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Sen. Hatch (I) is
concerned about

the privacy of

consumers. Inset:
Steve Case (I) and
Gerald Levin seek
‘understanding’
from the Senate

Judiciary
Committee.

Promises,

By Paige Albiniak

er’s Gerald Levin came to Capitol

Hill last week with a signed prom-
ise that their new multimedia giant
would be good for competition and
consumers.

Not everybody was convinced.

The executives talked the talk: “We
believe that consumer choice is not only
the smartest business practice for both
the cable industry and for the growth of
the Internet—it is the right policy,
grounded in the right values,” Case told
the Senate Judiciary Committee.

Added Levin: “I'm expressing com-

A OL’s Steve Case and Time Warn-

It's not about the Internet. It's

ing telephone service into

promises

AOL-Time Warner open-access pledge sounds great
but Senate committees express their doubts about it

mitment and excitement. It’s a very
good thing for multiple [Internet serv-
ice providers] to have access to our
customers over broadband networks.”

But senators did not match Levin
and Case’s enthusiasm for the “memo-
randum of understanding,” hammered
out Feb. 28, just a day before the media
tycoons were scheduled to meet with
Senate committees.

There is the question of who the
agreement is really meant to serve. Case
spent much of the past year pressing
Congress, the FCC, the Clinton adminis-
tration, state, county and local govern-
ments—pretty much anyone who would
listen—to force cable companies to open

What cable fears

phone calls. “Once an out-

their networks so that
unaffiliated Internet
service providers such
as AOL could bring
high-speed access to
their customers.

No one bought that
argument then. Case’s
solution: Acquire Time
Warner, which auto-
matically gave AOL
access to at least one of the giant broad-
band networks he needs to stay in the
Internet game. But Case can’t buy the
rest of the cable industry, and it
remains to be seen if other cable opera-
tors will find it profitable to do unto
AOL as AOL says it will do unto them.

Senators had a bundle of other con-
cerns, including whether the sheer size
and scope of the new company, whose
pending merger is valued at $145 bil-
lion based on last week’s stock prices,
would stomp out competition in the
growing Internet industry.

Senate Judiciary Committee Chair-
man Orrin Hatch (R-Utah), Sen. Conrad
Burns (R-Mont.) and other senators also
expressed privacy concerns: AOL Time
Warner would have bushels of customer
data, which could be sold to third parties.
Hatch was concerned that although
third-party ISPs might be able to offer
broadband access on AOL Time Warn-
er’s network, AOL still might force those
customers to start their Internet sessions
on an AOL start page. Burns worned that
AOL would use its market dominance to
shut down other providers’ services, as
some [SPs have complained that AOL
has done in the past.

But central to the discussion was the
agreement itself.

“Given that this document lacks both
enforceability and specificity, this
committee remains to be convinced of

being engineered for con-

about everything.

The reason cable opera-
tors are so defensive about
the open-access debate is
not so much that they don’t
want to face competition in
the Web-surfing business. It’s
that open access potentially
allows outsiders to offer any
kind of digital product, includ-

which cable operators are
expanding, and even into
operators’ core cable busi-
ness.

So, they're bothered.

Cable executives note that
an outsider wouldn'’t be limit-
ed to delivering Yahoo! chat
rooms, but could be stream-
ing ESPN or long-distance

6 BROADCASTING & CABLE / MARCH 6, 2000

sider can control bits on your
network, those bits can ulti-
mately be anything,” says a
senior cable executive.

The threat is not immedi-
ate. Doug Shapiro points out
that cable’s data networks
aren’t well suited for massive
use of high-quality video.
“Cable networks are not

stant throughput, but for
‘bursty’ traffic,” he notes. But
given how technology has
advanced, cable operators
find it easy to envision other
Internet providers trying to
deliver Showtime or even
local broadcast stations over
cable systems.

—John M. Higgins
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its value beyond the boardroom and
public relations office of AOL Time
Warner,” Hatch said last Tuesday.

“I applaud your efforts to reach pri-
vate settlements,” Burns said at a Com-
merce Committee hearing two days
later. “But questions are now raised on
how binding such agreements will be.”

The plan is much broader than that
of cable rival AT&T, which says it will
allow competing ISPs to use its broad-
band networks. AOL Time Warner will
offer consumers a choice of ISPs
through negotiating “arm’s-length
commercial agreements with both affil-
iated and unaffiliated ISPs that wish to
offer service on the AOL Time Warner
broadband cable systems,” the agree-
ment states. AOL Time Warner will
allow ISPs to offer service at the cable
headend and will not force them to pur-
chase broadband backbone transport.
AT&T will not allow ISPs to access
their cable headends and will require
them to use AT&T’s Internet backbone.

AOL Time Warner says it will allow
an unlimited number of unaffiliated ISPs
to use its networks and will not discrim-
inate in its pricing terms on the basis of
whether an ISP is a part of or connected
to Time Warner, as AOL is. It also will
allow unaffiliated ISPs to offer video
streaming, which AT&T will not do.

“It is the intention of the parties to
enter into as quickly as possible a bind-
ing definitive agreement to provide
broadband AOL service on Time Warn-
er’s cable systems, which will be used
as a model for the commercial agree-
ments that will be available to other
ISPs,” the agreement states.

The media giant told the Senate Judi-
ciary Committee that it will try to
amend its cxclusivity agreement with
broadband Internet service Road Run-
ner, in which Time Warner holds a stake.
Without that amendment, AOL Time
Warner can’t legally open its networks
until its joint-venture Road Runner deal
expires in 2002.

AT&T has a similar deal with
Excite@Home, which AT&T partly
owns. But AT&T plans to uphold its
agreement, which doesn’t expire for
two years. That fact alone soured con-
sumer advocates on AT&T.

“This is far better than I thought they
would do given Time Warner’s previ-
ous position,” said OpenNet Coalition
Co-director Greg Simon, whose group
was conceived to push AOL’s position

TOP OF THE WEEK

Why not an open-access law?

AOL Time Warner doesn’t seem eager to give its open-access pledge legal
teeth. Following is an edited transcript from last week’s hearing with the Sen-
ate Commerce Committee:

Sen. Richard Bryan (D-Nev.): As each of you know, this MOU [memaran-
dum of understanding] has no real legal advocacy. | don’t impugn your good
faith in any way, but it is subject to all the corporate vagaries. Six days from
now, six weeks from now, six months from now, you could make a determina-
tion to change it.

Mr. Case, when we did the Telecommunications Act of 1996 one cf the
things that we did was respect the telephone carriers. We incorporated & pro-
vision in that law which prohibited discrimination. What's wrong with the Con-
gress enacting a similar provision as it applies here?

AOL's Steve Case: Well, as you may recall, a year ago | sat in this very
room and | was suggesting that was the appropriate course of action....| made
an impassioned case about the importance of preserving the openness of the
Internet.

Bryan: And you persuaded this senator.

Case: ... Although | appreciate your support, there was not a cacophony of
voices welcoming that idea. Nothing happened in the Congress; nothing hap-
pened at the FCC. But something did happen in the market. So maybe the
Congress and the FCC were smarter than |, because AT&T did announce the
principles a few months ago after spending a couple of years explaining why it
wasn’t technically possible or financially feasible. | thought that was a step in
the right direction.

Then we announced the merger. We submitted both companies to the prin-
ciple of open access. Six weeks later we went beyond principles and defailed
some very specifics, in terms of video streaming and direct billing relation-
ships with ISPs and things that went well beyond where we were in the past.
...So we'll achieve what | was hoping to achieve a year ago, through this light
touch, real marketplace solution...if that fails, if this doesn’t turn into a defini-
tive agreement, then it would be perfectly appropriate for you to legislate. ...

Time Warner’s Gerald Levin: | think there’s something higher than a bind-
ing memorandum of understanding and that's a sense of values. ...

on open access. “But they can’t prove
that they aren’t lying until they do
some deals.”

Other consumer groups weren’t as
happy. “Coming on the heels of the mas-
sive consolidation in the cable television
industry, the proposed merger of AOL
with Time Warner poses enormous dan-
gers for the preservation of vibrant Inter-
net competition in a broadband environ-
ment and threatens the emergence of
broad-based competition to the cable TV
industry,” said Gene Kimmelman, co-
director of the Washington office of
Consumers Union. “By saying ‘trust us,
the companies have made honesty an
issue. We believe it is appropriate to
scrutinize whether these companies can
be trusted to open their cable networks.”

Senators were skeptical that AOL
Time Warner would welcome compet-
ing ISPs with open arms, but no one
advocated scrapping merger plans, or
even hanging conditions on it. Sen.
Richard Bryan (D-Nev.) did, however,
ask pointedly whether Congress should
push through legislation that would
make the AOL Time Warner agreement

into law. Case responded, in essence:
Please, not now (see story above).

But if Case’s efforts to pry the net-
works open fail, he may need it. Time
Warner serves 13 million customers, but
that only gets Case to about 20% of
cable households. And that doesn’t
bring broadband access to all of Case’s
21 million AOL customers nationwide.

Cable executives say that -f con-
sumers demand a choice of ISPs, that’s
what they’ll give them.

But cable operators without pending
mergers don’t plan to rush to open their
networks. Cox, for one, plans to honor its
agreement with Excite@ Home.

And even though both Case and Levin
claimed that open access is good tusiness
for cable, how broadband companies will
make money by letting unaffiliated ISPs
on their networks remains unclear.

“They say they are going to have
access on equal terms and conditions,
but they don’t rule out volume dis-
counts,” noted Bill McCloskey,
spokesman for BellSouth. “Does that
mean that only AOL and their customers
will get the best price?” =
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Time Warner accuses ABC of ‘extortion’; ‘poppycock,’ the latter retorts

By Steve McClellan

ouston’s retransmission consent
H battle between ABC and Time

Warner got nasty last week, with
Time Warner executives accusing ABC
of “extortion” and “blackmail.” ABC
countered that Time Warner was play-
ing gatekeeper, giving “preferential
treatment,” Disney President Bob Iger
charged, to its own cable program
services while banishing Disney serv-
ices to less-viewed higher channels or
squeezing them off Time Warner sys-
tems altogether.

In a separate retransmission battle,
Hearst-Argyle extended its deadline
with Time Warner for stations in Orlan-
do, Fla., and other markets until April 1.
Also, LIN and Cox revealed the terms
of a deal that was reached in January in
Norfolk, Va., after the LIN station there
was off the air for several weeks.

The Houston fracas made great
headlines, especially with a pending
March 2 deadline when ABC threat-
ened to pull its owned station in Hous-
ton—KTRK-TV—with the implied threat
of pulling stations in other markets,
too. They include waBC-TV New York
(670,000 subscribers), and KABC-TV
Los Angeles (500,000 cable subs). But
as the deadline approached, Houston
Mayor Lee Brown intervened and got
the two sides to agree to a seven-day
extension—through March 9.

The main sticking point last week
was money. Time Warner executives say
they had an agreement with ABC to
carry Toon Disney and SoapNet and to
move the Disney Channel to basic from
pay. But TW claims ABC suddenly dou-
bled the price it wanted for Disney
Channel carriage to 71 cents per sub-
scriber. TW said the proposed price hike
added $ 100 million to the overall retrans
deal and would force a rate increase to
subscribers. ABC said that was pure
poppycock, that no agreement had been
reached but it did reassess the terms on
the table when TW announced its merg-
er plan with AOL.

“Everybody was reassessing plans at
that point,” said an ABC spokeswoman.
She also described as “simply untrue”
TW’s assertion that ABC was trying to
exact another $100 million from the deal.

10 BROADCASTING & CABLE / MARCH 6, 2000

In the Hearst-Argyle situation,
roughly half its 26 stations are in mar-
kets where Time Warner has systems.
One issue there: Hearst and ABC are
trying to get Time Warner to commit to
carriage of the Lifetime Movie Net-
work, a spin-off from the women’s
channel half-owned by ABC.

LIN and Cox announced terms of a
battle that left wvBT(TV) Norfolk off
Cox’s system there for several weeks in
January. As of Feb. 25, wvBT moved
from ch. 43 to ch.14, with LIN agree-
ing that Cox could move LIN’s Local
Weather Channel from ch. 66 to a digi-
tal tier with limited subscribers. »

Herzog seeking
divorce from Fox

With Grushow making it a ménage a trois, group
president wants to sever relations

By John M. Higgins and
Joe Schlosser

oug Herzog is unhappier at his
D job than Multimillionaire bride

Darva Conger and is looking for
a divorce from Fox Network.

Four industry executives close to
Herzog say that, after 14 months in the
job, the president of Fox Entertainment
Group is trying get out of his contract
and exit the network. Battered by the
network’s falling ratings and fall
schedule misfires, Herzog has ap-
proached new boss Sandy Grushow to
negotiate severance terms that would
give him some benefits for the three
years left on his four-year contract.

Fox, however, firmly denies it, dis-
missing the reports as speculation. Her-
zog would not comment. But associ-
ates said that he is annoyed about being
blamed for the sharp drop in Fox’s rat-
ings, contending that senior Fox execu-
tives aren’t giving him enough time to
improve the programming.

“How can you be expected in a year
to do anything but find your way to the
bathroom?” asked a senior executive at
another network, noting that Herzog
inherited a number of program com-
mitments and deals with producers that
were already in place.

The problems well predated Fox’s
Who Wants to Marry a Multimillion-

aire? debacle.
Former MTV
and Comedy
Central execu-
tive Herzog,
credited with
making a hit out
of South Park,
replaced Peter
Roth as president

Doug Herzog has of entertainment
been battered by at Fox in Decem-
the network’s falling ber 1998 and un-

ratings and fall veiled an ambi-
schedule misfires. tious lineup of
new programs this season.

Everything from the risqué sitcom
Action to the half-hour version of Ally
McBeal failed to attract an audience.
Season-to-date, Fox is off 19% in the
key adults 18-49 demo (4.3 rating/12
share vs. 5.3/14) and down 3 million
viewers per night (9.3 million vs. 11.3),
according to Nielsen Media Research.

And in the wake of the slow start, Fox
expanded Grushow’s responsibilities in
November from overseeing just TV pro-
duction for the studio of Fox to include
the broadcast network in a newly created
position of chairman of Fox Television
Entertainment Group. Herzog associates
and other Fox executives acknowledge
the unexpected arrival of such a hands-
on boss as Grushow has created tension
in the executive suite. |

»
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Fiscal "99: The four-network picture

e % CHANGE % GHANGE
(Dollar figures in millions) REVENUE FROM'S8  PROFIT FROM'98

ABC
Radio 524 +15% 165 +9%
TV net 3100 -5% -11 +2135%
Owned TVs 1070 +1% 505 1%
Cable/Irtl. 2818 +17% 952 +24%
TOTAL 7512 +5% 1611 +14%

CBS
Radio/o tdoor 2449 +66% 1067 +34%
TV Network 3256 -4% 48 +390%
Owned TVs 1000 +2% 530 +4%
Syndication 103 na 28 na
Cable 565 flat 236 135%
TOTAL 7373 +8% 1636 +49%

NBC
TV Network 4098 +8% 536 +10%
Owned TVs 1187 +8% 600 +8%
Cable/Irtl. 505 +37% 440 +42%
TOTAL 5790 +10 1576 +17%

Fox

TV Network 1750 +4% -23 -230%
Owned TVs 1485 +6% 750 +13%
Twentieth 975 +22% 65 +30%
Cable/Irtl. 1885 +18% -125 +36%
; ‘Ally MCBI' TOTAL 6095 +1 1 °/o 71 3 +28°/o

Notes: Estimates are BROADCASTING & CABLE's. Sources include network executives, securities ana-
lysts and company financial reports. Revenues are net of agency commissions; operating income
figures are net of depreciation, goodwil amortization and purchase price accounting benefits.

Big 4 improve

By Steve McClellan

business wasn’t as big a loss

leader as it was in 1998. The big
four had network TV operating profits
of $550 million last year, compared
with $145 million in 1998. NBC
accounted for most of that profit, post-
ing a 10% gain to $536 million.

But ABC cut its losses sharply, post-
ing an $11 million loss, compared with
a $235 million loss the prior year CBS,
meanwhile, cut its network losses
entirely, posting a $48 million profit,
compared with a prior-year loss of
$100 million. Fox posted the biggest

F or fiscal 1999, the TV network

network loss, with an operating loss of
about $23 million, due mainly to huge
sports rights.

The fiscal "99 revenue picture was a
mixed bag. NBC again was tops, break-
ing the $4 billion barrier for the first
time, with an 8% gain to almost $4.1
billion. With a tough comparison to an
Olympic year, CBS revenues were
down 4% to $3.26 billion, while ABC
was down about 5% to $3.1 billion.

ABC, owned by Disney, is on a fiscal
year that runs through Sept. 30. That
means most of the revenue boost result-
ing from the big hit Who Wants ro Be a
Millionaire? will be reflected in 2000
results. ]
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Duopoly rule
spurs sellers

Lee Enterprises is newest
on block; would-be sellers
hope for quick deals

By Elizabeth A. Rathbun

ellers of TV stations are flocking
s to market, hoping to cash in on the

consolidation allowed under the
FCC’s relaxation of its duopoly rules.

The latest group to put itself on the
market is Lee Enterprises, which owns
nine network affiliates and seven satel-
lite TV stations.

Given the FCC’s August 1999 action
allowing the ownership of two TV sta-
tions per market, “we concluded that the
relatively small size of our holdings
eventually would limit our ability to
control our future,” Lee Chairman
Richard D. Gottlieb said last Wednesday
in a statement. “In the long term, [the
stations] will be even more successful if
they are part of a larger broadcasting
group.” The TV market has proved soft
for Lee in at least the past two quarters.

Instead of TV, Lee wants to expand
its publishing and online holdings and
already is eyeing several deals. Current
online investments include a stake in
AdOne Classified Network.

Wall Street liked Lee’s plan, boost-
ing the company’s stock by 11.2% last
Thursday, to $23, up from a 52-week
low of $19.875 Feb. 24.

Lee hopes to sell its TV stations
within the next two to three months.

Lee’s largest TV market is Portland,
Ore. (DMA 23), where it owns CBS
affiliate kOIN. Its smallest is Topeka,
Kan. (DMA 138), where it owns NBC
affiliate kSNT. Lee owns three other
CBS affiliates, two other NBC affili-
ates; an ABC aftiliate; and a Telemundo
affiliate. Credit Suisse First Boston and
McFarland Dewey & Co. LLC have
been hired to broker the deal or deals.

Also on the market is five-station
Citadel Communications Co. Ltd. (not
related to radio group Citadel Commu-
nications Inc.). Wasserstein Perella &
Co. were hired in late January to broker
the sale of woi Des Moines (ABC, 70);
WHBF Rock Island, Ili./Davenport, Towa
(CBS, 90); kLKN Lincoln, Neb. (ABC,
101); kcau Sioux City, Towa (ABC,
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144); and KLKE Ablion/Lincoln, Neb.
(rebroadcasts KLKN).

Rumored to be for sale is Raycom
Media. One source says its smaller sta-
tions are being shopped around; another
says financial books on some of its larger
stations are circulating Wall Street.

Paxson Communications Corp. is
getting “pretty significant interest” in
the 10 TV stations and two construc-
tion permits it has advertised for sale
(B&C, Jan. 24), CFO Seth Grossman
says. That interest includes would-be
buyers who want to create duopolies in
the markets where the holdings are
located. Those markets include Boston
(DMA 6), Des Moines (70) and Hon-

T

olulu (71). A deal could happen in
“shorter order” rather than later, Gross-
man says. The catch: Except for the
two stations in Boston, the other sta-
tions have to remain Pax TV affiliates.

Meanwhile, Belo Corp. last Wednes-
day disclosed the price it paid to create
duopolies in Seattle (DMA 12) and
Phoenix (DMA 17), both of which it said
last September that it would buy. Belo
adds independent KONG Seattle to its
KING, an NBC affiliate, while WB affili-
ate KASw Phoenix joins independent
KTVK there.

Local marketing agreements with
each station previously disclosed that
Belo would buy each for less than $20

million. While the final price per sta-
tion was not disclosed, Belo said it paid
$16.1 million cash for both. Indeed, the
stations “were acquired on very favor-
able terms,” company President Robert
W. Decherd said in a statement.

The seller of kONG is Zeus Corp.;
KAsw’s seller is Brooks Broadcasting
Co. LLP.

And last Friday, E.W. Scripps Co.
closed on its $14.6 million purchase of
Kkmc1 Lawrence/Topeka, Kan./Kansas
City, Mo., which it had managed under
an LMA. kM1 is an independent;
Scripps already owns NBC affiliate
ksHB Kansas City, Mo. The seller was
Miller Broadcasting Inc. ]

FCC Chairman William Kennard has
proposed a new rule to disentangle
broadcasters ' retransmission
negoliations with cable and safellite
operators.

Please define:
‘In good faith’

By Bill McConnell

rivate mediators would be
P brought in to settle contract dis-

putes when local TV broadcast-
ers can’t reach carriage deals with
satellite or cable carriers, under a plan
regulators are considering.

The provision is part of rules the
FCC is drafting to implement the 1999
Satellite Home Viewer Improvement
Act, which allows direct broadcast
satellite providers to carry local net-
work affiliates. The measure would
spell out procedures for determining
whether broadcasters are negotiating

12 BROADCASTING & CABLE / MARCH 6, 2000

“in good faith,” as the law requires.

A proposal floated by FCC Chair-
man William Kennard would require
multichannel providers and broadcast-
ers to hire a third-party negotiator to
break an impasse after 30 days of con-
tract talks. If the mediator failed to bro-
ker a deal after another 30 days, the
multichannel provider could file a
complaint with the commission.

After investigating the matter, the FCC
could force the parties to reopen talks or
even levy a fine if the broadcaster is
found not to be acting in good faith. The
mediation provision is seen as the FCC’s
answer to Jan. 27 demands by Senate

Judiciary Chairman Orrin Hatch (R-
Utah) and other lawmakers not to “‘sec-
ond guess” pricing decisions and market
negotiations. Lawmakers are pressuring
the FCC to set rules soon because satel-
lite broadcasters’ six-month grace period
for carrying a local signal without a sta-
tion’s consent expires in May.

The broadcast industry opposes the
measure because it doesn’t want the gov-
ermment or any other third party influenc-
ing retransmission contracts and because
it would extend the scope of the new reg-
ulation to cable systems rather than limit-
ing the new rules to satellite carriers.

“This would be regulatory overreach
and would add an unnecessary layer in
what should be a business-to-business
negotiation,” said NBC lobbyist Robert
Okun.

But FCC officials argued that the
“good faith” proposal generally favors
broadcasters because it will not restrict
their setting of retransmission terms.
For instance, despite satellite
providers’ opposition, broadcasters
would be allowed to insist on carriage
of a second channel without violating
the good faith requirement.

But mediators themselves are likely
to judge whether broadcasters’ terms
are justified, countered Ben Ivins,
counsel for the National Association of
Broadcasters.

The mediation provision was sug-
gested by Time Warner, which is
embroiled in rancorous retransmission
negotiations with Disney over carriage
of the ABC station and the Disney
channel in Houston.

“Broadcasters won’t be happy unless
they have a rule that is entirely gutless,”
said Karen Watson, lobbyist for satel-
lite provider EchoStar Corp. DirecTV
has no comment. ]
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DHARMA & GREG
was #1 its first season in
Households, Men 18-49 & Men 25-54.



FINANGIAL
WRAP-UP

Week of Feb. 28 - March 3
WINNERS
i % change
Brit. Sky Best. .....

BROADCAST TV (3/05/99-3/03/00)

AT&T Corp. ........... $54.75....21.67 {

BROADCASTING & CABLE/BLOOMBERG STOCK INDEXES

CABLE TV (3/05/99-3/03/00)

RADIO (3/05/99-3/03/00)

News Corp. ........... $65.94......19.62
Hispanic Best......$100.44......16.45
Walt Disney Co.....

Close

Week ending 3/3

$36.00......16.13 High.....

LOSERS
33 %change

...(16.08)
Unaplix........... <okt $1.75....(15.15)
i -(1280) | Rign

...(11.60) Low
USA Networks.......$21.94......(8.36)

Week ending 3/3
Close ...

DOW JONES NASDAQ

Week ending 3/3

AAAAA 10367.20 Close ............4914.30 Close
AAAAA 10367.20 High ..............4914.30 High ............
..... 10128.30 Low..............4577.85 Low.........,.....

Week ending 3/3

A mess of clutter

Networks squeeze more ads in, report says

By Harry A. Jessell

o the dismay of those on the buy
T side of the advertising business—

and no doubt to viewers as well—
TV executives continue to squeeze
more and more commercials and pro-
mos into their programming, according
to the latest “clutter” report from the
American Association of Advertising
Agencies and the Association of
National Advertisers.

“It isn’t a pretty picture,” said Allen
Banks, executive vice president of
Saatchi & Saatchi, in his keynote ad-
dress last Thursday at the AAAA
Media Conference in Orlando, Fla.,
where the report was released.

The AAAA-ANA report is based on
the monitoring of TV shows during one
week last May and one last November.

For the first time, in November
1999, all four of the major broadcast
networks loaded their prime time
schedules with more than 16 minutes
of clutter each hour, according to the
report. The four-network average of
16:43 represents a 21.8% increase from
November 1991. ABC led the way with
16:57 minutes followed by NBC
(16:46), Fox (16:36) and CBS (16:32).

ABC also aired the four most-clut-
tered shows in November: Norm
(21:07); Sabrina the Teenage Witch
(20:07); Boy Meets World (19:51); and
Spin City (19:26).

In November, UPN and The WB
topped the four major networks with
17:40 and 17:26 minutes, respectively.

14 BROADCASTING & CABLE / MARCH 6, 2000

Fox Family remained the most clut-
tered cable network with 18:25 min-
utes. MTV placed with 17:19, replac-
ing E!, which was second in May with
the same total. Of the monitored cable
networks, Nickelodeon had the least
clutter: 12:39 minutes in May and
10:27 in November.

All times are per hours or “equiva-
lent” hours, in which half-hour shows
are doubled to facilitate comparisons.
Clutter also includes credits, public-
service announcements and what the
report terms “PSA-style promotion.”

Citing the findings, Banks com-
plained that a high level of clutter
diminishes the effectiveness of individ-
ual spots. But he acknowledged that
“not much progress” has been made in
stemming its growth.

Banks, however, said he was encour-
aged that Meredith's WGNX(TV) Atlanta
managed to boost viewership of its 6
p-m. and 11 p.m. newscasts by about
20% after it cut clutter in them by a
minute and a half. “Maybe |[viewers]
aren't all couch potatoes who will simply
take whatever the medium dishes out.”

Bob Wehling, who controls $1.2 bil-
lion in annual advertising for Procter &
Gamble, conceded that advertisers can-
not reduce clutter. The only way to do
that, he said, is to combat its effect is
with better commercials.

Former TVB President Ave Buten-
sky said it might be in television’s
long-term interest to reduce the clutter.
By increasing it, he said, “all you're
getting is a fast {ix.” ]

Ad buyer’s
guide to blurb
binging
Here are a few more stats from

the AAAA-ANA cluttered note-
book:

® In syndication, average clutter
rose from 17:47 minutes in
November 1998 to 18:11 in May
1999 and then dropped to 17:44
in November 1999. The top five
in November 1999: Hollywood
Squares (20:23); 3rd Rock From
the Sun (20:07); Jeopardy
(20:01); Jenny Jones (19:44);
and Entertainment Tonight
(19:42)

B Among the broadcast net-
works’ morning shows, top-rated
NBC'’s Today had the least clutter
in November (16:46), while sec-
ond-rated Good Morning Ameri-
ca at ABC had 18 minutes. CBS
This Morning presented 17:50
minutes.

B In the broadcast networks’
daytime schedule last November,
average clutter was 21:02 min-
utes. NBC had 22:09; CBS,
20:29; and ABC, 20:27.

® Clutter in broadcast network
news averaged 18:53 in Novem-
ber 1999, up 17.6% from 16:03
in November 1991.

B Clutter in local news was 16:35
minutes, just 11 seconds more
than it was in 1991.

—Harry A. Jessell
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In its second season, DHARMA & GREG
moved to the lead-off position and again ranked
#1 in Households, Men 18-49 & Men 25-54.
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In its third time period in three years,
now head-to-head with Will & Grace,
DHARMA & GREG is #1 across the board
in Households and all key demos...
with or without its Millionaire lead-in.

1. Source: NT), Explorer, 9/22/97-5/20/98, HH Rtg & Shr, Men 18-49, 25-54 Shares
2. Source: NTI, Explorer, 9/21/98-5/26/99, HH Rtg & Shr, Men 18-49, 25-54 Shares
3. Source: NTI, Explorer, w/ Millionaire = 9/20/99-1/9/00, w/o Millionaire = excludes 1 1/3-29/99 airings
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New WWF
TV brawl

Wrestling bidding war
gets raw in the extreme

By John M. Higgins

he World Wrestling Federation is
entertaining all sorts of possibili-

ties to move its gigantic hit
wrestling matches away from USA
Network, including proposals that tie a
broadcast and cable package together
plus ones that include carriage of a
start-up football league.

WWEF President Linda McMahon said
that a number of broadcast and cable net-
works are making proposals to grab TV
rights to its Raw Is War and other pro-
grams from USA Network, which has
carried the WWF for 17 years.

USA’s cable rights can be terminated
this September, as can UPN’s broadcast
rights to the WWF Simmackdown. Both
networks count on the wrestling matches
for their biggest ratings, although WWF
keeps the bulk of the shows’ ad revenues.

“We would want to maximize any
opportunity we had,” said McMahon
following the release of financial
results for the quarter ended January.

She acknowledged that media fiancées
Viacom and CBS are seeking a joint
broadcast/cable package, but added that a
number of other outlets have expressed
interest as well. The company might seek
to tie carriage of WWF’s planned XFL
start-up pro football league to the
wrestling rights, but she said she might
keep the two packages separate. McMa-
hon expects to cut a deal within 90 days,
in time for upfront ad sales negotiations.

The only network group McMahon
said was out of the picture: Turner
Broadcasting System Inc., owner of
World Championship Wrestling. ]

o~ ¢ ® Broadcast rights
tied to football?
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BEHIND THE SCENES, BEFORE THE FACT

NEW YORK

CBS eyes $2B in spinoffs
CBS’s Infinity Broadcasting will
walk away with about $2 billion
worth of radio stations that Clear
Channel Communications and
AMFM are spinning off, sources
say. The deal could be announced
as early as this week. It would
amount to nearly half the $4.5 bil-
lion worth of the 125 stations that
Clear Channel said it has to sell to
gain federal approval of its $23.5
billion merger with AMFM.

Sources say Mel Karmazin, who
is president of both CBS and Infin-
ity, is interested only in adding to
Infinity’s radio holdings in major
markets. Deals were said to be
made for stations in Houston and
Cleveland. Infinity reportedly left
other bidders for the stations
angry; one source said the compa-
ny wouldn’t settle for anything less
than it was asking for. However,
Clear Channel had to deal with a
huge, deep-pocketed group like
CBS in order to meet its goal of
selling all 125 stations. CBS offi-
cials declined comment; Clear
Channel officials could not be
reached.

Media mavens on move
There’s been quite a shuffle among
Wall Street’s media players in recent
days, aside from the departures of
Lazard Fréres’ media mavens Steve
Rattner and Peter Ezersky. Bear,
Stearns & Co. top media investment
banker Alan Mnuchin jumped ship to
join Lehman Bros. Mnuchin will co-
head media banking with Lehman’s
Jack Langer. Bear’s media junk-bond
analyst Orren Cohen jumped as well,
to Merrill Lynch after a two-year-
plus courtship. Merrill’s been without
a strong presence in that slot since
Les Levy went to Chase Manhattan
in 1998. Then Salomon Smith Bar-
ney moved two equity analysts out in
favor of Niraj Gupta, a well-regarded
broadcast analyst at its Schroder &
Co. Gupta will cover cable as well as
broadcast. Broadcast analyst Paul
Sweeny, who balked at taking so

much new territory, was snapped up
by CS First Boston. Ex-Salomon

cable analyst Spencer Grimes is set-
ting up shop on the investment side.

WASHINGTON
Hill grilling in offing?

The March 22 Senate reconfirma-
tion hearing for FCC Commissioner
Susan Ness may fall into the “be
careful what you wish for” category.
Ness has been awaiting a hearing
since President Clinton nominated
her for a second term in July. The
hearing is a breakthrough of sorts
for Ness because Senate Commerce
Committee Chairman John McCain
(R-Ariz.) has refused to act on the
nomination. But with McCain on
the campaign trail, Communications
Subcommittee Chairman Conrad
Burns (R-Mont.) is having his panel
2o ahead. Although the hearing will
give Ness a crucial next step,
sources said it’s unclear whether
Republicans are serious about bring-
ing her reappointment to a full com-
mittee vote. They may instead use
the opportunity to grill her about
agency merger reviews, low-power
radio, the FCC'’s failed effort to cre-
ate eligibility standards for religious
broadcasters seeking noncommer-
cial licenses. among other issues.

Digital report card

Look for the FCC this week to issue
its first biennial review of the transi-
tion to digital TV. The agency
pledged Feb. 4 to launch the congres-
sionally mandated proceeding within
30 days when it dismissed Sinclair
Broadcasting’s request to alter the
DTV modulation standard. As a con-
cession to Sinclair and its supporters,
the agency promised to ask whether
the current modulation standard, 8-
VSB, is acceptable. Sinclair argues
the standard is unacceptable for
indoor reception and wants to use the
European standard COFDM. The
review should be issued “any day
now,” said an agency spokesman.
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Judges accuse FCC of ‘making no sense’ in stripping broadcaster of Miami license

By Bill McConnell

rinity Broadcasting’s fight to
T keep its Miami TV license looks
a whole lot brighter, judging by
comments of federal judges last week.

A three-person panel gave a hostile
reception to FCC attorneys defending
the agency’s April 15 decision to strip
the religious broadcasters’ license for
WHTF(TV). Oral arguments in Trinity’s
appeal were heard Feb. 29.

Although appeals court judges often
play devil’s advocate, observers saw
more than the typical tough questioning
in the court’s examination of the FCC’s
argument. Led by vigorous questioning
by Harry T. Edwards, chief judge of the
federal appeals court in Washington,
the panel expressed serious doubts
about the FCC’s charge that Trinity
intentionally misled the commission in
the mid-1980s to evade the now-
defunct 12-station ownership limit.

At issue is whether Trinity created
National Minority TV Inc. as an illegal
front to take advantage of a program
that allowed broadcasters already at the
12-station cap to invest in two more
stations if the outlets were predomi-
nantly owned by minorities.

The FCC argued that Trinity was the
actual controlling force behind National
Minority TV because it supplied all the
programming, built the stations and paid
NMTV’s bills. But the judges showed
great sympathy to Trinity’s argument
that the FCC’s rules did not clearly spell
out what level of minority control—
beyond mere ownership—was required
to qualify for the program. “The rule
was confusing at best,” Edwards told
FCC attorney Joel Marcus.

“If we believe the rule is unclear,
don’t all of the commission’s arguments
collapse?” asked Judge David Tatel.

Even if the rules were unclear, Mar-
cus argued, Trinity should have known
its actions were in violation of any rea-
sonable interpretation. What’s more,
officials for the broadcasters knew
there was “something fishy” about
their relationship because they failed to
disclose the true nature of their connec-
tions to the FCC staff. Furthermore,
because the rules were new when Trin-
ity entered its relationship with NMTV,

prudence “cuts in the way of caution,”
rather than Trinity’s relatively lenient
interpretation of the rule, he said.

“You’re making no sense,” Edwards
countered.

Finally, Edwards charged the FCC
with misquoting the testimony of Trin-
ity’s regulatory attorney in an attempt
to show the organization knew its rela-
tionship with NMTYV violated the
FCC’s rules. “This is really outra-
geous,” he said.

Trinity, a religious broadcaster with
12 full-power and more than 300 low-
power stations, has extensive carriage

on cable systems around the country.
The FCC began investigating the orga-
nization’s relationship with NMTV
after Glendale Broadcasting challenged
Trinity’s fitness to renew the Miami
license—among others—arguing that it
misled the agency about its progress in
constructing stations in other markets.
Glendale and Maravilis Broadcasting
dropped challenges to the other licenses
in exchange for a $28 million settle-
ment from Trinity. A second settlement
of nearly $3 million called for civil
rights groups to drop their challenges to
two Trinity licenses. ]
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i_CraveTV suit settled

TV signal streamer agrees to stop Webcasting stations

By Paige Albiniak

last week shut down operations in

an out-of-court settlement with
U.S. entertainment companies, TV net-
works, sports leagues and Canadian
broadcasters.

In January, a federal district court in
Pennsylvania stopped iCraveTV from
streaming 17 local TV signals from the
Toronto market over the Internet after
copyright holders filed a suit alleging
iCraveTV was stealing their property.

“The resolution of this matter will
serve as a deterrent to anyone who seeks
to take that which they do not own,” said
Motion Picture Association of America
President Jack Valenti, who served as
spokesman for the broad coalition of
U.S. copyright holders opposing the
Web site. “We are anxious to distribute
our copyrighted programs online to con-
sumers and look forward to the develop-
ment of legitimate and secure distribu-
tion outlets on the Internet.”

Said iCraveTV.com President
William Craig, “We are pleased to have
amicably resolved our differences with
the U.S. and Canadian rights holders.
Given the virtually infinite resources of
those rights holders, a dotcom startup
like iCraveTV was simply unable to
continue with protracted multi-front

c anadian Webcaster iCraveTV.com
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Copyright holders in both the U.S. and
Canada accused iCraveTV of stealing
their property.

litigation.”

Indeed, Craig’s tiny company faced
multiple lawsuits from such heavy-
weights as Time Warner, 20th Century
Fox, Disney, The National Football
League and the National Basketball
Association.

But, while the big players are fight-
ing hard to control their content, the
day that movies and TV programs are
distributed over the Internet may come
sooner than anyone expects. That will
force lawmakers to take on the diffi-
cult issue of protecting copyrights on
the Internet.

Craig pledged last week to stop stream-
ing local TV signals but pointed out in a
statement that the settlement “specifically
recognizes that iCraveTV can again start
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retransmitting broadcast signals in Cana-
da once Canadian law is clarified.”
Currently, Canadian law says any
distributor can rebroadcast Canadian
TV signals without getting permis-
sion from TV stations and copyright
holders as long as the distributor
agrees to pay copyright fees into a
pool. However, no one has ever tested
the law to determine whether that

#Fn
T

Under U.S. copyright law, iCraveTV
has to get explicit permission from any
Canadian and U.S. broadcaster whose
signal it wants to stream. It also would
have to have technology in place that
allows market-by-market viewing of
local TV signals. For example,
iCraveTV would have to be sure that
only people who live in Toronto could
receive the signals of broadcasters in

- :ﬁ s B

working on such technology.

“[T|]he litigation has had the benefi-
cial effect of spurring the development
of our enhanced geographic screening
technology, which we believe will have
widespread applications in e-com-
merce,” Craig said. Until it was en-
Joined, iCraveTV was using an “honor
system” that allowed anyone to view
iCraveTV’s streamed signals and to

applies to the Internet.

Kennard: Speed TV
spectrum sale

FCC Chairman William
Kennard wants broadcast-
ers to quickly relinquish
channels 60-69 to speed
introduction of new wire-
less services. Last week,
he urged broadcasters to
negotiate deals with bid-
ders who win rights to the
spectrum this spring.
“This is prime spectrum
that can jump-start wire-
less competition to cable
modems and DSL,” he
told the Cellular Telecom-
munications Industry
Association. TV stations
will not be required to
give up the channels until
2006 and until 85% of the
households in their market
can receive DTV signals,
but the FCC will allow
broadcasters to vacate the
frequencies sooner if pri-
vate deals are worked out.
Commissioner Gloria
Tristani, however, said
ushering in new wireless
services too quickly may
diminish the availability of
free, over-the-air TV.

Senate to consider

nod for Ness

FCC Commissioner Susan
Ness will get a Senate
confirmation hearing
March 22 to consider her
renomination for a second

the Toronto market. iCraveTV says it is

WASHNETON WATGH

By Paige Aliniak and Bill McComnell

term. Commerce Commit-
tee Chairman John
McCain (R-Ariz.), whose
committee must clear the
nomination, said last year
he opposes appointing any
federal bureaucrat to a
second term. Although the
hearing has created specu-
lation that the committee
might agree to Ness in
exchange for another
Republican appointment,
McCain aide Mark Buse
said that “there’s no deal.
Senator [and presidential
candidate] McCain was
Jjust too busy last year to
hold a hearing.” Buse said
McCain last year prom-
ised a hearing to the com-
mittee’s ranking Democ-
rat, Senator Fritz Hollings
of South Carolina, and
McCain is “honoring his
commitment.”

FCC spells out
merger deadlines

The FCC’s merger-review
task force last week said
it plans to complete merg-
ers within six months,
while lawmakers threaten
to rein in the FCC’s
review authority.
Although the FCC rou-
tinely operates with inter-
nal deadlines for merger
reviews, this 18 the first
time the agency has
spelled out a standard
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intended for all large
mergers. After a public
notice is issued, com-
ments and petitions would
be due within 30 days and
replies 15 days later. If
deemed necessary, a pub-
lic forum on the deal
would be conducted with-
in 60 days after the public
notice. The FCC general-
ly would decide within 75
days after the notice
whether it had a complete
record. Applicants would
need to inform the com-
mission by day 110
whether major revisions
to the application would
be forthcoming. At such
notification, the FCC
would stop the deadline
clock until it received the
changes. If needed, a sec-
ond public hearing on the
revised plan would be
held by day 130, and the
FCC would issue a final
ruling on the deal within
50 days. Agency staffers
stressed that significant
changes to applications
are likely to result in
delays in reviews. Ken
Johnson, spokesman for
Rep. Billy Tauzin (R-La.),
criticized the FCC’s plan
as a “pre-emptive strike,”
designed to derail legisla-
tion aimed at weakening
the FCC’s merger-review
authority.

which copyright holders objected.

International
satellite bill on move

A House-Senate confer-
ence last week finished
work on a bill that would
require international satel-
lite organizations to priva-
tize. The Clinton adminis-
tration raised objections to
the legislation, saying it is
anti-consumer, threatens
national security and
could hinder government
access to international
satellite space. At press
time, the administration
had not seen a final ver-
ston of the bill and could
not say whether it would
veto the legislation. House
Commerce Committee
Chairman Tom Bliley (R-
Va.) complained that,
although the bill has been
in the works for two years,
the administration did not
weigh in with its concerns
until the night before the
conference committee was
due to meet. The adminis-
tration has not yet signed
off on the bill, but Rep.
John Dingell (D-Mich.),
the ranking member on the
House Commerce Com-
mittee, said last week that
changes in the legislation
created a much improved
product. The bill would
allow defense contractor
Lockheed Martin to buy
Comsat Corp., the U.S.
signatory to international
satellite consortium Intel-
sat. Television networks
and long-distance phone
companies buy time on
international satellites to
transmit video and tele-
phone traffic.
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The Ultimate
Vids Destination

Now, there's 1 place to go to reach millions of kids.
1 place to buy Disney's #1 properties in TV, Online, Radio, and Print.
1 innovative way to build your brand and extend your reach.

Introducing Disney Kids Network, 1 stop shopping for all your media needs.
It all adds up to 1 great way to buy. And it’s only from Disney.
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VOD:

IS it a business yet?




After

years of
promises
and near
video-on-
demand,
- the time
.nay be
right

% By John M. Higgins
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VIDEONETWORKS

The Only Integrated Networking and Storage Infrastructure

Finally, there’s a digital nerworking and storage infrastructure that delivers the flexibility to connect all the
leading distribution, production and media management technologies, via standard networks, to a scalable pool
of multi-format storage; the scalability to deliver more bandwidth in more formats to more channels and pro-
duction suites than cver before; the compatibility to integrate seamlessly with your current systems so you can
painlessly upgrade today, while equipping vour operation for the future; price/performance that sets a new
value standard for the industry; and the power to handle the complexity of your world, while streamlining your
operation. This unparalleled functionality, scalability and value makes the OMNEON VIDEO AREA NETWORK

the ideal networking and storage infrastructure for the digital television marketplace.
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and Adelphia Communications Corp.
hive been experimenting with VOD
systems for two years. Time Warner
Inc. executives are hot to roll out VOD,
launching service in its Honolulu sys-
tem two weeks ago. Insight Communi-
cations Inc. debuted VOD in a third
system just last week.

So how does an early zealot such as
Hendricks see VOD now? He says the
Jury is still out on whether VOD is actu-
ally a viable business for cable operators.
The technology of VOD is pretty clearly
proven, though there are still plenty of
bugs in the system. And it’s gotten much
cheaper over the past few years.

But, for all his dreams about trans-
forming television, the only immediate
revenue source is selling movies. And
operators deploying digital are already
seeing big kicks in their PPV movie busi-
ness by adding 30-50 digital channels of
movies, scheduling The Sixth Sense or
Eves Wide Shur to start every 15 or 30
minutes. That’s often enough for opera-
tors and rival DBS companies to call—
with a straight face—*“near” video-on-
demand.

For VOD to be worth deploying, oper-
ators have to see that the additional rev-
enuc kick will cover the costs and
headaches of the servers, modulators,
program and wicked systems-integration
effort the service requires. “NVOD still
performs pretty close to VOD,” Hen-
dricks says. “If you can get a movie deliv-
ered every 30 minutes, that’s not bad.”

Indeed, for all the hype from equip-
ment vendors and some programiners
since VOD re-emerged as a serious
proposition for cable, plenty of operators
say iU’s still an unproven business. Aside
from the cost, operators need to get
more-favorable terms from movie stu-
dios, getting movies the same day video
stores do, rather than waiting 60 to 90
days. And years of mediocre marketing
of conventional pay-per-view isn’t exact-
ly encouraging to Hollywood executives.

“We know the technology works,” said
Mike La Joie, Time Warner’s vice presi-
dent of corporate development. “If we hit
a certain level of buy rates, it’s a business.
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We want to see how people use it,
whether we’re going to get the right titles
from the studios. We need to go further
before I’d hang my hat on it as business.”

But some operators are convinced.
“There’s absolutely no question,” says
Insight Chairman Mike Willner, who
says he sees 75% better buy rates than
digital NVOD without any marketing.

Operators have other opportunities,
such as “subscription” VOD for cus-
tomers of Starz!, Home Box Office and
Showtime’s pay movie services or de-
livering longer commercials with com-
plicated sales pitches for automobile or
computer manufacturers. And, in
another old idea now translated as “e-
commerce,” imagine the first L.L. Bean
video catalog. Or a special QVC
“channel” that lets shoppers browse
only ceramic clowns without sitting
through the fake diamond jewelry

One of the more persuasive argu-
ments is using VOD to fight off compe-
tition. Though they’re trying to emulate
it, direct broadcast satellite operators
EchoStar Communications and
DirecTV can’t really offer full VOD.
“This is something the cable operators
have to do,” said Starz! Encore Media
Chairman John Sie. “They can’t be
complacent. Otherwise, the DBS guys
are going to eat their lunch.”

How big a business could VOD be?
Merrill Lynch & Co. media analyst Jes-
sica Reif Cohen, a VOD bull, sces
annual revenues of $4.6 billion to $6
billion by 2009. If operators are moder-
ately successful, selling an average 3.5
movies per VOD subscriber monthly at
$4 each, she sees $2.1 billion in sales
and $938 million in cash flow by 2002.

But that might not be as dramatic as it
sounds. In Cohen’s mid-case model, a
350% buy rate means just 3% of annual
revenue and cash flow. That would
bump operators’ expected 14.5% annu-
alized cash-flow growth just slightly, to
14.9%. At 10 times cash flow, the value
of a system worth $7,650 per subscriber
would edge up $380, or 5%.

However, the best news for VOD
proponents is the falling costs. VOD

VOD technology
providers

Who's ready for video-on-demand

Concurrent Computer

Atlanta-based computer firm Concurrent
is pushing hard for cable VOD. The com-
pany acquired Vivid for its VOD technolo-
gy last October. Its MediaHawk servers
are being tested in trials by Time Warn-
er's new Honolulu system and Comcast.
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Diva Systems

An early VOD specialist, Menlo Park,
Calif.-based Diva’s technology has fans,
but its initial business plan to demand
retail revenue splits from operators did
not go over well. New management is will-
ing to supply hardware and software pri-
marily, not programming. Insight is Diva’s
biggest booster among MSQOs so far.

Ncube

Owned by Oracle Corp. Chairman Larry
Ellison, Foster City, Calif.-based Ncube
bought ad-insertion vendor Skyconnect
in part for an entrée into cable operators’
VOD plans. Current VOD deployments
are primarily in systems overseas.

”~~

Seachange Technologies
Highly regarded for its digital-ad-insertion

success, Maynard, Mass.-based
Seachange is adapting the same servers
for VOD. Early support from network
equipment supplier Scientific-Atlanta
helped. The company is testing Time
Warner, Comcast and Cox cable systems,
deployed in several hotel VOD systems.

Unisys

An $8 billion computer builder, Unisys is
developing a host of interactive TV prod-
ucts. The Blue Bell, Pa.-based company
works primarily with Motorola's broad-
band unit. Its VOD server is ready for trial
this summer. —dJohn M. Higgins
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technology supplier Diva Systems Inc.
President David Zucker said that, when
Time Warner launched VOD in its
Orlando “system of the future” in early
1994, the equipment cost $4,000 to
$5,000 per VOD “stream” serving up to
10 customers (excluding digital set-top
box). That has fallen about 95%.

Digital set-top deployment is what
makes it work. When Diva launched its
OnSet service in a Lenfest Communi-
cations Delaware County, Pa., system
in 1998, each subscriber required a
separate $450 converter. That’s not
even counting any headend equipment.

However, with operators widely
upgrading for digital cable and deploy-
ing converters, the incremental cost
practically goes to zero. Yvette Gordon,
director of interactive technologies for
server vendor Seachange International,
noted that any digital system with high-
speed Internet service has already paid
for most of the upgrade for VOD. Once
the $400-per-basic-sub upgrade and the
$325 digital set-top boxes are in place,
the $20,000 in servers and modulation
equipment is relatively cheap. “For
another $80 in subscriber capital,” says
Gordon, “you can launch VOD.”

Currently, VOD systems are carry-
ing 200 to 400 titles, with recent hits
still driving most of the traffic. Adding
server capacity for more titles is rela-
tively easy. But a truly deep library
may be difficult to create, since VOD
may interfere with syndication rights to
broadcast and cable networks, accord-
ing to one studio executive.

So how good is the hit? Many opera-
tors average a 75% buy rate for movies
across their addressable base. That’s a
lot. But it’s worth noting that, 15 years
after old-fashioned addressability was
deployed, only 44% of cable homes can
order PPV movies. DirectTV, which
offers 50 channels of PPV, enough to be
NVOD, gets buy rates of 200% to 250%.

Everyone who has tried VOD reports
a lift. Paradoxically. the most popular
titles are kids movies and adult soft porn.
But that’s no surprise. The Lenfest sys-
tem, now part of Comcast, has seen buy
rates spike to 400%, then trickle back to
300% to 350%. Intertainer, another high-
speed Internet-based VOD provider, has
seen buy rates of 450% on a US West
digital subscriber line telephone system
with music videos being particularly
popular.

Insight’s Willner says buy rates on his
Rockford, 1lI., system went from 115%
to about 200% without promotion other
than the on-screen program guide.
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However, the biggest wall to break
through for successful movie sales is
Hollywood. Cable operators have
pleaded for years to get more-favorable
windows for PPV movies. Waiting so
long after video rental stores just to get
an exclusive window takes all the
steam out of cable PPV. Although PPV
movies generated about $700 million
in retail fees last year, video rentals
generated almost $10 billion in rev-
enues, while cassette sales generated
another $12 billion.

Of course, only a portion of that goes
to the studios. Rental stores generally
buy cassettes and rent them out over
and over. Even Blockbuster, which
shares revenues with studios, gives
them only about 20%, compared with
the 45% cable operators fork over.

“If cable demonstrates they can really
make this a business for us, we’ll do it,”
said a senior executive at one Hollywood
studio. “But nobody wants to be the first
in and fear Blockbuster’s wrath.”

Time Warner sources say that even
its own Warner Bros. studio isn’t yet
giving generous windows to Time
Warner Cable’s VOD launches.

Pay movie companies are heavily
flogging their own version of VOD:
subscription VOD. For an extra $6 to
$12 monthly, an HBO or Starz! sub-
scriber can see some portion of the
scheduled programming at any time in
a given month. Want to see last night’s
Analyze This or last week’s The Sopra-
nos? How about all of last season’s Sex
and the City? Punch it up.

“SVOD adds a huge revenue advan-
tage to VOD,” said Starz! Vice President
of SVOD Greg Deprez. “These guys are
costing out a very expensive program-
ming delivery system. This is more pro-
gramming for that system, creating a
month-to-month revenue stream.”

HBO started prepping the SVOD
concept for parent company Time
Warner’s Orlando system, but the pro-
gram was halted when the whole
Orlando operation proved too expen-
sive. Starz! has been promising an
SVOD trial in MediaOne Group’s
Atlanta system for months, but it prob-
ably won’t hit until spring.

Operators are noncommittal. AT&T
Broadband & Internet Services Execu-
tive Vice President of Marketing Doug
Sesserman, called SVOD an “intrigu-
ing concept to add value to premium
service.” But as to whether it will be a
major revenue source, he said the com-
pany—which is hesitating on VOD—is
still “studying it.” =

Video rental lost to VOD

(in billions)

Source: Merrill Lynch & Co.
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The Great White PPV

Broadway Television Network bringing the big stage to small screen

By Deborah D. McAdams

ore than 2.5 million people
M shelled out about $70 apiece to

see Smokey Joe’s Cafe during
its five-year run at Broadway’s Virginia
Theater. If at least one-tenth as many
people are willing to pay half that
much to see it in the comfort of their
own homes, a new pay-per-view fran-
chise could conceivably break even
from its inception.

It’s a long shot, but one that’s getting
better odds all the time. Broadway Tele-
vision Network, the latest niche entity
in pay-per-view television, will spend
an average of about $4 million each to
bring performances like Swmiokey Joe’s
to the small screen. With a one-night-
only performance at a projected PPV
fee of about $35 and the usual 50-50
split with distributors, Smokey Joe'’s
would have to bring in about 250,000
buys to break even as a pay-per-view
event. That’s more than twice the buys
even the most popular PPV concerts
generate. But Kay Koplovitz considers
concerts separate from and not quite
equal to Broadway productions.

Koplovitz is chair of BTN and
founder and former CEO of USA Net-
works. She is among the collective of
theater group and television veterans
who cooked up BTN late last year.
The shows on the Great White Way
will bring an entirely new audience to
pay-per-view television, Koplovitz
says. Revenue from licens-
ing the material for DVDs,
home videos, television,
cable and the Internet will
keep the venture breathing
while theater lovers come
to discover the joys of the
on-screen buy.

“We believe that we will
need to build the market-
place. Pay-per-view has
been primarily boxing,
wrestling and movies. On
the event side, education
needs to be put into play,”
says Koplovitz. “We have
clear objectives going in:
bringing the theater audience
to the pay-per-view screen.
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Broadway Television Networks’ founders (I-r): Kay
Koplovitz, chair; Susan Lee, senior vice president;
and Bruce Brandwen, CEO.

BTN hopes to
debut its
pay-per-view
service with

‘Smokey Joe'’s
Cafe’by the
end of June.

We’re doing a concerted marketing effort
with cable and satellite providers to bring
fresh dollars to the pay-per-view market.”

BTN’s timing is fortuitous. Pay-per-
view channels grow tenfold in homes
that upgrade to digital cable service.
And digital demand is so vigorous,
cable operators are scrambling to keep
up. AT&T alone has reported as many
as 100,000 sign-ups per month and
now has more than 1.8 million digital
subscribers. Both Cox and Comcast
report comparable subscriber demand.
Time Warner’s digital rollout is just
beginning, and Cablevision’s isn’t far

behind. With tenfold channel expan-
sion, pay-per-view providers are game
for just about any content they can lay
their hands on. iNDEMAND, the pay-
per-view distributor and emerging con-
tent developer, is pumping out every-
thing from concerts to battling robots
to possibly children’s programming
further down the line. Both BTN and
iINDEMAND confirm that they are
negotiating distribution terms for
BTN'’s shows.

As Koplovitz points out, the plus
side of bringing Broadway to pay-per-
view is the injection of new money.
About 80% of pay-per-view movie
sales traditionally occur in 20% to 30%
of addressable households, according
to Ed Bleier, president of Warner Bros.
domestic, pay-TV, cable and network
features.

Boxing and wrestling attract a simi-
lar ratio of repeat buyers, while music
events tend to bring in more new buy-
ers, according to John Rubey, president
of Spring Communications, a leading
pay-per-view concert promoter.

Lynn Elander agrees that the market
is ripe for new content. Elander is
director of product development for
Cox Communications, which ended
1999 with 265,000 digital subscribers.

“I think there’s room to address
niches, but you can’t do it arbitrarily,”
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she says. “If you look at the history of
pay-per-view, the things that do well
are those that have exclusive distribu-
tion, [like] heavyweight boxing match-
es...or big monthly wrestling events
you can’t get anywhere else.”

But events don’t have to be huge to
sell on pay-per-view, she notes. Cricket
matches are a long-standing tradition
on one Cox system in Fairfax County,
Va., formerly owned by Media Gener-
al. If there are people willing to pay to
watch cricket on television, why not
Broadway shows, she asks.

“Fifty million people can’t be
wrong,” she says, alluding to the
masses that flock to see Broadway
theater productions. “It’s not like
there’s no demonstrated demand for
the product.”

Pay-per-view Broadway events have
indeed been attempted before. Howev-
er, probiems with unions and content
rights undermined previous efforts. In
BTN’s case, long-term collective-bar-
gaining agreements were struck with
the major theater and television unions
before the company fully organized,
and theater owners themselves are in
the mix from the get-go. The Shubert

next five years.

Organization, The Nederlander Orga-
nization, Jujamcyn Theatres and SFX
Entertainment are all BTN investors.
Smokey Joe’s, Broadway’s longest-
running musical revue, written and
composed by Jerry Leiber and Mike
Stoller (Elvis’s “Hound Dog” and The
Searchers’ “Love Potion No. 9”), will
appear on pay-per-view sometime in
second quarter 2000, according to

A live performance of ‘Kiss Me Kate' is just ne of 12
musicals that BTN hopes to bring to pay-per-view over the

Broadway, at last

After years of failed attempts to make Broadway shows a pay-per-view
franchise, two new companies are reaching for the elusive plum. Both
involve a collaboration of former cable executives and longtime Broadway
producers. Michael Fuchs, former HBO chairman, and producers Robert
and Harry Nederlander have joined forces to create Broad-
way Tonight, a satellite/cable subscription service slated
for a fall 2001 launch. Exclusive, limited-run dramas
produced at the Nederlander Theater will fill the bill
of Broadway Tonight.
Unlike Broadway Television Network, which will
eventually offer only live fare, Broadway
Tonight will tape productions in a TV stu-
dio before the actual Broadway open-
ing of the show. Initially, the offering will
consist of a package of four productions
a year, pre-sold to cable and satellite
customers for a total of $79.95. All pro-
ductions will run on pay-per-view after
they close on Broadway. Like BTN,
Broadway Television will rely on revenue
from broadcast and video rights in addi-
tion to PPV.

The Nederlanders are also
investors in BTN. Fuchs is a pri-
mary investor in Broadway Digital
Entertainment, a company involved

in the digital restoration of Broadway
plays previously recorded for various
PBS stations. —Deborah McAdams

8 Former HBO
Chairman Michael
Fuchs is teaming

up with the
Nederlanders to
launch Broadway

Tonight.
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Koplovitz. Twelve
productions are
planned over the next
five years, primarily
musicals. All produc-
tions will eventually
be live and presented
in the BTN frame-
work of Live From
Broadway: One Night
Only. The first shows
—Smokey Joe’s fol-
lowed by Putting It
Together, a Sondheim
revue starring Carol
Burnett—are being
taped while BTN gets
its satellite transmis-
sion and distribution
structure in place.
Sparing no production expense, BTN is
shooting everything in high definition,
1080i format with 5.1 surround sound
in anticipation of an HDTV audience
and to be able to transmit high-quality
material via closed circuit to theaters
around the country.

“Pay-per-view used to be considered
by many the backwater of the indus-
try,” observes Koplovitz, the driving
force behind America’s No. | cable
network—USA Network—and there-
fore a highly respected media voice.
“They’ve tried a lot of products that
didn’t work. Now’s a different time.
People are used to paying for what they
want. The consumer attitude is differ-
ent. Accessibility is different. There are
65 million pay-cable homes around the
world. I think there’s a sufficient base
in the market.” ]

Although BTN
plans to present
only live
performances, the
first few musicals,
like Sondheim
revue ‘Putting It
Together’ starring
Carol Burnett,
were taped, = .~
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Becoming iNDEMAND

Former PPV distributor prepares to deliver video-on-demand

By Deborah D. McAdams

eyond the many changes taking
B place at pay-per-view provider

iINDEMAND is the company’s
ultimate objective: to prepare for video-
on-demand. So far, the company has
launched a comprehensive air and
ground attack that includes a massive
consumer marketing campaign to brand
pay-per-view, and eventually VOD, like
a network channel.

In the air, iNDEMAND plans to
deliver VOD content, via satellite, this
summer, says Mindy Herman, iNDE-
MAND’s president and CEO until the
end of the month, when she becomes
president of E! Entertainment Televi-
sion.

The moves are aggressive. Just a year
ago, INDEMAND was Viewer’s
Choice, content distributor for the three
or four pay-per-view channels on most
cable systems. Relaunched as iNDE-
MAND on Jan. 1, the company is in the
midst of repositioning, as both a content
creator and a distributor for up to 32
channels in several MSOs. The next
step, which began in February, was the
consumer marketing blitz to brand the
name of iNDEMAND to pay-per-view
movies, events and sports packages.
After that, the goal is to get more people
to use the “buy” command on their dig-
ital remote control, because those who
buy once are much more likely to do it
again. The success of video-on-demand
depends on subscribers’ being in the
habit of buying pay-per-view television.

“What we try to do, within the first 45
to 60 days, is to get people to order their
first pay-per-view movies,” says Her-
man. “We found, once someone orders,
the convenience of ordering keeps them
in the tent, and they continue to order.”

Herman and her team had to move
quickly to affect consumer behavior.
Digital service exploded in 1999, along
with pay-per-view channel capacity. In
one year, digital cable delivery grew
from a single major MSO with fewer
than a million subscribers to more than
3 million across at least a half dozen
major operations. Video-on-demand is
no longer the laughable experiment it
was just a few years ago, when Time
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Warner made an ill-fated effort in Flori-
da. Time Warner is successfully deliver-
ing movies and pizzas on the big island
of Hawaii, and nobody’s laughing now.

Because each MSO is determining
its own VOD delivery technology,
INDEMAND has to be “platform-
agnostic,” Herman says. “We need to
make sure from a content, operations
and delivery standpoint that the prod-
uct can [work] regardless of the tech-
nology solution,” be it Diva, Sea-
Change or some other vendor, she ex-
plains. “We’re 95% of the way there.”

In her tenure at INDEMAND, Her-
man has not always been so easy to
reach. Constantly in meetings, working
with studio executives for pay-per-view
movie rights, lobbying affiliates to adopt
the INDEMAND identity and conferring
with iINDEMAND’s owners—Cox
Communications, Comcast,
AT&T, Time Warner and Media-
One—she leaves a daunting
schedule for her successor.
Together, the MSO owners
serve more than 42 million of 4
the country’s 79 million cable {
households. Add in strategic part- &
nerships with Adelphia and Char-
ter Communications, and iNDE-
MAND has access to 50 million
cable homes. All are rolling out
digital service, increasing their
pay-per-view channel capac-
ity and plotting their
video-on-demand deliv-
ery strategy. Herman’s
job has been to
ensure that the prod-
ucts for VOD will
be available and
that people buy
them, That’s no
simple task with 120
channels of free stuff
out there, and multi-
ple-channel movieplexes
to boot.

“It’s hard enough to get
people to watch things
these days,” she notes.
“We have a dual pur-
pose: to get people to
watch these things
and pay for them.”

In terms of content, INDEMAND is
opening up the spigot by going after out-
of-market professional and college
sports packages, developing original
productions and eyeing Broadway
shows (via the Broadway Television
Network and Broadway Tonight).
They’ve also been considering regional
programming and looking at Sony’s
Soap City and possibly children’s shows
for its daytime hours. Other possibilities
include a special event based on Blind
Date, a popular teen game show, and
brand extensions, like Jerry Springer’s
Too Hot for TV.

“The heart of our business in every
category 1 to program things people are
really passionate
about,” Herman

says. But after
little more than a
year, Mindy
Herman is re-
linquishing
her role at

The stock-in-trade
of iNDEMAND’s
PPV service and
content for VOD
are recent
theatrical releases,
such as ‘The Best
Man,’ just one of
the movies

available on
various expanded
digital systems.
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INDEMAND to
run E! Entertain-
ment Television, a
cable network
controlled by
Comcast.

Herman wasn’t
looking to leave
iNDEMAND but
jumped at the op-
portunity to run
E! when Comcast
President Brian
Roberts offered
her the job. Since
Comcast was part
of the group that
owns iNDEMAND, all parties were
privy to her possible departure, says Fred
Dressler, senior vice president of pro-
gramming at Time Wamner Cable and a
member of the INDEMAND board for
12 years.

“Look at what she did in one year,”
Dressler notes. “They’re following the
board’s directive and goals. She got
them on the right track. We’ll look for
someone to continue those policies.”

The board is considering several
people within the company to
replace Herman, says Dressler,
although he wasn’t sure when a
replacement would be named.

“The board is very active in the
company,” he said. “The ship isn’t
rudderless.”

After Herman joined iNDE-
MAND (then Viewer’s Choice) in || |
January 1999, she assembled a team
of seasoned cable executives who
renamed the company, snagged cru- |
cial pay-per-view sports packages,
developed original content and |
launched the unprecedented con-
sumer awareness campaign.

Gavin Harvey has been senior
vice president of marketing and
brand director for INDEMAND |
since June of last year. Like Her- *
man, he is a former alum of the FX .
branding and marketing team. He is
pumped about branding pay-per-
View.

“Here’s the challenge,” he says:
“Taking more than 1,700 cable
affiliates across five of our own-
ers and several other major
MSOs and creating a brand
that’s going to work across
all of them, and across
analog, digital and VOD.”

Harvey is petitioning
affiliates to convert from
system-related brands such

Senior VP Gavin
Harvey is handling
the branding
campaign involving
more than 1,700
cable affiliates.

h, ;
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as Time Warner
Home Theater
and Century Se-
lect to iNDE-
MAND, so pay-
per-view is per-
ceived not as an
unbranded cate-
gory but as a net-
work, Harvey
says.

“There are a lot
of issues here.
Some systems are
being converted
and swapped,”
Harvey  says.
“This is like trying to get the United
States and Europe to adopt the euro.”

“I've logged over 60,000 miles in
under seven months” visiting affiliates,
he says, adding that five new regional
affiliate marketing managers are cur-
rently being trained.

For those affiliates that have adopted
the INDEMAND moniker for pay-per-
view channels, Harvey is asking for
700 to 1,000 spots a month for a con-
sumer campaign tagged “You Rule.”

Mark Sonnenberg,
VP of entertainment
grogramming,
arranged The
Artist’s New Year’s
Eve PPV concert.

iINDEMAND scored a coup when it got this summer’s
surprise hit ‘American Pie’ on PPV before the release
went te home video.
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The slogan is in
the vein of
“every movie
ever made in
every language,
any time,” which
iNDEMAND is
supporting with
print and radio
advertising.
“This year, the
big priorities are
to execute the
brand and make

Former HBO pay-
per-view GM Dan
York develops event

programming, . i
including the it work for affili-
Trinidad fight. ates,” he says.

“It’s only effec-
tive if it’s marketed to the consumers.”
Once consumers bite, Mark Sonnen-
berg, executive vice president of enter-
tainment at INDEMAND, is in charge of
making sure they have something to
chew. Another veteran of News Corp.,
Sonnenberg was executive vice president
of Fox Channels Group when he left for
iINDEMAND last September. He’s in
charge of greatly expanding iNDE-
MAND?’s range of content. Within three
months, he was able to arrange iNDE-
MAND’s first exclusive concert
by The Artist (formerly known as
Prince) on New Year’s Eve, which
was also tied to INDEMAND’s
official relaunch. Typically, such
an event would take months more
lead time.

The Artist concert retailed for
$19.95 and did approximately
100,000 buys—a respectable num-
ber for a concert. The concert also
brought peripheral benefits for
iINDEMAND in the form of pub-
licity, with The Artist doing a rare
navigation of the talk show circuit.

On the other end of the enter-
tainment spectrum, Sonnenberg
brought in Battlebots, a bunch of
remote-controlled ax-, buzzsaw-
and sword-bearing robots pitted
in one-on-one or free-for-all bat-
tles in a caged ring spiked with
booby traps. The BattleBots
World Championship: BOT
BOWL [ on Jan. 29 did 25,000 to
35,000 buys—not very impres-
sive but not unexpected.

“We know we're starting a fran-
chise,” Sonnenberg says, “We're
committed to doing a number
of these events. We went out
there trying to create some-

thing. We’re looking long-
range.”
Sonnenberg’s major
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score on the movie side was getting
American Pie in a pay-per-view window
before it went to home video. Typically,
movies appear on home video 50 to 60
days before going to pay-per-view.
American Pie, about the awkward and
. sometimes ridiculous adolescent male
sexual awakening, premiered on pay-
per-view Feb. 2.

“That hasn’t been anywhere else but
the theater,” Sonnenberg says.

Movies currently dominate pay-per-
view capacity. Cox, for example, dedi-

Bot Bow!'T"was a moderate success,
~with 25,000 to 35,000 buys.

cates 30 of its 34 pay-per-view channels
to movies so a title can be started every

Enter a new world
of clearly superior Internet video.

HY STREAM WHEN YOU CAN BURST?

urstware; from burst.com, provides

xceptional quality video and audio over IP
etworks. I you're ready for something
better than jittery, postage stamp-size
video, visit us at www.burst.com for a free
\ trial. Finally, network video that’s crisp,

clear, and reliable. How refreshing.

\ =burstware

WWW,BURST.COM

. rmﬁlen or cancelld wilout norice.for uther information and detait.yisit wew burstcom. Burstiare® is @ registered trademark ol
Rsume Streel, San Francisco, CA S4111 Phone: -488-642 8778 Email Sales@bust.com
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half hour. This near-VOD model has
tripled Cox’s movie buy rates in some
systems, according to Lynn Elander,
director of product development at Cox.

“On any given night, there are four
titles starting every 30 minutes,” she
says. “If you look at a typical analog
system, with one or two or three or
even four or five channels, you’re lucky
if you get to see one title every hour.”

Movies will continue to be the pri-
mary content of pay-per-view and prob-
ably 70% to 80% of the VOD model,
according to Herman. That final 20% to
30% is the tough part, she says, espe-
cially given that, aside from movies,
pay-per-view is primarily boxing and
wrestling, with a little music thrown in.
The challenge of filling that remaining
percentage will be compounded when
VOD becomes ubiquitous because 30
channels won’t be needed for staggered
start times. Herman estimates sporting
events will eventually take up about 20
pay-per-view channels.

Sports events at INDEMAND are the
bailiwick of Dan York, senior vice pres-
ident of programming, development and
event acquisition. Formerly vice presi-
dent and general manager of HBO’s
pay-per-view franchise, Time Warner
Sports/TVKO, York came to iNDE-
MAND in November 1999. He’s in
charge of developing events for iNDE-
MAND, as well as continuing the tried-
and-true categories such as boxing.

A veteran of fight deals at TVKO,
York closed a deal for the April 29 bout
pitting heavyweight champion Lennox
Lewis against Michael Grant for the
undisputed title. He was stymied in his
bid for the upcoming Lou Savarese-Mike
Tyson bout when event producer Show-
time pulled out of negotiations, deciding
instead to run the show on its own pay-
television channel. However, another
fight produced by Showtime, the March
3 Felix Trinidad-David Reid bout, did
reach the INDEMAND arena.

For pay-per-view, fights remain the
economic juggernaut, bringing in more
revenue than any other event category.
But, with much of that revenue generat-
ed by Mike Tyson, whose popularity has
faded dramatically, York agrees that
events have to be expand beyond boxing.

“It’s only logical that INDEMAND
increase its level of self-reliance in
order to avoid the volatility of event
categories such as boxing and
wrestling,” he says. “Each event has to
be a success for everyone involved —
the supplier, the MSO and the iNDE-
MAND network.” ]
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SUCCESS BREEDS SUCCESS

JOHN HUSTON I ANGELICL HUSTON

THAT’S THE IDEA BEHIND THE BIOGRAPHY CHANNEL"
Featuring Biography; movies and documentaries, The Biography Channel is the next generation from
A&E Television Networks. And it's already cable operators' number one choice to add to their lineups

in year 2000.* Popularity must be genetic.

The Biography Channel. The Next Generation from A&E Television Networks.
To launch The Biography Channel, call Randy McKey at (212) 210-9021.

*1999 Beta Research, Cable Opera®r Study on Channet Camage. % Very/Fairly Interested in carrying Channel amang top-ranked emerging networks
5 2000 ALE Television Networks. All nghis reserved BIOGRAPHY® is a rademark of ABIZ Television Networks.

CHANNEL




Top pay-per-view events
BY CATEGORY (1990-1999)
BOXING
4
1 SET Tyson vs. Holytield I 6/97 1,990,000 subs
2 SET Tyson vs. Holyfield 11/96 1,600,000 subs 1
3 SET Tyson vs. McNeeley 8/95 1,580,000 subs
4 SET Tyson vs. Bruno 3/96 1,400,000 subs
5 TVKO Holyfield vs. Foreman 4/91 1,360,000 subs
WRESTLING
1 Titan Sports WWF Wrestlemania XV 3/99 850,000 subs &
2 Titan Sports WWF Wrestlemania VII 9/91 760,000 subs ]
3 Titan Sports WWF Wrestlemania VI 4/90 680,000 subs
4  Turner Home Ent WCW Slamboree 5/95 670,000 subs
5 Titan Sports WWF Summerslam 8/90 640,000 subs
1 MUSIC
1 Semaphore New Kids ...1 3/90 260,000 subs
2 Viewer's Choice The Judds’ Farewell Tour  12/91 230,000 subs
3 PolyGram Woodstock '94 8/94 200,000 subs
4 SET Backstreet Boys In Cancert  2/99 160,000 subs
5 SET New Kids ...2 12/90 150,000 subs

RING SPORTS

1 Semaphore Ultimate Fighting V 4/95 240,000 subs

2  Semaphore Ultimate Fighting IV 12/94 190,000 subs

3 Semaphore Ultimate Fighting VI 9/95 190,000 subs

4  Semaphore Ultimate Fighting VIl 2/96 160,000 subs

5 Semaphore Ultimate Fighting VI 7/95 150,000 subs
OTHER

1 Main Events H. Stern’s New Year’s Eve 12/93 350,000 subs

2 Team Services COPA America Soccer 6/93 220,000 subs

3  Fox Sports COPA America Saccer 6/97 200,000 subs

v 4 Closed Circuit  Colombia vs. Germany 5/98 200,000 subs

Howard Starrvs Hew Year's Eve 5 Reiss Media COPA America Soccer 7/95 180,000 subs

Source: Showtime Event Television (SET) estimates
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The #1 place
your subscribers
want to be.

¥
History Channel International tops the list of most desired new networks.*

The Berlin Wall. A few thousand people. And a few hundred sledge hammess. We all

ISTORY CHANNEL

know the story. But do we know how it felt to be a Berliner at that moment? More
L and more, Americans want to know. So give your subscribers the fresh perspective. INTERNATIONAL.
i Call Randy McKey at (212)-210-9021 to launch History Channel International. ‘ URE VeRLE BEFaRE U

*11/99 Beta Research Subscriber Stucy, interest in Midsize/Emerging Networks. Percent rating interest 4/5 among
‘ persons likely to get digita’ tier. Ranking. among ad-supported emerging networks.

2000 A&E Telovisi Networks. Al -ights reserved. History Channei® and History Charnel intemational”™ are trademarks of AE television netwcrks.




E! demands Herman

President of INDEMAND heads to entertainment network

By Deborah D. McAdams

indy Herman hopes she can
M bring more style to cable. As in

Style, the fledgling sister net-
work to E! And as the new president of
E! Networks, to which she was ap-
pointed last week, Herman says getting
more Style distribution is a “higher pri-
ority, because it’s just getting revved
up. It’s in about 6 million homes. We
want to see it in at least 10 million
homes.”

That’s not to say E! with its 60 mil-
lion households will be ignored. E!
rules the niche of entertainment story-
telling, Herman says, “and we’ll com-
bine that with some opportunities to
grow nationally, internationally and on
the Internet...and with the Internet
changing daily, we'll need to be aggres-
sive about being a category leader.”

Herman takes the reins of E! at the end
of March, just over a year into her gig as
president of iNDEMAND, the pay-per-
view provider owned by five MSOs
including Comcast. Comcast is also the
controlling partner of E! Networks.

Herman said Comcast President
Brian Roberts tapped her for the job,
“and when Brian Roberts calls you for
an opportunity like this, you have to
pinch yourself.”
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The E!s have been without a presi-
dent since last August when Fran Shea
left. Shea filled the role temporarily
after Lee Masters’ departure the previ-
ous February.

Herman brings a decade of diverse
cable experience to the role. She left
corporate law in 1990 to join News
Corp., where she managed distribution
of movies to pay-per-view and pay-tel-
evision outlets, negotiated sports rights
and helped launch FX, Fox’s first cable
venture. She left the Foxes briefly to
work on Bell Atlantic’s ill-fated digital
television effort, then returned to do
international business expansion. At
iNDEMAND, Herman brought togeth-
er a team of executives who are now
repositioning the company from a pay-
per-view distributor to a content-creat-
ing, branded network entity.

In launching FX and relaunching
iNDEMAND from its former identity
of Viewer’s Choice, Herman says she
“knows what it takes to launch a net-
work.” She’ll be making the same
rounds to get Style on the wire, be it
analog or digital.

“I want to get homes. Eyeballs are
eyeballs,” she said. “What’s most rele-
vant at the end of the day is bringing
programming that viewers are impas-
sioned about.” ]

Lazard TV
bankers split

Rattner, Ezersky forming
what is expected to be a
$1B media fund

By John M. Higgins

edia investment banking
M heavyweight Steve Rattner’s

rise in power at investment
banker Lazard Fréres & Co. ended with
the deputy chairman splitting off with
three other executives to launch a
major media investment fund.

Lazard Deputy Chairman Rattner
and the firm’s top media investment
banker, Peter Ezersky, have teamed to
form Quadrangle Group, a private
equity fund that will invest in media
and telecom companies. The firm
already has commitments from
investors for $250 million, but indsutry
executives familiar with Rattner’s
plans say the group is aiming to raise
$1 billion.

If so, that would make Quadrangle
one of the largest media and telecom-
specific funds and create a powerful
player on the deal scene.

Joining Rattner and Ezersky are
Joshua Steiner, one of Ezersky’s
bankers, and David Tanner, who ran a
$160 million private equity fund affili-
ated with Lazard.

Rattner, a former New York Times
reporter, had established himself in the
1980s and early 90s as one of the most
pivotal media takeover advisers, coun-
seling players like Bertelsman, Ameri-
ca Online, Comcast and Continental
Cablevision. As a banker, Rattner
peaked as top adviser to Paramount
Communications Inc. in the multibil-
lion dollar bidding war between Via-
com Inc. and QVC Inc.

Rattner has grown in power at the
banking firm, but Lazard’s role in
media deals has lessened. In 1996, Rat-
tner rose to become the top executive
of Lazard’s U.S. operation, which is
one of three investment banks under
the same ownership. In the latest power
struggle at Lazard, the New York, Lon-
don, and Paris affiliates are merging
into. That squeezed Rattner out of the
top slot and prompted his departure. m
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S-A boosts digital

production

With operators complain-
ing they can’t get enough
digital cable set-top con-
verters, Scientific-Atlanta
last week said it will
increase production 25%
more than expected. It is
retooling its converter
assembly plant in Juarez,
Mexico, to pump out units
at the rate of 1 million per
quarter starting July 1.

HOOKED [UP

/ By Jotin M. Higgins

The plant currently ships
about 600,000 units per
quarter, but S-A previous-
ly said it would bump that
up to 800,000 units. S-A
has a backlog of orders for
1.2 million units.

Wascally wabbit

bwought to you by...

Cartoon Network will take
sole control of Looney
Tunes’ toons this fall, and
every Bugs Bunny cartoon

ever made will be run dur-
ing the network's annual
“June Bugs” marathon
slated for, uh, June 2001,
Doc. The Bugs blitz is an
ideal sponsorship opportu-
nity, Joe Uva, head of
sales for the Turner Enter-
tainment Networks, told
advertisers at Cartoon’s
upfront last week. Car-
toon, and later the other
Turner entertainment nets,
will seek more sponsor-

CABLE

ships rather than relying
primarily on traditional
30-second spots, he said.

ESPN adds avails

ESPN added two local 30-
second avails to Sports-
Center as of March 1, a
50% increase. The
increase brings local ad
avails to 3 minutes on the
hour-long cablecasts, or
about 6,400 new 30-sec-
ond spots per year. The
additional avails are
expected to generate 10
cents to 12 cents per sub-
scriber per month in incre-
mental revenue, or as
much as $100 million for
affiliates over the next
year.

Sweeps swept cable

Cable’s biggest come up cold in February ratings period

By Deborah D. McAdams

atings at 18 of the 20 largest
R basic cable networks were down

or flat for sweeps month, accord-
ing to Nielsen Media Research data.
Collectively, basic cable networks
squeaked out a 1% ratings increase in
February 2000 over last year.

Apparently, everyone wants to be a
millionaire.

“There are a couple of things going
on,” said Steve Sternberg, media research
analyst at TN Media. “Millionaire on
ABC is airing several nights a week,
increasing overall usage for the hours
that it’s on, and taking away from cable.

“The other thing is, the networks
have more dramas than last year, when
they had more comedies. Having
comedies opposite one another drove
people to cable” because they’re not
serialized like dramas, he said. “When
you have dramas up against one anoth-
er, they keep more people coming
back, week after week.”

Throw in a new night of wrestling on
UPN, the Grammys and the absence of
a good scandal to fill up the cable news
networks, and you have an exodus.

The numbers were enough to make
CBS President Les Moonves crow. “This

has been a victory for everybody in net-
work television,” he said. “The Big Four
networks have stemmed the erosion.”
Actually, only ABC posted a ratings
gain for the period, up 23% from last
year. CBS fell 6%; NBC dropped 11%;

and Fox fell 10%.

Among the bigges: losers for the
month were the two Turner powerbous-
es TNT and TBS, which fell 29% and
19%, respectively. Soft ratings on
National Basketball Association games
and Turner’s World Championship
Wrestling dragged down both networks.

Basketball ratings fell 53% on TBS
and 61% on TNT, while the WCW
dropped 34% on TBS and 38% on
TNT. ]

’
Cable’s February scorecard
Below are the Nielsen ratings of basic cabke’s top 10 gainers and
top 10 losers, compared yea- to year.
Feb. '00

Network

% change F2b. '99

| TV Land -10% 09 1.0.
Nick -11% 1.7 1.9

| CNN -11% 0.8 0.9
Fox Fam -13% 0.7 0.8

] Fox News -17% 0.5 0.6
TBS -19% 1.7 2.1
TNN -22% 0 7 0.9
TNT -29%

|CNBC
CNBC -43%
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CABLE

Small deal,

Broadcom’s Digital Furnace

By John M. Higgins

acking away from a plan to sell
B hardware itself, cable modem
software company Digital Fur-
nace Corp. scored a huge gain by
agreeing last week to sell out to modem
chipmaker Broadcom Corp.

Most important to cable executives,
the deal will make widely available
Digital Furnace’s Propane software,
which promises to triple the capacity of
cable’s data networks and, thus, reduce
the clogs that occur when too many
users surf at the same time. Since

>
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big score
buy could speed Web traffic

Broadcom chips are used in about 95%
of the cable modems deployed so far,
the software will be available to the
majority of cable operators.

To Digital Furnace executives and
backers, however, the deal is a dramatic
financial score. Although the $136 mil-
lion stock swap is not massive, it’s 22
times the amount of cash Digital Fur-
nace’s backers put up. The company
started 18 months ago with just $6 mil-
lion in start-up cash from three venture-
capital firms: Atlanta-based Noro-Mose-
ley Partners and Alliance Technology
Ventures and Dallas-based Sevin Rosen.

CABLE'S TOP 25
PEOPLE'S GHOIGE

In a lackluster ratings week, the
NASCAR/Dura Lube/Big Kmart 400 race
rushed to a combined 5.2 rating/11.9 share
last week.

Following are the top 25 basic cable programs for the week of Feb. 21-27, ranked by rating. Cable
rating is coverage area rating within each basic cable network's universe; U.S. rating is of 100.8 mil-
lion TV households. Sources: Nielsen Media Research, Turner Entertainment.

Rank Program Network
1 WWF Entertainment USA
2 WWEF Entertainment USA
3 NASCAR/Dura Lube/Big Kmart 400 TNN
4 Movie: ‘With a Vengeance’ LIF
5 WWF Sunday Night Heat USA
5 WCW Monday Nitro Live! TNT
7 Rugrats NICK
7 Rugrats NICK
7 Rugrats NICK
7 Rocket Power NICK
7 Movie: ‘False Arrest, Part 2° LIF
12 Rugrats NICK
12 Wild Thornberrys NICK
12 Wild Thornberrys NICK
12 Rugrats NICK
12 Wild Thornberrys NICK
17 Snick House 1 NICK
18 Rocket Power NICK
18 Hey Arnold NICK
18 Rugrats NICK
18 Wild Thornberrys NICK
18 Rugrats NICK
18 Rugrats NICK
24 Rocket Power NICK
24 Movie: ‘First Daughter’ TBS
24 Wild Thornberrys NICK
24 Rugrats NICK
24 Wild Thornberrys NICK
24 Snick House 1 NICK
24 Movie: ‘The Wrong Woman' LIF
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Rating HHs  Cable
Day Time Duration Cable U.S. (000) Share
Mon 10:00P 66 6.1 4.7 4714 9.7
Mon 9:00P 60 56 44 4351 8.0
Sun 12:30P 240 52 39 3915 119
Sun 4:.00P 120 35 26 2611 7.2
Sun 7:.00P 60 32 25 2494 52
Mon 8:00P 60 32 25 2442 47
Mon 7:00P 30 31 24 2395 52
Fri 7:30P 30 31 24 2390 5.6
Thu 7:30P 30 3.1 24 2378 541
Mon 7:30P 30 31 24 2353 438
Sat 6:00P 120 31 23 2326 6.2
Tue 7:30P 30 3.0 23 2334 49
Fri 800P 30 3.0 23 2331 52
Tue 800P 30 3.0 23 2304 45
Sat 930A 30 30 23 2295 9.3
Mon 8O00P 30 30 23 2277 44
Sat 800P 30 29 23 2258 54
Mon 830P 30 28 22 2181 441
Thu 7:00P 30 28 22 2149 49
Sat 7:30P 30 28 21 2124 53
Sat 430P 30 28 21 2122 64
Sun 9:30A 30 28 21 2117 841
Wed 7:30P 30 28 21 2109 45
Frii 830P 30 27 21 2096 45
Sun 558P 122 27 21 2088 48
Thu 8&O00P 30 27 21 2070 41
Sun 9:00A 30 27 21 2057 8.1
Sat 4.00P 30 27 21 2043 64
Sun 4:00P 30 27 21 2038 57
Sat 8:00P 120 27 21 2035 47

The up side

Broadcom Common
Stock Price

200

(stock price)

3/5/99 2/25/00
A Dollars

Broadcom has had a nice ride on
the stock market. Here’s its weekly
stock price from March 5, 1999,
through Feb. 25, 2000.

Digital Furnace founder and CEO
John Lappington said the deal is better
for everyone than if the company had
gone ahead to market its own hard-
ware. “l am comfortable that I could
develop the product,” said Lappington,
a former executive at Scientific-Atlanta
Inc.’s satellite systems unit. “I am also
confident that it is better for us to pro-
vide it to the cable industry widely.”

For Broadcom, buying Digital Fur-
nace will let the company distinguish its
chipset from that of rivals. Everyone has
to meet the DOCSIS cable industry data
standard. That threatens to make cable
modems and their components a boring
commodity item. Digital Furnace’s
product, however, won’t be available to
the Broadcom rivals that are popping up.

Propane focuses on the return path
from the home back to a cable system’s
Internet servers. Most Internet traffic is
downstream. Downloading a fat graph-
ics and sound-filled Web page requires
sending just a click of a mouse.

Still, the slice of a cable system’s spec-
trum that is suitable for the return path is
Jjust 20 MHz of a 750-MHz system, and
even that portion quickly becomes unsta-
ble. And uploading files like MP3s.

Lappington said the return path starts
clogging up with as few as 20 users in a
neighborhood using the system. As the
rollout of cable modems intensifies,
without the kind of help Propane touts,
that could mean some major slowdowns.

Propane, which can be downloaded
into a Broadcom-based cable modem,
tries to manage the network better and
reduce latency, the delay between the
time a signal is sent out by a PC user and
when it is received by the network. m
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..we've never been asleep
al. the switch




At Philips, we set out to build the

most advanced digital production

switchers on the planet. With
over 1,200 installed worldwide,

We Ve been ( : ) we feel good about our accom-

plishments.

But we haven't rested on our
laurels. We continue to lead
the industry with the innova-
tions TDs want—packaged in
ways that enhance creativity.

So take your production to

for a gOOd long tlme1 1001 the edge with tight control,

010 predictability, and reliability

1 1001 7
0 N 0010101010100 tl.laF c0@e only frorr.l Philips
digital live production
01010010010102 switchers.
100101010020
010: ) 1001 1010010 £ For more information call
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Innovating your Image.

It’s our passion.

The NEW DD3S5 digital live production

switcher—for 2000 and beyond.
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Philips digital production switchers innovation timeline

1990

First independent
transition for each
keyer and back-
ground

transition on a
M/E. We call it
MultiMix.

1991

First DVE inte-
gration using
dynamic fader
controls right on
the switcher.
Works smoothly
with most
popular DVEs.

1992

First high
definition
production
switcher with
built-in DVE.
Used for 1992
Summer
Olympics in
Barcelona.

Traditional layout with advanced PGM/PST bus

1993

First series of net-
work-capable
component digi-
tal CCIR 601
production
switchers.

First with Auto
Chroma Key
(internal chroma
key processing we
call DynaChrome)
making realistic
keys from all
Input sources.

First with built-
in VTR machine
control and
automatic play
command on
PGM take with
programmable
preroll.
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It started almost a
decade ago

We began by going to the best TDs on the planét.

We listened (io their frustrations and their drean}s.

Then we turned our finest research, engineering,

and design teams loose.

Soon we were delivering the first digital

production switcher to the world,

And all this before other companies even

thought about going digital.
That’s how we started.

Wait till you see where we’re going.
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Nets claim fab February

ABC sweeps clean, but all celebrate stemming viewer tide to cable

By Joe Schlosser

TV business came out of the Febru-

ary sweeps feeling like a Millionaire.

Executives at the top three networks
were in a chummy mood at the end of the
key ratings period, patting themselves on
the back for strong viewership numbers
and stemming the erosion to cable.

ABC and Who Wants to Be a Million-
aire? came out the big winners in total
viewers, households and in the key
adults 18-49 demographic. The battle for
second place in a number of categories
came down to the final night between
CBS and NBC, and netlets UPN and The
WB presented quite a battle in their
neighborhood. And the usual foes atop
the big networks were suddenly charter
members of a mutual admiration society.

“I"d like to congratulate ABC on
their sweep victory,” said Les
Moonves, president and CEO of CBS
Television. “I think it has been, gener-
ally speuking, a victory for everybody
in network television.... The Big Four
networks have stemmed the erosion.”

And NBC’s West Coast topper Scott
Sassa added, “We think it’s been a real-
ly great month for broadcast television.
A year ago we were all talking about
[HBO’s] The Sopranos; that was the
biggest buzz. But the watercooler
shows this year are the shows that are
on network television.

Combined viewership of the six
broadcast networks was up 2%, stop-
ping years of deciine, and the majority
of the top-10 cable networks were hit
hard during the 28-day ratings period
(see story, page 47). Thanks to 16 hours
of Who Wants 1o Be a Millionaire? and
a number of strong series like The
Practice, ABC grabbed its first outright
February sweeps victory in 12 years
and its second consecutive sweeps vic-
tory of the year. ABC’s total viewership
numbers were up 19% over last year, to
16.0 million viewers, topping NBC’s
13.4 million and CBS’ 13.3 million.
ABC also averaged a Big Four-best 6.0
rating in adults 18-49. NBC came in
second and Fox was third.

ABC was also the only Big Four net-

It seems everybody in the network

work to post increases {rom last Febru-
ary, gaining 19% in total viewers and
1% in adults 18-49.

A lot was made of ABC’s use of Wiho
Wants to Be a Millionaire? by rival net-
works, who did the math for reporters
last week: 16 hours representing 18%
of ABC’s prime time schedule during

the sweeps. The three regularly sched-
uled episodes of Millionaire averaged
29 million viewers and a 9.7 rating in
adults 18-49. CBS’ Moonves quipped:
“By the way, if I had had Millionaire, 1
would have had it in 25%of my sched-
ule”

NBC came close to pulling off what

Can’t ‘Millionaire’ stay up late?

’ " After another sweeps period in
which ABC has enjoyed great suc-
cess from Who Wants to Be a Mil-
lionaire?, affiliated news directors
again complained that Millionaire’s
riches fade by late news time.

“They’ve hosed us again,” said a
top-market news director.

Several news directors in major
markets said at the end of the
November sweeps that, while the
network did itself a great deal of
good with Regis in prime time, ABC
had done nothing to bring an audi-
ence to late local news (B&C, Dec.
6, 1999). The news executives objected to the decision to remove NYPD
Blue in favor of poorer performing but network-owned Once and Again,
and were concerned about what they considered the fading news-
magazine 20/20.

They also maintained that their fears that Blue would also fade in its
hiatus, have proven grounded, given it's relatively weak performance
against CBS’ Judging Amy. And when a special sweeps event drew well,
like the Mary Tyler Moore-Valerie Harper reunion movie, it ran 8-10 p.m.,
instead of 9-11 p.m.

ABC representatives said that while some markets may be facing diffi-
culties, their late prime performance has significantly improved over
recent sweeps performances, including 20/20 Downtown's Darva Conger
interview and improvements in NYPD Blue's performance in the last
sweeps weeks.

“it would be wonderful if ABC would give us a couple of Millionaires at
10 o’clock. | would love Millionaire any day of the week at 10 except Sun-
day,” where The Practice has been a strong performer.

Not all ABC news directors were dissing the network. One major market
news executive, who has experienced significant ratings difficulties,
offered that “a lot of news directors want it both ways. They wanted the
newsmagazine because it delivered a strong news audience. We would
rather have a 10-rated newsmagazine [as a lead-in] than a 12-rated
drama. But would | like a 25-rated drama? Sure. Once and Again had a
terrific opening week. There was some hope of another 10 o’clock hit”

But, that news director acknowledged, the job has a high mortality rate,
and a bad book can provide the bullet. “Basically they're saying, | wish they'd
give me Millionaire in February so | can save my job. A lot of news directors
would look a lot smarter if they had Millionaire at 10:30”  —Dan Trigoboff

Some ABC affiliates complain
‘Millionaire’ doesn’t help 11 o’clock
nightly news.
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would have been an upset victory in the
adults 18-49 demographic, but got nailed
at the end of the month with the less-
than-spectacular ratings from miniseries
The 10th Kingdom.

Sassa pointed to a number of posi-
tive signs for the network during Feb-
ruary, including having the top-rated
show for the entire sweeps: ER. Sassa
also made it clear that NBC affiliates
will come out on top again during the
key 10:30-11 p.m. pre-late-news time
period. In adults 18-49, NBC aver-
aged a network-best 10.0 rating for
the key time period—improving 9%

S

from last February.

CBS produced the two highest-rated
miniseries of the month (Sally Hem-
mings: An American Scandal and Per-
fect Murder, Perfect Town Part One)
and also telecast the highest-rated
Grammy Awards since 1993. Moonves
reiterated to TV reporters that the
sweeps are “an inaccurate measure of
what we do for a living.”

Fox came out of the sweeps as the top
network in adults 18-34, men 18-34 and
in teens. The network also finished with
four of the top 12 shows in adults 18-49
during the sweeps, including newcomer

Malcolm in the Middle (7.9/18).

In the battle of the netlets, UPN’s
WWF Smackdown brought the two
sides into a heated, down-to-the-wire
ratings race. UPN was up a whopping
48% in total viewers from last Febru-
ary, averaging 4.2 million, compared
with The WB’s 3.8 million. The WB
was off 26% from last year, with a lot
of that attributed to the network’s loss
of WGN Superstation carriage. In
adults 18-34 and 18-49 UPN edged
The WB. UPN averaged 1.8 in 18-34s
and 1.6 in 18-49s. The WB pulled a 1.7
and 1.5 in the respective categories. m

Liar Liar, Ransom Ransom

Double-run strategy gives ABC a boost, saves a buck,and gives viewers a second chance

By Steve MccClellan

aking a page from cable, ABC
embraced a new movie schedul-

ing strategy for sweeps. The net-
work took some top theatrical films
and repeated them in the same week.

The main reason, according to Jef-
frey Bader, senior vice president of pro-
gram planning and scheduling for ABC,
was to give viewers a second chance to
catch the film in an increasingly frag-
mented viewing environment. Case in
point: the film Ransom, which ABC
first aired Feb. 21, and which did a 7
rating and a 17 share in adults 18-49. “A
7 rating is a big number now,” says
Bader. “But that also means 93% of the
audience didn’t watch it.”

The network repeated the film Feb. 26,
when it averaged a 3.7/12 among adults
18-49 and where it matched ABC'’s sea-
son-to-date time-petiod winning per-
formance on Saturday nights. “The net-
work prime time audience is very differ-
ent each night,” says Bader. “Even with
[Who Wants to Be a] Millionaire, there is
less than 50% duplication night to night.”

But ABC likes the strategy for other
reasons, including the cost savings. And
the network has used the repeats to beef
up sagging time periods. “In virtually
every case, the second run of the week
has significantly increased the time peri-
od it went into,” says Bader.

The network gave a boost to its Fri-
day night TGIF block on Feb. 18 with a
same-week repeat of Liar Liar, the Jim
Carey comedy from Universal. In its
first airing on Monday, Feb. 14, the
film did a 5.3/14, with a total of 13.3
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To tell the truth, the network
gave a boost to its Friday
night block on Feb, 18 with
a same-week repeat of Jim
Carey's comic movie,

million viewers. The Friday airing did
a 4.8/14 with total 12.8 million view-
ers, which boosted the network’s Fri-
day night average by 44%.

While some ABC affiliates have prob-
lems with the performance of the net-
work’s prime time local news lead-ins,
the movie repeat strategy so far hasn’t
been second-guessed. “It has worked,”
says Paul La Camera,” general manager
of wcvB-Tv Boston. “If you'd asked me
two or three years ago, I'd have been
very critical of it. But in today’s chang-
ing environment, [ think it’s a clever
strategy. It’s the cable model.”

NBC is credited with first using the
strategy some Six years ago with the
Universal flick, Kindergarten Cop. At
the time, Universal offered a free sec-
ond-run for the same-week network
repeat of the film. “Nothing is for free
anymore,” says Bader. “But it does
allow us to amortize the cost of a movie
over an additional run.”

None of the other major networks
have embraced the strategy like ABC.
NBC hasn’t done it in four or five
years, a spokesman said. CBS hasn’t
done it at all. Two Novembers ago, Fox
aired Lost World twice. ]
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Clear Channel
SFX make music

$4.4 billion merger will unite radio, entertainment giants

By Elizabeth A. Rathbun
lear Channel Communications

c Inc.—soon to be the nation’s
largest radio group—plans to buy

concert promoter SFX Entertainment.

A stock swap valued at $3.3 billion,
plus assumption of about $1.1 billion in
SFX debt, the deal is a rare one for radio,
but there is “a natural relationship
between radio and live music events,”
company Chairman L. Lowry Mays said

in a news release. Besides pursuing
Internet/music strategies, the merger
“leverages [Clear Channel’s] marketing
and promotional strength...and adds a
new component” to sell to advertisers.

On closing its merger with AMFM
Inc., Clear Channel will own or operate
867 radio stations. It also owns 19 TV
stations and has more than 550,000 out-
door advertising displays.

SFX Chairman Robert EX. Siller-
man owned 72 radio stations until he

‘Unsolved Mysteries’ looks to 'Net

The reality
show will

Unsolved Mysteries is the reality
show that won’t go away.

sold the company in 1997. Now SFX
bills itself as the world’s largest pro-
moter, producer and venue operator of
live entertainment events. Of its 120
entertainment venues, 31 are in the top
50 markets, nearly all boasting Clear
Channel radio stations or outdoor hold-
ings. SFX also produces touring
Broadway shows and manages some
650 professional athletes.

Among possible synergies:

m Clear Channel radio stations sponsor
SFX concerts, and Clear Channel TV
stations and billboards hype them.

® Artists could plug their SFX shows
via interviews on Clear Channel’s radio
and TV stations and Web sites.

® Clear Channel’s Internet sites could
also market SFX concerts and sell
related CDs and merchandise.

Pending antitrust and FCC approval,
the deal could close early in the third
quarter, Clear Channel said.

Clear Channel shares plunged about
11.4% at the merger news, closing last
Tuesday at $66.625. But by last Thurs-
day, the price was up slightly, trading
as high as $71.25. That’s a dramatic
25.3% drop, however, from its 52-week

return with The former NBC and CBS series,

new content
and a
companion

which airs twice daily on Lifetime, is high of $95.375, hit on Jan. 21. =
being positioned for a fresh return —
and also as a big Internet opportunity. ‘

DreamWorks Television has
taken over sales for Unsolved Mys-
teries from the show’s producers
and is looking to bring the show
back with original episodes, new
content and a companion interac-
tive Web site. The series will end its current syndication run on Lifetime in
October 2002, but DreamWorks’ television head Bob Jacquemin says he
is looking to get the next syndication sale completed within the next few
weeks. “The reason we are trying to get it done now is we want to get the
Web site up and running within the next six months,” he says. “We want to
solidify the broadcast partner now because we think the Internet is going
to play a big factor in this show going forward.”

Jacquemin says he is talking with a handful of cable networks, a broad-
cast outlet and several Internet portals about the potential TV and Web-
site rights to the series. Sources say Lifetime, A&E, TNN and TNT are all
interested. Lifetime executives wouldn’t comment but sources claim that
Lifetime is the leading contender for the next round of Unsolved Mysteries

The Robert Stack-hosted series debuted on NBC in September 1988
and remained there through the end of the 1996-1997 season. CBS
| picked the show up in April 1998 and ran it sporadically through the end of
| last summer. Lifetime acquired the syndication rights six years ago and
has run repeat episodes, many with added content. In all, there are more
than 250 hours of Unsolved Mystery programming and close to 1,500
solved or unsolved stories to tell.

John Cosgrove, one of the show’s co-creators, says the 2002 model of
Mysteries will probably feature 22 new episodes per season and many fol-
low-up pieces from past shows. And the show is the model for conver-
gence between the Internet and television, he adds: “The Internet will like-
ly play a big role in the show, helping us find cases and solve mysteries.”
—dJoe Schlosser

Hicks widens
| Internet net

Thomas O. Hicks’ private invest-

ment firm, set to be Clear Channel

Communications’ largest share-

holder, last week announced two
| Internet-related ventures. Both
involve CMGI Inc, an Internet
holding company, and Pacific
Century CyberWorks Ltd., a Hong
Kong-based broadband Internet
service provider.

The companies have agreed
| to acquire “traditional media
companies” whose content could
be leveraged into new-media
holdings, according to Hicks,
Muse, Tate & Furst spokesman
Ray Winnick. However, Hicks
| Muse's AMFM Inc., which is

merging into Clear Channel to

form the largest radio group in
the United States, is not current-
ly part of the deal.

| In another venture announced

a day earlier, the three compa-
| nies agreed to kick in up to $150

million each to invest in emerging
| Internet businesses overseas.

—CElizabeth A. Rathbun

Interactive

L
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TOP 20 SHOWS o
Rank Program AR GAA
1 Wheel of Fortune 11.3° 33
2 Jeopardy 10.) 3.0
3 Judge Judy 72 30
4 Oprah Winfrey Show 70 30
5 Friends 69 47
6 Entertainment Tonight 65 3.0
7 Wheelof Fortune (wknd) 83 20
8 Seinfeld 63 40
9 Frasier 58 347
10 Hollywood Squares 44 18
11 Jerry Springer 4% 28
12 Orew Carey 45 3.0
13 Seinfeld (wknd) 45 30
14 The X-Files 435 3.0
15 ER 45 25
16 Judge Joe Brown 44 17
B 7 Friends (wknd) 44 32
18 The Rosie O'Donnell Show 4.2 1.8
19 Stargate SG-1 4% 28
! 20 Maury 4. 19
I
TOP TALK SHOWS -
Rank Program AR GAA
1 Oprah Winfrey 7¢ 30
2 Jerry Springer 48 28
4 Rosie. 0'Donnell 42 18
4 LiveWith Regis & Kathie Lee 38 1.3
5 Maniel Williams S s
6 Sally Jessy Raphael 34 15
7 Ricki Lake PRGERTSE ]
8 Jenny Jones 25 13
‘9 Donny & Marie 19 .08
According to Nielsen Syndication Servicz Rank-
ing Report (Feb. 14-20, 2000)
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 House-
holds in the United States

SSS————PEOPLE'S CHOICE [FSS_—pptpe
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Patience pays for ‘Donny & Marie’

Since The Rosie O'Donnell Show launched in summer 1996, no other syn-
dicated talk show has caught on in a big way. Twenty-two syndicated talk
shows have been launched, including celebrity chat shows with Terry Brad-
shaw, Gayle King, Howie Mandel and the soon-to-be-cancelled Roseanne.

Columbia TriStar Television Distribution is hoping that its patience with
Donny & Marie can help turn that tide. Donny & Marie is currently in its
second season, and CTTD executives are out renewing it for the 2000-
2001 season. The show is ahead of all of this year's newly launched talk
shows, with a 1.8 national rating for the season, according to Nielsen
Media Research. It's up 20% from its premiere in fall 1998 and has aver-
aged over a 2.0 national rating for the last eight weeks.

Bill Carroll, vice president and director of programming at Katz Televi-
sion, says the combination of hit court shows and the failure of so many
celebrity-driven talk shows has made it an uphill battie for Donny & Marie.
“But | agree with what the Columbia executives are saying now, thal it is
easier to build a show that already has an identity and is on the air and
that the audience has an expectation for, rather than irying to establish a
new program, which is the most difficult thing to dc,” says Carrall. “Now
that the show is close to completing two seasons, they have the cpportu-
nity in their third season to see more incremental growth, and the poten-
tial is certainly there for just that”

The show also has a number of positive local- |
market stories to talk about. On kTvi-Tv Dallas,
Donny & Marie has averaged a 2.8 rating/10 share
through the first three weeks of the
February sweeps and has the 9 a.m.
time period’s best performance in
five years. And on KARE-
Tv Minneapolis, the
show is averaging a
3.5/13 this season, )
up 13% over last *
season.

—Joe Schlosser

The rating for
‘Donny & Marie’
is up 20%

over its
premiere.

. @ Network
8 oD
| b g ). . NBC

CBS
ABC

REIGNS

Coming to syndication Fall 200].

WITH MEN!

MI8-34 MIB-49  M25.54

Program

NBA Basketball
60 Minutes
All Star Bloopers
7th Heaven Beginnings

I
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Regis re?ups Giord g0es

Zi

Replacement search is on; Philbin, also signs new ‘multi’ ‘Millionaire’ deal

By Joe Schlosser

hile Regis was cashing in last
W week, Kathie Lee was cashing
out.

It was an eventful week at Buena
Vista Television’s syndicated talk show
Live! With Regis and Kathie Lee—a
week that featured new contracts for
Regis Philbin on two fronts and a
farewell speech from his TV partner,
Kathie Lee Gifford.

After 15 years together on TV, the
last 12 on Live!, the pairing will appar-
ently come to an end this summer. Gif-
ford, who had been in contract discus-
sions with the Disney-owned studio for
the last several months, called it quits
on last Tuesday’s episode.

“It’s time,” Gifford told Philbin during
the show. “I have loved my years with
you. You’ve been the greatest profes-
sional partner a person could ever have.”

Any thoughts that Gifford’s on-air
farewell was just a negotiating ploy
were dismissed by Buena Vista execu-
tives and Gifford herself.

“When I first began ... I was single
and childless and talking about myself
for a living. It was simple and impacted
no one but myself. But now I no longer
feel comfortable sharing the ordinary,
innocent, everyday details of my fami-
ly life, only to watch the tabloid media

Cody Gifford with Mama. ‘| no longer feel
comfortable sharing the ordinary,
innocent, everyday details of my family
life,’ says Kathie Lee Gifford.
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turn them into harmful, misleading and
libelous stories.”

The fourth-highest-rated daytime talk
show will go on with or without Gifford,
studio executives made clear last week.
Buena Vista will start a search for a new
co-host for Philbin immediately. “We
don’t have anybody in mind right now
because it just happened. His wife, Joy

Philbin, who has served as a fill-in host
for Gifford in the past, was one of the
names bantered about last week.

As for Philbin, he isn’t going any-
where for a while. The popular host of
ABC’s Who Wants to Be a Millionaire?
signed a new “multiyear” contract for
Live!, and managed to renegotiate his
pact for Millionaire as well, last week. m

Diallo coverage praised

Mayor calls cameras beneficial; Graham sees O.J. antidote

By Dan Trigoboff

he mayor of New York City,
T Rudolph Giuliani, immediately
after the verdict in the racially
charged Diallo case, said the people “can
make their own judgment about this case.

“They had the opportunity to listen
and to see and to observe all of the wit-
nesses, to observe the judge and the way
in which he conducted the case,” said
Giuliani, who was a federal prosecutor
before seeking political office. “[They
could] sit by and listen to all of the analy-
sis that the jury went through, and they
can draw their own judgment about this.
And I believe that that fact alone, the
camera and the television coverage of it,
has changed the minds of a lot of people
about what happened and again reminds
us of the wisdom of trial by jury.”

The Albany, N.Y., trial in which four
New York City policemen were acquit-
ted in the killing of Amadou Diallo
became a showcase for cameras in the
courtroom. “It was the antidote to
0.].,” said Fred Graham, Court TV’s
senior anchor and a longtime broadcast
and print legal reporter.

Many legal commentators believe
the combination of a celebrity defen-
dant, grandstanding lawyers and a
Jjudge who lost control of his courtroom
led to the carnival atmosphere that per-
vaded the 1995 criminal trial of O.J.
Simpson. But others, including some
New York State legislators, believed
cameras in the courtroom had a lot to
do with it, and a 10 year experiment
with televising trials that had been con-

BREAKING NEWS
DIALLD DEFENDANMTS NOT GUILTY

The verdict in the trial of four New York
City policemen for the shooting death of
an unarmed immigrant was broadcast
live from the courtroom.

sidered successful ended in 1997
(B&C, June 23, 1997).

“Imagine what might have happened
with the way the verdict came out if peo-
ple hadn’t been able to ‘see for them-
selves’ how the trial was conducted,”
said wNBC-TV news director Paula Madi-
son. “There would have been a lot of sus-
picion about the process. A lot of people
are still scratching their heads, but I think
that what helped,” she added, were post-
trial interviews with jurors. "We saw
seven of the jurors; we saw the racial
composition and the gender composi-
tion. You got to detect the agony on the
faces of some of those jurors, how they
struggled to be fair and just and right.”

“The reaction of the public might
have been different, it might have been
worse, if the officers hadn’t been seen
testifying and seen showing remorse,”
said waBC-Tv New York News Director
Bart Feder. [

%
L
H
z
Z
8
c
=
£
£
-]
<]
F=
T




The Florida Qutdoor
Division of
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GROUP, INC.
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he Ackerley Group's d_versified
interests and entrepreneurial spirit
have always made it 2 unique media
company.

And when it came to strategic advice
and corporate finance solutions, they went
looking for more than your standard ideas
and execution capab:lities.

In each year of our long-standing rela-
tionship, The Ackerley Group has used
First Union more and more to help grow
their businesses.

If you believe — as we do — that unique
thinking can open uf a wor.d of new and
better solutions, consider Frst Union
Securities. Call James Wood, Managiag
Director, Media and Enter-zainment
Investment Banking Group at 704-374-3242.

Because growing compan es can’t wait
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Wall St. eyes KRON-TV deal

Young’s depressed stock price has financial community wondering

By Steve McClellan

ill the Young Broadcasting
w deal to acquire KRON-TV San

Francisco be completed?
Chronicle Publishing Co. wasn’t com-
menting last week, although Young
continues to insist it will.

There was growing skepticism on
Wall Street last week, though, given
Young’s depressed stock price, since
NBC announced two weeks ago that it
was taking the NBC affiliation away
from KRON and selling it to Granite
Broadcasting for $362 million.

When KrRON and Young announced
their deal last November, the plan was
for Young to pay $650 million in cash
and about $173 million worth of Young
stock, based on the trading price of the
stock at that time. But as of last week,
with Young’s stock trading at around
$24, the value of the deal had dropped
to around $745 million, slightly less
than the $750 million NBC had report-
edly offered for KRON.

Nothing prevents the two sides from
negotiating new terms before the deal

is approved by shareholders, which is
expected in April. If the Young-Chroni-
cle deal were to be terminated, it is pos-
sible NBC could buy the station; the
network has an out in its Granite deal if
such an event were to occur. Two
weeks ago, NBC President Bob Wright
said such an occurrence was “unlikely.”
But one Wall Street source said last
week that Young’s stock is likely to
remain suppressed given the uncertain-
ty of KRON's future performance with-
out the NBC affiliation: “Clearly,
|Chronicle shareholders] have to be
thinking that owning GE stock over the
next several years is a much more stable
investment than owning Young stock.”
According to the SEC filing, Young
and Chronicle are merging the two com-
panies in a deal that requires Chronicle
to dispose of its publishing and other
non-broadcasting assets by Aug. 31.
Otherwise, the merger can be terminat-
ed. Chronicle has already sold about $1
billion in assets but has yet to complete
a sale of the San Francisco Chronicle to
the Hearst Corp., which is required to
dispose of the co-located Exantiner.

The merger is also conditioned on
Chronicle’s remaining to be treated as a
Subchapter S corporation, a status that
has highly favorable tax consequences
for the merger parties. If Chronicle is
denied “S” corporation status, Young
Broadcasting may elect to have the
terms and conditions of the merger
agreement superseded and replaced by
an asset-purchase agreement that
would have essentially the same terms
as the merger agreement but less favor-
able tax consequences.

If Young were to make that election,
the filing discloses, Chronicle would
then have the right to terminate the
merger, subject to a $25 million termi-
nation fee payable to Young.

Either party has the right to termi-
nate the agreement if the FCC has not
issued a final order approving the deal
by June 30 or the FCC elects to hold a
hearing on the transfer of the broadcast
licenses to Young. But both sides also
have the right to extend the termination
date to Aug. 31. The same termination
rights apply if the merger hasn’t been
completed. |

Harbor. The one show to
be dropped is new drama,
Jack and Jill, which will
end its first season March
19. It may return next fall.
The WB averaged 3.8 mil-
lion viewers in the Febru-
ary sweeps (through Mon-

CBS’ Falcone to fly

CBS Television CEO Les
Moonves is ready to air
Falcone. The network will
launch the Columbia TriS-
tar action series April 4,
and has planned an
unprecedented eight-day
rollout. Starting Tuesday,
April 4, Falcone will air
nine times over those eight
days, including back-to-
back episodes on its pre-
miere night. “We are going
to handle it very responsi-
bly,” says Moonves of the
Mafia-themed show.
“There is going to be suffi-

cient warning for people
about what this show deals
with.” Moonves also says
CBS is “actively” develop-
ing a remake of game
show $64,000 Question.

WB resets roster

WB executives have
revised the network’s
schedule dramatically for
April, including the addi-
tion of Dick Wolf’s new
drama, D.C. The Law &
Order producer’s series
will debut Sunday, April 2,
at 8 p.m. ET/PT. D.C. will
take over the slot from
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Felicity, which moves to
Wednesdays at 9 p.m.,
after Dawson’s Creek. The
WB has also brought back
last summer’s half-hour
comedy, Movie Stars,
which will air at 9 p.m.,
followed by comedy series
Zoe at 9:30 p.m. Other
moves at the network
include freshman drama
Roswell taking over the
post-Seventh Heaven time
period on Monday at 9
p-m. The time slot had
been filled by repeats
since the fall after the can-
cellation of drama Safe

day), down more than 25
percent from last year.

Big ‘Double Cross’

David Hasselhoff’s new
action series Double
Cross, from Kaleidoscope
Media Group, has been
cleared in more than 80%
of the country for next fall
on 13 stations in the top
20 markets, including
wCBs-Tv New York and
KNBC-TV Los Angeles.
Sources say a handful of
other CBS owned-and-
operated stations have also
picked up the series.
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Personal reporting

WISH-TV reporter Sandra
Chapman would never
claim to be objective in
her recent story on serious
juvenile crime. “It hap-
pened to my family,” she
told viewers. Chapman’s
father, a businessman and
active community volun-
teer, was killed in 1998.
The suspect, who is await-
ing trial, was a 12-year-old
whose brother was
coached by her father.
Chapman’s story covered
her own tragedy, as well
as possible deficiencies in
the law and the treatment
of juvenile offenders. It
included an interview with
her mother, discussing
their tragedy, and with the
father of the boy suspected
of killing her father. “I
wasn’t comfortable doing
the story,” she said. “And
the decision to do it was-
n’t made lightly. But I felt
I needed to share.”

WisH-tv reporter Sandra
Chapman tied the story of
her family’s tragedy to
problems in the Indiana
justice system.

Two scoops of
Strawberry?
Apparently the story on
Darryl Strawberry’s flunk-

ing another drug test was
big enough for two TV sta-

TATION [BREAK;

By Dan Trigoboff

tions —hundreds of miles
apart—to get credit for
breaking it. WTVT(TV)
Tampa, in fact, was both-
ered about sharing credit
for the scoop until it
learned that it was
wLWT(TV) Cincinnati’s
Dave Wagner with whom
it was sharing. “Dave’s a
good reporter,” said WTVT
news director Phil Metlin.
“It’s OK if he takes credit.”
Wagner, a newcomer to
Cincinnati who worked for
years in Tampa, acknowl-
edged that the Strawberry
story “doesn’t have a lot of
relevance to the city of
Cincinnati, but this is a
baseball town.” It was
Wagner’s Florida baseball
sources, gained through
more than a decade there,
who brought him the story.
WLWT may have gotten the
lion’s share of the credit
for breaking the story, he
suggested, because it
shared its Florida Depart-
ment of Corrections docu-
ments with other media.

Ohio anchor’s stalker

gets probation

An Ohio man convicted of
stalking woio(1v) Cleve-
land anchor Denise Dufala
was given three years pro-
bation and ordered to
undergo three months of
inpatient psychiatric care.
“Our laws are not where
they need to be,” Dufala
commented. On a recent
trip to England, she noted
that a man convicted of
stalking was given two
years in jail. “Here, the
judge’s hands are tied.” Tar-
geted by several stalkers
during her career, she
believes that many are
mentally i1l and refuse to
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take their medications.
“They need to be in a facili-
ty they can’t escape from,”
she said, “but they need
help more than they need to
be put away. They need a
facility that will give them
medication. Many of their
families are in denial, and
some don’t have families.”
For broadcast journalists,
who are frequent stalking
targets, she advises taking
personal responsibility for
safety. “Install alarms and
censor lights around your
home.” she suggested. And
use a post office box or
commercial mailbox.

CBS sex suit

A class action suit has
been filed against CBS’
station group, alleging sex
discrimination against
female technicians at
CBS-owned stations in
New York, Los Angeles,
Chicago, Minneapolis,
Detroit and Green Bay,
Wis.. Plaintiff Linda
Karpell won a finding of
discrimination last year
from the Equal Employ-
ment Opportunity Com-
mission on the same facts.
She has asked the federal
court in New York to join
her case with an existing
class action lawsuit,
brought by the same attor-
neys, filed last year in
Minnesota. CBS is
charged with promoting a
hostile work environment
in which female techni-
cians are demeaned ver-
bally and not given oppor-
tunities equal to those of
their male counterparts.
When contacted, CBS said
it had not yet been served
with notice of the com-
plaint, but the station

group has defended its
employment practices in
the past.

Okla. broadcasters

seek trial access

Broadcast stations in Okla-
homa City, Court TV and
the Radio-Television News
Directors Association, have
asked an Oklahoma state
judge to allow a camera in
the courtroom for the trial
proceedings of Oklahoma
City bombing conspirator
Terry Nichols. In a letter to
Judge Robert Murphy,
RTNDA, citing the positive
reactions to TV coverage
of the Amadou Diallo case
in New York (see story,
page 62) also asked for
access to the preliminary
hearing and other proceed-
ings. A March 10 hearing
has been scheduled on the
motion. Nichols faces 160
counts of murder for the
April 19, 1995, bombing.
He has already been con-
victed in federal court for
manslaughter in the deaths
of eight federal law
enforcement officers and
given a life sentence. Co-
defendant Tim McVeigh
was convicted of murder
and sentenced to death.
The federal trials were not
televised.

Where there’s

smoke...

After nine people were
killed in house fires local-
ly, wiFrR(TV) Rockford, I11.,
launched a campaign to
give away smoke detec-
tors. In addition to distrib-
uting hundreds of detec-
tors along with other local
businesses, the Salvation
Army and Rockford Fire
Department, the station is
running several special
features on fire safety.

Contact Dan Trigoboff at
(301) 260-0923, e-mail
dtrig@erols.com, or fax
(202) 463-3742.
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this is the web
like you've never seen it before

Other web broadcasters talk about the future of interactive webcasting. Webcasts.com delivers it today;
creating a live, interactive experiernce that converges streaming media with graphics, text, hyperlinks,
e-commerce and more—all within one interface. And only webcasts.com handles the entire process—
planning, production, integration, delivery, hosting and reporting—providing the highest quality
results for you and your audience. Come see for yourself.

TN

www.webcasts.com Get the-complete picture.



SkyStream targets ISP business

New ‘edge router’ is intended to help provide fast, high-quality Internet service

By Glen Dickson

or the past several years, Sky-
Stream Networks has been pitch-

ing television broadcasters, satel-
lite operators and cable companies on
the idea of a “broadcast Internet”:
using broadcast or satellite spectrum to
deliver high-quality, bandwidth-inten-
sive multimedia content and thus
bypass terrestrial Internet bottlenecks.
Now the Mountain View, Calif.-based
company, which makes gear to insert
data into compressed digital streams, is
going after the other end of the IP
(Internet Protocol) food chain.

SkyStream’s new product is the
SkyStream 2000 edge media router, a
product designed to sit at an ISP’s local
point-of-presence and receive incom-
ing IP data from satellite or terrestrial
signals. The IP content can then be
routed to an Internet server and sent
over high-speed last-mile connection
such as DSL or cable modem to deliver
a fast, high-quality Internet experience
to consumers.

Previously, SkyStream has focused
on “source media routers,” devices that
can insert IP packets into MPEG-2
compressed streams before they are
uplinked or broadcast terrestrially.
Such units sell at $30,000 to $50,000,
depending on the size of the customer.
The company also makes correspon-
ding data-broadcasting-management
software, called JetStream, to control
the data-insertion process. SkyStream
has spent a lot of time proving its inter-
operability with various encoding and
conditicnal-access systems and now
has sold its data-insertion equipment to
a diverse mix of clients, including
EchoStar, Loral Cyberstar, CableCom,
Granite Broadcasting and IBeam.

With the introduction of the Sky-
Stream 2000, the company believes it
now has an end-to-end IP data solution.
The edge router is certainly a volume
product, both in its price and applica-
tion. The SkyStream 2000 will sell at
$3,000 to $5,000 and is designed to
handle up to a satellite transponder’s
worth of IP data (roughly up to 40
Mb/s). SkyStream expects that it will
initially sell the 2000 along with its

SkyStream’s 2000 edge media router is aimed at ISPs and telcos looking to extract IP

content from terrestrial or satellite signals.

source media routers to content
providers or distributors looking to
deliver rich multimedia to ISPs. But the
company thinks that, as IP data
becomes more mainstream, it will sell
the edge router separately to ISPs, tel-
cos and cable operators.

“The first level of activity will come
from people who provide the whole
solution first, companies such as
IBeam or Edgix,” says Clint Chao,
SkyStream’s vice president of market-
ing. “They go to the ISP and say, ‘T’ll
manage the equipment. Let me co-
locate.’ But over time, as we see multi-
ple services becoming available
through the air, I think independent
ISPs will start to own edge receivers so
they can tune in to any of the services
that are out there.”

Just as cable operators dedicate an
IRD to each incoming programming
stream, Chao believes, ISPs will dedi-

cate edge routers to particular content
providers, especially if they are using
different conditional-access systems.
In the case of a cable headend, a local
operator could connect an edge router
to an MPEG-2 IRD to extract IP data
that is broadcast simultaneously with
video by a cable programmer.

In general, Chao thinks delivering
high-quality IP content through the air
has enormous potential, particularly for
DTV broadcasters. He cites a recent
datacasting trial that SkyStream con-
ducted with RealNetworks, Harris
Corp. and Granite station KNTV-DT San
Jose, where KNTV-Tv broadcast multi-
ple 700-kb/s multimedia streams that
were received and viewed on personal
computers.

“It blew me away,” says Granite
President Stuart Beck, opining that the
RealVideo approached “stunning 3-D
quality.” ]

C3D Digital, DDD bring
3-D to TV, the Internet

By Ken Kerschbaumer

ports Illustrated isn’t alone in

giving new meaning to 3-D. C3D

Digital has signed a deal with
Cable America, a Phoenix-based cable
system, to bring viewers 3-D program-
ming by the end of the month.

Chris Dyrek, Cable America vice
president of operations, says he hopes to
have the service available to subscribers
by the end of March. “It’s another pre-
mium service to add to the viewer’s
experience, and we’re looking for any-
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thing to give us an advantage in this
competitive environment. It also empha-
sizes what a cable system can do,” he
adds. “There’s a wow factor to it.”
Based in Venice Beach, Calif., C3D
Digital is a television network and
Internet company offering a fulltime 3-
D premium TV channel for $9.95 a
month. Subscribers place an imaging-
system emitter box on the TV and wear
liquid-crystal shutter glasses. The box
sends an infrared signal to the glasses,
allowing the viewer to take in a variety
of programming. The company also
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“Once you get comfortable in

HDCAM, you never want

to go back.”

—Angus Yates, Executive Producer for Discovery Channel's Eco-Challenge

A 300-mile race, 24 hours a day, through
some of the toughest terrain in the
Andes. Mountain-climbing, kayaking,
canoeing, racing on horseback and on
foot—a survival test for man, woman,
and camcorder. Listen to Angus Yates,
Executive Producer for Discovery
Channel’s Eco-Challenge.

“There were 20 Sony HDW-700A
HDCAM® camcorders covering the
shoot. Camera crews were spread out
over 700 square miles of wilderness.
It was nerve-racking, because nobody
had ever taken HD equipment into an
event like this. But the camcorders
really had what it takes.”

Teams from over 30 nations raced the
course, through some of the world's
worst weather. “We got hammered.

In the morning, it could be a blizzard
with 100mph winds — by afternoon,
the sun could be shining.”

When it was over, they had 600 hours
of incredible HD images shot from

both ground and aerial vantage points.

They also edited in the field, logged

COMPLETE
T H E

footage and fed daily uplinks. And
as you'd expect from Sony, all the
equipment came back in perfect
working order.

“On a complex human adventure
drama, it only makes sense to use a
“future-proof” format. Sony HDCAM
technology makes this the leading
format to originate in. And the HDW-700A
has a human engineering component
that's remarkably like Betacam®, so even
guys who hadn't worked in HD before
quickly felt right at home. And once you
get comfortable in HD, you never want
to go back. Working in HD, shooting,
editing, on-line production — it makes
you feel like a fiimmaker again.”

N/

PICTURE 1-800-472-SONY ext. ECO

www.sony.com/professional

© 2000 Sony Electronics Inc. All rights reserved. Reproduction In whols or In part without written permission is prohibited. Sony,
Complete The Picture, Batacam and HDCAM are trademarks of Sony. Features and specifications subject to change without notice.
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offers 3-D programming over its Web
site, www.3d.com.

C3D Digital is also developing its own
original programming, and the 3-D
aspect adds some new dimensions to pro-
duction demands. For example, specially
rigged stereoscopic camera platforms are
used, the latest of which uses two Hitachi
HV-D27 cameras. “The cameras take ter-
rific images,” says C3D Digital Director
of Programming Brendan Kinkade.

C3D Digital can record material in
either dual-stream mode, in which each
camera sends a signal to a separate gen-
locked deck, or multiplex mode, using a
multiplexer on board the camera to send
the signals to a single deck. Once the
material is ready for editing, a combina-
tion of linear editing bays, along with
Avid and Media 100 nonlinear decks,
are used. The editing process, like the
shooting process, has some unique con-
siderations. “We’re editing with depth,”
Kinkade says, “and we don’t want to
create jarring transitions for the eye.”

Also believing in the potential of 3-D
television, Santa Monica, Calif.-based
Dynamic Digital Depth (DDD) has
begun the commercialization phase of
its strategy, which company President

including weekly series and specials.

and CEO Chris Yewdall describes as
very different from that of C3D Digital.

DDD’s approach calls for the 3-D
decoding and image processing to take
place within the advanced digital set-top
box or Internet playback device. The
company is currently working with Gen-

C3D Digital is looking to set itself apart by developing original prog}amming,

I..'.‘ L

eral Instrument on incorporating DDD’s
2-D-compatible 3-D transmission tech-
nologies into GI’'s DCT 5000 advanced
digital set-top box. Yewdall expects that,
by early next year, the company will
have core playback devices capable of
decoding the 3-D signal. ]

BroadcastigiCatle
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()

Did you find a job through our classifieds? If so, we want to hear from you. Drop us a line telling us
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Radio dreams of digital

Industry awaits standard to allow improved FM, AM broadcasts

By Elizabeth A. Rathbun

acking a technology to make
digital radio a reality, broadcast-

ers have had to watch from the
wings as entertainment media from
music to TV have improved their
products by converting to Os and Is.
“We are rapidly becoming the last
of the analog cowboys here. Every
other entertainment medium is tran-
sitioning to digital,” says Milford
Smith, vice president of radio engi-
neering for Greater Media Inc. and
chairman of the digital audio broad-
casting (DAB) subcommittee of the
National Radio Systems Committee.
That committee, co-sponsored by the
National Association of Broadcasters
and the Consumer Electronics Asso-
ciation, has been evaluating digital
radio tests to no avail since 1993.
Now, however, radio may be
poised to take the digital stage. On
Nov. I, 1999, the FCC launched a
proposed rulemaking to consider a
technological standard for terrestrial
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USADR engineers Derrick Clerici () and Keith Ege use this test van to monitor the

strength and clarity of IBOC signals from commercial-radio partner stations located

in Baltimore and Washington.

digital radio. The two companies
vying to set that standard, Lucent
Digital Radio Inc. and USA Digital
Radio Inc. (USADR), have long

Two by land, two by sky

IBOC proponents say they don't fear competition from satellite-delivered
digital radio, which apparently will beat IBOC terrestrial digital radio to the
punch. The radio push-button punch, that is.

Both Sirius Satellite Radio Inc. and XM Satellite Radio Holdings Inc. plan
to launch a satellite-to-car service in 2001. Sirius is aiming for the first
quarter; XM, for the second. Meanwhile, IBOC backers USA Digital Radio
Inc. and Lucent Digital Radio Inc. still face independent testing of their
technology and, then, FCC scrutiny. It's anyone’s guess when commission
approval might be granted (see story, above).

However, satellite radio is “not necessarily a competitor to us, nor to AM
[and] FM broadcasters,” USADR President Robert J. Struble says, adding
that it's a “niche service” that will attract a limited number of people. Lucent,
meanwhile, doesn’t see itself in competition with satellite because “we are
essentially technology providers,” says Suren Pai, president of Lucent Digital
Radio. In fact, Lucent is supplying technology to both satellite companies.

Both Sirius (formerly CD Radio Inc.) and XM plan similar offerings,
about 100 channels each for which subscribers will pay about $10 per
month. Besides a recent accord to craft a common technology standard,
both Sirius and XM promise to air some commercial-free channels.

But satellite radio will be able to offer nationa! programming only, while
the IBOC systems will improve and continue to broadcast local radio sta-
tion signals.

That could be the Achilles’ heel for satellite radio, says William L. McElveen,
executive vice president of Bloomington Broadcasting Corp and president of
the NAB's Radio Board, which has endorsed IBOC. —Elizabeth A.Rathbun
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agreed that the best system is In-
Band On-Channel (IBOC), but each
is taking different technological steps
toward implementation.

IBOC is indeed the best way to go in
the U.S., Smith says. “The question is,
can we do it technologically? We’ve
got our fingers crossed.”

A decade in the works

USADR has been working on IBOC
since 1991, the year after the FCC
opened a proceeding to consider
authorizing digital broadcasting on the
ground and via satellite. Lucent joined
the race in 1996. The companies, after
a nine-month joint venture in 1997-98,
are now working separately on second-
generation systems expected to make
AM sound like the current FM band
and the current FM to broadcast with
CD quality.

“I’m sure there’s frustration on the
broadcasters’ side. I myself am a lit-
tle frustrated” at the pace of the
process, Smith says. However, “it’s
been a long road—of necessity.”
Developing IBOC has been “terrifi-
cally difficult from a technological
standpoint.”

The problem is, “there was no drop-
in technology that was well-suited to
this task,” says David Layer, senior
engineer in the NAB’s science and




——

technology department.

With broadcasters keen for a sys-
tem that would allow them to keep
their dial positions without spending
a lot on new equipment, the NAB at
least seven years ago dismissed the
idea of using new spectrum to carry
digital transmissions.

Instead, broadcasters backed IBOC,
which surrounds an existing analog
signal in the same band and on the
same channel (hence, In-Band On-
Channel). That’s “something that’s not
been done before,” says USADR Presi-
dent Robert J. Struble.

If approved as the nation’s stan-
dard, the technology will give broad-
casters something they’ve never had
before: the capability to offer data
services. Possible uses include dis-
playing the name of a song being
played, offering news and traffic
information, and even eventually car-
rying images, says Suren Pai, presi-
dent of Lucent Digital Radio.

In fact, that could be “the killer
app,” Smith says. It “ultimately
could be more valuable than the
audio capacity.”

Report expected soon

The first attempt at devising an IBOC
technology was a dismal failure. Hope
was resurrected in the late 1990s in
the form of technological advances by
USADR and Lucent. The DAB sub-
committee, which had suspended its
activities, regrouped in December
1997 as Lucent contended that “a
completely tested and ready IBOC
digital system is only months away.”
Meanwhile, USADR opined that digi-
tal commercial service could begin in
mid to late 2000.

Lucent’s Pai declines to speculate
about current timing. However, he
hopes for an industry consensus by
early next year, and “that should get the
process rolling.” USADR expects that
receivers will be available, and stations
covering most of the country IBOC-
equipped, by the end of 2001.

The DAB subcommittee is evalu-
ating the companies’ proposals and
hopes to have a report ready by the
NAB Annual Convention scheduled
for April 8-13 in Las Vegas. The
group will judge only whether the
systems sound better than existing
analog. If not, there’s no need to pro-
ceed. But if they do—and “the
results so far appear to be encourag-
ing,” Smith says—a “formal stan-
dard-setting process” will begin later
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this year. That means independent
laboratory evaluations (heretofore,
the companies have been testing
their own data).

Assuming both companies pass the

_lab tests, the future of DAB is then in

the FCC’s hands. The commission
will consider whether IBOC—or
another technology—should be the
DAB standard or whether, in fact, a
standard is needed. No deadlines have
been imposed, but the FCC’s Nov. |
notice says it “intend(s] to be in a
position to act expeditiously when the
time is ripe.”

No need for speed

Most broadcasters aren’t chafing at
the slow pace to date. “The process is
moving along at appropriate speed,”
says William L. McElveen, executive
vice president of Bloomington
Broadcasting Corp. and president of
the NAB’s Radio Board. “We don’t
want to rush IBOC to market before it
works properly.”

Nor are listeners tuning out
because they can’t get radio digitally.
“FM radio is very good. Nobody’s
turning it off because it sounds so
bad. [It doesn’t;] it sounds good,” the
NAB’s Layer says.

If and when digital radio does
arrive, consumers will have to buy
digital receivers. They are expected
to cost 10% to 15% more than cur-
rent receivers. That premium is
expected to decline over time, much
as the cost of CDs and personal com-
puters have.

But “radios are not all going to get
tossed in the garbage” because
they’'re suddenly useless. Struble
says. A transition period, during
which both analog and digital signals
will be broadcast, is expected to last
some 10 to 15 years.

According to Pai and Struble, radio-
station costs are expected to run
$20,000 or $30,000 to $200,000,
depending on how much digital equip-
ment is needed. USADR also plans to
charge stations *“a small royalty fee” to
license its technology, according to
Struble; Lucent has pledged a royalty-
free plan.

With 12 of the nation’s broadcast-
ers, including Clear Channel Com-
munications Inc., RadioOne Inc. and
Entercom Communications Corp.,
literally buying into IBOC via equity
investments in USADR, the FCC is
now “the wild card,” Struble says.
“But so far, so good.” =

Robert J. Struble,
president USADR

Better late
than never?

A decade in the works, ter-
restrial (as opposed to satel-
lite) digital audio broadcast-
ing is still far from a reality.
This timeline documents the
path that radio has taken so
far in trying to go digital.
1990: FCC opens proceeding to consider authorizing digital audio broad-
casting (DAB) both on the ground and via satellite.

1991: Westinghouse Electric Corp., CBS Inc. and Gannett Co. Inc. found
USA Digital Radio Inc. (USADR) to “develop a viable digital broadcasting
system.”

June 23, 1993: NAB Radio Board adopts DAB policy plan calling for
development of DAB technology known as In-Band On-Channel (IBOC).

May 12, 1997: USADR and Lucent Digital Radio Inc. agree to jointly
develop IBOC technology.

January 1998: Digital Radio Express Inc. becomes third IBOC propo-
nent.

February 1998: USADR and Lucent go their separate ways.

Oct. 7,1998: USADR asks FCC to immediately begin a rulemaking to set
IBOC as technical standard for DAB, proposes 12-year transition.

Nov. 6, 1998: FCC issues public notice seeking comments on USADR's
petition for rulemaking, receiving 33 comments through December.

Jan. 17, 1999: Twelve of the nation’s largest radio broadcasters, including
Clear Channel Communications Inc., Entercom Communications Corp.
and Radio One Inc., buy equity stakes in USADR.

Nov. 1, 1999: FCC launches proposed rulemaking to set DAB standard,
which could include use of new spectrum. However, FCC says it consid-
ers IBOC “superior.”

Dec. 11, 1999: Digital Radio Express joins forces with USADR.

Jan. 24, 2000: Comments on proposed DAB standard due at FCC.

September 2000: USADR suggestion for when FCC could select a DAB

standard.

Date unknown: FCC is expected to name DAB standard

Compiled by Elizabeth A. Rathbun
Sources: USADR,; Lucent; NAB; media reports including BROADCASTING & CABLE

Suren Pai, pres)'dent
Lucent Digital Radic

P S—




_THE ONE

fmarmmmwenat  FUIl Resolution Up Converter

: DVD player at NAB!
i

The Best Picture Always

L

Motion Compensated
De-interlacing

Gamma Correct

Colorspace Correction

Advanced 3:2 Pulldown Detection
32 Point Interpolation

d

www.teranex.com
Visit us at NAB 2000, Booth # L3723




TECHNOLOGY

TiVo and BSkyB
form alliance

Personal video recorder
(PVR) manufacturer TiVo
Inc. has struck a deal with
News. Corp’s digital satel-
lite television venture,
British Sky Broadcasting
(BSkyB). to introduce
PVR technology to UK
consumers. The compa-
nies have agreed to devel-
op set-top-size PVRs that
will deliver a personal tel-
evision service co-branded
by TiVo and Sky. The
TiVo/Sky devices, which
will allow consumers to
easily record programs by
personal preference as
well as pause and rewind
live broadcasts, will be
available this autumn.
TiVo is already working
with U.S. digital satellite
firm DirecTV to market a
similar service in the U.S.

Microsoft to buy
Peach Networks

Microsoft is purchasing
Israel-based Peach Net-
works in a move to extend
the Microsoft TV platform
to include basic digital set-
top boxes (STBs), such as
the Scientific-Atlanta
Explorer 2000 and
Motorola DCT 2000 being
deployed by cable opera-
tors. Microsoft says it can
now offer the most scala-
ble enhanced-TV platform
in the industry. Financial
details of the acquisition
were not disclosed,
although, in a separate
release, Elbit Ltd., which
holds a 57% stake in
Peach, said it will sell its
shares to Microsoft for
$43 million in cash.

=S I CUTTING EDGE
///‘?;,’;5 By Glen Dickson and Ken Kerschbaumer

Globecast invests in
Philips IP gear

Globecast, a France Tele-
com unit that delivers
satellite services to U.S.
broadcasters and cable
networks, has purchased a
Philips IP-based compres-
sion system that it will use
for data transmission and
business television clients.
Globecast is buying a
seven-channel Philips
MPEG-2/DVB-compliant
compression system
extended with the Clever-
CastPCT Data Broadcast-
ing/IP hub. The Philips
system, which Globecast
will install in its Miami
uplink facility, includes
StatCastT statistical multi-
plexing technology and
the CryptoWorks condi-
tional access system,
which allows content to be
delivered to both set-top
receivers and IP routers.

CNN has purchased seven
Sony DVCAM tape decks to
help with domestic pool
operations.

CNN adds Sony
DVCAM VTRs

CNN is the first customer
to receive delivery of
Sony’s DSR-2000
DVCAM VTR, having
purchased seven units.
CNN’s plans include using
six for domestic pool situ-
ations to help with play-
back of 6mm material
from other pool members
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and broadcasters. The
VTR is designed to sup-
port all 25-Mb/s digital
video formats, including
those recorded on DV and
DVCPRO?S5 tapes. It can
also record and play back
16:9 aspect ratio pictures
shot with the Sony DXC-
D30WS camera or the
DSR-500WS or DSR-
PD100A DVCAM cam-
corder.

IMagicTV tapped by
QuebecTel

QuebecTel, the second-
largest telecommunica-
tions company in Quebec,
has chosen iMagicTV’s
DTV Manager software to
deliver interactive services
to customers. DTV Man-
ager will allow QuebecTel
to use its existing copper
network to provide Inter-
net, interactive and new
multimedia services on
either the PC or TV,
including digital TV chan-
nels, Web-based e-mail,
Internet browsing and
video on demand. Also
involved in deployment of
the new service, which is
called ZEBTM, are
PixStream, Newbridge
Networks Corp., Oracle,
Pace, SGI and Sun
Microsystems.

China Central picks
Leitch products

China Central Television
(CCTV) has selected
Leitch’s Genesis modular
digital platform and Juno
upconverter has part of its
upgrade to digital. Mod-
ules chosen include
encoders, decoders, AES
audio embedders and de-
embedders, and A/D and

D/A converters. The sales
announcement comes on
the heels of the announce-
ment that Leitch’s third-
quarter revenues dropped
11% from last year, to
$39.4 million, and net
earnings were $4.1 mil-
lion, down from $6.5 mil-
lion.

Philips digital
switchers head

Down Under

The Sydney Olympic
Broadcasting Organization
(SOBO) has purchased a
number of DD35 and
DDI10 production switch-
ers from Philips Digital
Networks. The SOBO
broadcasting center will
house 12 DD35 switchers.
The largest switcher, a
DD35-4, will be located in
one of the Olympic Stadi-
um control rooms. The
total number is expected
to be more than 16 DD35
switchers and as many as
40 DD10s.

Telecast Fiber’s Viper Il can
handle HDTV serlal digital
signals.

Extending Viper
fiber system

Telecast Fiber Systems
will look to capitalize on
the success of its Viper
fiber optic system with the
Viper IT at NAB. Features
include multichannel
video and audio, the
means to handle HDTV
serial digital video (19.4
Mb/s to 1.5 Gb/s) and 24-
bit digitized audio or
AES/EBU. It also has a
universal 16-slot card
cage. Joining the Viper II
will be the HDTV Cobra,
extending HD cameras
with fiber and offering the
support of multiple cam-
eras on one fiber cable.
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Terry Van
Bibber

Director of
engineering
WISH-TV

CAREER: Acquired FCC
First Class license in the Air
Force, Served as assistant
chief engineer at wTvw-Tv
Evansville, Ind., and then as
chief engineer at production
house Ball
Communications,
Evansville. Joined wisw-Tv
Indianapolis as assistant
chief engineer in 19871 and
became director of
engineering in 1984.

EDUCATION: On G.1. Bill,
obtained electrical
engineering technology
degree from whal is now the
University of Southern
Indiana.

FAMILY: Married, with sons
28 and 21, daughier 20

WOULD RATHER BE:
Golfing or gardening

BEST LESSON: “Hire good
people and let them do their
jobs.”

TECHNICALLY SPEAKING

Out in fron

As of Nov. 1, all Indianapolis network affili-
ates were required to be HDTV-ready. CBS-
affiliate wisH-Tv, though, was up and run-
ning a year earlier. Parent company LIN
Television had already HD-cast a Rangers
game out of Texas in March 1998, broad-
casting it in the Dallas area on KXAS-1v and
feeding it to experimental station WHD-TV
Washington via fiber optics. Terry Van Bib-
ber, director of engineering for the station,
was responsible for laying down the techni-
cal path for migration into HDTV. In an
interview with Edmond M. Rosenthal, he
discusses what was involved and how the
HDTV marketplace is developing.

How are you using your digital channel?

We’re multicasting. We run a high-def chan-
nel and upconvert a lot to high def. Also,
we’re running a low-bit-rate local live
weather show, which we feed to cable sys-
tems using the multicast channel for distri-
bution.

What did it cost the station to set up for
digital TV?

Going high-def, we probably spent $2.2
million to $2.5 million, mostly in *98. That
was really to get high def from the network
and broadcast it—a transmitter and new
antenna along with encoding and some
other things. We don’t produce any local
programming in high def.

What was the most difficult part of that
transition?

Availability of equipment at the time we
were doing it. Our [Larcan Channel 9 solid-
state] transmitter wasn’t hard to get. Some
of the encoding equipment proved to be a
bit of a hassle. We purchased a Divicom
encoding system, and delivery dates were
later than when we wanted to go on the air.
LIN did a package deal with Comark Digi-
tal Services, [which was] marketing the
Divicom equipment, so they helped us with
a loaner Mitsubishi encoder and with some
of the technology. Getting any kind of
receiving equipment—just so we could
monitor what we were doing—was tough.
There were a few instances where, in con-
verting from high-def serial digital interface
to analog parallel interface, it was tough to
find what we needed. Sony had one of the
conversion units we needed, and we were
able to get it in at the last moment.
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t on HDTV

Did you experience any operational prob-
lems?

Several years prior, we had built a whole
new transmitter [facility] in anticipation of
high def. We probably had more problems
just building an all-new transmitter site—
getting FAA clearances and things like
that—than with the high-def portion.

What power are you transmitting at for
HDTV?

Our ERP is 15.3 kW. The output of our
transmitter is at 2.8 kW. That’s average
power, not peak power.

How is CBS’ early adoption of HDTV helping
you?

It gives us programming to broadcast, and
we work very hard to carry all that CBS pro-
gramming in high def. I believe the figure is
15 hours a week in prime time.

Have you carried anything in HDTV other
than CBS programming?

We did a demo in January '99 at a home
show. One of the electronic stores here set up
a Panasonic high-def TV in a show home, and
CBS provided a high-def tape of the John
Glenn launch. We were able to rent some
Sony HD camcorders and play that back.

Are you doing much work with local retail-
ers to promote the medium?

The Indiana Historical Society opened a
new facility, and, with the help of Ovation
Electronics, one of the high-end electronics
chains in this area, we set up a “history of
broadcasting” demo area—from black-and-
white days through high def.

And we’re getting ready to do a promotion
in March, where we have permission from
CBS for the first couple of rounds of the
men’s NCAA Basketball Tournament, to
carry all the games. We're going to multicast
all four games on our digital channel in stan-
dard definition. This will be a special promo-
tion with one of the electronics stores in town.
Thomson Consumer Electronics, which is
headquartered here, is going to be the high-
def underwriter of the Final Four for CBS.

What’s your next progression into HD pro-
gramming?

We have no immediate plans for local pro-
gramming. Maybe our next step is to be able
to play back high-def syndicated product. m
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A Massiv download

Ex-studio bigwigs launch digital video delivery service

By Richard Tedesco and
Joe Schlosser

quartet of media heavyweights
A unveiled plans last week to
attempt a quantum leap in
enabling downloads of digital video
content, including pay-per-view access
to TV shows or movies and outright
purchase of programming online.
Massive Media Group (MMG) aims
to create a free-form model for deliver-
ing video content on the Internet, or on
DVDs and CDs, through a secure digi-
tal downloading technology from
InterTrust Technologies Corp. The
executives involved certainly know the
respective video businesses they’re
attempting to draw on: Frank Biondi Jr.
is former chairman and CEO of Uni-
versal Studios and Viacom; Howard
Weitzman is former executive vice
president of Universal Studios; Greg
Meidel once was chairman of Univer-
sal Studios TV Group; and Michael
Kassan is former president and COO of
Western Initiative Media Worldwide.
Their basic strategy is to tap into
existing video libraries —including TV
shows, movies, movie trailers, sports,
music videos and digital music

libraries—and act as an online broker
to enable broadband users to rent or
buy on demand. “You could create a
pay-per-view model. You could create
a model for repurposing old content,”
says Weitzman, CEO of MMG. “Our
concern is to get a system in the mar-
ketplace for intellectual property hold-
ers that allows them to distribute their
content and not get ripped off.”

Those models could require Web
surfers to pay $2.95 for access to two
replays of a sitcom episode they missed
or $4.95 to purchase a permanent copy,
according to Weitzman. He also fore-
sees the prospect of pushing movie trail-
ers and encouraging redistribution by
downloaders who would get incen-
tives —movie tickets—to play a role in
the promotion chain. And then there are
vintage TV and classic sports events,
which could find an audience willing to
pay a fee for another look. “It will most-
ly be repurposed,” says Weitzman.

But he also foresees using MMG’s
infrastructure as a path for producing TV
pilots. And he believes the major studios
will eventually seek to distribute feature-
length films on the Internet, within the
next five years. “I think you will see
long-form getting out there,” he says.

“The margins keep getting slimmer.”

That will start to happen, he
believes, when the studios are confi-
dent that the downloading technology
is there to enable secure transactions
and prevent piracy in initial downloads
or illicit secondary distribution. MMG
figures InterTrust’s digital rights-man-
agement (DRM) technology, called
FlyingMedia, can provide the essential
platform to drive its downloading busi-
ness and defuse fears about misappro-
priated content.

InterTrust currently carries a market
cap of approximately $7 billion. Thus far,
its DRM technology has been used to
facilitate digital music downloads. It has
worked with Universal Music Group and
has been developing a relationship with
BMG, according to a spokeswoman.

“It’s clearly a pure technology play
in that we are not going to mess with
their content except to help enhance the
distribution of it,” says Kassan, presi-
dent of MMG’s advertising and e-com-
merce unit.

MMG bases its business model on
taking a percentage of each transaction
it facilitates. It plans to strictly play the
role of middleman and has no aspira-
tions to license or develop content.
“We are not trying to acquire content,”
says MMG president and COO Meidel,
citing MMG executives’ contacts in the
studio and music businesses as a prime
asset in making their proposition work.
“We go in and demonstrate how we can
enhance value in their library or the
new content that is being produced.”

The Santa Monica, Calif.-based
start-up already has “some arrange-
ments” in place for video from content
providers, according to Weitzman, who
says the company expects to start put-
ting programming online by the third
quarter, launching the full-blown serv-
ice in the fourth quarter.

He acknowledges that bandwidth is
still a stumbling block to building a
business in delivering video content
with sufficient quality to prompt Web
surfers to pay for it and tune it in on their
PC screens. “Obviously,” he says, “a lot
of this is dependent on bandwidth.”

Eventually, MMG plans to apply the
same InterTrust technology to enable
downloads of content to DVDs or CDs
for replay on TV screens. “What’s
unique about the applications we’re
using,” Weitzman says, “is that you can
use them online or you can use them on
CDs or DVDs.” |
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AOL, Microsoft get wireless

Competing cyberspace powers are both angling to go anywhere and everywhere

By Richard Tedesco

ebheads won’t have to be
Wplugged in to access AOL or
MSN anymore.

America Online struck a series of
deals to deliver AOL content wireless-
ly, while Microsoft mirrored its rival’s
moves in plans to deliver MSN content
and music via its Windows Media
Player the same way.

The two companies may be based on
opposite coasts, but they’re moving in
the same strategic direction. And the
Redmond, Wash., software behemoth
even seems to have adapted the “AOL
Anywhere” mantra of the Dulles, Va,,
bulidozer now linked to Time Warner.

“Qur overall vision is to deliver serv-
ices anywhere, any time on any
device,” says Deanna Sanford, lead
product manager for MSN, echoing a
line originally coined by AOL.

The import of last week’s deals was
as strikingly similar as the rhetoric.

AOL inaugurated its newly formed
wireless unit with pacts to provide its
content to users of Sprint PCS Internet-
ready phones, and Motorola and Nokia
handheld devices. AOL will use Bell-
South’s network to transmit its AOL
Mobile Messenger service and will
deliver its e-mail and instant messenger
services to consumers equipped with
smart BellSouth wireless devices. It
also enlisted the aid of Arch Communi-
cations to provide two-way messaging
capacity for its mobile messenger serv-
ice and will also send its services to
consumers armed with Arch devices.

The BellSouth deal is probably the
first of several with major telcos, but
Dennis Patrick, the former FCC chief
and new AOL Wireless president,
declined comment on other deals in the
works, saying only, “We’re talking to
all of the carriers.”

Apart from e-mail and messaging,
the AOL services to be delivered to
wireless devices are practical applica-
tions, including its personal finance
“channel,” its Digital City urban
guides, MovieFone and MapQuest.

“Eventually we're going to be deliv-
ering music and other multimedia to
these devices,” says Patrick.

Microsoft is getting the drop on AOL
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there, with plans to deliver music to
handheld devices with its Windows
Media Player, enabled by Windows CE
licensing deals with Compagq, Casio
and Hewlett-Packard. Digital music
files downloaded to PCs can, in turn, be
downloaded to the wireless devices.
“Certainly this is a huge win for our
format leadership,” says Michael
Aldridge, product manager of
Microsoft’s digital media division.
Back on the practical application

side, Microsoft will develop mobile
versions of its MSN portal service and
its Expedia travel service for wireless
handheld units. And it will develop
wireless receiving devices, including
smart phones and pocket PCs.
Microsoft also intends to deliver
multimedia content to remote devices
as well. “Once higher-speed access is
available, we’ll be able to take advan-
tage of that content as well,” says
MSN’s Sanford. n

New media, new - oof' superheroes

Stan Lee Media is bringing
a new class of super-
heroes in cyberspace, des-
tined to find their way back
to traditional media.

The site (www.stan-
lee.net) is the brainchild of
Stan Lee, who created Spi-
derman and the Incredible
Hulk. The characters in
these online Flash anima-
tion “Webisodes” sound no
less fantastic, but a bit
more existential: Stone-
man, Accuser, Drifter and
Ogre. And alter egos of the
Backstreet Boys will be fea-
tured in an animation
series now in development.

Merchandising and what
Stan Lee Media co-
founder and partner Peter
Paul calls "unobtrusive”
sponsorships will fuel the
site financially. But Stan
Lee Media itself has
already shown extraordi-

Comic-book maven Stan Lee is bringing new
characters to cyberspace on his new Web site.

nary strength as a media start-up: a public company since August, it cur-
rently carries a market cap of more than $300 million.

The first offering from the company’s creative Skunkworks unit is a
seven-minute episode of The 7th Portal, featuring a multinational cast of
kids who assume the identity of avatars in cyberspace to battle evil forces

threatening our solar system.

The overall idea behind the Web venture is to capitalize on the audience
of 250 million PC users equipped with Macromedia’s Flash software to
deliver animation that looks good on a slow Web connection.

Paul expects 7th Portalto transmigrate into a syndicated TV series, and
he says the company is negotiating with two production studios toward
that end. The same is intended for the rest of new Stan Lee superhero
crew. “The future will show that content will originate on the Internet”

—Richard Tedesco
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ABC play-alongs

By Richard Tedesco o

scars fans and Millionaire
0wannabes can get vicarious

thrills from ABC.com this
month with enhanced content
directly tied to live programming.
Film buffs can predict the winners
on the big night March 26 at
Oscars.com and keep track of
their record versus other aspiring
critics. ABC will use the same
software it used for football
broadcasts this past season to cre-

ate enhanced features on the site it PC users can predict Oscar winners online

co-produces with The Academy
of Motion Picture Arts and Sciences.
Trivia questions, statistics and a running
list of the winners, all synchronized with
ABC’s on-air coverage of the awards
ceremony, will be online this year.

ABC’s online coverage is to include
streamed video of the stars arriving and
wall-to-wall streamed coverage of
backstage events.

ABC’s site seeks to cash in on grow-
ing online interest in Who Wants to Be
a Millionaire? by synchronizing its
online version of the game show with
the live nightly telecast, says Brian
Bowman, vice president and general
manager of ABC.com.

ABC.com has already had a good

during the awards telecast.

experience with its extension of the
game show: It claims 43 million Mil-
lionaire games played since the feature
first appeared on the site in January,
with 800,000 participants entering the
sweepstakes contest. Its traffic during
January doubled from the previous
month, according to Media Metrix, and
ABC claims 2.5 million visitors
checked out the Millionaire winner’s
page.

More innovative elements for the
site are ahead, with ABC planning to
plug mid-season replacement shows
this month with some kind of enhanced
online treatments of the new shows,
according to Bowman. =

RealNetworks scores music deals

RealMNetworks bolstered its Inter-
net music initiative last week with
a saries of deals linking its
RealJukebox to music retailers.

Barders, Musicland, TransWorld
Entertainment, Virgin JamCast &
Megastore and Wherehouse
Online Stores will push their
respective customized versions of
Reallukebox through some 3,300
retail outlets and their Wab sites,
The deal gives the retailers links to
the 25 million registered
Reallukebox users already using
the digital music player, and the
customized players enable them
to promote specific artists.

The deals give RealMetworks a
leg up on Microsoft, which is hot
to establish its Windows Media
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Playar as the player of choice for
digital music downloads

RealMetworks gains new paths
to push its software to music fans
through connections to music
retailers, who will undoubtedly be
sources for digital music down-
lcading in the near future. “Music
retailers realize this market for
digital downloads of music is real-
ly beginning to happen, and
they're making sure that they par-
ticipate,” says Dave Richards,
vice president of RealNetworks'
consumer products unit.

The major recording labals say
they plan to authorize digital
downloads of their music invento-
ries through established music
retailars. Richard Tedesco

NBC’s
cyberspace
DEN mate

NBC may be playing a new role in
cyberspace as it assumes a
minority stake in Digital Enter-
tainment Network. NBC’s rela-
tionship with DEN includes the
prospect of co-producing episod-
ic Web shows with the cutting-
edge Web programmer, or devel-
oping some of DEN's offbeat con-
tent for NBC air, according to
Greg Carpenter, DEN CEO and
COO. “There's potential for both,”
he says.

DEN'’s current episodic series,
refreshed weekly or bi-weekly
include Frat Ratz, Aggronation
and Fear of a Punk Planet.

NBC is participating in a $24
million round of financing, kicking
in cash to the Santa Monica start-
up and promotional time on NBC
properties. Spots will appear in
shows aimed at DEN'’s Generation
Y demographic, according to Car-
penter.

NBC'’s investment in DEN is the
network’s latest in a long string of
Web properties, including stakes
in CNet, Talk City, iVillage, Inter-
tainer, Xoom.com and VideoSeek-
er. The network recently struck an
unusual 30-year, $150 million deal
with Ralph Lauren Polo, indicating
NBC'’s twin priorities to develop
broadband content and empha-
size e-commerce in its strategic
partnerships.

The relationship with DEN indi-
cates possible aspirations for
NBCi, NBC's Internet arm, as a
content producer. Marty Yudkovitz,
NBCi president, cited the potential
for the DEN partnership to
advance NBC's “convergence
strategy.”

DEN plans to use the $24 mil-
lion to develop new program-
ming and further develop its
infrastructure, according to Car-
penter. He says DEN will seek to
acquire original content this
year, both new episodic Web
shows and short films, to add to
its current lineup of 13
“Webisodes.” —Richard Tedesco
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The week's tabulation of station sales

e e s e S T
WPPB-TV Boca Raton/Fort
Pierce/West Palm Beach, Fla.

Price: $3.6 million

Buyer: School Board of Broward
County, Fla., Fort Lauderdale, Fla.
(Franklin L. Till Jr., superintendent);
no other broadcast interests

Seller: Channel 63 of Palm Beach
Inc., Clearwater, Fla. (Dustin
Rubeck, president); no other broad-
cast interests

Facilities: Ch. 63, 5,000 kW visual,
500 kW aural, ant. 1,158 ft.
Affiliation: Independent

Construction permit for KTLM{TV) Rio
Grande City/Brownsville/McAllen,
Texas

Price: $600,000

Buyer: Sunbelt Multimedia Co., Rio
Grande City (Sam F. Vale, president);
no other broadcast interests

Seller: Starr County Historical Foun-
dation, Rio Grande City (Sam F.
Vale, principal/president of buyer); no
other broadcast interests

Facilities: Ch. 40, 1,450 kW visual,
ant. 371 ft.

KPTL{AM) Carson City/Reno, Nev., and
KZZF(FM) South Lake Tahoe,
Calif./Carson City/Reno

Price: $3.01 million

Buyer: Moon Broadcasting Reno
LLC, Los Angeles (Abel de Luna,
managing member); owns one other
AM and three other FMs. De Luna
owns two AMs and two FMs

Seller: Dwight C. Millard, Carson
City; no other broadcast interests
Facilities: AM: 1300 kHz, 5 kW day,
500 W night; FM: 102.9 mHz, 1 kW,
ant. 2,794 ft.

Formats: AM: oldies; FM: alternative

WCAT(AM) Orange and WCAT-FM
Athol/Orange/Worcester, Mass.
Price: $875,000

Buyer: Citadel Communications
Corp., Las Vegas (Lawrence R. Wil-
son, chairmany); owns/is buying 60
AMs and 136 FMs, including
WXLO(FM) Fitchburg/Worcester,
WORC-FM Webster/Worcester and
WWFX(FM) Southbridge/Worcester,
Mass.

Seller: CAT Communications Corp.,
Claremont, N.H. (Jeffrey D. Shapiro,
principal. Shapiro owns five AMs and
12 FMs

Facilities: AM: 700 kHz, 2.5 kW day;
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PROPOSED STATION TRADES

Combos - $3,885,000 2
FiMs 52,925,000 3
AMs 11 59,000,000 2

- Total - $20,010,000- 9

S0 FAR IN 2000
TVs ( $50,773,415 14
Combos — $633,830,816 38
FMs 1 %251,541,530 63
AMs I;:Sﬁl_m 143
Total | $1,416,908,561 | 158

FM:99.9 mHz, 1.85 kW, ant. 407 ft.
Formats: AM: news/talk; FM: hot AC

WNHW(FM) Nags Head, N.C. and
WYND-FM Hatteras/Nags Head

Price: $1.3 million

Buyer: OBX Broadcasting LLC,
Rocky Mount, N.C. (E. Wayne Gib-
son, manager); no other broadcast
interests

Seller: Coastal Broadcasting Co.
Inc., Wanchese, N.C. (Kenneth L.
Mann, president); no other broadcast
interests

Facilities: wNHW: 92.5 mHz, 18.5
mHz, 203 ft.; wyND-FM: 97.1 mHz, 48
kW, ant. 558 ft.

Format: Both country

KCRZ{FM) Tipton, Calif.

Price: $850,000

Buyer: Westcoast Broadcasting Inc.,
Tulare, Calif. (Larry W. Woods, presi-
dent); owns KJuG-am-FM Tulare
Seller: Lemoore Wireless Co. Inc.,
Beverly Hills, Calif. (Ken Mann,
principal); no other broadcast inter-
ests

Facilities: 104.9 mHz, 2.3 kW, ant.
528 ft.

Format: Oldies

Broker: Exline Co.

WINQ({FM) Winchendon, Mass.

Price: $775,000

Buyer: Aritaur Communications Inc.,
Newport, R.1. (William P. Collatos,
Joseph V. Gallagher and Robert J.
Maccini, each 33.3% owners); owns
wMmvy(FMm) Tisbury. Collatos also
owns three AMs and six other FMs;
Maccini also owns one AM and
three other FMs

Seller: Central Broadcasting Corp.,
Haverhill, Mass. (William J. Macek,
president); no other broadcast inter-
ests

Facilities: 97.7 mHz, 1.85 kW, ant.
417 ft.

Format: Hot AC

KSKY{AM) Dallas

Price: $7.5 million (plus seller gets
kPRz-FM Fountain/Colorado Springs,
Colo.)

Buyer of ksky and swapper of KPrz-
Fm: Salem Communications Corp.,
Camarillo, Calif. (Edward G. Atsinger
11, president); owns/is buying 38
AMs and 15 FMs, including KwRD-FM
Dallas

Seller: AMFM Inc., Dallas (Thomas
O. Hicks, chairman); owns/is buying
124 AMs and 318 FMSs, including
KFBF(FM) and kzps(Fm) Dallas,
kHKs(FM) Denton/Dallas, KTXQ(FM)
Fort Worth/Dallas and KDGE(FM)
Gainesville/Dallas, all Texas. Note:
AMFM is being bought by Clear
Channel Communications Inc.,
which owns/is buying 20 TVs, 175
AMs and 342 FMs, including
kDMx(Fm) Dallas and KeEGL(FM) Fort
Worth/Dallas

Facilities: 660 kHz, 10 kW day, 660
W night

Format: Christian

WHYZ(AM) Greenville, S.C.

Price: $1.5 million

Buyer: Entercom Communications

Corp., Bala Cynwyd, Pa. (David J.

Field, president); owns/is buying 32

other AMs and 59 FMs, including

WYRD(AM)-wFBC-FM Greenville,

woLI(Fm) Easley/Greenville, woLT(FM)

Greer/Greenville and worD{am) and

wsPA-AM-FM Spartanburg/Greenville,

S.C.

Seller: WHYZ Radio LP, Tampa, Fla.

(Glenn Cherry, CEQO); owns two

Florida AMs

Facilities: 1070 kHz, 50 kW day, 1.5

kW night

Format: News/talk

Broker: Blackburn & Co. Inc.
—Compiled by Alisa Holmes

AMPLIFICATION

George Silverman & Associates
was the broker for the
$4.025 million sale of wvoM(Fm)
Howland/Bangor, Maine, and
WBYA(FM) Searsport/Bangor
(B&C, Feb. 28).

o —— ——
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DATEBOOK

April 8-13—National Association of Broadcasters Annual
Canvantion. Las Vegas Convention Center, Sands Expo, Vanal-
ian Hotel Center, Las Yegas Hilton. Contact: (800} 342-2460.
May 7-10—Cable 2000, 481h annual National Cabile Television
Association Corvention and Exhibition. Ermest M. Morial Conven-
tion Centar, Mew Orleans. Contact: Bobbie Boyd (202) 775-3669,
May 22—George Foster Peabody Awards, 59th annual pres-
entation and lunchecn, Waldarf-Astoria, Mew York. Contact: Dr.

Barry Sherman (706} 542-3787

MAJOR MEETINGS

Seth Morrison (7013} B37-6546

July 16-19—Cabile & Telecommunications Association for
Marketing Summit. Hynes Convention Center, Boston, Contact:

(202) 428-4194,

Sept. 13-16—Radio-Television News Directors Association
International Conference and Exhibition, Convention Center, Min-
neapolis. Contact: Rick Oesmanski (202) 467-5200.

Sept. 20-23—National Association of Broadeasters Radio
Show. Mozcone Center, San Francisco. Contact: Gene Sanders

Mov. 28-Dac.-1-—California Cable Television Association
Western Show. Los Angeles Convention Center, Los Angeles.
Contact: Paul Fadelli (510) 428-2225.

Jan. 22.25, 2001—National Association of TV Program
Executives 37th annual Conference and Exhibition. Las Vegas.
Contact: Lana Westermeier (310) 453-4440.

March 7-8—The Carmel Group ‘s fifth annual con-
ference: DBS 2000: The Five Burning Questions.
The Sheraton Hotel, Los Angeles. Contact: (831)
643-2222.

March 8-10—CTAM Digital Pay Per View Confer-
ence. Century Plaza Hotel and Tower, Los Angeles.
Contact: Seth Morrison (703) 837-6546.

March 10-12—/BS National College Radio Sta-
tion Convention. Hotel Pennsylvania, New York City.
Contact: Fritz Kass (914) 565-0003.

March 12-15—Southern Cable Telecommunica-
tions Association Inc. Eastern Show. Atlanta. Con-
tact: Patti Hall (404) 252-2454.

ALS0 IN MARCH

March 14—SCTE DOCSIS Deployment. Holiday
Inn Metrodome, Minneapolis. Contact: Jessica Dat-
tis (800) 542-5040, ext. 239.

March 14-15—Kagan Seminars Radio Acquisi-
tions & Finance 2000. The Park Lane Hotel, New
York. Contact: Tim Akin (831) 624-5882.

March 15—National Academy of Television
Arts and Sciences/New York Chapter Televi-
sion/Internet Conference: When Networks Collide.
Marriott Marquis, New York City. Contact: Lisa
Benson (212) 768-7050.

March 16—American Women in Radio and
Television Radio in the New Millennium. The Yale
Club, New York. Contact: Rosemarie Sharpe (212)
481-3038.

March 16—Kagan Seminars TV Acquisitions &
Finance 2000. The Park Lane Hotel, New York. Con-
tact: Tim Akin (831) 624-5882.

March 16—Kagan Seminars Broadband Tech-
nology & Finance. The Park Lane Hotel, New York.
Contact: Tim Akin (831) 624-5882.

March 16 —RTNDF 10th annual Banquet and
Celebration of the First Amendment. Washington
Monarch Hotel. Washington. Contact: Colony
Brown (202) 467-5217.

March 23— CAB 18th Annual Cable Advertising
Conference. New York Marriott Marquis. Contact:
Joleen Martin (212) 508-1214.

March 24-25—AP TV-Radio Association of Cal-
ifornia-Nevada 2000 APTRA convention. Disney-
land Hotel, Anaheim, Calif. Contact: Rachel
Ambrose (213) 626-1200 .

March 24-26—NAB Education Foundation
Making News: An Executive Seminar in Broadcast
Journalism. Swiss Hotel, Atlanta. Contact: John
Porter (202) 775-2559.

March 24-26—RTNDF News Management
Training Seminar for Women and Minority News
Professionals. Holiday Inn on the Bay, San Diego.
Contact: Michelle T. Loesch (202) 467-5206.

March 27—Broadcasters’ Foundation Golden
Mike Award. The Plaza, New York. Contact: Gordon
Hastings (203) 862-8577.

March 27-28—The Citizenship Education Fund
Minority Broadcast Advocacy: Turning the Tides for
Minority Entrepreneurship Conference. The Interna-
tional Trade Center, Washington. Contact: Dahlia
Hayles (202) 333-5204.
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March 28— SkyFORUM Semiannual
Satellite/Financial Symposium. Marriott Marquis,
New York. Contact: Rachel Zink (703)549-6990.
March 28—T7. Howard Foundation Seventh
Annual Fundraising Dinner. Marriott Marquis, New
York. Contact: Cynthia Dinkins (703) 549-6990.
March 28— SCTE Fiber Technology for Techni-
cians. Embassy Suites, Phoenix. Contact: Jessica
Dattis (800) 542-5040, ext. 239.

March 30—National Association of Black-
Owned Broadcasters 16th Annual Communica-
tions Awards Dinner, Marriott Wardman Park Hotel,
Washington. Contact: Lisa Douglas (212) 370-5483.
March 30—Association of National Advertisers
2000 Television Advertising Forum. The Plaza Hotel,
New York. Contact: John J. Sarsen Jr. (212} 697-5950.

April 1—AP-RTNDA-Emerson College Regional
Conference & Awards Dinner. Braintree Sheraton
Tara Hotel, Braintree, Mass. Contact: Bob Salsberg
(617) 358-8100.

April 2-4—Association of America’s Public
Television Stations Capito! Hill Day. Wyndham
Hotel, Washington, D.C. Contact: David Brugger
(202) 887-1700.

April 5—Cable Positive Fourth Annual [AIDS]
Benefit Dinner, Marriott Marquis Hotel, New York.
Contact: James Giriffin (973) 331-1070.

April 5.7—ICM Conferences Inc. Cable Teleph-
ony. Hyatt Regency Hotel, Denver, Colo. Contact:
Arlene Soumiltac (415) 817-0400.

April 7-8—Texas Associated Press Broad-
casters Annual Convention. Marriott Quorum,
Dallas. Contact: Diana Heidgerd {972) 991-2100.
April 7-8—Radio and Television News Directors
Foundation Newsroom Decision-Making Work-
shop. Hotel Nikko, San Francisco. Contact: Kathleen
Graham (202) 467-5216.

April 7-9—Radio and Television News Directors
Foundation Covering the 2000 Elections Work-
shop.Union Station Hotel, Nashville, Tenn. Contact:
Avni Patel {202) 467-5215.

April 7-10—Broadcast Education Association
45th Annual Convention & Exhibition, Las Vegas Con-
vention Center. Las Vegas Contact: (202) 429-5354.
April 8—Television News Center Anchor Train-
ing. 1510 H St., NW, Washington. Contact: Herb
Brubaker (301) 340-6160.

April 8-13—National Association of Broadcast-
ers Annual Convention. Las Vegas Convention
Center, Sands Expo, Venetian Hotel Center, Las
Vegas Hilton. Contact: (800) 342-2460.

April 10-11—Television Bureau of Advertising
Annual Marketing Conference. Las Vegas Hilton
Hotel, Las Vegas. Contact: (212) 486-1111.

April 12—Broadcasters’ Foundation American
Broadcast Pioneer Awards. Las Vegas Hilton, Las
Vegas. Contact: Gordon Hastings (203) 862-8577.
April 16—National Academy of Television Arts
& Sciences/New York Chapter New York Emmy
Awards Gala. The Plaza, New York City. Contact:
Lisa Benson (212) 768-7050.

April 17—American Women in Radio & Televi-
sion 2000 Gracie Allen Awards. Hudson Theatre

on Broadway, New York. Contact: (703) 506-3290.
April 18—lilinois Broadcasters Association
annual Silver Dome Conference and Awards. Crown
Plaza Hotel, Springfield, Ill. Contact: (217) 793-2636.
April 21-22—Collegiate Broadcasting Group 22nd
Annual Black College Radio Convention. The Renais-
sance Hotel, Atlanta. Contact: Lo Jelks (404) 523-6136.
April 28-29— Hawaiian Association of Broad-
casters Annual Convention. Hilton Hawaiian Vil-
lage, Oahu, Hawaii. Contact: (808) 599-1455.
April 29— Television News Center Anchor Train-
ing.1510 H St., NW, Washington. Contact: Herb
Brubaker (301) 340-6160.

May 7-10—Cable 2000, 49th annual National
Cable Television Association Convention and
Exhibition. Ernest N. Morial Convention Center, New
Orleans. Contact: Bobbie Boyd (202) 775-3669.
May 7-11—CMP Media Inc. 3D Conference &
Expo. Santa Clara Convention Center, 5001 Great
America Parkway, Santa Clara, Calif. Contact: Kath-
leen Sachs (415) 278-5343.

May 10—Quinnipiac College Fred Friendly First
Amendment Award presentation. Metropolitan Club,
New York City. Contact: Lou Adler (203) 288-5251.
May 13-17—American Center for Children and
Media Summit 2000. Toronto. Contact: Joe Pereira
(416) 515-0466.

May 15-17—DBS Digest 7th annual Denver DBS
Summit. Denver Hilton/Tech Center, Denver. Con-
tact: Jay Rogers (719) 586-9761.

May 17-18—CES Business Solutions 2000.Hyatt
Regency Hotel, Los Angeles. Contact: Lisa Fasold
(703) 907-7600.

May 17-20—Broadcast Cable Financial Man-
agement Association 40th Annual Conference.
Sheraton Harbor Island, San Diego. Contact: Mary
Teister (847) 296-0200.

May 22—George Foster Peabody Awards,
59th annual presentation and luncheon, Waldorf-
Astoria, New York. Contact: Dr. Barry Sherman
(706) 542-3787.

June 1-4—Foundation World Television Forum
Montreux World TV Forum. Montreux, Switzerland.
Contact: George Waters 011-353-1-668-0058 (lre-
land).
June 3-6—CAB presents its 7th annual Local
Sales Management Conference, Denver. Con-
tact: Nancy Lagos (212) 508-1229.
June 5-8—SCTE Cable-Tec Expo 2000. Las
Vegas Convention Center, Las Vegas. Contact:
Marci Dodd {610) 363-6888, ext. 217.
June 9-11—Cuitural iIndustries Research Cen-
tre, Faculty of Business, University of Alberta
Public Service Broadcasting : Beyond 2000. Banff
Centre, Banff, Alberta, Canada. Banff, Aiberta, Cana-
da. Contact: Prof. Stuart McFadyen (780) 492-4977.
—Compiled by Beatrice Williams-Rude
(bwilliams@cahners.com)
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From White House to boardroom

how he was going to better himself
after serving as special assistant to
President Ronald Reagan at age 29.

But he has only moved up. At 47, he is
AT&T Corp.’s general counsel and chief
lobbyist, overseeing hundreds of corpo-
rate lawyers and crafting the company’s
policy positions.

Cicconi has never worked for a giant
multinational corporation, but he’s still
suited to the job. In past lives, he was one
of the Republican Party’s primary policy-
shapers and one of Washington’s top law
firms’ top lawyers.

Along the way, he has also made some
friends in high places.

“Jim Cicconi has been a winner all his
life,” says former ambassador to the Sovi-
et Union Bob Strauss, founding partner of
Akin, Gump, Strauss, Haver & Feld and
Cicconi’s former boss. “He does things
well, has a sense of responsibility and
judgment, and gives a damn about what
he’s doing. That’s a very important thing.”

“I saw Jim Cicconi up close and person-
al at the White House,” says former Presi-
dent George Bush. “As president, I greatly
benefited from his knowledge and skill and
still depend on him today for good advice.”

Apparently, what’s good for presidents
is good for corporate chairmen. AT&T
Chairman C. Michael Armstrong and his
top lieutenants got to know Cicconi when
he served as outside counsel to the compa-
ny as a lawyer with Akin Gump.

Cicconi learned early the benefit of
good connections as well as hard work.
He met former Secretary of State and top
Reagan aide James A. Baker III while
working part-time in the Texas legislature
and attending law school at the University
of Texas. After graduating, he became
issues director in Baker’s campaign for
Texas attorney general. When Baker lost,
Cicconi went to work as general counsel
for the Texas secretary of state.

Baker’s loss was Reagan’s gain,
though. In 1981, Baker went to Washing-
ton as President Reagan’s chief of staff
and called Cicconi to the White House as
special assistant to the president and spe-
cial assistant to Baker.

There Cicconi learned the very delicate
art of political negotiation, a skill he car-
ries into the corporate boardroom. “In any
decision-making structure, you often find
that there’s an expedient course and there’s

j ames Cicconi may have wondered

“It may be
important to stand

firm on a principle,

even If it means not
achieving vour
objectives.”

James William
Cicconi

General counsel and executive
vice president for law and
government affairs, ATET,
Washington, D.C.; b. June 8,
1952, Eimira, New York; B.A.,
1974, 1.D., 1977, University of
Texas, Austin, Texas; issues
director, James A. Baker lllI's
campaign for Texas attorney
general, 1977-78; general
counsel to Texas secretary of
state, 1978-81; special
assistant to the president and
special assistant to the White
House chief of staff,
Washington, D.C., 1981-85;
associate, Akin, Gump,
Strauss, Hauer & Feld,
Washington, D.C., 1985-88;
senior issues adviser to George
Bush’s presidential campaign,
1988; White House deputy
chief of staff, 1989-91;
partner, Akin Gump, 1991-98;
current position since Sept.
1998; m. Patricia Burgess,
Aug. 10, 1974; daughters Jill,
21, Sara, 16, Rachel, 14.

a principled course, and sometimes the
right decision is a melding of the two,” he
says. “Occasionally, it may be important to
stand firm on a principle, even if it means
not achieving your near-term objectives.”

Cicconi left the White House in 1935 to
become an associate at Akin Gump. In
what seems to be typical Cicconi style, he
made partner in three years.

But he wasn’t long out of the political
scene. In 1989, he served as senior issues
adviser to Vice President George Bush’s
campaign for the presidency. When Bush
won, Cicconi took a leave of absence from
the law firm to serve as deputy chief of
staff. His old mentor, Baker, became sec-
retary of state, and Cicconi had to choose
between two jobs: one at the State Depart-
ment and one at the White House. The
White House won out.

He stayed for two years but served as
senior issues director for the 92 Bush
campaign. Since then, however, politics
have ceased to occupy his full-time focus.

As for George W. Bush’s presidential
run, Cicconi says, “The responsibilities [
have with AT&T are so consuming that
it’s just not possible for me to spend a
great deal of time on a campaign. They’ve
got a very skilled and able group of people
running that effort, and I certainly am
happy to yield that up to others.”

Working closely with Baker all those
years served Cicconi well, say Washing-
ton associates.

“He combines the substantive skills of
being a terrific lawyer with excellent
political skills,” says Ivan Schlager, once
minority chief of staff on the Senate Com-
merce Committee and now a lawyer with
Skadden, Arps, Slate, Meagher & Flom.
“He was trained at the feet of the master:
James Baker. He follows the Baker rules:
You return phone calls; you’re accessible.”

Indeed, several cite Cicconi’s accessi-
bility even with an enormous workload.

“One of the first things he did when I
took this job was give me his home phone
number and e-mail and pager,” says Robert
Sachs, who became president of the Nation-
al Cable Television Association last fall.

Some may say Cicconi’s success started
when he had the good fortune to meet
James Baker. Perhaps. But, as former
Akin Gump boss Strauss notes, “You
know what they say: ‘The harder [ work,
the luckier I get.” I think that’s true with
Cicconi.” —Paige Albiniak
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BROADCAST TV

= Cheryl Pearson-
McNeil, vice presi-
.| dent, marketing
and communica-
tions, Boys &

. Girls Clubs of

. Chicago, joins
wMAQ-TV Chicago
as director of sta-
tion relations.

C. Michael
Gehring, presi-
dent, G3 Resources, joins Catamount
Broadcast Group as general manager,
KxJB-TvV Fargo, N.D.

Marti Millan, freelancer, Orange Coun-
ty News Channel, Los Angeles, joins
KPNX Phoenix, as overnight reporter
for 12 News Today.

Michael C. LaBonia, vice president,
general manager, WGNO-TV New
Orleans, Tribune Broadcasting, has
added the same responsibilities for
WNOL-TV also New Orleans.

Yvette Miley, managing editor,

NBC6/wtvi Miami, named assistant
news director.

Pearson-McNell

PROGRAMMING

e

Patricia Nugent,
co-producer
Cosby, Carsey-
Werner, joins
PBS, Alexandria,
Va., as head of
children’s pro-
gramming.
Robert DeBitetto,
executive vice
president, TNT
Originals, Turner
Broadcasting System, Los Angeles,
named president of original pro-
gramming.

Noel Poole, director, business affairs,
Weller/Grossman Productions,
named chief financial officer.

JOURNALISM

Appointments, Primedia, New York:
David G. Ferm, president, McGraw-
Hill business week group, named pres-
ident, CEO business-to-business
group; Jim Ritts, CEO, Digital Enter-
tainment Network and co-founder
Channel One, named president, CEO
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Channel One and president of Pri-
media Broadband Video unit.

Judy Milestone, vice president, net-
work bookings, CNN, New York,
named senior vice president.

Kaile R. Warren, founder, Rent-A-Hus-
band Inc., joins The Saturday Early
Show, CBS News, New York, as home
improvement contributor.

Jon Keller, has signed a five-year con-
tract to remain as political analyst for
WLVI-TV Boston’s The Ten O’Clock
News and as host of the weekly politi-
cal talk show Keller at Large.

Christine Cha, M.D., joins KIrRo-Tv Eye-
witness News Team, Seattle, as medical
editor. Dr. Cha is a radiation oncologist
at Virginia Mason Medical Center.

RADIO

Nancy Cole, vice president, business
development/sales, Event411.com,
joins KCTD-AM Los Angeles as vice
president/general manager One-On-
One Sports.

Bob Mackay, general sales manager,
KTBZ(FM) Houston, rejoins Emmis
Radio, Indianapolis, as vice presi-
dent/director of national sales.

Appointments, Radio Unica: Teri
Vila-Caballero, regional sales man-
ager, Hispanic Broadcasting Corp.,
Miami, joins as Southeast regional
manager, there; Alberto Martinez,
sales manager, KKPW-FM, Fresno
Calif., joins as national and local
sales manager, station 940-aAM Fres-
no.

CABLE

Appointments, Cox Communica-
tions, Atlanta: Richard A. Hook, vice
president, general manager, Omaha
operations, named to same position
for Middle America operations;
Darrell Wells, general manager,
Time Warner Cable, Myrtle Beach,
S.C., named director, network oper-
ations, Division 1V; Brad Shipp,
LAN services group manager, Fleet
Financial Group, joins as New Eng-
land director of information technol-
ogy.

Paula Jennings, vice president, strate-
gic planning, Lifetime Television,
New York, named senior vice presi-
dent, finance.

Appointments,
TVN Entertain-
ment, Transac-
tional Content
Group, Burbank,
Calif.: Gregory A.
Thomas, COO,
Guthy-Renker
Television Net-
work, joins as
president, COO;
James P. Riley,
vice president,
business develop-
ment, Guthy-
Renker Television
Network, named
senior vice presi-
dent.

Denise E. Palmer,
vice president,
development,
strategy, finance,
Chicago Tribune
Company, Chicago, named presi-
dent, CEO CLTV News, there.

Angela Leaney,
head of planning
and research,
Ogilvy & Mather,
Los Angeles, joins
Noggin, New
York, as vice pres-
ident, marketing.

Jaye Gamble, area
vice president,
Comcast Cablevi-
sion, Baltimore,
named regional vice president, Wash-
ington, D.C./Virginia.

ADVERTISING/MARKETING/
PUBLIC RELATIONS

Mike McCarley, director, communica-
tions, USA Triathlon, named director,
sports communications for NBC
Olympics, New York.

Thomas

Riley

Leany

Appointments, The NBC Agency,
NBC Network, Burbank, Calif.:
Barbara Blangiardi, formerly at Pre-
mier Horse Network, joins as vice
president, account services; Scot
Chastain, director, affiliate advertising
& promotion services, NBC Entertain-
ment, named vice president.

Douglas H. Murphy, regional director,
sales and marketing, Southeast territo-
ry, E! Entertainment Television Net-
works, joins Fox News Channel, New
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FATES & FORTUNES

York, as eastern regional vice presi-
dent of affiliate sales.

Caran Frater, director, affiliate rela-
tions, The WB, Burbank, Calif.,
named account executive, media sales
for The WB 100+ Station Group, Bur-
bank.

Appointments, Court TV, New York,
advertising sales: Joanna Lisanti,
Nickelodeon brand director, retail
group, Viacom, joins as director,
advertising sales promotion;
Michael Labriola, director, advertis-
ing sales, Jones International Net-
works/Great American Country,
joins as director, New York adver-
tising sales; Debra D’Arinzo, direc-
tor, finance, Cable Network Ser-
vices, joins as director, sales, plan-
ning and pricing.

Appointments, Odyssey Network,
New York: Katrina Monroe, region-
al sales manager, Scripps Net-
works, joins as director, network
distribution and service, Northeast
region; Christopher Joyce, senior
account executive, named vice
president, Midwest advertising
sales, Chicago.

Nicolas J. Valls, vice president, inte-
grated sales and marketing, Univi-
sion, Los Angeles, named senior
vice president, network sales and
marketing.

Steve Sloane, regional account execu-
tive, WPLG-TV Miami, joins WAMI-TV
there as local sales manager.

Appointments, Suzanne Rothenberg
Communications, New York: Karen
Levine, account supervisor, marketing,
Robert Marston & Associates, joins as
account director; Gabrielle Torello,
public relations, Four Corners Com-
munications, joins as account director.

TECHNOLOGY

Al Fong, director,
operations and
engineering, Time
Warner Entertain-
ment, joins Tri-
bune Broadcast-
ing, Chicago, as
director, advanced
broadcast tech-
nologies.

Ralph Calistri,
vice president,
general manager America, Nortel Net-
works, joins PixStream, Parsippany,
N.J., as president, CEO.

Fong
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INTERNET

Alan Parcell, news editor, CBS News,
New York, joins Internet Broadcasting
Systems Inc. as senior launch director.

Appointments, Excite at Home, Red-
wood City, Calif.: Don Hutchison, sen-
ior vice president, general manager,
named chairman and CEO of
Work.com, a new joint venture with
Dow Jones & Co.; Mark 0’Leary, vice
president, managed network services,
AT&T Solutions, named senior vice
president, general manager,
Work.com.

Appointments, Boxerjam, Char-
lottesville, Va.: Daniel Capone, vice
president, marketing, development,
Time Warner Inc./Warner Home
Video, joins as chief marketing offi-
cer; Del Wood, vice president, infor-
mation systems, Value America, joins
as chief information officer.

Jeremy Berg, pro-
ducer, interactive
and convergent
media division,
Pittard Sullivan,
New York, named
lead producer.

Appointments,
Ifilm, Los Ange-
les: Skip Paul,
named chairman
of the board;
Kevin Wendle, co-founder, CNET and
executive vice president, Fox Broad-
casting Co., joins as CEO; Doug
Sylvester, co-founder and general man-
ager, E! Online, named president, COO.

Berg

Marc Brody, vice president, distribu-
tion, East Coast, CNX Media, New
York, named senior vice president,
distribution, North America.

Linda M. Fisk, vice president, market-
ing and communications, Gaylord
Entertainment Co., joins Belo Interac-
tive Inc. as vice president, marketing.

Appoinments, Intelisys Electronic
Commerce Inc., New York: Robert
Kramer, vice president, business devel-
opment, Chase Manhattan Bank,
named vice president, corporate devel-
opment; Michael J. Collins, vice presi-
dent, worldwide corporate marketing,
SAGA Software, named vice presi-
dent, worldwide marketing; Philip
Summers, vice president, product
management OrderTrust, named vice
president, product management; Joe
Juliano, vice president, sales and mar-

keting, Telesis, named vice president,
North American sales; Stefan Bolka,
Internet-base systems development,
Scholastic Publishing, named vice
president, development.

Appointments, AdOutlet.com, New
York: Peter A. Lund, former president,
CEO, CBS Inc., New York, joins the
board of directors; Jeffrey Singman,
head of video-on-demand and devel-
opment of video Web servers, NBC,
New York, joins as vice president,
technology alliances and e-commerce.

James B. Singleton, associate general
counsel, Metromedia Co., New York,
joins Centerseat LLC digital media
and entertainment, New York, as sen-
ior vice president, business develop-
ment and general counsel.

SATELLITE/WIRELESS

Steven P. Gavenas, executive vice pres-
ident, corporate strategy, WorldSpace
Corp., Washington, joins XM Satellite
Radio there as senior vice president,
new business development.

ASSOCIATIONS/LAW FIRMS

Kerry Moyer, staff director, audio and
video divisions, specialty audio and
home theater subdivisions, Consumer
Electronics Association, Arlington,
Va., named director, product divisions.

Dennis FitzSimons, executive vice pres-
ident/media operations, Tribune Co.,
and president, Tribune Broadcasting,
elected to board of directors, Robert R.
McCormick Tribune Foundation.

RETIREMENT

Reynard A. “Rennie” Corley, president,
general manager of wxII-Tv, Greens-
boro/Winston-Salem, N.C., and a vet-
eran broadcast television executive, is
retiring at the end of this year after
almost 40 years in the business. He
has been at the helm of wxiI-Tv, a
Hearst-Argyle station, for 21 years. He
began his broadcast career at WRDW-TV
in Augusta, Ga., and worked for sever-
al stations—from wis-Tv Columbia,
S.C., to KETV-TV, Omaha, Neb., to
WMAR-TV Baltimore—in various sales
and management positions. Corley has
also been an enthusiastic community
activist. He received distinguished
service awards from the March of
Dimes, the North Carolina Association
of Broadcasters and the North Caroli-
na Triad Black Media Professionals.

—Compiled by Patricia A. Carter
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CLASSIFIEDS

RADIO

TELEVISION

HELP WANTED SALES

HELP WANTED SALES

Selling Station Manager needed for Florence,
S.C. radio station. Ideal climate, one hour from
Myrtle Beach. Rapidly growing business center.
Ideal for someone with good sales skills, aspiring
to work in sales/staton management. Phone
George Buck, 7:30 P.M. E.T., (504) 525-5000.

SITUATIONS WANTED MANAGEMENT

General Manager Seeks Southwestern Op-
portunity: Currently Managing two Stations in up-
scale Northeastern Market. Years of major and
medium market experience as General Manager/
Sales Manager, Program/Promotion Director. |
can make your propertise visible, involved and
profitable. Please reply to Box 01645 EOE.

TELEVISION

HELP WANTED MANAGEMENT

Red River Broadcast is looking for General
Sales Managers. Qualified applicants must have
radio or TV experience. Great opportunities with
high pay. Start working today with a growing tel-
evision and radio company. Send resume'to: Ro
Grignon, President, KVRR-TV, PO Box 9115,
Fargo, ND 58106 EOE, No phone calls.

Station Manager: Station Manager needed for
NBC affiliate in Helena, Montana. Previous expe-
rience as a small market manager preferred.
Sales experience a must! Must be an excellent
motivator and strong people person. Please send
resume and salary requirements to Ralph
Toddre, Executive VP, Sunbelt Communications
Company, PO Box 7160, Reno, NV 89510, or e-
mail: rtoddre@krnv.com. No phone calis please.
E.O.E.

HELP WANTED SALES

General Sales Manager: Need dynamic,
creative and innovative sales manager to lead
established staff of 24. A leader in the 41st
market, WWL-TV is searching for a proven man-
ager who will be aggressive in developing non-
traditional revenue, while building key rela-
tionships in the local/national marketplace. Must
have experience as a television LSM, NSM and
GSM. Send resume to HR Director, WWL-TV,
1024 North Rampart St.,, New Orleans, LA
70116. A.H. Belo Corp./WWL-TV is an Equal Op-
portunity Employer.

TECHNICAL SALES
MANAGERS

NDS Americas Inc., is world renowned for developing
high performance digital television products, software and
components. We are experiencing dynamic growth, which means
immediate opportunities for Technical Sales Managers to join
our team.

In this position, you will manage the overall sales activities in
achieving quotas. You will also make sales presentations to prospective
customers, develop account penetration strategies to generate new sales
and maintain budgets and forecasts.

]

[}

]

]

]
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! Requires 7-10 vyears' direct sales experience, preferably in a Broadcast,
’ Cable, Conditional Access Software or Data Broadcasting network
! environment. A BA/BS degree or equivalent is also required. Excellent
! communication and presentation skils are essential, in addition to
! organizational and analytical ability. Includes frequent travel (up to 50%).
:

]

\

NDS offers competitive salaries, excellent benefts and the opportunity
to work in an innovative, highly motivated and fun team environment.
For immediate consideration, please submit resume with salary
history to: NDS Americas Inc., Attn: TSM/BC, 3501 Jamboree

Road, Suite #200, Newport Beach, CA
NDS 92660; Fax 949/725-2515, or e-mail to:

hréndsamericas.com. \We are an equal opportuni-
ty employer and support workforce diversity.

Are you looking to join one of the finest broad-
cast groups in America? Are you challenged by
high revenue performance expectations? Do you
understand market pricing and inventory control?
We are in search of a General Sales Manager
with 3-5 years experience on the national rep or
station side. Candidates must possess full
knowledge of local traffic systems, avail and
sales software systems, and have some previous
exposure to qualitative software as well as added
value sales drivers. Ability to develop new local
client revenue, train local AE's, and develop
alternative revenue streams an absolute must. If
this describes your talents please send a resume
to Steve Scollard, Director of Station Group
Sales, Catamount Broadcast Group, c/o KMVT-
TV, 1100 Blue Lakes Blvd. N., Twin Falls, ID
83301. EOE. Drug-free work environment.

Natl. Sales Mgr: Jacksonville FL, station needs
a person to direct all national sales efforts includ-
ing working with Natl. Reps in developing ef-
fective sales presentations and packages to
properly market the station. Must represent the
station in an ethical business manner at all times,
and develop strong client and agency contacts.
This position requires extensive written and
verbal communication skills with substantial na-
tional travel, experience in television sales a
must. Send resume to P.O. Box 12 Jacksonville,
FL 32202.

Sales Manager: WPVI-TV, the ABC owned sta-
tion in Philadelphia, is seeking a sales manager
to direct our national sales efforts outside of New
York. Applicants must have a minimum of 5 years
of local/national sales experience, and a mini-
mum of 2 years in sales management. National
Representative experience is preferred. Appli-
cants should have an established record of
performance in achieving budgets, motivating a
staff, and developing business. Send resume (no
calls/faxes) to Bernie Prazenica, Director of
Sales, WPVI-TV, Suite 400, 4100 City Avenue,
Philadelphia, PA 19131 EOE.
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HELP WANTED TECHNICAL

Vice President, Engineering & Operations:
KDVR Fox 31 has an exciting opportunity for an
experienced, senior-level, engineering manager.
The station is currently constructing a new, state-
of-the-art facility in preparation for a FOX-style
news launch (check it out at www.kdvr.com), and
we're seeking the right person to oversee the
technical and operational departments. Job duties
include: responsibility for all engineering and
technical aspects of KDVR's facilities; managing
all technical operations for news, including start-
up; overseeing all maintenance and operational
functions encompassing all areas of engineering;
planning, coordinating and implementing capital
projects, including budgets, timelines and organi-
zation; acting as liaison between engineering and
all departments, including news, for on-going, dai-
ly operations, major events and special projects.
Requirements: 5 years experience as a chief
engineer in a medium to large market as a pro-
ven project manager, staff developer, and ad-
ministrator of television engineering operations re-
quired; several years management level experi-
ence in a news environment required; strong
knowledge of FCC rules and regulations re-
quired; knowledge of computer and transmission
systems required; SBE certification strongly de-
sired. No phone calls, please. Qualified candi-
dates should send or fax resumes with salary re-
quirements to KDVR Fox 31, Attn: Human Re-
sources/VPE, 501 Wazee St., Denver, CO
80204. Fax (303)357-3953 EOE.

Television News Technical Manager-Engineer
Department Responsibilities include supervising
the technical operations relating to all newsroom
functions, news programs, satellite feeds, ENG,
SNG and transportation fleet. Also responsible
for the maintenance of all news related equip-
ment. Must participate in establishing technical
needs and crew requirements for news events.
Oversee various technical and operating proce-
dures to troubleshoot and solve potential problem
prior to air. Serve as liaison between the News
and Engineering Departments. Associate Degree
or equivalent in Engineering or Communications.
Significant television and technical operations
experience required. Three to five years of man-
agement experience and strong interpersonal
skills a must. Please send resume and cover let-
ters to: Dale Werner, Director of Broadcast Oper-
ations and Engineering, KPRC-TV, P.0O. Box
2222, Houston, TX 77252.

HELP WANTED WEB OPERATIONS

Director Web Operations: Department Head
position will oversee the conceptualization and
development of WABC-TV web site and integra-
tion within Disney's go.com network. Candidate
must be able to work with existing station person-
nel, build web staff, develop strategic part-
nerships and alliances between TV Station and
outside clients. Candidate must be team player
and current with state of the art web technology.
Familiarity with broadcast industry and internet
marketing strong pluses. Send resume to: Tom
Kane, Assistant News Director, WABC-TV, 7 Lin-
coln Square, New York, NY 10023. No telephone
calls please. We are an Equal Opportunity
Employer.
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HELP WANTED NEWS

Director: Medium Market Affiliate in the North-
west seeks artistic creative individual who can de-
monstrate qualitative leadership for local
newscast. Must have high initiative and diverse
skills demonstrating advanced production techni-
ques. This is an opportunity for small market TD/
Director to move up. Tape, salary requirements,
references to ¢/o Blind Box#01647 EQE.

Meteorologist: WBTV, the CBS affiliate in
Charlotte, NC is looking for a meteorologist who
lives for hurricanes, severe storms, and fast
changing weather. We're a major market opera-
tion with all the toys, and a team of experienced
meteorologists that takes weather seriously. To
get this job, you must have a Meteorology degree
with the AMS seal and/or 2 years experience
forecasting weather for television. You must be
willing to work flexible hours, have computer and
graphics skills, and the ability to produce and
present under pressure. Experience with the WSI
Weather Producer a plus. We're located in a
beautiful, growing city that's a great place to live.
Send tape, resume and references to: Cathy
Cloud, WBTV, One Julian Price Place, Charlotte
NC 28208. Jefferson-Pilot Communications
Company is an Equal Opportunity Employer.

Executive Producer: Toledo's news leader is
looking for a competitive person who knows how
to produce viewer friendly newscasts and who
can help others create compelling shows. We
need a leader who can interface well with all in
the newsroom. Someone with high production
standards, who works well under pressure, has
sound news judgment, who understands the
viewer and who has fun! Respond with resume,
tape, and news philosohy to Personnel Ad-
ministrator-137, WTOL-TV, P.O. Box 1111,
Toledo, Ohio 43699-1111. No phone calls. EQE.

Investigative Photographer: KRIV FOX 26, a
state-of-the-art facility in Houston, has an im-
mediate opening for an award winning photo-
grapher with very high editing and production
skills. Primary responsibilities include sur-
veillance and undercover work with hidden
camera. Must be able to shoot interviews and
documents creatively and be able to edit with
high standards, lengthy complicated stories. Ex-
perience with non-linear editing preferred. Send
non-returnable tape and salary history to KRIV
FOX 26, Recruitment, P.O. Box 22810, Houston,
TX 77227-2810.

News Director: WBTW-TV responsible for all
aspects of the news department including style,
content, philosophy, personnel, managing ex-
penses, and developing a budget. 4-year college
degree, 5-years experience in broadcasting.
Management and interdepartmental meetings
and paperwork involved in administrative duties.
Must be able to work in a confined area for long
hours and work flexible hours, supervise daily
news coverage, hire news personnel and critique
news product. Must have good driving record and
valid driver's license. Send resume to Lou
Kirchen, VP/GM, WBTW TV, 3430 N. TV Road,
Florence, S.C. 29501.

KSFY Television of Sioux Falls, South Dakota
has the following positions available: Morning
Co-Anchor/Reporter: You've got energy and
personality to spare. You can think on your feet,
you can do both hard and soft interviews LIVE!!
You have great news sense. Together with your
co-anchor and an AMS-certified meteorologist
you will wake up one of the greatest communities
in the nation with a daily 90-minute newscast.
You are a professional and look and act the part.
You will also do some reporting, as needed Gen-
eral Assignment Reporter: You are a digger
and a storyteller. You know how to make a live
shot memorable and you can shoot tape, if called
upon. Resume/Tapes To: AM Anchor or Re-
porter, KSFY Television, 300 North Dakota Ave.,
Suite 100, Sioux Falls, SD 57104. VHS non-
returnable tape with writing samples. No phone
calls please. EEQC.

Nationally Syndicated Court Show seeks expe-
rienced East Coast based producers, associate
producers and production staff including editors
and post production personnel. EQE. Please fax
resumes to (212) 586-8740. Attn: Executive Pro-
ducer.

Writer/Producer: UPN 9, WWOR-TV, is looking
for a seasoned Writer/Producer eager to flex their
creative muscle in the nation's top market. You'll
have the opportunity to promote an award win-
ning newscast, first-run programs, sports and
network shows. Hands-on experience with Media
100 or off-line editing a plus! If you have mini-
mum of 3 years experience as an On-Air Promo-
tion Writer/Producer handling news and entertain-
ment, send us your reel. Please send your re-
sume and a non-returnable beta or vhs tape to:
UPN 9, WWOR-TV, HR Department, 9 broadcast
Plaza, Secaucus, NJ 07096.

News Photographer/Editor (Vacation Relief) -
4 positions: WABC-TV is looking for experi-
enced, highly creative photographer/editors. Ex-
perience operating a live truck is a plus. Ideal
candidate must be able to work well under pre-
ssure. Must be able to work flexible hours. Send
tape and resume to: Ted Hotzclaw, News Opera-
tions Manager, WABC TV, 7 Lincoln Square,
New York, NY 10023. No telephone calls or fax-
es please. We are an Equal Opportunity
Employer.

Sports Anchor/Reporter: for top-rated NBC af-
filiate in a great sports town. Applicant must have
a degree and two years experience. The right
person for this job will be a good storyteller with a
knack for fleshing out Local sports stories of all
kinds. Submit resume, tape and salary require-
ments to: Box 01646 EQE.

HELP WANTED PRODUCER

Newscast Director: KVRR-TV, the Fox station in
Fargo is starting a 9pm newscast in July. We're
looking for an experienced professional who can
direct a quality newscast. Must have knowledge
of control room operations and work well with
production staff. Send resume, salary require-
ments, and nonreturnable tape to: Jim Shaw,
News Director, KVRR-TV, Box 9115, Fargo, ND
58106. Phone: 701-277-1515.
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HELP WANTED RESEARCH

HELP WANTED CREATIVE SERVICES

in New York City.

are essential.

We offer a competitive compensation and
benefits package. For immediate considera-
tion, send your resume and salary history to:
Tribune Entertainment Company, Attn:
P. Puleo, 5800 Sunset Bivd, Los Angeles,
CA 90028. Fax: (323) 460-5904. We are an

RESEARCH MANAGER

« NEW YORK CITY -

Tribune Entertainment Company, the syndication division of one of the country's
most successful media companies, is looking for a Manager to join its research team

This muiti-faceted position is heavily involved in supporting both programming and
national advertising sales. Duties include presentation writing, trending reports, rat-
ings estimates, competitive analyses and training. The ideal candidate must possess
4+ years of research experience at a syndication company or at other media research
departments. Knowledge of Nielsen data {local and national) and software, as well
as Microsoft Office are desired. Strong writing, and analytical and interpersonal skilis

TRIBUNE
(enrentainwent]

equal opportunity employer.

Research Manager: Katz Media Group, the pre-
mier TV and radio rep firm, seeks an individual
with broadcast research experience for one of
our television divisions. Along with managing a
staff, this position requires ability to provide train-
ing, strategic sales support and strong agency/
client contact. Send cover letter with resume to:
Katz Media Group, Inc., Human Resources De-
partment, 125 W. 55th St., NY, NY 10019. EOE.

HELP WANTED MARKETING

Director of Marketing and Promotion: Nexstar
Broadcasting seeks a Promotion Manager for
WJET-TV the ABC éffiliate in Erie, PA. We need
an energetic and aggressive marketer to oversee
promotion for both WJET and WFXP, the Erie
FOX affiliate. The successful candidate will
manage two producers and one graphic de-
signer, be responsible for station branding,
creative direction, on-air look, news promotion
and other media advertising. Computer skills a
must. Please send resume and reel to: WJET-
TV, 8455 Peach Street, Erie, PA 16509. WJET is
and Equal Opportunity Employer.

Marketing Director-Sales: WESH-TV, the
Hearst-Argyle NBC affiliate in Orlando, is looking
for a dynamic Marketing Director to join our sales
department. The job is to help develop and sell
special station projects and promotional events to
non-traditional and new-to-television advertisers.
Will work closely with our managers to create con-
cepts, establish new partnerships, identify sales
targets, and develop presentations. This is a
tremendous opportunity for a creative self-starter.
Computer knowledge required. Send letter and re-
sume to Joe Chaplinski, General Sales Manager,
WESH-TV, 1021 N. Wymore Rd., Winter Park,
FL. 32789. An Equal Opportunity Employer.

MAGAZINE THAT

HELP WANTED FINANCE & ACCOUNTING

Director of Finance: FOX5/WAGA-TV in Atlanta
is seeking a Director of Finance to oversee day
to day accounting operations of fast paced televi-
sion station; performing month-end closing and
reporting, participating in budget preparation pro-
cess, monthly forecasting, as well as special pro-
jects. Responsible for supervising staff of 2-4 ac-
counting personnel, with duties including paya-
bles and payroll. Bachelor's Degree in Account-
ing/Finance, CPA preferred. 3-5 years experi-
ence in accounting field with supervisory experi-
ence. Thorough background and knowledge of
account analysis and reconciliation, all facets of
general ledger accounting and reporting, cash
flow management, fixed asset maintenance and
budgeting. Proven ability to create, analyze and in-
terpret a variety of financial reports. Must be profi-
cient with Excel and mainframe financial report-
ing, JD Edwards a plus. Send resume to Human
Resources/FOX5 1551 Briarcliff Rd., Atlanta, GA
30306 or fax 404-724-4426. EOE. No phone
calls.

Controller: Pappas Telecasting Companies, a
rapidly growing group owner/operator of more
than twenty television stations, has an exceilent
opportunity for an experienced controller. This
position requires advanced computer skills,
knowledge and experience in financial modeling,
financial reporting/analysis, knowledge and expe-
rience in all aspects of accounting, budgeting,
human resources and internal controls. This Cor-
porate Officer will oversee an accounting staff at
Corporate headquarters and all business man-
agers/accounting staff at the various station loca-
tions. Travel to various locations required to de-
termine compliance with the companies account-
ing policies, procedures and internal audit/
verification. Includes management of the com-
panies human resource programs and com-
pliance reporting. Will report to CEO. Accounting
degree required/CPA and broadcast experience
preferred. No phone calls, please. Mail your re-
sume to: Personnel Department, 500 S.
Chinowth, Visalia, CA 93277. An E.O.E.-M/F/D.
Women and minorities are encouraged to apply.

MARCH 6, 2000 / BROADCASTING & CABLE

News Graphic Artist (Vacation Relief): WABC-
TV, NY seeks highly qualified vacation relief
Graphic Artist. Candidate must have 3 to 5 years
of experience with Quantei Paintbox. News
graphics experience and ability to handle tight
deadlines is required. Please send resumes and
video tape examples of your work to: Fronz
Janos, Assistant Art Director, WABC-TV, 7 Lin-
coln Square, New York, NY 10023. No telephone
calls or faxes please. We run an Equal Opportuni-
ty Employer.

Graphic Design Supervisor: Looking for a
graphic designer to lead the art department at
WPVI-TV. Responsibilities include designing pro-
motional and news projects, as well as supervis-
ing other designers. Must have strong organiza-
tional skills. 5+ years experience in TV graphic
design Quantel paintbox, Hal, MAC, Photoshop.
Send non-ret. VT/resume (no calls/faxes)to
Caroline Welch, Director of Creative Services,
WPVI-TV, Suite 400, 4100 City Avenue, Phila-
delphia, PA 19131 EOE.

Avid Editor: We're looking for a self-motivated,
highly creative individual to work with our
Creative Services and Promotion Departments.
Must have a 3-5 years hands-on experience: MC
1000 with 3D, Photoshop and AfterEffects. Shoot-
ing and producing skills valuable. Good client
skills essential. Resume and tape of your best to
Personnel Director-138, WTOL, P.O. Box 1111,
Toledo, Ohio 43699-1111. EOE.

(

~

GRAPHIC

ARTIST

ABC7 Los Angeles is seeking a
Graphic Artist to join our expanding
design team. The successful candi-
date will be very creative and must
know their way around a news-
room. Expertise with Quantel
Paintbox and HAL is required. MAC
experience with Adobe-After
Effects and Photoshop is a plus.

Please send resume and a non-
returnable videotape to: ABC7 Los
Angeles, Attn: Kimberly
Castillo, Dept. GA/BC, 4151
Prospect Avenue, Los Angeles,
CA 90027. No phone

calls please.
Equal
Opportunity
Employer.

k KABC LOS ANGELES

GLASSIFIEDS
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CABLE
HELP WANTED SALES

Account Executive: Odyssey Network-Chicago
is in search of a bright, energetic Account Execu-
tive to represent our Family network throughout
the Midwest. Two-three years cable planning/ad
sales experience required. If you are the right
team player and possess the skills to market the
wonderful products of Halimark Entertainment
and Jim Henson, please send your resume with
salary history to Chris Joyce, 205 N. Michigan
Ave. #812, Chicago, IL 60601, fax 312-819-2920
or e-mail cjoyce @odysseyhhn.com EQE.

Radio-TV-Cable-Internet Media Sales Recruit-
ment - $295 Total Cost to Employer; Free to
Candidates! Qver 1600 Employed Sales Execu-
tive looking....Over 125 jobs need to be filled im-
mediately! Employers Advertise your position at
www.birschbachmedia.com or call birschbach
media sales recruitment 303-368-5900. Candi-
dates apply free at www.birschbachmedia.com
and fax resume to 303-368-9675.

Tribune Entertainment Company, the syndica-
tion division of one of the country's most suc-
cessful media companies is seeking a V.P. Cable
Sales. Primary responsibilities will be to sell syn-
dication to cable channels. The successful can-
didate will have 5+ years in cable or related
media experience, great negotiating, verbal, writ-
ten and presentation skills. This position may ei-
ther be located in Los Angeles or New York. We
offer a competitive compensation and benefits
package. For immediate consideration, fax cover
letter, resume and salary history to 323-460-
5904.

SEND BLIND
BOX
RESPONSES TO:

HELP WANTED TECHNICAL

Manager of Newsroom Technology

Time Warner Cable's Local News Group is seeking a Manager of News-
room Technology who will be responsible for researching and implementing
the technology and production tools used for its local news and program-
ming operations. This position requires knowledge of newsroom produc-
tion, playback and automation systems. Candidates must have 3-5 years
demonstrated experience in: video/audio systems design, computer/net-
work design and technical facility construction. If you are looking to combine
your engineering, production and computer skills to build the next genera-
tion of local content production systems, fax or e-mail your resume and

salary history to: FAX: 203-328-3294 EMAIL: jobs@twcnews.com
Time Warner Cable is an Equal Opportunity Employer

TIME WARNER
CABLE

Chief Engineer (Electronic Technician Il) Re-
sponsible position available in the City of Kansas
City, Missouri, City Communications Department.
Responsibilities include: design, installation, re-
pair and maintenance of video and audio
systems for cable television station KCCG-TV2.
Requires high school graduation or state issued
GED, and five years of progressively responsible
experience as an Electronics Technician with
knowledge of computer systems and computer
based video production equipment. Three years
of experience as a television engineer with SBE
Certification preferred. Non-residents, if ap-
pointed, must establish residency within city
limits. Salary range $2,760 to $4,300 per month
plus excellent employee benefits. Successful com-
pletion of a pre-employment drug screen and
post offer physical required. Send resumes by
March 20, 2000 to City of Kansas City, Missouri,
Human Resources Department, 12th Floor, City
Hall, 414 E 12th Street, Kansas City, Missouri,
64106. Resumes may also be faxed to (816)
513-13783.

Chief Technician/Engineer: The National Cable
Television Center and Museum, a 74,000 sq. ft.
broadband telecommunications center scheduled
to open in mid 2001, is looking to expand its
technical staff by seeking an individual experi-
ence in baseband audio and video signal pro-
cessing equipment, RF distribution systems and
data networks. This is a unique opportunity to get
involved with the design, installation and opera-
tion of a broadcast television and editing facility,
cable TV Headend, six theaters and several data
networks. The ideal candidate will have a work-
ing knowledge in each of these areas as well as
contact with equipment manufacturers. However,
individuals with strong experience in only several
areas are encouraged to apply. Send resume
with cover letter in confidence by 3/15 to: Mr.
William Riker, Chief Technical Officer, The Cable
Center, 2327 East Evans Avenue, Denver, CO
80208; Fax: 303-871-4514.

HELP WANTED MANAGEMENT

TURMAER STUNDIOS

BROADCASTING &

CABLE
245 W. 171H ST., 7TH FL.
NEW YORK, NY 10011

90 BROADCASTING & CABLE /MARCH 8, 2000

Vice President Production

This is a newly created position senior management position with overall management, maximum
capacity utilization planning, financial & strategic technology planning responsibilities for the pro-
duction & studio departments within Turner Studios. Will oversee/manage approximately 150
employees, direct production activities and capital & expense budgets. Responsible for
training/development of creative and technical abilities of staff and for setting overall growth direc-
tion. This is an Atlanta-based position.

Key industry experience managing a production facility, preferably in a national cable or broadcasting
network. 12-15 years of production/television management experience. 5 years minimum fiscal
management responsibility. Proven track record of attracting & retaining diverse staff; 10+ years
of people management responsibility. Experience with new key technology & process implementa-
tion. Corporate environment experience and effective alidevel communication skills.

Turner Studios is the digital post/production facility
for Turner Entertainment, WCW and Turner Sports.

mail:  Eleanor Quin, Turner Studios Human Resources email: turnerstudios.jobs@turner.com
1050 Techwood Dr NW, Atlanta, GA 30318 fax: 404/575 5167
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HELP WANTED RESEARCH

HELP WANTED DEAN

JOIN THE MOST DYNAMIC RESEARCH TEAM
IN THE INDUSTRY!

TBS Superstation, the leader in innovative media and consumer research,
welcomes qualified, creative professionals to apply for the position of:

Senior Research Project Manager
Movie Programming Team

As manager of movie research you will be an active network team
member, providing TBS Management, Programming, Marketing, Public
Relations, Sales and Strategic Planning with information and expertise
regarding theatrical and original movie programming. Responsibilities
include the analysis and interpretation of data obtained from a variety
of sources, including Nielsen Media Research and syndicated studies.
In addition, development of primary research studies related to the
development and marketing of original movies and high profile
theatricals would be a major area of responsibility.

Qualified applicants will have 5+ years experience in media research
and proficiency with Nielsen Media Research data is required. A solid
understanding of television programming and marketing strategy, as well
as advertising and affiliate sales principles are also key requirements.
Experience with movie development and/or film acquisition research
will be given special consideration. The ideal candidate will possess
strong communication skills and the ability to interact comfortably and
confidently with network clients.

For consideration, please send resume and salary requirements to:

Jane Glasgow, Director of Research
TBS Superstation Research

1050 Techwood Dr., N.W.

Atlanta, GA 30318

Fax: 404.885.4287

Email: Jane.Glasgow®@Turner.com

SUPERSTATION

A Time Warner Company.Equal Opportunity Employer
Minorities and Women are Encouraged to Apply

Dean-Coliege of Mass Communication and
Media Arts, Southern lllinois University Car-
bondale. Southern llinois University Carbondale in-
vites nominations and applications for the posi-
tion of Dean of the College of Mass Communica-
tion and Media Arts. The College of Mass Com-
munication and Media Arts has three academic
departments-the Departments of Cinema & Pho-
tography and Radio-Television and the School of
Journalism which publishes the Daily Egyptian-
and one service unit-the Broadcasting Service
with NPR/PBS affiliated radio and television sta-
tions. The College enrolls 1,225 undergraduate
students and 146 graduate students served by
44 faculty, 42 civil service staff and 28 ad-
ministrative/professional staff. The College de-
livers baccalaureate, master's and doctoral pro-
grams. Qualifications: An earned terminal degree
appropriate to the mission of the College. Re-
cognized excellence in teaching, scholarly re-
search and/or creative activity, and professional
achievement with credentials for tenured appoint-
ment at the rank of Professor in one of the de-
partments within the College. Evidence of aca-
demic leadership and administrative ability.
Applications: Submit a letter of application, full
curriculum vitae, and the names of at least five re-
ferences (with contact information). They will not
be contacted without prior permission of the can-
didate. Initial screening of the applications will
begin March 17, 2000, but the search will remain
open until the position is filled. The position is
available July 1, 2000. Please check our website
for more information http://www.siu.edu/
departments/cmema/ This is a security-sensitive
position. Before any offer of employment is
made, the University will conduct a pre-
employment background investigation that in-
cludes a criminal background check. Address all
correspondence to: Dr. Lyle White, Chairperson;
Search Committee for Dean of Mass Communi-
cation and Media Arts; Provost and Vice Chan-
cellor for Academic Affairs; Southern lllinois Uni-
versity Carbondale; Carbondale, lllinois 62901-
4305; email: mhaworth@siu.edu; Phone: 618-
453-1838 Fax: 618-453-3340. Southern lllinois
University Carbondale is an Affirmative Action/
Equal Opportunity Employer.

ALLIED FIELDS

FOR SALE STATIONS HELP WANTED INTERNSHIPS

Central Texas - Attractive community oriented
AM facility, immacutlate condition. Good opportuni-
ty for experienced entrepreneur or working cou-
ple. Mayo Communications, 813-971-2061.

Radio Cluster NY State. 5 station. Good
facilities, centralized operation, excellent rating.
Owned RE. Profitable. 5.2M. Broker - Sales-
Group 781-848-4201.

NEED A #1 SOURCE WiTH A FIRM GRASP ON
WHAT's HOT IN THE MARKET?
DON'T Miss BROADCASTING $ CABLE CLASSIFIEDS

Internships: Spend six months interning with
crack professional journalists in lllinois
Statehouse pressroom in University of lllinois/
Springfield's one-year MA Public Affairs Report-
ing program. Tuition waivers, $3,000 stipends
during internship. Applications due April 1. Con-
tact: Charles Wheeler, PAC 418, UIS, Springfield
IL 62794-9243. (217) 206-7494. E-mail:
wheeler.charles@eagle.uis.edu. PAR Home
Page: http://www.uis.edu/~wheeler/. EOE.

——
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HELP WANTED MANAGEMENT

Maslow Media Group, Inc. for over a decade, re-
cruiting for the broadcast, cable, film, and new
media industries. Our client, a leader in the broad-
cast industry is in search of smart senior execu-
tives to fill the following posts: VP Communica-
tions with an eye on the future and a solid track
record in developing and executing consistent
communications and outreach strategies; VP
Operations with expertise in telecommunica-
tions, policy management, and project manage-
ment; Sr. VP Media who is proactive and in
touch with changing national demographics, and
the role of new media technologies; VP Program
Strategies to manage, plan and execute new in-
itiatives, including those utilizing new media
technologies. Resumes - fax: 202-965-6171 Attn:
Jackie or email: fulltime @ masiowmedia.com Vis-
it our website at www.maslowmedia.com to posY
search jobs and resumes. Other Jobs Listed:
Chief Engineer; Talk Show Producer; Creative
Dir.; Art Dir.; Web Content Producer; Dir. Of Pro-
duction; Business Dir.; Executive Assistant. 2134
Wisconsin Ave. NW, Washington, DC 20007.

a1
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HELP WANTED INSTRUCTION

/

4y
AMERICAN UNIVERS
W A S HI NG T O N, DC

DEAN SCHOOL OF COMMUNICATION

American University announces a national search for a Dean to lead its School of
Communication. Nominations and applications will be accepted until the position is filled.

The university, located in Washington, DC, is a private institution chartered by Congress
in 1893. Its strategic plan puts a high priority on globalism and diversity. AmericanUniversity
has approximately 11,000 students, evenly divided between graduate and undergraduate
students. The student body comes from all 50 states and more than 140 nations around
the world.

The School of Communication is one of six major academic units of the university, with an
enrollment of approximately 800 undergraduate students and 400 graduate students. It
has 40 fulltime faculty members and 70 adjunct faculty drawn from Washington’s
professional communications community. The school awards bachelors and masters
degrees in three disciplines: Journalism, Public Communication, and Visual Media. The
school has a strong professional and public policy focus, as well as strong ties to the
communicationsindustry in Washington, offering students and faculty unique opportunities
for scholarship and practical experience.

The Dean must be able to articulate a vision for the fastchanging field of communications
education and must possess the stature and leadership to bring that vision to reality. It is
expected that the Dean would have high-level professional experience in one or more of
the school's three fields. Through educational or professional experience, the Dean should
be familiar with the requirements for leading and managing in an academic environment.

The schoolis building programs that reflect the convergence with electronic communication
technologies that are reshaping the media world. The new Dean must be a major force
shaping these programs and in the fund-aising efforts that will be essential to their
implementation.

American University is an EEQ/AA employer committed to a diverse student body, faculty,
and staff. Minority and women candidates are encouraged to apply.

Please forward nominations and applications {which should include a letter of interest and
aresume or curriculum vitae) to:

Professor Rodger Streitmatter,

Chair Dean’s Search Committee

School of Communication American University
4400 Massachusetts Avenue, NW
Washington, DC 20016-8017

Atwood Chair of Journalism: The University of
Alaska Anchorage maintains a pool of nominees
and applicants from which the Distinguished Pro-
fessor of Journalism, Atwood Chair of Journalism
is filled. New nominations and applications are
sought at this time for the 2000-2001 academic
year and future years. Applications will be re-
viewed beginning April 17, 2000. This is a dist-
inguished visiting professorship filled annually by
a nationally recognized journalist or journalism
educator. Previous teaching experience is desira-
ble but not required. Applicants should exhibit
ability and desire to teach. Salary is $65.000 for
nine (9) months. A moving allotment is also paid.
To ensure consideration for the 2000-2001 aca-
demic year, applications should be received by
April 17, 2000, when application review will be-
gin. Inquiries for future years are welcomed at
any time. Application Procedure: Submit cover let-
ter (please note PCN: 932040), comprehensive
resume, professional letters of reference to: Uni-
versity of Alaska Anchorage, Human Resource
Services, Administration Building, Suite 245,
3211 Providence Drive, Anchorage, AK 99508-
8136, Voice (907) 786-4608 - TTY (907) 786-
1420 - Fax (907) 786-4727; University of Alaska
Anchorage Employment Information Website:
www finsys.uaa.alaska.edu/uaahrs  Applicants
needing reasonable accommodations to partici-
pate in the application or interview process
should contact Human Resource Services. UAA
is an AA/EO Employer and Educational Institu-
tion. Must be eligible for employment under the im-
migration Reform and Control Act of 1986 and sub-
sequent amendments. Your application for
employment with the University of Alaska is sub-
ject to public disclosure.

HELP WANTED TECHNICAL

STRIBUTION A

92 BROADCASTING & CABLE /MARCH 6, 2000

Maintenance Engineers: Want to get in on the
ground floor of a great organization just be-
ginning its transition to digital? Want to work in
an environment where technology is tops and
talented, skilled and committed engineers are re-
spected? Want to leave behind wall-to-wall
newscasts and the grind of daily local produc-
tion? We're a state educational TV and radio
network serving over fifty independent educa-
tional TV, radio and other affiliated services
throughout Ohio. We're spending upwards of $6
million in new technology including a state-of-the-
art traffic and automation system. We've already in-
stalled a statewide digital fiber network and
digital router. This summer we will replace our
VTR's with a digital video server that in time will
provide over 40 concurrent program channeis
and thousands of hours of online storage. And
there's more to come. We offer a good salary
and fabulous benefits. Interested? If you have 2
to 3 years of TV broadcast maintenance experi-
ence, especially digital, and are hip on com-
puters, and digital technology, send us your re-
sume now! We have two positions open, so we're
ready to hire! Resumes to HR, Ohio Educational
Telecommunications Network Commission, 2470
North Star Rd., Columubus, OH 43221. Fax: 614/
644-3112. The State of Ohio does not dis-
criminate on the basis of race, color, national or-
igin, sex, religion, age, disability or veteran'
status or the provision of services.
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COLLECTION AGENCY

HELP WANTED FACULTY

MEDIA COLLECTION
DREANM TEAM

CCR

Attorney (former broadcast/cable ad sales
manager NBC-TV, Katz, Petry, Lifetime)
and staff handle the USA's top media
firm's collection accounts offering:

1. Unequalled knowledge of media business.

2. Ten years of unequalled/documentable
recovery rates.

3. Customized reporting.

4. Competitive contingent fee schedule.

5. References available.

When sending your ad-sales collection claims to CCR,
please include your rate card and a fist of avails.
Because after we “sell” your over-due clients on the
wisdom of paying the balance,
we’ll include a new order in the deal (if you like).

Call/Write:
CCR » George Stella
1025 0ld Country Road ® Suite 303S
Westbury, NY 1150
Tel: 516-997-2000 » 212-766-0851 ¢ Fax: 516-997-2071

E-Mail: CCRCollect@AGL.com

FOR SALE EQUIPMENT

BEAT THE BUDGET.

For dubs, demos, auditions and work apes our recy-
cled tapes are perfed. And half the cost of new. Al
formats, fully guaranteed—io order

(800)238-4300 lﬁmpib

WP o

We now fransfer video to frue DVD
www.carpelvideo.com

HELP WANTED FACULTY

Broadcasting - Search extended and
modified. The Department of Communication at
East Tennessee State University invites applica-
tions for a tenure-track position as an assistant pro-
fessor commencing August, 2000. The suc-
cessful candidate will have an earned Masters
degree, Ph.D. preferred, and at least three-five
years commercial Television news experience.
The candidate will advise and supervise daily
newscasts over WETS-FM-TV, teach under-
graduate and graduate courses in Radio/TV
News Writing and Reporting, develop and teach
undergraduate and graduate courses in Produc-
ing the Newscast, Media Ethics, Long-Form
Newswriting, and/or other related courses, help
support the general mission of the Department of
Communication and the University thrcugh ser-
vice activities and conduct a program of re-
search/creative activity. The Broadcasting
division is administered by the Department of
Communication, which has more than 400 under-
graduate majors and a newly established gradu-
ate degree program. Review of applications will
begin immediately and continue until the position
is filled. ETSU is an equal opportunity, affirmative
action employer. Send vita and the names, tele-
phone numbers, and addresses and e-mail
addresses of three references to: Tom Headley,
Chair of the Broadcasting Search Committee,
Department of Communication, East Tennessee
State University, Box 70667, Johnson City, TN
37614-0667.

Assistant Professor, tenure track. SUNY Col-
lege at Brockport Department of Communication.
Teach undergraduate and graduate courses in
broadcasting, mass communication, new media.
Student advisement and department/college ser-
vice expected. Ph.D. (by June 2000), record of un-
dergraduate teaching, knowledge of quantitative
methods and media criticism, record of ongoing
research and publication, ability to work with
diverse student population and commitment to
multicultural education required. Salary com-
petitive. Application review begins March 17. Let-
ter of application; curriculum vitae; names, phone
numbers and e-mail addresses of three re-
ferences to: Richard D. Meade, Faculty/Staff Re-
cruitment Office, SUNY College at Brockport, 350
New Campus Drive, Brockport, NY 14420-2929.
SUNY Brockport is an Equal Opportunity/
Affirmative Action employer.

Visual Communication: Tenure-Track Faculty
Position, School of Visual Communication, Col-
lege of Communication, Athens, Ohio. Ohio Uni-
versity's School of Visual Communication
(VisCom) is searching for candidates to fill a full-
time tenure-track faculty position. Appointment is
to begin September 1, 2000. Position description:
Responsibilities include teaching undergraduate
and graduate courses in the school's interactive
multimedia sequence. Applicants must be strong
in two or more of the following areas: 2-D anima-
tion, 3-D animation, digital audio and video,
digital Illustration, interactive concepts,
multimedia design, or Web design. The faculty
member will also be responsible for participation
in student advising, research and/or creative
activities and assigned service commitments.
Qualifications: Preference will be given to candi-
dates with an advanced or terminal degree and
significant professional experience. Outstanding
professionals are encouraged to apply. Institution
and setting: The School of Visual Communication
has over 300 undergraduate majors and approx-
imately 25 graduate students. The school is one
of five schools in the College of Communication,
which is home to the Scripps Howard Muiltimedia
Lab, linking the Schools of Visual Communica-
tion, Telecommunications and the E.W. Scripps
School of Journalism. The School consists of
eight full-time faculty teaching courses in a team-
oriented program committed to interdisciplinary
education. Tracks include photojournalism,
applied photography, publication layout and de-
sign, picture editing, informational graphics and in-
teractive multimedia. Additional information is
available on the School's Web page: http:/
www.viscom.ohiou.edu/. The deadline for
applications is March 31, 2000, or until filled.
Ohio University is an Equal Opportunity/
Affimative Action Employer, committed to an ag-
gressive program of affirmative action. The Uni-
versity places a high priority on the creation of an
environment supportive of the promotion of
women, minorities, veterans, and persons with dis-
abilities. To apply, please send a cover letter, de-
tailed resume, names, addresses (including e-
mail) and telephone numbers of three references
that may be contacted, and a portfolio of your
work to: Professor Terry Eiler, Multimedia Search
Committee, School of Visual Communication,
301 Seigfred Hall, Ohio University, Athens, OH
45701, 740.593.4895, Fax: 740.593.0190, E-
mail: eiler@ohio.edu.

Communication: Jacksonville State University is
accepting applications for two tenure-track posi-
tions beginning Fall 2000. Position One: Asso-
ciate Professor/Department Head. Lead a de-
partment of four faculty who teach R/TV produc-
tion, print and broadcast news, PR, and new
media. An ideal candidate will be competent in
Macintosh systems and media-applied computer
technologies, and have university managerial ex-
perience. Reference number 20417. Position
Two: Assistant/Associate Professor. Primary
teaching responsibilities in new media. Macintosh
skills required. Expertise in desktop publishing.
Web page design desirable. May advise one or
more student media. The department manages a
Macintosh computer lab, nonlinear video and
audio editing systems, two TV studios, FM sta-
tion, student newspaper and yearbook. Re-
ference number 20122. Both positions require
successful college teaching experience in an
area within the department, and an earned
doctorate in field. Competitive salaries and ex-
cellent benefits. Send application (available on
our website at www.jsu.edu), vitae, three current
letters of reference, and a complete set of aca-
demic transcripts to: Personnel Services,
Jacksonville State University, 700 Pelham Road
North, Jacksonville, Alabama 36265. Review of
applications will begin immediately and close
when positions are filled. An EO/AA Employer.

CAPTIONING SERVICES

Closed Captioning For Less!

.3 Digital Captioning
s and Subtitling

“}'22 -3566

APTION MAX

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
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CLASSIFIEDS S R R L R

BROADCASTING & CABLE'S CLASSIFIED RATES

All orders to place classified ads & all correspon- a
dence pertaining to this section should be sent to
BROADCASTING & CABLE, Classified Department,
245 West 17th Street, New York, NY 10011. For infor-
mation call Brent Newmovyer at (212) 337-6962 or
Yuki Atsumi at (212)337-6960 .
Payable in advance. Check, money order or credit

card (Visa, Mast d or American Express). Full .
and correct pa?l?ngﬁ:tar;ustrber?neu?iat?ng byreith)er let- O r d e r B I a n k ( F a X O I' M a l I )

ter or Fax (212) 206-8327. If payment is made by

credit card, indicate card number, expiration date CLASSIFIED RATES
and daytime phone number. R , .

Deadline is Monday at 5:00pm Eastern Time for the Display rate: Display ads are $240 per column inch. Greater frequency
following I:J/Il(.nnhdaél’fj issue. Earlie& deadtli{levs applly fOrI rates are available in units of 1 inch or larger.
ISsues pubiisne uring a week containing a legal =Di - -Di i
B AR e SR E Nl e e Non D|§play lfa.tes. Non-Display classified rat.es (text onlly) are $2.75 per
line will be published. Orders, changes, and/or can- word with a minimum charge of $50 per advertisement. Situations Wanted
cellations must be submitted in writing. NO TELE- rates are $1.49 per word with a minimum charge of $27 per advertisement.
PHONE ORDERS, CHANGES, AND/OR CANCELLA- : 3 P o narg $ P
TIONS WILL BE ACCEPTED. Online Rates: $50 additional to cost of ad in magazine

When placing an ad, indicate the EXACT category Blind Boxes: Add $35.00 per advertisement

desired: Television, Radio, Cable or Allied Fields; He! ' . . ! :
Wanted or Situations Wanted: Management, Sa,es‘f Degdllnes. Copy must be in typewritten form by the Monday prior to pub-
News, etc. If this information is omitted, we will lishing date.

determine the appropriate category according to the
copy. NO make goods will run if all information is not A .
included. No personal ads. Category: Linead O Display O

The publisher is not responsible for errors in print- Online: 1 Week 1 2 Weeks 1
ing due to illegible copy—all copy must be clearly )
typed or printed. Any and all errors must be reported .
to the Classified Advertising Department within 7 Ad Copy:
days of publication date. No credits or make goods
will be made on errors which do not materially affect
the advertisement. Publisher reserves the right to
alter classified copy to conform with the provisions
of Title VIl of the Civil Rights Act of 1964, as amend-
ed. Publisher reserves the right to abbreviate, alter or
reject any copy.

Rates: Classified listings (non-display). Per issue:
Help Wanted: $2.75 per word, $50 weekly minimum.
Situations Wanted: 1.35¢ per word, $27 weekly mini-
mum. Optional formats: Bold Type: $2.90 per word,
Screened Background: $3.00, Expanded Type: $3.70
Bold, Screened, Expanded Type: $4.20 per word. All
other classifications: $2.75 per word, $50 weekly
minimum.

V urd count: Count each abbreviation, initial, single
figure or group of figures or letters as one word each.
Symbols such as 35mm, COD, PD etc., count as one
word each. A phone number with area code and the
zip code count as one word each. :

Rates: Classified display (minimum 1 inch, upward Amount enclosed:
in half inch increments). Per issue: Help Wanted:

Date(s) of insertion:

$240 per inch. Situations Wanted: $109 per inch. Name:

Public Notice & Business Opportunities advertising

require display space. Agency commission only on Company:

display space (when camera-ready art is provided).

Frequency rates available. Phone: Fax:

Color Classified Rates
Non-Display: Highlighted Position Title: $75. Dis-

play: Logo 4/C: $250. All 4/C: $500. Address:
Online Rates: $50 additional to cost of ad in magazine
Blind Box Service: (In addition to basic advertising City: State: Zip:

costs) Situations Wanted: No charge. All other classi-
fications: $35 per issue. The charge for the blind box
service applies to advertisers running listings and
display ads. Each advertisement must have a separate .
box number. BROADCASTING & CABLE will now for- Payment:
ward tapes, but will not forward transcripts, portfo- Check Visa MasterCard Amex
lios, writing samples, or other oversized materials;
such are returned to sender. Do not use folders, X X
binders or the like. Replies to ads with Blind Box Credit Card #:
numbers should be addressed to: Box (number), ¢/o
Broadcasting & Cable, 245 W. 17th Street, New York, Name on Card:
NY 10011

Confidential Service. To protect your identity seal Exp. Date:
your reply in an envelope addressed to the box num-
ber. In a separate note list the companies and sub- Clip and Fax or Mail this form to:
sidiaries you do not want your reply to reach. Then, B&C

lose both i d i - . . .

gr[‘):éﬁ%l AOL SIEF?\/SI%CE nBr%r;\aeclgggnagd dgeézﬁeo,v?a%':_ 245 W. 17 Street o NYC 10011 » Attention: Yuki Atsumi or Brent Newmoyer
zine, at the address above. FAX NUMBER: 212-206-8327

yatsumi@cahners.com bnewmoyer@cahners.com

Authorized Signature:

____Phone:
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PROFESSIONAL CARDS

201 Fletcher Avenue
Sarasota, Florida 34237
Phone: (941)329-6000
FAX: (941)329-6030

www.dlr.com

— MEMBER AFCCE

du Treil, Lundin & Rackley, Inc.

Consultung Engineers

[ ==CARLT. JONES—

CORPORATION ———

CONSULTING ENGINEERS
7901 Yarnwood Court
Springfield, Virginia 22153
(703) 5697704 tax (703) 5696417
MEMBER AFCCE www.ctjc.com

LOHNES AND CULVER
CONSULTING ENGINEERS
8309 Cherry Lane
Laurel, MD 20707 4830
(301) 776-4488
locul@iocul.com

Since 1944 Member AFCCE

John F.X. Browne

& Associates

A Professional Corporation
Member AFCCE
BROADCAST/TELECOMMUNICATIONS
Bloomfield Hills, Ml Washington, DC
248.642.6226 (TEL) 202 293.2020
248.642.6027 (FAX) 202.293.2021
www.jfxb.com

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS

Box 280068
San Francisco, California 94128

H 707/996-5200
202/396-5200

www.h-e.com

CARL E. SMITH
CONSULTING ENGINEERS
AM FM TV Engineering Consultants

Complete Tower and Rigging Services
“Serving the broadcast industry
for over 60 years"”
Box 807 Bath, Ohio 44210
(330) 659-4440

COHEN, DIPPELL AND EVERIST, P.C.
CONSULTING ENGINEERS
Domestic and International Communications
Since 1937
1300 “L” STREET, N.W., Suite 1100
WASHINGTON, DC 20006
PHONE: (202) 898-0111 FAX: (202) 898-0895
E-MAIL cdepc@worldnet.att.net
Member AFCCE

Denny & Associates, pc
Consulting Engineers

pH  202-452-5630
;X 202-452-5620
Member AFCCE  evinfo@denny.com

Munn-Reese, Inc.

Broadcast Engineering Consultants

P.O. Box 220
Coldwater, Michigan 49036

Mullaney Engineering, Inc.
Ccnsulting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

HATFIELD & DAWSON

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

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

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street

Henry, lllinois 61537
(309) 364-3903

Phone: 517-278-7339 Fax (309) 364-3775

Member AFCCE

MEMBER AFCCE

101 West Ohio St.

) 20th Floor
{ndianapolis, IN

. ASSOCIATES 46904

i (317) 684-6754
DeL‘Nallacewullucedtv@anl.mm

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

}\\‘

@ sfaimless, inc.

www.talltowers.com
New Towers, Antonna Structures
Engineering Studics, Modifications
Inspections, Erecilon, Appreisals
North Waies, PA 19454
215 699-4871 FAX 699-9597

10300 Eaton Place, Suite 200
Fairfax, VA 22030
(703) 591-0110(202) 332-0110
Fax (703) 591-0115
www.cmdconsulting.com
www.DTVinfo.com

SPECIALIZING
IN DIGITAL TELEVISION

AN

«Turnkey Systems eTowers sAntennas

NATIONWIDE TOWER COMPANY

Shively Labs

«FM & TV Antenna
- Pattern Studirs & RSL Maps

« Fliteds & Combiners
» Multistation Solutions

Tel: {207)647-3327
Fax: {207){647-8273
Web site: www . shively.com

« Transmitters: Analog/Digital
LeBLANC Broadcast Inc.

Ray Carnovale President
Tel: (303) 665-5016  Fax: 665-8805

@ LBANC. LARCAN

ERECTIONS - DISMANTLES - ANTENNA - RELAMP
ULTRASOUNC » STRUCTURAL ANALYSIS + PAINT
INSPECTIONS » REGUY » ENGINEERING
PO. BOX 1820 HENDERSON, KY 42419-1820
PHONR (270) 868-8000 FAX (270) 868-8600
E-MAIL: hjohnston@nationwidetower.com

24 HOUR EMERGENCY SERVICE AAILABLE

Shoolbred Engineers. Ing,

Towers and Antenna Structures
Robert A. Shoothred, PLE

Stan el Consultams

B UNTVERSAL TOWER, Inc.

Manufacturer of
Self-Supporting Towers,
Guyed Towers and Accessorles

P.0. Box 276 * Henderson, Kentucky 42419-027¢
Tol: 270-533-5151 « 270-533-1479
www.universaltower.com

1040 Morrison Drive
Charleston, 5.C. 29403 « (843) 577-4681

YOUR CARD HERE
CALL:
(212) 337-6962
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The satellite industry
last week joined forces
to ask the FCC to delay
Northpoint Technology’s
spectrum-sharing plan, in
which Northpoint would use
direct broadcast satellite
frequencies to deliver pro-
gramming terrestrially.
Satellite companies—
including DBS companies
DirecTV and EchoStar
Communications and
emerging non-geostation-
ary fixed satellite services
(NGSO FSS)—say North-
point’s service would inter-
fere with existing satellite
services. Northpoint main-
tains that, in two months of
its own testing, no interfer-
ence was detected. The
satellite companies want to
delay the proceeding, which
the commission already
delayed for six months on
Feb. 9, while the FCC
directs an independent
party to conduct tests using
a Northpoint transmitter.

BroadcasfingeCable

IN BRIEF

Eddie Murphy’s Clay-
mation series ‘The PJs’
will likely wind up at
The WB next season,
sources confirmed Thurs-
day. Imagine Television
and The WB are said to
be _cClosetoa
7 for the
g series
' that has

g been on
hold at

Fox for
/11 several
& months.
&% Fox has

let an
\ option of

commit-
The PJs t|ng to
another season expire,
and The WB is said to
want the series for next
season. Fox currently has
a summer run scheduled
for The PJs. Executives
at The WB, Fox and
Imagine were not com-
menting.

R

This month’s cancella-
tion of kpTm(TV)’s 31/>-
hour morning show,
Good Day, and its noon
news means layoffs for
about half the Omaha
station’s news staff. The
staff was beefed up for the
summer '98 launch, but
operating costs have proved
too great. The Pappas-
owned Fox affiliate will be
left with one hour of late
news, and, since some of
the morning staff will move
over to the evening news,
cuts will be made in both
staffs, with contract employ-
ees getting preference. The
station has not announced
programming replacements.
Disney and Pixar’s ani-
mated series ‘Buzz
Lightyear of Star Com-
mand’ will join Disney’s
One Saturday Morning
and Disney’s One Too
programming blocks
next season. The new
series centered on the Toy

Story superhero will join
three other half-hour series
on the six-day-a-week One
Too lineup in the fall. One
Too airs on UPN and on
local stations representing
about 25% of the country in
syndication. The series, pro-
duced by the trio behind Dis-
ney’s Hercules and Aladdin,
will be added to ABC'’s Sat-
urday-morning children’s
lineup in the fall as well.
Disgruntled workers at
Univision’s krFrv(1v) Fres-
no moved into their third
week of a hunger strike
for better wages last
week. Local members of
the National Association of
Broadcasting Employees
and Technicians said that
four days of talks had pro-
duced no agreement, and
talks, with a federal media-
tor present, are scheduled
for this week. The NABET
members had hoped to
confront Univision Presi-
dent Henry Cisneros, who

High court turns down libel-suit appeal against 20/20’

The Supreme Court rejected without comment an
appeal from the subject of an ABC 20/20 news story,
who said the network show made him look crooked.

The 1991 20/20 story suggested that Alan Levan,
chairman of BFC Financial Corp., took advantage of
real estate investors. He had won a $10 million libel
judgment against the network but lost it in a federal
appeals court, which determined that Levan did not
prove ABC acted maliciously. He appealed to the
Supreme Court, arguing that the appeals court should
not negate so thoroughly the jury verdict and urging the
court to limit how far appeals courts can go in second-
guessing juries’ findings in libel cases.

Levan and BFC, then known as BankAtlantic Finan-
cial Corp., sued ABC and 20/20 producer William Will-
son over a broadcast that portrayed them as unfairly
taking advantage of investors in complex financial
deals. The report focused on investors who had joined
limited real estate partnerships to buy commercial prop-
erties and saw their interests plummet during a nation-
wide decline in real estate values. Some said Levan had
bilked them in deals known as "rollups," in which their
interests in real estate were swapped for bonds issued
by Levan's struggling savings and loan, BankAtlantic.

After a seven-week trial in 1996, a federal jury in
Miami awarded Levan $8.75 million and BFC $1.25 mil-
lion in compensatory damages. But the 11th U.S. Circuit
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Court of Appeals ruled last September that ABC did not
have to pay a cent. Lawyers for Levan and BFC had
failed to prove that ABC aired the story with "actual mal-
ice"—either with knowledge or reckless disregard of its
falsity. Public figures who sue for libel must prove falsity
and actual malice, but private citizens need prove only
that the statement was false and made negligently.

Lawyers for Levan and ABC disagreed over the gist of
the ABC report. Levan's lawyers said it was that he
knowingly misled limited-partner investors, but ABC's
lawyers said the gist was merely that the rollups were
unfair.

"We conclude that the answer is somewhere in
between: ABC clearly implied that the limited partners
got a raw deal, one so bad that a viewer would believe
Levan must have known that the deal was unfair...par-
ticularly in light of his financial expertise," the appeals
court said.

In the appeal acted on last week, Levan's lawyers
said the appeals court wrongly supplanted its own view
for the jury's "regarding a broadcast's gist and its falsity."
They said appeals courts "have no license to supplant
the jury so thoroughty."

Levan's limited partners eventually collected on an $8
million settlement in class-action lawsuits over the
rollups, but congressional and regulatory investigations
yielded no criminal charges. ~—Dan Trigoboff
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IN BRIEF

Progressives, conservatives blast Channel One

An eclectic mix of progressive and conservative organi-
zations and leaders have called for government and
business to end involvement with Channel One, the in-
school TV station that mixes educational programming
with advertising.

The coalition, which includes Ralph Nader-affiliated
activists and conservative icons like Phyllis Schlafly and
Rev. Donald Wildmon, has called on Congress to with-
draw federal support for the channel; on state governors
to “take all steps within their powers to remove Channel
One from their state’s public schools”; on advertisers to
cease their advertising; and on partners to end those
relationships. Armed services and government-spon-
sored anti-drug messages are among the commercials
run on the channel, along with commercial products tar-

“Channel One, under the guise of a news show, deliv-
ers two minutes of advertising each school day to a cap-
tive audience of approximately 8 million children in
12,000 schools,” the coalition said in a letter to more
than 200 business and government leaders. “l doubt
there’s anything else all these people agree on,” said
Gary Ruskin, director of Nader-founded Commercial
Alert, which has organized the campaign.

The coalition’s letter argued that the Primedia-owned
channel forces children to watch ads, wastes classroom
time, promotes materialism and junk food and corrupts
public education, Channel One officials could not be
reached for comment, but the company has defended
itself on the basis of its content, noting that similar
charges of commercialism have been leveled at kids

geting children.

was in Fresno for a speech
late last month, but, they
report, he left without
meeting with them. The
hunger strikers had pur-
chased a table for Cis-
neros’ luncheon speech at
the Valley Business Con-
ference—although, they
say, they didn’t eat—and
stood throughout the
address.

MTVi, MTV’s Web unit,
and House of Blues
Entertainment struck a
two-year deal to promote
and present pay-per-view
concert Webcasts on
HOB.com, the House of
Blues site. The two compa-
nies will develop areas on
the MTV, VH-1 and Sonic-
Net sites to promote the
concert events. MTV and
VH-1 will also run on-air
spots plugging the events.
HOB.com currently
streams weekly PPV Web-
casts for $7.99 per ticket
but plans to stream nightly
PPV events later this year.

FCC Commissioner Glo-
ria Tristani has added

two more station deals
to her list of agency-
approved transactions
that, in her view, violate
both the spirit and the
letter of a statute gov-
erning radio market con-
centration. The deals in
question, approved by the
agency last week, allowed
Cox Radio to acquire four

Tristani

outlets in the Stamford-
Norwalk, Conn., market
and Citadel Communica-
tions to buy four stations in
the Augusta-Waterville,
Maine, area. Tristani said
the deals permit both com-
panies to own more sta-
tions in each market than
allowed under FCC con-
centration limits. They

programs like Sesame Street.

were approved because
different market-size
measurements were used
to determine how many
radio stations are in a mar-
ket and how many outlets
each company owns in the
same market. “The only
way [these transactions]
could be approved,” she
said, “is through the regu-
latory sleight-of-hand to
which | have objected
repeatedly.”

A New York State
Supreme Court judge
questioned last week
whether there was a
need to stop the Via-
com-CBS merger,
because of potential harm
to UPN. Chris-Craft sub-
sidiary BHC Communica-
tions, 50% owner of UPN
asked the judge to stop the
merger for just that reason,
arguing that Viacom violat-
ed a non-compete clause
in the UPN joint venture
when it agreed to buy
CBS. But at a hearing on
Feb. 28, Judge Herman
Cahn said BHC still has

—~Dan Trigoboff

the option of suing Viacom
and CBS for damages to
UPN after the completion
of their planned merger.

WFOR-TV, the CBS-
owned station in
Miami, went from fifth
to first in the late-night
news race for the Febru-
ary sweep. The station
climbed almost 2 full rating
points and 3 share points
to an average 7.5/13 for its
11 p.m. newscast. NBC
affiliate wrvy and Univision
station witv tied for sec-
ond with a 7.4/13. ABC
affiliate wpLG was fourth
with a 6.3/11. WrFoR also
dethroned wtvJ in prime
time among English-
language stations, al-
though Spanish-language
wLTv remained the overall
leader in that daypart.

Correction

The Technically Speaking
interview in last week’s
issue failed to identify Har-
tan Neugeboren's current
employer. He is director of
engineering and technolo-
gy for Time Warner Cable.

Printed in the U.S.A. Founded in 1931 as Broadcasting, the News Magazine of the Fifth Estate. Broadcasting-Telecasting” introduced in 1945. Television® acquired in 1961. Cablecasting” introduced in 1972. Broadcast-
ing/Cable introduced in 1989. Broadcasting & Cable introduced n 1993. Broadcasting & Cable® is a registered trademark of Reed Publishing (Nederland) B.V., used under license. Telemedia Weei® is a registered trade-

mark of Reed Elsevier Inc. *Reg. U.S. Patent Office.
?Ca}mersn Incorporating TheFithEstate TELEVISION Broadeastingl

Broadcasting & Cable (ISSN 0007-2028) (GST #123397457) is published weekly, except at year's end when two issues are combined, by Cahners Business Information, 245 West 17th St., New York, NY 10011. Cahners Business
Information is a division ot Reed Elsevier Inc., 275 Washington St., Newton, MA 02158-1630; Brian Nairn, Chief Operating Officer; John Poulin, Senior Vice President, Finance; Glenn Rogers,
Executive Vice President. Broadcasting & Cable copyright 2000 by Reed Elsevier Inc. All rights reserved. ing & Cableis a reg trademark of Reed Elsevier Properties Inc., used under license. Periodicals postage paid
at New York, NY, and additional mailing offices. Canada Post international Publications Mail Product (Canada Distribution) Sales Agreement No. 0607533, Postmaster, please send address changes to: Broadcasting & Cable, PO
EO.Box 15157, N. Hollywood, CA 91615-5157. Rates for non-qualified subscriptions, including all issues: USA, $139; Canada, $169 (includes GST); Foreign Air, $350; Foreign Surface, $199. A reasonable fee shall be assessed to
cover handling costs in cancellation of a subscription. Back issues: except for special issues where price changes are indicated, single copies are $7.95 US,, $10 foreign. Please address all subscription mail to: Broadcasting & Cable.
PO Box 6399, Torrance, CA 90504-0399. Microfilm of g & Cabie is available from University Mi , 300 North Zeeb Road, Ann Arbor, MI 48106 (1-800-521-0600). Cahners Business Information does not assume and
hereby disclaims any liability to any person for any loss or damage caused by errors or omissions in the matenal contained herein, regardiess of whether such errors resuit from negligence, accident or any other cause whatsoever.

MARCH 6, 2000 / BROADCASTING & CABLE 97



s EDITORIALS o

COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Not seeing spots

Johnny Carson once quipped that scientists had finally discovered the smallest
unit of time: the time in New York City between when the light turns green and
the cabby behind you hits his horn. Well, we think the AAAA and the ANA may
have stumbled on an even smaller measurement: the time CBS dedicates to pub-
lic service announcements in prime time.

According to the advertising trade groups’ latest “clutter” report, the network
set aside. on average, just one second per hour for PSAs in November 1999. Put
another way, that’s a little more than one 15-second spot per week. Needless to
say, we find CBS’ contribution inadequate. If it’s going to be a good corporate
citizen, it has to do better. PSAs are powerful forces in helping people and posi-
tively influencing their behavior. But not if they are kept in a plastic box on a
shelf. They need air.

We don’t mean to pick on CBS, but it had the worst PSA total among the
Big Four at last count. NBC and Fox are not much better: NBC offered just
three seconds per hour; Fox offered four. The networks do better during their
morning shows, when they average almost two 15-second spots per hour. But
le’s face it, prime time is the prime time to reach viewers. The PSA story
seems to be much the same among the major cable networks, although it is
tougher to gauge because cable nets are sampled (only tive hours per day)
rather than continuously monitored. Researchers found few PSAs during the
monitored hours. In fact, they came up empty on Country Music Television,
E! Entertainment, Fox Family, Headline News, MTV, The Weather Channel,
USA, VH-1 and Nickelodeon.

The networks’ PSA totals are particularly unsettling in light of the record
highs in overall non-programming material—the so-caltled “clutter” that is the
real point of the AAAA-ANA study. The networks always seem to be able to
find room for one more spot, as long as somebody is paying for it.

Currently, the Ad Council is pushing spots aimed at everything from
domestic violence and drunk driving (current campaigns) to housing,
hunger and safe gun storage (coming this spring and summer). Give them a
click or a call.

Open question

The Radio-Television News Directors Association has joined a group of
broadcasters (rying to persuade a judge to allow pool coverage of the state
criminal trial of Terry Nichols. Nichols has already been convicted of charges
relating to the bombing of the Murrah Federal Building in Oklahoma City in a
trial that took place in federal court, where cameras are forbidden. Cameras in
the courtroom had a great showcase last month in the coverage of the poten-
tially incendiary trial of the four policemen who killed immigrant Amadou
Diallo. Some observers last week were crediting the airing of evidence and
court procedure—particularly footage of testimony of apparently remorseful
policemen—with helping reduce the intensity of reaction to their acquittal.
New York City mayor and longtime prosecutor Rudolph Giuliani praised the
Judge in that case for allowing the broadcast and giving the public a chance to
see exactly how the trial was conducted.

The Nichols case creates less controversy but is of great interest to a public
that had to live through the tragedy of Oklahoma City. It would be fitting for TV,
which riveted the nation with its coverage of the tragedy, to complete the circle
by showing the judicial repercussions of that crime.

There is no good reason to continue to discriminate against the electronic
media in trial coverage, or to rely on artist’s renderings of reality, or to exclude
most of the public from public trials when the technology is readily at hand. Jus-
tice is supposed to be blind, not its proceedings. We join RTNDA and the others
in asking that this public trial be opened to the TV public.
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“Will vou still love me tomorrow?”
L )

Viusic chanages

And no one can save you more time and money

clearing rights to music than we can.

BMI operates as a non-profit-making organization of songwriters, composers
and music publishers that licensas songs for public performance.

‘Wild Thing" by Chip Taylar© 1965 Ranewv:d 1993 EMI Blackwooti usic Inc.“Will You Love Me Tomorrow" try Gerry Goffin and Carole King
1961 Renewed 1989 Screen Gems-#Mi Music inc, All riglts reserved. Internatioral copyrigrt secured. Used by permission
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 For the pcrwer of music.®




Our technology is so flexible,

interoperability is never a problem.

When it comes to choosing a
conditiona access (CA) software
system, look for one that will

do more taxday and tomorrow —
Open Vide=Guard™ from NDS.

Open VideoGuard was designed
to work with your existing and
future digia TV and PC delivery
systems. It works with leading
compressich, traffic and subscriber
managemen: systems, has
Simulcrypt capability and has
already beem integrated in more
than 200 STBs.

—-—

-
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Open VideoGuard is the enabling
technology that lets you delives hot
interactive applications, TV
commerce, Internet, sezcure home
shopping and-2anking,VOD and IP
broadband applications. It helps you
attract new stbscribers and it makes
it easy for existing subscribers to
use more of the services you offer!

Open VideoGuard is the proven
system used by more than 15 million
subscribers worldwide. It's bac<ed

by a company looking for new ways
to help you grow your revenues.

If you want to be a leader in digital
television — whether it's cable,
satellite or terrestrial — choose the
proven conditional access technology
that drives business success.

Open VideoGuard from NDS.
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