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Viacom 
CEO Mel 

Karmazin's 
heart may 
be in San 

Francisco. 

BROADCASTING 

CBS eyes S.F. 
Talks are heating up in San 

Francisco. Viacom -owned CBS 

is now talking with Young 

Broadcasting about a possible 

KRON -TV deal. 

CBS already owns KPIX -TV 

and KBHK -TV there and may 

be looking to upgrade the 
duopoly. It's also prohibited 
by FCC rules from acquiring a 

second station among the four 

highest -rated stations in the 
market (which includes 

KRON -TV). But sources note 

that Viacom has not been shy 

about challenging federal regu- 

lations. Sources also say that 
Disney is still interested in 

KRON -TV. 

Meanwhile, NBC, in addition 
to talks with Young about 
KRON -TV, is talking to Granite 
about buying KNTV(TV), which 
is set to get the NBC affilia- 
tion Jan. 1 for $372 million 
over 10 years. The next pay- 

ment isn't due until 2003. 

Sources say, if Granite misses 

that payment, NBC has the 
right to acquire KNTV at "fair 
market value," determined by 

third -party appraisers. By sell- 
ing now, Granite might receive 

a premium for KNTV. 

Meanwhile, Tribune is talking 
to Granite about buying KOFY- 

TV and WDWB(TV) Detroit, the 
latter of which Granite is sell- 
ing to help reduce debt. That 
purchase would give Tribune a 

station in each of the top 10 

markets. -S.M. 

!CBE 
SYNDICATION 

C -W's first first -run 
Carsey- werner's distribution division is teaming up with Dick Clark 

Productions and The Heritage Network on its inaugural first -run 

effort, an hour weekly called Livin' Large. "It's an updated, hip ver- 

sion of the syndication classic 14' Styles the Rich and Famous," 

says Carsey -Werner Distribution head Bob Raleigh, whose division 

will start selling the show this week. 

Kadeem Hardison (A Different World) will host the show. The 

company is also said to be in final negotiations with a female co- 

host. Livia' Lary e will feature various segments, including behind - 

the- scenes tours of celebrity homes, luxury items and resort desti- 

nations.-TS'. 

Photocopying strictly prohibited 
in accordance with the U.S. copyright law 

C. A.Ingby & Co. 

'Net gain for Cable 

Internet TV will begin to take off 

in 2003, and cable will be best 

positioned to capitalize on it, 

according to Global Broadband 

Multimedia Review 2001 -2008, a 

study from Washington -based C.A. 

Ingley & Co. (caingley.com). 

By 2008, the report forecasts, 

45 % of U.S. households (about 

40 million) will be able to go 

online via TV sets and cable or 

satellite hook -ups. Predicting 

that consumers will be looking 

for one -stop shopping for enter- 

tainment, Internet and telephony, 

the report says, "Cable TV has the 

advantage with the ability to 

combine all three, whereas satel- 

lite TV dishes can be used for 

high -speed Internet access but 

the consumer must look for other 

options for voice. " -B.M. 

MOVIE MONEY 
Congress has given the 

Federal Trade Commission a 

fat allowance to continue 
monitoring movie studios' ad 

practices. In a spending bill, 
the FTC got $500,000 to con- 

duct focus groups and sur- 

veys; $275,000 to hire a firm 
to plant mystery shoppers to 
determine whether retailers 

are selling R -rated videos to 
kids; and $135,000 to moni- 

tor TV shows, magazines and 

movie trailers. Congress also 

told the FTC to make sure 

media products are appropri- 
ately rated. 

The FTC is due to release a 

follow -up report on the 
industry's ad practices by 

next month. In September 

2000, the FTC issued a report 

that said studios were mar- 

keting violent movies to 

kids. -P.A. 

PERFORMANCE PERKS 

Carole Black's charges at 

Lifetime are an anxious 

bunch. They'll soon know if 
they won Nielsen bragging 

rights for the year. If so, 

they'll get the week between 

Christmas and New Year's off. 
Staffers have already received 

four days off for winning the 
first three quarters along with 
January, March, April and 

June monthlies. -A.R. 
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TOP OF THE WEEK 

Scatter makes a comeback 
Although prices are 
sometimes exceeding 
upfront rates, it's not likely 
the start of full recovery 

By Steve McClellan 

Executives on network row are 

buoyed by what has turned out to 

be a better -than- expected fourth - 
quarter network scatter market, which lit- 

erally disappeared after Sept. 11 and 
remained soft in October. 

Sales executives say the market has 

come back nicely this month, with scatter 

prices at or above upfront. The increases 

vary by network and client and range from 

small single -digit gains to more than 30 %, 

sources report. 

Questions remain, however, as to how 

long the buying surge will be, and no one is 

suggesting that the positive fourth -quarter 

activity even remotely resembles a full 

recovery for the ad market. It's way too early 

to suggest that, say sellers and buyers alike. 

There is one other sign that the ad mar- 

ket may be perking up a bit: First -quarter 

cancellation options are said to be well 

below normal levels so far. A year ago, 

those options were being exercised at 

abnormally high rates, with advertisers can- 

celing an estimated $500 million in upfront 

buying commitments for the first and sec- 

ond quarters of 2001. 

"The broadcast economy has shown 

some steady movement in the fourth quar- 

ter," says Bill Cella, chairman of Magna 

Global, the buying arm of the Interpublic 
Group of Companies. "There's money 

coming in. It hasn't been gangbusters, but 
it's been steady." 

Other executives theorize that some 

advertisers are spending out of a patriotic 
urge to help the boost the economy and that 

others are spending money left over from 
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The season, so far 
Here's how the broadcast networks stand, season -to -date, vs. the 

comparable year -ago period, based on Nielsen ratings 
Sept. 24 -Nov. 18 

Household 
ratings /share / Chg. 

Adults 18 -49 
ratings /share 0/0 Chg. 

ABC 6.9/11 -23 4.0/11 -17 

CBS 8.5/14 -2 4.1/11 +8 

NBC 8/6/14 -1 5.1/13 -4 

Fox 7.0/11 +1 4.3/11 -4 

UPN 3.1/5 +7 2.2/6 +16 

The WB 2.8/4 -7 1.8/5 -5 

Source: Nielsen Television index 

upfront budgets, money that wasn't spent 

earlier because of network price rollbacks. 

Peter Mirsky and Eric Handler, media 

analysts at SG Cowen, issued a report last 

week that concludes that, overall, current 
scatter pricing is "even with or slightly bet- 

ter than upfront rates." 

But Mirsky and Handler also contend 
that fourth- quarter demand is, to some 

degree, "artificial," created by "company - 

specific trends," including the automakers' 

aggressive push on 0 %- financing offerings. 

They also state that ABC helped to tighten 

the available inventory because its rat- 

ings plunge this season exceeded the 

amount of time it reserved for make - 

goods to advertisers. 

According to other sources, that 

left ABC with far less inven- 

tory to sell in the scatter 

market than the other net- 

works. "They haven't 

been in the market for 

three or four weeks," 

says one competitor. 

Network executives 

declined to comment. 

In addition, most 

of the ads canceled late 

in the third quarter fol- 

lowing the terrorist 

attacks were re- expressed 
in the fourth quarter, fur- 

ther tightening the num- 

ber of ads available. 

CBS, says President of 
Sales Joe Abruzzese, will 

sell twice as much adver- 

tising on a total- dollar 

basis in the scatter market 

as it did in 2000, when 

the dotcom bubble burst 
and the soft ad market 
struck TV with full force. 

Of course, CBS also held back much 

more inventory in the upfront this year 

because advertisers wouldn't pay the rate 

increases the network wanted. Abruzzese 

says CBS has been getting "close to 10 %" 
increases in scatter prices with just 3% of 

its inventory left to sell in the quarter. 

But it's too early, he adds, to declare the 

network's upfront and scatter strategy this 

season a success. "So far, it looks like we're 

okay. I don't think you can say whether it 

was a good strategy or not until next Sep- 

tember." 

Both UPN and The WB are 

reporting strong scatter -market 

sales. UPN Chief Operating Offi- 

cer Adam Ware says the network 

"overall has experienced increased 

demand" for advertising in the 

quarter. Monday, targeting the 

urban audience, is sold out. 

The WB will write perhaps 

25% more scatter business in 

the current quarter than it 

wrote in the same quarter a 

year ago, according to 

COO Jed Petrick. "This 

has been our biggest scat- 

ter quarter ever." 

The dwindling 
viewership of 

Once and Again 
and other ABC 

shows has kept 
the network out 
of the scatter 

market. 



LIFETIME continues to be the 

destination women turn to first and 

the brand they trust most. 

#1 basic cable network ii primetime' 

#1 basic cable network among all key women demos in total day 

& primetime' 

Posted 27 consecutive months of HH ratings growth in total days 

Lifetime 

NEW YORK 212.424.7000 LOS ANGELES 310.556.7500 CHICAGO 312.4641991 for more info log on to www.lifetimeconnection.com 
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Media Research. monthly HH coverage area ratings. 8/99 - 10/01 versus comparable weeks prior year. 



TOP OF THE WEEK 

A cloud over Clear Channel 
Petition says it controls stations through fronts,' including Ohio FM it seeks to buy 

By Paige Albiniak 

According to a complaint filed at the 

FCC, Clear Channel, the country's 

largest owner of radio stations, has 

been using "front" companies to hold 

radio stations for it, operating and control- 

ling the stations while waiting for owner- 

ship rules to loosen enough so Clear Chan- 

nel can buy them. Clear Channel oc- 

casionally omits these holding companies 

and their stations from its ownership totals, 

according to the petition. 

For those reasons, the petition asks the 

FCC to deny Clear Channel's attempt to 

buy WKKJ(FM) Chillicothe, Ohio, part of 

the Columbus market. The petition alleges 

that the station is a case in point, that Clear 

Channel has controlled the station for two 

years through other companies. 

The petition suggests that Clear Channel 

is deceiving the FCC and the Department 
of Justice by not being clear about what sta- 

tions the company owns and controls. 

"To avoid antitrust prosecution, Clear 
Channel has been playing an elaborate 
shell game with its radio -station assets," the 

petition says. "Not only should the FCC 
deny this assignment application, but also 

the FCC and the Justice Department 
should seek to uncover and remedy the 
anticompetitive actions of Clear Channel." 

The charges touch on some owner- 

ship /control issues unresolved at the FCC, 

including how to measure radio markets 
and when LMAs become de facto control. 

David Ringer, a businessman in Chilli- 

cothe and a former broadcaster, filed the 

petition because he is concerned that, if 

Clear Channel buys WKKJ, he would have 

"only one broadcast company from which to 

purchase advertising," the petition says. 

"Clear Channel's purchase of WKKJ will 

eliminate all radio competition in the Chilli- 

cothe market and will likely result in busi- 

nesses in Chillicothe paying higher prices for 

10 Broadcasting & Cable /11 -26 -01 

Clear Channel owns 
three commercial radio 
stations in Chillicothe, radio 
Ohio, and seeks to buy tising." 
the fourth. 

Clear Channel 

owns the other commercial radio stations in 

Chillicothe- WCHI(AM), WBEX(AM) and 

WFCB(FM) -according to the FCC. 

The Justice Department ordered Jacor 
Communications to divest WKKJ and sev- 

eral other stations when Jacor acquired 

Nationwide Communi- 
cations in August 1998. 

Clear Channel an- 

nounced it was buying 

Jacor in October 1998. 

WKKJ was then pur- 

chased by Secret Com- 

munications, which is 

owned by former Jacor 
President Frank Wood. 

In August 1999, Secret signed a time -bro- 

kerage agreement with Concord Media that 

allowed Concord to program WKKJ and 

take the station's ad revenue in return for 

paying a fee to Secret. Although Secret was 

required to inform the FCC of the agree- 

ment, the partnership was in place two years 

before the FCC learned of it. Secret's notifi- 

cation arrived Sept. 17, 2001, three weeks 

before Clear Channel applied to purchase 

WKKJ-on Oct. 9. 

Clear Channel officials and lawyers 

would not comment on the petition, but 

adver- 

one source close to the company acknowl- 

edged that Clear Channel took over Con- 

cord Media's local marketing agreement on 

Sept. 16 and now programs WKKJ. 

The petition includes other evidence of 
Clear Channel control of Secret and Con- 

cord Media. One document filed at the 

FCC in June 2000 says the legal name of 
the licensee and operator of all four Chilli- 

cothe stations, including WKKJ, is "Citi- 

casters Co. /Clear Channel Broadcasting 

Licensing Inc. /Secret Communications II." 

(Citicasters Co. is a subsidiary of Clear 
Channel.) It lists as contact Kenneth 

Wyker, Clear Channel's senior vice presi- 

dent and general counsel. The phone num- 

ber is Clear Channel's. 

Employment documents filed for stations 

owned by Concord Media in Hudson, N.Y., 

list Clear Channel's corporate headquarters 

as the address and Clear Channel Vice Pres- 

ident Rick Wolf as contact. Stations suppos- 

'Clear Channel's purchase of WKKJ will 
eliminate all radio competition in the 
Chillicothe market and will likely result 
in businesses in Chillicothe paying 

higher prices for radio advertising: 
-David Ringer, petitioner 

edly run by Concord Media in Jacksonville 

and Pensacola, Fla., are labeled Clear Chan- 

nel stations on their Web sites. Concord 
Media's president, director and sole share- 

holder is Mark Jorgenson, president of Jor- 

genson Broadcast Brokerage. Jorgenson has 

brokered deals for Clear Channel, the peti- 

tion says, and no Concord station has been 

sold to anyone but Clear Channel. 

The petition also alleges that Clear 

Channel has similar setups in Youngstown, 

Ohio; Jacksonville, Fla.; Pensacola, Fla.; 

and upstate New York. 



LIFETIME MOVIE NETWORK 

delivers more of the 

movies women love' 

from the brand they trust, 

24 hours a day, 7 days a week. 

#1 for second consecutive year in aided awareness of emerging networks' 

#1 digital tier driver' 

#1 favorite digital network among W18+ & A18 -493 

#1 among operators as the channel they were most interested in carrying' 

Lifetime 
MOVIE NETWORK 

NEW YORK 212.424.7000 LOS ANGELES 310.556.7500 CHICAGO 312.464.1991 for more info log onto www.lifetimeconnection.com 

Source. 'Beta Research Digital Cable Subscriber Study, Sept, '01 2Marguest Research, Feb-March BI 'Beta Research Digital Cable Subscriber Study. Sept '01 'Oct'00 Beta Research Carriage Study an,nng cnhli- 
operators , percent interested among non-affiliates of network. 



TOP OF THE WEEK 

Aaron Brown's prime presence 
Terrorist attacks obscure launch of CNN's new 10 p.m. 
newscast that chairman considers crucial for the network 

By Allison Romano 

CNN's Aaron Brown thinks his news- 

cast is good enough to make people 

watch the news twice. 

"The way it's written or the way a story 

is told is going to be significantly different 

from anything else they've seen that day," 

Brown says of NewsNight With Aaron 
Brown, CNN's new prime time newscast. 

NewsNight debuted quietly in New 
York on Nov. 5 at 10 p.m. Because of the 

Sept. 11 terrorist attacks, Brown has actu- 

ally been anchoring the 10 p.m. slot since 

Sept. 17, when CNN cobbled together 
Special Report With Aaron Brown. 

CNN Chairman Walter Isaacson calls 

NewsNight a "little gem" with a growing 
following and says he'd love it no matter 
what ratings it garnered. 

Isaacson put a signature evening news- 

cast at the top of his to -do list when he 

arrived at CNN last July. Although he 

inherited Brown, Isaacson quickly warmed 

to the idea of building a show around the 
former ABC News reporter and sometime 

anchor. Isaacson says he knew Brown's 

"quirky sensibility" would help make for 

an interesting show. 

"What's surprised me is how well he's 

been able to make it work when the news 

is real serious," Isaacson adds. 

Some critics see Brown as stiff and 

aloof. When he was a local anchor in Seat- 

tle, some referred to him as "Arrogant 
Brown," and Seattle Post- Intelligencer TV 

critic John Levesque is no a fan of Brown's 

"smirky anchor style." 

But viewers have been making their 
own more positive judgment, so far. After 

two weeks, the newscast is averaging a 1.3 

rating (1.3 million viewers). It re -airs at 1 

a.m. ET, averaging a 0.5 rating (507,000 

viewers). Only Larry King Live is giving the 

network better numbers in prime. The 
week of Nov 12 -18, NewsNight had a 1.6, 

while Fox News Channel's War on Terror 

specials delivered a 1.2 and MSNBC pro- 

gramming combined for a 0.6 Nielsen. 

NewsNight's architects- Brown, Isaacson 

and Senior Executive Producer David Bohr - 

man- wanted a newscast that was different 

from broadcast or cable networks' news. 

"It's not just the main section of the 

paper, it's the whole paper," says Bohrman, 

who was handpicked by Brown to produce 
his show. The two worked together 10 

Aaron Brown, whose NewsNight is already 
scoring impressive numbers: "We never 

imagined we'd be dealing with one story 
and the story of our lifetime." 

years ago on ABC's World News Now, the 

quirky overnight newscast that provided 

both men with inspiration for NewsNight. 

Sept. 11 forced them to alter some of 
their plans. "We never imagined we'd be 

dealing with one story and the story of our 
lifetime," says Brown, who writes or 
rewrites about 90% of the show. He says 

the show is gingerly going to press beyond 

the day's top news stories. "We're pretty 
determined to start broadening it a bit." 

Senior Vice President of Cahners 
Television Group Bill McGorry is 
to receive the Joel A. Berger 
Award from Cable Positive, 
which both men helped create. 

Absolutely positively Bill McGorry 
Bill McGorry, senior vice presi- 

dent of the Cahners Television 

Group, which publishes BROAD- 

CASTING & CABLE, will receive the 
Joel A. Berger Award this April 
from Cable Positive, the 
organization of cable 
executives devoted to HIV/ 
AIDS awareness and 

prevention. 
Giving the award to McGorry 

is particularly fitting. He was 

among a handful of friends 
who took turns taking care of 
Berger, the former group 
publisher of BROADCASTING & 

CABLE'S sister publications Multi- 

channnel News and Cablevision, 
when he was in the final 
stages of AIDS. Berger died 
in 1995. 

He and McGorry were instru- 
mental in building Cable Posi- 

tive. Since 1992, it has given 

$2 million to AIDS service 

organizations and $1 million 
for HIV and AIDS research. 

McGorry has been an honorary 
chair of the organization since 
its inception. 

"Absolutely Positively: An 

Evening to Benefit Cable 

Positive" will be held April 25 

at the Marriott Marquis hotel in 
New York. Tables are available 
by calling (212) 459 -1606. 
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LIFETIME REAL WOMEN is our 

new 24 -hour television network, 

offering a full range of reality -based 

prog amming reflective of 

women's interests and ideas. 

REAL EXPERIENCES. REAL LIVES. REAL WOMEN. 

Lifetime 
Real Women 

NEW YORK 212.424.7000 LOS ANGELES 310.556.7500 CHICAGO 312.464.1991 for more info log on to www.lifetimeconnection.com 



TOP OF THE WEEK 

ABC airing angers airline pilots 
News magazine plays traffic- control tape of hijacked plane 

By Dan Trigoboff 
qBC was criticized 

by a pilots group 
last week for airing 

a tape of pilots' final mo- 

ments on United Flight 93, 

which was hijacked and 
crashed in Pennsylvania 

Sept. 11. 

The head of the Air 

Line Pilots Association said 

the group's members were 

"appalled and outraged" 
by ABC's airing of "pilots' 

voices and the sounds of 
their death struggles" from 

the cockpit of United Flight 93. 

ABC aired the tape on Primetime Thurs- 

day, the network said, after determining 
that the tape was part of the historical 
record of an act of war against the U.S. 

The plan from the outset was to restrict the 

tape's use in the future, the network said. 

Capt. Duane Woerth, president of 
ALPA, acknowledged that his group has 

no legal claims but called the broadcast 
"repugnant sensationalism masquerading 
as news. ... Once again, the news media 
have demonstrated their fascination with 
sensationalizing the final words and sounds 

from doomed cockpit crews moments 
before they die." 

ABC said several pilots' complaints 
were addressed individually and directly by 

network executives. ABC News Vice Pres- 

ident Jeffrey Schneider said the tapes were 

newsworthy and "shed new light on the 
heroism of the pilots, who valiantly fought 

against the hijackers, and illustrates how 
air- traffic controllers used their expertise to 
track the hijacked plane and keep other 
aircraft out of harm's way." 

In January 2000, the ALPA criticized 
NBC when Dateline aired final words from 

an American Airlines flight. Pilots have 

HIJACKER: 

Keep remaining sitting. We have a 

bomb aboard. 

The network decided the airing was justified because the tape 
is part of the historical record of an act of war against the U.S. 

been objecting to what they perceive as a 

privacy invasion since the tape of a final 

conversation in Pacific Southwest Airlines 

Flight 182 on Sept. 25, 1978, revealed an 

unidentified voice in the cockpit telling his 

mother he loved her. 

"I can understand why pilots are upset," 

said critic Carl Gottlieb, of the Project for 

Excellence in Journalism. "But, obviously, 

this is a legitimate news story, and it's a 

story that needs to be told." He noted, as 

did the pilots, that print media had already 

run transcripts of the tape. 

Gottlieb did find fault in the way Prime - 

time teased the story along with stories 

about Mick Jagger and a car crash involv- 

ing supermodel Nikki Taylor. "That's an 

insensitive transition," said the former 
news director, "and it's poor production." 

Schneider said such juxtaposition was 

merely part of the TV magazine format and 

noted that print magazines sometimes "have 

stories from different ends of the spectrum 

on different sides of the same page." 

Nielsen's Dimling to retire 
Whiting will succeed him as CEO of Nielsen Media Research 

By Steve McClellan 

ohn Dimling, a 16 -year Nielsen 

Media Research veteran and 

its CEO for the last four 
years, is retiring at the end of 

the year and will be replaced 
by Susan Whiting, who was 

named president and chief 
operating officer in May. 

Dimling, 63, will remain with 

the company on a part -time 

basis, with the title of non -exec- 

utive chairman for both NMR 

and AC Nielsen International. 

It was on his watch as head of Nielsen's 

national TV- ratings service that NMR trans- 

formed the TV- ratings business with the 
1987 introduction of the Peoplemeter. He 

also oversaw the expansion of metered 

measurement from eight markets in 1985 

to 53 markets today and the launch of 
Nielsen's Hispanic ratings service in 

1992 and Internet ratings service 

in 1999. 

Whiting, 45, is a 23 -year 

veteran of the company. She 

was part of the team that de- 

veloped the Nielsen Home 
Video Index division for measur- 

ing cable television and became 

its vice president in 1986. 

In 1997, she was named gen- 

eral manager of national services 

and emerging markets. Dimling said she 
represents "a continuation of this com- 
pany's core values ... she is a natural leader 

and a team builder with remarkable busi- 

ness savvy." 

John Dimli 
years with 

oversaw in 
of the Peo 

ng, in 16 
Nielsen, 

troduction 
*meter. 
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TOP OF THE WEEK 

T H E W E E K T H A T W A S 

Victoria's Secret lingerie fashion 
show grabbed 12 million 
viewers, including an irate FCC 

commissioner. 

SWEEPS SO FAR 

These November sweeps are 

weird. The Emmys, usually in 

September, aired this month. 

The World Series, usually 

over by Halloween at the 

latest, extended to Nov. 4. 

Shows from Michael Jackson's 
blockbuster concert on CBS 

to a Victoria's Secret lingerie 

fashion show on ABC (which 

drew the ire of an FCC 

commissioner) were tossed 

into weak time periods in an 

effort to jack up ratings. 

CBS may have benefited 

the most, with the twice 

delayed Emmys falling into its 

sweeps lap, Jackson's big 

ratings and an abundance of 
other musical specials, includ- 

ing an 'NSync concert. 

Through the first 18 days of 

the November book, Fox had a 

slim lead over NBC in adults 

18 -49: Fox had a 5.4 rating/14 

share vs. NBC's 5.1/13. CBS led 

in both total viewers (13.6 mil- 

lion) and households (8.9/14), 

while ABC was a distant fourth 

in adults 18 -49 (3.9/10) and 

viewers (10.7 million). 

As for the weblets, UPN 
led The WB by the slightest of 
margins in the major ratings 

categories and was up across 

the board from last season. 

Fox was up 32% in house- 

holds, 34% in total viewers 

and 17% in adults 18 -49 from 

the same time last year. CBS 

was up 25% in adults 18-49 

and 16% in total viewers. 

ABC on the other hand, 

was down 22% in adults 18- 

49 and households and 23% 
in total viewers. 

WEST COASTING 
UPN commissioned a 

dramatic pilot by NYPD Blue 

creator David Milch about a 

street hustler who befriends an 

alien. The project is being con- 

sidered for fall 2002.... Cable 

and syndicated series The 

Invisible Man is disappearing. 

Studios USA has canceled the 

series, which has run on Sci Fi 

Channel and in first -run syndi- 

cation since debuting in June 
2000. It averaged a 1.8 rating 

in first -mn syndication last sea- 

son and has averaged 1.8 

rating so far this season, 

according to Nielsen Media 

Research.... Richard E. Gold- 

berg has been named 

Univision's executive vice 

president of affiliate relations. 

CHARITY BLURBS 
New York City's pubcaster 

WNET-TV marked moving 

its transmitter back to the 

Empire State Building on 

Nov. 22 by rebroadcasting 

New York: A Documentary 

Film by Ric Burns over the 

long Thanksgiving weekend. 

Accuracy fans will note that 
WNET tested the transmitter 

early and actually began anew 

from the Empire building on 

Nov. 21 (you won't read that 

in the Times!). Previously, the 

station's transmitter had been 

at the World Trade Center. ... 

Gerald Levin, AOL lime 
Warner chief executive officer, 

gets the first -ever John A. 

Reisenbach Award for Distin- 

guished Citizenship at the 

10th Anniversary Gala of the 
John A. Reisenbach 

Foundation on Monday, Dec. 

3, at New York's Rainbow 

Room. The foundation gets its 

name from the late ad -sales 

executive murdered at a 

phone booth in Greenwich 
Village in 1990. Since 1991, it 

has given $3 million to various 

New York organizations com- 

mitted to improving the qual- 

ity of life in the city. 

NOTES WE KEPT 

On Nov. 12, the day Dallas- 

based American Airlines 

Flight 587 crashed in New 

York, ABC would not give 

permission to Belo's WFAA- 

TV Dallas to pre -empt the 

ABC halftime show during 

Monday Night Football for a 

crash update. American 

Airlines is the market's largest 

employer. A Belo executive 

suggested later that the station 

might have been better off if it 
had just pre -empted halftime 

without asking. News Director 
David Duitch said that it put 
together its avails for a 2:04 

news break, with no commer- 

cials, as a public service.... 

The FTC approved NBC's 

$2.7 billion deal to acquire 

Telemundo. It still must be 

approved by the FCC.... As 

tipped in BROADCASTING & 
CABLE earlier, the Television 

Bureau of Advertising will 

move its annual conference 

from Las Vegas (where it 

shared time with the NAB) to 

New York, where it has 

partnered with the New York 

Auto Show. That's in March. 

It's pretty here then ... The 
FCC named David Fiske 

director of media relations; he 

has been acting director since 

January. 

CORRECTIONS 

Mark Miller wrote the decade - 

by- decade history of 
broadcasting published in the 

Nov. 12 issue.... 
In the Nov. 19 issue, in the 

"Rating the Cable Hits" 

section, A &E's fifth -ranked 

show should have been 

Biography, with a 1.3 rating.... 
On page 41 of the Hall of 

Fame coverage, the name of 

late honoree Ted Yates's son 

was spelled incorrectly. He is 

Eames Yates. 
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WESTERN 

he cable business is 

filled with CEOs fond 

of bold strokes. At 

Comcast, Brian Roberts 

has been cheered for 

his daring bid for 

AT &T Broadband. 

Cox's James Robbins is praised for gambling 

hundreds of millions of dollars on the cable 

telephone business when practically every 

other MSO shied away. And John Malone, 

well, he's got a list of audacious moves 

stretching back nearly three decades. 

But don't look for such business swaewr 
from Carl Vogel. The freshly minted preskl. 

and CEO of Charter Communications has 

been hired in part to calm Wall Street, easing 

anxiety over the abrupt departure of Presi- 

dent and CEO Jerry Kent two months ago. 

When Kent quit, the fourth -largest MSO lost 

a leader who had a strong reputation on Wall 

Street for posting the right numbers. 

Kent's exit trashed Charter's stock, slicing 

it by 35 %, chopping $1 billion in value out 
of principal shareholder Paul Allen's per- 
sonal holdings and, more significant, putting 
him underwater on his three -year journey 
into cable. Allen's cost basis in Charter is 

$19 per share, or about $16 counting certain 

tax benefits. Charter is trading around $13. 

Charter -watchers caution against expect- 

ing big changes. The 6.9 million -subscriber 

company is not in need of a turnaround; 
indeed, the demands on Vogel are quite the 
opposite. Everyone -bosses, subordinates, 
investors, peers -characterize his task as 

keeping the company on its existing path, 
one of strong, consistent growth. And de- 

spite Kent's complaints about Allen's 

involvement, the billionaire is striving to 

convince investors that Vogel isn't suddenly 

going to dramatically alter the game plan. 

Vogel himself says he's not looking to tear 

things up. "I've got to show leadership, 
show financial discipline, convey the mes- 

sage to a lot of constituents. It's a different 
job in terms of scale, but it's not much dif- 

ferent than what I've done before," he says. 

"Carl is smart enough to know that what 

he needs to do is stay enough out of the way 

that the other guys keep doing what they 
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Staying 
the 

course 
"I've got to show 

leadership, financial 
discipline," Vogel 

says. "It's not much 
different than what 

I've done before." 

New CEO Carl Vogel doesn't have to fix Charter; he just has 

to pick up where Kent abruptly left off 

B Y J O H N M 

do," says Morgan Stanley media analyst 

Richard Bilotti, who has followed Vogel's 

career over the past decade. 
"Isn't that what leaders do, surround 

themselves with good people and let them 
do what they're good at ?" asks Bill Savoy, 

president of Allen's personal investment 
vehicle, Vulcan Inc. 

. H I G G I N S 

Steady does not mean unchanging. Char- 

ter lacks the strong, major -market system 

clusters of AT &T and doesn't have quite the 

reputation for quality of Cox, which is well - 

regarded for customer service and high - 

quality cable plant. 

What Charter does have is a management 

with a strong reputation for delivering num- 
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WESTERN 

bers, for consistently outperforming its 

peers. Cash -flow growth of 15% to 17% 

has been common. And the company has 

stayed on the technological cutting edge. 

Two years ago, the company bragged 

about 3.4% basic -subscriber growth at a 

time when other MSOs were at 1%. But 

those new subscribers were too expensive 

and churned out too quickly. Charter is now 

ratcheting back to 1% basic growth and 

allocating the marketing dollars to digital 

cable and data. Today, it leads the industry in 

digital penetration, with 31% of homes pay- 

ing about $16 a month for the extra service. 

Further, about 30% of Charter's cable 

plant has yet to be rebuilt to offer strong 

high -speed data and other digital services. 

The company is working with different 
video -on- demand platforms and planning 
deployment in 10 markets. 

"There's no such thing as a calm day in 

that kind of job," says Bill Schleyer, the for- 

mer COO of Continental Cablevision who 

just took the reins of AT &T Broadband. 

OF JONES, ERGEN AND MALONE 

Vogel has a long, long resume. A former 

CFO of cable operator Jones Intercable, he's 

the only man on the planet to have been 

president of three DBS companies: 
EchoStar, Canada's Star Choice and the 
now -defunct Primestar. 

He has also served in several different 
positions in the world of John Malone over 

the past four years, including president of 
Liberty Satellite and a three -week stint at 

collapsing telephone provider ICG (it took 

him only three weeks to discover that ICG's 

finances were much worse than Liberty had 

been led to believe). 

Vogel is sensitive to the many, many jobs 

on his bio. "I've essentially worked for three 

people in my career: Glenn Jones, [Echo - 

Star's] Charlie Ergen and John Malone." 

His three years in the early days of 
EchoStar's DBS operation draw the most 

interest from Charter staffers and investors, 

who spend about a third of any sit -down 

quizzing him for insight on cable's biggest 

rival industry. (He's happy that Ergen will 

be tangled in federal antitrust review of his 
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"Charter is an 
important business 
to me. I sense that 
it's important to 
him," Vogel says of 
Paul Allen. "It's not 
a sandbox." 

planned takeover of Direc l'V and believes 

Ergen will stop discounting DBS shortly 

afterward.) 

One of the bigger questions about Char- 

ter is what role it plays in Allen's notion of a 

Wired World (yes, he always capitalizes the 

W's). Allen envisions that everyone will be 

connected to networks and any transactions 

that can be done electronically will be done 

electronically. 

When he bought Charter and Marcus 

Cable for $6 billion in 1998, the cable sys- 

tems were to sit in the middle of a bursting 
portfolio of commerce and education ven- 

tures, of distance -learning, e- commerce, 
conduit and content companies. Some, 

Ticketmaster and DreamWorks, have paid 

off well. But others are the detritus of the 

dotcom bust: travel agent Priceline, variable - 

pricing e- merchant Mercata, DSL provider 
NorthPoint, cable Internet provider High 
Speed Access. They are all either out of 
business or severely damaged. A $1.65 bil- 

lion investment in cable overbuilder RCN 

Corp. is now worth about $100 million. 

Not that Allen's trip has 

been a wipeout. He has tended 

to invest at the early venture 

stage, where one hit and well - 

timed sale can erase 15 mis- 

takes. Further, Savoy says, 

Allen started unloading what 

Internet stocks he could early 

last year before the worse of 

the dotcom slide, selling $9 bil- 

lion worth of securities. 

Also, Savoy adds, the dot - 
com bath doesn't change 
Allen's view of Charter: "It 

wasn't presumed that we had 

to own all these assets for the 

benefit of Charter." 

But some Wall Street and 

industry executives are nagged 

by the worry that a multi - 

multi- billionaire like Allen col- 

lects companies the way he 

does Impressionist paintings, 

cars and sports teams. 

"You're always asking, 'Is 

this a sandbox where Paul 

wants to play ?' " says one cable CEO. 
Vogel considers that characterization 

unfair. "I don't see it that way at all. Charter 

is an important business to me. I sense that 

it's important to him. It's not a sandbox." 

Vogel has plenty of incentive to make 

Charter work on its own. In addition to 

receiving $1.5 million a year, he has options 

for 3.4 million shares with an exercise price 

of $13.20. If he gets the stock back to where 

it was before Kent's exit, the options would 

be worth $13 million. If the stock gets back 

above $20, where it was in August, his deal 

would be worth $23 million. 

When Kent quit, he was the only Charter 
executive with a contract. Everyone else 

could have walked out the door in a day. 

Savoy and Allen rushed to secure commit- 

ments from five senior executives, offering, 

at the least, immediate grants of about 
$500,000 in stock, plus raises. COO David 

Barford and CFO Kent Kalkwarf signed 

new deals that roughly doubled their pay to 

$525,000 and gave them each options for 

750,000 shares. 
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SEPARATED AT BIRTH? 

Vogel and Kent have odJI\ similar back- 

grounds. Each was an accountant at Arthur 

Andersen in the early 1980s, though in different 

cities. Each was tapped by a mentor to jump 

into cable. In Kent's case, it was Howard Wood, 

who wanted to start his own firm, St. Louis - 

based Cencom Communications. In Vogel's, it 

was Allen Angelich, who, in the finest tradition 

of accounting and consulting firms, was taking a 

job at one of Andersen's clients, Jones Intercable. 

As a junior staffer at Andersen in Denver, 

Vogel had three types of clients: oil and gas, 

ski resorts, and cable. "Cable clients were by 

far the most interesting," he recalls. 

Further, Cencom and Jones Intercable 

had similar, unusual financial structures as 

syndicators of limited partnerships. As trea- 

surer and later CFO, says Jones Intercable 
founder Glenn Jones, Vogel was in part 
responsible for coordinating dealings 

between Jones Intercable and the thousands 

SHOW SPECIAL 

For years, Ergen had been a small- timer, 

selling equipment and subscriptions in the 

backyard, big C -band dish business. Even in 

the small-dish DBS business, he was small fry 

going up against General Motors- controlled 

DirecTV. That's the point at which Vogel, who 

had lots of experience raising money from 

banks and investors for Jones, stepped in. He 

helped work the company through its first 

junk -bond offerings and IPO. 

"At EchoStar, I was trying to build the 
business, while I was trying to raise the cap- 

ital, while I was trying to build the manage- 

ment team," Vogel says. "It was a ton of 

adrenaline." He ultimately helped raise $1 

billion for EchoStar. 

With EchoStar's first bird eventually 
launched safely in late 1995, Vogel worked 

on finding strategic partners to bring in 

enough money to fully fund the launch of 

the retail side of the business. That hunt 
resulted in Ergen's momentous deal with 

years, but SEC filings don't show whether 

he profited from that growth. 

LIFE AFTER ERGEN 

A noncompete agreement sent Vogel into a 

brief Canadian exile, becoming CEO of Shaw 

Communications' startup Star Choice DBS 

service. Unwilling to relocate his family from 

Denver, though, he commuted to Calgary. 

In 1998, Vogel was tapped to run Prime - 

star, which was launched by a consortium, 

including Malone's Tele- Communications 
Inc. News Corp.'s Murdoch had jilted 

Ergen and wanted to contribute his DBS 

license to and join forces with Primestar. 

While trying to coax that past antitrust 

regulators, Vogel had to completely over- 

haul Primestar's operations. Instead of act- 

ing like a franchising operation, in which 

cable operators handled billing and service, 

he rolled all the local territories and sub- 

scribers up into a central operation. 

'At EchoStar, I was trying to build the business, while I was trying to raise the capital, 
while I was trying to build the management team. It was a ton of adrenaline," says Vogel. 

He ultimately helped raise $1 billion for EchoStar. 

of investors in the web of partnerships. He 

was also a senior executive in three related 

companies: Jones Spacelink, Glenn Jones's 

personal holding company Jones Interna- 

tional, and small TV and film producer 
Jones Entertainment. 

Jones has nothing but praise for Vogel, 

describing his former executive as "high - 

bandwidth," quickly absorbing information. 

"When he left here, the only higher job 

available to him that would have challenged 

his abilities was mine," he says. Could Vogel 

have succeeded Jones if he were inclined to 

step aside? "Absolutely." 

Of course, Jones still hasn't stepped aside 

in his various companies, even three years 

after being forced by a partner to sell his 

core cable systems to Comcast. So Vogel 

jumped in 1994, when EchoStar Chairman 

Charlie Ergen came calling. After years of 
maneuvering, Ergen was close to fulfilling his 

dream of becoming a major satellite player. 
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News Corp. Chairman Rupert Murdoch, a 

deal that later collapsed but foreshadowed 

Ergen's victory last month in snatching from 

News Corp. a deal to buy DirecTV. 

Despite their success, Ergen and Vogel 

did not get along. "Charlie's the only deci- 

sion- maker," says one DBS industry execu- 

tive who knows both. "It's pretty tough: 

Your title is president, and you can't make a 

decision." 

Vogel chalks up his unhappiness more to 

the work pace. "Charlie had an expectation 

that, when he was there, I should be there. 

And when he wasn't there, I should be there." 

That was particularly difficult when Ergen 

periodically retreated to his ranch for weeks at 

a time. "I didn't have a ranch to go to." 

But he did have EchoStar shares at pre - 
IPO prices. SEC filings show that Vogel's 

340,000 shares were worth about $8.8 mil- 

lion when he left the company. EchoStar's 

price soared twentyfold over the next three 

It was mostly for naught. Antitrust regu- 

lators didn't want a cable consortium own- 

ing any more DBS licenses, so it blocked the 

Murdoch deal. News Corp, wound up back 

at EchoStar as a passive partner; Primestar 

sold out to DirecTV and folded. 

But that put Vogel firmly in Malone's 

sphere, first as COO of AT &T Broadband 

for five months and then as president of 
Liberty Satellite, taking on such tough tasks 

as working with hotel pay -per -view provider 

On Command, fixed -wireless phone com- 

pany Teligent and failing telco ICG. "From 

the time I went to Primestar, I was putting 
out fires," Vogel says. 

Fortunately, there are no fires at Char- 

ter -yet. For now, Vogel will not relocate 

his family but will commute between St. 

Louis and his Denver home. But he insists 

this is the job he has wanted for years. "I am 

not a temp," he says. "I fully intend to be 

part of the community here." 
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The Continental drift to AT &T 
New AT &T Broadband team has been there, done that; why in the world do they 

want their new jobs? 

Iis rarely a good idea to 
take a job at a company 
that's up for sale; you 
never know whom the 
next bosses might fire. But 

that's not the case at AT &T 
Broadband, which just recruited 
a squad of ex- Continental 
Cablevision executives despite 
facing a hostile $58 billion 
takeover bid from Comcast Corp. 

AT &T Chairman Michael 
Armstrong maintains that the 
cable division's new president and 
CEO, Bill Schleyer, is his weapon 
against what he contends is a low - 
ball bid from Comcast. Schleyer, 
president of Continental until US 
West's MediaOne Group bought 
the Boston -based MSO in 1996, 
in turn tapped pals Ron Cooper, 
now AT &T Broadband COO, 
and Dave Fellows, now chief 
technology officer. 

Still, many industry and Wall 
Street executives don't believe 
that the executives are committed 
to the Englewood, Colo. -based 
MSO for the long term, 
particularly Schleyer. Once 
before, he quit MediaOne rather 
than relocate to MediaOne's 
Denver base. But, when the new 
crew sat down with 
BROADCASTING & CABLE Deputy 
Editor John M. Higgins, they 
emphasized that they aren't 
temporary and countered some of 
the harsh criticism of AT &T 
Broadband's operations. An 
edited transcript follows: 
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The new AT &T Broadband team (l -r): Chief Technology Officer Dave Fellows, CEO Bill Schleyer and 
COO Ron Cooper. AT &T Chairman Michael Armstrong maintains that Schleyer is his weapon against 
a lowball bid from Comcast; and Schleyer, in turn, tapped his pals to help. But many on Wall 
Street don't believe the trio is committed for the long term. 

There is a general impression that all of 

you are taking this gig as window dressing 

to help AT &T get a better offer out of 

Comcast. 

Schteyer: Where did that come from: 

Everywhere. 

Schleyer: I wish somebody would ask me. 

It's not true. I'm at a different stage in my 

life. My kids are older. I've spent four years 

on the periphery of the industry. I've talked 

to Mike Armstrong several times over the 
past two years. The timing was right, the 
collection of assets was right. Yeah, there 
was this noise in the background that maybe 

the company will take on a partner or be 
acquired. It's an exciting proposition to run 

a company like that. 

If that's the worst -case scenario -that 
we're not the surviving management team, 

that we have to effectuate a smooth transi- 

tion to a company whose management you 

know [Comcast]- that's not bad. 

Fellows: That speculation ignores the 

amount of upheaval in our lives doing this. 

That noise is in the foreground, not the 

background. 

Schleyer: ['here's a process in place. If 
there's a slam -dunk offer, that's one thing. 

But I'm not sure we're going to get it. I love 

our position. We went and assessed what 

AT &T Broadband has done in the broad- 
band space with data and telephony. And 
we said these guys are leaders in the field. 

This thing will start spinning cash next year 

t- 
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in telephone, and the other guys will be in 

the position of just getting started. 

Cooper. We're going to know by the end of 
the year what direction Mike and the board 
are going to take. Then the rumors are 
going to start. 

What are you finding that's wrong with 

this company? Do not tell me "nothing." 
Schleyer: The list of what's right is bigger 

than the list of what's wrong. They're lead- 

ers in the broadband deployment. You've 

got these great assets in clusters that could 
be mined substantially better. You've got 
great people. The spirit is really good here. 

Cooper: There's an enormous lot of work 

that's been done in the past 12 to 18 months 

that's off the radar screen. A lot of these 

properties have been consolidated in- market; 

SPECIAL 

Cooper: I wouldn't have believed that we 

would have done $1 billion in telephone 
revenue or had 1.5 million data subscribers, 

either. 

I don't buy that. Cox has practically 

doubled in size, rolled out all the services 

AT &T has and maintained its margin near 

40 %. 

Schleyer: They have had the advantage of 

stability of management forever. 

Cooper. And stability in markets. They have 

not consolidated systems from so many 

owners in the size of markets we have: 

Chicago, San Francisco, Miami. There were 

6 million subscribers sold or brought inside 

AT &T Broadband in the past 18 months. 
We've converted every single subscriber at 

least once to a new billing system. We've 

of revenues is going to grow. Would I rather 

build my margin on two products [digital 

cable and data] or three? 

Schleyer: As telephone matures, the other 
companies will just be getting started. They 

will take the margin hit when they get 

started. 

What about the culture? When Media0ne 

bought Continental, you guys clashed with 

the culture of Bellheads. 

Schleyer. Cable culture is much more entre- 

preneurial than Bell culture, which is 

process -based. This culture is a mix. But, 

candidly, cable needs more process than the 

old cable- cowboy spirit. The business is 

much more complex and sophisticated. 

Cooper: What we have to do is evolve to 

more of a hybrid. We will have the opportu- 

Schleyer on clashing cultures: 'Cable needs more process than the old cable -cowboy 
spirit. The business is more complex and sophisticated: Cooper adds: 'We will have the 

opportunity to develop the culture we need.' 

a lot of back -office work has been done with 

consolidation of billing systems; a lot of 
plant work has been done. I was surprised 
to see how much work has been done. 

But what's wrong here? 

Schleyer: Service levels over the past six 

months. Answering the phones. There was 

an aggressive move to change some of the 
billing systems. That's caused some service 

calls. The good news is that it's fixable. 

Some of the outsourcing deals were a little 

hasty. There's a perceived problem with tele- 

phony that we're not making any money on 
it. This is a high- variable revenue business, 
and we've sunk a lot of fixed costs. The 
good news is that we're coming out of that. 

Come on. If I had told you five years ago, 

when you were still in the business, that a 

cable operation was going halve its cash - 

flow margin from the 40% range to the 

20s, what would your reaction have been? 

Schleyer: I probably wouldn't have believed 

it. 
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reduced headends from 250 to 40, call cen- 

ters from 200 to 50. That is a lot of change. 

Schleyer. It's unbelievable the number of 
headends we've had to transition from. 

If this was all well and good, you wouldn't 

be there. Dan Somers would still be there. 

So what are you there to fix? 

Schleyer: Are the margins where they're 
going to be? No. There are blocking -and- 

tackling issues that are best left up to an 

experienced cable -management team. 
Everyone pounds on margin. That's not the 
metric of the future. You look at cash flow 

per subscriber. Our revenue per subscriber 
is much higher than the industry's. 

But your cash flow per subscriber was 

$8.40 a couple of quarters ago, and now 

it's up to $12. Everyone else's is north of 

$20. So your revenues are higher, but both 

your margin and your cash flow are lower. 

That counts. 

Cooper: Our revenues are $57 per sub - 
s( Tiber. That's much higher. And that base 

nity to develop the culture we need. 

You guys have been out of the cable busi- 

ness for a while. What's different? 

Fellows: Bill stayed on the CableLabs exec- 

utive board. I'm on the modem -standards 
committee, and I'm an adviser to UPC in 

Europe. At Continental, one of the ways I 

got things done is, I knew every single vice 

president of engineering and every one of 

their direct reports. Here, that's a lot more 

people. The complexity of entering the tele- 

phone business, the number of billing plans, 

the money that passes to 911 suppliers and 

long -distance suppliers -it's a lot more com- 

plex than pay -per -view. But the three -prod- 

uct strategy is something this team bought 
into at Continental. 

At Continental, I was discouraged that it 

was going to take me six years to upgrade 
my plant. Here, I've been gone for five years 

and say, "Why isn't it all done ?" The answer 

is, there's a lot of TCI systems that need to 
be rebuilt. A lot of systems were swapped, 
and the ones we got weren't as good. 
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MTV networks are among the successful cable brands in the business, and one of the 
reasons for that, their executives would tell you, is that the networks are constantly 
reinventing themselves. Now, three MTV brands -VH1, CMT: Country Music Television, 

and TNN: The National Network -are undergoing their own makeovers. Here's a look 

at how Viacom executives are reinvigorating these networks. 

Shook, 
and ,rattled 
rollln at VH1 

P.Diddy, formerly known as Puff 
Daddy, aka Sean Puffy Combs, in 
his top -rated episode of Behind 
the Music on VH1. He's among 
the high -profile hip- hoppers now 
center stage, a far cry from the 
likes of Eric Clapton and Sheryl 
Crow that used to grace the show. 
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Behind the Music was fine, but 
the Viacom music network needs 

to latch on to a new idea 

B Y A L L I S O N R O M A N O 

xcept for one miss- 

ing element -a 
long stint in drug 
rehab -VH1 could 

qualify for its own 
episode of Behind 
the Music. First, the 

network struggles for years seeking 
recognition, putting out a couple of 
popular shows but never getting much 

of a fan base. Then, it scores a break- 
out hit (Behind the Music itself), and 
ratings soar. Everybody's buzzing 

about the show, and the network is 

regularly featured on Saturday Night 
Live. Then, the problem: When bands 
rush to follow up their big hit, the 
songs on the next album usually sound 
too familiar. VH1's next few new 

shows have the same problem, 
dwelling on music history or simply 
riding the broadcast networks' reality- 

TV fad. 

Much like MTV two years ago, 
VH1 is trying to shake itself from a 

deep sleep. Its signature franchise, 
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Rocks of ages (l -r): Pete 
Townsend, Paul McCartney and 
Mick Jagger on one side of VH1's 
John Sykes, Tony King on the 
other. 

SPECIAL 

Behind the Music, has been on 

the air for five years, and, after 

167 episodes, there's very little 

territory left to explore. This 

year's top -rated episodes pro- 
filed hip -hop artists Notorious 
B.I.G. and Sean P. Diddy 

Combs, a far cry from the 

musicians like Eric Clapton 
and Sheryl Crow who used to 

be the network's core subjects. 

VH1 President John Sykes 

knows that his audience is 

waiting, perhaps impatiently, 

for something new. VH1's rat- 

ings have been stagnant over the past year, 

languishing around a 0.3 or a 0.4, according 

to Nielsen numbers. 

The VH1 artist has changed because 
today's VH1 viewers are a different genera- 

tion, according to Sykes. "VH1 targets a 31- 

year -old viewer. That used to be a baby 
boomer; now it's a Gen -Xer," said Sykes, 

who has been at the network's helm since 

1995. "Like MTV, VH1 stays with its 

median age and doesn't follow that audience 

as it gets older." 

VH1 certainly knows how to periodically 

make a splash. Its two big regular events are 

Divas and the VHINogue Fashion Awards. In 

October, the network sponsored and televised 

the Concert for New York City benefit. 

That gave Sykes, a longtime MTV Net- 

works and record -company veteran, another 

opportunity to remember why it's great to 
run a music network: After sitting in on a 

private rehearsal of The Who in a small stu- 

dio in Manhattan's SoHo neighborhood 
prior to the benefit, he beamed that it was a 

"God -like moment for a baby- boomer." 

i i Putting CMT in fine fiddle 
VH1 President John Sykes has a 

simple description of his other 
charge, CMT: Country Music 

Television. It's "VH1 seven 

years ago," when that network 
was limping badly. 

Starved for cash by former 
parent company Westing- 
house, then CBS, the network is 

for the first time in hands that 
are willing to commit money for 
programming and promotion. 
MTV Networks executives know 

it will take a lot of work to 
break the image of CMT as a 

regional clearinghouse for 
countrified video clips, and it 
has to work within a country- 
music industry that isn't as hot 
as it was just a few years ago. 

"We have to break the 
conventional wisdom that CMT 

is just a rural format for old 
country stars," said Sykes, 

adding he wants CMT to be "a 

channel anyone can watch, not 
just someone who likes to go 

hunting and fishing." 
CMT has found a good home 

in the Viacom family. Already, 

the company's media muscle 

has helped spur CMTs distribu- 
tion growth. The channel has 

grown from 38 million to nearly 

52 million subs. Its program- 
ming budget for 2001 is $20 
million -50% more than the 
year before. 

Sykes has installed two new 

programming executives to 
mastermind CMTs evolution. Both 

are new to the country-music TV 

niche. General Manager Brian 

Phillips is a radio veteran who was 

Billboard magazine's "Major Market 

Programmer of the Year' last year 

for making over a Dallas country 

station into the top station in the 

DMA. 

Phillips, however, has had no TV 

experience except for a one -year 

consulting stint with CMT. VP of 
Production and Program Develop- 

ment Kaye Zusmann joined CMT 

from HGTV, where she was director 

of programming. 

The music industry is viewing 
the changes with enthusiasm. If 
CMTs audience grows, country- 
music record sales should follow 

suit. Thus, an artist who gets a 

big play on CMT gets a career 

boost, as recently happened 

when CMT started playing coun- 
try group Nickel Creek in high 
volume. 

Artemis Records Chairman 

Danny Goldberg said CMT's new 

emphasis on quality program- 
ming will motivate record com- 

panies to produce higher -qual- 
ity videos. "For Steve Earlé s 

last album, we made an 

inexpensive video because there 
were limited opportunities for 
exposure. Now, if we made the 
right video with [CMT] as an 

outlet, we could have even bet- 
ter sales," Goldberg noted. 

CMTs median viewer is now 

37 years old, one of cable's 20 

youngest networks, aside from 
kid's nets. Sykes said he'd still 
like to see the average age 

come down a little more. 

The net's most popular shows 

reflect the wide range of ages 

tuning in to CMT. Its highest - 
rated series is the Grand Ole 

Opry-a demographic dinosaur 

that TNN passed off to CMT in 
August. Opry harvests an 

average 1.1 rating on CMT but 
also attracts one of the oldest 
audiences on the network. 

At the other end, Most 

Wanted Live, hosted by Carson 

Daly -like Lance Smith, pulls rat- 
ings 44% higher than last year 

among adults 18 -24. 
CMT earned its highest -ever 

rating in October with the 
Country Freedom Concert, 

garnering a 2.1 rating and 6 

million viewers. 

Still, the channel's prime 
time ratings remain anemic. It 
has averaged a 0.3 rating every 
month this year except July, 
when it slipped to a 0.2. 

Some media buyers maintain 
that CMT is on their radar 

despite its low ratings. Opti- 
media's Kris Magel said he often 
presents CMT to clients looking 
to attract a younger or female 

audience. 
"Advertisers tend to ignore 

CMT because they think the 
audience is downscale," he 

explained. "But they don't real- 

ize the popularity of country 
music." -A.R. 
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Events and specials still draw strong rat- 

ings. The concert earned a network -best 3.7 

rating, and the fashion show garnered a 0.9, 

the highest rating in nine years. VH1 also has 

found success with its original movies, 
including The Way She Moved (1.27 rating, 

3.6 million viewers on Aug. 29) and Hysteria: 

The DefLeppard Story (1.35 rating, 4.5 mil- 

lion viewers on July 18). But original movies 

are too expensive to do steadily. VH1 plans 
to make three or four a year in 

the future. 

The network's original 
series have not fared quite so 

well. Its take on reality T<'. 

Bands on the Run, earned criti- 

cal acclaim and an Emmy nod 

but averaged a 0.3 rating. 

Another original, Cover Wars. 

limped to a 0.2 average. 

In the third quarter, VH1's 

prime time ratings were down 

20% compared with the year 

before. Demos were off, too: 

20% among adults 18 -49 and 21% among 
adults 25 -54. Several media buyers grumbled 
that VH1 should be able to harvest a 0.6 to 

0.8 household rating. 

The ratings slump hasn't yet cost VH1 

advertising dollars. Media buyers say the net- 

work still attracts one of the youngest, most 

affluent audiences on cable and has a sterling 

brand name. "I don't think we're ever look- 

ing at VH1 for a ratings blockbuster," said 

Optimedia's Kris Magel. "I'm buying it 

because of its heavy concentration in two key 

demos, adults 18 -49 and 25 -54." 

Industry insiders say VH1 needs at least a 

hit or two to stage a comeback. And Via - 

com's trying: VHI's programming budget for 

this year was more than $100 million. Over 
the past two years, however, the net has 

tested more than 15 new shows looking for 

something that would stick. Most of the 
series either have slipped off the schedule or 
haven't been renewed. 

VH1 needs to create shows that have 

some attitude, says Lifetime's head of 
research Tim Brooks. "If someone showed 
you Jackass, you'd know it came from MTV 
If you saw Primetime Glick, you'd say Corn- 

SPECIAL NN 

edy Central," said Brooks, who is also a 

writer of TV history. "Maybe they need to be 
tabloidish, but they need a consistent look 
and feel between shows. 

"A music net isn't going to get a 1.5 or a 

2.0 rating," he added. "But they should be 
able to get prime up to the 0.6 to 0.8 range. 

That traces back to lack of branded shows 

and consistency" 

Sykes is optimistic about VH1's first -quar- 

ter slate, which includes a new 

biography series, Evolution, 

and a daily live show from 

Los Angeles. Beginning this 

month, VH1 is rerunning the 

first season of sister net Show - 

time's Chris lsaaks Show. 

There's a new supporting 
cast of executives surrounding 

Sykes, hammering out fresh 

programming ideas. In June, 
former VH1.com chief Fred 

Graver replaced Jeff Gaspin 
as the network's head of pro- 

gramming. Former Inside.com Editor -in- 

Chief Michael Hirschom came aboard to lead 

the network's news and documentary division 

and is already working on a special about 
American skinhead music. Sykes said VH1's 

documentaries "were getting a bit soft," al- 

though he wouldn't cite specifics. 

"Now you're going to see a harder look, a 

more credible journalistic point of view from 

daily news and documentaries," he added. 

Another key change came last July, when 

VH1 execs reorganized four nights of VH1's 
prime time into themed vertical blocks. It 
also may solve a problem that has plagued 
VH1: Viewers didn't know where to find 
shows on the schedule. Unlike MTV's sched- 

ule, which prides itself on being ever -chang- 

ing, VH1's jumbled lineup is considered irk- 

some by some viewers. 

So, for now, four nights are anchored with 

a theme, such as Front Row Friday concert 
nights. Come first quarter 2002, the remain- 

ing three nights will be vertically pro- 
grammed. Sykes says the objective is consis- 

tency and the strategy could stay around for 

three to four years. That's plenty long 
enough for VH1 to evolve again. 

VHS Presiden 
is optimistic 
first -quarter 
includes a ne 
series Evoluti 
live show fro 

t John Sykes 
about VH1's 
slate, which 
w biography 
on and a daily 
m Los Angeles. 
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Can TNN keep Popping? 
Relaunched network is growing, but mainly because of WWF ratings 

B Y A L L I S O N R O M A N O 

For weeks last summer, TNN: The 
National Network dominated New 
York City billboards, boasting to 

TV viewers and the ad- buying community 

that "We've Got Pop." The campaign was 

trumpeting a new name and new owner for 

the 18- year -old network rebranded and 
relaunched by MTV Networks' Nick- 

elodeon unit in September 2000. 

So far, its ratings make it the fastest -grow- 

ing service in basic cable. Prime time ratings 

are up 45% this year, and the channel 
stands among the top -10 rated cable net- 

works. A new $25 million marketing cam- 

paign on Viacom properties and other 
media heralds its repositioning as the hipper 
successor to The Nashville Network. 

But TNN's growth boasts should come 
with an advisory: "Look closer." The ratings 

are propped up by three nights of WWF 
wrestling each week, newly arrived from the 

USA network. Without it, TNN's monthly 
average might look more like a 0.6 than a 1.1. 

That's certainly higher than the network 
had been doing with threadbare reruns like 

The Dukes of Hazzard, Dallas and The Wal- 

tons. But it's not the clear programming suc- 

cess the poster campaign implies. 

TNN executives freely admit that "INN ts 

a work in progress. "We've been under con- 

struction for the last year," says General Man- 

ager Diane Robina, who took the reins when 

the channel relaunched. But she contends it's 

becoming the MTV generation's general - 
entertainment cable channel, a younger, 

edgier alternative to broad -based cable. 

Its WWF shows are usually among 
cable's top -rated shows each week and typi- 

cally draw ratings between 3.0 and 5.0, ac- 

cording to Nielsen numbers. 

Media executives see the WWF's huge 
ratings as both blessing and a curse. For one 
thing, it's very tough to find other shows to 
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Robot Wars has found a home after wrestling on 
nights and averages a 1.0 rating. 

promote during wrestling. The WWF's 
young, male audience never matched up 
well with USA's other programming until 

the channel created a Tuesday- night action - 

movie block. 

Tim Spengler, Initiative Media's director 
of national broadcast, says TNN needs "a 

major ratings -grabber that is 

broader." 

To that end, TNN secured 

off -net rights to Star Trek: 

The Next Generation and 
CBS hit CSI:Crime Scene In- 

vestigation. In October, the 
net began stripping off -nets 

of Star Trek at 8 p.m., gener- 

acing record ratings as high as 

1.7 the first week but settling 

into an average 0.6. Next fall, 

CSI comes to TNN, at $1.6 million per 
episode. 

It's still going to take at least one break- 
out original series for TNN to reach the 
upper echelon of cable Nielsens. Sunday - 
night dramas help Lifetime regularly lead 

the monthly ratings, and TNT found a hit 
last summer with sci -fi cop drama Witch - 

blade. TNN plans on scripted originals by 

2003, and Robina estimates that 50% of the 
schedule will be original by 2005. 

Saturday 

TNN hurried to launch 

some originals in August, opt- 

ing for cheaper non -scripted 

shows that produced limited 

success. Robot Wars, which 

averages a 1.0 rating, has found 

a home Saturday nights after 

wrestling, and Ultimate Re- 

venge notches a 0.4 average. 

But Pop Across America, Small 

Shots and Lifegame flopped, 

averaging just a 0.1 rating. 

Currently run in late night, 

they haven't been renewed yet. 

Conspiracy Zone, a Politically 

Correct -style show hosted by Saturday Night 

Live veteran Kevin Nealon, debuts in January. 

TNN's general- entertainment rivals - 
USA, TNT, TBS- garner big ratings from 

original and acquired movies. But TNN 
can't spring for the recent hits they buy. 

Rights to a movie's first network window or 

first cable run can run up to 

$35 million figure too rich 

for TNN, according to Ro- 

bina. 

Instead, TNN buys less 

expensive movies from the 
1980s and '90s, such as The 

Godfather series, Platoon and 

The Birdcage, airing them 
three times a week in prime. 

That strategy could be 
risky: Hit movies are a guar- 

anteed ratings hit, and conserving money for 

original series increases the pressure to find 

a hit. 

TNN execs are moving slowly, adding 
new shows in prime and patiently sitting on 

some holdovers from the Nashville Network 
days. Some of the older -skewing program- 
ming will be the next thing to go, says 

Robina. "We still have some of The Waltons 

and The Rockford Files. As we get more 
young viewers, that will change." 

GM Diane Robi 
becoming a yo 
edgier alterna 
broad -based c 

na sees TNN 
unger, 
tive to 
able. 



./ 

Programmi- 

SyndicationWatch 

Using the incubator strategy 
Twentieth TV plans limited -launch approach for Good Day Live 

By Joe Schlosser 

Ta entieth Television is turning to its 

incubator strategy for the second 

time. Starting next month, the News 

Corp. -owned syndication unit will use five 

of the Fox -owned and operated stations to 

launch its Good Day Live strip, a news and 

entertainment magazine series based on 

KTTV -TV Los Angeles's successful morn- 

ing news program Good Day LA. 

Good Day Live will get rolling on 

Dec. 3 on WAGA -TV Atlanta, KSAZ -TV 

Phoenix, KTVI -TV St. 

Louis, KTBC -TV Austin, 

Texas, and KTTV -TV 

Los Angeles. 

The move comes less 

than a year after Twen- 

tieth TV executives 

brought court series 

Texas Justice out in a sim- 

ilar controlled launch. 
Last March, Texas Justice 

debuted on nine Fox stations around the 

country and, by January, will be seen in 

more than 80% of the U.S. 

"Texas Justice was the first of many shows 

we plan to bring to the marketplace in this 

fashion," says Twentieth TV President Bob 

Cook. "Our stations provide a tremendous 

opportunity to test and hone a show. We 

hope to duplicate the success of Texas Justice 

with this modified version of Good Day LA." 

The magazine show will likely get a 13- 

week test on the five stations and, if it 

works in those markets, will probably go 

into a full -national syndication rollout 

next fall. 

Good Day LA, which has produced 
strong ratings on the Fox -owned Los Ange- 

les station, is an off -the- 

wall, joke - filled morning 

news show with a Holly- 

wood bent. Anchors 

Steve Edwards, Dorothy 

Lucy and Jillian Barberie 

(who is also on Fox 

Sports' Sunday NFL pre- 

ook, game show and was for - 
tevision merly host of FX's The 

Test) go about things in 

their own way. The three anchors will con- 

tinue to host Good Day LA each weekday 

morning from 7 to 9 a.m. PT and then 

move to a newly designed set at KTTV to 

host the one -hour Good Day Live. 

'Texas Justice was the 

first of many shows 

we plan to bring to 

the marketplace in 

this fashion: 
-Bob C 

Twentieth Te 

Good Day Live, hosted by Good Day LA's 

Dorothy Lucy (l), Steve Edwards and Jillian 
Barberie, debuts Dec. 3 on five Fox stations. 

"The chemistry between the three of 

them is unique and different," Cook says. 

"I think this comes with a West Coast 

entertainment sensibility and perspective. 

It's an entertainment and lifestyle show 

that isn't out there right now. You sort of 

get the East Coast perspective with Regis 

and Kelly, but no one is really representing 

the West Coast." 

Good Day Live will mix in celebrity 

interviews, topical news and reports from 

around the country with correspondents 
from other Fox stations pitching in stories 

to give it a national feel, Cook says. 



FULL DISCLOSURE 
WSB -TV Atlanta reporter 

Roby Chavez says he only 

reluctantly agreed to 

treatment when a car plowed 

into the news van he was in 

last May (B &C, May 14). 

Chavez, who pulled the drunk 

driver from his car as fire was 

spreading, says he was afraid 

of having to reveal another 

medical condition. 

That reluctance -which he 

acknowledges could have exac- 

erbated serious injury- helped 

Chavez decide to go public 
with his being HIV- positive, he 

says. More than a year after his 

diagnosis, Chavez made the 

disclosure -while addressing 

the Atlanta Executive 

Network, described as a 

networking group for gay and 

lesbian professionals. He said 

he did it despite the knowledge 

that it could "derail a career 

I've spent 15 years building." 

Chavez's option was not 

picked up by his station -for 
reasons unrelated to his condi- 

tion -and he and his agent are 

looking for a new job for him. 

There has been an 

abundance of information 

about HIV, says Chavez, who 

adds that he follows a ritual of 
medications and is in good 

health. "But I don't think peo- 

ple know the firsthand, 

personal story of what it is and 

what it's like to live with. I'm 
in the business of giving 

people information." 

VETO VOTE 

The Illinois Senate has given 

new impetus to American 

Federation of Television and 

rogramming 

StationBreak 
B Y D A N T R 1 G 0 8 0 F F 

Talking it over in Texas 
ABC News anchor Peter Jennings was among the news leaders 

attending a community forum in Dallas discussing Sept. 11 and 

post -Sept. 11 coverage, sponsored by ABC Dallas affiliate WFAA -TV. 

Radio Artists' fight against 

noncompete clauses in TV tal- 

ent contracts. 

The Senate voted to 

override Gov. George Ryan's 

veto in July of a bill that 

would eliminate noncompete 

clauses in broadcast contracts 

in the state. The vote was 48- 

10, a pickup of two for each 

side from the pre -veto Senate 

vote. The House, which voted 

110 -3 in favor of the 

legislation, takes up a possible 

veto override tomorrow. 

For AH RA, the 

Republican -controlled Senate 

appears to have been a bigger 

hurdle than the House in 

overriding the Republican 

governor. AFTRA Chicago 

leader Eileen Willenborg said 

she is both hopeful and confi- 

dent the bill will become law. 

"We're disappointed with 

the Senate's vote for an 

override and remain puzzled 

as to why the Illinois 

Legislature 'singled out' the 

broadcast industry," said Den- 
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nis Lyle, president of the 

lllinois Broadcasters Associa- 

tion. "Other Illinois industries 

should now be concerned that 

they could also become the 

target of selective interference 

in these matters that are best 

left to the courts." 

NO VETO VOTE 

Indiana legislative leaders 

called off plans last week to 

vote on overriding Gov. Frank 

O'Bannon's veto of a bill that 

would exempt lawmakers 

from the state's open- records 

law. House Speaker John 

Gregg said the vote would be 

postponed indefinitely in hope 

of a compromise, although 

earlier efforts at compromise 

between media and the legisla- 

tors failed. The Society of Pro- 

fessional Journalists has led a 

media coalition in opposition 

to the bill. Indianapolis TV 
station WTHR(TV) and the 

Indianapolis Star released a 

poll this month in which an 

overwhelming number of 

respondents-68%-opposed 
the exemption. 

"This is an example of the 

worst kind of government arro- 

gance," said Ian Marquand, 

SPJ Freedom of Information 

Committee chairman and spe- 

cial- projects coordinator for 

KPAX -TV Missoula, Mont. 

"How dare the Indiana Legis- 

lature say it will serve the pub- 

lic's interest better by locking 

citizens out of the decision - 

making process." 

NOTING NEWSPEOPLE 

KCNC-TV Denver News 

Director Angie Kucharski - 
recently named among B &C's 

"Next Wave" of TV 
leadership (Oct. 29, p. 30)- 
was honored by the Radio - 

Television News Directors 

Association and Foundation 

with the Rob Downey Citation 

for her work as chair of the 

membership and governance 

committee and as a regional 

director. RTNDA Chairman 

Mark Millage also cited her 

work on a training manual for 

board members and as a mem- 

ber of the ethics committee. 

Longtime RTNDA board of 
trustees member Bob Priddy, 

news director at MissouriNet 

in Jefferson City, Mo., was 

given the foundation's Barney 

Oldfield Distinguished Service 

Award. Priddy is a former 

RTNDA chairman and a 10- 

year member of the executive 

committee. 

All news is local. Contact Dan 

Trigoboff at (301) 260 -0923, 

e -mail drig @erols.com or 
fax (413) 254 -4133. 



The VOD service that's more than movies. 

select y Zjn; 
video m 

maximum science 

birdsight 

bridal 

photography close 

u 

Special interest video magazines 

developed exclusively for 
Video On Demand. 

Available now. 

See a demo at the Western Show. 
Concurrent Computer, Booth 46C4 
and SeaChange, Booth 1420 

For more information, contact: 

Ray Boller 
212.3 89.6707 
rgbollerrwrainbow- media.com 

Nick Makris 
212.389.6722 
namakris'arainbow -media corn 

Video Macazine Rack 

A service of Rainbow Media Holdings Inc. 

Mark Romano 
212.3 89.6715 
mfromano(Qraintow- media.com 



Washington 

Merger modeling 
FCC may take experimental approach to cable competition 

By Bill McConnell 

The FCC just might get radical with 

the cable industry. Under orders from 

federal judges, the FCC is rethinking 

the traditional way it pre- 

vents one company from 

dominating the pay -TV 
business, which has been to 

impose a set limit on any 

company's size and reach. 

One idea getting scrutiny is 

the in -vogue field known as 

"experimental economics." 

TV professionals might 

scoff that nothing from the 

dismal science will ever be in 

vogue, but experimental 

economics is fast gaining 

fans among academics. The aim of experi- 

mental economists is to explain seemingly 

irrational real-life market decisions that 

often defy expectations assumed by classical 

economists under perfect conditions. 

The local- delivery monopolies and pro- 

gramming oligopolies that make up the 

cable industry are ripe ground for this type 

of study, say industry observers. 

The FCC is currently working on an 

experimental model that can predict the 

marketplace impact of a cable- industry 

merger. Presumably, the model could be 

used to help the agency judge future mer- 

gers on a case -by -case basis if it dumps for 
good the 30% cap on one company's share 

of multichannel subscribers as a commis- 

sion proposal suggests. 

"This would allow us to model the im- 

pact of a merger rather than theorize," FCC 

Cable Services Bureau Chief Ken Ferree 

told reporters earlier this month. He would- 
n't say what factors the economic formula 

would take into account but said he hopes 

to have a version ready for public comment 

by February. 

FCC Chairman Michael Powell has 

already said he may replace the 30% limit 
on one company's share of 
pay -TV subscribers with a 

"safe harbor" that would 

allow most deals to go 

through unchallenged un- 

less government econo- 

mists determined that the 

merged company would 
have power to affect the 

prices of programming net- 

works and competing 

video distributors. 

Th FCC also is examin- 

ing some traditional models 

of marketplace power, including the 

Herfindahl-Hirschman Index, which esti- 

mates how changes in market share affect 

overall concentration in an industn. 

FCC Cable Se 
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Experimental economics goes one step 

further by drawing conclusions based on 

"game theory," the study of how businesses 

make decisions in the face of many options 

and factors outside their control. Rather 

than deriving theories from data culled from 

the economy at large, experimental econo- 

mists mimic physical scientists by conduct- 

ing controlled experiments on small groups. 

Players on both sides of the ownership - 

limits war see the effort as positive. 

The National Cable and Telecom- 

munications Association, which has gener- 

ally favored case -by -case merger reviews 

rather than set ownership limits, is encour- 

aged by the FCC's apparent effort to take 

an approach similar to antitrust regulators' 

at the Justice Department and FTC 

Media Access President Andrew 
Schwartzman says he opposes models as a 

replacement for set ownership limits but 
is fine with a tool that could provide an 

extra layer of merger analysis. "They're 
looking for additional ammunition, and 

that's OK," he said. MAP has asked the 

U.S. Supreme Court to uphold the 30% 

cap, which was thrown out by lower -court 
judges in \larch. 

Staying noncommercial 
By Paige Albiniak 

ublic "l'V stations cannot use federal 

funds to support new digital services 

that run commercials, the Cor- 

poration for Public Broadcasting's board of 
directors agreed last week. Actually, that is 

already the law of the land, but, in response 

to lawmakers' concerns, the board put an 

exclamation point on it. 

In October, the FCC ruled that public 
TV stations could fund new ancillary digital 

services, such as multicast channels or dat- 

acasting, by soliciting sponsorships or run- 

ning ads. Reps. Ed Markey (D- Mass.), Billy 

Tauzin (R -La.) and Richard Burr (R -N.C.) 

expressed their concern to the FCC about 

"creeping commercialism" in public broad- 

casting. On Friday, responding to those con- 

cerns, the CPB board passed a resolution 

that restates as CPB policy what the law 

already says: Public TV stations cannot use 

public money to help fund services that 

have commercial backing. The CPB board 

also recognized that Congress and the FCC 

expect public broadcasting to remain most- 

ly noncommercial and publicly funded. 

The resolution did not appease all law- 

makers. It "doesn't change the fact that they 

are commercializing what is supposed to be a 

noncommercial asset," said a Markey aide. 



11', VIDEO-ON 14 I.IANU I b4AII SHDPPIN UCATION ENTERTAINMENT PAY-FR-VIEW 

If you can Imagine it... 

MOSAIC. 

...Canal+ Technologies 
can help you deliver it. 

Robust, reveiue- nerstingcontert 
lava 
Multiple pla_ forms 
JVB -MHP 

- Vivendi Unierszl 
- Entertainment he-itage 
- Proven integration 

Millions of deplcy-nents 
Millions of s _ibscr bers 

Canal +Technollogies 
C 'slew Dimension r Entertainment" 

Cell 877.385.7338 or visit LS at 
wNw.canalph- s- te_hnologies.com to 
f nd out how you O, shorter your 
t me to revere. 

CANAL+ 
TECHNDLOGIES 

See us at the Wester- Cable Show - Booth #4831 



Washington 

The unending must -carry war 
Cable balks at full -carry; satellite bristles at all -carry; Congress says get on with it 

By Paige Albiniak 
AIthough the Supreme Court in 1997 

Wiled that must -carry is the law of 
the land, fighting over it remains 

the general rule. 

Today, broadcasters are in a standoff 
with cable operators over how must -carry 

should be handled in the digital age, while 

satellite TV companies await a federal ap- 

peals court decision on a law that requires 

them to carry all local TV signals in markets 

they serve. 

So far, broadcasters haven't been 
getting their way when it comes to 
cable carriage of their digital sig- 

nals. The National Association of 
Broadcasters initially pushed the 
FCC to require cable operators to 
carry both broadcasters' analog and 
digital signals during the transition. 

In a preliminary finding earlier this 

year, the FCC ruled that cable 
operators are required to carry only 

one version of broadcasters' prima- 

ry signal, whether that be analog or 
digital. 

Last month, the NAB board 
stepped back from its demand for 

dual must -carry. Now broadcasters 

are suggesting they won't push for dual 

carriage during the transition so long as 

cable operators are required to carry 
broadcasters' full 6 MHz digital signal 

once the transition is completed, whether 
that includes several standard -definition 

multicast channels, one high -definition 
feed or a combination of the two with data 

services thrown in. 

One lawmaker -Rep. Ed Markey (D- 

Mass.) -would be on board with that plan 
but only as long as the ancillary services 

were free. "[Markey] believes that cable 
operators should have to carry every pro- 
gram that is available for free," said an aide. 

Cable, however, is not on board, with 

executives saying privately they are obligat- 

ed to carry broadcasters' replicated prima- 

ry signal only and nothing more. 

"We stand ready to work with all parties 

on the digital transition; however, a plan 

that reserves part of our privately funded 
network for each broadcast outlet without 
regard for the quality of that content would 

not be the best way for us to serve our cus- 

tomers," said David Beckwith, NCTA 
spokesman. 

are pushing broadcasters and related in- 

dustries to jump -start the transition to digi- 

tal television. Reps. Billy Tauzin (R -La.), 

John Dingell (D- Mich.), Fred Upton (R- 

Mich.) and Markey met with representa- 

tives of the broadcast, cable, consumer 
electronics and content industries earlier 

this fall. Another meeting is planned for 
Wednesday. 

Both Tauzin and Markey have said they 

would be willing to push legislation if the 

industries cannot get the transition 
moving. 

Outside of Washington, a group 

of executives from broadcast net- 

works and station groups have met 

in Los Angeles and New York to 
brainstorm ways to work together 

and improve broadcasters' future. 

The group is said to be trying to fig- 

ure out how to get cable operators to 

pay more money for broadcasters' 

signals. Emmis Communications' 
Chairman Jeff Smulyan is leading the 

effort and says the group is at the 

beginning of talks. 

On the satellite side, the Satellite 

Broadcasting and Communications 
Association and EchoStar have 

asked the Fourth Circuit Court of Appeals 

in Richmond, Va., to stay a law that requires 

satellite -TV companies to carry all local TV 

stations in all markets they serve by Jan. 1. 

The motion says the court is unlikely to 
resolve a pending lawsuit on the matter 

before the deadline and thus should enjoin 

the law until the courts can resolve the issue. 

The DBS industry, which may consist of 
only one carrier if the government ap- 

proves EchoStar's purchase of Hughes, 
says the satellite "must -carry" law is uncon- 

stitutional because it dictates what pro- 
gramming satellite -TV carriers must offer. 

They also say it's an unconstitutional "tak- 

ing" of satellite capacity. 

While NCTA, NAB and SBCA battle over who has to carry what, 
Rep. Billy Tauzin (R -La.) says somebody needs to get the DTV 

transition moving or Congress will step in. 
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Meanwhile, Paxson Communications 
already is challenging the FCC's tentative 

opinion in the federal appeals court in 

Washington. Paxson says the 1992 Cable 

Act, which includes the twin doctrines of 

must -carry and retransmission consent, 
should be interpreted to mean that cable 

operators are required to carry the entire 

signal. NAB has not yet decided whether to 
support or oppose Paxson in that case, but 
NAB attorneys are concerned that support- 
ing Paxson means giving up on dual cable 
carriage entirely, an option the association 

hasn't been ready to foreclose. 

Top members of the House Energy and 
Commerce Committee, including Markey, 



Combos 
WICC(AM) Bridgeport, WINE(AM)- 
WRKI-FM Brookfield and WEBE -FM 

Westport, all Connecticut; WRRB -FM 

Arlington; WPUT(AM) Brewster; WCZX- 

FM Hyde Park; WPDA -FM Jeffersonville; 
WKNY(AM) Kingston; WALL(AM) -WRRV- 
FM Middletown; WFAF -FM Mount Kisco; 
WAXB -FM Patterson; WEOK(AM) -WPDH- 
FM Poughkeepsie; WFAS -AM -FM White 
Plains; WZAD -FM Wurtsboro, all New 

York 
Price: $219.6 million 
Buyer: Cumulus Broadcasting Inc. (Lewis 
\ \'. Dickey. Jr., president/CEO); owns 240 
other stations 
Seller: Aurora Communications (Frank 
Osborn, founder) 
Facilities: WICC(AM): 600 kHz, 1 kW 
day, 500 W night; WINE(AM): 940 kHz, 
680 W day, 4 W night; WRKI -FM: 95.1 
MHz, 30 kW, ant. 67 ft.; WEBE -FM: 
107.9 MHz, 50 kW, ant. 384 ft.; WRRB- 
FM: 96.9 MHz, 310 W, ant. 1,007 ft.; 
WPUT(AM): 1510 kHz, 1 kW day; 
WCZX -FM: 97.7 MHz, 300 W, ant. 1,030 
ft.; WPDA -FM: 106.1 MHz, 2 kW, ant. 
627 ft.; WKNY -AM: 1490 kHz, I kW day, 
1 kW night; WALL(AM): 1340 kHz, 1 

kW day, 1 kW night; WRRV -FM: 92.7 
MHz, 6 kW, ant. 269 ft.; WFAF -FM: 
106.3 MHz, 1 kW, ant. 440 ft.; WAXB- 
FM: 105.5 MHz, 900 W, ant. 610 ft.; 
WEOK(AM): 1390 kHz, 5 kW day, 100 
W night; WPDH -FM: 101.5 MHz, 4 kW, 
ant. 1,539 ft.; WFAS -FM: 103.9 MHz, 600 
W, ant. 669 ft.; WFAS -AM: 1230 kHz, 1 

kW day, 1 kW night; WZAD -FM: 97.3 
MHz, 620 Ws, ant. 719 ft. 

ChangingHands 

Format: WICC(AM): full service; 
WINE(AM): adult standard; WRKI -FM: 
AOR; WEBE -FM: AC; WRBB -FM: 
alternative; WPUT(AM): adult standard; 
WCZX -FM: oldies; WPDA -FM: classic 
rock; WKNY -AM: AC; WALL(AM): 
sports; WRRV -FM: alternative; WFAF- 
FM: AC; WAXB -FM: oldies; 
WEOK(AM): sports; WPDH -FM: classic 
rock; WFAS -FM: AC; WFAS -AM: adult 
standard; WZAD -FM: oldies 
WXTW -FM Auburn, WWWD -FM 

Churubusco, WGL(AM) Ft. Wayne and 
WCKZ -FM Roanoke, all Indiana 
Price: $7.5 million 
Buyer: Travis Media Corp. (Karen Travis, 
president); owns two other stations, none 
in this market 
Seller: Kovas Communications (Frank 
KiA as. president) 
Facilities: WXTW -FM: 102.3 MHz, 6 
kV', ant. 315 ft.; WWWD -FM: %.3 MHz, 
7 kW, ant. 554 ft.; WGL(AM): 1250 kHz, 
2 kW day, I kW night; WCKZ -FM: 94.1 
MI Iz, 3 kW, ant. 328 ft. 
Format: WXTW -FM: alternative; 
WVG'VUD -FM: country; WGL(AM): 
sports; WCKZ -FM: Christian/rhythmic 
WDVM -FM Nekoosa and WIBU(AM) 
Wisconsin Dells, both Wisconsin 
Price: $2.3 million 
Buyer: Starboard Broadcasting Inc. 
(Stephen Gajdosik, president); it owns five 

other stations, none in this market 
Sellen Magnum Radio Inc (David R 
Magnum, president) 
Facilities: WDVM: 93.9 MHz, 25 kW, 
ant. 66 ft.; WIBU: 900 kHz, 1 kW day. 

229 W night 

Format: WDVM: dark; WIBU: adult stan- 
da I 

FMs 
WNPL -FM Belle Meade; WRQQ -FM 

Goodlettsville, and WQQK -FM 

Hendersonville (Nashville), Tenn. 
Price: $84 million 
Buyer: Cumulus Broadcasting Inc. (Lewis 
W. Dickey Jr., president); owns 240 other 
stations. 
Selten Dickey Brothers Broadcasting LLC 
(Michael Dickey, president) 
Facilities: WNPL -FM: 106.7 MHz, 1 kW, 

ant. 774 ft.; WRQQ -FM: 97.1 MHz, 50 
kW, ant. 492 ft.; WQQK -FM: 92.1 MHz, 
3 kW, ant. 463 ft. 

Format WNPL -FM: rock; WRQQ -FM: 
hot AC; WQQK -FM: urban 
Broken George Reed of Media Services 
Group 

AMs 
WNSG(AM) Nashville, Tenn. 
Price: $2.5 million 
Buyer: Nashville Public Radio (Robert J. 
Gordon, president); owns three other sta- 
tions, including WPLN -FM Nashville 
Seller: , \lortenson Broadcasting Co. Inc. 
i.fack . \lortenson. president) 
Facilities: 1240 kHz, 1 kW day, 1 kW 
night 
Format Urban/gospel 
Broken. John Pierce & Co. 

-Information provided by 
BIA Financial Networks' 

Media Access Pro, 
Chantilly, Va. www.hia.com 

PURCHASED! 
Station: KKWB -TV, El Paso, Texas 

Price: $18,000,000 
Buyer: Entravision, Walter Ulloa, Chairman 

Seller: White Knight, Sheldon Galloway, Chairman 
CobbCorp represented the Seller. 

CobbCorp, LLc 
Brokerage ... Appraisals ... Consulting ... Merchant Banking 

202 -478 -3737 E -mail: briancobb @cobbcorp.tv 
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Set -tops get into the action 
Boxes debuting at the Western Show enable new services, including VOD, HDTV and PVR 

By Michael Grotticelli 
Manufacturers at this week's 

Western Show in Anaheim, Calif., 

will be pushing digital set -top 
boxes that do more than just receive digital 

channels. The next -generation boxes also 

enable new services: video -on- demand 
(VOD), high definition television (HDTV) 

and personal video recording (PVR). 

The vendors market their products in 

three basic categories: thin -client models for 

operators seeking an economical solution to 

interactive services; thick -client boxes for 

those that want to offer more features; and 
multifunction boxes, which could include 

audio /video receivers, cable modems and 

CD/DVD players. These last boxes would 

be sold to consumers in stores. 

Motorola's Broadband division has 

expanded its DCT2000 platform with the 

introduction of the DCT2500 and 
DCT2600 thin -client models, which deliver 

interactive services and PVR capabilities. 

According to Bernadette Vernon, direc- 

tor of strategic marketing for Motorola's 

DigiCable division, the DCT2500 offers all 

of the DCT2000's features but adds more 

processing power, improved graphics, 

scaled video, and data extraction for text 

and other information services. The 

Motorola is introducing two models that deliver interactive 
services and PVR capabilities. 

DCT2600 includes a hard disk for PVR 
Motorola will also show its advanced 

DCT5000 platform (which now includes the 

DCT5100, DCT5200 and DCT52X0), 

introduced at the NCTA show in May. It has 

more processing power, an internal cable 

modem, HDTV and PVR functionality, 

Vernon said, and this thick -client model will 

be ready to ship in the first quarter next year. 

In addition to a series of software appli- 

cations that run on the DCT platform, 

Motorola will exhibit the Digital Con- 

vergence Platform (DCP), a "home the- 

ater" box that incorporates a DCT2000 set- 

top box, an A/V receiver, a 

CD/DVD player, and 100 - 

watt- per -channel audio. It 

will be sold in stores (no 

price yet) and to MSOs that 

might want to resell to sub- 

scribers. It will be available 

by the first quarter. 

At Scientific -Atlanta, thin - 

client set -tops with electronic 

program guides and VOD 

capability are the hot new 

items, noted Dave Davies, 

director of strategic market- 

ing for the company's Sub- 

scriber Networks division. 

Cable operators will roll out the more ad- 

vanced- featured boxes in 2003, he said. 

"I can't think of a single MSO that is not 

going to introduce some type of VOD ser- 

vice next year," Davies said. "We think that 

on -demand services and PVR are going to be 

great revenue- generating features that offer 

MSOs a powerful tool to use against" rivals. 

Having shipped more than 9 million dig- 

ital boxes worldwide thus far, S -A recently 

announced that Time Warner Cable has 

committed to purchase 625,000 of its 

Explorer digital set -tops for VOD, sub- 

scription video -on -demand (SVOD), PVR 
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with Encoda's sales, traffic, 
scheduling, and financial 
systems. 



and HDTV. 

TWC is planning to test a number of new 

services across the country. The order 
includes 100,000 of S-A's new Explorer 
8000 set -tops with PVR functionality; 

50,000 Explorer 3100HDs, capable of 
decoding all 18 ATSC HD digital formats as 

well as standard -definition digital and ana- 

log video; and 475,000 Explorer 2100 digi- 

tal set -tops, which enable VOD, SVOD, e- 

mail, Web browsing, chat and e- commerce. 

"We've been pleasantly surprised this 

year by the interest in HDTV," Davies said. 

"Broadcasters should take notice that the 

cable industry is planning to offer HDTV 
in a big way in the very near future." 

At the show, S -A will also demonstrate a 

suite of interactive applications, developed 

by the company's software- development 

group, that run on video -server systems 

from companies like SeaChange, NCube, 

Concurrent and Diva. These applications 
can be simple games or on- demand weath- 

er and sports information, which many 

operators have begun rolling out to whet 

subscribers' appetites for interactive TV. 

Pace Micro Technology Americas is the 

newest entry into the U.S. cable market, 

although, according to a company rep, it is 

the third -largest box supplier worldwide, 
with more than 900,000 shipped in first 

quarter 2001 alone. It will exhibit the 500 

series box, an advanced digital box cur- 

rently being shipped in large quantity to 
Comcast, TWC and others. The 500 inte- 

grates the Broadcom BCM 7100, S -A's 

PowerKEY conditional access and the 
Power TV operating system on a single sil- 

icon chip, making the box one of the small- 

Technology 

est on the market. 

According to Pace, the 500 supports a 

number of interactive electronic program 

guides, including its new Pace Enhanced 

TV Resident Application. 

The company will also demonstrate its 

700 series digital home gateway, which has 

an HDTV option and is being developed 

for Comcast Cable, and a new set -top box 

with fully integrated PVR (including a dual 

tuner and hard disk with 40 -GB capacity, 

or 20 hours of recording time) that is cur- 

rently in use by British Sky Broadcasting's 

Sky+ service in the UK. 

Pioneer New Media Technologies ship- 

ped 250,000 of its Voyager 1100 and Voyager 

1110 digital set -tops in the second quarter, 

295,000 in the third quarter and 1.5 million 

overall in the U.S. Lt's showing a new gateway 

box that combines a DOCSIS modem, an 

internal router /firewall, and a wireless base 

station. It supports both wired and wireless 

connectivity to link multiple devices in the 

home, the company said. 

Add users, not bandwidth 
For VOD, digital system 
requires one server port 
per title, not per user 

By Michael Grotticelli 
Anew entry in the VOD space is 

PrediWave. The San Jose and 

Fremont, Calif. -based company 

plans to demonstrate at the Western Show 

(in a hotel suite) a new digital broadband 

delivery system that, it says, does not require 

increased bandwidth as the number of users 

increases, unlike with other systems. 

Currently deployed at a cable MSO in 

China, PrediWave's technology features 

integrated VOD and digital programming 

as well as (optional) PVR functionality. 

The company says its approach saves 

bandwidth by statistically distributing data 
across a digital bit stream. The packet - 

based system sends data at specific times, so 

IWW-911Mir_ 
¶echnology T h rou h g g', 
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that users can start, stop and pause a title 

whenever they choose and not affect any- 

one else accessing that same title. 

"The information is actually being multi - 

cast," said Tom Elliott, PrediWave senior 

adviser of business development, a 

CableLabs co -founder and former 
Telecommunications Inc. executive. "It's a 

very different technique as opposed to 

today's VOD methods that require a dedi- 

cated server port and chunk of bandwidth 
for each user. Our technology requires only 

one server port per title." 

Elliott added that the system requires 

special set -top boxes (manufactured by 

PrediWave overseas) incorporating the 
company's proprietary micro technology in 

consumers' homes and specialized video 

servers and other hardware at the headend. 

The system can be expanded to include 

interactive TV, streaming media, online 

games and high -speed Internet access. 

;JI!1J111!11J11 

From single channel to the largest 
multichannel operations, you can 
trust the solutions Yom one of the 
industry's leading automation and 
media delivery system suppliers. 

Reap the benefits of economies 
of scale with Encoda's range of 
automation and business systems, 
in a central hub or connected 
across facilities. 

Get c loser to your clients with 
Enccda's pioneering systems 
for e ectronic invoicing, 
electronic contracting, and 
advanced reporting. 

Encoda Systems' 

www.encodasystems.com 



Kenneth Devine 

Vice president and chief 
technology officer, 
WNET /Thirteen 

Career: Current position since 

1995; founder and president, 

Broadcast Technical Inc., New 

Orleans, 1978 -93; consultant to 

WNET, 1993 

Education: B.A., political 

science, University of California, 

1976 

Family: Wife, Anita; children 

Sam (8) and Nate (5) 
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TechnicallySpeaking 
B Y M I C H A E L GROTTICELLI 

Coping with limits 
New York's local stations have relocated 
transmission facilities at the Empire State 
Building knowing that they may never repli- 

cate their pre -Sept. 11 NTSC coverage. Power 
levels are limited by the physical foundation 
that holds the antennas in place, which, in 

turn, limits a station's ability to reach viewers 
on the fringe of its coverage area. 

Questions remain about how to physically 
locate the analog and digital transmitters 
and antennas for 12 TV stations and up to 
20 analog FM radio stations on a 70 -year- 

old architectural landmark. At the Empire 
State Building, WNET is using a low -power 
Larcan transmitter operating at about 10 

kW, significantly less than the approximate- 
ly 50 kW the public station was at on the 
World Trade Center. 

WNET Vice President and Chief 
Technology Officer Kenneth Devine spoke 
with B&C about the hurdles involved. 

Why did you move from Alpine, N.J.? 

We can't cover the five boroughs of New 
York from Alpine, N.J.; there's very limited 
coverage into Queens and Brooklyn, which 
is a big issue since we have a lot of viewers 
there. We expect to improve our situation 
by moving, but we do not expect coverage 
to be anywhere close to what we had. It's 
the outer coverage that I think will be lag- 
ging for quite some time. 

Why can't all stations operate on Empire 
at full power? 
The mast on Empire is 200 feet, and it's 
full. As a practical matter, getting the phys- 
ical space to put enough antennas to radi- 
ate sufficient power for all of the analog 
and digital channels in New York is ques- 
tionable at best. 

It is possible, but it might involve literal- 
ly taking the top of the building off and 
doing serious reinforcement to tie the addi- 
tional load into the foundation. The 
Empire State building is an architectural 
landmark, so that may not be practical. 
And we'd still have the problem of where 
everyone would operate from while this 
construction work is going on. 

There is no engineering issue. To get a 

standard 3 MW UHF station on -air, you 

need a certain antenna with a huge amount 
of gain. Currently, there is simply not 
enough space on Empire to facilitate that. 

How will you operate from Empire? 

Initially, \ \'NET will locate its transmitter 
on the 81st floor, with Dielectric panel 
antennas side -mounted on the corners of 
the building, giving us omnidirectional 
coverage. We're also using the transmitter 
room of WNYE -TV for our transmitter. 

As you get further up the mast antenna, 
power levels can be increased, and signal 
coverage gets better. We hope to put out 
about 50 kW once a four -port combiner 
antenna is installed [sometime next 
month]. We'll be sharing it with WABC- 
TV, WWOR(TV) and WPIX -TV, which 
are all VHF stations operating in the high 
band. We'll use WABC's antenna, now 
located at Empire on the former WPLJ- 
FM aperture on the mast. [WABC -TV and 
WPIX -TV are currently on -air from 
there.] 

It's important to note that, under any 
scenario, Empire will remain a part of our 
facilities, and most stations' in New York, 
for a long time. 

Why can't another tall building be used? 

For New York's stations, Empire is the 
only practical choice. World Trade Center 
was I,750 feet; Empire is 1,250 feet, with a 

200 -foot mast, so it's 350 feet lower. The 
next -largest building in New York is about 
800 feet. Also, the other buildings do not 
have the structure at the top to support a 

broadcast tower. 

Will insurance cover what you've lost? 
Its unlikely. Although everyone is fully 
insured, I think there's a question about 
what was covered. The fact that the build- 
ing fell down was never anticipated by any- 
one. Our DTV antenna on WTC, which 
was jointly shared by five stations, cost 
roughly $400,000, but it cost $8 million to 
install it there. I don't know that the $8 
million is a recoverable item. It's hard to 
say, but I would imagine that there's going 
to be some legal wrangling before this is 

over. 
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Top 25 Networks 
Rank Network Revenue` % cha .e** 

1 NBC $4,355 -9% 

2 QVC 53,600 +11% 

3 CBS 53,483 -0.05% 

4 ABC 53,397 -22% 

5 ESPN S2,090 -0.05% 

6 HBO $1,860 +15% 

7 Fox $1,850 +7.6% 

8 HSN $1,555 +22% 

9 TNT $1,064 -0.10% 

10 Nickelodeon $1,006 -4% 

11 Showtime $905 +6% 

12 USA $823 +3% 

13 MTV $760 +4% 

14 Disney Channel $753 +35°k 

15 CNN $745 -4% 

16 TBS $741 -8% 

17 Lifetime $715 +30% 

18 Discovery $615 +10 "/0 

19 The WB $611 

20 Univision $575 +22% 

21 Fox Sports $565 -4% 

22 CNBC $544 +4% 

23 A&E $540 +3% 

24 Cinemax $500 +15% 

25 Starz! $460 +10% 

Estima:ed 2001 revenue in millions 
Change from B &C's 2000 estimates 

-= Not available 
Source 3ROADCASTING & CABLE and analyst Richer.: Bilotti 
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Shopping 
net rings 
up No. 2 

ranking 

The media business, 
they used to say. was 
a license to print 
money. In 2001, that 
is still true, though 

nothing like the old days, when 
the money machines were hum- 
ming and profit margins soared. 

This year, the presses slowed 
and denominations decreased, 
particularly after Sept. 11. 

In BROADCASTING & CABLE'S 

annual Top 25 Networks list for 
the year 2001, nine of the 
charmed 25 counted less total 
revenue than they did in 2000, 
and five had only modest single - 
digit increases. 

And, to give you an idea how 
oddly the television business 
worked in 2001, one of the top - 
gaining networks was QVC, the 
shopping channel that now has 
revenue ($3.6 billion) closing in 
on great big NBC's ($43 billion, 
down nearly $400 million from 
last year's survey). 

Things aren't all doom and 
gloom, though. Lifetime tele- 
vision, partially owned by Dis- 
ney, had revenue of $500 million 
in 2000 and will book $715 mil- 
lion this year, a 30% increase 
The Disney Channel is doing 
even better ($753 million. up 
35 %). Those gains must be satis- 
fying to Disney skipper Michael 

Eisner, who saw the ABC net- 
work's revenue slip $1 billion, to 
,ust under $3.4 billion. 

The survey treats every net- 
work the same: broadcast, basic 
cable, pay cable or home shop- 
ping. The sole criterion was rev- 

enue, however generated. 
Operating with just a frac- 

tion of the ratings and program- 
ming costs of their major 
broadcast rivals, cable networks 
are still tallying hundreds of 
millions of dollars in annual 
revenue. Compiled in mid No- 
vember, this ranking is based on 
estimates of 2001 revenue. The 
ad market, of course, is volatile 
enough that actual results and 
ranking could be substantially 
different. Also, many network 
groups don't publicly detail 
revenues of individual chan- 
nels, so securities filings offer 
limited information. 

Much of the material in this 
report was gathered by Morgan 
Stanley Dean Witter media ana- 
lyst Richard Bilotti and his staff. 
At many networks, executives 
either offered their own figures 
or said they were "comfortable" 
with the ones we provided. 
'When Bilotti could not or the 
network would not provide in- 
formation, we did some sleuthing 
and, in some cases, developed 
our own estimate. 

To maintain the cover of those 
networks that cooperated, the 
ist does not specify the source of 
any particular number. House- 
hold- viewing information is 
based on year -to -date Nielsen 
averages. 

Network information was 
compiled by P. Llanor Alleyne. 



We're committed to cable 
Our cable neighborhoods reach all cable TV households 

SES Americom satellites cover 100% of the cable TV 
households in America. We're committed to continually 
improving and expanding our cable TV neighborhoods 
with the most impressive roster of cable programmers in 
the industry. 

SES Americom provides immediate, easy and efficient 
access to the finest satellite transmission and support 
services available. Our 26 year tradition of excellence 
and our track record of reliability, signal quality and 
availability lead the industry. We offer all programmers 
seamless and turnkey solutions to complement or 
improve their distribution options. 

In 2004 our next generation satellites will continue to 
expand, improve and provide unmatched services 
to the entertainment industry. 

See tic at 

The Western Show 
Booth #4201 

Call us today at 1- 877 -432 -2253 
e -mail info.americom@ses- americom.com 
or visit our web site at www.ses -americom.com 

SESÀAMERICOM 
YOUR SATELLITE CONNECTION TO THE WORLD 

Our premier cable neighborhood welcomes the continued commitment of... 
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Projected 2001 revenue: $3.80 billion 
Ownership: General Electric 

Top executive: Robert Wright, chairman and CEO 

Programming: general entertainment 

Type of network: broadcast 

TV homes reached: 99.9% 

Total day avg. viewership: not applicable 

Prime time avg. viewership: 7.49M 

I. Hot property: Friends 

Projected 2001 revenue: $3.60 billion 
Ownership: Comcast and Liberty Media 

Top executive: Douglas S. Briggs, president 

Programming: electronic retailing 

Type of network: cable 

TV homes reached: more than 81M 

Total day avg. viewership: not applicable 

Prime time avg. viewership: not applicable 

Hot property: FFANY Shoes on Sale 

Qvc 
Projected 2001 revenue: $3.48 billion 
Ownership: Viacom 

Top executive: Leslie Moonves, president /CEO 

Programming: general entertainment 
Type of network: broadcast 

TV homes reached: 99.9% 

Total day avg. viewership: not applicable 

Prime time avg. viewership: 11M 

° Hot property: CSi 

Projected 2001 revenue: $3.39 billion 
Ownership: Walt Disney Co. 

Top executive: Alex Wallau, president 

Programming: general entertainment 
Type of network: broadcast 

TV homes reached: 99.9% 

Total day avg. viewership: not applicable 

Prime time avg. Viewership: 10.2M homes 

Hot property: The Practice 

Projected 2001 revenue: $2.09 billion 
Ownership: Walt Disney Co. 

Top executive: George Bodenheimer, president 

Programming: sports 

Type of network: ad- supported cable 

TV homes reached: 85.3 million 

Total day avg. viewership: 490,476 homes 

Prime time avg. viewership: 1.04M homes 

Hot property: NFL Sunday Night Football 

rJJ 



STREAM 

U 

Turn up the vclume of streaming video and all of your rich 

content with Global Crossing. Our fast, secure, seamless global 

network transnits data at speeds that practically break the 

sound barrier. With world -class IP +Optical, SONET and DWDM 

technologies from Cisco Systems 

As a truly integrated solutions provider, we'll link the industry 

via our worldw de Media and Entertainment Extranet. Create, 

collaborate on and distribute rich content with un ieardof ease. 

Transmit broaccast- quality video, CD- quality audio and live - 

event broadcasting louder and clearer than eve- 

With core service protocol platforms built directly over a globally 

deployed DWDM fiber -based network, tiered multiplexing is 

eliminated and network performance improves dramatically. 

The platform made for rapid scalability and has the "ready 

now" bandwid -h to meet rich content demands. And Nith our 

Wavelength services, huge amounts of data can to trarsmitted 

at high speeds virtually anywhere. It's a world -class backbone 

in place and ready for your industry. 

So when it comes to changing the way media, entertainment 

and advertisirg companies communicate, collaborate and 

connect, go to the network that says it loud and clear. Go to 

Global Crossing. 

Global Crossing® HOW BIG BUSINESS DOES BUSINESS. 

G L O B A L N E T W O R K G O B A L S E R V I C E GLOBAL SOLUTIONS 

Supported by 

Cisco SYSTEMS 
Copyright 2001 Gismo Systems, Inc. All rights reserved. Cisco Cisco IOS. Cisco Systems. and the Cisco Systems I[ go are registered trademarks of 

Cisco Systems. Inc. and /or it affiliates in the U.S. and certain other countries. All other trademarks mentioned in this document or i b site are the property 

of their respective owners. The use of the word partner does not imply a partnership relationship between Cisco and any ether company. (0106R) 

www.ghbalc rossing.com 

©2001 Global Crossing fit !dings Id All Rights Reserved. 

Global Crossing act the 7 Cable Design are the registered tedemark of Global Crossing Holdings Ltd.. in the Uried Stats and other countries. 

Other trademarks appearing above are the property of their respective owner(s) 
. 
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Projected 2001 revenue: $1.86 billion 

Ownership: Time Warner 

Top executive: Jeff Bewkes, chairman & CEO 

Programming: general entertainment 

Type of network: pay -TV cable 

TV homes reached: 37M (HBO and Cinemax) 

Total day avg. viewership: 837,000 homes 

Prime time avg. viewership: 1.67M homes 

Hot property: Six Feet Under 

Projected 2001 revenue: $1.85 billion 

Ownership: News Corp. 

Top executive: Sandy Grushow, chairman, 

Fox Television Entertainment Group 

Programming: general entertainment 

Type of network: broadcast 

TV homes reached: 97.63% 

Total day avg. viewership: not applicable 

Prime time avg. viewership: 8.1M 

Hot property: 2» 

Projected 2001 revenue: $1.55 billion 
Ownership: USA Networks 

Top executive: Mark Bozek, CEO /president 
Programming: retail shopping 

Type of network: cable 

TV homes reached: 83M 

Total day avg. viewership: not applicable 

Prime time avg. viewership: not applicable 

Hot property: NFL Shop 

Projected 2001 revenue: $1.06 billion 
Ownership: AOL Time Warner 

Top executive: Steve Koonin, executive vice 

president and general manager 

Programming: dramatic entertainment 

Type of network: ad- supported cable 

TV homes reached: 84M 

Total day avg. viewership: 715,000 homes 

Prime time avg. viewership: 1.32M homes i Hot property: Witchblade 

Projected 2001 revenue: $1 billion 
Ownership: Viacom 

Top executive: Herb Scannell, CEO / president 

Programming: children -oriented in daytime; 

adults 18 -49 in prime time 

Type of network: ad- supported cable 

TV homes reached: 84M 

Total day avg. viewership: 1.4M homes 

Prime time avg. viewership: 1.3M homes 

Hot property: SpongeBob SquarePonts 

FOX7 
ONLY ON 

HSN 
HOME SHOPPING NETWORK 

TOT 9 
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We may take home the trophies, 
but our cliente are the real winners. 

Congratulations to the Bear Stearns analysts selected for 
Institutional Investor's 2001 All- America Research Team. 
jas. Adct 
Gaining & Lodging 
Leisure 

Wayne Angell 
Macro -Economics 

Steve Binder 
Aerospace & 
Defense Electronics 
Environmental Services 

Joseph Buckley 
Restaurants 

Amy Butte 
Brokers & Asset Managers 

Yaw Debrah & Team 
Macro -Convertibles 

Robert Fagin 
Internet Infrastructure 

Services 

Raymond Falci 
Health Care Technology 
& Distribution 

Raymond Katz 
(;able 

Victor Miller IV 
Radio &'IV 
Broadcasting 

Andrew Neff 
PC Hardware 

Enterprise Hardware 

Alexia Quadrani 
Advertising Agencies 

& Marketing Services 

Joseph Riccardo 
Pharmaceuticals/Major 

Anthony Rizzuto, Jr. 
Metals (including steel) 

Michael A- Smith 
Insurance /Nonlife 

Andrew Steinerman 
Business & 

Professional Services 

Dana Telsey 
Retailing /Specialty Stores 

Kevin Gruneich Retailing /Hardlines 
Publishing & 

Information Services 

John Inch 
Machinery Kenneth Weaidey 

Multi -Industry Health (:are Facilities 

Wojtek Uzdelewicz 
Wireless Equipment 

Steven Kernkraut 
Retailing/Department Stores 

James Kluane 
Business & Professional Services 
Computer Services & 
IT Consulting 

Andrew lUigerman 
Insurance /Life 

Frederick Leuffer 
Integrated Oil 

Robert Maire 
Semiconductor 

Capital Equipment 

Patricia McConnell 
Accounting & Tax Policy 

Deborah Weinswig 
Retailing /Food 

& Drug Chains 

Rick Wise 
Medical Supplies & Devices 

Edward Wolfe 
Airfreight & Logistics 

Ground Transportation 

The results of this year's Institutional Investor All- America Research Team underscore Bear Stearns' leadership in equity 

research. But that's something our Cable clients have always known. Over the years, they have come to recognize the 

hallmarks of the Bear Stearns team -comprehensive industry knowledge, penetrating insight, financial acumen, and 

intellectual independence. So if you're the kind of person who likes to win, maybe you should be doing business with us. 

ssoss.hcarstearo...Lioo 

O 2001 The Rear Stearn, r.ompon;es Inc Are, Steams,. a rez,ue,.el nvdemark of The Rear Steam. Companies Ise. 
lieu., Steam 6 Co. Inc b the ',pond broker d der of&ar Strom. and it o member of NYSE. NASD and SP1C'. 
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Projected 2001 revenue: $905 million 

Ownership: Viacom 

Top executive: Matthew Blank, chairman /CEO 

Programming: Movies, series, sports 

Type of network: premium television network 

TV homes reached: 29.6M (Showtime, TMC and 

Flix) as of 3rd quarter 2001 

Total day avg. viewership: not applicable 

Prime time avg. viewership: not applicable 

Hot property: Queer os Folk 

13 NITSIC'TélEY1S10Y 
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Projected 2001 revenue: $823 million 

Ownership: USA Networks Inc. 

Top executives: Doug Herzog, president 

Programming: general entertainment 
Type of network: ad- supported cable 

TV homes reached: 85M 

Total day avg. viewership: 817,000 homes 

Prime time avg. viewership: 1.44M homes 

Hot property: Combat Missions 

Projected 2001 revenue: $760 million 

Ownership: Viacom 

Top executive: Van Toffler, president 

Programming: music- oriented 

Type of network: ad- supported cable 

TV homes reached: 82.6M 

Total day avg. viewership: 416,000 homes 

Prime time avg. viewership: 660,000 homes 

Hot property: Cribs 

Projected 2001 revenue: $753 million 
Ownership: Walt Disney Co. 

Top executive: Anne Sweeney, president, 

Disney Channel worldwide 

Programming: kids and family entertainment 
Type of network: cable 

TV homes reached: 77M 

Total day avg. viewership: 600,000 homes 

Prime time avg. viewership: 1.08M homes 

Hot property: Lizzie McGuire 

Projected 2001 revenue: $745 million 

Ownership: AOL -Time Warner 

Top executive: Walter Isaacson, chairman and 

CEO, CNN News Group 

Programming: national and international news 

Type of network: ad- supported cable 

TV homes reached: 85M 

Total day avg. viewership: 462,000 homes 

Prime time avg. viewership: 778,000 homes 

Hot property: CNN's signature anchors 

USA 
NETWORK 12 

4 



ONE SERVER. ONE EM MY. 

Recently, SeaChange MediaCluster server won an 

Emmy for "outstanding achievement in technological 

advancement." 

We are honored to be recognized as a force of 

change in an industry that's revolutionizing what televi- 

sion is - and can be. As the industry moves toward 

personal television, the sleek yet strong MediaCluster 

server powers the delivery of millions of movies, ads, 

programs and other digital content for broadcast, 

cable, and telecommunications worldwide. 

With its original "single copy" t00% fault - 

resilient storage technology, just one SeaChange 

MediaCluster server provides unlimited opportunities 

for television operators everywhere - for thematic 

channels, VOD, web casting and regional broadcasts. 

The future of television certainly looks bright. 

www.seachangeinternational.com 
SEACHANGE 
INTERNATIONAL 

One Server. Unlimited Opportunities. 
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Projected 2001 revenue: $741 million 

Ownership: AOL Time Warner 

Top executive: Dennis Quinn, executive VP and 

general manager 

Programming: general entertainment 
Type of network: ad- supported cable 

TV homes reached: 86.2M 

Total day avg. viewership: 868,000 homes 

Prime time avg. viewership: 1.45M homes 

Hot property: Ripley's Believe It or Not 

Projected 2001 revenue: 1715 million 

Ownership: Disney and Hearst 

Top executive: Carole Black, president /CEO 

Programming: women -oriented general 

entertainment 

Type of network: ad- supported cable 

TV homes reached: 83.8M 

Total day avg. viewership: 992,000 homes 

Prime time avg. viewership: 1.58M homes 

4 Hot property: The Division 

Litetime 17 
Projected 2001 revenue: $615 million 

Ownership: Discovery Communications 

Top executive: Johnathan Rodgers, president, 

Discovery Networks, U.S. 

Programming: science- oriented entertainment 

Type of network: ad- supported cable 

TV homes reached: 85.3M 

Total day avg. viewership: 523,000 homes 

Prime time avg. viewership: 966,000 homes 

Hot property: Walking With Prehistoric Beasts 
.. y..z. 

... 
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Projected 2001 revenue: $611 million 

Ownership: AOL Time Warner and Tribune 

Top executive: Jamie Kellner, chairman & CEO, 

Turner Broadcasting System 

Programming: prime time general entertainment 
Type of network: broadcast 

TV homes reached: 88% 

Total day avg. viewership: not applicable 

Prime time avg. viewership: 2.3M homes 

Hot property: Smallville 

Projected 2001 revenue: $575 million 

Ownership: Univision Communications 

Top executive: Ray Rodriguez, president /C00, 

Univision Networks 

Programming: Spanish- language entertainment 
Type of network: broadcast 

TV homes reached: 97% (Hispanic homes) 

Total day avg. viewership: 757,000 homes 

Prime time avg. viewership: 1.81M homes 

Hot property: Fifa World Cup 2002 

2CO2 
FIFA WORLD CUP 

FI REAJAPAN 
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There's a world of satellite solutions 
at the heart of the cable arc 

At 129° W.L., Telstar 7 provides the coverage and capacity 

the cable industry needs for maximum performance for 

digital and analog transmission. To access comprehensive 

technical resources and customer solutions for the Americas, 

make your connection with one of the highest - powered 

satellites in the industry. 

Call Loral Skynet today at 800.847.9335 

or visit us at www.loralskynet.com 

EUROPE STAR SATMEX 

Legit. Skynet. erb the Skynet logo are tradhoAks of Loral SpaceCom Corp 
Loral Skynet is ISO 9002 certified. 

LORAL 
SKY NET 
do Brasil 

Stel at (CLDID2J. SKYNET 
A Member of The LORAL Global Alliance 
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? 5 TV N E T W O R K S 

Projected 2001 revenue: $565 million 

Ownership: Fox Entertainment and 

Cablevision's Rainbow Media partnership 

Top executive: Tracy Dolgin, president 

Programming: 24 -hour sports 

Type of network: ad- supported cable 

TV homes reached: 70M (21 reg. sports nets) 

Total day avg. viewership: not applicable 

Prime time avg. viewership: not applicable 

Hot property: Best Damn Sports Show Period 

Projected 2001 revenue: $544 million 

Ownership: General Electric 

Top executive: Pamela Thomas -Graham, 

president and CEO 

Programming: business news 

Type of network: ad-supported cable 

TV homes reached: 81M 

Total day avg. viewership: 271,000 homes 

Prime time avg. viewership: 319,000 homes 

Hot property: Business Center 

1k 
CNBC 

Projected 2001 revenue: $540 million 

Ownership: The Hearst Corp., ABC, NBC 

Top executive: Dan Davids, EVP /GM 

Programming: drama, original movies, 

documentaries 

Type of network: ad- supported cable 

TV homes reached: 84M 

Total day average viewership: 700,000 homes 

Primetime average viewership: 1M -plus homes 

Hot property: Biography 

Projected 2001 revenue: $500 million 

Ownership: Time Warner 

Top executive: Jeff Bewkes, chairman /CEO 

Programming: movies 

Type of network: pay -TV cable 

TV homes reached: 37M (HBO and Cinemax) 

Total day avg. viewership: 303,000 homes 

Prime time avg. viewership: 455,000 homes 

Hot property: Vertical Limit 

Projected 2001 revenue: $460 million 

Ownership: Liberty Media Corp. (100 %) 

25 STI, 
Top Executive: John J. Sie, founder and 

chairman /CEO 

Programming: movies 

Type of network: pay -TV cable and satellite 
Total day avg. viewership: not applicable 

Prime time avg. viewership: not applicable 

. Hot property: Crouching Tiger, 

Hidden Dragon 
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REAL STORIES. REAL ACTION. PEAL HEROES. 

Eeginning Production for Year 2 

"The hottest new 
reality show this 
fall " - TV Guide + 84% 

'increases from prier week's ratin 
eNel! 91 10/29/0 

Produced and Distributed by: 

ENTERTAINMENT 
Content. Development and Production Soòrewo. 

PI3tional Viceo Entertainment 
4o W. 42nd St. NY 10336 212.279.2000 

?2X !walional !Wed Cnlertánmenl. All Rights Reserved. 



People 
Broadcast TV 

John DeNatale, executive 
producer, Mat Money Show, 

New York, named executive 
producer /director, local pro- 

gramming, WNET(TV) New 

York. 

Joe Merideth, local sales 

manager, KOCB(TV) 

Oklahoma City, promoted to 

director, sales, KOCB(TV)/ 
KOKH -TV Oklahoma City. 

Judy Shoemaker, executive 

producer, advertising and 

marketing, WLNE(TV) New 

Bedford, Mass., promoted to 

director, promotions. 

Scott Richardson, manag- 

ing producer, Conus 
Communications, 
Minneapolis, named assign- 

ment manager, WFTC(TV) 
Minneapolis. 

Programming 
Richard E. Goldberg, presi- 

dent, Blue Star Media, Los 

Angeles, joins Univision, Los 

Angeles as executive VP, 

affiliate relations. 

Carl Beverly, VP, develop- 
ment, Artists Television 

Group, Los Angeles, named 
VP, drama programming, 
Studios USA, West 

Hollywood, Calif. 

Clyde D. Smith, senior VP, 

broadcast technology, Turner 
Entertainment Group, 
Atlanta, received the 
Outstanding Service to 
Society citation from The 
Society of Motion Pictures 
and Television Engineers. 

Tony Waggoner, assistant 

controller, ESI'N Inc., 

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

Bristol, Conn., promoted to 

VP /controller. 
Pamela Parker, executive 

director of the international 
networks group, Columbia 
TriStar International 
Television, Culver City, 

Calif., promoted to VP of 

business affairs and acquisi- 

tions. 

Corinne Bellville, account 
executive, affiliate sales, 

Northwest region, NBC 

Cable Networks, Burbank, 

Calif., promoted to manager. 

Cotin Nelson, supervising 

producer, The Rosie 

O'Donnell Show, New York, 

joins Rock It Science, VH1, 
New York, in the same 
capacity. 

Azuka Momah, account 
executive, AVBFS -TV Miami, 

joins Fox Sports Net Florida, 

Sunrise, Fla., in the same 

capacity. 

Journalism 
Jim Tomlinson, director, 

production, ABC News 

Productions, New York, 

named executive director, 
production and operations, 
ABC newsmagazines and 

long -form productions. 

Advertising /Marketing/ 
Public Relations 
Albert Beedie, senior team 

leader, production develop- 

ment, FRx Software Corp., 
New York, joins Initiative 

Media North America, New 

York/Los Angeles, as senior 
VP /director, financial plan- 

ning and analysis. 
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Obituaries 
Stanley G. Mouse, longtime Cox Broadcasting and Dayton, Ohio, 

television executive, died Nov. 13, three months after being diagnosed 

with pancreatic cancer. 

Mouse was with Cox's WHIO -AM and WHIO -TV Dayton from its earli- 

est days -reportedly, he sold the first ad on the television station - 
and rose from radio announcer to eventually become vice president and 

general manager for the radio and televison station, both hugely domi- 

nant in the market. After leaving Dayton, he also served as president 

of Cox Broadcasting in Atlanta. 

Mouse was buried last Tuesday. The family requested donations to 

the American Cancer Society. -P.J. Bednarski 

Frank Messer, says good night." The Longtime TV and radio 

announcer for the Yankees died Nov. 13 in Deerfield Beach, Fla., at 76. 

The sportscaster, dubbed "Old Reliable' by former boothmate Phil 

Rizzuto, started his broadcast career in minor- league baseball, call- 

ing the Class AAA Richmond, Va., games from 1954 to '63. Next 

came a stint with the Baltimore Orioles. 

Messer joined the Yankees team, replacing Joe Garagiola in 1968. 

His co- announcers were Jerry Coleman and Rizzuto, to whose zani- 

ness he was the counterbalance. Bill White, a frequent partner, said 

of him, "He had great command of his voice and knew how to use 

it. He could do anything. It's too bad he didn't get the credit he 

deserved." -Beatrice Williams -Rude 

Michelle Laverty, associ- 

ate director, research, 
Continental Television Sales, 

New York, promoted to 

VP /associate director, 

research. 

M.P. Kelleher, sales man- 

ager, WHUB -TV 

Marlborough, Mass., joins 

National Cable 
Communications, Boston, in 

the same capacity. 

Radio 
Harry Simons, director, field 

engineering, ABC/Disney, 
Dallas, joins First 

Broadcasting, Dallas, as VP, 

engineering. 

Allied Fields 
Freddie Georges, founder, 

Premier Displays & Exhibits. 

Garden Grove, Calif., estab- 

lishes Freddie Georges 
Production Group 
(FG/PG), Garden Grove, 
Calif. 

-P. Llanor Alleyne 

palleyne@cahners.com 

(212) 337-7141 
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In your hotel room in Anaheim. 
The Cable Channel will air around the clock on in -room TVs in Western Show hotels 

from Tuesday noon through Friday noon. Leading industry executives, analysts and 

journalists will look at the key issues and trends driving the business. 

On the shuttle buses. 
When you leave your room, you won't have to leave The Cable Channel behind. We'll 
be playing in the shuttle buses when you go to the convention center and when you 

head back to your hotel room. 

On the Western Show floor. 
Look for our Skytron Tri- screenTM display at Cahners Corner, next to E -mail Central in 

Hall B. Check your mail, surf the Web, then stop by to sit and relax, meet with 
colleagues, and watch The Cable Channel. 

On the Web at cablechanneLcom 
Introducing THE DESKTOP SHOW TM. 

See our Western Show coverage in 

streaming video on demand. And visit our sponsors' virtual booths to access online 
brochures, press releases, sales videos, pop -up e -mail, and links to their sites. It's all 

there at the click of a mouse, wherever you are. 

THE CABLE CHANNEL 
The Cable Channel is produced in association with F Canners. 
BROAOCASTIN &CABLE Cablevision Multichahllêl TELEVISION GROUP 



People 

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

News -technology guru 
Danilowicz converts stations to a new way of working 

Matt Danilowicz's 18 years of marketing broadcast 

equipment have brought him full circle: from a manu- 

facturer of newsroom automation equipment to a com- 

pany seeking to automate the control room. On the 

way, he has seen firsthand how the right technology can improve a 

station's bottom line and keep it on the air. 

As a Dynatech NewStar sales executive in the mid '80s, Danilowicz 

says, it was hard persuading stations to produce their news content 

using a proprietary computer system to write and edit stories. "In a 

word, it was hell. I remember anchor people and producers telling 

me, `You'll take away this typewriter over my dead body.'" 

Always attracted to new technologies, Danilowicz moved on in 

1991 to TV Answer, which was trying to implement interactive tele- 

vision via an over- the -air analog system. The company, he says, 

spent more than $500,000 and received FCC approval to build a 

network of towers to send data to consumers' TVs. He got ABC 

and several advertisers interest- 

ed early on. 

As with so many emerging 

technology initiatives, though, 

the company failed to attract 

consumer interest and ceased 

operation in 1995, three years 

after Danilowicz left. 

He had gone to Digistore, a 

manufacturer of computer disk 

drives used by stations to broad- 

cast commercials and display 

still JPEG images. This was be- 

fore video servers. When Dyna- 

tech bought Digistore in 1992, 

Danilowicz found himself 

working for his old em ployer. 

Dynatech, divesting its 

broadcast -equipment holdings, 

sold NewStar to Tektronix in 

1994, and Avid Technology 
recruited Danilowicz to build 
up its broadcast business. He 

had quick success at such oper- 

ations as CNN and NBC and 

saw Avid's revenue grow from 

$200 million to $400 million. 

By this time, Avid owned the 

Basys Inc. newsroom technolo- 

gy. Danilowicz brokered a deal 

for the sale of rival NewStar 

assets to Avid in 1997 and over- 

saw the melding of the two. 

Then, in 1998, with compe- 

tition from the Associated 

Press (which developed the 
Electronic News Production 
System) and newsroom profits 

sagging, Danilowicz oversaw 

creation of joint venture Avstar, 

which merged the broadcast - 

news resources of Avid and 

Tektronix, which then owned 

Grass Valley Group (GVG). 

He became its CEO and 

changed its name to iNews, to 
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Matt Danilowicz 
Director of Business 

Development, Parkervision 

B. Dec. 2, 1961, Bethesda, Md.; 

B.A., ecoromics and English, 

William & Mary College, 1983; 

station manager, WCWM -FM 

Williamsburg, Va., 1983; econo- 

mist/systems analyst, U.S. 

Consumer Price Index, 1983 -85; 

trainer /sales exec, Dynatech 

NewStar, 1985 -87; VP, sales and 

marketing, Dynatech, 1988 -91; 

director, business development, TV 

Answer, 1991 -92; VP, sales /mar- 

keting, Dynatech Digistore, 1992- 

94; broadcast sales mgr., North 

America, Avid Technology, 1994- 

95; director, Eastern U.S. sales, 

field operations, Avid, 1996; VP, 

Worldwide Channel Sales, Avid, 

1997; VP, broadcast product mar- 

keting, Avid, 1998; CEO, Avstar 

Systems LLC, 1999 -2001; current 

post since August; m. Maria Villa - 

lobos, 1990; son: Alexander (4) 

reflect the perceived conver- 

gence of TV and the Internet in 

news production. 

The iNews venture com- 

bined the two companies' sale 

forces and complementary 
technologies to offer corn - 

plete electronic newsroom 
systems. However, as Avid 

and Tektronix began to move 

in "different directions," 
Danilowicz explains, the 
alliance began to fray. "It was 

difficult bringing together 
two very different corporate 
cultures that had been com- 

peting for many years." 

In 1997, Avid changed its 

management team once again, 

and Tektronix sold its broadcast 

business to GVG executives 

and investor Terence Gooding. 

When GVG bought nonlin- 

ear editing company Vibrint in 

1998 and Avid acquired video 

server company Pluto Tech- 

nologies in 1999, the two were 

seen as direct competitors, and 

a cloud was cast over the iNews 

venture. 

After Avid bought out Tek- 

tronix's stake in iNews early this 

year, "the culture was different," 

says Danilowicz. "I had a great 

time at Avid, but it was time to 

do something different." 

In August, he became vice 

president of business develop- 

ment and strategic relationships 

at Parkervision. The Jackson- 

ville, Fla. -based company makes 

a system that enables an entire 

live newscast to be programmed, 

switched and operated by one or 

two people. 

Once again, he points out, 

he's involved in converting sta- 

tion management to a new way 

of working. - Michael Gmtticel i 
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The Peabody cachet 
No categories, no restrictions: Excellence is the sole criterion 

Since joining the Peabody Awards 

program in July, I have heard one 

question more than any other. What 
makes the Peabody so special? 

Some who ask know little or nothing 
about the award and want to understand 
why it is important to me. Others know a 

great deal, may have won a Peabody them- 

selves, but can't quite express the real 

honor they've achieved. Still others think 
they know the answer; they just want to 
hear what I have to say. 

I'm always pleased to respond because, 

since my days as a member of the Peabody 

Board, when I helped select two- or three - 

dozen winners from among more than a 

thousand submissions, I've developed my 

sense of what I call the Peabody distinc- 
tion. That distinction lies in circumstances 

structuring the selection process. But even 

more, it lies in the process itself. 

Unlike other prizes, Peabodys are not 
awarded in categories. True, submissions 
are designated as documentary, entertain- 

ment, news, children's, educational, and 
public service. But this is an administrative 

convenience. In the end, every entry com- 

petes with every other. Moreover, all en- 

tries compete across media: radio, broad- 
cast television, cable and, for the first time 
this year, Webcasts. If no entertainment 
program, no documentary, no children's 
program is deemed worthy of a Peabody, 

none will be given. One criterion, excel- 
lence, determines selection for an award. 

Another key Peabody distinction is that 

the search for excellence is conducted not 
by professional peer groups but by an 

edectic group of citizens-critics, perform- 
ers, media artists, academics, business lead- 

ers, government executives -who bring an 

extraordinary range of experience, exper- 

tise, perspective and concern to their task. 

Sixteen Peabody board members with 
overlapping, limited terms make the final 
determinations. 

From this group, varying meanings of 
excellence are offered, described and 

applied. No classical definition is pre- 
sented to board members. No claims are 

made that a previous year's awards have 

established a touchstone. No narrow 
notion of culture, purpose or venue 

restricts the term. Rather, excellence might 
exhibit the sophistication of the latest tech- 

nology or appear in the efforts of an inde- 

pendent producer working with rented 
low -end equipment. It may result from all 

the polish and expertise of Hollywood or 
from the efforts of a small -town radio sta- 

tion. Excellence may be framed in terms of 
meritorious community service in one 

instance, of enlightenment or instruction 
in another, of inspiration or astonishment, 

even of alarm and warning. And certainly 
it may be defined in terms of elegance and 

beauty. 

This is not to say that notions of excel- 

lence are arbitrary or that the committee is 

fickle. Rather, the truest distinction of the 

award, the best answer for "what does the 

Peabody mean ?" is that recognition of 
excellence and selection for a Peabody 

emerge from careful, deliberative conversa- 

tion. This conversation is founded on 

mutual respect for difference. It recognizes 

the limitations of individual experience and 

acknowledges the value of collective wis- 

dom. It is not a conversation defined by 
simple and easy arrival at consensus. At 
times, it is difficult, contentious. But when 
the final, small list of awards is unani- 
mously affirmed, it is because these people, 

these citizens know they have each been 

heard. They have engaged in a serious 

exchange of ideas. 

Horace Newcomb is director of the Peabody 
Awards Program and Lambdin Kay 

Distinguished Professor, Grady College of 
Journalism and Mass Communication, The 

University of Georgia 

These deliberations are grounded in 
profound respect for the role of electronic 
media in contemporary life. In fields so 

often dismissed -even by their practition- 
ers-as "trivial," the Peabody process rec- 

ognizes the thoughtful, the wonderful, the 

moving, the provocative, the significant. 
The award is special because this persis- 

tent search for excellence challenges those 

who produce, create and distribute to do 

better, to be better, to accept the respon- 

sibility that comes with their access to 
mass media. It calls on them to acknowl- 
edge the delight they take in their efforts 
and to make works that honor their audi- 
ences. 

This year, our call for entries has gone 

out under the cloud of concern that now 
covers the world. We anticipate numerous 

submissions dealing with recent events. 

But we also look for many other works, 
produced before and after those events, 
programs of all types that have continued 
to comfort, guide and instruct us since 

Sept. 11. 

From among all these entries, careful 

consideration will once again lead to selec- 

tion of the few that rise to the level of the 

Peabody. And those few, we believe, will 
again redefine-as they have for more than 
six decades -the best that is possible for 
electronic media. 
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TECHNICAL r; prrn: 

VIDEO BROADCAST ENGINEER 
(Part-time: 16 hours/week September -May, 10 
hours/week June, July, and August) Reporting to 
the Coordinator of the Communications Program, 
this position provides engineering support for eval- 
uating, troubleshooting, repairing, adjusting, 
installing and purchasing of professional 
audio/video/d equipment. The engineer will be the 
resident expert in servicing and maintaining a four - 
camera professional TV studio, three -VHS edit 
labs, one digital edit system, and assorted play- 
er /recorder systems. This person will also 
research and solicit bids for new equipment pur- 
chases and make recommendations. 
Qualifications: Certified Broadcast engineer, 
knowledge of IBM and Mac platform computer sys- 
tems, excellent personal, communication, and 
organizational skills, ability to track multiple assign- 
ments. Minimum of three years recent experience 
maintaining related equipment and systems. 
Interested applicants, please submit resume to: 

Human Resources Manager, Dean College, 
99 Main Street, Franklin, MA 02038 -1994. Email: 
kriordon @dean.edu. 

CHIEF ENGINEER 
Yale University seeks a Chief Engineer for its 

growing Media Services operation. 

Design, installation, testing and repair knowledge 
of fiber / cable -based media distribution systems 
and audio / video production equipment required. 
Hands -on engineering and supervisory experi- 
ence preferred. Comfort with PC / Macintosh 
operating systems and networking is a plus. 

Must be a self- starter, detail oriented, have good 
people / communication skills and a commitment 
to excellent customer service. 

Visit www.yale.edu /ms /engineer.html for 
more information Please note Source Code 
EATVT7479. EOE 

THE 
WEATHER 
CHANNEL 

W 

weather.corn 
BROADCAST SYSTEMS ENGINEER 

Will maintain and repair analog, digital, video 
and audio systems; including routers, switch - 
ers, automation systems, VTR's, cameras, and 
related broadcast technology. Must have abili- 
ty and desire to develop skills in UNIX, 
Windows NT, and networking systems. 
Required: 4 years experience as Broadcast 
Maintenance Engineer, with TV broadcast 
related systems and equipment. 

RF ENGINEER 
Responsible for maintenance and repairs 
of The Weather Channel uplink facility, video 
and data downlink systems, and other RF 
equipment. 
Come join our team! Please visit our website 
at www.weather.com /jobs to view the job 
description and submit your resume. 

The Weather Channel 
300 Interstate North Parkway, Atlanta, GA 30339 
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Classifieds 

EQUIPMENT TECHNICIAN WANTED 
The Department of Cinema and Television Arts at 
California State University, Northridge, a Los 
Angeles University, seeks an Equipment 
Technician to support its television, radio and film 
production programs. Electro-Mechanical skills as 
related to bench work required - knowledge of 
related equipment important. Duties will include 
maintenance of existing television, film, electronic 
and computer type equipment as well as field stu- 
dio equipment. Selected candidate will also assist 
in fabrication, design, implementation of existing 
drawings, and technical operation of new television 
studio and film sound stage, including lighting and 
audio. Successful applicant must be able to read 
drawings and follow written and verbal directions; 
knowledge of building facilities required. Ability to 
work with an ethnically and culturally diverse 
campus community also required. Salary range is 

$37,752 - $49,944 per year depending upon 
qualifications. The review of applicants will begin 
on December 1, 2001, and continue until the 
position is filled, but no later than December 20, 
2001. CSUN job application and complete job 
description available at www- hrs.csun.edu . For 
more information about the Department, 
visit: www.CinemaAndTelevision.com. CSUN is an 
Equal Opportunity/Affirmative Action, Title IX, 
Section 504 Employer. 

VACANCY ANNOUNCEMENT 
Title: Chief Engineer 
Salary: USDLR $35,000 per annum 
Vacancy Location: Office of Public Information, 
American Samoa Government, Pago Pago, 
American Samoa 96799 
Requirement: Two (2) Years Contract 
Duties: Supervise the operation and operational 
maintenance and repair of the studio and remote 
electronic equipment for the transmission of tele- 
vision programs to record production for subse- 
quent transmission; procurement, installation, 
operating and maintenance of all television facili- 
ties including the long -range planning, system 
design and budgeting; work; selects and trains 
employees; performs other related duties. 
Qualifications: Applicant musty have a 
Bachelor's degree from an accredited college or 
university in engineering or related field plus six 
(6) years of working experience in T.V. broadcast- 
ing; three (3) of which in engineering mainte- 
nance; three (3) for which is supervisory and 
engineering project management. Must have a 
valid first class FCC Radio -telephoned license. 
Salary will be adjusted according to experience. 
Benefits: Housing is provided at a low rate. 
Travel and shipping of household goods to and 
from port of hire are provided. 
How To Apply: Completeness of application is 
applicant's responsibility. Submit SF -171, and 
proof of competitive status and resume to: 
Mrs. Vaoita Savali, Director, Office of Public 
Information, American Samoa Government, 
Pago Pago, American Samoa 96799 
Deadline for filing application is November 30, 
2001, and complete information concerning this 
vacancy may be obtained from Office of Public 
Information. Telephone: 684 -633 -4367. Fax: 
684- 633 -4369. 

Call today to place an ad! 

617 -558 -4532 or 617-558-4481 

DISTRIBUTION TECHNOLOGIES 

DIRECTOR AND DT SPECIALIST 
WEIU TV /FM, a dynamic university licensee, is 

looking for a well -rounded, visionary RF /IT leader 

for our 2002 digital conversion and to captain 

our engineering/operation team. Also hiring 

Broadcast/IT /DTV staff professional. E -mail 

csrda @eiu.edu for details. Application deadline 

December 15. Eastern Illinois University is an 

EEO /AA employer. 

PRODUCERC A REERS 

EXECUTIVE PRODUCER 
Req. Bach. degree in Journalism, Radio -TV, 
Broadcasting or related field & 8 yrs.' exp. in the 
job offered or 8 yrs.' exp. in production of news & 
features TV programming for Latin American 
region. At least 3 yrs. of stated exp. must involve 
supervising a TV newsroom, line producing, live - 
event producing, & news & features package pro- 
ducing. Must be fluent in written & oral Spanish & 
English. Manage news production & editorial con- 
tent for prime time news & features TV program- 
ming for 24 -hour Spanish language network for 
Spanish -speaking audience in Latin Amer. region. 
Approve program rundowns, coordinate the distri- 
bution of material among newscasts, oversee 
graphic production, approve line producing, live - 
event producing, news & features package pro- 
ducing, & supervise live coverage in the control 
room. 40 hours/wk. Salary range: $84,600/yr. to 
$135,400 /yr. dep. on educ. & exp. Apply w/ resume 
to: Michele Barcelo, CNN en Español, One CNN 
Center, 4 South, Atlanta, GA 30303. 

LINE PRODUCER 
WFAA - TV, the Belo, ABC affiliate in Dallas -Fort 
Worth, seeks a dynamic journalist with excel- 
lent news judgment to line produce a one -hour 
newscast. Successful candidate will have at 
least five years of producing experience. If you 
have the knowledge and expertise to craft a 
compelling product and you want to join a news- 
room that still believes story content is more 
important than story count, rush your curricu- 
lum vitae, news philosophy, and last night's 
newscast to News Director, WFAA -TV, 606 
Young Street, Dallas, Texas, 75202. 

Visit our website: www.wfaa.com 
WFAA -TV is an equal opportunity employer 

WFAA -TV Co., a Belo subsidiary 

SENIOR WRITER/PRODUCER 
KLAS -TV (CBS) is looking for an experienced 
and creative SENIOR WRITER/PRODUCER to 
join its Creative Services Department. The suc- 
cessful candidate will have proven writing, pro- 
ducing and editing (AVID) skills, and can turn 
around effective news topical promotions under 
tight deadlines. An enthusiasm for creative and 
unexpected solutions to promotional challenges 
is a big plus! If you have at least 3 years of news 
promotion experience: possess strong communi- 
cations skills and are willing to work as part of a 
team, send your demo tape and resume to: 

Marketing Director, KLAS -TV, 3228 Channel 8 
Drive, Las Vegas, NV 89109. EOE. 
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EMARKETING REERS 

DIRECTOR OF MARKETING 
Media General Broadcast Group 

www.mgbg.com 
WFLA-TV 

Tampa's number one television news station and 
Media General's convergence laboratory, seeks a 
highly motivated and seasoned Director of 
Marketing who can lead a cross promotion plat- 
form in conjunction with The Tampa tribune and 
online component TBO.com. Must be a dynamic 
and progressive individual who possesses a 
strong sense for news promotion. Will lead the 
creative team of producers and designers in 
developing station image advertising, outside 
media and strategic marketing plans. Should be a 
proven leader with excellent organizational skills 
as well as a creative innovator. Qualified candi- 
date must be a strategic thinker and a brand mar- 
keting expert plus act as a promotion liaison with 
syndicators and NBC network. Will develop and 
perform duties related to the creation of promo- 
tional advertising materials required by the sta- 
tion for the purpose of increasing market share. 
Responsible for implementing the on -air look of 
the station for promos , graphics, local production 
and total packaging and branding of the station. 
Mail resume, tape and cover letter to : HR depart- 
ment - 4th Floor: WFLA 200 South Parker Street, 
Tampa, FL 33606. 
EOE M /F /DN Drug Screen. 

SALESCAREERS 

NATIONAL SALES MANAGER 
WSBK Boston - a UPNNiacom Affiliate.Must 
have 5+ yrs exp. Previous rep., & mgmt. exp. 
preferred. Must be assertive, successful, 
personable, focused, & a motivator. Relationship - 

building a must. No phone calls. Email only to 

kfitzpatrickáwsbktv.com EOE 

6,500 CANDIDATES 
SEEKING NEW OPPORTUNITIES 

in 50 states 

98% currently employed - 

Avg. 4.2 years experience 
Sales Managers - Account Executives 

Post your opening at -www.MediaRecruiter.com 

CLOSEDCAPTIONINGSERVICES 

VISUAL AUDIO CAPTIONING, INC. 
provides 

Superior Quality Real -Time Captioning 
Excellent Service 
Competitive Rates 

www.visualaudiocaptioning.com 
703- 278 -9110 

FORSALEEQUIPMENT 

TRANSMISSION LINE 
Foamed Dielectric - 1/2' - 7/8 "- 15/8'. Smooth 
Wall 50 OHM. Suitable for Broadcast, Cellular, 
Land Mobile, Personal Communication, HF , 

RF, Lowest Attenuation, Complete Shield, 
Lowest Prices. What Do You Need ? 

Nanci - BWC 1-800-227-4292 

Classifieds 

NEWSCAREERS 

ANCHOR/REPORTER 
We have an opening for a person who does good 
live, loves to break good stories, and is a superb 
communicator. This person would also anchor 
our weekend newscasts in addition to reporting 
three days a week. Producing experience a plus. 
A minimum of two years experience. If you are 
this person, please send your resume and tape to 
Personnel Administrator -166, WTOL -TV, P.O. Box 
1111, Toledo, Ohio 43699 -1111. No phone calls. 
WTOL is an EOE. 

INVESTIGATIVE REPORTER 
Media General Broadcast Group www.mgbg.com 

WCBD -TV 
WCBD -TV2 in beautiful Charleston, SC is looking 
for a high energetic journalist who is prepared to 
tackle investigative pieces as well as the police 
beat this person would be required to bring stories 
to the table. Also, must be a good storyteller. 
Broadcast degree or equivalent required. EOE 
M /F /DN Drug Screen. Send current tape and 
resume to HR Dept. 210 W. Coleman Blvd. Mt. 
Pleasant SC 29464 or fax to (843)881 -3410. 

MORNING NEWSCAST PRODUCER 
Do you have what it takes to make your newscast 
stand out in a crowded market? ABC7 Los 
Angeles is looking for an early morning newscast 
producer. Qualified candidates should have at 
least 3 years of newscast producing experience. 
Previous early morning news experience a plus. 
Send your resume and non -returnable videotape 
to: ABC7 Los Angeles, Attn: Human Resources, 
Dept. MNP/BC, 500 Circle Seven Drive, Glendale, 
CA 91201. Equal Opportunity Employer. 

RESUMETAPES 

CAREER VIDEOS 
prepares your personalized demo. Unique 
format, excellent rates, coaching, job search 
assistance, tape critiques. Great track record. 
847 -272 -2917. 

FORSALE) TATIONS 

LPN STATION FOR SALE OR LEASE 

Denver, CO 

2 million Grade "A" Population 

Please call (540) 667 -5138 or 

E -mail cblairl0 @aol.com 

MANAGEMENT; 

BROADCAST MEDIA PRODUCTION 
MANAGER 

Coordinates ministry in broadcast television and 
radio for a national churchwide organization. 
Requires experience in producing, managing and 
completing broadcast projects; at least five years 
experience in broadcast video and audio production; 
experience in online video and audio production; 
experience with personal computers and the Internet 
and a bachelor's degree in a communication- related 
field. Please apply by 11/30/01. Apply to 
nross@elca.org, fax to (773) 380 -2985 or mail to 
ELCA/DHR, 8765 W. Higgins Rd., Chicago, IL 60631. 

FMSUBCARRIER 

FM Subcarrier available in NYC market. 

Data preferred. 

Contact Terence O'Driscoll at WNYE 

(718) 250 -5826. 

BROKEREDPROGRAMMING 

RADIO TIME 

produce, host, syndicate your own radio 

program, generate 100's of leads. 

516-466-9601 or 

asktheradiokid áaol.cortl. 

FORSALESTATIONS 

FM RADIO STATION FOR SALE 

WJHW FM 101.9, Bainbridge, 
GA only FM in the market. 

$595,000. 

Please call 615- 673 -6555 or 

email radio1059 @aol.com. 

USE OUR SITE ... 

if you are buying or selling a radio station... 

www.broadcaststations4sale.com... 

we are now accepting new listings... 

we make it easy to sell your station. 

Allied Fields 
COLLECTION 

POINT -CLICK- COLLECT 
With The Media Collection 

Dream Team 
Attorney (former broadcast/cable and sales 
manager Katz, Petry, Lifetime and NBC -TV) 
and staff representing America's Top media 
firms for 12 years announces it's interactive 
credit & collection center: 

www.ccrcollect.com 
Place claims and receive acknowledge- 
ments and status reports on line. 
View relevant media specific articles on 
a wide variety of business management 
subjects. 
Examine our Media Credit & Collection 
procedures, services and contingent fees. 

or Call/Write: 
CCR George Stella 

1025 Old Country Rd., Ste. 3035 
Westbury, NY 11590 

Tel: 516- 997 -2000 ' 212 -766 -0851 
Fax: 516 -997 -2071 

E -Mail: ccr @ccrcollect.com 
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Academic 
FACULTY 

Classifieds 

JOURNALISM 
The University of Alaska Fairbanks seeks an 
Assistant Professor of Broadcasting, 9 -month tenure 
track faculty appointment beginning August 2002. 
Responsibilities: Teach 5 upper and lower under- 
graduate division courses in television journalism 
and production. Classes may include News Writing, 
Video Storytelling, Editing, and other courses. Other 
responsibilities are student advising, the student 
radio station and other related university service. 
Position stresses teaching and ongoing creative 
work in the field. Interested individuals may find 
more information at http: / /www.uaf.edu/uafhr/jobs 

BROADCAST JOURNALISM OR 
WEB /GRAPHIC JOURNALISM 

Seattle University seeks a tenure -track Assistant 
Professor or tenured senior professor beginning 
Fall, 2002. A broadcast journalist would teach 
broadcast news reporting and writing, video com- 
position, non -linear editing, documentary produc- 
tion. A web /graphic journalist would teach web 
design, document layout, information graphics, 
visual communication, on -line reporting. Either 
position would include a course in mass commu- 
nication. 
Qualifications: Significant professional journalism 
experience plus an MA or PhD in journalism or 
mass communication. Prior teaching experience 
is desired, as is evidence of an interest in carry- 
ing out creative /scholarly work. 
Seattle University is a Jesuit/Catholic university 
committed to the centrality of teaching and learn- 
ing, of values -based education grounded in the 
Catholic/Jesuit tradition, of service and social jus- 
tice, of lifelong learning, and of educating the 
whole person. 
See application instructions at: 
http: / /www.seattleu. edu /artsci /communication/ 
journalismjob.htm or contact Communication 
Department, Seattle University, 900 Broadway, 
Seattle, WA 98122. Review of files begins Dec. 
15, 2001. Female and minority candidates are 
encouraged to apply. 

Miscellaneous 
SALES 

NATIONAL SALES DIRECTOR 
Grant Media LLC is looking for a National Sales 
Director for its very profitable internet portal, 
Sex.com. This person will help the company tran- 
sition into a unique marketplace position- a mix- 
ture of adult and non -adult media, similar to 
Maxim magazine or Nerve. This position requires 
a seasoned professional who will be responsible 
for recruiting, hiring, measuring, motivating and 
managing employees, planning, forecasting, pric- 
ing, revenue and budgeting for all sales related 
activities. The sales director must be a high -ener- 
gy individual who thrives in a fast -paced, stressful 
environment and has at least 3-5 years experi- 
ence in managing media sales departments. You 
will be the top sales professional in the organiza- 
tion. Sensitivity to women, gay, and adult issues a 

must. Compensation is competitive. The right per- 
son with the right skill -set will make an immediate 
impact. For more information on this exciting 
opportunity, see http: / /www.sex.com /s/jobs, or 
send your resume to Human Resources, Grant 
Media, LLC, 2544 Third Street. San Francisco, 
CA, 94107. No Phone Calls. 
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ASSISTANT PROFESSOR; TENURE TRACK; NEW MEDIA TECHNOLOGY 
Indiana State University Assistant Professor; Tenure Track; New Media Technology. To teach in the 
Department of Communication's UG and graduate programs beginning August 2002. Responsibilities 
include teaching/developing courses in New Media Technology, its economics and services as studied 
from a social science perspective; and Broadcasting/Multimedia Production. Ability to teach broadcast 
journalism desired. Other courses chosen from the following: Media History, Media and Society, 
Broadcast Law, Broadcast Writing, Broadcast Management, Web Design, Media Effects, and Research 
Methods. Service to University, College and Department and sustained program of research /publica- 
tion/creative projects required. Ph.D. required. Previous relevant professional experience desirable. 
Salary: competitive, commensurate with experiences. Further information on ISU and Department of 
Communication found at http: / /web.indstate.edu/comm/. Send letter of application, current vita, samples 
of scholarly and/or creative work, evidence of teaching effectiveness (if available), three letters of recom- 
mendation (placement file copies acceptable), and copies of graduate transcripts (official copy required 
prior to employment) to: Dr. Sharon Russell, Search Committee Chair, Department of Communication, 
Indiana State University, Terre Haute, IN 47809. E -mail: cmrusse @ruby.indstate.edu; telephone: (812) 
237 -3214; fax: (812) 237-3217. Complete applications will be reviewed beginning on January 4, 2002, and 
will continue until the position is filled. AA/EOE. 

Miscellaneous 
EQUIPMENT PION 

BANKRUPTCY AUCTION 
By Order of the Bankruptcy Trustee of Direct 2 U Network: 

NATIONAL INFOMERCIAL PRODUCTION STUDIO & NETWORK MASTER CONTROL 
System for SATELLITE DELIVERY - No. 01 -19268 

6310 Easton Rd., Pipersville, PA 

SeII: Thurs. Dec. 13th ® 11:00 AM 
SPECIAL NOTE: We will offer this equipment, new in 1998 or newer, in it's entirety as a turn -Key operation 
or piecemeal. The Real Estate will also be available. 

PRODUCTION STUDIO: (4) HITACHI Z -3000 Digital Studio cameras W /FUJINON Aspheric Tv Zoom 
Lens WNINTEN Pro -Ped Pedestal. (2) teleprompters. Automated Strand Lighting System W /40 Lights. 

PRODUCTION CONTROL: ROSS Production Switcher, PINNACLE Editor, DEKO DVE & Character 
Generator. MACKIE 24X8 Mixing Console. 

NETWORK MASTER CONTROL: LEITCH Multi- format Routing System, SONY Videocorders & Beta 
Decks. 

EDIT ROOMS: Linear -sony switcher. Mixed 7 Editor. PINNACLE Editor. NON -LINEAR- MEDIA 100 V80. 
There is considerably more equip. than is listed above including GENERAL INSTRUMENT DIGICIPHER 
II Receivers, Monitors, Controllers, Timers, Switchers, Routers, Amps, Glue Frames, Converters, 
Encoders, Generators, Receivers, Processors, Transmitters, AFA Racks, SONY PVV -3 VCR, LOWELL 
kits & MATHEWS ACCS. BEST Unity UPS. & Much More. 
INSPECTION: WEDNESDAY, December 12th, 10:00A.M. to 3:00 PM. or by Appointment 
TERMS: 25% Deposit Req'd in cash or treasury Check. Bal. Due at Conclusion in cash or Treas. Check 
Business Check w /Bank Letter of Guarantee. For Entirety Bids Please Call for Special Arrangements. 

ti 
QUAKER CITY AUC I IONLI'_Rti. INC. 
Auctroneers & Appraisers (Ai. On..,. Pq LICHIN /A00005P6L) 
íE60 81496411114 St Pt II Ó 4p4 I. PA 
215 426.5300 FAX 215 426.4897 ww qu.k.2Ny.uction corn 

M.1N 1 
J 

DIRECTOR AREER. 

EXECUTIVE DIRECTOR 
The Society of Professional Journalists, the 
nation's largest journalism group, with new head- 
quarters in Indianapolis, seeks an executive direc- 
tor. Requirements: An experienced association 
manager with success in building membership 
and diversifying financial support. Responsible for 
annual convention, regional workshops, national 
awards programs, monthly magazine. Also serves 
as executive director of SDX Foundation. 
Journalism experience helpful but not required. 
Send cover letter, resume, references and salary 
requirements by Dec. 7 to Robert Leger, SPJ 
Search Committee Chair, Springfield News - 
Leader, 651 Boonville, Springfield, MO 65806. 

NEWS 

URBAN TELEVISION/RADIO 
The Broheim Group, LLC, the new urban televi- 
sion and radio choice is looking for dedicated col- 
lege graduates. Opportunities available: 
TV -Sales Manager Washington, D.C. 
TV- Program Manager Washington, D.C. 
TV- Traffic Manager Washington, D.C. 
TV- Account Executive Washington, D.C. 
Radio -Account Executive Charlotte, N.C. 
Receptionist Charlotte, N.C. 

Forward Resumes to: 
Dr. Alvin Augustus Jones -CEO, The Broheim 
Group, LLC P.O. Box 5202, Takoma Park, Md. 
20913 E -mail to ajones @thedreamnetwork.com 
or visit www.broheimgroup.com or fax to 
1-301-587-7464. EEOE M/F Drug Screen 



John F.X. Browne 
& Associates 

A 'rolessionai Corporation 
Member AFCCE 

W UAOCAST TE LECOMMUNICAT ONS 
Fioomlueld Nulls. MI Washmtton. DC 
'48 642 62.6 (TEL I 201 ^ i3 2020 

.,4a64260:7 (FA, i2021 
wWw.ltkl 

du Trsil, 
Cons'. king 

Lundin & Ensinccn 

Rackley. Inc. 
Sarasota. Florida 

9-4I.329.MN)II 1111 N'.DI.R COST 

Slrmhrr %F('CF: 

CO 
CARL E. SMITH 

NSULTING ENGINEERS 
AM FM -V Engineering Consul ant. 

Complete Tower and Rigging Services 
-Ser.ing the broadcast Indust 

for over 60 years - 

Boo S07 Bath. Ohio 4421) 
130) 659-4440 

Munn -Reese, Inc. 

Broadcast Engineering Consu lams 

P.O. Box 220 
Coldwater, Michigan 49036 

Phone: 517- 278 -7339 

CARL T. JOAZ'.0 
cT3RM2RATa71 

CONSULTING ENGINEERS 

'901 Yarnwood Coun 
Springfteld.Virginia 22153 

(-03)569--", tat ( -114) SÓ9.4.11- 

MEMBER AEr c I www.cgc.c-ont 

HAMMTTTT & EDISON, INC. 
CONSULTING ENGINEERS 

Boo 280068 
San Francisco, California 94128 

FIE707/996 -5200 
202/396 -5200 

www.h -e.com 

Denny & Associates, P.c. 
Consulting Engineers 

DENNY 

301 768 5600 tel. 
301 768 5620 fax 

www.denny.com 

Member AFCCE 

Classifieds 

BRMDCASTING CABLE 
Broadcasting & Cable is tae weekly newsmagazine for the broadcast and 

cable television, radio. satelli e and interactive multimedia industries. 

The publication features attic es and information on media technologies. 

FCC actio-s, station sales ani programming, the Internet. Nielsen ratings 

and more 

In this 

your sl 

aggressive market, it is imperative that your advertising message targets 

)ec fic audience. This is where Broadcasting & Cable can work for you: 

Commercial TV Stations TV Markets & Networks 

local News Stations Cable Networks 

BLC has a circulation al 36.000 and is published 52 times a year. 

Please contact Kristin Parker at 617- 558 -4532 
or Neil Ancrews at 617/558 -4481 phone 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg. MD 20877 

301 -921 -0115 
Member AFCCE 

HATFIELD i& DAWSON 

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

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

MEMBER AFCCE 

WALLACE 
A S S OCi All 

ID] West Ohio Si. 
20th Floor 

Indianapolis IN 

46704 

Dennis Wallace 131716846754 
wallaledtv@ooLcom 

SPECIALIZING 

IN DIGITAL TELEVISION 

COHEN, DIPPELL AND EVERIST, P.C. 

CONSULTING COMMUNICATIONS ENGINEERS 

Domestic and International 
Since 1937 

1300 -- Street. N.W.. Suite 1100 

Washington. DC 20005 
1202) 893 -0111 FAX: 1202) 898 -0895 

E -Mai cdepc®attglobal.net 
Member AFCCE 

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

10300 Eaton Place, Suite 200 
Fairfax, VA 22030 

(701) 391 0110 (202) 3120110 
Fai (701) 391 OIIS 

www.c ndromulling.com 
www.DTVinfo.com 

NATIONWIDE MONITORING SERVICES, INC. 

,n,1ce9>. o9tKU Ayr 

b47,7os 
.- 

wa00' 

Incandescent and strobe lights, Reporting and 
Solutions. FNAC, Doors, Alarms, Generators, 

Tture, Humidly and others. 
fion vi 3 tax, e -mail, phone, and beeper. 

Reporting anclar Filing to FAA Owner or Others. 

TOWER /ANTENNA CONSULTANTS 

NATIONWIDE TOWER COMPANY, INC. 

ERECTIONS' DISMANTLES' ANTENNA' RELAMP 

ULTRASOUND ' STRUCTURAL ANALYSIS PAINT 

INSPECTIONS' RECUT' ENGINEERING 

P.O. BOX 1829 HENDERSON. KY 42419-1829 
PHONE (270) 869.8000 FAX (270) 869 -8500 

E -MAIL: hjobasion @nationwidetower.com 

24 HOUR EMERGENCY SERVICES AVAILABLE 

SHOOLBRED 
ENGINEERS, INC. 
SrAUfTURAL CONSV LTAM s 

Towers and Arianna Bauctures 
Robert A Shoolbred. P E 

1049 Mamson Drive 
Charleston. SC 29403 (843) 577 -4681 

Emal bobigshootbred tom 

OMFVffiAL rOwia, tnc 

Manufacturer of 
Sei- Supporting Towers, 

Guyed rowers and Accessories 

P.O. by 276 Pe,Meruon. Kentucky 2419-0276 
U17210.533-6151 270.533-1479 

e rr.Sai.ereenor.r.eern 

Advertise in the 

Professional Cards and 

Services Section 
& get the results you need! 

1Vinsite is an online decision -making tool fo- television and cable 

industry professionals. Visit 

www .tvinsite.com /broadcastingcabie 
to see what we can do for you! 

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 

Painful reality 
The Air Line Pilots Association said last week it was "appalled and outraged" that ABC 

chose to air the sounds of the struggle in the cockpit of Flight 93. The association recognized 

that it had no legal quarrel but felt that the airing was "repugnant sensationalism masquerad- 

ing as news." We disagree. According to ABC, senior news executives deliberated, contacted 

the pilots' families beforehand, decided to limit subsequent use of the tape, then chose to air 

it as the historical record of an act of war against the U.S., which it was. That ABC was the 

first network to formally limit airings of the Sept. 11 attacks argues for that explanation. 

Airing awful, frightening, disturbing realities is part of what broadcast journalists do. 

The message the terrorists sent about their disregard for life was repugnant, but it was a 

warning this country needs to hear. Arguing, as the pilots did, that a transcript served the 

same purpose is like arguing that a newspaper article about Vietnam had the same impact 
as video from the front. Don't blame the messenger. 

Perspective 
Broadcasting and cable are going to be OK, although sometimes it doesn't feel that way 

these days. It's a tough holiday season for the people laid off from scores of traditional 
media companies and even more dotcoms. It's tough for convention organizers suffering 

the fallout from canceled or scaled -back shows. It's tough for most advertising -driven 

media at a time when the trickle -down from tight marketing budgets sometimes doesn't 
reach that far. And, yes, it's even tough for a lot of media executives who missed making 

budget by a mile and have to make hard choices involving good people. 

But, as Sept. 11 made clear, that is all just stuff to deal with, "tough" only in a "kiss the 

ground that this is still your definition of tough" sense of the word. 

The media business is fundamentally sound. It's still a license to print money, as we point 
out elsewhere in this issue, only the denominations have gotten smaller. But far more impor- 

tant to the health of the nation, it is still a license to inform and entertain at a time when both 
are particularly important, and those still engaged in that enterprise, no matter the current 
hurdles, can count themselves lucky. 

Yes, the digital must -carry battle between broadcasting and cable is important. Yes, the 

all-carry battle between broadcasting and satellite is important. Yes, the battle between 

Michael Copps and ABC over the clothing- optional Victoria's Secret infomercial is impor- 

tant (OK. No, it isn't). But this is all just stuff to deal with. 

When we're carving off the last bits of turkey for sandwiches this week, we'll split a 

wishbone with ourselves and ask for no tougher times than a down economy and a cornu- 
copia of industry issues to deal with. 
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I'm going to NATPE... 

because it drives 

programming 

opportunities, 
initiates advertising 

discussions and 

keeps me 

current in an 

industry that's 
changing fast. Plus, 

it's the only time I 

can go to Las Vegas 

and know that I'll 
leave a winner. 

-Marc Juris 

General Manager, 

AMC 

Register today at www.natpeonline.com. 

N A T P E X T H E A L L I A N C E O F MEDIA CONTENT PROFESSIONALS 



'MET V ', 

.they member of the 
rosoft N Developer Program, 

provides great ITV sotunons. 

SWF seeks MSO with iTV 
C-sumers are lo :Ding for irte raaive TV. 

Microsoft can help you deliver. 

Mcrosoft TV s a- mteractiva TV software 

pl tfcrm being deployed todEy :y able 

operators worldwide. Designed to meet 

the needs of the W. Microso`. TV 

erabies new reve-1 e and baseness 

)pportunities For d 

standards -bssed pl 

°o create iTV appli 

vticrosoft TV D: 

-hem how. 

Learn mor. 

What TV can be. 

V sit Microsoft TV at the Western Show 2 

C200:Merosqfttlo(pó.aLOr..d: vmurk*Y;oRcae.c-,e.regsiemr.naema',c 
t adMHrkSq .. _ ... r]r'n :C..r 5 u fO G: r C]v^fc. MC^l'J .lC'!Ir' L.1 .({1... 
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