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TOP OF THE WEEK |/ 4

SRO for Fox IPO invesiors rally to buy shares and
News Corp. earns $2.8 bilhion trom the stock offering. / 4

Gore commission plan to move forward
Despite objections from broadeasting and cable interests,
the Gore commission pians to recommend that digital
broadcasters who fultitt minimuny public interest standards
should receive cable carriage. / 24

COVER STORY FCC moving, cautiously,
on ownership

FCC Chairman William Kennard
is pushing for action on a long-
awaited review ol the agency’s
broadcast ownership rules by
year-end. But any movement
probably will be a few small steps
rather than a major rollback of

regutations. / 27

For more late-breaking news, see ‘In Brief’
on pages 80-81
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Adding to the Honor Roll Broabcasting & Cavie: | Judy presides over highest court Worldvi-
inducts 11 new mentbers into its Hall of Fame ata black tie | sion’s half-hour Judge Judy is burning up the syndication

gala in New York. / 43 market. with ratings up 100% from last ycar. / 50
) ' SRI seeks SMART investors Suuistical

Rescarch Inc. has retained Veronis Suhler to find potential
mvestors for the company’s new SMART national TV rat-

The future is now
This week's issue contains a
6()-'pazge sunpplemem pro- ings service. / 50
claiming “The Dawn of Digi-

tal Television™ and including | |
special coverage from the ' A&E unveils digital networks 1 firsi ofterings—
vantages of BROADCASTING & || The Biography Channel and History Channel Interational—
CaBLE, Digital Television and | | Jaunch today on TCI's digital Headend in the Sky. / 56
TWICE (This Week in Con-
sumer Electronics). It is pub- | | TCI leans forward, looks ahead MSO meets
lished coincident with the ' with advertisers, agencies to ponder the potential of interac-

Monday (Nov. 16) cclebra- tivity over its TCI Digital Cable. / 56

tion of the new medium by TECHNOLOEY / 61

B&C and 19 major industry sponsors: ABC, CBS, Chyron, CBS broadcasts NFL in hi-def 1 iransmits the
Direc TV. Faroudja, Harnis, Kodak., NBC. Panasonic. PBS. New York Jets vs. Buftalo Bills game (o seven stations—

RCA. Runco. §umsung. §;|1‘110l[_ Il (B IR ETAT (IS the first of four such NEL telecasts on wap this season. / 61
Sony. Tektronix and Zenith. / Follows Page 42
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SRO for Fox IPO

FOX ENTERTAINMENT GROUP
PRIMARY ASSETS

Investors rally to buy shares; News Corp.
earns $2.8 billion from offering

By Steve McCliellan

hat market turmoil?
That's basically what the
folks a1t News Corp. asked

Wall Street last Tuesday after they
launched the biggest-cver media-relat-
ed initial public offering. Investors goh-
bled it up and then some: It was over-
subscribed by almost 50%, with News
Corp. reaping $2 8 billion for just under
19% ot the Fox Entertainment Group.

News Corp. officials. restricted from
talking for the next two weeks, must teel
pleased. “In the short term,
they definitely achieved
their goals.” says Blair
Treisman. scnior research
analyst at  Midtown
Research Group, New
York. “They got the deal
done in a stinky [PO envi-
ronment. within the price
runge they had been hoping
for. And it has held up in the
first two days of trading.”™

On the first day of trad-
mg, Fox stock climbed $2 to
$24.50. By mudday Friday,
the stock tell 3%. to $23.88. but still well
above the initial asking price. “People just
decided 10 step back and not overpay in
the short term,” Treisman says.

News Corp. said in filings with the

mid-December.

‘Ally McBeal' is one Fox
asset that makes its
stock attractive.

SEC that it would
use the proceeds of
the deal to reduce
its outstanding debt
of about $9 billion.
It also may buy
back some of s
stock. company
executives told ana-
lysts last week. Tt
has a $1 billion
siock buyback pro-
gram and already has purchased some
$300 million worth of its stock. *Nothing
1§ going 1o change with
respect to how they use the
mMoney. so now it’s just a
question ol growing share-
holder value over time.”
Tretsman says.

News Corp. Chairman
Rupert Murdoch told ana-
lysts last week that no
huge acquisition deals are
in the works. But the
company has a lot of buy-
ing power—including
$2.1 billion in cash on
hand; another $2 billion-
plus in stock and cash from the soon-
to-close sale of TV Gride. and added
power on top of that.

High on News Corp.’s shopping list
are TV stations, although it will take

Murdoch couldn't
talk last week, but
he could certainly
smile.

CBS ready to EyePO

Buoyed by Fox's success, CBS has priced its IPO for
16% of its radio and outdoor assets under the Infinity
Media banner and says that it expects to raise a tad
under $3 billion. The company begins a road show
next week and expects to launch its offering in early or

Is there any reason to think that CBS’s IPO will be any less
successful than Fox’s? “None that | can think of,” says Bishop Cheen, media
and entertainment analyst for First Union Capital Markets. That is, he clari-
fied, no reason based on issues concerning the company or the offering.

What's impossible to predict these days, say Cheen and others, is what
outside forces may or may not spook the market in December. The Iraqi
conflict, the impeachment process, actions taken (or not taken) by Alan
Greenspan and the Fed all are factors that could prompt investors to reach
for their checkbooks or for their brokers (with sell orders). Developments
in Asia, Russia and Latin America continue to influence stateside invest-

ment decisions.

—Steve McClellan
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Fox Filmed Entertainment
(theatrical movies)

Twentieth Century Fox TV
(TV production)

Twentieth Television
(TV syndication)
Fox Stations Inc.
Fox Broadcasting Co.
‘: Fox Family Worldwide
r (49.5%)
Fox/Liberty Networks (50%)
Fox News Channel
Sports assets, including Los

Angeles Dodgers

maneuvering on the regulatory front to
expinid the company’s 22-station port-
folio. which already reaches the FCC
limit of 33% coverage of the U.S. But
Fox has proposed investing up o $150
million in minority-owned stations in
exchange tor a waiver of the cap.

News Corp. also wants (o expand its
sports franchise holdings. Earlier this
year it bought the Los Angeles
Dodgers. and there’s a deal in the
works to buy one of the UK s top rugby
teams tor $1 billion.

News Corp. also has an option 10
acquire 30% of the Los Angeles Kings,
Just under 10% of the LL.A. Lakers. and
a 20% stake in a new arena—the Sta-
ples Center—that will host both teams.
The company savs it intends 1o excer-
cise all those rights.

While the Fox IPO is a big hit, in-
vestors punished parent News Corp. last
Thursday (knocking its stock price down
$2. 10 $26.31) for an unexpected drop in
first-quarter profits. Profus fell 18%, to
$196 million—due largely. News Corp.
says, 10 start-up losses for Fox Fumily
Entertainment. Fox Liberty Sports and
international satellite ventures.

Revenue was up 12%, 10 $3.2 billion.
But the company says the owned TV sta-
tions posted lower earnings, primarily
due 1o the GM strike during the summer.
Revenue at the network was up as aresult
of higher pricing in upfront ad sules.

News Corp. COO Peter Chernin told
analysts the company remains “quite
confident” that it will break even on the
rights for NFL games. Ratings and ad
sales are up this season, Chernin said. =
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Game of Fox and
“mouse heats up

Fox Sports is making moves o top sports

franchise, Disnev-owned ESPN

By Joe Schlosser

he race tor sports supremacy in

cable is heating up. and newcom-

¢r Fox Sports Net is stealing
headlines from longtime trontrunner
ESPN.

IFox Sports Net. a band of 22 region-
al cable channels that were merged into
a psceudo-national network last Janu-
arv. last week signed two former ESPN
anchars. Keith Olbermann and Chris
Mvers. lor its nightly sports highlight
program. I-ox Sports News (see box).

Shrewd maneuvers by Fox executives
landed the personalities and attracted the
national spotlight on Fox Sports Net and
the potential ratings race between the
channel and cable giant ESPN.

B3evond the network race. there also
is a battle brewing in the competitive
arena of nightly sports highlights, where
Fox Sports News is trving 10 overthrow
ESPN’s dominant SportsCenter.

Fox Sports Net and its nightly high-
light shows trail far behind ESPN in
Niclsen ratings. but that doesn’t mean
Fox isn’t trying to catch up and caich
up quickly.

“ESPN has something hke a 13-vear
lead, and a 13-vear lead is like being ina
mile-long race and the other guy already
has run halt o mile.” says Fox Liberty Net-
works COO Tracy Dolgin. “FHiink we've
made up the first ap. and we're gaining on
theny. But those guvs have been doing it
for so long, and they have a big lead. We
are really proud of the ground we have

made up so tar and so
quicklv.”

ESPN debuted in
Seprember 1979 Jalhn
Walsh. ESPN senior
vice president/execu-
tive editor, says thal
comparing the two
networks is like com-
paring apples and
oranges. ESPN s a
national cable netweork, Walsh savs.,
while Fox Sports Net comprises 22
regional networks airing local program-
ming and national shows in prime time.

“That’s not real competition for
ESPN,” Walsh savs ol Fox Sports Net.
“It's not that 1°s not real competition.
It is competition, but it’s not competi-
tion on the level that chatlenges the
leader and ortginator of the form.
That's what ESPN hus been and still is
todayv. As a regional network they are
territic, butit's not the same.”

John Mansell. senor analyst with
Paul Kagan Associates. says the differ-
ence is in the ad revenue generated by
local cable networks versus national
cable channels, sueh as ESPN. Mansell
says that combined, all regional cable
networks and Fox Sports Net will bring
in some $300 million this vear. ESPN
and its other networks, ESPN2. ESP-
NEWS. ESPN Classic Sports. alone
will attract nearlv $750 nullion.

But Mansell says there are good
signs on the regional front: “The
regionils are growing ad revenue

‘Fox Sports News,” with Kevin Frazier and Van Earl Wright,
has posted ratings increases for four straight quarters.

somewhere in the 12%-14% range.
That’s probably twice as much as over-
the-air broadcasters and a little more
than national cable services like ESPN.
But again. that’s on a smaller scale for
the regionals.”

No matter what ESPN and Wall
Strect says. Fox Sports Net executives
are gunning for ESPN.

Fos Sporis Net’s 22 regional net-
works own local cable broadeast rights
10 69 ol the 75 1eams ol the National
Hochey League. Natonal Basketball
Association and Major League Base:
ball. And Fox executives hope the flow
from those regional games stays on
their channels for use in Fox Sports
News highlights.

Fox is in the middle of a $2 million
media blitz this month. trumpeting jusi
that—that they are closer 1o the action
than ESI’N because ol local coverage.

Ratings show that’s true. 1o a certain
extent. Fox Sports News has posted
mereases lor four straight quarters. From
fourth quarter 1997 o third quarter of 1998,
Fox Spoits News” ratings have ncreased

Olbermann, Myers join team at Fox Sports Net

Fox Sports Met has added two familiar faces to its ever-
growing cast of sports anchors, hiring Keith Olbermann
away from NBC and Chris Myers from ESPN last week.

Olbermann, a longtime ESPN SporisCenter fixture
and most recently host of MSNBC’s nightly political talk-
er The Big Show, signed a $1 million annual contract
with Fox to be an anchor and senior correspondent on
Fox Sports News. In an unprecedented move, Fox paid
$1 million to NBC for the right to steal Olbermann out of
the final two years of his contract. Olbermann, who left

G BROADCASTING & CABLE / NOVEMBER 16, 1938

ESPN in 1997 in a huff, says he made a career “mis-
take" in leaving sports and that therapy has helped him
see his way back.

Fox Sports Net also beefed up its national presence
by adding Myers to the roster, an 11-year veteran with
ESPN and most recently that network’s host of the daily
Up Ciose series. Myers will be paid a reported
$400,000 annually to host Fox Sports Nets’ weekly
magazine series Goin’ Deep and work as an anchor on
Fox Sports News. —Joe Schlosser

www.americanradiohistorv.com
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from S8, .62, .82 and 94, respectively.

But thase numbers stitl fall well short
of ESPN’s SportsCenter when the two
are compared head-to-head. During
October, SportsCenter’s 11 pm. ET
show outdrew Fox Sports News' pro-
gram by 817,000 cable households per
night (956.000 versus 139.000),

Fox's Dolgin says local sports pro-

gramming. such as the Los Angeles
Lakers on Fox Sports West or the Scat-
tle Mariners on Fox Sports Northwest,
is their version of Must See TV on a
market-by-market basis.

“No matter what ¢clse is going on in
the world. you're going to have a large
core audience in a team’s market
watching the games.” Dolgin says.

“There is no way we could have gotten
to the point we are at today so quickly
without the inherent business model.”
Fox Sports Net also has weekly series
that are climbing in ratings. among them
national sports personality Jim Rome’s
daily series The Final World and the
weekly Goin® Deep. which soon will be
hosted by Chris Myers. |

PolyGram goes

on ‘Blind

New I(’/(lfl()llslllp show will give a
lipstick cam’s—eve-view of an awkward ritnal

By Joe Schlosser

olyGram Television is

going to make viewers a

third wheel on blind dates
next year.

PolyGram is teaming up with
Gold Coast Entertainment to produce ¢
half-hour strip. Blind Date. that will go
behind the scenes to take a lighthearted
fook at the mating ritual.

Roger Lodge. who has been the
weekend host of E! Entertaimment’s
popular series, Telk Soup, has been
selected as the show’s host and will

Date’

guide the audi-
ence on two different dates ¢ach

episode, Blind Dare also has a team of

comedy writers. a dating expert and a
staff psychologist who will give on-
screen analysis, pointers and criticism,

“We're going to edit down the dates
to eight or nine minutes of video and
allow the viewer to really be a voveur to

‘Talk Soup’ host Roger
Lodge has a date with
PolyGram’s romantic
effort.

the ups and downs of blind
dates.” says Bob Sanitsky.
PolyGram's president.

Each date will be sent out
with a two-person camera
and sound crew, with “lip-
stick™ cameras  placed
inside cars for the
that takes place on the
way.” Sanitsky says. The
couples will be sent to three
or four different events on
the date: most dates will Tast
about four hours, PolyGram
gxecutives say.

“Coming from Tulk Soup
is the perfect background
for Roger.” Sanitsky says, "What we
necd him 1o do is very quickly explain
to our viewers what they are going (o
see. set up the situation and give it a
comical overview

PolyGram executives are selling the
show for daytime. carly-fringe and
late-night time periods on a cash-plus-
barter basis., =

Sweeps race tightens

NBC leads. CBS, Fox are close second in HHs. denios

By Michael Stroud

vurteen days into
the November
sweeps., NBC s
being dogged by CBS
and Fox in key demo-
graphics, while The WB
continues to be the only
network to show sub-
stantial ratings gains.
Boosted by the strong
performance  of its
Temptarions miniseries

mances from Becker on
Monday night and JAG
on Tuesday night. was a
close second at 9.5/16.
according to Niglsen
Media Rescarch. ABC
wits third. at 8.6/14, and
Fox was fourth. with
7.9/13. The WB had a
3.5/5. and UPN trailed
with a 2.0/3.

Fox. boosted by the

The X-Files and theatri-

and its Thursday lincup, NBC's Thursday night ~  cal “Lost World.” was
NBC was still in the lead  $hows (including ‘Frasier’) hot on NBC's trail
in houscholds through Ll ol T U among 18-49s—just a
UL LA RS g £ household lead. C & S—Jusl &

Wednesday. Nov, Ht,
with a 9.6 rating/16 share. But CBS,
bolstered by surprisingly strong perfor-

tenth of a rating point
behind NBC's 6.0/16. ABC had a
5.0/14. CBS had a 4.0/t 1, The WB had

10 BROADCASTING & CABLE / NOVEMBER 16, 1998
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sixth-season premiere of

a 2.0/5 and UPN had a 1.2/3.

With less so-called stunting going on.
“This sweeps period is going to give
you an honest picture of the success of
their regular schedule.” says Bill Croas-
dale. president of national broadcasting
for Western Intemational Media Group,

White there may be less stunting.
networks are attempting (o present
their best tace for the month by at least
temporarily pulling their weaker
shows. NBC has benched comedy
Encore! Encore! and the John Wells
drama Lrinity for the month, and ABC
pulled drama Vengeance Unlimited.

The WB’s numbers, up sharply from
last season, were boosted by strong
performances from ils returning
shows—Pwwson’s Creek: Buffv. the
Vampire Slaver. and 7th Heaven—and
promising performances from fresh-
man shows Charmed and Felicity,
UPN. struggling to reshape its sched-
ule. is down from the first two weeks of
sweeps last vear, ]

“stuft



www.americanradiohistory.com

THE IRIDIUM NAME AND LOGO ARE TRADEMARKS AND SERVICE MARKS OF IRIDIuM LLe © 1998

R &
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First-run at a crawl

‘Squcares, Judy' stand out amone slow-movinge pack
. 8 k

By Joe Schlosser

ctry  Televi-

sion’s syndica-

tion analysis
tor October provided
the proof of what
most television in-
dustry analysts have
been saying all along
this scason: Almost
everything is under-
delivering in both
ratings and demographics.

Petry’s 25-market sampling for last
month, a survey that represents close to
50% of the country, showed declines
across the board in talk. magazine. sit-
com and other syndication genres. I
think the overall assessment on the new
tirst-run shows has to be dismal, with the
exception of Hollvwood Squares,” says
Dick Kurtander. vice president and direc-
tor of programming at Petry. “There are
some bright lights in the off-net sitcoms.,
as some would expect. Obviously Judge
Judyis onaroll and Jerry Springer con-

‘Squares’ is up in the key demos.

tinues to inercase. Bul
talk {shows] appear to
be in general decline,
the magazines have
been in decline for
years and other gen-
res. including games,
showed some ¢ro-
sion.”

In daytime talkers,
Regrs & Kathie Lee
lead the charge, bu
their houschold num-
bers are down 16% from a year ago,
and key female demographics are
down as well. Kurlander sayvs. Among
the talk shows in carly fringe, Oprafi is
still the boss but showed declines in
houscholds and in all demographics.

On the magazine front, Hard Copy's
maove out of key access time periods and
into daytime and carly-tringe slots hasn’t
hurt the former tabloid show. The new.
softer format has shown some strength in
davtime and other time periods, Kurlan-
der says. Entertainment Tonight is stll
the leader in access. but even that long-

TAP GF THE WEENK

running Paramount-produced series
showed declines in the Petry results.

Among the off-net sitcoms. Seinfeld
continues to rule the domain in the lucra-
tve time periods, but it oo showed
drops. according to the Petry results.
Seinfeld averaged a 6.9 rating/11 share in
access, according to Petry’s numbers,
with decreases in all demographic areas.
The Simpsons, tops in carly fringe, pulled
in a 4.6/9 in the Petry-surveyed markets
and even showed increases in key feen
and 18-to-34 demographic arcas.

In the game-show arena. King
World™s new revival of /Hollvwood
Sgynares was the only series on the rise,
according to Petry. Squares averaged a
5.5/10, maintaining the houschold
numbers and posting gains in key
demos, Kurlander says. Wheel of For-
tune and Jeopardy!. King World's
long-running access tandem, are still
the leaders in their respective time peri-
ods—but they are slipping in both
households and demos, Kurlander says.

Judvee Judy is the leader in the court
genre and the top gainer over a year
ago among all syndicated shows. Kur-
lander says Judge Judy “dramatically™
improved the show s time periods from
1997 in most dayparts. The other court
series, Petry executives say., are per-
forming “respectably .~ m

Carsey-Werner to sell ‘Profiler’

Will handle domestic distribution in svadication for NBC

By loe Schilosser

arsey-Werner is branching out

with a full-service syndication

division. The longtime network
sitcom producer. which distributes
such hits as 3rd Rock from the Sun and
Grace Under Fire in syndication, is
getting into the first-run and distribu-
tion business on a new level.

In addition to using its own distribu-
tion company to handle in-house prod-
ucts, Carsev-Werner Distribution is
taking on tne sales duties for other pro-
ducers, the first being NBC. The dis-
tributor was tapped by NBC Enterpris-
es last week to sell Profiler into syndi-
cation for a talt 1999 launch. The injtial
package of Profiler will include 62
episodes of the series. which airs Satur-
day on NBC and stars Ally Wather and
Robert Davi.

“What this means is we are spread-
ing our wings.” savs Stuart Glickman,

Carsey-Werner's vice chairman. “We
are looking to distribute other people’s
programming. and this is the first step
in that direction. We are talking to a
number of other producers about dis-
tributing their product.”

Glickman says Carsev-Wemer does
not have an overall deal to distribute
NBC-produced product (some say that
the network eventually will increase its
domestic distribution presence) and
that they will work with NBC on a per-
show basis like “any other distributor.”
As for Profiter. Glickman says the
sales plan is currently being drawn up,
and he did not rule out a possible cable
sale. The distributor also is close to
bringing out the CBS sitcom Cosby, a
show that will be available to stations
in fall 2000. Tor off-net syndication.
Glickman says that Carsey-Werner
executives are “talking internally™ and
working on a sales strategy

Carsev-Werner is also getting into

‘Profiler” is the first outside program
that Carsey-Werner plans to distribute.

the first-run syndication business,
another first for the company. Glick-
man says the company is looking at a
few first-run projects but nothing that
will be available at next January's
NATPE Conference. Sources say
Carsey-Werner will likely be teaming
with another production outfit to dis-
tribute & weekly action series. |
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Cable anxious
about FCC study

Industry hopes survey of
subscriber rates won't lead
to more regulation

By Bill McConnell

able industry officials are warily

cyeing an FCC report examining

the impact of rising program-
ming coslts on cable rates. The study is
expected to be released shortly.

The FCC’'s Cable Services Bureau
last week presented Chairman William
Kennard with a draft of the report.
which is based on surveys of the top six
multiple system operators—Time
Warner. Tele-Communications Inc..
Cablevision, MediaOne. Cox Enter-
prises and Comeast.

The survey was launched following
an 8%-10% jump in cable rates in
1997, Kennard and key lawmakers

Cable rates on the up and up

S

gsu
Fd

s®

Sie

have complained that a lack of compe-
tition puts too little pressure on cable
companies Lo keep prices low.

There is trepidation in the industry that
a harsh report will give Congress suffi-
cient ammunition (o impose new rale

restrictions, Current rate regulation of

upper-tier programming will end on
March 31, 1999, Senate Majority Leader
Trent Lott (R-Miss.) wamed cable indus-
try officials in August that they were

“playing with fire™ and predicted that
fawmakers would take action if the puace
of ratc hikes continued. Representitives
Billy Tauzin (R-La.) and Edward Markey
(D-Mass.) even introduced legislation
that would allow local cable authorities to
demand FCC rate regulation it communi-
ty officials tound that a company did not
provide cnough programming choices.
But cable industry officials say that the
data provided to the FCC prove that new
rate restrictions are unwarranted. They
say that the data show that higher pro-
gramming costs, especially for sports. are
driving the rate increases and that cable
systems are passing on only a portion of
their cost increases (o customers,

& Despite allegations that cable companics
3 that produce content would raise pro-
2 gramming costs to get rate hikes through

the back door, the evidence shows a
heulthy sense of restraint on the part of the
industry.” says Arthur H. Harding. who
represents cable companies for the Wash-
mgton firm of Fleischman & Walsh.
“No consumer and no politician
wanls rates to go up. We understand
that,” says Alexander Netchvolodoff,
lobbyist for Cox Enterprises. “But cus-
tomers said they want more program-
ming choices. and that means more
costs, We hope the FCC thinks sotoo.m

‘Jury out’ on Primestar plan

By Price Colman

rimestar Inc.’s announcement

last week that key sharcholders

support its continued pursuit of
the medium-power DBS business and
its Taunch of a high-power scrvice left
analysts underwhelmed.

“It appears they may not have
received a reasonable bid on their
assels.” says Bear Stearns analyst
Vijay Jayant. “The only other option is
1o continue business as usual. The jury
is still out on whether the cable guys
will back them if they need capital.”

Primestar President Carl Vogel
won't discuss specifics of what that
“support” means. although he does
acknowledge a capital component,

Vogel says that the business plan
presented to Primestar’s board—which
includes members from TCI Satellite
Entertainment,  Time Warner,
MediaOne. Comcast and Cox—focus-
€s on cutting expenses 10 maximize
cash tlow from the medium-power

business and delivering a high-power
business from 119 degrees.

Primestar has about $215 million to
fund fourth-quarter operations and
expects to enter the first gquarter with
about $120 million. It is cutting cash

burn from some
B 5155 million a
quarter to $75
million-$90 mil-
lion a quarter.
Primestar’s also
seeking to cul
subscriber acqui-
sition costs—al
$700-3800 per
subscriber. the
highest in the
DBS sector—io
$500 or below.

Those mea-
sures will buy the company time before
a liquidity crunch hits, but a crunch is
inevitable if' Primestar can’t come up
with additional money. Moreover,
launching a high-power service from

Analysts wonder
whether cable will
support Carl Vogel's
new strategy.
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P19 will take at least an additional $75
million. according to recent estimates.

Sources for capital include debt and ven-
dor financing. although Vogel acknowl-
edges that high-yield debt markets aren’t
likely to be receptive until Primestar lowers
chum, down from a staggering 50%-plus
annualized in September 1o about 32%
annualized now. He also acknowledges that
miajor sharcholders want 10 see chum cut
and a workable business maodel for 119 pre-
sented before they Il chip in more money.

Primestar’s general blueprint for | 19
inciudes a retail high-power oftering of
80-85 channels and a wholesale prod-
uct that would target channel-locked
cable operators. multiple dwelling
units and MMDS or SMATV opera-
tors. FCC approval of a high-power
service is unclear. DirecTV and
EchoStar have similar plans for a sup-
plemental DBS offering.

Janco Partners analyst Ted Hender-
son speculates that shareholder support
could be in forms other than cash, “To
me. the support of cable partners could
include identifying cable subs who
won't get digital anytime soon. giving
them to Primestar to go after and help-
ing Primestar on marketing.” =
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Networks ready for war

TV news operations deploy troops in anticipation of Gulf conflict

By Dan Trigoboff

S. and allied forces mobi-

s L
lized late Tast week in the Persian
Gulf region for increasingly tike-

Iy air strikes against [rag. American
television networks were mobilizing as
welt and remained on a state of alert in

anticipation of military action.

Despite widely reported cutbacks
that specifically target foreign report-
as well as talks that could tead 1o
cable’s CNN providing international
coverage Tor the Big Three broadeast
~alt the networks report sig-
nificant commitments to the story. As
of late last week. no network pools had
been established except in Kuwailt
City. There five networks (ABC. CBS,
NBC. CNN and Fox News Channel)
will share a sateilite dish in the city.

ng-

networks:

where they believe that the military
would set up a joint information
burcau. A broadcast executive com-
mented. however. that additional pools
may be set up 1o cut costs, since the
networks are at the end of the budget
year.

m At ABC News. which has locked
out members of the National Associa-
tion of Broadcast Employces and
Technicians—-Communications Work-
ers of America in a contract dispute.
management acknowledges that the
reduction in technical expertise will
mahe things more difficult. "We have
to go a littte slower than we otherwise
would,” says Boh Murphy. senior vice
president for hard news. “We've prob-
ably had more drills than usual to
make sure systems work the way
they ‘re supposed to. to give people

Paxson: It’s crossownership or bust

Bud Paxson: “There are
too many outdated ruies
creating high hurdles for
companies trying to
buiid healthy and

strong forces in an
increasingly competitive
communications world.”

Digital television will be a bust unless the FCC
removes its ownership restrictions, Pax TV Chair-
man Lowell "Bud” Paxson said last week.

“The broadcast, cable, satellite and computer
industries are not strong enough individually to
sustain the digital revolution envisioned by Con-
gress,” he told the Federal Communications Bar
Association.
overnight sensation only when our industries sit
down and negotiate equitable and strategic
financial relationships.”

He called on the FCC to eliminate rules restrict-
ing media crossownership, dual networks and
ownership of more than one station in a market.
He afso said that the cap on national audience
reach should be lifted.

The FCC's ownership review is taking tco long,
he added. (Some of the issues have been under

“The revolution will become an

consideration since 1992.) “The broadcasting industry deserves modern own-
ership rules and not just a bunch of pending rulemakings,” he said. “The FCC
should act—or admit that it can’t act and turn the issue back to Congress.”

If the restrictions are not eased, Paxson said, broadcasters and cable
companies will continue their technical disputes and cable will not be able to
carry digital signals of local stations. He also predicted that few TV viewers

will invest in digital antennas.

“Local stations will find their [digital] antenna and transmitter investments

have gone for naught,” he said.

Consequently, DTV will become a niche market for HDTV enthusiasts
and will be dominated by the cable industry. He predicted that most view-
ers will stick to analog TV sets, killing the government’s plan to take back

analog spectrum.
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practice dealing with incoming feeds.
Audio is atways a problem when
you're dealing with multipte-origina-
tion programming.” The network will
have a team in Baghdad. another in
Kuwait City and a third in Bahrain.
and it will be beefing up its statfing in
Jerusalem.

m CNN. which rose to a new level of
credibility during the 1991 Gulf War,
will have several teams, led by corre-
spondent Christiane Amanpour,
Amman bureau chief Brent Sadler,
Cairo bureau chief Ben Wedeman and
Jane Araff. who runs the network's
Iraq operation. “We have a deep
beneh.” says Eason Jordan. president.
mternational networks and global news
gathering. who adds that “as a rule,
CNN objects to pools. We spend what
we have to spend on big stories. The
last thing we're going 1o do is let any-
one beat us in Irag.”

m CNN rival Fox News Channel
also will draw from international
resources, in London and Amman.
Greg Palkot will be its lead correspon-
dent in the Gulf. "We've only been in
existence for two years.” says John
Moody. vice president. “We're still
vastly smaller than CNN. But we're
growing. and we ve been working on
some graphics and some animation.
We're conlident in our ability (o cover
breaking news.”

m NBC says it has teams in Bagh-
dad. Cairo. Amman. Kuwait City and
Tel Aviv. Ron Allen from NBC's
London bureau is expected 1o tead the
coverage, Linda Vester will report for
cable net MSNBC. but NBC says
technical services as well as reporting
likely wilt be shared by both net-
works.

m CBS has Rome-based correspon-
dent Allen Pizzey in Baghdad. and
London-based correspondent Tom
Fenton also will be in the region.
Regarding military control of the news.
Lane Venardos. executive producer
and director of special events. com-
mented, "We're still at risk. This time.
with no ground war, it's a very differ-
ent circumstance. There aren’t halt
million ground troops there. Our only
source of information tor many things
is the military,” ]
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(dne of the most successful Sci-Fi theatrical franchises

grossing aver $350 million worldwide is coming to syndicated TV.
o272 One-Hour episades currently in production.
ePremiering on Shawtime March 1999.
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Klose to
head NPR

By Elizabeth A. Rathbun

ormer Washington Post reporter
and director of the U.S. Interni-
tional Broadcasting Burcau.
Kevin Klose, has been selected as
president of National Public Radio.
He replices Delano Lewis, who
resigned in August to spend more time
with his family.
Klose has been director of the IBB,

a federal agency that includes Voice of

Kevin Klose comes to NPR from the U.S.
International Broadcasting Bureau.

American. Worldnet Television and
the Office of Cuba Broadcasting. since
April 1997, Before that, he was presi-
dent of Radio Free Europe/Radio Lib-
erty. a private. nonprofit radio news
organization. Before that. he served
for 25 years at the Posi as Moscow
burcau chief. Midwest correspondent
and deputy national editor. His parents
were radio producers and writers in the
1930s and "40s.

“I1 1 had been anywhere in my life
and had the opportunity to lead NI’R.
I'd have taken it.” Klose said last
Wednesday at a news conlerence
announcing his appointment. "NPR is
without paraliel in its presence in the
American dialogue.™

Klose will take charge of the 604-
station public radio network in mid-
December. He reportedly was recom-
mended out ol some 200 candidates by
an executive head-hunting firm. ]

=
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CLOSED CIRGUIT

BEHIND THE SCENES, BEFORE THE FACT

WASHINGTON

Paxson powwows

with Kennard

ax TV Chairman Lowell “Bud”

Paxson met with FCC Chair-
man William Kennard last week,
urging him not to restrict the way
that broadcast ownership is mea-
sured. Paxson wants to preserve
the single majority sharcholder
rule, which exempts minority
stakes in broadcast stations from
being counted toward national
audience caps as long as one
shareholder owns 51% or more of
the voting stock. Efimination of
the rule is among a host of owner-
ship rule changes the agency is
considering. Paxson urged the
FCC 1o maintain the rute as a tool
for promoting femate and minority
ownership—a priority for Ken-
nard. Puxson has asked the FCC to
approve the sale of five stations
his company owns 10 minority-
controlled Epcom Inc.. as long as
Paxson’s 49% stake is excluded
from the 35% national audience
cap. To ease Kennard’s concern
that oo much power would be in
the hands of secondary sharehold-
ers, Paxson suggested that majori-
ty shareholders be prohibited from
selling out 1o investors who take
advantage of the measurement
excmption. As tor Kennard’s reac-
tion. Paxson would describe the
meeting only as an “exceltlent
exchange.”

McCain eyes lowa

he broadcast and cable indus-

tries may soon get some relief
from the ever-watchful eye of Sen-
ate Commerce Committee Chair-
man John McCain (R-Ariz.). Word
is trickling out of lowa that
McCain is beginning to round up
staft to work the lowa presidential
caucuses. which take place 15
months from now. McCain recent-
ly talked to Steve Grubbs. chair-
man of the lowa Republican party,
about potential jobs. although no
offers have been made, Grubbs
notes. “In my conversation with

[McCain). he said he’s serious and
interested in the national race and
that he may pursue it. He's going
o see it he can pull it together,”
Grubbs says.

DENVER

Taking stock

of MediaOne
s ince early November, big
chunks of MediaOne Group
shares (NYSE:UMG) have traded,
peaking with more than 15 million
shares moving last Friday. The 30-
day average through October was
about 1.6 million shares daily.
Shares closed at $36.375, up 31.25
cents. There were contlicting
reports regarding the heavy trad-
ing. One was that billionaire Paul
Allen was selling his 3.3%
chunk—some 20 million shares—
of MediaOne: another was that it
was somebody else who was sell-
ing large blocks. Representatives
at Allen’s Vulcan Ventures did not
return phone calls, although they
reportedly told CNBC that Allen
wasn't the seller. MediaOne ofti-
cials declined comment.

WASHINGTON

Taking a spin

hancellor Media Corp.. atready

involved in radio and TV sta-
tions. billboards and advertising
rep firms, is considering creating
its own record tabel. Chancellor
and Capstar Broadcasting Partners
Inc.. with which it is merging,
claim to be responsible for selling
one of every four country records
in the country because they own
more country-formatted stations
than any other radio group. So why
not eliminate the middle man. says
Chancellor Radio Group President
Jimmy de Castro. A Chancellor
record label would allow an artist
10 be promoted across all appropri-
ate radio stations (Chancellor also
owns the most urban-formatted sta-
tions). And the branding of the
artist is as important as selling
records,” de Castro says.
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RICKI LAKE is the #1 Talk Show in New York
Among Women 18-34 and 18-49 in All Dayparts!

Women Women

Rank Program Station 18-34 Rtg. 18-49 Rtg.
.

#1 Ricki Lake WWOR 5.6 4.5

# 2 Jerry Springer WPIX 4.7 3.7

# 3 Forgive or Forget WWOR 4.0 3.0

- ;E4 Oprah Winfrey WABC 3.4 4.1
# 5 Jenny Jones WWOR 3.2 2.0

# 6 Montel Williams WWOR 2.8 2.1

. | #7 RosieO'Donnell  WABC 25 3.3
. "¢8 David Letterman WCBS 22 19
.2 # 9 The Tonight Show WNBC 2.1 2.6
310 The View WABC 1.9 2.6

-4 aige
Eeen The 5pm Franchise!

The Leader In Young Adu't Programming.

COLUMBIA TRISTAR

Source: NSI, SNAP, Oct. '98 Primary telecasts. ranked by W18-34
6 vislon Distrition Al Rights Reserved Www.sony.com

www americanradiohistorvy com
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RICKT LAKE is the #2 Talk Show in Los Angeles

Among Women 18-34 and 18-49 in All Dayparts!

: Women  Women
Rank Program Station 18-34 Rtg. 18-49 Rtg.
# 1 Jerry Springer KCAL 5.3 4.4
#2 Ricki Lake KCOP 4.1 3.4
# 3 Rosie O’'Donnell KNBC 3.1 2.8

. # 4 The Tonight Show KNBC 2.7 3.4
# 5 Jenny Jones KCOP 2.7 2.1

-_#‘6 Montel Williams KCOP 2.4 2.3
# 7 Forgive or Forget KCOP 2.3 1.8
# 8 Oprah Winfrey KABC 2.2 2.9

'-—# 9 Conan O’Brien KNBC 1.4 1.7
#10 The View KABC 1.4 1.5

;;E Lake
TELEVISION

0ISTR

IBUTION

The Leader In Young Adult Prcgramming.

TriStar Te'ansion

Distr.oavon. Al Rights Res

erved

The 5pm Franchise!

Source: NSI, SNAP, Oct. '98 Primary telecasts, English-language only, ranked by W18-34
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‘Gore plan to move forward

Broadcasters object to specific public service requirements for DTV

By Paige Albiniak

espite the objections of the broad-
D cast and cable industries. the Gore

commission still plans to recom-
mend that digital broadcasters who ful-
fitt minimum public interest standards
should receive cable carriage.

Some broadcasters do not like the plan
because they do not want any kind of
code that mandates what they should be
doing to serve the public—even if it gets
them the digital
must-carry
requirement
they want. The
Gore commis-
sion. formally
known as the
Advisory Com-
mittee on the
Public Interest
Obligations of
Digital Televi-
sion Broadcast-
ers. has agreed
that cable car-
riage should be awarded 10 broadcasters
who offer a certain amount of public
interest programming.

Committee co-chairman and CBS
Television President Leslie Moonves
has vigorously opposed listing any spe-
cific public service requirements that
broadcasters should be required to ful-
fill. He eventuatly said he could agree
that broadcasters should supply a
mandatory minimum of public service.
but he complained that he would
“probably be made a pariah in the
broadcast industry for this.”

In return for Moonves™s agreement
that he would sign oft on a report rec-
ommending some mandatory efforts,
the rest of the panel agreed that the
report wouldn't be too precise in detin-
ing what those obligations should be.

“It's important that this report not
get too specitic,” says Robert Decherd.
chairman of A.H. Belo Corp. and punel
member. "It I get hit over the head with
this committee’s report. it’s going to be
a bad starting point.”

Broadcasters are just beginning to
make the transition to digital televi-
sion, with more than 40 stations
expected to flip the switch before the

CBS Television
President Leslie
Moonves

end of this year. Their public service
obligations in the digital world have
not yet been defined. The Gore com-
mission’s task is to write a report on the
subject (after evaluting the issue over
the past year) and then submit that
report to Vice President Al Gore by
Dec. 18, Gore likety will hand the doc-
ument over to the FCC for evaluation.

The commission also will ask broad-
casters 1o voluntarily commit to spend
a total of five minutes per night on
local, state and/or federal campaigns
during the 30 days betore general elec-
tions. But the panel also plans to ask
Congress to pass campaign finance
reform in order to make broadcasters’
contribution meaningfut.

Broadcasters have been staunchly
opposed 1o offering any free airtime for
politicians. but most say they already

dedicate five minutes of airtime per
night to campaigns during elections.

“I's sort of asking broadcasters 1o
take a pledge to do something that they
are already doing because it makes
good business sense as well as good
public poelicy sense.” says a broadcast
source.

The public interest advocates on the
committee are not happy with the
commission’s watered-down request
for broadcasters’ voluntary tree air-
time contribution. Gigi Sohn. execu-
tive director of nonprofit law firm
Media Access Project and a panel
member. plans to write a dissenting
report recommending that the FCC
require broadcasters to offer free air-
time to candidates. Sohn hopes to get
a majority of the panel to sign on to
her report. n

FCC to levy fees
for digital services

Commission aims to set rate at level that will not
discourage broadcasters from offering ancillary services

By Bill McConnell

roadcasters offering digital TV
B subscription services will pay the

government a share of the gross
revenue they tuke in from those busi-
nesses under an FCC proposal expect-
ed to be approved at the commission’s
Nov. 19 meeting,

The fees are required by Congress as
part of the 1996 Telecommunications
Act to prevent broadcasters, who
received their digital spectrum at no
cost, from gaining an untair advantage
over wireless operators offering similar
services. Lawmakers argued that wire-
less operators, many of whom obtained
their spectrum at auction, would be
saddled with higher costs than broad-
cast competitors.

Congress required the FCC 1o levy
fees on any digital services for which
stations receive compensation other
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than commercial advertising.

FCC officials have not disclosed
how high the fees will be. but industry
sources predict the rate will be set at
between 4% and 6% of revenue trom
ancillary services.

The commission is aiming 10 set a
rate sufficient to compensate the gov-
ernment tor the share of spectrum that
will be devoted to ancillary products
but not so high that broadcasters will
be discouraged from offering new ser-
vices,

Among the services envisioned are
CD-quality audio signals, data trans-
mission. telephone directories, stock
market updates and computer software
distribution.

The National Association of Broad-
casters and the Association tor Maxi-
mum Service Television have argued
that fees should be as low as 2%. Pub-
lic advocacy group Media Access Pro-
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The commission also is expected to
propose separate standards for public |
broadcasters and other noncommercial |
stations. PBS and the Association of
America’s Public Television Stations
have argued that federally funded
broadcasters should be exempt from
fees. ]

TOP OF THE WEEK

| ject called for a 109% fee.
Beside the gross revenue option,
[ other fees proposed by the FCC last
December include a levy on profits
| from subscription services or a charged
| base on a combination of a flat rate and
a revenue pereentage.
Still unclear is whether home-shop-

ping services or advertising revenue
based on the number of viewer
inquiries also will be subject to the
fees. as requested by Media Access
Project. NAB countered that the fees
should be imposed only when pay-
ments are a condition of access to the
television service,

Big Four fight back

The four major broadcast
networks and their atfiliate
organizations last week
countersued EchoStar
Communications Corp. in
Miami, charging that the
direct broadcast satellite
company infringed their
copyrights by selling
imported network signals
to ineligible subscribers.
EchoStar last month took
ABC. CBS. Fox, NBC and
their aftiliates to court in
Denver, asking the judge
there to clarify which sub-
scribers legally can receive
imported signals via satel-
lite. CBS and Fox in
March 1997 sued distant
network signal provider
PrimeTime 24 in the same
Miami tederal district
court, That court in July
issued a preliminary
injunction against Prime-
Time 24 and its distribu-
tors, ruling that the compa-
nies had to turn oft the sig-
nals of all satellite TV sub-
scribers who can receive a
broadcast signal over the
air using a rooftop anten-
na. The broadcasters have
requested that the same
judge who presided over
the PrimeTime 24 case,
Lenore Nesbitt, hear the
broadcasters” countersuit
against EchoStar and that
EchoStar’s suit be moved
from Denver to Miami,
Broadcasters think the
Miami court will be more
receptive, because it

already has heard the
PrimeTime 24 case.

NAB, MSTV tell FCC
to watch closely

The National Association of
Broadcasters and the Asso-
ciation for Maximum Ser-
vice Television (MSTV)
last week asked FCC Chair-
marn
William
Kennard to
form an
inter-
industry
group to
ensure that
consumer
electronics
manutac-
turers
include in
new digital
TVs by the end of next year
an interface—the so-called
firewire standard—that
passes digital TV signals
from cable set-top boxes 1o
digital TVs. *|T|he com-
mission should rigorously
oversee the implementation
process to ensurce that the
American public will enjoy
the benetits of the new stan-
dard,” wrote NAB Presi-
dent Eddie Fritts and
MSTYV President Margita
White. “Otherwise, there
will be an indefnite contin-
uation of the lamentable sit-
uation we face over the next
12 months, with DTV sets
unable to work with digital
cable 1o receive the DTV
programs broadcasters will

NAB'’s Fritts is
concerned
about digital
TV, cable
compatibility.
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By Paige Altiniak and Bill McConnell

be transmitting—
a predicament
that will not only
discourage DTV
set sales but also
will discourage
cable carriage of
DTV signals.™
The Consumer Electronics
Muanufacturers Association
said it was “just astounded™
by the letter, said CEMA’s
Michae! Petricone. “We
managed to push through
what [ think is the most
rapid standards-setting
process in CEMA history.
We should be commended
by the broadcasters, not
criticized.”

Tristani warms up
to AT&T/TCI

FCC Commissioner Gloria
Tristani last week gave u
tentative thumbs up to the
AT&T/TCI merger, pre-
dicting that it will jump-
start local phone service
provided over cable.
“There are some upsides
to this merger. It could be
an opportunity to stimulate
competi-
tion in the
residential
market by
giving
TCl spe-
cialized
expertise.
grealer
financial
resources,
and a
trusted
brand
name,” she told the
National Association of
Regulatory Utility Com-
missioners in Orlando,
Fla. Tristani’s endorse-
ment is significant because

Tristani is
likely to
support the
AT&T/TCI
merger.

WWW.americanradiohistorv.com

she is a Democrat and has
voiced reservations about
telecom consolidation.

High court to decide
whether media can
accompany police

The U.S. Supreme Court
decided last week to hear
oral arguments on whether
police who allow news
media to accompany them
on searches can be sued for
violating people’s constitu-
tional rights. Two couples,
one in Maryland and one in
Montana, sued local and
tederal police after the
police riided their homes.
seeking to make arrests.

In the case of the Mary-
land couple. Charles and
Geraldine Wilson, police
enltered their home looking
to arrest their son and
brought & newspaper
reporter and photographer
with them. The Wilsons
sued, based on the Fourth
Amendment, which forbids
law enforcement agents
from entering homes with-
out just cause. But the
Fourth Circuit Court of
Appeals in Richmond. Va..
ruled that the officers had
immunity because they did
not exceed the scope of
their scarch warrant.

In Montana, federal
agents brought along a CNN
crew when they raided Paul
und Erma Burger's home to
seek evidence that they were
poisoning wildlife. The
Ninth Circuit Court of
Appeals in San Francisco
ruled that the federal agents
exceeded the bounds of their
warrant, A split in circuit
court decisions often causes
the Supreme Court to take a
case.
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By Bill McConnell

CC Chairman William Kennard is
pushing his fellow commissioners

to act on @ long-awaited review of

the agency’s broadcast ownership rules
by the end of the year.

But. reflecting Kennard's cautious
approach to deregalation, the commis-
sion is likely to take only a few small
steps 10 ease ownership restrictions on
TV and radio owners rather than
rolling back rules in a big way.

The biggest expected change: allow-
ing media companies 1o own newspa-
pers and radio stations in the country’s
most populated cities, but not newspa-
pers and TV stations.

FCC staffers, who still are working out
the finat details for relaxing the 23-year-
old broadcast/new spaper crossownership
ban, are expected o provide their recom-
mendations to the five commissioners
within the next two weeks.

The agency also is expected to relax
the ban against owning more than one
TV station in a market. But, again. it
will be in a modest way. Companies
still won’t be abic 0 own wo stations
ina market. but they will be able to own
stations whose fringe (Grade B) signals
overlap. That means a company with a
station in Washington could acquire
one in Richmond. Va. (114 miles away)
but net Baltimore (only 41 miles away).

BroadcastingsCable
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FCC moving,

’l
on ownership

Commissioners tryv to meet end-of-vear deadline 1o review
regulations;: changes expected in newspaper
crossownership, one-to-a-market limit, LMAs

The commission also may loosen its
one-lo-a-market rule to permit ownership
of TV and radio stations in the top SO mar-
kets. Currently. the FCC grants waivers o
the ban only in the top 25 markets.

As further evidence of the FCC's
hesitance. the agency also is likely to
impose new restrictions on local mar-
keting agreements (LMAs) and to tight-
en rules that define media ownership.

LMAs, which allow one station to con-
trol another without actually owning it,
etfectively permit broadceasters 1o circum-
vent the duopoly ban: Kennard's fellow
Democratic commissioners. Susan Ness
and Gloria Tristani. have argued that
LMA investments should be counted in
the ageney’s ownership measurements.

Kennard's caution stems from his
concerns about the consolidation that hit
broadcasting. particularly radio, after
the Telecommunications Act of 1996.
The law climinated the cap on the num-
ber of TV stations that could be owned
nationwide, raised the national audi-
ence-reach cap to 35% and increased the
number of radio stations that can be
owned 111 a local market.

Since the 1996 law was enacted. the
number of radio station owners has
dropped 11.7%. to 4.507. and the total
number of radio outlets has declined
2.5%. 10 10,222, according 1o the FCC.
In the average metro market, the top

four owners now account for Y0% of

the total advertising revenue,

Although most in the industry pre-
sume that Congress intended the rules
1o be relaxed further, Kennard is con-
cerned about how consolidation is
affecting broadcast diversity.

“The pace of consolidation has pro-
ceeded faster thun most people anticipat-

ed when the act was signed,” he says.
“We must make sure whatever we do
does not compromise our country’s
long-standing principles of diversity and
competition in the broadcast industry.”

Although major rellbacks do not
appear in the offing, media representa-
tives are happy for whatever relief they
can get. “Newspapers bring a solid tra-
dition of local news,” says John Sturm,
president of the Newspaper Associa-
tion of America. “Letting newspapers
operate radio stations would provide
audiences with a strong new source ol
information about community affairs.™

The ban has unfairly prevented news-
paper companies from growing, says Tri-
bune Co. lobbyist Shaun Sheehan. *“Many
newspaper owners are effectively locked
out of buying more print properties
because of their radio holdings. For some
reason the government says it’s all right
tor AT&T, TCI and Disney to grow—but
it you own a printing press, you can’t.”

Tribune, which owns the Chicago
Tribune, five other newspapers and
more than a dozen broadcast properties,
was permitted to keep its WGN(AM) and
wGN-TV Chicago when the crossowner-
ship ban was implemented in 1975,
Sheehan says there is no evidence that
Chicago or any other market where
newspaper/broadcast combinations
were permitted to continue has suffered.
“The government has never been able to
show how New Yorkers are worse off
because the New York Times owns a
classical station on the FM band.”

But Tribune is barred from buying
newspaper properties in Denver, where
itowns stations KOSI{FM) and KKHK-FM,
and in New York, where it owns
wQCD(FM). Radio purchases similarly
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New York

Los Angeles
Chicago
Philadelphia
San Francisco
Boston
Dallas/Ft. Worth
Washington, DC
Detroit

Atlanta
Houston

Seattle
Cleveland
Minneapolis

WABC-TV
KABC-TV
WLS-TV
WPVI-TV
KGO-TV
WCVB-TV
WFAA-TV
WILA-TV
WXYZ-TV
WSB-TV
KHOU-TVY
KING-TV
WEWS-TV
WCCO-TV
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Miami WFOR-TV

Phoenix KTVK-TV
Denver KMGH-TV
Pittsburgh WTAE-TV
Sacramento KXTV-TV
St. Louis KSDK-TV
Orlando WFTV-TV
Portland KGW-TV
Baltimore WBAL-TV
Indianapolis WTHR-TV
San Diego KGTV-TV
Hartford/N. Haven WFSB-TV
Charlotte WSOC-TV

Raleigh/Durham WTVD-TV
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Nashville
Milwaukee
Cincinnati
Kansas City
Columbus, OH
Greenville/Spart.
Salt Lake City
San Antonio
Grand Rapids
Birmingham
Norfolk

New Orleans
Buffalo

West Palm Beach
Oklahoma City
Harrisburg/ York
Louisville
Albuqueérque
Jacksonville

WSMV-TV
WISN-TV
WCPO-TV
KMBC-TV
WBNS-TV
WYFF-TV
KTVX-TV
KSAT-TV
WWMT-TV
WBMA-TV
WVEC-TV
WWL-TV
WIVB-TV
WPTV-TV
KOCO-TV
WGAL-TV
WHAS-TV
KOAT-TV
WIXT-TV
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Dayton
Fresno/Visalia
Little Rock
Tulsa

Austin
Richmond
Flint
Roanoke/Lynch.
Green Bay
Des Moines
Spokane

Ft. Myers

Burlington/Platts.

Ft. Wayne
Lansing
Salinas/Monterey
Boise

La Crosse/Eau Claire

Riverhead, NY

WDTN-TV
KFSN-TV
KATV-TV
KOTV-TV
KXAN-TV
WWBT-TV
WNEM-TV
WSELTV
WFRV-TV

WLAJ-TV
KSBW-TV
KTVB-TV
WEAU-TV
WLNY-TV
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FCC readies to
rewrite these
l-ules

1. Newspaper/radio
crossownership:

The FCC prohibits ownership of
newspapers and radio stations in
the same market. Although existing
combinations were generally grand-
fathered when the rule was created
in 1975. waivers are permitted only
in rare occasions. Only one perma-
nent waiver has been granted.

What's being considered: The FCC
may relax the current waiver policy
to permit combinations in larger
markets with a certain minimum
number of voices. Industry sources
say that the agency standard may
mirror the radio/TV palicy, allowing
combinations in top-25 markets
with more than 30 voices.

Status: Under review since 1996.
Next step: Final rule by the end of
the year,

2. TV duopoly:

Ownership of stations with overlap-
ping grade B contours is prohibited.

Whal's being considered: Whether
to allow commaon ownership of sta-
tions in separate markets as long as
grade A contours don't overlap. This

Blanmal rﬂulew

1. National television
ownership cap:

Audience reach is capped at 35% of
households.

What's being considered: Should
the cap be changed because of the
impact of industry consolidation?

Next step: Proposed change.

means a company with a station in
Washington could acquire one in
Richmond, Va. (114 miles away) but
not in Baltimore (41 miles away).
(The commission already has
allowed waivers for combinations
that meet this criterion, conditioned
on the outcome of this proceeding.)
The FCC also is considering waiver
policies to allow UHF/UHF or
VHF/UHF combinations; acquisition
of economically distressed stations;
operation of long-vacant or new
channel allotments; combinaticns
invelving stations with a small audi-
ence or ad revenue in markets hav-
ing a minimum number of indepen-
dently owned stations and for own-
ers who pledge to offer public inter-
est programming.

Status: Under review since 1992.
Next step: Final rule by year-end.

3. Radio/TV “'one-to-a-
market” rule:

Waivers are routinely granted for
combinations in the top 25 markets
in which more than 30 independent
broadcast voices would remain
postmerger or if the merger
involves an ecanamically distressed
station. Waivers also are granted on
a case-by-case basis, taking into
account whether the merger pro-
vides public benefit; the number of
media outlets the applicant will own
in the market; whether the stations
are small or UHF TV; the financial
status of the stations, and the
impact of competition and diversity.

What's being considered: The FGC
has proposed extending the stan-
dard waiver (at a minimum) 0 the

Last change: The Telecom Act elim-
inated the cap on the total number
of stations that may be owned and
increased the audience-reach limit
from 25%.

2. UHF TV discount:

UHF stations’ audience reach is now
counted at 50% for purposes of cal-
culating a group’s 35% naticnal
coverage cap.

What's being considered: Now that
cable carriage requirements have
extended the audience reach of UHF
stations. should the FCC eliminate
the measurement discount?

Next step: Proposed change.

3. Dual network rule:

ABC. CBS, NBC, and Fox are prohib-
ited from merging with each other
or acquiring The WB and UPN,
although they are permitted to
launch second networks.

top 50 markets. The FCC also has
asked for comments on whether to
extend the waiver standard to all TV
markets that meet a minimum inde-
pendent ownership test. Other ques-
tions: Should the standard waiver be
extended to TV owners that want to
acquire more than one radio sta-
tion? Should the number of required
independent voices be reduced from
307 Should the criteria for case-by-
case waivers be changed? Should
the rule be repealed?

Status: Under review since 1996,

Last change: 1996 Telecommunica-
tions Act directed the FCC to extend
the waiver it it would be in the pub-

lic interest.

Next step: Final rule by year-end.

4. TV local marketing
agreements:

TV LMAs do not count toward local
and national ownership caps.
What's being considered: The com-
mission has asked for comment on
whether LMAs should be counted in
ownership caps and whether exist-
ing anes should be grandfathered.

Status: Proposal under review since
1996.

Next step: Final rule by year-end.

9. Broadcast attribution:

Investments in radio and TV proper-
ties are counted toward national
and local ownership caps when an
active shareholder’s stake equals
5% of voting stock or a passive
shareholder's stake is 10%.

What's being considered: Whether
to increase the benchmarks for

What's being considered: Should
the rule should be lifted?

Next step: Proposed change.

Last change: 1996 Telecom Act
eliminated ban on dual networks.

4. Local radio
ownership caps:

tn markets with 45 or more com-
mercial stations, a company may
own no more than eight stations
and na mare than five in the same
service. For smaller markets there
are tighter restrictions.

What's being considered: The FCC
has asked for comment as tc how

consalidation has affected comple-
tion, advertising rates and diversity.

Next step: Proposed change.

Last change: Congress eliminated
national ownership cap and relaxed
local limits in 1996.
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active and passive holders to 10%
and 20%, respectively. The FCC also
is looking at whether to attribute
ownership to an interest holder that
exceeds the investment thresheld
and also is a program supplier to
any broadcaster in the same market.
In addition, the FGCis considering
whether to attribute joint parinership
interests and limited partnerships.

Status: Under review since Nov. 1996.
Next step: Final rule.

6. Cable horizontal
ownership:

A cable company's national audi-
ence reach is limited to a 30%
pass-by of all households.

What's being considered: Whether
to retain or make changes to the
horizontai limits.

Status: Under review since June
1998.

Next step: Final rule by year-end.
7. Cable attribution rules:

Cable companies face more restric-
tive attribution rules than broad-
casters in order to limit their owner-
ship stake in wireless cable opera-
tors. Far instance, 5% stakes, even
when the stock is nonvoting or a
limited partnership interest, are
counted toward the ownership cap.

What's being considered: Whether
to eliminate those more restrictive
rules in order to encourage more
investment in the struggling wire-
less cable industry.

Status: Under review since June
1998.

Next step: Final rule.

9. Newspaper/broadcast
crossownership:

Newspapers and broadcast stations
in the same market may not be
commonly owned.

What's being considered: Lifting
the rule.

Next step: Proposed change.

8. Local cable/TV station
crossownership:

Cable systems and television sta-
tions in the same market may not
be commaonly owned.

What's being considered: With
digital TV possibly offering broad-
casters a chance to offer muttiple
channels, the FCC is considering
whether to relax or eliminate the
ban an locat cable-TV station
crossownership.

Next step: Proposed change.
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the ability to see what others can't.

the drive to see a vision become a reality.

.

the leadership to create new technolqgies. .

the spark.of gen jus to look at the world differently.

ommon traits of pec
like Bill Daniels and his
fellow cable pioneers who
overithe past 40 years
have created an industry
that has transformed how

humans see and react to
their world.

We at TCI are proud
to stand among those pioneers
and honor their achievements.

\
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@ A Defining Moment .

Cable faces awesome responsibilities as it leads the way
into an entertainment and information revolution

By Bill Daniels

hroughout history. the people who have

shown the extraordinary vision. commit-

ment and entreprencurial spirit needed 1o

build a successful business have defined the
term greatness.

No other business
embodies more of those
essential qualitics than
the industry so many of
us have devoted our lives
to—cable television.

Today. we dominate
the television scene by
providing information
and entertainment o 60)
million TV households
(that’s 150 million peo-
ple) who get hundreds of
programming choices
thanks 1o our great indus-
try. Before cable, there
were just three channels
in the vast majority of
U.S. markets. Can you
imagine just three TV
channels?

In our relatively brief
50-year history. cable
has succeeded in ity
quest to bring an entirely
new dimension of televi-
sion 1o rural America. to
suburbs, to major urban
markets. and. tomorrow,
to the entire world.
Along the way. we have
greatly influenced the
communications revolution in our nation, cre-
ating entirely new businesses supporting hun-
dreds of thousands of jobs. while injecting bil-
lions of dollars into our economy.

Cable’s signature is a quality product at a fair
price to its customers. We are continuously
upgrading our technology. adding new program-
ming choices and introducing new. sophisticated
services.

Taoday. our industry stands as the major player
in the midst of a defining moment in communi-
cations history. We are presented with yet anoth-
er apportunity to prove our industry’s greatness

“We must mobilize
our satisfied customers
into a cohesive group
to tell our story.”

and foster the incredible changes taking place
not only in cable. but converging industries such
as telecommunications and computers.

Our once-fledgling industry has grown up 1o
become a world-wide communications medium
that. even as you read this article, is literally
being defined. The cable revolution is one of the
most breathtaking and
important historical
evenls in America.

The connection being
made among converg-
ing industries will for-
ever change the way our
customers view televi-
sion and send and
receive information.
And our cable industry
is poised 1o lead the
way.

However, there's a
lot we need to focus on
in the days and years
ahead.

With events such as
the AT&T/TCI merger.
our industry, working
in concert with Cable-
Labs. will have access
1o revolutionary new
technologies being
developed at Bell Labs.
We need to capitalize
on these resources o
improve our engineer-
ing and technology. For
example, one study pre-
dicts that by ycar-end
1999, 38 million homes
will be two-way capa-
ble of high-speed Internet access via cable.

We need to continue to grow our companies.
Cable operators must enter into partnerships with
high-tech firms to drive our industry into spec-
tacular new businesses such as high-speed data.
Internet access and other fields we can’t even
define today. Microsofts investment in our
industry is one example of this.

A recent study predicts that by the year 2005,
60 percent of our industry’s revenue growth is
expected to come from three new services—dig-
ital video, modems and telephony-—while 40
percent of the industry’s total revenues will
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1948-50
The first community
antenna systems, built
by industry pioneers in
Penneylvania, Oregon
and Arkansas, get up
and running. Installa-
tion costs run saveral
hundred dollars per

household and monthly
fees average about 83
per month. LE. "Ed”
Parsons, whase Asto-
rig, Ore. system installs
@ mountain-top anten-
na im this phota, is
gmong the earliest
operators.

1951

Cable pioneers Martin
Malarkey and Bill
Daniels convena the
first maeting of the
National Community
Television Council,

Martio Malarkey

farerunner of the
Mational Cable Televi-
sion Association, atthe
Mecha-Allan Hotel in
Pattsville, Pa.

1953

Bill Daniels builds the
first U.5. cable system
that uses microwave to

import signals.
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come from these new services. Every cable oper-
ator must begin thinking like a big-time
telecommunications provider.

Not only must the cable industry find
better ways to “out-communicate” adver-
saries including regulators and broadcast-
ers, but it must work even harder to re-
invent itself 1o meet the staggering
demands of applying advanced technolo-
gies to an entirely new set of businesses.

Remember, the broadcast networks are
no longer a dominating force in communi-
cations. Only one is making a profit and their
market share continues to decline, con-
firming that our customers love cable.
That puts us in a great position to
accomplish what we've worked on
for the past 50 years. But, in turn,
it creates an awesome TeSponsi-
bility for us to act as the national
leaders we have become.

Our battles with adversaries
will be never-ending. So, one of the
things we have to accomplish is
to mobilize our satisfied cus-
tomers into a cohesive group to

importantly, it’s the right thing to do.

This year, my Southern California systems
have let almost a dozen federal candidates run
free ads. This test has been praised by candi-
dates, civic organizations and our trade associa-
tions. If all cable operators adopted this kind of
voluntary free airtime program, it would greatly
benefit our industry and our nation.

We have spent over $300 million to create and
fund C-SPAN and C-SPAN 2, and this effort
should continue. However, it's time we used net-
works such as these more to our advantage to

build a positive reputation for our industry.
Cross promotions, more coverage of our
wired schools and hospitals for dis-
tance leaming—whatever it takes,
we must be more diligent and
forceful with our message that
cable is doing the right thing.
Hundreds of examples of the
“right things™ are included in a
new study just released by Bortz
Media in Denver. I urge everyone
in the industry to obtain a copy
and use it as a tool with Con-
gress, state and local govern-

tell our story. To do that, we HWE Sh[][]m I]E[:[]mﬂ d hluhlv ments, our customers and the

must continue to upgrade our

news media. It’s available

customer-service programs, and wsmle NEWS Source esue- through the National Cable
(]

listen to what our customers are
telling us.

Television Center and Museum.
Since its humblest of begin-

Another way to galvanize our [:Ia"v I]v lakmu advamaﬂe []I nings in the hills of Pennsylva-

customers is to expand our local
news programing. Local news
has given broadcasters a lot of
clout in their markets, particularly with politi-
cians. We should become a highly visible news
source as well, especially by taking advantage of
our unique technology.

Even though our industry has started more
than 20 all-news channels with a local and
regional focus and another 30 channels devoted
to part-time news, we must do more.

This has tremendous implications for us polit-
ically. Next year, the Telecommunications Act is
up for review. Local news gives us a much better
identity in the community, and with local policy-
makers.

Every cable operator should be on a first-name
basis with politicians, as well as other con-
stituents. They must become an integral part of
the communities they serve.

Furthermore, if cable operators would trade 20
percent of their advertising income for two
months every two years to allow free political
commercials on their systems, we would be {ree
of the stranglehold of re-regulation, and become
the authors of campaign finance reform that
Congress will never settle.

Allowing free political advertising would be a
politically prudent move on our parts, but most

our unique technology.”

nia and Oregon, our industry
has cleared more hurdles, over-
come more obstacles, been reg-
ulated and re-regulated more often and threat-
ened more competing industries than any other
business.

Nonetheless, our industry has produced hun-
dreds of pioneering efforts in technology, engi-
neering, programing and education, with count-
less individuals risking their private money in
what | consider to be the true embodiment of
entrepreneurial spirit.

Most importantly, cable has given back to its
communities many times over. We have rallied,
for example, around educational programs such
as Cable in the Classroom, High-Speed Educa-
tion Connection, and webTeacher.

All of these achievements have led us to this
point. We are now on the threshold of something
monumental. I guess you could call it another
great awakening. Major industries are now fus-
ing together to bring the world closer, and cable
is in a unique position to champion this new
global communications revolution.

We have worked diligently for this opportuni-
ty and the challenges it will bring. If our industry
will just concentrate on a few of the issues I've
raised in this article, I can assure you, cable tele-
vision will prevail. .

www americanradiohistorv com


www.americanradiohistory.com

P s e e W ]
¢ ~

R ora A R el el W et

TIME WARNER

The communications
revolution couldn’t have
happened without cable.

Time Warner Inc. and
Time Warner Cable are a
proud part of that history.

We look forward to
being part of an even
more exciting future.
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The industry would se
enter a perind of

neurs a5 wiall a5 a5t
lished madia compa

business.

1963
1,200 cabbe
systaims
Serve maora
than | mil-
lion homes,
By 1964,
cable sub-
scribarship
woiild more
than tripla,
with 2260
AT 0 1] Cable
serving more than 3.6
million households.

1975
Home Box Office 1 ANg
mits the first satellite-

distributed program,
The Thrilla From Manil-

la, a heavyweight

R

breteveen Muhamm
Ali and Joa Frazior,
ino of cable syste
Vero Beach, Fla. lrﬂ
Jackson, Miss. HBO
president Gerald
{above center] s
with John Walgson
whose Wikkes Ba
Pa. system was f
toraceive HBO by
microwave, and
Lee Yee, who also
owned a Wilkes T
system, HBO's move
gives multiple sys
oparators the p
ing they nead (o begi
attracting subscrit
in hig cities,

On the Threshold of a New World

By Kathy Haley

he best of times. the most challenging of
times. No pair of phrases better describes
the fascinating juncture at which cable

operators now stand.

After a difficult decade of
slogging through a hostile reg-
ulatory environment and deal-
ing with a skeptical investment
community. operators have
emerged at the top of the
telecommunications heap.
their broadband plattorm
deemed the best suited to
deliver a host of new consumer
and business services. System
values hover near record lev-
els. capital has never been
more plentiful and cable stocks
have been far more buoyant
than most in this year’s tumul-
tuous market.

Underscoring
these trends have
been displays of con-
fidence from some
titans of American
industry: Microsoft
Corp. has made
major investments in
several cable operators: long-
time media investor Paul Allen
has moved aggressively into
system ownership: and AT&T,
in a bid to compete in local
telephony. is in the process of
acquiring Tele-Communica-
tions Inc. and forging joint ven-
tures with other operators.

AT&T's move into the
industry “is the ultimate affir-
mation that cable technology
can transform itself into a tele-
phone business and a broad-
band connection to the personal
computer and clectronic com-
merce.” says Brian Roberts,
president of Comcast Corp.
“The things we ve been talking
about for the past ten years are
taking shape.”

Such heady times haven’t

Cable operators are taking on the challenges—and
opportunities—of evolving into a new business

come without challenges. however. As Jim Rob-
bins, president of Cox Cable Communications,

puts it “"We've gone from offering our cus-
tomers ene service in a relatively non-competi-
live environment to offering a multitude of ser-

vices in a competitive environment.”

¢

“Meaningful penetration [of
the telephone business} will
have an incredible impact on
our profitability.”

—~Comcast’s Brian Roberts

[ §

“Opportunities [here in the
US] are much more interest-
ing than some of the things

underway overseas.”

—Daniels & Associates’
Brian Deevy

www.americanradiohistorv.com

Deciding which new service,
if any. to emphasize over the
others presents one of the
biggest hurdles cable chief
executives face, and a look at
the top operators reveals a vari-
ety of different strategies,
“Everyone has their own
approach.”™ confirms Brian
Deevy. president and CEO of
Denver-based media and
lelecommunications investment
bank Daniels & Associates.

Comcast. which has been an
early and active player in high
speed data and also has telephony
initiatives, has decided to put
extra energy into rolling out digi-
1al set-tops. according to Roberts.
“It's TV, so it"s available to
everybody. not just homes with
PCs.” he says. "and it’s cash-flow
positive right from the start.”

Cox. on the other hand. is
deciding on a market-by-market
basis which new service to put
the most energy behind. “If
there’s high PC penetration in a
particular cluster, we’ll do data
first,” Robbins says. "If DBS
penetration is high or there’s a
telco moving into video in anoth-
er cluster, we’'ll go tlat out on
digital there.”

Cox is moving aggressively
into telephony, while Time
Warner has offered to lease its
platform to local and long dis-
tance carriers and is pushing
ahead with video-on-demand
trials. VOD “will happen more
quickly than many people think
it will.” comments TWC presi-
dent Glenn Britt. Comcast, a
significant player already in cel-
lular telephone services, is for-
mulating its strategy for wire-
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1976
Inspired by HBO
ple, TV station
Ted Tumer put

Ted Turaer at la
WTCG up on sa
enabling cable ¢
to import an ing
station to many
and towns that I;
indies of their ov

Warner Cable,
the leadership
tave Hauser, den
strates QUBE, a

Gus Hamser

way interactiv
nology, at its Cc

important play
industry’s grov

line voice. “It’s my number-one priority,”
Roberts says.

While Britt believes the jury is still out on
whether consumers want their video services bun-
dled with high speed data and telephony, Robbins
is certain they want the simplicity of having it all
trom one carrier. “As a company, we need o get
ourselves thinking the way the airlines do about
their frequent flyers. They coddle the hell out of
them,™ he says. *“We need to do the same thing.”

Mounting Competitive Pressures

How quickly operators move into cach of these
new businesses ts being determined largely by the
competitive threats they face. Ameritech is over-
building cable systems in several
big markets and Bell Atlantic is
moving into wireless cable in
others. Direct broadeast satellite
operators will soon have the
capability 1o carry local TV sti-
tions and look to develop inter-
active and high speed data ser-
vices. Broadeasters, undergoing
an expensive transition to digital
transmission, have threatened 1o
band together locally and com-
pete with cable in offering net-
works on a subscription basis.
Bell operating companies are
starting to market their own high
speed data services using ADSL
technology.

“We face an increasingly
competitive environment.”
notes Jan Peters, president of
MediaOne. Further complicat-
ing any decision making is the
fact that technology is changing
so fast. In such an environment,
it’s the big investment decisions
that count, says Peters.

“You've got to be confident
that the large mvestments you
are making to upgrade the infra-
structure represent the right
sct,” she says. “There’s less cer-
tainty about exactly what will
go over all of that bandwidth.
We know the capabilities of our
platform and we’re putting our
bets on them. relative 1o the
capabilities of other platforms
like DBS or ADSL.”

Even less certain than which
services will win out on the
broadband platform are the busi-
ness structures that will be need-
ed 10 roll them out across the
U.S. “The businesses that we're
entering have different natural

“We don’t know how big we
need 1o be yet.”

Time Warner Cable’s
Glenn Britt

“You've got to be confident
that the Jarge investments
you are making to upgrade
the infrastructure are
the right set.”

—NMediaOne's Jan Peters

sizes and economies.” comments TWC's Britt.
“Plain old telephone service looks like a husiness
that requires large scale. but it remains 1o be seen
what industry structures will be built around that.”

Mosl operators contacted for this story anticipate
expanding their companies further during the nexi
few years through acquisitions. mergers and joint
ventures, but none would venture a guess aboul how
hig a broadband company needs to be 1o compete
eflectively. “We don’t know how big we need 1o be
vel,” Britt says. “The important thing for us and
investors is that there's value in the cable plant. What
we need to do is figure out the best way 1o utitize it.”

Initial Signs of Success
Despite all the questions look-
ing for answers right now in the
cable business. carly indications
are that broadband’s new ser-
viges are doing quite well with
consumers. The Wall Streer
Journal van a front-page story in
August about how Cox’'s
Orange County. Calif.. system
has been snatching customers
away from Pacific Bell with a
competitivelv priced, aggres-
sively marketed cable telephone
service. A month later, it ran a
feature about how cable's
broadband plattorm mayv win
out over the phone companies n
delivering a package of
advanced telecommunications
and entertainment services.
Other signs of how well
things are going abound: Com-
cast has been installing 5.000
digital set-tops per week this full
and Time Warner’s high speed
data service has achieved pene-
tration as high as 9-10 percent of
homes passed 1n some of its
markets. This, Britt points out,
means that cable modems may
be picking up as many as halt of
all on-line homes, it current esti-
mates that 20-30 percent of PC
users are on-line are accurate.
MediaOne’s business plan for
telephony. based on a penetra-
tion of 10-15 percent over tive
years, is wrning ou 1o bhe con-
servative, according to Pelers.
Broadband’s new businesses
“are all chugging on eight cylin-
ders,” Robbins suys. "Our only
limitation is our ability 1o (ulfill.
Customer demand is there.”
Nor are cable’s new business
rollouts restricted 10 major opera-
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tors. Smaller and medium-sized companies are
offering high speed access and digital set-tops
and some are looking for joint ventures to heip
them into telephony. The key. says Ron Voss,
vice president of mergers and acquisitions at
Galaxy Cablevision, is finding additional rev-
cnue streams 1o help support expensive
upgrades and new service rollouts. Galaxy has
wired 80 Nebraska schools with two-way fiber
optic connections to its network, enabling them to
offer distance leaming, Voss says. The schools pay
Galaxy a monthly fee for the service. using gov-
ernment technology grants to cover the cost.

A Focus on Execution

With so much action on the domestic front,
some major cable operators have put internation-
al expansion on the back burner. Comcast is sell-
ing its UK operations and Cox will probably fol-
low suit if it finds the right transaction for its
internationat hotdings. "We'd like 10 re-deploy

those resources here in the U.S..” Robbins says.
Opportunities in the U.S. "are taking all of
cable operators” management time and focus.”
adds Daniels™ Deevy, "and certainly. the oppor-
tunities here right now are much more interesting
than some of the things underway overseas.”
Those U.S. opportunities are significant. “Inten
years, we will be the majority of the home enter-
tainment business.” Robbins predicts. “We'll
have a small piece of the tetephone business—and
[ define small as 25-35 percent—and we will have
a significant piece of the data business.” Com-
cast’s Roberts adds that cable, a $25 billion indus-
try today. will reap big guains from carving out
even a small slice of the $235 biltion telephone
marketplace. “Meaningful penetration will have
an incredible impact on our profitability,” he says.
Cable’s challenge now is to deliver on all its
promise, "We couldn’t be better positioned for what
we're trying to do,” Robbins says. "What's next is
1o be sure we execute our plans flawlessty.” .

A Profound Impact on Society
53

By Kathy Haley

ew Americans would dispute the suceess of
today’s cable television industry, but many
are only dimly aware of the impact cable has
had on socicty. A

The dramatic change cable has brought to the way people
use televised entertainment and information is just the
beginning of its contributions to American life

[nterestingly. because viewers have increased
the amounts of time they spend watching cable,
the price they pay per channel has actually
dropped in recent years. On average, cable cus-
tomers paid 25 cents per hour of cable program-

new study from Denver-
based Bortz Media &
Sports Group. commis-
sioned by cable pioncer
Bill Danicels, reviews the
substantiat rote cable has
played in three areas:
expanding  people’s
access to televised enter-
tainment and informa-
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1997, the same rate
they were paying in
1988. When adjusted
for inflation, the rate
drops to 19 cents per
hour, or 24 percent less
than that paid in 1988,

Cuble has vastly
changed the way view-
ers use TV by greatty
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Hour Hour big shift in the way
a0 1n¢_ compratio wen | Americans use televi-

resources to schools.

The number of basic cable channels available
to the average subscriber has grown from 27 in
1986 10 49 in 1997, according to the study. enti-
tled Cable Television Today. During the same
period, the price consumers pay for a cable chan-
nel has risen from 44 10 53 cents, less than two
percent a year.

sion news by nurturing
the development of a variety of 24-hour-a-day
news channets. Overall viewing of national news
increased by 38 percent during the past 12 years.
with nearly 60 percent of the increase going 10
cable news channels, according to Cable Televi-
sion Today.

[n addition to delivering national news networks,
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cable has spawned more than 20 all-news cable
channels with a local or regional focus and another
30 local channels that devote some of their time to
news. More than 18 million subscribers now get
news about their communities from such channels.

A History of Reinvestment

Along with dramatically changing the way
people use television, cable has invested heavily
in creating the technological platform that nukes
possible the much-anticipated information super-
highway. During 1996, cable deployed one third
of all U.S. fiber optic cable route miles. according
1o the study. Between 1990 and 1997, cable oper-
ators spent more than $30 billion rebuilding and
upgrading their plant. investing roughly $500 per
for every cable customer in the U S.

In 1990, 20 percent of homes passed by cable
were served by technologically advanced hybrid
fiber coax (HFC) networks. By the end of this
year. about two-thirds of homes passed will be
able to receive those networks™ benefits, including
greater service reliability, improved signal quality
and more video channels. Cable’s investment in
upgrading its plant also provides the infrastructure
necded for such new services as high-speed Inter-
net access and telephony. By the end of this year.
an estimated 38 million homes passed by cable
will be “two-way capable.” a change that facili-
tates the delivery of high-speed Internet access.

Operators are already using their upgraded
networks to deliver new services to their cus-
tomers. Digital program services deliver
between 36 and 100 channels in addition to those
already piped in on analog channels, according
to the study. while cable modems now deliver
high speed Internet access in more than 67 mar-
kets in 29 states. Most major cable operators
have also begun to offer local telephone service.

Cable’s tendency to invest and re-invest in its
facilities. as well as its programming, is evident
in its financial results, according o Cable Tele-
vision Today. Across the 12 large cable operat-
ing companies, free cash tlow has been negative
during each of the past three years. In addition.
the industry’s operating income margins aver-
aged 12 percent during 1996. This compares
with 37.1 percent for affiliates of ABC. CBS and
NBC: 35.3 percent for Fox Aftiliates and 23.8
percent for local telephone companies.

Cuable operators also play an important finan-
cial role in the proliferation of quality cable pro-
gramming. Total cable operator programming
license fee payments will exceed $7 billion this
year, equating to more than $110 million per
cable customer. These fees account for more
than halt of the total revenues generated by
cable’s programming providers.

For years, cable has been providing a cost-
effective alternative 1o advertisers who can’t
afford broadcast TV. In 1996, more than 900

A HISTORY OF RE-INVESTMENT

Operating income margins for the cable,
telephone and broadcast industries
demonstrate that cable has reinvested
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businesses spent more than 90 percent of their
national television advertising dollars on cable.

The cable industry has also created jobs, employ-
ing more than 120.000 workers in all 50 states. Its
major public affairs initiative, Cable in the Class-
room. is at the center of an industry-wide effort to
combine financial support. technology and quality
programming to provide learning resources to U.S.
schools. More than 8.500 local cable systems have
provided free cable hookups and free monthly ser-
vice to almost 78,000 schools in all 50 states. or 75
percent of all elementary and secondary schools in
the U.S.. according to Cable Television Today.

Access For Education

Another initiative, the High-Speed Education
Connection, offers free cable modems and Inter-
net access services 1o schools across the U.S. A
number of cable operators are also involved in
funding and facilitating distance learning projects.

Cable has also been the driving force behind
C-SPAN and other socially significant networks
such as Black Entertainment Television, Galavi-
sion and C-SPAN 2. Through direct ownership
and/or financial support. as well as distribution
commitments. cable operators have helped these
networks grow and succeed. They provided the
initial seed money for C-SPAN and have con-
tributed more than $300 million to fund the oper-
ations of C-SPAN and C-SPAN 2. This year,
cable will contribute more than $40 million to
fund the non-profit networks.

Al the same time. cable provides a growing
number of channels targeted to ethnic minorities.
Cable networks deliver programming in more
than two dozen languages. according to Cable
Television Today. which notes that cable’s ability
10 target neighborhoods uniquely suits it to serve
specific groups of people. The study also points
out that new technology allows cable to zero in
even more specifically on these kinds of audi-
ences: "Digital tiers of programming will give
cable operators and programmers the ability to
serve smaller and smaller—but no less impor-
tant—special interest communities with more pro-
graming.” *
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The Hurdles Ahead

The questions cable will have to answer over the

next five years are already taking shape

By David Greenberg

carken back 1o 1992, when Tele-Communica-

tions Inc. CEQ John Malone proclaimed the

500 channel digital future for cable. Analysts
immediately predicted a stampede to build

the interactive television platform of the future,
mergers between cable MSOs and the RBOCs, and
permanent hoom times to come for cable investors.
Directionally, Malone’s prediction was cor-
rect. But everyone. including technology icons
like Malone and Microsoft chairman Bill Gates,
guessed wrong on the details. Most notably.
they failed to anticipate the transformational
impact of the creation ot the World Wide Web.
Along the way. the original models for interac-
live television ended up being serapped (remember
Time Warner's Full Service Network?) and a
number of prominent careers went down in flames.
This should be a cautionary tale for anyone

attempting to gauge where things are heuded in
the Tuture. If anything, the introduction of digitat
technology makes lorecasting even more perilous.
Digital technology puts cable on the fast track of
the consumer electronics industry, and subject to the
effects of Moore’s Law, which postulates that com-
puting power doubles every |8 months. As tururist
George Gilder points out, imiprovements in other
aspects of digital technology. specitically bandwidth
capacily. are increasing at an even faster rate.

What's more, with every new generation of

computer clip. und every quantum leap in avail-
able bandwidth, radical changes affect the costs
and capabilities of communications devices. All
the cable industry has to do is figure out its future
in an environment where the basic technological
ground rules shift every few months or so.

With that i mind, will there even be such a
thing as “cable™ in five years?

TCI’s current president, Leo Hindery, thinks

Cable Operation

Milestones
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Bringing innovative communications to rural America

VGCHTSPEED
TRAXDIGITAL

TELECOMMUNICATIONS

100 Fillmore Street, Suite 600, Denver, (0 80206 303.333.24)4

P.S. Thanks Bill Daniels for all your help through the years. Jim DeSorrento, Jay Busch

www.americanradiohistorv.com



www.americanradiohistory.com

Cable Operations
Wilestones

The standards govern
how quickly systems = 1
must answer customear

phone calls and i
respond to requests for |
installations, Continen- |
tal Cablevision, found-
ed by Amos Hostetter
(above), was known for |
both its high customer = |
service standards and - |
community service. |

A
1991 2h
CNN's coverage of the ';
Persian Gulf War rivets :~'.i

!

i

ki

CNN Gulf War ]
the American public !
and heightans racognic |
tion of cable’s infle- 1
ence in TV newcasting. |
1

1992 34
Congress passesthe 7

Telecommumications
Act, which re-requiates
rates and raguires pro:

T

O

grammers to sell thesr
services to competing
multichannel prowders,
opening the door for
develapment of direct
broadcast satellita TV
companies. Massachu-
settes Congressman Ed
Markey was a principal
playerinthe battleta
re-regulste.

..
[ A i P ol

PRk

Sl e

S

not. Instead, “current largely
coaxial-plant cable companies
will be broadband distributors of
seamless entertainment, data and
telephony services, with some
also being entertainment and
data content owners and some
being just distributors. ‘Cable’
will be replaced by *broadband’
in describing the industry, and
entertainment-only offerings
will be replaced by seamless
telecommunications ofterings,
very broadly defined and mostly
digital or IP in nature.”

While “cable”™ may disappear
as a way of describing a deliv-
ery vehicle into the home, what
are people going to call pro-
gramming? Last September,
the New York Times Magazine
devoted an entire issue to televi-
sion. essentially proclaiming
that the era of off-air broadcast
TV dominance had come to an
end, and that the balance of

power had shifted to the cable programmers.
"Cable will become the medium of choice

because of its ability to customize to fit the con-

sumer’s needs,” comments John Sie. chairman

“Entertainment-only offerings
will be replaced by seamless
telecommunications offerings,
very broadly defined and
mostly digital or IP in nature.”

—TCr's Leo Hindery

and CEO of Denver-based
Encore Media Group. “It simply
has greater bandwidth than
direct broadcast satellite, which
likely will fill another niche
rather than dominating program-
ming like cable will.”

Being Digital

By the end of this year, an
estimated one million relatively
low-tech digital cable boxes will
be in consumers” homes. but the
pace of distribution and the level
of technical sophistication is
about to pick up dramatically.

Starting this month. Cable-
Labs, the industry technology
development consortium. will
begin releasing a series of inter-
operability specifications that
will essentially create universal
standards for cable modems,
advanced digital set-top boxes
and Internet telephony. The
specs will enable consumer

electronics manufacturers to market through
retail outlets ever-more sophisticated set-top
boxes and Internet appliances with the knowl-
edge that they will be compatible with most of the

PEAK

CABLEVISION

Peak Cablevision, L.L.C., bringing 21st
century communications to classic rural
cable systems in Oklahoma, Arkansas,

Utah and Nevada.
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U.S. Cable TV Industry New Product Subscriber Forecast
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{Subscribers & Homes in Thousands) .
1998E 1999  2000E  2001€ 20026 2003 2004  2005€ as cable,
Cable Subscribers 65,772 66,594 67,260 67,765 67,171 68,444 68581 68,581 d comput-
Digital'Subscribers 1,000 5400 9,100 15100 22100 29,500 32350 5,350 y players con-
Penetration of Cable Indus. Subs. 1.7% 6.2% 135% 223% 324% 432% 545% 66.1%
Cable Modem Subscribers 400 #,400 3,400 6,400 10,400 14,400% 89005432 400
Penetratian of Online HHs 13% 38% B2% 136% 20.1% 257% 308% 355%
Cable Telephony Subs. 92 447 1,283 2595 4781 7921 11760 16,332
% of Telephony Ready Cable Homes 4% 8%  10% 12% 14%  16% 18%  20%

Source: Dor aldson, Lufkin & Jenrette

major cable systems in the country.

With reliable networks and economies of scale.
a wide variety of highly sophisticated digital ser-
vices, such as video-telephony and video on
demand, become both feasible and marketable.
Starting next month, CableLabs will be releasing
a series of teroperability specifications that will
essentiatly create universal standards for a family
of advanced digital set-top boxes. CableLabs
spokesman Mike Schwarnz projects that by 2008,
cable-hased devices will be “the most powertul
computers in many people’s homes.”

How Big Is the Pie?

The question is whether consumers will want
all this stuff. Most analvsts believe they will, and
are projecting that the new capabilities atforded
by digital technology will be the economic dri-
vers for the industry over the foreseeuble future,
Dennis Liebowilz, senior vice president at Don-
aldson. Lufkin and Jenrette, believes cable will
emerge as “the lead horse in the digital era.”

Today. basic cable accounts for about (wo-
thirds of the industry’s $33 billion in revenues.
Five years from now, according to Leibowitz’s
most recent projections, hasic will account for
only about halt of amuch bigger pie. as the indus-
Iry grows at a 10.5 percent compound annual
growth rate and total revenues exceed $55 billion.

Looking further. Leibowiiz. projects that by
2005 “three new categories of services—digital
video, modems and telephony—woukl account for
60 percent ot the industry’s revenue growth and
almost 40 percent of 1otal revenues.”

Winners and Losers

The other much-handied prediction from the
mid-1990°s was cable and telecommunications in
general would enter an era of real competition.
The entire premise of the 1996 Telecommunica-
tions Act was 1o create the framework for this
new open marketplace, opening the gates to com-
petition for the true last mile 1o the home. Suffice
to say, with a few notable exceptions such as
direct broadcast television going head-to-head
with cable, it hasn't worked out that way,

www americanradiohistorv com

But the battle lines have been drawn. Paul Bortz,
founder and CEQ of Denver-based Bortz Media &
Sports Group. sees a variety of what he calls
“telecommunications/software/compuler compi-
nies” vving in each market to enter the home, com-
peting to provide a wide variety of services ranging
from telephone and video to high speed data, trans-
actional services and digital and/for HDTV.,

“The competition will be to get into the home,
with cable stll being dominant, the telephone
companies being very strong with fully-switched
fiber 1o the curb and digital subscriber line for

E digital TV will
h, . media,

Iy making com-
nd TV sets able
1many of the
fions.

jems emerge
y for cable
Bs engineers
axial cable

the rest of it. Direct satellite 1s a third way in.” - data trans-
Bortz sees an ever-changing series ot relation- s 1,000 trnes
ships as companies compete head 10 head or form the wires

alliances, depending on the business segment and the
specific geographic market.

In & competitive environment, how will
the winners and losers be determined?
Each company has a very plausible sce-
nario of how it will not only survive but
thrive. The joker is that the government
will have a very significant impact on a lot
of critical issues. Next year the Telecom-
munications Act is up for review, and the competi-
uon issue will be addressed once again. A wide
variety ol other issues could move forward in the
near future, ranging trom who picks up the net- 5
work costs for [P welephony o determining the role F D8
the government wants 1o play in the fate of HDTV. J8rges as the

It is fair 0 sav. looking back to 1992, that the 1 for deliv-

plcos. Some

.-  cable

§ bagin
le telephony.

futures ot companies like TCI and Microsoft would of new ser-
have been difterent given a different set of players igh speed
i the White House and the Justice Department. ess to inter-
It may be that the real stakes for all the plavers ;" ion and
will rest on the 2000 general elections. and the out- Internet ser-
comes today are completely impossible to fathom. ude TCi's

Cable’s evolution from video provider to what
TCI's Hindery calls a broadband distributor of
seamless entertainment, data and telephony ser-
vices will. from a viewer’s perspective, change
the tace of the industry. If cable operators suc-
ceed in winning a foothold in these new busi-
nesses against the intense competition they’re
bound 1o tace. 1t will dramatically change the _
nature of the industry. from the inside as well. o scroen
al Cable
and Musaum
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From HowdyDoody
to the Digital Generation

1
s

As pioneers of the industry, Genefal Instrument
set the standards upon which cabie television was
buift. From the first picture-sharpening signal
booster 1o the innovatibn of :dig:ﬁl‘cables. we've
always been at the forefront of ¢able and satellite
technology. And assthe technology qf television
unfolds, General Instrument wiit deii'\rer the
products and services the futur® cemands.

After 50 years of innovation, [t's no wonder
we have such a/cleag vision of tke future, To find
out how the technology of General Instrument can
help you see tomotrow, call $00-523-6678 today.

www.gi.com

@ General Instrument
Continuing to make history.
© Copyright 1998 General inst‘mment {orporation, General Instrument is a tegistered trademark and the Gt logo ts a trademark of Gemr?l nsttument Corporalion';.
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MediaPool Video Server from Philips is designed
for the most demanding operations. Reliable,
simultaneous access means no one is kept waiting—
ever. Tape handling and scarching is a thing of the
past, making your on-air operation more efficient.
With Media Pool there s no generation loss, so

quality is never compronused. And with built-in scalability you can easily expand as
needed, protectirg your investment. To find out more, <all us at 1-800-962-4287
or visit us at www.broadcast.philips.com today.
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COURTTV
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The factors contributing to violence are complicated and debatable. However,
what isn't debatable is that too often, kids are turning to violence to solve their
problems. You only have to read todays headlines to know that's true. At COURT TV,
we're concerned. And we're doing something about it.

QOur Choices and Consequences initiative includes antiviolence cumiculum that
teaches kids, using real courtroom footage, that there can be serious consequences
to seemingly innocent actions.

More and more, educators around the country are using the curriculum,
including the Chicago Board of Education. And its been strongly endorsed by the
medical community and state Attorneys General.

If you want to be part of the solution and not the problem, cali Bob Rose
at (212}973-3348. And make our anti-violence curriculum availabie to schools in

your community.

“The Council congratulates COURT TV for its efforts to provide leadership

to the television industry in responding to these findings.”
------- National Television Violence Study
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www.courttv.com
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COVER STORY

FCC mulls cable ownership rules

Cable ownership rules also are under review by the FCC

The agency is muiling two proposed changes for the industry. One,
which industry sources predict will be approved this year, would lift a rule
that restricts cable investors more than TV broadcasting investors by
counting nonvoting or limited partnership interests toward the 30% nation-
al audience reach cap.

Another proposal, given a slim chance to succeed, is an industry requast
io increase the audience-reach cap.

Compared with the effect in the broadcast industry, the ownership
review has generated less passion in the cable industry. Cable is preoccy-
pied with disputes over must-carry requirements for local broadcasters’ sig-
nals and new rules requiring cable systems to separate the channel surfing

and decoding functions in their set-top boxes, industry sources say.

Siill, the National Cable Television Association has lobbied for the FGC
to $top ¢ounting passive investments toward national audience limits. “The
current rules prevent small operators from getting knowledgeable
investors,” says Daniel Brenner, NCTA general counsel.

The agency also may propose to lift the ban on crossowning cable sys-
tems and TV stations in the same market.

“We believe any crossownership rule has outlived its usefuiness and has

a very anticompetitive effect,” Brenner says.

=Bill McConnell

g

are blocked in two Florida markets
and California because the company
owns the Fort Lauderdale Suwn-Sentinel
and the Orlando Sentinel.

If the FCC doesn’t relax the ban.
Sheehan predicts that the newspaper
industry will take the FCC to court.

Other newspa-
per owners say
the crossowner-
ship ban should
be ditched alto-
gether. “Allow-
ing large-market
waivers is a very
poor substitute
for removing this
anachronistic
rule,” says Alex
Netchvolodoff.
lobbyist for Cox
Enterprises. Cox.
which owns the
Atlanta Jouwrnal
and Constitution
and dozens of
other newspaper and broadcast properties
in a variety of markets. will continue 1o be
prohibited from buying many lucrative
properties in small and medium-sized
communities, he complains.

But industry watchdogs wam that giv-
ing the OK to newspaper/radio combina-
tions will worsen the consolidation binge.

“Newspaper/broadcast combinations
are particularly potent combinations

Howard Anderson
says small operators
can survive quite
nicely despite the
economic pressure
created by the big
station groups.

that can have dramatic impact
in shaping opinion in local communi-
ties,” says Andrew Schwartzman, pres-
ident of the Media Access Project. He
warns that it's not just big cities that are
susceptible it the FCC lets newspapers
buy local stations. He predicts that
dropping the big-market prohibition for
radio would be the first step toward let-
ting newspapers own local radio and
TV stations in any market.

*In medium and small markets a sin-
gle family or interlocked group of busi-
nesspeople can exercise immense
power over the economic and political
lite of the area.” he says.

Although the FCC is not planning to
extend the waivers to small markets
this year. Schwartzman has reason to
worry that such a move will happen in
the next couple of years. The FCC is
reviewing all ot its newspaper/broad-
cast crossownership restrictions, and
agency statfers could propose more
changes down the road.

And though the FCC has approved
only one permanent waiver to the news-
paper/radio crossownership ban, the
agency now is expected to grant waivers
using the standard it applices to waivers
for radio/TV combinations in the same
market. Currently. radio/TV combina-
tions are allowed in top-25 markets as
long as there are 30 independent broad-
cast stations, but the FCC may raise the
bar to include the top 50 markets.

The FCC has asked for public input
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on allowing UHF/UHF or UHF/VHF
combinations in the same market, but
most industry sources are betting against
that change, given that the panel’s three
Democrats have sounded alarm bells
about the industry s rapid consolidation.

Frustrated by the FCC’s intransi-
gence. David Donovan, lobbyist for the
Association of Local Television Sta-
tions, complains that TV owners are
being penalized. “We live in a multi-
channel world. and the commission
says owning multichannel cable sys-
tems is good and that clustering radio
stations is good. but owning two UHF
stations is somehow bad.”

To clamp down on local marketing
agreements, the FCC is expected to
count TV LMAs toward national own-
ership limits. Still under debate:
whether a directly owned station and a
local marketing agreement in the same
market both would count toward the
national audience cap.

The commission also is expected to
ascribe ownership status to media com-
panies that own stock in and supply
programs to a TV station located in the
sume market.

Commissioner Susan Ness argues that
the panel should consider ways 10 pre-
vent one owner from blanketing an
entire market. “Congress intended to
permit greater concentration. but we
should be looking at egregious cases.”
she says. “Would
Congress have
wanted us to per-
mit a merger of
stations with 90%
of advertising rev-
enue or audience
share in a market?”

Broadcasters
may get one break
in the attribution
rules. however,
if—as expected—
the FCC increases
the thresholds for
counting active
and passive
investors from 5%
and 10% of voting
stock, respective-

David Donovan
wonders why it's OK
to own multichannel
cable systems and
clusters of radic
stations, “but owning
two UHF stations is
somehow bad.”

ly. 10 109 and 20%.

Kennard says he will follow through
with a congressionally mandated
review of the agency's ownership rules
and will consider turther deregulation.

Big broudcasters have been demand-
ing relaxation of the 35% cap on nation-
al audience reach. removal of restric-
tions on dual network ownership, elim-

S TS



www.americanradiohistory.com

CHAUNCEY GARDINER

www americanradiohistorvy com


www.americanradiohistory.com

BEINGI'EI;'HERE
PAR



www.americanradiohistory.com

=

REALDATES. realVIDEQ.
REAL F U |

3lind Date is a 1/2 hour strip that lets you peek in on a couple’s first date.
You'll be front row center for all the romantic moves, embarrassing moments
and hilarious mishaps that are guaranteed to take place. And our staff of dating
experts, psychologists and comedy writers will provide an instant analysis of

| that awkward mating ritual known as the...BLIND DATE!

IT’S A DATE... FALL 1999

POLYGRAM TELEVISION

' © "8 Cung ot



www.americanradiohistory.com

COVER STORY

ination of all newspaper/broadcast
crossownership restrictions and raising
of local radio ownership caps.

Although the FCC appears ready to
relax crossownership restrictions, the
panel also appears determined to make it
tougher to win exemptions on a case-by-
case basis when companies do not meet
standard criteria for waivers.

“There has been too much history
here of rulemaking by waiver,” Ken-
nard says. "1t’s time to lay down some
bright-line standards we can enforce
and give the market some consistency
and predictability.”

Kennard and the other Democratic
commissioners called for an overhaul of
the waiver policies last month when the
commission allowed Emmis Broadcast-
ing to acquire three radio stations and a
TV outlet in Terre Haute, Ind.

*“Qur willingness to chum out waiv-
er after waiver ... simply invites cyni-
cism and disrespect for the commis-
sion.” wrote Commissioner Gloria
Tristani. the only member to vote
against the waiver. She complained
that only two one-to-a-market waiver
requests have been denied out of more
than 100 filed in recent years.

Kennard and Ness. who reluctantly
voted for the waiver. agreed with her
argument against the waiver process.
*The history of application of the one-
to-a-market waiver process has made it
clear that the standards are so discre-
tionary that grant of waivers has become
a foregone conclusion,” Kennard wrote
in describing his reservations.

Media Access Project has long argued
that the commission should make
stronger local and public interest pro-
gramming requirements a condition of
waivers. “The FCC's waiver policy
should be "no” unless a broadcaster eamns
it by substantially sharing the efficiency
gains they obtain,” says the Media Access
Project’s Andrew Schwartzman.

B |

He also urges the commission to
make all local marketing agreements
count toward natienal audience-reach
limits. “Unless the commission defines
ownership in a way that accounts for
who is actually controlling a station, it
doesn’t matter what the nominal own-
ership limits are,” he says.

LMAs since
the 1996 act
should not be
grandfathered,
he adds. “There
was no reason
for these compa-
nies to expect
their deals to be
blessed, because
they knew all
along that the
outcome of the
FCC’s review
was left open.”

But broadcast-
ers argue that the
backlash against
consolidation is
misguided. Howard Anderson, owner of
radio group KHWY Inc., whose six sta-
tions are in California and Hawaii, says
small operators can survive quite nicely
despite the economic pressure created by
the big station groups. *1’'m up against
two of the biggest chains, and that
doesn’t bother me one jot or tittle,” he
says. “They are tuming into monoliths,
and in this business you need flexibility
and the ability to move fast. Plus, so
many of these companies are so loaded
with debt that station managers must be
miracle workers to meet their target oper-
ating margins.”

Regardless of the industry protests,
Kennard insists that tightening some
limits is an option: “Congress had the
opportunity to completely wipe the
slate clean of all ownership rules. They
didn’t do that. They retained the

John Sturm says that
“letting newspapers
operate radio stations
would [offer] a strong
new source of
information about
community affairs.

50 years of
ownership
regulation

After four de
tightenir

41 846—0Dual TV network rule
imposed to limit networks’ infiu-
ence over local television stations.

1 a70—Radio/TV “one-to-a-mar-
ket” and broadcast/cable system
crossownership prohibition in local
markets established

1@75—Newspaper/broadcast
crossownership ban approved.

1 9@a%—AS radio stations struggie
financially, the national ownership
cap allowing one company to con-
trol seven AM, seven FM, and seven
TV stations is increased by FCC to
permit 12 stations in each service.

15a9—"0ne-to-a-market” rule

modified to permit ownership of a
radio/TV combination in top-25
markets or where an economically
troubled station is acquired,

4 aa2—FCC eliminates radio
duopoly rule to allow ownership of
two AM and two FM stations in a
market with more than 15 radio sta-
tions. In markets with fewer sta-
tions, three outlets are permitted
with two in the same service.
—National radio ownership cap
increased to 18 in each service.
—Congress requires FCC to estab-

national ownership rules for television,
retained the local cap for radio, with
some medification, and charged us
with taking a fresh look at the other
rules. That’s what we're going to do.”

House Telecommunications Subcom-
mitte Chairman Billy Tauzin (R-La.) pre-
dicts that Congress will be livid if the
FCC adds restrictions. “We made a mis-
take when we left so much ambiguity for
the FCC to interpret,” he says. “The FCC
should be looking to relax those rules that
don’t make sense in a modem world.”

“When Congress required us to
review the ownership rules, 1 don’t
think the intention was to expand
them,” adds Republican Commissioner
Harold Furchtgott-Roth.

Kennard must race to meet his self-
imposed New Year deadline. Within the
next month and a half, the commission
will have to decide on two proposals—
TV duopoly and radio/TV crossowner-
ship—that have stymied three previous
commission chairmen and must reach a
conclusion on five other rules.

A lot of work is left. Not only are
staffers in the FCC’s Mass Media
Bureau still putting the final touches on
their recommendations to the commis-
sion, but Kennard has not yet sounded
out the four other commissioners as to
where the panel should go.

Some industry sources are betting
against Kennard. “He hasn’t been able to
finish up modest proposals like the public
interest obligations of satellite broadcast-
ers; there’s no way he can complete this—
ownership is one of the most controversial
issues,” says one industry lobbyist.

Kennard concedes that time is run-
ning out but predicts that the commis-
sioners will get focused in time to meet
the New Year deadline. “It’s a monu-
mental task to look at all of the broad-
cast ownership rules at the same time,
and all the commissioners will have to
work together to get this done.” ]

lish cable ownership rules.

1 883—FCC sets cable audience
reach at 30% of U.S. TV house-
holds.

1 aa4—National radio ownership
cap increased to 20 in each service.
National television cap increased to
12 stations.

1 aa6—Congress lifts limits on
number of stations one company
can own and directs FCC to review
other existing ownership rules

—By Bili McConnel!
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SONY
HIGH DEFINITION TELEVISION:

YOU'VE GOT TO SEE IT ON A SONY.

For almost 30 years, Sony has been an unparalleled leader ir the television industry, developing new
technological advancements in both consumer and professional products. But nothing you've seen in
home video — and nothing you've watched in broadcest TV — will prepare you for High Definition TV. As

incorporated in the Sony KW-34HD1 FD Trinitron® V/ega (prcnounced VAY-guh) Flat Screen TV, High

Definition is a sensory experience unlike any other. You'll be amazed by up to six times
the picture detail. Widescreen images. And digital sound. To see the
full glory of High Definition Digital TV, turn to the
people with a firm grasp of digital

technology. Sony.

FD Trinitron
11998 Sony Electronics Inc. All rights reserved. Reproduction in whole ar in part without written w E G A
permission Is prohibited. Trinitron and Wega are trademarks of So1y.
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The Dawn of Digital Television

The Medium

They Gouldn’t Kill

By Don West
Editor at Large

“This is our man on the moon.” The speaker is Gary Shapiro,
president of the Consumer Electronics Manufacturers Assaociation (CEMA), describing
the almost-three-decades-long effort to bring television into the orbits of digital and high

definition. Begun in Japan in the 1970s, picked up in the United States during the 1980s
and coming to flower at the beginning of a new millennium. DTV has been largely a private
sector initiative, brought off by a few dedicated and determined engineers, joined
by others of vision who helped forge the new medium, finally abetted and encouraged by
a government that advanced the spectrum and provided a flexible policy for the transition.
DTV is now ready to be deployed by the worid's communicators as an instrument of
programming and commerce. How they make the best of it will be the stuff of history.

The Dawn of Digital Television
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the race 1o digital has begun.
I to a ragged start, but a valiant one.
go is the first of the electronic communi-
klia to wear the colors of the Grand
Alliance digital and HDTV system that was anoint-
ed in pat, but whose formats were not mandated.
by the Federal Communications Commission. It’s
certain there will be 44 over-the-air stations in 23
markets from New York to Jackson, Miss., opera-
tional by Nov. 16, 1998, In coverage terms, they
will represent 37.4%, or 37 million. of the nation’s
TV homes. That total will be over 40% by May I,
1999, when aftiliates of the top four networks in the
top 10 markets are to go digital, and again to over
50% a vear from now, when the top 30 markets are
due (by Nov. 1, 1999). All TV stations must be dig-
ital 30 months after that—by May 1, 2002—if the
FCC persists in its present deployment schedule.

The cable industry has by now equipped 1.1
million of its 66 million customers (1.6%) with
current generation digital boxes designed to drive
existing analog sets. None of those boxes will pass
adigital broadcast signal. It’s expected that cable’s
next generation of digital boxes will be HDTV-
capable and soon will incorporate so-called
“firewire’ interconnection devices capable of sup-
porting copy protection lechnology to defend
copyright owners against the threat of piracy. The
best estimate 1s that cable’s plant could be digital-
ready when the last digital station signs on. Some
cable networks—notably HBO and Discovery—
will begin HDTV programming in 1999,

The satellite industry. digital from the start in its

transmission scheme, was poised to begin pump-
ing its version of HDTV nationwide on Nov. [. It’s
estimated that over 50% of the new digital sets
will be equipped to receive and display those
transmissions. The prospect of a strategic alliance
between satellite and terrestrial broadcasters is
among the most exciting developments of the dig-
ital era. with the wired nation the potential loser it
the wireless industries close ranks.

The consumer electronics industry, whicl: once
thought it might sell 200.000 digital receivers in
the first selling vear (1o fall 1999). has reduced its
expectations by half. to a point something north of
100,000. One measure is that the industry is cur-
rently selling 500.000 to 600.000 large-screen,
rear-projection models cach vear, and it believes
that new digital sets might attract 50.000 to 60,000
of that buying categorv—something over 10%—
in the next 12 months. The going price: upwards
of $6.000. But projections begin to get bullish
after that. with CEMA projecting 30 million digi-
tal sets sold by 2005. By that time, the price might
be below $1,000. In the long run. the consumer
electronics industry is an almost sure winner: it
hopes to end up selling at first one and then a flood
of new digital receivers into the home, duplicating
over time the mass-markel turnover it enjoyed
when TV went from black and white to color.

Al the beginning, perhaps the most ambitious
schedule of digital programming will come from
satellite. Together, DirecTV and USSB plan to
provide two channels of 24-hours-daily HDTV
programming. HBO will join that enterprise,

The Dawn of Digital Television
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Just four years ago. DIRECTV helped usher in a new age of television with our broadcast of the

first high-powered digital signal. Despite early successes, we've refused to rest on our laurels.

From forging new ground as the fastest-growing consumer electronics product in history, to our

groundbreaking broadcast of HOTV earlier this year, DIRECTV has remained on the forefront of

the digital revolution. Now, more than four million subscribers later,

DIRECTV is offering high-d=finition programming instantaneously to the

-8 contiguous states. And since DIRECTV is the first satellite TV service

whose system receiver is b_ilt into HDTV sets, we're committed to making

the dawn of digital a whole lot brighter. DIRECTV.
What Are You Looking At?™

27998 DIRECTV. Inc. DIRECTV and "What Are You Looking #1°" are rademarks of IRECTV. Inc., a unil of Hughes Blectronics Corp. DCMISET
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oftering up to 17 hours daily, on the second
DirecTV-USSB channel in the spring of 1999,
ABC. on Nov. 1. began an HDTV run (720p) of
The Wonderful World of Disney on Sunday nights
and planned to show two prime-time movies,
“Mission Impossible™ and “Forrest Gump,” on
Nov. 5 and Dec. 3. respectively. CBS broadcast the
first of four football games in high definition on
Nov. 8 and will air Chicago Hope in HD on Nov.
18. PBS signed on its ambitious inaugural DTV
schedule on Nov. 9, featuring such HD originals as
Chihuly Over Venice, Digital TV: A Cringely
Crash Course and Ken Burns’s Frank Liovd
Wright (the last in an enhanced format).

NBC has no plans for HD broadcasts in 1998
but will begin showing The Tonight Show with Jay
Leno in 10801 HDTV next spring. It has two HD
movies on the books: “Men in Black™ in 1999 and
“Titanic™ in 2000, Fox has begun an SDTV feed to
its DTV affiliates. utilizing a 4:3 aspect ratio.

Discovery Networks began digital programming
far ahead of the crowd. It has launched seven net-
works in cable digital. now carried in about
700.000 homes where digital boxes are available:
Science, Home & Leisure. Civilization. Kids.
Wings. Health and Discovery en Espanol—the first
four in 1996, the last three in [998. In HDTV.
according to Charles Humbard. vice president and
general manager of Discovery Showcase Networks
and Advanced Television. the plans are to keep
Discovery HD in front of consumers through coop-
erative arrangements with consumer electronics
retailers to help drive set sales. “It's important that
some of the first images consumers see of this new
medium are provided by Discovery.” Humbard
says. adding that "It will be a must-have medium
once you see it.” He said Discovery’s one caution is
in transterring too much film product to a video
format until all the standards issues are settled. It
has 22 hours of HDTV programming on hand and
80 hours that could be available in 1999 through
syndication on other networks but not through 24-
hour channels of its own. Humbard thinks it will be
2000 before Discovery hits its digital stride but that
the positive reaction to high definition will be far
greater than the industry anticipates.

Cablevision has added its HDTV worth to the
mix by unveiling an ambitious end-to-end strategy
leveraging its holdings in sports. cable systems
and consumer electronics stores (The Wiz). begin-
ning with 1998-99 season New York Rangers and
Knicks home games on its MSG network, fol-
lowed by New York Yankees and Mets home
games on Fox Sports New York in 1999,

The fact is. SDTV (standard definition digital
television) will be a programming mainstay of some

new digital sets in the medi-
um’s first year. Panasonic.
for example, is marketing a 56-inch digital-ready.
rear-screen projection unit. initially equipped only
10 receive NTSC. for $5.499. The analog signal will
be line-doubled to 480 progressive (a distinction dis-
cussed at length in “Technical Considerations.”
beginning on S$17), giving the consumer a picture
upgraded from the normal NTSC expericnce. Then.
for an extra $1.499. Punasonic will ofter a digital
set-top box that will activate the display for DTV
scanning (480 interlace and progressive and 1080
interlace). should the consumer feel there is enough
pure digital programming to expand his reach.

(Bill Mannion. Panason-
ic's general manager for TV
and network systems,
emphasizes. however, that
HDTYV will be the backbone
of its marketing efforts, not
SDTV. “Digital is a breadth
of opportunity,” he says,
“built around price points,
screen sizes and resolution.
The consumer can partici-
pate at any level.” Panasonic
will otfer one 32-inch SD
model with a 4:3 screen at
$1.799. It requires the sime
$1.499 set-top box to go
480p.)

SDTV. of course, is one
of the two technological
possibilities for broadcast-
ers in digital television, the
other being HDTV, or high
definition. One well-versed
observer has this view of
how it could go in digital’s
carly years:

“Once a broadcaster goes
on the air, he will want to attract as many cyeballs
as possible to begin to recoup his invesiment. It he
has to wait for a high penetration ot ¢xpensive
high-resolution sets, he could be waiting a very
long time. Even if digital is the most rapidly
adopted new technology of all time. it’s going to
be some time before it climbs up that hockey-stick
curve. On the other hand. with inexpensive digital-
to-analog converter boxes—down to around $100
in three or four years—you’ll be able to receive
every digital signal in the market and display them
on your existing analog set and realize 60%-70%
of the benefits of the digital transmission—if the
broadcaster is transmitting in SDTV. If he s broad-
casting HDTV, however, you'll only realize

The Dawn of Digital Television
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“It’s very important that
broadcasters, cable
operators and set manu-
facturers have a common

vision on this thing.”
—Richard E. Wiley
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Introducing RCA HDTWV,

%_, Wich its on-board DIRECT V receiver the new RCA HDTV can receive vircally any available television signal.

}: including all 18 ATSC digital formats, srandard and HD satellite programming. and all current off-air and
i 8| cable signals. Add 10 thar razor-sharp digiral piztures and six-channel dlglral audio, and the result 1s a future
worth keeping your eye on. RCA was there when television was introduced nearly 60 years ago. Today. as television takes

its greatest step forward. the leader is clearer than sver.  Changing Entertainment. Again™ “c"

C 1998 Thom: sumer Elecrronics. Ine. TV picture simul The presence o the DTV certification mark indicates that this product wall suecesstully rec
digital tclevision transrnissions thar conform 1o arw and all of the video formats desenbed in the ATSC Dagital Televiswm Standand
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maybe 5% of that improvement, because the ana-
log picture tube 1sn’t designed to display high-res-
olution pictures.”

This observer says that the improvement
between NTSC and digital 480p is “enormous,”
with lesser percentage gains as you go up the for-
mats to the 1080 range. Moreover, he feels the cost
of the two-million-pixel-plus displays required for
highest definition will be a brake on that end of the
medium for some lime, and points out that there's
a “fundamental disconnect” between the interests
of the broadcast industry and the consumer elec-
tronics industry. “Broadcasters want as many dig-
ital receivers in the market as possible once they
make that investment. Price and content are the
most important variables. The consumer electron-
ics people, because of their high development
costs, initially want to sell high-end home theaters,
in the $10,000 range. Anyone would rather sell
high-margin Cadillacs than low-margin Geos. You
can sell a lot fewer but make more money.”

The danger, of course, is that if consumers are
willing to settle for the low end of digital, the high
end might never get a chance at bal.

Whatever course digital takes in its inaugural
years, it is up against tough historical precedents on
the introduction of new products. The standard for
success imposed by the Telecommunications Act is
85% digital penetration—that’s the requirement
before turning back the analog spectrum. Color TV
took 22 years to reach 85%. VCRs took 16 years.
CDs, after 13 years, are only at 68%.

ichard E. Wiley, the Washington
R paragon whose political savvy and
negotiating skill as chairman of the
FCC’s Advisory Committee on Advanced Televi-
sion Service brokered digital and HDTYV through a
nine-year gestation, is almost satisfied with the
way things are turning out, but not quite. “You
have to have a solution that works for broadcasting
and for cable, or the American people are going to
be shortchanged,” he said. “When | turned in that
report in late 1995 | thought we had accomplished
that goal, with the single exception of the modula-
tion technique, QAM Jquadrature amplitude mod-
ulation| versus VSB [vestigial sideband].” VSB,
developed by Zenith, won out in the committee’s
tests, but most observers think it could have gone
either way. Said one: “If General Instrument had
just been able to deliver a slightly better-working
system, then broadcast might have gone QAM.
And if TCI and Time Warner hadn’t begun exper-
imenting with QAM, then maybe cable would
have gone VSB.”
“I thought to myself it might have been better if

QAM had won,” Wiley says
now, “because the cable
industry was so committed to it.” The incompatibil-
ity of the two systems can be overcome at the TV
set, but hasn't been in the first generation because
cable has not yet settled on a QAM standard.

At the end of the day, Dick Wiley thinks “we
ought 1o let the marketplace rule. We shouldn't let
any industry—be 1t broadcasting, cable, consumer
electronics or computers—game this system oo
much. We shouldn’t let one industry foreclose
another industry’s vision. Hopefully, because of the
interposing of all these industries’ self-interests, a
good result will come out. I'm just hoping the FCC
will continue to look over
the shoulders of these indus-
tries and make sure the pub-
lic is protected.”

Looking back on the
progress toward digital,
Wiley says: “If | have any dis-
appointment, it’s that a lot of
people knew what was com-
ing for nine years, certainly
for the last three or four years,
and haven’t taken the steps
necessary lo get there, 10 get
ready. Somebody has to try 1o
bring these people back
together again. They’re not

coming out of the starting
gate at the same point, work-
ing together. I’s very impor-
tant that broadcasters, cable
operators and set manufactur-
ers have a common vision on
this thing.”

“Right now we’re going
through pre-opening-
night jitters.”

—FCC Comrmissionsr
Susaness

The somebody bringing
them together isn’t likely to
be the Federal Communications Commission, al
least overtly. Chairman William E. Kennard told a
New York audience—singling out a BROADCASTING
& CaBLE editorial that urged deputizing the Wiley
committee “to gel everyone back on the same
page”—that he wasn’t about lo. Later, in an inter-
view, the chairman said: “Nobody—nobody—can
predict, with any degree of certainty, how it is all
going to work out. And it is not the sort of transition
that lends itself to central industrial planning. There
are 100 many industries involved. There are too many
market variables involved. And there’s a real danger
that if we were to mandate a particular standard now,
it would become obsolete very quickly.”

Atstill another point in that interview Kennard said:
“Well, 1 guess the message that I’'m trying to convey is
that a little bit of chaos is not a bad thing when you're
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rolling out a new technology,
and multiple industries are
developing business plans 1o market it

(The full interview with Chairman Kennard
appears helow.)

The senior FCC commissioner. Susan Ness. has
asimilar approach. She likens the transition 1o a
community theatre production that you think will
never come ofl. But it does. Right now. we're going
through pre-opening-night jitters.” By the time the
sccond generation ol sets comes out most ol the
problems will have heen solved, she savs, noting
that the FCC is charged with reviewing progress

every two vears—heginning in 2000—and that, ©if

“I'm cautiously optimistic that this will turn ot
1o be a medivm of value to the public. The uses of
this medium will be awesome. but it will take time
1o discover them. We've already made tremendous
progress in a new technology in which no one has
any eaperience.”’

There are some interindustry etfons 1o resolve
the digital conflicts o which Ness refers, the mosi
conspicuous 4 CEMA subcommittee to complete
the standardization ol engineering specitications
for the [EEE 1394 DTV basehand intertace. which
eventually could afford some kind ol interoperabil-
iy among all components of the digital universe.
This is the so-called firewire. Chairman Kennard

the public is not enamored. we ¢an adjust,

had ashed the industry elements participating in tha

FCC CHarMmaN BiLL KENNARD AND
THE CooL ArPPROACH TO DTV

oteady As

How far are you willing to go to speed

up the digital TV process?

Here’s what [ believe the fundamental obligation of the
government should be. The American people made a huge
investment in the broadcast industry by loaning the spec-
trum, and we've got to make sure that spectrum is used.
That’s why we came up with an aggressive build-out
schedule, which we will enforce. That's why we are work-
ing with the industry to make sure that we can help facili-
tate tower sitings, so these facilities get built.

But beyond that, 1 become uncomfortable when we are
being asked to basically define what the business plan
should be for digital broadcast television. I talk 10 broadcast
industry executives all the time, and they don’t yet have the
definitive business plan for digital television.

So t think that those of us in government, here at the
agency and in Congress, should have a certain amount of
humility. We don’t know exactly how this technology is
going 1o be best used in the marketplace. The people who
spend all of their time worrying about how 1o amortize this
mvestment don’t have it all figured out yet.

And that’s OK. Because. in the final analysis, there witl be
lots of digital business plans. Some broadcasters are talking
about HDTV. Some are talking about multicasting. And all
of them are making bets in the marketplace on what is the
best way 1o amortize this investment.

It may be difterent for different companies. depending on
whether they have content or not. It may be ditteren depend-
mg on the markets they're serving. And far be it from me 1o

try 10 dictate what is the most acceptable way for that tech-
nology to be used.

| wasn’t thinking so much of the business plan as the
technological plant, and the infrastructure among the
media. The compatibility issues. And the fact that the
American public is going to walk into all those show-
rooms in November and December and find a set for
$7,000 that won't receive cable. And that the broad-
cast signal can’t be received in cable homes. That's
clearly a serious issue, and we are working on that.

I sent letters to the cable industry and the manufacturing com-
munity in late summer, giving them a deadline of Nov. 1 1o
resolve the so-called firewire 1ssue. the [EEE 1394 device
issue. They missed by only one day. t think that i1s an appro-
priate role of government: to bring the parties into the room
and try to facilitate compatibility issues.

What about the modulation issue?
bdon’t think it’s appropriate for government 1o set the pre-
cise industry standards here, the technical standards.,

Do you concur with the FCC's decision not to have
any standards at all?

Well, we didn’t have no standards acall. We set parameters
on the standards. Like the transport scheme.

Yes. But the formats are all up in the air. Any-
body can broadcast in anything they want.
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cftort to deliver by Nov. 1; they came inon Nos. 2.
In a statement, NCTA and CEMA said: “Having
now completed the basceline specitications for this
digital intertace. we believe some {set manutaciur-
ers| may produce 1394-cnabled receivers with con-
tent protection technology tor retail distribution by
November 19997 Hollywood, has been terrified
that the pertect pictures of a digital regime—and
more particularly of HDTV—would lead 1o
widescale piracy of its product. Although the actual
copy protection mechanism is explicitly not pan ot
the firewire agreement, it is moving forward mn a
parallel CEMA/EIA group.

Sull another cooperative effort is the Cable Con-

sumer Electronics Advisory
Group lormed by CEMA
and the National Cable Television Association 10
develop a cable-ready DTV set (one that would not
require a sct-top box). Negotiations are now under-
way between cable and CEMA on the specitica-
tions. There also is an OpenCable project by chat
industry addressing short-term interoperabitity
issues based on a component video interface that
some set manutacturers have adopled.

Thus, there still remain techmical problems stand-
ing between carriage of a digital broadcast signal by
cable, as well as reception of a digital cable signal at
the receiver. Just as broadeasters note that cable has

There was no mandated standard for VCRs: the marketplace
worked that out. There was no mandated standard for PCs;:
the marketplace worked that out.

There was no mandated standard for AM stereo.
And look what happened.

The marketplace decided that there was not enough of a
need for AM stereo for the marketplace to develop a stan-
dard for stereo, because people were getting what they
needed, stereophonically. from the FM band. [ think there’s
a lesson in that. 1 think it’s important to recognize a couple
of fundamental truths about digital television, from my
perspeclive. First ol all, it’s going to happen. We are
involved in a worldwide transition from analog to digital in
every communications technology, and it’s not as though
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braadcasting is going to be singled out and remain in the
analog world. It’s just not going (o happen. It’s too revolu-
tionary a technology for that to happen.

Second. Nobody—nobody—can predict, with any degree
of certainty, how it is all going to work out. And it is not the
sorl of transition that lends itself to central industrial plan-
ning. There are too many industries involved. There are too
many market variables involved. And there’s a real danger
that if we were to mandate a particular standard now, it
weuld become obsolete very quickly. Digital television is a
good example. Ten years ago, when people tatked about dig-
ital television. all they talked about was HD. Because HD
was the vision for digital broadcasting. Well, we all know
now that there can be multiple vistons for digital broadcast-
ing, all of which have merit in the marketplace. If we had
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known for years that they
would be using VSR, so cable
notes that set manufacturers have known for years that
it would be using QAM. It is anticipated that all will
be overcome. What will remain is the political issue
of whether cable will be required 10 carry broadcast
signals, in whole or in part. That is the thomy problem

of must carry, about which more later.
1 believe that just achieving this initial
progress is a historic achievement that
should not be minimized. One of those is FCC Com-

missioner Michael Powell. who said in an interview
that “This is the most dramatic change in television

aking a philosophical perspective, some

ever. I’s more important that tt be done night, rather
than just quickly for its own sake. The tail shouldn’t
wag the dog.”

Powell, who at one point told a Washinglon torum that
the introduction of digital was a potential “train wreck.”
goes on 10 say that, “In our haste. we could do it in a way
that leads 1o an inferior product or a premature debut.”
Powell later said the train wreck analogy was a bad
metaphor. but whereas many believe digital is in danger
ol moving too slowly, he believes it may be going 100
fast. “How is it that sets are going out this fall that can’t
work on cahle?” he asks. “Nobody had to be a rocket sci-
entist 1o know that 70% of TV homes were on cahle.”

“The early adopiers can make a medium but they
can also sink it,” Powell says. “They hetter be

mandated that the only valid use
for this digital spectrum is HD—
well, some people would have
been happy. But I’'m not sure if,
in the long run, consumers would
be best served, because what's
happening 1oday? Consumers
will get HD, plus some con-
sumers will get standard defini-
tion in multicasting. This is a
good thing in the marketplace.
For 20 years, policymakers have
been moving towards more of a
market-based approach to regu-
lation. And it’s worked. Why,
suddenly, should we reverse
course because we have this digital broadcast technology?
I1’s just sort of curious to me.

Do you think that, down the line, there will be a reg-
ulation requiring cable to must carry digital signals?
Here’s my view on must carry. First of all, must carry is
part of the Communications Act, so it’s part of the law.
The real question s how must carry should be imple-
mented in the digital world. The broadcasters have come
to the agency and they’ve said: “We want full must carry.
We wani carriage of the analog and the digital signal.”
My response to that has been, you need to think
through that request as a legal matter. Because 1 was gen-
eral counsel here when we fought two cases in the
Supreme Court, 10 defend the statutory must-carry
requirement for the analog world, and it was not an easy
fight. You know the case. We had to remand. We had to
build a record. We had to go back up. And the Supreme
Court recognized that the cable industry does have some
modicum of First Amendment rights. Now, if the broad-
cast industry comes to rhe agency and says: “We want not
one, but two, channels on the cable hasic tier.” my sensi-

“l become
uncomfortahble
when we are
being asked to

bhasically define
what the husi-
ness plan should
be for DTV”

bilities as a lawyer tell me, “Well, you’ve got to make the
case for that.” And that is going to be a fairly difficult bur-
den. If you’re telling cable systems, including those that
are capacity constrained, to give two six megaheriz chan-
nels 1o every local broadcast signal, [ have difficulty
understanding how we can make that case in the Supreme
Court, and we know the cable industry is going 10 take
this all the way, as they always have with must carry.

That speaks to the law. What is good public policy?

As a matter of public policy, I think we are entering an era
where it’s going to be incumbent on anyone who wants car-
riage on a cable system to be able 10 make a markel case for
it. Must carry is not really an issue for the major networks
right now. Because they get carriage. They negotiate retrans-
mission consent agreements. They don’t necessarily receive
cash, hut there's consideration exchanged, and there’s a sym-
hiotic relationship there. The cable industry needs the net-
work alliliates in order 1o pull together a package that’s mar-
ketable 1o their suhscribers. So must carry, as it traditionally
has been. 1s realty more of an issue for the independents and
the upstart networks. They need 10 make a competling case 1o
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impressed. You can set acceptance back by taking
one step torward and three back. Time is not infi-
nitely malleable. Mistakes can have backsetting
consequences.” In the final analysis. Powell sees
nothing wrong with considering relaxation of the
digital deployment deadlines for broadcasters while
other players in the digital equation are catching up.
(The complete Powell interview appears in the
November issue of Digital Television magazine.)

The Powell point of view is paralleled by that of

Decker Anstrom, president of the National Cable
Television Association (NCTA). I really hope, in
terms of a spotlight here in Washington, we don’t
get people to think that, come Christmas, the stores
are going to be crammed with all these sets and there

will be hours and hours of
programming, because there
won't be. Or that their cable svstems are ready go
digital. Those of us in the cable industry continue to
helieve that the transition from analog to digital is an
important and even historic one, but that it’'s going to
titke time. The thing we have 1o avoid more than
anvthing clse is unnecessarily raising expectations
or rushing to bad judgments. We're in this field of
dreams period right now. If we build it, will they
come? It's the first stage of a very long process.”
Anstrom said cable is spending at the rate of $6
billion annually 1o upgrade its plant infrastructure
for digital and a whole generation of new services.
including high definition. That process will begin

policymakers that they have a broadcast signal that uniquely
serves the public interest, and if they’re asking the govern-
ment to go to cable—which has First Amendment rights—
and ask it to basically prefer the broadcast speaker over their
own editorial selections—well, that, in my view, is a fairly
dramatic request to bring to government.

What was so bad about the idea of reconstituting
the Wiley commission, and that you rejected so
summarity?

I think that Dick Wiley did a masterful job with the advi-
sory committee, but 1 also think that we’ve moved into a
new phase with digital, and it seems to me that the DTV roll
out doesn’t really lend itself to central planning.

Do you think the marketplace will work fast
enough to avoid a situation in which digital is intro-
duced, nobody can work with it and everybody’s
unhappy, so the idea is rejected? That's my con-
cern. Not that the problems won’t be solved some
day, but that they won't be solved quickly enough.
Well, I guess the message that I'm trying to convey is
that a little bit of chaos is not a bad thing when you're
rolling out a new technology, and multiple industries are
developing business plans to market it.

One of the reasons why | didn't think an advisory com-
mittee, at this point, makes sense, is because | think the
broadcast industry has already made some fundamental
choices about the digital standard. And they’re going to
have 1o live with those decisions. You know, the VSB stan-
dard is one that the broadcast industry embraced. It is not

that flexible a standard. For example, it doesn’t lend itself

to mobile applications. So if one application for digital is to
have a mobile technology—which I could see could be
really quite valuable in the marketplace—broadcasters and
their engineers have decided this is not what they want.
And so to convene another advisory committee and start
reversing some of those basic decisions seems to me 1o be

an invitation for another 10 years of handwriting. I believe
there is enough market pressure driving toward solution of
the modulation conflicts that either the engineering com-
munity or the technical community will develop that solu-
tion. Or not. But it’s not going to be mandated by lawyers
and engineers sitting in a room in Washington.

What will be your thumbprint on digital TV?

Well, we are going to make sure that this spectrum is used,
and we're going to aggressively enforce the build-out
schedule.

On broadcasters?
Yes.

How about the rest of the worid? The gatekeep-
ers that are going to slow this dcwn. Broadcast-
ers can build like crazy, but cable’s got 70% of
the penetration.

But broadcasters do have an aliernative delivery system to
digital. It’s an over-the-air technology. Cable is not their
only gateway into America’s homes. And some innovative
people are thinking more about the over-the-air delivery
aspects of digital than cable. and that's a good thing.

Yes, but it's a hard row to hoe. But while we’re

on that subject, what about the idea of a strate-
gic alliance between broadcasters and satellite?

That makes a lot of sense for a« number of reasons. not only to
spur the roll out of digital, but also to bring more competition
1o cable. And I'm a staunch supporter ot local into local. It’s
my hope that this controversy we're having about the Satel-
lite Home Viewer Act will put more momentum behind
eftorts to get local into local, because I think that would be a
good thing for consumers. My general response to all these
issues is not 1o say: “Well. we've got to have a solution
faster.” Some of these decisions can’t be rushed. The market-
pliace is going to work them out as quickly as it can. -
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When HDTV was just

a concept back in the 1980s, Zenith

was there. We were the first TV manufacturer
named to the FCC's blue ribbon panel of HDTV
standard-setting experts. We developed one of
the first prototype HDTV systems, and we were
the first to use digital technology and propose
computer-friendly progressive scanning. We
were the first to develop a broadcast system
that won't interfere with today’s TV signals and
the first to introduce an HOTV-ready projector.
We were a founding member of the Digital
HDTV Grand Alliance and earned an Emmy for
our pioneering work.

Most significant, Zenith developed the digital
transmission system adopted by the FCC as
part of the ATSC DTV standard.

So, as America ushers in the digital HOTV era,
you can count on Zenith to be there with lead-
ing-edge, easy-to-use technology, just as we
have for 80 years. When you think HDTV, think
Zenith. Bigger. Sharper. Better.

zenith

-

10198 Zenith Electronic Corporalion www.zenith.com
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to kick inin late 1999/carly 2000 when most
urban and suburban cable systems—serving
roughly 75% of cable’s customers—will have
been largely rebuilt to 750 Mhz, with rural and
small-town systems taking some seven years 1o
reach 550 or 750 Mhz capacity. “When we tinish
our rebuilds we’ll have much more capacity to
offer more high detinition than anyone else.”
Anstrom says. On top of that is deployment of
digital set-top boxes, with hope of having an
interoperable model (that could move with a sub-
scriber anywhere in the United States) by July
2000. They would be available either from a cable
operator or a retail outlet.

Moreover, in collaboration with Hollywood and
the set manufacturers, cable is coming to grips with
the firewire problem that exposes programmers in
terms of copyright protection. He expects cable net-
works to begin transmitting high definition in the
first or second quarter of 1999.

Anstrom emphasized cable’s early-on digital
enthusiasm and said it wouldn’t be the last to tul-
till the medium’s promise. “From our perspective
digital allows us to be more efficient in terms of
delivering more signals, and we know that people
always want more. More choices, more options,
more opportunities. It's also at the core of our abil-
ity to offer high-speed data and Internet access
services. which we believe is going to be a huge
new business for the cable industry. And then
there’s high definition as well.”

Anstrom also pointed out that broadcast net-
works and major MSO's were negotiating retrans-
mission consent agreements for digital program-
ming even now. hoping to avoid governmental
intervention and to create a new revenue stream
even in the early days of DTV product, ““We serve
nearly 70% of the homes in this country,” he said.
“Our customers are going to want digital and high-
definition television. and we’ll deliver it. But.” he
cautioned again. “these things don’t happen
overnight.”

Even while professing his commitment to the
medium, the NCTA president continued to sound a
“realistic™ and “methodical™ alarm, and to keep
broadcasting digital at arm’s length. “We weren’t
the ones who went out and asked for tree spec-
trum. We weren’t the ones who agreed with Chair-
man |Reed] Hundt on a schedule for deployment
of digital television. We weren’t the ones who cre-
ated a lot of expectations about Christmas 1998,
and hundreds of thousands of television sets being
out there. And I think people now have to take a
deep breath and come back to the tundamentals,
All of this is really complicated, It doesn’t lend
itselt to rigid timetables.”

funny thing hap-

pened on the

way to digital TV: the whole world of
electronic communications turned upside down.
Hear Paul Misener, now the chief of staft to FCC
Commissioner Furchigott-Roth. who was in the
early 1990's the right hand to Richard E. Wiley in
inventing the new medium:

*It would have been so much more simple had
other things not happened in the decade since the
FCC began to investigate advanced television—so
many other changes in the communications world
that dramatically atfect the role of television, ana-
log or digital. in people’s lives. You can’t have a

4

conversation in Washington without mentioning
the Internet. And it's not just that. It's computing
technology. it's digital technology, not just digital
transmission of TV pictures but digital everything,
that has increased the flexibility of all media. One
way to look at the Telecommunications Act is as a
recognition, albeit incomplete, that technology has
become so flexible that virtually any kind of ser-
vice provider can provide any kind ol service.
Telephone can now do lots of things that go well
beyond the voice conversation. The obvious is
data. There are, of course. faxes and now video
and all sorts of stutt over a twisted pair of copper.

“Cable. instead of just being this one-way, multi-
channel video delivery service. now has all these
other capabilities tossed on. The cable plant is being
rebuilt for bi-directional use. largely for Internet
connections. All this is going on while there’s this
debate over exactly how we transition broadcasters
to the next level of technology. And the beauty of
it—the positive, casily understood aspect of all
that’s going on—is the invention of digital trans-
mission by General Instrument in 1990, when it
decided to take some of its black box defense tech-
nology and apply it to video transmission. That’s
when they whispered to Lex Felker and Joe Flaher-
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ty and Dick Wiley and the advisory committee that
this might be possible for over-the-air.

“But in the background, all this other stuft is
changing. Some people are spending more time in
front of PCs than in front of TVs. They're begin-
ning to ¢njoy the interactive aspects of Internet
communications, of e-mail, of web surfing. The
development of this wonderful and glorious digital
standard has not been in a vacuum. Television
broadcasting used to be in a class by itself and was
treated separately. Now it's one of many digital
devices and technologies and delivery systems out
there, and that is going to change the policymak-
ers” analysis of it slightly. But probably the best
news of all is that we're becoming less and less
important in this whole thing, we policymakers.”

here are two views of the political
process that led up to digital’s adoption:
Reed Hundt’s and that of everyone else.
The penultimate FCC chairman was viewed as a
foe of HDTYV, despite public pronouncements to
the contrary, and was considered by insiders to be
carrying walter for Microsoft’s Bill Gates. That
meant progressive at all costs, 1080 at no costs and,
in the end, no governmentally mandated standard.

“We wasted two years, thanks solely and person-
ally to Reed Hundt,” says one who was close to the
process. “He dissembled and screwed everything
up. The Grand Alliance (AT&T [Lucent]. General
Insrument. MIT, Philips North America, Sarnoff
Corp., Thomson Consumer Electronics and
Zenith) almeost fell apart over his insistence on
incorporating standard definition TV, which wasn’t
n itself a bad idea, but one the world already knew
how to do. And then, after it was incorporated, he
said he didn't want a standard anyway. First he
would encourage the process. then he would ignore
it. All in all. he cost us an extra two years and it
made broadcasters and the manufacturers that
much more jittery about going torward. When you
think about it, that means the cable interface prob-
lem were still dealing with today could have been
solved two years carlier.”

Hundt's basic problem, in the minds of many. was
*Footote: Under the ATSC standard the continu-
ous MPEG-2 transport stream rate of a 6 Mhz dig-
ital channel is 19.392658 megabits per second
{Mbps), rounded generally to 194, Some in the
industry, however, use the lower number of 193
Mbps, referring to the approximaie digital pay-
load after the MPEG packet syne signal has been
tuken away. For the purposes of this article, and
consistency. “The Dawn of Digital Television™
has chosen 1o use 194 Mbps throughout.

that he didn’t believe in
broadcasting, much less in
HDTV. He was said to feel the spectrum could best
be used for other purposes, and that television
should just be carried by cable. Indeed, the FCC
order sctting aside the digital frequencies requires
only the broadeast of one signal equal in quality to
existing television (NTSCp—requiring as few as 4 to
6 megabits in cach 19.4 Mbps* (6 channely—lcav-
ing some 13+ 10 15+ megabits 1o be used for any
other digital purpose. Some see significance in
Gates” having asked, on a visit to the FCC, how
much it would cost for him to purchase 6 Mhz
nationwide, presumably for a Microsoft-owned net-
work that could broadcast
minimal conventional televi-
sion while concentrating on
data and other digital purpos-
es. Coincidentally, producer
Steven Spielberg arrived at
the FCC to complain about
the 16:9 aspect ratio, saying
it should be 2:1 1o more near-
Iy match theatrical screens.
Both incursions were short-
lived but effective in their
impact on the process.

On top of that, according
to this source, “Gates just
didn’t want to put what he
thought was costly comput-
ing and de-interlacing cir-
cuitry into a computer, and
he was willing 1o scuttie all
the broadcasting industry’s
plans to get his way, not even
knowing what he would do if
he won.” In the end. he did
win. The FCC’s final action
was to adopt the DTV trans-
mission standard put forward
jointly by the Wiley advisory commitice and the
Advanced Television Systems Commitiee (ATSC)
in a 60-page plan, minus onc-half page—Table
Three, which defined all the 18 video scanning for-
mats. That means a licensee can transmit any video
program format he can devise. The miracle is that all
the manufacturers and broadcasters, in an effort
orchestrated by ATSC, have so far stuck together
voluntarily 1o offer the 18 formats. creating a de
facto standard. But that could change. The standards
could be narrowed by attrition, or expanded—in a
closed system, such as the direct satellite platform—
by some new approach, leaving the consumer in the
position of trying to calch a moving targel.

Reed Hundt, not surprisingly, has a dramatically
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different view of the process. He believes broadcast-
ers had no business plan in mind for the high- defin-
ition TV they were pursuing when he came into
office, and no conception at all of the digital uni-
verse they were entering. Hundt believes DTV can
be the salvalion of over-the-air television if it will
but end its reliance on government and embrace the
marketplace—an opinion echoed by Blair Levin, the
FCC'’s chief of staff during the Hundt administra-
tion, who says: “The best things we did [concerning
digital and HDTV] are the things we didn’t do.” Nor
does Hundt shy away from many of the accusations
made about him. Yes, he insisted on SDTV, and he
was close to Gates. “'I begged Gates to get inolved,”
the former chairman says.

(Excerpts of the Hundt interview appear on
pages 20 through 23.)

Wiley thinks the computer problem will work
itself out. “The computer people have always had
the right vision tor themselves and for the public—
a vision of smaller screen, up close, progressive
scanning and a lot of information for their audience.
Where they went wrong was in trying to impose
their vision on other industries. Broadcasters have a
vision too, which is wide screen and vivid pictures.
The two may converge in the future with PC/TVs.
But, again, I don’t think we should let one industry
foreclose another industry’s vision.”

Technical Considerations

rying to understand the digital dilemma

is like trying to hold mercury under your

finger; it keeps squirting oft in another
direction. Nevertheless. a review of the technology
is essential to keeping up.

The Grand Alliance system of digital television
partially adopted by the FCC enables transmission
of a single high-definition program or several so-
called “standard definition™ (SDTV) programs
with clarity similar to today’s TV. In broadcasting.
as many as four or five SDTV signals can be trans-
mitted simultaneously within a broadcaster’s 6
Mhz channel. Cable television. using its own digi-
tal transmissions, might carry upwards of 12 sig-
nals within each of its 6 Mhz channels. The capac-
ity for simultanecous data transmissions on either
broadcast or cable boggles the mind.

There are two big differences between today’s
analog broadcast and cable television systems and
their new digital counterparts. The first is the rela-
tive freedom from interference that digital provides.
No longer will “ghosts™ appear around characters
on the screen every time an airplane flies over. No
longer will “snow™ obscure the football game when
your neighbor decides to vacuum his carpet. And no

longer will people on the
outskirts of town be relegat-
ed to cloudy, fuzzy broadcast pictures.

Of course, they may get no picture at all. With
digital, either you get it or you don’t. Those who
do will get a crisp, interference-free picture. Those
who don’t—as they do now—may have to rely on
cable or satellite for their video input.

The second big difference between digital and the
existing analog television system is that one is mal-
leable (digital) while the other is not (analog). In
digital, all transmissions are reduced electronically
to a code of 0's and 1's, the same kind of magic that
makes computers possible. In that form, they can be
manipulated in a number of
ways to rearrange the picture
elements as operators and
the mix of services see fit.
That has been going on for
years inside the television
plant, and conspicuously
within such devices as char-
acter generators and servers.

Analog is much more
“whal you see is what you
get.” The picture essentially
goes in and comes out the
same way, occupying the
same amount of spectrum
space no matter what. Digital
programs take up only what
is required for a particular
unit of information. For example. a 6 Mhz digital
broadcast channel is capable of carrying 19.4 Mbps
of information. A motion picture broadcast in full
HDTYV at 1080p/24 frames a second may take up 13
or 14 Mbps. That leaves enough spectrum to broad-
cast. say. two 480i or p programs simultaneously.
Thus the efticiency of digital. and the temptation to
multiplex—that is. to broadcast several programs in
one 6 Mhz channel.

{However, a football game broadcast live at
1080i1/60 fields would take up nearly the full 19.4
Mbps and leave no room for multiplexing. Hence
the temptation for television operators to opt for
the lower resolution levels.)

Chuck Sherman, executive vice president for
television at the National Associaion of Broad-
casters (NAB). says that future general managers
will have two budgets to worry about—their nor-
mal operating budget and the budget for bits. Mak-
ing maximum use of digital spectrum will be like
filling airplane seats. he said, or maximizing the
sale of commercial inventory before it’s gone for-
ever. He says, however, that multiplexing on a reg-
ular basis is at least five to 10 years away, awaiting
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“A terrific display
shows all the guality,
and it shows all the
flaws, too. If they make
a lousy-looking picture
and put it on a good
display, | assure you

it looks like a lousy-
looking picture.”
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sufficient digital penctration to make it fly.

The secret to digital malleability is compression.
In analog. all elements in a scene are captured.
transmitted and displayed over and over again in
each succeeding frame. In digital. a picture ele-
ment that does not change or move is captured only
once and is thereafter ignored or refreshed only
periodically. All those bits that might have been
used to capture non-changing picture clements are
saved in digital. allowing the overall picture 1o be
“compressed —that is. sent using fewer digital
bits. Without compression. terrestrial HDTV in 6
Mhz would still be beyond reach. An uncom-
pressed HDTV signal at 10801, for example. might
require 27 Mhz to transmit. the equivalent of
almost five normal television channels.

The good news is that compresston enables the
best of signals to be transmitted. The bad news is
that there is no limit to how bad a signal it makes
possible, it the provider so decides. HDTV can
compound the problem. As one source put it, A
terrific display shows all the quality, and it shows
all the flaws, too. If they make a lousy-looking
picture and put it on a good display. | assure you it
looks like a lousy-looking picture. Every manu-
facturer is making better and better displays. In
current resolution. everything’s becoming crisper.
In high resolution everything’s becoming star-
tlingly better and cleaner. The better the displays
get the more you'll see the bad stuft.”

Cable. in a sense. gets two bangs for every digital
buck. Its 6 Mhz channels attord just under 40 mil-
lion bits per second. compared to broadcasters” just
under 20 miliion. By definition. therefore. over-the-
air broadcasting is a tougher trick. with some of the
transmission devoted to protecting the signal from
interference. On top of that. cable can use its exist-
ing plant architecture for digital—the same wires.
the same repeaters, the same amplifiers. It's a mat-
ter of how the signal is put in at the headend and
taken out at the set-top box. One observer, empha-
sizing these advantages. said: “Digital is a no-
brainer for cable.” Nevertheless. those in that medi-
um would note that cable still has to build its plant
one home—and one digital box—at a time. and at a
current capital expenditure of billions annually.

The Grand Alliance system incorporates 18 for-
mats. but in actuality there are 36—matching pre-
cisely multiples of the existing analog system’s field
rate. Only 14 are for conventional television—the
four 480 lines/640 pixel formats are for computers
{VGA). The FCC does not require broadcasters or
set manufacturers (o use any or all of the 18 formats,
which break down into two general video scanning
schemes. interlaced (traditionally preferred by
broadcasters) and progressive (preferred by most in

the computer world and
cable). They then divide into
three basic resolution modes—that is. the number of
vertical hines per screen. Those choices are 48(). 720
and 1080. which further break down into aspect
ratios and picture rates. Thus we speak of 4801,
480p. 720i. 720p. 10801 and 1080p. Regrettably. at
present. no one now knows how to do 1080p at &)
tframes. the rate required for live or electronic TV,
because the bit rate exceeds 19.4 Mbps.

Then there are the pixels—the number of picture
clements in each line of horizontal resolution. The
ATSC DTV standard calls for 704 pixels (for the
16:9 or 4:3 aspect ratios) or 640 pixels (for 4:3
only) in the 480 for-
mat. There are 1280
pixels in 720 and
1920 pixels in 1080
(both 16:9 only).
Generally speaking,
the objective quality

2

-

o
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of a picture is deter-
mined by multiply-
ing pixels times ver-
tical lines. At the low
end for conventional
TV (omitting the
computer formats).
4801/704 produces
337.920  pixels,
720p/1280 produces
921.600 pixels while
high-end 1080i/1920
produces 2.073.600
pixels—1.152,000
more than 720. The
argument comes in
when you consider
frame rates: interlace
pixels come in every
30th of a second
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while progressive pixels come in every 60th of a
second—twice as fast.

It that weren’t complex enough. there are three
frame rates—that is. the number of individual snap-
shots transmitted each second. They are 60 frames
per second interlaced and progressive {(for live trans-
missions). and 60 frames progressive, 30 frames
progressive and 24 frames progressive for film.
Interlace. itself a veteran compression technique. s
considered by some to be better for motion while
progressive is tavored for graphics, but you can get
an argument on that subject in any bar frequented by
two or more engineers. All computer displays are
seen in progressive. which explains that medium’s
hope that broadcasters would choose that format.

The Dawn of Digital Television

S19

www americanradiohistorv com


www.americanradiohistory.com

e aqiviy

Broadcasters, who see con-

ever, believe the computer industry should go the
extra mile to convert interlaced programs into pro-
gressive in the computer. Intel, among others, has
been developing chips to do so, and other manutac-
turers are reportedly working on new computer
cards (chips) that will handle all broadcast and cable
formats along with all computer formats.

The two 480 formats are essentially equivalent to
present day NTSC (National Television Systems
Committee) transmissions. Both 720p and 1080i are
acknowledged as HDTYV, although the latter delivers
more than twice as many pixels per frame while the
former delivers twice as many frames per second.

vergence a long way off) if

The lowest-cost way for broadeasters to proceed
into digital is simply to digitize their present 480
transmissions—essentiatly the technical scheme for
direct broadeast satellite today, which begins with an
analog signal, transmits it in digital and then brings
it back to analog at the set. The next most cconomi-
cal way is 10 go 480p, although that requires an
Invesiment in progressive equipment or new, switch-
able 480i/p equipment.

The 720p option has appcat for a number of
broadcasters who think it high cnough in quality to
satisfy the public’s itch for HDTV while being
more readily in sync with digital displays and
computer data formats and conserving spectrum
for data or multiplexing. (CBS’s Joe Flaherty is

Reed Hundt's

Majority of One

The former chairman of the FCC was at odds with broadcasters almost from the first
day of his administration, and things haven't changed much over the years. He heard a
different drummer than did his predecessors—on HOTV, particularly—and insisted on
relying on the marketplace rather than industrial policy. History will judge the rightness
of his point of view. The Dawn of Digital began this interview with Chairman Hundt—now
in private practice—by reciting criticisms that had been leveled against him by others.

undt: First of all, what the high-definition story is all

about is a misnomer concealing a lobbying strategy

which in turn surrounds the lack of any business plan.

I came to this conclusion with astonishment and sad-
ness after more than a year, all through 1994, of studying the
issue. | was stunned to discover how insignificant were the
resources devoted by broadcasters to research on this topic.
Even now, years later, it turns out that the so-called Grand
Alliance did not have a good plan with respect to the cable
conduit or with respect 1o antennas. Even now, it tumns out that
they have never done adequate testing for multicasting. Even
now it turns out that their field testings were less robust and
less reliable than testing of virtually any other technology in
any other markel.

F'm sorry all this is true, but the reality is that when vou rely
on the government and your lobbyist to make your business
plans you're stepping out on a sheet of ice and you’re going to
break through and tind yourselt up to your neck in cold water.

The truth of the matter is that there never was any
groundswell among broadcast licensees to go digital. There

never was any self-initiated entrepreneurial business plan to
pursue this opportunity. There was only a broadcaster-manu-
facturer-lobbying atliance to make sure that the licenses were
awarded to a select group instead of put on the market for sale
to whoever really wanted them.

It’s also clear that if local over-the-air broadcasting is going
to survive on a long-term basis, it will only be by going digital.

For multiplexing?
For all the ways that digital is relevant. One, delivering more
bits—which can be voice, video or data. In other words, more.
Two, for compatibility with all forms of receivers—and 1 mean
not only PCs and TVs, but the real reality of 1) vears from now,
which is heterogeneous devices that fundamentally are receivers
of digital bitstreams. Three, for the purpose of strategic alliances
with other industrics, such as telephone and satellite. And four,
for the new media. for the new forms of content that fundamen-
tally will be digitally-based.So it had to be digital.

Here’s what it did not have te be. It did not have 1o be a sin-
gle pretty picture. And that’s why the very first thing | did
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among those unconvineed ol 720°s frugithty. By
his calculations, 720wt live or electronic rates——6()
friimes—uses cight-ninths the it rae ol TOROI/60,
while only [ilm transmissions at 24 frames can it
two programs into one DTV channel simultane-
oustv.) The “picture on the wall™ displays. using a
plasma technigue. will he progressive scan at 480,
720 or 1080. One of the superb advantages ot dig-
ital, ol course. 1s that the transmission mode need
not he the display mode. For example. a signal
broadcast in 480p can he displayed at the set in
TORO1 (scan-converted). although the quality may
sulter, particularly on farge-screen sets. Converse-

through a sct-top box. con-
verted 1o analog for dispiay
on an eatsting NTSC set.
The new DTV aspect vatio 1s another complicat-
g consideration. The analog television picture is
4:3—tour clements wide by three high. Digital is
[6:9. similar to the dimensions of i theatricil sZreen
and more in keeping with the eve’s viewing propen
sity. It is the aspect ratio that forces television 1o
SCEIP IS present sets in Favor of a new generation. or
2o through the rest ol time with black bars over and
under or around its picture. (Proving that there are
no absolutes m digital. that statement. too. 1s subject

by, o DTV signal broadceast in TOR00 can be
received and scan-converted 1o 4801—and,

was 1o say: “This isn’t high definition. It's digital.” Even

now there's a strong school of thought, including lots of

people in Congress, who just don’t get that and don™t
believe it, and who think that the future of broadcasting is
Just a pretuer picture,

I think fundamentally, one. it’s wrong and, two, it's an
attempt to dictate to the marketplace that which the market-
place will decide on its own—namely. what do consumers
really want. And so the outcome tor me—once | really
formed a view on this—was that this was a classic case of the
United States pretending to be Japan.

What does that mean?
Meaning let’s have the government and a couple of represen-
tatives of selected industries decide what consumers are
going to buy. without ever relving on competition or the real-
ity ol the marketplace 10 make that determination. | didn’t
want and ['m proud that I didn’t have any part of that.

I did not buy into the plan | inherited, and it 18 not now the
rule. So we got rid ol simulcast. We got rid of the HD require-

o challenge. Devices have been developed 1o stretch
or reposition 4.3 pictures 10 16:9. and vice versa)

“If free TV is
surviving as a cable
transmission, then
| say why are we
talking about digital
transmission over
the air? It’s only

an over-the-air
medium that is
truly universal.”

ment. We got rid of the standard. We gor nd of basically all of
the key tenets of this, in my view, bankmupt policy.

The bottom line here. the virus hz2re is governmental
involvement and it infects everybody—senatorial involve-
ment, FCC mvolvement. For broadcasters to be successiul on
a long-term basis in this ntensely corpetitive world, one,
they have to go digital and, two, they have 1o go without the
government. They have 1o do their thing their way, market by
murket by market, and they have to siop thinking that the
government will save them or will help them or wilt condi-
tion them or will constrain them, or anything.

It’s hard to go without the government when you’re a licensed
medium.

Actually. 1Us casy 1o do. if vou just adopt that as your view.
Although there are constraints: newspaper-broadceast
crossownership. cable-broadeast crossownership constraints.
the ones that we ot rid of like the financial interest-syndication
rules. the prime time access rule, these have economic signifi-
cance. They all should be eliminated. You've got 1o get rich of
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Digital also plays (o sia-
channe! Dolby surround
sound, a technology already popular with audio-
philes and subscribers to direct broadeast satellite.
In the opinion of many, it 1s this sound capability
that truly distinguishes DTV rom other media,
and that will account for much of its popularity in
the markeplace.

Policy and Politics

When the FCC first set up i1s advisory commit.
tee on advanced television, it had onlv HDTV in
mind. The chairmen of thar day—Denmis Patrick,
who began the process, and Al Sikes, who ook up
the baton and pressed for an all-digital solution
wanted the country 1o enter the next century with a

new (ransmission system that would dwarf the
existing NTSC. It was Chairman Reed Hundt who
turned away from a concentration on HDTV and
msisted that the advisory team concentrate en
including standard definition TV—that 1s. 481 or

—and make concessions to the computer indus
v, Itwas Hundt, too. who led the commission
into a marketplace policy of imposing no single
digital program format standard on broadceasters.
(The FCC did, however. adopt mandatory stan
dards lor digital compression, tansport and trans-
mission.) The IFCC has no authority 10 impose
transmission standards on cable.

Cable and the computer industries. to which large
HIDTV displavs in 10801 were not as imporkint as
multiple channels progressively scanned, lobbied

all of this for broadcasting to survive as a viable free over-the-
air local medium. I mean all of those things: free, over-the-air,
local. For it to survive, it's going to be necessary to get rid of
all of those constraints.

Why? Isn't the industry doing well now? { know that ratings are off.
No, no, no. This industry as an over-the-air medium is not
doing well now. See what I'm saying here? I'm not being clear.
Over-the-air. over-the-air, over-the-air. How many people are
watching broadcasts over the air?

Oh. OX.
If free TV is surviving as a cable transmission, then | say
why are we talking about digital television over the air? |
don’t have any doubt that an individual broadcaster armed
with must-carry rights and armed with franchise rights as to
content can in effect buy a cable channel. He can acquire a
cable transmission right digitally on a long-term basis. But
that is not a free over-the-air medium. And all of this is sup-
posed to be about not just preserving the economics of a par-
ticular business, you know, like a station group. 1t’s really
supposed to be about preserving a free over-the-air medium,
because it's only an over-the-uir medium that is truly uni-
versal.

But that medium, that tree over-the-air medium, is seriously
jeopardized when virtually all of the network strategies do not
depend on over-the-air.

What do you think of a strategic alliance with satellite?
Termrific. Great. Go for it

Would you not say the same thing about a strategic alliance with cable?
The problem is that satellite is over-the-air and universal and
cable is not. 1 vou do the deal with cable—which broadcasters
are apparently doing again, tor the second time—you are cut-
ting voursell oft from the universality of any over-the-air trans-
MISSION SVSICL.

So you do believe in over-the-air, contrary to what’s been said of you.

I believe this. | believe the only reason why government
should care about broadcasting is that it is universal, and it’s
the over-the-air dimension that makes it universal. Do you
see what I'm saying? [ mean, poor people and old people
and people with second television sets and all of that aren’t
reached by a monopolist cable connection, and never will be
in any time frame we can imagine. If you want 1o preserve
that there 's no reason for any government role whatsoever. If
you want to preserve that then, boy, it better be digital and it
better be that your policies at the government level create
every opportunity in the world for digital alliances.

Now, the logical ones are satellite and telephony. You also
need 10 open the door to newspaper/broadcast combinations
that will strengthen both of those industries, both of them
being industries in trouble.

Why telephony?

Telephony solves vour two-way problem. In other words, a
telephony/over-the-air broadcast combination is one in which
the two-wayness of telephony compiements the universality of
the broadcast. And. of course, when [ say telephony ['m also
thinking of wireless telephony.

So let me give you an imaginary combination. The local
telephone company and the local broadcasters selt to the con-
sumers a package that is a local arca network in your house,
a wireless LAN in vour house, and a broadband digital bit-
stream from your television statioh and a narrow-band con-
nection on your telephone line. And then the services are
voice, video and data. That’s a darn compelling proposition,
and that competes vigorously with cable.

Another way to go—and | don’t think this should be man-
dated by government— would be a satellite combination. But
then the broadcasters should very aggressively be promoting
changes in the law 1o allow satellites 1o pick signals up and
send them back down. Instead of being the enemies of change,
they should be for a change in the ki in this respect.

But here’s my main point. that local broadeasters and
hroadcast groups have regrettably become addicted over the
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wainst lederallv-mandated standards and for fleai
hility (SD 'V as well as HDTV). Some broadceasiers
agreed. hoping that multicasting-—that is, broadeast
g o number of channels simultancousty—would
produce meore revenue than would HIY|

There 1s no unanimity among the four major
networks as o which wav to go. CBS. intluenced
importantly by Joe IFlaherty. is the most enthusias-
tic about 10RO, (Flaherty not only is the CBS
senior vice president for technology but shares
credit with Dick Wiley as the tather of HDTV)
Fox and ABC are the least enthusiastic. NBC s
somewhere m between. None of the networks has
vet made hnown a business plan for mulucasing,
although such broadeasters as David Smith of Sin
clar are vocal on the medium’s prospects. At the

dawn of digital, however.
Sinclair s wailimg and see-
mg. neither multiplexing nor going HD TV,

Those who teel digital 1s setting oft 10 a rocks
start usually pomt to cable as the problem. That
medium now cltectively controls access 10 some
0% of American TV homes. although both terres
trial and satellite broudeasters have access 10 those
same rooltops. and broadeasters” new digital spec
trum has distinet advantages in competing with
cable on a reception-only basis. Cable has onls
limited plans to pass broadeast signals, and those
ona pay ter. Ilts modulation techimque ol choice
(QAM ) s meompatible with the Grand Alliance’s
or ATSC's VSB. The hirst digital sets will not be
equipped to recerve digital cable without a set-1op

“l hear a

sucking sound

of broadcasting
being pulled into
the cable system...
Once national
advertising goes
somewhere else
you know the

jig is up.”

decades 10 the idea that the lobbyists will just take care of
their business. And it’s not going 10 happen over the next 10
years that way. I'm not saying they’re deomed tomorrow.
I’m saying that 10 years from now. if people don’t come up
with entreprencurial ideas. the broadcasting industry will be
basically so diminished from what it is today as an over-the-
air medium that it will be unrecognizable and not the factor
it is today in our culture or in Washington.

Cable does not give us umversalitv. Why do we have uni-
versality in telephony? Because we have govermment regula-
tion of plain old telephone service that flatened the price so
low that we have 953% penetration. We don’t have that in
cable. The 1992 Cable Act specifically denied the federal
government the abilitv 10 set the prices an the entry package
and gave that power 1o the localitics, which did not use and do
not use it to ereate a vamilla service. That's why we don’t have
universality an cable.

So the thing lostin this migration that 1 iear is the univer-

ality of the medium. | hear a sucking sound ot broadeasting
being pulled imto the cable system. And everybody savs there

are over 210 million freestanding analog TVs
out there, blah, blah, blah. Who are they kid-
ding? You know, 120 million of them are
already connecied to cable. Logically, they
are not going to be replaced by $7,000
receivers, not when the cable industry is
going to offer $200 modems. And those
numbers—the cable connections and the
watching of cable channels instead of broad-
cast—appears (o be moving inexorably by
two or three percentage points a year. year
and year out. Over a 10-year period you get
10 a tipping point. When you get down to
30%, 35%, 25%. then somewhere down the
line, betow where we are now but above zero,
somewhere the advertisers actually just
move—Iack, stock and barrel. Once you lose
universalily you lose national adverusing.
Once it goes somewhere else vou know the jig is up.

Now an individual broadcaster armed with must carry and
armed with proprietary rights as 1o content—well, the day
comes when he just turns oft the power and becomes an
incorporeal business. one that simply has a cable channel.
Fine, no problem. They’ll make money. They’ll have brand
names. But that’s the end of the free over- the-air transmis-
SION.

Do you have any specific rejoinder to the remarks

ahout you and Bill Gates?

I begged Gates 1o get involved. | wish that he’d gotien more
mvolved. [ wish the whole PC industry was more enthusiastic
aboul merging with broadeasters. 1 wish that the PC hardware
people had more enthusiasm about joint ventures with TV
manulacturers. The problem s that. by and large. the PC and
hardware and sottware industries don’t believe in the future of,
one. TV manutacturers and. two. hroadeasters. So they have
devoted their attention. as everybody sees. 1o cable. 1t takes
WO 1o Lango. =]
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The Origin video computing platform.
It’s about time. It’s about money.

“ “ It’s time vou had everything you wanred, evervthing

you needed and everything vour comperitors didn’t
want vou to have.

Time will tell which digital television formats are
best for vour business, so the Origin” video compuring
platform supports them all. From 10801, to 720P to

SDTV, multi-channel playout ro

hundreds of simultaneous MPEG

..:"‘
! ¢ ]
streams, run them all today. i l s

SDI HDTV+SDTV
DVCPRO™

RI1IGIN

uP TO
MPEGI % VIDEO COMPUTING PUATFORM

=ale “

WWW.sgi.com MPEG2

STREAMS

Time also changes everything so we’ve given rhe
Silicon Graphics platform more scalahnlity and tlexibility
than anv dedicated box. Store weeks of video on-line,
browse clips at any desktop, or build a more efficient
automated news production operation. Wanr advanced

aphics? Silicon Graphics workstations are at the
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box—a decision attributed by cable to the con-
sumer electronics industry. And the first digital
boxes the cable industry has deployed will not pass
a broadcast DTV signal. Interoperability remains
out of reach although not out of sight, depending
on development of the right digital boxes.

The fact is. cable has a different vision for digi-
tal. B wants to compress as many signals as possi-
ble into its existing plant. avoiding the need for
costly upgrades. That's particularly true of its sec-
ond-largest operator. TCI, which has led the way
in stunding pat on digital upgrading. Others, like
Time Warner and Cox. are in the “big pipe™ cable
category. Moreover. all in cable are concerned that
it broadcasters take the high-definition route, and
then secure must carry, they will have to drop
some of their own programmers. (One of the mosit
vocal naysayers is C-SPAN’s Brian Lamb. who
has yet to get his C-SPAN-1 on every cable sys-
tem, much less C-SPAN-2, and fears wholesale
displacement 1t digital must carry is imposed.)
TCI's John Malone, making clear his reluctance to
accommodate broadcast HDTV, has called 10801 a
“spectrum hog.” (A single 6 Mhz cable channel,
wider than a broadcast channel, can carry two
108(h programs, but can carry 12 to 24 in 480. TCI
reportedly reduces some of its 480 program trans-
missions to 240 lines. a quality approaching VHS,
and occupying only 1.4 Mbps.)

The cable strategy is much more akin to
Microsoft’s, which may partly explain the enthusi-
asm shown by Bill Gates™ participation in Com-
cast and that of his former partner, Paul Allen, in
buying into Marcus Cable and. prospectively,
Charter Cable. Indeced, cable’s technological atten-
tion has been turned to the development of high-
speed modems to compete with the telephone
companies for Internet access and IP (Internet pro-
tocol} telephony.

The Satellite Option

he most dramatic prospect on the digital
and HDTYV horizon is the possibility that
terrestrial broadeasters will strike a deal to
have their signals joined at the hip with direct broad-
cast satellite providers. That's the vision of DirecTV
President Eddy Hartenstein, who has from the begin-
ning set aside channel positions | through 99 on his
DBS system in hope of one day incorporating broad-
casters. Thus, rather than relying on cable’s multi-
channel providers to reach 70% of the country
beyond existing broadcast antennas, broadcasters
would bet on satellites to help build their digital base.
This is how it would work:
DirecTV would operate just as it does now, digi-

tally. to an 18-inch dish at
the consumer’s home. Local
broadcasters™ analog and digital transmissions
would be picked up by an independent antenna,
roof-top or otherwise. (Because most digital will be
in the UHF band, that antenna could be smaller than
the six-foot arrays that festooned rooftops in carlier
days.) The existing DirecTV digital-to-analog
receiver would be replaced by a device that would
combine alt the signals, along with a fully integrat-
ed navigation or guide system. (That receiver might
cost $400 initially, essentially equivalent to one of
cable’s digital boxes.) DirecTV has already made
arrangements for such an element to be incorporat-
ed in all digital sets pro-
duced by Thomson (RCA)
and Hitacht. and is making
similar arrangements with
other set manufacturers.

Independent of that
potential alliance, DBS will
be a medium with which to
contend. DirecTV’s own
feeds and those of HBO will
dwarf those of other
providers at digital’s outset,
and are likely to be among
those relied upon to demon-
strate digital in the nation’s
television showrooms. It
will take advantage of what-
ever’s available in the new
digital environment. from
John Glenn in outer space 1o
C-SPAN. It is already
broadcasting movies in six-
channel Dolby audio digital
and will have high- defini-
tion movies in its pay-per-view window.

HDTV Unity Motion, a start-up provider based
in St. Louis, says it is involved in the entire
process. including equipment sales, programming,
transmitting and display. It plans to support a
100,000 subscriber base by spring 1999,

NAB’s Chuck Sherman confirms that broad-
casters are interested in the possibilities of an
alliance with satellite, but says there are concerns
that the satellite industry has played fast and loose
with the law by bringing distant network signals
into competition with local affiliates. **We're anx-
ious 1o do business with them if they abide by the
law. We want partners who will operate with faith
and trust,” Sherman said.

The broadcaster-satellite consortium could be
accelerated by a service being offered by Bell
Atlantic, which says it will provide the TV home
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“Cable Inc. collectively
hopes that digital will
never catch en.”

—Direc™ V'S

Eddy Hartenstein
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an opinion borne out by “The Dawn of Digital
Television™ story about the retail experience.
beginning on page 40. He cautioned. however. that
the early adopters are not always a good indicator
of what a new market might be. “Great products
often do fail—sometimes because the publicity
exceeds the product. Or the timing can be wrong.”
Cable. he said. will be disadvantaged until its
interface problems are solved.

The CEMA president said a record 24 million
sets were sold in 1998—in three of every 10
American homes—and concluded that HDTV was
enlarging the market for analog. And the word is
spreading, he says: "By this time next year you
will see HDTV in airports and sports bars—
50% ol Americans will have seen HDTV a year
from now.”

Must Carry

[ the broadcasting and cable industries have yet

10 meet on the digital playing field. they have

met about must carry. “We take the position
that must carry is an absolute requirement.” says
Chuck Sherman, executive vice president for tele-
vision for the National Association of” Broadcast-
ers, “except tor the small. mom-and-pop cable
operators. We may be willing to give cable systems
a chance to build out their plants while we're build-
ing out our programming. but at the end of the day
we believe all analog and digital signals should be
carried. up to one-third capacity as provided in the
Cable Act.”

Morcover. he says. there should be no material
degradation of the 19.4 bitstream. “What we put in
the bitstream—including multiplexing—should
come oul.” says Sherman, excepting only premi-
um (pay TV) channels.

Over our dead bodies. is the position of the
cable industry. “We bhelieve it's unconstitutional
and an infringement of our rights.” says Decker
Anstrom. “The notion that the government is
going to compel cable to carry both broadcasters’
analog and digital signals as a mandate during
this transition period. which is going to stretch
cight years or longer. is a remarkable governmen-
tal intrusion into the marketplace. Broadeasters
would be better served. as [ think we would and
would consumers. by putting our energy into
hammering out business relationships that work
for both sides, and for consumers. rather than try-
ing 10 get the government to come in and tell peo-
ple to do things.”

Concludes Anstrom: “"We will never agree to any
form of digital must carry. and it the FCC acts we
will appeal it all the way to the Supreme Court. We

will never again accept cable
networks being relegated to
second-class citizenship. The notion that every
broadcaster’s voice is more important than any
cable network’s voice can’t be right. And rermem-
ber. no broadeast station is going to lose its voice
here because the analog signal is never going to be
returned. That's the issue before the commission:
our having to carry both the digital and analog sig-
nals.”

Both the NAB and NCTA have made their
positions official before the FCC. whick has
begun a notice of inquiry into the subject. No
one knows how it will turn out. but the fight will
be bleody and hard fought.

In the mecantime. major
players on both the broad-
casting and cable side are
meeting behind closed
doors to effect an industry
compromise that could
avoid governmental intru-
sion. Essentially. 1t would
create a pay tier for broad-
cast digital on cable. creat-
INg 4 new revenue stream in
which both cable and broad-
casting would share. Both
major networks and major
MSO’s are involved in this
cffort. which many believe
will be blessed with success
by year’s end. But while
such an agreement would
put out the immediate fire.

“The early adopters
can make a medium but

they can also sink it. They

and set a new precedent, it
will leave many stations out
of the loop. The disposition
that  will govern the
widescale  must-carry

better be impressed.”

—F Z2C Commissionar
Michaesl Powell

dilemma that will face both industries once digital
is full blown will remain up to the FCC and the
courts. "Broadcasters could be bitching and moan-
ing about cable carriage for yeuars.” says one
ohserver.

FCC Chairman Bill Kennard has his own view
on the subject. “If the broadcast industry comes to
the agency and says: “We want not one. but two,
channels on the cable basic tier,” my sensibilities as
a lawyer tell me. " Well. you've got to make the case
tfor that.” And that is going to be a fairly difficult
burden. If you're telling cable systems. including
those that are capacity constrained. 10 give two six
megahertz channels to every local broadcast signal.
I have ditficulty understanding how we can make
that case in the Supreme Court, and we know the
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cable industry is going 1o tuke this all the wav. as
they always have with must carry.”

Conclusion

he quid pro quo for the grant of digital

spectrum 1o broadeasters was that their

analog spectrum would be returned,
once the transition was essentially complete. The
government budget process is counting on that
return in 20006, but only if digital penetration has
reached 85%. This analysis has found no one
who thinks that will happen. Most of those not
friendly 10 broadcasting believe, perhaps cvni-
cally. that it will never happen.

One scenario has it going this way:

Not only is the analog spectrum to be returned in
20006. but that spectrum is to be auctioned in 2002, in
anticipation of the return. The buyer. however, can-
not claim the spectrum until digital penetration
reaches 85%. Ittook color TV 22 vears to reach 85%
penetration. On that basis, the buyer would have 1o
walt 16 vears tor his prize. So who would step up 1o
the auction? Probably only today’s digital broadeast-
er. who might buy his analog channel, say. for a dol-
lar. In tme, he could then convert that channel 1o
digital and have two properties in the digital age.

What is certain is that there are more than 200

million analog sets out there
now and the consumer elec-
wonics industry is selling over 20 million more
each vear. And they Keep getting better and better.
Digital set makers note that an analog tuner is one
of the less expensive components of their new
receivers. and they’re prepared to keep them
installed ad infinitum. And even il broadcasters go
off the air in analog, the sets can be retrofitted.

In the short run (sav. the 12 months beginning
taday). digital TV and HDTV may move at a pace
disappointingly slow to many. “We're entering the
beta vear.” says Blair Levin, who thinks most of the
onerous interindustry problems—at least the techni-
cal ones—ure on the verge of vielding. That's also
the point of view of the NCTA’s Decker Anstrom,
who savs: “It | were to put my finger at a time to
really begin to watch this move, it would be Christ-
mas 1999

As Dick Wiley puts it: “Five years from now,
well Took back at this and say. *Gee, it’s too bad
we had to go through all that but thank God we're
where we are now. Let’s face it, this is a revolu-
ton, and it's going to change video forever in this
country, and all tor the betier. The mere fact that
we’ve got some of these problems should not
cause us to think that we aren’t going 1o get there.
Because we will.” ]

Summing Up

aasiansat el ad

The View from Joe Flaherty

he last stanzas go to Joe Flaherty, the remarkable

CBS engineer and executive who made digital and

HDTYV happen against most of the odds and much

of the competition. In a statement prepared for
“The Dawn of Digital Television”, he said:

“DTV and HDTYV are a total replacement of America’s
TV carriage and delivery systems, and will affect every
aspect of the broadcasting, cable and DTH satellite busi-
ness. It is vital to enderstand that wide-screen, high defi-
nition is not just pretty pictures for today's small-screen
TV sets. Rather, i- is a wholly new digital platform that
will support the lirger and vastly improved displays in
deve opment for commercialization. HDTV is better than
it locks! The disply devices are the limiting quality fac-
tor. While improvements are being made by the month, as
of ncw, no display has achiceved the fult quality potential
of America’s HDTV system.

“Sabjectively. tike many things, beauty is in the eye of
the teholder, and some will prefer one DTV format to
another, the objective quality of each notwithstanding.
Nevertheless, full HDTV quality will rapidly improve

and will continue to
widen the gap between
it and all lesser formats.

“On Nov. 21, 1985, 1
delivered a lecture enti-
tled ‘2001: A Broad-
casting Odyssey,’ in
which [ said in part:

*“ ‘As we evaluate
tomorrow's TV and
HDTV and plan for its
implementation, we
must bear in mind that
today’s standard of ser-
vice enjoyed by the viewer will not be his level of expec-
tation tomorrow. Good enough is no longer perfect, and
may become wholly unsatisfactory. Quality is a moving
target, both in programs and in technology. Our judgments
as o the future must not be based on today s performance,
nor on minor improvements thereto.’

“Beware of a poverty of vision.” u

The Dawn of Digital Television
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An Honor Roll for DTV

These are not the only neroes, sung and unsung, in the pioneering of
digital t.elevision, but they come conspicuously to mind. Their ranks
are being augmented daily by those putting the medium to work.

Stan Baron, NBC enginzer who created the ATSC's standards docu-
mentation for both SDTV and HDTV

Jon Blake, broadcast lawyer and prime mover in mobilizing the
industry behind DTV

Jim Carnes, Sarnoff Corp. futurist and visionary, member of the
Grand Alliance.

Joel Chaseman, group broadcaster (Post-Newsweek) active in carry-
ing the advanced TV banner to his colleagues in the industry

Jules Cahen, veteran engineer who set the RF (radio frequency) cri-
teria that the DTV system had to meet.

Joe Domahue, Thomson Washington representative who broke the
deadlock standing in the way of formulating the Grand Alliance.

Irwin Dorros, Bellcore chief scientist who insisted on MPEG all the
way

Peter Fannen, whose Advanced Television Test Center (ATTC)
proved the technology, fair and square.

Alex Felker, former aide to FCC Chairman Dennis Patrick, who gave
the Wiley committee its policy framework

Joe Flaherty, CBS's warld-class engineer who joined the fight for
HDTV in the 70's and Fas never given up. in the opinion of many the
father of HOTV

Bruce Franca, deputy chief of the FCC's Office of Engineering & Tech-
nology, who steered CTV's standard and table of assignments to
completion.

Robert Graves, head of the Advanced Television Systems Commit-
tee, which brought the U.S. standards to earth and now is selling
them around the world

Dick Green, head of CableLabs and one of that medium's primary
contributors to the DTY process.

Tom Gurley, ATTC's methodical test planner and director, now chair-
man of the HDTV Model Station technical committee

Paul Hearty, head of Canada’s Advanced Television Evaluation Labo-
ratory, who conducted DTV viewing tests with the public.

Jerry Heller, Gl executive who greenlighted development of an all
digital system.

Bob Hopkins, ATSC executive director who supervised the standards
writing and crafted their adoption by the ITU and ather international
standards bodies

Reed Hundt, controversial FCC chairman considered by broadcast
insiders as much against as for the process, but who in the end
broughr. it home.

Larry Irving. then chief aide to House Telecommunications Subcom-
mittee Chairman Ed Markey, now head of the Nationa! Telecommu-
nications and Information Administration, whao rallied early congres-
sional policy on advanced television issues

Jim McKinney, veteran bureaucrat and engineer who excelled in both
the puklic and private sector, who persuaded the industry to adopt
the ATSC standard.

Bruce Miitler, DTV operations leader at PBS and successor to McK-
inney as head of the HOTV Model Station Project.

Paul Misener, right hand to Dick Wiley through the advanced televi-
Sion Process.

Masihiko (Mori) Morizono Sony television chief who committed to
make and sustain the first generation of HDTV production products.

Susan Ness, FCC commissioner who played a key role in policy devel-
opment when the chips were down and mediated the so-called com-
puter compromise.

Robert Niles. who anchored the ATTC technical committee to insure
thorough and proper testing

Woo Paik, Gereral Instrument engineer who cracked the code to
compression and designed the first all-digital HOTV transmission
system.

Dennis Patrick, FCC chairman who activated the advanced television
process and named Dick Wiley and Joe Flaherty to implement it.

Jerry Pearlman, president of Zenith, who champlioned HDTV and
pioneered DTV simulcasting.

Jim Quello, FCC commissioner who saved the spectrum for digital
television in the first place, and remained the broadcast medium's
steadfast supporter

Bob Rast, General Instrument's gift to the Grand Alliance, responsi-
ble for making the whole more than the sum of its parts

Glenn Reitmeier, early MPEG enthusiast and advocate for full com-
puter-friendly interoperability

Charlie Rhodes, ATTC's hands-on chief scientist and backbone of the
ATTC testing process.

Mark Richer. PBS technology executive who chaired the Systems
Committee Warking Party 2 that oversaw testing progress.

Bill Schreiber, MIT advanced television program leader, proponent
of progressive scan and vocal critic of the HDTV developmental
process.

David Siddall, legal assistant to Commissioner Susan Ness, who had
strong staff influence on the FCC's policy formulations

John Sie, an early voice in cable calling for a digital rather than an
analog future.

Al Sikes, second FCC chairman on the watch, who encouraged a dig-
ital solution, discouraged enhanced telewsion and declared: “Let's
go for the gold"—HDTV.

Masao Sugimeto, NHK's technical chief who preceded even Flaherty
in high-definition innovation

Craig Tanner, then CableLabs advanced TV leader, now executive
director of the ATSC, who is taking standards development to its
next dimension

Victor Tawil. mainstay of Association for Maximum Service Televi-
sion engineering who helped bring order out of the chaos of channel
assignments

Margita White, president of MSTV, who took the policy reins for the
broadcast industry in pursuing a digital and HDTV solution.

Dick E. Wiley, chairman of the FCC Advisory Committee on Advanced
Television Service and the individual most responsible for shepherd-
ing digital television through the technological and political wilds.

Warren (8ud) Williamson, broadcaster and former chairman of
MSTV who led the political fight in HDTV's crisis years

The Dawn of Digital Telaevision
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The High Cost of
Pioneering in DTV

Some stations are spending $6 million just to pass the
network signal,; Sinclair's not spending anything at all

By Glen Dickson
Broadcasting & Cable

ith cgg 40 SEations scheduled to be on air with DTV

.;ﬂh|m1lt§ﬂ1roddcmler< are pleased with the

WMUR-TV
Manchester,
N.H., gota
jump start on
digital in 1995
when it moved
into a renvated
facilty with a
digital platform
that cost

$8 miflion-

$9 million.

LW ve made in migrating to digital televi-
B th the exception of a few aggressive
DTV pioneers who are actively pursuing tocal DTV

production. meost stations are taking a wait-and-see
attitude on doing anything more than passing

through their networks™ DTV feed and upconverting
their NTSC programming until they see significant
penetration of consumer DTV receivers.

WCVB-HD Boston. for example, has no
timetable for local HDTV production, The Hearst-
Argyle station and ABC affiliate plans 1o pass
through the network’s 720P high-definition prime
time programming, which should average about two
movies a week. und simply upconvert its existing
NTSC programming to 720P the rest of the time.

“We're going 1o eventually evolve to that,” says
Paul La Camera, the station’s general manager.
“Right now, we're just working to get the pass-
through set up. We're very pleased to make the
deadline.”

La Camera says that so fur WCVB-TV's digital
conversion has gone “very smoothly.” He's also
happy with the early HDTV programming commit-

ments from ABC.

“The network, like us, sees the great importance
of high definition in rectaiming the free over-the-air
TV audience.” says La Camera.

Early DTV stations have a reason (o be cautious,
as most have already spent several miltion doltars

Just to get on air with a digital signal [see chart at

right]. The biggest cost tor most is in either building
a new broadeast tower or strengthening an old one.

“It’s very individuat, because of the complexity of
this buildout,” says Bob Turner, vice president of
engineering for the A.H. Belo station group. “You
have a big variable in towers. Some need a little
work, some need a lot of work, and some need to be
replaced. which can swing [tower] costs from
$500.000 up to $3 miltion.”

Tower costs are followed by the purchase of a
transmitter ($400.000 10 over $1 mitlion. depending
on power requirements) and antenna and accompany-
ing transmission line ($300.000 to $500.000). At that
point, many stations will have spent 33 million to $5
million even before buying a new digital studio-to-
transmitter link ($150,000 to $200.000) 1o connect
their master control facility to the transmitter site.

The next big-ticket item for stations 1s an ATSC-
compliant encoder. which is used to compress both
network and local programming to 19.4 Mb/s for
local DTV broadcast. While there was preliminary
discussion among broadcasters of a strict pass-
through scenario under which local stations would
simply retransmit pre-encoded network feeds. with-
out having to buy an encoder. stations need an
encoder 1o perform commercial insertion and broad-
cast local programming in digital. So most have
bought encoders, to the tune of $300.000 to $3500,000)
for a system that can encode both HDTV and SDTV.
The only exceptions are some PBS member stations
that will simply pass through PBS’s pre-encoded 19.4
Mb/s satellite feed in the carty going.

To receive DTV network feeds, stations need an
integrated receiver/decoder and a new satellite
modem, which run around $50,000 to $60,000 for
HDTV-capable equipment. That doesn’t count any
costs for new satellite dishes or modifications of the

The Dawn of Digital Television
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satellite downlink infrastructure.

Stations who want 1o play back their own com-
mercials in HDTV will need HD-capable tape decks
(around $90.000) and some basic HD routing
(roughly $60.000). They’ll probably also want to
buy an HD switcher ($200,000 to $400,000) and
some monitors, which run $6.000 to $15.000 apiece.
Automating their master control for their new DTV
channel will cost another $200.000 o $350.000.
That doesn’t include digital audio encoding, test and
measurement equipment and all the little “glue™
pieces that hold a digital plant together. It also
doesr.’t include the $30.000 a month that high-pow-
ered UHF stations can spend on electricity.

A.H. Belo has been one of the most aggressive
station groups in embracing digital. and is up and
running with HDTV stations in Dallas, Houston and
Seattle. Belo’s Tumer says that
the basic DTV conversion to
enable network pass-through and
focal origination at Belo's 17 sta-
tions will probably run from a
low of $6 million per station to a
high ot $12 million in markets
where Belo might need to build a
new 2,000-toot tower.

“The basic hard-core stuft is
coming in around $6 million. and
with the tower, running up to
$7.5.7 he says. “But that’s strictly
pass-through with commercial
insertion and the ability to play
back syndicated programming.”

Ratcheting up to full-blown
HDTYV production for local news
is a cifferent story. "It wouldn™t
surprise me if the production part
didn’t cost $15 million,” says
Turner. “That’s not going 1o be incremental cost,
that’s replacement of existing equipment.”

Stephen Flanagan, vice president of engineering
for Post-Newsweek Stations, doesn’t want to dis-
close whatthey 've spent so faron DTV transmission
and doesn’t want to speculate on what local DTV
production might cost. But he says that Post-
Newswech. which is scheduled to launch DTV sta-
tions 1n tour markets in 1999, won't be spending
much on studio infrastructure equipment until
HDTV sets start selling.

“There’s no sense doing too much until the TV
sets are available.” says Flanagan. I think it’s neat
that there are a few folks out there who are pioneers
and are putting signals on the air—but no one’s
watching.”

Post-Newsweek has divided its capital spending
on DTV at each station into five steps: getting a full-

power DTV signal on the air; playing commercials
in the new digital format; playing syndicated pro-
gramming in the new digital format; doing news in
DTYV: and shutting off NTSC, which Flanagan says
could prove costly in terms of writedowns on obso-
lete equipment.

“We're |budgeting] each step individually, and
we'll respond to each step as the market does and
there’s a business there.” says Flanagan. For exam-
ple. the playback ot syndicated programming in dig-
ital could be as soon as two years away or as much
as a decade away, he says.

Flanagan adds that each network’s choice of digi-
tal format "is a real moving target” as well. While
Post-Newsweek is currently planning to broadcast
10801 at its CBS and NBC affiliates and 720P at its
ABC affiliates, Flanagan says “it would not surprise

me it in two years people change in one direction or
the other. ABC could change to 10801 or another net-
work could go to 720P. At this early stage, no one’s
casting anything in concrete. I know we're not.”

One station group that isn’t casting anything digi-
tal in concrete is Sinclair Broadcust Group. which
suffered big financial losses in October and has
announced plans to sell some of its 56 owned televi-
sion stations |BROADCASTING & CABLE, Qct. 12,
1998]. While Sinclair has a number of stations in the
top 30 markets that are due to launch DTV in
November 1999. the station group hasn’t yet placed
purchase orders for any DTV transmission equip-
ment. For now. Sinclair will stick to simply planning
and designing its DTV stations.

“We're waiting to see what Kind of performance
we get with the consumer-grade receivers that come
into the market over the next 90 days.” says Nat
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Ostroft, Sinclair vice president of new tech-
nology. “We're so close 1o having a public
vole on digital TV, that for our sharcholders,
it’s prudent 1o wait and see the public reac-
tion to digital before we start spending seri-
ous capital.”

Recent financial problems notwithstand-
ing, Sinclair has always been critical of the
8-VSB modulation scheme used by the
ATSC transmission system and its ability to
be eftectively received by consumer sets. To
that end, Sinclair plans 1o buy its own cadre
of consumer receivers and test them in mar-
kets that have multiple DTV stations, such
as Philadelphia and Chicago. “We want to
sce whether the receivers are good enough
to solve the multipath problem with the 8-
VSB modulation scheme.” says Ostroft.

Sinclair has also questioned the business
case for HDTV and has instead talked about
the potential benefits of multicasting with
its stations’ DTV spectrum. Not surprising-
ly, Ostroft is critical of the limited HDTV
programming plans announced by CBS,
ABC and NBC.

“Theyre disappointing and inadequale
given the magnitude of the investment
being asked,” says Ostroft. “The network’s
performance in providing compelting pro-
gramming for DTV is pathetic.”

Ostroft thinks that digital set-top boxes,
not new HDTV sets. will be the driver tor
carly DTV programming. “You’ve got 300
million [anatog] receivers out there.” he
says. “Are we just going o write them off?”

Belo’s Turner is more sanguine about the
quantity of early HDTV programming and
its potential to drive set sales, citing not only
the HDTV programming plans of ABC,
NBC and CBS but also the HDTV plans of
cable networks HBO and Discovery and
start-up satellite provider Unity Motion. He
says to put the DTV movement in context,
one must recall color television's early days
of one hour per week on one network.

“If you look at the overall universe out
there. there’s going to be an awtful lot of
programming material to drive this much
carlier than we saw with color.” says Tum-
er. “Sure. I'd like to have HDTV 24 hours a
day—I'm ready. We'd sell sets like crazy
and the transition would happen in five
years. The reality is, it costs a lot of money
for the networks to transfer footage. But |
think it will happen a lot quicker than peo-
ple think.” [ ]

DTV STATIONS LAUNCHING
BY NOVEMBER 16, 1998

Market
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Market
New York
Los Angeles
Los Angeles
Los Angeles
Los Angeles.
Los Angeles
Philadelphia
Philadelphia
Philadelphia
Philadelphia
San Francisco
San Francisco
San Francisco
San Francisco
Boston
Boston
Boston
Dallas
Dallas
Dallas
Washington DC
Washington OC
Washingtan DC
Washington DC
Detroit
Detroit
Atlanta
Atlanta
Houston
Seattle
Seattle
Seattle
Portland
Indianapolis
Charlotte
Raleigh
Milwaukee
Cincinnati
Kansas City
Columbus
Harrisburg
Honolulu
Madison
Jackson

Percentage

of TV HHs
6.854%
5167%
5.167%
5.167%
5167%
5.167%
2.684%
2.684%
2.6B4%
2.6B4%
2.383%
2.383%
2.383%
2.383%
2.198%
2.199%
2.198%
1.972%
1.8972%
1.972%
1.968%
1.968%
1.868%
1.958%
1.858%
1.858%
1.733%
1.733%
1.676%
1.558%
1.558%
1.55B%
1%
851%
.B65%
.839%
B814%
811%
.087%
752%
.596%
.384%
.318%
.303%

o
Station®

WCBS-0T
KABC-DT
KCOP-DT
KCBS-DT
KNBC-DT
KTLA-DT

WPVI-DT
KYW-DT

WTXF-DT
WCAU-DT
KRON-DT
KPIX-DT

KTVU-DT
KGO-DT

WCVB-DT
WHSH-DT 23
WMUR-DT 58
WFAADT 9
KDFW-DT 35
KXAS-DT 41
WJLA-DT 39
WUSA-DT 41
WRC-DT 38
WETA-OT 27
WXYZ-DT 41
WJBK-DT 58
WSB-DT 39
WXIA-DT 10
KHOU-DT 31
KOMO-DT 3B
KCTS-DT 41
KING-DT 48
KOPB-DT 27
WTHR-DT 46
WaeTv-DT 23
WRAL-DT 53
WMVS-DT 8
WLWT-DT 35
KCPT-DOT 18
WBNS-DT 21
WITF-DT 3B
KITV-0T 40
WKOW-0T 27
WMPN-DT 20

o

56
53
66
60
36
31
64
26
42
67
57
29
o6
24
20

Channel

Analog
Station

WCBS-TV
KABC-TV
KCOP
KCBS-TV
KNBC-TV
KTLA
WRVI-TV
KYW-TV
WTXF
WCAU
KRON-TV
KPIX-TV
KTVU-TV
KGO-TV
WCVB-TV
VWHSH-TV
WMUR-TV
WFAA-TV
KDFW-TV
KXAS-TV
WJLA-TV
WUSA
WRC-TV
WETA-TV
WXYZ-TV
WUJBK-TV
WEB-TV
WXIA-TV
KHOU-TV
KOMO-TV
KCTS-TV
KING-TV
KOPB-TV
WTHR
WBTV
WRAL-TV
WMVS
WLWT
KCPT-TV
WBNS-TV
WITF-TV
KITV-TV
WKOW-TV
WMPN-TV

Analog

Channel Dwner Afiliate
2 CBS CBS
7 ABC ABC
13  Chris Craft  UPN
2 CBS CBS
4 NBC NBC
5 Tribune WB
b ABC ABC
3 CBs CBS
29 Fox Fox
10 NBC NBC
4 Chronicle  NBC
5 CBS cBeS
2  CoxEnter. Fox
7 ABC ABC
5 Hearst-Argyle ABC
66 USA Best.  HSN
g Imes ABC
8 AH.Belo ABC
4 Fox Fox
5 NBC NBC
7 Allbritton ABC
9 Gannett Best. CBS
4 NBC NBC
26 Public PBS
7 Scripps-Howard ABC
2 Fox Fox
2 Cox ABC
" Gannett NBC
11  AH. Belo CBS
4 Fisher ABC
9 Public PBS
5 AH.Belo NBC
10 Public PBS
13 Dispatch Best. NBC
3 Jefferson-Pilot CBS
5 Capitol Best. Co. CBS
10 Pubhc P8BS
5 Gannett Best.  NBC
19 Public PBS
10 Dispatch  CBS
33 Public PBS
4  Hearst-Argyle ABC
26 Shockley Comm. ABC
29 Public PBS

Althcugh several stations dentify their cigital station cell letters with -HD (WRAL-HD, WCBS-HD) for
promctional identification. the official FCC-mandated digital station tag following the call letters is -DT
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The Early Adopters Are
Getting a Jump on HDTV

Retailers are bullish about customer response

By Jill Bilzi

re “blown away’ with the look and
igh definition television, retailers
with the help of a lot of explaining
strating from salespeople — some are
buying HDTV-ready sets despite initially high
price tags. Sticker shock is out there, but good.
patient salespeople and a dynamic demonstration
of both standard definition TV (§DTV) and

Dow Stereo/Video customer Allen Farwell of San
Diego takes delivery of one of the first Panasonic
HDTVs soid at retail this summer.

HDTYV can help customers get over the cost of the
new technology, according to retailers

“We have focused on what consumers can see
now,” said Tom Campbell. spokesperson for Dow
Stereo/Video in San Dicgo. which sold one of the
first HDTV-ready sets in the nation. “That’s our
selling position and it has worked tremendously.”

“We have sold dozens and dozens of HDTV sets.”
Campbell said. “*Our customers are buying them
now 1o see SDTV without any boxes or conversion.
and they re also investing for the future when broad-
casters start their HDTV programming.”

even before the programs arrive

At Dow Stereo, salespeople give customers a
three-tiered demonstration, showcasing SDTV
first, using cable signals, then DirecTV going
through an HDTV set and finally an HDTV pro-
gram on an HDTV-ready set. The salesperson then
goes back to regular cable channels to show cus-
tomers that they can enjoy high-resolution SDTV
while they’re waiting for broadcasters to deliver
HDTYV signals.

“We show our customers that they don’t have (o
wait for the future to enjoy this technology,”
Campbell said. “When they see regular cable TV
converted to SDTV. they want it now.”

Retailers who have held HDTV demonstrations.
seminars and in-store roundtables say there is no
question that the public is “hugely impressed™ by
the ultra-clear images and sharp sound the format
delivers. High price tags on HDTYV sets have given
some customers pause. but others are snapping up
the new technology as eagerly as audiophiles.
videophiles and early adopters.

At Ultimate Electronics. the Colorado-based
regional chain that also sold one of the first HDTV-
ready sets in the nation. President David Workman
said that the “wow factor™ is a key element in early
HDTYV set sales. “People see it and people want it.”
Workman said of HDTV. “We are fortunate to have
such a stunning product that really moves con-
sumers to make that purchase.” Ultimate held
demonstrations for 4,000 consumers during the
weekend of July 31, with the help of Panasonic’s
sales and marketing executives. as well as factory
engineers. discussing digital broadcasting issues
and what consumers should expect when purchas-
ing television sets over the next 10 years,

Workman added that the sales training that his
employees have had has been vital in educating
consumers about digital TV on the sales floor. He
called it "a time-consuming process™ but thinks it
is critical during the HDTV transition period.

Another “Customers-are-absolutely-blown-
away-by-HDTV™ testimonial was given by Mark
Esposito, marketing director for Home Theater
Store in Houston and Dallas. the first Texas retail-
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cr 1o commercially sell an HDTV set 10 a con
sumer. “The key 1s to show them the picture and
let them hear the sound. then deliver a clear, con-
cisc explanation of all the options out there.

To help ease people into HDTV s imitial steep
cost. salespeople at Home Theater Store are
encouraging customers who are already ptanning
to invest over $3.000 in a big-screen TV to step
up to Musubishi’s model 5803, an HDT V-ready
sel that sells for $3.999. Sulespeople explain to
customers that they can return 1o purchase the
$3.000 set-top converter box when HDTV
broadcasts start hitting the airwaves. “We're
gomg to sell hundreds of hig-screen TVs trom
now until Super Bowl anyway.” Esposito savs.
“So. 1f people were looking for u quality SO-inch
in the [Mitsubishh Diamond] series, they very
often step up 10 a $3.999 set when they icamn
about HDTV.”

Esposito and his staff have been at work doing
what most higher-end retailers have spent this
summer and fal! doing holding demos and
seminars on SDTV. HDTV and the coming revo-
lution in digital broadcasting. Many of the demos
are sponsored by TV manufacturers. while oth-
ers are set up independently by retailers using
engineers from local TV stations. 1 think the
educational end of HDTV is probably the most
important aspect of the whole changeover,” says
Craig Abplanalp, owner of two Delinitive Audio
stores in Scattle and Bellevue, Wash. “Our cus-
tomers reacted very positively to our denos, but
they also had a lot of questions that had 1o be
answered.”

Abplanalp said the classic carly adopiers were
the ones who purchased s first HDTV scts,
many of whom attended Delinitive Audio’s live
HDTV broadcast uplink with Unity Motion ear-
lier thas year. He said other cusiomers were more
concerned aboul price. even though the retailer’s
clientele is upscale and Definitive Audio sells
between eight and 10 dana-grade front projection
TV seis o month at $10.000 cach. “We have alot
of customers who are concerned about the price.,
but we alse have a lot of customers who don’t
care,” Abptanalp said. “t think we've talked peo-
ple out ot purchases, but then we've gained their
trust and respect.”

In general. he said, customers have been able
to understand the concept of the new digital TV
system atter they attend a seminar. 1 think Mit-
subishi did the best job expluining the difterence
between HDTV and SDTV,” Abplanalp said.
“Now, the issue of standards has a lot of people

confused.” To clear up the complex issue of

broadeasting standards in the new format. Detin-

Panasonic Television Division's assistant GM Nate Apfelbaum demon-
strates the company’s HDTV-compatible widescreen projection TV to con-
sumers this summer at Ultimate Electronics' ScundTrack store in Denver.

During the HOTV demonstration at Home Theater Store in Houston this
summer Mitsubishi executives demonstrated their 16:8 73 inch HOTV
projection TV, model 73-803. Pictured with the set are [left to right)
Jim Landrum, account executive, Mitsubishi; Mihir Mody, CEO, Home
Theater Store; with Matt Pugel, regional VP, Max Wasinger, VP sales
& marketing; and Aki Yamamoto, product manager, all from Mitsubishi.

itive Audio will sponsor, in February 1999, an
informational in-store party that teatures demos
of four different standards. each one in a separate
room. Visitors will be able 1o see the difference
in vertical display resolution between 480p.
T20p. 10801 and higher. Abplanalp has already
sent direct mail to his entire customer base
announcing the event. "It won’t be a selling
event,” he said. “IU's a catered party. We're trving
1o answer questions. deal with issues and gel
people comfortable with HDTV in general!

At Dow Sterco, the owner is spending
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$100.000 to rewire existing stores to showcase
HDTYV signals. Campbell reports that Dow
Stereo has also taken the unusual step ot upply-
ing to the FCC for a test license so the retailer
can create a Dow station on UHF to broadcast
HDTYV signals.

For national big-box retailers. the issue is how
to retrofit and redesign stores in order to accom-
modate the new. larger format HDTV sets. Best
Buy. tor example. has created Concept 1V, a new
retail strategy developed with HDTV in mind.
The chain believes the format will increase sales
of all digital technology products. especially
HDTYV. The strategy is already being used in the
company’s newest store. in Framingham, Mass.
“We believe the future is going to be HDTV.”
said Michael London, senior VP merchandising
at Best Buy and a key figure in the development
of the Concept IV strategy. “We will be able to
demonstrate HDTV much more efficiently with
our new retail format”

To that end. Best Buy moved its commodity-
priced TVs (9-inch to 27-inch) and VCRs (priced
at $100 1o $150) to a new. smaller “"quick serve™
area. The retailer took away square tootage from
the 27-inch and smaller TVs and used it to create
a larger home theater/big-screen TV area. which
is now located adjacent to the audio department.
The new floor plan showcases higher-ticket pro-
Jection TVs and 30- to 35-inch big-screen TVs.
and will. ultimately. be home to Best Buy's
selection of HDTV sets.

The redesigned. larger home theater area also
features a 17-foot video display wall at the back
of the store. ideal for showcasing the crisp. clear
images that HDTV provides.

Getting customers comfortable with the new
technology is a theme echoed by several other
retailers., including Esposito in Texas. Home
Theater Store has alrcady held an advance
showing of Mitsubishi’s giant 73-inch 16 x 9
widescreen HDTV set. which. Esposito said.
“whet the appetite of hundreds of Houstonians™
who attended the event. Now. the retailer is
making sure that people do not avoid HDTV
because they assume it is oo confusing and too

“We believe the future is
going to be HOTV. We will be
able to demonstrate HDTV much
more efficiently with our new
retail format.”

— Michael London, Best Buy

tar in the future. Esposito has purchased 12 bill-
boards throughout Houston and tull-page ads in
newspapers touting the sheer pleasure ot watch-
ing and listening to HDTV. The billboards fea-
ture such taglines as: "HDTV: Immaculate
Reception™ and “The Idiot Box Is Now a
Genius.” Home Theater Store also sent 30.000
direct mail pieces to potential customers invit-
ing them to an Oct. 29 in-store event that show-
cased a live HDTV broadcast on KHOU. a CBS
affiliate in Houston. of John Glenn’s space shut-
tle launch.

“"Were not taking a back seat on this. We're
embracing it fully so our customers will t00.”
Esposito said. "We didn’'t want to put [HDTV|
behind a velvet rope like something at the
World's Fair. We wanted to show people that the
future is now.” [ ]
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Consumer electronics
manufactures take
different routes to DTV

By Greg Tarr
TWICE

casters begin 1o put the first digital sig-
1 AIr, SoMme consumer electronics man-
are still scrambling to bring high-det-
jeeeivers to the marketplace.

Why? Chalk it up to on-going debates over
standards setting and programmers’ concerns
with copy protection and conditional access
security. As For the lack of true interactive data
features in Generation I—Ilet’s just say it's
anotner example of computer industry vapor-
ware, We have been assured that DTV datacast-
ing will get here someday. but exactly when is
still anybody s guess.

In the hope of getting at least the digital inter-
face connection {expected to be 1EEE-1394)

Faroudja is currently offering two OTV-ready rear
projection TVs including this 48" widescreen unit
which displays 1080i HDTV signals supplied by an
external decoder.

Toshiba is shipping its TW65H80
DTV-ready rearprojection TV which will display 1080; signals
froman external decoder as well as 480p images from a new
OVD video player.

included in their products, some manufacturers
have left their plans open until the last minute
while awaiting a late industry consensus. But the
cold truth 1s that few of these products will be
able to conncect in the digital domain with future
cable boxes and digital VCRs. Meanwhile, the
delays have kept some manufacturers from div-
ing mto large-scale production this year.

By all appearances, the digital television buzz
swirling across the country for most of the year
will develop into little more than a call for con-
sumers to visit their neighborhood electronics
stores this Christmas scason to see a high-defin-
ition TV set. Only a handful of set makers will
actually have products ready to sell by Christ-
mas, and most markets of the country won't
have demonstration models until early next year.

Still, most manufacturers and retailers aren’t

b,
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HDTYV as a lure to retail showrooms, where
Christmas shoppers can view the new technolo-
gy and then, after a dose of sticker shock, opt for
the better value offered by current large-screen
analog TV equipment.

The strategy is already working. In spite of

reserving springboard space from the highest
window ledges. Duc to the high price and lack of
coast-to-coast over-the-air digital broadcasts,
many CE industry veterans never expected
heavy sales volume for the first digital sets.
Instead, the game plan has long been to use

ALL SETS FOR HIGH DEFINITION

Whether a POP, rear-screen CRT projector or front projection system, the first HOTV sets will all be several thousand dollars higher
than mast of today's comparably sized NTSC products and virtually all will be followed by more complete products in the next 12 to 24
months. But for thase with the will and the money, the first HDTV will include the following products [charts include listings for HDTV-

a4

capable equipment only. HDTV-ready displays will require an optional set-top tuner/converter box to receive DTV broadcasts.):

Ampro

9200

Variable

720p 1080

RGB H&V-sync

Now

$69.995

3-chip OLP Front PTV Yes 0

Ampro HD-4600 9™ CRT Front PTV" | Variable 720p 10801 | Yes 0 RGB H&V-sync Now $29.895
Amprg HD-3600 "8™ CRT Front PTV" | Variable 720p 10801 | Yes 0 RGB H&V-sync Now $22.835
Amprg HD-2600 “7™ CRT Front FTV" | Variable 7¢0p 10801 | Yes 0 RGB H&V-sync Now $14.935
Faroudje RP-4800 CRT Rear PTV “4BW™-16.9" [ 720p 1080 | Yes 0 VGA D15 Now $15.500
Faroudja RP-5800 CRT Rear PTV "58"-169" [ 720p 1080 | Yes 0 VGA D15 Sept. 1998 $35.000
Hitachi 605SDX88B | CRT Rear PTV ‘60W-16:9" | 1080 Yes 2 Component. (Y-Pb-Pr} Oct. 1998 $4,299
Hitachi 3650XBBB | Direct View "36-4.3" 1080 Yes 2 Component (Y-Pb-Pr} Oct_ 1998 $2.799
Mitsubishi | VS-50803 CRT Rear PTV “50"-4.3 1080 Yes 2 Proprietary RGB H&V-sync Sept. 1998 $4.299
Mitsubishi | V5-60803 CRT Rear PTV ‘60"-4.3" 1080 Yes 2 Proprietary RGB H&V-sync Sept. 1998 $5,399
Mitsubishi | 75-55813 CRT Rear FTV "59"-4.3" 1080i Yes 2 Proprietary RGB H&V-sync Nov. 1998 $4,299
Mitsubishi | WS5-73903 | CRT Rear PTV “73WT-16:9" | 1080 Yes 2 Praprietary RG8 H&V-sync Oct. 1998 $9.999
Mitsubishi | VS-70803 CRT Rear FTV 70m4.3 1080 Yes 2 Proprietary RGB H&V-sync Oct. 1998 $6.499
Mitsubishi | VS-B0B0O3 CRT Rear FTV ‘B0"4.3 1080 Yes 2 Proprietary RGB H&V-sync Nov. 1998 $9.999
Mitsubishi | WS-65903 | CRT Rear PTV "BSW"-16.9" | 1080i Yes 2 Proprietary RGB H&V-sync Nov. 1998 $6.499
Panasonic | CT-360V60 [ Direct View ‘36"-4.3 1080i No 1 Component (Y-Pb-Pri Sept. 1998 $3.199.95
Panasoric | PT-S56WFX90 | CRT Rear PTV “56W-16.9" | 1080 No 2 Component (Y-Ph-Pr) Now $5.999.95
Pioneer PDP-501MX | Plasma Panel "S0W™-16:9" | 720p Yes 0 Component (Y-Pb-Pr} Sept. 1998 $25.000
Pioneer Elitg PRO-700HD | CRT Rear PTV BAW™ 10801 Yes 2 Expansion Slot Connection Nov. 1998 Expected to
For SH-D07 be $7.500

Runco DTv-1000 CRT Front PTV Variable 720p 1080i | No 0 RGB-BNC Now $48,000
Runco DTv-852 CRT Front PTV Variable 720p 10B0i | Yes 0 RGB-BNC, Component Video | Now $14,995
Runco 1DP-950 CRT Front PTV Variable 720p1080i { No 0 RGB-BNC, Component Video | Now $19.995
w/douler pokg

Runco Uitra IDP-980 | CRT Front PTV Variable 720p 10801 | No 0 RGB-BNC, Component Video | Now $22,995
Runco DTVv-991 CRT Front PTV Variable 720p 1080i | No D RGB-BNC, Component Video | Now $24,995
Runco Cinewide 5800 CRT Rear PTV “SBW™-16:9" | 1080 Yes 2 RGB-BNC, Component Video | Sept. 1998 $10,995
Sony VPH-DSCHTU | CRT Front PTV Variable 720p 10801 | Yes 0 RGB H&V-sync, Component | Oct. 1998 $13.990

(Y-Pb-Pr}
Toshiba TWESHBO CRT Rear PTV "6OW-16.9" | 108G Yes 2 Component (Y-Pb-Pr} Sept. 1998 $5.999
Toshiba TPE1HI5 CRT Rear PTV 617-4.F 1080 Yes 2 Component (Y-Pb-Pr) Sept. 1998 $4.999
Toshiba TP71H35 CRT Rear PTV 7143 1080i Yes 2 Component (Y-Pb-Pr) Sept. 1998 $6.999
Unity UHD-3200 Multi-scan “32W-16:9" | 720p 1080i | Yes 0 Component (Y-Ph-Pr) Oct. 1998 $6.995
Mation Direct View
Vidikron Vision One CRT Front PTV Variable 720p 10801 | No 8] RGB-BNC Now $49.995
Vidikron Vision Two CRT Front PTV Variable 720p 1080i | No 0 RGB-BNC Now $29,995
Vidikron VPFA0HDX | CRT Front PTV Variable 720p 10801 | No 0 RGB-BNC Now $15995
Vidikron VPFSOHDX | CRT Front PTV Variable 720p 1080i | No 0 RGB-BNC Now $19,995
Vidikron image Two CRT Front PTV Variable 1080i No 0 RGB-BNC Now $9.995
Vidikron Stratos DMD Front PTV Variable 720p 1080i | No 0 RGB-BNC Now $59,995
Vidikron Epoch LCD Front PTV Variable 10B0i No 0 Component (Y-Pb-Pr} Now $6,995
D-300/351
Zenith Pra 900 CRT Front PTV Variable 720p 10801 | No 0 RGB H&V-sync Now $12,600
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Our goal: To fill the world with faces like these.

| ‘Arone

- ﬁ

5

The new Pioneer will lead the way to the future of entertainment.

Proncer

1998 Pioneer North America, Inc., Long Beach, CA. www. pioneer-arnerica com

The world of entertainment has changed since Pioneer
was born in 1938. So, we have expanded our mission,
from “Creating better sound and images™ to our 1ew goal:
“A vision of fun for everyone.” To reach this goal, we've
developed new products like our exciting plasma displays.
We will explore digital frontiers in home networking, car
navigation and, of course, audio and video. That's why
we've created a bold new corporate logo—a reminder that
Pioneer is not just making new products. Pioneer is reborn.
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The SharpVision TU-DTV1000 settop DTV decoder will
receive and decode all 18 ATSC formats and will include an
expansion port to add on a digital interface in the future.

the media hype surrounding the launch of DTV
broadcasting this year, the Consumer Electron-
ics Manufacturers Association has reported
record sales for most analog color televisions
with screen sizes of 30 inches and larger.

For those that will insist on having the latest
and grealest, the omission of the few atoremen-
tioned items won’t spoit all the fun. In fact, the
electronics and cable industries have agreed to
an interim connection solution using component
video (Y-Pb-Pr) jacks to link digital cable boxes
with digital TVs or set-top DTV decoders. Plus.
roof-top antennas and even satellite hookups
should be available 1n some areas to capture

DTV signals off air.

In order to bring products to market for the
start of digitat broadcasting, electronics manu-
facturers have elected to take several different
routes to digital television development. About a
dozen brands have celected to deliver true
HDTVs with ATSC digital and NTSC analog
tuners built in, These sets, called DTV or HDTV
receivers, will eliminate much of the fuss and
muss associated with setting up a system of sep-
arale components.

To get around this obstacle, some manufactur-
ers have clected to offer a component approach
to DTV adoption. Consumers can buy an HDTV-

Mitsubishi’s HD-1080 set-top decoder will power the compa-
ny's seven+nodel DTVready rearprojection TV line, but its
proprietary connection means it will not be compatible with
any other TV maker’s digitalready display menitors.

DTV SET-TOP RECEIVERS/CONVERTERS

DTV Format

Modet Scan Conversion

Includes NTSC
DTV Display

Includes NTSC  Built-in AC-3

Receiver? Line Doubler? Decoder

fivailable

Suggested
Retail Price

Mitsubishi | HD-1080 All 18 Table NTSC>8601 4801960 Proprietary RGB No No Yes November |$3.000
3 Formats | 480P>9601, , HE&V-Sync (2-channel)
720P>10801
1080110801
Panasonic | TU-DSTS0 | All 18 Table Switchable: Component Video Yes No No Oct. 1998 {$1,699.95
3Formats | All Formats>NTSC | (Y-Pb-Pr)
All Fermats In
Native Form
720P->480P
1080t>480P
4301>480P |
Fioneer Elite | SH-007 1080 Switchable: Expansion Slot Connectior No No Yes | Nov. 1998 [$2.500
All Formats>480I
All Formats>480P | for Pro-700HD
All Formats>1080I
ACA DTC100 All 18 Table HOTV>10801 SOTV>480I RGB via VGA Yes No Yes G11899 |$700
3 Formats
0SS, NTSC HO.
via DirecTv |
SharpVision | TU-OTV1000 | 1080 Switchable: Component Video No No Yes Oct. 1998 | TBA
All Formats>480I
All Formats>480P | (Y-Pb-Pr) RGB HBV-Sync
All Formats>1080! - .
Sony OTR-HDM 4801 480P 10801 | Switchable: 4801 480P 10801 |Component Video Yes (2-channel) No T8A Dec 1998 [ $1.599
(Y-Pb-Pr)
Toshiba 0ST-3000 | 480P 10801 Switchable: 48CP 10801 Cemponent Video TBA TBA TBA First Half | TBA
[Y-Pb-Pri 1999
Unity Set-Top IRD | £80P/A0 fps 4B0P>480P 729P>720P Component Video No No Yes Sept. 1998|$2.495
Motion 720P/60 *0801>1080! (Y-Pb-Pr] RGB H&V-Sync
1080130 [ |
Zenith IQADTVIW | 10801 All>10801 RGB HAV-Sync No Yes Yes 401998 |[TBA
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capable of presenting on screen. As stipulated
by CEMA, to be a “DTV" product, a set must
be able to receive all 18 formats and display
them to the highest capability of the monitor
display. These displays will be split into two
basic flavors: standard-definition TVs
(SDTV) and high-definition TVs (HDTV).
Due to the initial high prices and the desire 10
create the maximum possible impact at the
outset, virtually all of the first DTV sets
planned for market over the next year will be
HDTVs or HDT V-ready systems.

As defined by CEMA guidelines, a HDTV
sel must:

» Display a DTV picture with a vertical dis-
play resolution of 720p or 1080i or better.

» Display a widescreen piclure.

» Reproduce Dolby Digital surround sound

in 5.1 discrete channels.

Standard-definition televisions must dis-
play all DTV formats at resolution levels
lower than HDTV (typically 480i or 480p)
and be able to produce some form of “‘usable
audio.” No aspect ratio was specitied.

Most HDTYV equipment to be made avail-
able this year will present HDTV in 1080i
Panasonic PT-56WXF30 HDTV-ready form. When such a set receives the 720p

rearprojection TV has been unofficially recognized ; HDTY broadcasts from an ABC or Fox network
as one of the first HDTV products on the market. But the 56 affiliate, it will typically up-convert the signal

widescreen unit requires an external decoder [which is just now . . .
. . from the 720 progressive format to 1080 inter-
reaching the market] to present DTV images. .
ching the market] images lace. In some sets, the 480i, 480p and NTSC for-

mats are line doubled and up-converted to fit a
ready monitor and separate set-top tuner/decoder 10801 display, although the end result is notice-
to receive these broadcasts. Then, as the technol-  ably inferior to 1080i in its native or unconvert-
ogy advances, they can swap the set-top box and  ed form.
hold on to the pricey display monitor. One man- One exception to the 720p rule will be a hand-
ufacturer has also included an expansion port  ful of XGA-quality flat-screen plasma display
that will connect with somne future adapter to  panels (PDPs), which do not require raster-scan-
enable the addition of a digital interface. ning techniques to present an image and therefore v

Because the DTV standard allows for over 18  offer all images in progressive-scan form. Some of
different picture formats, electronics manufac- these pricey flat panel displays promise enough
turers have a wide range of choices 1o use as the  resolution to produce true 720p when connected
primary display formats their products will be  to the appropriate set-top tuner/decoder. ]
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Film: The Winner and Still
Champion in HDTV

The maore things change, the more they stay the same in production, too

By Michael Stroud
Broadcasting & Cable

he quest for high definition has been an
match the quality of 35mm film. Now
; 1sion has reached that pinnacle, film
ay be more popular than ever.

The reason: television’s digital transmission
system can take greater advantage of film that
ever before. And because network dramas are
coming in at $1.5 million an hour. all those long
years of expertise built up in Hollywood's stu-
dios are in ever greater demand.

But like any champion, it faces a challenger.
Now that HDTV has arrived, the prospect of so-
called “direct capture”—shooting in a television
format rather than transferring from film—is
attracting new adherents. Fox. for example, tried
its luck with the first entertainment episode to be
shown on CBS in HDTV: the Nov. 18 episode of
Chicago Hope, ordinarily shot in film.

Marker Karhadian. president of production
equipment rental company Plus Eight Video. esti-
mates he’s done about 150 rentals of HDTV cam-
corders 10 local producers in the five months he’s
been in the business, and predicts that three episod-
ic TV shows will be shot in the format by next fall.

Many in Hollywood. however, remain skeptical
about HDTV’s potential. whether through film or
direct capture. Asked at last July’s annual press tour
how seriously he took the technology. one top net-
work executive wondered aloud how seriously a
technology deserved to be taken that commanded
“an audience of 24" in the entertainment community.

And broadcastirg in HDTV doesn’t necessari-
ly mean shooting in it. ABC’s tirst HDTYV efforts
focus on broadcasting movies that have been
transterred from analog formats—Iless cumber-
some than renting expensive HDTV cameras to
shoot their own. Such transfers are estimated to
add $10,000-$50.000 to the cost of one episode.
but that price will go down as the networks begin
dealing in greater 35mm-to-HDTV volume.

For a show like Chicago Hope. with its docu-
mentary style, the electronic format may have an
advantage. The viewer will detect a difference

between the crisp. clean lines of HDTV and the
warmer. softer tones of film, says Jim Hart, the
Fox-based producer: “It’s the difference between
painting in oils and in water colors.”

IU’s just that kind of distinction. of course. that
has kept Hollywood primarily in the film camp for
years, along with a generations-long preference
tor film’s flexibility in editing and special effects.

Saying he’d rather lead than follow. Pierre
DeLespinois. executive producer of Talisman
Crest’'s The Secret Adventures of Jules Verne, a
$50 million series being shot entirely in HDTV
for the Canadian Broadcasting Corp. and inter-
national distribution, explains that the economics
of the new medium attracted him. He estimates
film would have cost millions more. and says: I
could not afford it.”

According to Joe Flaherty. CBS's senior vice
president for technology. the lion's share of
prime time programming continues to be shot in
35mm film—81% thus far in 1998. Videotape
came in second with 10% and super-16 just
behind that with 9%. Those three categories
accounted tor 177 hours. occupied by 197 pro-
grams.

"I think HDTV as a whole will strengthen film
for years to come.” Flaherty says. "It is high def-
inition, to begin with. It has all the equipment in
place. It has all those artisans. and in many ways
they’re still the best. Film is going to be hard to
dislodge.” [ |
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‘Chicago Hope',
ordinarily shot
on film, was
captured direct
to HDTV.
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Panasonic is
currently
developing
OVCPRO100

Fast Foward Progress of
Broadcast Equipment Suppliers

Current slow sales expected to bounce back once
broadcasters find their business model

By Ken Kerschbaumer
Digital Television

vas only a few years ago that discussions at
tional Association of Broadeasters conventions
ncerning HDTV production and transmission
uipment would have focused on the incredible
costs. "HDTV World.” a demonstration area set up
at one NAB convention in Las Vegas in the carly
part of the decade might well have have been
called. *1f You Think Your Facility Can Atford

This Equipment, You're Crazy World.”

But a lot has happened since then. This past
NAB convention offered an improved generation
of HDTV equipment that, while still expensive,
was much more reasonable. Most importantly,
manufacturers agree that by the next those atten-
dees looking to purchase equipment for HDTV
and DTV transmission and production will find a
number of options and that competition between
manufacturers in product areas will begin to drive
prices down on all gear.

All in all. the pieces are beginning to fall into
place.

David Wiswell, business manager. advanced
television, Panasonic Broadcast & Digital Systems
Co.. says: "1 think the equipment is cheaper than
people realty thought it would be. There was a tot
of posturing a year or two ago on price differences,
but 1 think the cost of HDTV equipment is much

Jess than it was two years ago. There was no mar-
ket to justity developing new technology because
the HDTV market was very small. So with this
transition there’s been a reason 1o bring the prices
down on the technology.”

“All the equipment is becoming a reality,” says
Hugo Gaggioni. Sony Business and Professional
Group director of DTV Technology. "It wasn’t too
fong ago that people were saying all that could be
done in the way of HDTV programming would be
telecine transters. But now they're talking about
football coverage and things like that.”

Challenges Ahead

The chaltenge faced by broadeasters and manu-
facturers alike in the move to DTV and HDTV
transmission is a daunting one. Those who create
and transnit DTV and HDTV programming are
being asked to invest in equipment that isn’t guar-
anteed 10 show a return on investment. And manu-
facturers are being asked to make investments in
research and development of equipment that might
never actuatly be purchased in great quantities.

Adding to the difficulties is that many of the
technical issues are still being ironed out by indus-
try engineering groups. But probably the biggest
problem is that DTV and HDTV will require new
business models on the part of broadcasters, and
that uncertainty is resulting in less-than-stellar
sales for many equipment manutacturers today.

“Our industry is in a serious slump.” says Ed Gre-
bow, president and CEO of Chyron. “No one who
services the broadeast industry is doing well. There’s
a tremendous hesitancy 1o come into digital equip-
ment until it’s clear as to what the future holds.”

Tektronix President Tim Thorsteinson adds:
“Qur customer [base] is undergoing a business
change and the industry is in a difficult period. 1f
you look at the net profit generated by the move to
DTV and HDTV, it’s not attractive.”

Because there is no specific cause for the slump,
it’s difficult for manufacturers to figure out how
best to improve sales. For example. some industry
professionals wonder if the ATSC Table 3. oftering
I8 different DTV and HDTV formats, would be
better it it had offered only one choice. 1080 for
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example. This would allow broadcasters anc man-
utacturers to move toward one common display
goal, cutting rescarch and development conts for
manutacturers while allowing broadcasters (o map
out capital expenditures with greater precisicn.

Panasonic’s Wiswell. however. says the flexibil-
ity of the 1able is something not o be taken lightly.
“A table of different image formats means that
manufacturers can build equipment for ditferent
business scenarios.” he says. “The idea is that we
aren’t boxing ourselves into a technology comer
and that's the blessing of DTV. [t secems contusing.,
but it’s only confusing because it's something new
and we aren’t used 1o it. The reality is it's geing 10
ofter a tot more flexibility and business opportuni-
ties than we had in the past.”

In The Meantime...

So how exactly will the industry battle out of the
sales slump many manufacturers face? Some man-
ufacturers speculate that there could be some com-
panies that lose the battle and fall by the wayside.
while others see increased consolidation as manu-
facturers go beyond simply working togeter 1o
leverage strengths by actually joining ranks.,

Thorsteinson adds that for some manufaciurers
the solution to the current lack of sales is 10 look 1o
develop additional products. “Many suppliers right
now are choosing to increase engineering expendi-
tures 10 be successful. But we see the key as getting
the cost structure i1 line because you can't really
grow out of this. It’s going to be a tough couple of
years.”

Bob McAlpine. Pesa Switching Systems senior
vice president. sales and marketing. sees increased
synergies between manufacturers as one way o
attract new sales. "Manufacturers are going to have
to work together because we can’t put the
resources together individually.” he explains.
“Adding to the ditficulties is that software engi-
neers are al a premium right now.”

But even working together can be tricky busi-
ness. Mike D*Amore. president of Philips Digital
Video Systems. thinks one of the major reasons for
the current state of confusion in the U.S. is the fear
of antitrust lawsuits: “As manufacturers we've
become so puranoid about talking 10 one another
because of collusion and antitrust. We nzed a
grealer freedom to work together.”

With a table of 18 different formats broadcusters
face greater choices and challenges when it comes
to choosing a business model and then outtitting
their facility to meet that model. D'Amore says
there are three things a facility must do 1o best pre-
pare for future demands. First. convert any current
analog facilities to digital, then make sure they are

swilchable between 16:9 and 4:3. and finally. real-
iz¢ that bandwidth has value.

Also helping case the conversion. according 1o
DAmore. is understanding that DTV and HDTV
are two ditferent things. “First. don’t confuse DTV
and HDTV." he says. “You always have to stan
with the premise: Will DTV happen? Yes, Once
stations understand that then they have 1o look at
the bits theyre transmitting and realize that every
one saved is important.”

D*Amore’s point of bits is one of the recurring
themes in discussions with manufacturers: almost
everyone agrees that the broadcasters’ new rev-

enue generator in the digital age won’t be pro-
gramming as much as it will be the digital band-
width. With the use of efticient digital technologies
broadcasters can maximize compression, thereby
maximizing the amount of bandwidih available
offer additional, potentially revenue-generating
services.

Grebow says the important thing is for every
broadcaster to begin the conversion from analog to
digital, regardless of when they are mandated by
the FCC. ~This is not something you can do
overnight.” he explains. “[t’s important that you get
experience in a small way before you rush in and
place orders. We're encouraging people 1o try some
HD production, to iry some digital equipment.”

Resolution Differences

The majonity of attention in the trade and busi-
ness press has focused on the networks and how
they expect to implement HDTV technologies—
most notably 1080i and 720P. However. manufac-
turers say that 480p cquipment is a serious option
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The SGI
Workstation
Lineup

At the low end is
the 02, a worksta-
tion that checks in
for less than
$6,000 and pro-
vides an integrat-
ed digital media
and 3-D animation
device that can
also play back
JPEG movies,
work with live sets
or 3-D topological
texture maps. The
next step up is
Octane, used
mare for on-air
realtime playback
of multiple chan-
nels of graphics
and/or video. At
the top of the line
is Onyx2, SGlI's
“uftimate graphics
playback device. It
provides more
functionality plus
full-scene anti
aliasing.
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{Above) The
Videonics
PowerScript
Studio 4000
is available in
two models.

(Right] The
Chyron Infinit
character
generator
remains the
standard by
which all other
character gen-
erators are
judged in many
circles, particu-
larly the live
news or sports
productiong

environment.

for mid- and small-market stations. Wiswell and
D’ Amore both point to the validity of 480p as an
important standard in DTV. It cases the burden on a
facility’s infrastructure while bringing viewers an
improved picture over today’s analog interlace
offering. albeit not as breathtaking as 720p or 1080i.

Wiswell explains that Panasonic sees 480p as a
natural for electronic news demands. “If you look
over the history of formats. stations in the larger
markets adopted Betacam SP. while in the smaller
markets they adopted it later or went with something

else. Those stations that want to adopt something
that distinguishes them from the competition will
look seriously at 480p because manufacturers can
make 480p equipment and systems that are priced to
fit into the right business scenario for them.”
Another advantage Wiswell sees 480p offering
broadcasters is that, with caretul planning, a station
can get its facility ready without significantly
changing its implementation of a 601 infrastruc-
ture. “As they’re laying out an SDI infrastructure
they should make sure they can handle 360 Mbps
so they can handle 480p 4:2:0 as well.” he explains.
Gaggioni offers one interesting alternative for
broadcasters to consider. “"Some of the sets being

offered to consumers can upconvert the broadcast
signal to amazing HDTV-like pictures or native
480p. It’s not inconceivable that you could send a
high-quality standard-detinition signal and let the
receiver do a fancy upconversion. Some stations
are looking to do the upconversion at the station
and then send out that signal, but that penalizes the
station as far as channel capacity. By letting the set
do the work broadcasters could eat their cake and
have it to. That’s something not too many people
have thought about, but it’s possible.”

One of the top technical challenges all broad-
casters face in implementing DTV broadcasts
begins at exactly that—the top. With new trans-
mission requirements come new demands on a sta-
tion’s broadcast tower. And tower manufacturers
are already seeing broadcasters slip into some dif-
ficult situations.

*On the tower side broadcasters are discovering
that the right solution isn’t immediately available
and that the changes are much more difficult than
they thought.” says Ray Carnovale of Larcan
LeBlanc. “If they want to make the existing tower
work for both analog and digital it’s going to be
more expensive if they don’t want to make com-
promises. The ramp-up so far has been slower than
we expected.”

Camovale says he’s surprised at the paucity of
tower orders to date, adding that the longer stations
delay investigating how they’re going to transmit
their DTV signal and how that impacts tower con-
struction and retrofitting, the stickier the situation
is going to get. “Sooner or later there’s going to be
a capacity crunch and you're going to see stations
missing their on-air dates.”

Shattering Myths

Even though DTV and HDTV broadcasts are
entering only their third week of official existence,
there already have been a number of articles in the
consumer and trade press pointing out the short-
comings and reasons why the new technology is an
expensive failure. The sets are too expensive, there
isn't any programming, the pictures can’t be
received in every part of town—the list. at this
point, seems long. So are these early reviews any
reason to doubt the potential for DTV? Gaggioni
says he can na meother technologies that received
rough treatment early on.

Wiswell is also bullish on the future of DTV, if
tfor no other reason than that it’s here today. “The
biggest myth was that DTV would never happen.
and that’s slowly fading away,” he says. “Now we
can get down to the serious business of figuring out
how to implement it and stop arguing about
whether it’s going to happen or not.” ]
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The PC Is Still Missing
in the PC/T\

Convergence is still circling offshore, but there’s no landing in sight

By Richard Tedesco
Broadcasting & Cable

wasn’'t that long ago—at the 1997 NAB

1ow-—when computer powers Microsolt. Intel

d Compay spun out their vision of a progres-

‘e-scan future—with consumers cagerly buy-
ing TV-ready PCs to see it

The reality in the marketplace has been dra-
matically different. with no major computer
makers rushing to produce Cadillac PCs
cquipped with tuner cards. anticipating that
interactive age of enhanced data broadcasts. Dell
Computer CEOQ/founder Michael Dell recently
observed that pairing the two technologies
results in “a really bad personal computer and a
not-so-good TV.”

Dell is still officially considering pre-
installing tuner cards. But Compag quit building
tuner cards into some high-end machines several
months ago after a brief run. Now it offers the
cards at less than $200 strictly as an option,
according to Trey Smith, vice president in Com-
paq’s advanced products group, who terms it a
“strategic shift” after its own consumer reszarch
indicated a limited market for TV-on-PC. **Pco-
ple want enhanced functionality with their view-
ing experience, but they don’t necessarily want
their computer in their living room,” says Smith.

Compagq is simply broadening its digital
sights, according to Smith, who points to a recent
deal with Time Warner’s Road Runner as a basis
tor a digital strategy to explore the more obvious,
if less glitzy, means of utilizing bandwidth to
deliver diverse content. And the idea of casual
TV viewing via PC appears to be in disrepute.
“You can go weil beyond putting a tuner in a PC
for the person who wants to watch the World
Series while he’s checking his e-mail or whatev-
er.” Smith says,

So Compag will continue to explore the possi-
bilities, as the computer industry’s pitch foe pro-
gressive scan grows more appealing arong
broadcasters. That has nothing to do with any
expectation of TV/PCs proliferating, and Intel
had already broken ranks with its computer com-

patriots late last year when it declared its inten-
ton to adapt its datacasting to any format. And
Ron Whittier, Intel's senior vice president in
charge of its content group. declared the NAB
proposal “a smashing failure.”

It certainly appears to be in high tech limbo,
notwithstanding Microsoft’s estimate that it is
putting three million to four million video-enabled
Windows 98 machines that come with WebTV for

Lonptign Bty | e 1 g o o e s B

G

Windows installed. That’s a basic tormat that
includes an electronic program guide, but the PC
user still has to supply the tuner cards. which
Steve Guggenheimer expects to dip below $ 100 in
cost in time for the Christmas selling season,

Microsoft and Compag are both optimistic that
cventual establishment of PC receiver standards
by the Advanced Television Enhancements Forum
in which both companies participate will acceler-
ate the advent of enhanced digital broadcasts.

Jim Berger, a Washington attorney with Dow,
Lohnes & Albertson, who's been involved in the
standards effort, agrees it’s crucial to content
development. “If you get a foundation standard
here. the guys in the garage know what to write the
soltware 10,” says Berger. It lays the foundation
for combining TV and HTML.” (HTML is the lan-
guage in which most Web content is created. )

Berger believes that the immediate prospects
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PBS was plan-
ning to broad-
cast enhanced
versions of a
Frank Lioyd
Wright docu-
mentary with
a digital inter-
active PC ele-
ment.
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“Pairing the two
technologies

bad personal

and a not-so-

—Dell Computer's

for data-enhanced broadcasts are bright among
broadcasters opting to use the 480P transmission
standard and put the excess bandwidth to use for
ancillary interactive services that could also
enhance their revenues. “The bottom line is, you
have a lot of bits,” says Berger. “Bits are bucks.”

The question is just how stations address the
possibility of generating revenues from ancillary
datacast services that supplement programming
with information and transactional functions.

Intel and Microsoft are actively exploring the
technology. Intel and PBS are poised for a data-
casting trial built around a Frank Lloyd Wright
documentary this month, while Microsoft and a
host of programmers are set to
start monthly datacast events
for WebTV tor Windows and
its WebTV parent,

Those are the brightest
points on the horizon for the
very gradual dawning of data-
casting as TV signals’ migra-
tion proceeds slowly to a very
limited universe of PCs.

Neither Intel Corp. nor
NBC have ever estimated the
universe of users for their
nascent Intercast datacast ser-
vice, which had its biggest
moment at its debut in the
glow of the 1996 Summer
Olympics. Intercast content
was also developed by NBC
to complement The Tonight Show and NFL
games, when the network was still carrying
games last season. MTV and The Weather Chan-
nel have also developed content for the Intercast
format, which provides Pentium users wired with
the requisite tuner data transmitted through the
vertical blanking interval while they view TV
programming on PC screens.

Intel’s PBS test will be its first effort to com-
bine video and data digitized and integrated for
PC. Whittier calls it “an enhanced capability in
the digital domain where video and data can be
combined in ways that are more aggressive.”

Ken Burns’s recent Lewis and Clark documen-
tary series on PBS had some rich content online
with the prospect of more as it contemplates dig-
itizing the entire serics.

This month, six PBS stations were to carry
enhanced versions of Burns’s Frank Lloyd
Wright documentary, with an expanded beta
phase of datacasting slated to begin in January or
February. The digital interactive PC/TV experi-
ence will present virtual walking tours of

results in
a really

computer

good TV.”

Michael Dell

Wright's architectural handiwork, including
“walk-throughs” of New York’s Guggenheim
Museum. “The viewers will be able to go into
rich, graphically-intense environments that we
could never deliver on the Web,” says Cindy
Johanson, vice president of PBS Online.

The entire video of a Mike Wallace interview
with Wright will also be accessible to a limited
number of viewers equipped with the high-end
PCs and tuners needed to see it. PBS is proceed-
ing with its six-station alpha phase with
enhanced treatment of a children’s series during
the 1999 first quarter. It’s all intended to demon-
strate “how digital TV takes that step toward real
convergence,” as Johanson puts it.

Meanwhile, Microsoft is moving ahead with
development of content for its WebTV for Win-
dows format, which is starting to accommodate an
increasing amount of content being developed for
WebTV. Some stations of Tribune Broadcasting,
the first station group to work with Microsoft, are
developing content for both formats, and WGN-
TV Chicago produced interactive content for a
Chicago Cubs telecast in WebTV for Windows.
Other Cubs telecasts will likely get the interactive
trcatment next season as part of a potpourri of con-
tent to be tailored to the format, according to Steve
Guggenheimer, Microsoft group product manager
for digital TV. Awards telecasts, similar to NBC’s
recent Emmy Webcast, are likely candidates.

While this isn’t yet truly digital, it prefigures
the kind of content that will be produced in a
fully digital environment. In Microsoft’s current
approach, disparate data is transmitted through
the VBI and then reassembled with the video on
the PC screen.

“A lot of what's happening in analog will trans-
late to digital,” says Guggenheimer, adding,
“Once it gets integrated and easier to use, ulti-
mately, it will become an integral part of all PCs.”
He declines to estimate the percentage of PCs
currently equipped with the required tuner cards.

Microsoft sees the current phase as an experi-
mental period it expects will fuel projects with E!
Entertainment, The Weather Channel, The Dis-
covery Channel and MTYV, and possibly Sinclair
Broadcasting stations, among others, according
to Guggenheimer, who says the onus is on pro-
grammers to produce for the format. “Interactive
programming isn’t going to be one of those things
where you just pick it up and get itright,” he says.
“If you're going to make mistakes, you want to do
that when you don’t have a lot of eyebalis.”

Judging from the present rate of penetration
for TV-ready PCs, Microsoft, Intel and company
have plenty of time left for trial and error. u
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with a satellite dish and terrestrial broadcast
antenna, and the appropriate receiver, for an ini-
tial installation charge of $199 and box rental of
$6 a month. The business approach is similar to
one advanced by Preston Padden when he was
directing Rupert Murdoch's now-defunct ASkyB
direct satellite system, which planned to bring in
a number of local signals by satellite and was
negotiating with telephone companies to handle
the marketing and billing.

Hartenstein has pioneered in setting up new
relationships with the consumer electronics man-
ufacturers and retailers, whom he believes broad-
casters have historically ignored because “they
had a lock on the spectrum and they expected the
world to come to them.” Indeed, he was named
last month by CEMA as the first non-manufac-
turer on its board.

Satellite’s advantage over both terrestrial
broadcast and cable is two-fold: its signal reach-
es the entire country in one bound, and its capac-
ity far exceeds either of its present rivals.
DirecTV. for example, now has 1,000 gizabits
per second of capacity that it can divvy up. digi-
tally, any way it chooses. A channel is not a
channel is not a channel,” Hartenstein empha-
sizes, when it comes to digital. As has been
explained previously, operators can assign just as
much digital capacity as necessary for a particu-
lar program. Cable, on the other hand, has been
made “bandwidth-starved” by the advent of dig-
ital, in Hartenstein’s opinion, having to rebuild
its plant if it is to accommodate broadcasters’
signals as well as its own. “Cable Inc. collective-
ly hopes that digital will never catch on.” he says.

Direct satellites now have about 8% penetra-
tion of the U.S. TV market, with 4.1 million con-
sumers on the DirecTV-USSB platform, 2.2 mil-
lion on PrimeStar and 1.5 million on EchoStar.
The last two have a primarily rural orientation,
while DirecTV-USSB is primarily urban.

Strategic Considerations

here are more ways than one to skin this
cat,” Hartenstein says of the race to dig-
ital and HDTV. He believes the medium
was launched in a sweeping torrent of words that
oversimplified the problem. “I've walked around
the development labs where they are doingz this
thing and it is unbelievably complex. But it’s
going to be everything anyone dreamed of.™
One way or another, digital will do more than
change the pictures on television. It will change
the balance of power.
For broadcasters, who have suffered eros on in

market share for decades,
digital offers a chance to
recapture audience through quality programming
and multiplexing. Because of the quality and
robustness—no ghosts, no snow—of the digital
signal, it also offers hope of recapturing viewers
who ordered cable primarily because of deficien-
cies in the broadcast picture. As described previ-
ously, the digital picture is either perfect or
nonexistent; the ability to receive does not fade
away, it falls off the cliff.

Moreover, digital will improve both standard defi-
nition and high-definition broadcasts, allowing
broadcasters to enjoy at least the same kind of picture
enhancement that characterizes
DBS. If that can take place
through a roof-top antenna,
broadcasters can begin to recon-
nect with an audience they had
long conceded to cable.

The broadcasters who *get
it,” in Hartenstein’s view, are
opting to go faster rather than
slower in implementing digi-
tal. They see there's a market
niche to be captured, he says,
*and if they sit around and
whine about cable carrying
them, they're going to lose.”

For cable, which came into
being precisely to extend and
enhance broadcast signals,
digital is a mixed bag. Once it
teamed up with fixed satel-
lites to foster delivery of more
and more signals nationally,
choice became cable’s raison
d’etre. Digital compression
became the potential vehicle
for John Malone’s vaunted
500 channels—but not 500
HDTYV channels. Moreover, as long as must carry
is either the law of the land or a guiding principle
of telecommunications policy, the expansion of
broadcast spectrum becomes a spectre to cable.

Nevertheless, cable, (0o, has to go with the digi-
tal program. Decker Anstrom notes that *“We can’t
afford in the marketplace to ever have a picture that
is not as good as one of our competitors. And 1
think this is what drives this whole enterprise. If
your neighbor has a picture that’s better in terms of
resolution quality than you have, you're going to
think about getting television from this distributor.
So we can't just use digital for more television. We
have to use it for better television, too.”

But just as cable looks forward to digital, it
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“Future general managers
will have two budgets to
worry about— their nor-
mal operating budget and

the hudget for hits.”
—NAB’'s Chuck Sherman
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looks over its shoulder at analog. “There are 250
million analog sets out there that people like, that
work, that deliver pictures that people are happy
with,” Anstrom say. “The notion of disenfranchis-
ing 250 million sets gives us pause.”

Emphasizing that analog will be around ad
infinitum, it not forever, he refers 1o “the httle
secret we all know: that broadcasters are never
going to give back their analog spectrum.”
Anstrom doesn’t seem to mind; he notes that a lot
of cable networks will continue to be in the analog
format, It explains his and cable’s digital
approach: not to be the first by whom the new is
tried, nor yet the last to leave the old behind. “We
have a world in which the average cable customer
is going 1o receive anywhere from 6() to 80 chan-
nels in analog format for the rest of our profes-
sional lifetimes, That’s a reality. And anything we
do to start changing that, I think, is going to create
unholy hell and will have the effect of stopping
this whole digital transition.”

Anstrom takes leave of a reporter with the cable
mantra: “Don’t mistake our being methodical for a
lack of enthusiasm.”

For consumers, digital offers almost the ulti-
mate in a home viewing experience. Over 20 mil-
lion homes now have large-screen sets that cos,
on average, $3,000. That is seen as dramatic evi-
dence of pent-up demand for what the consumer
electronics industry will deliver next.

For broadcasters, the big question is whether or
not to multiplex—or, indeed, whether or not to go
high definition. Most will do both. to a greater or
lesser extent. But multiplexing also offers the pos-
sibility of introducing pay TV into the broadcast
spectrum. For example, networks and their affili-
ates might offer one NFL football game on Sun-
day for free, but offer three other games simulta-
neously for a fee of, say, $10, which might be split
with the league. The set-top box connection—in
tandem with cable’s or otherwise—would make
possible the collection of such fees.

Present law specifies that if broadcasters do
charge they must, in turn, pay a fee to the govern-
ment. One who has observed the process closely
decries that policy as a brake on innovation.
“Broadcasters get the licenses for free. And the
FCC must give them flexibility. But if the broad-
casters use the flexibility to make money, other
than through advertising, they have to pay a tax.
The irony is that if broadcasters merely do the old
stuff, just exactly what they’ve been doing. they
don’t pay a fee. But if they innovate and are suc-
cessful and can actually generate more revenue,
they get taxed on it. All economists will tell you.
don’t tax innovation. If you want people to exper-

iment and try things new,
don’t tax it before you even -
know what it is. Cable. of course, wants the tax,
because cable doesn’t want broadcasting to suc-

ceed.”

Former Senator Larry Pressler advanced a vari-
ation on the taxation idea. He suggested that, after
a period of time, a fee be placed on the analog
spectrum—to tax the old and encourage the new.

There have been suggestions that broadcasters
in a community could band together their muiti-
plex operations to compete with cable. Few give
credence to that idea. But many are sanguine about
the possibilities of using multiplex to expand
existing broadcast opera-
tions—for example, for
offering an all-local-news
channel, or a local sports
channel, or breaking up the
evening newscast into
simultaneous news, sports
and weathercasts. If they
don’t. the argument goes,
cable will.

Ready, SETS, Go

he transition to

digital is only the

beginning in the
vision of Gary Shapiro, the
CEMA president who con-
tributed the man on the
moon analogy to the begin-
ning of this article. “What
we call HDTV today will in
50 years be laughable. This
1s just a leap betore we take
the next leap.”

Taking a less quantum
view, Shapiro says that “10
to |5 years from now our children will look back
on current television the way we look at turnta-
bles—as historic anomalies. If they turn the chan-
nel and it’s not HDTV they’ll skip it. All the
debates over format and cable will only be of his-
toric interest. We are inevitably hurtling toward
HDTV.”

What about analog? It will coexist with digital
as black and white and color coexist now, in
Shapiro’s opinion. “There is always a market
demand for lower-priced product—we’re still sell-
ing one million b&w sets every year.”

As for digital sets, he says the initial public
reaction and interest are so strong that there’s no
hesitancy by set manutacturers to enter the fray—
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“What we call HOTV
today will in 50 years
be laughable. This is just
a leap before we take
the next step.”

—CEMA's Gary Shapiro
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The winners

lashbulbs flashed, tape
rolled and the 1998
cluss of the BROADCAST-
ING & CastLr Hall of Fame
waus inducted at a dinner ar
the Marriott Murquey inn New
York last Monday. Jane
Pauley und Deborah
Norville compared notes,
and heads mrned as actress
Michelle Pfeiffer entered on
the arm of hushband and
honoree David Kellex. In his
acceprance speech, Kelley
combined a high compliment
to his fellow honorees with
caution to the industry about
responsibility, a theme that
seemed to resonate with the
crowd, The bulk of Kellev's
remuarks are reprinted helow,
Jollowed by « reprise of the
night in words and iniages.
“When | was 10 or 11
years old | used to race
ponies in a sulky around the
track. [ had a little Shetland
pony that I could maneuver
very well. and in the first
race. coming into the home
stretch. 1 was in first, and
one by one all of the other
ponies proceeded to gallop
past me. And [ wasn’t con-
cerned. because it was a trot-
ting race. They would be
disqualified. and | would be
the winner. And they alt
went across the finish line
before | did. and | waited for
the judges 1o rule according-
ly. And | finished last,
“They must have figured.
*Oh, it’s a children’s race.
and we're not going 1o dis-
qualify anybody.” And |
thought to myself: | followed
all the rules and | finished
tast. And [ went back to the
stable and my father was
there, and he looked at me
and he said: *You finished
last. but you foltowed all the
rules.” Like changing the
sentenc aroundwas supposed

Broadcastingstabie

HALL OF FAME

Back row: B&C editor at large Don West, honorees David Kelley and Joseph Collins, master of

ceremonies Sam Donaldson, B&C publisher Peggy Conion. First row: Honorees Mike Wallace,
Jane Pauley, Agnes Nixon and Casey Kasem.

10 make it better for me.
“"The next race it went
exactly the same. 1 was
ahead coming c¢own the
stretch. One by ore they all
gatloped past me. 1 finished
last. The third race the same.
The fourth race. orce again |
came into the home stretch. |
had a hute bit of a bigger
lead and I could hear it. Here
they come, gattoping, It was
like that Chuck Wagon
commercial. They ‘re going

David Kelley and M chelle Pfeitfer

right by me. And | decided.
well, I'm going to galtop
too. And | touched my pony
and she began to galtop and
[ crossed the line first.

I got my ribbon and |
went back to the stable and

my father was there and he
loocked at me and he said.
"Afe you pleased with that
victory?" And | said. “yes.”
And he said: "Don’t you
realize it all became about
winning? And in your quest
t0 win. you compromised
the very sport you so fell in
love with?’

l'hat was a truth that he
protfered my way. And |
remember saying "Dad. two
weeks from now no one’s
going to remember how |
wan my btue ribbon,’
And that was my truth,
His was cloaked in a litlle
more integrity. butl both
of them 1 still remember
today—because in this
industry. it’s still domi-
nated by a lot of people
whe want to get to that
finish tine first, no matter
how you get there.

“Just this morning | picked
up the |newspaper] and read
an article about the guests on

Jerry Springer. In recent

months they'd stopped
figating. and the ratings had

gone down. And in the last
couple of weeks the guests—
either upset at the decline in
ratings or maybe that the

Deborah Norvillle and
Jane Pauley

Republicans lost five scats,
['m not sure which—they
began to beat cach other up
again, And 1 couldn’t escape
the fact that they pass out the
blue ribbons in this industry
sometimes o places where
they shouldn™t go. It makes it
particularty gratifying tor me
to be here tonight to be with
people who are not only
being honored but who
achieved their success with
rather a distinguished trot. |
thank them for allowing me
to be in their company.™

NOVEMBER 16, 1998 / BROADCASTING & CABLE
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HALL OF FAME

TV producer David Kelley &
said a friend had asked him on
the plane that morning why he
was receiving this award. “
said, "Basically 10°s what’s on
television.” And she looked
buck and said, "Thev’re
holding you responsible.” And
I thought about n—and. well
mavbe thev are.” Then,

having tooked through the list
of honorees. he says he real
ized that “these people were
being honored for the right
reasons. which you can’t
always i
business.”

assume in thas

4 Radio countdown king
and voiceover artist Casey
Kasem thanked a host of
industry executives, includ-
ing a mentor in the carty days
of Detroit disk jockeving
who was “kind enough and
tacttul enough to wait six
months to el me what 1 was
doing wrong so it wouldn't
crush my enthusiasm.” He
called himself “The person
irying 1o live up 10 the posi-
tive image which | hope I've
projected over the air all
these years.”

A Time Warner Cable Chairman Joseph Collins was
described by Sam Donaldson as “Like one of those headends
he superintends. ... He's tall, strong and pulls in a lot of

programming.” Collins thanked his colleagues at Time
Warner Cable. whom he said had “done all the work and had
all the good ideas,” and its chairman. Gerald Levin. tor
“creating such a nurturing atmosphere over the vears,”

4G BROADCASTING & CABLE / NOVEMBER 16, 1998

A Mike Wallace. reterring 10 Jane Pauley us an “adoles
cent.” said he had to “wait around 8O vears™ to get into the
Hall of Fame. When he started at woon(an) Grand Rapids.
Mich.. in July 1939, he said, B&C was “our Bible. We'd all
fight for the magazine because that’s where the better jobs
were. We paid so much attention 1o the magazine back then,
and we were all acolvtes of [co-founder| Sol Taishott. ... I's
extraordinary that all of us have had the opportunity to share
down the years in this wonderful voyage of discovery called
radio, television and even cable.

A Dateline co-anchor Jane Pauley said her profile
described her as being plucked from her job at wymaQ-Tv
Chicago for Today. “Rescued might have been a betier
word.” she said. One local critic there, she said, compared
her to a hood ornament. “Three vears later I'm slipping into
the chair most recently occupied by Barbara Waliers.” But
she pointed out that she was only the second woman, afler
Walters. not 1o be referred 10 as a “Today Show girl.” She
said that “standing at the entrance to the Hall of Fame when,
[ hope., most of my career is still ahead of me makes me feel
a hittle Tike the old days, when my motte might have been,
"Better too soon than not at all.” ™
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4 Masier of ceremonies Sam
Donaldson said that soap
opera diva Agnes Nixon had
written more words in her
career than he had spoken in
his. Nixon thanked ail the
people who had contributed 10
her success. * from the op tier
of ABC [executives] 1o the
youngest intern.” Nixon said
that 60 Minres creator Don
Hewitt had summed up the
soap operad when he was
describing the reason for
stceess in any entertainment,
It's something every child
knows: Tell me a storv. And
that’s what we do.

e e—— .~ T

A Accepting for the lae Terry Lee. son Jeffrey Lee said he
was certain his Storer executive father would have received the
award with the observation that I was just one of many who
tried to ensure that broadeasting was responsive to the com-
munities we serve.” Observing that many people would say
Terry Lee “did that very well,” he added that Lee helped 10
build the model for TV station operation that is still used 1odkity.

4 Fellow CBS word
smith Charles Osgood
accepted the award for

the road less traveled, the
litte Charles Kuralt.
Osgood said 1that Kuralt
taught him that although
the business keeps
changing, with ditferent
bosses to reporl 10, the
principal constituency
remains “all the people
whose lives we touch
every day. ... The main thing that Charles bore in mind was that
his broadcasting was of the people and tor the people. And i<
i lesson that none of us should ever Torgel.”

Amernica’s chronicler of

HALL OF FAME

A Family triend Joanne Young said that Lawrence Welk,
who left home at 21 with no money, speaking only German,
and determined to have a career in music, had “lived out the
American dream.” She pointed out that his long-running
series was stitl airing on PBS (in 1ts 12th season) and had
raised $20 million for the service.

A The posthumous award 1o pioneering broadcast journalist
Fred Friendly was accepted by his wite. Ruth, and son,
Andy. “If Fred were here.” suid Ruth, “he would no doubt be
shaking his finger at all of you, reminding you thut we have
the most free press in the world, but not to forgetl that
frecdom demands a responsible press as well.” He would
close his remarks. she said. “with words vou have probably
heard. That journalists, in reporting 1ough siories. should
remember that their job is not to nuthe up anybody’s mind,
but 10 open minds.

4 Mallory Tarcher said that
her late mother, children’s
show host Shari Lewis,
wasn'l Just my mom, even
though F'm an only child.
Somehow Shart managed 10
riaise three gencrations of
kids without ever aging.”
She closed her remarks with
a tape of her mother, in her
last taping, singing “Hello.
Good-bve,” which became
poignant hackdrop to a salute
to all the posthumous hon-
orees.

John Eggerron
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| Judy presides over highest court

Show sizzles in syndication, doubling its year-ago rating

By Joe Schlosser

rdge Judv is the hottest
show in syndication. bar
none.

The half-hour count series
from Worldvision Enter-
prises/Big Ticket Television
is up 100% in the ratings
from a year ago, and the tor-
mer New York City family
court jurist is standing tall
among her male counter-
parts in the suddenly popu-
lar TV genre.

For the week ending
Nov. |, Judge Judy scored
a 6.4 national rating. ac-
cording to Nielsen Media Research.
Last year for the same week. Judy
scored what was then an impressive
3.2 national rating. In the middle of her
third season. Judy Sheindlin's show is
more than doubling the ratings of its
closest court show counterparts and
continues to see week-to-week
growth, not to mention added double
runs from stations all across the coun-
try. Judge Judy's national ratings are
now tying or beating those of Oprah
Winfrex and Jerry Springer on a week-
ly basis: it’s playing mostly in access
time periods. Sheindlin says she want-
ed to give the series her best shot. but
she never thought the show would
become such a hit.

“The truth is [that] this is my second
career. and if it were to [have lasted)|
two years it would have been just fine.”
says the no-nonsense judge. “"We just
wanted to do reasonably well, bul we
didn’t anticipate the reception we've
been given. | was just hoping we didn™
get the hook after 13 weeks.”

John Ryan, Worldvision's president,
says the show wasn’t going to get can-
celed that early, but it didn’t get out of
the blocks too quickly.

“We had to be patient—and. thank-
fully. we were.” Ryan says of Judge
Judy, which ended its first season aver-
aging a 2.0 national rating. "It was a
[.4 rating one week, a 1.5 the next. a
.4 and then a 1.9. We saw little signs
of success, and by the end of the year
we knew we were on to something.”

This season. Ryan and his counter-

‘Judge Judy’ is
growing each week.

parts at Big Ticket Televi-
sion (both Worldvision and
Big Ticket are Spelling
Entertainment divisions)
launched another court
series. Judge Joe Brown,
Brown’s show averaged a
2.5 rating in the latest
Nielsen numbers. well
ahead ot Judge Judy’s pace
during her first season on
the air.

"He [Brown] is very
good. and he is benefiting
from Judy’s success.” Ryan
says of Judge Joe Brown.
“The show is growing, and
that's a good sign.”

The syndication marketplace is
becoming more crowded every day

with new court shows that are joining
Judge Judv and Judge Joe Brown.
Already on the air are Warner Bros.’
hour remake of The People’'s Court
and Rysher Entertainment’s Judge
Mills Lane. Both series are battling
Brown tor second place in the weekly
court show race, with Lane scoring a
2.7 rating and The People’s Court
pulling in a 2.5 in the most recent
nationil numbers.

Also coming down the pipe for fall
1999 is a remake of Divorce Court
from Twentieth Television and a new
half-hour court series with Detroit
judge Greg Mathis from Warner Bros.
Asked if there is room for all the court
shows, Sheindlin says: "1 think what
will happen is it will get pared down,
and we'll be left with two or three court
shows. Hopefully we’'ll be standing in
the end.” |

SRI seeks SMART investors

Networks unlikely to provide seed money

By Steve McClellan

tatistical Research Inc. has re-
S tained Veronis. Suhler & Associ-

ates to identify potential investors
in the company’s new national TV rat-
ings service., SMART (Systems for
Measuring and Reponting Television).

In August SRI announced that the
four major networks had signed letters
of intent to subscribe 1o the new service
and had also agreed to consider making
an investment in the service (beyond
just subscribership) to help SRI get it
off the ground.

Network investment in the system is
still a possibility. but both CBS and
ABC have urged and continue to urge
SRI to scek independent investors.

“We've really said all along that
securing a strategic partner [outside of
the networks] was the better alterna-
tive,” says David Polirack. executive
vice president, rescarch and planning.
CBS. And now. he says. the idea of the
networks putting up the seed money for
the service “is even less attractive,
given the current state of the TV mar-
ketplace.™

Alan Wurtzel. senior vice president
of research and business development
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at ABC agrees, although he stresses
that nothing has been ruled out yet.

An outside partner. Wurtzel says,
would eliminate the perception that the
networks. by investing. would have un-
due intluence on the SMART process.
(That perception has so far deterred
several key cable companies from
committing to SMART.) It would also
give SRI the capital it needs and possi-
bly bring other resources to the table.
*It’s a complicated area and no one en-
tity has all the answers.” he says.

Last summer SRI proposed that each
of the major networks should make up
to $15 million in seed money available
for SMART. In exchange. the net-
works would receive nonvoting and
noncontrolling equity stakes in the ser-
vice. NBC head of research. Nicholas
Schiavone. says the network still sup-
ports the idea of an “industry consor-
tium™ to launch SMART.

SRI President Gale Metzger said last
week that he is “certainly not at the point
of writing off™ start-up investments on
the part of the networks. But he also con-
firmed that the search goes on for other
investors. “We've identified a need. and
we have the products.”™ he said. "1 think
we'll find a way to get the money.” =
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Chasse chased

magine if the cameras

had been there for John
Dillinger’s infamous es-
cape with a wooden gun. In
Dover, Me., a man who
was on trial for breaking
into the home of the broth-
er of U.S. Secretary of De-
fense William Cohen es-
caped police custody when
he threw some soap pow-
der into the eyes of the
sheriff and deputy escort-
ing him. wLBZ (TV) Bangor
caught the escapee...on
tape, that is.

“How many things like
this do you get to cover?”
chief photographer Ken
D’Errico asks. “We hap-
pened to be the only station
there.” D’Errico was out-
side the courtroom waiting

wLBZ caplures an escape in progress.
45,000-square- foot multi-
million dollar facility. The
MarketPlace, which will
shut down next month, will
be demolished next year.

for police to bring 23-year-
old defendant Michael
Chasse in when Chasse
tried to make a clean get-
away. 'l was filming,” says
D’Errico, “when he threw
some powder. It made a
cloud; when I saw it, I
thought it was smoke, that
maybe he’d lit some sort of
bomb. Instinctively, |
jumped back to protect
myself and hit the stop but-
ton on my camera. So | lost
about a second and a half.
But [ got most of it.”
Chasse. uncuffed and
unshackled, ran off and
was cornered at a nearby
home, where he stabbed

P V=
5/ STATION BREAK

By Dan Trigoboff

the sheriff and deputy. Nei-
ther was severely injured.
Chasse made off in their
truck but was captured
after a search that brought
in a National Guard heli-
copter, state police airplane
and dozens of police from
NUMerous ared agencies.

Renewing Spokane
K HG-TV Spokane, Wash.,
is joining the urban
renewal trend, announcing

that it will move into a
downtown facility that once
housed an auto dealership
and market. The station—
first in the market on the
air, in 1952—will move to
the site of the Spokane
MarketPlace, at Sprague
and Jefferson in the West
First neighborhood. West
First, once consid-
ered crime- and
drug-infested, has
undergone signifi-
cant changes. The
station began broad-
casting from a mili-
tary surplus hut but
plans to provide dig-
ital broadcasts in the
next century from a

The seven-minute

solution

F or the first time Hawai-
ian television will be on
the clock. Hawaiian sta-
tions have paid little atten-
tion to details like program
start times in prime time,
preferring 1o add a few
minutes, and a few dollars,
for some extra commer-
cials. As a result, the 10
o'clock news has been
more like, say. 10:07. But

KITv(TV) Honolulu GM
Mike Rosenberg says that
his station will be using
“clock time,” and he hopes
other stations will follow.

In the days before satel-
lite feeds, Rosenberg ex-
plained, programs would
come to Honolulu by boat
weeks after initial broad-
cast. As a result, he said,
precise broadcast time was
never a priority. “But there
are 70 cable networks on
the islands that start on
time. We did some re-
search, and more than haif
of the viewers we surveyed
said they'd be more likely
or much more likely to
watch news that began
promptly at 10. We decid-
ed we have to get to clock
time sooner or later.”

What about the extra
money? “We hope this is a
business of supply and de-
mand,” he says, and “we
hope we can get a little more
for inventory. We didn’t do
this to lose money.”

No news and a show
about nothing

oGXx(Tv) Ocala, Fla.,

has pulled the plug
on its 6 p.m. newscast only
eight months after its start-
up. The Meredith-owned
station will keep its 10 p.m.
newscast, which is mostly
produced at co-owned
WOFL(TV) Orlando.

*We'll be concentrating
on entertainment at six
o'clock in Ocala,” says Bill
Avery, news and program-
ming director for both the
Meredith stations. The early
evening newscast will end
Dec. 20, to be replaced by
reruns of Seinfeld. The two
stations had been producing
both broadcasts with some
21 people in Orlando and
about seven more in Ocala.
The small Ocala staff pro-
duced about six or seven
stories daily for the 10-
minute local contribution.
“We're all reporters/photog-
raphers here,” says Avery.

BROADCASTING

“They really hustle.” WOFL
will maintain a small bureau
in Ocala, move a few
staffers to Orlando and lay
off a few more.

Bus stop
W px1(Tv) Pittsburgh
reporter Andy Gast-
meyer found local news on
another continent. Gast-
meyer went to Germany
for the debut of U.S. Air’s
new Airbus. “The idea
was not to go over there
on a junket,” Gastmeyer
says, “and this was not a
commercial for U.S. Air.
It was our pitch [to station
management, which
picked up the tab] that we
should do it because there
are five thousand local
jobs at stake.” In January,
the airline—which is the
dominant carrier serving
the Pittsburgh area—will
begin the competition
among communities to
house a state-of-the-art air-
plane maintenance facility.

Up to bat
K ICU-TV San Jose caught
the Oakland A’s. The
station will broadcast up to
55 games a year for five
years beginning in 1999,
The independent station
had been the A’s station in
the late 1980s, when KRON-
Tv San Francisco bought
into a five-year deal that
began in 1993, Although
the broadcast rights are set,
the final location of the
team is still up in the air, as
the city of Qakland and
Alameda County look for a
buyer that will keep the
team where it is. Among
interested suitors, howev-
er, are an investment group
that might move the team
south toward the South
Bay and closer to its new
broadcast home.

All news is local. Con-
tact Dan Trigoboff at
(202) 463-3710. fax (202)
429-0651. or e-mail to
d.trig@cahners.com.
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CBS pickups

BS has agreed to pick

up at least five more
episodes of freshman com-
edy Muggie Winters and
has ordered another nine
episodes of freshman
drama L.A. Doctors betting
that the shows” audiences
will build if the network
gives them more time.

‘Divorce Court’

clears

wentieth Television

has cleared its revival
of Divorce Court on the
22 Fox owned-and-operat-
ed stations for fall 1999,
Clearances include wNYw-
Tv New York, KTTV(TV)
Los Angeles and wFLD

_E

By Joe Schiosser

(Tv) Chicago. Twentieth

Television executives say
they will likely announce
a judge for the daily series
in the next two weeks.
Divorce Court, which is
being sold on a cash-plus-
barter basis, will feature
actual litigants. Actors
were used in the original
incarnation of the show.

Showtime has
‘Total Recall’

howtime Networks has

acquired the cable
rights to PolyGram's
action series Toral Recall
2070, which it will debut
next March. The series,
which is distributed
domestically by PolyGram

ET WITH THE PROGRAM

SR

Television, will also be
available in syndication
starting in January 2000.
Alliance Atlantis is pro-
ducing the show and will
handle the international
distribution. Showtime
has signed on for one sea-
son and will receive 22
episodes of the sci-fi
series. The series stars
Michael Easton and is
being taped in Toronto.

‘Lane’ takes bite
out of Big Apple

ysher Entertainment’s

new court series, Judge
Mills Lane, scored a 5.5
rating/19 share on wPIX(TV)
New York Nov. 9, accord-
ing to Nielsen Media

Research. 1t was a personal
best for the show in the Big
Apple. The show, which is
being double-run on the
New York station, aver-
aged a4.9/17 in its first
half-hour that day, with
both episodes winning their
respective time periods.

Allbritton re-ups
with King World

Itbritton Communica-

tions stations carrying
King World's The Oprah
Winfrey Show have re-
newed the talker through
the 2001 season, and those
carrying Wheel and Jeop-
ardy! have re-upped
through the 2004 season.
Allbritton owns or pro-
grams 10 ABC affiliates in
eight markets. King World
President Roger King said
the Allbritton Group has
been “rock solid for us and
will remain one of our pre-
mier anchors.”

12

The 1998 Winners for reporting that occurred in

1997 were: of seven categories:

Stan Hinden, The Washinglon Pos!
Anne Willette, /SA Today

Gary Weiss, Business Week Periodicals
Ray Brady and Christine Weicher, Television
€8S Eveming News Radio
Deborah Clark, David Brancaccio, On-hne Media

Carla Mozee. and Mitchell Hartman,
Marketplace Productions

Martin Wattenberg. SmartMoney Interactive

For more information and entry forms contact:

The lournalism Awards Program

American University School of Communication n
4400 Massachnsetts Ave. N
Washington. D 20016-8017
Laird Anderson, (202) 8852062

or Louis Kohlmeier, (202)885-6167
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JOURNALISM AWARDS

Awards of $2 500 will be given in each

Newspapers, more than 300,000 circulation

Newspapers, less than 300,000 circulation

The Gary Strum Award for Excellence in
Retirement Savings Reporting

ENTRY DEADLINE: MARCH 15, 1999

AN RICAN UNIVERSIY
Schoal ol Cinmmunscanon

Countdown
to ‘60
Minutes II’ |

Dennis Miller said to be
under consideration for
Andy Roonev—type segment

By Steve McClellan

ith the exception of an Andy
W Rooney-type commentator,

the pieces are in place at 60
Minutes 11, and the program will most
likely debut in mid-January. Sources
say the network is looking most close-
ly at the Wednesday 9-10 p.m. hour,
where the struggling To Have and to
Hold currently airs.

The network confirmed last week
that London-based CBS News corre-
spondent Vicki Mabrey and PBS inter-
viewer Charlie Rose would join Dan
Rather and CBS correspondent Bob
Simon as core correspondents for the
] new magazine.

EDUCATION
FOUNDATION
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Rose will continue to do his PBS
interview show, and Rather will con-
tinue his duties as anchor of both the
Evening News and 48 Hours—although
it's likely that he will be seen less on
Evening News so that he can do all the
reporting required for his latest assign-
ment, says Jet! Fager, 60 Minutes 1l
executive producer.

Fager says that production is in
progress. with about 20 pieces already
in the can. “One of the rules at 60 Min-
wtes 1s 1o have a lot of pieces ready 1o
go, so you can pick and chose when
you go on the air,” he says. “We're
already screening pieces.”

The look and feel of the broadcast,
as well as the tone and texture ol sto-
ries, will be very similar 1o the original
60 Minutes. Fager says. The same set
will be used for both shows. The one
difference in the formal is that each
week a so-called *“classic™ piece from
the 30-yeur library of 60 Minutes seg-
ments wiil be updated for air on 60

Minures [, In most cases. whoever did |

the original story tor 60 Minutes will
do the update.

In addition to the core correspon-
dent team. Carol Marin will join the
broadcast as a contributor, sources
say. An announcement on Marin is
expected shortly. In addition, 60 Min-
utes 11 will tap other CBS News cor-
respondents (o do stories on an as-
needed basis.

Fager is also searching for a com-
mentator to do a short segment at the
end of each show (Rooney declined an
invitation), although he is reluctant to
say much about that search at this time.
But sources say the network is consid-
ering such divergent talents as Bill
Geist, the wry CBS Sunday Morning
correspondent who specializes in
quirky slice-of-life stories, and come-
dian/actor/talk-show host Dennis

Miller. who often focuses his barbed |

wit on political issues.

Fager’s two top senior producers are
Mike Whitney and Patti Hassler. Whil-
ney was a senior producer for The CBS
Evening News. which Fager ran before
being tapped 10 develop 60 Minutes I1.
Hassler was a producer for 60 Minutes
for 13 years before moving to CBS
News Productions. The show raided
ABC'’s 20/20 for two other senior pro-
ducers—Rob Wallace and Lisa Cohen.
Other 60 Minures veteran producers
moving to 60 Minutes Il include Steve
Glauber and Harry Moses. 60 Minutes
director Arue Bloom will direct both
shows. -

Educational TV guidelines unveiled

Two activist groups bave unveiled guidelines for children’s educational pro-
gramming that incluce incorporating “educational elements” into such pro-
gramming from the time a treatment is first presented. The Children's
Action Network and Mediascope guidelines, entitled “Building Blocks: A
Guide for Creating Children’s Educational Television,” recommend that
producers of educational pragramming hire consultants. create mission
statements and keep a checklist of their progress toward reaching educa-
tional goals. The guidelines stop short of defining what is meant by educa-
tional pragramming. The guidelines “work hand in glove with our own
rules,” said senior legal adviser Susan Fox in a statement released by the
groups. FCC rules mandate that broadcasters include at least three hours
of educational programming in their schedules each week.—Joe Schicsser

W This Weekend, See-A
World Of Difference.

FROM INFORMATION TZ UNDEFSTANDING

A whale new look, @ whole nzw attitude
Share in the success. Try cur new weekend format.

Call 757-226-2305 today.

www.cbn.org/te700clu)

W BN
"
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Brasdcast nelwark prime-lime ralings
according o Niglsen Media Research
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" show for Fox this week, finishing at number 12 with an 11.9/17.

- .-- - —— 'F |
"z @ _® NBC “’ DR (UP'N 1}

800j 27.NFL Blast/Pre  9.7/17| 29. Cosby 9.5/14] 48. Suddenly Susan 8.1/12 114, Malcolm & Eddie 1.9/3

> 78. Melrose 6.2/9 88. 7th Heave a7
q 3 ; 35 King of Queens 0.0/13| 39, Carolme in/City 8.6/13 s T17 GuysLkeUs 1622 -
a HEENAC iy ot 20.Ev Lvs Raymd 10.3/15 123. Malcolm & Eddie 1.0/

: . aymd 10.3 . ] ;
£ 0 Football—Dallas i kil 8.NBC Movie of the 20. Ally McBeal  10.3/15 'a SIS 116 Hyperion Bay  1.8/3
© ¢1|  Cowboys vs. 24. Becker* 9914  week—The ~"[124. DiResta 081
2 10:00 Philadelphia Eagles Temptations, Part 2

13.2/201 43.L.A. Doctors 8413 14.0/21

> 8:00| 27. Home Imprvmt 9.7/15 20, JAG 10316 67. Mad About You 7.5/12| 83.King of the Hill  5.7/9{111. Moesha 2.4/4] 95 Buffy the Vampire
g 30| 43.The Hughleys  84/13] : 60. Just Shoot Me 7.7 12| B4.King of the Hill 528|112 Clueless 213 Stayer 4.3
%07 39. Spin City 86/13 43 Just Shoot Me  8.413| 65. Guinness World 117 Am Greatest Pets 1.6/2 .
4. 48 Hou 7.912 : 99. Felicit 3.9/6
g o350 52. Spin City gong| > 48 Howrs 76, Working 6310  Records 76/12[120 Reunited ) Y
10:00 i | 87.Campaign '98: Election| 91.Dateline: Decision '98
ppl 52 S vote 4B Night 48/8 458

10.0/16
% £00[ 17. Dharma & Greg 105/17

73. The Nanny 6.7/1 48. Beverly Hils, 80210

24.Dateline NBC  9.9/16 108.7 Da 2.8/4) 92 Da 'sCreek 44

as-,ao 35, Two Guys, a Girl 9.0/14| 76, Maggie Winters 6.3/10 " 8113 & e g

900{ 13.0rew Carey  11.3/17| 81. To Have and to Hold 56. 3rd Rock fr/Sun 7.8/12 ) 98. Star Trek: Voyager

56. Party of Five  7.8/12) ™ ’ 101. Charmed 376
égza: 48 Secret Lus/Men 8.1/13 599[ 60 NewsRadio  7.7/12 i of Fiv 27 '
Biggo 19.20/20 104/18| 56, Chicago Hope  7.813| 13, Law & Order 113719
e
5.6 D 5.8 g = 3
> 800 . 2. Friends 16.8/26| 41 World's Wildest Police 108. The Wayans Bros 2 8/4
31.P dland 93114 . ;

£ 5w ' i 7 Jesse 12222|  Videos B5/13)114. UPN Thursday Wsht 7o Jamie Foxe 204
‘£ goof 74 stizlfﬁg?o:{gm 27. Diagnosis Murder 3. Frasier 15.8'24] 15. Shocking Moments: Moon 103102 Steve Harvey  3.1/5
2 930  mpossible ‘6610 9.7115[ 9. Veronica's Clst 13.8/21 Caught 1nanz 110.For Your Love  2.7/4

12‘;) 32. 48 Hours 9215| 1.ER 20.2/33

0 : : .
800| 48 Twoof aKind 81/15| 37. Kids/Darndest 8.9/16
. Dateline NBC  7.7/14| 95. Brimst 4.3/81121. Legac 1.2/2

% 63| 34 Boy Meels Wrid 91716| 40 Candid Camera 6415 . Nl X LiEporR B
Q 00| 24. Sabrina/Witch 99118 . 117. Love Boat: The Next
~ 81. Buddy Fa 59/10] 80. Trinit 6.0/11] 85. Millenni 5191 d
E 3:30| 43. Brother's Keeper8.4/15 P i reip Wave 16/3

10:00 ‘ . 68. Homicide: Life on the

= 23.20/20 10.1/19] 41. Nash Bridges  8.5/16 Street 7314

KEY: RANKING/SHOW TITLE/PROGRAM RATING/SHARE

>= 800 86 America's Funniest ™ 92 SNL: The Best of Dana | 78. Cops 62112« 70P TEN SHOWS OF THE WEEK ARE NUMBERED IN RED
< . 60.Early Edition ~ 7.7/14 )
q 53 Home Videos 49/9 Carvey 4.4/8] 70.Cops 7.0/13| * TELEVISION UNIVERSE ESTIMATED AT 99.4 MILLION
€ o = — HOUSEHOLDS; ONE RATINGS POINT IS EQUAL TO 994,000 TV
= U1 5. Fantasy Island  4.38| 69 Martial Law 72113 60 The Pretender 7.7114] 7> QMW' el F'g'})‘s HOMES » YELLOW TINT IS WINNER OF TIME SLOT »
kg 930 ack 6.5/ (NR)=NOT RANKED; RATING,/SHARE ESTIMATED FOR PERI-
1000 . 16. Walker, Texas Ranger . 0D SHOWN » *PREMIERE * SOURCES: NIELSEN MEDIA
0% 99 Cupid 3917 10_%,20 71. Profiler 6813 RESEARCH, CBS RESEARCH « GRAPHIC BY KENNETH RAY
.00 . 88, National Geographic | 88. World's Funniest! 4.7/8 102 7th Heaven Beginnings
730] 38 L e 460 Minutes 1521241 " gpecial 4.7/8] 77, Wrid's Funnigst! 6.6/11 3155
> isney—A Knight in : A , -
< 800 Camelot 88/13( 5. Touched by an Angel 54 Dateline NBC 7912 32 The Simpsons  9.2/14 104. Sister, Sister 3.0/4
2 s CR/i] {56, That '70s Show 78/11 104 The Smart Guy  30/4
%r’)ﬂ 06. Unhap Ever After 2.9/4
. 106. Unhap Ever After 2.9/
g PR 80/12] 6.cBS Sunday Movie— | 11 NBC Sunday Night | 12 The X-Files  119/17 773 The Army Sh ‘
g - . : E y Show 2.0/3
1000 Mamma Flora's Family Movie—Exiled: Law &
10:3) 65. The Practice 7612 14.3/22 Order 12.2/18
WEEX 21C 8.4/14 9.4/15 9.6/16 7.6/12 2.0/3 ] 3.4/5
D AVG 8.5/14 9.2/15 9.4/16 7.5/12 2.0/3 3.3/5

54 BROADCASTING & CABLE / NOVEMBER 16, 1998

www americanradiohistorv com


www.americanradiohistory.com

I

Chancellor settling down

After posting impressive 3Q numbers, radio
owner says it will slow down acquisition pace

By Elizabeth A. Rathbun

hancellor Media Corp. promises
c no more major acquisitions as it

digests its recent deals, including
August’s $3.9 billion merger with sister
radio company Capstar Broadcasting
Partners Inc. that created the nation’s
number-one radio group.

Part of that digestion includes spend-
ing more money than some analysts
seemingly would like to turn radio sta-
tions around and to integrate stations into
their markets, according to a conference
call addressing Chancellor’s quarterly fi-
nancial numbers last Tuesday (Nov. 1{).

“We have been investment spending,”
particularly for research and marketing,
“as we set ourselves up for potential
growth,” Chancellor Radio Group Presi-
dent Jimmy de Castro said. For example.
Chancellor recently opened marketing
offices in eight major cities. including
Chicago and San Francisco.

This Chancellor Marketing Group is a
new division of the company that goes
after advertisers in new ways, de Castro
said. Instead of creating advertising that
plugs a brand name. the group concen-
trates on creating promotions—Ilike
coupons or sweepstakes that encourage

a consumer to dip into
his or her pocket. “We
put a fair amount of
money into creation of
this marketing group.”
but it is already paying
off with “terrific big
deals trom Fortrne 500
companies,” including
$1.7 million from Ben-
nigan’s and $1.5 mil-
lion from Gillette. he
said.

Clustering also is
paying off, he says. For
example. in Chicago.
Chancellor has attract-
ed $1.5 million worth of business from
companies—including Amtrak, lkea and
Pizza Hut-—that advertise across Chan-
cellor stations there.

Analysts’ assessments of Chancellor’s
financials ranged from “very solid™ to
“spectacular.” Third-quarter net revenue
grew 137.1%. to a record $343.8 million,
while broadcast cash flow grew 136%. to
another record. $168.8 million. After-tax
cash tlow rose 190.19%. to $102.7 mil-
lion.

Including Capstar. Chancellor’s pro-
forma results show a 15% revenue in-

Jeffrey Marcus says the ‘heavy
lifting [building Chancelior] has
been done [and] clearly we have
a lot of digestion work to do.’

BROADCASTI

crease and a 25% jump in broadcast cash
flow. Chancellor anticipates combined
pro-forma 1999 revenue of $2.6 billion
and broadcast cash flow
of $1.3 billion.

Chancellor execu-
tives said they were
pleased with Capstar’s
third-quarter financials,
which also were
released last Tuesday.
In Capstar’s 39 consoli-
dated markets (out of
77). revenue was up
15.3% and broadcast
cash flow was up
37.5%.

The combined Cap-
star and Chancellor will
remain primarily a
radio company. Bul
Chancellor is empha-
sizing what Chancellor
President Jeffrey A.
Marcus calls a “multimedia platform™
strategy to attract advertisers to its radio
and TV stations and its billboards, with
the help of its ad rep firms.

With “the platform...established.”
Chancellor has no further major acquisi-
tions planned. Marcus said. I don’t
think there’s any possible way that we
could ever replicate the pace of acquisi-
tions as we've assembled the platform,
and we don’t intend to,” Marcus said.
“The heavy lifting has been done [and]
clearly we have a lot of digestion work to
do.” (]

Westwood one
income drops

BS Radio-managed

Westwood One Inc.’s
third-quarter net income
fell more than 50%. to
$3.9 million, compared
with the same period in
1997. Net revenue was
up 5.2%, to a record
$66.7 million. which was
partially offset by the
elimination of certain
programming, including
Major League Baseball.
the company said last

' By Elizabeth A, Rathbua

Tuesday (Nov. 10}.
After-tax cash flow rose
9%, to $12.2 million.
Westwood One’s income
was down primarily
because of higher depre-
ciation and amortization,
higher deferred income
taxes and nonrecurring
items, including a settle-
ment with a satellite car-
rier that resulted in a
$551,00 net charge and a
$2.5 million gain in
refunds for past services.
Also in the third quarter,
the company had a

charge of nearly $2.3
million for consolidating
1ts news operations.

Bloomberg offers

business in Spanish

loomberg last Monday

(Nov. 9) launched
what it says is the nation’s
first Spanish-language
radio business report. The
60-second reports will air
three times daily on Span-
ish Broadcasting System
Inc.’s wpAaT-FM New York
and weMQ(AM) Miami.
Topics on Negocios
Bloomberg will include
tinancial. business, cultur-
al, economic and social
issues tailored to the His-
panic community,
Bloomberg said in a news
release,

Jackson jumps
hirty-two-year
KABC(AM) Los Ange-

les veteran Michael Jack-

son has abruptly resigned
from his job as weekend
talk-show host. After
hosting his daily current

events show for some 30

years, Jackson was con-

signed to weekends in

July 1997 because of low

ratings against Rush Lim-

baugh on KFI(AM),

according to the Los

Angeles Times. He was

angry at first. but that’s

not the reason for his

Nov. § departure, Jackson

says. Rather, “I decided it

was time to move on.” He
expects to announce his
plans soon.
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A&E unveils digital networks

New Biography and History channels to be carried on HITS

By Donna Petrozzello

fter months under wraps. A&E
A Networks® first digital channels,

The Biography Channel and His-
tory Channel International. will Launch
today (Nov. 16).

A&E has secured carriage for both
channels on Tele-Communications
Inc.’s digital Headend in the Sky
(HITS) system. according to TCI ofTi-
cials. Additional carriage deals may be
pending. but A&E Networks spokes-
people would not comment on the
channels.

A&E Networks is likely to spend
several million dollars annually—
although sources say it will probabty
not exceed $10 million—to cover the

costs of repur-
posing program-
ming from A&E
and The History
Channel for digi-
tal distribution
and to rent trans-
ponder space. ac-
cording to indus-
ry sources.

The Biography Channel is expected
1o air a full-time slate of A&E’s Biog-
raphy series episodes surrounded with
programming from A&E and The His-
tory Channel about the times in which
personalities lived. sources close o the
networks say. The channel also will
likely air back-to-back Biography
episodes about two people whose lives

were intertwined, according to indus-

iry sources.

The Biography Channel may cull
episodes from the series Reputa-
tions, the BBC co-produced equiva-
lent of Biography. A&E ulsois leav-

ing open the option 10 acquire materi-
al for the digital networks from out-
side sources.

History Channel International also
ts expected to launch as a full-time
network with programming that
shows “history as seen through the
eyes of the rest of the world 24 hours a
day.” according to A&E’s promotion-
al material. ]

TCl leans forward, looks ahead

Meets with advertisers, agencies to ponder potential of interactivity

By Price Colman

y this time next
year, TCI Digital
Cable subscribers

will be able to interact
with TV advertising in
ways inconcetvable a
decade ago.

Will they want to7?
Many in the media world
are pretty sure they will
as long as the advertising
and interactivity are pre-
senled in ways that are
consumer-friendly and
reward the viewer.

But the territory is so
new. no one knows the
ingredients of a successtul recipe. TCl
recently hosted a gathering of high-pro-
file advertisers and ad agencies at its
suburban Denver headyuarters aimed
partly at generating ideas but mosily at
simply stimulating discussion.

“One thing we really focused on was
how important it was 10 take baby steps
in this whole transition,™ says Jerry

Machovina. executive vice president of

ad sales at TCI Communications. “The

TCI's Jerry Machovina hopes
viewers will interact with
advertisers.

TV cxperience as we've
known it is what I call a
lean-back experience.
The Internet experience
is very much lean for-
ward. What we're trying
to do is get people
[watching TV]tositup in
the chair.™

Participants from the
advertiser side included
representatives of several
of the top brands: AT&T.
Anheuser-Busch, Citi-
bank. Ford. GM. Johnson
& Johnson, Kraft, Nike.
Pepsi. Procter & Gamble.
SmithKline Beecham,
Sony Pictures, Unilever
and Visa. There were equally prominent
names representing the ad agency world:
BBD Needham. Campbell-Ewald. Grey
Advertising. J. Walter Thompson. Jor-
dan Case McGrath. McCann-Erickson.
Media Edge. Western International
Media und Young & Rubicam,

TCl is at the forefront of interactive
TV advertising. not just because of its
size but because it is unquestionably
the MSO most aggressively deploying
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digital cable. That. coupled with
sophisticated set-top boxes and two-
way capability. is essential to offering
interactive advertising. The set-top and
two-way network also allow very accu-
rate measurement of audience and
audience response. capabilities highly
valued by advertisers. Until now. the
tools for such measurements huve been
rudimentary and ponderous,

The gathering produced no pro-
nouncements or official commu-
niqués. Instead. the operative attitude
was caution.

“We don’t plan on having a *Field of
Dreams’ approach to a lot of these ad-
vertising technologies and associated
advertising applications.” says Macho-
vina. "We don’t want to build a field
and assume consumers will come.”™

What TCI does want to do is ensure
the biggest bang possible for the adver-
tisers” buck. not to mention plenty of
repeat business tor TCI specifically
and cable MSOs in general.

Machovina estimates the annual TV
advertising marketplace at about $40 bil-
lion. “Local and network revenue this
year will be around $10 billion for cable.
We have a big chunk of opportunity.™

|

|
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What advertisers and their agen-
cies want is simple: ads that trans-
tate into sales. TCH carlier this year
signed a deal with Kraft Foods that
15 mtended to produce ads so tar-
geted that they will zero inon zip
code. neighborhood. specific
address—even ditferent viewers of
different sets in the same house,

"t think it's pretty exciting.”
says Salomon SmithBarney ana-
tyst Spencer Grimes of the future
of interactive advertising. “You
certainly begin to get a definite
premium when delivering highty
targeted messages the consumer
can react o to get more information
and even interact with the product.”

Machovina says TCI is close 1o
announcing several other “Krafi-like
atliances,” but declined 1o identify the
other participants. TCT Chairman John
Mualone. perhaps hinting at what's

Cliek YES po por IY-Mail abpat wpetming
Aatitteas ImartCard savings spedials

TClI pitches the value of interactive advertising to
viewers in this presentation tape.

ahead. has previously mentioned com-
panies inctuding Nike and pharmaceu-
tical firms. such as SmithKline.

The purpose of the day-long session
with Machovini and Malone wasn’t
primarily to pitch potential clients.
however. It was more an effort to

Nickelodeon’s ‘Rugrats,’ in its 7:30
p.m. weeknight timesiot, claimed
three of basic cable’s top 10 spots
for the week. ‘Rugrats’ averaged a
3.9 rating, with 2.9 million homes on
three consecutive nights, Nov. 3-5.

Following are the top 25 basic cable programs for the week of Nov. 2-8, ranked by rating. Cable rat-
ing is coverage area rating within each basic cable network’s universe; U.S. rating is of 99.4 million

TV households. Sources: Nielsen Media Research, Turner Entertainment.

Rank Program Network
1 NFL: Qilers vs. Buccaneers ESPN
2 WWEF War Zone USA
3 WCW Monday Nitro TNT
4 WWF Raw USA
5 NFL Primetime ESPN
6 WWF Sunday Night Heat USA
7 NASCAR: NAPA 500 ESPN
8 Rugrats NICK
8 Rugrats NICK

10 WCW Monday Nitro TNT
10 Rugrats NICK
12 WCW Monday Nitro TNT
12 WCW Thunder TBS
14 Hey Amnold NICK
15 WCW Thunder TBS
16 Rugrats NICK
16 Saturday Nicktoons TV NICK
16 Saturday Nicktoons TV NICK
19 Walker. Texas Ranger USA
20 Hey Arnold NICK
20 Rugrats NICK
20 Saturday Nicktoons TV NICK
20 South Park COM
24 Wild Thornberrys NICK
24 Saturday Nicktoons TV NICK
24 Wild Thornberrys NICK
24 Real World VII MTV

Rating HHs Cable
Day  Time Duralion Cable US. (000) Share
Sun 8:15P 183 7.4 56 5555 108
Mon 10:00P 65 49 37 3660 75
Mon 8:00P 60 4.8 36 3558 6.7
Mon 9:00P 60 4.7 36 3536 6.4
Sun 730P 45 43 32 3200 65
Sun 7:00P B0 42 31 3119 B3
Sun 1:30P 24 41 31 3102 92
Tue 7:30P 30 39 29 2902 6.2
Wed 7:30P 30 39 29 2874 B3
Mon 10:00P 66 3.8 29 2858 579
Thu 7:30P 30 38 28 2823 6.2
Mon 9:00P 60 3.7 28 2782 5.0
Thu 8:05P 59 3.7 28 2778 57
Wed 8:00P 30 36 27 2652 55
Thu 9:04P 71 35 27 2672 53
Mon 7:30P 30 34 26 2538 53
Sat 930A 30 34 25 2534 107
Sat 10:00A 30 34 25 2500 103
Wed 8:00P 59 33 25 2442 49
Mon 8:00P 30 32 24 2382 46
Fri  7:30P 30 32 24 235 59
Sat 10:30A 30 32 24 2354 97
Wed 10:00P 30 32 18 1776 50
Tue 8:00P 30 31 23 229 45
Sat 9:00A 30 31 23 2277 100
Thu 8:00P 30 31 23 2273 46
Tue 10:00P 30 31 22 2220 50
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on its
“We now have the abitity with our
partners to deliver over 90% of TV
markets..
says Machovina. ]

understand the evolution from pas-
sive TV viewing to active partici-
pation.

I's not TCEs intention 1o own
the franchise on interactive TV
advertising or push cable into a
gatckeeper role. Machovina says.
“Only through the set-top box and
two-way network capability is this
experience possible.” he says. "t's
nol something you can do over the
air. But we very much want 1o sit
down and talk to broadcasters.... |
see this as very much a universal
thing. It would be less than intelli-
gent for us to do it any other way.”

That said. TCI intends to capitalize
“friends and family™ strengths.

and be a lot less wasteful.”

ZD likely |

to buy ZDTV

Computer magazine publisher ZD
Inc. is likely to exercise an option
to buy cable network ZDTV from
its largest shareholders, a ZD
executive says. The start-up cable
network is owned by executives at
Softbank, ZD's major owner, and
was segregated from ZD's Ziff-
Davis magazine operation to keep
its $55 million expected 1998 loss

from hurting last summer’s initial
public offering.

ZD received an option to buy
ZDTV by Dec. 31. ZD CFO Tim
O'Brien says that exercising the op-
tion is contingent on ZDTV execu-
tives' ability to secure 8 miliion—10
million subscribers, but carriage
commitments in place are expected
to carry the network past that level.
ZD's stock price has been ham-
mered since the IPO because of
disappointing performance. But al-
though ZDTV is expected to cost
another $25 million—$35 million next
year, O'Brien says he doesn’t ex-
pect exercising the option to cause
any prablems, because ZDTV looks
much more solid than it did at
launch, and investors have been
expecting ZD 1o buy the network,
"We've been telling them that the
option [is up] at the end of the year,”
O'Brien says. ‘I think it's already in

the price." —John M. Higgins

~
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‘AWfUI Truth’ Malone, Hindery, Wright

headiine Western Show

a nd Moore The California Cable Te:evision Association has set is lineug of speakers |

for this year's Western Cable Show. They include Tele-Communications

Inc. Chairman John Ma one, TCl President Leo Hindery enc NBC Chair- |

0“ Bravo man Bob Wright. The convention runs Dec. 2-4 at the Anahsim Convention
Cenzer. The opening general session will include Hindery, Viright, USA ‘

Halt-] o Wy e v o Networks Inc. Chairman Barry Diller and Capital Resear:1 and Manage-

”-f' l_()m SHaW ’:s ’,7‘”’ ”f ment Senior Vice Presicent Gordon Crawford, the mcst inf'uertial investor
])HS/I _f()i' maore ()I'Igllltl/s in madia. Malone will apaear the second day with Oxygen Nedia Chairman '

Geny Laybourne and Cox Communications Inc. President .amz2s Robbins.
By Donna Petrozzello '

ravo is teaming up with filmmak-

B er and social satirist Michael

Moore 1o launch The Aw/ful
Truth. The half-hour documentary- |

stvle news show. hosied by Moore. will
begin next April.
Ed Cuarroll.
Bravo executive
vice presidem
and general man-
ager. says Moaore
will challenge
conventional
news storytelling
bv reporting sto-

GET A HANDLE ON THE NEWEST TOOLS IN TARGET MARKETING

"TARGETING CUSTOMERS IN A COMPETITIVE WORLD"
NOV. 30-DEC. 1, ANAHEIM, CA
CTAM'S PRE-WESTERN SHON WORKSHOP

4 k -, Michael Moore's

IIcs \\'llh an 0”" fatest sardonic vis-
beuat. humorous ion will air Wednes-
twist. Bravo has days at 9 on Bravo.

ordered 14 ininal episodes ot The

Segmentation and targeting are
th= best ways to excel in tcday’s
wienching marketplace. And the
best way to be up-to-the-rwinute

Awful Troth. which is slated 10 pre- is by attending CTAM's *New
miere on Bravo on April 14 a1 4 p.m. Tcols” workshop. We'll even
~ In ﬁu‘rl v C‘pl.:()dcl‘é. 1!.10 cum_L;l)'u .l_»":'llnws guarantee you three new ideas
Moore as he leads a group of Puritans 1o or your money back. So register

Judge Kenneth Starr’s home o offer now. And get a grip.
their “witch hunt™ services for “less
thuan 540 million.” Carroll says.

Moore devotes another episode to
“scouring the globe for a [Rupert|
Murdoch-tree community.” Carroll
says. And in another. Moore tells the
story of Irying to smuggle a group of
American workers into Mexico 1o re

et oo David Shepard Mark Gill
LI‘!”" their jobs, _ A fthor, The New Presiden:/
This serics lets Bravo take its camera Dvect Marketing: Miramax LA,
out into society.” Carroll savs. “Moure, Howto implement;  Miramax,
— = . L & ®rofit-Driven Films
and others like him. are the equivalent ol Dstabase

the American storytellers.” he continues. | Kearkahiag
L 5 o S'rategy
TV has become a place for aliermitive
storytelling, and that’s a form of creative
expression that's just right for Bravo.™”
Positioning The Awtul Troch m a9
p.m. Wednesday tme slot will force
Bravo to push back the start time ot i1s
Wednesday night film 10 9:30. Carroll |
says scheduling Moore's series in
prime time “represents Bravo's objec- |
tive 1o add more original programming |
in prime time and decrease our depen- 10 JOIN 703.549.4200 or www.Clam.com
dence on films.” =
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digital deal

CI Communications

(TCIC) is teaming with
Encore Media Group in a
marketing campaign
designed to convert basic-
cable subscribers into digi-
tal customers. Using the
Encore channel and three
of its thematic multiplexed
channels—Love Stories,
Mystery and Westerns—as
the hooks. the companies
are touting TCI Digital
Cable as a money-saving
alternative to the video
store. Under the promo-
tion, customers who sign
up for TCI Digital Cable
receive Encore and the

three thematic channels
free for up to a year. Greg

Mills. Encore’s VP of digi-

1al strategy. says the target
market is some 6.1 million
non-premium basic cable
subscribers. The idea is to
bring them into the digital
fold and enable TCIC to
market other digital ser-
vices, such as high-speed
data and, eventually, tele-
phony viathe TV,

‘South Park’s’

chef in a jam

j ust in time for Thanks-
giving, Comedy Central

is releasing “Chef Aid: The

South Park Album,” a col-
lection of tracks recorded

by musicians ranging from
Elton John to Perry Farrell
inspired by the cartoon ser-
1es’ Oct. 7 “Chef Aid” epi-

sode, The South Park al-
bum, released by American
Recordings/Columbia Rec-
ords. is expected to hit the
stores on Tuesday. Nov,
24. Singer Isaac Hayes,
who voices the Chef char-
acter on South Park. sings
some of the albums tracks,
including “Tonight is Right
for Love™ in a duet with
Meat Loaf.

Comcast

makes gains

c omcast Corp. says
third-quarter consoli-

dated operating cash flow
rose 15.3%, and consoli-
dated revenue rose 12.5%.
Results were in line with
analysts’ expectations.
Comcast characterized the
quarter as strong. but
basic subscriber growth
was up only 1.3%. Com-
cast told analysts and in-
vestors that it is concen-
trating on launching digi-
tal cable. Comcast report-
ed operating cash flow of
$420.7 million and a net
profit of $706.6 million on
revenue of $1.355 billion.
Comcast attributed the
boost to the bottom line.
which showed a $62.2
million loss in the compa-
rable quarter last year. and
to a nearly $1.1 billion
pretax gain from the
AT&T/Teleport merger.
Absent that. the company
would have had a one-
cent-per-share net loss for
the quarter.

In the high pressure
world of broadcasting,
when you need equip-
ment financing, Charter
Financial delivers -
simply. quickly. competi-
tively. Charter has been
a leading financing
resource to the media
and entertainment indus-
tries for over 20 years.
Our financial solutions
have helped hundreds of
companics in broadeast.
film and video produc-
tion and post-production,
live theatre and motion
picture exhibition. For
more information about
Charter, calt us today.

1-800-805-9999.

CIHIARTUR FinANClAL
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TV Land tops
MSO survey

By Donna Petrozzello

ore cable operators said they
M would add MTV Networks’

retro sitcom channel TV Land
to their channel lincup than opted for
any other basic cable channel, accord-
ing to the 1998 Beta Research Cable
Operator Study released last week.
Beta reported that 42% of 13 cable
operators surveyed said they would be
interested in adding TV Land by the
end of 1999.

Discovery’s Travel Channel, Food
Network. Animal Planet and Turner
Classic Movies rounded out the top
tive picks. Also named as desirable
add-ons by operators were Fox News
Channel. FX. MSNBC. Bravo and
Home & Garden TV,

Among emerging digital networks.
the majority of operators say they're
most likely to add Discovery Communi-
cation’s digital networks. Operators
were equally bullish on adding Toon
Disney. the latest all-animation channel
from Disney Channel. to a digital tier. m
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CBS broadcasts NFL in hi-def

Airs regional game on seven DTV stations

By Glen Dic4son

BS became the tirst broadcast net-

work to show a live high-defini-

tion sports event when it success-
fully broadcast the New York Jets vs.
Buftalo Bills National Football Laague
game in HDTV on Sunday. Nov. 8.

“We're finally on the air.” said
Joseph Flaherty, CBS senior vice pres-
ident for technology.

The Jets/Bills game was shown locally
on weBs-DT New York and distribuled
regionally to six CBS 0&0s and attili-
ates: Kyw-DT Philadelphia: wusa-nT
Washington; wBTv-DT Charlotte. N.C.;
WRAL-DT Raleigh. N.C.: wkrc-nT Cincin-
nati. and WiNs-DT Columbus. Ohio.

Originally, CBS planned only 1o
show 1he game locallv on wess-pT. But
the week before the game, the NFL
upgraded the Jets/Bills matchup (which
determined first-place standings in the
AFC East division) 10 a regional con-
test. and CBS identified a number of
local stations capable of retransntitting
it digitally. The network plans to broad-
cast three more NFL games this season,
all on a national basis, on Dec. 19, Dec.
26 and either Jan. 9 or Jan. 10.

Flaherty said the Jets/Bitls broadcast
went oft without a hitch. despite a power
surge al WCBS-DT’s transmitier site that
brietly knocked its signal off the air a few
hours betore game time. CBS used fiber
optics from Vvvx to backhaul a 45 Mb/s
HDTV signal ftom Giants Stadium to the
CBS Broadcast Center in New York.
where it was decompressed for graphic
treatment. recompressed o 19.4 Mby/s and
passed on 1o the Empire State Building for
focal broadcast. For regional distribution.
a 45 Mb/s signal was sent via fiber 10
Microner Communications in Glenwood,
N.J.. and uphnked tor satellite transmis-
sion 10 CBS O&Os and affiliates.

CBS affiliwie WRAL-DT Raleigh. N.C,,
received the satetlite signal with no prob-
lems. says Tom Beauchamp, the station’s
director of engincering. “We picked it up
and showed it to two 10 three ditferem
tocations.” One interested viewer wus
Jim Goodmon, president of station owner
Capitol Broadcasting, who watched the
game on an HDTV set at his home.

wkRC-DT Cincinnati, which is current-

BroadcaslingeCable

TECHNOLOGY

lv hroadcasting
DTV under atem-
porary FCC
license. also suc-
cessfully retrans-
mitted  CBS's
HIDTYV feed of the
Jets/Bills game.
according to Leon
Brown, vice pres-
ident of TV engi-
neering, WKRC-
bT. Brown. who
watched the game
at the station on a
receiver provided by encoder supplier
Harris. says the picture was llawless.
Brown adds that Circuit City. which
receivedihe game and displayved it 10
consumers, citlled the station to say “the
picture looked great.”

CBS’s 1080-linc interlace HDTV
broadcast, which was produced sepa-
rately fromt the network 's NTSC broad-
cast of the game, came complete with
HDTV graphics and HDTV commer-
cials. (There also were sonw upconvert-
ed 4:3 spots.) The HDTV graphics were
created on CBS's Silicon Graphics
workstations. The commerciials came
from Sonv. which supplied the HDTV
equipment for CBS’s production truck
and organized promotional events al
consumer electronics stores throughout

The Jeis/Bills HDTV broadcast from CBS’s control center.

the New York market.

James Palumbo. vice president for
consumer television products tor Sony.
says that local dealers had made a big
adverusing push to draw consumers
into their stores 10 walch WCBS-DT'8
HDTYV broadcast.

“HDTV sets are not expected initially
to be a huge business for Sony. or for
anybody else,” says Palumbo. “But the
interest and enthusiasim are really high.”
Patumbo adds that Sony’s latest con
sumer research indicates that 60% of
American consumers plan to visit retail-
ers over the next three months 1o see
HDTV. The company plans to have
HDTYV sets in stores by Thanksgiving. ®

—Karen Anderson contributed to
this story.

PBS digital week a success

PBS kicked off its long-awaited digital week last Monday (Nov. 9) at 9 p.m.
with three hours of 1080t programming—Chihuly over Venice, Digital TV:
a Cringely Crash Course and Washington the Beautiful—to five of its East
Coast affiliates. PBS repeated the broadcast at midnight for a feed fo two
West Coast affiliates. “It couldn’t have gone better,” says John Toletffson,
PBS vice president and chief technology officer.

PBS sent the teed from its broadcast facility in Alexandria, Va., via
microwave to its satellite uplink facility. The HDTV feed was distributed at
19.4 Mby/s on half of PBS's leased transponder on GE-3. (PBS was using
the other half to test-broadcast the enhanced digital Frank Lloyd Wright
program that was scheduled to air last night {Nov. 16).) PBS followed its
HDTV broadcast with four multicast channels of identica: programming.

According to Jerry Butler, PBS senior director of DTV. the Frank Lloyd
Wright program with enhanced digital data provided by Intel was suc-
cessfully broadcast fron the network to all seven stations.

—Karen Anderson
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 WKOW-TV, retailer prom
F"

By Karen Anderson

hockley  Communica-
s tions—owned ABC affiliate
wKkow-Tv Madison, Wis.. is
teaming with local retailer Ameri-
can TV & Appliance to educate
the public about HDTV and to
generate set sales, says Terry
Kelly. vice president of Shock-
iey’s television division.
wWKOW-TV and American TV are
constructing an HDTV demonsira-
tion van that will travel to shopping
malls. area sporting events and
other community events where
people can view and ask questions
about HDTV. The van is scheduled
10 hit the streets on Feb. 1.

e

Consumers get to view HDTV at a Madison, Wis., demo.

ote HDTV

gramming to walch.

“What we have is the chicken
and the egg problem.” he
explains. “We are pleased that
the network is committed to
showing at least Wonderful
World of Disney and their movie
of the week in hi-def. but we
need more programming than
that to really stimulate set sales.”

Kelly says the station is plan-
ning to produce high-det local
programming in 1999, starting
with one sporting event and sev-
eral features each month. With
Shockley-owned production
company ProVideo, American
TV also is completing produc-
tion of its first HDTV commer-

% i
| T
PAS-8 launch
a success
PanAmSat is one step
closer o its mission to
grow its fleet of satellites
to 25 over the next 16
months. [ts PAS-8 Pacific
Ocean region satellite was
successfully launched
aboard a Proton rocket
trom Baikonur Cosmo-
drome in Kazakhstan on
I Nov. 4. The Space Sys-

tems/Loral-built PAS-8
contains 24 C-band
transponders and 24 K-
[ band transponders. PAS-
| 8's orbital location at 166
degrees east longitude is
just three degrees west of
PAS-2 and enables
PanAmSat (o offer

“Another key thing we're doing is
keeping lists of people who are inter-
ested in high-definition television so
that we can communicate with them ...
1o inform them more aboul this devel-
oping technology. provide an advisory
service as to what they ought to be buy-

ing and when and also to stay in touch

CUTTING EDGE
a ey By Glen Dicksan and

Karen Anderson

increased services in the
Pacific Ocean region.
PanAmSat says that PAS-
8 already is scheduled 1o
support the 2000 Summer
Olympic Games in Syd-
ney, Australlia.

National Digital
Television Center
chooses
Ikegami/Fujinon
National Digital Televi-
sion Center, a network
origination and production
center with facilities in
Denver, Hong Kong, New
York City and Hollywood,
will gear up its new Los

Angeles site with [kegami
HK-388 and HK-388P
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with them on programming opportuni-
ties.” Kelly explains.

In addition, WKOW-TV is running an
on-air contest in which the grand prize
is a Samsung HDTV set donated by
American TV. But Kelly says even a
strong marketing campaign cannot

cial spot, due to air by 1999,

wKOW-Tv and American TV already
have sponsored an in-store showing of’
John Glenn’s Oct. 29 space launch in
high-definition and « Nov. | HDTV
premiere party at the station that cele-
brated ABC’s first 10801 network
HDTYV telecast of "1031 Dalmatians.” m

help sell HDTV sets if there is no pro-

4:3/16:9 switchable cam-
eras equipped with Fuji-
non lenses. The Tkegami
cameras, which have five
20x1 studio lenses, three
20x8 hand-held camera
zoom lenses and one
10x4.8 wide-angle lens,
will be used within the
center’s in-house studios.

USA fires up
effects/editing
system

USA Network has pur-
chased Discreet Logic’s
Fire online editing and tin-
ishing tool and Inferno
visual-effects tool for its
New York-based studio
production facility. “Our
production exists in an
increasingly interactive
environment where the
editorial process is tightly
integrated with graphics,
special effects and other
aspects of finishing,” says
Dick Ross, USA Network
senior vice president of

www.americanradiohistorv.com

operations. Both systems
offer a piclure-based inter-
tace and allow users to
browse files on remote net-
worked systems and trans-
fer files between Windows
NT or Mac workstations.

DirecTV picks

Tektronix, Sarnoff
Tektronix and Sarmoff
Corp. will develop a real-
time, in-service picture-
quality monitor system for
DirecTV. The system is
designed to ensure the
highest picture quality on
more than 185 DirecTV
channels and to identify
unused satellite capacity
that can be used for addi-
tional programming. The
system will be based on
Sarnoft’s JNDmeltrix simu-
lation of the human vision
systemn and will allow
DirecTV to monitor and
adjust the bit rate of each
channel to match the needs
of its program material.
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CNN streams Gates

Virage software lets PC
users search and download
VOD testimony

By Richard Tedesco

aking an approach that substan-
Tliully changes online news

streaming. CNN s making
Microsoft CEO Bill Gates™s testimony
in the Department of Justice antitrust
suit accessible in a scarchable format
using technology from Virage.

The new wrinkle from CNN Interac-
tive is actually a prelude to anticipated use
of the software to sort through the loom-
ing congressional impeachment hearings.
“We saw the potential with the fimpeach-
ment] hearings coming up and the Clin-
ton testimony that has already happened.”™
siays Chuck Westbrook, managing editor
of CNN Interactive. “More and more
electronic media tends to get into court
records and |is] the way people are expe-
riencing procedures in govemment.”

Enhancing streamed content that
otherwise would be unwieldy or time-
consuming to sort through, the Virage
VideoLogger software that CNN Inter-
active is using lets PC users call up
Gates’s comments on specific subject
arcas in the deposition that he video-
taped for the ongoing trial in federal
district court. CNN ofters the clips in
RealVideo or Microsoft Windows
Media (formerly NetShow).

The initial two hours of Gates testi-
mony is now posted on CNN's site
(www.cnn.com/TECH/computing/vid
eofgates). It will be updated as the trial
progresses and the DOJ releases subse-
guent segments of Gates’s testimony.

In addition to viewing segments of the
testimony relevant to their specific inter-
ests, PC users also can pull down a text
transcript of cach segment. Plugging in a
company name, such as Netscape or
Apple. brings the user a menu of refer-
ences trom the court record for stream-
ing or reading. Users can navigate video
conten synchronized with an index to
permit scrolling through to a keyframe.
individual word or marked clip before
replaying the section.

CNN anticipates using the technolo-
gy as news events warrant. according

SETVES

sci-tech

video

e

Fawreh the Jares Teadmany 'Vdes
[ Bawch

T T kg ool b o g dbiomie

Justice Department deposition by topic.

to Westbrook. who says that lengthy
reports. hearings or depositions are the
ideal types of online content for it. The
potential for treating historic archived
content is also there. Il you had the
Watergate tapes, it would be an amaz-
ing way of sifting through that con-
tent,” Westbrook observes.

AltaVista used the same VideoLog-

Searchable index of Gates |

Federal prosecutors  the Microsoft anmtrust case took 20 hours of
rdeotuged testynony of Microsoft Chazrmie Bll Gates on August 73 Portons
of the testrmony are bemg played i court before bewng released to the media

You cen use our searchable ndex Lo produce wdeo chips thas contan the

This CNN site lets you search through the Bill Gates

ger software to stream
President  Clinton’s
videotaped grand jury tes-
timony last month, draw-
ing 500,000 hits the first
day it posted the testimo-
ny for selective parsing.
“We're working with
i these compunies 1o create
another category: search-
[ able-use media,” says Cur-
[ los Montalvo, Virage vice
president of marketing.
“Searchable video is here.”
And there’s likely to
be more of it as Virage

VIRAGE

= ivel ks

; aggressively seeks to
_ license VideoLogger to
i, e other broadcast news

providers for similar
applications. VideoLog-
ger is search-engine inde-
pendent, according to
Montalvo. who says that Virage wants
10 do business with various Internet
portals. both inside and outside the tra-
ditional news business.

The San Mateo., Calif —based soft-
ware company has been providing
video search capabilities to govern-
ment agencies and corporate entities
since its inception in 1994, |

VideoSeeker adds
news, flicks, laughs

Archive increases its content from variety of sources

By Richard Tedesco

BC’s VideoSeeker online on-
N demand video archive made con-

tent deals last week 1o increase
and diversify its stock of TV clips,
Clips from MSNBC News, CNBC
Dow Jones Business Video, Film
Scouts and ComedyNet will start
streaming on the site that now primari-
ly showcases NBC fare. Content stored
on the site (www.videoseeker.com)
includes Jay Leno monologues from

The Tonight Show. bits from Late
Night With Conan O Brien, Access
Hollvwood celebrity interviews and
music videos from myLaunch.

Film Scouts presents news and com-
mentary about Hollywood and inde-
pendent films, including online multi-
cast events, ComedyNet offers short-
form video online. including stand-up
comedy. sketch comedy groups and so-
called “alternative™ entertainers.

A new Movic Lounge section on the
site enables PC users to pull down clips
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SITE OF THE WEEK

www.ultimatetv.com

The Lrtimata

Of Your
Favorite
TV Shows

Ultimate TV
Encino, Calif.

Site features: Aptly namad
Promo Lounge features vidzo
clip previews streamed for each
day's TV shows along with
exclusive behind-the-scenes
footage; comprehensive daily TV
grid has accessible clips; one of
specialized areas is list of all-
fime top 100 TV shows, with
clips; links to broadcast and
cable network sites

Site launched: December 1996
(originally launched as TVNet in
1994)

Site director: Mary Van Plank,
Ultimate TV production director

Streaming technology: Inter\'u

Traffic: Averaging 4.5 millian
page views monthly

Advertising: Banner ads from
I'V programmers, includirg
UPN, PBS, ZDTV, various indi-
vidual shows

Revenues: N/A

Highlights: Streamed sneak
preview of new Highlander: The
Raven series from Rysher Ent=1-
tainment drew 12,000 PC users
tLning in for the 15-minute clip;
similar exclusive online serigs
previews planned

—ARichard Tedesco

from current  first-run
blockbuster MoVIes,
through a link 10 the Inter-
net Movie Database.
VideoSeeher also has
evpanded the e-commeree
section ol its site in deals
with DVD Express and
Impulse Buy Network, PC
users will he able to preview
DVD titles online and
browse virtual point-of-sale
racks front Impuise Buy Net.
VideoScehker launched an
online shopping service
pushing NBC videos and
direct-response products
from Guthy-Renker m April. L
NBC has been the most
aggressive ol the three major
broadcast networks in nmuigrating video
content online and advancing conver-
gence. Inaddition to excerpting high-
lights from its late-night comedy shows
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News and comedy are among_; the r_nenu of choices
offered by VideoSeeker’s on-demad archive.

online. NBC has extended the plot lines
of its Pretender series and created a par-
allel plot line with a second shift of
detectives for its Homicide scries. =

get cable gig

Online comnic character moving to another mediim

By Richard Tedesco

ime-traveling WhirlGirl may
T soon enter another media dimen-
sion i a cable TV deal.

The Internet cult heroine (who saved
Bill Clinton and Leonardo DiCaprio in
recent episodes) normaliy resides in
the nrid-21st century. fueled by Flash
animation. But she also has an emerg-
ing future on cable TV, according 10
Dave Williams. president of Visionary
Media, which praduces the edgy s¢i-fi
funtasy strip.

Visionary is closing in on a deal
with a major cable network that will
transform WhirlGirt from cult car-
toon star 1o an online cable propertv.
The transmigration 1o broadcast ani-
mation would take place during the
neal six to 12 months, In addition 10
the current monthly five-minute Flash
animation feature. Visionary plans to
produce shorter weekly 1akes online
for its prospective cable partner.
according to Williams. who expects
10 have an equity deal in place by
vear's end.

The most Tikely plavers are HBO's
Comedy Central or Viacom’s MTV
Networks. To help scal a cable deal,
Visionary has hired tormer Hanna-Bar-
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bera executive Buzz Potamkin. who
calls WhirlGirl “sharp, sassy and edgy.
without being obnoxious. something |
wouldn't mind an | ]-year-old seeing.”

That could threaten 10 make Whirl-
Girl seem positively mainstream-—an
accusation her creators have certainly
avoided until now,

Next up, Visionary has a more intri-
cate project on its drawing board: Rerro
Rockeis. a series about a boy whose
uncle is Jules Verne. who inspires his
nephew to “dream of the lund of yester-
day’s tomorrows, where visions of the
future from the past come back 1o lite.”
as Williams puts it. An educational
compenent will provide its imtended
voung PC user audience with hack-
ground about the cultural milicus that
spanvnied different literary sei-fi fan-
Lasies. ]

]
atasy L

The big news on the Internet is
Broadcasting & Cable Online
With 24-hour access to over 30 sections
of the |atest industry news,
www.broadcastingcable.com is an
address you'll want to bookmark

S
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WHAG-TV Hagerstown, Md.; WFFT-TV
Ft. Wayne, Ind.; KSVI[TV) and KHMT
{TV], both Billings, Mont.

Price: $65 million

Buyer: Quorum Broadcasting Co.
Boston (J. Daniel Sullivan, presi-
dent); also owns seven TVs

Seller: Great Trails Broadcasting, Day-
ton, Ohio (Alexander J. Williams, presi-
dent); no other broadcast interests
Facilities: wHAG-Tv: ch. 25, 1,352 kw,
ant. 1,230 ft.; wrFT-Tv: ch. 55, 600
kw, ant. 780 ft_; ksvi: ch. 6, 100 kw
ant. 817 ft.; kimT: ch. 4, 100 kw, ant.
1,062 ft.

Affiliations: wHAG-Tv: NBC; wrFT-Tv:
Fox; ksvi: ABC; KHMT: Fox

COMBOS

WHYL-AM-FM Carlisle, Pa.

Price: $4.5 million

Buyer: Citadel Communications
Corp., Bigfork, Mont. (Lawrence R.
Wilson, CEOQ); alsc owns 37 AMs
and 81 FMs

Seller: Zeve's Broadcasting Co.
Carlisle, Pa. (Lincoln Zeve, presi-
dent); no other broadcast interests
Facilities: AM: 960 khz, 5 kw day, 22
w night; FM: 102.3 mhz, 3 kw, ant.
328 ft.

Formats: AM: MOR; FM: country

WKRS{AM)-WXLC(FM}, both Wauke-
gan, lll.

Price: $4.3 million

Buyer: Belvidere Broadcasting Co.
LP, Chicago (Bruce Buzil, manager),
Buzil is a general partner of
Marathon Media Inc., which also
owns 10 AMs and 20 FMs

Seller: Spring Broadcasting LLC,
New York (William Sherard, presi-
dent; Broadcasting Partners Hold-
ings, controlling member); also owns
four AMS and three FMs; BPH also
owns Pilot Communications LLC
{four AMs and 10 FMs), Mercury
Radio Communications LLC (one
AM and three FMs), Sound Broad-
casting LLC (three FMs) and Gleiser
Communications LP (four AMs and
one FM)

Facilities: AM: 1220 khz, 1 kw; FM:
102.3 mhz, 3 kw, ant. 322 ft.
Formats: AM: news/talk; FM: top 40

WHBU(AM) Anderson and WAXT(FM}
Alexandria, both Ind.

Price: $2 million (estimated)

Buyer: Indiana Radic Partners, Provi-
dence, R.l. (Michael Schwartz, princi-
pal); also owns one AM and five FMs

BroadcastingsCable

CHANGING HANDS

The week's tabulation of station sales |

Seller: Clearwater Enterprises.
Anderson, Ind. (Tom Hayth, presi-
dent), no other broadcast interests ‘
Facilities: AM: 1240 khz, 1 kw; FM:

96.7 mhz, 2.3 kw, ant. 367 ft.

PROPOSED STATION TRADES

By dollar volume and number of sales;
does not include mergers or acquisitions
invelving substantiai non-station assets

THIS WEEK Formats: AM: news/talk; FM: country
TVs 565,000,000 - 1 Broker: Berger & Co. |
Combos 7 $12,730,000 0 5

WVLD[AM) and WQPW(FM), both Val-
dosta, Ga.

Price: $1.6 million

Buyer: Brooks Broadcasting Corp. |
Inc., Valdosta, Ga. (Albert L. Brooks,
president); Brooks also owns

wwRG(FM) Valdosta, Ga,

Seller: Metro Media Broadcasting

Inc., Valdosta, Ga. (Harrison Coop-

er, president); no other broadcast
interests

Facilities: AM: 1450 khz, 1 kw; FM: '
95.7 mhz, 35.9 kw, ant. 606 ft.

Formats: AM: news/talk; FM: AC

WOBG(AM) Clarkesburg/WOBG-FM |
Salem, both W.Va.

Price: $330,000 |
Buyer: Burbach Broadcasting Co. of
Delaware, Carnegie, Pa. (Nicholas |
A. Galli, president); also owns three

FMs$5,121,000 =7
AMs 1 $5,650,000 - 1
Total 0 $88,501,000 — 14

S0 FAR IN 1998

TVs $8,968,207,610 0 75
Combos 1$2,207,122,992 - 244
FMs 1 $986,602,004 0 311
AMs1$573,726,040 1 224
Total :$12,735,658,646 (1854

SAME PERIOD IN 1997

TVs$6,812,680,330 1 105
Combos 1$7,666,342,551 (1 288
FMs$1,869,796,332 - 365
AMs1$332,916,608 - 209
Total 1$16,656,725,821 1967
Source: BroacasTive & Casit

R WAITT BROADCASTING

has acquired

WPGX-TV

Panama City, Florida
from

WICKS BROADCAST GROUP
| $7, 100 000

The undersigned acted as exclusive broker
in this transaction and assisted in the negotiations.

A\
Kalil & Co.

Inc.

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050

NOVEMBER 16, 1998 / BROADCASTING & CABLE (S

www americanradiohistorv com


www.americanradiohistory.com

AMs and three FMs

Seller: Hilber Corp., Bridgeport,
W.Va. {Bob Hilber, president); no
other broadcast interests

Facilities: AM: 1400 khz, 1 kw: FM:
105.7 mhz, 6 kw, ant. 581 ft.
Formats: AM: golden oldies; FM: oldies

WERK-FM Muncie and WLHN{FM)
Elwood, both Ind.

Price: $2.25 million (estimated)
Buyer: Indiana Radio Partners, Provi-
dence, R.l. (Michael Schwartz, prin-
cipal); also owns one AM and five
FMs

Seller: Dream Weaver Broadcasting,
Muncie, Ind. (Wade Weaver, princi-
pal); no other broadcast interests
Facilities: WErRk-FM: 104.9 mhz, 3 kw,
ant. 328 ft.; wLHN: 101.7 mhz, 3 kw,
ant. 328 ft.

Formats: wERK-FM: oldies; wLHN: oldies
Broker: Bergner & Co.

WWWO(FM) Hartford City, Ind.

Price: $1.2 million (estimated)

Buyer: Indiana Radio Partners, Provi-
dence, R.l. (Michael Schwartz, prin-
cipal); alsc owns one AM and five
FMs

BY THE NUMBERS
BROADCAST STATIONS

Service
Commercial AM 4,734

Commercial FM 5,639
Educational FM

VHF LPTV

UHF LPTV

| FM translators & boosters 3, 133 .
VHF translators 2,1 E&:
UHF transiators 2,750
Commercial VHF TV
‘Commercial UHF TV 656
Educatlonal VHFTV 12?
Educatlonal UHF TV 243
Total TV 1,583

; Total systems 11,517

| Basic subscribers 65,864,090

| Homes passed 94,850,000
Basic penetration” 66.3%

Muncie, Harrisburg consolidate

In two recent radio-station deals, two companies consolidated holdings in
Muncie, Ind., and Harrisburg, Pa. Indiana Radio Partners juggled three
separate sellers to buy five stations in Muncie, broker Michael J. Bergner
says. The total sale price is $5.5 million for waxT-am-Fm from Clearwater
Enterprises, weRk-FM and wLHN-FM from Dream Weaver Broadcasting and
wwwo(Fm) from Viking Communications. One of the principals in Indiana
Radio Partners is former ABC Radio Networks President Aaron Daniels.
In Harrisburg, Citadel Communications Corp. said it will pay $4.5 million
for Zeve Broadcasting Co.'s wHYL-aM-FM, bringing the company's holdings

there to five stations. All deals are subject to FCC approval.

A. Rathbun

Seller: Viking Communications,
Muncie, Ind. (Judy Kvale, principal);
no other broadcast interests

Facilities: 93.5 mhz, 3.04 kw, ant. 456 ft.

Format: Classic rock
Broker: Bergner & Co.

WPTG({FM) West Point, Va.

Price: $1 million
Buyer: Colonial Broadcasting LLC,
Glen Allen, Va. (James E. Campana,
managing member); Campana also

owns 25% of a construction permit

for wsrv(Fm} Deltaville, Va.

Seller: Real Radio Inc., Williamsburg,
va. (Gilinda Rogers, president); no
other broadcast interests
Facilities: 107.9 mhz, 6 kw, ant. 328 ft.
Format: Hot country

WTUS(FM} Mannington, W.V.

Price: $340,000

Buyer: Burbach Broadcasting Co. of
Delaware, Carnegie, Pa. (Nicholas
A. Galli, president); also owns three
AMs and three FMs

Seller: Summit Media Broadcasting
LLC, Fairmont, W.Va. (N. Al Sergi,
principal); nc other broadcast interests
Facilities: 102.7 mhz, 3.21 kw, ant.
453 ft.

Format: Country

WLWI{FM) Masontown, Pa.

Price: $250,000

Buyer: Bible Broadcasting Network
Inc., Charlotte, N.C. {Lowell L.

Davey, president); also owns/is buy-

ing three AMs and 27 FMs

Seller: He's Alive Inc., Grantsville,
Md. {Dewayne Johnson, president);
alsc owns six FMs

Facilities: 88.5 mhz, 16 kw, ant. 304 feet
Format: Religious

KCOU(FM] Columbia, Mo.

Price: $80,000

Buyer: The Curators of the Universi-
ty of Missouri, Columbia, Mo.
{Theodore C. Beckett, president);
also own five FMs

Seller: The Independent Residence
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Halls Association, Columbia, Mo.
{Dennis Larimer, general manager);
no other broadcast interests
Facilities: 88.1 mhz, 435 w, ant. 110 ft.
Format: Progressive rock

KHOY(FM) Laredo, Tex.

Price: $1,000

Buyer: Laredo Catholic Communica-
tions, Laredo, Tex. (Rebecca C.
Sepulveda, president); no other
broadcast interests

Seller: Diocesan Telecommunications
Corp., Corpus Christi, Tex. (Bennett
McBride, general manager); also
owns KLUX{FM) Robstown, Tex.
Facilities: 88.1 mhz, 1.8 kw, ant.
575 ft.

Format: AC

WLQY(AM) Hollywood, Fla.
Price: $5.65 million
Buyer: Z Spanish Radio, Sacramen-
to, Calif. (Amador S. Bustos, presi-
dent); also owns seven AMs and 15
FMs; Bustos also owns kzsJ(am) San
Martin, Calif., 20% of Hispanic Media
Group Inc. {kaFy[am] Bakersfield,
Calit.) and 40% of J.B. Broadcasting
Inc. (kzms[Fm] Patterson, Calif.)
Seller: Genesis Communications ||
Inc., Atlanta (Bruce Manduri, presi-
dent; Starter Enterprises Inc. is sole
stockholder}); Starter also owns Gen-
esis Communications | Inc. {three
AMSs), Genesis Communications of
Tampa Bay Inc. (wwsa[AM] Pinellas
Park, Fla.); Manduri also owns 50%
of BCM Media Inc. {wsGa[am] Savan-
nah, Ga.)
Facilities: 1320 khz, 5 kw
Format: Religous

—Comp:led by Ahsa Holmes

— —

I Amphftcat:on |

Mayville Communications Inc.'s
purchase of wwrs-Tv Mayville,
Wis., for $3.3 million (BaC, Oct.

' 26) was brokered by Fox Media. |
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CLASSIFIEDS
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_HELP WANTED MANAGEMENT

General Manager/General Sales Manager.
Burbach Broadcasting Company is seeking
qualified candidates for management positons in
its Pennsylvania, Ohio and West Virginia Radio
station operations. Qualifications: prior GM or
strong GSM. extensive sales background and
leadership abilities. Multipart compensation and
benefits package. Excelient opportunity for the
right individual. Please torward your resume and
references to: Nicholas A. Galli. President.
Burbach Broadcasting Company. 104 Broadway
Ave., Carnegie. PA 15106. EEOC.

RADIO
___HELP WANTED ALL POSITIONS

Wanled: Applicants for Broadcast Industry
Opportunities - All Positions. The members of
the New Hampshire Association of Broadcasters
{NHAB) are committed to the FCC's goals of non-
discrimation and affirmative action. Post resumes
on the NHAB web page at www.nhab.org Or mail
resumes to: New Hampshire Association of
Broadcasters, Attn: Job Bank, 10 Chestnut Drive,
Bedford, NH 03110. The members of the NHAB
are Equal Opportunity Employers. Please specify
the position(s) you wish to be considered for. No
phone calls.

_SITUATIONS WANTED MANAGEMENT

How can | help your operation? Complete
small-medium market background includes pro-
gramming, sales, sales training, management,
ownership, multi-station operation. Michael 308-
384-6453.

~ SUBCARRIER LEASE
Subcarrier available. WNYE-FM, New York.

91.5 Mhz. 20 KW. Data/Paging Services only. Con.
tact: Frank Sobrino (718) 250-5829

_ PROGRAMMING SERVICES _

‘FAMILY HEALTH ™-Free 2 1/2-minute health
radio series produced at Oh.o Universily. For a
demo. phone 1-800-381-1251. Online at htip:/
www.fhradio.org.

WNOL-TV is seeking a General Manager.
Qualified applicants must have a strong back:
ground in television sales and marketing with a
minimum of 5 years management experience
and a track record of success. Please send re
sume and references to A. Oliva. WNOL-TV,
1661 Canal Street, New Orleans, LA 70112. No
phone calls. Deadline: December 11, 1998. EOE.

Group owner has an immediate opening for a
General Manager in a top 30 Southeastern

market. Station is a big four affiliate. Candidates
must have a successful record of accomplish-
ment through strong leadership. especially in
Sales and News. We are 10oking for a leader who
can and will take us to the next ievel. Reply to
Box 01454 ECE.

TELEVISION
HELP WANTED MANAGEMENT

General Manager. WHTM-TV. ABC affiliate in
the Harrisburg-Lancaster-Lebanon-York. PA
market, needs an experienced, hands-on leader
for our successful operation. Hyphenated market
presents challenges for individual with previous
track record of success. Solid station in an at-
tractive market, owned by an aggressive. growing
group. Market experience helpful, strong
rmanagement backgroundanecessity. Sendresume.
cover letter and salary history to Ray P. Grimes. I,
WHTM-TV, 3235 Hoffman Street. Harrisburg. PA
17110. No phone calls, please. EOE M/F.

General Manager. Top 50 WB affiliate is
searching for a General Manager. Qualified appli-
cants must have a minimum of 5 years experi-
ence in management also a strong background in
television sales and marketing. Please send re-
sume and references to Box 01463 EOE.
Deadline: December 10. 1998,

General Manager/General Sales Manager.
Pappas Telecasting Companies 1s currently ac-
cepting applications for the position of General
Manager/General Sales Manager for Sioux City,
lowa, KPTH-TV, Channel 44, a new FOX affiliate
scheduled to launch in the first quarter of 1999,
The successiul candidate will recruit. hire and
lead a new staftf of broadcast professionals. The
position requires keen leadership skills. superior
sales management experience, strategic plan-
ning and analytical expertise and team building
capabilities. Please send or fax your resume 10:
KPTM FOX 42, Attention: Personnel Department.
4625 Famam Street, Omaha. Nebraska 68132,
Fax: 402-554-4290. Applications will be accepted
until the position is filled. No phone calls please.
EOE.

VICE PRESIDENT, AFFILIATE RELATIONS
The WeB

Fax No.: 818977-7003
E-mail: wbnetworkjcbs@wamerbros.com
No phone calls, please.

The WeB, The WB Television Network's 100+ station group, is looking for an experienced
ieader to become part of our innovative new senior management team. You must have a strong
advertising sales background, exceptional presentation and communication skills, the talent to
foster solid relationships with station group owners and general managers across the country and
the ability to manage staff both in person and while traveling. If you are computer Iterate, think
outside the box and on your feet and can maximize non-traditional revenue opportunities, please |

fush your resume gnd salary hestory (o _
Job HARWES ) -
Hurmian Resources t’d :
The WB,/The WeB dub aph?
4000 Warmer Bivd.. Bidg 34R \ | J .
Burbank, CA 91522 v

_ Equal Opportunity Employer |
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GENERAL MANAGER / CEO

WICT, located in Jacksonvlile, Fiorida,
one of the southeast's premier public
telecommunications centers, Is seeking
an experienced/proven |leader at senlor
management level to direct future
growth of television and radio stations.
Must be skilled professional with vision
in national production and muiti-med|a
technoiogy. Development/marketing,
sales, and community service
Undergraduate
degree or equivalent required;
advanced degree preferred. Strong
communicator, Salary negotiable.

Send resume, postmarked no later
than December 15, 1998, to:

James Stewart
The Stewart Group
201 ATP Tour Boulevard
Ponte Vedra Beach, Florida 32082

Equal Opportunity Empiloyer M/F/V/D

experience required.

WTTA in Tampa, FL is looking for a GSM. Re-
sponsibilities include overseeing both local and
national sales, strategic planning, sales and
marketing promotions and putting together a
sales management team. WTTA will be Tampa's
Warner Brothers affiliate next year. and we're
looking for a leader. If you're interested in compet-
ing in the nation's 14th largest market, then
please send your resume to WTTA-TV 38, 5510
W. Gray St.. Suite 38. Tampa, FL 33609-1016.
Attn: Steve Marks.

Underwriting Account Executive. Nation's
fastest growing public station seeks aggressive
salesperson to energize radio/TV underwriting.
Currently 50% over last year's sales pace. Be a
part of our success, and enjoy our South Florida
sunshine! Salary + commission. Reply to WXEL-
TV/FM, Human Resources, PO Box 6607, West
Palm Beach, FL 33405. EQE.

Local Account Executive. Minimum one-year
experience in local TV station or national rep firm
sales. Send resume to WBZL-TV, 2055 Lee
Street, Hollywood, FL 33021. No phone calls
please.

Broadcasting & Cable
Box #

245 W. 17th Street
New York, NY 10011

e

Traffic Manager. Hearst-Argyle Television Sta-
tion and #1 affiliate in Monterey/Salinas market is
seeking a Traffic Manager 1o direct and ad-
minister all functions of a depaniment of three. Ac-
curacy and efficiency is imperative! Columbine
AS400 is in place. Must have strong analytical
skills and be detail oriented with solid communi-
cation skills. Three to five years experience re-
quired. Send resume to: Wendy Hillan. GSM.
Attn: BC. KSBW. PO Box 8t65t. Salinas. CA
93912. ECE.

National/Regional Sales Manager Position.
Experience preferred. Communication and
negotiating skills. positive attitude a must. Expe-
rience with TVWORKS and Bias a plus. Send
salary requrements and resume to General
Manager. KECI-TV. Box 5268. Missoula, MT
59806. EOE.

National TV Advertising Sales Assistant
Wanted: Leading national TV production/media
marketing company seeks sporis-oriented TV
advertising sales assistant to be based in Atianta
headquarters. Fortune 1000 sales experience a
must. ESPN. TBS, FOX network a plus. Fax re-
sume to Mr. Bonner at (770} 487-9614.

National TV Advertising Rep Wanted: Lead-
ing national TV production/media marketing
company seeks sports-oriented TV advertising
sales representative to be based in Atlanta head-
quarters. Fortune 1000 sales experience a must.
ESPN. TBS, FOX network background a plus.
Generous compensation package. Fax resume to
Mr. Bonner at (770) 487-9614.

Local Sales Manager: UPN38 WSBK-TV Bos-
ton. a Paramount Stations Group owned station,
is seeking an individual with proven leadership,
organizational and communications skills to direct
our local team. Knowledge of TvScan,
Scarborough and BIAS is beneficial. Minimum of
three years broadcast sales experience: man-
agement experience is a plus. Please send cover
letter and resume to: WSBK-TV UPN38. Dept.
13. 83 Leo Birmingham Pkwy., Boston, MA
02135. EQE.

Local Sales Manager-WMC TV. Successiully
motivate local sales 1o incremental revenue
growth through tradition and ron-traditional sell-
ing. Must be able to plan and execute sales
strategies. projects. pricing. package and incen-
tive programs. Must direct departmental func-
tions: hinng. training. evaluations and prepare
and submit revenue budgets for Local Sales.
Please send resume to: LSM. WMC Stations.
1960 Union, Memphis, TN 38104. Must be able
o pass drug test.

General Sales Manager. The Paramount Sta-
tions Group has an immediate opening for a
general sales manager with a proven track re-
cord for proposed TV station acquisition in Pit-
tsburgh. PA. The person we're locking for should
have 5+ years experience in inventory control.
budgeting, forecasting, sales promotion. new
business development, sales research. sales
personnel recruitment and management. local
and national client relations. Forward letter of
application and resume to GSM-Pitt., Dept. 578,
WPSG. UPN 57, 420 N. 20th Street. Philadel-
phia, PA 19130. We are an Equal Opportunity
Employer.
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General Sales Manager. Pappas Telecasting
seeks a sales leader for its "Nebraska Television
Network™ stations. The network consists of two
heavily news oriented ABC affiliates and two
emerging FOX stations (LMA) in the Lincoln/
Kearney/Hastings (101) market. Our idea! candi-
date will have strong leadership and oOrganiza-
tional skills for use in directing the exciting growth
of our stations. A strong localregional and devel-
opmental bias along with 5 years experience in
sales management will giveé you the background
for success in this job. General sales manage-
ment experience would be a plus..but an able
and ready local manager might be successful.
This is a terrific opportunity to have a major role
in an exciting, growing situation. Please apply to:
Stephen Morris. General Manager. Nebraska
Television Network. Box 220. Kearney. NE
68848. 308-743-2494. Pappas Telecasting is an
Equal Opportunity Employer.

Account Executive, UPN38 WSBK-TV Boston.
a Paramount Stations Group owned station. is
seeking a highly motivated salesperson who is
organized and possesses new business devel-
opment skills. One to three years broadcast sales
experience. Computer skills are essential. knowl-
edge of TvScan/Scarborough is preferred.
Please submit resumes: WSBK-TV UPN38. Dept.
13. 83 Leo Birmingham Parkway. Boston, MA
02135. EOE.

ABC affiliate WTVO in Rockford, lllinois is look-
ing for a General Sales Manager with strong de-
velopmental know-how. demonstrated inventory
control skills. and the ability to tead a team of
champions. Experience with qualitative research
and promotion as tools for market growth is a
plus. Resumes to: Human Resources. c/o
WTVO-TV, PO Box 470. 1917 N. Meridian Road,
Rockford, IL 61105,

HELP WANTED TECHNICAL

Assistant Chief Engineer. WTTA-TV in Tampa.
FL is seeking an ACE with sound digital experi-
ence. Our buildout and conversion to an all digital
plant will require experience with the analog
world, and a future with the digital. The suc-
cessful candidate will have experience with in-
stallation, operation and maintenance of video
servers. automation and LAN administration. In
addition, the candidate will need to be able to
assist the Chief Engineer with training and
supervision of master control technicians, and will
need to assist with component level repair on
studio and UHF transmitter equipment - as well
as have knowledge of FCC rules and regulations.
Please send resume to: WTTA-TV, 5510 W. Gray
St.. Suite 38, Tampa, FL 33609. No phone calils
please.

Chiet Engineer. WCBD-TV, the Media General
station in Charleston. South Carolina has an im-
mediate opening for a Chief Engineer. Suc-
cessful candidate will have 3-5 years solid expe-
rience as a chief or assistant chief. Should be
thoroughly familiar with transmitter cperations
and maintenance. studio operations, FCC regula-
tions. Computer literacy a must. Send or fax re-
sume and salary requirements to WCBD-TV,
Personnel Department, 210 West Coleman Blvd.,
Mt. Pleasant, SC 29464, Fax 843-881-3410. M/F,
EQE, pre-employment drug test required.
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Broadcast/IT Engineer. Location: New York,
NY. Responsibilities: With the Chief Engineer,
provides daily IT system support to the APTN
Broadcast Services Center in New York and
APTN news offices in Washington, Los Angeles
and Miami. Qualifications: Must have a8 minimum
of 3 years experience in the broadcast industry.
with knowledge of a wide range of broadcast
equipment, including studios, Betacam VTRs and
edit suites and Master Control systems. Must
also have thorough knowledge of IT, including
PC support, LAN/WAN and software applications
support. Must have excellent interpersonal skills
and the ability to work well as part of a small
team under the pressure of an on-air environ-
ment. Some domestic and international travel re-
quired. To Apply: Send cover letter and resume
to Chris Stocking. Interpational Television Man-
ager. APTN, Suite 710. 1825 K Street NW,
Washington. DC 20006. The AP is an equal op-
portunity/atfirmative action emoloyer. M/F/V/D.

Chiet Engineer. WBTW-TV13, the CBS atfiliate
in Florence/Myrtle Beach, SC and the dominant
news operation in the market, has an immediate
opening for a Chief Engineer. The individual
chosen will have experience as Chief or Assis-
tant Chief. be familiar with studio and transmitter
maintenance. and know the administrative
aspects of running an engineering department. in-
cluding project management and capital. The
ideal candidate will have a degree in electronics
(BSEE preferred. ASEE or ASEET acceptable)
and/or military electronics experience and hold
SBE certification. Mail or fax letter of application
with resume to: Bob Richardscn. Dir. of Engineer-
ing. Spartan Communications, Inc.. PO Box
1717, Spartanburg, SC 29304. Fax 864-595-
4605. Spartan Communications is an EQE and
encourages minority and female applicants.

No o calis, please.

Jeb BAFFENG
Hurr an Resources
The WB/The WeB
4000 Wamer Bivd., Bldg 34R
Burbank, CA 91522
Fax No.: 818977-7003

SYSTEMS ENGINEER,
The WeB Affiliates

I
The WeB, The WB Television Network's new consortium of tv stations - is seeking an experienced i
|
I

CLASSIFIEDS

technical professional to join our revolutionary new venture. In our state-of-the-art new digital Broadcast
Operations Center, you will be responsible for evzluating and solving technical issues related to The WeB's
affifiated cable distribution system while establisting a methodology for performance measiirgment and
technical support troubieshooting procedures. Yau wifl develop strong working refationships with our cable tv
affiliates’ technical staffs as well as with hardware and software suppliers as required. Strong knowiedge of
satelite and computer technology/operations as well as broadcast cable tv industry required. Experience in
digital video compression preferred, strong desire to axpand your knoatedge in cable tv technoiogy preferred. |
BA/BS degree required along with a minimum of 8 years experience in a technical job function, understanding |
of Windows NT environments, computer literacy and familiarity with Crystal reports, cc:mail, Word and Excel.

if this is the professional challenge you've been waiting for, please send your resume and salary history o |

d\]bt)d%;ba
\

E-mait: whnetworkjobs@wamarbros.com

Chief Engineer. Candidate must possess strong
skills and at least 5 years of studic maintenance
experience. UHF transmitter experience a must.
Strong computer background is required with an
emphasis on networking. Will be responsible for
the evaluation, procurement, and installation of
statlon equipment. Ensure station compliance
with FCC rules and company technical policies.
Must have good management and cormunica-
tion skills. Send resume and salary requirements
to Human Resources, WUPW FOX 36. Four
Seagate. Toledo, OH. WUPW is an EQE.

Chief Engineer. Location: New York, NY. Re-
sponsibilities: Provides engineering sujport to
the APTN Broadcast Services Center in New
York and APTN Engineering team in news offices
in Washington, Los Angeles and Miami. With the
APTN Engineering team in London. cocrdinates
day-to-day technical operations and plans future
developments for the Center and the news of-
fices. Supervises Broadcast/ IT engineer and
oversees the MCR operations. Some intermnation-
al and domestic travel required. Cualifications:
Must have minimum of 6 years experience in the
broadcast industry, with detailed system and com-
ponent-level knowledge of Studic equipment.
Master Control systems. satellite and terrestrial
transmissions. Betacam VTRs and edit suites,
ENG equipment and computer systems. vust be
able to work independently and supervise staff.
Must possess excellent interpersonal skills to
deal with internal departments and a wida2 range
of international clients. To Apply: Send ENG cover
letter and resume to Chris Stocking. Interational
TelevisionManager, APTN, Suite 710, 1825 < Street
NW. Washington, DC 20006. The AP is an equal
oppontunity/affirmative action employer. M/F/V/D.

Equal Doportunty Employer

Director of Engineering. KUSA-TV, Denver, Col-
orado, a leading NBC affiliate owned by Gannett
Co. Inc., is seeking an experienced Director of
Engineering. Qualified candidates will bring 3+
years of supervisory experience in a large broad-
cast engineering department. Responsible for
supervising operations, maintenance and
engineering functions. Reviews work schedules,
coordinates cross training. supervises staft re-
views and interfaces with venoors. Will oversee
development of digital television service and the
ultimate construction of a new digital television
plant and transmitter. We offer an excellent
salary and benefits package. Please send your
cover letter with salary requirements and resume
to Manager of Human Resources, KUSA-TV, 500
Speer Boulevard, Denver, CO 80203. Email to
careers@9news.com or fax to 303.871-1739.
Gannett 1s an Equal Opportunity Employer.

ENG/SNG Engineer. Come work for the most ag-
gressive news station in New England. Positions
are now open. Live news coverage, a multitude
of sperting events and special programming are
all part of the mix as we continue to grow our live
and on the road programming. If you are a road
warrior looking to go live with at least 2 years ex-
perience, send your resume today. Reply to Box
01461 ECE.

Master Control Operator. Come work for the
most aggressive news station in New England.
Positions are now open. Responsibilities include
spot insertion, taking feeds and coordinating live
ENG and SNG receive. f you can multi-task
while paying close attention to details, send your
resume today. Reply to Box 01460 EOE.
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Senior Engineering Manager- Major market
broadcaster is l00king for an experienced senior
engineer with strong management skills. The
candidate should have a minimum of 10 years im-
mediate experience in network affiliate television
with a strong emphasis on a competilive news
product. Leadership skills are a must as this indi-
vidual will be responsible for major projects includ-
ing the transition to DTV. Working knowledge of
all components of the broadcast television signal
path along with appropriate educational back-
ground and industry cerification is expected.
Forward background and experience along with
compensation history and expectations to Box
01464. EEO employer M/F. Pre-employment
drug test required.

Studio Engineer. Come work for the most ag-
gressive news station in New England. Positions
are now open. The right candidate will have ex-
perience installing and maintaining a diverse com-
plement of anaiog and digital studio equipment.
You'll work with a full range of formats including
NTSC, SMPTE 259 and 292, MPEG-2 and more.
An understanding of computer networking is a
plus. Five years experience in a fast paced news
environment preferred. Reply to Box 01459 ECE.

Studio/RF Maintenance Technician. ABC8
WLNE-TV has a full-time opening for Studio/RF
Maintenance Technician. Qualified applicant
should be well versed in all aspects of studio and
ENG maintenance, as well as having VHF
transmitter maintenance experience. The ideal
applicant will have the ability and attitude it takes
to maintain a broadcast television station. Appli-
cants should send a cover letter and resume to
WLNE-TV, Attn: Director of Engineering and Op-
erations, 10 Orms Street, Providence, Rl 02904.
ECE.

TV Maintenance Engineer. KTTC-TV is looking
for a highly motivated engineer. The ideal candi-
date will have computer skills, facility design and
experience in all types of studio equipment, in-
cluding S-VHS, 1, DVC PRO, switcher, routers,
etc. Candidate should also have UHF/VHF
transmitter and microwave experience. FCC |li-
cense or equivalent. Excellent group with bene-
fits. Fax resume and cover letter to: Director of
Engineering at 507-288-6324 or send to KTTC-
Tv, 601 1st Avenue. SW, Rochester, MN 55902.
ECE.

HELP WANTED NEWS

We need a creative genius with top-notch orga-
nizational skills to take charge of Special Projects
at San Diego's #1 news station. Duties include
managing a 4 person investigation unit, 3 person
Consumer Team, and 2 person Medical team.
You will also be in charge of planning and
coordinaling sweeps series. Minimum 3 years pro-
ducing/tield producing required. Management
experience preferred. Please send resume and
tape 1o: Ms. Pamela Sanchez, Human Re-
sources, KFMB-TV, 7677 Engineer Road, San
Diego, CA 82111

1 simply fax

o
froads

ai (21 2)206-8:

WGNX, CBS in Atlanta seeks News Producer.
Candidates should possess excellent writing
skills, news judgement, creativity and ability to vis-
ualize top-notch graphic packaging. Three to five
years line producing experience as well as an un-
dergraduate degree in journalism or communica-
tions is required. Send resume and non-
returnable tape to: Nicole Thibaull, Executive
Producer, WGNX, 1810 Briarcliff Road, NE,
Atlanta, GA 30329. Phone: 404-327-3212. ECE.
A Tribune Station.

WFMJ Television has an immediate opening
for a full time morning newscast producer. We
are upbeat and lively, but take our news serious-
ly. Candidates must posses previous television
news producing experience. Send tape and re-
sume to Mona Alexander, News Director, WFMJ
Television, Inc., 101 W. Boardman Street,
Youngstown, OH 44503. No phone calls.

Univision 33 has an immediate opening for a
Newsroom lgader, an experienced journalist with
the ability to lead and motivate a team. Capable
of communicating a clear news vision, skilled in
news judgement decisions and deployment of
personnel. Skilled in the use and placement of pro-
motions. Should be knowledgeable of technical
equipment and its applications with keen interest
in technological development. Efficient in the use
of resources and with a clear aptitude for manag-
ing all budgeting aspects of a news operation, in-
cluding long term forecasting. A vocal upper
management participant to clearly keep the News
Depariment needs on the forefront of station
growth. Bilingual English/Spanish is preferred.
Candidates with a love for the business should re-
spond with resume/tape/letter of interest to: Gen-
aral Manager, Univision 33, 3019 E. Southern
Avenue, Phoenix, AZ 85040. ECE.

Television Director: The International Broad-
casting Bureau am international TV/Radio ser-
vice of the U.S. government, is seeking candi-
dates for full-time employment as a TV Produc-
tion Specialist at WORLDNET TV & Film Service
in Washington D.C. Extensive experience as a
director of news and information programs in a
major television commercial market is required.
Starting salaries range from $55,969 to
$72,758.Candidates must be fluent in English
and Mandarin. Call 202-619-3117 for a complete
listings of the qualifications requirements, includ-
ing special rating factors that must be addressed
and instructions on how to apply. Send a com-
pleted application and a non-returnable aircheck
with directors track by the close of business or
postmarked by December 4, 1998 to: Interna-
tional Broadcasting Bureau, Office of Personnel,
Room 1543, Attn: Susan King, 330 Indepen-
dence Ave., SW, Washington D.C.20547.

Senior Director. KGUN 9 (ABC), Tucson, AZ is
searching for an experienced, team leader to
direct our 5:00 and 10:00 pm news hours. At
least two years experience directing newscasts.
Minimum of two-year degree, four-year degree
preferred. Excellent communication and
supervisory skills required. Send current week's
tape and resume by November 30, 7998 fo:
KGUN 9@ Television, Attn: Human Resources,
7280 E. Rosewood St., Tucson, AZ 85710. It is
the policy of this station not to discriminate in its
employment policies and practices because of a
person's race, color, religion, sex, age, national
origin or disability. The Federal Communication
Commission specifically prohibits discriminatory
employment practices.
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Reporter. WAVY News 10 is looking for an ag-
gressive weeknight reporter who loves live shots.
The ideal candidate will be an aggressive
journalist who can enterprise a story yet jump
directly into spot news when duty calls. You must
be a self-starter with at least 3 years reporting
experience. No beginners! Send non-returnable
VHS tape and resume to David T. Strickland,
News Director, WAVY-TV, 300 Wavy Street,
Portsmouth, VA 23704. No phone calls please!
WAVY News 10 is an Equal Opportunity
Employer.

Producer/Director. WSPA-TV seeks creative
eye 10 work with great equipment at top notch fa-
cility-market 35. Experience at directing live
newscasts. Have opportunity to write, shoot, edit,
light and produce psas, promos, specials. Prob-
lem solver, self-starter, team playert Send re-
sume and tape: Bill Wallon, Production
Supervisor, WSPA-TV, 250 International Dr.,
Spartanburg, SC 29303. Pre-employment drug
test required. EOE/M/F/D/V.

Producer. WFTX-TV in the Ft. Myers/Naples
market is seeking a producer for it's award win-
ning newscasts. College degree and two years
experience preferred. The successful candidate
will be a leader and FOXIFIED. Send non-
returnable tape and resume to FOX WFTX-TV,
Mark Pierce, 621 SW Pine Island Road, Cape Cor-
al, FL 33991. We are an Equal Opportunity
Employer.

Photographer/Editor. WSOC-TV is locking for a
creative hustler who loves breaking news and
winning. We are a number one shop that needs
go-getters in the field. If you are a photographer
with a flair who wants to grow and learn please
send your resume and tape to: WSOC-TV, Attn:
Bill Bruce, News Operations Manager, Dept. 95,
1901 N. Tryon Street, Charlotte, NC 28206. No
phone calis please. EOE M/F.

News Videographer. Full-time position. Shoot
video for news stories and features. Must be
personable and able to to work without close
supervision. Editing ability a must. Prefer a re-
lated degree and one year experience as a news
videographer at a commercial television station.
Not an entry level position. 1/2 VHS non-
returnable samples. No phone calls please. Send
resume or pick up application. Mail to: Dan
Steele, Operations and Program Manager,
WPSD-TV, PO Box 1197, Paducah. KY 42002-
1197. M/F. EOE. ADA.

News Photographer. Join area’s top news team.
Requires solid news judgement plus videography
and editing skills. Must have at least one year of
TV news experience. Send resume and tape to
Chief Photographer, WTVC, PO Box 1150, Chat-
tanooga, TN 37401. Equal Cpportunity Employer.

News Co Anchor. For 6 and 10pm newscasts.
At least two years experience full time reporting
and anchoring. Candidate will compliment our
male co anchor. Excellent writing, personable on-
air manner, and commitrnent to community are all
of equal value. Send a non-returnable VHS tape
to: News Director, KTTC-TV, Rochester, MN
55902. No phone calls please. EOE.
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News Assignment Editor: Creative person to
assign news stories, maintain story files, do beat
checks, and develop potential stories. Previous
news reporting or producing experience desired.
No beginners please. Send resume and state-
ment of news philosophy to: Mr. Mark Vittorio,
News Director, WIFR-TV, PO Box 123. Rockford,
llinois 61105. Please no phone calls. EQE.

Executive Producer. Telemundo O&0 in Los
Angeles is looking for an Executive Producer
who is ready to take on the challenge of leading
our newscasts to new heights. The ideal candi-
date should have a minimum 3 to 5 years produc-
ing experience for a large market newsroom. and
must be fluent in both the English and Spanish
ianguages. The candidate must possess superb
news judgement and be able to manage and in-
spire a diverse staf. We're looking for a creative
producer who has the ability to take advantage of
compelling video or stories. The candidate
should possess working knowledge of state and
community issues in Southern California. Submit
resume to: KVEA-52. Attn: Human Resources
Dept.. 1139 Grand Central Ave., Glendale, CA
91201. Or fax to 818-502-5864. EQE. No phone
calls please.

Director. Looking for experienced "take charge”
person {0 direct our newscasls. Minimum two
years directing experience required. Television
Production degree preferred. Resume to: Jim
Lueck, Chief Engineer/Operations, WLUK FOX
11, PO Box t9011, Green Bay. WI 54307-9011.
ECE.

Bureau Reporter/Photographer. WSOC-TV is
looking for a multi-talented storyteller to run one
of our bureaus. This person is responsible for
making contacts and generating story ideas from
this area of our market. This person should be
able to shoot and edit as well as deliver on-
camera. If you can do the job. please contact:
Robin Whitmeyer, Senior Executive Producer
News and Special Projects, WSOC-TV, Dept. 95,
1801 N. Tryon Street, Charlotte, NC 28206. No
phone calls please. EQOE M/F.

"~ HELP WANTED PROMOTION

Director of Advertising and Promotion. WTHI-
TV. a CBS affiliate in Terre Haute, Indiana--and
the number one station in the market--is looking
for a hands-on person to direct its promotion and
community service department. Responsible for
on- and off-air promotion, media buying and bran-
ding. The ideal candidate should have a strong
background in news, station and program promo-
tion. Strong writing and hands on producing skills
are a must. If you are ready t0 manage a de-
partment of four employees with your own AVID
systam. send tape and resume to Human Re-
sources, WTHI-TV, 918 Ohio St., PO 1488, Terre
Haute, IN 47808. WTHI-TV is an Equal Opportuni-
ty Employer.

FO R

ACME Television, one of the fastast growing
broadcast groups in the nation, currently 6 WB af-
filiates and counting, is seeking a Crealive
Director to oversee Promotion and Praduction for
its Salt Lake City affiliate. Must hav2 extensive
television promotion experience, independent
background preferred, radio background a plus.
and Kids' Club experience a necesstty. Looking
for extensive managerial experience, strong or-
ganizational skills, work well with clients and com-
puter literate (Media 100 background a plus). We
are an EEOQ employer, minorilies, women, and
Vietnam Vets are encouraged to applv. Send re-
sume and tape to: Human Resources. 6135
South Stratler Street, Murray, UT 34107. No
phone calls please.

HELP WANTED
FINANCIAL & ACCOUNTING

Director of Finance. New Mexico Broadcasting
15 Searching for an experienced broadzast finan-
cial manager to oversee accounting ard financial
management for our flagship CBS station KRGQE
located in beautiful Albuquerque and for satellite
operations KBIM (Roswell). KREZ (Durango).
and for independents KZIA (El Paso) and KASY
(Albuguerque). We need an individual who can
analyze and recommend solutions to business op-
portunities and strategies. and function as the in-
ternal financial consultant to the management
team. The successful candidate will have the
knowledge and experience to take a proactive
roll in analyzing revenue and expense foracasts. in-
ventory and rates, raling performance, and in
building databases to provide critical information
for managers. The Director of Finance will
manage the Business Development, have overall
rasponsibility for accounting and will report to the
General Manager of New Mexico Brozdcasting.
This position involves on-site finanzial and
budgeting assistance to the satellite operation's
managers with frequent travel expected. The suc-
cassful candidate will have a B.A. in Accounting
or Finance and a minimum of five years account-
ing or financial management experience. Broad-
cast operations experience is required. Individual
10 assist in evaluating program acquisition,
market share performance and yield manage-
mentinventory control. Send resume anc letter of
interest to: Fran Perea. Human Resources
Director, KRQE, 13 Broadcast Plaza. SW, Albu-
querque, NM 87104. Fax: 505-243-0883. CBS-
KRQE-TV13 offers the opportunity to join a suc-
cessful company. which includes a highly com-
petitive salary and comprehensive benefit
package. EEQ M/F/D/V.

Design Director. KPIX-TV CBS 0&9D. San
Francisco. Are you an experienced fro and
veteran of the news wars? Are you kndwn for
your outstanding creativity and leadership? Are
you ready for the 5th market and the country's
best city? Then this is your opportunity to join the
best team in the business. Rush your tape and re-
sume to: Brian Blum, Marketing Director. KPIX-
Tv. 855 Battery St.. San Francisco, CA 94°11.

ALY

CLASSIFIED UPDATES...

HELP WANTED PRODUCTION

Post-Production Editor. KOTV, a member of
the 17 station A.H. Belo group, is seeking a full-
time, Post Production Editor with 1 to 2 years ex-
perience to post promos and spots. We're well
equipped w/GVG 141, GVG 250, GVG
Kaleidoscope, Quantel Paintbox and Picturebox,
Digital Betacam. Chyron MAX, and an AVID arriv-
ing next month. We're looking for great technical
strength. positive attitude. and the creativity to
match. Rush letter of application, resume, and non-
returnable demo reel to: Personnel Dept..
KOTV. PO Box 6, Tulsa. OK 74101. EOE M/F.
an A.H. Belo Broadcasting Company.

Post Production Editor. Kelly Broadcasting is
seeking a Post Production Editor. The candidate
must be a creative editor who can collaborate
with Promotion producers on cutting edge spot
production. The post facility is a multi format
analog edit suite. A GVG VPE-351 ediling
systems, connected to a full production studio
with cameras, computerized lighting grid and inte-
grated audio currently operates it. Salary: DOE.
Resume to: Kelly Broadcasting Company. Gene
Robinson, Promotions Director, 3 Television Cir-
cle, Sacramento, CA 95814 No phone calls
please. Position will be filled at earliest possible
date. Employment is contingent upon passing a
test for drug and alcohol use. EOE/M/F/ADA.

Graphic Designer. NBC's number one rated af-
filiate seeks experienced designer to join our
creative team. We work on a wide variety of pro-
jects where the goal is quality design. not quanti-
ty. If you want to be an integral part of a creative
team, then we want to see your best work.
Please send a tape and resume to: KSDK-TV,
Human Resource Administrator. 1000 Market St..
St. Louis. MO 63101. No cails please. EQE.

Christian TV Producer for teaching/talk shows
of Happy and Jeanne Caldwell. Programs are
flagship shows for The Victory Television
Network, a growing network of full power televi-
sion stations spreading the Good News of Jesus
Christ. This position requires an experienced,
creative, hands-on individual who will oversee all
aspects of production. Take the initiative and
make your mark! Send tape and resume (no calls
please) to Terry Thrams. Victory Television
Network, 701 Napa Valley Drive. Little Rock, AR
72211.

TV SALES TRAINING

PREPARE FOR A CAREER
IN TV TIME SALES

Make vourself an indispensable
salesperson; one that your
clients RAVE about.

Benefit from the
Antonelli Experience
[as &L ha NBC, AR, CBS,
f, EX amd s of TV stations)

Call for a free info packet,

TRAINING CENTER

212-206-8063
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HELP WANTED NEWS

Foreign Language Sportscaster, Bristol, CT.
Multiple openings; Serve as foreign sports an-
nouncer for live piay-by-play, news & background
color on Porluguese language sporiscasis to
Brazil: flexible schedule: $40k to $100K/yr DOE.
Must have bachelor's or equivalent in Journalism,
Communications or related area plus 2 yrs.’ ex-
perience in sports journalism/broadcasting:
fluency in English and Brazilian Portuguese wi
good accent. including specialized sports
vocabulary, general knowledge of soccer and va-
riety of other popular telecast sports. good on-air
language skills. Send resume and cover letter
documenting qualifications to Atin: Job Order
#3224229. Program Support. 3rd Fl., CT Dept. of
Labor, 200 Folly Brook Blvd.. Wethersfield, CT
06109. Applicants will be required to present proof
of legal authority to work in the United States.

HELP WANTED RESEARCH

Research Manager. Bethesda-based Dis-
covery Communications, In¢. seeks a Re-
search Manager 10 perform audience analyses to
help formulate programming, marketing and af-
fliiate sales strategies as well as create audience
estimates. 4yrs experience in TV audience anal-
ysis and famillarity with Nielsen ratings required.
Strong report writing, math abilities and commu-
nication skills a must as well as proficlency In
spreadsheet packages and graphics sofiware.
Send cover letter. resume and salary require
ments to: Discovery Communications, Inc.. ¢/o In-
grid Gorman, Director, Programming Research,
7700 Wisconsin Avenue, Bethesda. MD 20814.
ingrid_gorman@discovery.com. No phone calls
please.

ALLIED FIELDS

'HELP WANTED INSTRUCTION

or equivalent professional experience is required.

g

( MANSHIP CHAIR IN MASS COMMUNICATION \

Louisiana State University

The Manship School of Mass Communication at Louisiana State University seeks an accomplished media
professional to fill its Manship Chair position for a two year appointment beginning fall, 1999. The
successful applicant will teach graduate and undergraduate courses in such disciplines as reporting,
editing, media management. and innovative technology. A terminal degree, professional graduate degree,

LSU is a Research | flagship institution located in the state capital. Review of applications will begin
January 4, 1999, and continue until the position is filled. Submissions must include a letter of application, a
current vita, and the names and contact information for three references. Applications should be sent to:
Professor George J. Lockwood, Chair, Search Committee, Manship School of Mass Communication,
Louisiana State University, Ref: #010007, Baton Rouge, LA 70803.7202; (225) 388-2223.

LSU is an Equal Opportunity/ Equal Access Employer

_/

FOR DAILY

CLASSIFIED
UPDATES...
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Two tenure-track faculty positions at the rank of
assistantprofessorinthe schoolof Communication's
Journalism Division. beginning Fall 1999, to teach
undergraduate andgraduate coursesin full-time and
weekend programs. Hesponsibiifies: Teach an
average five-course load per year: advise students;
continue creative, professional, and scholarly work;
participate in School and Universily activities and
governance. Teachingresponsibilities willbein both
(1) professional courses. such as reporting and
editing, and (2) broad-based lecture courses
emphasizing the social, political, and economic
impact of the media. In the broadcast position,
teaching responsibilities may inciude radio and
television news writing. field and studio production,
andon-airtalentskills. Some Saturday teaching may
be required in both positions. Qualifications: Subs-
tantial professional expenence required, with na-
tional reporting experience desired for the position
in print, experience with new media
desired.Teaching experience at the college or
universily level required. M.A. degree in relevant
discipline required; a second language desired. For
the position in broadcast. experience in producing
radio and television newscasts required. and
familiarity with new media and digital editingdesired.
For the position in print, experience with new media
desired. Rank and Salary: The successful
candidates will be appointed at the rank of assistant
professor. Salary is negotiable, depending on
qualifications and experience. Review of
applications will begin January 15, 1999. and
continue until the posttions are filled. The Schoot:
The School of Communication has 750
undergraduate majors and 300 graduate students
in three divisions: Journalism. Public
Communication. and Visual Media

Application: Curriculum vitae/resume and three
letters of recommendation should pe sent to:
Journalism Search. School of Communication,
American University, 4400 Massachuselts Ave-
nue. N.W., Washington. DC 20016-8017. Facuity
Fosition in Visual Media. A tenure track faculty
position at the rank of assistant professor in the
School of Communication's Visual Media Bivision
beginning Fall 1999, to teach undergraduate and
graduate courses n full-time and weekend pro-
grams. Responsibilities: Teach an average five-
course load per year; advise students; assist in
facilities and equipment management: continue
creative, professional or scholarly work; participate
in School and University activities and governance.
Teaching responsibilities willbe primarily in the area
of visual media. including courses in production.
screenwriting. producing. and media studies.
Production areas could include basic and advanced
film production. video production, and photography.
Media studies sources could include media history.
theery as it relates to practice. and visual literacy. Other
courses could include producing for feature film and
documentaries, production planning and management,
and financing and marketing independent productions.
Some Saturday teaching may be required.
Qualifications: Subslantial professional production
experience in visual media is desired. Teaching
experience at the college or university level Is required.
Teaching experience at the college or unfversity level
is required. MA degree in relevant discipline required,
MFA or PHD is desirable. Ranik and Saiary: The
successtui candidate will be appointed at the rank of
asslstant professor. Salary is negotiable, depending on
qualifications and experience. The Schooi: The School
of Communication has 750 undergraduate majors and
300 graduate students in three divisions: Journalism,
Public Communication. and Visual Media. Appiication:
Curriculum vitae/resume and three letters of
recommendation should be sent fo: Visual Media
Search. School of Communication. American
University, 4400 Massachusetts Avenue, N.W.,
Washington. D.C. 20016-8017. The American
University is an equal opportunity/affirmative action
employer committed to a diverse faculty. staff and
student body. Women and minonities are encouraged
to apply.
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___HELP WANTED ADMINISTRATION

Broadcast Engineering, Assistant Ad-
ministrator. The Educational Communications
Board, partners in the Wisconsin Public Televi-
sion and Radio services statewide. has an open-
ing for a senior management positions as Assis-
tant Administrator of the Delivery Division. Re-
sponsible for the day-to-day planning, devel-
opment, and ongoing management of all dellvery
functions for statewide public radio, public televi-
sion, satellite systems, 1TFS. and Emergency
Weather Service systems. This posdion will also
have primary project responsibility for leading the
network through the conversion to digital televi-
sion and eventually digital radio. Successful appli-
cants will have a degree in Electrical Engineering
and 5-10 years of professional and managerial
experience in broadcast engineering or
equivalent. Preference will be given 10 applicants
with a thorough knowledge of digital and emerg-
ing technologies and computer assisted systems.
The salary range for this position is $48.182 1o
$77.464 and Includes an exceilent benefit
package. Location: Madison. WI. For application
materials contact ECB Personnel at (608) 264-
9669. Applications must be returned by Decem-
ber 15. 1998. An Equal Opportunity Employer.

_ HELP WANTED FACULTY

Medill School of Journalism, Northwestern
University, seeks superior television journalist of
national stature, achievement and intellect ior ex-
panding school's leading-edge broadcast pro-
gram. High level news and executive experience
required. Teaching experience desired. Candi-
date shouid fit as comfortably into the classroom
as the boardroom. Expect to teach both at the
graduate and undergraduate (evel and play a ma-
jor role In developing Medill's new multi-million
dollar state-of-the-art production facility. Ability to
lead research projects and obtain funding is an
advantage. Ability to lead research projects and
obtain funding is an advantage. Advanced aca-
demic degree desired. This is a full-time position
as an associate or full professor. Applicant with
sufficient stature and credentials could be hired
with tenure. Northwestern University is an Affir-
mative Action, Equal Opportunity empicyer. Hir-
ing is contingent of eligibility to work in the United
States. In order to recelve full consideration,
applications must be received by Dec. 31, 1998.
Anticipated start date is Sept. 1, 1999. but earlier
employment is a possibility. Send lefter and C.V.
or resume to Prof. David Nelson, Chair. Search
Committee, Medill School of Journalism, North-
western University, 680 N. Lake Shore Drive.
Suite 818, Chicago, IL 60611-4402.

HELP WANTED TECHNICAL

TRAINING SPECIALISTS/
TEAM LEADERS

Leading media software company Is looking for
training specialists/team leaders to install and train
traffic/billing software for radio statlons nationwide.
Minimum requirements:

* 1-2 yrs media traffic, radio sales or tralning exp
* Ongoing travel required with home-oftice
set up/positions nationwide
* PC/MAC software literate
* Strong tralning, aduit leam:.ng/presentation skis
Competitive salary/benefit package oHered.
Fax covar letter/rasume/salary requirements to:

Loretta, 212-818-8956

Experienced TV Engineers willing to train to
take over Satellite Truck. Must love to travei and
have a clean driving record. Relocate to
Youngstown, Chio. Fax resume to 330-542-1020.

P

_ EMPLOYMENT SERVICES

PROFESSIONAL JOBS
WITH ENTERTAINMENT COMPANIES
BROADCAST & CABLE TELEVISION. DISTRIBUTORS.
MOTION PICTURE. POST PRODUCTICN & MORE

Entry to senior level jobs nationwide in aLL fields
(news. sales. productlon, management. etc.)

Published biweekly. For subscription information;
(800) 335-4335

Entertainment Employment Journal™

email: info@eej.com

Just For Starters: Entry-level jobs and “hands-
on” internships in TV and radio news. National
listings. For a sample lead sheet call: 800-680-
7513

~ WANTED TO BUY EQUIPMENT

Used videotape: Cash tor 3/4° SP. M2-90's.
Betacam SP's. Call Carpel Video 301-894-3500.

" FOR SALE EQUIPMENT

STOCK
ANSWERS.

For videc duplication, demas,
audition reels, work tapes, our
recycled tapes are technically
up to any task and downni3ht
bargains. All formats, fully guar-

teod. To order calt:
(800)2384300 CARPEL
o T e T

Lowest prices on videotape! Since 1979 we
have been beating the high cost of videotape.
Call Carpel for a catalog. 800-238-4300

AM and FM transmitters, used, excel ent condi-
tion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. 800-441.
8454, 215-884-0888, Fax 215-884-0738.

FOR SALE STATIONS

Afabama (2) AM & (1) FM with great upsice .$1.9M
Fla. AM/FM cash fiow, top 100 market ... .. $595K
Carolina Coastal 2X AM & 2X FM Group .. $3.0M
S. Flonda C2 50,000 watts. Resort Market . .$1.3M
N. Florida 2X FM {1X 6KW, 1X C3) Deal .. $3.0M
Fla. FM C3 25KW Top 75 Market . ..... ... $2.7M
HADDEN & ASSOC.
(0) 407-365-7832 (FAX) 407-3€6-8801

Missouri: AM/FM combo near St. Louis.
$1.95M. Qualified Principals. 573-449-3883.

LPTV Stations for Sale. Located on South
Mountaln. Phoenix, AZ and Denver, CO. Stations
have cleared DTV displacement problems. Could
be used for high-speed data or broadcasting. Con-
tact: Chris Blair- (770) 650-0159 or
cblair10@aol.com.

F.M. radio station on FLA's. Gulf coast with
approved 50 kw. c.p. $425.000. Call Saunders
Media, 713-789-4222.

CLASSIFIEDS

Broadcasting
& Cable

ONLINIE

Place
Your Ad
Today..........

Classified advertisers
in Broadcasting & Cable
can post their ad on our
website. Updated dajly,
it's the industry’s most
read and most compre-
hensive online listing.
Plus, as the industry’s
only categorized online
listing, your ad is
casier o find.

Place your ad today
-sece it today!

(11211222 See the
Resumes
Tomorrow

For more information,
contact:

Antoinette Pellegrino
212.337.7073

emait:
apellegrino@cahners.com

Francesca Mazzucca
212.337.6962

email:
Fmazzucca@cahners.com

ADVERTISE on
www._broadcastingcable.com

Eroadcastﬁ!g
BCable
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BROADCASTING & CABLE'S CLASSIFIED RATES

All orders to place classified ads & all correspon-
dence pertaining to this section should be sent to
BROADCASTING & CABLE, Classified Depariment,
245 West 17th Street, New York, NY 10011. For infor-
mation call Antoinette Pellegrino at (212) 337-7073
or Francesca Mazzucca at (212)337-6962 .

Payable in advance. Check. money order or credit
card (Visa, Mastercard or American Express). Full
and correct payment must be in writing by either let-
ter or Fax (212) 206-8327. If payment is made by
credit card. indicate card number. expiration date
and daytime phone number.

Deadline is Monday at 5:00pm Eastern Time for the
following Monday's issue. Earlier deadlines apply for
issues published during a week containing a legal
holiday. A special notice announcing the earlier dead-
line will be published. Orders, changes. and/or can-
cellations must be submitted in writing. NO TELE-
PHONE ORDERS. CHANGES. AND/OR CANCELLA-
TIONS WILL BE ACCEPTED.

When placing an ad. indicate the EXACT category
desired: Television, Radio, Cable or Aflied Fields: Help
Wanted or Situations Wanted, Management, Sales,
News, etc. If this information is omitted, we will
determine the appropriate category according to the
copy. NO make goods will run if all information is not
included. No personal ads.

The publisher is not responsible for errors in print-
ing due to illegible copy—all copy must be Clearly
typed or printed. Any and all errors must be reporied
1o the Classified Advertising Depariment within 7
days of publication date. No credits or make goods
will be made on errors which do not materially affect
the advertisement. Publisher reserves the right to
alter classified copy to conform with the provisions
of Title VIl of the Civil Rights Act of 1364, as amend-
ed. Publisher reserves the right to abbreviate, alter or
reject any copy.

Rates: Classified listings {non-display). Per issue:
Help Wanted: $2.50 per word. $50 weekly minimum.
Situations Wanted: 1.35¢ per word. $27 weekly mini-
mum. Optional formats: Bold Type: $2.90 per word.
Screened Background: $3.00. Expanded Type; $3.70
Bold, Screened. Expanded Type: $4.20 per word. All
other classifications: $2.50 per word. $50 weekly
minimum.

Word count: Count each abbreviation, initial. single
figure or group of figures or letters as one word each.
Symbols such as 35mm, COD, PD etc.. count as one
word each. A phone number with area code and the
zip code count as one word each.

Rates: Classified display (minimum 1 inch. upward
in half inch increments). Per issue: Help Wanted:
$218 per inch. Situations Wanted: $109 per inch.
Public Notice & Business Opportunities advertising
require display space. Agency commission only on
display space (when camera-ready ar is provided).
Frequency rates available.

Color Classified Rates

Non-Display: Highlighted Position Title: $75. Dis-
play: Logo 4/G: $250. All 4/C: $500.

Online Rates: $50 additional to cost of ad in magazine

Blind Box Service: {In addition to basic advertising
costs) Situations Wanted: No charge. All other classi-
fications: $35 per issue. The charge for the blind box
service applies to advertisers running listings and
display ads. Each advertisement must have a separate
box number. BROADCASTING & CABLE will now for-
ward tapes, but will not forward transcripts, portfo-
lios, writing samples, or other oversized materials:
such are returned to sender. Do not use folders.
binders or the like. Replies 1o ads with Blind Box
numbers should be addressed to: Box {number). ¢/o
Broadcasting & Cable. 245 W. 17th Street. New York.
NY 10011

Confidential Service. To protect your identity seal
your reply in an envelope addressed to the box num-
ber. In a separate note list the companies and sub-
sidiaries you do not want your reply to reach. Then.
enclose both in a second envelope addressed to CON-
FIDENTIAL SERVICE. Broadcasting & Cable Maga-
zine, at the address above.

Order Blank (Fax or Mail)

CLASSIFIED RATES

Display rate: Display ads are $218 per column inch, Greater frequency
rates are available in units of 1 inch or larger.

Non-Display rates: Non-Display classified rates (text only) are $2.50 per
word with a minimum charge of $50 per advertisement. Situations Wanted
rates are $1.35 per word with a minimum charge of $27 per advertisement.
Online Rates: $50 additional to cost of ad in magazine

Blind Boxes: Add $35.00 per advertisement

Deadlines: Copy must be in typewritten form by the Monday prior to pub-
lishing date.

Category: Line ad 7 Display J
Online: 1 Week 7 2 Weeks J
Ad Copy:

Date(s) of insertion:

Amount enclosed:

Name:
Company:
Phone: Fax;
Address:
City: State: Zip:
Authcrized Signature:
Payment:
Check 7 Visa O MasterCard 01 Amex 7

Credit Card #:

Name on Card:

Exp. Date: Phone:

Clip and Fax or Mail this form to:
B&C
245 W. 17 Street & NYC 10011 « Attention: Antoinette Peliegrino or Francesca Mazzucca
FAX NUMBER: 212-206-8327
apellegrino@cahners.com fmazzucca@cahners.com
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PROFESSIONAL CARDS

du Treil, Lundin & Rackiey, inc.
Consulting Engineers

240 N. Washington Blvd. «Suite 700
Sarasota. FE. 34236

PHONE:(941)366-2611

==CARLT. JONES=

————— CORPORATION
OONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINLIA 22153

LOHNES AND CULVER
CONSULTING RADIO ENGINEERS
8309 Cherry Lane
Lauiel, MD 20707 4830
{301} 776-4488

FAX:(941)366-5533 (703 ) 569-7704 e
Member AFCCE MARARRIALECY 1] e/ MemberakCeE
[ . CARL E. SMITH ]
'John F.X. Browne | HAMMETT & EDISON, INC. CONSULTING ENGINEERS |

& Associates
| A Professional Corporation
Member ARCCE
BROADCAST / TELECOMMUNICATIONS
Bloomfield Hills, M) Washington, DC
248,642 6226 202.293.2020
248 642 6027 202.293.2021

(TEL)
(Fax)
wwaw Jfxb com

" E. Harold Munn, Jr.,
& Associates, lnc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

OMMUNICATIONS TECHNOLOGIES INC.
BROADCAST ENGINEER v CONSULTANTS

Clarence M. Beverage
Laura M. Muzrah

PO Box #1130, Masion. NJ 08053
(609) 985-0077 - FAX: {609) 985-8124

| CONSUL TING ENCGINEFRS

Boar 280068
San Trancisen Calilornia 94128

HE 707/996-5200

202/396-5200) |

e marl engerer

AM FM TV Engineenng Consultants
Complete Tower and Rigging Services

Serv g the broadvast inefustey for [
wver ey

L

Box 807 Bath, Ohio 44210
(§§0) 659-4440

Mullaney Engineering, Inc. |
Consuiting Telecommunications Engineers
9049 Shady Grove Court

Gaithersburg, MD 20877
301-921-0115

Member AFCCE

YOUR CARD HERE
Call:
(202) 659-2340

WALLACE

| Dennis Wallace

HATFIELD & DAWSON

Constii TiNG ExGine rs

VSO0 Gk

SEAatTin, Wa
1% 7% 1 1 W

vwooh Avi N
IRIN3

v TR0

RN

MEMBER ARCL

101 West Ohio S
20th Floor
Indianapolis, IN |
46204
(317) 68446754 |
wollocedv@aol.com

IAEY

SPECIALIZING

IN DIGITAL TELEVISIDN

COHEN, DIPPELL AND EVERIST, PC.
CONSULTING ENGINEERS
Domestic and iIMmemaional Communications
Since 1937

1300 "L STREET. N W, BUITE 1100
WASHINGTON. DC 20006

PwONE: (202} B60 0111 rax; (202) 898 0095
£-waAL: cdepc @ worddnet st net
Member AFCCE

'9 Denny & Associales, pc
Consulting Engmeers

pn 202 452 5630

BB (202 452 5620

Member AFCCE  em infoddenny com

F.W HANNEL & ASSOCIATES

Registered Professional Engneers
£ I

Y11 Fdward Street
Henry. llinos 61537
309) 364-3907
Fax (309) $64-3775

Cavell, Mertz & Davis, Inc.
Engineering, Technology
& Management Soiutions
10300 Eaton Place, Suite 200
Falrfax, VA 22030 \‘
(703) 59401410 - (202) 3320190
Fax (703) 5810115
www.emdeonsulting.com
www.DTVInfo.com

Shoolbred Enginecrs.

Towers and Antenna Sructures
Rohen AL Shoolbred, PLE

1040 Mornison Drive
Choreston, 5.C. 29403 ¢ [303] 577-4661

roemg USE YOUR EXISTING
LIl TOWER FOR DTV.
Let us show you how!
DTV Transition Conwting
“Tower Struclural Anstvis / Oplmisation
Our Preliminary Repart Feasibility Study expiores
your DTY anlenna options  TOP-MOUNT 15 KING!

Tiner Communications Service, Inc.

(954) 771-7180 * www.linercom.com

Broadcast Towers

Analog/Digital

Transmitters @ LM

LaBLANC Broadcast Inc.

Tel 5972 664-1817
972) 664-7476

Bob Groothand
Prosigent

NATIONWIDE TOWER COMPANY |

FRICTHONS « DISMANTLLS = ANTINNA = K1 LAMP
UL TRASOUND - STRUE TURAL ANALYSIS * PAINT
INSPECTIONS « REGUY = FNGINEEFRING

1*.0. BOX 1829 HENDERSON. KY 12118-1829
PHONE (502) 869-8000 FAX (502) 8698500
24 HOUK EMERGENCY SERVICE AVAILABLE

NEED AN ANTENNA FAST?

We've got one ready to go!

* Rapid Antenna Mobitization R AN
. o
Tambtosey fler 0

* Emergency Antenna Service
+ Channeh 4 - 69 lab
DON'T GET STUCK  (954) 771-7180
WITH “DEAD AIR"” www. LiRercom.com
CALL: Tower Nelwork Services
Tiner Communicalions Service, Inc.

—

| p Phone 9163831177
A .‘n“' Fax  %16.)03- 1107
|wrasprr N
\& INTENY(S RF SYSTEMS

‘dniennas UHF VHF M ‘Rigid line
*Combiners F A & UHF ‘Waveguide

COMPLETE SYSTEM SOLUTIONS
e-mal ampro@ns net hrtp //w ww ampro comy

Shively Labs

* FM & TV Antennas
« Patterm Studies & RSL Maps

* Fiters & Combiners
* Muitistation Solutions

Tel: {207) 647-3327
Fox: (207) 647-8273
WWab site: www.shively.com
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tact: (212) 486-1111,

Dec. 1-4—The Western Show, conference and exhibition pre-
sented by the California Cable Television Association. Anaheim
Convention Center, Anaheim, Calif. Contact: (510) 428-2225.
Jan. 25-28, 19959 35th annual National Association of Televi-
sion Programming Executives conference and exhibition. Ernest
Morial Convention Center, New Orleans. Contact: (310) 453-4440.
April 19-20, 1999 —Television Bureau of Advertising annual
marketing conference. Las Vegas Hilton Hotel, Las Vegas. Con-

April 19-22, 1999 National Association of Broadcasters
annual convention. Las Vegas Convention Center, Las Vegas.
Contact: (202} 429-5300.

May 17.20, 1999—3%th annual Broadcast Cable Financial
Management Association conference. MGM Grand Hotel, Las
Vegas. Contact: Mary Teister, (847) 296-0200.

June 13-16, 1398 —Cable '99, 48th annual National Cable
Televisicn Association convention and exposition. McCormick
Place, Chicago. Contact: Bobbie Boyd, (202) 775-3669.

Through Nov. 17—National Association of
Broadcasters 1998 European Radio Conference.
The Palace Hotel. Madrid. Contact: Mark Rebholz,
(202) 429-3191.

Nov. 16-20—Harris/PBS DTV Express.” DTV
dual seminar series featuring technical and busi-
ness operations seminars presented by Harris
Corp. and PBS. Miami. Coniact: (888) 733-3883.
Nov. 17—Covering Television: The Reporters
Who Write About Television.” Hollywood Radio
and Television Society newsmaker luncheon.
Beverly Hilton Hotel. Los Angeles. Contact: (818)
789-1182.

Nov. 18—-Kids TV: Around the World in a Day,”
screening of innovatwe children's television from
round the world presented by the American Cen-
ter for Children's Television. Goethe House, New
York. Contact: David Kleeman, (847) 390-6499.
Nov. 18— Cablelelevision Advertising Bureau
traffic and billing/sales automation business inter-
est group regional workshop. Atlanta Marriott
Suites Midtown, Allanta. Contact: Nancy Lagos.
(212) 508-1229.

Nov. 19— Gender Differences: Leadership and
Influence.” seminar presented by Women in Cable
& Telecommunications. Westin Tabor Center.
Denver. Contact: Laurie Empen, (312) 634-2353.
Nov. 19—Federal Communications Bar Associa-
tion Ninth Annual Charity Auction to benefit See
Forever/The Maya Angelou Public Charter
School. Grand Hyatt Hotel. Washington. Contact:
Paula Friedman, (202) 736-8640.

Nov. 19—"Career Transitions.” International
Radio &Television Society Foundation under-30s
seminar. NBC. 30 Rockelteller Plaza, New York
City. Contact: Jim Cronin, (212) 867-6650.

Nov. 19-20— Arizona Broadcasters Association
46th annual convention and SBE exhibition.
Tempe Mission Palms Hotel. Tempe. Ariz. Con-
tact: Art Brooks, 602-274-1418.

Nov. 19-20—IDATE 98, institut de I'Audiovisuel
et des Telécommunications en Europe internation-
al conference. Le Corum, Montpellier. France.
Contact: +33 (0)4 67 14 44 44

Nov. 19-20—Third U.N. Television Forum, pre-
sented by the international Councii of NATAS,
NHK and RAI United Nations Bidg.. New York
City. Contact: Linda Alexander, (212) 489-6969.
Nov. 20—15th annual Broadcast Pioneers of the
Washington Area Awards Banquet. Kenwood
Country Club, Bethesda, Md. Contact: Vince Cur-
tis. {703) 812-0420.

Nov. 23—26th annual International Emmy
Awards, presented by the International Council of
NATAS. New York Hilton Hotel, New York City.
Contact: Linda Alexander, (212) 489-6969.

Nov. 24—8th annual international Press Free-
dom Awards Dinner 10 benefit the Committee to
Frotect Journalists. Waldorf-Astoria, New York
City. Contact: (212) 465-9344.

Nov. 24—International Radio &Television Society
Foundation newsmaker luncheon featuring Wall
Street media analysts. Waldort-Astoria Hotel, New
York City. Contact: Marilyn Ellis, (212) 867-6650.
Nov. 30-Dec. 1—"New Tools for the New
Rules: Targeting Customers in a Competitive
Warld,” pre—Western Show workshop presented
by CTAM. Anaheim Marriott Hotel. Anaheim. Calif.
Contact: {703) 549-4200.

Nov. 30-Dec. 4—"Harris/PBS DTV Express,”
DTV dual seminar series featuring technical and
business operations seminars presented by Harris
Corp. and PBS. Norfolk, Va. Contact: (€88) 733-
3883.

DECEMBER

Dec. 1—Cabletelevision Advertising Bureauy tral-
fic and billing/sales automation business interest
group regional workshop. Wyndham Los Angeles
Airport, Los Angeles. Contact: Nancy Lagos. (212)
508-1229.

Dec. 1-3—"DTV4," digital TV forum ard confer-
ence presented by World Research Group. Hotel
Inter Continental, Los Angeles, Contact. (800)
647-7600

Dec. 2—Cabletelevision Advertising Bareau local
sales workshop. Anaheim Marriott, Anaheim,
Calif. Contact: Pam Pearlman. (212) 508-1237.
Dec. 2-4—Exploring Telecom Opportunities in
Brazil.” conference presented by IBC USA Confer-
ences Inc. Westin Resort Miami Beach, Miiami.
Contact: (508) 481-6400.

Dec. 4—Associated Press TV-Radio Association
station crawl. KGO Radio, San Francisco. Con-
1act: Rachel Ambrose, (213) 626-1200.

Dec. 5—Associated Press TV-Radio Association
station crawl. KDTV, San Francisco. Contact:
Rachel Ambrose, (213) 626-1200.

Dec. 9—CTAM Washington-Baltimore chapter
annual holiday party to benefit Ronald McDonald
House Charities. Sequoia Restaurant, Washing-
ton. Contact: Anne Wolek, (703) 790-8107.

Dec. 10—-Hoilywood Radio and Televis:on Soci-
ety Holiday Party Benefit. Beverly Hilton Hotel.
Los Angeles. Contact: (818) 789-1182.

Dec. 10-11-—16th annual Telecommunications
Policy and Regulation Conference. sponsored by
the Federal Communications Bar Associztion and
the Practising Law Institute. Washington Hilton
Hotel. Washington. Contact: (800) 260-4754.
Dec. 14-18—Harris/PBS DTV Express.” DTV
dual seminar series featuring technical anc busi-
ness operations seminars presented by Harris Corp.
and PBS. Baton Rouge. Contact: (888) 732-3883.
Dec. 16—/nternational Radio & Television Soci-
ety Foundation Christmas benefit. Waldort-Astoria
Hotel, New York City. Contact; John Kienxer,
{212) 867-6650.

JANUARY 1998

Jan. 21-23--Cabletelevision Advertising Bureau
cable sales management school. Mission nn, Or-
lando, Fla. Contact: Nancy Lagos. (212) 508-1229.
Jan. 23-28—12th annual International Telepro-
duction Society president’s retreat and manage-
ment conference. Hilton Jalousies Resornt and
Spa. St. Lucia, W.I. Contact: (703) 319-0800.
Jan. 25-26— West Virginia Broadcasters Asso-
ciation winter meeting and legislative reception.
Charleston Marriott Town Center. Charles:.on,
W.Va. Contact: (304) 744-2143.

Jan. 30-Feb. 2—56th annual National Reli-
gious Broadcasters convention and expos tion.
Opryland Hotel Convention Center, Nashville.
Contact: (703) 330-7000.

Feb. 2-3—Arizona Cable Telecommunications
Association annual meeting. Phoenix Hilton Hotel,
Phoenix. Contact: (602) 955-4122.

Feb. 4-6—Eckstein, Summers & Co. annual con-
ference on new business development for ‘he
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television industry. Don CeSar Beach Resort, St.
Pete Beach. Fla. Contact: Roland Eckstein, {732)
530-1996.

Feb. 4-7—RAB '99, 19th annual Radio Advertis-
ing Bureau international conference. Hyatt
Regency Hotel, Atlanta. Contact: Wayne Cornils,
(800) 722-7355.

Feb. 8-10—16th annual CTAM Research Con-
ference. Hilton San Diego Resort. San Diego.
Contact: (703) 549-4200.

Feb. 9-12—Milia, the international content market
for interactive media. Palais de Festivals. Cannes,
France. Contact: Patrick Lynch, {212) 689-4220.
Nov. 17— The Cable Presidents.” Hollywood
Radio and Television Society newsmaker lun-
cheon. Beverly Hilton Hotel, Los Angeles. Con-
tact; (818) 789-1182.

Feb. 16-17—"DBS: The Five Burning Questions,"
presented by The Carmel Group. Sheraton Gate-
way Hotel, Los Angeles. Contact; (831) 643-2222.
Feb. 22.24- North American National Broad-
casters Association annual general meeting. The
Freedom Forum, Washington. Contact: Paul Fer-
reira, {416) 598-9877.

Feb. 21-24—21st Monte Carlo TV Market confer-
ence and exposition. Loews Hotel. Monte Carlo,
Monaco. Contact: (201) 869-4022.

Feb. 24-26—Texas Show 99, cable convention
and exhibition presented by the Texas Cable &
Telecommunications Association. San Antonio
Convention Center. San Antonio, Tex. Contact:
{512) 474-2082.

MARCH 18349

March 3-5—CTAM digital and pay-per-view con-
ference. New Orleans Marriott Hotel, New
Orleans. Contact: {703) 549-4200.

March 4—Cabletelevision Advertising Bureau
17th annual Cable Advertising Conference. New
York Marriott Marquis, New York City. Contact:
(212) 508-1214.

March 10-13—30th annual Country Radio Sem-
inar, presented by Country Radio Broadcasters
Inc. Nashville Convention Center. Nashville. Con-
tact: (615) 327-4487.

March 18—15th annual National Association of
Biack Owned Broadcasters Communications
Awards Dinner. Marriott Wardman Park Hotel,
Washington. Contact: (202) 463-8970.

March 23-24—10th annual Consumer Electron-
ics Manufacturers Association/|IEEE Consumer
Electronics Society Digital Engineering Confer-
ence. Crown Plaza Hotel, Hasbrouck Heights,
N.J. Contact: (703) 907-7660.

APRIL 1839

April 6—SkyFORUM Xl. direct-to-home satellite
TV business symposium presented by the Satel-
lite Broadcasting and Communications Associa-
tion. Marriott Marquis Hotel, New York City. Con-
tact: Carrie Cole. {703} 549-6990.

April 6-T. Howard Foundation fundraising din-
ner, presented by the Satelfite Broadcasting and
Communications Association. Tavern on the
Green. New York City. Contact: Carrie Cole, (703)
549-6990.

April 25.-27—First annual ENTERTECH Confer-
ence, presented by /DG Conference Management
Company. La Costa Resort & Spa. Carlsbad.
Calif. Contact: (877) 223-9753.

—Compiled by Kenneth Ray
[ken.ray@cahners.com)
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FIFTH ESTATER

Traveling the long road to success

ack in his childhood in Romania.
B Abe Peled (born Abe Bartfeld)

couldn’t imagine what it was like to
have indoor plumbing. “As a kid 1 wanted
to not have to go out to an outhouse,”
Peled recalls. “Your thinking is pretty
simple: you just want to get out of there.”

In his mission to build a better life.
Peled managed to earn a doctorate trom
Princeton University. become a vice pres-
ident of IBM and build the 3300 million
digital compression and conditional-
access equipment powerhouse NDS.

Since its inception in 1995, NDS—part
of News Corp.—has developed pay tele-
vision solutions for digital broadcasters.
Now, with digital television a reality for
terrestrial broadcasters, NDS has cornered
a whole new market and is working to
help broadcasters make the transition. In
the past few weeks alone NDS has seen
major purchases of its HDTV encoders by
Tribune Broadcasting Group and Fox
Television.

Peled says he also sees wide-open
opportunities related to the development
of the Internet. "As broadcasting moves to
digital and meets the sprawling world of
the Internet and computing. NDS can build
on its core technologies and know-how to
expand its product range and reach.” Peled
says. "'l see NDS security technology solv-
ing copyright protection and privacy chal-
lenges of the Internet and our advanced
compression expertise applied to provid-
ing quality video on the Internet.”

Dov Rubin, vice president and general
manager of NDS Americas. says it is this
vision, combined with Peled’s “jovial
sense of humor,” that has helped make the
company so successful.

In 1995 Rupert Murdoch recruited
Peled to help build his dream of a pay-TV
empire as head of News Data Com. a pro-
ducer of conditional-access hardware.
During his tenure at IBM. Peled had
served as o member of News Corp.’s
executive committee. working with Andy
Setos. News Corp. vice president of news
technology.

“[Peled] is a lot of fun. ... | consider him
a friend. someone | enjoy working with,
[He's| very enriching and brings a lot of
value to the conversation,” Setos says.

After just three months at News Data
Com. Peled saw the opportunity to buy a
small division of U.K ~based NTL., a pro-
ducer of MPEG compression, multiplexing
and modulation hardware. He believed that
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“We are here too
short a time not to
have fun.”

Abraham
Peled

President/chief executive
officer, News Corp.’s NDS,
London; b. Sept. 21, 1945,
Suceava, Romania; BS, MS,
electrical engineering, Tech-
nion-Israel Institute of Tech-
nology, Jerusalem, Israel,
1967, 1971; MA, PhD,
electrical engineering,
Princeton University,
Princeton, N.J., 1972, 1974;
researcher, IBM's Thomas J.
Watson Research Center,
Yorktown, N. Y., 1974-80;
manager, computer science,
IBM San Jose Research Lab,
San Jose, Calif., 1980-83; vice
president, systems and
software, JBM TJW Research
Center, Yorktown, N.Y., 1985-
93; senior vice president,
business development, Elron

Elzctronic, Haifa, Israel, 1993-

95; current position since
1995; m. Judith Oberndorf,
Amg. 22, 1967; child:
Daphna, 28
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by combining that technology with News
Data Com’s conditional-access hardware,
the company “could evolve much faster
into new arcas. We would have that com-
plete system understanding.” he says.

Six weeks later. Murdoch shelled out
$150 million for the NTL division and cre-
ated News Data Systems, later renamed
NDS. “[Murdoch| must have taken a big
risk.” Peled says. "l think no pain. no gain;
no risk. no reward.”

As rewarding as Peled says his career
has been, it has been a long road paved
with hours of intensive research and
study. In 1958, when Peled was 13 years
old. he and his parents emigrated from
Romuania to Israel. where he earned his
bachelor’s and master’s degrees in electri-
cal engineering from Technion-Israel
Institute of Technology.

Following college. he served as platoon
commander during the June 1967 Six-Day
War between Israel and the Arab States;
he married his high school swectheart two
months later, on Aug. 22. That same day,
he enlisted in the army signal corps, where
he was exposed to digital technology. In
1971, along with his wife and year-old
daughter, he emigrated to the United
States, changing the family surname to
Peled to meet Israchi emigration standards
of the time.

Most of Peled’s professional life has
been spent at IBM. where he held several
management positions and worked on col-
laborative projects—including the devel-
opment of a supercomputer used by Holly-
wood designers for special-effects creation.

Leading group projects gave Peled a
chance to develop a management style.
“We are here too short a time not to have
fun,” he says. I like 1o have other people
at ease, and I always try to keep things
light and to keep a sense of humor.”

Affable as he is, he is a no-nonsense
manager who expects the best from his
employees. “If people don’t measure up.
1'm pretty impatient with that.” he says.
“"Everybody has something that they're
good at, and you shouldn’t waste your time
doing something that you're not geod at.”™

Peled certainly has found something
that he is good at—and most important. he
says. something he enjoys. As a boy,
Peled could not have imagined his life
today. but he says. "That's why life is
exciting. Life is an adventure—you know
where you start. but you never know
where you end.” —Karen Anderson

B
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FATES & FORTUNES

I

BROADCAST TV

Missy Halperin, VP. talent relations.
Fox Brouadcasting Co., New York,
named senior VP, talent relations.
e Anne 0’Grady, VP.
") promotion and
K .. 8 murketing, CBS
i » * Television, New
York, named
L - senmor VP, mar-
- keting and events.

i Phil Paligraf, local
sales manager.
wWTIv(TV) Indi-
anapolis, named
VP/GM.

Appointments al KwBA(TV) Sierra
Vista, Ariz,: Barbara Walsh, excculive
assistant, KoLD-TV Tucson. Ariz..
named executive assistant/human
resources manager: Michael Cowman,
news director. KoLD-TV Tucson. Ariz..
named executive producer/special
projects.

O’Grady

Appointments at KCBS-TV L.os Ange-
les: Kim Phile, local sales manager,
named general sales manager: William
Gonzales, Jr., account executive, named
retail sales manager: Mary Coghlan,
account execulive, named local sales
manager.

Ben Kulikowski, general sales manager,
wTTO(TV) Birmingham. Ala.. joins
wBDC-TV Washington as general sales
manager.

Don Wiggins, local sales manager, WEYI-
Tv Flint/Saginaw/Bay City. Mich.,
named general sales manager.

Philip M. Stolz, president. wsAL-TV Bal-
timore, named senior VP of parent
Hearst-Argyle Television there.

Jeff Turner, community relations direc-
tor. Oklahoma State University. Tulsa.
joins KJRH(TV) there as sules manager,
new media.

~ PROGRAMMING

Martine Bazin, personal assistant to VP
of sales, Twentieth Century Fox Inter-
national Television, Los Angeles,
named sales manager.

Terry Wood, cxecutive director. develop-
ment, Harpo Entertainment. Chicago.
joins Paramount Domestic Television,
Los Angeles. as VP, programming.

Dan Casey, VP, Fox Sports World, New
York, named VP. domestic program-
ming ventures,

Paul Crystal, VP, finance. Children’s
Television Workshop. New York,
named group VP. finance and admin-
istration.

Caroline Beck, scnior VP, marketing and
business development, Game Show
Network, Los Angeles, joins Intertain-
er Inc.. Santa Monica, Calif.. as COO.
Paul Major, VP/GM. Panache Broad-
casting, Indianapolis, joins Metro Net-
works. Houston, as GM for Cincinnati
and Dayton, Ohio.

JOURNALISM

Darlene Pomales, general assignment
reporter, weBs-FM New York, joins
WNBC(TV) there as reporter.

Gina London, television news consul-
tant, Professional Media Program,
U.S. Agency for International Devel-
opment, Bucharest, Romania. joins
CNN, Atlanta, as national correspon-
dent. CNN Newsource.

Jeff Newpher, news director. KJAC-TV
Beaumont, Tex.. joins Kauz-Tv Wichi-
ta Falls, Tex.. as news director.

RADIO

Bob Visotcky, general manager.
KYLD(FM) San Francisco, named mar-
ket manager for parent Chancellor
Media Corp.. Denver.

David Meszaros, GM, wiZF(F\M) and

WCNN(AM) Atlanta, named VP/GM,
wiZF and wWSB-FM there.

== John Loscalzo,
senior director,
programming,
SW Networks.
New York.
named VP, pro-
gramming.

Phillip Weber, pro-
ducer. Jacor Com-
munications. Den-
VET. JOIns WYXX
(FM)/WYXX (FM)
Chicago as production director.

Loscalzo

CABLE

Gary Kanofsky, cxccutive in charge of
praduction. Hollywood Close-Ups.
Los Angeles. joins CNBC, Fort Lee.
N. J.. us producer of Before the Bell
and This Morning™ s Business.

Scott Durand, director of trade advertis-
ing. Encore Media Group. Los Angeles.
joins Great American Country. Engle-
woaod, Colo.. as VP marketing.
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Lou Bortone, VP,
marketing and
advertising, Fox
Fumily World-
wide, Los Ange-
les, named senior
VP. marketing
and advertising.

Appointments at
Select Media
Communications,
New York: Gerard
Mackie, chict engineer for Worldwide
Television News (WTN). New York,
Joins as director of engineering: Rick
Sannicandro, operations manager,
WTN. New York. joins as director of
operations, and Mark Dachel, assistant
controller, WTN, New York, joins as
director of finance.

Bortone

Steve Mars, director. on-air promotion,
SportsChannel New York. joins MSG
Network there as VP, marketing.

Appointments at
Insight Commu-
nications, Colum-
bus. Ohio: Bill
Gilbert, VP, adver-
tising sales and
new business,
Coaxial Commu-
nications. Colum-
bus. joins as VP,
advertising sales:
Susane Newell,
corporate director of programming,
Century Communications, Dayton,
Ohio. joins as VP. programming.

Gilbert

Gig Barton, manager. East Coast sales,
Court TV, New York. named execu-
tive VP, advertising sales.

Douglas Butts, producer/director, INSP-
The Inspirational Network. Charlotte.
N. C.. named production manager.

ADVERTISING/MARKETING/
PUBLIC RELATIONS

Bruce Jones, president. CableSoft. Bos-
ton, joins Dove Associates there as sen-
ior consultant. cable and media group.,

Appointments at Adknowledge, Palo
Alo, Calif.: John Lipinski, manager.
server management tools group. Sun
Microsystems. Palo Alto, Calif.
named director of engineering: Simona
Pandury, manager. software quality
assurance. Integrated Systems. Los
Angeles, named director of quality
assurance engineering.

Appointments at Saatchi & Saatchi.
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New York: Scott Tegethoff aind Bob Mc-
Kinnon, VPs. group media directors,
named senior VPs.

ALLIED FIELDS

Scott Bausback, director of marketing,
Tektronix, Beaverton. Ore.. named
VP/GM, TV communications test
business unit.

Dan McCraw, man-
ager, Western
market develop-

" ment. Bexel
Corp.. Sunta
Monica. Calif.,
named national
sales manager.
Plus 8 Video,
Burbank. Calif.
Appointments at
Harris Corp.,
Cincinnati: Dale Mowry, general manag-
er. Earth station antenna products,
Andrew Inc.. Columbus. Ohio, joins
as VP, TV systems: John Delay, product
manager, AM radio line, named direc-
tor. systems product management.

Rob Miller, cxecutive VP, Unipix North
America. Unipix Entertainment. New

York. named president, Unipix North

America, and executive VP, TV, Uni-
pix Entertainment.

McCraw

Andrew Knox, assistant music supervi-
sor, Guiding Lighr, CBS, New York,
named music director. Superdupe
Recording, New York.

TECHNOLOGY

Preston Stone, director. network prod-
ucts, Trilogy Communications, Jack-
son, Miss.. named director, nterna-
tional sales.

Jeff Joseph, senior VP, Ogilvy Public
Relations Worldwide, New York.
joins Consumer Electronics Manufuc-
turers Association. Arlington, Va.. as
VP, communications.

SATELLITE/WIRELESS

Kay Sears, on-site consultant, Intelsat.
New York. joins American Tower
Corp.. New York. as director. Internet
services.

INTERNET

Ken Goldstein, VP, Broderbund Soft-
ware. Palo Alto. Calif., named senior
VP, Disney Online, Hollywood.

Kevin Gavin, regional VP, Teligent Inc..
Los Angeles. joins SoftNet Systems
there as senior VP. marketing.

% =

ASSOCIATIONS/LAW FIRMS

Lon Lee, president, KHQ-Tv Spckane,
Wash.. named chairman of Washing-
ton State Association of Broudcasters.
Olympia. Wash.

DEATHS

William Gardner
Harley, 87. a pio-
neer in the fight
to establish non-
commercial tele-
vision and radio,
died Nov 10 at a
Washington reha-
bilitation center.
As president of
the National As-
sociation of Edu-
cational Broadcasters from 1960 to
1975, Harley played an instrumental
role in the creation of the Corporation
for Public Broadcasting and National
Public Radio. Harley began his career
in his native Wisconsin, first as a pro-
fessor at the University of Wisconsin
and later as the program director of the
Wisconsin State Radio Network. In

Harley in 1977

FATES & FORTUNES

1954 he helped found the country’s
fourth educational TV station, in
Madison. Harley also served as a con-
sultant to the State Department and
was chairman of the Peabody Awards
board. He is survived by his wife,
Jewell. and daughters Cynthia Foster
and Linda Cunningham.

Lynette J. Simpson, 52, dircctor of mem-
ber services for the Small Cable Busi-
ness Association, died Nov. 9 of cancer
at her home in Pleasanton, Calif. Simp-
son began her cable career in the 1970s
as corporate development coordinator
for Total TV Inc.. an MSO based in
Janesville, Wis. In 1981 she was a co-
founder and VP of Sun Country Cable
in Pleasanton. Simpson was associated
with SCBA since the association’s
founding in 1993. first as business part-
ner with the group’s first chairman,
David Kinley, then as a consultant, and
later as staff member. She is survived
by her husband, Jeff, and a son, Matt.
Donations may be made in her name to
the University of California at San
Francisco Cancer Research Fund.
—Compiled by Nolan Marchand
e-mail: nmarchand@ cahners.com

OPEN MIKE

Chopper camera correction
EDITOR: As a sales professional in
broadcast equipment, I feel com-
pelled to notify you that inaczurate
information was published in your
Sept. 21 article, “Chopper wars heat
up the sky.”

The statement: “Now priced at
$100,000, down from $1 million just
a few years ago, these new high-
powered gyrostabilized cameras can
magnify images up to 72 times” is
inaccurate based upon the fact that
72:1 zoom, gyrostabilized technolo-
gy is found only in equipment priced
in the $250,000-$300,000 range.

While, indeed, there is statilized
camera-system technology in the
$100,000 range, it falls tremendously
short of being compared to the sys-
tems referred to in the article. Equip-
ment costing $100,000 has limited
stabilization with a low-end broad-
cast camera and lens with only 20
times zoom capability —Larry Krieg.
sales manager, broadcast division,
Flir Svstems Inc., Portland, Cre. (via
Broadcasting & Cable Online:
www.broadcastingeable.com

Another DTV pioneer

EDITOR: In your Nov. 2 “Top of the
Week” story regarding the launch of
HDTYV as of Nov. 1, one station was
missing—KATU-DT, ch. 43 (DTV)/
KATU(TV) , ch. 2 (NTSC), the ABC
affiliate in Portland, Ore. We
launched Oct. 23 [when] we became
the first commercial TV statien in
the state of Oregon to broadcast a
digital upconverted signal 24 hours a
day along with several hours a week
of ABC’s HDTV 720P feed.

On Oct. 29, we invited 200 of our
viewers to the KATU studios to expe-
rience the thrills of the space shuttle
launch with John Glenn on a crystal-
clear picture on an HDTYV projector.
Their reaction was “outstanding!”
On Nov. | we joined ABC and sev-
eral other stations across the country
to roll out HDTV with the showing
of Walt Disney’s “101 Dalmatians.”
These past two weeks have been a
great accomplishment for the future
of television, KATU staff and our
viewers.—Stefano Esposito, director
of engineering, KATU(TV)/KATU-DT
Portland, Ore.
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ABC’s lockout of NAT-
BET workers is entering
its third week today
with no end in sight.
Meanwhile, NABET and
NBC have held some pre-
liminary “off the record”
talks to see what kind of
common ground there is
before the start of formal
negotiations on a new con-
tract. The NBC NABET
contract expires next
March. A union source says
that the two sides are “far
apart” on certain issues,
including some of the same
issues between the union
and ABC. Also last week,
ABC reached a new four-
year agreement with the
international Association of
Theatrical Stage Employ-
ees and Moving Picture
Operators of the U.S. and
Canada. It covers 500
stagehands working on
shows that include ABC
soaps, GMA, The View and
Regis & Kathie Lee. Mean-
while, NABET has asked
the National Labor Rela-
tions Board to rule ABC's
lockout of them illegal and
has requested that the
NLRB seek a court injunc-
tion forcing ABC to let the
union workers go back to
work. No decision from the
NLRB at deadline.

BroadcastingsCable

King World has agreed
to pay Paula Jones an
undisclosed amount of
money to appear on two
of its syndicated
shows. Jones will sit down
for a two-part interview with
Deborah Norville of Inside
Editionon Nov. 18 and 19
and make a November
sweeps appearance on
The Roseanne Show on
Nov. 25. King World execu-
tives say Jones will contin-
ue to speak out about her
sexual harassment suit
against President Clinton.

A conflict of interest
has caused syndicated
newsmagazine Extra’s
executive producer
Steve Lange, to be
pulled from the show.
Lange's wife, Terry Wood,
was named VP of pro-
gramming at Paramount
Domestic Television earlier
in the month; under her
direct supervision is the
syndicated news magazine
Hard Copy, one of Extra’'s
rivals. Fellow executive
producer Sheila Sitomer is
now running Extra while
Lange's lawyers work with
Warner Bros. executives.
Lange, Wood and Para-
mount executives were
unavailable for comment.

IN BRIEF

MGM Worldwide Televi-
sion has cleared its
new syndicated maga-
Zine strip National
Enquirer in over 52% of
the country for next fall.
Fourteen Fox owned-and-
operated stations have
picked the show up, includ-
ing wNyw{Tv) New York,
wrLD(Tv) Chicago and wrxT
(Tv) Boston. The show also
is cleared on kcaL{Tv) Los
Angeles. MGM executives
say they are working on
clearances for their other
announced strip slated for
fall 1999, Daily Edition.

NCTA President Decker
Anstrom used what he
saw as broadcasters’
lack of election cover-
age two weeks ago to
argue against the FCC
requiring cable opera-
tors to carry any broad-
casters during the tran-
sition to digital TV. In a
letter to FCC Chairman
William Kennard last week,
Anstrom wrote that in
Washington, two local sta-
tions had no election cover-
age in prime time, three
public broadcast stations
had only minimal coverage
and no local station had
more than an hour and a
half of election coverage—

TCl’s 3Q: unimpressive, except for digital
Tele-Communications Inc. posted surprisingly strong sales of digital cable, hitting a
million subscribers, but also had surprisingly weak third-quarter results for its core

cable business.

TCI President Leo Hindery earlier had predicted that the MSO would be able to
sell digital cable packages to 800,000 subscribers by the end of the year. But he dis-
closed last Friday that TCI passed the million mark on Nov. 4.

However, as AT&T prepares to complete its $48 billion takeover of TCI, TCI's core

business has sagged. Cash flow from the company’'s cable systems grew just 4%
during the three months ended September, reaching $616 million, adjusting for the
transfer of systems to partnerships with other MSOs. Cable subscriber growth was
essentially flat during the third quarter, compared with the second quarter.

Sales of the @Home high-speed Internet service were also relatively sluggish. They
are not expected to grow strongly until new modems that are standardized across the
industry—whose development has been delayed—are available next year.

Hindery focused on the unexpected strength of digital cable. “The bad news is
we're having to scramble to get devices,” he said, referring to the General Instrument
Corp. set-top converters. Each digital customer is generating an additional $15.46
per month in revenue at a huge 63% cash flow margin. —John M. Higgins
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while CNN, C-SPAN,
MSNBC, CNBC and Fox
News Channel had contin-
uous coverage most of the
night. “The role cable has
taken in covering our local
and national elections is
just one more example ...
of why there is no rationale
for mandating {a] ‘double
dose’ of must carry during
the transition from analog
to digital television and for
putting every broadcast
station in line of any cable
network,” Anstrom wrote.
NAB President Eddie Fritts
responded that cable news
networks are positioned for
round-the-clock election
coverage and pointed out
that three out of five of the
cable networks mentioned
are owned by broadcast
networks. “Cable wants to
prevent viewers from re-
ceiving those services,
either by denying carriage
of digital signals completely
or by restricting the formats
and services that they will
transmit,” Fritts wrote.

House Telecommunica-
tions Subcommittee
Chairman Billy Tauzin
(R-La.) is not running for
a new leadership office,
but he is strongly support-
ing fellow Louisianan Bob
Livingston (R} in his unchal-
lenged bid to be Speaker of
the House. “Livingston is
the right man for the job at
the right time," says Tauzin
spokesman Ken Johnson.
Tauzin already is a deputy
whip and aims to chair the
House Commerce Commit-
tee when the term of Rep.
Tom Bliley (R-Va.)is up in
2000.

Full cable carriage of
broadcasters’ digital
and analog signals dur-
ing the transition to
digital TV is “unlikely
to serve the public
interest,” wrote Rep.
John Dingell (D-Mich.),
ranking member on the
House Commerce Com-
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IN BRIEF

New recipe at Food: Ober replaces Gruen

In an effort to expand Food Network’s pro-
gramming focus, Scripps Networks has
replaced Food President Erica Gruen with
Eric Ober, chief of Scripps-owned Cinetel
Productions studios.

Ober's appointment last week as presi-
dent/general manager of Food was made by
Scripps Networks President Ken Lowe, who
alsc moved several senior managers within
Scripps in a companywide management
restructuring. Before joining Scripps, Ober
was president of CBS News (1990-96) and
president of CBS TV Stations (1987-90).

Lowe said that placing Ober at the helm of
Food “had a little bit to do with" wanting a
Scripps executive in charge of Food. Lowe also said that
Ober is *a great hands-on leader and is slightly different
in his style of management from Erica.” (Gruen was
head of the channel when Scripps acquired majority
control of Food from A.H. Belo Corp. in October 1997.)

Lowe, who also is president of Scripps’ Home & Gar-
den Television, called the split with Gruen “very amica-
ble” and said it was made by "mutual agreement.” Like-
wise, Gruen said the parting was peaceful and added,
“Scripps has been very fair to me.”

Under Gruen over the past two years, Food's sub-
scriber base has jumped from 16 million to 34 million. Its
net revenue from advertising alone has tripled (the net-
work does not yet charge subscriber fees), and its ratings
in prime time—from mostly original shows—also have
tripled, according to Nielsen data and Food officials.

But Scripps still is waiting for Food Network to turn a

g

Ober will add theme
shows and specials
to Food’s menu.

profit. Lowe says Food has not yet recouped
Scripps’ initial investment in the channel, esti-
mated at $100 million-$125 million. He says
that Scripps' business model for Food does
not anticipate the network becoming prof-
itable until 2000 or perhaps 2001.

In Scripps Networks' second quarter 1998
fiscal returns, Food Network recorded a loss
of $1.8 million in earnings before interest,
taxes, depreciation and amonrtization. Operat-
ing income losses for the quarter totaled $2.3
million after taxes, or 3 cents per share,
according to the company's fiscal statement.
Lowe says that Food's 1998 financial returns
are better than expected and at least 33%
better than last year.

“Erica’s departure has nothing to do at all” with
Food’s tinancial returns for the quarter, Lowe insists.
“This is not about anything other than our beliefs that
Eric Ober is the person to lead and direct the Food Net-
work to the next level,” he says.

Ober says he’s eager to expand Food's programming
focus—which has included several series produced at
Food's New York studios—to cities across the country,
perhaps with a “food across America” theme. He also
wants tc add specials and event-driven shows to help
“drive viewer sampling” to the network.

Gruen says she plans to work as a consultant for
projects involving programming, marketing and con-
sumer insight for TV and new-media companies. She’s
also not ruled out the possibility of joining a media
start-up. —Donna Petrozzello

mittee, to a constituent. Bill
Trevarthen, executive
director of Michigan Gov-
ernment Television, had
written Dingell to express
his concern that awarding
broadcasters full must-
carry rights during the
transition would bump pro-
grams like his off the air
because of a lack of cable-
system capacity. The FCC
is considering a rulemak-
ing to determine what the
cable carriage rules will be
during the transition.
Staffers have said that the
proceeding should be

Printed 1n Ihe U.S A. Founded

mark ot Reed Elsevier inc. "Reg. J.5. Paten Ottice.

completed by the first or
second quarter next year.

The Ackerley Group will
sell its ch. 35 Fox affili-
ate in Monterey/Sali-
nas, Calif., kcea(1v), and
will buy won(1v) , the ch.
46 CBS station in the mar-
ket. Prices were not dis-
closed, and Ackerley Co-
President Denis Curley did
not return telephone calls
seeking comment. KION 1S
being sold to Ackerley by
Harron Television of Mon-
terey, which bought the sta-
tion in December 1994 for

$8.2 million. kcea's buyer is
Seal Rock Broadcasting.
Ackerley currently cperates
kioN under a local market-
ing agre2ment and will
enter int> an LMA with Seal
Rock for kCcBa. owns an
outdoor display company,
among other interests.

The Justice Department
says Chancellor Media
Corp. can acquire Cali-
fornia outdoor advertis-
ing firm Kunz & Co. for
$39.5 million if it sells
more than $5 million in out-
door assets. Chancellor

and Kunz are head-to-
head competitors in some
markets. Together they
would have had a “virtual
monopoly in some areas
and more than 60% of the
market in others,” Justice
said last Thursday in a
news release. Chancellor
must sell off billboards in
Inyo, Kern and Kings coun-
ties, Calif., and Mojave
County, Ariz. Chancellor,
which is primarily a radio
company, is acquiring bill-
boards to provide its adver-
tisers with additional adver-
tising platforms.
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Begadcasiigl

Digital: Dawning
or dimming?

([ S
It"s been three months since this page—acting out of concern
that the transition to digital television would not be all that it
might be—suggcested that FCC Chairman William E. Ken-
mird reconstitute the Advisory Committee on Advanced Tele-
vision Service (the Wiley committee) to get all the players
back on the same page. That suggestion met with far more
oppuosition than support from the principal players involved-—
that is. the broadcast. cable. satellite and consumer electronics
industrics—and even we began to question our call,

Twa things have transpired in the interval, First, this mag-
azine. in association with two collcague publications within
the Broadceasting & Cable Pubtishing Group. set out to pro-
duce & comprehensive report on the dawn of digital wlevi-
sion: the result is the 60-page supplement bound into this
issue. Our reporting on this project yiclded one uncontesied
impression: The transition to digital is an enormous under-
tluking being accomptished atmost miraculously by true pio-
neers. One of our sources likened it to the space race. saying.
“This is our man on the moon.”™ The result may not be as dra-
matic as that national initiative. but it will surcly be among
the great earty accomplishments of the new millennium. Not
one of the pioneers we interviewed appeared to be respond-
ing primarily to a profit motive, although almost all must
answer to the bottom line, They were. for the most part.
climbing this mountain because it was there.

Then. the NAB and the Association for Maximum Ser-
vice Television wrote to Chairman Kennard last week with
a suggestion that mirrored our editorial. Although they
sought a ditferent venue—an interindustry group chaired
by Kennard or another commissioner—their concerns were
similar to ours, and their solution was parallel.

Having thought things over again before NAB and
MSTV weighed in. we were preparing to say in this editori-

Washington 1705 DeSales Str;et. N.W. Washington. DC 20036
Phone: 202-659-2340 Editorial Fax; 202-429-0651

Harry A, Jessell, editor

——EDITORIALS

COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

al that the marketplace was working far better thun we at
tirst thought and that we were willing to trust that mecha-
nism for a while longer. Say. six months. if. by then. the
industrics involved had faited to achieve reasonable stan-
dards of interoperability. we'd be tempted to call in the
Marines (or Dick Wiley. whichever seemed best).

That's still how we feel. As Frank Stanton once put it
“You can’t pull up the plant every 30 days to see it the
rools are growing.”™

Decker Anstrom, president of the National Cable Televi-
sion Associttion. sounded right on when he told us: "Ii' 1
were to put my finger lon] a time to really begin to watch
this move. it would be Christmas 1999.” His is an insider’s
forecast, and a reasonable one. but it won't be met unless
all elements of the industry are going at flank speed. Now's [
no time to rest on the oars—or to avoid them.

What price glory?

We reccommend writer/producer David Kelley's remarks
last week upon his induction into the BROADCASTING &
CanLe Hall of Fame. The bulk of thase remarks are re-
prised on page 43.

Most of the speeches had something 1o recommend them,
and more than one touched on responsibility. But Kelley's,
with the engaging quality of his metaphor and the skilt of its
delivery. particularly struck us. His point, put better than we
could. was that being able to take pride in how and what you
do is as important as—or perhaps more important than—how
much credit you get for it. He didn’t suggest that winning
(substitute ratings. money. awards or any of a host of other
goils) is not important. only that it is not worth gaining at any
price. ining and taking
authorship of it—is not always casy for elevision program-
mers under the pressures of stockholders and front oftfices and
back ends, but it is necessary if television is to be more than a
commaon carrier and if it wants to retain what freedoms it has.
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ON NOVEMBER 197
THE HOUSE JUDICLARY COMMITTEE BEGINS
A PRESIDENTIAL

‘

It's historic times like these for which the cable industry
created C-SPAN twenty vears ago.

(-SPAN guarantees to be there for the whole impeachment process.
No matter how it unfolds.

Without commentary. Uninterrupted. Live.

Hearings will re-air each night ot 7 pm ET.

CSPAN

TWENTY YEARS OF PUBLIC AFFAIRS PROGRAMMING.
CREATED BY AMERICA'S CABLE COMPANIES.
WWW.C-Span.org
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Vietnam:
The Soldiers’ Story

“The best look at the war
ever brought to TV.”

-San Dicga Bnion-Tribmne

“You have captured our history.”

-wtnail from Vietnant I'u'fwgt_:rfu te.com
-

The firefights. The wring points. The agony. The heroism. For 3 consecutive nights in October,
viewers turned 1o TLC 1o find out what it was really like 10 be a soldier, airman, rarine, or sailor
in Vietnam—through the eves of those who were there. Vie'nam: The Soldiers’ Story carmed
the largest audience ever tor a TLC mini-series.*

No other network connects viewers 1o the human experience like TLC.

*3ource: Nielsen Hamesidea Index, gross average prime aml Ene night wlecists, 1992- 1998

1998 041

tor your mind
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