro- 

gramming and development for 

Fox Family and Fox Kids, says: 

"Children's TV is more com- 

petitive today and a much more 

BY CATHERINE S(HETTIN6 SALFINO 

lucrative industry. The entire ad 

industry realized that kids have 

funds of their own and that 

they influence the purchasing 

decisions of their parents." 

John E. Wilson, senior vice 

president of programming, 
East, for PBS, says a big way 

children's television has 

changed over the years is how 

16 Broadcasting & Cable /3 -5 -01 

kids "watch up," or watch 

shows for bigger kids. 

This offers an underlying 

challenge for children's pro- 

grammers. Andryc says that it's 

tough today to make shows 

that kids want to watch and yet 

send out the right message. 

Fox Kids' Digimon: Digital 

Monsters is aimed at 6- to 11- 

year -olds yet garners preschool 

viewers, too. 

"Kids are growing up more 

quickly as they see movies and 

prime time programming that 

skews older," Andryc explains. 

"And while Barney may have 

been appropriate for a 5 -year- 

old in 1990, that doesn't hold 

true today." 



t appears the children's networks 

are listening to experts who say 

that the programs watched by the 

2 -5 group should be educational. 

While not all shows for the pre- 

schoolers teach letters, numbers, shapes and 

colors, like the standard for today's kids' 

shows, Sesame Street, they strive to intro- 

duce children to sharing, problem solving, 

getting along with others and creativity. 

The hit programs for this youngest set 

generally have one thing in common: 
They're gentle. They don't involve combat 
fighting, weapons, intense romance among 
kids or scary plot lines. They do involve one 
or more of the following: singing, dancing, 

silliness, friendship. And when kids get 

caught up in these shows, they don't realize 

they're being shown how to share by 

Barney, how to count by Steve and Blue, or 

SPECIALREPORT 

Tyke TV grows up 
Programming for the under -6 group diversifies and educates 

the importance of getting along by Rolie 

Polie Olie. But that's what programming 

executives say they are trying to get across. 

"I'm convinced they like good stories well 

told," says John E. Wilson, senior vice presi- 

dent of programming, East, for PBS. "The 
show has to be based on a story line with 

strong characters kids can relate to. Anytime 

you get away from that and 

try to present a straightfor- 

ward program on, say, 

social literacy, kids will get 

turned off. But if you pre- 

sent Arthur having to get 

along with his sister, D.W., 

then you have something 

kids will watch. They did- 

n't know it, but they were 

getting a lesson on how to 

problem -solve, function as 

a group, share." 

PBS's top shows for the 

2- to 5- year -olds are Arthur, Teletubbies, 

Dragon Tales, Barney and Clifford the Big 

Red Dog, which is a new animated series 

based on the books by Norman Bridwell. 

Newer up- and -comers are Caillou and 
Zoboomafoo. The network is finding the 
Nielsen age breakdown tough, though. 

"We're compelled to measure it 2 -5 and 
6 -11 because of Nielsen, but, increasingly, it's 

unsatisfying to us," Wilson says. "We refer to 

it as little kids and older little kids, because 

it's less about age and more about stage. The 

2 -5 bracket doesn't describe everything; 

there's a huge range there. A show for 

school -age kids often draws 3 -, 4- and 5 -year- 

olds. But, generally, little children like 

Teletubbies, Mr. Rogers and Barney. Kids 

then look toward shows like Arthur, Dragon 

Tales and Clifford. Those 

4- and 5- year -olds often 

watch Zoom, which fea- 

tures big kids. But the 

viewing habits of kids dif- 

fer household by house- 

hold. When my 6- year -old 

was 2, he didn't watch any 

TV. But my 2 -year -old is 

now into watching what 

my 6 -year -old likes." 

Wilson says that, since 

PBS can't stop little kids 

from watching shows for 

bigger kids, where there's more ambiguity 
in the resolution of stories and the "peril" is 

more intense, it makes sure the older -skew- 

ing shows feature some characters with 

which 3- and 4- year -olds can identify. 

This age/stage issue is something that 
Nickelodeon reflects in its schedule, as it 

breaks its programming into two segments: 

Nick Jr. and Nickelodeon. 

"Broadly, we believe we reach 2 -14," 

PBS can't stop little 
kids from watching 

shows for bigger kids, 

so it makes sure 

these shows feature 

some characters that 
3- and 4- year -olds 

can identify with. 

Besides Rugrats... White Nickelodeon provides seemingly one -stop 

broadcast market has its own favorites. Ratings 

shopping for children in the cable universe, the 

are cover the period 10/2/00- 2/18/01. 

Children 2 -5 

Broadcast, 6 a.m. -6 p.m. 

Show /Network Shr/Rtg Aud (000) 

Children 6 -11 

Broadcast, 6 a.m. -6 p.m. 

Show /Network Shr/Rtg Aud (000) 

Children 12 -17 

Broadcast, 24 houss 

Show /Network Shr/F.tg Aud (000) 

Little Bill /CBS 19/4.9 758 Pokémon2/WB 21/6.0 1449 Malcolm in the Middle /Fox 25/9.9 2249 

Little Bear /CBS 19/4.5 706 The X- Men/WB 16/4.3 1049 Temptation Island /Fox 30/9.8 2214 

Dora the Explorer 21/4.2 659 Los Luchadores /Fox 13/4.0 969 The Simpsons /Fox 26/9.6 2171 

Disney's House of Mouse 20/3.8 597 Jackie Chan Adv./WB 16/4.0 974 Survivor II /CBS 21/8.0 1809 

Disney's Mickey Mousework 17/3.2 498 Zeta Project/WB 14/4.0 973 Grounded for Life /Fox 23/7.6 1729 
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says Cyma Zarghami, executive vice 

president and general manager of 

Nickelodeon. "The core that 

Nielsen measures is 2 -11, but, 
specifically, we have a whole part 
of our day devoted to 2 -5, which 

is the Nick Jr. block. The num- 

bers can then be broken down 

again for 6 -11 and also the 

tweens, 9 -14, which is the 

Nickelodeon block." 

Nick Jr. targets little 

viewers with its biggest 

franchise hit, Blue's Clues, 

that's peaking in every time slot in which 

it's shown. The animated New 

Adventures of Winnie the Pooh 

has aired for years, but the net- 

work wanted to put a fresh spin on 

the silly of bear. 

"We went to Mitchell Kriegman, 

who produced Bear in the Big Blue 

House, and told him we wanted to give 

Pooh a new twist with new characters," 

Ross says. "He came up with 300 -year -old 

Japanese puppetry called bunraku and 

teamed it with virtual sets, so you can't see 

the puppeteers on the sets. Now a 5 -year- 

old looks at the show and says, 'Hey, it's my 

stuffed animal walking around.'" 
Another Playhouse Disney hit is Out 

of the Box, which depicts a group of 
kids and their two caregivers having 

fun in their backyard playhouse made 

of giant boxes. 

"We developed it for 18 months, and 

people said it wouldn't work," Ross 

recalls. "We wanted characters in a 

show that were caregivers, and people 

of color are often caregivers. Also, 

men are part of the caiegiving fabric, 

and that was important for us. Tony 

and Vivian are vivacious and great, 

and they show kids how to do things 

that are fun, as well as how to deal 

with things they don't want to do." 

Although Cartoon Network, 

Fox Kids and Fox Family don't program 

specifically for the 2 -5 set, some of their 

shows draw the youngsters in. At Cartoon 

Network, the shows pre- schoolers like best 

are Scooby Doo, Dexter's Lab, The Bugs 

and Daffy Show and Tom and Jerry. All 

but Dexter's Lab, about a diminutive 

boy genius and his secret subter- 

ranean laboratory, are reruns of 

old classics. Fox Kids' Digimon: 

Digital Monsters and Power 

Rangers and the syndicated 

Scholastic's The Magic 

School Bus are hits with 

the youngest viewers. Fox 

Family's The Adventures of 
Mary -Kate & Ashley and It's Itsy Bitsy 

Time attract 4- and 5- year -olds. -C.S.S. 

as well as new fare like Dora the 

Explorer, Little Bill and the newly launched 

Bob the Builder. Blue's Clues remains a 

favorite because it directly asks 

children for help in figuring out 
what the dog, Blue, wants to do, 

based on clues shown on screen. 

Dora the Explorer features Latina 

adventurer Dora, who shows kids 

how to solve problems, while 

encouraging interaction by count- 

ing and speaking Spanish, as well as 

physical activity, such as clapping 

hands and jumping around. Bob the 

Builder encourages friends to help 

each other, solve problems together 

and provide shoulders (or cranes) to 

lean on. 

The Disney Channel starts its day 

with a block of programming called 

Playhouse Disney, aimed at 2- to 5 -year- 

olds. Playhouse shows run until 2 p.m., 

when Zoog Disney takes over for the after- 

noon and evening with programs aimed at 

the 9 -14 tween audience, but they get 

a sprinkling of 6- to 8- year -old 

viewers (and their parents). 

Disney Channel's Rich 

Ross, general manager and 

executive vice president of pro- 

gramming and production, says the 

network targets boys and girls equal- 

ly, although it reaches more girls than 

boys with a 60/40 skew. 

Hit shows for the youngest set are Bear 

in the Big Blue House, Rolle Polie Olie and 

The Book of Pooh, a newly launched show 

Bàr ¡r the rig Blue 

r Hot-se is cne of 

Ai* Disn nÿ s hi= shows 

for the Yours crowd. 

-l 
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Tween shall meet 
o 

Kids 9 -14 are the newest hot programming demo 

SPECIALREPORT 

However, a lot of the network's shows 

appeal to the 9 -14 group already. Program- 

ming will indude live-action and animated 

shows such as Taina, Caitlin's Way, As Told by 

Ginger, and Hangin' With Mr. Cooper, as well 

as a weekly countdown of viewers' top music - 

video picks. 

Cyma Zarghami, executive 

vice president and general man- 

ager of Nickelodeon, says the 

move is designed to give tweens 

their own branded night, simi- 

lar to its Saturday night "Snick" 

programming. 

One network seemingly dedi- 

cated to the market is WAM! America's 

Kidz Network, part of the Starz Encore 

Group LLC. The channel is a commercial - 

free children's offering basically dedicated 

to programming for tweens. It provides 60 

hours a week of subject -specific education - 

aturing honor -roll students as on- 

;. The WAM! Kids also introduce 

kt the Movies, classic family movies 

every Sunday afternoon. 

Midge Pierce, vice president of 
'rogramming, the key is emphasiz- 

:ids in real situations. "While there 

levelopmental spread in this demo, 

hare one critical commonality: a 

r information that helps them 

leir world. The constant thread in 

rams is seeing tweens being them - 

i reaching their potential." 

' breaks its programming down to 

slots: The Mind Zone from 3 a.m. 

., which provides education that 

, and the OH! Zone, WAM's after- 

dc starting at 3 p.m. The End Zone 

ses weekend programming, which 

movies and other hit shows. 

rstone & the Tribe, about kids 

)gether after an apocalyptic virus 

wipes out everyone over 21, is a hit with this 

age group, as is Caught in the Middle, which 

follows eight freshmen at Mercer Island 

High outside Seattle, as they make the tran- 

sition from middle to high school. 

"Last year's debut marked the first time 

a camera crew spent a full year inside an 

actual high school," Pierce says. 

Ihe tween group general y 

a_counts for no mo- than 20% 
of the audience, br.t networks 

increasingly want their pro - 
Rrammine to anneal to this ...1.....ki- .1-_ 
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"For years, children's television has 

talked down to kids and pandered to their 

worst instincts," Pierce explains. "Our 
interaction with tweens over the years has 

convinced us that kids crave substance, 

information and attention." 

At Disney, the tween audience has made 

the new Even Stevens comedy a popular 

program, according to Rich Ross, Disney 

Channel general manager and executive 

vice president of programming and pro- 

duction. "Also, I izzie McGuire just pre- 

miered and has done really nice business. 

The shows acknowledge that a tween [has] 

one foot in childhood, the other in teen - 

hood." 

Original series like Jeu Jackson and So 

Weird are building their audiences. Ross 

points out that Disney unveils its new 

shows on weekends. Eventually, they air 

four or seven times a week. 

"Jett was the first to do that, then So 

Weird," Ross says. "It's an opportunity to 
develop something appropriate for us and 

not depend on others to do it." 

During Cartoon Network's Toonami, 

the weekday -afternoon action- adventure 
block that looks to grab tween boys, 

Dragonball Z is the top -rated program not 

only on Cartoon Network but across all ad- 

supported cable at 5 p.m., says Tim Hall, 

executive vice president. 

"We're always trying to come up with a 

winning formula," Hall explains. "A few 

years ago, action anime [Japanese anima- 

tion] came on strong. While it's not true 

anime, Pokémon got kids interested in 

anime." 

Fox Family's big draws in the tween 

market also happen to attract the 6- to 11- 

year -olds: Angela Anaconda, The Kids from 

Room 402 and the various shows featuring 

Mary-Kate and Ashley Olsen. 

"We do know boys growing up navigate 

toward action adventure and prankster 
comedy," says Andryc. "And girls like 

characters, relationships and more meat to 

the story. It's been proven scientifically. If 

you're completely removed from what they 

do, it will be hard to develop a hit show for 

them." -C.S.S. 
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Redefining kids 
With the 9 -14 tween demo increasingly catching on with programmers and a 2 -5 demo that is built 

on solid properties, one would think the 6 -11 market would be on the wane. But with Nielsen still 

measuring the 6- to 11- year -old category, programmers still look to reach the grade -schooler. 

At PBS, the younger kids in this group still enjoy Arthur and CbDbrd, as well as Zoom, says John F. 

Wilson, senior vice president of programming, East, for PBS. "Zoom features kids who are a little older, 

and it takes a look at real kids, what they like and what they/re about" he says. "There's a point on the 

show when they talk about What was your most embarrassing moment?' Even my 6 -year -old likes that. 

"Zoom will soon be adding a local bent to its programming," Wilson notes. The new format will 

allow stations to lift segments and replace them with locally produced content. Stations will be able 

to decide how much local content, if any, they wish to add. 

"The idea is to use a national show in a local way: say, Zoom in Cleveland," he continues. "There's a 

strong community -service aspect to it, which is perfect for PBS. Today, there are few independent sta- 

tions that still produce local shows. National cable networks can't and won't do it. It's important for 

PBS to make use of that; it's smart, and it's in keeping with our public -service mission." 

Fox has the luxury of having two networks that can go after boys and girls. Fox Family targets girls 

ages 6 -11 and 9 -14, while Fox Kids skews to boys ages 6 -11. However, Joel Andryc, executive vice 

president of programming and development for Fox Family and Fox Kids, acknowledges that both 

younger and older kids tune in. 

Fox Kids has a 75% -boys audience and programs accordingly, with a lot of action- adventure shows 

and prankster comedy. Hits include The Power Rangers, which is in its 10th season, and Digimon: 

Digital Monsters, which is riding a wave of popularity using Japanese animation. 

Fox Family isn't meant to compete with Fox Kids. The 3 -year -old network skews about 60% girls, 

with perhaps the most important show involving the Olsen twins, Mary-Kate and Ashley. 

"They're more than a show to us; they're a franchise," says Andryc. "We can present the concept that 

this is the Olsen twins' network. We're even getting some boys watching, now that the girls are 14." 

Nickelodeon switches from Nick Jr. to its Nick programming -shows aimed at older kids -after 2 p.m. In 

this block, the highest -rated show is Rugrats, a network staple for a decade (and now found on everything 

from lunch boxes to movie screens). SpongeBob SquarePants, an animated show about the adventures of a 

sea sponge and his undersea pals, in its second season, is emerging as a strong performer, according to 

Cyma Zarghami, executive vice president and general manager of Nickelodeon. "Great characters withstand 

the test of time," she says. "Rugrats is a special example of a show that has something for everyone. Ws 

been on the air for 10 years and is the highest -rated property in kids television for the last three years." 

At Disney, afternoon Zoog Disney programming targets and garners mostly older kids but definitely 

attracts kids from this group, as well. Top shows for the network during this time slot are Lizzie McGuire, 

Even Stevens, The Jersey and The Famous Jett Jaclaon. All are live -action shows featuring teen characters. 

"In my book, you can't predict a hit as much as build for success," says Rich Ross, Disney Channel's 

general manager and executive vice president of programming and production. "To borrow a phrase, 

quality is job one. We know we can't scrimp. But in cable, you also have to be smart." 

Cartoon Network's prime time ratings increased 13% last year, with numbers driven by the expan- 

sion of original programming. 

"We tend to write shows that work for our core 6- to 11 -year -old audience but also incorporate 

humor that works on a variety of levels," says Tim Hall, executive vice president. "While we don't 

want to be inappropriate or too clever for the 6 -11 kids, our focus works for older kids, too. Other 

networks have said they're focusing on younger kids. And there's plenty of room for the preschool 

audience, but that's not where we're headed." 

An example of the new shows that appeal to both kids and adults is Powerpuff Girls, one of the 

networks most popular originals. And like the Looney Tunes cartoons, it's designed to offer different 

appeal to old and young. -C.S.S. 
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Ya just don't get it 
Teenagers befuddle network execs in life and on TV 

Netwmk execs say the teen 

audience is a tough one. You 

don't need an expert to tell 

you that few adults really 

know what teens are thinking. 

And, for better or for 

worse, teens tend to want 

to watch adult program- 

ming. However, some net- 

works have set their sights 

on the group with shows 

that are educational or just 

simply fun but without the 
titillating sex and violence 

found on most network 

prime time schedules. 

PBS has been reaching 

out to teens with its series 

In the Mix for eight years. 

Producer David Beilinson says the award - 
winning documentary series, which fea- 

tures 12 new shows a year, reaches teens 

through other teens, without feeding view- 

ers the adult perspective. 

"Each show deals with 

ranging from sex to drugs to dating to 

college to careers," says Beilinson, who 
adds that the show has won everything 

from an Emmy to the prestigious 

Prism award, as well as plaudits 

from publications. 

'It's a segment of the 

American population 

tha_ we haven't 

focused on and that I 

feel is underserved 

with quality 

programming: 

-Jchn F. Wilson, PBS 

a single theme 

including The New 

York Times. 

"We have a new 

show about ecstas, 
but it takes a new 

approach. We have 

teen reporters and pro- 

ducers reaching out to 

other teens, showing kids 

in rehab. After our shows 

air, they are offered to 

high schools, youth 

groups and non -profits as 

educational videos. It sounds like a cliché to 

say, but we give these kids a voice," says 

Beilinson. 

Outside of In the Mix, PBS has found 
the teen audience more elusive. John E 

Wilson, senior vice president, program- 

MTV says it j targets viewers 
18 -24 n its 

programming, 
includirg TRL 

with Carson Daly, 
here with 'NSynt. 

ming, East, says, beginning in April, 

the network will make a more concerted 

effort to provide something by, for and 

about teens. 

"To be honest, I don't see it as 'going 

after' the teen market," he says. "It's a seg- 

ment of the American population that we 

haven't focused on and that I feel is under - 
served with quality programming. Also, as 

you talk to older kids, you fmd they want to 

see themselves in a real, honest way. That's 
what American High is about -an honest 

depiction of life as a teen." 

American High was originally produced 
by Fox, but it wasn't doing the business the 

network wanted, so PBS picked it up. 

Wilson says PBS will add new material to 

original episodes, add all new episodes and 
see how they all play. Additionally this fall, 

the network plans to air Senior Year, which 

has a similar approach and style. 

And WAM! has its first teen -specific 

program block called TBIO (Teens by 

Invitation Only). TRIO is a Friday -night 

movie package, featuring the latest 
Hollywood hits aimed exclusively at teens. 

Tries like She's All That and Ten Things I 

Hate About You attract teen audiences and 

encourage them to watch programming on 

other networks. 

Disney's afternoon Zoog block is target- 

ed to 9- to 14- year -olds but does attract kids 
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up to 17. Shows that also appeal to older 
teens include The Famous Jett Jackson, The 

Jersey and syndicated shows like Boy Meets 

World. 

Cartoon Network realizes that its shows 

appeal to kids, teens and adults alike. 

However, the network primarily targets the 

6 -11 and 9 -14 audience. 

Nickelodeon reaches plenty of kids in 

the 9 -14 block but doesn't have program- 

ming targeted to other teens. However, The 

Amanda Show, which airs on Saturday 

nights, garners teen attention. All That cast 

member and Nick comedienne Amanda 

Bynes is the star of this variety show. 

Another aspect of programming to teens is 

that they won't be teens for long. The goal 

for many programmers is to ingrain some 

viewing habits before they head into the 18- 

34 demo. 

Of course, little on television obsesses 

teens the way MTV does. The network most 

heavily sells its older audience, 18 -24, but 
attracts plenty of teen eyeballs, particularly 

to lifestyles of the rich rappers show, MTV's 

Cribs, and controversial stunt show Jackass. 

"TRL is a mecca for teens," says Harvey 

Ganot, MTV Networks executive vice pres- 

ident of ad sales, referring to afternoon hit 

Total Request Live and its adored host 

Carson Daly. 

One of the reasons TRL is such a hit may 

well be that, because it reflects the musical 

tastes of today's teens, it can maintain a 

freshness that longer -form programs can't. 

"You really have to replenish your shows 

and speak to a new teen audience every 

three or four years," says Brad Turell, WB 

executive vice president of network com- 

munications. "And teens want to discover 
something that's their own." 

Turell says that, while shows like Dawson's 

Creek and Buffy the Vampire Slayer attract a 

teen audience, they also attract 18- to 34 -year- 

olds, the network's core demo. "We have to 

come up with new shows like Popular or 

Sabrina, things that bring in new teens. You 

really have to always be cultivating them. 

And you want to market to people as young 

as you can so they become loyal to your 

brand for the rest of their lives." -C.S.S. 
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Flat upfront dooms 
Cross -platform selling helps transcend kids programming 

By Steve McClellan 

For the second year in a row, buyers 

and sellers are expecting a flat kids 

upfront market, which is expected 

to gamer between $775 million 

and $800 million in spending 

commitments from advertisers. The bulk of 

the market will probably move sometime in 

late April, as in the past couple of years. 

This year's market is 

changing in ways that 

reflect what's going on 

in the broader TV 

market. Cross -plat- 

form selling -a con- 

cept still germinating 

in the broader mar- 

ket -has become an 

integral part of the kids 

market. All the major 

players -including 
Viacom, Disney and 

Fox -are selling multi- 

media packages, which 

almost always include 

an Internet component 

with some mix of network, cable, radio, TV 

and print. Now, more than ever, the kids 

buy is more than just about eyeballs; it's 

about marketing and promotion as well, 

executives say. 

"The market has really transcended," 
says Joe Uva, president of Turner 
Entertainment Group Sales and Marketing. 

"It's not just a TV buy anymore but more 

about an overarching relationship with kids 

and the convergence between program- 

ming and promotion opportunities -on -air 

and off -air, online and off -line." 

The name of the game now says Uva, is 

linking as many "kids touch points" as pos- 

sible. For Turner, now part of AOL, those 

touch points are numerous and include the 

Cartoon Network, Cartoon.com, AOL 
Kids channels, print vehicles, such as Time 

tor Kids, and ocn co -owned Kids WB. 

Kids WB, the top -rated broadcast net- 

work in kids dayparts during the week and 

on Saturdays, is still sold separately from 

Cartoon, but, according to Uva, packages 

can be arranged for interested advertisers. 

At Nickelodeon, integrated market - 
ing/advertising packages have been a major 

piece of business for several years. In addi- 

tion, the company is 

aggressively seeking 

"non -traditional kids 

advertisers," says Sue 

Danaher, executive 
vice president and 
general sales manager. 

Ford is a recent 

example that com- 

bines both strategies. 

It has purchased time 

in Nick Jr. on both 

Nickelodeon and 

CBS, where Nick Jr. 

runs Saturday morn- 

ings. The company 
also buys print ads in 

Nickelodeon magazine, and Blue, the 

puppy character in Blue's Clues, is Ford's 

"spokespuppy" for a child -safety campaign 

tied to specially created Web sites. Ford is 

also a sponsor of a Blue's Clues tour. 

In fact, says Danaher, at Nickelodeon, the 

pursuit of new revenue and the development 

of integrated marketing packages year round 

really are more critical to Nick's revenue 

growth than the upfront. "We participate in 

it, but the majority of our business and the 

bigger deals are not confined to the upfront." 

Gary Montanus, who took over as senior 

vice president for the Disney Kids Network 

some four months ago, agrees that the pitch 

to kids advertisers focuses more on "integrat- 

ed marketing" strategies than on just eyeballs. 

He adds, "It's really about combining more 

components that affect kids' lives." 

Blue has made the move to 
Ford spokespuppy. 
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"DTV Broadcasting was 
just one reason to go 
with HDCAM." 

- Pat Holland, VP Technology, Fisher Broadcasting. - Mark Simonson, Director Of Engineering, KOMO -TV Seattle. 

We were determined to be a leader 

in DTV," says Fisher Broadcasting's 
Pat Holland. "Our flagship, KOMO, 

became the first U.S. station to broad- 

cast news in an interoperable DTV 

standard, including 1080i, 720P. Were 
now broadcasting DTV full time. And 

Sony helped us every step of the way. 

They showed us how HDCAM* cam- 
corders and VTRs could meet our DTV 

requirements. And we've discovered 

what HDCAM production can also 

mean to our analog broadcast signal." 

According to Mark Simonson of 
KOMO, "When HDCAM material runs 

on our analog channel, it dramatically 

improves the on -air look. HDCAM 
production has completely transformed 

our news openings, closings and 

bumpers. And when we rebuilt our 
studios, we went to all Sony Hi -Def 

cameras. Because they use the latest 

technology throughout, their SD outputs 

deliver a noticeably better viewing 

experience." 

COMPUTE 
T H E 

PICTURE 

"We've also found that HDCAM equip- 

ment fits right in with our Betacam SXw 

news production. Using both half -inch 

formats, we've gone all digital, all 

component, all 16:9. The advance in 

picture quality is tremendous. Both 
formats share a common user interface 

and both formats meet out needs 
in size, weight and operating cost," 
says Simonson. 

No matter where you are in your DTV 

transition, you owe it to yourself to 
experience Sony HDCAM equipment 
so you can prepare for tomorrow - and 

upgrade your on -air look today. 

1-800-472-SONY ext. KMO 
www.sony.com/professional 

02000 Sony Electronics Inc. All Rights Reserved. Reproduction in whole or in part without written penmss,on R prohibled. 
Features and specifications sublect to change without notice Sony. Complete the Picture. HOCAM, and Betacam St( are 
trademarks of Sony 



Survival of the fiercest? 
Survivor: Austrailian 

Outback conquers for CBS. 

Programming 

air 

Who's not on top? 
February sweeps show gains for Fox, CBS and NBC, 

but, as Millionaire wanes, so does ABC 

By Joe Schlosser 
CBS, with the help of Survivor: 1 he 

Australian Outback and some hit 

new series, clawed its way to the top 
of the February sweeps. The network 
claimed first place in both households (9.4 

rating/15 share) and total viewers (13.9 mil- 

lion) for the 28 -day sweeps period, accord- 

ing to Nielsen Media Research. 

NBC, which only managed to tie ABC 

in adults 18 -49 in February 2000, is now 

alone atop the category with a 5.4/14 aver- 

age for the month. NBC was able to with- 

stand CBS' Survivor with some last- minute 

trickery and a strong new "Must See TV" 

Wednesday -night lineup. 

But the biggest story of the sweeps may 

well be not who's on top but who's not. 

Skeptics are now second -guessing ABC 

executives for airing Millionaire four times 

a week this season and all but killing what 

was a very good thing. 
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Last season's ratings champion is off 

considerably from its February 2000 

results, down more than 25% in adults 18- 

49, 20% in total viewers and another 19% 

in households. ABC's median age went 

from 44.1 last year at this time to a 47.2 for 

the sweeps. 

Fox, which was a distant 

third in adults 18 -49 a year 

ago and down on its luck, 

has dramatically changed 

its fortunes. Thanks in part 

to Temptation Island and 

the renewed success of 

many veteran series, Fox finished a dose sec- 

ond in adults 18 -49 (52/13) and was the out- 

right winner in both adults 18 -34 (55/15) 

and teens (4.5/14). 

And The WB, which was struggling last 

year at this time, bounced back and is now 

tied and even ahead of UPN in many rat- 

ings categories. 

At ABC, it's time to remember the good 

old days. "For the last couple of years, we 

have seen that this is a hit -driven business 

where we are all one hit away from dramat- 

ically changing the landscape," says Lloyd 

Braun, ABC Entertainment Group's co- 

chairman. "We had the good fortune of 

having Millionaire last season, which con- 

tinues to be a terrific show for us.... We feel 

that, if we have seen anything over the past 

couple of years, [it's that] the hits have to 

keep on coming every year." 

Stu Bloomberg, ABC Entertainment 
Group co- chairman, adds, "It was our turn 
with Millionaire, and CBS has a hit with 

Survivor. As we have all seen, if you have 

one hit, it immediately catapults you. They 

have it with Survivor, and we're all one hit 

away from regaining that." 

With Millionaire gobbling four hours of 
ABC's schedule, the network launched only 

four series -none of which has broken out 

of the pack. The network has scheduled a 

handful of new midseason shows over the 

next several weeks, including comedies 

from Denis Leary and Damon Wayans. 

ABC executives are mum, but Millionaire 

will likely be trimmed to three or even two 

weekly installments come September. 

On the opposite end of the spectrum, CBS 

TV President and CEO Les Moonves cheer- 

fully tells reporters: "We have an awful lot to 

brag about in February. It's 

been our best sweeps in a 

long time." 

The combination of 
Survivor, a strong Monday 

night of comedies and 

other specials, including 

The Grammy Awards, led 

its first non -Olympics February- 

sweeps victory (in households and viewers) 

since 1993. Survivor finished the sweeps as 

the most watched show -with 28.8 million 

viewers-and proved CBS schedulers cor- 

rect in putting it opposite NBC's long -dom- 

inant Thursday -night lineup. "Thursday 

night used to be one of my least favorite 

'We have an awful lot 
to brag about 

in February' 

-Les Moonves, CBS TV 

CBS to 
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Who Wants to Be a Millionaire ?, whi e still strong, is 
waning and ABC schedulers are beinc second- guessed. 

nights of the week," Moonves says. "Now it's 

becoming one of my favorites." 

CBS' median age, still the oldest of the major 
networks, dropped from a 53.6 to 51.6 for the 

sweeps. On the strength of Survivor, Moonves 

says he expects CBS to "lead the charge" in 

percentage increases with national advertisers - 

during the coming upfront season . 

To combat Survivor, new NBC Entertain- 

ment President Jeff Zucker devised a plan to 

extend the comedy Friends to 40 minutes and 

also added two special, prime -time Saturday 

Night Live installments. "So much was made 

of the showdown between Survivor and 
Friends, and we just want to say we are thrilled 

with the way we came out of this," says a 

relieved Zucker. 

On Thursdays from 8 to 10 p.m., NBC 

held almost all of its ground, averaging a 10.3 

rating in adults 18-49, just shy of February 
2000's 10.4 average. 

NBC managed a strong 
February showing without a 

reality project, although Zucker 

says that "it would make every- 

thing much easier" if NBC had 

one and that it's "an incredible pri- 

ority for us right now." One bad 

sign for NBC: Its median age went 

from 44.4 last February to a 49.6 

this year. 

The loudest cheers at the end 
of the sweeps may have been com- 

ing from the Fox lot in West Los 

Angeles. A year ago, critics were 

all but writing off the network, 

whose poor fall showing resulted 

in the ousting of its entertainment 
head Doug Herzog. 

Suddenly this winter, Fox 
gained the most momentum of all 

networks and has a string of new 

hits, including Temptation Island. 

"We dramatically closed the 

gap of a year ago," says Fox 

Broadcasting and 20th Century 
Fox head Sandy Grushow. "We 

are happy with the sweeps, but 
we are certainly cognizant of the 
fact that we still have a lot of work 

to do. However, we do move for- 

ward with momentum, depth and, I think, a 

schedule that is solid in key demos on almost 

every night of the week." 

After a year of distribution problems and 

other woes, The WB has rebounded almost 

across the board. The network was up 13% in 

adults 18-49, 10% in adults 18 -34 and 2% in 

total viewers to a 3.9 million viewer average. 

The WB was off in terms of teen viewership, 

falling 24% from last year in total teens. 
"The network season -to -date is at the highest 

rating level it has ever been; we're really proud 
of the programs, and the whole boat seems to be 
lifting up," says WB CEO Jamie Kellner. 

UPN, which was riding high on WWF 
Smackdown and some new hits last February, 

dropped back a step this time. (See Top of the 

Week.) The network was down 12% in total 

viewers, 12% in adults 18-49 and 11% in 

households. 

mends managed to hold its own against CBS' blockbuster 
Su.-vivor, thanks in part to NBC Entertainment President 

Jeff Zucker's extending it to 40 minutes. 

- 

R 

INBRIEF 

REAL SEX AND THE CITY 
Stone Stanley Entertainment, the 
producer behind ABC's The Mole 

and The WB's Popstars, has 

acquired the U.S. rights to Single 

Girls, described as the reality 

version of HBO's Sex and the 

City. Single Girls originates from 

Screentime, the Australia -based 

production company that sold 

Stone Stanley the U.S. format 

rights to Popstars. 

The project, currently being 

shopped to the major broadcast 

networks, will follow five women 

going on dates, according to a 

Stone Stanley representative. So 

far, the studio has had luck in 

reality, scoring a new- episode 

order on The Mole and expecting 

The WB to do the same for 

Popstars, which has broken 

ratings records for the Weblet in 

its Friday -night slot. 

TBS TAKES 
CABLE TOP SPOT 

Strong performance in movies 

and Ripley's Believe It or Not 

pushed TBS Superstation into the 

top slot in February prime time 
Nielsen ratings. According to 
Nielsen data provided by 

Discovery Networks, TBS 

Superstation tied USA Network 

with a 2.0 for the four weeks 

between Jan. 29 and Feb. 25. 

But TBS topped USA by 

averaging 1.662 million house- 

holds, a tad higher than USA's 

1.623 million. USA's rating was 

a 17% drop from the year -ago 

month, when the network still 
had World Wrestling Federation 

programming. TBS' was an 18% 

jump. 
Lifetime, which had been No. 1 

in the fourth quarter and again 

in February, was close behind 

with a 1.9, a 27% increase driven 

largely by its original movies. Fox 

News cleanly won the news wars, 

posting an 80% increase to 0.9. 

CNN stayed flat at 0.8. 
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SHOWTIME SETS SEVEN 

ORIGINAL FILMS 
Seven original pictures are in 

the works at Showtime. Among 

them are three biopics: Adam 

Clayton Powell, with Vanessa 

Williams (Shaft), about the 

black New York congressman; 

10,000 Black Men Named 

George, featuring Andre 

Braugher (Gideon's Crossing) 

as A. Phillip Randolph, 

organizer of the Pullman Car 

Porters in the 1930s; and The 

Judith Exner Story, starring 
Natasha Henstridge (Bounce) as 

the woman between mob head 

Sam Giancana and President 

John F. Kennedy. All titles are 

tentative. 
In the family category: Off 

Season, with Sheri lyn Fenn and 

Hume Cronyn; The Wilde Girls, 

featuring mother -daughter team 

Olivia Newton -John and Chloe 

Lattanzi; Bobbie's Girl, teaming 

Jonathan Silverman and 

Bernadette Peters; and I Was a 

Teenage Faust, with Robert 

Townsend and Morgan Fairchild 

as employees of the devil. 

POWER OF ATTORNEY 

GETS MARCIA CLARK 
Power of Attorney has snagged 

Marcia Clark for three episodes 

this week, but don't look for a 

match -up between Clark and her 

O.J. Simpson case partner, Power 

star Christopher Darden. 

Although a representative for 

distributor Twentieth Television 

agreed that the showdown 

would have definitely been a 

boon in May sweeps, when the 

episodes are likely to air, Clark 

simply "refused to go up 

against him." 
Instead, Clark will face the 

real -life lawyer portrayed in Erin 

Brockovich, Ed Masry, and 

women's advocate attorney 

Gloria Allred. 
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No Friendl y persuasion 
King World loses programming president after a six -year run 

By Joe Schlosser 

A 
ndy Friendly, King World's president 

of programming and production, is 

leaving the Viacom -owned syndica- 

tion giant after a six-year run to pursue other 

interests. 

Friendly is the latest King 

World executive to leave since 

the company's merger with CBS 

last year. 

That list includes new NBC 

Enterprises President Ed Wilson 

and Twentieth Television head 

Bob Cook. Friendly let King 

World executives know last 

November that he would forgo a 

renewal on his contract, which 

expires later this year. 

"The one thing we did is 

build quality shows. Not all of them worked; 

some broke my heart. But I'm very proud of 
the teams we built and the work we did," says 

Friendly, who is the son of legendary CBS 

News producer Fred Friendly. 

In 1995, Friendly joined King World as exec- 

utive vice president of programming and pro- 

duction, overseeing all of the studio's first -run 

programming, including Hollywood Squares, 

Inside Edition, Wheel of Fortune and Jeopardy. 

Also during that time, King World 

launched The Martin Short 

Show and The Roseanne Show. 

Those two were unqualified 

bombs. 
Friendly says that he will 

move into a consulting position 

with King World for the 

remainder of the year and that 
he's going to teach a TV class at 

his alma mater, the University of 

Southern California. 

Prior to joining King World, 

Friendly was executive produc- 

er and vice president of prime time programs 

at CNBC. A King World spokeswoman says 

a senior -level executive will be named soon 

in the programming and development 

department. 

Andy Friendly will move 
into a consulting position 

with King World until 
2002, when he will teach 

at the University of 
Southern California. 

Crossing controversy 
Studios USA stands behind psychic medium John Edward 

By Susanne Ault 

St adios USA firmly defended the star of 

Its high -profile series Crossing Over 

With John Edward last week, following 

an article questioning the legitimacy of 

Edward, who calls himself a psychic medium. 

A studio spokesperson called the March 5 

Time story "a blatant case of irresponsible jour- 

nalism and an embarrassment for a major news 

weekly," adding the writer of the article "never 

watched the show" on cable's Sci -Fi channel. 

The article quotes audience member 

Michael O'Neill, who was selected by Edward 

in an attempt to "contact" O'Neill's dead 

grandfather. O'Neill says Edward's psychic 

powers missed the mark several times. But 

when the show was edited, O'Neill said, it 

appeared that O'Neill was responding positive- 

ly to statements that, in fact, he disagreed with. 

O'Neill also suspects that show handlers 

concocted an hour -long technical delay before 

the show to listen to the waiting audience with 

hidden microphones. The show did not re- 

spond to Time on that. 

Last week, Studios USA was taking the any - 

publicity -is- good -publicity position. A spokes- 

person said, "The idea that we are getting this 

kind of press for a show that hasn't hit the air yet 

in syndication gives us more optimism that we 

are onto something big." 
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Righting a wrong 
A reporter helps overturn a conviction and uncover corruption 

Ey Bill Kirtz 

goston television reporter Dan Rea 

has crossed the line between jour- 

nalism and advocacy, he's the first to 
admit. But in doing so, he helped free a 

man wrongly convicted of a mob murder 
and helped unravel a still escalating case of 
FBI corruption. 

"The line hasn't moved," says the Enmy- 
winning \XBZ -TV veteran. "I, as a reporter, 

moved. I looked at this case in terms of 
whether justice was done, and it became 

clear that it hadn't." 

For Rea, that led to a 

three -year investigation, 

much of it on his own time 

between political and 
international assignments. 

In more than 30 reports, 

he built a case for the 
innocence of Joseph L. 

with 

1965 

Salvati, convicted 

three others for a 

killing. 

Rea knew from experi- 

ence about false claims of 

convicts. But while poring through docu- 
ments, he began to doubt whether Salvati 

had received a fair trial. 

He used police contacts to locate a 

report in which an eyewitness to the mur- 

der didn't mention Salvati's name. 

After that, Rea was committed to seeing 

justice done. He spent more than two 

months on the story before airing his first 

piece. During the next three years, his 

efforts -along with those of attomey Victor 

Garo, who spent thousands of unpaid 
hours on the case -led to Salvati's release 

after 30 years in jail. 

Last month, after years of publicly ques- 

tioning Rea's professionalism and denying 

any miscarriage of justice, the Suffolk 

County district attorney dropped the case. 

But the story is hardly 

over. Two of Salvati's co- 

defendants died in jail, but 

another was freed after 33 

years. Attorneys for the 

families of the four men 

now plan a multimillion - 

dollar civil- rights suit 

against the FBI, alleging 

that it concealed proof of 

their innocence. That 
daim has become inter- 

twined with a major feder- 

al trial involving two 

Boston mob leaders and the FBI agents who 

allegedly protected them. "It's a mind -bog- 

gling frame -up," says Rea. "I'd like to think 

people took note of what we did." 
They've done more than take note. Law - 

enforcement officials, competitors and even 

'Too many of us fear 

that other stations' 
having a different 

lead means that you 

have the wrong lead. 

It may be that they 

have the wrong lead: 

-Dan Rea, wez -ry reporter 

BLOOMBERG 
TELEVISION 

Live syndicated 
reports from the 
heart of the action 
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Dan Rea interviews (l -r) Marie Salvati and 
Joe Salvati, with attorney Victor Garo. 

some at Rea's CBS owned -and -operated sta- 

tion took shots at his journalistic integrity 

for pursuing the story, for pushing wiz to 

editorialize on behalf of Salvati's innocence 

and for Rea's continuing to cover the case 

even after he became an integral part of it. 

Rea doesn't care. "There are not that 

many stories in a career like that. I have a 

very powerful tool- television -and the 
responsibility not to use that tool irrespon- 

sibly. I put my reputation on the line. If I 

was wrong, my credibility was forever lost." 

Not surprisingly, as a result of the Salvati 

story, he says he has received about 100 let- 

ters and calls asserting that other convicts are 

innocent, too. He's looking into two of them. 

What can other reporters learn from this? 

"Take a chance; pursue a story," he says. 

"Don't be discouraged by the pack journal- 

ism we all fall into. Be prepared to stand out 

there on your own and realize that people 

are laughing behind your back. Too many of 
us fear that other stations' having a different 

lead means that you have the wrong lead. It 

may be that they have the wrong lead." 

BLOOMBERG' Business Report 

BLOOMBERG' Noon Market Update 

BLOOMBERG'After- the -Bell Report 

BLOOMBERG PERSONAL 42* 
FINANCE" Report 

For more about BLOOMBERG TELEVISI )N 
syndication opportunities, call 212.318.2201. 

Bloomberg 
T E L E V I S I O N 



A MILLION'S 
NOT ENOUGH 

ABC provided some extraor- 

dinary aid for owned station 

WPVI -TV Philadelphia in its 

effort to maintain late -news 

dominance over strong com- 

petition from NBC -owned 

WcAU(TV). WPVI General 

Manager Dave Davis sought 

and received permission to 

rearrange ABC's nighttime 

schedule, putting Primetime at 

9 p.m. and Who Wants to Be a 

Millionaire? at 10 p.m. Not 

being able to use Millionaire as 

a late -news lead -in was a fre- 

quent complaint of affiliates 

last year, when the show was 

the season's runaway hit. ABC 

did the reshuffle nationally last 

Wednesday, the last night of 

sweeps. 

Did the special scheduling 

help ABC's cause in Philly? 

Davis said WPvi made a slight 

inroad into Thursday night's 

ER dominance but still 

expected WCAU to win the 

five -day late -news average. 

Davis said he expected to win 

the seven -day average, as well 

as the race in other dayparts. 

WPV, had dominated late - 

night news since the early 

1990s -until WCAU's surge. 

DRAKE TO DEPART 

FROM SINCLAIR 
Barry Drake, head of Sinclair's 

television division since 1999 

and former head of its radio 

division, said last week he is 

leaving the company, effective 

May 31. Drake said he intends 

to keep working, "maybe in 

radio, maybe in television, 

maybe anything," but has 

Station Break 
B Y D A N T R I G O B O F F 

nothing specific in mind. Both 

Drake and Sinclair said that 

the decision to leave was 

Drake's and the company will 

immediately launch a search 

for his replacement. 

Prior to heading the TV 

division, Drake headed 

Sinclair's radio division. 

Sinclair CEO David Smith 

called Drake "a major part of 

the value we realized last year, 

when Sinclair sold its radio 

division for $1.045 billion." 

Smith also credited Drake 

with leading the station group 

toward "a renewed focus on 

local advertising markets, 

RTNDF winnei 
Gary Wordlaw returns to 

Washington this week to 

accept the Radio Television 

News Directors Foundation's 

First Amendment Service 

Award. Wordlaw, now presi- 

dent and general manager 

of WTVH -TV Syracuse, N.Y. 

had been news director at 

WJLA -TV Washington and 

has worked both on and off 

the air in TV news. Wordlaw 

says he believes his experi- 

ence in news "makes me 

more in tune with my news 

department and the things 

they face every day." 
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improved programming and 

promotion, and better operat- 

ing systems." 

MORE SINCLAIR EXITS 

Barry Drake wasn't the only 

one leaving Sinclair's station 

group last week (see above). 

The company said it is reduc- 

ing its work force by 147 peo- 

ple, or about 4 %, in response 

to the current economic slow- 

down. Sinclair made some 

cuts late last year, including 

discontinuing news at its 

Winston- Salem, N.C., ABC 

affiliate, w U..V -Tv, laying off 

about 10. 

FIRING OFFENSE 

Was -Tv Chicago management 

said last week that the culprits 

who defaced walls inside its 

Disney- occupied building with 

swastikas remained unidenti- 

fied. The incident-first 
reported by Chicago Sun -Times 

columnist Robert Feder -was 
referred to the Chicago police's 

hate -crimes unit. "If it was one 

of my employees," said Was 

President and General 

Manager Emily Barr, "he or 

she will be fired." Barr said 

that, although all the swastikas 

appeared in space used by 

ABC -owned Was -TV, there are 

numerous people connected to 

other Disney -owned businesses 

in the building. 

FAMILY AFFAIR 
Boston continues to lead the 

nation among major markets 

in anchor changes due to per- 

sonal matters. Last week, 

Heather Kahn said she would 

be leaving wcvs-Tv to spend 

more time with her three chil- 

dren-one of whom was born 

New Year's Eve. Kahn will be 

replaced by early -morning 

anchor and HealthBeat 

reporter Liz Brunner. Kahn 

said she expects to continue 

hosting American Baby, a 

weekend show aired on FX 

and produced by Wcvs -TV 

owner Hearst -Argyle. 

Last year, Wsz -Tv anchor 

Liz Walker switched from 

evenings to mid -days to spend 

more time with her son. And 

in the biggest shakeup of all, 

longtime WCVB -TV married co- 

anchors Chet Curtis and 

Natalie Jacobson separated on 

air following their real -life sep- 

aration. Curtis left WCVB -Tv 

last week after nearly 30 years 

to join the New England 

Cable Network. 

MORE JSA'S 

FOR NBC /PAX 
Last week, Paxson 

Communications rolled out 

three more joint sales agree- 

ments with NBC affiliates. 

Gannett-owned KPNX -TV and 

Paxson's KPPX -TV Phoenix; 

Raycom's WMC -TV Memphis, 

Tenn., and Paxson's WPXX -TV; 

and Cowle's KHQ -TV Spokane, 

Wash., and Paxson's KGPX -TV 

will team up, with the NBC 

stations providing sales and 

marketing infrastructure. 

Paxson now has 42 JSAs, 15 in 

the top 20 markets and 20 in 

the top 30. 

All news is local. Contact Dan 

Trigoboff at (301) 260 -0923, 

e -mail dtrig@erols.mm, or fax 

(202) 463 -3742. 
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SyndicationWatch 
FEB. 12 -18 Syndicated programming ratings according to Nielsen Media Research 

TOP 26 SHOWS 

Rank Program 
HH 

AA 

HH 

GAA 

1 Wheel of Fortune 10.9 10.9 

2 Jeopardy 8.9 8.9 

3 Wheel of Fortune (wknd) 6.7 6.7 

4 Judge Judy 6.6 9.6 

5 Entertainment Ton"ght 6.6 6.7 

6 Oprah 6.5 6.7 

7 Friends 6.0 6.6 

8 Seinfeld 5.3 5.3 

9 Frasier 4.9 5.4 

10 Entertainment Tonight (wknd) 4.9 5.0 

11 Live With Regis 4.3 4.3 

12 Judge Joe Brown 4.0 5.4 

13 Hollywood Squares 4.0 4.0 

14 Jerry Springer 3.7 4.1 

15 The X -Files 3.7 4.1 

16 Drew Carey 3.6 4.0 

17 Friends (wknd) 3.6 4.0 

18 Andromeda 3.6 3.9 

19 Maury 3.6 3.8 

20 Extra 3.5 3.6 

21 Seinfeld wknd) 3.5 3.5 

22 Montel Williams 3.4 3.5 

23 ER 3.3 3.9 

24 Divorce Court 3.2 4.2 

25 Inside Edition 3.2 3.3 

26 Jeopardy (wknd) 3.2 3.2 

TOP GAME SHOWS 

Rank Program 
HH 

AA 
11H 

GAA 

1 Wheel of Fortune 10.9 10.9 

2 Jeopardy 8.9 8.9 

3 Wheel of Fortune (wknd) 6.7 6.7 

4 Hollywood Squares 4.0 4.0 

5 Jeopardy (wknd) 3.2 3.2 

According to Nielsen Media Research Syndication 

Service Ranking Report Feb. 12 -18, 2001 

HH /AA - Average Audience Rating (households) 

HH /GAA - Gross Aggregate Average 

One Nielsen Rating - 1,008,000 households, which 

represents 1% of the 100.8 million TV Households in 

the United States 

NA - Not Available 

The answer is the `Clue Crew' 
After 60 consecutive sweeps periods as the second -highest -rated syndicated series, King 

World's Jeopardy is known for, well, having all the answers. So, typically, its producers have to 

think long and hard before jazzing things up. Borrowing from TV's current reality craze, 

though, seemed as good an idea as any. 

This week, Jeopardy host Alex Trebek is asking viewers 

to send in video audition tapes of themselves to win one 

of four spots on the "Clue Crew," a team of roving show 

correspondents, considered part of the show's full -time 

staff, that will present Jeopardy clues around the world. 

"This is Jeopardy meets Making the Band. It really 

is," says Executive Producer Harry Friedman of the 

Clue Crew's debut next fall. "This is a chance of a 

lifetime for somebody." 

He is looking for a nice cross section of viewers. 
Jeopardy producers 

ev 
re looking hard at ways 

"They are going to have to show us that they under - 
evergreen 

show: 

stand the show, displaying a natural curiosity that you have or don't have." 

Reality shows usually bring in a youthful crowd, and Friedman acknowledges that this for- 

mat- freshening is a way to attract younger viewers. Although Jeopardy umps over its syndi- 

cated rivals in total households, shows like Judge Judy or Entertainmenr Tonight often beat it 
in the key adult 18 -49 demographic. 

"Absolutely, we are going after younger viewers," he says. "But the beauty is that we can 

do all these things without changing the basic structure of the show." 

Trebek is a fan of the Clue Crew. He sees it as a way to thank viewers for supporting him 

and the show for 17 years. "We get mail from a lot of people who suggest clues, saying they 

want to write for us," he says. "We already have a full -time writing staff, but now they can 

participate in another way by presenting clues for us on the air. We hope that some of our 

die -hard fans will move out to Southern California to work on the show that they've enjoyed 

for so many years." 

King World chief Roger King also gave his okay to the Clue Crew, attrbuting Jeopardy's 

long- running success to such "well executed innovations." -Susanne Ault 
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CableWatch 
FEB. 19 -25 Cable programing ratings according to Nielsen Media Research 

C A B L E ' S T O P 20 
Ranked by rating. Cable rating is coverage area rating within each basic cable network's universe; U.S. rating is of 100.8 million TV households. 
Sources: Nielsen Media Research, Turner Entertainment. 

RankProgram Network Day Time Duration 
1 m / "Attila (Part 1)" USA Tue 9:00P 121 

2 WWF Entertainment TNN Mon 10:00P 60 
3 m / "Pretty Woman" TBS Sun 8:00P 151 

4 m/ "Attila (Part 2)" USA Wed 9:00P 121 
5 WWF Entertainment TNN Mon 10:00P 69 

6 WWF Entertainment TNN Mon 10:OOP 69 
7 WWF Entertainment TNN Mon 10:00P 67 

8 WWF Entertainment TNN Mon 9:00P 60 
9 m / "Hard to Kill" TBS Sun 8:00P 120 

10 m / "A Few Good Men" TBS Sun 8:00P 180 
10 WWF Entertainment TNN Mon 9:00P 60 

12 WWF Entertainment TNN Mon 9:00P 60 
12 WWF Entertainment TNN Mon 9:00P 60 

14 Dog Show USA Tue 8:OOP 180 

15 m / "When He Didn't Come Home" LIF Sun 4:00P 120 
16 m / "A Few Good Men" TBS Sat 8:05P 180 
17 m / "Deadly Matrimony, Part II" LIF Sun 6:00P 120 
18 NBA All Star Saturday TNT Sat 8:00P 191 

18 Rugrats NICK Sun 9:30A 30 

20 m / "Father of the Bride II" TBS Sun 1:31P 119 

20 Dog Show USA Mon 8:00P 180 
20 m / "Deadly Matrimony, Part I" LIF Sun 4:00P 120 
20 m / "Home Invasion" LIF Sun 6:00P 120 
20 Rugrats NICK Wed 7:30P 30 

Rating 
Cable 

HHs 
U.S. 

Cable 
(000) Share 

6.1 4.9 4898 9.3 
5.8 4.6 4617 9.4 
5.7 4.7 4696 8.3 
5.6 4.5 4488 8.3 
5.4 4.3 4330 8.8 
5.2 4.2 4165 8.5 
5.1 4.1 4071 8.3 
5.0 4.0 3978 7.0 
4.8 4.0 3961 7.3 

4.6 3.8 3780 6.9 
4.6 3.7 3663 6.5 
4.4 3.5 3504 6.1 
4.4 3.5 3471 6.2 
3.9 3.1 3120 5.9 
3.8 3.0 2974 7.4 
3.7 3.0 3037 6.6 
3.5 2.8 2765 5.7 
3.4 2.8 2756 5.9 
3.4 2.7 2721 9.8 
3.3 2.7 2679 7.4 
3.3 2.6 2648 4.8 
3.3 2.6 2643 6.6 
3.3 2.6 2639 5.6 
3.3 2.6 2634 5.3 

D E M O T R A C K E R : P E O P L E 1 8- 3 4 

Ranked by rating. Cable rating is coverage area rating within each basic cable network's universe; U.S. rating is of 100.8 million TV households. Source: 

Fox Family Channel 
Rating HHs Cable 

RankProgram Network Day Time Duration Cable U.S. (000) Share 

1 WWF Entertainment TNN Mon 10:00P 69 5.0 4.0 2429 13.3 

2 WWF Entertainment TNN Mon 9:00P 60 4.3 3.4 2046 9.8 
3 Jackass MTV Sun 9:00P 30 2.6 2.0 1219 5.9 

4 Jackass MN Sun 10:00P 30 2.5 2.0 1191 6.1 

5 Grammy Wrapup 2000 MN Sun 9:30P 30 1.9 1.5 883 4.3 
6 South Park CMDY Wed 10:00P 30 1.9 1.4 822 4.5 
7 TNT Sunday Movies TNT Sun 3:00P 165 1.8 1.5 894 7.0 

8 Roseanne TBS Mon 6:30P 30 1.8 1.5 890 7.4 

9 Sunday Movie I LIF Sun 4:00P 120 1.8 1.4 859 7.0 

10 Temptation Island Spcl MN Sat 1:OOP 30 1.8 1.4 834 9.5 

broadcastiu cable CT 

Get with the programs. 
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BroadcastWatch 
C O M P I L E D B Y K E N N E T H R A Y 

FEB. 19 -25 Broadcast network prime time ratings according to Nielsen Media Research 
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8.3/14 

29. ABC Mcnday Night 

Movie -Good Will 

Hunting 88/14 

V 
9.4/14 

28. King of Queens 8.9/14 

NBC 
6.1/9 

65. Friends 5.8/9 

0 
8.2/12 

41. Boston Public 7.9/12 

PAN 
1.1/2 

125. Miracle Pets 0.8/1 

Cu ._4 N 
2.4/4 

93. Moesha 2.5/4 

3.7/5 

76. 7th Heaven 5.0 /8 
37. Yes, Dear 8.3/12 64. Will 8 Grace 6.0/9 90. 

The Parkers 2.6/4 

11. Ev Lys Raymd 11.8/17 65. Will 8 Grace 5.8/9 
31. Ally McBeal 8.6/13 

113. Touched an Angel 

11..3/? 

94. The Hughleys 2.4/3 
97. Roswell 2.3/3 

20. Becker 10.3/15 74. Just Shoot Me 5.2/8 101. Girlfriends 2.1/3 

31. Family Law 8.6/14 

9.6/15 

46. Frasier 6.9/11 116. Diagnosis Murder 

1.2/2 

1.0/2 

128. Mysterious Wa 0.7/1 

52. Frasier 6.6/11 

7.5/12 
69 3rd Rock fr /Sun 5.5/9 

7.7/12 

42. The Mo e 7.7/12 

6.7/10 
43. That '70s Show 7.5/12 

1.7/3 

106. UPN's Movie 

Tuesday- Epicenter 

1.7/3 

3.2/5 

87. Buffy the Vampire 

Slayer 3.4/5 
14. JAG 11.0/17 

68. DAG 5.6/9 57. Titus 6.3/10 

45. Dharm: 8 Greg 7.:11 
/ 43.60 Minutes!! 7.5/11 

13. Frasier 11.2/17 
/ 52. Dark Angel 6.6/10 

118. Touched by an Angel 
88 Angel 3.1/5 

57. Geena Davis 6.3/10 27. Three Sisters 9.1/14 

31. NYPD B ue 8.i'14 

7../11 
10. Who Wants to Be a 

Millionaire? 12.0/18 

18. Judging Amy 10.4/17 50. Ed 6.7/11 

9.9/15 

.. Ed 6.1/9 

116. Diagnosis Murder 

1 2 2 

1.1/2 

132. Twice in a Life 0.6/1 

16.8/25 6.8/10 
69. That '70s Show 5.9/9 

2.4/4 

103.7 Days 1.8/3 

1.5/2 

110. Dawson's Creek 1.5/2 
2.43rd Annual Grammy 

Awards :6.- 26 

76. Grounded /life 5.0/1 

48. Drew Caey 6.8/10 :4. The West Wing 

11.0/16 

36. Temptation Island 

8.4/12 

113. Touched by an Angel 

1.3/2 

89. Star Trek: Voyager 

3.0/4 72. Spin Cite 5.3/8 

83. Whose tine Is It 
Anyway' 4.1/6 

8.2/12 
75. Whose line Is It 5.1/8 

8. Law 8 Order 12.6/20 

14.1/21 

5. Friends 13.7/21 

111. Diagnosis Murder 

1.4/2 

1.1/2 

118. It's a Miracle 1.1 2 

/ 

12.1/18 4.4/7 

82. Fox Thursday Night 

Movie -The Nutty 

Professor 4.4/7 

4.5/7 

81. WWF Smackdown! 

4.5/7 

3.2/5 

90. Gilmore Girls 2.6/4 
/ 

2. Survivor II 16.7/25 
69. Whose line 5.5/8 

9. Will 8 Grace 12.1/18 
12. Who Warts to Bea 

Millionaire? 11.3/17 
6. C51 19 13.1/19 / 

122. Touched by an Angel 

0.9/1 
86. Charmed 3.8/6 

14. Just Shoot Me 11.0/16 

40. Primetime 8.(/13 

7.7/13 
85. Two Guys a Girl 4.0/7 

50.48 Hours 6.7/11 

6.1/11 
48, Diagnosis Murder 

6.8/12 

1. ER 17.9/28 
113. Diagnosis Murder 

l.3 /2 

0.9/1 

128. Encounters With the 

Unexplained 0.7/1 

9.6/17 4.7/8 

80. Fox Movie 
special- 

Starship Troopers 

4.7/8 

2.0/3 

97. Shocking Police 

Videos 2.3/4 

1.9/3 
99. Sabrina/Witch 2.2/4 

25. Providence 9.3/16 
83. Norm 4.1/7 99. Popstars 2.2/4 

20. Who Wantsto Bea 

Millionaire. 10.3/18 
72. The Fugitive 5.3/9 31. Dateline NBC 8.6/15 

125. Touched by an Angel 

0.8/1 
106. Getaway 1.7 3 109. Popular 1.6 3 

30.20/20 8.7/15 

6.4/11 

5 . ABC Sati rday Night 

Movie- 'henomenon 

6.4/11 

11.:/18 

35. Wonderf d World of 

Disney -Lady and 

the Tram 8.5'13 

61. Nash Bridges 6.2/11 

8.1/14 

17. Law & Orden Special 

Victims Unit 10.9/19 

118. Diagnosis Murder 

1.1/2 

0.8/1 

128. Miracle Pets 0.7/1 

2.6/5 

90 NBC XFL Football- 
New York /New Jersey 

Hitmen vs. Chicago 

Enforcers 2.. 

5.4/9 

61. NBA Basketball - 
Orlando vs. L.A. 3.7/7 

6.0/11 
67. Cops 5.7/10 

KEY: RANKING /SHOW TITLE /PROGRAM 

TOP TEN SHOWS Of THE WE 

ili UNIVERSE ESTIMATED AT 

ONE RATINGS POINT IS EWA 

YELLOW TINT IS WINNER 0 

RANKED; RATING /SHARE ESTIMATED 

'PREMIERE PROGRAMS LESS 

LENGTH NOT SHOWN 54.11 

SOURCES: NIELSEN MEDIA RESEARCH, 

1.4/2 

111 UPN XFL Football - 
Memphis Maniax vs. 

Los Angeles Xtreme 

1.4/2 

RATING /SHARE 

K ARE NUMBERED IN PFD 

102.2 MILLION HOUSEHOLDS; 

TO 1,022,000 TV HOMES 

TIME SLOT (NR).NOT 

FOR PERIOD SHOWN 

THAN 15 MINUTES IN 

= SEASON TO DATE 

CBS RESEARCH 

2.0/3 
103. Jamie Foxx 1.8/3 

55. That's Life 6.4/11 
='.Cops 6.3/11 

38. Kate Brasher* 8.2/14 
62. AMW: America Fights 

Back 6.1/11 

122. Touched by an Angel 

0.9/2 

24. The District 9.6/17 128. Mysterious Ways 0.7/1 

0.8/1 
125. Candid Camera 0.8 1 

9.8/15 7.9/12 
79. Futuna 4.8/8 

7.60 Minutes 12.8/21 
57. King of /Hill 6.3/10 121. Candid Camera 1.0/2 106. The Pis 13/3 

18. Touched by an Angel 

10.4/16 

22. The Simpsons 9.7/15 
122. Is a Miracle 0.9/1 

94. Steve Harvey 2.4/4 

76. Dateline NBC 5.0/8 25. Malcolm /Middl 9.3/14 94, Steve Harvey 2.4/4 

.. ABC Preniere Event- 
Life Witt Judy Garland: 

Me and MY Shadows, 

PL 1 13.821 

38. CBS Sunday M 
y 

ov e- 
The Mask of Zorro 

8.2/13 

54. The West Wing 6.5/9 22. The X -Files 9.7/14 
132. Pax Big Event 

Sunday -Butterbox 
Babies 023 : 

102. Nikki 2.0/3 

103. Nikki 1.8/3 

46. The West Wing 6.9/11 

REEK 

L5.T.6 

8.3'13 10.3/16 7.8/12 6.6/10 1.0/2 2.3/4 2.6/4 
8.6.'14 8.7/14 8.3/13 6.4/10 0.9/1 2.6/4 2.6/4 
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TVs 
KBPX(TV) Flagstaff /Phoenix, Ariz., and 

WPXS(TV) Mount Vernon, IlL /St. Louis 
Price: $17.75 million (includes $15.1 mil- 
lion cash and $150,000 noncompete 
agreement) 
Buyer. Equity Broadcasting Corp. (EBC), 
Little Rock, Ark. (Larry E. Morton, pres- 
ident/0.9% owner; WinStar New Media 
Co. Inc., 63% owner [Stuart B. Rekant, 
president]); owns/controls five TVs, four 
FMs and three AMs; is buying construc- 
tion permit to build Kum(Tv) Logan, 
Utah; has interest in KBCA(TV) Elk 
City/Oklahoma City, Okla. EBC's direc- 
tors also are directors of Kaleidoscope 
Foundation Inc., which has applied to 
build 10 noncommercial TVs. Winstar 
owns 70% of KBPD(Tv) La Grande/ 
Portland, Ore.; has CPs to build four 
TVs 
Seller. Paxson Communications Corp., 
West Palm Beach, Ha. (Lowell W. "Bud" 
Paxson, chairman/owner; Jon Jay Hoker, 
president, TV group); owns/is buying 68 
TVs, including KBPx(Tv) Phoenix and 
KPPx(TV) Tolleson/Phoenix. Note: Paxson 
retains KBPX call letters but may not use 
them in Phoenix 
Facilities: KBPX: ch. 13, 1 kW visual, ant. 
1,778 ft.; WPXS: ch. 13, 302 kW visual, 
30.2 kW aural, ant. 991 ft. 
Affiliations: Both Pax TV 
Broker. Paxson Communications 
Management Co. Inc. (seller; gets $1.775 
million) 
KMAZ(TV) Las Cruces /El Paso, N.M. 

Price: $8 million cash 
Buyer. Council Tree Communications 

ChangingHands 

Trades 
By dollar volume and number of sales; 

does not include mergers or acquisitions 
involving substantial non -station assets 

THIS WEEK 

TV /Radio _ $0 -0 
TVs 0 $27,050,000 0 3 

Combos 0 $3,550,000 0 2 

FMs 0 $4,550,000 D 4 

AMs 0 $18,035,000 0 5 

Total 0 $53,185,000 0 14 

SO FAR IN 2001 MO 
TV /Radio 0 $200,000,000 1 

Ns 0 $116,050,000 0 9 

Combos $2,332,645,000 0 22 

FMs 0 $75,679,600 0 41 

AMs 0 $55,521,054 0 31 

Total 0 $2,779,895,654 0 104 

VI LP, Longmont, Colo. (Mason 
Dearborn Capital Partners IV LP, 
48.4% owner [John A. Canning Jr., 
president]; Alta Communications VIII 
LP, 20.3% owner [Timothy L. Dibble 
and Brian W. McNeill, each 25% man- 
aging members]; Arctic Slope Regional 
Corp., 1.3% owner, which invests for 
Native Americans under Alaska Native 
Claims Settlement Act, and Stephen C. 
Hillard, .96% owner). Arctic Slope and 
Hillard have interests in wwsi(TV) (for- 
merly wAci) Atlantic City, N.J./ 
Philadelphia and eight other Telemundo 
affiliates 

Seller: Lee Enterprises Inc., Davenport, 
Iowa (Richard D. Gottlieb, president); no 
other broadcast interests 
Facilities: Ch. 48, 79.4 kW visual, 7.9 kW 
aural, ant. 113 ft. 

Affiliations: Telemundo 
Brokers: Daniels & Associates (buyer); 
Kahl & Co. Inc. (seller) 
KOZJ -TV -DT Joplin and KOZK -TV -DT 

Springfield, Mo. 

Price: $1.3 million (assumption of debt) 
Buyer. Southwest Missouri State 
University, Springfield (Janice R Dye, 
president); owns KSMS -FM Point Lookout 
and KsMU(FM) Springfield, Mo., and con- 
struction permit to build FM in West 
Plains, Mo. 
Seller. Ozark Public Telecommunications 
Inc., Springfield (Sarah White, president); 
no other broadcast interests 
Facilities: KOZJ: ch. 26, 51.3 kW visual, 
5.13 kW aural, ant. 932 ft.; KOZK: ch. 21, 
1,410 kW visual, 141 kW aural, ant. 
1,791 ft. 
Affiliations: Both PBS 

Combos 
WLAK(FM) Huntingdon and WIEZ(AM)- 
WMRF-FM Lewistown, Pa. 

Price: $2.5 million (includes $1.95 million 
cash; includes three -year noncompete 
agreement) 
Broker. First Media Radio LLC, Easton, 
Pa. (Alex Kolobielski, president/member; 
First Media Radio Holdings LLC, mem- 
ber [Richard E. Marriott, representative]); 
owns two FMs and one AM. Kolobielski 
also has interest in two other FMs and 

CLOSED FEBRUARY 2001 
Nassau Broadcasting Partners, LP 

has acquired 

WEEX & WODE 
Allentown, Pennsylvania 

from 
Clear Channel Communications Inc. 

SERAFIN BROS. 
Broadcast Brokerage & Finance 

Southern Broadcasting Corp. 
has sold 

WABD, WCVQ, WDSN & WZZP 
Clarksviille/Hopkinsville, TN/KY 

to 
Saga Communications Inc. 

P.O. Box 262888, Tampa, FL 33685 
Phone (813) 885-6060 Fax (813) 885 -6857 

E -Mail 72563.100@compuserve.com 



ChangingHands 

one other AM. First Media Radio 
Holdings' sole member, First Media LP, is 
also sole member of First Media Ventures 
LLC, which has interest in New 
Northwest Broadcasters LLC, which 
owns/is buying 27 FMs and 14 AMs 
Seller Mifflin County Broadcasting Co., 
Lewistown (Frank P. and Eleanor Troiani, 
owners); no other media interests. 
Facilities: V7LAK: 103.5 MHz, 160 W, ant. 
1,427 ft.; WIFZ: 670 kHz, 5.4 kW day; 
WMRF -FM: 95.7 MHz, 3.9 kW, ant. 407 ft. 
Format: WLAK: rebroadcasts WMRF -FM; 
WIEZ: news, info; WMRF -FM: hot AC 
WJWS(AM) -WSHV(FM) South 
Hill/Petersburg, Va. 

Price: $1.05 million 
Buyer JBS Broadcasting Inc., Apex, N.C. 
(A. Thomas Joyner, principal); owns 
wHt.F -FM South Boston/Danville and 
vu¡LC(FM) Clarksville/South Boston, Va., 
and wAZR(FM) Woodstock, Va. 
Seller. Old Belt Broadcasting Corp., 
South Hill (Norman L. Talley, president); 
no other broadcast interests 
Facilities: AM: 1370 kHz, 4.2 kW day; 
FM: 98.9 MHz, 15 kW, ant. 312 ft. 
Formats: AM: gospel, rhythm & blues; 
FM: country 
Broken Patrick Communications 

FMs 
KZAM(FM) Ganado/Victoria, Texas 

Price: $1.5 million 
Buyer. Fort Bend Broadcasting Co., 
Houston (Roy E. Henderson, owner); 
owns three other FMs. Henderson also 
owns 10 more FMs and three AMs; con- 
struction permits to build two Texas FMs, 
and 51% of KVCQ(FM) Cuero/Victoria, 
Texas 
Seller. Bill Hooten, Victoria; is buying 
K'rKo(FM) Beevillle, Texas (Changing 
Hands, Feb. 5) 
Facilities: 104.7 MHz, 50 kW, ant. 459 ft. 
Format: Country 
KLTD(FM) Temple, Texas 

Price: $1.5 million (includes $50,000 non- 
compete agreement) 
Buyer. Cumulus Media Inc., Atlanta 
(Lewis W. Dickey Jr., president/75% 
owner of one of Cumulus' three attribut- 
able shareholders; brother John W 
Dickey, executive vice president); owns/is 
buying 220 other FMs and 92 AMs, 
including KTEM(AM) Temple 
Sellen KenCannon Communication Ltd., 
Graford, Texas (Steve Cannon and Ken 
Williams, limited partners). Williams 

owns 33.3% of KTON(AM) Belton/ 
Copperas Cove and KLFx(FM) 
Nolanville/Harker Heights, Texas 
Facilities: 101.7 MHz, 16.5 kW, ant. 
410 ft. 
Format Contemporary Christian 
Broken Media Services Group Inc. (sell- 
er) 
WWZK(FM) ViUas /Cape May /Atlantic City, 
N.J. 

Price: $1.4 million (for stock) 
Buyer. WZK LLC, Cape May Court 
House, NJ. (Wilbur E. Huf Jr., 30% 
managing member). Principals of WZK 
LLC have interest in wczr(FM) Avalon/ 
Cape May, N.J. 
Sellen Marc Scott Communications Inc., 
Fairplay, Colo. (Marc Scott, president/ 
51% owner); owns ' NN(FM) North Cape 
May, NJ. 
Facilities: 98.7 MHz, 3 kW, ant. 292 ft. 
Format AC 
WAR(FM) Seymour /North Vernon, Ind. 
Price: $150,000 
Buyer. Midwest Ministries Inc., North 
Vernon (Marty Pieratt, president/owner). 
Pieratt has interest in three other Indiana 
FMs 
Sellen Good Shepherd Radio Inc., 
Corydon, Ind. (Keith L. Reising Jr., 
president); owns/is buying five Indiana 
FMs; owns construction permit to build 
FM in Versailles, Ind. Reising owns two 
FMs and one AM, all Ind. 
Facilities: 91.5 MHz, 5.6 kW, ant. 351 ft. 
Format: Christian information, education 

AMs 
KJOI (formerly KLUV) Dallas 
Price: $16 million cash 
Buyer: Clear Channel Communications 
Inc., San Antonio (L. Lowry Mays, 
chairman; Randy Michaels, CEO, Clear 
Channel Radio); owns/is buying 18 TVs 
and about 1,126 other radios, including 
KDMx(FM), KBFF(FM), KSKY(AM) and 
KzPS(FM) Dallas, KHICS(FM) Denton/Dallas 
and KEGL(FM) Fort Worth/Dallas; is sell- 
ing KDGE(FM) Dallas and call sign and 
format of KTxQ(FM) Fort Worth/Dallas to 
seller 
Sellen Radio One Inc., Lanham, Md. 
(Catherine L. Hughes, chairwoman/ 
owner; Alfred Liggins, president); owns/is 
buying 47 other radio stations, including 
KBFB(FM) Dallas, along with KDGE(FM) 
Dallas and call sign and format of 
KTxQ(FM) Fort Worth/Dallas, both being 
bought from Clear Channel. Note: Radio 

One recently closed on deal to buy poi 
from Infinity Broadcasting Corp. for same 
price (Changing Hands, May 22, 2000) 
Facilities: 1190 kHz, 50 kW day, 5 kW 
night 
Format FoxSports Radio 
WUM Patchogue, N.Y. 

Price: $850,000 (includes five -year 
noncompete agreement) 
Buyer. Polnet Communications Ltd., 
Chicago (Walter Kotaba, president/ 
owner); owns three other AMs 
Sellen Long Island Music Broadcasting 
Corp., Medford, N.Y. (George Hoag and 
Ellsworth Shiebler, principals); no other 
broadcast interests 
Facilities: 1580 kHz, 10 kW day, 37 W 
night 
Format Nostalgia, jazz 
Broken Satterfield & Perry Inc. (seller) 
KUAI Eleele, Hawaii 

Price: $550,000 
Buyer: Visionary Related Entertainment 
Inc., Rohnert Park, Calif. (John Detz Jr., 
president/66.7% owner); owns five FMs 
and two AMs, all Hawaii. Detz owns 
80% of KNUQ(FM) Paaulo, Hawaii 
Sellen American Islands Broadcasting 
Corp., Eleele (Bill Datile, principal); no 
other broadcast interests 
Facilities: 720 kHz, 5 kW 
Format: : \C 
KGTO Tulsa, Okla. 

Price $455,000 cash 
Buyer. Perry Broadcasting Co. Inc., 
Oklahoma City (Russell M. Perry, 
president/owner); owns two FMs and two 
AMs, all Oklahoma 
Seller. Cox Radio Inc., Atlanta (Robert E. 

Neil, president); owns/is buying 67 FMs 
and 16 AMs, including four FMs and one 
AM in Tulsa 
Facilities: 1050 kHz, 1 kW day 
Format: Adult standards, nostalgia 
Broker: McCoy Broadcast Brokerage 
(buyer); Media Venture Partners (seller) 
WDXZ (formerly WXWY) Robertsdale, Ala. 
Price: $180,000 
Buyer. Great America Radio Network 
Inc., Gulf Shores, Ala. (Walter J. Bowen, 
owner); is buying WBCA(AM)- wYDH(FM) 
Admore, Ala. 
Sellen Gulf Coast Broadcasting Co. Inc., 
Orange Beach, Ala. (R Lee Hagan, 
principal); owns WSN(FM) Orange Beach, 
WIJK(AM)- WPGG(FM) Evergreen and 
WABF(AM) Fairhope/Mobile, Ala. 
Facilities: 1000 kHz, 1 kW day 
Format Big band, MOR 

-Compiled by Elizabeth A. Rathbun 
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Advertising 

Just a little more 
breathing room 
Advertising study: Networks, 
cable cut 'clutter' for the 
first time in a decade 

By Steve McClellan 

Fur the first time in 10 years, the level 

of non -program minutes in network 

prime -time TV shows declined last 

year, according to a new monitoring report 
detailed last week. 

The study, by the American Association 

of Advertising Agencies and the Association 

of National Advertisers, was one of the 
opening topics at the Four 
A's convention in New 

Orleans and covered the 

six major networks, select- 

ed syndicated shows and 
19 cable networks. 

Why the decline? The 

industry annual "TV But- 

ter" report, as it's sometimes called, didn't 
draw any absolute conclusions. But the 

study suggested that the protracted presi- 

dential- election coverage was a key factor. 

The coverage lasted five weeks past 

Election Day and included dozens of com- 

mercial -free special reports on the networks. 

And the decline in prime time clutter was 

modest, a mere 1.6 %, to an average 16 min- 

utes and 17 seconds from the 16:43 for the 

comparable period monitored in 1999. 

Agency executives last week stressed that 

they believe clutter is still a big problem. 

Allen Banks, executive vice president, 

Saatchi & Saatchi, said there continues to be 

a "ridiculous amount of clutter that exists in 

all media but is particularly annoying when 

listening to radio or watching television." 

O. Burtch Drake, president of the Four 

A's, said, "The duffer issue remains a serious 

`The geni 

the bo 

consume 

one that ad agencies plan to watch closely. 

Our feeling is that less clutter allows good 

advertising to get the exposure it deserves." 

Clutter reduces the effectiveness of ads 

because viewers get irritated by the huge 

volume of ads and tend to tune them out, 

according to ad executives. 

Among the Big Four networks, ABC, 

CBS and Fox all showed declines in prime 

time clutter last November. In ABC's case, it 

was the first drop since 1992. NBC posted 

the only gain, climbing 4% to 17:15 per hour. 

That's a new prime time clutter record 

for November, the study 

said, surpassing 16:57 per 
hour attributed to ABC in 

November 1999. 

The study monitors two 

weeks a year; one in May 

and one in November. In 

May 2000, each of the Big 

Four showed gains in total prime time But- 

ter, with ABC climbing to 18:02 per hour, an 

all-time high for both periods measured by 

the study. 

On the cable side, the study showed Fox 

Family Channel was the most cluttered net- 

work, with 18:05 minutes last November, 

while Nickelodeon was the least cluttered 

of the cable networks monitored, with just 

13:44 minutes. 

It's pretty clear that viewers will tune out 

and "zap" ads at every opportunity. Mark 

McLaughlin, a partner in Fuel North 
America, New York, a new -media advertis- 

ing company, said studies show that users 

of personal video recorders, such as TiVo, 

fast -forward through up to 80% of the 

commercials in the shows they watch. 

McLaughlin thinks TiVo's popularity is 

about to explode. "The genie is out of the 

e is out of 
ttle, and 

rs love it: 
-Mark M 

Fuel Noll 
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cLaughlin, 
h America 

Prime time 
network clutter 

NBC 

Nov. 2000 vs. Nov. 1999 

1999 

1999 

I 

I l l 

o 5 10 15 20 

Minutes of non -program 
time per hour 

Source. AAAA/ANA 2000 Commercial Monitoring 
Report based on Competitive Media Reporting data. 

bottle, and consumers love it," he said. 

But it's the digital age in general that pre- 

sents challenges for advertisers, said Richy 

Glassberg, chairman of Phase2Media, New 

York. "What if the viewer can download 

ER for a buck and skip the commercials ?" 

he asked. 

Surprisingly, about a third of TV clutter 

consists of messages that aren't ads, such as 

program promos and local news teasers 

and public -service announcements. 
The biggest drop in actual commercial 

time came in network news programming, 

where advertising decreased a dramatic 

26% to 11 minutes and 39 seconds per 
hour. That drop, the study concluded, was 

dearly due to election coverage and repre- 

sented a record low for network news pro- 

gramming over the past decade. 



Washington 

Battling over buildings 
Landlords fight rules allowing tenants to erect dishes, antennas, or choose telcom providers 

By Bill McConnell 
Disputes over satellite dishes at rental 

properties will come to a head this 

reek. That's when the federal 
appeals court in Washington hears an 

appeal by building owners of FCC rules 

issued in 1998 giving tenants right to install 

DBS dishes and antennas on balconies and 

other portions of the property they control. 

The FCC also is mired in a 

fight over broader rules out- 

lawing exclusive contracts 
between owners and a single 

communications provider. 
Building owners, along with 

local phone companies, 
including BellSouth and 
Verizon, are hoping to relax 

those rules. 

The battle to hook up 

rental properties, such as 

office buildings and apartments, is one of 
the hottest fights over access. 

In the last three years, regulators have 
taken several steps giving commercial and 
residential tenants more power to choose 
TV, telephone and other communications 
providers other than the ones already serv- 

ing their buildings. 

But landlords and incumbent providers 
are fighting the new requirements, most of 
which have come in the form of FCC regu- 

lations they say violate basic property rights. 

It's easy to see why: Controlling the 

entrée to customers in the rental market 

could dictate who gets to turn those renters 
into subs. 

Sales for multi -tenant broadband services 

and equipment is expected to more than 

double from $3.4 billion last year to $8 bil- 

lion in 2005, according to Cahners In -Stat 

Group (which is owned by BROADCASTING 

& CABLE.'s parent company). A Real Access Alliance survey found that 
FCC Cable Services Bureau Chief 94% of commercial tenants said their tel- 

Deborah Lathen and the Wireless Bureau corn needs are being met, and only 1% 

are entangled in a number of similar battles, reported that management had denied a 

all of which are fallouts from the 19% request to obtain services from others. 

Telecommunications Act's order to end corn- Profit margins from serving households, 

munications monopolies and bring new on the other hand, are so low that providers 
technologies to consumers. The most high- may refuse to serve apartments altogether 
profile fights concern Internet providers' without the right to sign exclusive con - 

drive to gain access to the cable tracts. "It's hard to get people to build 

companies' broadband net- duplicate wiring," Ames said. "There are 

works and utility companies' economic barriers that have nothing to do 
battle to eliminate caps on with property owners." 
prices charged to cable compa- But the FCC counters that before the 
nies that string their wires on rules, landlords routinely barred new 

utility power poles to deliver providers. As for the agency's authority, 

Internet service. the FCC told the appeals court that the 
"The immediate issues same power to dictate the terms utility 

we're facing all center around companies must follow when leasing pole 
the question of access. But it space to cable operators justifies the anten- 
comes in many flavors and na rules. 

colors," Lathen told the five FCC commis - The building owners, joined by local 

sioners last week. "All of these things have phone companies, are waging a similar fight 

a very familiar refrain." against the FCC's general rule requiring land - 
Federal judges today (March 5) get to lords to grant competitors access to a build - 

add a few bars of their own when they take ing's communications services. 

up the building -owners' challenge to the This uneasy coalition is split over what the 

FCC's antenna rules. phone companies say is too much power for 

"We don't think the commission has building owners to dictate the connection 

authority to regulate property owners or to point to a building's wiring network. 

tell them they must let tenants put up The Smart Buildings Policy Project, 
antennas," said Matthew Ames, attorney which represents competitors to the incum- 

for the Real Access Alliance, a coalition of bent phone monopolies, wants to make 

building owners. Furthermore, he said, the rules tighter by nullifying exclusive con - 

FCC doesn't differentiate between com- tracts in place before the rule that was 

merciai and residential properties, but the passed last summer. 

economics of each business differ. Although the landlords have offered to 
Businesses renting office space will pay negotiate a settlement, Philip Verveer, the 

large sums for telecommunications links and project's Washington attomey, says the sides 

often demand that landlords give them the are too far apart for him to be optimistic 

choice of providers. Some fed that renders about a deal: "We're skeptical that we can get 

the FCC's rules a useless intrusion. a satisfactory agreement outside the FCC." 

Real Access Alliance 
attorney Matthew Ames 

represents building owners. 
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MERGER MONITOR 
The Federal Trade Commission last 

week tapped Dale Hatfield, retired 

head of the FCC's technology 

office, to monitor AOL Time 

Warner's compliance with the gov- 

ernment's terms for the merger. 

The combined company agreed to 

meet a set of conditions over five 

years, including opening Time 

Warner's broadband Internet lines 

to competing services and agree- 

ing to some price restrictions on 

high -speed Internet service. 

FCC'S REMAKE MAVEN 
Mary Beth Richards has been 

named special counsel for the 

FCC's restructuring effort. 

Richards has been a deputy man- 

aging director since 1997 and 

has held various staff jobs in the 

Common Carrier Bureau. 

BCFM JOB BANK 
The Broadcast Cable Financial 

Management Association has 

launched an online job bank 

(www.bcfm.com) to help stations 

build revenue and bring traffic to 

their Web sites. "Employers pay 

to advertise their jobs on your 

employment center just as they 

would in your local newspaper," 

said Jamie Smith, director of 

Internet services for BCFM. 

MEDIA INSTITUTE 
ADDITIONS 
Jill Lessor, domestic policy chief 

for AOL Time Warner, and Gregory 

Schmidt, general counsel for LIN 

Television, have been tapped to 

join the Media Institutés Board of 

Trustees. Lesser is based in AOL's 

Washington office and has led 

Internet industry efforts on First 

Amendment policies, privacy, taxes 

and unsolicited commercial e -maiL 

Schmidt is interim co- president of 

digital TV trade group MSTV and 

former partner at the Washington 

law firm of Covington & Burling. 
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LPFM, take two 
McCain introduces bill to 
expand service; chances 
of passage seen slim 

By Paige Albiniak 
Sen. John McCain (R- Ariz.) last week 

introduced legislation to pump new life 

into the FCC's low -power -radio effort. 

Passage is considered a long shot. 

"Low -power FM radio will provide many 

communities with increased sources of news 

and perspectives in an otherwise increasingly 

consolidated medium," McCain said in a 

statement. "Last Congress, special- interest 

forces opposed to low -power FM radio, 

most notably the National Association of 

Broadcasters and National Public Radio, 

mounted a successful behind- the -scenes cam- 

paign to kill low -power FM radio without a 

single debate on the Senate floor." 

Technically, LPFM wasn't killed. But it was 

severely limited. 

McCain's bill would reverse 

that Congress passed last 

December as part of a larger 

spending measure. That bill, 

sponsored by Sen. Judd 
Gregg (R- N.H.), limited 

low -power FM to nine 

markets in urban areas. 

Congress instructed the 

FCC to test for interference 

in those markets and report 

back. But low -power radio 

stations can be built in less - 

populated markets where 

they fit on the FM band at least four channels 

away from existing high -power stations. 

That was enough to give hope to advocates 

of low -power FM. 

"The FCC is going to be granting con- 

struction permits to the first 200 or so rural 

stations that can get on the air -that will be 

happening in the next month or two," said 

Michael Bracy, executive director of the Low - 

Power Radio Coalition. "There's such a 

demand for the service. We're going to see 

legislation 

Sen. John McCain's bill would give the FCC 

authority to determine when low -power 
stations are interfering and what they 

should do to fix the problem. 

upwards of 500 to 600 rural stations getting 

on the air this year." 

Although that doesn't help would -be sta- 

tions in urban areas, Bracy doesn't think 

McCain's legislation will pass. 

McCain introduced a similar bill last year that 

didn't get very fat Instead, 

Bracy is counting on a report 

coming back from the test 

markets that shows low - 

power FM stations don't 
interfere with existing sta- 

tions. Then he and other 

grass -roots lobbyists can push 

Congress to let the FCC 

authorize a full LPFM service. 

In addition to allowing the 

FCC to license low -power 

stations as it sees fit, 

McCain's bill also would give the agency 

authority to determine when low -power sta- 

tions are interfering and what they should do 

to fix the problem. In a tangential provision, 

the bill also would require that the FCC 

'complete all rulemakings necessary to imple- 

ment full-power stations' transition to digital 

broadcasting no later than Feb. 23, 2002." 

Neither the FCC, which has changed 
hands since Congress passed the bill, nor the 

NAB had any comment. 

'The FCC is going to be 

granting construction 

permits to the first 
200 or so rural 

stations that can 

get on the air' 
-Michael Bracy, 

Low -Power Radio Coalition 



Interactive Media 

PBS crossing 
new ITV frontier 
Triveni Digital DataHub to 
help send out enhanced TV 

to viewers in seven cities 

By Ken Kerschbaumer 

The interactive -TV capabilities 
enabled by the Advanced Television 

Enhancement Forum (ATVEF) 

Transport B Type specifications will get 

their first over - the -air tryout on March 27, 

when the Public Broadcasting Service 
sends enhanced programming for Scientific 

casting systems to PBS and seven of its sta- 

tions. Tools in SkyScraper DataFab enable 
a content provider like PBS to schedule, 

insert and manage enhanced data securely. 

The interactive content was designed by 

Chedd- Angier Production Co., producer 
of the program. 

The Frontiers' deployment of enhanced 

TV will be a single- screen experience: When 

an icon flashes on the screen, the viewer 

presses a button on the remote, and an L- 

shaped frame pops up containing content 

related to the TV program. 

Seven local PBS stations are par- 

ticipating in the trial: WETA 

Washington, D.C.; Oregon Public 

Broadcasting, Portland, Ore.; New 

Jersey Network, Trenton, NJ.; 
Maine Public Broadcasting, 

Lewiston, Maine; Twin Cities Public 

Television, St. Paul/Minneapolis; 

WIIYY -Tv Philadelphia; and KQED 

San Francisco. 

Each station will have a DataHub 

that will allow it to insert local 

enhanced programming into the pro- 

gram stream, an important feature to 

Damn Triff, director of business develop- 

ment for PBS Interactive. 

Two viewing experiences will be tested. 

In one, 100 trial participants will use Zenith 

ATVEF -enabled digital television set -top 

boxes. In the other, 50 PC users will use 

Wavexpress TVTonic TV/Web browser 
software and a digital tuner card. 

"What we're doing is making a one- 

screen experience of the Internet overlaid 

over the broadcast," says Stephen Carrol, 
vice president, broadcast distribution, for 

Wavexpress. 
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content related to the program. 

American Frontiers to DTV receivers in 

seven markets. The trial will last for four 

episodes, concluding in May. 

"It's a standard that really blends televi- 

sion broadcasting with what people enjoy 

in computer interactions," says Mark 
Simpson, president of Triveni Digital, of 
the ATVEF spec. "So, instead of blankly 
watching a screen, you can see additional 
information and do some amount of steer- 

ing of the program." 
Triveni Digital is playing a key role in the 

trial, providing its SkyScraper data -broad- 

GENDER COMPOSITION 
OF CABLE -TV SITES 

January 2001 
Source: Media Metrix 

Site 
1 CNBC 

2 ESPN* 

3 SCIFI.COM 

4 FOX.COM SITES' 

5 CNN.COM 

6 HISTORYCHANNEL.COM 

7 FOXNEWS.COM 

8 MSNBC.COM 

9 COURTTV.COM 

10 USANETWORK.COM 

11 WEATHER.COM 

12 CBS.COM SITES' 

13 PBS.ORG 

14 EONLINE.COM 

15 NBCI' 

16 VHI.COM 

17 COMEDYCENTRAL.COM 

18 DISCOVERY.COM 

19 ABC.COM' 

20 MTV.COM 

21 F00DTV.COM 

22 AANDE.COM 

23 BET.COM 

24 THEWB.COM 

25 TVLAND.COM 

Site 
1 LIFETIMETV.COM 

2 HGTV.COM 

3 AANDE.COM 

4 COUNTRY.COM 

5 FOODTV.COM 

6 ABC 

7 DISCOVERY.COM 

8 EONLINE.COM 

9 USANETWORK.COM 

10 VH1.COM 

11 BET.COM 

12 THEWB.COM 

13 WEATHER.COM 

14 CBS.COM SITES' 

15 COURTTV.COM 

16 FOXNEWS.COM 

17 NBCI' 

18 MSNBC.COM 

19 CARTOONNETWORK.COM 

20 CNN.COM 

21 PBS.ORG 

22 CNBC.COM 

23 SCIFI.COM 

24 FOX.COM SITES' 

25 TVLAND.COM 

Males 18- 
65.3 

65.0 

64.2 

60.6 

60.3 

60.0 

57.2 

56.1 

54.3 

53.9 

52.6 

52.4 

50.8 

49.9 

49.7 

49.6 

47.7 

41.6 

41.6 

41.2 

40.8 

39.8 

38.3 

37.0 

36.7 

Females 

71.3 

63.6 

57.5 

56.0 

55.6 

50.1 

49.3 

45.2 

44.8 

44.0 

43.5 

43.0 

42.5 

42.2 

41.9 

39.7 

39.2 

39.0 

34.1 

33.9 

32.3 

31.9 

31.8 

31.5 

30.8 

Chg. 
up 

down 

down 

up 

down 

up 

down 

down 

up 

up 

up 

up 

up 

down 

up 

up 

down 

down 

up 

up 

down 

down 

down 

up 

down 

18+ Chg. 
down 

down 

up 

up 

up 

down 

up 

up 

down 

up 

up 

up 

down 

down 

down 

up 

down 

up 

down 

up 

down 

down 

up 

up 

down 

Composition: Percentage of a Web site /channel/ 
application's visitors that belong to a specific 

age /gender grouping. 

Represents an aggregation of commonly owned/ 
branded domain names. 

Chg.: From December 2000 to January 2001. 
Note: Sites categorized by BROADCASTING 8. CABLE. 

NA: Comparison with previous month not available. 
NC: No change from December 2000 to January 2001. 

Sample Size: More than 60,000 nationwide. 
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WRAL's wireless act 
With Palm Pilot VII in hand, station goes where you go 

The Palm VII is not the type of Palm Pilot that is limited to 

number -crunching and appointment logging. Internet con- 

nectivity in places where laptop hookups are not practical - 
for which the Palm VII is good -is the main selling point. 

And to those of you who provide content for the Palm VII, this 

focus group of one says a hearty thank you. 

Let's see: I recall an evening in San Jose last June. There I was, 

waiting for a commuter train. My beloved Portland Trail Blazers 

were playing the Los Angeles Lakers in an NBA playoff game. With 
antenna up, I went to ESPN's wireless site and got updated scores 

every minute or two. 

A good thing, this wireless Web. So good, in fact, that the other 
day, I went on the Palm site (www.palm.net) and looked for new 

content providers with a wireless "Web clipping app" feed I could 

set up on my Palm VII. There were two local television station Web 

clippings listed: WRAC -TV Raleigh, N.C., and wPVi -TV Philadelphia. 

I inserted my trusty Palm 

VII into a synch cradle, hooked 
it up to my PC and down- 

loaded the WRAC wireless user 

interface into my Palm VII. 

Then, with my antenna facing 

skyward, I accessed the feed. 

The WRAC -TV wireless pres- 

ence was far more sub- 

stantive, offering sec- 

tions for news, sports, 

weather and traffic. 

On any day, there are 

about 20 screenloads 

of content on WRAL's 

antenna -accessed site. 

As you may know, 

WRAC is a significant leader in the 

adaptation of advanced media 

technologies. It has been doing 

high -definition broadcasts since 

July 1996 and was one of the 
first local television stations with 

a significant Web presence. 

The Palm initiative is at least 

18 months old, and the Capitol 

Broadcasting outlet is also 

sending content to Web - 

enabled cell phones. 

I called John Con -way, who 

has been involved in WRAL's 

online efforts since the 

beginning. Still based 

at WRAL, Conway is 

currently director of 

weather at Internet 

Broadcasting Systems 

Inc., of which WRAL is 

an affiliate. 

"Initially, we did 
wireless access because our 
computer programmers said 

they would easily be able to 

port existing content published 

to the Web site and port it to 

wireless," Conway said. 
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When a new page is posted 

on the parent Web site, a new 

text -only file of that page's con- 

tents is put into a template suit- 

able for the Palm interface and 
is then sent to wireless Internet 

company AvantGo Inc. for 

wireless distribution. 

The secret to this portability 
is XML (Extensible Markup 

can also access WRAL's Web clip- 

pings by hooking their device 

up to a computer- attached 

synch cradle and then accessing 

downloadable software from 

the AvantGo Web site. 

The cell-phone product 
looks slightly different, with 

headlines only and no story text. 

For WRAL, there's no muss, 

no fuss, which is why the CBS 

affiliate is able to justify main- 

taining the service, despite less - 

than- awesome traffic and the 

lack of a revenue model. 

On a typical day, fewer than 

'Once it is done and set up, it runs and 

keeps running: 
-John Conway, Internet Broadcasting Systems 

Language), a Web publish- 
ing language that makes it easi- 

er to transport Web content 

between devices and platforms. 

The Web -to- wireless transfer 

process can be automated, 
which makes the task that much 

easier. "Once it is done and set 

up, it runs and keeps running," 

said Conway, reminding me of 

countless Energizer Bunny 

commercials. 

Palm VII users see a main 

screen with four links, repre- 

senting the four main sections 

of the site. To reach their pre- 

ferred section, they simply tap 
their stylus on the section title. 

Next, a page with headlines 

appears in the window of their 

Palm VII device. Each head- 

line is underlined. Tapping the 

stylus on the underline brings 
up the story. 

Non -wireless Palm V users 

100 screens are downloaded 

to wireless cell phones. In 

contrast, in a recent week, a 

total of 6,769 screens of content 

were download -ed to PDAs; an 

unspecified number of those, 

though, were through Avant - 

Go access, which requires that 

all 20 or so pages be down- 

loaded before any one of them 

can be read. 

"More and more people 
will access the Internet on some 

sort of mobile device," Conway 

asserted. "It behooves broad- 

casters serious about being on 

the Web to explore wireless 

access," to which I respond, 

"Have antenna; will travel." 

Russell Shaw's column about 

Internet and interactive 

issues appears regularly. 

He can be reached at 
russellshaw@delphi. corn 
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INBRIEF 

DIGITAL CHOPPER 
Wprx New York took to the skies 

last week with a news helicopter 

that will use COFDM transmis- 

sion with the help of equipment 
from Nucomm, NSI and 

Tandberg. 

The chopper was designed by 

wpix Engineering Manager Ralph 

Augenfeld and Tribune engi- 

neers. It was assembled 

by Wysong Enterprises in 

Tennessee. 

Augenfeld says the use of 
COFDM allows the digital signal 

to be sent from the chopper back 

to the wpix control room without 
any picture breakups. 

To date, the helicopter signal 

has been transmitting at about 

25% full power but is able to 

send pictures to the station from 

as far away as 100 miles without 
any problems. 

BBC FLIPS FOR 

TELESTREAM 
BBC News Online has purchased 

Telestream's FlipFactory software 

to automate the encoding and 

delivery of news content to the 
BBC Online Web site. 

It will allow the site to refor- 

mat media into virtually any file 
format and data rate and then 

deliver it to distribution servers. 

Technology 

Geocast closes down 
Datacasting company falls 
victim to a hesitant 
investment community 

By Ken Kerschbaumer 

D 
atacasting company Geocast Network 

Systems suspended business opera- 

tions last week, a little more than a 

month after laying off approximately 20% of 
its staff. The company, which employed 190 

people at the time of its shutdown, is current- 

ly in discussions to sell off its assets. 

"I think we were a little ahead of our time, 

and the markets today aren't going to give us a 

lot of freedom in that regard," says Chairman 

and CEO Joseph Horowitz. "The bottom line 

is that the markets were just not there for us in 

terms of additional capital, and in this climate, 

unfortunately, that's a familiar story." 

The Menlo Park, Calif. -based company 

burst onto the scene a little over two years 

ago, proposing to send data through terres- 

trial DTV signals to $300 receivers that 

would be attached to a PC in the home. 

Partners included station groups Hearst - 

Argyle, Allbritton and Belo, which provided 

coverage of 37% of the country, as well as 

Liberty Media and Electronic Arts. The com- 

pany also was expected to get into the DBS 

arena through a deal with EchoStar. 

Horowitz says that deal called for access to 

part of EchoStar's bandwidth, and the DBS 

A small distribution base and relatively few 
partners and investors may have hindered 

Geocast's ability to acquire funding. 

company did come through with the band- 

width. In the end, however, getting band- 

width wasn't the problem. 

"The companies that are germane to this 

space all see the value of what we built," 

Horowitz adds, "but they have to be pre- 

pared to make certain investments to have 

their viewers see the benefit of it." 
Geocast's relatively small number of part- 

ners and investors with a vested interest in the 

technology's implementation, may have limit 
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Technology 

IBlast's Michael Lambert believes the Geocast business model proved 

to meal too much heavy lifting for the stations inserting content. 

ed the company's ability to drum up money. 

Bear Steams Managing Director Victor Miller 

says the problem Geocast faced was that its 

distribution base was not big enough. For 
example, he points out, datacast company 
iBlast has signed on stations offering 85% 
coverage of the U.S. "Geocast really had com- 

mitments from only a few groups. The advan- 

tage iBlast has is they have a 

number of partners who want 

to make money in the space so 

there could be a more logical 

source of funding to make sure 

the basic structure of the tech- 

nology gets off the ground." 
As for where this leaves 

Geocast's partners, Horowitz 

says he is unsure how they will 

proceed with datacasting plans. 

[Blast CEO Michael Lambert 
says the problem for Geocast 

became a numbers game. "They 

signed up about 20 TV stations, 

and then, when we announced our business 

model, they pretty much were stopped in their 

tracks," he explains. "It's unfortunate because 
they're really smart engineers and very good 

technology people." 

Lambert adds that Geocast's business 
model, which called for personnel to be 
deployed at stations inserting content, proved 
to be too much heavy lifting for the stations. 

"The business model didn't make sense, and, 

as a result, they burned through an enormous 
amount of cash." 

With the loss of Geocast, doubts may begin 

to swirl concerning datacasting as a whole, 

but Lambert counters that. "We come at this 

because we're broadcasters ourselves, and we 

have an unfair advantage in that we have a lot 

of spectrum. The challenge is to create 
enhanced television services that ride along- 

side of our high- definition broadcasts to cre- 

ate value and help defer the 

costs of the business. 

"We're not a bunch of engi- 

neers in search of a business," he 

continues. "We look at it from 

the point of view that our job is 

to create enhanced services and 

revenue opportunities while 

[broadcasters] build out trans- 

mission facilities." 

Bear Steams' Miller is opti- 

mistic about the future of data - 
casting companies like iBlast, 

Wavexpress and Dotcast. The 
key will be getting funding, he 

notes. "Those that access capital early are 

more fortunate, and people are going to have 

to realize that there are a lot of good ideas 

that are not going to be able to get access to 
funding right this minute. They'll have to be 
creative and, hopefully, have a lot of partners 
who will step in and support the ideas they 

want to be a part of." 

Notes Lambert, "We recently had an addi- 

tional funding commitment from our broad- 

cast founders, so we have plenty of cash and 
we're not in tough financial straits." 

"I think we 
ahead of our 

markets to 
going to giv 
freedom in t 

-Joseph 
Geocast Netw 

were a little 
time, and the 
day aren't 

e us a lot of 
hat regard." 
Horowitz, 
ork Systems 

-- INBRIEF 

SKYSTREAM 
SECURES $44M 
SkyStream Networks closed a $44 

million fourth round of funding 

from several Silicon Valley ven- 

ture- capital firms (VCs) and 

strategic corporate investors. 

The VCs are Amerindo 

Investment Advisors, Crosslink 

Capital, IVP, Integral Capital 

Partners, Mayfield, Norwest 

Venture Partners and WestBridge 

Ventures, in addition to AOL Time 

Warner Investments and Shaw 

Ventures, Shaw Communication's 

investment division. 

SkyStream says it has received 

more than $70 million in funding 

from the VC and corporate commu- 

nity, and NP, Mayfield and Norwest 

Venture Partners all increased their 
investment in this round. 

CRAWFORD TAPS IBEAM 
Crawford Communications in 

Atlanta and iBeam have signed a 

non -exclusive reseller agreement 

that calls for iBeam to use 

Crawford for production, encod- 

ing and satellite acquisition to 
provide clients with turnkey ser- 

vices. In return, Crawford will 
resell iBeam's Activecast applica- 

tions and streaming -media distri- 
bution services. 

"Interactive Webcasting and 

streaming media have become 

necessary communications tools 
for any business," says Crawford 

Senior VP Jim Schuster. 

cing the story should be just as fast. 

sgi 



PARTICIPANTS: 
Tom Brokaw 

Anchor and Managing Editor, 
NBC Nightly News 

Stephen Case 
Chairman of the Board, 

AOL Time Warner 

Peter Chernin 
President and COO, 
News Corporation 

Tom Freston 
Chairman and CEO, MTV Networks 

Sir David Frost 
Mel Karmazin 

President and COO, Viacom Inc. 

Geraldine Laybourne 
Chairman and CEO, Oxygen 

Gerald Levin 
CEO. AOL Time Warner 

Lee Masters 
President, Liberty Digital, Inc. 

Leslie Moonves 
President and CEO, CBS Television 

Martin Nisenholtz 
CEO, New York Times Digital 

James Robbins 
President and CEO, 

Cox Communications 

Tom Rogers 
Chairman and CEO, Primedia 

11TH ANNUAL 

6 
PICTWtE 

Robert Rubin 
D'rector, Chairman of the Executive Committee and 
Member of the Office of the Chairman, Citigroap/ 

Former Secretary of the Treasury of the United States 

Sir Howard Stringer 
Chairman and CEO. 

Sony Corporation of America 

Jeff Taylor 
CEO, TMP Worldwide 

Richard Wiley 
Managing Partner, Wiley, Rein & Fielding/ 

Former Chairman of the Federal 
Communications Commission 

Bob Wright 
Vice Chairman & Executive Officer, GE/ 

President and CEO, NBC 

More participants to be announced. 

APRIL 312101 
THE CHANGING 
MEDIA LANDSCAPE 
GRAND HYATT HOTEL 
N E W Y O R K C I T Y 

You wont want to miss this! All the top movers 
and shakers at one conference sharing their 

ideas, strategies, and future plans in the media 
industry -mark your calendar now! 

SALOMON SMITH BARNEY 
Amemberof citigrour 

http://www.thebigpic.com 
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2001 Television /Internet Conference 

e a 1 i t B t e S 
How to Play the Game 

Thursday, Larch 22, 2001 - ;Marriott Liarquis, Ne',: York, FY 
Look who's talking at the 2001 TV /Internet Conference: 

FEATURING 
Luncheon Keynote Speaker: Brian Roberts 
"One -On -One With Charlie Rose ", Guest: Michael Bloomberg 

John Abel, VP. Geocast 

Howard Bass, Partner, Strategic Finance Services, Ernst & Young 

Andy Beers, SVP, Business Development, Microsoft 
Rich Bilotti, Managing Director, Equity Research, 

Morgan Stanley Dean Witter 

Michael Bloomberg, Founder & CEO, Bloomberg 
Francois Carayol, Chairman & CEO, CANAL+ Technologies, 

EVP, CANAL+ Group 

Richard Cardran, President, Tableau Media 
Tim Carruthers, Sr. Director of Production, iBeam 

William Bryce Combs, COO, GeoVideo Networks 
Michael Davies, Executive Producer, Who Wants To Be A Millionaire 

Rob Davis, Executive Producer, Spiderdance. Inc. 

Jerry Della Femina, Chairman, Della Femina, Rothschild, 
Jeary & Partners 

Richard Glover, EVP, Internet Media, ABC Inc. & 

The Walt Disney Internet Group 

Mark Gurvey, VP,Sales & Marketing, Pioneer 
Damon Haimoff, President, Media3 

Linda Hannan, President & CEO, ITN 

Dick Hubert, CEO, Videoware Corporation 
Jeff Huppertz, Vice President of Marketing, ClearBand 
Brian Seth Hurst, Managing Director, Convergent Media, 

Pittard Sullivan 

Stephen E. Jacobs, SVP, Networked Sys. Bus., 

Sony Electronics' Broadcast & Prof. Co. 

Stacy Jolna, Vice President & Chief Programming Officer, TiVo Inc. 

Jonathan Klein, President and CEO of The FeedRoom 

Sandhi Kozsuch, VP, Audience Development, WorldNow 

Hal Krisbergh, CEO, Worldgate Communications 
Tim Larcombe, Regional President, AGENCY.COM iTV 
Jonathan Leess, SVP, Enhanced Television, ABC /Disney 
Phil Lenger, President & CEO, Show & Tell 

Cavic Limp, Chief Strategy Officer & EVP, Liberate Technologies 
Scott M. Mills, Executive Vice President and Chief Operationg 

Officer, BET com 

Chandy Nilakantan, CTO, SkvStream Networks 

Shelly Palmer, Founder /CEO. Sweetl6 Intermedia 
Bud Paxson, Chairman & CEO, Paxson Communications 

Buzz Potamkin, President, Project X, Inc., Acting CEO, 

Visionary Media, LLC 

Cewey Reid, Chief Creative Officer, Red Sky 

David S. Rosenblatt, President, Technology Marketing Services, 
DoubleClick 

Ed Salzano, CEO /CTO, INTV, Inc. 

Fred Seibert, President, Frederator, Inc. 

Michael Sepso, Co -CEO, Gotham Broadband 

Dan Somers, President, AT &T Broadband 
Jonathan Taplin, President and CEO, Intertainer 
James D. Taylor, Partner & Co -Chair iLawGroup, Loeb & Loeb LLP 
Rob Tercek, President PacketVideo 

Page Thompson, Worldwide Media Director. DDB Worldwide 
Gary Thorne, PresidentC00, Movie Watch 

Michael Wach, General Manager, WNYW -Fox 5 
Don V. West, Group Editor in Chief, Broadcasting & Cable 

Bob Zitter, SVP, Technology, HBO 

REGISTER NOW! 
For registration information call Sheryl Arluck at 212 -768 -7050 z 26 For exhibitor information call Julia 
Hammer at 212 -833 -0072, or e -mail JHammerTV @aol.com or visit our website at www.NYEMMYS.org 

Presented by the New York Chapter of the National Academy of 
Television Arts & Sciences and The Cahners Television Group 

tele isho internet 
ONFERENCE 2001 

Gold Sponsors 

'Cahners. 
TELEVISION GROUP 

BROADCASTINCCAILE Cablevision Multichannel 

SONY ERNST &YOUNG 
fR {MVl4M! IV fI \MA 

Supporting Sponsors 
, ,..,,, /ionaa AGENCY.COM 

MTqAC71V[ 7!LlVIMO1f' Neon. 
Liberate 



Broadcasting 
Appointments at ABC 

Networks, Chicago: Edward 

J. Wollock, VP, Central divi- 

sion sales, named senior VP; 

Michael R. Rubin, VP /direc- 

tor, Central division sales, pro- 

moted to senior VP /managing 

director; Jim Engleman, 

senior VP, advertising sales, 

Buena Vista Television, adds 

Disney Kids Network to his 

sales duties. 

Diana -Marie Howard, sta- 

tion manager, W'L' B -TV 

Albany, N.Y., named VP /GM. 
Bill Ross, VP /GM, KWGN- 

TV Denver, Colo., appointed 

VP /GM, KETK -TV 

Jacksonville, Texas; KLSB - -Tv 

Nacogdoches, Texas; KFXK- 

TV/KFXK Longview, Texas; 

KWTL -TV /KLPN -TV 

Tyler/Longview, Texas. 

Myrna Ramirez, director, 

human resources, Consultant- 

Broadcasting, Chicago, joins 

Tribune Broadcasting Co., 

Chicago, as VP, human 

resources. 

Mark Bunting, national 

sales manager, WKRG Radio 

Group, Mobile, Ala., named 

national sales manager, 

People 

F A T E S& F O R T U N E S 

WKRG -TV Mobile, Ala. 

Jeny Politoff, national sales 

manager, WXIX-TV Newport, 

Ky., joins KSAS- TV /KSCC -Tv 

Witchita/Hutchinson, Kan., as 

national sales manager. 

Duncan C. Laing, general 

sales manager, m. )BIITC) 

Medford and KoTI(TV) 

Klamath Falls, Ore., joins 

KNVN(TV) Chico- Redding, 

Calif., as general sales manager. 

Randal Roberts, general 

manager, KI-DK/KFXI/KLPN -TV 

Tyler/Longview, Texas, joins 

KMID(TV) Midland, Texas, as 

general sales manager. 

John Knox, video production 

manager, NASA, Hampton, 

Va., joins WRNN -TV Kingston, 

N.Y., as station manager. 

Heidi Sternberg, junior 

planner, ITN Media, New 

York, joins Fox Television 

Sales, New York, as group 

research manager. 

Alan Weintraub, market- 

ing sales manager, VI/LS-TV 

Chicago, named group direc- 

tor, Clear Results, Chicago. 

Ron LaRussa, director, 

strategic planning and special 

projects, WGBH -TV Boston. 

named director, WGBH 

Interactive. 

Jonathan Lawhead, general 

manager, WXIX -Tv Newport, 

Ky., joins WENS -TV Columbus, 

Ohio, as director, sales. 

Cable 
Appointments at Comcast 

Cable Communications, 

Philadelphia: Doug Gaston, 

deputy general counsel, pro- 

moted to VP and deputy gener- 

al counsel; Sanford O. Ames, 

director, business operations, 

promoted to regional VR busi- 

ness operations; Don Gould, 

director, engineering, promoted 

to regional VP, engineering; 

Fred McSweeney, director, mar- 

keting, promoted to regional 

VP, marketing; Robert F. Smith, 

director, public affairs, promot- 

ed to regional VP, public affairs. 

Programming 
Appointments at The Walt 

Disney Company: Jody 

Dreyer, senior VP, corporate 

synergy and special projects, 

Burbank, Calif., named senior 

VP, corporate public service; 

Susan Fox, deputy chief, mass 

media bureau, FCC, 

Washington, named VP, gov- 

Diana -Marie Howard 
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Bill Ross 

L-. 
George NeJame 

ernment relations. 

George NeJame, director, 

production and broadcast 

operations, Tribune 

Entertainment Company, Los 

Angeles, promoted to VP. 

Rosalie Muskatt, execu- 

tive producer and book acqui- 

sitions executive, Columbia 

TriStar Television, New York, 

joins Court TV, New York, as 

VP, original movies. 

Long Ellis, director, broad- 

cast television, 

OneMediaPlace, New York, 

joins Comedy Central, New 

York, as VP, sales planning 

and operations. 

Jennifer Dingwall, senior 

director, domestic sales, Fox 

Family Worldwide, Los 

Angeles, promoted to VP. 

Appointments at Odyssey 

Networks: Joan Behan, 

director, communications and 

publicity, New York, promot- 

ed to executive director; 

Joseph Johnson, director, 

creative services, Los Angeles, 

promoted to senior director. 

Journalism 
Stephanie Z. Smith, produc- 

er, World News Tonight, ABC 

Long Ellis 



News, Washington, promoted 
to senior producer. 

Diane S' -aine- Siegel, 

senior producer, ABC News 

Productions, New York, 

named senior producer, 48 

Hours, CBS News, New York. 

Frank Buckley, general 

assignment reporter, CNN, 

New York, named national cor- 

respondent, CNN, Los Angeles. 

Appointments at National 

Geographic Channel, National 

Geographic Today, 

Washington: Peter Standring, 

general assignment reporter, 

wtnh -tv New Haven, Conn., 

joins as correspondent; Kristin 

Whiting, correspondent, ABC 

News Production, New York, 

joins as correspondent; Eun 

Yang, reporter, WUSA(TV) 

Washington, joins as correspon- 

dent. 

Lou Tilley, anchor, kyw -tv 

Philadelphia. joins CN8, 
Philadelphia, as sports anchor 
and executive producer, Lou 
Tilley's Sports Connection. 

Kirk Montgomery, morn- 

ing weather anchor, WLAJ(TV) 

Lansing, Mo., joins KUSA -TV 

Denver, as weather 

anchor /entertainment 

reporter. 

Radio 
011ie Holmes, VP, affiliate 

relations, NBG Radio 

Network, Portland, Ore., 

People 

F A T E S& F O R T U N E S 

named VP, operations. 

Monty Ivey, manager, Citadel 

Communication's Boise, Idaho, 

radio duster, named general 

manager, Treasure Valley's Boise 

radio duster. 

Advertising/Marketing/PR 
Appointments at Autonomy, 

Hollywood, Calif.: Kevin 

Aratari, head of production, 

adds the title of VP of the 

company; Barry L. Smith, VP, 

business development, 

Novocom, Los Angeles, joins 

as account executive and VP, 

international marketing. 

Technology 
Brian Newton, VP, Hitplay 

Media, Los Angeles, named 

CFO. 

Satellite 
Stephan Trubitt, senior master 

control, Greater Chicago 
Videopath, McCook, Ill., pro- 

moted to operations manager. 

Associations /Law Firms 
Susan Packard, president, 

Scripps Networks New 

Ventures, Knoxville, Tenn., 

elected to the board of 
trustees, Scripps Howard 
Foundation. 

Marc O. Smith, editor -in- 

chief, CableFAX Daily, Phillips 

Business Information, 

Washington, joins The National 

Cable Television Association, 

Washington, as senior director, 

communications. 

Correction 
In the Feb. 12 item about Ted 

Torres joining KRON -TV San 

Francisco, there was an inad- 

verdent error in the call letters. 

-Compiled by P. L/anarAllryne 

(212) 337 -7141 

pallé yne(cahners.cvm 

Obituaries 
Gilbert W. Miller, Katz Radio veteran, died Feb.15 in his 

Massapequa Park, N.Y., home. He was 74. 

Miller joined Katz in 1966. He founded the company's non -wired 

radio network in the early 1970s and, later, its sports division. After 

leaving Katz in 1978, Miller ran his own consulting and sales repre- 

sentation business. He had a long- standing affiliation with Rainbow 

Advertising Sales Corp. that was still operative at the time of his 

death. -P. Llanor Alleyne 

Robert Weiskopf, Emmy- and Peabody- Award -winning TV writer, 

whose credits include 1 Love Lucy, Maude and All in the Family, died 

in Los Angeles at 86. 

He started in radio, doing scripts for Eddie Cantor, Rudy Vallee, 

Bob Hope and Fred Allen. He teamed up with Robert A. Schiller and 

moved into TV. Among their credits: Make Room for Daddy, Our Miss 

Brooks and skits for Red Skelton, Carol Burnett and Phyllis Diller. 

Eileen, Weiskopfs wife, survives him, as do two sons, Kim and 

Walt, and two grandchildren. -Beatrice Williams -Rude 

Rosemary DeCamp, actress, died in Torrance, Calif., on Feb. 20, 

at 90. 

Although she started as an ingenue, she quickly made her mark as 

a character actress, frequently having to use old -age makeup. Before 

appearing in movies, she was on radio, playing Nurse Judy on Dr. 

Christian for 17 years. On TV, she played the wife of Riley on The Life 

of Riley, first opposite William Bendix, then with Jackie Gleason. She 

was a regular on the CBS sitcom The Bob Cummings Show and played 

Marto Thomas' mother on That Girl. 

Her four daughters survive her. -Beatrice Williams -Rude 
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People 

T H E F I F T H E S T A T E R 

Southern boy stays put 
From South Carolina, McCall 'Charterizes' cable- system acquisitions 

Last week's $1.8 billion cable -system deal with AT &T is 

nothing for Charter Communications. Its executives like to 

brag about how they've completed 36 cable -system acqui- 

sitions worth around $25 billion since multibillionaire Paul 

Allen stepped into the picture three years ago. 

The downside of such busy acquisition activity is that somebody 

has to stitch all those new properties together. Accompanying each 

new system are customer service reps trained 20 different ways, if 

they have been trained much at all; technicians accustomed to 

working on different kinds of equipment than the gear in Charter's 

system the next town over; billing systems that won't talk to 

Charter's billing and accounting systems. 

The man who irons a lot of that out is David McCall, senior vice 

president, of the company's eastern division. He is responsible for 

all of Charter's operations from Connecticut to Florida and is a big 

part of the reason the company has achieved some of the best 

growth rates in the industry 

over the past two years. While 

other MSOs have been missing 

even modest growth targets. 

Charter increased cash flow in 

"same -store" systems, exclud- 

ing recently acquired systems, 

by 18% last year. 

And McCall spends a lot of 

time curing headaches in new 

properties that, to put it deli- 

cately, were "undermanaged." 
"We've got some cats and 

dogs," he says. "It's not rocket 

science, it's about taking care of 

customers." 

For a man responsible for 

about $1.5 billion in annual 
revenue, McCall is a rather 
modest guy. He is sufficiently 

driven to want the reins of 
much of Charter's operations, 
long after payouts from various 

takeovers of Charter and its 

predecessors eased his need for 

a weekly paycheck. 

But he wasn't ambitious 
enough to raise his hand when 

Charter Chairman Jerry Kent 

was installing a chief operating 

officer last year: He doesn't 

want to relocate to St. Louis 

from the town where he grew 

up, Laurens, S.C. "He certainly 

was on the candidate list," says 

Kent. "But I know David; he 

wouldn't move." 

McCall likes things stable. 

He lives five miles from the 

house where he grew up (and 

now owns and rents out). He 
has a 25 -mile commute to 
Charter's offices, fairly long by 

South Carolina standards. 

"I can do more for this com- 

pany today here than I could 
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David McCall 
Senior vice president, 

eastern division, Charter 
Communications 

B. July 7, 1955, Laurens, S.C.; 

line foreman, Burnup 8 Sims 

Inc., 1974 -77; system manager, 

Teleview Cablevision, 

Simpsonville, S.C., 1977 -83; 

regional manager, Cencom 

Associates, 1983 -92; regional 

manager, Crown Media, 1992- 

94; southeastern regional oper- 

ations manager, Charter 

Communications, 1994 -97; 

senior vice president, southeast 

region, 1997 -98; current posi- 

tion since 1998; m. Christy, 

1979; sons: Bryan (23) and 

Christopher (18) 

there," McCall says. "Part of 

our culture here is family. I 

couldn't move." To McCall, 

"family" includes a loyal team 

system, finance, marketing and 

engineering staffers some of 
whom he has worked with for 

two decades. 

McCall has been in cable his 

whole adult life, starting by 

climbing poles. After helping 

build small systems around the 

South, he bumped into one of 

three lawyers who had secured 

the franchise for Laurens and 

needed help building it. 

That system was one of the 

first acquired by three St. Louis 

accountants, including Kent, 

who created Cencom Asso- 

ciates. McCall gained responsi- 

bilities as Cencom bought other 

systems around the South, using 

money from syndicated partner- 

ships. In 1992, Cencom sold its 

operation for $1 billion to 

another Missouri-based compa- 

ny, Hallmark Cards. 

But Hallmark executives 

soured on cable, partly because 

of fear of telco competition that 

has never really developed. In 

1994, the old Cencom team 

bought a package including its 

old systems for less than 
Hallmark paid. McCall was still 

there, running its southeastern 

operation pretty much as he 

always did. 

McCall now spends a lot of 

time "Charterizing" new sys- 

tems: retraining and motivating 

sales and service people, mak- 

ing sure that the phones are 

answered quickly, improving 

maintenance, and supervising 

plant rebuilds-and, of course, 

rolling out digital cable and 

high -speed Internet product. 

He exhibits no signs of bore- 

dom. "Those kinds of things 

excite me about the business," 

McCall says. "This business 

changes, and it still excites 

me." -John M. Higgins 



The future of electronic media 
is going to be quite a ride. 

[Please keep your arms and legs 
inside the vehicle at all times.] 

Hold on to your hat, because the digital technology 
rules you learned tocay will be obsolete by morn ng. 

In the future, the simple path from A to B will be filled with 
plenty of twists and turns. Lang uphill limbs.. 

And gravity-de`ying descents. 

If you're one of the fortunate few, you'll raise your lands 
in the air screaming, loving eiery minute of it. 

3ecause you'll know - that '.n the future, 
nobody will just coast to success. 

Plan today to be on the right track tomorrow. 

Take the Ride. NAB2001 Conferences: April 21 -26, 2001 Exhibits: April 23 -26 E -TOPIA Exhibits Premier: April 22 

Las Vegas, Nevada USA Register at www.nab.org /conventions 888.740.4622 202.429.5419 



BROADCASTING CABLE 

HOW TO ADVERTISE IN THE CLASSIFIEDS 

Classified /Help Wanted Rates: 
BASIC LINE ad - $3.00 per word gross (20 word minimum) 
BOXED DISPLAY classified ad - $254 per column inch 
gross w/ art. 

Please note: Cable advertisers receive rate of $173 per 
column inch gross w/ art. 
Column inch is equivalent to 23/,6 " wide X 1 " deep. 
1 column width = 23/16 " 

2 column width = 45 /a "" 

3 column width = 7' /8" 

BLIND BOX - $35 extra charge, will forward replies. 

Situations Wanted Rates: 
BASIC LINE ad - $1.60 per word (20 word minimum); 

Professional Cards Page Rates: 
13X contract = $122 per issue, 
26X contract = $117 per issue, 
or 51X contract = $85 per issue. 
Size = 110/6 " wide X 1"deep 

Coming soon 
Advertise your print ad online. 

Visit our website 
www.tvinsite.com 

We have a new issue every Monday! 
Deadlines: 

SPACE AND MATERIALS DUE: Tuesday by 5:00 pm EST 
prior to the following Monday's issue date. 

Payment: You may pay with a credit card, or we can bill 

you per issue. 

For more information 

Kristin Parker (Account Executive) 
kbparker@cahners.com 

Neil Andrews (Account Executive) 
nandrews@cahners.com 

Phone: 617 -558 -4532 or 617-558-4481 
Fax: 617-630-3955 

ORDER BLANK 

U Check Enclosed J Please Bill me Please indicate your preferences: 

CREDIT CARD PAYMENT: J American Express Visa J Mastercard Industry Category: 

Cardmember Name: J Television Radio 

Allied Fields Interactive 
Credit Card Number: Media 

Card Number Expires: Job Category: 

Name 
Sales Management 

Marketing Technical 
Company 

News Programming 

Address Production J Research 

City State Zip Finance & Other 
Accounting 

Telephone Fax Online: 

E -mail U 1 Week J 2 Weeks 

Please attach a type written copy of your ad to this order form and fax to: 

Broadcasting & Cable, 275 Washington St., 4th Flr., Newton, MA 02458 Attention: Kristin Parker or Neil Andrews 
Fax Number: 617 -630 -3955 kbparker@cahners.com nandrews@cahners.com 
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Classifieds 
Television 

DIRECTOR 

DIRECTOR OF PROGRAMMING 
HGTV, one of America's most popular cable networks has an immediate opening for a Director of 
Programming to manage all aspects of original commissioned productions and acquisitions. Candidates 
should have at least 7 years of major market, hands -on television production experience in a variety of 
formats (studio, field, magazine, documentary, etc.), or 5 years in network program development and 
evaluation. Ability to handle multiple projects under tight deadlines is required. Experience with all phas- 
es of television production and development of 'lifestyle" programming is essential Strong interest in pop- 
ular culture and the home & garden environment is key. If you are looking for a creative work environment 
nestled in the foothills of the scenic Smoky Mountains, send or email a resume and cover letter to: 

Scripps Networks/HGTV 
Attn: Human Resources 
P.O. Box 50970 Knoxville, TN 37950 
Jobs@scrippsnetworks.com 
(No phone calls please) HOME a GARDEN isa' rsx .N 

Visit our weosite at www.hgtv.com. Scripps Networks is part of The E.W. Scripps Company and is an 
Equal Opportunity Employer, providing a drug free workplace through pre -employment screening. 

i 

NEWS DIRECTOR 
KGUN9, Tucson, Arizona, is positioned to win. 

We offer a seasoned team of professionals hun- 
gry to win in a highly competitive and growing 
market. Our ND is on the way to a Top Twenty 
market. We need a new leader who will take us to 
the top. The successful candidate must possess 
excellent news judgement, leadership abilities, 
creativity, strong people skills, resourcefulness, 
and a passion for serving the needs of viewers. 
Previous managerial experience is required. 

Send resumes along with a statement of news 
& operational philosophy to Ray Depa, GM, 
KGUN -TV, 7280 E. Rosewood Street, Tucson, AZ 
85710. EOE 

MANAGEMENT 

PROMOTION DIRECTORS 

120 Great Ideas to Increase Ratings! 

120 templates to create your own advertis- 
ing faxes. $495. Tmartinl0 @worldnetatt.net 
for sample. 

To place an ad in the magazine 
and on the web, 

call Kristin at 617- 558 -4532 or 
Neil at 617- 558 -4481 

TRIBUNE 
BROADCASTING 

ON -AIR PROMOTION MANAGER - SAN DIEGO - KSWB is seeking a versatile 
promotion veteran with a creative background in local news and entertainment 
promotion to oversee all aspects of station on -air branding. Must be a strong writer 
and producer with an innovative visual sense and solid editing skills that can 
motivate and teach the art of great promotion. From entertainment to news -you will 
promote it all! Reporting to the director of creative services, this management 
position will supervise producers and others in all aspects of daily on -air promotion 
including creative strategy, quality control from idea to air, writing, editing, schedul- 
ing, and more. Additionally, you will produce and edit major promotional projects 
including station image and other campaigns as needed. Are you ready to work for 
the best in an environment that can't be beat? A knockout reel, energetic attitude 
and three to five years experience promoting news and entertainment is a must. 
A college degree is preferred. 

Send non -returnable VHS tape, resume, writing samples, salary requirements and ref- 
erences ASAP to Human Resources, KSWB -TV, 7191 Engineer Rd., San Diego, CA 
92111. Refer to Ad OABC2. KSWB is a Tribune Company subsidiary and an equal 
opportunity employer. Women and minorities encouraged to apply. No telephone 
calls please. Visit our web site at KSWBTV.com to learn more about KSWB 5/69. 

NEWS DIRECTOR 
Award winning Fox affiliate news operation in SW 
Florida needs a success -hungry News Director 
to take us #1. We're looking for an individual 
with solid news judgement, strong leadership 
and communication skills and the ability to 
motivate a team of professionals to win. Must be 
an effective manager competent in all areas of 
news operations including strategic planning, 
budgeting, hiring, training, and effective interde- 
partmental skills. Candidates must have a proven 
track record of ratings growth and success. 
This is not your traditional newscast...this is 
FOX 4 News at 10 with the best anchors in town 
and a solid news team backing them up. Great 
benefits, the SW Florida lifestyle, and the 
opportunity to make your mark in one of the 
fastest growing markets in the country are addi- 
tional incentives for this position. Send resume 
and cover letter to Donita Todd, GM, WFTX -TV, 

621 SW Pine Island Rd., Cape Coral, FL 33991 
or e-mail dtodd @wfbc.emmis.com. No phone 
calls please. Emmis Communications is an equal 
opportunity employer. 

MARKETING 

HAWAII- DIRECTOR OF MARKETING 
KHON FOX 2 

Coconuts, palm trees and island rhythm. Hey, wake 
up! This isn't Temptation Island! Its a great lifestyle, 
but we still work our okoles off here! KHON is the 
#1 television station in Hawaii. Our 10pm newscast 
is the #1 Fox newscast in the country. We need a 

first rate manager and marketer. Your creativity will 
keep our news dominant. Your marketing ideas 
will make us money. Your resourcefulness will 
make it happen, even when the budget says, 
'ouch.' And your people skills will keep everyone 
working together as a team. Come help take us to 
the next level while living in paradise. Strong news 
promotion skills required. Send your resume and 
cover to Bill Spellman, VP /General Manager at 
KHON @KHON.Emmis.com, or fax 808- 593 -8479. 

FORSALEt 

NEWS SET 
Upgrading your news set? We are looking for 
news sets recently taken off the air, but still 
serviceable. Please send photo and dimensions, 
etc. to BNB Communications 1340 N. Dearborn 
Pkwy. Suite 12 -F, Chicago, Illinois 60610. Phone 
312 -266.6484, e -mail bnbinc @hotmail.com 

CLOSEDCAPTIONING 

VISUAL AUDIO CAPTIONING, INC. 
provides 

Superior Quality Real -Time Captioning 
Excellent Service 
Competitive Rates 

www.visualaudiocaptioning.com 
703 -278 -9110 
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NEWSCAREERS 

NEWS ANCHOR 
WANE -TV, the CBS affiliate seeks a solid 
News Anchor to join the NewsChannel 15 team. 
Candidates must be well skilled as a television 
news anchor, handle breaking news with comfort 
and ease, and established skills as a field 
anchor /reporter. If you're interested in this 
position, send a VHS videotape, resume, and 
references to: Rick Moll, News Director, 
WANE -TV, 2915 W. State Blvd., Fort Wayne, IN. 
46808 WANE -TV is an Equal Opportunity 
Employer - M/F 

REPORTER 
Dominant Cox station is looking for an aggressive 
general assignment reporter. The team at WHIO- 
TV is relentless, and we need someone who can 
keep up with the pace. Must be able to enterprise 
and show exceptional live ability and strong 
writing experience. Two to three years experi- 
ence is required. Send resume, tape and refer- 
ences to Julie Weindel, News Director, WHIO -TV, 
1414 Wilmington Avenue, Dayton, OH 45420. 
Tapes will not be returned. No phone calls. 
WHIO -TV is an equal opportunity employer. 

WEEKEND ANCHOR/REPORTER 
REQUIREMENTS: The #1 station in the Grand 
Rapids/Battle Creek/Kalamazoo market is seek- 
ing a weekend anchor /reporter. Are you a great 
storyteller, who also feels comfortable behind 
the anchor desk? Qualified candidates must 
have at least two years anchor experience. 
You'll also be reporting three days a week. Field 
anchoring experience a plus. 

CONTACT: Send tape and resume to: 
Patti McGettigan, Assistant News Director, 
WOOD TV8, 120 College Avenue, SE, Grand 
Rapids, MI 49503 
No phone calls please. 
WOOD TV IS AN EQUAL OPPORTUNITY 
EMPLOYER 

REPORTER 
Responsible for developing stories, field reporting 
on breaking sports news, creating feature pack- 
ages and doing live pre and post game interviews. 
Also, ability to anchor studio sports news shows. 

Experience/Skills Required: Four year degree in 

broadcast communications, at least five years of 
commercial broadcast experience in live studio or 
sportsnews format. Working knowledge of editing 
video tape and support equipment. Superior 
verbal and written communication skills. Keen 
interest in sports and a working knowledge of 
NYS regional teams. Background in radio talk for- 
mat is helpful. Should have a resume tape with an 
impressive body of work available and be able 
to visually demonstrate past experience. Must 
posses a valid driver's license and a good 
driving record. 

Resumes to: John Demerle, Empire Sports 
Network, 795 Indian Church Road, West Seneca, 
New York 14224. NO PHONE CALLS PLEASE . 

EMPIRE 
SPORTS 

f11ETwORK 
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TALENT: 
Comcast SportsNet, Washington D.CJ Baltimore's 
Regional Sports Network, seeks hard working 
ANCHOR/REPORTER. 

If you can handle more than 3 minutes per night 
and write quality packages send non -returnable 
Beta or VHS tape. Absolutely no phone calls. 

PRODUCERS /DIRECTORS/ 
PHOTOGRAPHERS 

Comcast SportsNet, Washington D.C. /Baltimore's 
Regional Sports Network, seeks producers and 
directors who can handle long form sportscasts as 
well as NPPA influenced shooters who love sports 
and can see a story through completion. Send 
non -returnable Beta or VHS tape. Absolutely no 
phone calls. 

Comcast SportsNet 
C/o Ernie Baur, Executive Producer 
7700 Wisconsin Avenue, Suite 200 

Bethesda, MD 20814 

Broadcasting and Cable Classifieds 
Get Results! 

I»YEP.TISE -r01)A(I 

MISCELLANEOUS 

PRODUCER TEERS 

TV PRODUCER 
Public television serving the beautiful Shenandoah 
Valley is looking for an experienced TV profes- 
sional for long -form documentary productions. 
Experience should include field producing and 
directing, strong interviewing and writing skills, and 
hands -on editing ability (digital editing preferred). 
The successful candidate will also assist in the 
production of other Production Department pro- 
ductions. Send resume and non -returnable work 
sample VHS tape to: WVPT TV, Attn: Executive 
Secretary, 298 Port Republic Road, Harrisonburg, 
VA 22801 -3052. EOE 

ASSOCIATE PRODUCER 
KTRK -TV is looking for an Associate Producer for 
the Debra Duncan Show. Applicant must possess 
strong research and writing skills. Must have the 
ability to generate compelling show ideas and 
guests, excellent phone skills and working knowl- 
edge of television production. Field producing 
experience a plus. 
Interested candidates should mail their resumes 
to: Wendy Granato, Executive Producer 

KTRK -TV, 3310 Bissonnet, Houston, TX 77005 
Please no phone calls. 

Equal Opportunity Employer M/FN /D 

Charter Communications, the nation's fourth largest multiple -system cable television operator 
with 6.3 million subscribers, is currently seeking qualified professionals for the following 
2 Full Time positions in the programming department at our corporate office in St. Louis: M SENIOR DIRECTOR, VOD 

The successful applicant will be responsible for acquisition of Video on Demand NOD) content, 
including negotiating with motion picture studios and other content providers to obtain licensing 
agreements. Essential functions of this position include designing, pursuing and executing content 
license agreements for VOD content, negotiating with cable program networks for VOD content (i.e. 
ESPN, Disney, Discovery), identifying & negotiating other sources of content, including local con- 
tent, and developing & maintaining relationships with studios & other content providers. 

To be considered for this opportunity, you must hold a Bachelor's degree in Business or related field 
or equivalent experience, have VOD content acquisition work experience and 5 years program- 
ming management work experience. In addition, you must be a clear communicator, able to super- 
vise & motivate others and use PC & software applications. Knowledge of cable television 
products & services is also preferred. 

CONTENT MGMT ADMINISTRATOR 
The successful applicant will be responsible for managing all Video On Demand NOD) 

content titles, all data connected with titles and scheduling loading/unloading of 
content. Essential functions of this position include tracking all VOD titles & content 
data, managing third -party encoding of VOD content, trafficking titles to file servers, 
analyzing buying patterns and making recommendations regarding airing windows. 

To be considered for this opportunity, you must hold a Bachelor's degree in Business 
or related field or equivalent experience and have the following work experience: 

1 year database administration, 2 years market analysis and 2 years project 
management. In addition, you must be able to analyze & interpret data, prioritize & 

organize effectively and supervise & motivate others. Knowledge of PC & software 
applications and cable television products & services is also preferred. 

We offer competitive salaries and excellent benefits. 

No phone calls, please. Mail cover letter and resume, 
making sure to reference the position being applied for to: 

e -mail: jobs@chartercom.com 
or mail to: Jobs at Charter 
CHARTER COMMUNICATIONS 
12444 Powerscourt Drive 
St. Louis, MO 63131 

hrter 
COM UNICA S' 

A WIIIY MOLD COMPANY 

We ,ne proud to be a drug-free workplace. EOE 

www.chartercom.com 



 

Television 
SALES 

KGOTELEVISION 

EMPLOYMENT OPPORTUNITY 

ACCOUNT EXECUTIVE 
INTERNET /NEW BUSINESS 

Description of Duties: KGO -TV /ABC 7, the 
ABC owned station in San Francisco, is seeking 
an Internet/New Business Account Executive. 
Candidates must have the ability to make face - 
to -face presentations - and love doing it! Must 
have the ability to roll up your sleeves and get 
'involved' in the selling process. If you like to 
learn, love to sell and enjoy a fast -paced day, tell 
us why you are the person we need on our team! 
Requirements: A four -year college degree or 
equivalent is desired and basic computer skills 
are essential. Excellent phone skills and superior 
organizational skills are required. Media experi- 
ence also required - television/radio /Internet. 
Please sent cover letter and resume to: 
KGO-TV / ABC 7 
900 Front Street, San Francisco, CA 94111 
Attn: Human Resources Department 
No Phone Calls Accepted 

KGO -TV, an owned station of ABC, Inc., 
is an Equal Opportunity Employer 

CAREER OPPORTUNITY, WIYY -FM 
Unique and rare opening for a highly creative and 
motivated radio sales marketer with one to two 
years experience. Terrific team atmosphere, ongoing 
training, great benefits. Only TOP performers with a 
track record of success should apply. Mail your 
resume to Hugues Jean, General Sales Manager. 
WIYY -FM, 3800 Hooper Avenue, Baltimore, MD 
21211. E -mail: hjean @hearst.com. EOE. 

SALES ACCOUNT EXECUTIVE 
Immediate opportunity to join the Number ( #1) 
sales team in the Raleigh- Durham market. 
WTVD -TV, an ABC owned and operated station is 
seeking an account executive with 2+ years expe- 
rience and the desire to be part of a winning team. 
Applicants should possess excellent negotiating 
skills, the ability to make new business presenta- 
tions and the creativity to meet the ever changing 
demands of our business. Computer proficiency 
and experience in utilizing various sources of 
research material helpful. This is an opportunity to 
join a great sales team, a great television station 
and a great company what all represent a great 
career opportunity. Please forward your resume to 
Dirk Ohley, WTVD -TV, 411 Liberty Street, 
Durham, NC 27701. We are an EOE employer. 

Over 125 New Career Opportunities! 
$SS - 70 Cities! Account Executives 

Sales Management - Marketing - Research 
- Traffic - Production - 

www. MeciaRecruiter.com 
Free to Candidates! 

303 -368 -5900 

Classifieds 

SALES EDUCATION MANAGER WANTED 
ATLANTA 

CableRep, the advertising sales division of Cox 
Communications is seeking a self- motivated, expe- 
rienced individual who is interested in the exciting 
challenge of creating and managing our first sales 
education & training culture. Responsibilities 
include developing and delivering sales training 
programs to all sales, sales managers and support 
across the country. For details on responsibilities 
and qualifications, email Tracy.Beckwith @ cox.com 
or see posting at www.cox.com/coxcareer and 
search in Atlanta jobs. 

GENERAL SALES MANAGER 
KFVS12, the CBS affiliate in Cape Girardeau, MO 
(73 DMA) is looking for a dynamic GSM to contin- 
ue our upward growth. Must have strong local 
sales background. budgeting skills and leadership 
qualities for senior sales staff. GSM supervises 
local and national sales managers, traffic, research 
director, creative services, and projects director. 
This is an outstanding opportunity for career growth 
with Raycom Media station group. Send resume to 
Mike Smythe, General Manager, KFVS -TV, P.O. 

Box 100, Cape Girardeau, MO 63702. EOE. 

TECHNICAL 

MACHINE ROOM SUPERVISOR 
Cutting Vision, a post- production company in 
downtown NYC, is looking for a machine room 
supervisor /operator and a real troubleshooter on 
Avid systems. Supervise staff and take charge of 
our technical operations. You must have at least 5 
years experience with on -line finishing scopes 
(digital and analog), Digital Beta, NTSC /PAL, 
patching and a hands -on knowledge of network- 
ing. Experience working on both Macintosh 
and NT platforms, from software installations to 
hardware troubleshooting. Avid ACSR and 
experience with Unity a plus. Self- starter and a 

team player. Send resume, salary history in 

confidence to: jobsOcuttingvision.com or FAX: 
212 -533 -9463. No phone calls please. 

STUDIO MAINTENANCE ENGINEER 
Must be able to perform the following duties: 
install and maintain studio transmission equip- 
ment including video switchers, audio consoles, 
DVE, CG, SS, cameras, and robotics. Familiarity 
with automation systems and master control envi- 
ronment. Should possess a general computer/ 
networking background. Must be able to work on 
a rotating shift schedule. Candidate should have 
an engineering degree or equivalent technical 
training. SBE/FCC certification a plus. If you want 
to be a part of the exciting transition to HDTV in 
the most exciting city in the world, please send 
your resume and cover letter to: Kurt Hanson, 
Chief Engineer, WABC -TV, 7 Lincoln Square, New 
York, NY 10023. No telephone calls or faxes 
please. We are an equal opportunity employer. 

[-TECHNICAL(' REF 

V.P., ENGINEERING 
Fox O &O in Austin, Texas seeking a V.P., 

Engineering to oversee technical operation of facil- 
ity and engineering/operations staff. Manage cap- 
ital budget and coordinate with Fox corporate 
office on acquisitions. Provide monthly reports to 
Corporate Engineering department. Coordinate 
with other department heads on their engineering 
needs. Oversee purchase and installation of 
broadcast and related equipment. Coordinate with 
other VPs of Engineering of other O &Os. 
Responsible for station operation and engineering 
statt. Associates degree in electronics preferred. 
Five years Operations/Engineering experience in 
a live newscast environment with three years man- 
agement experience. Have a working knowledge 
of station budgetary process. Overall knowledge 
of television production. Strong leadership and 
people skills. Send resume and cover letter to 
Human Resources, FOX- 7/KVC -13, 119 E. 10th 
Street, Austin, TX 78701, Ref: position title on 
envelope. No phone calls, please. EEO Employer. 

MAINTENANCE TECHNICIANS 
International Broadcasting Bureau, (U.S. Govt. 
Agency) seeks technicians to perform preventa- 
tive maintenance and emergency and routine 
repair of television broadcast and production 
equipment to the component level. Must have 
good working knowledge of current state of the 
art digital electronics. Must be able to perform 
the following duties: install and maintain studio 
and transmission equipment including video 
switchers, audio consoles, DVE, CG, SS, 
cameras and robotics. Familiarity with automa- 
tion systems and master control environment. 
Possess a general computer /networking 
background. 

Interested candidates MUST CALL for copy of 
vacancy announcement #M/P -01 -20 in order to 
address special rating factors. Closing date for 
applications, March 15, 2001. For information 
contact Susan King, 202 -619 -3117. 

TV CHIEF ENGINEER 
KSAT -TV, a Post -Newsweek Station in San 
Antonio has an opening for TV Chief Engineer. 
Eager to manage and embrace change? Want to 
take #1 ABC affiliate into the digital age? Come 
see the view on San Antonio's famed Riverwalk 
and take our station into the next generation of 
broadcasting. You should be able to implement 
our station's short and long range plans, have 
great communication skills, and be able to guide 
our station through technical changes. It's a 
chance to leave your mark on a very strong sta- 
tion entering a new age. Must have 2 -4 year 
Engineering degree or equivalent experience and 
should have demonstrated success in TV engi- 
neering management. Please rush your resume 
to Jim Joslyn, General Manager, KSAT -TV, 1408 
N. St. Mary's, San Antonio, TX 78215. PLEASE 
NO PHONE CALLS. Any job offer contingent 
upon results of pre -employment physical, includ- 
ing drug screen; verification of references & edu- 
cation. EOE/M- F /DV /ADA 

www.tvinsite.com/broadcastingcable 
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Radio 
FORSALE 

LOS ANGELES AM STATION 

FOR SALE 

Full market /regional coverage. 

Low dial position. 

For more information 
call Tom McKinley at (415) 924 -2515 

or Austin Walsh at (415) 289 -3790 

STATION FOR SALE 
Midwest non -commercial FM, Class 131, 23 
Kw. Qualified owners only (non -profits, 
schools, churches) Reply to Box 227, do 
K. Parker, Broadcasting & Cable, 275 
Washington Street, 4th FI., Newton, MA 
02458 

RADIO STATION FOR SALE 

Own a Part 15 FM 
broadcasting network 
like RadioTour /Hawaii 

www.radiotour.net 
e -mail - radiort @aloha.net 

AM /FM /RADIO - TV FOR SALE 

South FI. TV $13M 

Missouri 1X AM 1X FM $600K 

SE Texas Coastal FM $2.9M 

Knoxville, TN Class A FM $32M 

Top 20 Market 9X TV $11.5M 

Email Haddenws @aol.com or visit us online at: 

www.Haddenonline.com 

HADDEN & ASSOC. 
(Office) 407-699-6069 (FAX) 407-699-1444 

MINORITY 

Representatives 

from nearly 100 

predominately 

black colleges 

and universities 

across the 

country are 

expected to 

attend. FREE 

BOOTH SPACE 

available 

Company reps are 
expected to register 

for the convention. 
however as non - 

collegede delegates 

Serious about a diversified workforce 
at your network, radio /N station, cable 
operation, satellite company, etc.? 
Then talk to the cream of the crop In 
mass communications at our... 

23rd Annual 
BCR 

April 13 -14, 2001 
Downtown Atlmnta, 6A 
Sponsored by National Association of Black 

College Broadcasters 

Contact: LO JELKS, canyemlon coon 

(404) 523 -6136 «IojeIks@aol.com 
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MISCELLANEOUS 

RADIO STATION 
MANAGER & PROFESSOR 

Olivet Nazarene University www.olivet.edu is 
seeking a broadcast leader who can manage a 

highly successful 35,000 watt contemporary 
Christian college radio station W.O.N.U. 
www.wonu.fm that broadcasts into the southern 
Chicago suburbs and northwestern Indiana. 
Responsibilties will include: Management of 
professional and student staff, on -air presence, 
and teaching of introductory radio courses. 
Olivet is an 4 year Christian liberal arts 
university. Supported by the Nazarene Church 
www.nazarene.org, Olivet hires only committed 
Christians in faith and lifestyle. Applicants should 
send resumes and statement of faith either elec- 
tronically or hard mail to Dr. Jay R. Martinson, 
Ph.D, Chair, Communication Department, Olivet 
Nazarene University, One University Avenue, 
Bourbonnais, IL, 60914, jmartin @olivet.edu 

SALES 

SPORTS SALES 
SportsVoices.com, `Your on -line pass to the lock- 
er room (sm) ", has immediate openings for sales 
professionals to join our team. We are looking for 
New York area -based individuals with the drive 
and determination to focus on the big picture. You 
will help build an expanding affiliate network for 
our broadcast and Internet services and handle 
local and national advertising sales. You must be 
committed and commission driven. Send resumes 
to Mike Farrell, SponsVoices.com, 115 West 29th 
St., Suite 1003, New York, NY 10001. Fax: 212 
643 6228. E -mail: mfarrell @sportsvoices.com 

If it has anything at all to do 

with Cable Television or 

the Telecommunications 

Industry... 

Employment Opportunities 
Franchise Opportunities 
Equipment Marketplace 
Professional Services 

...This is 
the place to be! 
Broadcasting and Cable 

Classifieds 

Put your company a step 
ahead of the competition. 

Call today to place an ad! 

617- 558 -4532 
or 617 -558 -4481 

IInrnnnjnss 

Broadcasting & Cable 

Issue Date 

Show Distribution (Location) 

Ad close date 

3 -19 -01 

CTIA Wireless (Las Vegas) 

CTAM Digital (New Orleans) 

TV & Internet (New York) 

Ad close: 3-9 -01 

3 -26 -01 

Eastern Show (Atlanta) 

Ad close: 3 -16 -01 

4 -2 -01 

Big Picture (New York) 

Ad close: 3 -23 -01 

4 -16 -01 

4 A's Management (Florida) 

Ad close: 4-6 -01 

4 -23 -01 

NAB (Las Vegas) 

CTPAA (Washington, D.C.) 

Ad close: 4 -13-01 

Kristin Parker at 617 -558 -4532 

or kbparker@cahners.com 

Neil Andrews at 617 -558 -4481 

or nandrews@cahners.com 

or fax to 617 -630 -3955 
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ProfessionaL Laws & Services 

du Treil, Consulting 

Lundin & Engineers 

Rackley, Inc. 
Sarasota, Florida 

441..t29.6000 WWW.DLR.COM 
.Member AFCCE 

John F.X. Browne 
8 Associates 

A Processional Corporation 
Member AFCCE 

BROADCAST/TELECOMMUNICATIONS 
Bloomfield Hills, MI Washinglon, DC 
248.6426226 (TEL) 202 2932020 
248.642.6027 (FAX) 

www.jtxb corn 
202 293.2021 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM FM TV Engineering Consultants 

Complete Tower and Rigging Services 
'Sen,na the broadcast Mast* 

for Oyer 60 years' 

Box 807 Bath. Ohio 44210 
(330) 659-4440 

Munn -Reese, Inc. 

Broadcast Engineering Consultants 

P.O. Box 220 
Coldwater, Michigan 49036 

Phone: 517-278-7339 

HATFIELD áT DAWSON 

Consulting Engineers 
9500 Greenwood Ave., N. 
Seattle, Washington 98103 

(206) 783 -9151 
Facsimile (206) 789 -9834 

MEMBER AFCCE 

101 West Ohio SI. 

10th Floor 

ASSOCIATES Indianapolis IN 

46204 

Dennis Wallace wellocedh ®27oÌ corn 

SPECIALIZING 

IN DIGITAL TELEVISION 

CARL T JONES = 
CORPORATION 

CONSULTING ENGINEERS 
7901 Yamwood Court 

Springfteld,Virginia 22153 
OM 569.-04 fax ('913) 569-6-11- 

MEMBER AFCCE. werw.aljc4xm 

HAMMETE' & EDISON, INC. 
CONSULTING ENGINEERS 

Box 2$0064 
San Francisco, California 9412e 

HE707/996 -5200 
202/396 -5200 

www-h -e.com 

Denny & Associates. Pc 

Consulting Engineers 

PH 202 -452 -5630 

FX 202- 452 -5620 

Member AFCCE BAirtbtderryocm 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301- 921 -0115 
Member AFCCE 

Cavell, Mertz Is Davis, Inc. 
Engineering, Technology 
& Management Solutions 

10300 Eaton Place, Suite 200 
Fairfax, 

591.0115 

ettt 
( 703) 591 0110(202) 1310110 

Fat (703) 3910115 
www.cmdconsulting.com 

www.DTVInfo.com 

Abe Rosenberg abeenewswriting.com 

Newswriting.com 
Training Seminars Tools 

Iam tae$ W.v Ina Mn.,. ow Nay. CA rmw. nl DIM 839 

LOHNES AND CULVER 
CONSULTING ENGINEERS 

8309 Cherry Lane 
Laurel, MD 20707 4830 

(301) 776 -4488 
C 

loco) @locul.com 

Since 1944 Member AFCCE 

COHEN, DIPPELL AND EVERIST, P.C. 
CONSULTING ENGINEERS 

Domestic and International Communications 
Since 1937 

1300'L' STREET, N.W., Suite 1100 
WASHINGTON, DC 20006 

PHONE: (202) 898 -0111 FAX: (202) 898-0895 
E -MAIL cdepcean.net 

Member AFCCE 

Advertise in the Professional Cards and Services Section 
and get the results you need! 

Call 617 -558 -4532 or 617- 558 -4481 for more information. 

TOWER /ANTENNA CONSULTANTS 

NATIONWIDE TOWER COMPANY 
ECTIONS DISMAhTLÉS ANTENNA RELMIP 

LIRASOUND STRUCTURAL ANALYSIS PAINT 

INSPECTIONS REGIIY ENGINEERING 

P.O. BOX 1828 NP1i07.RSON, ICY 42419 -t829 
FROM (270)W-8000 FAX (S70) (150.8600 

B -YALE: NuA t8*OAKiht.0 OO9tIdetoweeeoln 

M RO It EMEROENCYMated AAJMJLS 

Shoolbred F:pgt. j,, 
Mrtntrwa I,mv 

Timers and Antenna Structures 
Ruhen A.Shoolhred,P.E 

1048 _- -newt pine 
elluhnee, S.C. 29403 (443) 377J681 

Turrdtey Systems .Towers *Antennae 
Transmitters AnaNg/SIpRr 

LeBLANC Broadcast Inc. 
Ray Carnevale Preplan( 

Tel: (303) 665 -5018 Fez 886.8806 

¡aortic um= 
UNIVBSAL Towle. Inc 

Manufacturer of 
SW-Supporting Towers, 

Guyed Towers and Accessories 

P.O. Boa 276 Nnll-wn. IMntucw, 424190276 
TN: 2706316161 2706311479 

,r.w.anlrwreaower.rom 

Solve Your 
Advertising 

Puzzle 

with 

Broadcasting & Cable's 

Classified Ads and 

Professional Cards á Services 

Call Classified Sales 

617-558-4532 or 

617 -558 -4481 

.- 

L 

ADVERTISE THE EASY WAY WITH 

YOUR BUSINESS CARD! 

CALL 617 -558 -4532 OR 617 -558 -4481 
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Editorials 
COMMITTED TO THE FIRST AMENDMENT 

Career day 
Quiet down, class. Next, Miguel's father will tell us all about what it's like to be a reality TV 

producer." 

"Well, kids, lately I've been offering lots of money to real people just like your mom and 

dad so that we can manipulate their minds and emotions for the entertainment of a mass TV 

audience. Some people say it's a dangerous game to be playing and that we are pandering for 

profit. Pandering is a big word that means giving people what they want, no matter what that 

is. We think the folks who say that are old sticks -in- the -mud. Besides, if we don't do it, some- 

one else will anyway and then they'll make all the money. 

"Many of you probably heard about the man on the show a couple of weeks ago ... . No, 

it's not our show, but we have one very much like it ... who stabbed the pig to death and 

smeared blood on his face... . Yes, you with your hand up in the back." 

"Was it real blood ?" 

"Yes, but it was only a pig. Well, last week the man passed out and fell into a fire, scream- 

ing in agony. Agony is when something really hurts and you wish you hadn't done it. But he 

got to ride in a really neat helicopter. I haven't seen the ratings for the show yet, which tells 

us how many people watched and whether we can feel successful in the TV business, but I'll 

bet they were super D duper." 

ASAP 
NcC Chairman Michael Powell is preparing to remake the FCC, which is a good thing. In 

addition to suiting up for its daily duty as spectrum traffic cop, the agency is faced with the 

challenges of digital television, ownership caps and a host of other big issues. Right now, the 

five -person FCC has one vacancy and two lame ducks. We recognize that the infamous hang- 

ing chads have left numerous political appointments hanging, but for Chairman Powell to 

work effectively, the agency needs to be running on all cylinders. In that spirit, we encourage 

the Bush administration to pick its commission nominees as soon as possible. 

Lead and get out of the way 
The federal budget released last week includes spectrum fees from broadcasters. The bud- 

get Congress passes should not. Although it is not explained, the fees appear to be tied to 

continued use of the analog spectrum, since they begin to be phased out in 2006 and are 

gone by 2010. As Sen. John McCain and broadcasters agreed last week, the deadlines of 2002 

for a digital signal and 2006 for the analog giveback are unrealistic. The budget seems to rec- 

ognize that, too. By having the fees extend to 2010, it suggests that the return of analog spec- 

trum might not be completed until then, which sounds like a more accurate prediction. 

That the transition is delayed should surprise no one. There wasn't even a "hang your hat 

on it" transmission standard until two months ago. Maybe Congress should have auctioned the 

spectrum to broadcasters and given them full First -Amendment rights in the bargain, but they 

didn't and have been complaining about the lost $70 billion ever since. We think resentment 

over that lost opportunity is what drives some in Congress to want to punish broadcasters by 

holding them to an unreasonable deadline and taxing them to boot. What they should do is 

adjust the deadlines, drop the fees and get behind the transition, not in the way of it. 
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