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'Net pulls tighter around cable 
Operators warned that 'forced access' jeopardizes their video and phone services 

By John M. Higgins 

The threat of the open access fight 
on cable operators' nascent high- 
speed Internet business has been 

a hot topic in the industry for months. 
But industry players gathering in Los 
Angeles last week focused on a much 
greater hazard: that Internet providers 
will use government- mandated access 
to cable systems to compete with 
MSOs for TV viewers and even tele- 
phone customers. 

Some media executives attending the 
Western Cable Show warned that the 
government- mandated 
open access sought by 
America Online and 
other providers wouldn't 
limit them to delivering 
Web pages or chat ses- 
sions to PC users. They 
could deliver anything 
digital that would fit in 
the pipe. That includes 
telephone calls, which 
are expected to employ 
the same Internet proto- 
cols as packets of Web 
data, and even full - 
blown video services. 

That's a big risk for cable opera- 
tors -who prefer to characterize the 
position that AOL and the Baby Bells 
are lobbying heavily for as "forced 
access." That poses a big risk because 
even optimists on advanced services 
are expecting cable operators to depend 
on plain vanilla cable for 85% of their 
revenue as late as 2004. 

But at the convention's opening gen- 
eral session, ex -AT &T Broadband & 
Internet Services President Leo Hin- 
dery warned that "if the Pandora's box 
opens, the demons are multiple. That 
was always the point. Streaming video 
is in that box." Hindery recently was 
named chairman of Global Crossing's 
GlobalCenter Internet services unit. 

Sanford Bernstein & Co. media ana- 
lyst Tom Wolzien, who spoke at a panel 
during a CTAM broadband workshop in 
Los Angeles last Tuesday, said that as the 
quality of video streaming through the 
Internet and the quality of content each 

Leo Hindery (top), chairman of 
GlobalCenter Internet, sees streaming 
video as a grave threat to the cable 
industry. Media analyst Tom Wolzien 
says AOL could be delivering pay -per- 
view movies and sitcoms someday. 

advance, AOL could as readily deliver 
pay -per -view movies, sitcoms and news 
as readily as it delivers online stock 
quotes. "Mandated access without limita- 
tion to conventional Web data threatens 
the heart of cable economics;' he said. 

Right now, operators insist that 
Excite @Home and Road Runner pre- 
vent subscribers from downloading 
more than 10 minutes worth of broad- 
cast -quality streaming video. They con- 
tend that such video puts too much of a 
drag on server capacity bandwidth. But 
critics charge that operators don't want 
subscribers to be able someday to get 
A &E or CNN cable over the Internet 
and drop their basic cable subscriptions. 

Hindery sees streaming as a grave 
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threat and says that such 
restrictions are "impor- 
tant to the lifeblood of 
the industry." But given 
the political pressure 
facing the industry, 
those restrictions "are 
going to look more 
offensive?' 

Operators are not 
going to drop the 
streaming restrictions 
easily. Speaking at 
PaineWebber's annual 
media investment con- 
ference in New York last 

week, Hindery's successor at AT &T 
Broadband, Daniel Somers, said he was 
"philosophically opposed" to allowing 
high -speed data subscribers to tap 
streamed video with no restrictions. "I 
think we've spent $55 billion to $56 bil- 
lion to have the blood sucked out of our 
veins," Somers said sarcastically. 

There are a few major limitations to 
watching video on the Internet. The first 
is bandwidth. In most systems, it's too 
limited to get anything but a jittery, low - 
quality picture. But cable modems and 
telephone companies' DSL service is 
about to change that. Reasonable- quali- 
ty bootlegs of theatrical movies are 
becoming common on the Internet, 
watched mainly by college students 
with high -speed connections in their 
dorm rooms. 

A second obstacle is program rights. 
MTV and ESPN don't put their feeds 
on the Internet and cable operators 
would scream if they did, even if they 
charged a subscription fee. 

But PaineWebber Inc. media analyst 
Chris Dixon said that it won't be long 
before America Online or some Inter- 
net content provider will try to secure 
the same kind of program access that 
Congress granted DBS services in the 
1992 Cable Act. AOL already has lob- 
bied Congress to not be blocked from 
claiming rights to transmit the signals 
of broadcast stations. 

"HBO drove cable, e-mail drove 
usage of the Internet," Dixon said. 
"HBO could come around and drive 
broadband." 
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AOL executives did not return calls 
seeking comment. But, although Liber- 
ty Media Corp. Chairman John Malone 
sees streaming in an open access world 
as a risk; networks like Home Box 
Office won't necessarily have the 
rights to distribute their individual pro- 
grams over the Internet, even if ordered 
to by Congress. "That's a question of 
intellectual property rights of the guys 
that own the underlying product, the 
movies," Malone said. "Does HBO 
have the rights to distribute over the 
Internet ?" 

Streaming poses a big risk if cable 
operators lose control of their pipe, 
Hindery said. In a digital world, "0's 
and 1's are indistinguishable from each 
other," he explained. Pointing to panel 
members Time Warner Vice Chairman 
Ted Turner and Charter Communica- 
tions Inc. CEO Jerry Kent, he said: "If 
somebody in a legislative or regulatory 
context determines that Ted's pipes or 
Jerry's pipe are, in fact, openable, then 
they will be opened for streaming." 

Bloomberg's Michael Bloomberg 

said the threat is wider than simply 
open access, because Baby Bells, MCI 
Worldcom and other competitive tele- 
phone companies are seeking to pro- 
vide high -speed bandwidth to the 
home through other methods. "The 
public is going to have multiple paths 
into their home, all of those paths are 
going to do exactly the same thing," he 
said. "Nobody is going to pay much 
for that path." 

However, Kent and Turner -whose 
companies actually own cable sys- 
tems- minimized the problem. Turner 
acknowledged that open access is a 
threat, but so are other methods of 
high -speed access. "Satellite poses a 
threat; telephone poses a threat; there 
are a lot of threats," he said. 

But Turner also emphasized that 
Time Warner has no desire to prevent its 
customers from accessing their AOL e- 
mail boxes: "They can get AOL. We're 
not shutting anybody out. The thing is, 
we want them to have to go to Road 
Runner to get to AOL. It's our wire, and 
we'll do what we want to with it." 

TOP OF THE WEEK 

Changing times 
The biggest cheers at last week's 
Western Cable Show were not from 
the crowd swaying to Bonnie Raitt 
or the mosh pit erupting in front of 
Sugar Ray in private concerts at 
the annual ccnvention. No, the 
loudest applause came when Cali- 
fornia Cable Television Association 
Chairman William Geppert told a 
crowd that next year's show would- 
n't be held so dose to Christmas. 

Indeed, scheduling the three - 
day gathering to end last Friday, 
just eight days before Christmas, 
had been expected tc dampen 
attendance and enthusiasm. But 
while many industry executives 
said beforehand they were skip- 
ping the show because of the 
schedule, CC TA officials reported 
that the final tally of registrations 
was expectec to slightly exceed 
the 30,000 on hand last year. 

-John M. Higgins 

Kennard fires shot at cable 
Warns that consumers could rebel over broadband access issue -recalls Boston Tea Party 
By Bill McConnell 

Don't let arrogance provoke a 
"modern -day Boston Tea Party" 
over broadband access, FCC 

Chairman William Kennard warned the 
cable industry last week. 

"The American people still have a 
penchant for throwing things over 
when they feel they can't control their 
own destiny," Kennard told the Western 
Show. Noting that his Dec. 16 speech 
was being delivered on the 226th 
anniversary of the famous protest in 
Boston Harbor, he warned that a simi- 
lar revolt will result if consumers 
decide the industry is abusing the fed- 
eral government's hands -off policy 
toward broadband deployment. 

"I suspect that some of you out there 
are thinking that you have put this access 
issue behind you .... That you are win- 
ning on all fronts: at the FCC, in Con- 
gress, and in most of the municipalities," 
Kennard said. "All I can say is: Be care- 
ful ... King George felt the same way." 

The federal government will not be 
able to stand by idly if consumers 
believe they are being denied access to 

'Be careful, King 
George felt the 
same way.' 

the Internet Ser- 
vice Providers of 
their choice or if 
cable companies 
bypass low 
income or rural 
neighborhoods, 
he said. 

To keep the 
government off 
its back, Ken- 
nard said cable 
should: 

-Demand 
open technical specifications that allow 
applications and equipment to be 
designed under common platforms 

-Require unrestricted interconnec- 
tion between competing content and 
service providers 

-Ensure that prices are determined 
by the market, rather than government 
or private rate setters. 

"If you want regulatory restraint ... 
then it will be incumbent upon the cable 
industry to show it is taking voluntary 
action to create the open systems every- 
body says they want," FCC Cable Ser- 
vice Bureau Chief Deborah Lathen told 

conventioneers later in the day." 
"If it turns out people really want 

video streaming products ... the market 
will take care of it," said Robert Pep- 
per, head of the FCC's Office of Plans 
and Policy. If cable resists consumer 
wishes, telephone digital subscriber 
line and fixed wireless competitors will 
eat into the cable industry's lead, 
according to the regulators. 

Kennard said he was encouraged by 
AT &T's announcement two weeks ago 
of plans to strike carriage deals with 
unaffiliated Internet service providers. 
Still, he said AT &T's plan is little more 
than a blueprint for open access. What 
matters most, he noted, will be the terms 
of actual deals struck when AT &T's 
exclusive contract with Internet partner 
Exite @Home expires in two years. 

Elaborating on his chief's remarks 
later in the day, Kennard staffer Thomas 
Power said the commission is taking 
seriously concerns raised by consumer 
groups about the AT &T deals. Media 
Access Project, for instance, com- 
plained AT &T's deal would allow the 
company to restrict its ISP offerings to a 
handful of providers. 
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TOP OF THE WEEK 

NBC ready to bolt NAB 
Network says association generally hasn't pushed hard enough on deregulation 

By Paige Albiniak 

O 
ne more network is on its way 
out of the National Association 
of Broadcasters. 

NBC President and CEO Bob Wright 
last month informed NAB President 
Eddie Fritts that if the association didn't 
change its position on broadcast owner- 
ship regulation, NBC would leave. 
NBC has threatened the move since last 
summer, when Fox Broadcasting Co. 
exited the association. Since broadcast 
affiliates and non -network -owned sta- 
tion groups have no intention of chang- 
ing their position, they say, NBC's 
departure appears imminent. 

Most see the dispute centering on one 
issue: the FCC rule that caps station own- 
ership at 35% of TV households. But 
NBC executives say the issue is larger. 

"There is enough diversity in the 
marketplace that broadcasting should 
be deregulated," says NBC Vice Presi- 
dent Bob Okun. "NAB is not aggres- 
sively pursuing a ... deregulatory agen- 
da for broadcasters." 

NBC wants to see the TV industry 
deregulated much like the radio indus- 
try was by the 1996 Telecommunica- 
tions Act. 

"In the context of the changes sweep- 
ing the communications marketplace, 
the NAB should have been debating 
what new deregulatory structures were 
needed to allow free over - the -air televi- 
sion to compete with the newly domi- 
nant pay services, and then- precisely 
because it is an issue of competitive sur- 
vival- moving heaven and earth to bring 
these changes about," Wright wrote to 
Fritts. "The NAB did this in radio. But in 
television, the NAB has frankly, some- 
how, become captured by a perspective 
that unfortunately is focused on a past 
that no longer exists rather than the 
future that is staring us all in the face" 

Okun and his boss, NBC Executive 
Vice President Rick Cotton, plan to 
present their arguments at the NAB's 
winter board meeting in Palm Springs 
next month, but non -network broad- 
casters have no plans to alter their posi- 
tion on ownership, they say. Last 
month, the ABC and CBS affiliate 
boards affirmed that they want the 35% 
ownership cap to remain. 

Wright (above) to Fritts: 'There is enough 
diversity in the marketplace that 
broadcasting should be deregulated.' 

"It is unfortunate that their member- 
ship comes down to this one issue," says 
Paul Karpowicz, executive vice presi- 
dent of LIN Television, chairman of the 
CBS affiliates advisory board and vice 
chairman of the NAB television board. 

Despite NBC's claim that the disaf- 
fection with NAB goes deeper, some 
broadcasters insist it is the cap that is 
driving the decision. "It does seem 
strange that the single issue of buying 
more television stations somehow is 
positioned as more important than any 
other issue in broadcasting," one 
broadcast executive comments. 

Longtime broadcasters say that 
while they don't believe the defection 
will hurt the organization, it's still not 
good for the industry. 

"The precious political resources of 
the NAB should not be expended on 
internecine industry warfare," says 
Martin Franks, CBS senior vice presi- 
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dent and a member of NAB's executive 
committee. "With all of the external 
threats we face, why are we forming 
our firing squad in a circle ?" 

"I maintain that someone has to 
respectfully remind Mr. Wright and the 
elders of NBC that NAB's mission is 
beyond tactics and strategy and sharehold- 
er value and all the buzzwords of business. 
Anything that diminishes NAB's mission 
diminishes the whole tribe," says Bill 
O'Shaughnessy, president of Whitney 
Radio and an NAB board member. 

Still, the executives assert, NAB 
doesn't have to have NBC in the fold to 
do its work effectively. "Anyone who is 
familiar with NAB institutionally 
knows that the real effectiveness of our 
association comes from the fact that we 
have 6,600 local stations in virtually 
every Congressional district, every city, 
every hamlet in America," says Dennis 
Wharton, NAB spokesman. "Our 
strength comes from the grass roots." 

In fact, some say, the lobby might be 
better off without the networks. 

"It was not unheard of for NBC and 
Fox to sit in on NAB's inner council 
meetings and then immediately go to 
the Hill to oppose those positions," one 
executive notes. 

"If all the networks left NAB, life 
would probably be easier for Jim and 
Eddie," says one broadcast lobbyist, 
referring to NAB President Eddie Fritts 
and NAB top lobbyist Jim May. 

But even if NAB continues to win 
policy fight after policy fight, NBC's 
threatened departure makes clear how 
deep the rift between networks and 
affiliates really runs. In the face of a 
split industry, Congress and the FCC 
will be hard -pressed to make any 
changes in broadcast regulation. 

"There's no question that it puts the 
broadcast industry as a whole in a more 
difficult position when it comes to lob- 
bying Capitol Hill," says Ken Johnson, 
spokesman for House Telecommunica- 
tions Subcommittee Chairman Billy 
Tauzin (R -La.). "History has shown us 
that broadcasters, when they are united, 
are one of the most, if not the most, 
effective lobbying forces in Washington. 
So it only stands to reason that any time 
you have fissures, it's going to under- 
mine your organization as a whole." 
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TOP OF THE WEEK 

AT &T playing ball 
By Deborah D. McAdams 

Add football to the AT &T portfo- 
lio. Dan Somers, president of 
AT &T Broadband and Internet 

Services, says the company is courting 
the National Football League along 
with other the major sports leagues for 
the types of out -of- market deals so 
popular with DirecTV customers. 

AT &T's programming partner, View- 
er's Choice (co -owned by four other 
MSOs) recently secured its first sports 
deal with the National Hockey League for 
out -of- market games. It's also talking to 
Major League Baseball and looking to 
secure deals from the National Basketball 
Association as well as the NFL when the 
NFL's contract comes up for bids in 2002. 

Out -of- market sports packages are 
among the most lucrative products for 

DBS, Somers notes, and cable operators 
ought to get a piece of that. Revenue 
from specialty sports packs would also 
help offset the escalating expense of 
sports in basic services-cable's greatest 
expense in terms of license fees. 

Matt Bond, head of programming for 
AT &T BIS adds: "The biggest pressure 
here is on the sports side [for games] 
that a minority of customers want but 
that we are contractually restricted from 
putting on a tier." Somers says that 
AT &T had executed 10 -year deals with 
most of the networks to "manage pro- 
gramming costs over a longer period." 
Positioning Viewer's Choice, tradition- 
ally a pay -per -view distribution vehicle, 
as a content provider gives AT &T and 
the other partners a way to profit from 
programming instead of strictly paying 
for it. 

Liberty shops 
Liberty Media Corp. turned to 
distressed companies for the lat- 
est additions to its growing port- 
folio of data -distribution invest- 
ments, agreeing to buy pieces of 
ailing Cendant Corp. and bank- 
rupt NextLink Corp. 

Seeing value in a beaten up 
franchiser, Liberty Media Corp. 
agreed to pump $400 million in 

Cendant Corp., owner of the 
Days Inn hotel and Century 21 

Realtor chains. Liberty Media 
got a 2.5% stake in Cendant 
and two -year warrants to buy 
another 4% at $23 a share. Mal- 
one is most interested in deliv- 
ering high -speed Internet serv- 
ices to travelers at hotels willing 
to pay premium prices. Cen- 
dant's hotel franchises include 
Howard Johnson, Ramada and 
Travelodge. -John M. Higgins 

Turner still primed for peacock 
Says Time Warner should buy network, since WB `better than nothing,' but not enough 

By Harry A. Jessell 

Ted Turner thinks Time 
Warner ought to acquire a 
second broadcast net- 

work -NBC, "assuming we 
can get it" 

"Double your pleasure, 
double your fun; own two net- 
works instead of just one," the 
Time Warner chairman said 
last Wednesday during the 
opening session of the West- 
ern Show in Los Angeles. 

Turner's comments came on 
the heels of General Electric 
Chairman Jack Welch's firm 
denial that parent GE had 
offered to sell NBC to Time 
Warner for $25 billion. "We 
have no intention of selling it," 
Welch told reporters during a 
Tuesday teleconference. "I've 
tried to say that as many ways as I can, 
even when Rupert went off the reserva- 
tion" 

"Rupert" is News Corp. Chairman 
Rupert Murdoch, who last month dur- 
ing a TV interview said GE was selling 
and that a Time Warner board mem- 

Turner: `If we are going to be big, we might as well be big 
... I want one of everything.' 
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ber- presumably Turner -was push- 
ing that corporation to buy. 

Turner said that he has wanted to 
acquire a major broadcast network for 
a "long time" and that Time Warner is 
"disadvantaged" without one. 

The WB, Time Warner's 5- year -old 

1999 

network, isn't big enough and it 
isn't really a network because it 
does not offer news or sports, 
Turner said. "It's a syndicated 
programming service .... It's bet- 
ter than nothing. I think it's a place 
where Warner Bros. has a plat- 
form to produce programming." 

Asked why he wants another 
network by session moderator 
Jeff Greenfield, Turner said, "I 
just want to be big. If we are 
going to be big, we might as 
well be big .... I want one of 
everything .... We ought to buy 
DirecTV." DirecTV is the lead- 
ing satellite TV operator with 
more than 7 million subscribers. 

Of course, Turner said, there 
is a limit. Time Warner doesn't 
want to be "so big that you 
would interfere with antitrust:' 

Others at Time Warner had 
no response. 

Although Welch quashed the Time 
Warner talk, NBC sources say the 
network has had discussions about 
strategic alliances with several com- 
panies, including Sony and USA Net- 
works Inc. 
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TOP OF THE WEEK 

Viacom defends MIV deals 
Says Justice Department probe will turn up no antitrust evidence in The Box purchase 

By Paige Albiniak 

ifiacom executives last week 
brushed aside the Justice Depart- 
ment's investigation into the 

company's MTV Networks for possi- 
ble violations of antitrust law. 

"We're cooperating fully with the 
Department of Justice review of The 
Box transaction," said MTV spokes- 
woman Carole Robinson. "We believe 
that when it's concluded, they will agree 
that the program- services market in 
which we operate is highly competitive 
and that there are no antitrust issues." 

Another company executive said 
"this is the record companies trying to 
exert a little influence. They have huge 
distribution problems and they are frus- 
trated. They've been asleep at the 
switch for a long time." 

The Justice Department would con- 
firm only that the investigation was 
ongoing: "We're looking at the possi- 
bility of potentially anticompetitive 
practices involving music video net- 
works," said Jennifer Rose, spokes- 

woman for the Justice Department's 
antitrust division. 

The investigation comes as part of 
Justice's examination of Viacom's pur- 
chase of The Box from TCI Music, 
now Liberty Digital, last May. 

The Justice Department is researching 
music industry complaints that MTV 
demands exclusive rights to music 
videos as part of its licensing agreements 
with record labels, according to a report 
that appeared in The Wall Street Journal 
last week. That article also said music 
executives complain that MTV pays 
much less than market value to air videos 
because competition in the music video 
programming market is so limited. MTV 
reaches 72 million homes, while VH 1 

reaches nearly 69 million homes. 
"MTV has some deals with some, 

not all, record companies whereby we 
pay a certain amount of money to take 
on occasion a video for an exclusive 
period of time, which is usually a week 
or two," Robinson said. "This year ... 
we took seven exclusively. The practice 
is used very, very infrequently." 

Black Entertainment Television 
Executive Vice President Curtis 
Symonds said the company was 
approached in September by Justice 
lawyers asking how MTVN's deal 
affected the company. Symonds said he 
told the lawyers that the deals had no 
effect on BET's ability to secure distri- 
bution. As for BET's inability to imme- 
diately air many videos, he said that it 
"hasn't been crippling." 

Exactly how the Justice Department 
defines the "program- services market" 
in which MTV operates remains subject 
to debate. Among music -oriented chan- 
nels, MTV is clearly king. But there are 
a limited number of those channels, 
which include VH1, M2, The Box, BET 
Holdings' Black Entertainment Televi- 
sion and MuchMusic, which is partly 
owned by Cablevision Systems Corp. 
Otherwise, MTV's competition for 
advertisers can be defined as broadly as 
all television networks, among which 
MTV ranks 15th, according to BROAD- 

CASTING & CABLE'S most recent ranking 
(B &C, Dec. 13). 

FX makes it to New York 
Time Warner will add Fox cable channel to most of its systems by end of 2002 

By Joe Schlosser 

FX is coming to the 
Big Apple and to a 
Time Warner cable 

operator near you in the 
not -so- distant future. 

The 5- year -old News 
Corp. -owned cable net- 
work landed its biggest 
distribution deal ever last 
week, when Time Warn- 
er Cable agreed to put 
FX on 80% of its sys- 
tems by the end of 2002. 
The once -fledgling cable 
channel will add 7 mil- 
lion subscribers with the Time Warner 
deal, which includes carriage in the 
nation's largest market, New York City. 

FX executives also announced that 

Liguori: '... its very hard to 
keep a network that popular 
off your air.' 

they have deals with a 
number of other MSOs, 
including AT &T, which 
will bring the network to 
more than 55 million 
homes by the start of 
2003. Time Warner 
already offers FX to 3 

million of its subscribers. 
The deal with Time 

Warner Cable came a 
week after the MSO 
signed a 10 -year pact 
with Fox Channels 
Group to carry all of 
Fox's regional sports 
networks in communi- 

ties where Time Warner owns cable sys- 
tems. Time Warner had kept any new 
deals with FX in limbo for months in 
order to get the important regional 
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sports channel pact locked up. Sources 
say FX will get close to its 25 cents per 
subscriber fee from Time Warner. 

Peter Liguori, president of FX Net- 
works, says the regional sports deal 
with Time Warner Cable played a role 
in FX's new contract, but he says a 
major part of the additional rollout has 
to do with FX's improved programming 
lineup: "The reality of it is, no one is 
going to take a network unless they feel 
it is of some value." Liguori, who was 
named FX president in August 1998, 
adds: "It's not like these guys have 
unlimited channel space. FX is becom- 
ing of greater value. We are a top -10 
cable network, and it's very hard to 
keep a network that popular off your air 
too long." Liguori says he hopes to take 
the network past the 60 million -sub- 
scriber mark in the next two years. 
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WISDOM 

-at 
TELEV!SICN 

Ray Boller 203.972.7234 

Michael Feinner 303.795.1346 

Diane Montgomery 972.380.0523 
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TOP OF THE WEEK 

WBDTD won the off -net syndication 
rights to NBC Studios "Will & Grace.' 

WB has real 
`Will' power 
By Melissa Grego 

A 
s the NATPE convention nears, 
syndicators are finning up their 
syndication plans. 

In one of the most highly anticipat- 
ed deals, Warner Bros. Domestic Tele- 
vision Distribution nabbed the rights 
to the off -net syndication run of NBC 
Studios Will & Grace, and will be 
bringing the show to NATPE in prepa- 
ration for a fall 2002 launch. 

The stars of Will & Grace, Eric 
McCormack and Debra Messing, are 
already scheduled to appear in New 
Orleans for the convention as hosts 
of the Hollywood Radio and Televi- 
sion society's International Broad- 
casting Awards. 

NBC Enterprises, the distributor 
for NBC Studios, has been shopping 
the show around to syndicators for 
several months, sources say. NBC 
does not have its own domestic syndi- 
cation arm. 

WBDTD has handled the off -net 
runs of NBC programs before. 
WBDTD launched the off -net syndi- 
cation run of NBC Studios' In the 
House in September, as well as that 
of NBC's The Fresh Prince of Bel - 
Air in 1994. 

The two companies also currently 
work together in the first -run arena, 
with syndicated magazine Access Hol- 
lywood. WBDTD handles station sales 
and marketing for the show, while 
NBC produces. 

CLOSED CIRCUIT 
BEHIND THE SCENES 

LOS ANGELES 

Dumping Diva 
Video -on- demand hardware maker 
Diva Systems was evicted from TV 
Guide's booth on the floor of the 
Western Show in Los Angeles last 
week. Diva was demonstrating its 
system in several companies' 
booths, showing how subscribers 
could instantly call up whatever 
movie they want. The demo was 
using TV Guide Interactive as a 
program guide, so had set up in a 
corner of the company's booth. But 
on Wednesday, Diva announced 
that it was developing its own elec- 
tronic program guide. Oops. When 
Diva's demonstrator showed up the 
next day, TV Guiders shut down 
the Diva equipment and told the 
demonstrator to leave. 

NEW YORK 

Glint in the Eye 
For several years, CBS has had 
the image of being the most affil- 
iate- friendly network, but station 
sources say it is playing hardest 
ball on network compensation. 
Sources say all of CBS' negotia- 
tions on the issue start out the 
same way: zero comp. "That's 
not where they are ending up in 
many cases," says one executive. 
"But NBC and ABC are saying, 
`we need to get this down to rea- 
sonable levels. "" ABC recently 
did a new five- station deal with 
Benedek Broadcasting in which 
the broadcaster took a comp cut, 
Jim Yeager, company president, 
confirms. He wouldn't reveal 
how much, saying, "under the 
circumstances, we're happy with 
the deal." Word has it that Quin- 
cy Broadcasting was forced to 
take a huge cut in comp by NBC. 
But even at CBS, affiliate 
sources say stations that perform 
well in the ratings do have some 
leverage. The only comment 
Peter Schruth, CBS head of affil- 
iate relations, has on comp talks 
is that stations should, "be pre- 
pared to negotiate." 

BEFORE THE FACT 

Opening up? 
Donaldson Lufkin Jenrette stirred 
up a hornet's nest two weeks ago 
when it excluded the press from its 
first annual media conference, 
which it scheduled in direct com- 
petition with the decades -old 
PaineWebber Media Conference in 
New York. Dow Jones withdrew 
and The New York Times said it 
wouldn't participate in the future 
unless DLJ opened it up. And it 
appears DU will do just that. 
According to executives who par- 
ticipated in the DLJ conference, 
next year's event will be open. 
"Right now, they're talking about 
letting reporters into an adjoining 
room to listen to the speakers," 
said one executive. DLJ public 
relations staffers didn't return calls. 

WASHINGTON 

Narrowcasting 
Broadcasters are looking at a new 
technology that will allow digital TV 
stations to air different versions of 
programming within the same chan- 
nel. For example, a station could air 
one version of the local news for 
Maryland's Prince George's County 
and another for neighboring Mont- 
gomery County; or it could run 
Cadillac ads during sporting events in 
upscale areas and Chevrolet ads in 
less -wealthy areas. An ATSC sub- 
committee is mailing ballots to its 
members asking them to vote on 
whether the standards -setting associ- 
ation should start looking at the issue, 
called "directed channel change ?' 

All business, of course 
One of FCC Chairman Bill Ken - 
nard's requests at the Western Cable 
Show was a private audience with 
singer Bonnie Raitt, who performed 
at the convention. Kennard told Cal- 
ifornia Cable Television Association 
executives he wanted to discuss 
some issues Rain had related to a 
low -power TV station in which she 
has invested. "She's probably never 
heard that one before," quipped one 
industry executive. No word on 
whether Kennard got his wish. 
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FINANCIAL 
WRAP -UP 
Week of December 13 -17 

WINNERS 
12/17 % change 

TCI Satellite $10.63 41.70 
ValueVision $50.38 13.20 
Insight Comm $28.88 12.70 
Infinity Bcst. $39.69 12.60 
USA Networks $55.88 11.75 

LOSERS 
12/17 / change 

Granite Bcst. $9.63....(36.40) 
TIVo $30.47....(17.30) 
Radio One $65.63....(15.00) 
Tribune $52.13....(10.30) 
Acme Television ....$32.75 (9.50) 

BROADCASTING & CABLE /BLOOMBERG STOCK INDEXES 
BROADCAST TV (1 6198-12/17/99) 
350 
3C0 

250 
2C0 

150 

100 

50 

0 

Week ending 12/17 

Close 318.75 
High 318.75 
Low 311.44 

CABLE TV (12/16/98-12/17/99) 
350 

300 
250 
200 
150 

100 
50 

o ... 
Week ending 12/17 

Close 347.15 
High 348.82 
Low 338.11 

RADIO (12/1619E- 12/17/99) 
1000 

600 

400 

200 

o 

Week ending 12/17 

Close 98'.79 ittr 
High 981.79 
Low 958.19 

DOW JONES 
Week ending 12/17 

Close 11257 40 
High 11257.40 
Low 11160.2 

NASDAQ 
Week ending 12/17 

Close 3753.13 
High 3753.13 
Low 3571.66 

SAP 500 
Week end ng 12/17 

Close 1421.C6 
High 1421.C8 
Low 1403.17 

Outstanding Performance. 
At Veronis, Suhler & Associates, we are committed to helping our clients, equity partners, and investors 

attain their financial objectives. Case in point VS&A Communications Partners, our private equity affiliate, 
invested equity in Triax Midwest Associates in 1996. The Fund helped Triax implement an ambitious 

growth plan, which included nearly $100 million in systems acquisitions and a three -year rebuild program. 
The result was a significant increase in the value of Triax, leading to a successful sale. 

VS &A Communications Partners II, L.P. 
an ajiliate of Veronis, Suhler & Associates Inc., 
acting as lead investor with certain institutional 

co- investors and management 

has agreed to sell 

Triax Midwest Associates, L.P. 
a cable television partnership which owns cable systems 

located in Illinois, Indiana, Wisconsin, 
Iowa and Minnesota 

to 

Mediacom LLC 
a leading U.S. independent cable television company 

for 

$742,500,000 
We acted as financial advisor to 

VS&A Communications Partners II, L.P. 

November 1999 

To learn more about our firm or to discuss possible initiatives in complete confidence, contact: 

Francis UEsperance 
Managing Director 

Broadcast, Cable and Entertainment 
lesperanctf@veronissubler.com 

VERONIS, SUHLER & ASSOCIATES INC. 
350 Park Avenue New York, NY 10022 (212) 935 -4990 Fax (212) 935 -0877 www.veronissuhler.com 
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TOP Of THE WEEK 

Digital commitments 
FCC begins to consider broadcasters' public service responsibilities 

By Paige Albiniak 

The FCC last week began consid- 
ering digital broadcasters' 
requirements for public service 

performed in exchange for the govern- 
ment loan of potentially billions of dol- 
lars worth of spectrum. 

The commission put out a notice of 
inquiry (NOI) approved by four com- 
missioners. Commissioner Harold 
Furchtgott-Roth concurred in part with 
the inquiry while dissenting in "large 
part," he said at a meeting last week. 
Furchtgott -Roth said the law only 
allows for a "very narrow examination 
of how to continue the existing stan- 
dard...I do not support anything that 
expands the public interest because 
there is no basis for that in the statute." 

The commission is calculating how 
much channel capacity digital broad- 
casters should be required to devote to 
the public interest in a multichannel 
broadcast world; how DTV will best 
provide disaster information; how 
DTV will best serve disabled commu- 
nities; and how DTV could improve 
political discourse. This last point has 

proven particularly divisive, even 
though the notice suggests only that 
broadcasters voluntarily provide five 
minutes of "candidate- centered dis- 
course" each night during the 30 nights 
preceding an election. 

The FCC based its NOI on recom- 
mendations filed last June by People for 
Better TV and the presidential advisory 
committee on the public interest obliga- 
tions of digital broadcasters - otherwise 
known as the Gore Commission -last 
December. The Gore Commission, 
whose 22 members include five broad- 
casters, last year recommended that 
broadcasters voluntarily provide the five 
minutes of political coverage each night 
for 30 nights. Campaign reform advo- 
cates have been frustrated that broad- 
casters have not taken up the cause. 

"The longer the industry turns a deaf 
ear on the recommendations of the 
Gore Commission for voluntary free 
airtime for candidates, the stronger the 
case becomes for mandates," says Paul 
Taylor, executive director of the 
Alliance for Better Campaigns. Taylor 
says his organization, in concert with 
others such as the Media Access Pro- 

ject and the Center for Media Educa- 
tion, will continue to push broadcasters 
to improve campaign discourse. 

Right now, analog broadcasters face 
fairly loose public interest requirements. 
Each week, they must air three hours of 
educational children's programming at 
the same time and place, and they can 
advertise for only a limited period of 
time during that programming. Broad- 
casters are required to give political can- 
didates equal airtime to respond to any 
editorial attacks. They are expected to 
air public- service announcements, 
although there are no guidelines outlin- 
ing how many or how often. They also 
must keep files of their public interest 
activities on hand in case of inquiry and 
to show to the FCC when they apply to 
renew their broadcast licenses. 

Analog broadcasters are expected to 
maintain their public interest obliga- 
tions during the transition to digital tel- 
evision, and to translate those obliga- 
tions to their digital channel until the 
FCC comes up with new rules. 

Public comments on the inquiry are 
due at the end of March, replies at the 
end of April. 

DBS deadline nearing 
DirecTV is ready with public service nets; EchoStar petitions for more time 

By Paige Albiniak 

Derect broadcast satellite providers 
faced their deadline to begin 
using 4% of their spectrum to 

fulfill public interest obligations with 
varying degrees of readiness. 

DirecTV has six new channels, but 
EchoStar Communications Corp. last 
week requested more time. The 1992 
Cable Act and FCC rules require DBS 
companies to carry channels that serve the 
public interest, as defined by the FCC. 

DirecTV's total public interest lineup 
includes nine networks that offer a mix 
of political, spiritual, educational and 
cultural programming: C -SPAN, Eter- 
nal World Television Network, Trinity 
Broadcast Network, WorldLink TV, the 

NASA Channel, PBS YOU, StarNet, 
Clara +Vision and Inspirational Life. 

EchoStar hasn't selected its final pub- 
lic interest networks, although it has 20 
interested suitors, said EchoStar spokes- 
woman Judianne Atencio. The company 
already carries C -SPAN, the NASA 
Channel, the Eternal World Television 
Network and Trinity Broadcasting. A 
petition EchoStar filed at the FCC last 
week asserts that only three of the 20 
networks applying for space would have 
been ready for carriage by Dec. 15. 

EchoStar last week asked the FCC to 
allow it to put off its new public interest 
services until the end of January, while 
it sorts out year 2000 issues and finishes 
getting its new satellite at 110 degrees 
west longitude fully operational. At 
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press time, the FCC had not responded. 
EchoStar also needs time to 

rearrange its programming across its 
five satellites in four orbital slots to 
comply with the commission's set - 
aside rules. EchoStar must move its 
public interest programming from its 
originally planned location at 61.5 west 
longitude, which only covers the east- 
ern half of the country, to other slots 
that cover the entire U.S. 

EchoStar CEO Charlie Ergen said in a 
statement that he was "disappointed" 
with the commission's new rules because 
he had planned to create an "educational 
neighborhood" at the 61.5 location. The 
rules "will result in a less attractive and 
less viable educational package for con- 
sumers;' Ergen asserted. 
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Th Advertising Council 

Public Service Events 

JANUARY 

Back -to- School Winter Term 

Community Schooling 

Connect for Kids 

Discouraging Academic Cheating 

Education Reform 

Gender Equity in Education 

Learning Disabilities 

National 4 -41 Council 

Recruiting New Teachers 

United Negro College fund 

Value of Math and Science 

Environmental Policy Act Anniversary 

Earth Share 

Earth Share /Environmental Protection Agency 

Forest Fire Prevention 

Reduce. Reuse. Recycle. 

Wilderness Wildlife Week of Nature 

Earth Share 

Earth Share /Environmental Protection Agency 

Forest Fire Prevention 

1 / - i International Thank You Week 

Martin Luther King, Jr. Day 

Anti -Discrimination /Value of Diversity 

United Negro College Fund 

FEBRUARY 

1 -I 

Black History Month 
Anti -Discrimination /Value of Diversity 

United Negro College Fund 

Groundhog Day 

Pay a Compliment Day 

Race Relations Day 

Anti -Discrimination /Value of Diversity 

National Volunteer Week 

America's Promise 

Connect for Kids 

Do Good. Mentor a Child. 

National 4 -14 Council 

44 --$() National TV Turnoff Week 

Take Our Daughters to Work Day 

Gender Equity in Education 

'Afar/ (, National Science and Technology Week 
Education Reform 

Recruiting New Teachers 

Value of Math and Science 

MAY 

Valentine's Day 

National Child Passenger Safety 

Awareness Week 

Drunk Driving Prevention 

Safety Belt Education 

20.. National Engineers Week 

Value of Math and Science 

:0 -_ International Friendship Week 

President's Day 

MARCh 

National Kidney Month 
Organ and Tissue Donation 

National Talk with Your Teen about 
Sex Month 

Importance of Listening to Children 

Talking with Kids about Tough Issues 

Asian Pacific American Heritage Month 

Anti -Discrimination /Value of Diversity 

Family Support Month 
Community Schooling 

Connect for Kids 

Fatherhood Initiative 

Give Kids The World 

Parental Responsibility 

Parents as First Teachers (Spanish only) 

Women's Health Care Month 
Healthy Start 

National Teacher's Day 

Recruiting New Teachers 

14 Mother's Day 

Healthy Start 

Parents as first Teachers (Spanish Only) 

14 -20 National Transportation Week 

Drunk Driving Prevention 

Safety Belt Education 

.Y) Armed Forces Day 

Employer Support of the Guard and Reserve 

11 Youth Against Violence Day 

Crime Prevention 

Safe Gun Storage /Gun Violence Prevention 

Talking with Kids about Tough Issues 

Violence Prevention /Reason to Hope 

22-2_0 -_'_0 Buckle Up America! Week 

Safety Belt Education 

4`) Memorial Day 

Employer Support of the Guard and Reserve 

WWII Memorial 

JUNE 

Student Safety Month 
Child Abuse Prevention 

Education Reform 

Fatherhood Initiative 

Gender Equity in Education, 

Office of National Drug Co, 

Violence Prevention /Reason 

Graduation 
Recruiting New Teachers 

United Negro College Fund' 

Summer 
forest Fire Prevention 

National 4 -H Council 

AUGUST 

Back -to- School Mon 

Community Schooling 

Connect for Kids 

Discouraging Academic Che 

Do Good. Mentor a Child. 

Education Reform 

Gender Equity in Education 

Learning Disabilities 

National 4 -H Council 

Parents as First Teachers ( 

Recruiting New Teachers 

United Negro College Fund 

Value of Math and Science 

4 Be an Angel Day 

Do Good. Mentor a Child. 

Women's Equality t 

Anti -Discrimination /Value of 

Gender Equity in Educatioi 

National Sobriety 
Drunk Driving Prevention 

SEPTEMBER 

Children's Health a 

Safety Month 
Child Abuse Prevention 

Connect for Kids 

Fire Safety 

Healthy Start 

Safe Gun Storage /Gun Viol 

Safety Belt Education 

National School Su 

Discouraging Academic Chi 

Education Reform 

Recruiting New Teachers 

Value of Math and Sciena 

Labor Day 

1 

()cf. I National Hispanic 
Anti-Discrimination/Value 

Crime Prevention (Spanisl 

Drunk Drivin- Prevention 
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DEAR COLLEAGUE: 

For 51 years, the Advertising Council's campaigns have raised public awareness of important social issues; they 

have inspired individuals to take action in their communities; and most importantly, they have saved lives. 

The Ad Council's success is a testament to the remarkable media partnerships that have developed to 

promote these campaigns. This success is thanks, largely, to the generous efforts of the media outlets 

that allow us to speak to the American public about key social issues. 

Thanks to your support of the Ad Council's important messages: 

19% of Americans say they have personally stopped someone from driving drunk, since 

the beginning of the "Friends Don't Let Friends Drive Drunk" campaign in 1983. 

98% of American school children recognize McGruff the Crime Dog as a symbol of 

crime prevention. 

68% of Americans now use safety belts, up from 21% in 1985, when Vince and Larry, the 

crash -test dummies debuted. 

Over $1 billion has been raised with the memorable line, "A Mind Is a Terrible Thing To Waste," 

by The United Negro College Fund, which has sent 300,000 students to college. 

As we arrive in the much anticipated year, 2000, we continue to witness technological advances that 

herald dramatic changes in every aspect of our lives. Meanwhile, the importance of getting the Ad Council's 

messages to the intended audiences remains steady. These cultural changes also represent an 

exciting opportunity to discover how technology can offer ways of communicating with more people. We 

look forward to continued success in our work with you, the media, as we address such topics as child 

abuse prevention, education reform, parental responsibility, fire safety, and many others. 

We hope that you find the Public Service Events Calendar for 2000 helpful in coordinating your PSA 

schedule with topical events, as well as relevant editorial content. Our messages, shown against the 

fitting backdrop of your media content will continue to make a positive social impact on communities 

around the country. 

Thank you for your continued support of the Advertising Council, and our efforts to create a better 

America for everyone. 

Sincerely, 

Peggy Conlon 
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CAMPAIGN SPONSOR ORGANIZATION PHONE HOTLINE WEBSITE 

America's Promise Americas Promise: Alliance for Youth 703-684-4500 I-888-SS-YOUTH www.americaspromise.org 

Anti -Discrimination/Value of Diversity Leadership Conference Education Fund 202- 466 -3311 1 -800- 934 -3430 

1- 800 -558 -5233 

www.civilrights.org 

Child Abuse Prevention Prevent Child Abuse America 312 -663 -3520 I- 800 -CHILDREN www.preventchildabuse.org 

Children's Partnership The Children's Partnership 202- 362 -5902 www.childrenspartnership.org 

Community Schooling Children's Aid Society 212- 949 -4800 

Connect for Kids Coalition for America's Children/ 

Benton Foundation 

202- 638 -5110 I- 888 -544 -KIDS www.connectforkids.org 

Crime Prevention National Crime Prevention Council 202 -466 -NCPC I- B00- WE- PREVENT www.weprevent.org 

I- 800 -722 -TEENS www.McGru9.org 

I -800- 121 -UNETE 

Discouraging Academic Cheating Educational Testing Service 609 -921 -9000 1. 888 -88 -CHEAT www.nacheating.org 

www.ets.org 

Do Good. Mentor a Child. Save The Children USA 203 -221 -4000 -800-243-5015 www.savethechildre 11.1.1% 

Domestic Violence Prevention Family Violence Prevention Fund 415 -252 -8900 I- 800 -END -ABUSE www.fvpf.org 

Drunk Driving Prevention U.S. Department of Transportation 202- 366 -4000 l- 800 -424 -9393 www.nhtsa.dot.gov 

Earth Share Earth Share 202-537-1100 I- 800 -875 -3863 www.earthshare.org 

Earth Share /Environmental Protection Agency Energy Star Program 202-175-6650 I -888-STAR-YES www.epa.gov /energystar.html 

veww.wattsnew.com 

(adult) 

(kids) 

Education Reform Education Excellence Partnership 202- 872 -1260 I -800-38-BESMART www.edex.org 

Employer Support of the Guard & Reserve National Committee for ESG &R 703 -696 -1400 I-800-336-4590 www.esgr.org 

Fatherhood Initiative National Fatherhood Initiative 301- 948 -0599 I -800-190-DADS www.fatherhood.org 

Fire Safety For a Safer America Coalition/ 

National Consumers League 

202 -835 -3323 I-800-876-1060 www.usfa.fema.gov/kids 

forest Fire Prevention USDA Forest Service 202 -205 -1483 www.smokeybear.com 

Get Out the Vote Federal Voting Assistance Program 103-588-1584 I -800-438-8683 www.fvap.gov 

Give Kids The World Give Kids The World 407-396-1114 I -800-995-KIDS www.gktw.org 

Healthy Start (Prenatal Health Care) U.S. Department of Health & Human Services 301- 443 -0543 I- 888- 463 -6337 www.hrsa.dhhs.gov 

Importance of Listening to Children Country Music Association 615 -244 -2840 www.tuneintokids.com 

Learning Disabilities Coordinated Campaign for Learning Disabilities 202 -326 -8100 I- 888 -GR8 -11IND www.Idonline.org 

National 4 -H Council National 4 -H Council 301 -961 -2800 I- 888 -77 -YOUTH www.areyouintoit.com 

ONDCP Office of National Drug Control Policy 202 -395 -6700 TBD www.whitehousedrugpolicy.gov 

Organ & Tissue Donation Coalition on Donation 804 -330 -8620 I- 800 -35S -SHARE www.shareyourlife.org 

Parental Responsibility Administration for Children and Families 202-401-9313 www.acf.dhhs.gov 

Parents as First Teachers (Spanish Only) El Valor Corporation 312- 991 -2021 

Recruiting New Teachers Recruiting New Teachers, Inc. 611- 489 -6000 www.rnt.org 

Reduce. Reuse. Recycle. Environmental Defense Fund 212-505-2100 I -800-CALL-E D F www.edf.org 

Safe Gun Storage /Gun Violence Prevention National Crime Prevention Council 202-466-6212 TBD www.weprevencorg 

Safety Belt Education U.S. Department of Transportation 202-366-4000 1-800-424-9393 Wwn nheo Ant gnv 

Talking with Kids about Tough Issues Children Now /Kaiser Family Founda ion 510 -763 -2444/ 

650 -854 -9400 

I- 800 -CHILD -44 

I-800-656-4533 

www.childrennow.org 

United Negro College Fund United Negro College Fund 103 -205 -3400 1-800-331-2244 www.und.org 

Value of Math and Science NACME, National Council for Minorities in Engineering 212- 219 -2626 I -800-97-NACME www.nacme.org 

Violence Prevention /Re ason to Hope American Psychological Association 

Association for the Education of Young 

& American 202- 336 -5500 TBD www.apa.org 

Children 

WWII Memorial American Battle Monuments Commission I-800-639-4WW2 www.wwiimemorial.com 
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THE 

ADVERTISING 
rAPINCIL 
MISSION: 

To identify a select number of significant 

public issues and stimulate action on 

those issues through communications 

programs that make a measurable 

difference in our society. 
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TOP OF THE WEEK 

WASHINGTON 

MPAA most 
powerful 
entertainment lobby, 
`Fortune' says 
Fortune's third annual 
ranking of the top 25 most 
powerful lobbying organi- 
zations in Washington is 
out, and again the Motion 
Picture Association of 
American and the Nation- 
al Association of Broad- 
casters are fighting for top 
spots. This year, MPAA 
beat NAB easily, coming 
in at 17 to NAB's 20. Last 
year, NAB was ahead by 
just a bit, voted No. 18 
while MPAA was No. 19. 
Neither the National Cable 
Television Association nor 
the Satellite Broadcasting 
and Communications 
Association made the list. 
NCTA hasn't had a leg- 
islative fight on its hands 
for some time now, while 
the relatively small SBCA 
has done nothing but fight 
to push satellite TV 
reform through Con- 
gress -for the past two 
years. Fortune's list is put 
together by Democratic 
pollster Mark Mellman 
and Republican agency 
Public Opinion Strategies, 
who mail surveys to all 
sorts of Washington insid- 
ers to discover who gets 
their ears and how. The 
No. 1 lobbying organiza- 
tion remains the ever -vig- 
orous American Associa- 
tion for Retired Persons, 
but this year that group 
was given a run for its 
money by the ever- contro- 
versial National Rifle 
Association. The NRA 
proved its power last 
spring when it killed Con- 
gressional votes on gun 

By Paige Alhiniak 

WATCH 

control for the year, even 
though the pressure was 
on after a spate of high 
school shootings rocked 
the nation. 

Live from Las Vegas, 
it's `Saturday Night' 
The NAB will place NBC 
show Saturday Night Live, 
which is celebrating its 
25th season, in its Broad- 
casting Hall of Fame at 
the association's 2000 
annual convention this 
April in Las Vegas. Pro- 
ducers Lorne Michael and 
Dick Ebersol as well as 
current and past cast mem- 
bers will be on board to 
accept the award. 

Digital radio 
industry grows 
smaller 
Digital radio companies 
USA Digital Radio and 
Digital Radio Express last 
week agreed to join 
together to back USADR's 
in -band on- channel digital 
audio broadcasting sys- 
tem. That means 
USADR/DRE will take on 
the remaining industry 
player, Lucent Technolo- 
gy, which was spun off 
from AT &T. USADR is a 
coalition of broadcasters 
and investors, including 
ABC Inc., AMFM Inc., 
CBS Corp., Chase Capital 
Partners, Citadel Commu- 
nications Corp., Clear 
Channel Communications, 
Cox Radio Inc., Cumulus 
Media Inc., Emmis Com- 
munications, Entercom 
Communications, Gannett 
Company Inc., Hispanic 
Broadcasting Corp., 
RadioOne Inc. and Sin- 
clair Broadcast Group. 

i 

The FCC last November 
issued a rulemaking on 
digital radio. 

AT &T cap claims 
`lunacy,' consumer 
groups say 

AT &T's claims that 
MediaOne's 25% owner- 
ship of Time Warner 
Entertainment should not 
count against the cable 
ownership cap and that it 
does not have a control- 
ling interest in program- 
mer Liberty Media are 
"lunacy," advocacy groups 
Media Access Project, 
Consumer Federation of 
America and Consumers 
Union last week told the 
FCC. "AT &T/MediaOne 
have attempted to craft a 
`Potemkin' marketplace of 
illusory competition 
premised on wildly 
implausible premises and 
wholly unbelievable 
promises," MAP said last 
week in a statement. 
"Even a master novelist 
could not make this sce- 
nario rise to the level of 
fiction." AT &T is arguing 
that under the FCC's new 
cable ownership mles, it 
should be able to keep 
MediaOne's 25% interest 
in TWE because it has no 
control over Time Warn- 
er's programming. AT &T 
also says that it has no 
voting control over Liber- 
ty Media, which is run by 
Tele- Communications Inc. 
and Liberty Media 
founder John Malone, 
although AT &T does own 
a large portion of Liber- 
ty's stock. While the 
groups disputed AT &T's 
claims, they also criti- 
cized the FCC for "com- 

pliantly tolerating this 
arrogance .... The FCC's 
handling of the merger 
makes it appear that the 
FCC cares more about 
servicing AT &T than pro- 
tecting the public." 

Media Institute adds 
two to board 
The Media Institute elect- 
ed Cox Enterprises' 
Alexander "Netch" 
Netchvolodoff and 
Stephens Group's Frank 
Thomas to its board of 
trustees, the organization 
announced Monday. 
Netchvolodoff has been 
with Cox for eight years 
and is vice president of 
public policy for the com- 
pany. Cox, headquartered 
in Atlanta, is the ninth 
largest media company in 
the U.S. and owns cable 
systems, newspapers and 
TV stations. Thomas is 
vice president and assis- 
tant to the president for 
media and government 
relations at Stephens 
Group of Little Rock, Ark. 
Stephens is the parent to 
DonreyMedia Group, 
which owns 14 newspa- 
pers and seven outdoor 
advertising companies. 

Three new to T. 

Howard Foundation 
The satellite industry's T. 
Howard Foundation last 
week announced that it 
had elected three new 
board members. Joining 
the foundation are: Yolan- 
da Robins, vice president 
of corporate communica- 
tions at Pegasus Commu- 
nications Corp.; Bill Gers- 
ki, senior vice president of 
marketing and sales at 
Golden Sky Systems; and 
Sean Bratches, senior vice 
president of affiliate sales 
and marketing at ESPN. 
The T. Howard Founda- 
tion is a nonprofit organi- 
zation dedicated to diver- 
sity in the satellite business. 
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FIRST 100 
fIfITI fSTAIfRS 

In anticipation of the new millennium, 
the editors of BROADCASTING & CABLE set 
out to identify 100 individuals who 
made signal contributions to the Fifth 
Estate during the 20th Century. They 
then narrowed that search to the 

Bill Paley created the greatest 
broadcast organization the 
world has ever seen; little 
wonder CBS was called the 
Tiffany network. Ted Turner 

created the Superstation and the first 
all -news network and energized the 
entire cable industry. Both transformed 
their media and the world. 

In the opinion of the editors of 
BROADCASTING & CABLE, William S. 
Paley and Robert Edward Turner III 
rank as the pre -eminent Fifth Estaters 
of the 20th century. More than any 
other two individuals, they propelled 
their media to greatness. 

Paley was the first generation, Turner 
the second. Paley was the old bull that 
the young bull Turner could never 
unseat, although he spent years trying. 
Their dislike was evident and passionate. 

Yet, in a sense, they were the same 

Paley, flanked by Edmund Chester (I), 
director of broadcasting to foreign 
countries, and by Paul White (r), 
generally considered the leading news 
executive of his day. 

individual or individuals who could be 
said to have led all the rest. Two names 
emerged. The accomplishments that 
singled them out are detailed below. The 
roles of 98 significant others (and pairs) 
are profiled on pages 25 through 42. 

persona. Both broke away from success- 
ful and wealthy backgrounds to triumph 
outside the family businesses. Both 
knew a wave when they saw it and were 
quick to jump on. Both were handsome 
and charismatic. Each was as ruthless as 
he had to be. Both acted more viscerally 
than cerebrally, and each was willing to 
bet the enterprise on the turn of a card. 
Both overcame mistakes that would have 
sunk lesser players -Paley's CBS 
Hytron, Electronic Video Recording and 

The CBS founder en,oyea 
:his inauguration moment 
with his wife. née Barbara 

Cushing, and Edward R. 
Murnw. Babe Pale/ waa 

known for her oeauty and 
for the remar.c, "YOU can 

never be too rich o.- 
too thin.' 

CBS Cable, which cost upwards of $40 
million each, and Turner's MGM, which 
almost cost him his company (but turned 
out to be a goldmine). Both played as 
hard as they worked, and their liaisons 
were legendary. Paley was as elegant as 
Turner could be crude. Each married 
beautiful women- -Paley the celebrated 
Barbara (Babe) Cushing Mortimer, 
Turner the glamorous star and political 
activist, Jane Fonda. Both left marks on 
history that have yet to be equalled. 

DECEMBER 211, 1888 f BROADCASTING & CABLE 21 
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Bill Paley at the peak of his 
powers, receiving a lifetime 
achievement Emmy from the 
Academy of Television Arts & 
Sciences. 

FIRST 100 
fIfTtI fSTATERS 

In 1932, four years after he took 
over what was to become the 
Columbia Broadcasting System, 
BROADCASTING magazine wrote of 
the 31- year -old Paley that "youth 

was no handicap, for he brought with 
him a substantial business education, 
collegiate and practical, a fine intellect 
and an openmindedness that soon dis- 
spelled any thought among his associ- 
ates that here was a rich man's son who 
would soon suffer delusions of 
grandeur." By 1990, BROADCASTING & 
CABLE would say of Paley that "he was 
to American broadcasting what Carnegie 
was to steel, Ford to automobiles, Luce 
to publishing and Ruth to baseball" 

Paley's story and that of the compa- 
ny he is credited with founding more 
than 70 years ago began in 1928 when 
he persuaded his father, a Russian emi- 
grant who had become a prominent 
cigar manufacturer, to invest $500,000 
for a controlling interest in a radio net- 
work. Young Paley, then turning 28, 
served as president of Philadelphia's 
United Independent Broadcasters and 
its 16- station radio network. He gained 
complete ownership in 1932 when he 
bought the half- interest in the network 
owned by Paramount Public Corp. 

Under Paley's leadership, Columbia 
prospered in radio. In the 1930s and 

a ./ 

'`4:1 

In an earlier time, with Leopold 
Stokowski. 

1940s, he aggressively signed new affili- 
ates and recruited such talent as Bing 
Crosby and Frank Sinatra. In the widely 
publicized talent raids of 1948, Paley 
lured the likes of Jack Benny, Red Skelton 
and Edgar Bergen fioni the senior com- 
petitor, RCA's National Broadcasting Co. 

Paley's greatest acquisition may have 
been Frank Stanton, quite his opposite 
in temperament and style, who came to 
CBS directly after earning his Ph.D. 
Originally a pioneer in audience 
research, Stanton displayed intellectual 
and organizational skills that persuaded 
Paley -after he returned from World 
War II service on Eisenhower's staff - 
to turn over the presidency in 1946. 
From then on Stanton ran the company, 
in the process becoming the industry's 

22 BROADCASTING & CABLE / DECEMBER 20, 1999 

leading statesman and defender of the 
First Amendment, while Paley concen- 
trated on programming, balance sheets 
and the international social whirl. 

Paley also left his mark on the Fifth 
Estate by supporting the efforts of Paul 
White and Edward R. Murrow in build- 
ing a legendary news team at CBS. But 
the network chairman often seemed at 
odds with newsmen and parted compa- 
ny with many famous news names 
including H.V. Kaltenborn, Howard K. 
Smith and Daniel Schorr. 

The Paley success story includes a 
few chapters on losing, as well. In 1955, 
CBS threw in the towel on its incompat- 
ible (with existing black- and -white 
sets) mechanical -wheel color TV sys- 
tem with Paley admitting, "I think the 
RCA camera has us beat." And the net- 
work made a disastrous acquisition in 
1951 when it gave up 25% of its stock 
to acquire Hytron Radio & Electronics 
Corp. -nominally for $18 million -to 
get into TV set and tube manufacturing. 
The company failed and the loss of all 
that stock cost CBS dearly. 

A few years later, CBS Laboratories 
developed Electronic Video Recording, 
or EVR, which became another econom- 
ic failure. As it had been in color, CBS 
was ahead of the curve, but with a flawed 
device. EVR's innovation was playback - 
only, employing optical film in an age of 
video tape. It eventually lost out to VCR 
(video cassette recording). 

Another CBS disaster was its failed 
attempt to break into cable with a cultural 
network (CBS Cable). Paley tried to buy 
his way into the growing wired nation 
with an extravagant product and expensive 
promotion, but was rebuffed by an indus- 
try with strong anti- broadcasting habits 
and without the capacity it has today. 

Later, Paley confided to BROADCAST- 
ING that "the secret of success is to win 
more often than you lose, and to win in 
a big way rather than a small way." 

Under those criteria, he qualified con- 
spicuously. During its prime time, CBS 
made more money than any other broad- 
casting network, dominated the sched- 
ules, won in entertainment and news and 
was the industry's leader in innovation 
and policy. The CBS eye became a sym- 
bol of excellence admired to this day, 
and its Eero Saarinen- designed sky- 
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FIRST 100 fI -ES1AURS 

scraper in New York the epitome of ele- 
gance in communications. Extracurricu- 
larly, Paley was a power in and long 
chairman of the Museum of Modern 
Art, founded the Museum of Television 
and Radio and, in his father's honor, 
built a vest -pocket park that is one of 
New York's jewels. His alumni remain 
the industry's staunchest, dedicated to 
the glory that was the old CBS. 

In his final years, Paley saw CBS fall 
from the eminence it had enjoyed for 
so long. He relinquished the CBS 

Ted Turner, in many ways the 
nemesis of broadcasting who 
boasts that he was cable before 
cable was cool, still calls his 
company Turner Broadcast- 

ing. That's perhaps the least of the para- 
doxes that attend this complex, charis- 
matic, flamboyant, gutsy genius who 
grew a media empire from an unlikely 
acorn-a faltering Atlanta UHF station. 

When he was 24, in 1963, Turner was 
thrust into the business world after the 
suicide of his father. To block the sale of 
the senior Turner's outdoor advertising 
companies, Ted III scrambled to raise 
$200,000 to hold onto the business. In 
1970, he bought two independent TV 
stations- wrns(rv) Atlanta and WRET- 

TV Charlotte, N.C., both of which 
played important roles in the rise of 
Turner Broadcasting System. 

Recognizing the potential of cable, 
in 1976 Turner put the signal of WTBS 

on a satellite and beamed it to virtually 
every cable system in the country, in 
the process creating the nation's first 
Superstation. As TBS, it is now the 
largest basic cable service, reaching 
more than 78 million subscribers. 

In 1979, Turner sold WRET -TV for $20 
million, gaining the seed money for the 
creation of Cable News Network. On 
June 1, 1980, he flipped the switch in 
Atlanta for a 24 -hour news service 
picked up by 172 cable systems. Twelve 
years later, Time magazine named 
Turner its "Man of the Year." 

But Turner had ambitions to own a 
broadcast network. In 1981, he met 
twice with CBS brass to discuss "some 
marriage or relationship" between TBS 
and CBS. Then, in 1985, Turner made an 

chairmanship in 1983 to Thomas 
Wyman, one of a series of successors to 
Frank Stanton who didn't last on the 
35th floor. After fighting off a takeover 
attempt by Ted Turner, control of the 
company passed in 1987 to Larry 
Tisch, a hotel executive and financier 
more interested in the bottom line than 
in the traditions that had made CBS the 
Tiffany network. Even though Paley 
was reinstated as chairman, he strug- 
gled but failed to keep the old CBS 
alive within the new. Tisch, in turn, 

offer to buy CBS for $5.2 billion, a move 
that was given more credit for brashness 
than for stockholder appeal. CBS man- 
aged to hold off the takeover attempt 
with a $1 billion share repurchase. 

Although he failed to acquire CBS, 

The quintessential Ted 
Turner, tie askew, mischief 
at the ready 

relinquished the reins to Westinghouse. 
The throne is now occupied by Mel 
Karmazin, who is merging the compa- 
ny with Viacom -ironically, a compa- 
ny spun off from CBS in the '70s by 
government decree. Having lost the 
historical lead in the 20th century, CBS 
could again be part of it in the 21st. 

Paley held the title of chairman until 
his death in 1990 at age 89. At the time, 
Walter Cronkite said: "The pioneer era 
in the history of broadcasting dies with 
William Paley." 

Turner had his eye on another billion -dol- 
lar company - MGM/UA. This time, he 
sealed the deal. Although the $1.4 billion 
purchase in 1986 almost broke him finan- 
cially, the studio of "Gone With the 
Wmd" gave Turner films, TV series and 
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cartoons to feed the program- 
ming needs of the Superstation 
and still other programming 
ambitions. Thus, the creation 
of Turner Network Television. 
That cable channel was 
launched in 1988 with big - 
time sports, expensive original 
programming and a steady 
stream of motion pictures from 
TBS' now extensive library. 
Today, TNT is the sixth- largest 
basic cable network with 77 
million subscribers. 

MGM /UA wasn't to be 
the last studio in Turner's 
portfolio. In 1991, he bought 
Hanna -Barbera for $320 million with 
the creation of an animation channel in 
mind. A year later, the Cartoon Net- 
work was launched. The Hanna -Bar- 
bera library, which included 3,000 ani- 
mated half- hours, also was used to bol- 
ster programming on WTBS and TNT. 

In 1994, news reports had Turner 
talking with NBC about some sort of 
business alliance, but nothing came of it. 
(Recent news reports have renewed that 
speculation, alluding to a deal between 
Time Warner and NBC.) The same year, 
he considered buying the Home Shop- 
ping Network, but that did not material- 
ize. Turner did launch a new cable net- 
work that year, Turner Clas- 
sic Movies, followed by the 
launch of CNNfn in 1995. 

The media company that 
emerged from Turner's 
wheeling and dealing was 
itself an attractive target. In 
1996, Time Warner absorbed 
Turner Broadcasting Sys- 
tem's extensive domestic and 
international assets in a $7.5 
billion merger. Turner was 
the biggest winner, cashing 
in the company he built virtu- 
ally from scratch for a $2.5 
billion, 11.3% stake in the 
largest media and entertain- 
ment company in the world. 

Today, Turner serves as vice chairman 
of Time Warner. He oversees the cable 
networks division, comprising the assets 
of TBS including CNN (which includes 
such CNN networks as CNNfn, CNN 
Radio and CNNSI), Headline News, 
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Cartoon Network, TBS Superstation, 
Turner Classic Movies and Turner Net- 
work Television as well as HBO, Cine- 
max, Warner Bros. International Net- 
works and Time Warner's interest in 
Comedy Central and Court TV. He also 
is in charge of New Line Cinema (with 
which Turner merged in 1994), and the 
company's professional sports teams: 
Atlanta Braves (Turner bought the base- 
ball team in 1976); Atlanta Hawks bas- 
ketball (which he bought in 1977); and 
the Thrashers hockey team. 

Despite running a fast -growing media 
conglomerate, Turner has committed 
time and money to other endeavors such 

as the Goodwill Games, which 
he originated in 1985, and he 
is an active environmentalist. 
Turner, 61, is a yachtsman and 
has pursued the sport with the 
same competitiveness with 
which he goes after business 
ventures. He has won national 
and world sailing titles, 
including the America's Cup 
in 1977. He has been the sub- 
ject of numerous biographies, 
including "Lead, Follow or 
Get Out of the Way," which 
picks up on the slogan that 
captures his management 
style. 
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At top: Turner in a more amiable 
moment with arch foe Rupert Murdoch 
Center: Receiving an International Radio 
& Television Society award from NBC's 
Betty Hudson. 
Bottom: Under the table after winning 
the Americas cup. 
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CBS and TBS are the extended 
shadows of the men who 
gave them life. To a degree, 
so too are the industries they 
led and shaped in the process. 

Broadcasting is a little older and more 
settled in its ways; cable has yet to shake 
the frontier from its lifestyle. Both are 
poised to attack the 21st century with 
confidence, spirit and hope. 

Bill Paley and Ted Turner made of 
their lives and their enterprises great 
adventures -one bold resolve after 
another. They and their colleagues in the 
forefront of the Fifth Estate leave a lega- 
cy of individualism and accomplish- 
ment -and 100 hard acts to follow. 

Contributing Editor Kira Greene played a 
key role in researching and assembling the 
Paley- Turner history. 
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Roone Arledge revo- 
lutionized TV sports, treating 
it as breaking news rather 
than past events. He estab- 
lished TV's most enduring 
sports franchise in ABC's 
Wide World of Sports and 
pioneered the use of instant 
replay and slow motion. 
Later, as president of news, 
he raised the network's pro- 
file with such shows as 20/20 
and Nightline 

Goodman Ace was 
arguably the most success- 
ful, most prolific and funni- 
est writer /performer in radio 
and early television. As a 
performer, his career began 
in 1928 on CBS, where 
Easy Aces became an audi- 
ence favorite. As a writer he 
provided material to Danny 
Kaye, Milton Berle and Sid 
Caesar, among the prover- 
bial host of others. 

Fred Allen was radio's 
consummate wit, more 
humorist than comedian, 
whose series of successful 
shows on NBC from 1932 
to 1948 made him a house- 
hold name. Allen made net- 
work executives the butt of 
his jokes decades before 
David Letterman: "If the 
United States can get along 
with only one vice presi- 
dent," Allen asked, "why 
does NBC need 26 ?" 

Edwin H. Arm- 
strong pioneered the FM 
band. In 1933, the inventor 
was awarded four patents 
for key components of a 
wideband FM system. He 
built the first FM radio sta- 
tion in 1939, after which the 
FCC agreed to open up a 
band of spectrum for the 
service. With his assistant, 
John Bose, Armstrong engi- 
neered multiplexing, which 
led to FM stereo. 

Lucille Ball was TV's first sitcom star. More than 
any other show, I Love Lucy set the standard for the TV 
comedies to follow, both in production and distribution. 
It was the first hit sitcom and the first hit in syndication. 
After gaining control of Desilu, founded with husband 
Desi Arnaz, she became the first woman president of a 
major Hollywood studio. 

W.R.G. Baker was 
one of early radio's pioneers. 
As a scientist with General 
Electric in the 1920s (later he 
would work for RCA), Baker 
helped develop the first high - 
power broadcasting transmit- 
ter and was instrumental in 
the development of short 
wave for international com- 
munications. He was also an 
early proponent of television. 
WRGB -TV Schenectady, N.Y., 
was named in his honor. 
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Red Barber rode his 
skill at painting vivid word 
pictures -of the Yankees 
and occasionally Dodgers 
and their getting into 
World Series -to a career 
as the pre -eminent sports- 
caster of his day. "Joe 
DiMaggio up, holding 
that club down at the end. 
The big fellow, Hatten. 
pitches... a curve ball, 
high and outside for ball 
one." 
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When CBS was forced to 
spin off its syndication 
arm, veteran TV sales exec - 
utive Ralph Baruch 
turned the renamed Viacom 
Enterprises into a syndica- 
tion powerhouse and multi- 
media force that now 
embraces its former parent, 
CBS. He also championed 
cable deregulation in the 
1980s, helping fuel that 
medium's explosive 
growth. 

M1H -ES1A1ERS 

Jack Benny was one 
of radio's biggest stars, then 
successfully made the transi- 
tion to television. For more 
than four decades, the Benny 
radio and TV families, 
including his wife, Mary 
Livingston, were weekly sta- 
ples in millions of American 
households. Among Benny 
gags that became part of the 
nation's fabric were his 
countless 39th birthdays and 
his squeaky violin. 

The human half of one of radio's long- standing part- 
nerships, ventriloquist Edgar Bergen delighted 
radio audiences for three decades with his pals Charlie 
McCarthy, Mortimer Snerd and Effie Klinker. Although 
Bergen entertained presidents and princes, he is best 
known for raising the depression- and war -weary spir- 
its of a nation, and for a daughter who triumphed in TV 
on her own. 
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Milton Berle was TV's first star. His Tuesday night 
NBC show, Texaco Star Theater and later The Milton 
Berle Show, was must -see for the vast majority of TV 
viewers -it drew ratings as high as the 80s -and helped 
turn TV from a novelty to a contender with radio and 
theater for the nation's ear and eye. Berle's show was 
said to have sold more sets than any ad campaign. 

the media brokerage busi- 
ness, which has proliferated 
with the rising fortunes of 
broadcasters and the declin- 
ing regulation of ownership, 
all began with Blackburn & 
Co. "Developing a service we 
felt was needed," James 
Blackburn Sr., lacking 
the money to buy a radio sta- 
tion, co-founded the first 
such company (with partner 
Ray Hamilton) in 1946. 

Dan Burke came to 
represent the gold standard 
in media management, first 
with Capital Cities and later 
the merged CapCities /ABC. 
As general manager of radio 
and TV stations, he learned 
the business in toto. As a 
senior executive, he stressed 
editorial independence, 
community service and bal- 
ancing work/family. Retired 
from broadcasting, he now 
owns baseball teams. 
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Carol Burnett, the 
five -time Emmy award -win- 
ning comedienne, is in the 
first tier of TV comics, and 
among its most enduring 
stars. She began her career 
in 1955 and for some part of 
five decades has made TV 
audiences laugh with her 
mix of physical comedy, 
impeccable timing and 
compassion for the charac- 
ters she portrays. 

Johnny Carson was 
TV's masterful master of 
ceremonies. With his quick 
wit and deadpan double 
takes, he dominated late 
night television for a quarter 
of a century, eventually 
becoming a major force as 
producer in addition to 
entertainer. His Tonight 
Show on NBC launched 
scores of TV careers and 
became the Holy Grail for 
up- and -coming comics. 

FIRST 100 
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Like many of radio's first stars, George Burns and 
Gracie Allen took their vaudeville act to the airwaves, 
where they became among the dominant entertainment fig- 
ures of their era. Their radio show was launched in 1933, 
and the team continued for the next three and a half - 
decades on the airwaves - including a successful transition 
to TV. Allen died in 1964; Burns in 1996 at age 100. 

Sid Caesar and Imogene Coca pioneered sketch 
comedy on TV at a time when the single -punch -line gag 
was the norm. As leading man and lady of Your Show of 
Shows, the two were among TV's earliest and biggest 
stars, attracting a talent pool of writers and performers 
that included Mel Brooks, Neil Simon, Woody Allen, 
Carl Reiner and Larry Gelbart. 

Success has many par- 
ents, but Frank Conrad, 
holder of more than 200 
patents, stakes a strong claim 
to the title "father of radio." 
The Westinghouse Electric 
engineer put experimental 
station 8XK on the air from 
Pittsburgh in 1916. With call 
letters KDIA, the station was 
the first commercially 
licensed in the country when 
it went on air in 1920. 

As head of The Children's 
Television Workshop, Joal? 
Ganz Cooney changed 
the face of children's televi- 
sion with a show that she 
wanted to be "fast, funny 
and quintessentially Ameri- 
can." The result was Sesame 
Street, which represents the 
most successful and endur- 
ing marriage to date of TV's 
power to educate and enter- 
tain young minds. 
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Bill Cosby was TV's first African American superstar. 
His cutting edge but clean humor, built on insight and 
keen observation, made him the ideal point man in the 
assault on the color barrier when he co- starred in NBC's I 
Spy in 1965. But it was through Dr. Cliff Huxtable on 
NBC's The Cosby Show that he became one of the top TV 
powers of his day. 

Both as star entertainer 
and canny businessman, 
Bing Crosby helped 
build the radio and TV 
businesses into the power- 
houses they became. As a 
singer and actor, he was 
among the first rank of 
radio stars. He went on to 
produce television with 
Bing Crosby Productions 
and sped the introduction of 
videotape as an early 
investor in Ampex. 

Bill Daniels is a pioneer 
among cable's pioneers. He 
has been involved in almost 
every phase of the business, 
and is responsible for starting 
a host of MSOs. He began by 
bringing TV signals via cable 
to Casper, Wyo., eventually 
giving up the insurance busi- 
ness to build a cable compa- 
ny, Daniels & Associates, 
that includes cable system 
brokerage, ownership and 
consulting. 
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As inventor of the audio 
vacuum tube, Lee De 
Forest, holder of more 
than 300 patents, was a key 
figure in the development of 
electronic communications. 
The tube -a combination 
signal detector, oscillator 
and amplifier -was a key 
element in the development 
of wireless and wired voice 
communications, including 
radio, television, radar and 
computers. 

USA Networks chief 
Barry Diller has been a 
programming trailblazer. His 
launching of the Fox Net- 
work would be enough to 
distinguish him, but it is not 
all. As a programmer with 
ABC, Diller developed the 
TV Movie of the Week con- 
cept, then, deciding viewers' 
attention could be held over 
several nights, developed the 
first mini- series. 

Walter Cronkite was the iron man at CBS News 
when it was the undisputed leader among network news 
operations. As evening news anchor for 19 years (the 
1960s and 70s), he was a touchstone for a host of semi- 
nal moments -the Kennedy assassinations, the moon 
landing -and remains one of the most trusted and 
respected journalists ever. 
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Cablevision Systems 
Chairman Charles Dolan 
is a cable pioneer on both 
the operation and program- 
ming sides. He helped turn 
an industrial film supplier 
into a major cable player, 
pioneered local cable news 
and program channel; 
including Bravo and AMC, 
and developed a pay -movie 
service to cable systems that 
would evolve into HBO. 

Allen B. Du Mort was 
both a programming and 
equipment pioneer. He 
founded the first, short- 
lived, fourth network (Jack- 
ie Gleason made his first 
TV appearance there, and 
Bishop Fulton Sheen was an 
ecumenical phenomenon), 
but more importantly, his 
DuMont Laboratories per- 
fected the first affordable 
cathode ray tube and the 
first all -electronic TV 
receiver. 

FIRST 100 
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Philo T. Farnswv th is considered by many to be the 
inventor of television. The Utah -born engineer filed his 
first patents for a TV transmission system in January 
1927, based on a drawing he had first made in high 
school (he would lose a number of patent fights to 
RCA). He made his first experimental transmission in 
September of that year. 

John Fetzer built one of 
the nation's first radio -and 
later TV- groups in Fetzer 
Broadcasting. He is credited 
with helping guide the early 
development of the U.S. 
radio system and with rec- 
ognizing that local service 
would be the key to the 
medium's success. He could 
also claim some part of two 
World Series championships 
as longtime owner of the 
Detroit Tigers. Fetzer's con- 
nection to radio began with 
a ham radio set in 1917 and 
continued for 79 years. 

of his generation and was a 
pioneering force in TV pub- 
lic affairs and documen- 
taries. His teaming with 
Edward R. Murrow on See 
It Now helped expose Sena- 
tor Joseph McCarthy, and 
his documentaries included 
the seminal look at the 
plight of migrant workers, 
Harvest of Shame. 

Joe Flaherty is one of 
the pre- eminent broadcast 
engineers of the century's 
latter half. As the architect 
of CBS technical develop- 
ment, he forged a national 
and international consensus 
on electronic standards that 
will last into the 21st centu- 
ry. He is credited with being 
the father of HDTV, as well 
as electronic newsgathering, 
among other accomplish- 
ments. 

Fred Friendly helped 
build CBS News into the 
outstanding news operation 
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Jackie Gleason was 
one of TV's biggest vari- 
ety show stars and a staple 
on CBS from the 1940s 
through the '60s playing 
a host of characters. But 
he will be best remem- 
bered for creating one of 
TV's most enduring fig- 
ures in Ralph Kramden, 
the everyman bus driver 
with a big heart and a 
mouth to match, in one of 
TV's best, The Honey- 
mooners. 
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Radio was characterized 
by stentorian delivery and 
near reverence for the spon- 
sor until Arthur God- 
frey came along. His 
folksy delivery was perfect- 
ly suited to the personal 
medium of radio, and his 
irreverent treatment of 
sponsors demonstrated that 
humor could sell. He 
became one of radio's, and 
later TV's, biggest stars. 

4 alb, 

Leonard Goldenson 
is the executive most associ- 
ated with ABC's rise to full 
network status. When he 
took over the network in 
1953 after its merger with 
Paramount Theaters, ABC 
reached only 35% of the 
country. By the 1960s, it 
was on par with CBS and 
NBC and on the road to 
prime time victories and 
innovations such as the first 
miniseries. 

FIRST 100 
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Jack Harris has been 
rightly called one of the 
finest broadcasters in the 
business. He was clearly 
among the first to recog- 
nize the importance of 
local news and public 
affairs, and to invest in 
their future. As general 
manager of KPRC -TV Hous- 
ton, he set the pace in the 
use of weather graphics, 
videotape and electronic 
newsgathering. 

Paul Harvey is 
arguably the most familiar 
voice on radio. With his 
informal delivery and mas- 
tery of the dramatic pause, 
he has become one of the 
most successful newsmen in 
that medium's history. Prov- 
ing that age is no barrier, 
the octogenarian dominates 
network radio with his news 
and commentaries after 
more than six decades in 
broadcasting. 

If CBS pioneered the 
first generation of TV doc- 
umentaries, John Hen- 
dricks has taken the 
genre to a whole new level. 
In The Discovery Channel, 
he has built one of cable's 
premier franchises, extend- 
ed it globally and added 
new cable services via 
start-up and acquisition. He 
is also pioneering interac- 
tive TV. 

Harvard- educated attor- 
ney Ragan Henry broke 
new ground and opened the 
door for others when his 
company, Broadcast Enter- 
prises National I (BENI), 
became the first minority- 
controlled company to own 
a VHF TV station in 1979. 
Henry had gotten his first 
taste of the medium as an 
investor in Sheridan Broad- 
casting. He went on to 
found BENI and build a 
radio -TV empire. 
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Aerospace engineer 
turned media mogul, Eddy 
Hartenstein has been 
the driving force behind the 
direct -broadcast satellite 
industry's explosive growth 
in the century's final 
decade, positioning 
DirecTV to capitalize on the 
government's desire to fos- 
ter cable competition and 
the viewers' appetite for 
more programming. 
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Jim Henson was TV's 
premier puppeteer. His first 
love was TV, and his cloth- 
and -foam family of Muppets 
were his way of realizing the 
dream of working in the medi- 
um. Beginning in the 1950s 
on local TV, then nationally 
on The Jimmy Dean Show, 
Sesame Street, The Muppet 
Show and many more, he 
brought some of TV's most 
enduring characters to life. 
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We are proud to salute Broadcasting & Cable magazine for their 

consistent, timely, and accurate reporting on the historic events 

that have shaped the broadcasting industry. Broadcasting & Cable 

magazine has been there from the beginning, and continues to 

lead coverage into the digital age. 
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Don Hewitt is responsi- 
ble for the single most suc- 
cessful news program in 
TV history. A 50- plus -year 
veteran of CBS, Hewitt 
worked with Edward R. 
Murrow and directed the 
first Kennedy -Nixon tele- 
vised debate, but it is his 
creation of 60 Minutes and 
its legacy of ratings and 
journalistic success that has 
become his defining 
achievement. 

fIfTTI fS1ATERS 

Amos Hostetter built 
one of cable's premiere 
cable system operating com- 
panies, while at the time 
earning the respect and 
praise of his peers as one of 
its solidest citizens and most 
capable executives. He co- 
founded Continental Cable - 
vision in 1963, built it into a 
powerhouse, and has weath- 
ered mergers and takeovers 
to emerge as one of the 
industry's leading lights. 

Bob Hope (here with Martha Raye) is broadcasting's 
premier funnyman and most astute businessmen. The 
star of radio and TV (and stage and screen) began his 
broadcast career in 1934, and for the ensuing 65 years 
has entertained millions -from families snug in their 
living rooms to soldiers huddled in foxholes far from 
home. Hope embodies broadcast service with a smile. 
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Chet Huntley and David Brinkley established what 
became the standard anchor -team format for local and 
national TV newscasts with their Huntley -Brinkley 
Report on NBC from 1956 to 1970. Both cut their teeth 
in radio and came into their own in the early days of net- 
work TV news, where they were particularly distin- 
guished for their election coverage. 

Stanley E. Hubbard 
is a member of radio's first 
family. He put his first radio 
station on the air in 1923, 
then went on to build one of 
the industry's premier 
radio and TV groups. Trail- 
blazing runs in the family. 
In addition to overseeing 
the KSTP station group, son 

Stanley S. Hubbard 
is a satellite broadcasting 
pioneer; one of the first to 
see the future in offering 
programming service direct 
to home dishes (through 
U.S. Satellite Broadcast- 
ing). He also pioneered the 
use of satellite newsgather- 
ing and founded Conus, the 
cooperative satellite news 
exchange. 
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H.V. Kaltenborn 
pioneered remote broad- 
casts in peace and war as 
one of radio's vanguard 
newsman /commentators in 
the 1930s and '40s. A 
print journalist who 
became a radio regular by 
1923, Kaltenborn made 
history in 1936 when his 
remote from a Spanish 
Civil War battleground 
became the first live 
broadcast from a war 
zone. 

Long one of radio's 
strongest champions, CBS 
chief Mel Karmazin has 
become one of the premier 
multimedia players in the 
industry, presiding over 
interests that include radio, 
TV, cable, outdoor, Internet 
and more. He embodies the 
new media dealmaker, mak- 
ing strategic buys and merg- 
ers, then working to ensure 
those investments pay off. 

FIRST 100 
fIfT1-I fSTATfRS 

Bob Keeshan was the most beloved and enduring 
figure in network children's television, and host of its 
longest -running show. As Captain Kangaroo from 
1955 -84 on the CBS morning staple, Keeshan encour- 
aged a generation to read, think and care. He was also 
among the first to clearly identify commercial breaks 
for young viewers. 

With a combination of business acumen and great tim- 
ing, Michael and Roger King took a small inde- 
pendent syndicator and turned it into an industry power- 
house -King World. In the process they changed the 
face of prime time access syndication with game shows 
Jeopardy! and Wheel of Fortune, then helped change the 
course of talk with Oprah. 
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Robert Kintner 
brought a newsman's sensitiv- 
ities to the top jobs at both 
ABC and NBC, while pro- 
ducing ratings and revenues. 
At NBC, he helped build the 
news department into a con- 
tender, pledging to top the 
hours devoted to news by any 
of his competitors (the formu- 
la generally was "CBS plus 
30 ") and scrapping prime 
time lineups for extensive 
reports on important stories. 

John Kluge built 
Metromedia, one of the 
industry's premier TV and 
radio groups. By investing 
in major -market TV, he 
proved that independents 
could be competitive in 
large markets by airing a 
mix of reruns, movie pack- 
ages and sports, capped by 
strong local news at 10 p.m. 
His station group was said 
to Fox and became integral 
to its growth as a network. 
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Kay Koplovitzis one 
of cable's pioneering pro- 
grammers as the founder and 
driving force behind USA 
Network, the country's first 
ad- supported cable network. 
She negotiated the first cable 
rights to a number of major 
sports, as well as securing 
major off -network program- 
ming and pioneering original 
movies and series. 

FIRST 100 
fS1A1fRS 

Norman Learchanged 
the face of TV with his sem- 
inal All in the Family, still 
considered by many the 
most incisive and socially 
relevant comedy in the medi- 
um's history. Lear's stable of 
programs would grow to 
include other cutting -edge 
shows -and his empire to 
include TV stations -but it 
was All in the Family that 
put social consciousness on 
the dial to stay. 

Brian Lamb took the 
media's broad public -service 
mandate and made it his per- 
sonal mission. Lamb capital- 
ized on government's permit- 
ting broadcast coverage of an 
electronic window on the 
governing process -and 
boosted the sale of "power 
ties" -when he launched C- 
SPAN (the Cable- Satellite 
Public Affairs Network) in 
1979, created to provide 
gavel -to-gavel coverage of the 
House. The Senate, and C- 
SPAN II, were added in 1986. 

As head of Time Warner, 
Gerald Levin presides 
over a multimedia empire. 
But he is a pioneer as well as 
a captain of industry. Levin 
was instrumental in the cre- 
ation of HBO, and convinced 
the company to change the 
delivery of movies from land - 
lines to satellite, thus helping 
propel the cable industry 
from a retransmission service 
to a programming power. 

34 BROADCASTING & CABLE ! DECEMBER 20, 1999 

John Malone com- 
bined business acumen 
with engineering prowess 
to become the most power- 
ful man in cable, leading 
the nation's top MSO in 
TeleCommunications Inc., 
and its most powerful pro- 
gramming arm in Liberty 
Media. As such he was 
instrumental in the cable 
industry's explosive 
growth over the past quar- 
ter century. 

Italian physicist 
Guglielmo Marconi 
invented wireless telegra- 
phy in 1895. When the 
dots and dashes were 
replaced by voices and 
instruments, the medium 
became known as radio 
and a communications rev- 
olution was born. The 
Radio Corp. of America 
(RCA) was formed partly 
to acquire U.S. interests in 
the new technology. 

Lowry Mays has 
come to embody the resur- 
gence of the radio indus- 
try. Armed with invest- 
ment banking experience 
and the belief that bigger 
could also be better, the 
former petroleum engineer 
and lifelong Texan built a 
single radio station into 
Clear Channel Communi- 
cations, the largest radio 
group in the country at 
830 stations. 

- Donald McGannon, 
chairman of Westinghouse 
Broadcasting (Group W), 
was one of local broadcast- 
ing's greatest champions 
and its most unswerving 
conscience when it came to 
fulfilling its public service 
potential. He led the fight 
for the creation of the prime 
time access rule and was a 
believer in vigilant monitor- 
ing of ad content. 
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Gordon McLendon 
was a radio pioneer who 
recognized early on the pos- 
sibilities of niche formats. 
He used his radio group to 
test those formats in the 
1960s, including helping 
popularize Todd Storz's 
idea of combining lists of 
the day's top records with 
colorful disk jockeys, which 
became Top 40. McLendon 
was also the first to try an 
all -news format and was an 
early radio editorialist. 

FIRST 100 
fSTATfRS 

Mary Tyler Moore, 
along with Lucille Ball and 
Carol Burnett, occupies the 
top tier of TV comediennes. 
In addition to capturing the 
hearts of a nation on sitcom 
classics Dick Van Dyke and 
her own Mary Tyler Moore 
Show, she co- founded a 
production company, MTM 
Enterprises, that became an 
incubator for groundbreak- 
ing television. 

Akio Morita, co- 
founder of Sony Corp.,was 
one of the driving forces 
behind the revolution in 
radio and TV technology. He 
built the company from the 
ashes, literally, of post -World 
War II Japan and turned it 
into a global technology and 
later entertainment empire. 
Among Sony's firsts: mag- 
netic tape, the transistor 
radio, transistorized TV sets 
and of course, the Walkman. 

Lome Michaels was 
the creative force behind 
another of TV's seminal 
shows as producer of 
NBC's Saturday Night Live. 
When the program debuted 
in 1975, it broke ground 
with its irreverent, cutting - 
edge sketch comedy, 
became a cultural icon for 
baby boomers and launched 
or furthered the careers of 
myriad comedians. 

Edward R. Murrow has come to represeit the bes: 
in broadcast journalism. From his radio broaccasts from 
London during the WWII to his exposé of Joseph 
McCarthy, Murrow set the highest standards for his pro- 
fession and contributed greatly to CBS' news dominance 
of the day. Embittered at the end, he became head of the 
U.S. Information Agency under President Kennedy. 

Rupert Murdoch 
heads News Corp., one of 
the world's largest media 
companies comprising 
satellite and terrestrial 
broadcasting, TV and film 
production, print and more. 
A native Australian, he 
moved to New York in 1985 
to begin building his U.S. 
media empire, which 
included buying the Metro- 
media station group and 
Twentieth Century Fox and 
launching the Fox Network. 

Tom Murphy, former 
chairman of Capital Cities 
(and later the merged 
CapCities /ABC), has been 
hailed for his ability to 
balance profitability with 
moral responsibility. While 
managing his station group 
to greater profitability in 
every year under his lead- 
ership, he also made sure 
his outlets were leaders in 
local news and public 
service. 
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It is no stretch to call 
Edward Petry the father 
of station sales representa- 
tion. Petry, a veteran broad- 
caster and ad salesman, 
founded the first such com- 
pany, Petry Television, in 
1932. Petry brought a sys- 
tem of rates and standards 
to the spot broadcasting 
business that allowed it to 
grow and flourish. It was 
also the first rep to open a 
separate television division. 

Ward Quaal rose 
through the ranks to become 
one of the industry's most 
influential and respected 
statesmen. He earned that 
status by being one of its 
hardest working and most 
successful station executives 
at Chicago's Tribune Broad- 
casting in the 1940s, '50s, 
'60s and '70s. He helped 
build WGN -TV into the model 
of the modern major -market 
independent station. 

fSTATERS 

Dan Rather has covered some of the biggest stories 
of the past half -century, almost all of them for CBS, the 
leading TV news organ of the day. From the Kennedy 
assassination to Watergate and beyond, Rather got a rep- 
utation for accurate and insightful reporting. He has 
since taken over, and made his own, the anchor chair he 
inherited from Walter Cronkite. 

Two generations of Roberts -Ralph and son, 
Brian -turned Comcast into one of the leading cable 
companies in the nation. Hailed as dealmakers with 
equal parts toughness and honor, the two positioned the 
company for success in a global telecommunications 
market through the acquisition of programming services, 
sports franchises and new technology. 
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Sumner Redstone 
combined Harvard- trained 
business acumen with 
unflagging optimism to 
turn a small group of drive - 
in theaters, National 
Amusements, into one of 
the premier media 
empires -the combined 
Viacom -Paramount, with 
CBS expected to be added 
to the family. He is among 
the industry's handful of 
heaviest hitters. 

James Leonard 
Reinsch was a triple 
threat as pioneer in broad- 
casting -radio and TV - 
and in cable, as well as a 
major force in Democratic 
politics. Reinsch, chairman 
of Cox Broadcasting from 
1930 until 1973, oversaw its 
expansion into multiple 
media. He was a broadcast- 
er who cared deeply for his 
medium and his country, 
and had a vision for both. 
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Brig. Gen. David Sarnoff was the driving force 
behind RCA and NBC and a major force in the commu- 
nications revolution of the century. He envisioned radio 
as a "magic music box" in 1916, and worked to make it a 
reality. It was also his determination that resulted in the 
first all- electronic TV system and compatible color. Here, 
he's introducing television at the 1939 World's Fair. 

Lucie Sah mh iy began 
as a secretary and became the 
first woman to head a televi- 
sion network. Identified early 
on with Field and Taft Broad- 
casting, she became a one- 
woman legend in the pro- 
gramming business, the first 
to head a major syndication 
company (Paramount) and 
the first to be chairman of 
Fox Broadcasting. She then 
became the founding presi- 
dent of the UPN Network. 

Jerry Seinfeld 
represents the intersection 
of TV star power, NBC's 
dominance of network 
prime time in the 1990s 
and the growth of syndica- 
tion. The comedian's 
off -beat network sitcom 
-it was said to be about 
nothing- became a cul- 
tural phenomenon and 
was among the most 
dominant shows in 
history. 

Hailed as the best news 
writer of his generation, 
Eric Sevareid was also 
credited with breaking the 
story of France's surrender 
to Germany in 1940. A 
broadcast newsman for 
almost 50 years, Sevareid 
was among the group of 
CBS reporters that, under 
Edward R. Murrow, pro- 
vided the medium's pre- 
mier coverage of World 
War II. 

Aaron Spellingis the 
most prolific writer /produc- 
er in television history. He 
began as an actor in the 
1950s. Selling a script for 
Zane Grey Theatre changed 
all that. He started his own 
production company in 
1965, and has since pro- 
duced thousands of hours of 
television, earning himself a 
place in the Guinness Book 
of World Records. 

Frank Stanton was among the most vigorous 
defenders of First Amendment rights for broadcasting in 
the medium's history. He was Bill Paley's partner in cre- 
ating the Tiffany network and was considered the broad- 
cast industry's leading statesman. As president of CBS 
for a quarter century, he fought against the equal time 
rule and risked jail by refusing to give Congress CBS 
News outtakes. 
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George B. Storer 
launched the first major 
radio station group, Storer 
Broadcasting, with his 
purchase of wTAL(AM) 
Toledo, Ohio, in 1928. He 
was also a TV pioneer, 
among the first to lease a 
major- market TV station - 
he owned three by 1949 - 
and adding cable to his 
portfolio while many oth- 
ers were dismissing that 
medium. 

Todd Storz is the 
father of Top 40 radio. In 
the 1940s, he got the idea 
of programming a station 
with only the top songs, 
having heard the same 
songs over and over on the 
local juke box. He bought 
'cowl-1(Am) Omaha (and 
eventually two more sta- 
tions), added upbeat jin- 
gles and fast -talking disk 
jockeys, and contemporary 
hit radio was born. 

MTH fS1ALRS 
Ed Sullivan presided 

over TV's longest running, 
most successful (and really 
biggest) variety show. In 
the process, he gave count- 
less future stars their first 
TV exposure. Sullivan 
showed remarkable toler- 
ance for the new and differ- 
ent, and appearances by 
Elvis Presley and The 
Beatles became touchstones 
for the baby boomer gener- 
ation. 

David Susskind was 
one of TV's renaissance 
men. As a producer, he was 
one of the most prolific in 
the business and collected 
more than two dozen 
Emmys for productions 
ranging from Death of a 
Salesman to the miniseries 
Eleanor & Franklin. As a 
performer, he was host of 
his own talk show, Open 
End, for three decades. 
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Brandon Tartikoff 
was the youngest network 
programming head in the 
medium's history. He 
helped turn NBC from also - 
ran to front runner with pro- 
gramming instincts that 
made him the leading pro- 
grammer of his generation. 
Hits on his watch included 
The Cosby Show, Cheers 
and Hill Street Blues, the 
last of which set the new 
pace for TV drama. 

Among radio's first rank 
of newsmen, Lowell 
Thomas made his first 
radio news broadcast in 1925 
over the nation's first station, 
KDKA(AM) Pittsburgh. His 
first fame came from chroni- 
cling Lawrence of Arabia. 
He followed that with a net- 
work radio career in which 
his voice would be heard 
nightly for decades in news- 
casts that ritually ended with 
"So long until tomorrow." 

Grant Tinker, as head 
of MTM Enterprises with 
wife, Mary Tyler Moore, 
and later as NBC chairman, 
represented class in pro- 
gramming and management 
and embodied a commit- 
ment to quality program- 
ming. Under his guidance, 
NBC began its climb to the 
top in prime time with The 
Cosby Show, Hill Street 
Blues, Cheers and St. Else- 
where. 

Scientific -Atlanta chief 
Sidney Topolwanted his 
company to be a "catalyst for 
cable -satellite activity." Both 
the man and the company 
were as good as his word, 
helping cable make the move 
from landline to satellite 
transmission and teaming 
with HBO to change the face 
of cable distribution and help 
pave the way for the satellite 
revolution. 
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Scientific-Atlanta Salutes 
Our Own "Top 100" Industry Innovator 
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P 
Pioneer, Visionary, Leader 

The future of cable is bright 
because you saw its promise. 

Thank You and Congratulations. 

Scientific 
V11)1, Atlanta 
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Paul White is consid- 
ered the most influential 
executive in the develop- 
ment of radio news. He 
joined CBS as its first news 
executive in 1930, assem- 
bling the reporting team, 
including Edward R. Mur- 
row, Elmer Davis and John 
Daly, that would set the 
industry standard for news 
coverage, particularly dur- 
ing World War II. 

1 
Mike Wallace has become synonymous with 60 
Minutes, the most successful news magazine in televi- 
sion history. Wallace came to define the investigative TV 
interviewer with his confrontational style and take -no- 
prisoners follow -ups. Still at it in his 80s, he earned his 
stripes in radio news, local TV and as a CBS News cor- 
respondent, including coverage of TV's war, Vietnam. 

John Walson took an 
antenna and some wire and 
helped turn a mountain into 
a medium. The pioneering 
TV-set-salesman-turned- 
cable-operator found that 
people would buy his sets if 
he could deliver a clear pic- 
ture over the mountains of 
Pennsylvania using an 
antenna and some cable. A 
company (Service Electric 
Cable) and an industry were 
born. 
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At a time when many in 
the movie business saw TV 
as the enemy, MCA's Lew 
Wasserman saw it as in 
opportunity. He got his first 
TV set in 1939, deciding 
even then that TV could be 
a market for Hollywood 
products. Eventually he 
would buy film libraries and 
license them to TV, and 
make MCA a premier pro- 
gram supplier. 

The difference between 
network television before and 
after Sylvester (Pat) 
Weaverwas literally like 
night and day. As NBC presi- 
dent and later, chairman, he 
developed the early morning 
Today show and late night 
Tonight, both of which would 
become the much -copied 
models for the dayparts. He 
also saw the potential in home 
video and satellite long before 
either became a reality. 

DECEMBER 20, 1999 

C 
Orson Welles was radio's boy genius, as well as the 
theater's and films' (Citizen Kane for openers). While 
still in his 20s, he had numerous radio drama credits and 
was one of the busiest voices on the air. But he will 
always be linked with the night of Oct. 30, 1938, when 
his War of the Worlds broadcast created nationwide 
panic prompting new rules on using news simulations. 
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This announcement is neither an offer to sell, nor a solicitation of an offer to buy, 
any of these securities. The offer is made only by the Prospectus. 

October 29, 1999 

2,875,000 Shares 

Emmis Communications Corporation 
6.25% Series A Cumulative Convertible 

Preferred Stock 

Price $50.00 Per Share 

Copies of the Prospectus may be obtained in any State from such of the undersigned as 
may legally offer these securities in compliance with the securities laws of such State. 

Donaldson, Lufkin & Jenrette 
Book-Running Manager 

Goldman, Sachs & Co. 
Co-Lead Manager 

Deutsche Banc Alex. Brown Morgan Stanley Dean Witter 

r This announcement is neither an offer to sell, nor a solicitation of an offer to buy, 
any of these securities. The offer is made only by the Prospectus. 

October 29, 1999 

4,232,000 Shares 

Emmis Communications Corporation 
Class A Common Stock 

Price $62.50 Per Share 

Copies of the Prospectus may be offered in any State from such of the undersigned as 
may legally offer these securities in compliance with the securities laws of such State. 

Donaldson, Lufkin & Jenrette 
Book -Running Manager 

Credit Suisse First Boston 

Goldman, Sachs & Co. 
Co-Lead Manager 

Deutsche Banc Alex. Brown 

Morgan Stanley Dean Witter 

Banc of America Securities LLC First Union Securities, Inc. 

Robertson Stephens 

A.G. Edwards & Sons, Inc. PaineWebber Incorporated 

Schroder & Co. Inc. 

Barrington Research Associates, Inc. CIBC World Markets 

Credit Lyonnais Securities (USA) Inc. Lehman Brothers 
J.P. Morgan & Co. Prudential Securities SG Cowen 

. 

This announcement appears as a matter of record only. 

November 18, 1999 

Emmis Communications Corporation 

has sold 2,700,000 shares of 
Class A Common Stock to 

Liberty Media Corporation 

The undersigned initiated the transaction, served as 
Financial Advisor to Emmis Communications Corporation, 
and assisted in the negotiations leading to this transaction. 

Donaldson, Lufkin & Jenrette 

N, LUCIN & JENRETTE® 
Investment 

Banking 
Worldwide 

;a. 
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Richard E. Wiley 
has emerged as the domi- 
nant communications attor- 
ney representing a Who's 
Who of broadcasting and 
cable companies. That dis- 
tinction followed distin- 
guished service as chair- 
man of the FCC in the 
1970s. He is also a candi- 
date for "father of HDTV" 
honors for his pioneering 
work in bringing about the 
next generation of TV. 

Gossip columnist 
Walter Winchell had 
one of the highest -rated pro- 
grams in radio history, 
which he used to dish the 
dirt on the rich and famous. 
His show opened with the 
trademark line: "Good 
evening Mr. and Mrs. North 
and South America and all 
the ships at sea..." His focus 
on the personal changed, for 
good and ill, the nature of 
reporting on celebrity. 
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Frederic ¿iv pioneered sindication. He distributed 
radio transcriptions to local stations across the country, 
becoming one of the early mavens of the radio syndica- 
tion business. He then formed Ziv -TV, where his strate- 
gy of producing, acquiring and distributing programs to 
individual stations were the seeds of what was to 
become a multibillion -dollar industry. 

Russian -born Vladimir Zworykin, inventor of the 
iconoscope camera tube and kinescope TV picture tube, 
was arguably the father of television. He developed both 
at Westinghouse, but refined them at RCA. In 1954, he 
predicted that a TV camera aboard a spaceship would 
give us the first look at the moon. 

20, 1999 

Oprah Winfrey is one 
of the most powerful and 
successful personalities in 
the history of television. 
Her talk show changed the 
genre and became the stan- 
dard to which others 
aspired. She then became a 
force behind the camera, 
where her business acumen 
has made her among the 
wealthiest people in or out 
of communications. 

Robert C. Wright 
has helped engineer NBC's 
transformation from a 
broadcast company to a 
multimedia player with 
investments in a score of 
cable channels, including 
CNBC and the ground- 
breaking partnership with 
Microsoft in MSNBC, and 
record investments in 
Olympic rights. He has also 
been hailed for his stand 
against government content 
regulation. 
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INTRODUCTION 

t seems unimaginable that as 
recently as 1994. there were only 
about 3000 Web sites on the 
Internet or that the internet itself 
was then generally regarded as a 

shadowy. exotic realm accessible only 
to an elite group of technonerds 
hunched over their keyboards late into 
the night, exchanging arcane secrets 
in indecipherable languages. Today 
there are an estimated 2.5 million web 
sites with new ones being launched 
on what seems to be an hourly basis. 

Today, the web can still be a complex 
and baffling place without a road map. 
Hence this guide, which shows at a 

glance some of the valuable 
information and resources that are 
only a mouseclick or two away at 
cable -related websites. And in case 
you need just a smidgen of help about 
exactly where to click that mouse, 
we've included an easy -to -use primer 
that will help you navigate your way 
through this new cyberworld. 

C 
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OVERVIEW 
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j r- 
There was a time in the not too distant 
past when the concept of an Internet 
presence was a novel one for TV pro- 
grammers. It seemed like a good idea, 
although nobody seemed particularly 

sure of what strategic purpose Web sites served. 
Broadcast and cable networks and syndicated 

programmers all had relatively modest origins in 

cyberspace: promote shows with slick photo lay- 
outs, cast bios, schedules and perhaps the odd 
video clip. 

But ideas in the entertainment business shift as 
rapidly as the content of the Internet itself, and now 
a Web presence is considered to be an essential 
asset for TV programmers of size and import. And 
the purpose goes well beyond the original notion of 
extending the all -important brand into cyber- space: 
the idea is to provide a base for extending program- 
ming content, establishing a new point of content 
through streamed clips and interactive elements, 
and ultimately building additional audience through 
those online outlets. 

"It's always changing." says CBS spokesman 
Dana McClintock. "We see it to be complementary to 

other businesses and significant to making them 
thrive." 

The CBS evolution online has been. perhaps. the 
most dramatic development in cyberspace among 
the major broadcast players over the past year. CBS 

had been the passive player in that crowd since 
makijng some noise with a $50 million stake in 

MarketWatch and a $62 million investment in 

SportsLine two years ago. Then it spent more than 
$650 million in a series of equity- for -promotion 
pacts over the past year, starting with a stake in 

Hollywood.com last spring. The kicker was a $100 
million deal to bankroll and plug an online sweep- 
stakes portal dubbed iWon.com. "We are a media 
company that has a number of platforms under one 

ers 
Ne 

umbrella," says McClintock. "We think that the I iter- 
net makes the properties we hold more attractive, 
as well as giving us a foothold in another media m." 

It also has the effect of treating a dcuble 
rebound effect of reinforcing consumer affir ity for 
the network brand and generating morey from the 
newly- tapped medium. "They re hoping to build loy- 
alty, and also realize incre-nental revenues,' says 
Peter Krasilovsky, analyst for the Princeton 
N.J. based Kelsey Group. Krasilovsky joints out 
that the strictly self- promcltioial approach wasn't 
working: "Network effort to build network -centric 
Websites haven't been successful." 

Even before CBS started cobbling its onLne net- 
work in earnest, Disney /ABC had one in place Nith 
its impressive collection of network Web sites that 
included the Disney sites. AB:News.com and 
ESPN.com. It capped its onlire efforts .ate last year 
by forming the Go Network p )rtal with a $2r)9 mil- 
lion acquisition of Infoseek. Even though Gc hEsn't 
gone smoothly -most recently running into legal 

3 
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tussle over its logo -ESPN.com and the NFL and 
NBA Web properties it produces remain strong 
components as online sports continue in their 
ascendancy. 

Our sports fans are insatiable in their thirst for 

sports news and information." says Geoff Reiss. 

senior vice president of programming and produc- 
tion for ESPN Internet Ventures. "In order to satisfy 
that thirst. you basically have content that's acces- 
sible to them in any number of ways." 

The basic objective, says Reiss. is to make the 

ESPN brand ubiquitous: "ESPN is not a TV network. 
ESPN is sports and sports get expressed on TV. 

radio. in print and on the Internet." 
It's natural that the sports phenomenon online 

has caught fire, with one media experience effec- 
tively fueling the other, according to Krasilovsky, for 
"the same reason people bring TVs into Yankee 
Stadium." In the case of ESPN.com. viewers are 

4 

bringing their PCs into play during the game, track- 
ing real -time stats during Sunday and Monday night 
NFL contests. 

NBC. easily the most innovative cyber -player of 

the big three networks. experimented briefly with a 

similar scheme during its Intercast venture with 
Intel Corp.. porting NFL games to PC screens with 
users able to access supplementary content on- 
screen. 

NBC's aggressive Internet efforts spawned a 

portal play with CNet in Snap.com and a public 
spin -off of its Web properties in the NBCi stock that 
recently opened trading. But the accumulation of 
those assets. including NBC.com. the VideoSeeker 
video clip site, CNBC.com and Snap.com, really 
have a singe( objective. "We're interested in a much 
larger audience base." says NBC President and CEO 

Bob Wright. 
That's Warner Bros. objective too in the unique 

extensions it has created on the Internet for its syn- 
dicated shows. For the past year, espisodes of The 

People's Court have been streamed live on the War- 
ner Bros. Web site, with PC users able to vote for 
verdicts preceding the rulings on TV. On Mondays. 
Rosie O'Donnell uses a laptop to field questions for 
guests from an AOL chat room for her show. And a 

webcam now sits backstage on the set of The Jenny 
Jones Show to offer a different perspective and to 

spark additional interest in the telecasts. 
"It puts the shows in front of a whole new demo- 

graphic who. more and more. are leaving Tv for 
other media.- says Jim Moloshok. president of 

Warner Brothers Online. "But it gives us the oppor- 
tunity of tapping into that demographic and bringing 
those people back to the TV." 

The most dramatic example of Warner's efforts 
was last month's webcam episode of The Drew 
Carey Show on ABC. Drew's home became an 

online product demo site for his department store 
and a webcam recorded what was going on there 
when Drew was elsewhere in a real -time webcam 
experience simultaneous with the show. The 

results indicate the sort of synergy what can be 

done when these two media feed off one another: 
1.9 million page views were recorded for the web - 
cam during the half -hour episode, suggesting that 
convergence may be more than a media seer's fan- 
ciful plot line. 

www.americanradiohistory.com

www.americanradiohistory.com


Broa dca hn &Ca le wwwbroadcastingcablecom ---------------------- WEB GUIDE ; 

GLOSSARY 

NET SURFING LINGO... 
kay, you're pretty savvy on the Internet 
already. And you're getting what you need 
most of the time.However, there may be 

a few easy terms of Internet jargon that 
have eluded you so far. Or perhaps some- 

one in the next office or cubicle may be just starting 
on the World Wide Web. 

In the interests of passing along some helpful 
terminology- whether you're a newcomer or a vet- 
eran surfer -BROADCASTING Si CABLE offers these 15 
phrases to build your Internet vocabulary. They're 
arranged in order of usefulness, rather than alpha- 
betically. 

INTERNET SERVICE PROVIDER 

(ISPI -The company that pro- 
vides you the technical on- 
ramp to the vast Internet com- 
puter backbone. ISPs range 
from small mom- and -pop 
dial -up services, to America 
Online, to round -the -clock 
access via cable modems. 
Think of it like your basic tele- 
phone service. 

BROWSERS -The software 
used to surf the Internet. The 
most popular are Netscape 

N 
NETSCAPI. 

Migv 
Internet 
Explorer 

Navigator and Microsoft's 
Internet Explorer. This glos- 
sary mentions terms used by 
both browsers. 

Contrary to what you may read in many comput- 
er and Internet books, a full history of World Wide 
Web esoterica or knowledge of elaborate terms 
really isn't necessary to be a great surfer. 

For instance, every Web address begins with 
"http: //" -which is short for hypertext transfer pro- 
tocol, with protocol being a common language 
between computers over a retwork. Now that you 
know that, forget it. No need to remember what 
"http" stands for, and no need to even type those 
few letters or even "www." If you just typed "broad - 
castingcable.com" your browser would fill in the rest 
for you. See how easy it is already? 

v 

fastv. com 4'A 

Cahnus. 

Broaticasfing&Cable 
Tuesday Nov .mG.12 1989 

GARY BRIEFING 
ACCESS IS OPEN OIESIIM AI PORRAK 

. ...... eure;.. I. . w., of 

acoss 

w.weM. e I.I.r.I.. cable .a... l._ . *. a.. blu.,...6....obl . e.e».. uki.>.r<eew.w... 
.«.. Pon..,.,,.ermn..SAA..r C ., Often. 19.2 .e ..ellrol I.r. 

*.slum . ATV Towage* en ATV 
wwe1 h ctl.IM. WI* Ye.ie wont 
qw.M. A.e nm. P.nwW .ey Mw yew 

Itlay Wet 

Yi.wá..rr .,..w.e. 

Spy/v..1,1yr., 
Ma* alw.. 

s..d.. 

WEBSITES /HOME PAGES -The 
locations you visit to get infor- 
mation. They range 'rom sim- 
ple one -screen presentations 
to elaborate interactive loca- 
tions with hundreds of 
screens. 

URL -A Website address or 
location, such as "hitp:/ /www 
.yahoo.com." Just for trivia 

sr- 
Sack Forward Stop Rehesh Home 

Address j Mtp //www.broadcastngcable.com/ 

quizzes one day. "URL" stands 
for Uniform (sometimes 
Universal) Resource Locator. 
Early terminology was a bit 
cumbersome since the 
Internet started as a govern- 
ment- funded. scientific, uni- 
versity- active enterprise. 
We're now in the consumer 
phase. where the lingo has to 
be much simpler. 

DOMAIN -The letters that fol- 
low the dot in a URL, as in 
.com. Tne .com is a commer- 
cial site while net is a net- 
work; .org is a non -profit 
organization and .edu is an 
educational institution. 

SEARCH ENGINES/PORTALS - 
Websites that provide the 
means for searching the 
Internet via key words. 
Increasingly. the term "portal" 
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is being used as the search 
engines offer many links and 
serve as a gateway for specif- 
ic topics offered at other sites. 
In this way they really func- 
tion as a "launch platform" 
out into cyberspace. You've 
probably heard of Yahoo!, 

\:r! tnfoeeeke 
People Farder, S 

Ueef elp$ebEilPq[yypsitlMa.,ésnns . -- 
Automotive 

Mom. Wry,illne. 
Interr 

Excite, Infoseek and others. 
There's one called dogpile 
.com, which is a search 
engine of search engines. 
Instead of clicking on "search" 
when you've entered key 
words at dogpile, you click on 

"fetch." There's plenty of 
quirky humor across the Net. 

HYPERLINKS /LINKS -Words 
and phrases that can link you 
to another site. For instance, 
you may be reading an article 
that mentions Microsoft and 
Netscape, as well as informa- 
tion contained in a recent edi- 

ws(J t) 
. Web Directories (3) 

tion of Forbes magazine. You 

can click on underlined words 
for a link to another Website 
featuring that subject. 

BOOKMARKS/FAVORITES- 

Browsers offer icons with 
these terms so your software 
can remember sites you want 

Hie Edit Moro ® oo options Blroclori_Ii 
1-7 Netsiejo Bou Bookmark 

lC Bppl. web silo. 
Browse, f 
:ustnmer su. ,art 

Hh.,, =MN Ir-ill.r I rirrlrrl , Ilntrlrrir 
Multimedia Wes 
ie9rrhlny on The Web 
ioltluore Beprloporf 

^_.. Tem. 

to visit frequently. 

REFRESH /RELOAD -By clicking 
on these browser buttons, the 
Web page you are visiting will 
provide its most current ver- 
sion. For instance, this action 
will update stock quotes, 
news or sports information. 

BACK/FORWARD -Word buttons 
you can click on to direct your 
browser back and forth to 

Back Forward 

sites visited on your current 
Internet sessicn. 

BASIC /PREMIUM- Somewhat 
like cable TV, basic sites are 
available at no additional 
charge beyond what you pay 
to access the Internet while 
premiums may be charged for 
certain material within a basic 
site or for initial access to 
some sites. Fees usually are 
billed online via a credit card. 

COOKIES -A bit of information 
stored on your hard drive by a 

Website's server. When you 
return to that site, the cookie 
signals that you have been 
there before. Contrary to 
some cynical rumors. com- 
puter experts advise that 
cookies do not read your hard 

drive or engage in other 
nefarious activities. 

CACHING- Sometimes Web 

pages are stored in a tempo- 
rary and intermediate location, 
in order to speed retrieval and 
avoid traffic jams at popular 
sites. So. if you are using your 
cable system as an Internet 
Service Provider, via such 
entities as @Home or Road 

Runner. data from the original 
content site may actually be 

resting on their servers and 
just return to the original loca- 
tion as needed for updates. 

BANDWIDTH- You've got to 

know this one to work in 

cable. Unless you're a techni- 
cal person, just remember 
that it refers to the size of the 
pipe going into a home or 
office. Pipes are considered 
narrow or fat depending on 

how many bits -per- second 
(BPS) they can deliver. 

MODEM -The critical access 
box that converts signals back 
and forth from digital to ana- 
log and vice versa. A 28.8 

telephone modem moves 
28,800 bits per second. 
There's a 56.6 version, and 
then you leap to warp speed 
with cable modems. 

Now that you've come this far, pass 

on this article to a colleague or per- 

sonal friend (in case s/he's still get- 

ting up to speed on this remarkable 

electronic library known as the 

Internet. 
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Anti -Gravity Design Group 
www.anti- grav-tydesign.com 

Anti- Gravityliesign.con- showcases the agency's portfolio, philosophy, contact 

information, directions and QuickTimel" navies of the agency's work in broad- 

cast, film, and new melia desigr. Anti- Gravitydesign.com is a Flash! driven site. 

The site invo ves the user with a richly an mated home page. which sets the pace 

for an inven-ive. high- energy aid extrenely functional journey. Each subcate- 

gory of the site animates itself trom the -tome page while the navigation builds 

before the u ;er's eye. 

Ile I' hr.,, n, tine 
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TV Boos with Tarn Hitchcock 
RR Kai wan Om 3W crow! 

Jso hod I. Poil.. Standoff 3;1 
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azlamily.com CKTVK/KASW) 
wwwazfamilyecom 

azfamily.com. powend by KINK and KASW in Phoenix, is a comprehensive 

online portal for Arizonans. Ont of the largest television station sites in the coun- 

try. azfamiy.com features thousands of pages of news, weather. sports and 

special content featu es. Highlights include personalization, multimedia. elec- 

tronic postcards and event reminders. a comprehensive calendar of Arizona 

events, customized tl levision listings and a large dose of overall interactivity. 

azfamily.com also offers Web lesign aid online media buying services. 

WNCM.e toAOd,a Plu. VrdeP enlcmn.ora, 

Audio Plis Fideo Intenational 

Welcome to Ante plue ledro ldt.TAUOmi low worldunde post 
proesenor. and dnenbubm ccnnecbon'.o Ise wand 

Whether you rectum On nanny nr Rerdards , nnvernnn. a 71w-lo.upe 
transfer, END eaionnç or e Walt Comu0bm mews the globe, Aude 
Ptus Video n with you e4y step of Me may 

Audio Plus Video 
International, Inc. 

www.apvi.com 

Audio Plus Video International, Inc., offers standard conversion using the 

Alchemist Plus with Ph.C, the TK3:2 procoss, and ADAC. International post -p-c- 

ducion services include: tape duplication, NTSC and PAL multi -format etitni 
aspect ratio conversion, multi -standard àigital film -to -tape transfers and viiEt 

rest-tration. Audio capabilities include: restoration. mus c and effects rehuiid n j 

kew services: DVD authoring and compression. higi definition up and do 

conversion as well as high definition filri -to -tape transfer via daVinci 2K c Il l 

corrector and Cintel C- Reality. 

CONUS 

Dravùttt on the rerotuen of 
1L710IL1t IKws SPIVIC , eXellliIW 
virion archives and nildnpk 
studios, CONUS provide: 
tool service for every 
pri¿rnnnto4¢ hoed, from ilka 
development to satellite 
delivery. 

C3NUS productions ¡miutk 
Ai News Channel. First 
Ruiners. and rise Family): 
nnnilcned. Aumr.1 Award 
winning Cas die Money, ph: 
c sto.,nzed pst py.unn nq¿ for 
c_bk :mot satellite urnoeunntilto 

sale a 

4 :l 

144 Elks, ere 

a 

CONUS Programming 
www.conus.com 

Ten years of award- winning exce hence 

Drawing on the resources of a national news service extensive video arciirr s 

an i multiple studios. CONUS provides total service for every programmin 1 me-3i. 

from idea development to satellite ieliv'iry. 

CONUS productions include All `hew! Channel, First Business. and the Eiuy 
nominated, Aurora Award winning On It Money, plus customized prograimmìg 

foi cable and satellite programming providers including Showtime Notrots 
Inc.. USA Network a n d VH1. 

651- 642 -4645 www.conus.;om 
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THE CARSEY- WERNER COMPANY'`' 

Currently in Production 

311i R°Ck 
FROM TNE Sliti 

B tggY r r f..rpw1041 Gag eY LL.C. 
PN nghY nitned 

cOSBY. 

Carsey- Werner 
www- carseywerner -com 

We make the hits of today and the classics of tomorrow. CarseyWerner.com is 

your link to Hollywood's most original and successful production company - 
known for such hits as "Cosby." "Roseanne." "3rd Rock From The Sun." -That '70s 

Show" and coming soon the wildly funny "God, The Devil and Bob" Log on for pro- 

duction information, show descriptions, cast curiosity, or to find out more about 

this phenomenal company. its history. its news. and the people that make it all 

happen. 

ygRock 
FROM THE Si 

NawNlaah 
The Newton. Ng bun! C.tM al nw 0l1 Tvg.p aJe 3oom beu., 1 M P. 

C.4.1 on NYC. 

lid lloQ1.N.1.wnnlna Font. Yumlr1 

*New Episooest * Bet>r d Ete Scenes * Shoppng 
*ObtervaeonDeck *The Shows *fun Zone 

3rd Rock From the Sun 
www.3rdrock com 

Aliens have landed on the World Wide Web! Log on to 3rdRock.com and head 

straight to the Cool Stuff section for out -of- this -world shopping or the Ultimate 

Fun Zone to chat with the cast. Get the inside scoop on new and syndicated 

episodes with show summaries, character bios. behind- the -scenes, even a 

peak at Carsey -Werner's own Big Giant Heads. It's your mission to observe 

3rdRock.com and bookmark for further exploration! 

9 'Mc, r-u.w..w' 

caZA 
' FQ> Rene,.as the Cisev- vriemet mnoany 

Sophomore Hit, "Thai 70s Show' For Another 
;.$ Two Seasonll 

Should Kelso Iii Jadda 
the tnah that he's ban 

cheating on har with 
Laude? 

0 Yea, because dale 
what Erk would do. 

That '70e Show 
wwwthat70sshow com 

Hey man. lace up those platforms and crank up the tunes...it's That '70s 

Show.com. Definitely the hippest website out there and your link to the groovi- 

est show on TV. Complete with games, contests, shopping, great downloads. 

jammin' tunes. even an episode guide and a chance to chat with the cast. So log 

on and Freak out! This site is so cool, it's inspired over 100 fan sites! 

Watch for "God The Devil and Bob" coming to NBC in early 2000. 

God, the Devil and Bob 
www.godthedevilandbob.com 

Imagine if God and the Devil got together and hatched a plan to prove if mankind 

was worth saving based on one average guy's life. Enter Bob -an ill -tem- 

pered. melodramatic. paranoid icon of mediocrity. With the weight of the world 

on Bob's wobbly shoulders. its easy to see why it's nothing but fun at 

GodTheDevilandBob.com. This state -of- the -art website will soon include 

interactive intelligence (so you can talk to God), show information, games, 

shopping and much more (March launch date). 
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CBS Entertainment 
wwwcbscom 

CBS.com is designed tc extend, deepen and personalize the CBS -TV experience. 

The site is a virtual backstage rass for tans of CBS shows and stars. Loyal fans 

check out 

The Late Showmini-site featuring live Web -casts of performing bands. 

The CBS Daytime Soaps mini -site offering newsletters, bulletin boards and more. 

A deep primetime section with behind -the- scenes clips /info on over 20 shows. 

Fun, interactive content areas hat tie -in with major mini -series and TV specials. 

The Web home of summer 2003's Survzvorseries and the new CBS Online Store. 

Unique e- Commerce :ie -ins le g. videos. CDs) to high profile CBS events /specials. 
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TV Industry 
wHw.tvindustry.com 

TV Industry is the broadcast in lustry's online community offering daily news, fea- 

ture articles and information of the art. technology and business of broadcasting. 

: 
11111ERMIll 
:04 News Nnmr 

aal 
wmx 
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CBS Blew` 
wwwcbsrewsc3m 

CBE News.com. the Internet's only network- affiliate news model. CBS 11 nos 

braid leverages its heritage and resoures online. Its a virtual press pasi b 
news hungry information seekers. Users access: 

U Mated breaking news with deer and interactive cozerage. 

Audio /video clips from all CBS TVIRadio .ocal, national and international herrms. 

Irteractive content sections on major sues and events. 

E igaging mini -sites on the latest subjects (i.e. Election 2000). 

67 Minutes. 48 Hours and Early Slit wsit_s plus Web cdumns by Rather /Cnridre. 

Seamless access to 150 CBS -TV bcal affiliate sites. 

CII I 

ONL NE 

11Y15 exi7, 
O lern. LW( 
o lall A5I0 

FEATURE STORIES 

EXPEDITIONS 

MIND GAMES 

LIVE CAMS! 

CONVERSATIONS 

SHOP DISCOYIRT 

5155(N /GDID1S 

5ndm0 Wwll, /NS.r, 
1ne,oh 
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Discovery Channel Online 
wwwdiscjverycom 

Tfe award -winning discovery.ccm, tee online destination for the DisclEry 
Channel. is the ultimate guide to life's adventures. f roviding dynamic map to 

eT plore and interact with the real Norte. Featuring o 'iginal content for he web. 

dscovery.com is the comprehens ve ri source for daisy science news he cliies. 

real -time expeditions around the world. and original features taking vsrors 
deeper and connecting them more personally. to a world of science. technooly. 

nature. history and exploration. Crst:ntly adapting :o fit the needs of 'it In N- 

ing audience, look for exciting am exp tnsive change-3 at discovery.com in 2100! 
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ERICKSEN ADVERTISING & DESIGN= 

Sample 
Work ant List 

A full - service design group 

and advertising agency 

that has specialized in the 

entertainment industry 

since 1979. 

A small sampling of our 

work can be viewed on this 

site. To see more, please 

select 'contact us" in the 

menu below. Thank you 

AI)pr3tE.A.Ei 

Ericksen Advertising S. 
Design, Inc. 

www- ericksenadvertising -com 

A full -service advertising and design group that has specialized in the entertain- 

ment industry since 1979. EAD is a highly regarded. fully integrated, award -win- 

ning agency that prides itself on providing the highest degree of creativity and 

personal service utilizing state -of- the -art computer technology with maximum 

cost efficiency. We have worked in virtually every entertainment market includ- 

ing network, affiliate network, basic cable, pay cable, pay -per -view and syndi- 

cated television. as well as home video, music, theatrical. CD -Rom, e-com- 

merce. web design and more. 

A partial listing of our clients includes ABC -TV. A &E. Hearst Entertainment. 

USA Home Entertainment. Warner Bros.. WCBS and WNBC. 
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FasTV. corrl 
wwwfastv-com 

Keeping viewer loyalty isn't easy. and conflicting schedules mean missed 

opportunities. At FasTV.com. we help keep your viewers loyal by keeping your 

content in front of them 2417. Consumers rely on us for the latest in news, enter- 

tainment. sports. business and lifestyle. Extend your programming and reach a 

global audience at FasTV.com. the largest searchable video destination on the 

Web. To join our prestigious content provider team. call Craig Stanford at 

323.954.7671 or e-mail programming @fastv.com. 

come to 
eyemark entertainment 

Leeman, Entertainment 

a 5N9on of CES Enterprises, is a 10aó59 smlamt of 

Ore -run and 08,90.98T8 3919hcated 99ograrmm9g. 

pp 
J BYE MARK 

Eyemark Entertainment 
www.eyemark -com 

Eyemark Entertainment. a division of CBS Enterprises, is a leading supplier of syn- 

dicated programming with a roster that includes such longtime first -run hits as 

"Martha Stewart Living." "Pensacola: Wings of Gold," "Psi Factor: Chronicles of the 

Paranormal" and "Bob Vila's Home Again" along with new hits "Dr. Joy Browne." 

"Peter Benchley's Amazon" and off -net's "Caroline in the City." Each site is packed 

with unique features including: Games E -mail to a friend Trivia Photo Galleries 

Daily Tips Screen Savers Wallpaper Local Directories Message Boards 

Sweepstake Highlights Personal Appearances AND MORE I The Eyemark web 

site is also a useful reference for a complete listing of company representatives. 

Hearst Entertainment 

rA., e.bsuútI.'. ithslyie cam 
eB NNN.NUmes.fU[0 { 

2NM OSf2tk1.tt3..SH1 35NN.j-0ahazE'Itnn.ÇfHB 

235 E. 45th Street. Nex Yak. NY Phone: (2121455400e M0)526-5464 rev 1212) 9834.579 
CI999 Hearst Entertainment. lac. All Rieh,, Re,encd 

Hearst Entertainment 
www- hearstcorp -com 

Hearst Entertainment Distribution. a subsidiary of The Hearst Corporation. is a 

leading producer and distributor of made -for -television movies. animated 

series and reality and documentary programming for the global marketplace. 

Hearst Entertainment Distribution produces and distributes a variety of live - 

action, first -run programs for broadcast television and cable. Among them is our 

newest series Ron Hazelton's HouseCalls. and in their third season each is B. 

Smith with Style and Popular Mechanics for Kids. 

Logon to find out more about these exciting series. Get home improvement tips 

from Ron Hazelton. recipes and lifestyle tips from B. Smith, and answers to 

kids'most -asked questions from our young hosts on Popular Mechanics for Kids. 
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wwwitstv.com 

Itstv.com s an international television information, sales and marketing 

company. tstv.com is an on -line catalogue of programmes available for inter- 

national tebvision distribution, a newsletter for programme buyers and sellers 

worldwide, and a market for buyers to purchase programming directly via the 

itstv.com s ales service. 
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NATPE 
wwwnatpe.org 

WWW.NAT'E.ORG provides essential resources for NATPE members and industry 

professiormis, listing events at NATPE and within the industry, and hosting Online 

Kiosks Icrstomized listings of industry vendors). Experience the latest in technol- 

ogy through streaming media: the HDTV Consortium offers resources for speeding 

the transi ion to HDTV. In NATPE's Cyber Lounge. explore pertinent industry 

Internet tgpics through an Online Roundtable, and use the Web Site Tool Kit's 

instructior and advice for web site construction to hone your own online presence. 

Joe Sullivan 
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Joe Sullivan 
Associates, Inc. 

Idww.joesullivanassociates.com 

Joe Sullivan & Associates, Inc. is a fading retained executive search and 

recruitment firm in the broadcasting, cable. satellite aid more recently. inter set 

incustries. For 23 years. the firm hac served its clients by identifying End 

recruiting exceptional senior level exec Itives. This wob site features a profit( of 

JS 3,A. a roster of client companies. testimonials and other information to help 

prospective clients make executive search decisiom. There is also a note for 

prospective candidates. 

New Line Cinema 
wwwnewline com 

New Line's web site serves as a promotional vehicle for feature film releeses 

and TV programs including THE LOST N ORLO. The mz in screen provides link to 

sites devoted entirely to each project- The site alto boasts ar on -line s ore 

where visitors can purchase everythin 3 from a talkirg AUSTIN POWERS standee 

to A NIGHTMARE ON ELM STREET video lox set. An aurtion section allows fars to 

bid on props from their favorite New Like Production 
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CNBC 
wwwcnbccom 

MSNBC 
wwwmsnbccom 

Since 1989, there's been only one place for serious investors when they turn on 

the television: CNBC. Now. the power of CNBC comes to your desktop with 

CNBC.com -the only personal finance website that brings you the cutting egde. 

real -time, in -depth information that's made CNBC the unparalled leader in busi- 

ness news. Chat with a leading stock expert. Get free real -time quotes and track 

your stocks. Interact with CNBC personalities. All this, plus the powerful interac- 

tive tools you'd expect from the world's leading financial news network. 

CNBC.com -profit from it on the Web. 

The 1999 Internet news leader, MSNBC.com is the first choice for news online for 

millions of users at home and at work. The MSNBC.com newsroom delivers the 

best of NBC News combined with original reporting for the Web. In -depth cov- 

erage includes content from Newsweek. The Washington Post. The Wall Street 

Journal, NBC Sports and CNBC. With expansive content and innovations such as 

Zip Personalization for instant local news. weather and sports. News Alert to 

notify users when news breaks and one click navigation to any story on the site. 

MSNBC.com attracts more than one and a half million people everyday. 

MSNBC.com. the Internet news leader. 
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NBC Television 
wwwnbccom 

Think of it as "Must -Click TV." A service of Snap.com, NBC.com provides the lat- 

est information on every NBC primetime series and every network star, as well 

as featuring the complete lineup of daytime dramas, movies and upcoming spe- 

cial events. In addition, many of the individual show sites -including The 

Tonight Show," "Late Night" and "Saturday Night Live " -feature unique web - 

only programming. The site also features links to hundreds of individual NBC 

affiliates. as well as CNBC.com and MSNBC.com. 

NBC Olympics.com 
wwwnbcolympicscom 

Get ready to experience the Olympic Games like never before. NBC Olympics 

joins forces with digital sports entertainment leader Quokka Sports to bring you 

internet coverage of the XXVII Summer Olympic Games. For the first time in 

Olympic history. television and the Internet will work together to enhance your 

Olympic experience through athlete journals, daily news features. television 

schedules. expert commentary, profiles. results and official rules. Unique to the 

site is a section called "Athlete's Voice," in which Olympic- caliber athletes pro- 

vide firsthand accounts of their pursuit of excellence through a variety of digital 

media. including audio, e-mail or online diaries. Now live. nbcolympics.com 

offers a preview of what's to come in Sydney 2000 across all 35 Olympic sports. 
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FOX. corn 
www.fox.com 

FOX.com is the ultimate entertainment experience on the Web. allowing users to 

join a community that immerses them in the world of FOX programming. 

Whether you are looking for more on 'The Simpsons.' The X- Files' or any of 

the new hit shows like 'Time of Your Life: FOX.com has everything a fan could 

wish for: Bios, pictures, synopses, video clips and even a forum to share your 

views and opinions. 
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FOXSPORTS . corn 
wwwfoxsportscom 

FOXSPORTS.com is the definitive sports authority online today. Exclusive inter- 

active content and the same style and attitude that make our television broadcast 

network a success ensure that our users are the crème de la crème of sports 

fans. Team information from FOX SPORTS NET, world coverage from FOX SPORTS 

WORLD as well as exclusive feature contributions from our popular network 

shows are just part of what we offer. 
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FOXNEWS.corrm 
www.foxnews.com 

FOXNEWS.com blends the vision and capabilities of the FOX News Channel fits to 
global resources of News Corporation to create the most captivating and in-orrra- 

tive news service on the Web today. Through the use of cutting -edge techio_o31, 

old -school journalistic know -how and an exciting and fresh approach te rtes s 

reporting, FOXNEWS.com has created a :ommunity where honesty. integrit ird 
exciting. accessible reporting mix to form the ultimate news site. 
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FOXMARKETWIRE. corn 
wwwfoxmar<etwirecom 

FOXMARKETWIRE.com continues its pioneering coverage of the financial .v) 'ld 

alter bringing our users the Internet's first free real -time stock quotes. Created 

in partnership with Thompson Financial, FOXMARKETWIRE.com provides alien - 

sive financial services to our users, including portfolio tracking. insider tr 1ä.g. 

first call, CDA company reports, daily Flash e-mail updates and muc' -ore. 

Partnerships with other leading providers of financial information ensure teat 

the information you're getting is always timely and accurate. 
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ti.s. Rititxtock,. y 
For more than 35 years we have set the pa 
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N.S. Bienstock, Inc. 
www.nsbienstock.com 

The N.S. Bienstock. Inc. web site provides an inside look at one of the most 

prominent broadcast news and reality based programming talent agencies in the 

business. This site describes the Bienstock Advantage that has given television 

and radio talent an edge for more than 35 years and features a description of the 

agency, a history of accomplishments as told by the press. and profiles of the 

agents that make up the firm. 

Parrot Media Network 
www.parrotmedia com 

Parrot Media Network is the leader for fast. accurate online information for busy 

media executives. Providing constantly updated online information /personnel 

listings for TV, Cable. Radio. International TV, Syndicators, Producers and more. 

ParrotFAX is an easy way to create. store and fax your custom -made lists online 

using Parrot's most timely information. saving time and money. Parrot 

Communications offers Internet -based online inventory to all its fulfillment 

clients plus digital distribution of radio & TV spots /programming. 
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Odyssey Network 
www.odysseychannel.com 

Odyssey, a Henson & Hallmark Entertainment Network. provides today's families 

with a content -rich interactive Web -site that will enhance their experience in 

watching the network's series. movies and specials. Innovative and unique fea- 

tures on the site include: The custom -designed Channel Finder search engine 

where visitors can locate Odyssey in their area; a weekly TV schedule with links 

to specific Odyssey program pages; an Odyssey Theater that streams Quicktime 

video clips and Odyssey Online, a virtual store, lets consumers purchase hooks. 

the Kermit plush toy and Hallmark movies. 

PBS 
.IrgmAr PBS aarr.Wm 
t e.p cYd Mn.r N freedom-on] Ta aaa.rwwl E.meencOunc 

(1n119e Nl'ylsNnnr 
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It 15 
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lao. Scene 

shop 
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www.pbsaorg 

Only PBS Online: 

Puts local station schedules and community calendars just one click away; 

Presents supersites dedicated to kids. preK -12 education. lifelong learning 

and independent film: and 

Creates multifaceted neighborhoods devoted to subjects such as the arts. 

history and technology. 

With more than 85.000 pages. PBS Online also features Web sites for more 

than 400 PBS series and specials. original Web content. real -time online adven- 

tures and much more! 

Log on today at pbs.org 
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PBS TeacherSource 
www.pbs.org /teachersource 

PBS provides a vast collection of online resources for educators called 

PBS TeacherSource. Here. teachers can find more than 1,400 lesson plans, 

teacher's guide; and online student activities, all designed to complement PBS's 

award -winning television programs. 

PBS TeacherSource. Where teachers go to get all the answers. 
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REALNEWSNET.L ONA 
www.realnewsnet.com 

REALNEWSNET COM is the Leading aggregator of Broadcast Ready news clips 

and Radio features from the Internet to stations worldwide. 

Hollywood celebrity events. unusual regional footage. evergreen b -roll. movie 

EPKs, new product VNRs and pre -produced entertainment features available 

anytime from cur website to your station. 

Broadcasters search a comprehensive database and preview video & audio 

before downloading MPfG2 files to newsroom desktop computers or to non- 

linear editing hays. 

Visit RNN and see how we are revolutionizing the way you get content! 
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Princeton Video Image 
www.p.H- inc.com 

Princeton Video Image has develTped a unique. pnprietary technology tut 
all fws video programmers to insert rez l time virtual mages into live teL s r n 

broadcasts. in such a way that the virtual image apfears to viewers as i i is 

ph isically part of the scene they are watching. 

Nould you like to make your image. message or ad pi rt of the next great narent 
in television? Are you curious abodt how we put the 1st Down L ne in tie [ES 

Fo rtball games or how the logo landed it the fountain o i CBS' 'The Early Show" 

Visit us at www.pvi- inc.cor aid find out the answer to these questic n ; aid 
se 3 the 'magic' live. 

THE FUTURE OFL VEINTFRaCTIV RRODOCA` rtti5 

get the free Rotor Player and find out 
about events you can take par in 

DOWNLOAD 

RQ 'r .+oa 
PRODUCE- 
find out hovryou can produce 
programming using the Rotor System 

Rotor. net 
www ̂ otor net 

Rotor is an extraordinary system twat Enables you to create live interact ve f ro- 

w amming on the Internet. allowir g your audience to actually take part it what 

happens on their screen. Have your audience ask the questions take a eu¢ or 

talk directly to the host. Want to test a show. idea. trailer, commercial or pkcd- 

u :t? Let the audience tell you exactly Hhat they like and don't like. You can d3 all 

this and more and do it live! 
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News & MlormAtlon 

wwwefccom wwwdars-homecom 

wwwtribtvcom wwwmalibu-cacom wwwtribtvwebcom 

Tribune Entertainment Company 
Tribune Entertainment provides exceptional support for all of its series with imaginative web sites 
that burst with originality: 

Efc.com was judged the highest rated site for a sci -fi TV series on the web by Sci -Fi Entertainment, 
which said, "Tribune Interactive deserves bonus points for its sheer creativity in designing the 
four web sites that together comprise the official home of `Earth: Final Conflict'." Over 16 million 
page views to date attest to the popularity of this Jolla which provides a virtual perspective that 
presents the series and show characters in a unique manner. 

Tribune's site for BeastMaster is dars -home.com, :he #1 new action hour in syndication. 

Tribtv.com presents a company overview of currert series with active hotlinks to the web sites 
for all of the Tribune Entertainment series. 

Meet the fun characters of "Malibu, CA" at malibu- ca.com and play an original on -line skateboard 
game. 

Instant access to essential promotional resources are available on -line for our client stations at 
Tribtvweb.com. Included are bios, synopses, print materials, radio promos and streaming video of 
all on -air promos. 
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Swart Advertising, Inc. 
waweswartadecom 

Swart Advertising creases ad campaigns for the world's most successful 

television franchises. We are intensely focused on marketing, branding. key 

art and web /interactive design. Executed to a high level of finish at our Los 

Angeles area studios. `wart Advertising delivers award -winning concepts 

that sell entertainment. 

This site will introduce you to our creative process and the SwartAd Portfolio. 

Universal Worldwide 
Television 

www.uníversalstudios.com /ty 
Universal Worldwide Television IUWTI is the domestic division of Universal 

Television & Networks Group. a global distribution, production and networks 

operation. UWT distributes syndicated television programming: 

BLIND DATE is the new half -hour series that delivers a voyeuristic look into 

blind dates with entertailing instant analysis! MOTOWN LIVE spotlights new host 

Montell Jordan plus legendary artists and magical Motown Live Moments! 

Check out http: / /blincdate.excite.com and www.motownlive.com today or go 

to www.universalstudios.comlty for our show links! 
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TV France International 
www.ty -iecom 

TV France International's web site. wwwtrfi.com was created in 1995 and 1£s 

bee' growing ever since. The site provir e s informatio i about ove 155 F-e 3(t 

companies and 5.000 television programs. The num3er of visitors has lsr 
increased: 6.500 people visited the site it iovember 1999. compared with 1,J(( 

at the end of 1998. People from over GO cumtries visit our site and consult 60.J(( 

pag -s every month. TVFI's web site is arrnilable in French. Spanish. Japanese 

and Chinese versions. 

Providing You a World of Service 

Vision Entertainmert 
wwwevisicient.:om 

VIS ON ENTERTAINMENT, official sh pper for NAIPE 2000. is the entertaiinet 
ind estry's leading fulfillment corn 3any. servicing al distribution. asses b 

corwention and warehousing needs_ Every project is upported Mr a dedic1ts1 

team of professional experienced accor rt managers and technic 31 staff Os 

unparalleled customer service ensrres that each order. regardless of sizy ara 

prit rity, will he handled with exceptonal care. 

vision Entertainment's Interactive del rtment specializes in multimedi 3 pn - 

sertations. featuring DVD authoring and encoding services. touch- screen pn- 
sertation systems, digital press kits as well as website and graphis desigr. 
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The WB.com 
www.thewbecom 

TheWB.com provides a behind -the- scenes look at The WB Television Network. 

Young adults can learn more about their favorite network with features about the 

shows, the stars, the music, and the people who bring it all to the screen. The 

site also contains sneak peeks, promotions. schedule information and opportu- 

nities for viewer interaction with active message boards and chats. Licensed 

show merchandise and lifestyle content are also available at the site. 
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AFFILIATES E 

'PARTNERSHIPS P 

ADVERTISING E 

OPPORTUNITIES E 

CONTACT US S. 

WorldNow 
wwweworldnowcom 

WorldNow empowers local broadcasters to establish superior Internet busi- 

nesses. WorldNow's robust technology platform, user -friendly site management 

tools. extensive training & support. and dynamic supplemental content enable 

broadcasters to build an integrated, cost -effective Internet presence. The 

WorldNow model allows broadcasters to leverage their on -air brand and news 

assets in order to build revenue. grow audience. and enhance their core busi- 

ness. WorldNow's continued investment in research and development permits 

broadcasters to stay on the leading edge of interactive media developments. 
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Kids WB.com 
www.kidswb.com 

KidsWB.com allows fans to access the virtual backlot they see on Kids' WB! 

Here. they can learn about and enter the many promotions and contests running 

on both the network and the website. In the games section, kids can play games 

based on popular Kids' WB! characters, such as Pokematch. Alien DNA. and 

Wakko's Burp Fest. Comments are welcome on the message board. and kids 

can check out their favorites on individual show pages. 
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BROADCASTING E. CABLE Online 
wwwbroadcastingcable com 

The Broadcasting & Cable Web site provides online readers with a comprehensive 

daily update of events in the broadcasting and cable TV industries. along with sto- 

ries carried in the magazine's weekly edition. 

The home page carries a ticker with the latest breaking news and highlights 

from stories in Broadcasting & Cable's two daily fax editions. An Online Daily 

section contains all of the stories from each day's fax editions. Readers can also 

find the text from articles in each department of the magazine's weekly edition 

online for convenient access. 
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.4/ UPN may reduce programming. Sinclair 

Broadcasting President. Barry Baker says that UPN 
has privately admitted its error in going to five nights 
^is season before getting its first three nights firing 
iiri all cylinders. Baker told a gathering yesterday at 
the Paine Webber Media Conference in New York that 

he wouldn't be surprised if the network - which is down 30%-40% in 
the ratings this season - cut back by a night or two to shore up its 
schedule. Sinclair operates seven UPN affiliates. 

Speaker-elect speaks out on LMA. House 
Speaker -elect Bob Livingston (R -Va.) has signed a 
letter telling the FCC to drop a proposal that would 
eliminate local TV marketing agreements (LMAs) 
because it is contrary to the 1996 telecommunica- 

tions Act. Most broadcasters who invested the time. money and 
resources in LMAs will face financial hardship if forced to walk 
away from their investments" the letter says. This is a harsh mes- 
sage to send to broadcasters who now face the multi billion dollar 
challenge of absorbing the infrastructure costs in the transition to 
digital television" 

AT &T waits on Time Warner. Cable operators 
being wooed by AT &T to cut telephone joint ventures 
are waiting for Time Warner Cable to do its deal first. 
At least that's what cable executives were saying in 
the hallways of the Paine Webber, Inc. annual media 
investment conference in New York, Tuesday. Even 

after buying Tele- Communications Inc., AT &T needs to line up other 
MSOs as telephone affiliates to fully execute its strategy of finding a 
way around the Baby Bells' monopoly of funneling long distance calls 
to the home. 

A member of 

Entertainment 
ketplace 

FREAKING NEWS 

T7P OF THE NEWS 
N ìth the cancellation or 

tt a NBA All -Star game. NBC 

trcomes yet another casual - 
t1 in the basketball lockout. 

NBC planned to ar the game 

daring the key Feo. sweeps. 

CENTURY UP 
Tie New Canaan. Conn. - 

bnsed Century 

Communications Corp.. 

es pects cash flow to 

iacrease 

Click Here 
For All Headlines 

TODAY'S JOB BANK 

Select a Job 

Submit 
e 

STOCK WATCH 

Get the latest 
stock information 

In a fie d as dynamic as yours, it's essential to stay in- formed 
of daily changes it the industry. Broadcasting & Cable Online is 
the most comprehensive, up -to -date source of industry news 
available on the Web. And the best part is you can access most 
of its features. 

With continuous updates, up -to -the minute stock quotes, 
and one of the most extensive listings of career opportunities, 
Broadcasting & Cable Online is the definitive tool for staying 
competitive. ?au can even search and retrieve articles from past 
issues of Broadcasting & Cable - so you never need to search 
through huncreds of magazines to find that "special" article. 

Log -or to Broadcasting & Cable Online today. Basic Access 
is avaiable at no cost, and Enhanced Access (with lots of special 

features avail ble only to subscribers) costs just S39.00 for a full 
year. With Broadcasting & Cable Online, staying informed has 
never been easier, or faster. 

CONTINUOUS NEWS 

UPDATES 

m 

ON -LINE JOB POSTINGS 

KEY WORD SEARCHES 

PERSONAL 
PORTFOLIO TRACKING 

EXCLUSIVE FRIDAY 
PREVIEWS OF 
BROADCASTING & CABLE 

STOCK QUOTES 

SEARCH BACK ISSUES 

Enhanced Access is just 539.00 a year for current Broadcasting & Cabe subscròers. 

LOG -ON AT WWW.BROADCASTINGCABLE.COM 
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OUR SPECIAL SAUCE. 

WHEN WE PUT YOUR VIDEO NEWS 

ON THE WEB WE INCLUDE A SECRET 

INGREDIENT: LIVE JOURNALISTS. THEY 

DIG DEEP INTO YOUR LOCAL STORIES 

SO YOU CAN SERVE YOUR VIEWERS 

A RICHER AND MORE SATISFYING 

WEB EXPERIENCE. ONE THEY CAN'T 

GET FROM AN AUTOMATED SERVER. 

REACTV. TOUCHED BY HUMAN HANDS. 

WWW.REACTV.COM. 
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Millennium f 
Television networks to provide extensive coverage of Y2K events 

By Steve McClellan 

The major news networks will devote 
thousands of people and millions of 
their program budgets to cover the 

world's millennium festivities in the week 
leading up to the new year. 

Among the major commercial broad- 
cast networks, ABC has plans for the 
most ambitious single program -a live 
24 -hour broadcast that will start in the 
pre-dawn hours (ET) of New Year's Eve. 
Coverage will begin just before midnight 
strikes in the South Pacific, where the 
new millennium first arrives at the inter- 
national date line. NBC and CBS are 
planning coverage throughout the day, 
with hourly updates and extensive pro- 
gramming during regular news shows. 

Among the cable news networks, 
CNN is putting together a mammoth 
100 -hour millennium marathon that 
starts on New Year's Eve. MSNBC is 
planning 30 hours of non -stop coverage. 

ABC and PBS are the U.S. -based 
members of a worldwide consortium of 
63 broadcasters (in 100 countries) that 
are pooling their efforts to cover the 
millennium festivities. PBS will air 
much of the consortium's feed and pro- 
vide its own commentary. 

While ABC will air some consor- 
tium programming, most of its cover- 
age will be unilateral. It will take about 

Barbara 
Walters will 
host ABC's 
coverage of 

Y2K festivities 
in Paris. 

i.. 
M I L L E N N I U M 
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CNN will broadcast 100 -hour marathon 
of events from all 35 of its bureaus. 

1,000 staffers worldwide to stage, 
including 650 engineers and 225 pro- 
ducers and other technicians. 

But while producers have developed 
what Tom Yellin, one of the project's 
executive producers, calls a comprehen- 
sive "back -up plan," how the coverage 
actually unfolds won't be known until 
the festivities begin. "We will all find out 
how the new millennium is celebrated as 
the world reveals it," said ABC's Peter 
Jennings, who will anchor the entire 24 
hours of coverage from New York. 

ABC will scatter its anchors and cor- 
respondents around the globe. Elizabeth 
Vargas, for example, will be in Australia, 
while Barbara Walters will be in Paris 
and Charles Gibson will be in London. 
Diane Sawyer will be in New York. 

At CNN, roughly 4,000 people will 
help stage its "Millennium 2000" pro- 
duction, a news spokesman said. All 35 
of its bureaus around the world will be 
involved. As with ABC, the overwhelm- 
ing majority of its coverage will be live. 
But the network will also show 50 taped 
reports and features reviewing the major 
economic, political and social issues 
facing the world in the 21st century. 

CNN sources say it will spend about 
$2 million putting on its millennium 
show. The network sold out its advertis- 
ing for the program in early December. 

At ABC News, President David 
Westin would only say that ABC's cov- 
erage would cost "in the millions" and 
that ABC had not yet sold out its avail- 
able inventory. But that's good, he said, 
because otherwise it would mean the 
sales department sold it too cheaply. 

At CBS, the news division is planning 

a week's worth of millennium coverage, 
much of it in regularly scheduled news 
programs. But several specials are also 
planned, including a one -hour special 
report on Monday, Dec. 27, jointly pro- 
duced with Time magazine, called Per- 
son of the Century. The finalists: FDR, 
Einstein, Martin Luther King Jr., Hitler 
and Mohandas Gandhi. Dan Rather will 
anchor the CBS Evening News from 
Times Square on both Dec. 30 and 31, 
and the network will do hourly updates 
on New Year's Eve starting at 11 a.m. 

NBC News will do hourly updates 
on millennium festivities on Dec. 31 
starting at 5 a.m. NBC will also have 
correspondents at locations around the 
world and will provide extensive cov- 
erage during its regular news programs. 

All the networks say they'll be on the 
alert for Y2K computer problems that 
emerge around the world and will have 
people at the Federal Aviation Adminis- 
tration, which is monitoring global air 
traffic over the New Year's holiday. 

Albert's back 
Bob Costas will be splitting his time 
between NBC and HBO starting in 
2001, and is stepping aside as 
NBC's top NBA announcer to make 
room for Mary Albert to return to 
that spot. Albert had been NBC's 
top NBA announcer until he was 
engulfed in a sex scandal in 1997 
that led to his dismissal. But earlier 
this year, he returned to NBC with 
a contract to call some NBA 
games, as well as handle Olympics 
announcing in 2000 and 2002. 

But Costas is cutting back 
somewhat at NBC to do what's 
being b Iled as a "Nightline- type" 
program that will focus on the 
world of sports. With that move, 
NBC has reanointed Albert as its 
top NBA announcer. The new 
Costas show on HBO is slated to 
bow in February 2001. Costas will 
still continue to work for NBC, 
including an extensive amount of 
Olympics duty. -Steve McClellan 

DECEMBER 20, 1899 / BROADCASTING & CABLE 43 

www.americanradiohistory.com

www.americanradiohistory.com


BROADCASTINR 

Pearson picks a president 
Scotti appointed to new position of directing domestic marketing and distribution 
By Melissa Grego 

earson Television has promoted 
Joseph Scotti to the newly creat- 
ed position of president of 

domestic distribution and marketing 
for Pearson Television North America. 
Scotti will be responsible for distribu- 
tion of all programming for first -run 
syndication, cable and satellite, and 
will oversee all marketing -related 
activities including advertising, promo- 
tion and public relations for the North 
American division. He will continue to 
be based in New York reporting to Tony 
Cohen and Robert Turner, co- chairmen 
of Pearson Television North America. 

As president of both distribution and 
marketing, Scotti says he will be respon- 
sible for overseeing domestically syndi- 
cated products from concept to renewal. 
"I'll be involved in every aspect of 
domestic syndication from development 
of show ideas, to producing them and 
the marketing and sales part of the 

Joseph Scotti: 
be involved in every 
aspect of domestic 
syndication...' 

process," he says. 
"As far as cable 
and satellite, in 
simple terms, it 
means I'm 
responsible for 
exploitation of all 
programming out 
of Pearson Tele- 
vision in North 
America:' 

The distribu- 
tion aspect of the 
job has been 
open since 
George Back, a 

co- founder of All American Inc., left 
the company in 1998 in the wake of All 
American's acquisition by Pearson in 
November 1997. Back now heads 
Unapix Entertainment. 

Scotti, who joined All American 
Television, Inc. as senior vice president 
of domestic distribution and marketing 
in 1994 before it became part of Pear- 

son, most recently served as executive 
vice president of domestic distribution 
and marketing for Pearson Television 
North America. 

As executive vice president, Scotti 
has been the force behind the launch of 
the current incarnation of Family Feud, 
which stars Louie Anderson, and 
renewals of Baywatch. 

Pearson will be offering a talk -court 
strip, Judgment Day, for fall 2000, at the 
NAIPE convention in January, as well as 
a new version of To Tell the Truth, based 
on the format in the company's vast game 
show library. Another show, So You Think 
You're Funny, may also be added to the 
slate (B &C, Dec. 13, 1999). 

Beyond that the company will con- 
centrate on "continuing to be leaders in 
the game -show business," Scotti says. 
"We have the largest library of game 
shows. When we go out with a game 
show, stations know we'll be back next 
year with another classic, branded, 
tried- and -true game show" 

Fox is tops with 
adults 18 -49 
ABC is out and Fox is 
in -atop the national rat- 
ings for the week ending 
Dec. 12. After five consec- 
utive weeks at No. 1 

among adults 18 -49, ABC 
was replaced by Fox dur- 
ing the second week of 
December in the key 
demographic. Fox, which 
averaged a 4.5 rating /13 
share in adults 18 -49, won 
the category for the first 
time this season. NBC 
placed second among 
adults 18 -49 with a 4.4/12, 
and ABC dropped to third 
with a 4.2/12. Fox, which 
had a strong Sunday night 

By Joe Schlosser & Melissa f nego 

showing with The X- Files, 
The Simpsons and the Bill- 
board Music Awards, also 
topped all networks in the 
adults 18 -34 category with 
a 4.9/15. The X -Files aver- 
aged an 8.1/18 in adults 
18 -49, and The Simpsons 
drew 13.8 million viewers. 
The Billboard Music 
Awards averaged a 9.5/31 
in teens, according to 
Nielsen Media Research. 
In total viewers, CBS 
topped the competition 
with an average of 12.3 
million viewers. NBC was 
second with 11.1 million 
viewers, followed by ABC 
with 10.8 million and Fox 
at 9.8 million. 

Hyde to head 
Film Roman 
John Hyde has been named 
the new president/CEO of 
animation studio Film 
Roman, succeeding David 
Pritchard, who exited in 
October. A 30 -year veteran 
of the entertainment indus- 
try, Hyde has experience in 
all areas of entertainment, 
from TV and film to music 
and new media. 

Paramount names 
veeps 
Paramount Network Tele- 
vision has promoted four 
executives to the vice 
presidents. Ralph Berge, 

Marilyn Loncar and Ron 
Von Schimmelmann have 
all been named vice presi- 
dent of production, and 
Mark Weissman has been 
named VP of production 
finance for the division. 
Berge is being promoted 
from production executive 
and is responsible for 
overseeing the day -to -day 
operations of made -for- 
TV movies. Loncar, who 
is being promoted from 
production executive, will 
supervise the day -to -day 
physical production of 
half -hour comedies. Von 
Schimmelmann, who is 
being upped from produc- 
tion executive, will over- 
see production of one- 
hour drama series. And 
Weissman, who is being 
promoted from executive 
director of TV estimating, 
will supervise all aspects 
of production finance for 
all programming formats. 
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SYNDICATION WRAP -UP 
PEOPLES CHOICE 

NOVEMBER SWEEPS 

TOP 20 SHOWS 

Rank Program 
HH 

AA 

HH 

GAA 

1 Wheel of Fortune 11.3 3.2 
2 Jeopardy 9.4 3.0 
3 Judge Judy 7.6 3.3 
4 Friends 6.6 4.5 
5 Oprah Winfrey 6.5 2.7 
6 Entertainment Tonight 6.3 2.9 
7 Seinfeld 6.2 3.8 
8 Frasier 5.3 3.2 

9 Wheel of Fortune (wnd.) 4.9 1.4 
10 Jerry Springer 4.6 2.6 
11 Hollywood Squares 4.5 1.8 
12 The X -Files 4.4 3.1 

13 Judge Joe Brown 4.3 1.8 
14 Seinfeld (wnd.) 4.3 2.6 
15 Drew Carey 4.1 2.7 
16 ER 4.0 2.3 
17 Friends (wnd.) 3.8 2.5 
18 Entertainment Tonight (wnd.) 3.7 1.9 

19 Extra 3.7 1.6 
20 Rosie O'Donnell 3.6 1.6 

(According to Nielsen Syndication Service Ranking 
Report 11/4/99 through 12/1/99) 

* HH = Television Households; AA = Average Audience; 
GAA = Gross Aggregate Average; 1 Nielsen rating point 
= 1,008,000 TV Households, which represents 1% of 
the 100.8 million TV Households in the United States 

TOP COURT SHOWS 

Rank Program 
HH 

AA 

HH 

GAA 

1 Judge Judy 7.6 3.3 
2 Judge Joe Brown 4.3 1.8 

3 Divorce Court 3.3 1.6 
4 People's Court 2.5 1.0 

5 Judge Mills Lane 2.3 1.1 

6 Judge Mathis 2.1 1.1 

(According to Nielsen Sync ication Service Ranking 
Report 11/4/99 through 12/1/99) 

* HH = Television Households; AA = Average Audience; 
GM = Gross Aggregate Average; 1 Nielsen rating point 
= 1,008,000 TV Households, which represents 1% of 
the 100.8 million TV Households in the United States 

BROADCASTING 

Judges Judy and Joe rule 
The majority of nationally syndicated TV shows took a dive in the just corn- 
pleted November sweeps, with court shows being the one major genre 
still holding its own. 

Talk, magazine, action -hours, off -net series aid game shows were vir- 
tually all down in year -to -year comparisons of November sweeps num- 
bers, released last week by Nielsen Media Research. 

The court genre was led by two Paramount Domestic Television series, 
Judge Judy and Judge Joe Brown. That helps explain why eight other court 
series are currently in development by rival Hollywood distrib.tors for next fall. 

Judge Judycontinues to dominate the courtroom, rising 13% from a 6.7 
national household rating last November to a 7.6 rating for the 1999 
sweeps (Nov. 4- Dec.1). Judge Joe Brown followed with the biggest growth 
spurt among all syndicated series, jumping 48% to a 4.3 rating. In the 
November book, Brown scored a 2.9 rating last season. Newcomer 
Divorce Court from Twentieth Television was the highest rated new first- 
run syndicated series -averaging a 3.3 in its first sweeps race. A pair of 
veteran court series, People's Court and Judge Mills Lane, took some hits 
in the national ratings -the former fell 4% to a 2.5, the latter 18% to a 2.3. 
Warner Bros.' new court series Judge Greg Mathis averaged a 2.1. 

In the talk show race, Oprah Winfrey continues to rule the roost, but 
along with eight other veteran talkers saw 
declines from November '98 to '99. 
Winfrey was off 7% to a 6.5. 
Jerry Springer, sans fisticuffs, 
placed second despite a 34% 
dip from last year to a 4.6 rat- 
ing. Rosie O'Donnell was even 
at a 3.6 and Live With Regis 
and Kathie Lee was also flat at 
a 3.5. Maury Povich's talker 
and Donny and Marie's 
second -season show 
were the only two pro- 
grams to show positive 
growth in the genre. 
-Joe Schlosser 

Judge Joe 
Brown saw his 
ratings rise b/ 

48% in 
November. 
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Montreux. It's the industry's premier event 
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Radio groups go public to grow 
Citadel, Beasley and Regent tap equity markets to fund station buying 

By Elizabeth A. Rathbun 

How hospitable is Wall Street to 
radio offerings these days? So hos- 
pitable that Citadel Communica- 

tions Corp. last Monday filed a $1 billion 
shelf offering. Yes, billion, not million. 

So hospitable that Beasley Broad- 
cast Group Inc., with just 32 radio sta- 
tions in seven Eastern markets, is 
poised to go public, as is 42- station 
Regent Communications Inc. 

"The equity markets have treated us 
very nicely," Citadel Chairman 
Lawrence R. Wilson says. While the 
shelf offering "doesn't mean you're 
going to go out and raise a billion dol- 
lars," it will give Citadel the leeway to 
continue to pursue deals at its quick 
pace, he says. (A shelf filing allows a 
company to offer stock at any time with 
a minimum of administrative work.) In 
just 10 years since Citadel went pub- 
lic, the company has bought more than 
$700 million worth of radio stations, 
Wilson says. It now counts about 160 

stations in 34 markets. 
Also last Monday, Las Vegas -based 

Citadel said that it has arranged a $400 
million credit facility with Credit 
Suisse First Boston to help pay for 
pending deals worth some $251.2 mil- 
lion. Citadel's stock price hit a 52 -week 
high of $58.8125 on Dec. 6, but last 
Wednesday was trading at about $51. 

Beasley, meanwhile, wants to raise 
$150 million with an initial public 
offering, the company said in a Nov. 24 
Securities & Exchange Commission 
filing. The money will be used to buy 
more debt and to repay an undisclosed 
amount to company Chairman George 
G. Beasley. The date of the offering 
and the stock price have not been set. 

Naples, Fla. -based Beasley Broad- 
cast Group is a family- owned, family - 
run company founded in 1961. George 
Beasley's three children hold the top 
posts: Bruce G. Beasley is president 
and COO; B. Caroline Beasley is vice 
president and CFO, and Brian E. 
Beasley is vice president of operations. 

The company's strategy is to build 
clusters in the nation's top 100 radio 
markets, the filing says. Among the 
cities where Beasley owns radio stations 
are No. 5 radio market, Philadelphia; 
No. 11, Atlanta; and No. 12, Miami. 

In its Nov. 26 filing, Regent Com- 
munications said it wants to raise about 
$130.5 million to repay debt and fund 
pending acquisitions in Chico, Calif.; 
Utica/Rome and Watertown, N.Y.; and 
El Paso, Texas. The Covington, Ky.- 
based company expects to price its 
shares at $6.50 -$8.50 each. A date for 
the offering has not been set. 

Regent wants to continue to expand 
in its existing markets and into new 
small and mid -sized markets. Chair - 
man/Treasurer Terry S. Jacobs has plen- 
ty of experience in that realm: He found- 
ed Jacor Communications Inc., which 
merged with radio giant Clear Channel 
Communications Inc. The pending 
acquisition of AMFM Inc., when com- 
pleted, will make the Clear Channel the 
nation's largest radio group. 

News team makes 
news in Beantown 
How big an event was the 
separation of longtime 
WCVB -TV Boston news 
anchors Chet Curtis and 
Natalie Jacobson? Two of 
the station's competitors 
reported the change in 
marital status, local news- 
papers devoted numerous 
stories and thousands of 
words after the separation 
was made public- offering 
colleague reaction and his- 
torical perspective -and 
it's safe to assume the topic 
hit a few water coolers and 
coffee shops. The well - 
regarded and highly -rated 

By Dan Trigohoff 

pair have been anchoring 
together for nearly 20 
years, and have been mar- 
ried nearly 25. The station 
said that the "amicable and 
mutual... but intensely per- 
sonal" decision to separate 
will not impede their abili- 
ty to work together. Paul 
LaCamera, president/GM 
of the Hearst- Argyle- 
owned ABC affiliate said 
the two anchors met with 
him and with news director 
Candy Altman before 
going public. 

Michigan lockout 
Michigan broadcasters 
will have less access to 
44,000 prisoners in more 

than 50 facilities, under 
new rules from the state 
department of corrections. 
Although the rules have 
not been formally adopted, 
media officials say, pro- 
posed rules keeping both 
still and video cameras 
and all audio equipment 
out of the system are cur- 
rently being enforced. 

Lisa Mikalonis, attor- 
ney for the Michigan Press 
Association, said the 
restrictions will obviously 
affect broadcasters more 
than print journalists, and 
suggested that the timing 
of the restrictions is suspi- 
cious, given recent reports 
of female prisoners alleg- 

ing sexual abuse. 

Consumer activist 
back to Denver TV 
Consumer troubleshooter 
Tom Martino, who left 
KcNc(TV) Denver in Sep- 
tember contending that 
TV news was too mild a 
medium for his activist, 
advocacy approach, will 
return to the small screen 
next summer when 
KDvR(Tv) there begins its 
newscast. Although Marti- 
no said when he left that 
he found the objective 
approach to television 
reporting too confining for 
his aggressive style, he did 
not rule out a return at 
another station. 

All news is local. Contact 
Dan Trigoboff at (301) 
260 -0923, e -mail 
drig @ erols. corn, or fax 
(202) 463 -3742. 
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Courting the killer app 
Oxygen Media's Carsey and Mandabach say the old media world is gone 

By Deborah D. McAdams 

Two of the most successful produc- 
ers in all of television rush into the 
room, talking at once to each 

other, the receptionist, various publi- 
cists, a guest and possibly to the ether. 

Marcy Carsey and Caryn Mandabach, 
the birth mothers of Roseanne, 3rd Rock 
From the Sun, The Cosby Show and That 
'70s Show don't just exude energy; they 
give off sparks. And they've managed 
(with what can only be a balancing effect 
from partner Tom Werner, who is absent 
today) to funnel that fire into some of the 
most successful programs on TV. The 
$325 million question for this team is 
can it translate its success with 30- 
minute situation comedies into the 24- 
hour cable network -in- waiting known as 
Oxygen? 

"The assumptive thought is, because 
we do stories in 23 -1/2 minutes, that's 
all we do," says the charged -up and 
compact Mandabach. "This feels like 
the same thing with a different pal - 
lette," says Carsey, an ageless, ener- 
getic woman with short- cropped red 
hair. "The subject matter is not so dif- 
ferent from what we've done." Shows 
like Cosby and Roseanne reflect real 
life, and so will Oxygen, she says. 

Yet what they and Oxygen inventor 
Geraldine Laybourne intend to do is not 
only a departure from the Carsey -Wern- 
er-Mandabach trademark funny -family 
formulas, but a departure from tradition- 
al television programming. There will 
be no situation comedies or fictional 
families on Oxygen. Only real people, 
with real stories, often in real time, with 
a $325 million programming budget 
over three years. The Oxygen schedule 
has themed blocks of time, such as the 
comedy- oriented Oxygen Tent at 6 -8 
p.m. weekdays (formerly Oxygen.com- 
edy) and Pure Oxygen, at 8 -10 p.m. 

Within the first block, for example, 
formatted (but not scripted) shows will 
be floated in a free -form sea of live and 
taped comedy sketches and reportorial 
vignettes. Think ABC's Saturday 
morning, only in pre -prime time and 
for women, Mandabach says. Pro- 

Mandabach(!) and Carsy laugh and 
listen -to what women want. 

grams under the Oxygen Tent thus far 
include a funny food vehicle called 
Mouthful; Shavonne's World, a kitchen 
table chatfest hosted by "a black 
woman in Camden, N.J.;" and I've Got 
a Secret, the "first game show hosted 
by a woman," Mandabach says. 

The prime time Pure Oxygen block is 
where the game and chat formats end 
and where the true experimenting 
begins. The bulk of Oxygen's weekday 
prime time will rely on the feedback of 
women, interviewed by several "guides," 
on remote location and live online from 
the network's studios in Manhattan's 
Chelsea district. Oxygen.com and its 
many X- chromosome Web links form 
the nexxus of this dynamic, with fodder 
from chat rooms, on -line polls, surveys 
and conversations. Then there's Mand- 
abach sleuthing through the production 
studio offices, asking women what they 
want to know, see, hear and experience 
on and through television. 

"Everybody's got a story," she says, 
like the Puerto Rican receptionist deal- 
ing with juvenile diabetes, the employ- 
ee negotiating a wedding around 
divorced parents, or the woman trying 
to get rid of a urinary tract infection. 
"We're just taking the little issues of 
everyday life that we were doing 
before. Instead of sitcoms, it's educa- 
tional entertainment." 

Mandabach is obviously high on turn- 
ing these little issues into television, but 
will a movie- and sitcom -loving audi- 
ence really gravitate toward chit -chat 
about a urinary tract infection? "You 
can't predict the audience," Carsey says. 
"The audience is way smarter than we 
are. You have to work from your gut" 

"Look, the change in programming is 
coming," says Mandabach, referring to 
the broadband evolution. "We'll all be 
programming for ourselves anyway. 
Programming in half -hour hunks will be 
[obsolete]. This 50- year -old medium is 
changing. The guy with his hand in his 
pants going: `Hey that guy Raymond is 
really funny,' well, that world is gone" 

"There will be nothing dry about 
this," Carsey declares. "Look at Oprah. 
She's had the most successful show in 
daytime TV for more than a decade. 
Her only intent is to serve the audience. 
It's not flashy, there are no dancing 
girls -she just serves the audience. 
Our story is similar: To serve." 

Mandabach contends the world is 
finally ready for this marriage of televi- 
sion and Internet, and Oxygen is the 
ideal vehicle to launch it. "What if 
women really are the killer app ?" she 
asks. Only the audience will know for 
sure, on Feb. 2, 2000, when Oxygen 
launches in about 10 million house- 
holds across the country. 
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`Breaking News' on TLC 
New show will take viewers behind - the -scenes of journalism operations 
By Dan Trigoboff 

The Learning Channel is 
putting the behind -the- 
camera process of TV 

news in front of the camera. Pro- 
duced by New York Times - 
owned NYT Television, Break- 
ing News will reveal the organ- 
ized and disorganized chaos that 
typically turns out polished 
newscasts across the country. 
NYT Television has shot news- 
rooms in Los Angeles, Miami and Denver 
to produce several hour specials. The Los 
Angeles show, which ran earlier this year, 
served as a pilot. 

The concept is another in TLC's series 
of behind -the- scenes looks at grave, but 
hectic, work environments. NYT Televi- 
sion is the production company behind 
Trauma: Life in the ER and Paramedics 
for TLC. In each of the newsrooms, four 
video journalists film and interview 
newsroom staff over hundreds of hours, 
which will each be edited over a 14 -week 
period into the hour documentaries. 

A show about the broadcast news 
process "seemed natural" in NYT's 
world of "real, vente television, says 
Hersh, who worked with ABC news in 
the early 1990s. "This is great drama," 
she says. As with Trauma and Para- 
medics, the quick -take, quick -cut, hand- 
held video style reflects the pace of the 
show's subject. Reflection and analysis 
is provided by the subjects themselves. 

The shows from Miami's wTvJ(Tv) 
will likely run in February, followed by 
the Denver shows from KCNC -TV in 
June. Although the shows are now in 
the editing process, producers are 
already considering new Breaking 
News locales. 

For the purpose of the documentary, 
Hersh said, "sometimes the news event 
itself is not as important as the people 
and the choices they make. We sat in on 
editorial meetings, and on one -on -one 
conferences; everything. We got as 
comprehensive a view of what it takes 
to get on the air as possible" 

Also interesting, series producer 
Neil Cohen said, "is the bargaining; the 
tit - for -tat process that goes on when 
one station gets the killer moment, and 
other stations want to use the footage. 

"We talk about whether we name or 
don't name a crime victim," said KCNC- 

TV News Director Angie Kucharski. "We 
talk about whether a videotape is appro- 
priate for the air...which of two stories 
need to be reported, how we apply our 
resources on a particular day." 

Breaking News crews have just left 
Denver's KCNC -TV, after spending the 
month of November there. "We were 
intrigued by the idea" said Kucharski. 
"It's a good opportunity for us to share 

some of those decision -making 
processes people don't get to see. 
Viewers watch us, but they don't 
get to see behind the scenes. This 
is more about understanding the 
process; the successes and strug- 
gles of the news. 

"There may have been peo- 
ple who were a little uncom- 
fortable," Kucharski said, 
although "no one came and 
talked to me about it. Their 
crews were sensitive to people 

who didn't wish to participate. They 
were very respectful of the systems we 
had in place to do our jobs. Nothing 
had to be moved or altered for the ben- 
efit of their cameras. But with our key 
people, they were given full access. 

"We worked very hard before the proj- 
ect started to address people in the news- 
room. It's an unusual position for people 
used to covering the news to be the sub- 
ject. Every day we get the challenge and 
privilege of telling the dramatic stories 
of many people," Kurhcrski said. "Each 
newsroom has its moments of brilliance 
and moments they would do differently 
if they could do it again." Ironically, 
Kucharski says, it was one of the qui- 
etest months Denver has had in a year 
that included a Super Bowl victory, the 
retirement of local sports legend John 
Elway, the recently concluded Jon - 
Benet Ramsay grand jury, and, of 
course, the Columbine shootings in 
nearby Littleton. 

Yet, Cohen noted, "months later, every 
story with a violent angle is seen through 
`Columbine' eyes. TV news people can 
be really jaded, but the clear memory of 
Columbine was still with them; it had 
touched them:' That influence, he said, 
"will absolutely come across in one of 
the hours from Denver ?' 

Wrv,i's 'Swimming to Miami' episode of 
'Breaking News' featured reporter 
Andrea Brody (top) and News Director 
Ramon Escobar (bottom, in dark shirt). 

More often then not, a station won't 
trade footage with a rival. 

"Viewers get a voyeuristic thrill by 
getting a peek into these places. It's a 
tough business. Some of what we cap- 
tured is that pressure that falls on these 
men and women every day; it's incred- 
ibly competitive. Day after day you can 
see how the news directors need to 
obsess about the numbers; studying 
those numbers to seek what kind of sto- 
ries bring eyeballs in, and what kinds 
of stories make the eyeballs go away." 

"We get into some of the ethical 
crises that arise as the news gets made," 
said Cohen. "At what point, for 
instance, is a fact confirmed? Cohen 
cited an instance where Miami news 
cameras taped Coast Guard spraying 
what appeared to be mace or tear gas at 
Cuban refugees in the ocean. The Coast 
Guard was trying to pull them from the 
water before they reached shore, but 
reporters needed to contact the Coast 
Guard about what the substance was, 
before it could be reported. The agency 
confirmed that its boats carried a kind 
of tear gas, and the station went ahead" 
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Sachs: Go slow on rate hikes 
Modest increases and improved service wilt keep rivals and regulators at bay 

By Bill McConnell 

Robert Sachs opened his first 
Western Show as NCTA presi- 
dent last week with admonitions 

for his industry and its rivals. 
To keep the lead over satellite, tele- 

phone, and fixed wireless competitors, 
cable must keep subscription prices in 
check and service levels high, he said. 

"There's no reason why cable opera- 
tors can't compete successfully and win 
subscriber loyalty," he said as he deliv- 
ered the kick -off speech for the three - 
day convention. Operators must be dis- 
ciplined about rate increases, even 
when there is ample cost justification. 

Also, for the dual goals of winning 
widespread customer loyalty and 
thwarting calls for government regula- 
tion, cable operators must make good on 
promises to bring high -speed services to 
urban neighborhoods and rural areas. 

"As long as we're not impeded by 
government regulation, I am confident 
we can do just that," he said. 

Decker Anstrom, Weather Channel 
CEO and Sachs' NCTA predecessor, 
agreed that the marketplace for new 
high -speed services is cable's to lose. 
"There's no question that cable is in the 
lead," he said. "The infrastructure is 
incredibly robust. There are systems 
that have been providing voice and data 
for more than a year." 

So far, cable's rivals have "failed to 
get much traction" in persuading feder- 
al and local governments to make cable 
operators open their broadband net- 
works to other Internet providers, 
Sachs continued. 

Even though the fight is far from 
over -a federal appeals court is 
expected to rule soon on the validity of 
the open access requirements Portland, 
Ore., imposed on AT &T -Sachs 
warned America Online and others 
seeking mandated access to be "careful 
for what you ask for." AOL and GTE, 
"our most litigious competitor," may 
find themselves saddled with similar 
open access requirements. 

"We learned the hard way [that] gov- 
ernment regulation is a poor substitute 
for competition," Sachs said. 

He urged competitors to "take a page 
from cable's playbook." Instead of 
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fighting for burdens that discourage 
cable's broadband rollout, they should 
focus on developing their own broad- 
band services. 

If anyone questions cable's willing- 
ness to back up words with deeds, 

Sachs pointed out that the industry sup- 
ported legislation allowing satellite 
providers to offer local broadcasters 
signals. The new law will make things 
tougher for cable operators, but will 
force them to sharpen up their cus- 
tomer service as well. 

"Make no mistake, cable is facing 
formidable competition on many 
fronts," he said. "But that's good for 
business." 

But one would -be competitor says 
cable's play calling isn't as magnani- 
mous as Sachs indicates. Don Janke, 
whose Internet Ventures Inc. appears to 
be fighting a losing battle to win leased 
access carriage rights for Internet serv- 
ice providers, says cable operators have 
banded together to prevent the free 
market from working and have 
squelched his ability to strike carriage 
deals with individual operators. "Inter- 
net video streaming attacks cable oper- 
ators' core business," he said. "Cable 
has decided they don't want anyone on 
besides the ones they want; that's why 
we have the leased access rules." 

Selling broadband 
Vendors tell marketers that 2000 will be the breakthrough 

By Glen Dickson 

0 ver 10 million cable homes will 
be enjoying interactive services 
by the 2002 Western Show. And 

those interactive services won't be 
viewed by cable operators as an add -on 
feature or a peripheíal business, but as 
the natural evolution of the entire tele- 

vision medium. 
That's according to executives from 

leading interactive firms who 
addressed the CTAM conference last 
Tuesday. In a panel titled, "Applica- 
tions -How to Make It Happen," 
Microsoft, OpenTV, Liberate and 
IntoNetworks (formerly Arepa.com) 
executives painted their visions of the 

Liberate's Kertzman. Microsoft's Yates, IntoNetworks' Grosso and OpenTV's 
Berman touted dive.-se interactive cable applications at the CTAM conference. 
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broadband future. And while they pre- 
sented operators with different busi- 
ness models and demonstrated diverse 
applications, all of them agreed that 
MSOs are finally ready to generate rev- 
enues from broadband services. 

"2000 will really be a breakthrough 
year, particularly in the U.S., for broad- 
band," said Alan Yates, Microsoft's 
director of TV platform marketing. 

Yates says that interactive applica- 
tions can range from simple enhanced 
content to e-mail and Internet functions 
and, finally, to fully -on- demand con- 
tent. He also suggests that MSOs can 
create a "cableweb" by adapting the 
best of the Web for delivery over their 
broadband pipes, and use their broad- 
band connections to reach new devices 
in the home such as PCs or the net- 
worked appliances of the future. 

But those pipe upgrades must keep 
coming, Yates cautions. "You have to 
have the economics to build the band- 
width or everything gets stalled," he says. 

Liberate President and CEO 
Mitchell Kertzman says that compared 
to its broadcast and satellite competi- 
tors, cable has "the greatest opportuni- 
ty to take advantage of the technology 
of broadband" because of its two -way 
architecture. But simply aiming to pro- 
vide broadband Internet access to tele- 
vision would be a mistake, he says. 

"It's not about the Internet, it's about 
television," says Kertzman. "When you 
try to bring the PC experience to the 
TV, you run the risk of ruining the TV 
experience." 

What cable operators can do is take 
advantage of the Internet's "ubiquitous 
infrastructure" to deliver new services 
such as e- commerce. Adding hypertext 
links to advertising, for example, can 
"move the point of sale to the point of 
advertising" and give MSOs a slice of 
the online shopping business. 

Kertzman also demonstrated a VOD 
application running off SeaChange 
servers that would allow cable sub- 
scribers to start, stop and pause pro- 
gramming with the same functionality 
as TiVo and Replay personal video 
recorders. The application also would 
let subscribers purchase membership in 
a VOD service, such as the Encore 
movie package Kertzman demonstrated. 

IntoNetworks CEO Vincent Grosso 
presented the idea of selling and deliv- 
ering software, such as CD -ROMs, 
over cable pipes. While entertainment 
software is a $5 billion business, "the 
whole consumer process for buying 
software is all wrong," says Grosso. 

Instead of traveling to a retailer, buying 
a CD -ROM sight unseen, and then fig- 
uring out they don't like it, consumers 
could instead sample software via a 
cable connection and then purchase it 
for broadband delivery. 

Mitch Berman, OpenTV senior vice 
president of worldwide marketing, cau- 
tioned CTAM attendees that they had to 
look closely to see through all the inter- 

CABLE 

active hype. But he used the 4.5 million 
homes currently equipped with 
OpenTV's operating system, mostly 
digital satellite customers in Europe, as 
proof that viewers want interactivity. 
Berman demonstrated a baseball broad- 
cast enhanced with voluminous statis- 
tics and multiple camera angles, a fea- 
ture he said will roll out on EchoStar's 
DISH Network in first quarter 2000. u 

Forging ahead into 
broadbandland 
Cable marketers work on `making the fat pipe exciting' 
by offering attractive content options 

By Deborah D. McAdams 

Now that people are embracing 
cable Internet access as quickly 
as the modems can be cranked 

out, the next big step is finding out 
what they want in the form of broad- 
band content. 

In many ways. the advent of broad- 
band capacity 
means filling an 
entirely new 
medium with an 
entirely new type 
of content, which 
possibly has yet 
to materialize In 
the meantime, 
programmers on 
the forefront of 
designing broad- 
band content are 
marrying the 
known ele- 
ments -video 
and audio -with 

the customizing force of interaction. 
Among traditional cable networks, 
MTV is arguably cutting an edge in the 
broadband conduit with content rang- 
ing from a build -your -own online radio 
network to the rambunctious iWebRiot. 

The network is now comfortable 
enough in the broadband arena to blow 
its own horn with a marketing cam- 
paign pushing cable Internet access. 
"We make the fat pipe exciting," says 
Kris Bagwell, repeating MTV's new 
hipshot broadband slogan. Bagwell, 
senior vice president of business devel- 

Bagwell: `What we 
think content is all 
about isn't 
necessarily what 
the audience thinks 
content is all about.' 

opment for MTV Networks Online, 
outlined MTV's approach to filling that 
pipe at a CTAM session on the subject 
Tuesday afternoon. 

MTV's Internet real estate includes 
MTV.com, VH 1.com, SonicNet.com, 
plus at least eight Nickelodeon or other 
kid- related sites. "We are trying, in the 
most aggressive ways we can, to under- 
stand what our audience wants in 
broadband content," Bagwell said. 
"What we think content is all about 
isn't necessarily what the audience 
thinks content is all about" 

Bagwell was being modest. MTV, by 
its nature, is in a catbird seat as broad- 
band is deployed, given its target demo 
of the post -CD, MPEG -3 generation, 
adept at downloading music off the 
Internet. "Music is a white hot area on- 
line," Bagwell noted. MTV's response 
was to launch a new service on Sonic - 
Net.com in mid -November, allowing 
Web surfers to custom design playlists 
from 34 different radio channels. 

Live concerts are another option for 
filling the fat pipe, he said. Games are 
also emerging as an obvious option in 
broadbandland. Charlie Barbour, general 
manager of SegaSoft Networks' 
HEAT.NET envisions online games and 
competitions that could go on into 
"infinity." Broadband capacity allows for 
faster play, more complex games, greater 
download speeds and -best of all for 
guys like him -more players. The fat 
pipe will propel online game sales into 
the hundreds of billions by 2003, Bar- 
bour predicts. Unlike the roll -playing 
devices of Sega, MTV's online game, 
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WebRiot, resembles a network quiz 
show with 250,000 participants playing 
online. Programmers see it as a show 
with a Web presence. "We look at it as an 
online game show with a half -hour 
infomercial once a day," Bagwell said. 

MTV's other stronghold is the little 
kid population, the generation suckled 
on both the Internet and Nickelodeon. 
Nick franchise Rugrats, one of the 
most popular shows on cable TV, is 
also one of the most popular features 

in MTV's cyber properties. As far as 
traditional video programming, the 
networks have nothing to fear from 
broadband delivery, at least not yet, 
said Glenn Britt, president of Time 
Warner Cable. 

"The question I have is what does it 
mean, streaming existing channels over 
Internet? I think that would be cool 
because then we wouldn't have to pay 
for them, but since most cable channels 
rely on two streams of revenue, that 

probably won't happen." 
Yet MTV and fledgling New Fron- 

tier Media are both considering how to 
take their short-form video products to 
the Web for tailor -made broadband 
delivery. New Frontier is digitizing its 
library of adult material for instant 
access on the Web in preparation for 
the bigger and better pipeline. "The 
Web will be the place to go to give 
everyone their own channel online," 
Bagwell said. 

Starz!, Encore combine 
By Deborah D. McAdams 

T 
he Starz! have aligned. John Sie, 
chairman and CEO of Encore 
Media Group, is pulling together 

the company's 12 channels into a sin- 
gle entity, ostensibly to drive digital 
penetration for MSOs, but more likely 
to stake Encore's claim in the explod- 
ing digital universe. 

Sie's new marketing tour de force 
will be called the "Starz Encore Super 
Pak," and he's reinforcing his intention 
by renaming the company Starz Encore 
Media Group Llc. Come February, the 
company will roll out a $30 million 
"branding" campaign touting the Super 
Pak as "12 channels for $12," he said. 

Sie presented his strategy as a tool 
for MSOs to drive digital penetration 
"north of 50 %," saying that the majori- 
ty of digital customers pick up the serv- 
ice to get additional movies. Indeed, 
programmers at several major MSOs, 
including Cox, are filling their digital 
tiers with premium movie packages 
and pay -per -view. 

But because the biggest MSOs are 
reporting picking up digital subscribers 
at a rate of around 10,000 a month, 
Sie's move can also be interpreted as a 
flanking maneuver to grow distribution 
for his networks and get on the digital 
dance card in front of the competition. 
HBO, Showtime and Cinemax all have 
movie packages offered on digital tiers, 
HBO being Encore's strongest com- 
petitor. 

Current satellite and cable carriage 
for the networks include 9.7 million 
subscribers for Starz!; 13.4 million for 
Encore; 7 million for MOVIEplex; and 
23.1 million for the six -channel The- 
matic Movieplex. According to Sie's 
estimate, digital penetration stands at 
about 15 million households, with 70% 
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penetration expected within 10 years. 
The price configuration for the chan- 

nels now is typically about $6 for the 
Thematic Movieplex and about $10 for 
Starz! and Encore. When asked what 
would motivate MSOs to offer even 
more Encore channels for less money, 
Sie's answer: Satellite. 

"As we all know, DBS is eating 
cable's lunch :' Sie said. The gauntlet is 
even further refined now that satellite 
operators can provide local channels, 

he said, and DBS is picking up about 
250,000 subscribers per month. On top 
of that, DirecTV's most popular pack- 
age is the Silver Starz! Pak -12 chan- 
nels for $10. "That's here," he said. 
"That's a reality." 

Then why not the same deal for 
cable operators: $10 instead of $12? 

Cable operators who opt for the 
Super Pak can actually carry the 12 
channels in both feeds, creating a 24- 
screen option for $12, he said. 

Time Warner keeps Exploring 
Reaffirming its commitment to Scientific -Atlanta's digital cable technology, 
MSO Time Warner is buying 500,000 new Explorer digital set -tops that will 
be used to support video -on- demand and other interactive services. The 
boxes are due fo- delivery by June 30, 2000. 

Time Warner has already received 400,000 Explorer set -tops over the 
past year, and began installing them in subscriber's homes this past sum- 
mer. "People love these digital set -tops," said Time Warner Chief Technical 
Officer Jim Chicklix at a Wednesday Western Show press conference. 
Chiddix says the Explorer boxes are easy for Time Warner technicians to 
install, and have a "great guide." 

Although Time Warner is currently using the Explorer set -tops "in a fairly 
pedestrian way," says Chiddix, more functionality will come as Time Warn- 
er continues to upgrade its headend equipment. Time Warner is delivering 
VOD in Austin, Tex.; Tampa, Fla., and Honolulu, and plans to roll out "real 
services" in other markets in the next few months, says Chiddix. 

While Time We rner continues to buy set -tops from S -A competitors Pio- 
neer and Pace, it is relying solely on S -A for digital headend technology. It 

has installed Scientific -Atlanta's digital gear at 36 headends. Chiddix pre- 
dicts that by the end of 2000, "all 20 million [Time Warner] passings will 
have digital services available" and that at least 800,000 Time Warner 
subscribers will have digital set -tops. 

While the new Doxes can do VOD, other services are still in the planning 
stages. The boxes won't include a DOCSIS cable modem, says Chiddix, 
since including an integral modem "isn't justified yet" The boxes can 
receive high -speed IP data encapsulated in MPEG -2 streams, however. 

The boxes als) won't include a hard disk to allow TiVo -like personal 
video recording. But Chiddix says Time Warner is interested in time shift- 
ing alternatives being demonstrated by server manufacturers at Western, 
which may allow PVR functions to be "done cheaper and better at the 
headend" -Glen Dickson 
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GI inks deals 
with Charter 

General Instrument has struck 
deals to supply Charter Com- 
munications with next- genera- 
tion digital set -tops and cable 
moderns as Paul Allen's 
expanding MSO targets interac- 
tive revenues. 

In a follow -up to a 1997 digi- 
tal set -top deal, GI will provide 
Charter with one million digital 
set -tops. The set -top amount is 
incremental to the 1997 deal 
and the boxes will be pur- 
chased in the years 2000 and 
2001. Charter will buy both GI's 
DCT -2000 boxes, which it has 
already deployed in some mar- 
kets, and GI's DCT -5000 +. GI 
has also been tapped by Char- 
ter to provide it with SURF - 
board SB3100 cable modems, 
which passed CableLabs certifi- 
cation tests last week. And 
David Robinson, GI's senior 
vice president and general 
manager for digital network sys- 
tems, says that GI will install 
over 100 digital headends for 
Charter by mid -2000. 

According to Robinson, some 
of Charter's DCT -5000 boxes will 
include hard -disk drives to 
enable PVR- functionality, such 
as provided by the TiVo and 
Replay retail PVR products. 
Although GI has demonstrated 
PVR applications with TiVo and 
Replay before, and Allen's Vul- 
can Ventures holds stakes in 
both companies, GI's hard -disk 
recording won't rely on any TiVo 
or Replay technology, says 
Robinson. 

In other GI news, the compa- 
ny has teamed with Lucent 
Technologies to develop IP 
telephony products and made a 
$7 million equity investment in 
VOD firm DIVA. GI is also exper- 
imenting with HDTV statistical 
multiplexing in its Western Show 
booth, running two 10801 and 
two 720P HDTV streams in one 
256 QAM cable channel. 

-Glen Dickson 
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Glaser: Cable finds its 
broadband bootstraps 
RealNetworks is pushing higher -quality for fewer bits 

By Glen Dickson 

As it enters the 
year 2000, the 
cable industry is 

finally ready to "bring 
the promise of broad- 
band into every house- 
hold," RealNetworks 
Chairman and CEO 
Rob Glaser told a 
CTAM audience Tues- 
day morning. Opera- 
tors can deliver inter- 
active services 
because they finally have the "technical 
and economic bootstraps." 

Those bootstraps were missing when 
cable first promised broadband interactive 
TV in 1993, Glaser said. Cable's early 
broadband efforts, such as Time Warner's 
Full Service Network in Orlando, Fla., 
were conducted on a city -by -city basis 
with set -tops built "from scratch" that ran 
"proprietary solutions," he said. In addi- 
tion to lacking a "technical bootstrap," 
Glaser said high- development costs and 
the lack of economies of scale also didn't 
provide an "economic bootstrap." 

"The killer application was supposed 
to be VOD," Glaser recalled, but potential 
revenues didn't justify costs of $8,000 
per home. "So they created the world's 
most expensive pizza ordering system:' 

At the same time, the narrowband 
Internet flourished because of mass PC 
penetration and a "set of standards that 
worked," even though many came from 
the military and academia. The bet that 
Glaser made back in 1994, when he 
decided to create RealNetworks, was 
that the narrowband Internet's early suc- 
cess had "set the stage for rich media." 
RealNetworks content partners now gen- 
erate 350,000 hours per week of such 
content, with 250 broadcasters and cable 
networks participating. And RealNet- 
works' RealJukebox, which allows users 
to download digital media files and play 
them at their leisure, has gained 18 mil- 
lion users in less than six months. 

"The Internet phenomenon has been 
like when cable hit its stride" with pop- 

Glaser: 'If cable 
created channels 
6 to 30 [for the 
consumer]. this 
is like channels 
101 to a million. 

ular new networks 
such as CNN and 
ESPN, Glaser 
said. "If cable cre- 
ated channels 6 to 
30 [for the con- 
sumer], this is like 
channels 101 to a 
million." And he 
predicted Internet 
and broadband 
content can have 
the same sort of 
"share- shifting 
impact" that cable 

has had on broadcasting over the past 
20 years. 

But broadband does have its chal- 
lenges, one of the biggest being the cre- 
ation of high quality content for a low 
bit -rate environment, particularly as con- 
sumers get used to the quality of DVD 
and HDTV. "We all have champagne 
tastes on a beer budget," Glaser said. He 
then proceeded to demonstrate a variety 
of RealNetworks applications, ranging 
from an ABC News Web page with 
video, audio and text links to movie trail- 
ers and music videos offering VHS -or- 
better picture quality at bit rates under 1 

Mb /s (one movie trailer was streamed at 
300 kilobits per second). According to 
Glaser, RealNetworks' compression 
algorithms can deliver a higher resolu- 
tion than MPEG for half the bit rate. 

Another challenge is getting rid of 
bandwidth bottlenecks when distributing 
popular content. RealNetworks is tackling 
that problem both by splitting terrestrial 
distribution into more local connection 
points and by utilizing satellite technology 
to distribute content nationwide to local 
data centers or headends; RealNetworks 
has struck new satellite partnerships with 
Loral and Astra to target Europe. 

Glaser also demonstrated new broad- 
band advertising applications, including 
rotating banner ads and ads created with 
computer -generated graphics that give a 
video -like experience at 50 -100 kilobits 
per second, as well as RealGuide, an 
electronic program guide with active 
links to Web sites. 
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Time Warner and again 
TW chief sees broadband services rivaling video in cable's future 

By Deborah D. McAdams 

Time Warner Cable is in the pizza 
business. As of Dec. 12, according 
to Glenn Britt, president of Time 

Warner Cable, the world's second 
largest MSO peddled 58 pizzas on the 
big island of Oahu, where pies were tied 
in with yet another Time Warner video - 
on -demand rollout over the weekend. 

"Well, there we have it, the broad- 
band opportunity," responded Decker 
Anstrom, referring to the pizzas more 
than the VOD. The roll -out came up as 
Anstrom and Britt discussed Time 
Warner's broadband strategy at Tues- 
day's CTAM luncheon. Delivering 
VOD has long been a major part of 
Time Warner's broadband game plan. 

"By 2001, we'll roll it out aggressive- 
ly," Britt said. "We think it has a lot of 
potential beyond movies...there are other 
uses. In Orlando, we tested soap opera 
packages, where people stored a week's 
worth of soaps on a hard drive. We think 
we can sell subscriptions and packages." 

After years of fits and starts with VOD 
experiments, Time Warner is finally 
reaching the structural capacity neces- 

Decker Anstrom (I) and Glenn 
Britt say pizza is just part of 

Broadband's potential. 

sary to deploy the service on a wide- 
spread basis. A $6 billion system 
upgrade to 750 MHz is 85% complete, 
and expected to be finished by end of 
2000, Britt said. Around 400,000 Time 
Warner homes will have two -way, real - 
time digital boxes by the end of this year, 
and more than 300,000 homes subscribe 
to RoadRunner high -speed data service. 

Both numbers will more than double 
in the next year, Britt said. Digital 
boxes are selling as fast as Time Warn- 
er can get them in. The palette of 

Liberty tweaks Todd -AO buy 
Liberty Media Corp. revised the terms for its planned investment in pro- 
duction house Todd -AO Corp., paying up for a clear major ty of the compa- 
ny's stock and equalizing the financial treatment of outside shareholders. 

Liberty sees the deal for Todd AO and two other TV and film production 
houses as a play in emerging digital media. Liberty President Dobb Ben- 
nett has said he figures that the development of enhanced television will 
require TV producers and ad agencies to encode a lot of new data in video 
signals. So he's been shopping for post -production facil ties that will be 
called upon -and paid for -things like embeddding web inks in car com- 
mercials to entice digital interactive cable subscribers to click on for more 
information, or perhaps a rebate coupon. 

Outside investors will now get a much better deal. Lib rty will now pay 
holders of both Todd -AO supervoting Class A and low- voting Class B shares 
the same amount, $21.50 per share. Under the previpus agreement 
announced in July, Liberty valued Todd -AO Class A shares held by compa- 
ny insiders at $21.70 each, but Class B shareholders -mostly outsiders - 
were to get just $18.40 per share. That's 17% better than urder the old deal. 

Liberty will now also end up with a 60 percent equity stake and con- 
trol 94 percent of Todd -AO's voting power. The old deal would have 
given Liberty a 50 percent stake and 82 percent voting power. The com- 
plicated structure of the deal will leave Todd -AO a separate company, 
whose stock will be publicly traded. The deal values Todd AO around 
$300 million. -John M. Higgins 
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broadband services will be as impor- 
tant as video for the future of cable's 
business model, he added. 

"We have 750 MHz that we can use 
pretty much however we want. We'll 
have about 80 analog channels in the 
clear, with nothing scrambled. Anyone 
without a set -top can get those chan- 
nels. Another portion will be used to 
carry the digital broadcast tier, then 
VOD, both two -way and interactive. 
Then there's a little spectrum allocated 
for RoadRunner and some for telepho- 
ny. That's how we're going to use our 
bandwidth right now." 

Britt alluded to the single -bill model 
being a great benefit for cable opera- 
tors who add services and therefore 
revenue streams, to the video business. 

"There's enormous power in charging 
once a month. People will get an incred- 
ible array of information that they don't 
have to pay for (individually). If you 
compare what we've done historically to 
the telephone industry, we're simpler, 
just sending out a flat bill each month." 

And how will subscription and other 
new revenue models affect program- 
mers, Anstrom wanted to know. 

"Will you continue to pay content 
provider license fees, or will you have 
them pay for access? We think as a com- 
pany, we're going to keep paying those 
license fees, but we do think we're 
going to temper them a little bit. There's 
an expectation of double -digit growth 
by some of these companies, and we 
can't do that," he said. "We're sending a 
message to all the programmers, they 
need to change their expectations." 
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IVI makes 
Washington push 
Concerned that the FCC 
will reject their request to 
qualify for leased access 
carriage, officials from 
Internet Ventures Inc. last 
week made a last -ditch 
pitch to regulators. Inter- 
net- streamed content soon 
will be of sufficient quality 
to warrant cable carriage 
for ISP's willing to pay the 
price, company officials 
said in a filing Tuesday. To 
sway apparently skeptical 
regulators, IVI executives 
met with Chairman 
William Kennard and 
Commissioner Susan 
Ness. The commission is 
expected to rule on IVI's 
request, which is widely 
opposed by the cable 
industry, before year's end. 

HBO locks up 
20th films 
HBO has renewed its 
exclusive rights agreement 
for Twentieth Century Fox 
films for another 10 years. 
The price was not dis- 
closed, but sources familiar 
with the arrangement said 
the value of the deal will 
exceed $2 billion over its 
term, from 2000 through 
2009. The final value will 
be determined in part by 
how well the films do at 
the box office. The agree- 
ment, known as an output 
deal, covers all Fox Filmed 
Entertainment theatrical 
releases, including those 

from 20th Century Fox 
Film, Fox Searchlight, Fox 
2000 and Fox Animation 
Studios. Upcoming titles 
covered by the deal include 
The Beach with Leonardo 
DiCaprio and Navy Diver 
with Robert DeNiro. 

"We have been business 
partners with HBO for 
nearly 20 years and its 
gratifying to know that this 
relationship will extend 
long into the future," says 
Bill Mechanic, chairman 
and CEO, Fox Filmed 
Entertainment. 

Big November 
for EchoStar 
EchoStar Communications 
Corp. said the pace of new 
subscriber additions rose 
sharply in November, driv- 
en in large part by new leg- 
islation allowing DBS serv- 
ices to carry local TV sta- 
tions. Echostar said it 
added 137,000 subscribers 
last month, a pace 36% 
higher than the same period 
last year. The DBS service 
now has 3.3 million subs. 

On Nov. 19, Congress 
enacted a law allowing 
retransmission of local sig- 
nals, putting Echostar and 
rival DBS service DirecTV 
on more equal footing with 
cable operators. The com- 
panies now offer local pro- 
gramming in New York and 
Los Angeles. DirecTV also 
increased its subscriber 
base 36% during Novem- 
ber, but has more than 

twice the number of sub- 
scribers. 

FX snags Time 
Warner universe 
with sports leverage 
FX came riding into Time 
Warner's universe on the 
back of sports. The Fox 
networks stepchild gained 
7 million Time Warner 
subscribers in a carriage 
deal struck last week, 
according to Lindsay 
Gardner, executive vice 
president of affiliate sales 
and distribution for Fox 
Channels Group. The car- 
riage deal was connected 
to a long -term extension 
of Time Warner's fee for 
Fox sports networks. 

'Tune Warner now has 
predictability over the 
regional sports networks' 
licensing that they didn't 
have before," Gardner said. 
The deal goes out for at least 
five years, possibly more. 

The deal will put FX 
over the 55 million mark. 
The network is currently in 
45 million homes, includ- 
ing 3 million Time Warner 
subscribers through previ- 
ous acquisitions by the 
MSO. The network will be 
launched across the addi- 
tional 7 million house- 
holds by the end of 2002, 
putting FX in 80% of Time 
Warner's world. 

First open digital 
platform Launched 
MediaOne has partnered 
with Canal+ Technologies, 
DiviCom, and Philips to 
launch the nation's first 
open digital cable platform 
in Jacksonville, Fla. The 
system features a cus- 
tomized version of the 
open platform software 
that Canal+ Technologies 
currently has deployed in 
more than five million 
households around the 
world. DiviCom is supply- 
ing headend equipment 
while Philips is supplying 

the digital set -top boxes. 
"From an operator stand- 
point, not only do we see 
an immediate potential cost 
benefit, but there is also the 
sense that as everything 
opens up from the headend 
down to the consumer's 
TV set, the consumer bene- 
fits as more and more fea- 
tures and functionality are 
built into the set -top box," 
says James R. Schirmer, 
MediaOne's director of 
brand strategy. 

GTE americast taps 
nCUBE servers 
GTE americast is using 
nCUBE 300 video servers 
to provide near- video-on- 
demand TV services to cus- 
tomers in Tampa, Ha. The 
servers will be located at a 
headend in Clearwater and 
will offer pay -per -view 
movies on 50 GTE americ- 
ast channels. Each server is 
capable of storing and 
delivering broadcast -quality 
video content over several 
simultaneous analog chan- 
nels at scheduled intervals. 

Box Fusion 
launching 
MTV Networks' The Box 
Music Network and Hyper - 
TV Networks, an ACTV 
subsidiary, are launching 
Box Fusion Dec. 31. The 
service is an interactive 
TV/Web hybrid that allows 
viewers to access a playlist 
via computer and order up a 
video using Hyper TV's soft- 
ware, then access content 
about the video including 
liner notes, trivia, concert 
information, chat rooms and 
more. "I think it's going to 
hold people on the channel 
longer. We're trying to pro- 
vide a complete music expe- 
rience by adding layer after 
layer;' said Alan McGlade, 
president and CEO of The 
Box. The Box's prime demo 
is 12 -24 and the channel 
claims 18 million cable 
housholds in 180 markets. 
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CABLE 

Web marriage key to TV 
Incorporating Internet elements today will keep viewers tomorrow, panel says 
By Bill McConnell 

Simulcasting with Web content is 
key to keeping TV audiences, 
broadband content developers 

said yesterday. 
"We have to find ways to keep view- 

ers attached to our telecast," said 
Jonathan Leess, vice president of the 
enhanced television division of 
Go.com/ABC. 

Leess and other Web content experts 
speaking during a CTAM panel session 
on broadband research, said that 
although few homes have broadband 

access today, now is the time to devel- 
op content that will make TV viewing 
an integral part of the Internet experi- 
ence. If TV goofs, the "eyeballs" so 
essential to their advertising revenues 
will slip away, they said. 

The key to developing engaging Web 
content, said researcher Bonnie John- 
son, is to build on the deeply personal 
relationship viewers have developed 
with their TVs by carrying it over to the 
integrated broadband experience. 

"Think love," said Johnson, who 
chairs consumer research for Interval 
Research Corp., a company launched 

CABLE'S TOP 25 

CHOICE 
'The Shawshank Redemption,' Stephen King's 
first adapted prison drama, locked up the No. 7 
spot last week. The ill -titled, couch -loved film 
notched a 3.5 rating/5.3 share. 

Following are the top 25 basic cable programs for the week of December 3 -12, ranked by rating. 
Cable rating is coverage area rating within each basic cable network's uniierse; U.S. rating is of 
100.8 million TV households. Sources: Nielsen Media Research, Turner Entertainment. 

Rating HHs 
Rank Program Network Day Time Duration Cable U.S. (000) 

Cable 
Share 

1 NFWikings /Chiefs ESPN Sun 8:15P 201 92 7.1 7073 13.8 
2 NFL/Raiders/Titans ESPN Thu 8:15P 176 6-9 5.4 5330 10.8 
3 WWF Entertainment USA Mon 10:00P 66 6.3 5.0 4894 9.9 
4 WWF Entertainment USA Mon 9:00P 60 5.6 4.3 4316 7.8 
5 NFL Primetime ESPN Sun 7:30P 45 3.9 3.0 3001 6.2 
6 WCW Monday Night Live! TNT Mon 8:00P 60 3.5 2.9 2927 5.6 
7 Movie: The Shawshank...' TBS Sun 7:01P 181 3.5 2.7 2723 5.3 
7 Rugrats NICK Wed 7:30P 30 3.5 2.7 2666 5.8 
9 NFL Sportscenter ESPN Sun 11:36P 69 3.4 2.7 2639 8.2 
9 WWF Sunday Night Heat USA Sun 7:00P 60 3.4 2.6 2588 5.3 
9 Doug NICK Wed 8:00P 30 3.4 2.6 2571 5.4 

12 Rugrats Runaway Reptar NICK Fri 7:30P 60 3.3 2.5 2521 5.9 
12 Rugrats NICK Sun 9:30A 30 3.3 2.5 2489 9.6 
14 Movie: 'Octopussy' TBS Tue 8:05P 166 3.2 2.5 2503 5.0 
14 Rugrats NICK Mon 7:30P 30 3.2 2.5 2452 5.1 

14 Rugrats NICK Tue 7:30P 30 3.2 2.4 2435 5.3 
14 Rugrats Vacation NICK Fri 8:30P 30 3.2 2.4 2424 5.5 
18 Rugrats NICK Sat 9:30A 30 3.1 2.4 2401 9.7 
18 Kenan & Kel NICK Mon 8:00P 30 3.7 2.4 2382 4.7 
18 Rugrats NICK Thu 7:30P 30 3: 2.4 2361 5.2 
21 Movie: 'A Holiday To ...' LIF Thu 9:00P 120 3.0 2.3 2294 4.7 
21 Movie: If You Believe' LIF Sun 4:00P 120 3.0 2.2 2226 5.6 
23 Movie: 'Absolute Power' TBS Sat 8:06P 152 2.9 2.3 2308 5.2 
23 Movie: 'Absolute Power' TBS Sun 4:29P 152 2.9 2.3 2265 5.4 
23 Movie: 'Hefner: Unauthorized' USA Sun 8:00P 60 2.9 2.3 2262 4.3 
23 Hey Arnold NICK Tue 8:00P 30 2.9 2.3 2243 4.6 
23 Walker, Texas Rangers USA Mon 8:00P 60 2.9 2.3 2239 4.3 
23 Rugrats NICK Fri 7:00P 30 2.9 2.2 2217 5.5 
23 Rugrats NICK Sat 4:30P 30 2.9 2.2 2194 7.0 
23 Rugrats Chanukkah NICK Thu 8:00P 30 2.9 2.2 2186 4.5 
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by Microsoft founder and cable/Inter- 
net investor Paul Allen. "If you're 
going to create a broadband future, it's 
important to remember what things we 
really do love." 

ABC is well on its way to creating an 
innovative add -on to one much - 
beloved programming sector -NFL 
football. 

Football fans can choose a variety of 
interactive PC activities that ABC coor- 
dinates in real time as they watch TV 
broadcasts of Sunday and Monday 
night games. 

Between 50,000 and 90,000 ABC 
NFL viewers are now logging on to each 
game's Web simulcast. What's more, the 
Webcasts are holding the average user 
for 40 minutes per log -on. "A 40 minute 
connect time is huge," Leess said. 

Viewers get to choose from three appli- 
cations. One is a real -time interactive 
game that combines the Webcast with the 
TV action by letting users predict the next 
play. Points are earned for accuracy in 
forecasting the offensive coach's decision 
and the outcome. Constant updates allow 
players to compare their performance to 
leading logged -on players. 

The site also allows users to get live 
stats for team members. Finally, trivia 
polls and user surveys - frequently 
conducted during TV commercial 
breaks to keep viewers from leaving 
the broadcast -are added into the mix. 

Leess stressed that the interactive 
content is available only during games. 

"This is not a Web site," he said. 
Though the always -available Web 

portals ESPN.com and NFL.com are 
used to direct users to the interactive 
service during games, the primary audi- 
ence driver is TV broadcasters' promo- 
tions during the games. In fact, 86% of 
users polled say they decided to log on 
because of the on -air promotions. Other 
numbers, some surprising, have been 
generated by the on -air surveys. 

Originally, ABC thought Web -savvy 
college guys would be the primary users 
of the interactive service, but in fact they 
found that the 18 -26- year -old males 
make up only 2% of users. The primary 
audience is older: 60% are ages 26-45. 

Male users account for 91% of the 
audience and 57% say they never miss 
a Monday Night Football game. 
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The week's tabulation of station sales 

TVS 

WWMBB(TV) Panama City, Fla., and 
WKRG -TV Mobile, Ala./Pensacola, Fla.; 
WJBF(TV) Augusta and WRBL(TV) 
Columbus, Ga.; KIMT(TV) Mason City, 
Iowa; KWCH -TV Wichita, KBSC -TV 
Ensign Wichita, KBSL -TV 
Goodland/Wichita and KBSH -TV 
Hays/Wichita, Kan.; WSPA -TV 
Greenville, S.CJAsheville, N.C., and 
WNEG -TV Toccoa, 
Ga./Greenville/Asheville (and LMA with 
WASV -W Asheville), and WBTW (TV) 
Florence/Myrtle Beach, S.C. 
Price: $605 million (merger; B &C, 
Dec. 13) 
Buyer: Media General Inc., Rich- 
mond, Va. (J. Stewart Bryan, chair- 
man; James Zimmerman, president, 
Broadcast Group); owns 13 TVs, 
including WNCTTv 
Greenville /Asheville 
Seller: Spartan Communications 
Inc., Spartanburg, S.C. (Tom Watson 
Brown, chairman); owns one AM and 
one FM 
Facilities: WMBB: ch. 13, 316 kW 
visual, 63 kW aural, ant. 1,549 ft.; 
WKRG -TV: ch. 5, 100 kW visual, 20 kW 
aural, ant. 1,906 ft.; WJBF: ch. 6 100 
kW visual, 20 kW aural, ant 1,300 ft.; 
WRBL: ch. 3, 100 kW visual, 12 kW 
aural, ant. 1,780 ft.; KIMT: ch. 3, 100 
kW, visual, 10 kW aural, ant. 1,510 
ft.; KWCH -TV: ch. 12, 316 kW visual, 
63.1 kW aural, ant. 1,522 ft.; KBSD -TV: 

ch. 6, 100 kW visual, 10 kW aural, 
ant. 720 ft.; KBSL -TV: ch. 10, 316 kW 
visual, 56.2 kW aural, ant. 990 ft.; 
KBSH -TV: ch. 7, 316 kW visual, 33.6 
kW aural, ant. 710 ft.; wSPA -TV: ch. 7, 
316 kW visual, 31.6 kW aural, ant. 
2,001 ft.; WNEG -TV: ch. 32, 647 kW 
visual, 129 kW aural, ant. 835 ft.; 
wASV -TV: ch. 62, 5,000 kW visual, 250 
kW aural, ant. 1,823 ft.; wBTw: ch. 13, 
316 kW visual, 31.6 kW aural, ant. 
1,950 ft. 
Affiliations: All CBS except WMBB 

and WJBF (ABC) and WASV -TV (UPN) 

KVBM -TV Minneapolis/St. Paul, Minn. 
Price: $45 million (see B &C, Oct. 18) 
Buyer: Hubbard Broadcasting Inc., 
St. Paul (Stanley S. Hubbard, presi- 
dent); owns KSTP -TV Minneapolis /St. 
Paul and WHEC -TV Rochester and 
wNYT(rv) Albany, both N.Y.; has inter- 
est in four TVs and KSTP -AM -FM Min - 
neapolis/St. Paul 
Seller: KVBM Television Inc., Shore- 
view, Minn. (Daniel Peters, president). 
Peters has interest in woPM(AM)- 

PROPOSED STATION TRADES 
By dollar volume and number of sales; 

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

THIS MR 
TVs $786,728,659 16 

Combos $46,181,000 5 

FMs $20,230,296 6 
AMs $1,975,000 4 

Total _ $855,114,955 o 31 

S0 FAR 1111999 

TVs r- $4,635,505,664 85 
Combos $26,818,455,886 192 

FMs $1,469,485,246 267 
AMs $229,826,185 212 

Total $33,153,272,981 766 

KLCI(FM) Princeton, Minn. 
Facilities: Ch. 45, 5,000 kW visual, 
500 kW aural, ant. 1,230 ft. 
Affiliation: Independent 

KTAQ(TV) Greenville/Dallas/Fort 
Worth, Texas 
Price: $25 million 
Buyer: New World Broadcasting 
Corp., Dallas (Marcos A. Rodriguez, 
chairman); owns /is buying one AM 
and three FMs, including KTCY(FM) 
Pilot Point/Dallas. Rodriguez owns 
KDMM(AM) Highland Park/Dallas 
Seller: Mike Simons, Greenville; no 
other broadcast interests 
Facilities: Ch. 47, 240 kW visual, 24 
kW aural, ant. 515 ft. 
Affiliation: Independent 
Broker: Gammon Media Brokers Inc. 

WTXXITV) Waterbury/Hartford/New 
Haven, Conn. 
Price: $19.149 million (for stock; 
B &C, Nov. 22) 
Buyer: Tribune Broadcasting Co., 
Chicago (Dennis J. Fitzsimons, pres- 
ident); owns /is buying 22 TVs, 
including WTIC -TV Hartford, and two 
AMs and two FMs 
Seller: Tiberius Broadcasting Inc., 
Hartford (David Brewer, president); no 
other broadcast interests. Note: 
Tiberius bought wTxx in January 1993 
for $3.6 million 
Facilities: Ch. 20, 2,239 kW visual, 
223.9 kW aural, ant. 1,200 ft. 
Affiliation: UPN 

WJSU -TV Anniston/Birmingham, Ala. 
Price: Up to $19 million (B &C, Nov. 
22) 
Buyer: Allbritton Communicatiosn 
Co., Washington (Robert L. Allbrit- 
ton, president); owns /operates nine 

TVs, including wcFT -Tv 
Tuscaloosa/Birmingham; has interest 
in one FM 
Seller: Flagship Broadcasting Corp., 
Arlington, Va. (Bridget Hubbard, princi- 
pal); no other broadcast interests 
Facilities: Ch. 40, 724 kW visual, 
93.3 kW aural, ant. 880 ft. 
Affiliation: ABC 
Broker: Alex Brown & Co. 

WCWB(TV) Pittsburgh 
Price: $17.808 million 
Buyer: Sinclair Broadcast Group 
Inc., Baltimore (David D. Smith, pres- 
ident); owns /is buying /operates four 
AMs, five FMs and 63 TVs including 
WPGH -TV Pittsburgh and wuxP(rv) 
Nashville, Tenn. (see item, below) 
Seller: WPTT Inc., Pittsburgh (Edwin 
L. Edwards Sr., president/owner). 
Edwards also owns /is buying 11 TVs 
Facilities: Ch. 22, 5,000 kW visual, 
500 kW aural, ant. 921 ft. 
Affiliation: WB 

KMCIITV) Lawrence/Topeka, 
Kan./Kansas City, Mo. 
Price: $14.6 million (B &C, Dec. 13) 
Buyer: E.W. Scripps Co., Cincinnati, 
Ohio (William R. Burleigh, president); 
owns nine TVs, including KSHB -TV 

Kansas City 
Seller: Miller Broadcasting Co., 
Lawrence (Monte M. Miller, principal); 
no other broadcast interests 
Facilities: Ch. 38, 5,000 kW visual, 
1,000 kW aural, ant. 1,038 ft. 
Affiliation: NBC 

WJTC(TV) Pensacola, Fla./Mobile, Ala., 
and KASN(TV) Pine Bluff/Little Rock, 
Ark. 
Price: $11.663 million ($2.088 million 
cash; $9.575 million assumption of 
debt (B &C, Nov. 22) 
Buyer: Clear Channel Communica- 
tions Inc., San Antonio (L. Lowry 
Mays, chairman; Charles E. Gid- 
dens, trustee for stations); owns /is 
buying172 AMs, 340 FMs and 19 
TVs, including KLRT(TV) Little Rock 
and wPMI(rv) Mobile /Pensacola. 
Clear Channel also is buying AMFM 
Inc., which owns /is buying 443 radio 
stations. 
Seller: Mercury Broadcasting Co. 
Inc., San Antonio (Van H. Archer Ill, 
owner). Archer owns wTEV -Tv Jack- 
sonville, Fla. 
Facilities: wJTC: ch. 44, 3,289 kW 
visual, 328.9 kW aural, ant. 1,493 ft.; 
KASN: ch. 38, 5,00 kW visual, 500 kW 
aural, ant. 2,008 ft. 
Affiliations: Both UPN 
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WUTR(TV) Utica, N.Y. 
Price: $7.89 million 
Buyer: Ackerley Group Inc., Wash- 
ington (Barry A. Ackerley, chairman); 
owns two AMs and 12 TVs, including 
nearby wixT(TV) Syracuse and 
wivT(TV) Binghamton, N.Y. 
Seller: Utica Television Partners LLC, 
Bellevue, Wash. (George Kriste and 
Lance Anderson, principals). Principals 
own three FMs 
Facilities: Ch. 20, 1,150 kW visual., 
173 kW aural, ant. 800 ft. 
Affiliation: ABC 

KDFI -TV Dallas/Fort Worth 
Price: $6.2 million 
Buyer: Fox Television Stations Inc., 
Los Angeles (K. Rupert Murdoch, 
owner); owns 23 TVs, including 
KDFW -TV Dallas /Fort Worth 
Seller: John A. McKay, Dallas; no 
other broadcast interests 
Facilities: Ch. 27, 5,000 kW visual, 
500 kW aural, ant. 1,690 ft. 
Affiliation: Fox 

WENY -TV Elmira, N.Y. 
Price: $4.8 million 
Buyer: Lilly Broadcasting LLC, Nat- 
ick, Mass. (Kevin T. Lilly); no other 
broadcast interests 
Seller: WENY Inc., Elmira (Howard L. 

Green, principal); owns one TV, three 
AMs and two FMs 
Facilities: Ch. 36, 468 kW visual, 
85.4 kW aural, ant. 1,050 ft. 
Affiliation: ABC 
Broker: Kozacko Media Services 

WFVTITV) Rock Hill, S.C./Charlotte, 
N.C. 
Price: $4.5 million 
Buyer: Capitol Broadcasting Co. Inc., 
Raleigh, N.C. (John F. Goodmon, 
president); owns wJzY(TV) 
Belmont/Charlotte and WRAL -TV -FM 

Raleigh /Durham, N.C.; is buying 
WRAZ(TV) Raleigh /Durham (see item, 
below) 
Seller: TV 55 LLC, Charlotte (H. Whar- 
ton Winstead Jr., managing member); 
no other broadcast interests 
Facilities: Ch. 55, 5,000 kW visual, 
ant. 1,870 ft. 
Affiliation: UPN 

WAXN(TV) Kannapolis/Charlotte, N.C. 

Price: $2.95 million ($150,000 cash; 
$2.8 million assumption of debt) 
Buyer: Cox Broadcasting Inc., 
Atlanta (Nicholas D. Trigony, presi- 
dent); owns /is buying 18 AMs, 54 
FMs and 11 TVs, including wsoc -Tv 
Charlotte 
Seller: Kannapolis Television Co., 
Kingsport, Tenn. (George E. DeVault 
Jr., chairman /president; Kannapolis 
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Broadcasting, 55% owner); no other 
broadcast interests 
Facilities: Ch. 64, 129 kW visual, 
12.9 kW aural, ant. 282 ft. 
Affiliation: Independent 

WUXP(TV) Nashville, Tenn. 
Price: $2.829 million (B &C, Nov. 22) 
Buyer: Sinclair Broadcast Group 
(see wcwB item, above); owns 
wziv(TV) Nashville 
Seller: Mission Broadcasting I Inc., 
Wadsworth, Ohio (David D. Smith, 
president/president of buyer) 
Facilities: Ch. 30, 5,000 kW visual, 
500 kW aural, ant. 1,410 ft. 
Affiliation: Fox/UPN 

WRAZ(1V) Raleigh/Durham, N.C. 
Price: $1 million (see B &C, Nov. 22) 
Buyer: Capitol Broadcasting (see 
WFVT item, above); owns WRAL -TV -FM 

Raleigh /Durham 
Seller: Carolina Broadcasting System 
Inc., Raleigh (Thomas H. Campbell, 
principal); no other broadcast interests 
Facilities: Ch. 50, 5,00 kW visual, 
500 kW aural, ant. 1,088 ft. 
Affiliation: Fox 

Construction permit for KFFX -TV (for- 
merly KAUP(TV]) Pendleton, Ore./Yaki- 
ma, Wash. 
Price: $239,659 
Buyer: Mountain Licenses LP, Oke- 
mos, Mich. (Brian W. Brady, presi- 
dent); owns KAYU -TV Spokane, Wash. 
Seller: Communications Properties 
Inc., Berkeley Heights, N.J. (Birger 
Brinck -Lund, principal); no other broad- 
cast interests 
Facilities: Ch. 11, 60 kW visual, ant. 
1,359 ft. 

TV/RADIO COMBOS 

KSBS -TV Steamboat Springs/Denver, 
KXREIAM) Manitou Springs/Colorado 
Springs and KAVA(AM) Pueblo/Col- 
orado Springs, Colo. 
Price: $3.9 million 
Buyer: Council Tree Communica- 
tions V LLC, Longmont, Colo. (Jacob 
Adams, president; Madison Dear- 
born Capital partners Il LP, 49.17% 
member; Toronto Dominion Capital 
Inc., 25% member). Principals have 
interest in wBEE(AM) Harvey, Ill., and 
WACI(TV) Atlantic City, N.J. /Philadel- 
phia 
Seller: David Drucker (principal), 
Evergreen, Colo; has interest in 
KDMD(TV) Anchorage, Alaska; 
KDEN(TV) Longmont/Denver, Colo., 
and wEYs(TV) Key West/Miami /Fort 
Lauderdale, Fla. 
Facilities: KsBS -TV: ch. 24, 5,500 kW 
visual, 500 kW aural, ant. 515 ft.; 
KXRE: 1490 kHz, 500 kW; KAVA: 1480 

1990 

kHz, 1 kW day 
Affiliation: KSBS -TV: Telemundo 
Formats: KXRE: Spanish; KAVA: Span- 
ish contemporary 

RADIO COMBOS 

WXSTIFM) Delaware/Columbus, Ohio, 
and WOMP -AM -FM Bellaire, 
Ohio/Wheeling, W.Va./Pittsburgh and 
WSTV(AM)- WRKY(FM) Steubenville, 
Ohio/Wheeling, W.Va./Pittsburgh 
Price: $20 million (for stock) 
Buyer: Stop 26 Riverbend Inc., 
Columbus (Frank Halfacre, presi- 
dent); owns wsMZ(FM) Columbus 
Seller: Associated Radio Inc., Pitts- 
burgh (Myles P. Berkman, president); 
no other broadcast interests 
Facilities: WxST: 107.9 mHz, 6 kW, 
ant. 285 ft.; woMP(AM):1290 kHz, 1 

kW day, 33 kW night; WOMP -FM: 100.5 
mHz, 48 kW, ant 518 ft.; WSTV: 1340 
kHz, 1 kW; WRKY: 103.5 mHz, 16 kW, 
ant. 879 ft. 
Formats: wxsT: hits of the '80s; 
WOMP(AM): news /talk; WOMP -FM: AC; 
wsîv: news /talk; wRKY: country 

KVFD(AM) -KUEL(FM) Fort Dodge, 
Iowa; KCUE(AM) -KWNG(FM) Red 

Wing, Minn., and K11Q(AM)- KKKQ(FM) 
Brookings, KORN(AM)- KQRN(FM) 
Mitchell, KCCR(AM)- KLXS -FM Pierre, 
KDLO -FM and KWAT(AM)- KIXX(FM) 
Watertown, KKSD(FM) Milbank/Water- 
town and KYNT(AM) -KKYA(FM) Yank- 
ton, all S.D. 
Price: $18 million 
Buyer: Gold Circle Waitt Broadcast- 
ing, Omaha, Neb. (Norman Waitt Jr., 
owner). Waitt owns five other FMs 
and five TVs 
(See related article on next page.) 
Seller: Sorenson Broadcasting 
Corp., Sioux Falls, S.D. (Dean P. 

Sorenson, president); no other 
broadcast interests 
Facilities: KvFD: 1400 kHz, 1 kW; 
KUEL: 92.1 mHz, 3 kW, ant. 300 ft.; 
KCUE: 1250 kHz, 1 kW day, 110 W 
night; KWNG: 105.9 mHz, 20 kW, ant. 
300 ft.; KJJQ: 910 kHz, 500 W; KKKQ: 

102.3 mHz, 25 kW, ant. 234 ft.; KORN: 

1490 kHz, 1 kW; KORN: 107.3 mHz, 
100 kW, ant. 450 ft.; KcCR: 1240 kHz, 
1 kW; KLxs -FM: 95.3 mHz, 3 kW, ant. 
299 ft.; KDLO -FM: 96.9 mHz, 100 kW, 
ant. 1,571 ft.; KwAT: 950 mHz, 1 kW; 
KIXX: 96.1 mHz, 97 kW, ant. 977 ft.; 
KKSD: 104.3 mHz, 100 kW, ant. 981 
ft.; KYNT: 1450 kHz, 1 kW; KKYA: 93.1 
mHz, 100 kW, ant. 469 ft. 
Formats: KvFD: adult standards; KUEL: 

bright AC; KCUE: news /talk; KWNG: 

rock classics; KJJO: oldies; KKKQ: 

CHR /MOR /AOR; KORN: oldies; KQRN: 

AC; KCCR: MOR; KLXS -FM: oldies; 

www.americanradiohistory.com

www.americanradiohistory.com


KDLO -FM: C &W; KWAT: MOR; KIXx: AC; 
KKSD: classic rock; KYNT: oldies; KKYA: 
modern country 
Broker: Chapin Enterprises 

KRCO(AM)- KIJK(FM) Prineville/Bend 
and KWEG(FM) Warm Springs/Bend, 
Ore. 
Price: $2.5 million 
Buyer: Horizon Broadcasting Group 
LLC, Bainbridge Island, Wash. (Keith 
Shipman, president); is buying KSRV- 
AM-FM Ontario, Ore. /Boise, Idaho 
Seller: Jay Man Productions, Eugene, 
Ore. (Jonathan Man, principal); no 
other broadcast interests 
Facilities: KRCO: 690 kHz, 1 kW day, 
77 W night; KIJK: 95.1 mHz, 100 kW, 
ant. 472 ft.; KWEG: 96.5 mHz, 100 kW, 
ant. 1,092 ft. 
Formats: KRCO: classic country; KIJK: 
modern country; KWEG: AC 
Broker: Exline Co. 

KSOU -AM -FM Sioux Center /Sioux City 
and KIHK(FM) Rock Valley /Sioux Cen- 
ter/Sioux City, Iowa 
Price: $1.781 million 
Buyer: Waitt Media Inc., Omaha, 
Neb. (Norman W. Waitt, owner /chair- 
man); owns five TVs, four other AMs 
and 11 other FMs, including 
KMEG(TV) Sioux City and KZSR(FM) 
(formerly KOLK) Onawa/Sioux City, 
Iowa 
(See related item on previous page.) 
Seller: Sioux County Broadcasting 
Inc., Sioux Center;no other broad- 
cast interests 
Facilities: Ksou(AM): 1090 kHz, 500 
W day; KSOU -FM: 93.9 mHz, 3 kW, 
ant. 300 ft.; KIHK: 106.9mHz, 25 kW, 
ant. 328 ft. 
Formats: KSOU- AM -FM: AC; KIHK: 
country 

11111111MIEMOOMIll 
KRKI(FM) Estes Park/Denver, Colo. 
Price: $12 million 
Buyer: High Peak Broadcasting, 
Chicago (Bruce Buzil, manager). 
Buzil is manager of Marathon Media 
LLC, which owns 11 AMs and 23 
FMs 
Seller: Michael Radio Enterprises of 
Colorado, Cheyenne, Wyo. (Vic 
Michael, president); owns co- located 
KEzz(AM) Estes Park. 
Facilities: 1470 kHz, 1 kW day, 53 W 
night 
Format: Rock hits 
Broker: Star Media Group Inc. 

WLNF(FM) Lumberton/Gulfport, Miss. 
Price: $5 million 
Buyer: JMD Inc., Gulfport (J. Morgan 

Dowdy, president/owner). Dowdy 
owns six AMs and 13 other FMs, 
including WGCM- AM -FM, WROA(AM) and 
WZKX(FM) Gulfport and WRPM(AM) 
Poplarville /Gulfport 
Seller: Tralyn Broadcasting Inc., Mus- 
cle Shoals, Ala. (John McLear, princi- 
pal); owns wxAe(FM) McLain /Gulfport 
and wIGG(AM) Wiggins /Gulfport, Miss. 
Facilities: 95.3 mHz, 3 kW, ant. 289 
ft. 
Format: CHR pop 

KLRX(FM) Madrid/Ames/part of Des 
Moines, Iowa 
Price: $1.5 million 
Buyer: LifeStyle Communications 
Corp.,Wilbraham, Mass. (James S. 
McBride, president); owns KJJC(FM) 
Osceola/Indianola and KIIC(FM) Lam - 
oni, Iowa. McBride owns 49% of 
KGRA(FM) Jefferson and KKRF(FM) Stu- 
art, Iowa 
Seller: G.O. Broadcasting Inc., Ames 
(Brad Olson, president); no other 
broadcast interests 
Facilities: 96.1 mHz, 2.5 kW, ant. 
515 ft. 
Format: Classic hits 
Broker: Johnson Communication 
Properties Inc. 

KWHQ -FM Kenai/Soldotna, Alaska 
Price: $850,000 
Buyer: Chester P. Coleman, San 
Francisco; owns four AMs and two 
other FMs, including KSLD(AM) -KKIS- 
FM Soldotna 
Seller: KSRM Inc., Soldotna (John 
Davisual, president); owns KsRM(AM) 
Soldotna 
Facilities: 100.1 mHz, 3 kW, ant. 260 
ft. 
Format: Country 

KSKD -FM Chowchilla, Calif. 
Price: $600,000 
Buyer: Del Rosario Talpa Inc., 
Oxnard, Calif. (Mario R. Meza, presi- 
dent/owner); no other broadcast 
interests 
Seller: Educational Media Founda- 
tion, Sacramento, Calif. (K. Richard 
Jenkins, president), owns two AMs 
and 19 FMs 
Facilities: 93.3 mHz, 2.95 kW, ant. 
335 ft. 
Format: Contemporary Christian 
Broker: MCH Enterprises Inc. 

WHPZ(FM) Bremen/South Bend, Ind. 
Price: $280,296 
Buyer: LeSEA Broadcasting Corp., 
South Bend (Stephen, Peter and 
David Sumrall, trustees); owns eight 
TVs, including WHME -TV South Bend, 
and wHME(FM) South Bend 
Seller: BOMAR Broadcasting Corp., 

CHANGING HANDS 

Marion, Ind. (Michael Day, presi- 
dent); owns wLEZ(FM) Terre Haute 
and WGOM(AM)- WMRI(FM) Marion/Terre 
Haute, Ind. 
Facilities: 96.9 mHz, 2.99 kW, 
ant.462 ft. 
Format: Contemporary Christian 
Broker: William R. Rice Co. 

AMS 

WTRIIAM) Brunswick, Md. 
Price: $900,000 
Buyer: JMK Communications Inc., 
Los Angeles (Jae Min Chang, presi- 
dent); is buying WPwc(AM) Dumfries, 
Va./Washington 
Seller: Capitol Broadcasting Corp., 
Brunswick, Md. (Alfred Hammond, 
president); no other broadcast inter- 
ests 
Facilities: 1520 kHz, 9.3 kW day 
Format: Oldies 
Broker: Blackburn & Co. Inc. 

KWPA(AM) Pomona, Calif. 
Price: $750,000 
Buyer: Lotus Communications 
Corp., Los Angeles (Howard A. 
Kalmenson, president); owns 14 
other AMs and eight FMs 
Seller: Multicultural Radio Broad- 
casting Inc., New York (Arthur Leu, 
president); owns 16 other AMs, 
including KMNY(AM) Pomona, and two 
FMs 
Facilities: 1220 kHz, 250 W 
Format: Gospel 

KTRT(AM) Claremore, Okla. 
Price: $250,000 
Buyer: Reunion Broadcasting LLC, 
Tulsa, Okla. (D. Stanley Tucker, 
owner); owns KSRx(AM) El Dorado, 
Kan., and KMUS(AM) Muskogee, 
Okla. 
Seller: Oklahoma Sports Proper- 
ties Inc., Las Vegas (Fred Wein- 
berg, president); owns KADS(AM) Elk 
City and KMYZ(AM) Pryor, Okla. 
Weinberg owns KRLV(AM) Las Vegas 
Facilities: 1270 kHz, 1 kW 
Format: Talk 

WAJFIAM) Decatur, Ala. 
Price: $75,000 
Buyer: Priority Communications 
LLC, Hoover, Ala. (Danis L. Willing- 
ham and James D. Early, members); 
is buying WYAM(AM) 
Hartselle /Decatur, Ala. 
Seller: WAJF Inc., Huntsville, Ala. 
(Archie Bobo, representative of the 
estate of Dorsey E. Newman); no 
other broadcast interests 
Facilities: 1490 kHz, 1 kW 
Format: Talk 

-Compiled by Alisa Holmes 
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py atit n 

Don t attend Natpe without Broadcasting & Cable on your side. As the 

definitive source for Natpe news, no other publication delivers detailed analysis 

of every show event. From the latest programming news to in depth features, we 

give you all the information you need to take the convention by storm. 

Our Natpe Shopping Guide, 4 -color tabloid sized Pre -Natpe, show and daily 

issues give you a multitude of opportunities to reach leading television executives 

and decision makers. Get with the winning program and call your Broadcasting 

& Cable representative today to reserve space. It's simply the best way to reach 

the entire television industry. 

ISSUE: 

Natpe Shopping Guide 

Pre -Natpe Issue 

Natpe Issue /Syndication 
Station Survey 

Natpe Dailies 

ISSUE DATE: 

January 10, 2000 

January 17, 2000 

January 24, 2000 

SPACE CLOSING DATE: 

January 3, 2000 

January 5, 2000 

January 12, 2000 

January 25, 26, 27, 2000 January 14, 2000 
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No matter 

how you say it, 

read all about it in 

the definitive source... 

Broadcastig&Cable 
ONE MARKETPLACE. ONE MAGAZINE. 

Chuck Bolkcom: 775 -852 -1290 Sandra Frey: 212 -337 -6941 
Marcia Orcutt: 323 -549 -4114 Robert Payne: 212 -337 -7022 

Yvonne Pettus: 212 -337 -6945 

Classified Advertising & Marketplace Advertising: 212.337.7073 

VISIT OUR WEB SITE: www.broadcastingcable.com 
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DAT E B O OK 
Jan. 6-9, 2000 -CEMA 2000 International CES -Your 
Source for Workstyle and Lifestyle Technology. Las Vegas 
Convention Center, the Sands Expo Center, the Las Vegas 
Hilton, the Alexis Park, Las Vegas. Contact: (703) 907 -7605. 

Jan. 11 -13, 2000- SCTE Conference on Emerging Technolo- 
gies 2000. Disneyland Hotel, Anaheim, Calif. Contact: Marci 
Dodd(610) 363 -6888, ext. 217. 

Jan. 24 -29, 2000 -36th annual National Association of Televi- 
sion Programming Executives Conference and Exhibition. Ernest 

N. Morial Convention Center, New Orleans. Contact: (310) 453 -4440. 

March 15, 2000 -National Academy of Television Arts 
and Sciences, New York Chapter Television and Internet 
Conference: When Networks Collide. Marriott Marquis, New 
York City, New York. Contact: Lisa Benson(212) 768 -7050. 

March 27 -28, 2000 -The Citizenship Education Fund Minor- 
ity Broadcast Advocacy: Turning the Tides for Minority Entrepre- 

neurship Conference. The International Trade Center, Washington. 
Contact: (202) 544 -6708. 

April 10.11, 2000 - Television Bureau of Advertising Annual 
Marketing Conference. Las Vegas Hilton, Las Vegas. Contact: (212) 
429 -1111. 

April 10.13, 2000 -National Association of Broadcasters 
Annual Convention. Las Vegas Convention Center, Las Vegas. 

Contact: (202) 429 -5300. 

May 7 -10, 2000 -Cable 2000, 49th Annual National Cable 
Television Association Convention and Exhibition. Ernest N. Mor- 
ial Convention Center, New Orleans. Contact: Bobbie Boyd (202) 
775 -3669. 

May 22, 2000 - George Foster Peabody Awards 59th annual 
presentation and luncheon, Waldorf- Astoria, New York. Reception 
11:30 a.m.; program 12:30 p.m. Contact: Dr. Barry Sherman (706) 
542 -3787. 

JANUARY 2000 
Jan. 6 -9, 2000 -CEMA 2000 International 
CES -Your Source for Workstyle and Lifestyle 
Technology. Las Vegas Convention Center, the 
Sands Expo Center, the Las Vegas Hilton, the Alex- 
is Park, Las Vegas. Contact: (703) 907 -7605.2001 
International CES, Jan.7 -10, also in Las Vegas. 

Jan. 11.13, 2000 -SCTE Conference on 
Emerging Technologies 2000. Disneyland Hotel, 
Anaheim, Calif. Contact: Marci Dodd (610) 363- 
6888, ext. 217. 

Jan. 11, 2000-SCTE Technical Seminar, Cas- 
cade Range Chapter. Holiday Inn, Wilsonville, Ore. 
Contact: Chris Johnson (503) 245 -0603. 

Jan. 17.18, 2000 - University of Nevada, Las 
Vegas and Television News Center World Televi- 
sion Journalism Conference. Tropicana Hotel and 
Resorts, Las Vegas. Contact: Herb Brubaker (301) 
340 -6160 or Chris Schearer (702) 895 -3598. 

Jan. 19.20, 2000 -E.J. Krause & Associates 
Sport Summit. Marriott Marquis, New York 

Jan. 24 -29, 2000 -36th annual National Associ- 
ation of Television Programming Executives Con- 
ference and Exhibition. Ernest N. Morial Convention 
Center, New Orleans. Contact: (310) 453 -4440. 

FEBRUARY 2000 
Feb 1.2, 2000 -Arizona Cable Telecommunica- 
tions Association Annual Meeting. Phoenix Mar- 
riott Hotel. Contact: (602) 955 -4122. 

Feb 3.5, 2000 -Eckstein, Summers & Co. 

The Television Industry's Annual Conference on New 

Business Development. Marriott's Mountain Shad- 
ows Resort & Golf Club, Scottsdale, Ariz. Contact: 
Roland J. Eckstein (732) 530 -1996. 

Feb 5 -8, 2000 -National Religious Broadcast- 
ers 57th Annual Convention and Exposition. Marriott 
Hotel, Anaheim, Calif. Contact: (703) 330 -7000. 

Feb. 7.9, 2000 -CTAM 17th annual Research 
Conference: Merging Marketing and Technology 
Through Research. Sheraton San Marcos Golf 
Resort & Conference Center, Chandler (Phoenix) 
Ariz. Contact: Barbara Gural (703) 837 -6540. 

Feb 11.12, 2000- Oklahoma Association of 
Broadcasters Annual Convention. Westin Hotel, Okla- 
homa City, Okla. Contact: Carl Smith (405) 848 -0771. 

Feb. 16.19, 2000 -Radio Advertising Bureau 
Marketing & Leadership Conference. Adams Mark 
Hotel, Denver. Contact: (800) 917 -4269. 

Feb. 16 -20, 2000- Association of Music Per- 
sonnel in Public Radio Annual Conference. The 
Doubletree Hotel in the French Quarter, New 
Orleans. Contact: Deanne Poulos(480) 833 -1122. 

Feb 17-19, 2000 -Broadcast Cable Credit 
Association Credit Conference 2000. Seattle Shera- 
ton Hotel, Seattle. Contact: (847) 296 -0200. 

Feb. 24, 2000 -CTAM of Southern California, 
The Golden Palm Awards 2000. Ritz Carlton Hotel, 

Marina del Rey, Calif. Contact: (310) 234 -5490 

MARCH 2000 
March 7.8, 2000 -The Carmel Group DBS 
2000: The Five Burning Questions. The Sheraton 
Hotel, Los Angeles. Contact: (831) 643 -2222. 

March 12.15, 2000- Southern CableTelecom- 
munications Association Inc. Eastern Show. 
Atlanta. Contact: Patti Hall (404) 252 -2454. 

March 15, 2000 -National Academy of Tele- 
vision Arts and Sciences /New York Chapter 
Television /Internet Conference: When Networks 
Collide. Marriott Marquis, New York City. Contact: 
Lisa Benson(212) 768 -7050. 
March 16, 2000 -Radio and Television News 
Directors Foundation 10th annual Banquet and 
Celebration of the First Amendment. Washington 
Monarch Hotel. Washington. Contact: Colony Brown 
(222) 467 -5217. 

March 23, 2000 -CAB 18th Annual Cable 
Advertising Conference. New York Marriott Mar- 
quis. Contact: Joleen Martin (212) 508 -1213. 

March 27, 2000 -Broadcasters' Foundation 
Golden Mike Award. The Plaza, New York. Contact: 
Gordon Hastings (203) 862 -8577. 

March 27.28, 2000 -The Citizenship Educa- 
tion Fund Minority Broadcast Advocacy: Turning the 
Tides for Minority Entrepreneurship Conference. The 
International Trade Center, Washington. Contact: 
(202) 544 -6708. 

March 28, 2000 -SkyFORUM Semiannual 
Satellite/Financial Symposium. Marriott Marquis, 
New York. Contact: Rachel Zink (703)549 -6990. 

March 28, 2000 -T. Howard Foundation Sev- 
enth Annual Fundraising Dinner. Marriott Marquis, 
New York. Contact: Cynthia Dinkins (703) 549 -6990. 

March 30, 2000 -NABOB 16th Annual Com- 
munications Awards Dinner, Marriott Wardman 
Park Hotel, Washington. Contact: Lisa Douglas 
(212) 370-5483. 

APRIL 2000 
April 2.4, 2000 -Association of America's 
Public Television Stations Capitol Hill Day. Wynd- 
ham Hotel, Washington, D.C. Contact: David Brug- 
ger (202) 887-1700. 
April 7.10, 2000 -Broadcast Education Asso- 
ciation 45th Annual Convention & Exhibition, 
Las Vegas Convention Center. Las Vegas Contact: 
(202) 429 -5354. 

April 10.11, 2000- Television Bureau of Adver- 
tising Annual Marketing Conference. Las Vegas 
Hilton Hotel, Las Vegas. Contact: (212) 486 -1111. 

April 12, 2000- Broadcasters' Foundation Amer- 
ican Broadcast Pioneer Awards. Las Vegas Hilton, Las 
Vegas Contact: Gordon Hastings (203) 862 -8577. 

MAY 2000 
May 17.20, 2000- Broadcast Cable Financial 
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Management Association 40th Annual Conference 
and Exposition. Sheraton Hotel, San Diego, Calif. 

Contact: Mary Teister (847) 296 -0200. 

May 22, 2000 - George Foster Peabody 
Awards, 59th annual presentation and luncheon, 
Waldorf- Astoria, New York. Reception 11:30 a.m., 

program 12:30 p.m. Contact: Dr. Barry Sherman 
(706) 542 -3787/ 

JUNE 2000 
June 3.6, 2000 -CAB presents its 7th annual 
Local Sales Management Conference, Denver. 

Contact: Nancy Lagos (212) 508 -1229. 

June 5.8, 2000 -SCTE Cable -Tec Expo 2000. 

Las Vegas Convention Center, Las Vegas. Contact: 
Marci Dodd (610) 363 -6888, ext. 217. 

June 9.11, 2000 -Cultural Industries 
Research Centre, Faculty of Business, 
University of Alberta Public Service Broad- 
casting : Beyond 2000. Banff Centre, Banff, Alberta, 

Canada. Banff, Alberta, Canada. Contact: Prof. Stu- 

art McFadyen (780) 492 -4977. 

June 11 -16, 2000 -Banff Television Foun- 
dation BTVF 2000. Banff Strings Hotel Conven- 
tion Centre. Banff, Alberta, Canada. Contact: Heidi 

Bobiak (403) 678 -9289. 

June 16.17, 2000 -Nevada Broadcasters 
Association Golf and Tennis Tournament and 
Awards Luncheon, annual Hall of Fame dinner - 
dance, Desert Inn Country Club, Las Vegas. Con- 

tact: Bob Fisher (702) 794 -4994. 

June 19.22, 2000 -New York State Broad- 
casters Association 39th annual Executive 

Conference. Sagamore Resort Hotel, Lake George, 

N.Y. Contact: Mary Anne Jacon (518) 456 -8888. 

JULY 2000 
July 19.21, 2000 -SBCA 2000 National Satellite 
and Exposition, Las Vegas Convention Center, Las 

Vegas. Contact: Hester Meachum (703) 549 -6990. 

AUGUST 2000 
Aug. 23.26, 2000 -Asian- American Journal- 
ists Association 2000 Annual Conference. Marriott 
Marquis, New York. Contact: ReneAstudillou 

(415)346 -2051 

SEPTEMBER 2000 
Sept. 8.12, 2000 -IBC 2000 International 
Broadcasting Convention. Amsterdam, Nether- 
lands. IBC office: Aldwych House, 81 Aldwych, Lon- 

don WC2B 4EL, UK. Contacts: Robin Lince, Gina 

Christison, Jarlath O'Connell 44 -20- 7611 -7500. 

-Compiled by Beatrice Williams -Rude 
(bwilliams @cahners.com) 
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FIFTH ESTATER 

Package dealmaker 
Most people outside Hollywood 
don't know who Mark Itkin is. But 
nearly everyone is familiar with 

his work in one way or another. 
He's not a director, a producer, a studio 

mogul or an actor for that matter -but 
he's still one of the most influential people 
in the television industry today. Itkin, sen- 
ior vice president and West Coast head of 
syndication, cable and network reality 
programming at William Morns Agency, 
has helped "package" many of today's top 
TV programs over the last decade. 

This year alone, Itkin has brokered 
deals that helped put the WWF onto strug- 
gling UPN; put Who Wants to be a Mil- 
lionaire? on ABC; got Greed into Fox's 
lineup and Queen Latifah and Martin 
Short into syndication. And those are only 
a few of the shows Itkin has positioned 
this season. Past series that Itkin has had a 
hand in include MTV's The Real World, 
Comedy Central's South Park and The 
WB's Buffy, the Vampire Slayer. 

But Itkin didn't take the straight and 
narrow path to get to his current position. 
The Los Angeles native started out as a DJ 
and on -air news reporter for UCLA's cam- 
pus radio station KLA in the early 1970s 
and seriously considered a career in radio. 
Itkin, who has a deep, almost- made -for- 
radio voice, says he was known around 
campus in those days as the "king of 
R &B." Upon graduating in 1975, Itkin 
was offered a full -time job at CBS as a 
studio page, but he instead listened to his 
parents and opted to go to law school. 

"I really wanted to go and work at CBS. 
It sounded so exciting," says Itkin, who 
received his J.D. from the University of 
California at Berkeley in 1978. `But after 
some pressure from mom and dad, I went 
to law school. And I knew if I was going to 
get my law degree, I was going to use it 
for a career in the entertainment industry 
somewhere down the line." 

Itkin went to work for Los Angeles - 
based entertainment law firm Mitchell, 
Silverberg & Knupp after graduation. He 
worked as an associate in the firm's music 
division for three years. But being a 
lawyer at a top entertainment firm wasn't 
enough for him. 

"I learned a ton at the firm and the ins 
and outs of the music business," he says. 
"But I wasn't really happy being a lawyer. 
I felt it wasn't creative enough for me. I 
just wasn't enjoying myself at all." 

"In becoming an 
agent, I told myself 
I didn't want to just 
be an agent. I 
wanted to do 
something different 
and be proactive." 

Mark Allen 
ltkin 
Senior Vice President, West 
Coast head of syndication, 
cable and network reality 
programming, William Morris 
Agency, Beverly Hills, Calif.; b. 

July 26, 1953, Los Angeles, 
Calif.; B.A., Communication 
Studies, UCLA, 1975; J.D., UC 

Berkeley, 1978; associate 
lawyer, music department, 
Mitchell, Silverberg & Knupp, 
Los Angeles, Calif., 1978- 
1981; agent, television 
packaging department, William 
Morris Agency, 1982 -1987, 
Beverly Hills, Calif.; vice 
president, West Coast head, 
first -run syndication and cable 
packaging department, William 
Morris Agency, 1987 -1991; 
current position since 1991; 
single. 

So Itkin quit his job and decided to stop 
practicing law -at least for a while. In 
1981, Itkin took a year off and traveled 
around the country. But Itkin says he got 
"really bored" and felt the world was pass- 
ing him by, so he called on a friend for 
some career advice. 

"He was sort of a rabbi to me, sort of 
counsel to me," Itkin says of Lee Mimms, 
a former talent manager. "He thought that 
I would be a great agent and suggested 
that I meet with some of his friends at 
William Moms Agency." 

Itkin took a job at William Morris in 
January of 1982. Only he didn't start out 
as an agent -he began in the mailroom. 

"I knew I was going to have to pay my 
dues in the mailroom. Nearly everyone 
has to when they start out here," Itkin says. 

After six -weeks in the mailroom, Itkin 
was promoted to work as an assistant in the 
company's cable and syndication division. 
In 1983, he was bumped up to be an official 
William Morris agent, specializing in TV 
packaging. A year later, Itkin put together 
his first deal -a July 4th special with the 
Beach Boys and cable network Showtime 
that drew close to a million people. 

"In becoming an agent, I told myself I 
didn't want to just be an agent. I wanted to 
do something different and be proactive," 
he says. "Being on the cable and syndica- 
tion side, it was a growing area back in the 
early 1980s, and you could take chances 
in the kinds of shows you put together. 
Because we were competing against the 
[broadcast] networks, we needed to create 
things that were going to get attention." 

Currently, Itkin is working with 
William Morris clients on a number of 
potential network and syndicated projects 
for the 2000 -2001 season, including Eye - 
mark Entertainment's talk show project 
with Internet star Cindy Margolis. 

Throughout each week, Itkin meets 
with the top executives at all of the major 
networks, dines with various actors and 
writers and wheels and deals behind the 
scenes in Hollywood. So why after 17 
years at Williams Morris isn't Itkin run- 
ning a major studio or network? 

"People have asked me to do develop- 
ment, but I'm a strategist and I don't want 
to just develop a project. I want to develop 
it and strategize how to sell it," he says. "I 
love what I do here anyway. I have incredi- 
ble autonomy, and I continue to challenge 
myself." - Joe Schlosser 
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BROADCAST N 
James Hedges, VP, finance, Buena 
Vista Television, Los Angeles, joins 
co -owned ABC Entertainment Televi- 
sion Group as senior VP, finance. 

Kary McHoul, 
director, alterna- 
tive development, 
Fox, Los Angeles, 
named VP, alter- 
native and 
latenight develop- 
ment. 

Michael S. 
Raounas, national 
sales manager, 
national sales unit, 

Katz Television Group, New York, 
named VP, sales and management 
development. 

Jinny Goldstein, president and chief 
executive officer, PBS The Business 
Channel, Alexandria, Va., named sen- 
ior VP, education, PBS. 

Jeffrey Birch, director, engineering, 
CNBC, Fort Lee, N.J., joins WNBC -TV 

New York as director, engineering and 
operations. 

Brenda Woodman, local sales manag- 
er, WWOR -TV Secaucus, N.J., named 
general sales manager. 

Michele Phillips, senior account execu- 
tive, KTws(TV) Seattle, named director, 
new business development. 

McHoul 

PROGRAMMING 

Joseph J. Scotti, executive VP, domes- 
tic distribution and marketing, Pearson 
Television North America, New York, 
named president. 

Karen Toulon, deputy managing editor, 
Reuters America, New York, joins 
Bloomberg there as executive produc- 
er, U.S. affiliate programming and 
syndication, television and radio. 

Jose Abad, managing director, Spain 
and Portugal; Warder Bros. 1i term- 
tional Television Distribution, Madrid, 
Spain, joins Turner Broadcasting Sys- 
tem in same capacity. He will continue 
his current duties. 

Andrew R Mooney, chief marketing 
officer and head, global apparel, Nike, 
Portland, Ore., joins Walt Disney Co., 
Burbank, Calif., as president, Disney 
Consumer Products Worldwide. 
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FATES & FORTUNES 

McCoy 

David C. McCoy, 
senior VP, national 
sales /advertiser 
marketing, Fox 
Family Worldwide, 
New York, joins 
NewsNet Central 
there as senior VP, 
advertising. 

Mary Beth Casey, 
account supervisor, 
The Tierney Group, 

Philadelphia, joins Comcast SportsNet 
there as director, communications. 

JOURNALISM 

Ramon Escobar, VP and news director, 
WTVJ -TV Miami, joins MSNBC, 
Secaucus, N.J., as executive producer. 

Carol Fowler, assistant news director, 
WGN -TV Chicago, named news director. 

Appointments, CNBC, Fort Lee, N.J.: 
Petra Wright, special projects produc- 
er, News 12 New Jersey, Edison, N.J., 
joins as associate producer, Market 
Wrap; Judy Chung, freelance 
writing /reporting, Jagnotes.com, joins 
as segment producer, CNBC News 
Desk; Rob Contino, associate produc- 
er, Business Center, named producer. 

Appointments, WFSB(TV) Hartford, Conn.: 
David Nelson, general assignment 
reporter /weekend anchor, wBIR -Tv 
Knoxville, Tenn., joins as co-anchor, Eye- 
witness News This Morning; Kevin Hogan, 

general assignment reporter /anchor, 
named co-anchor, Eyewitness News This 
Morning weekend edition. 

Keith Kountz, 
anchor, wlxx -Tv 
Jacksonville, Fla., 
rejoins KTNH -TV 

New Haven, 
Conn., as co- 
anchor. 

Appointments, 
KOAT -TV Albu- 
querque, N.M.: 
Tauna Lange, 
news director, 

KRQE -TV Albuquerque, joins as assis- 
tant news director; David Ruff, photog- 
rapher /editor, named chief news pho- 
tographer; Marisa Maez, part-time 
reporter /AP, named reporter. 

Jay Rossow, executive producer, 
WSVN -TV Miami, joins WTMJ -TV Mil- 
waukee as assistant news director. 

Koontz 

1999 

Sabrina Fang, reporter, WRGB -TV 

Albany, N.Y., joins KDFw -Tv Dallas in 
same capacity. 

Appointments, wccB(TV) Charlotte, 
N.C.: Kirsten Gum, morning anchor, 
WRCB(Tv) Chattanooga, Tenn., joins as 
weeknight anchor; Shanai Harris, 
weekend anchor /reporter, wis -Tv 
Columbia, S.C., joins in same capacity. 

Scot Haney, weather anchor, News 12, 
Westchester, N.Y., joins WFSB(TV) Hart- 
ford, Conn., as weekend weather anchor. 

RADIO 

Appointments, AMFM Inc., Washington 
Cluster, Washington: Catherine Meloy, 
senior VP and general manager, WBIG- 

FM Washington, named senior VP, sales. 
She will continue her current duties. Jim 
Zagami, director, sales, named VP, direc- 
tor of sales; Jim Weiskopf, general sales 
manager, WTEM -AM, named director, 
AM sales and operations. He will con- 
tinue his current duties. 

Mike Del Rosso, 
program director, 
KESZ -FM Phoenix, 
joins wLrr --FM 

Chicago in same 
capacity. 

Kim Leslie, 
regional promo- 
tions manager, 
Elektra/Asylum, 
Nashville, Tenn., 
joins AMFM 

Radio Networks, Dallas, as director, 
talent relations, Country Live Tonight! 

Del Rosso 

CABLE 

Appointments, Fox Sports Networks, 
New York: Neal Tiles, senior VP, mar- 
keting and promotion, Fox Sports, 
New York, named executive VP, Fox 
Sports Marketing Group; Rebecca 
O'Sullivan, VP, on -air promotions, 
named senior VP, strategic planning, 
Fox Sports Marketing Group; Scott 
Bantle, VP, creative director, named 
senior VP, creative director. 

Bill McGowan, senior VP, advertising 
sales, Discovery Networks U.S., New 
York, named executive VP. 

Cynthia Sobieraj, director, business 
development, Showtime Networks 
Inc., New York, named VP, business 
development, new media. 

Todd Merkow, VP /general manager, 
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Fox Sports Net Arizona, Phoenix, 
joins Fox Sports Net's West/West 2 
cable channels, Los Angeles, in same 
capacity. 

Cathy Wooden, assistant general man- 
ager, Sunshine Network, Orlando, 
Fla., joins Fox Sports Net Arizona, 
Phoenix, as VP /general manager. 

Mary Dixon, editor, Community Banker 
magazine, Washington, joins Lifetime 
Television, New York, as VP, public affairs. 

John DeRoche, general sales manager, 
Paxnet, New York, joins National 
Cable Communications there as sales 
manager, American team. 

ADVERTISING/MARKETING/ 
PUBLIC RELATIONS 

John Mracek, VP, engineering, 
Adknowledge, Palo Alto, Calif., 
named president. 

TECHNOLOGY 

Paul McGuire, president, Electro- 
Voice, Buchanan, Mich., announced 
his retirement. 

Steven Pinkus, executive director, 
National Video Center, New York, 
named VP /managing director, enter- 
tainment division. 

INTERNET 

Scott H. Erlich, senior VP and execu- 
tive producer, News Digital Media, 
Los Angeles, joins Rivals.com, Seattle, 
as executive VP and general manager. 

Catherine Levene, VP, business devel- 
opment, Times Company Digital, New 
York, named VP, strategy and business 
development. 

Tonya De Gance, director, marketing 
and promotions, MTV Online, Los 
Angeles, joins HomePage.com, 
Pasadena, Calif., as VP, marketing. 

ASSOCIATIONS/FIRMS 

Steven Greengold, chief financial offi- 
cer, Television Bureau of Advertising, 
New York, named VP and chief finan- 
cial officer. 

Appointments, T. Howard Foundation, 
Alexandria, Va: Yolanda Robins, VP, cor- 
porate communications, Pegasus Com- 
munications Corp., named board mem- 
ber; BIN Gerald, senior VR marketing and 
sales, Golden Sky Systems Inc., named 
board member; Sean Bratches, senior 
VP, affiliate sales and marketing, ESPN, 
named board member. 

FATES & FORTUNES 

ALLIED FIELDS 

Thomas G. Cronin, market develop- 
ment specialist, information sales divi- 
sion, TVData, Glens Falls, N.Y., as 
VP, cable sales. 

OBITUARIES 

Ahrin G. Flanagan, 84, retired president of 
Gannett Broadcasting, died Nov. 24. 
Flanagan's career in broadcasting began 
at WRUF -AM Gainesville, Fla., where he 
was an undergraduate at the University 
of Florida. In 1942, he joined the 
Marines as a private and served as a 
combat radio operator in the Pacific; he 
was discharged as a captain. Flanagan 
soon joined the West Coast -based Don 
Lee television stations in 1948, becom- 
ing a pioneer executive in the new medi- 
um of television. He was named program 
director of KFMB -TV San Diego in 1949 
and became program manager of the 
Western division of ABC and TECA -Tv 
(now KAnc -Tv) two years later. By the 
early 196Os, Flanagan joined Mullins 
Broadcasting as VP and general manager 
of KBm(AM) radio and tm'ry -Tv (now 
KUSA -TV) in Denver. He took over as 
president of Mullins in 1969 and 
remained president when Mullins was 
purchased by Combined Communica- 
tions. When Gannett merged with Com- 
bined Communications in 1979, Flana- 
gan was named president of Gannett 
Broadcasting. He became chairman of 
Gannett in 1982 and retired a year later. 
Survivors are unknown. 

Werner Wedam, consumer electronics 
engineer and chairman of the Con- 
sumer Electronics Association Engi- 
neering Policy Council, died Dec. 6 of 
cancer. For more than 25 years, 
Wedam participated and chaired 
numerous standards and policy activi- 
ties, and led projects in the consumer 
electronics industry. He assisted in the 
establishment of Sharp Laboratories of 
America, where he had worked since 
1992 as director of liaison and sup- 
port. He also established and staffed a 
U.S. satellite laboratory for a Korean 
electronics company and had extensive 
background in displays, HDTV sys- 
tems and advanced VCRs. Wedam was 
granted 15 career patents (five pend- 
ing) and was the recipient of the RCA 
Laboratories Outstanding Achieve- 
ment Award in 1983. He is survived by 
his wife, Karen, and three children. 

-Compiled by Mara Reinstein 
mreinstein @cahners.com 
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New HD truck hits the road 
Stations may rent unit; goal is to make HDTV production more affordable 
By Ken Kerschbaumer 

There's a new HID production truck 
on the road, and it's for rent. First 
stop was North Carolina for an HD 

production of a college basketball tourna- 
ment. Next, it's off to Las Vegas for the 
Consumer Electronics Show, Jan. 5 -9. 

The mobile truck is a joint venture 
of WRAL Digital, DTV Resources and 
HD VISION and is part of an effort to 
make HDTV production more afford- 
able for HDTV Consortium member 
stations. Stations may book the 
truck for five -day periods, with 
the standard NATPE /HDTV 
Consortium configuration price 
including the truck, five Sony 
cameras and three Sony 
HDCAM VTRs. (Additional 
equipment is priced separately.). 

"We're relying on volume, 
and I anticipate keeping the 
truck very busy," says Randall 
Paris Dark, president of HD 
VISION. "We're doing this for 
the consortium and are trying to have 
cost -effective programming. It's not 
like we built it so we could make lots of 
money. We just want to pay the bills." 

The truck's first event, the Food Lion 
MVP Classic basketball tournament in 
Charlotte, N.C., Dec. 3 -5, was pro- 
duced and broadcast by WRAL-TV, Har- 
ris and Raycom Sports. It was carried 
on 10 DTV stations across the country 
(including WETA -TV Washington, which 
became the first PBS station ever to 
broadcast a college basketball game). 

At press time, the truck was under 
contract for four events, and another 
dozen are in negotiation. While in 
Vegas, the truck will be used for the 
production of a daily newscast in high - 
definition, to be broadcast throughout 
the convention floor. 

"We'll be doing the wraparounds 
with portable Sony HD cameras, and 
we're also putting together a studio," 
Dark says. "The biggest limitation to 
HD that everyone has been pointing to is 
having no programming. Having anoth- 
er HD truck creating cost -effective pro- 
gramming will add to the overall mix." 

Dark says the cost to rent the truck is 
slightly higher than that for a 601 digital 
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WRAL Digital's truck has 
gone from college 
basketball games to 
high -tech trade shows. 

truck. "It's a great learning tool. Stations 
can rent a truck that has a post room and 
get their feet wet without paying too 
much extra. It's a great way to get your 
hands wet without purchasing anything." 

The truck features an array of HD 
equipment including four Sony HDC- 
700 studio cameras and four Sony 
HDC -750 portable cameras, each out- 
fitted with Canon lenses. It also has 
four Sony HDW -500 HDCAM VTRs, 
and can be outfitted with two addition- 
al HDCAM units and four Panasonic 
HD -D5 VTRs, if desired. 

The production switcher is a Snell & 
Wilcox HD1024 1 -1/2 ME version, 
with integrated still store, two DVEs, 
three keyers, three chromakeyers, three 
expanded border generators, seven 
color correctors and four positionable 
frame buffers. On -board graphics are 
handled by a Collage Clarity -HD 
graphics system and a Sony BVE -9100 
linear editing system can be used to 
create packages using the VTRs and 
Tascam DA98 recorders. 

Audio signals are handled in a pair of 
Mackie Digital 8- Bus mixers providing 
48 analog inputs, 48 digital inputs, and 
digital, analog, and eight -channel sur- 
round outputs. There also is on -board 
Dolby encoding and decoding equip- 
ment for both AC -3 and Dolby E. 

In -band data broadcasting offered 
SkyStream and General Instrument Corp. are working together on an inte- 
grated data broadcasting solution for digital cable applications to broadband 
cable operators worldwide. The system is designed to allow cable operators 
to deliver a variety of high -speed data programming and content, including 
ATVEF (Advanced Television Enhancement Forum) compliant, HTML -based 
television content; large data file downloads; and cacheable Internet content 
to General Instrument's DVi -5000+ (DVB) and DCT -5000+ (ATSC /OpenCa- 
ble) advanced interactive digital consumer set -top terminals. 

In -band data broadcasting also enables cable operators to reserve the 
DOCSIS spectrum for increasingly bandwidth- hungry, point -to -point Inter- 
net data transactions. SkyStream's media routers will be integrated with 
General Instrument's digital cable headend system. -Ken Kerschbaumer 
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CUTTING EDGE /' By Neu Nerschhaumer 

GTE using nCUBE 
for NVOD in Fla. 
GTE americast is using 
nCUBE 300 video servers 
to provide near- video -on- 
demand TV services to 
customers in Tampa, Fla. 
The servers will be located 
at a headend in Clearwater 
and will offer pay -per- 
view movies on 50 GTE 
americast channels. Each 
server is capable of storing 
and delivering broadcast - 
quality video content over 
several simultaneous ana- 
log channels at scheduled 
intervals. 

Liberate goes 
Poparound the world 
Liberate Technologies has 
introduced Liberate PopTV 
Program, a developer and 
technology- partner pro- 
gram that provides end -to- 
end interactive TV solu- 
tions for cable operators. 
"The PopTV Program is 
designed to be a communi- 
ty of content, application 
and hardware providers 
dedicated to our vision of 
open standards like JavaTV 
and ATVEF, and simplify- 
ing the broad deployment 
of interactive TV offer- 
ings," says Mitchell Kertz- 
man, president and CEO of 
Liberate Technologies. 
PopTV partners will have 
access to the standards - 
compliant Liberate Content 
Developers Kit (CDK), 
which will be available to 
content providers on a 
secured section of the 
PopTV Program Web site, 
http//www.developers.lib - 
erate.com. 

Cable companies 
including MediaOne, 
Comcast and Cox are 

expected to deploy service 
offerings running on the 
Liberate platform next 
year, as is the world's 
third- largest satellite 
provider, Star TV, which 
covers Asia. 

First U.S. open 
digital cable 
platform debuts 
MediaOne has partnered 
with Canal+ Technologies, 
DiviCom and Philips to 
launch the nation's first 
open digital cable plat - 
form-in Jacksonville, 
Fla. The system features a 
customized version of the 
open platform software 
that Canal+ Technologies 
has deployed in more than 
5 million households 
around the world. Divi- 
Com is supplying headend 
equipment while Philips is 
supplying the digital set - 
top boxes. "From an oper- 
ator standpoint, not only 
do we see an immediate 
potential cost benefit, but 
there also is the sense that 
as everything opens up 
from the headend down to 
the consumer's TV set, the 
consumer benefits as more 
and more features and 
functionality are built into 
the set -top box," says 
James R. Schirmer, 
MediaOne's director of 
brand strategy. 

Digital ad insertion 
in works for cable 
SeaChange International 
and V -Bits are working 
together to enable digital 
advertising insertion into 
cable's digital tier. The 
solution will include the 
SeaChange Spot digital 
advertising insertion sys- 

tem and V -Bits Rate Mux 
statistical re- multiplexer. 
The two technologies will 
allow cable operators to 
insert demographically tar- 
geted ads simultaneously 
into multiple national cable 
channels carried on the 
multiplexed digital streams. 
Mike Moone, V -Bits presi- 
dent and CEO, said, "We 
want to make sure that no 
cable operator is left stand- 
ing without a full- featured 
and scalable solution." 

A Beehive 'MNF' montage 

Beehive spots give 
MNr' new buzz 
Beehive, a New York - 
based production house, 
completed a number of 
spots for ABC's Monday 
Night Football. The five 
promos are designed to 
highlight 30 years of Mon- 
day Night Football while 
promoting the current 
week's game. Graphics 
were created using After - 
Effects with editing com- 
pleted on an Avid nonlin- 
ear editing system. The 
spots play historical mon- 
tages over moving dates 
and a red mosaic collage 
of football images. They 
resolve on a game -specific 
end page with dates and 
times of upcoming games. 

Program package 
due via SA's MDR 
Time Warner Cable is 
using Scientific -Atlanta's 
PowerVu Plus multiple 
decryption receivers to 
deliver AthenaTV to Time 
Warner Cable's digital 
headends. Kevin Leddy, 
senior vice president of 

TECHNOLOGY 

new -product development 
at Time Warner Cable, 
says, "We know that our 
local divisions need pro- 
gramming choices when 
they are building their dig- 
ital channel lineup. The 
PowerVu Plus system 
enables Time Warner 
Cable to transmit a com- 
plete programming pack- 
age that has widespread 
appeal. We can cost- effec- 
tively maximize satellite 
capacity and match with 
cable capacity, so we ben- 
efit from efficient use of 
bandwidth on both the 
satellite and cable sides." 

In addition to assisting 
with the installation of the 
PowerVu Plus Encoders 
and BitMizer Statistical 
Multiplexers at Time 
Warner Cable's uplink, S- 
A also provided support 
for MDR deployment at 
TWC cable systems. 

Picture -in- picture 
comes from Peach 
Peach Networks has taken 
picture -in- picture to the 
next level with a new 
interactive TV technology 
that combines TV video, 
Windows applications and 
Internet access via any 
digital set -top box. The 
system works by allowing 
the subscriber to select the 
picture -in- picture mode 
with the channel feeding 
into the Interactive Media 
Server. The server then 
digitizes the video, com- 
presses it to a lower bit 
rate and combines it with 
the computer output into a 
single MPEG -2 stream 
that is relayed to the digi- 
tal set -top box. Ofir Paz, 
president and CEO of 
Peach Networks, says, 
"Cable operators have 
made it clear that the abili- 
ty to simultaneously 
access PC and video appli- 
cations has exciting sub- 
scriber and retention pos- 
sibilities." 
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Streaming by satellite 
RealNetworks, Loral CyberStar to test transmission of 15 -20 channels in Europe 

By Richard Tedesco 

Dial-up Internet 
delivery seems 
increasingly out- 

dated as Web content 
begins winging its way 
via satellite. RealNet- 
works and Loral Cyber- 
Star are getting together 
to test delivery in Europe 
of high -quality streaming 
content through satellite 
transmissions. 

Some 15 to 20 chan- 
nels of RealNetworks' 
Real Broadcast Network 
(RBN)- including Dis- 
covery Online, ABC 
Radio and Disney con- 
tent -will be streamed over Loral's 
WorldCast for carriage to Internet Ser- 
vice Providers (ISPs) in up to 10 coun- 
tries. 

The trial begins in January and will 
segue to the launch of a service in mid - 
2000, says Carl Wu, vice president of 
Internet services for Loral CyberStar. 
He estimates there are 30 million to 4.0 

million Internet users in Europe. 
RealNetworks demonstrated the 

satellite- delivered content with Loral at 
last week's Western Cable Show, an 
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Loral CyberStar will transmit Real Broadcast Network's 
channels in its European test. 

appropriate venue since Loral plans to 
introduce the service in the U.S. Loral 
CyberStar's Internet- access revenue is 
projected to reach $200 million next 
year and $350 million in 2001, accord- 
ing to Wu. 

To launch the service, Loral intends to 
line up a range of streamed content from 
localized Web programmers to be pro- 
vided to the European ISPs without 
charge, along with premium content such 
as concerts for pay -per -view events. 

"We are making this content available 

on the edge of the Net," Wu says. "It does- 
n't matter how bandwidth- intensive the 
content is. We can deliver it by multicast." 

The streams will be delivered from 
RealNetworks' G2 system during the 
trial in six -megabit multicast feeds, 
ramping up to multicast streams as 
high as 20 megabits. A single multicast 
stream can be accessed by multiple 
ISPs from WorldCast, which enables 
delivery of U.S. Internet content to 140 
European Internet providers. 

Zaballos sees Loral's initiative mak- 
ing Webcasting more like broadcast- 
ing: "I think we're on the cusp of where 
this will give the TV-viewing public a 
TV -like experience." 

Loral plans to conduct a similar trial 
for delivery of broadband content to 
Covad and other digital subscriber -line 
providers in North America beginning 
in February. It also seeks to set up sim- 
ilar transmission schemes withother 
broadband supliers, including high- 
speed cable Internet service in the U.S. 
One of those players could be @Home, 
according to Pete Zaballosk RealNet- 
works' director of systems marketing. 
@Home is one of several U.S. Web 
service companies that support the 
RBN infrastructure, along with Sprint, 
AT &T, GTE, EarthLink and SNET 
Internet. 

TW opens its digital war chest 
By Richard Tedesco 

Time Warner backed up its pro- 
fessed digital priorities last week 
by sinking $500 million in an 

investment fund to be doled out by its 
digital media unit. 

Time Warner Digital Media will use 
the $500 million -half cash and half in 
on -air promotional time -to continue 
to acquire minority stakes in cutting - 
edge companies involved in e -com- 
merce, interactive content or various 
aspects of digital technology. The 
going rate will be $5 million or $20 
million per venture. 

The objective is to turn around 

Time Warner's previously star - 
crossed fortunes online and aggres- 
sively invest in companies likely to 
advance its agenda. "This is clearly an 
outgrowth of the digital makeover at 
Time Warner," says Richard Bressler, 
chairman and CEO of Time Warner 
Digital Media. "We're going to step 
up the pace a little." 

That pace has been considerably 
slower over the past year, with Time 
Warner investing a total of $50 million 
in several companies including Replay 
Networks, OpenTV, InterVu, WebMD, 
Fortune City and Bolt Inc. Its $10 mil- 
lion investment in OpenTV has paid off 
to the tune of $100 million. 
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Time Warner Digital Media was 
reorganized earlier this year. Bressler 
was appointed and charged with 
revamping Time Warner's Web proper- 
ties after the failure of its Pathfinder 
strategy. When the Pathfinder site was 
decommissioned, Time Inc. power- 
house publications, including Time and 
Sports Illustrated, were broken out as 
individual brands and sites online. 

Time Warner's grand internal 
online strategy centers on the creation 
of news and entertainment "hub" 
sites, the first of which was launched 
earlier this month as 
Entertaindom.com, a Warner Bros. 
Online entry. 
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SITE OF THE WEEK 
www.wisdoimmedia.com 
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Wisdom Media Group 
Bluefield, W. Va. 

Site features: The Web site 
includes live streaming of Wis- 
dom's cable TV programming 
and syndicated radio shows with 
archived video of several regular 
series, including New Millennium, 
Book Tours, Corinne Edwards 
Interviews and Living in Balance 
on Shakti Hill; TV and radio tran- 
scripts are archived; content 
reflects Wisdom Media's new age 
and holistic -healing orientation; 
e- commerce section offers 1,300 
video and audio titles. 

Site launched: launched 1997; 
relaunched Dec. 13 

Site director: Jack Howard 

Number of employees: 10 

Design: in -house 

Streaming technology: 
Real Video 

Traffic generated: Averag- 
ing100,000 page views monthly 

Advertising: banner ads 

Revenue: N/A 

Highlights: Most popular site 
features are columns by vocation 
adviser Marsha Sinetar, Wis- 
dom's newsletter and TV and 
radio schedules; archived 
streams of on -air shows were 
added with the site's recent 
relaunch; chat rooms are being 
added soon. 

-- Richard Tedesco 

IBS close to IPO 
Post -Newsweek deal helps fuel likely public offering 

By Richard Tedesco 

Internet Broadcasting System's 
recent equity pact with Post - 
Newsweek provides even more 

momentum for an IPO to capitalize on 
the value of its broadcast partnerships. 
Two other equity deals with other 
broadcast station groups are in negotia- 
tion, according to IBS executives. 

The Post -Newsweek $10 million 
investment in IBS for an 11% stake in 
the broadcast Web site developer fol- 
lows Hearst -Argyle's $20 million 
investment for a 30% stake. IBS will 
develop Web sites for Post - 
Newsweek's six stations and 24 
Hearst -Argyle properties. IBS current- 
ly has five sites online, including xcss 
in Los Angeles and WCCO -TV (CBS) in 
Minneapolis. The deals will likely push 
IBS past 40 stations for its network 
sometime next year, providing consid- 
erable momentum for a public offering. 

"We think there's an excellent chance 
of our going public," says IBS CEO Tol- 
man Geffs. "It's a very key thing that we 

have a network in place now." 
IBS has support for the IPO from its 

broadcast partners, according to Geffs. 
Given the cachet of Internet offerings, it is 
logical that those partners would want to 
enhance the value of their equity stakes. 

The IBS strategy includes enhancing 
station Web sites with e- commerce and 
print -media partnerships. The company 
uses archived streaming content to drive 
traffic and heighten the stations' Web 
profiles in their respective markets. 

"We think people want to look at spe- 
cific things that have been in a newscast 
and look into them more deeply," says 
Reid Johnson, IBS president and founder. 

IBS provides editorial and sales staff 
for each local station and has 50/50 rev- 
enue- sharing partnerships in place. The 
goal is to produce content and ad sales 
for TV stations covering 60% of U.S. 
TV markets, according to Johnson. 

Thus far, Johnson claims strong 
results for its charter affiliates. Wcco's 
site currently draws nearly 9 million 
page views monthly, while KCBS is in 
the 2 to 3 million page -view range. 

Road Runner gets Into games 
Road Runner subscribers will pay to see through the Mystand experience 
Doom when the PlayNow CD -ROM service debuts on the high -speed 
Internet service next year. 

Some 100,000 Road Runner customers of cable systems in the North- 
east will have access to PlayNow, a service from Into Networks, in the first 
quarter of next year. PlayNow offers a menu of 100 CD -ROM game titles, 
as well as educational and productivity software. Pricing will be in the $3 
range for a two -day rental of a single title or $6 for unlimited access to a 
"channel" of titles. 

The strategic partnership between Road Runner and Into was virtually 
inevitable when MediaOne Ventures led a $15.4 million round of financing for 
the software service (then Arepa Inc.) in June. MediaOne Group, MediaOne 
Ventures' parent, operates Road Runner with Time Warner Cable. 

PlayNow gives Road Runner a route to broadening its service, accord- 
ing to Meredith Flynn -Ripley, Road Runner's vice president of corporate 
development: "Into represents an opportunity for us to differentiate our 
service in the broadband environment." 

Road Runner plans to introduce the service in other regions quickly, 
according to Ripley, including cable systems in San Diego; Tampa, Fla.; 
Austin, Texas, and San Antonio. 

Into expects eventually to be available to 90% of Road Runner's 
420,000 subscribers, says Into's CEO Vinnie Grosso. 

Through its launch in November in Comcast's Union, N.J., cable sys- 
tem, Into has a relationship with Excite @Home. The Union system has 
30,000 subscribers. -Richard Tedesco 
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CLASSIFIEDS 

RADIO 
WANTED NEWS 

Bloomberg 
FINANCIAL MARKETS 
COMMODITIES 
NEWS 
© 1999 Bloomberg L.P. 

We are seeking aggressive broadcast journalists who are on 

top of the story... who understand money, the markets and the 

news and know how to report on them. Are you a 

seasoned professional with experience reporting on financial 

business and economic issues? Are you an MBA graduate? 

Then we invite you to join our team. 

Bloomberg 
Radio: 

Anchors 
Reporters 
Writers /Producers 
Assignment Editors 

Bloomberg L.P. supplies news, data and analysis instantly to 

clients worldwide. Let the world know you are an expert on 

financial issues with Bloomberg L.P. Send your resume and 

tape to: Bloomberg L.P., HR Dept. BDCST, 499 Park 

Avenue, New York, NY 10022. Fax: 212 -893 -4040. 
E- mail:careers @bloomberg.com. No phone calls, please. 

Bloomberg L.P. is an Equal Opportunity Employer 

SITUATIONS WANTED MANAGEMENT 

Radio Station Developer highly skilled in all 
aspects for startups, turnarounds, or to take you 
to the next level. Permanent or interim, 813 -920- 
7102. radio35@netscape.net 

TELEVISION 

HELP WANTED SALES 

Media General Broadcast Group 
www.mgbg.com WNCT -TV, Market 105 seeks 
Account Executives to represent the station to 
advertising agencies and direct clients. Heavy 
emphasis on new business development. Indi- 
vidual must be service and detail oriented, with 
experience or interest in outside sales. One year 
sales experience helpful, but not required. Must 
be professional, computer literate, strong pres- 
entation and negotiation skills necessary. Knowl- 
edge of ratings and research helpful but not re- 
quired. Full -time, good compensation and bene- 
fits package. EOE M/F Drug Screen. Send re- 
sume to HR Dept. 3221 South Evans Street, 
Greenville, NC 27834 

HELP WANTED SALES 

General Sales Manager WNWO -TV in Toledo, 
Ohio, a Raycom Media station, is seeking a GSM 
to lead and train a growing sales staff. Your back- 
ground should include previous sales manage- 
ment experience, the ability to see the big 
picture, strong local sales and solid leadership. 
We offer a challenge coupled with an equity op- 
portunity. If you are ready for the next step, send 
your resume to: General Manager, WNWO -TV 
300 South Byrne Rd., Toledo, Ohio 43615. 
Deadline: TFN. WNWO is an Equal Opportunity 
Employer. 

Earn up to S6OK and more in the exciting 
career of Television time sales. If you are a pro- 
ven sales leader, come to work with one of Amer- 
ica's leading Communications Companies, 
Pegasus Communications at FOX51 and LMA UP- 
N35. Join us Now as we move into the digital age 
and a new building in June 2000. Computer liter- 
ate and knowledge of Microsoft Office helpful. 
Minimal travel required. Guaranteed active ac- 
counts, full benefits. Fax to Personnel Job AE5, 
207 -774 -6849 or send to WPXT- TV/WPME -TV, 
Personnel Job AE5, 2320 Congress Street, 
Portland, ME 04102. EOE and Drug Free 
workplace. 
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TELEVISION 
HELP WANTED SALES 

Broadcastrog&Cable 

International Group 
ADVERTISING SALES 

Cahners, the world's largest business to 
business publisher, is well -known for providing 
essential information to readers, users and 
marketing partners around the world. 

Leading international television magazine 
group needs top sales person to sell 
advertising space across multiple titles. 
Successful candidate will have proven track 
record in sales and be an aggressive self - 
starter and closer. Experience in ad sales or 
the entertainment industry required. 
Knowledge of international TV industry a plus. 

We offer a competitive salary and benefits 
package. Please forward your resume and 
salary history to: Human Resources Dept 
BCSLS via fax: (212( 463 -6455 or e-mail: 
hrny- prx@cahners.com As an equal 
opportunity employer, Cahners provides a 

work environment free from all forms of 
discrimination. This commitment to a diverse 
workforce is the source of our strength. 

Director of Sales: (GSM) - FOX 17 WXMI, a 
Tribune -owned station in the 38th market, is 
searching for a Director of Sales. This position 
oversees the station's sales department including 
local sales, national sales, intemet sales, re- 
search, budgeting, and reporting sales informa- 
tion to upper management. This position requires 
at least 2 - 3 years television sales management 
experience. A degree in sales and marketing is 
preferred. This position does necessitate some 
overnight travel. To apply, please forward your re- 
sume to Human Resources Coordinator, FOX 17 
WXMI, 3117 Plaza Drive NE, Grand Rapids, MI 
49525; Fax: 616 -364 -8506; email: jobs @wxmi.com 
EOE. 

Account Executive NBC6, a Belo subsidiary in 
beautiful warm Charlotte, NC has an immediate 
opening for a motivated, dedicated, professional 
Account Executive! Candidate must be ready to ex- 
ceed management and client expectations. A 
minimum of 1 +year (s) media sales experience. 
Excellent verbal and written communication skills 
needed. Computer proficiency is strongly pre- 
ferred. Medial Sales Industry knowledge and 
Nielsen a must. A 4 -year college degree is a 
plus. Will be responsible for exceeding New 
Local Direct Business Goals and increasing 
Market Share of traditional negotiated business. 
If you are ready to get to the next level of broad- 
cast advertising sales, send your resume and 
salary history to: (No Phone Calls, Please) NBC 
6, Human Resources Department, Re: 99 -50, 
1001 Wood Ridge Center Drive, Charlotte, NC 
28217, HR@NBC6.com, EOE/M /FN /H 

www.americanradiohistory.com

www.americanradiohistory.com


CLASSIFIEDS 

HELP WANTED SALES 

Associated Press Television News seeking 
Broadcast Sales Manager. Knowledge of 
satellite, news gathering, production and interna- 
tional client list necessary. Fax resume to 
Roberto Soto at 212 -787 -9108 or email: 
robert_soto @ap.org 

Account Executive: WTNH -TV New Haven, CT. 
No other station offers the tremendous earnings 
opportunity we have with our exclusive coverage 
area! Need an experienced TV Salesperson (2 -3 
yrs.) to handle an existing list and develop new 
business. Bring your superior selling skills, 
competitive nature and "the burn to earn ". We've got 
all the best resources. Rush resume to Roger Hess, 
LSM. Fax (203) 773 -1292. Email: 
roger.hess @lintv.com Excellent benefits with this 
powerhouse LIN Television station. E.O.E. 

HELP WANTED MANAGERS 

Program Manager/SGTV Operations Manager 
- Information Technologies/Telecommunications - 
Seminole County Government. Bachelor's De- 
gree in Mass Communications, Television Pro- 
duction, or a related field and a minimum of 5 to 
7 years of broadcast production experience. Ex- 
perience must include three (3) years of directing 
experience. This position requires extensive 
knowledge of video and audio production equip- 
ment. Knowledge of live and taped programming 
formats. Considerable knowledge of video pro- 
duction, script writing and story board techni- 
ques. Knowledge of government and community 
standards for acceptable broadcast material and 
skill in judging appropriateness of material. 
Knowledge of statutes, guidelines and regula- 
tions that relate to government access on a cable 
system. Basic knowledge of cable and fiber cable 
operations preferred. Must be skilled in the oper- 
ation of cameras and video equipment and in 
shooting and editing video materials. Must be 
skilled in the use of computers and automated 
formats, field production and editing. Must 
possess and maintain a valid Florida Driver's Li- 
cense. This position is exempt from Veteran's 
preference. Closing Date: January 19, 2000. Apply 
to Human Resources, 1101 East First Street, 
Sanford, FL 32771. Resumes may be faxed to 
(407) 665 -7939. Seminole County is a drug free 
workplace and is committed to a diverse 
workforce. 

HELP WANTED MARKETING 

Marketing /Public Affairs Director, Re- 
sponsibilities include: Assist & Support sales ef- 
forts through the development and implementa- 
tion of programs and promotions to add addi- 
tional revenue to the station. Provide value 
added benefits for advertisers and viewers that 
are unique to the market. Develop strategic 
alliances with clients through promotional vehi- 
cles, large -scale local events, public affairs pro- 
grams and non -traditional revenue streams to in- 
crease market exposure. To act as legal liaison 
between WTVX and FCC maintaining station's li- 
cense, EEO and Children's Programming require- 
ments. The following skills are preferred: Market- 
ing or promotions experience. Excellent commu- 
nications, organizational and interpersonal skills. 
Familiarity with Microsoft Word, Excel and Power - 
Point. Strong Internet in a sales career a positive. 
Send resume to: Attn: Dan Parisi /GSM, UPN -34, 
WTVX, 4411 Beacon Circle, Majestic Plaza, 
Suite 5, West Palm Beach. FL 33407 

FAX YOUR AD 

212- 206 -8327 

HELP WANTED MARKETING 

Regional Marketing Manager Marshall 
Marketing & Communications is expanding its 
Sales /Marketing staff, therefore looking for that 
special person who wants to make a Difference. 
That person should be successful in Broadcast 
Sales /Marketing with in -depth experience in client 
problem solving using qualitative information. 
Computer skills, especially Power Point a plus. 
Send of fax Resume' and compensation 
requirements to: 

2600 Boyce Plaza Rd. Pittsburgh, PA 15241 
Fax: 412 -914 -0972 

Director of Marketing and Research Immediate 
opening at #1 rated ABC affiliate for the position 
of Director of Marketing and Research. This posi- 
tion requires the effective utilization of both quan- 
titative as well as qualitative research to max- 
imize advertising revenues. Responsibilities in- 
clude being able to interpret and position Nielson 
and Scarborough Research: work closely with 
salespeople in the development of NSI/ 
Scarborough presentations: maintain BMP; imple- 
ment and coordinate Marketing programs. Can- 
didate must have a minimum of one year work 
experience in audience research and must be pro- 
ficient in with Nielson, Scarborough, Microsoft Of- 
fice PowerPoint). Send or fax resume to: Chip 
Shenkan, General Sales Manager, WNEP -TV, 16 
Montage Mountain Road, Moosic PA 18507. Fax: 
(717)347 -0359. EOE. 

HELP WANTED TECHNICAL 

Engineering Maint Tech: Want to work in Para- 
dise? Work on the cutting edge of Digital con- 
version? KOIN -TV, a top -rated CBS affiliate 
(market rank 23), seeks an Eng Main Tech to join 
our winning team. Position needs 3 yrs exp. in re- 
pair, installation, and construction of broadcast 
television equipment. BSEE or ASS -Electronic 
Tech or equiv training or exp preferred. Please 
send application, resume ASAP to: KOIN -TV, 
Eng Main Search, 222 SW Columbia, Portland, 
OR 97201. To request an application: (503) 464- 
0600. KOIN -TV /Lee Enterprises are Equal Op- 
portunity Employers. 

Director of Engineering: Unique operation with 
three Television stations and three Radio stations 
in the same university town. Ramar Communica- 
tions wants to hire you if you have a passion for 
Television and Radio. Our company is not for 
sale, we are debt free and we embrace new 
technology. We have several projects planned for 
the next few years and we need your help. 
Ramar Communications is in Lubbock, Texas. 
Please fax your resume to Brad Moran at 806- 
748 -9304. Ramar Comunications is an equal op- 
portunity employer. 

KTXA TV -21, the Paramount owned station in 
Dallas, Texas is looking for qualified Assistant 
Chief Engineer. The Assistant Chief Engineer is 
responsible for the repair and maintenance of all 
equipment at the studio location. Applicants must 
be familiar with Sony Beta tape machines. Digital 
systems experience will be required. Phillips 
Media Pool (UNIX) experience is desirable. RF 
experience is a plus and you should have experi- 
ence with Windows NT, Excel and Autocad. 
Candidates should have a minimum of 5 years 
broadcast maintenance experience. Application 
deadline is December 23, 1999 Interested appli- 
cants should rush resumes to: Engineering De- 
partment, KTXA TV -21, 301 N. Market, Dallas, 
Tx. 75202. E -mail: UPN21@paramount.com (in 
Word or .rtf format), Fax: 214- 743 -2121 

HELP WANTED TECHNICAL 

Master Control/Air Ops Local television station 
is seeking an experienced Master Control/Air op- 
erations technician. Must have knowledge of 
Saturn switcher, LOUTH automation system, 
Venus routing system, Sony LMS and Betacam 
VTR's. Must have 2 to 3 years experience mini- 
mum. Apply in person at: 500 Frank W. Burr 
Blvd., 6th Floor, Teaneck, N.J. 07666. EEO. 

TV Microwave Technician Arkansas Educa- 
tional Television Network, the PBS system serv- 
ing Arkansas, seeks a RF technician to maintain 
full power television transmitters and microwave 
STL equipment. This position is based in 
Arkadelphia, Arkansas. Candidates should have 
formal education equivalent of a high school 
diploma; plus two years vocational or related 
training in electronics, plus two years experience 
in electronic repair and maintenance. Proven 
maintenance experience, ability to independently 
trouble shoot, knowledge of digital audio /video 
transmission equipment, and FCC general class 
license is desirable. Valid drivers license, mini- 
mum requirements for the state vehical safety 
program, and extensive in -state travel required. 
Submit a State Application, current resume with 
cover letter, three professional references and 
salary history to: AETN -Human Resources 
Supervisor, PO Box 1250, Conway, AR 72033. 
Application review begins January 31, 2000. 
AETN is an AA/EO /ADA employer. Minorities and 
Women are encouraged to apply. 

Senior Engineer /Broadcast Maintenance 
Engineer - Information Technologies/ 
Telecommunications, Seminole County Gov- 
ernment. Bachelor's Degree in electronics or a 
closely related field and five (5) years experience 
in broadcast engineering/maintenance. This posi- 
tion requires considerable knowledge of operat- 
ing theory of video systems in analog and digital 
formats. Knowledge of maintenance procedures 
for field production equipment including cameras, 
lighting and audio equipment. Working knowl- 
edge of specialized test equipment to include 
vetorscope, waveform monitor, spectrum ana- 
lyzer, field strength meter, voltmeter and os- 
cilloscope. Knowledge of cable, fiber and satellite 
receiving equipment. Knowledge of computer de- 
sign and formats used in broadcast production. 
Must have the ability to design, operate, main- 
tain, troubleshoot and repair television studio 
equipment including production facilities, control 
rooms, television studios, live broadcast systems, 
automated playback systems and audio systems. 
Possession of a FCC Restricted Radio Tele- 
phone Operator Permit is preferable. Possession 
of a FCC General Class License is desirable. 
This position may require the incumbent to work 
a flexible schedule including evening hours and 
weekends. Must possess and maintain a valid 
Florida Driver's License. This position is exempt from 
Veteran's preference. Closing Date: January 
19, 2000. Apply to Human Resources, 1101 East 
First Street, Sanford, FL 32771. Resumes may 
be faxed to (407) 665 -7939. Seminole County is 
a drug free workplace and is committed to a 
diverse workforce. 

HELP WANTED NEWS 

Producer /Director The market's TV news leader 
is seeking an energetic, creative individual to 
direct our fast -paced, graphic intensive 
newscasts. Must be able to handle high pre- 
ssure, deadlines and deal effectively with crew. 
Leadership and motivational skills are a must. At 
least 2 years directing required. Working with a 
technical director preferred. Remote production 
directing useful. Send non -returnable tape with 
cue track, resume and salary requirements to: 
Box 01620 EOE. 
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CLASSIFIE®S 

HELP WANTED NEWS 

WNEP -TV The News Station one of the highest 
rated news station's in the country and the 
number one player in the market is looking for a 

News Director. We have a beautiful, state of the 
art facility, filled with the best equipment. We own 
our chopper, sat truck and a fleet of mobile news 
rooms and have a high energy, talented staff. 
Anything you can think of, we have. We set the 
standard for news in the market. What we need 
now, is you. A concept person, who is interested 
in content and quality, a team builder and a 

person who has a vision of news of the future. If 

you want to be a part of our creative, inspiring, ag- 
gressive news world, please contact: Rene' 
LaSpina President, GM, WNEP -TV, 16 Montage 
Mountain Road, Moosic, PA 18507, Fax: 570- 
347 -0359, WNEP -TV is owned by the New York 
Times Company and we are an EOE. 

WFMJ -TV has an immediate opening for two 
full -time weather anchors. Qualified candidates 
must have previous on -air experience, strong abili- 
ty to ad -lib and be able to communicate credible 
weather forecast information. Meteorology back- 
ground a plus. Send and resume to, Mona Alex- 
ander, WFMJ -TV, 101 W. Boardman Street, 
Youngstown, Ohio 44503. EOE 

WFMJ -TV has an immediate opening for a full - 
time television news reporter. Strong writing and 
live shot skills a must. We are looking for so- 
meone who likes to cover hard news. This is not 
an entry level position. If you are qualified, send 
tape and resume to Mona Alexander, New 
Director, WFMJ -TV, 101 W. Boardman Street, 
Youngstown, Ohio 44503. EOE 

WFMJ -TV has an immediate opening for a full - 
time news videographer. Qualified candidates 
must have experience shooting and editing 
videotape and proven ability to work under 
deadline pressure. Non -linear editing experience 
a plus. We are looking for team players only. If 

qualified, send tape and resume to Hank Perkins, 
Chief Videographer, WFMJ -TV, 101 W. 
Boardman Street, Youngstown, Ohio 44503. 
EOE 

Reporter: RNN is looking for a reporter. We are 
growing regional news network covering the tri - 
state area. If you have one year of experience 
and can shoot and edit, were ready to put you on 
the air in the nation's number one market. Send 
VHS tape with resume and references to: 
Richard French, General Manager, RNN, 721 

Broadway, Kingston, NY 12401 

Reporter /Anchor Positions We are seeking a re- 
porter with two years experience. Strong writing, 
editing skills and ability to work under deadlines. 
Also, weekend anchor position with at least two 
years experience. Degrees required. No phone 
calls. Send resume, VHS tape to: Dan Steele, 
WPSD -TV, 100 Television Lane, Paducah, KY 
42003. EOE. 

WCPO is Expanding! Nationally recognized news- 
room needs two committed professionals to help 
add hour local news on weekend mornings. Meteo- 
rologist: Must be dynamic and accomplished fore- 
caster who uses latest technology to creatively com- 
municate a relevant, weather story to viewers. 
Newscast Producer: Self motivated leader with 
strong writing skills and keen editorial judgement. 
Our producer will craft people- oriented newscasts, 
strong on viewer benefit. Send letter, tape, resume 
to Scott Diener, News Director, WCPO -TV, 500 
Central Avenue, Cincinnati, OH 45202. WCPO is an 
equal opportunity employer and great place to work. 

Producer: RNN is looking for a producer. This is 
not a job for beginners. We are a growing re- 
gional news network covering the nation's 
number one market. You'll have Emmy award 
winning graphics and all the toys at your dis- 
posal. If you have one year of experience, send 
your VHS tape, resume, and references to: 
Richard French, General Manager, RNN, 721 

Broadway, Kingston, NY 12401. 

Photojournalist - Richmond's No. 1 news opera- 
tion is looking for a Photojournalist. Successful 
candidate will have 2 years experience and pro- 
ven initiative in news gathering. Send cover letter 
with non -returnable VHS demo tape and resume 
to Woody Coates, Assistant News Director, 
NBC12, P.O. Box 12, Richmond, VA 23218. No 
phone calls. EOE M /F /D 

Photographer /Editor: KCRG -Nis looking for a 
hotshot photographer /editor for Eastern Iowa's 
24 -Hour News Source. If you can do more than 
just point and shoot, send tape and resume to 
Personnel Coordinator, KCRG, P.O. Box 816, 
Cedar Rapids, IA 52406. EOE 

Photojournalist - Responsible for the video - 
graphic documentation of news events and the 
ability to dynamically edit video taped images into 
television news stories of high quality and an abili- 
ty to operate ENG microwave equipment. Appli- 
cants should have at least two years of direct 
news shooting and editing experience. The suc- 
cessful candidate will be self motivated, will de- 
monstrate an aggressive attitude toward produc- 
ing the best product possible. Special preference 
will be given to those who possess college and 
technical degrees, professional workshop ex- 
posure and hold honors for exemplary 
performance. Proven professional demeanor, a 

safe driving record and proven history of responsi- 
ble operation and care of assigned company 
equipment is a must. Our goal is to become the 
best team of photojoumalists in the state. We're 
looking for an aggressive first class news video - 
grapher /editor who loves television news and 
produces great TV news stories. Send Resume 
to: WPEC News 12, P.O. Box 198512, West 
Palm Beach, FL 33419 -8512, Attn: Jerry Ridling, 
Director of News & Operations. 

News Producer. KCRG -TV, Eastern Iowa's 24 
Hour News Source is searching for a producer to 
join our news team. If you're creative and not 
afraid to try news things, this is the job for you. 
Show stackers need not apply. Send tape and re- 
sume to Personnel Coordinator, KCRG, P.O. Box 
816, Cedar Rapids, IA 52406. EOE 

Executive News Producer: WUPW, Sunrise 
Television's FOX affiliate in Toledo, OH is expan- 
ding! We need an executive producer to produce 
our 10pm newscast and play a key role in plan- 
ning for our expansion in 2000. You need to be a 

good writer, producer, able to handle breaking 
news, guide reporters and videographers to put 
on the best newscast possible. At least two years 
of producing experience is preferred. If You are 
up to this challenge rush your resume and tape 
to Gary Brown, News Director, WUPW FOX 36, 4 

Seagate Toledo, OH, 43604. Fax: 419 -244 -4972. 
EOE. 

Associated Press Television News is seeking 
a bilingual Spanish -English reporter with experi- 
ence covering consumer and business related 
topics. Send cover letter, tapes and resume to: 
Roberto Soto, APTN, 1995 Broadway, New York, 
NY 10023. 
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KPIX -TV, San Francisco's CBS O &O is seek- 
ing a Senior Producer to help make our daily 
Evening Magazine the best television in the Bay 
Area. We need a seasoned and accomplished 
story teller, who can, not only deliver compelling, 
long -form features, but also mentor our other 
Producers and A.P.'s. If you would like to work 
with a great crew and produce gripping television 
in the greatest place on earth, please send tape 
and resume to Michael Orkin, Evening Magazine, 
Executive Producer, KPIX -TV, 855 Battery St., 
San Francisco, CA 94111. 

Midwest NBC station is looking for a producer. 
Must be highly organized, creative and a strong 
leader. We have the best equipment and most 
talented news team in the market. Please send 
resume and tape of a recent newscast you have 
produced. EOE/M -F. Reply to Box 01621. 

Anchor/Reporter NBC affiliate in Montana's 
largest city is looking for an anchor with a strong 
writing and reporting background. Position in- 
cludes producing and reporting, as well as 
anchoring M -F evening news. Successful candi- 
dates will be great storytellers, creative thinkers 
and true team players. For consideration, forward 
resume and non -returnable tape with cover letter 
to: Blaire Martin, News Director, KULR -8, 2045 
Overland Ave., Billings, MT 59102. EOE 

HELP WANTED PRODUCEP 

F O X 5 0 

THERE'S MORE THAN ONE 

REASON TO JOIN US. 

WE CAN THINK Of 50. 
Topical Producer 
Want to work for the HDTV industry 
pioneer? Capitol Broadcasting Company is 

looking for a topical producer to promote 
WRAL's #1 5:00pm newscast and Fox 50's 
#1 10:00pm newscast. That's right! Sister 
stations, WRAL and Fox 50, need a produc- 
er with at least two years of promotion 
producing experience who can write copy 
full of viewer benefit and edit on a non- 
linear system. If you want to join a team of 
award winning producers and designers, 
send your tape and resume. Job #99 -152 

Here, you'll receive an excellent compensation 
package as well as professional development. 
Please send resume indicating job number to: 

Corporate Human Resources, WRAZ, 
P.O. Box 12800, Raleigh, NC 27605; Fax 
(919)890 -6011. EOE 

O 50 
WR A Z 

Division of Capitol Broadcasting Company. Inc. 

WWW.FOX50.COM 
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HELP WANTED PROMOTION 

Promotion Writers/Producers NBC affiliate in 
74th market seeking a senior writer /producer with 
minimum 2 years experience writing and editing 
compelling image, news and sales campaigns. 
Also, a topical writer /producer to handle daily 
topicals, special projects and internet promotions. 
A chance to flex your creativity on TSR, edit on 
AVID. Degrees required. No phone calls. Send re- 
sume, VHS tape to: Dan Steele, WPSD -TV, 100 
television lane, Paducah, KY 42003. EOE. 

Promotion Writer/Producer: Are you a clever 
copywriter with an eye for great shots, an ear for 
strong sound bites, and a desire to produce 
creative and poignant spots in the 11th largest 
market? Then we've got a job for you! Paramount 
Station Group's KTXH -TV has an opening for a 
Promotion Writer /Producer. You'll produce 
phenomenal movie promos, station image cam- 
paigns and theme week spots that drive 
viewership. If you've got the 'write" stuff, college 
degree, 2+ years of TV promo experience and 
some non -linear editing ability to boot -rush your 
resume and reel to: Promotion Director, KTXH- 
TV, 8950 Kirby Drive, Houston, TX 77054. No 
calls please. EOE. 

Promotion Writer /Producer Tampa's UPN O &O 
has an immediate opening for an experienced pro- 
motion writer /producer. The person who joins our 
creative team will have strong writing skills, 
several years of non -linear editing experience, a 
great imagination and a bumping desire to play 
with others in a fun, team oriented environment. 
A sense of humor, an enthusiastic attitude and a 
real passion for your work wouldn't hurt your 
chances, either. Send your reel and resume to: 
Writer /Producer Opening c/o Promotion Depart- 
ment, 365 105th Terrace NE, St. Petersburg, FL 
33716. No phone calls please. WTOG UPN44 is 
an Equal Opportunity Employer, M/F 

Promotion Producer WISH -TV has an im- 
mediate opening for a Promotion Producer. 
Qualified candidates should have 1 -3 year's ex- 
perience in television promotion with strong writ- 
ing and producing skills and the creativity and 
drive to dominate in a highly competitive market. 
Media 100 or non -linear experience is a plus. 
Rush your resume and non -returnable tape to: 
Director of Creative Services, WISH -TV, 1950 N. 
Meridian Street, Indianapolis, IN 46202. No 
Phone Calls! WISH -TV is an equal opportunity 
employer. (EOE -M /F) 

KPIX -TV, San Francisco's CBS O &O is looking 
for the best Promotion Writer /Producer in the 
country. Must have outstanding writing ability, 
Avid editing experience and a killer reel. We offer 
state of the art editing suites, award winning de- 
signers and an office with the coolest view in the 
business. If you have what it takes, and are 
ready to be challenged to do the best work you 
can do, send your reel and resume to Ed 
Cushing, Promotion Manager KPIX TV 855 Bat- 
tery St. San Francisco CA 94111. 

HELP WANTED RESEARCH 

KUWB TV, Salt Lake City is looking for a Re- 
search/Marketing Director. Must be computer lit- 
erate with a working knowledge of TV Scan and 
Nielsen. Scarborough and CMR helpful. If you're 
a quick learner, organized, and have attention to 
detail, send resume to: KUWB, Attn: H/R Re- 
search position, 6135 S. Stratler Avenue, Murray, 
UT 84107 or fax 801- 281 -4503 

HELP WANTED RESEARCH 

Research Director- WMC -TV, Memphis, TN 
NBC affiliate,the market news leader and 
Raycom Media station, seeks a Director of Re- 
search. Must have experience in Sales Marketing 
including collecting and analyzing data, preparing 
written and graphic presentations. Must be able 
to use qualitative research including, TVScan, 
Marshall Marketing, Nielsen Galaxy Navigator. 
Will be working with rep firm to create projections 
and estimates and update station inventory avails 
system. Prepare sales pieces for presentation to 
local and national clients. Train account execu- 
tives in use of research sales tools. Accompany 
sales personal on client calls as necessary. Must 
be computer literate. Knowledge of Nielsen, 
TVScan, Microsoft Office. Must possess oral and 
written presentation skills. Qualified applicants 
send resume to Bill Applegate, VP /GM, 1960 Un- 
ion Ave., Mphs., TN 38104, or e -mail resume to 
bapplegate @raycommedia.com. EOE M /F /D 

Director of Research: KING 5 TV, the #1 station 
in the Pacific Northwest, is seeking a Director of 
Research. Will provide the analysis for devel- 
oping the rational for ratings estimates, develop 
market positioning pieces, maintain quantitative 
and qualitative research efforts, and work in con- 
junction with KING management with current and 
potential clients to identify station opportunities to 
generate revenue through the use of research 
tools. Successful candidate will have a college 
degree with extensive experience and a proven 
track record in television research; excellent ana- 
lytical and interpersonal skills; knowledge of 
Nielsen ratings, Birch Scarborough, Qualitap/ 
TapScan, and Market Manager; and strong com- 
puter skills. Experience in news and pro- 
gramming strategy preferred. If qualified, send 2 
copies of your resume to: KING 5 TV, Attn: HR 
Dept., #K99A100, 333 Dexter Ave., N., Seattle, 
WA 98109. EOE- M /F /DN 

HELP WANTED 
FINANCIAL & ACCOUNTING 

KSAZ- TV/Phoenix. FOX 10 is seeking a VP of 
Finance. Qualified candidates must have 
Bachelor deg. in accounting/finance (CPA or 
MBA preferred). Strong accounting skills, 4 -7 
years accounting req. (broadcast pref.). Strong 
management, interpersonal and comm skills. 
Resp for management of all phases of account- 
ing, general ledger, NR, budgets, program 
amortization, financial reports and contract nego- 
tiations. Competitive salary, benefits and great 
working environment. Qualified applicants should 
Fax a resume and salary history/requirements to 
Human Resources (602)262 -5123. EOE/M /F /D/ 
V. 

HELP WANTED CREATIVE SERVICES 

Senior Graphic Designer Immediate opening 
for a designer to produce news graphics and 
animation on our Quantel Paintbox (FAT /Full 
Animation Too!set). Must have strong design 
skills and thrive under deadlines. Degree, 
Paintbox and desktop publishing experience. No 
phone calls. Resume and VHS demo to: Dan 
Steele, WPSD -TV, 100 Television Lane, 
Paducah, KY 42003. EOE. 

CLASSIFIEDS 

HELP WANTED CREATIVE SERVICES 

DIRECTOR OF CREATIVE SERVICES 

KDFW, the Fox O & O, and KDFI, 
Dallas /Fort Worth, is seeking a Director of 
Creative Services to develop and manage 
promotion strategies and creative design. 
Individual will serve as creative director on 

all news, station promotion and graphic 
projects. Also responsible for planning and 
overseeing on -air promotion scheduling, 
outside media spending and public 
relations. A minimum of 3 -5 years 
experience as Creative Services Director 
strongly preferred. Individual must possess 
strong motivational, organizational, and 
planning skills. Strong oral and written 
presentation skills and a good graphic 
sensibility required. If you are ready to 
lead the Fox creative team in Dallas, send 
resume, tape, salary requirements and 
promotional philosophy to: 

0 :14 
KDFW DALLAS -FORT WORTH 

Human Resources 
KDFW Fox Television 
400 N. Griffin Street 

Faxes accepted at 214.954.0315 
Job Line: 214.720.3236 
No Phone Calls Please 

E /M /F /D /V 

HELP WANTED GRAPHIC ARTIST 

MATC and Milwaukee Public Television (Chan -. 
nels 10 & 36) have an immediate opening for a 
Television Graphic Artist/Producer with de- 
monstrated illustrative and television graphics 
design ability including video animation. Duties in- 
clude creation, design, coordination and execu- 
tion of original visual art forms required for televi- 
sion productions and related materials; and 
supervision of assigned staff. Considerable 
knowledge of and skill in the use and applications 
of electronic paintbox, virtual set/backgrounds. 
character generator operations and other forms 
of computer based and digital video effect de- 
vices is required. Required a Bachelor's degree 
in commercial graphics or related field, extensive 
artistic and technical experience in television 
production to include a minimum of 5 years work- 
ing experience in various art forms or any 
equivalent combination of training and experi- 
ence. To apply, please call (414) 297 -7770 for an 
application and job description. Deadline is De- 
cember 29, 1999. Resumes and letter of applica- 
tion will not be accepted in lieu of an official 
MATC application. MATC is an Affirmative Ac- 
tion /Equal Opportunity Institution and complies 
with all requirements of the Americans with Dis- 
abilities Act. 

Send Blind Box responses to:Box 
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CLASSIFIEDS 

HELP WANTED CREATIVE SERVICES 

Research Director: WTVD, NewsChannel 11- 
ABC, in the rapidly growing Raleigh- Durham 
Market, has an immediate opening for the posi- 
tion of Research Director. Successful candidate 
should have at least 3 years research experience. 
Will work closely with the #1 sales team in the market 
to effectively utilize both quantitative and 
qualitative research to maximize advertising re- 
venues. Candidate should be familiar with 
Nielsen Overnight & Sweeps Data, Donovan 
Avail System, STAR & NSI Plus, Nielsen Galaxy, 
Scarborough & CMR's Adtel 12k. Candidate 
must also have excellent written and communica- 
tion skills and be highly proficient with computer 
software, especially MS Excel and Power - 
point. Send resume to: Chris Nesbitt, General 
Sales Manager WTVD -TV, PO Box 2009, 
Department BC, Durham, NC 27702. EOE. 

HELP WANTED PRODUCTION 

KPIX -TV, San Francisco's CBS O &O is seek- 
ing an AVID Editor for our Evening Magazine 
staff. If you can make an Avid sing and un- 
derstand the relationship between video structure 
and storytelling we would like to see your reel! 
Send it along with a resume to Michael Orkin, 
EVENING MAGAZINE, Executive Producer, KPIX- 
-TV, 855 Battery St., San Francisco, CA 94111. 

Camera person ENG /Production Local televi- 
sion station is looking for experienced camera 
personnel with 3 to 5 years of experience. Famil- 
iarity with Betacam Format. Must be creative, 
dynamic and have knowledge of the tri -state 
area. Apply in person at: 500 Frank W. Burr 
Blvd., 6th floor, Teaneck, N.J. 07666. EOE. 

Videographer Emmy winning digital and High De- 
finition field production unit with PBS credits has 
an opening for a Videographer with de- 
monstrated skills in lighting and a variety of shoot- 
ing styles. Editing experience preferred. Excellent 
benefits include tuition grants. 
Mletcher@cpt.ua.edu. University of Alabama 
Center for Public Television and Radio. Apply: 
UA Human Resources Department, Box 870364, 
Tuscaloosa, AL 35487. Deadline: January 14, 
2000. An Equal Employment Opportunity/ 
Affirmative Action employer. 

Media General Broadcast Group 
www.mgbg.com WTVQ -TV Newscast Director: 
The person selected will be a leader, aggressive, 
energetic, and able to handle fast paced 
newscasts and award winning local coach's 
show. 1 -2 years experience switching and direct- 
ing multi- anchor newscasts required. GVG, 
Chyron MAX/Infinite' experience beneficial, not 
mandatory. Send resume and non -returnable 
VHS tape to Human Resources Dept. P.O. Box 
55590, Lexington, KY 40555 EOE M/F Drug 
Screening. 

BE SURE YOU'RE REACHING THE BEST & MOST 

QUALIFIED PROFESSIONALS IN THE INDUSTRY. 

PLACE YOUR AD IN BROADCASTING 8t CABLE... 

THE PREFERRED CHOICE FOR DECISION MAKERS. 

CALL 212.337.6962 

ASK FOR BRENT 
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Broadcastinn&Cable Cable 
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 0 Display 0 
Online: 1 Week 0 2 Weeks 0 
Ad Copy: 

Date(s) of insertion: 

Amount enclosed: 

Name: 

Company: 

Phone: Fax: 

Address: 

City: State: Zip: 

Authorized Signature: 

Payment: 

Check O Visa 7 MasterCard 0 Amex 1, 

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: Yuki Atsumi or Brent Newmoyer 
FAX NUMBER:212- 206 -8327 

yatsumi @cahners.com bnewmoyer@cahners.com 
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HELP WANTED RESEARCH 

CLASSIFIEDS 

NBC has immediate openings in its Six Sigma organization for Black Belts and Master Black 
Betts in several key divisions including Corporate, TV Stations and CNBC. 

Six Sigma is a formal system of analyzing, improving and controlling every process we 
engage in to produce quantifiable results in terms of customer satisfaction, revenue growth, 
and /or increases in efficiencies. 

The successful candidates for the Black Belt and Master Black Belt positions will be respon- 
sible for effectively applying Six Sigma principles, tools, and methodologies across various 
businesses. Responsibilities include training, mentoring and providing leadership to project 
teams and assisting in a range of data collection methodologies. 

You must be able to effectively engage and energize both leadership and employees to 
impact and change business processes. Analytical, quantitative and process skills are also 
required. Candidates must also have demonstrated leadership and project management 
skills as well as excellent PC and, communication/ presentation and facilitation abilities. 
College degree is required and news /cable operations experience is a plus. Advanced 
degree preferred. Teaching or training experience is desired. Must be a team player with 
the ability to work under pressure and meet deadlines and be a change agent with the 
skills to influence and implement change within the business. 

If interested, please send resume, including salary requirements to: 

NBC Employee Relations 
30 Rockfeller Plaza, 16' Floor, New York, NY 10112 

Job Code: QNBC - BB /MBB 

We regret that we will only be able to respond to those applicants in whom we have an 
interest. An Equal Opportunity Employer M /F /D/V. 

For more information on NBC and its programming, visit the network's intemet site at 

WWW.NBC.COM 

CABLE 
HELP WANTED TECHNICAL 

Recipe for Success 
You'll Find Exciting Opportunities at Food Network! 

Responsibilities: Maintain through periodic overhaul and emergency repair (troubleshooting) 
the broadcast equipment of the network including cameras, VTR's, switchers, special effects units, 
character generators and monitors. 

Requirements: 2 year electronic technical school or equivalent, 3 years experience in broadcast 
and production and post production industries, flexible shift schedule. 

We offer a competitive salary, excellent benefits and a great working environment. 

Fax resume with salary resume with salary requirements to: 

We're Really Crooking 

SR 
(212)398 -0850 
Visit us at www.foodtv.com 
Or Email: humanresources@foodtv.com 

CALL 2I2 -337 -6962 TO PLACE YOUR AD. 

KDVR -FOX O & O News Launch in Denver. An 
opportunity to live & work in one of the nation's 
finest cities. Research Director: Evaluate and 
analyze Nielsen and Scarborough data and prepare 
reports on the same. Develop and produce sales 
tools related to program schedule ratings 
estimates, post -analysis of sports, specials and 
regular programming, creation of sales one - 
sheets and sales presentations. News research 
coordination. Responsible for programming, pro- 
motions and corporate projects concerned with 
qualitative and quantitative research. Research 
experience in major market television and excep- 
tionally strong written and verbal communication 
skills required. College degree preferred. Must be 
proficient in Galaxy Navigator, TV Scan, Word 
Perfect, and Excel. Knowledge of Audience Ana- 
lyst, Qualitap and AdTelligence required. Graph- 
ic Designer: Design and produce on -air graphics 
for News, Promotion, Production and Sales. 
Work in tandem with Design Director to ensure all 
graphics produced are consistent with station 
look. Design and produce print advertising for 
News, Promotion, Production and Sales. Assist 
with design and maintenance of station website. 
College degree in Computer Graphic Design and/ 
or extensive professional broadcast experience 
required. Proficient on Quantel paintbox, Hal, 
Mac and Chyron products. One year experience 
in producing graphics in a television newsroom 
environment. Creative, and must be able to work 
under extreme deadlines. No phone calls, 
please. Send /fax resume and cover letter with 
salary requirements to: KDVR Fox 31, Attn: Hu- 
man Resources, 501 Wazee St., Denver, CO 
80204. Fax: 303 -357 -3953. Email: 
jtaka974 @fox.com EOE 

SITUATIONS WANTED PRODUCTION 

TV Production Manager ready for new challenge. 
Heavy multicamera remote and satellite experi- 
ence. Shoot, edit, produce, direct, operate satellite 
truck. BS Business MA Television. Email: satel- 
litepro@mail.com 

HELP WANTED NEWS 

COURO 
Major cable network seeks reporter 

for daily news magazine show. Candidate 
must possess solid writing and reporting 
skills with a minimum of 3 -5 years 
experience. Crime, justice or law 
background preferred. Some travel. 
Send cover letter, resume and tape to: 
Human Resources, 600 Third Avenue, 
2nd Floor, NY NY 10016 

News Director: A cable news operation in the 
Northeast is looking for a news director. This is not 
a "behind the desk" position. You must be willing to 
get your hands dirty while working with young 
reporters. But you will be working for a growing sta- 
tion with lots of toys in the nation's number one 
market. Respond to Box 01623. 
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CLASSIFIEDS 

HELP WANTED NEWS 

The National Cable Television Association is 
seeking experienced telecommunications pro- 
fessionals to join a team charged with keeping up 
with rapid changes in technology policy and stan- 
dards. These are high visibility positions with op- 
portunities to represent the cable industry before 
the FCC and in national standards organizations, 
and to work closely and collaboratively with key 
technologists. Director of Engineering - The 
qualified candidate will have extensive experi- 
ence with cable plant theory and design, system 
engineering, and cable operations. A familiarity 
with video technologies and applications is desira- 
ble. Director, Broadband Technology - The 
qualified candidate will have significant understan- 
ding and experience with broadband 
technologies and systems, including cable 
modem, DSL, telephony and packet -based 
networks. Qualified candidates will have ex- 
cellent written and verbal communications skills, 
and BSEE or equivalent training. Please send re- 
sume including salary requirements to: Joan 
Phelan, National Cable Television Association, 
1724 Massachusetts Ave., NW, Washington, DC 
20036; Fax (202) 775 -3676 or email: 
nctatech @ncta.com NCTA is an equal opportuni- 
ty employer. 

HELP WANTED PRODUCER 

Executive Producer: Newschannel 8, the only 
24 -hour all -news cable station in Washington, 
D.C., is seeking an Executive Producer. Please 
visit our Jobs link at www.newschannel8.net. 
Send cover letter, resume, and non -returnable 
Beta or VHS tape to: Director of Human Re- 
sources, Newschannel 8, 7600 D Boston Blvd., 
Springfield, VA 22153 or faxed to (703) 912- 
5436. No telephone calls, please. EOE. 

ALLIED FIELDS 

HELP WANTED NEWS 

Video Writer /Reporter Mississippi State Uni- 
versity Television Center Mississippi State is 
seeking a energetic, creative on- camera talent/ 
reporter who can produce, write, and edit video 
features and packages. Excellent voice and on- 
camera delivery skills are essential as are writing 
and video tape editing skills. Teaching op- 
portunities in broadcast journalism or television 
production may be available. Minimum require- 
ments: One year experience as a writer /reporter 
for a television news or sports department or re- 
lated organization and bachelors degree in broad- 
cast journalism or related field. Preferred: Three 
years experience plus a masters degree in above 
field. The MSU TV Center is one of the top uni- 
versity production facilities in the south. Please ex- 
plore our web site at http: / /www.msstate.edu/ 
dept/ute/for a complete description of our pro- 
grams and services. Professional position with 
full benefits. Salary range $22- $25,000. Review 
of applicants: January 15, 2000, or until accept- 
able candidate found. Finalists will submit re- 
sume tape on VHS. Resume and three letters of 
reference to: Chairperson, Video Writer /Reporter 
Search Committee, P.O. Box 6101, Mississippi 
State, MS 39762. MSU is an AA/EOE. 

FOR SUBSCRIPTIOINS 

CALL 1-800-554-5729 

HELP WANTED SALES 

Advertising Sales Manager & Account Execu- 
tives - Chicago & New York Captivate Network, 
Delivering the Internet to Elevators, America's 
Newest Advertising & Information Medium, is 

seeking experienced Media Sales Managers & 

Reps. 2+ years experience in ad sales of In- 
ternet, TV, Radio, Cable or Place Based Media 
Sales preferred. Developing offices in both New 
York & Chicago. Candidates should have a 

thorough knowledge of the Chicago or New York 
advertising community. BA /BS degree or 
equivalent. Fax you resume to Captivate 
Networks, (978) 392 -0312 or E -mail to con - 
tactus ©captivatenetwork.com Attn: Linda 
Samuelson. EOE. 

HELP WANTED FACULTY 

University of Idaho - Assistant Professors (2): 
The University of Idaho's School of Communica- 
tion invites applications for an Assistant Pro- 
fessor of Visual Communication with an empha- 
sis in video production and new media and an 
Assistant Professor of Visual Communication 
with emphasis in digital imaging and web 
communication. Required qualifications for both 
positions: Terminal degree in appropriate and re- 
levant field, demonstrated accomplishments in vis- 
ual communication, and evidence of teaching ef- 
fectiveness. Application procedure: Applicants 
must submit a letter of application, curriculum 
vita, a one -page statement of their teaching phi- 
losophy, summary of teaching evaluations, and 
names and contact information for three re- 
ferences. The search will be closed when a suffi- 
cient number of qualified applicants have been 
identified, but no earlier than March 1, 2000. Mail 
materials to: Chair, Visual Communication 
Search Committee, School of Communication, 
PO Box 441072, University of Idaho, Moscow, ID 
83844 -1072. For a more detailed vacancy an- 
nouncement & information: http: // 
www.uidaho.edu /LS /Comm To enrich education 
through diversity the University of Idaho is an 
equal opportunity /affirmative action employer. 

WANTED TO BUY EQUIPMENT 

Used videotape: Cash for 3/4" SP, M2 -90's, 
Betacam SP's. Call Carpel Video 301- 694 -3500. 

FOR SALE EQUIPMENT 

CLEARLY 
PRUDENT. 

For video duplication, demos, 
audition reels, work tapes, our 
recycled tapes are technically 
up to any task and downright 
bargains. All formats, fully guar- 
anteed. To order call: 

(800238 -4300 CARPEL 
VIDEO 

Lowest prices on videotape! Since 1979 we 
have been beating the high cost of videotape. 
Call Carpel for a catalog. 800 -238 -4300. 
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FOR SALE STATIONS 

Radio Group(s) 
2 LPTV FlJAI. Gulf Coast, great markets $250K each 

5 LPTV Group, SE. major markets, UPN Net $4.0M 
1X LPTV IX UHF, UPN NET. Full power $9.0M 
Ft. Myers, Pt. St. Lucie LPTV CP's Built S300Keach 
4 station group, 2xAM- 2xFM SE. cash flow $1.5M 

3 station group. 1 x FM - 2x AM. AIJFI. S1.9M 

HADDEN & ASSOC. 
(0) 407-699-6069 (FAX) 407-699-1444 

AM -FM Combo In nations fastest growing TX 
Market; pop. 1.4 million, 30% + Latino. Owner 
preparing for retirement seeks Hispanic 
ownership for top -rated Arbitron station. Billing 
over a million, 30% increase projected. LMA, 
Stock sale, terms available. Open to discussion. 
Pricipals, please, For more information contact: 
P.O. Box 5308, Austin TX, 78763 (512)476 -9457 

Dr. Laura, Rush, Packers. Cash flowing Fulltime 
AM Southern Wi. Excellent facilities! Little 
competition, good market, great location! $725,000; 
Rocky Mts. CP's 100kw Nevada, 225k.; 50kw, Idaho, 
65k. Hawkeye Radio Properties, Inc. (608) 831- 
8708/(608) 831 -6100 fax. 

INTERNET 

SERVICES 

Parrot Media Network (www.parrotmedia.com) 
offers online databases of over 70,000 

media executives with extensive up-to- 
date info on thousands of media 
outlets. U.S. and International TV 
Stations, Networks, Groups, Reps, 
Cable Systems, MSOs, Cable 
Networks, Satellite Operators, Radio, 

Press /Publicity, Newspapers, 
Advertising Agencies, Movie Chains 

and Movie Theatres. $49.95 /month. 
Call for FREE one day password. All 

information also available in directory and 
computer disk formats. 1. 800- PARROTC 

LOG ON To: 

WWW.BROADCASTINGCABLE.COM 

ACCESS OUR CLASSIFIEDS 

FREE! 

(NO PASSWORD REQUIRED) 
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CLASSIFIEDS 

e 

PROFESSIONAL CARDS 

du Treil, Lundin & Rackley, Inc. 
Consulting Engineers 

201 Fletcher Avenue 
Sarasota, Florida 34237 
Phone: (941)329 -6000 

FAX: (941)329 -6030 
www.dlr.com 

MEMBER AFCCE 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST/TELECOMMUNICATIONS 
Bloomfield Hills, MI Wa hington, DC 
248 642 6226 (TEL) 202.293.2020 
248.642 6027 (FAX: 

www.jfxb.com 
202.293.2021 

Munn -Reese, Inc. 

Broadcast Engineenng Consultants 

P.O. Box 220 
Coldwater, Michigan 49036 

Phone: 517 -278 -7339 

V CtaFril4Lss, 1flc 
www.talltowers.com 

Now Towers. Antenna S[ructuru 
Engineering Studies. Modifications 
Inspections, Erection. A3prsiasis 

North WeIM, PA 1954 
21S 6994171 FAX 699-9597 

CARL T. JONES 
CORPORATION- 

CONSULTING ENGINEERS 

7901 Yarnwood Court 
Springfield, Virginia 22153 

('r03) S64 ̂ 0.I fax (?03) 5699641' 

MEMBER AFCCE www.ctjc.mm 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

HE707/996 -5200 
202/396 -5200 

www.h -e.com 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301 -921 -0115 
Member AFCCE 

101 West Ohio St. 

20th Floor 

1. ASSOCIATES Indianapolis IN 

46204 

Dennis Wallace (311) 684 -6154 
wallacedty ©ool.coln 

SPECIALIZING 

IN DIGITAL TELEVISION 

LOHNES AND CULVER 
CONSULTING ENGINEERS 

8309 Cherry Lane 
Laurel, MD 20707 4830 

(301) 776 -4488 
locul @locul.com 

Since 1944 Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM FM TV Engineering Consultants 

Complete Tower and Rigging Services 
'Serving the broadcast industry 

for over 60 years" 

Bon 807 Bath, Ohio 44210 
(330) 659-4440 

HATFIELD & DAWSON 

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

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

MEMBER AFCCE 

Cavell, Mertz fr Davis, Inc. 
Engineering, Technology 
á Management Solutions 

10300 Eaton Place, Suite 200 
Fairfax, 22030 332- `aeSS 

(7031391-0110-1201) 5320110 
fax (703) 591 0115 

www.cmdconsuhing.com 
www.DTVlnfo.com 

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

Domestic and International Communications 
Since 1937 

'300 -L" STREET. N.W., Suite 1100 
WASHINGTON, DC 20006 

PHONE -. (202) 898 -0111 FAX (202) 898 -0895 
E -MAIL cdepc ®worldnet.an. net 

Member AFCCE 

DENNY 

Denny & Associates, Pc 

Consulting Engineers 

PH 202 -452 -5630 

Fx 202 -452 -5620 

Member AFCCE en inioCOdenrry.com 

F.W. HANNEL & ASSOCIATES 
Registered Professional Engineer, 

911 Edward Street 
Henry, Illinois 61537 

(309) 364 -3903 
Fax (309) 364 -3775 

Shively Labs 
FM A TV Antennas 

- Pattern Studies 8 RSL Maps 
^' -^ Filters 8, Combiners 

Mullistation Solutions 

Tel (2071647 -3327 
Far 12071 647 -8273 

Web sit. www shlvely corn 

c, 
Gemini Media Inc. 

Media Buying Service 
69 North Lyle Avenue :Tenafy. N) 07670 

Tel. 12011369-9626 Faxe (20 fl 569 -7026 
gemini@csnet. net 

Ttmlkey Systems Towers - Antennas 
Transmitters: Analog/Digital 

LeBLANC Broadcast Inc. 
Ray Camovale Pre,leer,r 

Tel: (303) 665 -5016 Fax: 665 -8805 

1am.. Lowey/ 

Shotllbretl 1:nRineer,, JDS, 
4nnlur.il i. I,.nn. 

Towers and Antenna Structures 
Roben A. Shoolhrrd, P E 

1040 Morrison Drive 
Cheri/von, S.C. 29403 1503) 577-4651 

NATIONWIDE TOWER COMPANY 
ERECTIONS DISMANTLES ANTENNA RELAMP 

ULTRASOUND STRUCTURAL ANALYSIS PAINT 

INSPECTIONS REGUY EYGINEERING 

P0. BOX 18291IP.NDERSON, KY 42419 -1e29 

PRONE (270) 880.8000 FAX (770) 969 -9600 

8-MAjI hjuhnMon4enatioewidetoweclmal 

24 Milli EMERGENCY MOTE MAILABLE 

III UNIVERSAL TOWER, Luc. 

Manufacturer of 
sNfsupportinlr Towers, 

Guyed Towers and Aceessorfos 

P.O. sex 278 lt.aa.r.e., lOwtselty 4241.0275 
T.), 275.5334151 27033.1471 

.w,i..rwte..rax. 

YOUR CARD HERE 
CALL: 

(212) 337 -6962 

DECEMBER 20, 1999 / BROADCASTING & CABLE 79 

www.americanradiohistory.com

www.americanradiohistory.com


DirecTV last Friday 
began offering local TV 
service via satellite in 
Chicago, Cleveland, 
Dallas and Houston, 
and it added Fox affili- 
ate, WSVN, to its serv- 
ice in Miami. DirecTV 
now provides ABC, CBS, 
Fox and NBC affiliates in 
all five markets, except for 
Belo's WFAA-TV Dallas, an 
ABC affiliate, and KHOU-TV 

Houston, a CBS affiliate. 
The satellite provider will 
begin carrying those two 
stations once it reaches a 
retransmission consent 
deal with Belo, the compa- 
ny said. DirecTV already is 
offering local TV service in 
Atlanta, Detroit, Los Ange- 
les, New York, Philadel- 
phia, Phoenix and the San 
Francisco Bay area. 

In related news, 
DirecTV last week 

in BRIEF 

signed a deal with 
Kelly Broadcasting to 
carry 16 non -Hispanic 
foreign channels, 
including Russian chan- 
nels NRT and Moscow 
Independent Broadcasting 
Co.'s TV -6; Lebanon's 
Future TV; the Arabic-lan- 
guage Egyptian Space 
Channels and Dubai Satel- 
lite Channels; and Asian 
and Indian channels B4U, 
Sun Television and Pak- 
istan TV. Later, DirecTV 
and Kelly also will provide 
Chinese, Italian and Kore- 
an programming. Last 
week, EchoStar Communi- 
cations Corp. received 
approval from a New Jer- 
sey district court to buy 
some assets of ethnic pro- 
grammer SkyView Media 
Group for $23 million after 
SkyView last spring 
declared bankruptcy. 
SkyView provides foreign 

language to DirecTV, but a 
DirecTV source says the 
company plans to transfer 
its approximately 20,000 
SkyView customers to 
Kelly's high -power service 
sometime in first quarter 
2000. Until that time, a 
non -compete clause in 
SkyView's contract with 
DirecTV should prevent 
EchoStar from accessing 
that subscriber list, says 
the DirecTV source. 

LIN Television Corp. is 
acquiring a CBS affili- 
ate in Lafayette, Ind., 
and the option to buy 
an NBC affiliate in 
Springfield, Mass., via 
a series of transac- 
tions, the company 
announced last week. LIN 
is getting WLFI-TV in 
Lafayette from Blade Com- 
munications Inc. In 
exchange, family -owned 

KLFY -TV in center of hostage crisis 
KLFY -TV, the CBS affiliate in Lafayette, La., found itself in the middle of the jailhouse 
hostage crisis that lasted through last week. 

After several Cubans detained in the St. Martin Parish jail took the warden and 
three guards hostage Monday, they placed a call to KLFY -Tv, asking to speak with 
News Vice President Maria Placer. The station said Placer was contacted because 
she is a native of Spain and her delivery of broadcasts in Spanish has made her well 
known to local Spanish- speaking people. A Cuban inmate identified as Jonne 
Ponte- Landrian said he felt he could trust Placer, who could speak with him in Span- 
ish. Placer went on to relay messages to authorities. KLFY -TV News Director Dee 
Stanley, a longtime reporter and former public official, became the point man for 
much of the early coverage of the hostage situation. 

Station anchor Blue Rolfes, who is married to Stanley, said he had played a similar 
role in a hostage crisis several years ago. The station was involved in the release of 
one hostage, a sheriff's deputy, who was freed after KLFY -Tv aired a statement from the 
captors. Police had been led to believe two would be released following the statement. 

Ponte- Landrian, who has been convicted of burglary and assault on a police offi- 
cer, told Stanley the hostage- takers were tired of waiting for deportation proceed- 
ings, and wanted to be released, sent back to Cuba or to another country. Other 
detainees have been held for years after being convicted of various other crimes. 
including robbery and sexual assault. The Immigration and Naturalization Service 
has said the cases of the long -term detainees are reviewed regularly, and that the 
men were being detained until reviews determined they were no longer a threat. 

Rolfes said the station's conversations with the captors were not monitored by 
police, but that the station kept in constant touch with local and federal authorities. 
The station remained at the center of the story through the week, providing infor- 
mation for CBS News and other news organs, and Stanley updated Bryant Gum - 
bel on The Early Show. By mid -week, KLFY -TV and other local news outlets were 
joined by news crews from networks and major newspapers. Negotiations were 
still ongoing at press time. -Dan Trigoboff 
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Blade gets 67% of LIN's 
WAND(N), an ABC affiliate 
in Decatur /Champaign, Ill. 

Lafayette is the nation's 
194th largest TV market, 
according to Nielsen; 
Decatur is the 83rd. In a 
separate deal, LIN Presi- 
dent Gary R. Chapman will 
acquire ABC affiliate KAKE- 

N Wichita, Kan., and NBC 
affiliate wowT(Tv) Omaha, 
Neb., which recently was 
sold by Chronicle Publish- 
ing Co. to privately owned 
Benedek Broadcasting 
Corp. for $141 million. 
Chapman will immediately 
flip the stations to 
Benedek and buy 
Benedek's WWLP(N), the 
NBC affiliate in Springfield, 
for $123 million. The flip is 
structured as an asset 
exchange, which is tax - 
free. Benedek will pay the 
balance of the purchase 
price of $18 million in 

cash. Wichita and Omaha 
are the nation's 65th and 
73rd largest markets. 
respectively. Springfield is 
market No. 105. Chapman 
will sell W\LP there to LIN 
under certain, undisclosed 
circumstances, an LIN 
news release said. LIN is 

80% owned by the private 
investment firm Hicks, 
Muse, Tate & Furst Inc., 
which also controls Sun- 
rise Television Corp. and 
AMFM Inc. Radio group 
AMFM is being merged 
into Clear Channel Corn - 
munications Inc. 

NCTA spokeswoman 
Josephine Martin has 
resigned from the 
association, effective 
Jan. 1. Martin joined NCTA 
on Feb. 15, after former 
NCTA senior VP Victoria 
Clarke left to run political 
advertising firm Bozell 
Eskew (and since has 
moved on to become gen- 
eral manager of Washing- 
ton PR firm Hill & Knowl- 
ton). Martin came to NCTA 
from the American Red 
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Cross, where she also per- 
formed spokesperson 
duties. Rumors that Martin 
might be out of NCTA have 
been swirling around 
Washington since last July, 
when Robert Sachs was 
named successor to for- 
mer NCTA chief Decker 
Anstrom. Anstrom took 
over as president of The 
Weather Channel last 
August. 

The U.S. copyright 
industry -including TV 
programs, movies, 
books, software and 
video games -con- 
tributes more to the 
U.S. economy than any 
other manufacturing 
sector, the International 
Intellectual Property 
Alliance reported yester- 
day. In 1997 -the last year 
the organization could 
gather full data -U.S. 
copyright industries 
accounted for 4.3% of the 
U.S. gross domestic prod- 
uct, or $348.4 billion. The 
report also says that in 
the past 20 years, employ- 
ment in the U.S. copyright 
industries has grown near- 
ly three times as fast as 
the rest of the economy. 
The IIAP comprises asso- 
ciations that represent 
major copyright compa- 
nies such as the Motion 
Picture Association of 

Correction: In the Dec. 
13 "Top 25 Television 
Networks" feature, 
James G. Held was 
incorrectly listed as pres- 
ident and CEO of Home 
Shopping Network. Mark 
Bozek is HSN presi- 
dent/CEO. 

IN BRIEF 

CBS asks, Clinton tells in radio interview 

President Clinton sat down with correspondents from CBS Radio News for E Dec. 11 
interview. The president revealed for the first time that his "don't asp( don't teh "policy toward 
gays in the military has been a failure, calling it "out of whack." Pic - ured (I -r) CBS White 
House Correspondent Peter Maer; CBS Radio General Manager Mice Freedman; CBS News 
vice president, radio, Harvey Nagler; ar d CBS White House Correspondent Mark Knoller: 

America, the Recording 
Industry Association of 
America, the Interactive 
Digital Software Associa- 
tion, the Business Soft- 
ware Alliance and the 
Association of American 
Publishers. 

FCC officials last week 
said that the agency is 
again considering 
whether to split its 
decision over cable's 
carriage of digital 
broadcast signals into 
two proceedings. If the 
FCC chooses to split the 
issue, it will rule on less 
controversial issues such 
as procedures for digital 
retransmission consent 
agreements early next 

year. The incendiary part 
of the ruling, whether cable 
systems must carry both 
the digital and analog sig- 
nals of digital broadcasters 
during the DTV transition, 
would be decided when 
broadcasters' digital busi- 
ness plans are more 
apparent. FCC officials 
predict that the agency will 
face a court challenge no 
matter which way it goes 
on this controversial topic, 
and acknowledge that they 
are having a difficult time 
deciding the right way to 
go. 

Paramount Domestic 
Television has renewed 
syndicated court series 
`Judge Mills Lane' in 

more than 65% of the 
country for the 2000- 
2001 season. The sec- 
ond -year series has been 
cleared on 15 Tribune 
Broadcasting stations, 
including wP)x -Tv New York 
and KTLA -TV Los Angeles. 
This its Paramount's first 
sales effort for Lane's 
show because it was for - 
marly distributed by Rysh- 
er Entertainment. Earlier 
this year Paramount 
acqu red the distribution 
rights to all of Rysher's TV 
properties through a deal 
with Cox Communications. 
Lane has also been 
renewed on the majority of 
Cox -owned stations, 
including K-TVU -TV San 
Francisco. 
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Breadcashogahle 

EDITORIALS 
COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE 

One down 
With this issue, BROADCASTING & CABLE signs off on its 
first century, and that of the industries it has been our 
honor to chronicle. (Our co- founder, Sol Taishoff, would 
have insisted we call them art forms.) It hasn't been quite a 
hundred years for either the industries or their press, 
although given the recent pace of change it feels like it. 
Looking back, we're relatively pleased with our role in 
keeping up, and enormously proud of the accomplishments 
made by the Fifth Estate - radio, television, cable, satel- 
lites and now the Internet. 

There's nostalgia enough for a lifetime in this week's 
cover story, singling out Bill Paley and Ted Turner as the 
men of the century and citing the 98 others (or pairs of oth- 
ers) whom the editors selected as the First 100 Fifth 
Estaters. What visions of glory are conjured up by the likes 
of David Samoff and Frank Stanton and Edward R. Mur- 
row and Lucille Ball. What pride is to be taken in the likes 
of Tom Murphy and Red Barber and Ward Quaal. Not to 
mention Bill Daniels, the virtual father of cable, or Pat 
Weaver, who reinvented NBC, or Joe Flaherty, who made 
sure we won't go into the 21st Century with a 20th Century 
technology. They and their colleagues leave behind a her- 
itage and a tradition that this magazine will hold up as an 
example to the Fifth Estaters of the 21st Century. All of 
them meet in varying degree our three primary criteria: pio- 
neering, accomplishment and longevity. 

Our preoccupation in the past weeks has been with the 
people of the Fifth Estate. But what of the media them- 
selves? First radio, and then television, became the trans- 
forming communications media of the century. The truth is, 
they will be even more so in the next millennium, in ways 
hard to project at the moment, but closer at hand than most 
expect. They have truly made of the globe a village. 

AM started it all, creating programming models still in 
vogue and spurring the electronics revolution. (The radio 
begat the vacuum tube, which begat the transistor, which 
begat the integrated circuit, which begat the computer 
chip.) TV further enthralled the public with the visceral 
dimension of pictures. FM added high fidelity. In just 20 
years, cable and satellites produced a video cornucopia. 
And the VCR began to put the viewer in charge of the pro- 
gram schedule an incipient revolution that will change 
everything in the next century. The computer was the other 
revolutionary communications innovation of the 20th Cen- 
tury. In the 21st, its fate and television's will be inextricably 
intertwined. If each is powerful alone, combined they will 
be a force beyond reckoning. They will empower communi- 
cators in ways unimaginable today, and empower the audi- 
ence as well. 

The editors who occupy these chairs a hundred years 
from now -in the best of all possible worlds -will witness 
a landscape in which the promise of the First Amendment 
will have been visited upon the Fifth Estate as well as the 
Fourth (and, who knows, by then a Sixth). The argument of 
scarcity that has been used to subject radio and television to 
governmental fiat will have been replaced by a communica- 
tions abundance that will be its own greatest difficulty. We 
who write now are not so sanguine. Old habits are hard to 
break, and especially those that bring such satisfaction to 
the habitué. Worst still, the will to win against government 
control has nearly been bred out of the broadcasting and 
cable establishments in recent decades. We have yet to see a 
second Frank Stanton. 

To the extent we can help, the Fifth Estate can count on 
this page. Back during Sol Taishoff's editorship we added 
the phrase "Committed to the First Amendment and the 
Fifth Estate" to our editorial page. "Radio as free as the 
press" we declared as our goal in 1931. It will still be in 
2000 et seq. 
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marine biologist? 

Who do you want to be? Pillar of the community? Forward thinker? 
Do- gooder? Prove your commitment to the community and the kids who 
live in it by bringing them programming that jump -starts their minds. 
Noggin is the learn -as- you- squiirm kids' thinking channel. It's 24 hours 
of commercial -free smarts brought to you by Nickelodeon and 
the Children's Television Workshop. Kids swear by it. You will too. 
Noggin. Use it. Everyone walks away smarter. 

1999 Noggin L.L.C. Noggin, Nickelodeon and all related titles, logos and characters are trademarks of Viacom International Inc. CTW 
and all related titles, logos anc characters are trademark: of Children'sTelevision Workshop. All Rights Reserved. www.noggin.com 

use it. 
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The most complete broadcast enterprise -wide solution is Louth. 
e fng e a succ 

mandate for seamless and scalable automation. It's why we're constantly adding to an already comprehensive menu of broadcast 

solutions. Like GMT;" our Global Media Transfer solution that captures the capabilities of video and networking technologies to get 

media exactly where you need it. Or, our DTV Manager '," an innovative tool to effectively manage your DTV needs through the entire 

transmission chain. Visit our website at www.louth.com to see why leading broadcast organizations count on Louth to be a key 

ingredient to their broadcast strategies. Louth. It's the one way to satisfy your appetite for success. 

a 

Co -ne taste for yourself, visit ww v. Iouth , co 
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