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Merger gains and pains

As Viacom-CBS try to meld
their various parts, suitors
line up to buy pieces,
staffers fret about jobs

By Steve McClellan, Joe Schlosser
and John M. Higgins

ow that the Viacom-CBS merger
N has closed, the hard work begins:

integrating the various pieces in
the new conglomerate.

That task began last week with the
folding of CBS Cable into the MTV Net-
works division. That move wasn’t a total
surprise, given that MTVN is one of the
dominant cable program groups in the
industry with such popular channels as
MTYV, Showtime and Nickelodeon.

Viacom also will sell several CBS
Cable assets, including regional sports
networks in Washington-Baltimore
(Home Team Sports), Minneapolis
(Midwest Sports Channel) and satellite
uplink service provider Group W Net-
work Services. Suitors chasing the
sports networks include Fox Sports,
which has a fat portfolio of regional
networks; Comcast Corp., which oper-
ates a regional net in Philadelphia but
also has a giant system cluster in Home
Team Sports” Washington-Baltimore
market; ESPN; and the owners of the
teams appearing on the two channels.

The cable realignment puts CBS’
Cable properties TNN and CMT under
the supervision of MTVN chairman
Tom Freston. The executive fallout:
Lioyd Werner will leave CBS Cable;
Don Mitzner will remain as part of the
transition team, but only for a while.

TNN’s head, Tom Hall, will stay.

Freston said he didn’t have TNN and
CMT’s future laid out in detail. *“With
CMT, we want to take the niche that it’s
in, which is very viable, and soup it up
and regain some of the distribution it
lost” to rival Great American Country,
which has been offering operators $5
per subscriber launch fees, he explained.

As for TNN, “I love its distribution,
love the fact that it’s been able to assem-
ble an audience. They haven’t had any
money (o invest in programming.”

The departing Werner concurred. “I
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Freston: ‘With CMT, we want to take the
niche that it’s in, which is very viable,
and soup it up and regain some of the
distribution it lost.’

think everybody understands that, for the
past five to six years, we’ve underspent in
programming and underspent in advertis-
ing and promotion.” Mel Karmazin “has
been milking them” to offset problems in
other parts of CBS, Werner said.

While the cable realignment is done,
some shifts within the West Coast oper-
ations are expected soon. And there’s
much angst within the company’s Hol-
lywood ranks over how their divisions
may be affected.

An internal e-mail sent to all CBS-
Viacom employees by Viacom chair-

TNN head Tom Hall will to continue to
oversee shows like '18 Wheels of
Justice.

man Sumner Redstone and Viacom
president Mel Karmazin last Wednes-
day evening promised, “We will keep
you informed in the coming weeks as
we move ahead with integration plans.”

It’s the disintegration plans that
many worry about. Nearly everyone in
Hollywood working under the new
Viacom banner is waiting to find out if
he or she is going to have a job.

According to sources, CBS Televi-
sion President and CEO Leslie
Moonves will probably add oversight
of the Paramount Stations Group.
Moonves already oversees the CBS
0&Os as well as the CBS Television
Network and all of CBS’ syndication
operations, which include the merged
King World-Eyemark unit and CBS
Broadcast International.

Viacom, of course, has its own col-
lection of syndication units, including
Paramount Domestic Television Distri-
bution and Worldvision.

Some sources from within the Via-
com-owned syndication studios said
that the two divisions will be kept run-
ning as separate competing studios,
while others seemed sure that they
would be blended together in an effort
to maximize revenues and cut costs.

One CBS executive said, “There is
just too much product between King
World and Paramount to bring them
together. Paramount Domestic Televi-
sion has added Spelling Entertainment,
Worldvision Enterprises and Rysher’s
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programming for syndication within
the last 12 months.

One wild card: where UPN will be
put. Viacom executives expect to retain
full ownership of the Weblet after
changes are made in the FCC’s net-
work ownership rules. But who will be
running the network and what kind of
programming it will carry remain
questions.

There was speculation last week that
it would make sense to shift UPN to

Moonves’ purview, so that the two net-
works might more efficiently explore
joint-sales efforts and other ventures.
Last week, Redstone said in a Los
Angeles Times article that CBS Sports and
CBS News programming might be added
to the UPN roster in the coming year.
The fact is, UPN is not dead. Under
network head Dean Valentine and pro-
gramming chief Tom Nunan, UPN has
revived itself with WWF Smackdown
and a few new series. “UPN has gotten

Krasnow to deliver
NBC’s daytime goods

NBC hires veteran producer to energize afternoon lineup

By Joe Schlosser

BC’s efforts to revamp its strug-
gling daytime lineup continue.

Veteran daytime producer Stuart
Krasnow was brought in last week to
develop the next big afternoon hit.

Krasnow, who has produced such
daytime fare as The View, Ricki Lake and
the soon to be canceled Martin Short talk
show, has signed a development deal
with NBC Studios. Krasnow joins Linda
Finnell, who was hired earlier to head up
a new, nonfiction daytime programming
division under the watch of NBC West
Coast President Scott Sassa.

The network is hot on classic game
shows. NBC executives are shooting
pilots on several, including Concentra-
tion, over the next several months and
could get one or even two up and run-
ning by October, sources say. NBC,
which relaunched Twenty One this sea-
son in prime time, also owns the broad-
cast rights to Tic Tac Dough, Dough Re
Mi and other game formats.

NBC is also said to be looking to
acquire several other game formats and
preparing other daytime formats,
including talk shows. All would likely
be launched on the NBC owned-and-
operated stations and sold outside in
syndication. Sassa said earlier that he
wants to bring several NBC projects to
the NATPE conference next year.

NBC’s daytime, which should derive
a big boost out of its Today lead-in, has
consistently lagged behind both CBS
and ABC in ratings. CBS has actually
led all networks in Nielsen daytime tele-
vision households for 580 consecutive

weeks; ABC is
strong in a num-
ber of female
demographics.
“I'm going to
try to create
things that the
audience loves,
that the stations
will love and,
hopefully, all of
our executives
will be proud of,”
says Krasnow,

-
Krasnow: ‘With the
environment for
syndication shows
becoming so tough,

1 really do like the who formerly
idea of having a worked for NBC
safety net’

News and David
Letterman’s late-night NBC talk show.
“And I think ABC’s [Who Wants to Be a
Millionaire ?] has proven to the market-
place that all formats are open, whether
its talk, game, court or whatever.”

Krasnow has worked with nearly
everyone at the top of NBC’s Burbank
headquarters. He teamed up with NBC
Entertainment President Garth Ancier
to produce The Ricki Lake Show for
syndication, worked with Finnell at
NBC News and with new NBC Studios
President Ted Harbert during a stint
when Harbert was at ABC.

“This is a really comfortable environ-
ment for me to develop and get on the
fast track getting product out,” Krasnow
says. “With the environment for syndi-
cated shows becoming so tough, I really
do like the idea of having a safety net at
the network, where at least there is a
chance to keep something on and a
chance to get it right without having to
be judged on just the first two weeks.” m
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some traction this year. The question is
can they parlay that into something
advertisers, stations and viewers want
... in a big way?” asked one top Holly-
wood executive.

Several weeks ago, Viacom reorgan-
ized its Washington operations, putting
Carol Melton, former vice president for
governmental affairs at Viacom in
charge. Washington veteran Marty
Franks was promoted last week to
executive vice president, CBS, report-
ing to Moonves, and senior vice presi-
dent, Viacom, where he’ll take on spe-
cial projects for Karmazin.

The FCC approved the merger last
Wednesday (May 3) at 5:30 p.m., and the
merger was completed the next day at a
little before 9 a.m. A week earlier, the
Justice Department indicated to Viacom
that it would not stand in the way of the
merger. Sources said Justice had suggest-
ed that Viacom sell off one of its top-rated
syndicated programs, but the company
balked and got its way in the end.

CBS will have to sell a total of seven
radio stations to comply with govern-
ment restrictions on same-market
radio/TV cross-ownership, according
to an FCC order approving the deci-
sion. Rules forbid a company to control
more than seven radio stations in a
market where it owns a TV station.

In markets where a company has a
TV duopoly, no more than six radio
outlets may be held. Consequently,
Viacom-CBS must sell two radio sta-
tions in Baltimore and Dallas and one
station in each of Chicago, Los Ange-
les and Sacramento, Calif. u

See you in
New Orleans

BroapcasTivg & CaeLe will attend
the MCTA convention in New
Orleans this week, publishing
tabloids with convention news on
Tuesday (May 9) and Wednesday
(May 10). Yau'll find most of us in
the NCTA Pressroom, Room 257
of the Ernest N. Morial Convention
Canter. To reach us by phone:
504/670-4839-40-41-42-43-44; by
fax: 504/670-4838,

The editarial staff: Don West,
Harry Jessell, PJ. Bednarski, John
Eggerton, John Higgins, Susan
Qualtrouglk, Deborah McAdams,
Bill McConrell, Ken Kerschbaumer,
Todd Gast, John Caggianio, Rick
Higgs and Doris Kelly,
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Time Warner Cable
chairman and CEO Joe
Collins defended his
cable company’s
blackout of ABC, but
public protest changed
his mind, for now.

TIME WARNER

Disney triumphant

Last week’s blackout of ABC was about programming
costs, but it was also about the Time Warner-AOL deal

By Steve McClellan and
John M Higgins

s Walt Disney was heading for its
AApril 30 Sunday-night show-

down with Time Warner over
carriage of ABC stations, another Dis-
ney division sent a daunting missive to
cable operators: ESPN notified Time
Warner and other MSOs that it would
expand its lead as the most expensive
national basic cable nctwork and boost
its license fees to operators by 20%.

ESPN will now cost operators $1 to
$1.20 monthly per subscriber. A net-
work like Discovery Channel or MTV
costs 20 cents per sub.

While the price hike to Time Warner
and other operators wasn’t the trigger
point, it does reflect the pressure that
prompted Time Warner to take ABC
0&O stations off systems serving 3.5
million homes on May 1.

But in the week just passed, Time
Warner lost the public relations battle
and, for now, the war with Disney. And
by week’s end, executives were sound-
ing a lot like that old jingle for Dr Pep-
per: They’re so misunderstood.

ABC lost virtually nothing. To the
extent that Time Warner’s blackout of
ABC in seven major markets last Mon-
day was intended to put a serious crimp
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in ABC’s audience, it backfired.

The network’s prime time lineup
won the night, delivering ABC’s best
Monday-night ratings in two years, and
the best Monday 8 to 9 p.m. perform-
ance in 15 years (with a special celebri-
ty episode of Who Wants to Be a Mil-
lionaire?). Robert Iger, Disney’s presi-
dent, told analysts last week that the
economic impact was so minimal as to
be “difficult to measure.” But public

sentiment was not. For a day, Disney,
which often can’t buy good press, was
the media version of Elidn Gonziles.

Tuesday afternoon, Joe Collins,
chairman and chief executive of Time
Warner Cable, threw in the towel and
picked up the ABC signal again.

The issue, however, didn’t go away.
Time Warner is fighting the fat $1.3 bil-
lion Disney wants Time Warner to pay
for its channels over 10 years. “What
they don’t want to accept is that, with
competition and the government look-
ing over shoulders, we can’t pass this
through to our subscribers,” said Fred
Dressler, Time Warner Cable’s senior
vice president of programming.

Disney executives see ownership of
ABC, whose prime time viewership
equals that of the top six cable net-
works, as their best leverage to get dis-
tribution of new products like SoapNet
and Toon Disney.

And, while Time Warner executives
contend Disney is trying to force regula-
tory review of their company’s sale to
America Online, Disney executives are
expressing severe and detailed concerns.

As TV and Internet functions begin
to converge, Disney worries about
AOL’s control over more than 20 mil-
lion Internet homes—eclipsing any sin-
gle MSO’s hold on cable homes. That
combination of conduit and Time Warn-
er’s content holds fearsome portent for
programmers on the outside looking in.

Just a week or so ago, Disney notified
Time Warner Cable that it was granting a
fifth extension. That would allow the
cable MSO to carry the signals of the
ABC television stations in seven markets

A primer on retrans and must-carry

The terms “retransmission consent” and “must carry” became part of the per-
manent lexicon of the television business through the Cable Act of 1992, when
broadcasters assured themselves of carriage on all cable systems.

Here, for the bewildered, is how it works: TV stations can avail themselves of
either must-carry or a retransmission consent when dealing with their local cable
operator. If they choose retransmission consent, they must negotiate a contract
for carriage with cable systems.

As a result of retransmission consent, the major broadcast networks deveil-
oped cable networks, including FX and CNBC, to use as bargaining chips in
negotiations. Cash for carriage of broadcast networks rarely happens, but the
big companies that own broadcast networks routinely hold out for sweeter deals
on carriage of their homegrown networks. In the latest instance, Disney
demanded that Time Warner carry the Disney Channel on its expanded basic
tier (rather than as a premium service).

If a station does not feel it has enough value to get a retransmission-consent
deal, it can invoke must-carry, which means the cable system in question is obli-
gated to carry it according to the law. —Paige Albiniak
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through the end of the May sweep on
May 24.

But by Friday, April 27, Disney had
not heard back from the MSO—a clear
sign that Time Warner was at least con-
templating the possibility of yanking
the signals off its systems on May 1, the
expiration date of the fourth extension.

Sure enough, it pulled the plug. But
after 40 hours of tremendous pressure
from viewers and politicians, and the
contention that an FCC regulation pre-
vents a cable operator from yanking a
broadcaster’s signal during sweeps,
Time Warner relented and agreed to a
new extension, through July 15.

The day after Time Warner restored
the signals, Disney took out two-page ads
in papers in New York and other affected

HURTS S0 GOOD

Perhaps because a celebrity edition of Who
Wants to Be a Millionaire? on May 1 made
overall viewership swell, ABC’s local ratings
weren’t hurt much in five markets where Time
Warner blocked the station from local cable
viewers on that day. Below are local ratings
from the blackout day compared with the pre-
vious Monday, April 24.

4/24 5/1 change
WABC New York
Prime time 96 167 +74%
Late news 6.9 96 +39%
KABC Los Angeles
Prime time 113 144 +27%
Late news 6.0 6.5 +8%
KTRK Houston
Prime time 112 119 +6%
Late news 11.9 85 -30%
WPVI Philadelphia
Prime time 147 174 +18%
Late news 123 106 -14%
WTVD Raleigh/Durham, N.C.
Prime time 9.0 78 -13%
Late news 79 35 -44%

Source: NS| household ratings, Nielsen Media
Research
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cities, offering Time Warner subscribers
$198 rebates for the purchase and instal-
lation of satellite dishes to receive pro-
gram service from DirecTV.

Time Warner executives howled.
Disney President Iger scoffed at those
protests. “They demonstrated that we
should be working as a company to
ensure that we get our signals to as
many viewers as possible in these mar-
kets in any way possible,” Iger told
BROADCASTING & CABLE last week.
“They demonstrated to us the need to
maintain access in whatever form we
can, because clearly they’re willing,
wantonly, to deny that access.”

Time Warner chief Gerald Levin told
a CNBC audience last week that Dis-
ney was abusing the retrans rules by
linking carriage of cable services to the
talks. Levin said the FCC ought to
amend those rules to curb such links.

But the Disney-Time Warner brawl
is just the first of what many believe
will be a series of high-stakes fights
between the handful of big-league
media companies. Most of CBS’
retransmission deals come up for
renewal between a year and two years
from now. By that time, the company
should be well integrated into its new
owner, Viacom—known as a tough
negotiator.

Those fights, it is feared, will cause
similar disruptions in service. Congres-
sional hearings are planned this sum-
mer to probe how to avoid a repeat.

But those concerns aside, last week’s
eruption demonstrated how retransmis-
sion consent talks have evolved from a
series of talks between broadcasters
and cable operators to a game of one-
upmanship among a small group of
mega-media companies with growing
interests in both businesses.

In January, a similar battle between
Fox and Cox resulted in a six-day loss
of Fox’s TV signal to Cox Cable sub-
scribers. The two sides came to their
senses on the eve of an NFL Washing-
ton Redskins playoff game, which
would have been blacked out in the
D.C. suburbs without a settlement.

Both Time Warner and Disney face
deadlines with others in the coming
months. The MSO faces a June 30
deadline to settle a new retrans deal
with Hearst-Argyle Television, which is
demanding a two-fold increase in fees
for Lifetime——an increase Time Warner
says is unacceptable. Lifetime also tried
to link the Hearst-Argyle deal to car-
riage of new movie channel Lifetime is
trying to launch. But Time Warner says

What they’re
arguing about

The brawl between Disney and Time
Warner Cable is about money, car-
riage and the AOL, Time Warner
merger.

On the money issue, the two
sides are $300 million apart, accord-
ing to Time Warner Cable program-
ming head Fred Dressler.

Dressler says Time Warner
accepted a deal in December that
had all terms nailed down except for
several issues concerning the con-
tent of Soap Net, Disney’s new soap
opera channel.

In exchange, Time Warner would
pay in excess of $1 billion over 10
years and receive the right to retrans-
mit the signals of the ABC Television
Stations. But after the Time Warner
merger with AOL was announced,
ABC pulled the deal off the table.

Dressler says Disney came back.
with a demand for an additional $300
million, including an aimost doubling
of the price for The Disney Channel,
to 71 cents per subscriber per
month. Disney also demanded “open
access” for its TV signals—meaning
they be delivered in the same man-
ner to subscribers in the AOL-Time
Warner universe as Time Warner TV
signals.

Disney is worried about broadband
and Internet iterations. In a Feb. 18 let-
ter to Time Warner, Disney’s Anne
Sweeney said Disney had concerns
about “page placement,” “navigation”
and “return path functionality.”

Disney officials say the $300 million
figure is inflated. And Dressler says
Disney was willing to forgo open
access for the added payment. “What
they said was, ‘just pay us the money
and that will go away, " he said.

But Preston Padden, head of Dis-
ney’s Washington office, says Time
Warner wants only to pass-through
the primary video and audio portions
of Disney's digital TV signals, not the
digital multicasting and data chan-
nels ABC may develop.

“They want to block access to
parts of the signal that viewers
would normally receive with an
antenna because they prefer the
customers get such services directly
from them,” says Padden. “That lim-
its public choice and that's a public
policy concern.” —Steve McClellan
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IF TIME WARNER
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Disney took out newspaper ads like this
one offering a rebate to Time Warner
subscribers to switch to DirecTV.

the movie channel is now a separate
discussion not linked to retrans.

Disney also faces an Oct. 15 deadline
on retrans talks with Comcast—the other
major MSO, besides Time Warner,
which has resisted Disney’s terms for
shifting The Disney Channel from a pay
service to a basic service.

But while further battles are expect-
ed, many retrans deals have been
reached. ABC and Time Wamer say the
vast majority of their deals are done.
CBS was the first to do a long-term
digital must-carry deal, ironically with
Time Warner, in late 1998.

Both NBC and Fox have retrans deals
with most of the cable industry, includ-
ing all of the top-five MSOs. NBC’s
deals extend to 2008, while most of
Fox’s deals are three-year agreements.

For the most part, NBC’s deals
include digital must-carry, full carriage
of CNBC and MSNBC, and incremental
fee increases totaling more than $1 bil-
lion for those services, including fees
for the next five Olympics.

Among the top-five MSOs, the net-
work is still negotiating with Time
Warner and Comcast on the digital
retrans and Olympics pieces of the
deals. NBC’s digital agreements, com-
pany executives say, guarantee pass-
through of multiple video signals from
NBC, as well as data signals, and also
guarantee that all of those signals be
translated through digital set-top boxes
directly to analog TV sets that make up
most of today’s viewing universe. =
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Dﬁims on the Potomac

Time Warner takes hits in D.C. over retrans flap

By Paige Albiniak

how Time Warner comes out a
winner after last week’s very pub-
lic, very noisy spat with Disney.

In the short term, Time Warner’s
decision to throw ABC off its cable sys-
tems in seven cities—albeit only
briefly—makes it look like an old-time
cable bully that doesn’t give a whit
about its customers. Time Warner coun-
ters that it was trying to help sub-
scribers by resisting Disney’s billion-
dollar-plus demand for compensation,
which it says it would have to pass on to
consumers in the form of higher fees.

That argument notwithstanding,
Time Warner’s tactics have forced its
merger with AOL into the glare of the
government spotlight.

“I think the issues of monopoly con-
trol and discrimination are now on the
table for everyone to see. It’s impossi-
ble to sweep them under the rug,” said
Preston Padden, executive vice presi-
dent of The Walt Disney Co.

“This reflects a mindset of incredi-
ble arrogance that is only associated
with monopoly power,” says Larry Sid-
man, who is representing Disney and is
a senior partner at the Washington law
firm of Verner, Liipfert, Bernhard,
McPherson and Hand.

“The dynamics have changed on
Capitol Hill as a result of this feud,”
says Ken Johnson, spokesman for
House Telecommunications Subcom-
mittee Chairman Billy Tauzin (R-La.).
“It’s brought unwanted publicity to the
merger and has focused everyone’s
attention on the problems we face as we
make the conversion to digital. Ameri-
cans love their TV, and when the screen
suddenly goes dark and people start
pointing fingers, frankly they don’t care
who is to blame—Time Warner, ABC
or Congress—they just want it fixed.”
Johnson also says that as the November
elections draw nearer, Congress will be
less tolerant of high-profile battles that
could alienate voters.

Even now, the fight stirred sleepy,
election-year Washington into action.
Early last week, Tauzin said he would
move a planned hearing on the merger to
just after Memorial Day instead of wait-
ing until later this summer. And Disney

F rom Washington, it’s hard to see

now plans to testify, while before the
company didn’t want to air its concerns
publicly. “There will be no more tiptoe-
ing around on eggshells pretending
there’s not a problem,” Padden says.

Senate Commerce Committee
Chairman John McCain (R-Ariz.) also
plans a hearing to examine retransmis-
sion consent in general, and how the
practice of negotiating for cable car-
riage may be hurting consumers.

The FCC will hold a hearing on the
merger in late May or early June. The
commission was quick to rule in Dis-
ney’s favor last week. “No company
should use consumers as pawns in a
private contract dispute,” FCC Chair-
man William Kennard said.

Consumer groups say the fight
proves their point: A merged AOL
Time Wamer will control too much of
the country’s two-way broadband net-
works and needs some government
rules to follow.

“If Time Warner has the power right
now to block the top-rated TV network in
the country, one can only imagine what
the new AOL-Time Warner will be able
to do in the broadband Internet arena,”
says Jeff Chester, executive director of
the Center for Media Education.”

And sources say the Federal Trade
Commission, which is reviewing the
merger for antitrust problems, has pricked
up its ears and started asking questions.

That said, merger watchers always
expected the scope of the proposed
AOL-Time Warner to prompt some
conditions from regulators.

What Padden wants and has been
quietly pushing for in Washington is
“non-discriminatory access to the plat-
form,” he says. “We need government
rules as opposed to that toothless,
worthless PR document that AOL and
Time Warner put out to skate through
[1ast February’s Senate] Judiciary com-
mittee hearing.”

Last winter, AOL Chairman Steve
Case and Time Warner CEO Jerry
Levin told Senate committees that they
would open their broadband networks
to competitive Internet service
providers, and that they had signed a
non-binding legal document to prove it.
Many senators and consumer advo-
cates were skeptical of that promise
then and are even more SO now. ]
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AOL’s key
exec lineup

The merged company will
put Pittman in power seat

By Deborah McAdams

he conglomerate soon to be
T known as AOL Time Warner offi-

cially named its key executives
Thursday, with Bob Pittman assuming
much of the power.

As expected, Time Warner Chairman
Gerald Levin will be chief executive
officer, while AOL head Steve Case will
be chairman. Bob Pittman, president of
AOL, and Richard Parsons, president of
Time Warner,
will be co-chief
operating offi-
cers.

Barry Schuler,
president  of
America Online
interactive serv-
ices will be
chairman and
CEO of America
Online Inc. He’ll
report to Pittman,
as will Time
Warner Cable
Chairman Joe Collins, HBO Chairman
and CEQ Jeff Bewkes, Turner Broad-
casting Systems Chairman Terry
McGurk and WB Television Network
Chairman and CEO Jamie Kellner.
Also reporting to Pittman will be David
Colburn, president of AOL business
affairs, who will become president of
business development for subscription
services, advertising and commerce for
the combined company.

Michael Kelly, chief financial officer
for America Online, will become CFO
for Time Warner. AOL’s Kenneth
Novack will be vice chairman of AOL
Time Warner, and William Raduchel
will be chief technology officer. Both
will report to Case. Time Warner Vice
Chairman Ted Turner will retain that
post after completion of the merger but
not much power in the infrastructure.

AOL Time Warner’s executive com-
mittee will be chaired by Case and
Levin and include Parsons, Pittman,
Novak, Kelly, Raduchel and Turner,

Pittman started his
career as a disk
jockey in
Mississippi.

among others.
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GLOSED GIRGUIT

BEHIND THE SCENES, BEFORE THE FACT

TALLAHASSEE, FLA.

Clear Channel

settles in Florida

Clear Channel Communications
Inc. will pay $80,000 into a Flori-
da consumer-fraud trust fund after
an investigation into its national
radio contests.

The office of the state’s attorney
general, in December 1999,
charged the San Antonio-based
group owner with deceptive trade
practices for failing to inform
Florida listeners that some of its
radio contests were also running in
other states. Multistate contests
lower a listener’s chances of win-
ning, the AG said. Under a “volun-
tary compliance agreement”
reached last Monday, Clear Chan-
nel agreed to run notices—at least
on its 73 Florida radio stations—
that a contest is multistate. The dis-
closures will run daily during peak
listening hours.

Clear Channel did not return calls
seeking comment on whether it will
label multistate contests as such in
other markets. As part of the Florida
settlement, Clear Channel also
agreed to disclose the city and state
where a contest winner lives and not
to alter interviews with winners.
According to Florida Assistant
Attorney General Stephen Iglasias,
a local DJ’s voice was being dubbed
over the voice of an out-of-state DJ,
making it sound like the out-of-state
winner was local.

The multistate contests have gar-
nered media attention in other mar-
kets, including Cincinnati, and
Iglasias said he had received a call
for more information from the
attorney general of Arkansas.

WASHINGTON
Chairman staying put

Rumors were flying around Wash-
ington last week that FCC Chairman
William Kennard has notified the
administration he would resign in
August. Kennard quickly quashed
talk of his departure and said he
plans to stay at his job until his term

expires in 2001. “The digital revolu-
tion makes this time very exciting
for all of us,” said an FCC
spokesman. “The chairman has an
important agenda, and he is commit-
ted to it. He is not going anywhere.”

SCRANTON, PA.

Pulling the plug on Imus
Don Imus bid goodbye to
Scranton, Pa., last Friday, and
Scranton responded by showing
him the door. Citadel Communica-
tions Corp.’s WARM(aM) pulled the
plug on Imus’ syndicated show at
8:30 a.m. that day—for good—as
the shock jock ranted about a local
hotel, according to Scranton Times
& Tribune reporter Rich Mates.
Imus complained that the hotel,
where he had been staying in
advance of a live remote in the ball-
room, refused to put through a tele-
phone call from his wife. He
packed his bags and returned to
New York at 3:30 a.m., Mates said.
That left the station in the lurch,
along with about 500 fans who had
showed up to see the remote. Imus”
syndicator, CBS Corp.’s Westwood
One, declined comment. However,
Imus detractors filled up MSNBC’s
Web site (Imus’ show is simulcast
on the cable channel). “I am from
the Scranton area, and thank God I
didn’t get up early to see this loser,
who chose not to do his job,” one
misstve said. “Thanks for nothing!”
Another wrote, “He doesn’t have a
cell phone or a pager? Sheesh...”

NEW YORK
Will the real Van Toffler...

Like most MT Vers, and certainly
the senior ones, General Manager
Van Toffler loves only the ratings
from the bubblegum pop filling
the network’s schedule. Personal-
ly, it’s far from his taste. Asked
what that taste is, Toffler claims
he leans toward the eclectic
mopey rockers Paul Westerberg
and Paul Weller, plus upstart
Scottish rockers Travis. Quite
erudite. One close friend heard
that list and howled.




APPLICATIONS

e
U, ;.
470‘,/. 006,” - ' S D R O
TNy e
Sle (o £ DEVELOPNENT
"ol SCHEDULING
Woollco
m I
Py o i
aﬂetpoi”t pr _ fu
. . m ; p = 5 i.
’"Ina 2 o = :
t"’”WOf/dNe ! =
"ork.cop, B PROCURENENT

(B =

Creative

Pla net.om

MediaTechnology.com |

||IE ::.‘

DesigninMotion.com ©

I ORI

i\

i 1
- L

|
i
1

: swWorld.com —— =
Director L COMMUNITY
Pos\\nd“sm'com | \%‘ﬁ '

3

A




FINANCIAL
WRAP-UP

Week of May 1-5

WINNERS

5/5 % change
Valuevision............ $25.38......27.27
Big City Radio ........ $5.00......21.21
TCI Satellite........... $12.31..... 17.26
Radio One............. $68.00...... 17.24
Granite Bdcst.......... $6.44......15.73

LOSERS

5/5 % change
Classic Comm......... $9.69....(20.10)
AT & weresersimevormi e $38.44....(16.21)
Echostar Comm ....$54.06....(15.11)
Comcast Corp ....... $34.63....(34.63)
Liberty Digltal........ $27.94....(12.69)

BROADCASTING & CABLE/BLOOMBERG STOCK INDEXES

BROADCAST TV (5/07/99-5/05/00) CABLE TV (5/07/99-5/05/00) ~___RADIO (5/07/99-5/05/00)

Week ending 5/1

Close .............. 293.94 Close ... 278.02 Close............ 857.09
High.............. 294.06 High........... 305.47 High.............. 868.70
Low 285.97 Low 276.64 Low.......coee. 824.36

DOW JONES
Week ending 51
Close

Week ending 5/1
Low............ 1 041 2 50

NASDAQ

Close .......... 1432.63_ i
High........ 1468.25
Low 1409.38

LEHMAN BROTHERS

joins our friends at

ComCast.

in supporting

The Dan Aaron

Parkinson’s Disease Foundation

as it establishes

The Dan Aaron

Parkinson Rehabilitation Center

of Pennsylvania Hospital

Helping our clients make a difference

©2000 Lehman Brothers Inc. All Rights Reserved. Member SIPC
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FCC de‘iays 60-69 scramble

Auction rescheduled for Sept. 6; participants jockey for position

By Bill McConnell

egulators last week gave them-
R selves an extra three months to

figure out how to persuade TV
stations to relinquish ahead of schedule
a valuable swath of spectrum that the
government plans to auction to
telecommunications companies.

But by postponing until Sept. 6 the
bidding for spectrum now used for TV
channels 60-69, the FCC will be del-
uged over the summer by broadcasters
and wireless companies angling for new
auction rules that give them better deals.

Some TV owners hope the govern-
ment’s eagerness to get them off the
band quickly can be parlayed into
revived chances for powerful cable-
carriage rules guaranteeing that a sta-
tion’s multiple digital signals will be
offered by local cable franchises.

On the other hand, telecommunica-
tions conglomerates expected to bid on
the frequencies will push for rules that,
while not overtly forcing stations to
forgo their rights to remain until the
industry’s digital conversion is com-
plete, will increase chances that broad-
casters will exit the channels by 2002.

The FCC says winning bidders
should buy out broadcasters if they
want the spectrum before 2006, but
wireless companies say they need more
leverage to prevent holdouts from
“extorting” exorbitant offers. One idea
being floated: Single stations should be
forbidden to remain on the band after
other stations in their market have
accepted offers.

Broadcasters are opposed to a “lone
holdout” rule or any other provision
that would make buyout deals anything
other than voluntary. If the FCC con-
siders TV station owners’ demands for
additional digital carriage rules, the
cable industry will be angered.

“It’s a nightmare,” says Barry Fried-
man, Washington attorney for Entra-
vision, a Spanish-language station
group operating on chs. 62 and 67 in
Venice, Fla., and Monterey, Calif.
“What is the price for giving these chan-
nels up? I don’t know how to figure it
out. You're essentially asking us to put
our stations on ice for a couple of years.”

FCC officials say prospects for buy-

Paxson says the government’s effort will
fail unless the FCC gives stations the
right to cable carriage for all their new
digital signals.

out deals are bright and dismiss such
negative statements as the veiled
attempts to better bargaining positions.

Accepting buyouts would require
stations to cease analog operations on
the 60-69 channels and rely solely on
digital broadcasts long before audi-
ences are equipped to receive digital
transmission and without clear rules
for digital carriage.

“The operative term in any deal to
vacate chs. 60-69 early is ‘voluntary
agreement,’” says Mark Hyman, vice
president of corporate relations for Sin-
clair Broadcasting, which has five stations
that will have their frequencies auctioned.

Stepping up the pressure on the FCC
last week was Lowell “Bud” Paxson,
who says the government’s effort to get
breadcasters off chs. 60-69 quickly
will fail unless the FCC gives stations
the right to demand cable carriage for
all their new digital signals.

“There is an inevitable linkage
between the commission’s decision on
DTV must-carry and your agency’s
success in maximizing the public bene-
fits from the ... auction” of chs. 60-69,
he wrote in a letter to FCC Chairman
William Kennard.

The chairman of Paxson Communi-

cations, which owns 19 of the 138 TV
stations licensed to operate on the
channels, says he would be willing to
vacate the frequencies early only if
granted digital cable-carriage rights.

He wants FCC rules requiring cable
companies to carry a station’s primary
digital signal when it vacates an analog
channel. Also, stations that multicast
up to six video digital signals can
demand carriage for them all, when
their local cable franchises begin offer-
ing digital service with expanded chan-
nel capacity.

Paxson first suggested the digital-
only carriage rule March 31 but is step-
ping up efforts to link the idea with the
upcoming auction.

The cable industry, however, oppos-
es any plans that would give a broad-
caster multiple carriage rights.

Wireless providers, on the other hand
are trying to play off government hopes
to make as much money as possible from
the auction. They argue that new users
won’t be willing to pay the full value for
the spectrum unless they know they can
put the spectrum to use quickly for
mobile Internet and have a clear idea of
what it will cost to buy out broadcasters.

“We are having a difficult time
determining what amounts should be
paid for the licenses at auction and
what amounts should be held in reserve
to clear the incumbent broadcasters,”
US West corporate counsel Julia Kane
told the FCC in a request to delay the
June 7 auction.

Efforts to strike pre-auction deals
between broadcasters and the wireless
bidders are in their infancy. None of the
station groups with a large number of
stations on chs. 59-69 have received
any specific buyout bids, but several
have received queries. (Ch. 59 is
included in the channel package
because of possible interference prob-
lems.)

Paxson, USA Broadcasting and Sin-
clair have been approached by Spec-
trum Exchange Group, a Maryland
company teamed with New York
investment bank Allen & Co. to broker
deals with wireless companies. “We’re
targeting stations in top-20 markets,”
says Spectrum Exchange Group Chair-
man Peter Crampton. =

MAY 8, 2000 / BROADCASTING & CABLE 19




TOP OF THE WEEK

New labeling bill
excludes TV

Sens. John McCain (R-Ariz.)
and Joe Lieberman (D-
Conn.) last week introduced
legislation that would require
content providers to create a
uniform labeling system for
all movies, video games,
videotapes and music, but
does not apply to TV shows.

“This strictly applies to
products that you walk
into the store and buy,”
said a Senate Commerce
Committee spokeswoman.

McCain and Lieberman
have been trying to label
content for several years,
and last year introduced
bills to create a uniform
labeling system for all
media and to form a Nation-
al Commission on Youth
Violence, both of which got
bogged down in larger juve-
nile justice legislation that
never made it out of House-
Senate conference.

“There is a consensus in
the scientific community
that exposure to violent
images through the media
is harmful to kids,” McCain

7
McCain: ‘There is a
consensus in the scientific
community that exposure to
violent images ... is harmful
to kids. This is common
sense to the rest of us.’

said. “This is common
sense to the rest of us.”

“[This alone] won’t stop
media standards from
falling, or substitute for
industry self-restraint,”
Lieberman said. “But it
will help make ratings a
more useful tool for par-
ents who want to shield
their kids.”

Jack Valenti, president
of the Motion Picture
Association of America,
opposed the bill. “Movies
are not cigarettes, and to
equate First Amendment-
protected intellectual
property with cigarettes is
a bit bizarre,” Valenti said.

The industry would
have six months to come
up with a system that
retailers would have to
enforce. The FTC would
be able to accept, reject or
modify the system and
would have the authority
to charge content produc-
ers $10,000 for every item
that is incorrectly labeled.

Nondisclosure

costs AT&T little

The FCC last week
ordered AT&T to pay
$9,000 for failing to be
upfront about how many
cable subscribers recent
mergers would add.
Consumers Union and
other public advocacy
groups complained in
October that AT&T and
Tele-Communications
Inc., the predecessor to
AT&T’s cable subsidiary,
failed to disclose how
three mergers would alter
the companies’ national
audience reach. The FCC,
to ensure cable systems do
not exceed the 30% cable
ownership cap on share of

20 BROADGASTING & GABLE / MAY 8, 2000

U.S. multichannel sub-
scribers, requires any Sys-
tem already at a 20%
share to certify any result-
ing changes in audience
reach when filing merger
applications.

The deficient applica-
tions included transactions
with Galaxy Cablevision
and FHF Cable in 1999
and Comcast in January.
AT&T argued that certifi-
cations are due only prior
to closing a transaction, not
necessarily when a compa-
ny files an application.

But FCC officials said a
review of AT&T and TCI
certification letters reveals
the companies were “obvi-
ously aware” of the certifi-
cation requirements and
“willfully and repeatedly”
violated the rule.

High speed,
low power

In another Congressional
attempt to bring high-speed
wireless data services to
rural communities, Sen.
Conrad Burns (R-Mont.)
has introduced legislation
that would allow low-power
TV stations to provide digi-
tal services to subscribers.
FCC rules currently forbid
LPTV stations from offer-
ing anything other than free
over-the-air TV service.

The bill would protect
new data services by for-
bidding the FCC to author-
ize any new interfering
services. Conversely, it
also would forbid LPTV
stations from interfering
with existing TV signals.
The bill does not, however,
address what would hap-
pen with regard to interfer-
ence should an LPTV sta-
tion convert to digital.

Furchtgott-Roth wants the
FCC to rely only infrequently
on its ‘public interest’
authority. The commissioner
claims the agency routinely
steps beyond its bounds.

‘FCC public-interest
reading too broad’

The meaning of the FCC’s
“public interest” authority
got another airing last week.

FCC Commissioner
Harold Furchtgott-Roth
repeated his familiar refrain
before the Washington Legal
Foundation, arguing that the
FCC routinely steps far
beyond any reasonable inter-
pretation of the 1934 Com-
munications Act, which
authorizes the agency to
base its decisions on what is
in the “public interest.” The
vague but broadly wielded
authority has provided the
rationale for imposing merg-
er conditions, children’s TV
rules and a host of other
requirements on FCC
license holders.

Furchtgott-Roth said
the FCC should rely only
infrequently on its public-
interest authority.

Industry attorney
Robert Corn-Revere said
the public-interest author-
ity too often is invoked to
restrict broadcasters’ First
Amendment rights. The
latest examples: efforts to
require video description
services for the blind and
government inquiries into
the need for additional
public-interest obligations
for digital TV stations.
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NCTA 2000 « New Orleans
May 7-10, 2000

BroapcasTING & CaBLE reporters and edi-
tors will check all the action on the NCTA
floor this week, and we'll publish two
special daily editions Tuesday and
Wednesday, delivered to guests in con-
vention hotels. To get you ready, check
-out our NCTA special report;

RAISING BROAD-
BAND CONSCIOUS-
NESS: Thoughonly 3 or 4
million Americans are broad-
band subscribers, millions
more know about it—and
they want it now.

LEARNING TO CARE:
Cable is spending big

to train employees

to deal with new tech.

MOVIES YOU'VE
NEVER HEARD OF!
The charm of the Sundance
Channel is that it's for movie
buffs. There’s no Titanic here.

ISN’T IT IRONIC? All
MTV2 meant to be was an
all-music channel. Is there
something wrong with that?
Well, maybe.

FIXING FX: Peter Liguori
(and Howard Stern’s Son of a
Beach) are turning FX
around.

DEFINING THE
REGION: New England
News Channel thrives as a
regional cable news source.

THE EPG WARS:
There’s heated competition
among on-screen electronic
program guides.

THE NEW GUARD IN
D.C.: Up close and personal
with NCTA chief Robert
Sachs.

FASTER, BETTER:
Now, consumers expect bet-
ter Web content, and several
cable sites are delivering.
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ast Monday was a lousy day in
Manhattan for Michael Eisner,
Jerry Levin and Regis Philbin.
But it was a good one for Mike
Adams. ABC may have gone
dark in the homes of 1.1 million New
York cable subscribers, but the lights
went on at the call center of RCN, the
upstart overbuilder that is trying to
compete against Time Warner Cable in
the Big Apple and against other cable
operators elsewhere.
Adams, COO of RCN, saw calls from
Time Warner’s annoyed subscribers

Overbuilder’s attack
depends on fixing
customer service
missteps

-wire act

By John M. Higgins

triple in volume on his sales lines.

RECN executives smiled. “It has had
an impact,” said Adams. “People know
us out there.”

But RCN ducked an opportunity to
leverage the situation even further.
ABC cut a special deal with DBS serv-
ice DirecTV, saying that it would pay
the $200 cost of a dish for any Time
Warner New York subscriber who
switched over. Disney executives
sought to get RCN officials in on a sim-




ilar deal, but the company balked.

They contend that they want to build
the company’s image based on strong
service, not potshots in the middle of a
messy dispute. “We didn’t want to get
stuck in the middle of that,” Adams said.

Perhaps. But there’s another com-
pelling reason: RCN isn’t in much shape
to handle a huge surge of new orders.
Tripling daily incoming sales volume in
New York means all of 300 calls. Fur-
ther, RCN has been wrestling with sub-
stantial customer service headaches,
such as poor reception, installation,
billing, and glitchy Internet service.

For all of RCN’s slams against cable
operators—old ads depicted them as a
statue of Lenin being toppled, for exam-
ple—customers interviewed report the
same frustrations heard for years from
customers of Time Warner, Cox, Com-
cast or any other operator.

Jeff Katzif, a Waltham, Mass., engi-
neer for a software-imaging company,
said that his RCN cable reception has
been poor and his high-speed Internet
connection has been spotty, using cable
modems he calls “junk” that had to be
replaced. He calls the cable company

for customer service and gets put on
hold for 20 minutes at a time.

Other subscribers reported no signif-
icant problems, and even those with
complaints generally said their prob-
lems were with RCN’s customer serv-
ice, not with the company’s products.
Mistakes, they've
Still, RCN executives are not shy about
acknowledging snafus. But they say
they’ve made big changes in their oper-
ations to smooth installation and cus-
tomer service. One of those is to slow
the pace of connecting new customers,
so at least the ones they do turn on get
the job done right.

“We’re finding there’s an over-
whelming desire for the product,” said
RCN Chairman David McCourt. “The
struggle is hiring enough people,
deploying enough technicians, getting
the relationship with Bell Atlantic
down [to switch phone customers].”

But McCourt’s thrilled with the com-
pany’s four-year transformation from a
small, conventional cable operator—C-
TEC—into an aggressive overbuilder of
his former MSO colleagues.

“We know what we’re doing,”
McCourt said. “I think people saw
we’ve done it before with corporate
communications network. We know
how to design and build a network. Has
it been easy? No, it’s a ball breaker.”

There’s a good reason only a handful
of U.S. cities have more than one cable
operator or residential phone company.
Pulling a piece of copper down every
street of a city requires immense

NCTA CABLE 2000 SPECIAL

amounts of capital. Even if a rival can
afford to build it, it will have to settle
for a minority piece of the market for
years and years, leaving a much smaller
customer base over which to spread the
capital costs of building the network.

But McCourt insists that the commu-
nications revolution has changed the
overbuilding equation. Previous over-
builders relied on just one business:
cable. Today, RCN’s network can cover
the costs of building its network with
four revenue streams: cable, high-speed
Internet, local phone and long distance.

Cable operators believe they can gener-
ate enough revenue out of advanced cable
systems to justify paying $4,000 to
$5,500 per subscriber for systems in the
kinds of markets RCN is looking to serve.

RCN says building the network costs
$900 per home passed. It is targeting
penetration of 30% of those homes
with at least one service. That would
put the network at $3,000 per customer.
Actually connecting a customer costs
$300 per service.

One way of looking at it is that a
cable, Internet and phone customer
costs $3,900 per subscriber. McCourt
prefers looking at the cost per service,
which would be just $1,300 for a three-
service customer.

Why overbuild?

Others are far more skeptical. Jonathan
Goldsmith, a Los Angeles-based Price-
waterhouseCoopers consultant who
has studied overbuilders, said that

RCN’s chief asset is the amount of cash
McCourt was able to raise when the

RCN’S PROGRESS

As RCN has fried to moderate its installation pace to promote quality,

cable penetration has slipped.

12/98 3/99
On-net connections

Voice 30,868 40,215
Video 86,349 99,098
Data 6,167 9,922
Total 123,393 149,235
On-net homes
passed 304,505 350,733
Marketable
homes 270,406 301,546
Penetration of
homes passed 28.4% 28.3%
Penetration of
marketable homes  31.9% 32.9%

12-mth

6/99 9/99 12/99 change
49539 56209 62,733  103%
110,565 120353 138,577  60%
13,024 17,985 21654  251%
173128 194547 222964  81%
427,843 550,771 713823  134%
361,015 440,112 551006  104%
258%  21.9%  194%  -9%
306%  273%  251% 7%

Source: Company reports. Data counts only advanced “on-net” homes
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INSTANT PURCHASE
CONFIRMATIONS, TRACKING NUMBERS
AND ON-SCREEN ORDER STATUS.
ONLY WITH COMMERCE.TV.

If you've run the numbers, then you already
know that interactive TV shopping - or t-commerce™-
is an enormous opportunity. But only if viewers are
confident that it will work properly and meet their
expectations.

Commerce. TV gives them that confidence, with
the only complete t-commerce solution designed

to provide thorough, accurate purchase information

THANK YO

in real time. /

THANKYOU
Thanks far shopping Cammarce. TV
Your

order number
05019

Questions? Call 1-000-9%2-5414

EXIT

v Frapea v

Every transaction includes an instant on-screen
confirmation, along with a unique order number.
So consumers know immediately that their orders
have been received correctly. And our easy-to-use
order status screen lets buyers check the status of

purchases whenever they want, or even cancel

them simply by using their remote controls.

Driven by our unique Commerce Control Network™
(CCN), orders flash from button to fulfillment in
real time, 24 hours a day, seven days a week. Our
CCN is an open, distributed database network, and
it's the only system built
to process the enormous
traffic volumes generated
by the broad reach of TV.

With Commerce. TV,
viewers feel more
comfortable shopping on TV, so they buy often,
creating lucrative new revenue streams for MSOs.
Just as important, real time processing offers you a
vehicle for detailed, accurate reporting. So you can
more effectively track sales, and fully maximize your
t-commerce opportunity.

There's only one more number you need to know.
1-800-992-6424. Or visit wwwilittlenumber.com for
a personal demonstration, and to receive our free
guide, "Waiting for t-commerce: How to know when

the real thing comes along.”

commerce.tv

www.littlenumber.com
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This sign in front of the home of H‘nb

and Paula Moore denotes their .=t

dissatisfaction with RCN s lns

Process and cqﬂnmer aﬂﬂ-‘:
.,__dmnmenr #

market loved telecommunications and
Internet stories.

“It’s a second wave of capital,” Gold-
smith said. “The telcos thought they
could saw this piece of wood four to
five years ago. They’ve dulled their
saws, and now somebody else has come
in and decided, ‘Here we go again.””

One former cable executive, armed
with hundreds of millions of dollars
from selling his company, said he has
considered investing in overbuilders
but balked. “It’s not out of any sense of
loyalty. It’s that dividing the market is
an unattractive proposition,” the execu-
tive said. Two overbuild situations he
studied “go cash-flow positive within
10 years, but you don’t get any return.
You assume a very big buyout price.”

Princeton, N.J.-based RCN is three
years into an ambitious plan to take on
established cable and telephone compa-
nies, wiring the largest U.S. markets with
a network that will offer video, voice and
data service together, hoping to move
faster and smarter than the incumbents.
The company is in the midst of wiring
markets including New York; Boston;
Washington, D.C.; Philadelphia; Chica-
go; San Francisco; and Los Angeles.

Of the areas of Manhattan, Brooklyn
and Queens RCN is targeting, the com-
pany’s network is about 10% complete.
Boston and its suburbs are about 50%
built. Chicago and Washington are
15% complete. The company is just
starting in Philadelphia, Los Angeles,
San Francisco and northern New Jer-
sey, where it’s just 1% to 5% built.

The company has a combination of
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financial resources that has startled its
rivals with a star lineup of telecommu-
nications backers and a huge war chest,
$3.4 billion in cash and credit lines,
ready to attack MSOs and telcos.

The team behind RCN is the same that
built MFS Communications, an early
competitive local exchange carrier
(CLEC) that successfully attacked Baby
Bells in the business telephone sector.
Walter Scott, the chairman emeritus of
Peter Kiewitt Sons, who pushed the con-
struction company into communications,
sold MFS for $14 billion in 1996 to what
is now MCI WorldCom. Scott’s Level 3
Communications owns 32% of RCN.

The other huge supporter is
Microsoft Corp. co-founder Paul Allen,
whose brilliance operators heralded

RCN CORP.
B
|

" 4130199 4728/00

» Common Stock Price
Sourze: Company reporis

R

when he started a $20 billion, two-year
cable system spending spree through
Charter Communications Inc.

They quieted when he sank $1.65
billion in RCN last year, holding the
equivalent of 27% of RCN’s equity.

Growing pains

Today, RCN ranks as the 13th-largest
cable operator. Half of its 292,000 subs
are from leftover C-TEC cable systems,
including one in hometown Princeton,
and an outmoded New York City wire-
less cable system. About 140,000 are
connected to RCN’s new multiple-serv-
ice network, called “On-Net.” About
19% of homes passed by the advanced
network have taken cable. About 9%—
many of them also cable customers—
are taking telephone service, while 3%
are taking high-speed Internet service.

The company has territory contain-
ing 2.5 million homes in its sights.
RCN has commenced construction in
62 towns and suburbs, up from 20 at
this time last year. Homes passed by
the network have doubled, as has the
number of homes marketed.

But that growth creates growing
pains. Rob and Paula Moore were so
upset over the installation process at
their Framingham, Mass., home in
March that they posted a sign for all
passersby to see: “RCN Failed Our
Install. Day 2 Without Service.”

Rob Moore, an engineer with Inter-
net messaging company Critical Path,
said that his wife was home with their
daughter the day of the installation,
coincidentally waiting for a call about
the results of medical tests.

Unfortunately, after four hours, the
RCN installer couldn’t get the Moores’
phone working. “At noon, we didn’t
have any service,” Moore said. Repeat-
ed calls to customer service were rout-
ed to a distant Dallas, Pa., call facility,
then to Princeton.

Moore canceled the RCN install, but
telco Bell Atlantic had already discon-
nected the line, and RCN couldn’t get
the dial tone back up. “We were all night
without phone service. By 10 a.m., my
wife was ballistic. She put up the sign.”

An RCN manager came to the house,
pulled strings with Bell Atlantic con-
tacts and had service restored the second
day. “If they said the phone was free, we
wouldn’t switch. It’s a reliability issue.”

RCN executives acknowledged that
there have been problems. The most
severe ones come from the difficulty in
coordinating hand-offs with the local
telephone company, whose customer
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RCN is stealing.

But COO Adams said some of the
wounds were self-inflicted by the
speed at which RCN has been trying to
deploy service.

“Hindsight’s 20-20,” Adams said.
“We spent so much time on the regula-
tory network construction process, we
didn’t really focus on customer service.”

Train faster, sell slower

One of McCourt’s solutions was mov-
ing Adams in January from supervising
construction of RCN’s networks to
overseeing all operations. His first
decision was to slow the sales process
down. In past months, RCN would pre-
sell residents the service through tele-
marketing and door-to-door sales, just
as it started extending its network out
to a new neighborhood. But if con-
struction was delayed even a few days
that meant missed installation appoint-
ments and cascading backlogs.

That’s stopped. “What we were
doing was marketing ahead of the avail-
ability,” Adams said. “Now we’re build-
ing ahead of it, then selling. I don’t
want to have bad customer experience.”

The complexity of RCN’s product is
another snag. The company had been
emphasizing cable service to get into
potential subscribers’ doors, then offer-
ing phone and Internet as an add-on.
But it has found better penetration by
bundling all services in a single pack-
age called Resi-Link. Before the aver-
age subscriber was buying 2.2 services.
That has grown to 3.3 services, with
long-distance as the fourth.

But installing cable, phone and
Internet generally requires three sepa-
rate crews, each trained in a different
product. That multiplies the difficulty,
cost and customer inconvenience of
scheduling installations.

So McCourt is accelerating training.
Right now, installers are trained at a
Queens facility used by New York City
partner Consolidated Edison. Soon,
RCN will open its own “Cable Camp” in
New Jersey. Here’s the problem, and the
goal: Only 20% of RCN’s crews and
subcontractors are able to install all three
products. McCourt wants to boost that to
80% by year-end. To underscore the
importance of training, every employee,
not just installers, will be required to
attend “Cable Camp.”

Tough competitors

Cable operators say they 're not worried
about RCN’s incursion.
“There’s a lot of different types of
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competition,” said Barry Rosenblum,
president of Time Warner Cable’s New
York operation, who has faced RCN
for four years. “The most important
thing is, our business is still growing.
The cable side shows 2% basic growth,
and between digital things like Road
Runner, we’re gaining.”

Comcast Cable President Steve Burke
is starting to face RCN in his core system
in Philadelphia. “We take every potential
competitor seriously; we take RCN seri-
ously,” he said. “They’re certainly well-
funded.” He contends that, by complet-
ing system upgrades and deploying new
products, Comcast will be fine.

“We can’t find a reasonable econom-
ic model where overbuilding works,”
Burke observed. “Even if you have
three revenue sources, you could have
three bad businesses.”

Still, he’s not above counterattacks.
Just as RCN is entering Philadelphia,
Comcast is suddenly exploring an
overbuild of its own in Princeton, coin-
cidentally one of the handful of RCN’s
conventional cable systems.

Operators counterattack on all sorts
of fronts.

In the streets, Comcast Marketing
Vice President Kim Ketchell said that
when RCN starts to build a new Philly
neighborhood, Comcast sales people
sweep in and try to sign up existing
customers to new 12- to 18-month con-
tracts. In some cities, crews follow
RCN’s door-to-door sales people and
remove any door-hangers left behind.

Washington, D.C., writer and re-
searcher Phillip Matera said that a few
days after he dropped AT&T’s District
Cablevision for RCN, someone severed
the cable drop at the side of his house.

Time Warner offers bulk discounts to
New York apartment buildings in
which as few as 60% of residents sign
up. It used to be 90% to 100%.

But the big question about RCN is
whether the company is truly a long-run
player. The company’s stock has plunged
50%, along with that of many other tele-
com start-ups. The company is planning
to spend $3.6 billion through 2001 con-
structing networks and has the cash in
hand. Many Wall Street and cable execu-
tives believe, though, that, like the many
RCN imitators sprouting up, McCourt is
building only enough critical mass to
entice buyers. He’ll let them wrestle with
the problem of operating it profitably.

“We’re not in this for the short term,”
McCourt insisted. “Some of the RCN
lookalikes are just trying to build a shell
of a company to sell. That’s notus.” m

He huilt his
competition

There’s a reason RCN Chairman
David McCourt knows his competi-
tion better than most corporate
executives: He built some of their
systems.

McCourt started out in the cable
business not as an operator but as a
contractor. His family-owned compa-
ny was hired by, among others,
Cablevision Systems Corp. to lay
cable under the streets for its Boston
system. That experience spurred
him to lay cable that he would actu-
ally own, creating Corporate Com-
munications Network, a telephone
company focusing soiely on high-
volume business customers. CCN
became one of the first competitive
local exchange carriers.

That caught the eye of another
construction company that was
doing the same thing, Peter Kiewitt
Sons, an old-line company with
roots stretching back 100 years.
PKS had created a similar venture,
Metropolitan Fiber Systems, later
called MFS Communications. MFS
bought CCN, and McCourt along
with it.

McCourt then moved abroad,
shepherding PKS jobs, which
meant designing and erecting cable
systems in Europe with clients
including current U.S. cable com-
petitor Comcast. in 1993, PKS
bought C-TEC, which included
cable systems and small-town tele-
phone operations. In 1997, McCourt
split C-TEC into three pieces: a
group of Michigan cable systems,
Commonwealith Telephone Enter-
prises, and RCN.

How does it feel to be competing
against old clients, particularly
Cablevision, which he tangled with
in court in a dispute over construc-
tion payments?

“I don't have any emotion about it,”
McCourt said. “My emotion is about

executing the strategy” —JM.H.
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The highway to

Everybody wants to
be first when it comes
to cornering the
broadband market

By Price Colman

hearing about for a decade or

more-—a bit stream into every
home—so far has proved to be more
yawn than dawn.

But don’t let that lull you into a false
sense of cynicism. For the first time
since the talk started, the digital fat
pipe known as broadband may actually

T he “Digital Dawn” we’ve been
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Gilat Sateilite Networks is ready to
market satellite-delivered broadband to
areas that can’t get DSL or cable.

be carrying bits of information to a
household near you. Probably 3 million
to 4 million Americans, maybe even
more, will be broadband subscribers by
year-end. And despite the modest num-
ber—there are about 100 million U.S.
households—public awareness of
broadband has skyrocketed this year,
and with it so has demand.

“It’s not that different from the situa-

i3]

tion with DBS service,” says John
Alchin, treasurer for Comcast Corp.
“When DBS started to blanket the market
with all the advertising they did in the late
’90s, we were beneficiaries. The same
thing is happening with data. This is
going to be a huge year for data for us.”

The race to offer broadband is ignit-
ing the kind of wide-scale telecommu-
nications competition that free-market
advocates and some telecom regulators
have long touted.

The high-speed data market is crucial
because it’s the fulcrum between the
bandwidth-constrained analog past and
the broadband future. Data is only a
small piece of a digital future whereas,
MIT guru Nicholas Negroponte points
out, “bits are bits,” and the pipe that’s
carrying them couldn’t care less
whether those bits are voice, video or
data. Still, the momentum building
behind high-speed data will probably
provide the push needed to birth more-
sophisticated applications, such as video
conferencing, real-time game playing,
even distance learning and medicine.

In contrast to traditional voice, video
and dial-up Internet access, broadband
is the new model, and the playing field
remains wide open. For every big
cable- or telephone-company player
pursuing a broadband-data strategy—
and they all are—there are scores of
smaller, nimbler players snatching
market share while the sun shines.
According to a recent Paul Kagan
study, “The State of Broadband: 2000,”
authored by Leslie Ellis, at least 10
broadband service providers—most
using the DSL platform—offer service
in every top-10 Nielsen market area.

Never mind that, for now, broadband
translates primarily into high-speed
Internet access. There are relatively
few Internet-ready applications capa-
ble of fully exploiting the speed and
capacity of broadband.

But that application wave is building.

“This is all going to happen, no
doubt about it,” says Russell Siegelman
of venture-capital firm Kleiner,
Perkins, Caufield & Byers. “The only
question is: how fast? I don’t think the
demand side is holding up adoption,
it’s the supply side.”

Top players, expansion teams

Heading into this year, cable was the
undisputed big dog in the residential
broadband neighborhood, leading the
rest of the pack by about a 3-to-1 margin.
At the end of 1999, cable had roughly
1.25 million high-speed Internet-service
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subscribers. On the telephone side,
incumbents tallied slightly better than
400,000 residential customers. The
newer players—competitive local
exchange carriers focusing on data, or
DLECs—add only a few thousand more.

The consensus among analysts and
market researchers is that cable and
DSL residential subscriber numbers
will converge sometime in the 2003-05
window, when DSL will take the lead.
For now, however, it’s cable’s advan-
tage to lose.

“There’s substantial benefit in get-
ting there first,” says Robert Bennett,
president and chief executive officer of
Liberty Media Corp. “If cable compa-
nies can get out there and have a serv-
ice offering that works, there’s no com-
pelling reason why they shouldn’t get
the lion’s share of the business. Cable
should be the dominant provider.”

The current two-player game pits
cable’s hybrid fiber-coaxial cable plat-
form against phone companies’ digital
subscriber line, or DSL, platform. But
satellite and terrestrial wireless can’t be
dismissed.

A space-based pipe for two-way, high-
speed data faces certain technological
challenges, but if the industry can over-

come them, satellite players such as
EchoStar, Gilat, Hughes, iSKY, PanAm-
Sat and Loral could redefine the data
game much as they did with video.
Liberty; Kleiner, Perkins; TV Guide;
TRW; TeleSat; and EchoStar all have
taken stakes in
iSKY (formerly
called Ka-Star), a
fledgling satellite
company that
intends to use
Ka-band spec-
trum and spot-
beam technology
to deliver two-
way, high-speed
data to residential
markets begin-
ning in late 2001.

Liberty Media’s
Bennett: ‘There’s no
compelling reason

why [cable ..
cor‘rwpanies] In adlelqn to
shouldn’t get the the $50 million it
lion’s share of the paid for a 12%
business.’

stake in iSKY,
EchoStar paid an
additional $50 million for a 17.6% stake
in Gilat-2-Home. Using a single dish
capable of receiving EchoStar’s Dish
Network video signal as well as two-
way, high-speed data, Gilat-2-Home will
be launched commercially in this year’s

HIGH-SPEED FORECAST

Projected growth in residential service by platiorm

Households

{in miligns) 1998 1899 2000 2001 2002 2003 2004
Cable 0.37 1.25 243 375 5,08 8.27 11.67
DSL 0.03 0.58 1.37 2.30 3.88 649 1035
Wireless 0.00 0.01 (.06 14 0.85 1,96 3
Other 0.04 0.04 006 010 0.15 0.30 0.50
Total 0.44 1.88 3491 B33 1057 1702 2556
All household
penetration 0.4% 1.8% 3.8% 6.1% 10.0% 16.0% 23.7%
Internet household
penetration 1.3% 4.0% 6.7% 90% 13.3% 197% 282%

Service revenue $ mikon)

Cable 104.6 3879 gR26 12976 16804 24929 35892
DSL 105 1647 465.7 7696 11123 1867.4 30325
Wireless 1:1 38 18.0 09 2048 5242 8945
Other 16.5 23.7 28.1 37.2 51.5 81.0 1440
Total 133 580 1,304 2,155 3,048 4,965 7 665
Consumer premises equipment revenue (3 mition)
Cable 1564 3347 4439 5260 6738 BVID 9470
DSL 415 2615 3532 4233 5695 807.3 10133
Wireless 343 11.5 40.2 1258 3472 4591 a06.5
Total 201 608 837 1075 1590 2145 2467

Source: The Sirategis Group Inc.
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fourth quarter. Gilat-2-Home is a joint
venture whose partners include Israel-
based Gilat Satellite Networks, EchoStar
and Microsoft.

At the moment, there’s no competi-
tion in two-way, high-speed data from
satellite. DirecPC, from Hughes Net-
work Systems, and EchoStar offer satel-
lite-delivered services but require a tele-
phone link to send signals upstream.
The next generation of satellite services
won’t require the phone hookup.

“It’s correct to call it nascent, just get-
ting going, but Gilat is deployed [inter-
nationally] and operating today,” says
Scott Landers, director of Interactive
Television for EchoStar. “A partnership
with [Gilat and iSKY] will help us
devise an industry standard or approach.

“Even if cable and DSL are deployed
to the extent they’re predicting,” he
adds, “there still will be areas that are
underserved. We find opportunities for
satellite even in [more urban] counties.”

The potential market for satellite-
delivered broadband encompasses 20
million to 30 million homes unable to
receive cable or DSL for the foresee-
able future.

“We think we’ll be first to market with
two-way over satellite by as much as 18
months,” says Dianne VanBeber, vice
president, investor relations, for Gilat
Satellite Networks. “First-mover advan-
tage carries a lot of weight. We really
think the long-term sweet spot for our
service offering is rural America and sub-
urban areas that won’t have access to
cable or DSL.”

Even terrestrial wireless—whose
fortunes sagged as satellite’s climbed—
has been declared a real contender by
MCIWorldCom, Sprint and AT&T.
Together, MCIWorldCom and Sprint
spent roughly $3 billion last year to
acquire multichannel, multipoint distri-
bution system (MMDS) spectrum. And
AT&T in early spring launched its res-
urrected Project Angel, which uses
excess personal communication service
(PCS) spectrum to bypass telephone
companies’ local copper-wire loop and
deliver Internet Protocol-based (IP)
broadband data and voice service.

“I think that [high-speed] wireless
data, terrestrial and satellite alike, is
going to be a major force in residential
and business markets,” says Siegelman.
“There is no shortage of people
focused on wireless, whether satellite,
broadcast or terrestrial wireless.”

Tom Wolzien, the Sanford C. Bern-
stein analyst who co-authored the
McKinsey-Bernstein report “Broad-
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band!” in January on the status and out-
look for broadband, recognizes satellite
and terrestrial wireless as competition
but contends their immediate impact is
minimal.

“I think the Ka-band return path is
probably a few years out; for the nor-
mal pocketbook, it’s probably five to
seven years away,” says Wolzien. “On
the MMDS side, Sprint and MCI
WorldCom have yet to determine who
their wireless equipment manufactur-
ers will be. So it will take another 18
months to come up with the hardware.
MMDS has potential but is not a player
in the initial land grab.”

Sleeping giants awaken

The Baby Bells, meanwhile, have
moved from a dead stop in offering res-
idential broadband service three years
ago to full speed ahead this year.

For SBC Communications, the sense
of urgency “escalates every day,” says

Executive Director, DSL Strategy and
Retail, Eric Boyer. “Every day, our cus-
tomers demand more and broader vari-
ety of services. Every day, competition
steps into the market to address and
meet customer needs. Every day, we
step in with them.”

The Baby Bell’s DSL growth projec-
tions for the coming year are ambi-
tious: double or triple the admittedly
more modest counts at year-end 1999,

SBC may be the leader in residential
DSL subscribers, but US West con-
tends it’s demonstrating how it’s done.

“When it gets to execution in the
(DSL] business, we’re ahead,” declares
Matt Rotter, executive director of Mega-
bits Services for the Denver-based Baby
Bell. “All the competition confirms that
our thinking three to four years ago was
right on track. We’re deploying this stuff
as fast as we can already. We’re kicking
the DLECS’ butts.”

True for now, maybe. But the com-

MAJOR LEAGUE PLAYERS

Who has the lead in high-speed Internet access

Subcribers
CABLE year-end '99
Adelphla 39,400
AT&T BIS 207,000
Cablevision 52,100
Charter 66,000
Comcast 141,900
Cox 186,900
MedlaOne? 220,000
Time Warner 330,000
TELCOS (Qualified DSL lines)
Bell Atlantic 30,000
BellSouth 35,000
GTE® 57,000
MCI WorldCom N/A
SBC 170,000
Sprint DSL N/A
Sprint ION N/A
US West 110,000
DLECSs (Data Local Exchange Carriers)
Covad 8.550
Jato N/A
NorthPoint 23,500
Rhythms 12,500

' Total subs, consumers not broken out
? Merging with BellAtlantic

* Merging with AT&T

¢ Estimated consumer subs

N/A=Not applicable

Sources: Bernstein/McKinsey, Kagan,
Forrester, TeleChoice, Strategis Group
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Homes passed

Est. subs Estimated 2000 (est.)
year-end '00 growth (in millions)
160,000 306% 3.0
700,000 238% 147
152,100 192% 40
180,000 173% 4.0
325,000+ 129% 6.0
400,000 114% 7.3
440,000 100% 6.9
660,000+ 100%+ 19.2
500,000 1,567% 21.6
200,000 4711% 11.5
200,000 251% 7.2+
N/A N/A N/A
1,000,000 488% 159
N/A N/A N/A

N/A N/A N/A
220,000 100% 57
53,000+ 524% N/A
N/A N/A N/A
53,000+ N/A N/A
N/A N/A N/A

Note: Satellite data service DirecPC (GM Hughes) had 60,000
subs at year-end 1999. Gilat and iSKY, satellite services, will
launch in late 2000 and late 2001, respectively. Wireless high-
speed services include MCIWorldCom (WarpOne), which is in
trials; Sprint’s SpeedChoice, which projects more than
100,000 subs by year-end; and AT&T’s Project Angel, which
estimates fewer than 500 subs at year-end. GeoCast and
iBlast, digital TV spectrum services, will launch In earty 2001

petitive landscape continues to change.

Line-sharing rules enacted by the
FCC late last year require the Baby Bells
to lease access to their network to DSL
competitors at the same rates they charge
to internal subsidiaries. In mid April, US
West agreed to give data local exchange
carrier (DLEC) Rhythins NetConnec-
tions free access 1o its lines, if Rhythms
would drop its objection to the proposed
US West-Qwest Communications $45
billion merger. Free access is limited to a
year, but US West is likely to announce
similar agreements with other DLECs to
permit the merger to proceed.

DLECSs such as Rhythms, Covad,
NorthPoint and Jato clearly are poised
to become a major irritant for the Bells.
The newcomers have already demon-
strated they can carve chunks out of
lucrative business markets.

This year, look for them to raid the
traditional Baby Bell stronghold of res-
idential markets. In addition, they’re
cutting deals on the cable side. At vir-
tually the same time Rhythms gained
free access to US West lines, it also
signed a deal with cable-owned
Excite@Home to offer that high-speed
service over DSL lines in areas where
Excite@Home doesn’t have a presence
through one of its cable partners.

The digital land grab

Track who is spending what to prepare
for broadband, and a snapshot of the
current state of competition begins to
emerge. Cable, telephone, satellite and
wireless all are attacking the challenge
with money—spending on infrastruc-
ture, technology and marketing.

Overall cable spending on broad-
band last year hit $11 billion, accord-
ing to a recent Forester Research sur-
vey. Compare that with the $6 billion
SBC Communications alone plans to
spend over the next three (o five years
on its Project Pronto: prepping digital
subscriber lines for its mammoth foot-
print. Then again, SBC, and the phone
sector in general—excepting AT&T—
are playing serious catch-up.

The McKinsey-Bernstein report esti-
mates that cable has completed roughly
50% of the upgrades required to offer
broadband, while roughly 44% of Baby
Bell homes-passed could receive DSL.
That doesn’t mean DSL is available,
simply that those homes meet the basic
criteria of being close enough to a
phone company central office—rough-
ly 15,000 feet—to receive viable DSL
service. Only about 25% of the 96.4
million-household Baby Bell universe,
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or about 25 million homes, had access
to DSL at the end of 1999.

“The Baby Bells have definitely been
reactive, not proactive,” says Bruce Dick-
inson, of cable investment banker
Daniels & Associates. “Then there are
really a slew of DSL companies that are
working very, very hard to get a satisfied
customer base. The big phone companies
could have pre-empted these competi-
tors, in a sense. But because they weren’t
out there doing this, some other compa-
nies are making great inroads.”

Little wonder that the McKinsey-
Bernstein report says, “A land grab is on
for the best residential customers.”

Not all telcos are playing the same
game as the Baby Bells and DLECs.

Long-distance providers MCI
WorldCom and Sprint—which may
complete their merger by year-end—
together spent about $3 billion last year
on companies with MMDS spectrum.
Although MMDS was a huge disap-
pointment and financial black hole in
the video venue, it’s considered a solid
niche player in broadband.

Both Sprint and MCI WorldCom have
DSL initiatives, but, with the exception
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of Sprint’s Integrated On-demand Net-
work (ION), they’re less aggressive than
the Baby Bell and DLEC thrusts. Sprint’s
currently offering ION in Kansas City,
Mo.; Denver; and Seattle. Dallas-Fort
Worth and Austin, Texas, are the next
rollout sites, and
Sprint intends to
enter 25 addition-
al markets by
year-end. Those
just happen to be
the markets where
AT&T is doing
trials and will
commercially
launch the first
wireless Project
Angel service.

Sprint  and
MCI WorldCom
consider MMDS
a way for them to
reach customers
unlikely to ever receive wireline DSL.
“The reach and breadth of MMDS is
flexible,” says Sprint spokesman Steve
Lunceford. “It is one of our primary
strategies. It is a much more efficient
way to deliver service to consumers.”

With its acquisition of MMDS oper-
ator People’s Choice TV last year,
Sprint gained “‘several thousand” wire-
less data customers in Phoenix and sev-
eral hundred in Portland, Ore., and
Seattle. MCI WorldCom is still testing
the wireless data properties it acquired.
Trial sites include Jackson, Miss.;
Baton Rouge, La.; and Memphis, Tenn.
Additional early-summer trials are
expected in Boston and Dallas.

“Our goal is to have commercial sys-
temns,” says Bill Feidt, program director
for MCI WorldCom Wireless Solutions.
“But two things are hanging over us: the
FCC [two-way license] filings and get-
ting the licenses granted, and the Sprint
merger. Completion of both events will
drive how quickly we can get to market.”

Nucentrix, the only autonomous wire-
less company of any size, faces the same
wait. “We absolutely intend to offer
[two-way, high-speed wireless data serv-
ice} to consumers,” says Nucentrix
Chairman Carroll McHenry. “We’ll have
major deployment in 2001 and 2002.”

That leaves one old-line player that
has largely been left behind in the digi-
tal transformation: broadcast television.

The wild cards

When former cable magnate John C.
Malone completed the sale of Tele-
Communications Inc. to AT&T and

Kleiner, Perkins’
Siegelman: ‘[High-
speed] wireless
data ... is going to
be a major force in
residential and
business markets.’

S RS

took the helm at Liberty Media, he
characterized Liberty as “platform-
agnostic.” The same attitude holds true
at Kleiner, Perkins, which backed the
birth and launch of @Home (now
Excite@Home) and now holds stakes
in DSL and satellite firms, as well as a
company called Geocast.

Geocast, along with iBlast, plans to
use a part of television broadcasters’
digital spectrum to deliver broadcast
data services.

“Rather than using the Internet as a
point-to-point technology, where deliv-
ery of rich media is very expensive, we
use point-to-multipoint to reduce cost;
that’s first and foremost,” says Jim
Ramo, former DirecTV executive, now
president of Geocast. Geocast’s main
broadcast partner is Allbritton Commu-
nications, which owns or operates
ABC-affiliated television stations in
seven markets: Washington; Birming-
ham, Ala.; Little Rock, Ark.; Tulsa,
Okla.; Harrisburg, Pa.; Charleston,
S.C.; and Lynchburg, Va. Geocast’s
technology partners include Thomson
and Philips, both of which are expected
to build signal-converter/storage
devices.

Use of that digital spectrum—grant-
ed to broadcasters by the federal gov-
ernment—for data, as well as HDTYV,
equips broadcasters to compete in a
world where they were rapidly losing
ground, says Ken Solomon, president
of iBlast.

The company is aggregating broad-
cast spectrum from broadcast partners
including Tribune Co., Gannett, Cox,
Post-Newsweek Stations and E.W.
Scripps Co. In return for contributing
digital TV spectrum and an unspecified
cash investment in iBlast, the broad-
casters receive an equity stake in the
company.

“The goal is to build the next media
giant on behalf of broadcasters,”
Solomon says, “so they can compete
effectively with cable.”

Geocast and iBlast are using differ-
ent business models, although both
intend to broadcast digital content—
video, music, software, and games, for
example—to consumer PCs. Both
services require a digital box that con-
nects to the PC and converts broadcast
signals. Geocast intends to sell its box
while iBlast will port its service
through a variety of boxes, including
the Sony PlayStation II and Microsoft’s
XBox.

Geocast and iBlast are shooting for
commercial launches in early 2001. =
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More than just

new slew of

C ]
services means
investing in

By Deborah D. McAdams

with planting more wires in the

ground. Training the people who
deliver and maintain new digital services
is easily a bigger investment.

Comcast is spending $654,000 on
training 1,000 system managers alone.
These folks hail from 75 systems in 23
states, and Comcast flies them into
Philadelphia, puts them up for two days,
and brings in the senior executives to out-
line the company’s values and strategy.

With roughly 2,000 new digital tele-
vision customers and 500 high-speed
data customers per day, “we need peo-
ple pulling in the same direction,” says
Rich Petrino, dean of Comcast Univer-
sity, the division at headquarters where
he training is held. Because of acquisi-
ions and swaps, “many of the people

u pgrading cable systems just begins

iMarco / Black Star
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people

who will be coming through here aren’t
even with the company yet. Thirty per-
cent of the company will be new in the
course of this program.”

About 50 managers and vice presi-
dents are brought in for each session of
the Spirit of Comcast program. They’re
briefed on the Comcast method of
operation, and the company’s mantra is
instilled: customer service, customer
service, customer service.

“It used to be that customers had few
options if they wanted more than five
channels,” Steve Burke, president of
Comcast’s cable division, tells a class-
room full of system executives. Now
overbuilders and satellite operators are
staking claims.

Expect 50% of systems to be overbuilt
within five years, he warns. “That’s the

first given. The second given is that we’ll
have more new products: digital TV, high-
speed data, telephony, video-on-demand,
interactive TV. The sky’s the limit.”

New products will be cable’s bread
and butter down the road, he tells them;
they’re the reason the industry is
spending billions to upgrade systems.
Digital television is rolling along nice-
ly; Comcast expects to have | million
digital subscribers by year-end, or dou-
ble what it has now.

The high-speed data, or Internet serv-
ice rollout, is a little stickier: @ Home cus-
tomers constitute about 4% of Comcast’s
customers but generate about 60% of
complaints. “But these are $100-plus sub-
scribers,” Burke points out. And once they
go DSL, they never go back: “If they have
DSL, they don’t need a cable modem.”

Comcast expects to hire 1,000 new
employees by the end of the year just to
support @Home. The 15,000-employee
company currently has 928 job openings.

This story is repeated at cable sys-
tems across the board. New services
are catching on like wildfire, and com-
panies are scrambling to hire people to
install and maintain them. AT&T is
signing up new digital customers at a
rate of 3,000 per day, Internet cus-
tomers at 1,000 a day and new cable
phone customers at 500 per day.

At Cox, the rates are about 1,100
new digital and 700-plus new Internet

WSS
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A class at Comcast University at
company headquarters in Philadelphia,
learns the ins and outs of digital
service and maintenance.

customers per day. MediaOne’s first-
quarter daily sign-up rate was about
570 digital, 640 for Internet and more
than 300 for cable telephony.

Each of those installations takes | to
1!/ hours, which means that AT&T needs
560 to 840 people working eight hours a
day seven days a week, not counting trav-
el and bathroom breaks, just for new
installations.

Says Insight Communications chief
operating officer Kim Kelly, “There’s
so much going on, it becomes a general
resource issue.” Insight is the eighth-
largest cable operator in the country
but, at 1.4 million total subscribers, is
still small compared with, say, AT&T at
16.4 million. Unlike most MSOs its
size, Insight is aggressively launching
video-on-demand and interactive digi-
tal service right out of the gate and
intends to roll out cable telephony with
AT&T at the end of the year. Interactive
is the priority now. Approximately
40,000 of Insight’s 109,000 digital sub-
scribers have interactive service. The
year-end target is 140,000. That’s 370
installations every day for the rest of the
year, which translates into 370 to 555
worker-hours a day, or 46 to 70 people.

“We’re operating in markets with
very low unemployment,” Kelly notes.
“Our No. | issue this year is employ-
ment and training.”

Insight is using contractors for analog
installations and retraining its own tech-
nicians for the interactive installs. “We
have two interactive programs in the
field already,” Kelly says. “As for digital
and high-speed access, it’s a matter of
finding the time. People working don’t
necessarily have the time to be taken out

Photos: Sal DiMarco / Black Star
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of the field to be trained.”

MediaOne, forging ahead in the
shadow of AT&T’s bid to swallow it,
expects to hire 3,200 people by the end
of the year, excluding attrition. Of
those, 90% are “front-line jobs” sup-
porting new services, according to
Executive Director for Staffing Debbie
Davis. Of MediaOne’s 12,500 employ-
ees, 80% work on the front lines. “We
don’t like to call them entry-level jobs
because they’re the first face to the cus-
tomer,” she explains. “We prefer to call
them our front-line positions.”

MediaOne is very conscious of first
impressions. Technicians and customer
service representatives go through an
eight-week training course. The cus-
tomer service reps—those taking orders,
queries and complaints over the phone—
then go through a “two-week nesting
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Comcast is spénding $654,000 on training 1,000 system manag
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period when they’re mentored,” Davis
says.

MediaOne recruits from vocational
schools, the military and other call cen-
ters and, most successfully, through an
employee referral program. Wages for
front-line jobs vary depending on the
market, but average is about $10 per
hour, as with most cable companies.

In addition to full benefits, MediaOne
gives new employees stock options plus
an immediately vested 401(k) plan, to
which the company matches up to 6% of
the employee’s salary. Employees get a
bonus of 5% of their salaries if they meet
certain performance levels.

“Once we find people,” Davis says,
“it’s not difficult to keep them.”

First faces are crucial not only to
fend off competition but also to retain
some semblance of trust from cus-
tomers. As Comcast’s Burke points out
at the Spirit of Comcast session, “One-
third of all cable systems in the country
have been traded or sold in the last 18
months. Twenty million subscribers
have a new cable company.”

At the end of his lecture, the managers
grill him about Comcast’s plan to market
new services, buy more systems and roll
out telephony, as well as about what’s
happening with open access. Burke
evades none of it. Everyone leaves the
session knowing that there is a strategy
here and that it does make sense, Ser-
vices will be rolled out one at a time, not
dumped on everybody at once.

So what does Comcast get for its
$654,000 investment?

“Anecdotally, people in the field are
appreciative,” Petrino says, “but Ralph
Roberts [the company’s no-nonsense
founder] says, ‘Find a way to measure
the impact.” We’ve already seen a 6%
reduction in the cost of installations.
That’s not specifically attributable to the
Spirit of Comcast program, but it is an
overall improvement, and we like to
point it out.” ]
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maintain digital services to the 2,000 new digital TV customers it signs up each day.
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Bucks, capacity and
the Sundance Kid
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Independent-movie
network gives
distribution talks

the celebrity treatment

By Deborah D. McAdams
hen the big carriage
Wdeals bog down, Sun-
dance brings out the vel-
vet ropes. That is, its celebrity
power.

According to Tom Christie,
executive vice president of sales
and affiliate marketing for Sun-
dance Channel, it’s not unusual
for Robert Redford, founder of
the channel, to show up at sticky
distribution negotiations to help
move things along.

It’s not a bad ploy. Cable oper-
ators seldom get to see the Holly-
wood, glam side of the business
apart from booth entertainment
at a convention. “People start lin-
ing up in the halls,” Christie says
of Redford’s appeal.

Sundance Channel was four years
old in February, a joint venture of Red-
ford, Viacom’s Showtime Networks
and Universal Studios. Even with the
persuasive power of The Horse Whis-
perer, however, getting carriage hasn’t
come easily. The premium service has
about 8 million subscribers, many of
them DBS. Scoff if you will about
satellite, but it saved Sundance Chan-
nel’s bacon in the lean years.

“Three or four years ago, we were rel-
egated to digital. It was very depressing”
because there were no digital subscribers,
said Larry Aidem, president and CEO of
Sundance. Now, at least, with digital
cable growing at a healthy clip of tens of
thousands of subscribers per month, Sun-
dance has a chance to grow.

The channel offers a “few dollars a
sub” in launch support fees, with a tiered
rate card of 35 cents to 50 cents, depend-
ing on the distribution package, accord-
ing to an MSO source. Aidem and
Christie sell the channel any way they
can: in the nine-channel Showtime-plex

42 BROADCASTING & CABLE / MAY 8, 2000

Sundance president and CEQ Larry
Aidem can choose from thousands of
independent films to fill his schedule.

package, a $10 addition on most systems;
a la carte for $5 or $6; or, in the case of
Time Warner Cable of New York, as a
sort of pay-per-view subscription hybrid.

Time Warner offers “Sundance Sun-
days” in New York. For $4.95, people
can get Sundance for every Sunday in a
month. A year of Sundays costs $29.95;
one Sunday is $1.95. That was the only
way to get on the system, Aidem said. It
wasn’t great, but it got “thousands” of
people to subscribe, enough to persuade
Time Warner to put the channel on the
developing digital service. Sundance
Sundays will disappear as digital
becomes available, according to Aidem.

As for pursuing analog, he believes
there is no future on it. “Delusional
we're not,” Aidem asserted.

Sundance fare is the stuff of film fes-
tivals and art houses like the Film
Forum in New York or the Magic The-
ater, a 50-seater in Nevada City, Calif.
With the exception of aficionados,
films like The Spanish Prisoner, Live
Flesh and Breaking the Waves general-

i '."‘"':.-:_::-..:"f""‘_l""r 3

ly elicit a response about sounding
vaguely familiar. These are no Titanics,
blockbusters that run in heavy rotation
on cable and broadcast networks.

Also, Sundance as a brand is relevant
only to people who have some knowl-
edge of the festival, which has taken on
the aura of a big Hollywood schmooze-
fest in a ski resort, according to one film-
maker familiar with the féte. Neither is
Sundance Channel like Animal Planet,
where it’s pretty clear you’re going to get
alligator wrestling and python wranglers.
Hence, Sundance has to prove itself
before it even gets a hearing from MSOs.

It’s also up against the Independent
Film Channel—a Rainbow Media and,
by extension, Cablevision network
started a couple years before Sundance.
Not surprisingly, Sundance is not car-
ried on Cablevision systems.

While both channels claim to be
mutually exclusive, and indeed their
content does not overlap, cable operators
lump them into the same category.
Observed an AT&T spokeswoman, “[FC
is on the three-pack, and Sundance is on
transponder 8. What does that tell you?”
What it says is IFC is the indie service of
choice for AT&T’s most widely distrib-
uted digital tier, while Sundance is rele-
gated to the digital boonies.

Such obstacles don’t deter Aidem,
who keeps an insanely grinning voice-
activated, miniature plastic replica of
himself on his desk. Toss out an idea,
and Aidem may resort to his obsequious
plastic alter ego: “Say, that’s a great
idea!” “I agree with that absolutely.”

Aidem was put in charge of Sundance
in 1998, the year it became profitable.
He has the support of Showtime’s 200-
strong affiliate sales force pushing the
channel in the package. He has Viacom
behind him but not meddling in his daily
affairs. And he has a wide-open market
for content among the thousands of
indie films that never make it to theaters,
and those films may run him anywhere
from $15,000 to $100,000 to license for
up to 24 months.

In comparison, HBO pays $750,000
for a “busted theatrical,” or a film that
didn’t get a theatrical release but has a
big name.

“They are unique in that they have a
premiere deal,” said Joseph Infantoli-
no, producer of Charming Billy, an
indie film in need of a distributor. In a
premiere license deal, Sundance gives
the movie a prime time slot and mar-
keting support, such as mass-transit or
trade-magazine ads. IFC has no such
option, he added. n
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MUSIC TELEVISION®

Second-time charm?

MTV’s music-centric spin-off has locked in only 12M
subs and has failed to catch on with cable operators

By Donna Petrozelio

early four years ago, when MTV
spun off its eclectic music video

channel MTV2, the music land-
scape looked a lot different. Then,
savvy Web browsers and music enthu-
siasts had at their fingertips only a frac-
tion of the hundreds of music-friendly
Web sites that exist today.

Now, the burst of Web sites offering
consumers the chance to sample, click
and buy scads of titles from pop hits to
out-of-print classics has re-jiggered
nearly every aspect of the business of
making and selling music, right down
to spinning the music video.

MTV’s shows Web Riot and Total
Request Live are giving control to view-

ers, who are treating music video chan-
nels like jukeboxes by turning them on,
logging onto their corresponding Web
sites and chiming in their preference for
what will pop up on TV next.

All that has created a ripple effect
that threatens to swallow the fledgling
MTV2.

“Essentially, MTV2 is meant to be
the pure music complement to MTV,”
says MTV2’s General Manager David
Cohn. “That’s the simplest way of
describing our mission.”

But sticking to the keep-it-simple
sales pitch hasn’t paid off as grandly as
MTV would have liked for its music
stepchild.

MTV2 has locked in just 12 million
subscribers since its launch in August

g

These colorful, eye-catching promotions are meant to draw in music purists and music lovers to MTV2. The channel is in the
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1996, the bulk of them from satellite
TV providers including DirecTV and
EchoStar. Only a fraction of its viewers
come from basic cable homes.

MTV General Manager Van Toffler
would rather see MTV2’s subscription
base hovering around 20 million. He
contends that the channel is delivering

the core viewers it intended to reach,
just not enough of them.

“I think we aimed it at a target of
music lovers and music purists, and it’s
achieved that,” says Toffler. “I equate it

with the same underground, bohemian
sense the Internet had years ago.”

Toffler scoffs at the idea of folding
the channel completely, especially
when there’s room on the digital dial.
“We're not going to scrap MTV2 and
start over,” he says. “We’re confident
we can make it a compelling product
and get sufficient distribution to make
it a viable channel.”

Cohn insists that MTV2 has fallen
prey to the fate common to other young
cable networks still struggling to gain
carriage on cluttered basic cable lineups.

“Sometimes, we’ve won deals to be
added to systems, and sometimes we
haven’t,” says Cohn. “Just going in and
saying we are the music video lovers’
channel was enough. But, with all the
changes in the industry, just being a
pure music video channel is probably
not quite enough.”

Over the next several months, MTV
plans to overhaul MTV2, to turn it into
what Cohn describes as “a laboratory
for the MTYV brand.”

On tap are plans to ramp up the
channel’s connection to the Web sites
mtv.com and mtv2.com with interac-
tive features for viewers. Most notable
is the launch this month of the show
Control Freak, which allows viewers
to vote online for one of three songs
that they’d like to appear next on
MTV2.

MTV?2 also is talking with a number
of record companies about striking up a

midst of an overhaul to become ‘a laboratory of the MTV brand,’ says General Manager David Cohn.
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“"OURr GOAL IS TO DELIVER
BROADBAND SOLUTIONS THAT WORK FOR You."

Tom Lookabaugh
President, DiviCom

“This merger is great for our customers, great for
DiviCom and great for Harmonic. Our customers
know the DiviCom name as being synonymous

with open solutions for digital television.

They'll soen know us as Harmonic, and because
of the merger, they'll get access to even more
solutions and resources to meet their broadband

needs.

There is enornous synergy between DiviCom's
digital headend technology and Harmonic's
advanced fiber optic system solutions. So from a
single source, customers can leverage the expertise
both companies bring to the party. Together, we'll
be driving innovation in broadband from the
headend across the entire broadband network.”
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DiviCowm’

Open Sotutions for Digital Television

Tony Ley
CEO, Harmonic

“People around the world are demanding better and
easier ways to communicate. Access to informat'on
is changing the way we live. Harmonic and
DiviCom are joining forces to enable this new era
in broadband communications.

Whatever the network, Harmonic will work with
operators to build the infrastructure that makes the
information age possible. And we will deliver the
best technology and customer support the industry
has to offer.

I look forward to service providers embracing our
new company. Our customers can continue to
expect the world-class broadband solutions they
need to bring new services to market faster.”

www.harmonicinc.com 408.542.2500

Harmonic
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MTV2’s quirky promotions are targeted to the Internet generation. GM Cohn: ‘I think
we can be the interactive music channel for operators to sell through the new
technologies of digital and broadband systems as they come into the home.’

promotional partnership, similar to the
sponsorship arrangement that MTV
has with Web-based CD seller,
CDNow.com, says Toffler.

Then there’s the tie-in with operators
on the programming source side.

MTV will start hyping more heavily
MTV2’s potential as a content source
for operators hungry for programming
to plug into streaming video form that
is accessible over high-speed cable
modems.

“I think we can be the interactive
music channel for operators to sell

through the new technologies of digital
and broadband systems as they come
into the home,” says Cohn. “We think
there’s a strong connection between a
person who is adventurous in their
music tastes and someone who is likely
to be the first on the boat to sign on for
new cable services in digital and broad-
band.”

Says Toffler, “1 think the MTV audi-
ence in droves is discovering and
ordering music over the Internet. And
the MTV?2 viewer is predisposed to buy
the CD of an artist they like because the

channel is aimed at music lovers and
purists who go out and buy CDs.”

Still, there’s a flock of operators, not
to mention viewers, who’ve never
heard of MTV2 and don’t know why
they need a sister channel to something
they already have that is working. Tof-
fler says the network has “thought a lot
about” renaming MTV2 over the years
but each time scrapped the idea
“because there’s so much equity in the
MTYV brand name.”

To get attention, MTV2 pumped out
its first music video countdown
marathon on New Year’s Day this year,
“MTV2: A-Z,” in which the channel
played 19,000 videos from its free-
form playlist that spans hip-hop to
heavy metal, country to jazz. Last
month, MTV2 announced plans to
sponsor the band Nine Inch Nails’
spring tour—a first for the channel. To
hype the event, MTV2 let NIN leader
Trent Reznor take charge of the video
playlist for a while.

“You have to be more creative from a
business perspective, as well as a pro-
gramming one,” says Toffler, “to get
the service out there.” =
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Howard Stern’s comedy ‘Son of the
Beach’ averaged a 2.3 household rating
for its debut in March, the network’s
best-ever rating for an original series..

FX gets a makeover

With ‘Son of the Beach’ and ‘Ally McBeal,’ the cable
network hopes to capture a balanced 18-49 demo

By Joe Schiosser

B J hen Fox executives decided to

W launch FX in 1994, the plan

for the new cable network was

to go after women and go after them
during daytime hours.

The network began with a handful of
original talk and variety shows, the
majority of which originated from New
York. The shows were almost all live,
and everything was ostensibly skewed to
a female demographic. The idea, Fox
executives now say, was fresh, and it
offered real value to cable operators.

But the original FX plan was flawed
because prime time programming was
almost an afterthought—something that
didn’t bode well in terms of advertising
dollars. Madison Avenue was not pay-
ing high premiums for daytime pro-
gramming and still is not even today—
at least not for failed daytime program-
ming on basic cable. The key was prime
time, and FX didn’t offer much. So Fox
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executives opted to invest in the net-
work’s evening hours and acquired the
syndication rights to two series: NYPD
Blue and The X-Files.

The multimillion-dollar investments
in the two series from co-owned produc-
tion studio Twentieth Century Fox Tele-
vision gave FX an instant prime time
lineup and a much-needed national rat-
ings boost in 1997. FX stripped the two
series five days a week in prime time
and started to build the network around
the two properties.

Tt also launched three original series in
the summer of 1998: Bobcat’s Big Ass
Show, Penn and Teller’s Sin City Spec-
tacular and a comedy series with Holly-
wood-based troupe the Groundlings. All
three series were thrown on the air that
summer, and all three were cancelled
one year later.

Newly appointed FX President Peter
Liguori killed the three series soon after
joining the network and, just a few
months ago, launched his first real slate

of original programming. The network
is still leaning on reruns of NYPD Blue
and The X-Files in prime time but has
gained the national media spotlight with
Howard Stern’s comedy series Son of
the Beach and with a number of big
acquisitions and investments.

The network is suddenly getting the
attention of parent company News
Corp., and its programming budget is
sct to almost double in 2001 to $175
million. The median age has come down
from 44 years old to 37 over the past two
years, and the network now ranks No. 9
in adults 18-49 in total-day ratings and
eighth overall with men 18-34 among
all basic cable channels, according to
Nielsen Media Research. And the cable
channel that once had only a few outlets
for distribution is set to end this year
with 53 million cable homes—up from
35 million in 1998.

“FX is really in a transition period
right now,” says new Fox Cable Channels
President Jeff Shell. “FX used to be this
fledgling network that was in need of dis-
tribution and carriage. Now it’s sort of in
the big leagues of cable networks, and the
question now is less about distribution
and more about the programming.”

FX is set to replace its two prime
time off-network syndicated series in
2001 with three fresh syndicated dra-
mas from Twentieth Century Fox:
Buffy, The Vampire Slayer; Ally
McBeal; and The Practice. They will
join the network next August, when,
FX executives say, they will be stripped
Monday through Friday in prime time.

The network is also adding NASCAR
racing in February, sharing part of a
cable network deal with co-owned Fox
Broadcasting Co., Turner Sports and
NBC. FX is expected to air a weekly
NASCAR Busch series race and carry
a few NASCAR Winston Cup events
during the first half of the 2001 scason.
The FX, Fox, Turner and NBC eight-
year package for NASCAR was a $2.4
billion deal. Fox and FX’s portion is
said to be roughly $1.2 billion. FX
already has a weekly Major League
Baseball game on Saturday nights and
last year launched the Toughman
Championships, which have given FX
stronger weekend ratings.

FX has also stepped up its efforts on
the film side, in both acquisitions and
original productions. In March, net-
work executives announced two new
film-package acquisitions from Buena
Vista and Warner Bros., packages that
include the basic cable window rights
to The Insider, Any Given Sunday, The
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Green Mile, Summer of Sam and Deuce
Bigalow. They’ve also acquired the
rights to films like The Blair Witch Pro-
ject, There’s Something About Mary
and Boogie Nights, among others.

In terms of original-film production,
FX is developing a half dozen features
that will be used as quarterly specials
in the years to come. The first FX orig-
inal, Deliberate Intent, began filming
earlier this year in Toronto and stars
Timothy Hutton, James McDaniel and
Ron Rifkin. Last month, Andrew
McCarthy was cast as the lead for the
network’s planned supernatural film
Shadows. FX is spending between $4
million and $6 million on each film,
Liguori says.

In 2001, FX will add 10 million cus-
tomers. The network signed a deal with
Time Warner Cable that will finally
bring FX to New York City, as well to
other cities that have gone without the
network. Time Warner New York’s
1 million-plus cable homes will start
receiving FX in 2001.

“There is a lot of momentum here.
There is no doubt about that,” says
Liguori, who previously ran the mar-
keting division at Fox/Liberty Net-
works, a division that also included
oversight of FX’s marketing. “We have
had some successes, and we are cer-
tainly pushing the programming for-
ward here, but there is still a lot to do.”

FX is now producing 7'2 hours of
original programming each week, most
of that from the nightly series The X
Show. Liguori launched the late-night,
one-hour series last year and has
renewed it through April 2001. The
show is described as “a show for men
and the women who put up with them.”

Howard Stern’s first foray into
scripted television launched this spring
on FX with much fanfare, surprisingly
strong reviews and the network’s best
ratings ever for an original series. Son
of the Beach averaged a 2.3 household
rating for its March debut and has con-
sistently averaged over a 1.0 rating
since then. The other two new spring
series, The New Movie Show With
Chris Gore and weekly beauty pageant
Your Favorite Girl Next Door, haven’t
attracted the strongest ratings and may
not make it back for another season.

“Is all of our programming perfect?”
asks Liguori. “No, it’s not. Are all of our
ratings No. 1 in the key demo and
attracting millions of viewers? No, they
are not. But we are moving the network
in the right direction, and, when you
couple it with all of our acquisitions like
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Ally McBeal and movies like The Green
Mile, we’re really going some place.”

It would seem that with shows that
feature scantily clad women in bathing
suits, a late-night talk show addressing
male issues and sports like NASCAR
and Toughman, FX’s target audience
would surely be young men. Not true,
according to Liguori and others at Fox.
The push is for a 50-50 balance of men
and women and the much-desired
adults 18-49 demographic.

“It’s absolutely, 100% adults 18-49,”
says Liguori of the network’s desired
audience. “What we have done is try to
balance the schedule. When you look at

& FX began filming the original feature
‘Deliberate Intent’ earlier this year and
will air it as a quarterly special.

our prime time demos, it’s a 50-50
audience. Off-network series like
NYPD Blue and The X-Files, along
with shows like Ally McBeal and The
Practice, skew heavily towards
women. So what we have done with
baseball, NASCAR and Toughman is
try and make a conscious effort to bring
men to the network, too.”

The network’s ratings of adults 18-49
have gone up over the past year. Liguori
says the number of impressions in the
demographic have gone up 45% in
prime time and FX is currently averag-
ing 271,000 adults 18-49 compared with
last season’s 187,000. And Liguori says
he’s going to have fun keeping up those
ratings during the 2000-01 season as the
network waits for the infusion of Buffy,
Ally and The Practice in August 2001.

“This year is going to be a challenge,
make no bones about it,” he says.
“What we are going to do is make sure
we are as aggressive as possible with
original programming, with movies
and some acquisitions.”

A key part of FX’s strategy for next

year is the presentation of the net-
work’s suddenly growing film library.
Prime time on Sunday nights will con-
tinue to be “Major Movie Sundays,”
with films like Starship Troopers, The
X-Files Movie and other major films
making their basic cable debuts. A new
area for the network next season will be
“Generation FX Films,” which may
wind up on Monday nights, encom-
passing titles like Rounders, Boogie
Nights, Election, Jackie Brown and
Bulworth—all films the network
acquired within the past six months.

Last month, FX added the Chris
Carter (The X-Files) series Harsh
Realm to its lineup and picked up the
off-network rights to the Jay Mohr
comedy Action. Both series were can-
celed early this season at Fox and have
found renewed life at FX.

FX has also ordered seven more
episodes of Son of the Beach, which
will air this summer. Network execu-
tives are hopeful that the Stern-pro-
duced series will maintain its momen-
tum so that it can come back during the
2000-01 season.

In development, FX has a handful of
projects, including the Studios USA
series Jack Cash, a reality series that
goes behind the scenes of everyday jobs
called Work Force, and a possible foot-
ball drama. The football feature, The Pit,
is currently being developed at FX as a
two-hour film and may be turned into a
series “if all goes right,” says Liguori.

Daytime at FX currently consists of
an afternoon movie and reruns of shows
like Beverly Hills 90210, Picket Fences
and M*A*S*H. NYPD Blue may be
joining the daytime ranks next year as
well. Network executives say the
emphasis right now is on prime time
and moving up in the ratings. Liguori
says he is not looking to overtake USA
or TNT/TBS in the next year or so, but
he wants to build FX’s brand awareness
and strengthen original production on
both the film and series side.

“TNT and TBS have built tremen-
dous film libraries. USA did the same
thing and added WWF. We don’t want
to be the fourth man in on that strate-
gy,” Liguori says. “We are taking a lit-
tle bit of a different tack, in that we are
going after acquired series, we are
going after programming that will fit
our brand and raise our brands to new
heights. What we have to do is be on
the same mental menu that viewers of
those networks had 15 years ago. We
want people to say, ‘It’s 9 p.m., I want
to check out what’s on FX.”” ]
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the launch of New England Cable

News, the joke around Boston was
that the station’s real name should have
been New England Fable News.

Now, eight years after its launch,
nobody’s laughing at the operation.
The channel, secure enough in its iden-
tity and reputation to officially shorten
its name to NECN, has a trophy case
full of prestigious reporting awards and
its own place in the competitive New
England media mix.

The trend in local news channels
started in 1986, when Cablevision Sys-
tems launched News12 Long Island.
Today, more than 30 such channels are
in operation in the U.S. Most cover a
single market, or even subsections of
that market (the New York City metro-
politan area alone has six channels).

A handful of regional news chan-
nels, however, have elected to broaden
their scope. Statewide channels are
operating with mixed results in Texas,
Florida and Ohio. At the extreme are
NECN, owned jointly by Hearst Corp.
and MediaOne Group, and Belo

I n the years immediately following
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Growing and
profitable, regional
news channel
extends its horizon

By Steve Sullivan

Corp.’s Seattle-based NorthWest Cable
News, which attempt to cover huge
multistate regions.

Of the regional channels, NECN is
not only the oldest but also the most
successful, in terms of households,
awards and revenues.

The channel was sired by Philip S.
Balboni, who today serves as NECN’s
president. “I was news director at wCvB
[Hearst’s Boston ABC affiliate] in 1987,
and I was thinking about how we would
be able to grow our news and local-pro-
gramming franchise. Given the demands
of the network and syndicated program-
ming, it was clear to me that the only way
to do it was to create another channel.”

NECN anchors
R.D. Sahl and
Amanda
Rossetter are
ready to deliver
the day’s news.

NEGN comes into its own

Balboni took his proposal to the sta-
tion’s general manager, who was inter-
ested enough to commission a market
research report. He met with executives
of Boston-based Continental Cable-
vision, then the nation’s third-largest
system operator, and presented his
ideas. “When they saw that having a
quality service would be good for their
subscribers, they said they would be
interested in a joint venture.”

In fall 1988, Balboni was named
special assistant to the president and
CEO of Hearst Corp. and moved to
New York. He was assigned to new
projects, technology and strategic
issues, and one of the first things he did
was finalize the business plan for a
New England cable news channel,
which launched in March 1992.

In 1997, Continental was acquired
by the U.S. West Media Group for
$11.6 billion and renamed MediaOne
Group. The new entity continued Con-
tinental’s role in the joint partnership.

Bringing Continental on board was a
key decision. A channel can have all
the content it needs, but, without car-
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riage, it is likely to die on the vine.

Consider, for example, Texas Cable
News (TxCN), owned by Belo Corp.
The channel has the deep resources of
Belo’s numerous broadcasting and
print properties throughout the Lone
Star State, but the absence of carriage
around the state has plagued TxCN.
Sixteen months after its January 1999
launch, it is still in fewer than a million
homes and seen only in the Dallas-Fort
Worth area.

“The most important thing I did was
to reach out to Continental Cable-
vision,” says Balboni. “We had nicely
overlapping strategic goals: Hearst
with wcvB and Continental with its sig-
nificant cable systems.”

Even with Continental as a partner,
he adds, it was difficult to get distribu-
tion. In 1993, he returned to Boston as
general manager and president of the
channel, with the key mission of
expanding distribution.

Today, NECN is on systems in 517
New England communities. As of
April, it reached 2,489,815 homes, or
64% of cable homes in the six-state
region. In the Boston market, the chan-
nel can be seen in 92% of cable homes.

Federal regulators are expected to
approve AT&T’s buyout of MediaOne
sometime this month. Although that
will result in the channel’s being co-
owned by the nation’s biggest cable
operator, it will not mean significant
household gains for NECN: AT&T has
little presence in New England.

The lowest carriage is in Rhode
Island, where only six communities
receive NECN on their cable systems.
Balboni says NECN is continuing to
negotiate carriage with Cox Communi-
cations, which serves 98% of the state’s
cable market. In the meantime, how-

ever, American Broadband is building
its network there and has offered NECN
carriage on its system, which should be
operational by the end of this year.

Even with few eyes watching in
Rhode Island, NECN covers the state
thoroughly, according to Balboni. “We
certainly don’t ignore Rhode Island, or
Vermont or Maine or any state in the
region. We go where the stories are.”

But what is it about New England
that makes anyone in Boston care
about a story from Rhode Island, Ver-
mont or Maine?

At the University of Southern Maine
in Portland, studies in the region’s cul-
ture share equal billing with studies
about the nation as a whole. Kent Ryden,
an assistant professor in USM’s Depart-
ment of American and New England
Studies, explains, “In parts of New Eng-
land, there’s a real sense of having a dis-
tinctive identity and a degree of pride in
that identity. Many people seem to have
a lot invested in the notion that we’re not
like the mass culture in the rest of the
country, that we’re more distinctive.”

NECN News Director and General
Manager Charlie Kravetz is a native
New Englander. “New England is clear-
ly the only definable region in the coun-
try that has a name and history,” he says.

Kravetz acknowledges that it’s hard
not to weight coverage toward Boston.
It is the channel’s critical market in
terms of size and financial importance.
“It represents a disproportionate [num-
ber] of our viewers. But we also have
bureaus and full-time reporters in New
Hampshire and Connecticut because
those are the two other states where we
have the greatest coverage. Then we
clearly seek out stories of interest
throughout the rest of New England.”

The NECN staff produces more than

Respected anchor R.D. Sahl (I) came to NECN becuse ‘they allowed the freedom to take a little more time with stories. NECN

10 hours of original programming each
day. That content is replayed or supple-
mented by special coverage during the
day to fill out the clock. Besides frequent
newscasts, there are also sports, public
affairs, business and consumer programs.

A staple of NECN’s early years was
a time-shifted replay of partner wCvB-
TV’s 6 p.m. newscast. Although the
time-shift was stopped two years ago,
the station frequently relies on partner-
ships throughout the region to help
feed the channel’s voracious daily
appetite for content. Besides WCVB-TV,
NECN has relationships with Hearst-
Argyle’s wpTz-Tv Burlington, Vt./
Plattsburgh, N.Y. (NBC); Sinclair’s
WGGB-TV Springfield, Mass. (ABC)
and WGME-TV Portland, Maine (CBS);
LIN’s wTNH-TV Hartford/New Haven,
Conn. (ABC); and Clear Channel’s
wPRI-TV Providence, R.I. (CBS).

The most extensive relationship
NECN has is with the region’s leading
newspaper, The Boston Globe. The
channel has two robotic cameras and a
full-time producer in the Globe’s news-
room and does live interviews from the
newspaper sets each weekday morning
and evening. The partners recently
launched an in-depth segment during
NECN’s midday newscast. Although
the Globe has never chosen to break
news on NECN, the two news outlets
have collaborated on projects and
expect to do more in the future.

NECN is more than holding its own
in the ratings. According to recent
reports from Nielsen Media Research
and The Media Audit, 1.3 million peo-
ple watch NECN in an average week,
with the channel reaching more adults
over the age of 18 than any other elec-
tronic news source.

However, Balboni qualifies the results

President Philip Balboni (c) is proud of the more than 100 awards the channel has earned, including numerous local Emmys.
News Director Charlie Kravetz (r) notes that talented people come to NECN because ‘we stand for something different.’
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as reflecting a camulative audience vs. a
single newscast on any one of the broad-
cast stations. “It’s a good way to measure
something like NECN, because people
watch us all day long, not just at one
time. We’ve been able to track this over
the last four years. In The Media Audits
from spring 1996 to winter 2000, we've
grown in weekly cumulative audience
from 520,000 persons to 1,341,000 this
year. We reach more adults 18-24 than
any other electronic news outlet. We
reach more adults 25-54. We reach more
with college degrees and more with
household incomes of over $100,000.”

While delighted with the qualitative
makeup of his audience, Balboni
absolutely beams when discussing the
qualitative nature of NECN’s on-air pre-
sentations.

The channel has earned
more than 100 awards for its
reporting, including numerous
local Emmys and Associated
Press awards. NECN was also
the first regional cable network
to receive a George Foster
Peabody Award and, last
December, won an Alfred 1.
DuPont/Columbia School of
Journalism award for in-depth
reporting.

Rather than require re-
porters to adhere to strict 60-
or 90-second limits on their
stories, NECN’s management
routinely lets stories go for
however long they take to tell.
Reporters “talk to news management
about what they need,” says Balboni,
“and, if we’re convinced they need
whatever it is that they say, that’s it.”

The emphasis on reporting freedom
and quality led NECN to one of its
most important staffing coups.

In 1994, respected Boston anchor
R.D. Sahl left WHDH-TV after the station
was bought by Sunbeam Television
Corp. While pursuing a master’s degree
at Tufts University, he did a part-time
stint at NECN hosting a nightly public-
affairs program.

Sahl left Boston for Los Angeles in
1995, where he anchored The World
Report on KCAL-TvV. Then Walt Disney
Co. purchased ABC in 1996. “It was clear
it wasn’t going to be a love affair for me at
KCAL,” he says. “As I looked around and
saw what was available, I thought, ‘At this
time in my life, Boston is where I want to
be living, and [NECN seems] to be doing
what I want to be doing.’

“They allowed the freedom to take a
little more time with stories,” he ex-

56 BROADCASTING & CABLE / MAY 8, 2000

plains, “and the freedom to think a bit
about what you put on television, not
be quite as reactive as the television
business tends to be. It was a chance to
work on longer-form stories of sub-
stance and not be hostage to the ratings
game the way you are at a traditional
over-the-air station.”

Says Marsha Della-Giustina, Ph.D.,
who created the broadcast journalism
program at Boston’s Emerson College,
“There was a lot of speculation about
who would land R.D. when he came
back to Boston. When he landed at
NECN, it signaled to the broadcast
community here that NECN was a
player, because he’s one of the toughest
competitors and best anchor/journalists
this market has ever seen.”

With more than 20 years of experi-

iew Enpiand e

Good news: News

Director Kravetz

and President
Balboni, who Is
projecting a 100%
increase in
operating profit
this year.

ence, Sahl is an exception at NECN.
Like most local and regional cable
news channels, NECN is staffed prima-
rily by younger journalists, both in
front of the cameras and behind the
scenes (Chicagoland TV, the news
channel owned by the Chicago Tribune
and called CLTV, was dubbed Children
Learning Television when it debuted).

The on-air staff averages eight to 10
years of journalism experience. Many
reporters and anchors make the jump to
Boston from considerably smaller ven-
ues. “There are a lot of extremely talent-
ed people in medium-sized markets,”
says News Director Kravetz, “and they’re
willing to come here because we stand
for something different, where they can
do a kind of journalism that they pretty
much can’t do anywhere else.”

That situation is dictated by eco-
nomics. “We could not survive if our
cost structure was exactly the same as
the broadcast stations,” Balboni notes.
“Reporters and anchors make less, in
some cases considerably less. I think

iR

it’s fair to say that producers and pho-
tographers fall into that same category.
We’ve worked hard to raise salaries and
hold onto people we think are mission-
critical.”

Although it may not be able to com-
pete dollar for dollar with their broadcast
counterparts, NECN is making money.
And that’s not a claim every regional
cable news channel can make.

It recorded its first operating profit in
1998. “The swing from 1997, when we
had a loss, was almost a 200% improve-
ment,” says Balboni. “Last year, our
operating profit grew by 34%. We're pro-
jecting for this year a better than 100%
increase in operating profit. It’s still early
in the year, but we hit all our financial
goals for the first quarter, and the year
looks promising. Ad sales for the first
quarter were good, and
they’re pacing very good for
the second quarter as well.

“Our gross advertising
total last year was up 30%
over the previous year,” he
adds, “and national adver-
tising was up 55%.”

With its reputation and
influence on the rise, will
NECN outgrow cable and
seek additional avenues of
distribution?

NECN has already
experimented with syndi-
cating its programming.
For six years in the mid and
late 1990s, it produced a
syndicated newscast that ran on the
Boston Fox and UPN stations. It was
financially beneficial, Balboni says,
but highly distracting to produce a
broadcast product that had to fit the
mold that NECN was trying to break
with its cable newscasts. The effort was
dropped in 1998, and Balboni doesn’t
see it starting up again.

Individual segments can be viewed
on demand on NECN.com, the net-
work’s Web site, as well as on
Boston.com, the Globe’s site. But
NECN does not stream its newscasts
online and has no plans to do so.

Even though alternative methods of
delivery could go a long way to further
expand NECN’s reach into New Eng-
land, Balboni pledges that NECN will
remain exclusive to cable. “We know
how important that is to our cable affil-
iates. And while we have trepidation
about competition in this sector, for the
foreseeable future, we believe that our
best interests, and those of our affili-
ates, are to remain exclusive.” ]
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defends its patents, wants to get its
Gemstar Plus+ technology into products
from TV and VCR makers.

Opurgior |+ Wiewer
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TV Guide makes an EPG for cable, but
their pending acquisition by Gemstar is
worrying some lawmakers, who fear an
EPG monopoly may be in the works.

SourceGuide’s technology can be
employed in General Instrument’s DCT
set-top line, which is used by cable
operators.
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Gemstar Internaiional, which aggressively

Tug-of-war over
point-and-click turf

Broadcasters and cable battle over potentially lucrative
electronic program guide services

By Bill McConnell

Explorer” as a headline grabber, but

the TV industry is being torn by its
own browser war.

Broadcasters, cable systems and
equipment makers are battling each
other in the marketplace, the courts and
the FCC for control over the nascent
market for on-screen electronic pro-
gram guides—the point-and-click serv-
ices that will transport TV viewers
from show to show in the 500-channel
digital era.

The biggest players in the market are
bickering over patent fees and carriage
rights for a market that some predict
will one day generate more than $3 bil-
lion a year in revenue for the program-
guide designers and their partners.

The players in the market are rough-
ly aligned along the age-old broadcast-
er-vs.-cable rivalry, as Gemstar Inter-
national tries to establish itself with TV
stations that transmit its programming
information, as well as with TV and
VCR manufacturers that incorporate
the company’s Gemstar Plus+ technol-
ogy into their products. Gemstar’s
technology is also the primary guide
for satellite providers.

The cable industry is trying to estab-
lish its own program-guide service
with technology installed in Scientific-
Atlanta and General Instrument set-top
boxes.

The rivalry has long been a bitter
one, as Gemstar, which holds a basket
load of patents for program-guide tech-
nology, has aggressively pursued court
remedies to defend its rights. Thanks to
legal victories, it has received $18 mil-
lion from General Instrument as com-
pensation for license infringements.

Several analysts predict that more
back payments are on the way. A simi-
lar attack is being waged against Scien-
tific-Atlanta. In total, Gemstar has 12
patent suits pending, half against S-A.

It might not rival “Navigator vs.

The latest battle pits Gemstar against
Time Warner Inc., which has ordered
cable systems in California, Maine and
North Carolina to strip Gemstar’s pro-
gram-guide data from local broadcast-
ers’ signals. No surprise, Time Warner
systems in those states are offering
their own program-guide service,
which is available to subscribers for a
fee. Time Warner and other cable com-
panies are expected to widen the prohi-
bition as their electronic program
guides (EPGs) proliferate.

Gemstar has petitioned the FCC to
stop Time Warner from blocking the
broadcasters’ competing guide, which
is supported by advertising and offered
free to viewers.

The desperate efforts are more than a
spat over who gets to be the leading TV
grid. Many see this as a fight for con-
trol over what will one day be an
e-commerce vehicle rivaling personal
computers.

“Anybody who believes in first-
screen control is interested in EPGs,”
says Scott Cleland, of Legg Mason’s
Precursor Group.

In fact, some predict TV advertisers
will one day prefer program-guide ads
over spots during the shows them-
selves, especially when EPGs start
offering full-motion video. “This will
be the most valuable real estate on the
television set,” says Alan Gould, ana-
lyst with Gerard Klauer Mattison. “As
channels proliferate, each will be
viewed less and less and guides more
and more.”

Most EPG ads today plug TV shows,
but non-broadcasters are getting in on
the action too, including America
Online, Blockbuster Video, Domino’s,
RCA, 1-800-Flowers and Ford.

There are other fronts in the EPG
war. General Instrument and the cable
industry have taken the FCC to court
over rules banning cable systems from
selling set-top boxes that incorporate
both channel-surfing and security
functions, starting in 2005. The rules
were implemented to boost competi-
tion in the market for set-top boxes,
because the commission assumed that
consumers would never bother to buy
from retailers if they could get all they
needed from their cable company. A
federal appeals court is expected to
decide the provision’s fate in early
summer.

Lawmakers have also fretted about
Gemstar’s pending acquisition of TV
Guide Inc., which makes an EPG for
the cable industry. The Justice Depart-
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ment is currently reviewing the deal.
Leaders of the Senate Antitrust Sub-
committee have asked Justice and the
FCC to “carefully scrutinize” the pur-
chase pact out of concern that a
monopoly on EPGs is in the works.

Buried in broadcasters’ VBI

Gemstar’s fight with Time Warner,
however, is likely to have the biggest
impact on determining which compa-
nies gain an early foothold in the mar-
ket. Gemstar Plus+ reaches viewers
via signals buried in the vertical blank-
ing interval (VBI) portion of broad-
casters’ analog transmissions, the
same part used to provide data for
closed captioning and V-chip func-
tions. The company aims to strike car-
riage deals with at least two TV sta-
tions in every market.

Thanks to Gemstar technology in
more than 2 million TV sets and VCRs,
viewers receive nightly guide updates
regardless of whether their sets are on.
The signals can be received over the air,
unless a set is programmed for cable.

Program-guide information takes up
a miniscule two lines of the roughly
1,488 vacant lines available on most
cable systems.

Digital TV signals have no VBI por-
tion, but Gemstar says EPG data will
account for less than 1% of a broad-
caster’s 6 MHz bit stream. Eventually,
Gemstar hopes to transmit EPG via
wireless paging transmissions as well,
reducing its need for cable carriage in
the future.

By then, though, millions of VBI-
reliant sets will be on the market, mak-
ing cable carriage a necessity for a big
chunk of viewers, the company says.

The cable industry has fiercely resis-
ted Gemstar’s arguments, which are
supported by broadcasters, that car-
riage of EPG signals is required by
laws forcing cable systems to carry all
“program-related” portions of local
station transmissions.

“There is no legal support for Gem-
star’s outlandish position,” Time Warn-
er officials told the FCC. The cable
company points out that it has offered
to carry Gemstar’s product for a fee
and accused the company of playing
chicken with the cable industry by put-
ting its technology on the market with-
out striking deals with cable compa-
nies. “If consumers discover that these
sets do not work as expected, that is the
result of Gemstar’s irresponsible con-
duct and cannot be laid at Time Warn-
er’s doorstep.”
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But broadcasters insist that they
have every right to strike deals with
Gemstar, and cable systems have no
choice but to carry the EPG data.
“Time Warner is using its gatekeeper
power to unlawfully degrade the broad-
cast signals,” says Art Harding, attor-
ney for several broadcast groups trans-
mitting Gemstar information.

“We made a deal with the people
who have legal control over distribu-
tion of the broadcast signal. It’s not
cable,” adds Steve Weiswasser, Gem-
star general counsel.

Consumer electronics manufacturers
say the cable industry’s intransigence
will thwart the government in its
attempts to create a retail market for
channel-surfing equipment.

“Unless checked by the commission
at this early stage, cable’s anticompeti-
tive blocking ... will enable cable to
monopolize EPG services now and far
into the future,” says David Arland,
government relations manager with
Thomson Consumer Electronics.
“Manufacturers will not have an incen-
tive to produce equipment incorporat-
ing built-in EPGs.”

But FCC officials say appeals to
broad public-policy interests may not
carry much weight. Instead, they prob-
ably will decide simply whether cable
carriage laws extend to the EPG sig-
nals. “We will look at it solely on the
basis of statute and what’s required of
must-carry, not whether it’s good or
bad,” one agency source explains.

But is it program-related?

Gemstar and the broadcasters may
have a difficult case to make, because
they are relying on a broad interpreta-
tion of what qualifies as “program-
related” information. But “what could
be more program-related than infor-
mation for viewers about program
descriptions and characters and how
to find, tune and search for pro-
grams?” the NAB asks, rhetorically, in
its comments to the FCC.

But National Cable Television Asso-
ciation General Counsel Daniel Bren-
ner argues that the law requires man-
dated carriage for secondary informa-
tion only if the data is related to the sin-
gle program being aired. Plus, Brenner
notes, Gemstar’s signals don’t need to
accompany any single program and are
often stored for later viewing. “This is
an attempted regulatory gimmick to try
to influence the bargaining position of
one of the parties to a commercial
negotiation.” ]
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from Washington, going into this
year’s annual convention.

No Cable Act or Telecommunica-

tions Act or even Satellite Home View-

NCTA GABLE 2008 SPECIAL AR
er Act—ripe with potential pitfalls for

multichannel providers—is sitting on
lawmakers’ desks. In an election year,
! with a Republican Congress and a
Democratic administration, chances

are that policymakers will stay out of
cable’s business for the time being.

Even so, NCTA President Robert
Sachs still sees a lot of work to do in edu-
cating lawmakers about the new direction
of the cable industry and all the money,
work and time it’s taking to get there.

“We are spending a lot of time
engaged with policymakers, even
though there may not be an immediate
issue,” he says. “Our primary mission
is policy advocacy.”

The cable industry is spending bil-
lions to bring two-way broadband to
most of the country. Cable passes some
97% of U.S. homes, which means that
the cable industry could single-handed-
ly ensure that no home misses the
opportunity to have access to high-
speed Internet services.

“We are upgrading virtually every
mile of cable in this country,” Sachs says.
“It is labor-intensive, capital-intensive,
and it takes some time. On a purely vol-
untary basis, as an industry, we are play-
ing an important role in ensuring that
high-speed Internet services are available
to all homes, schools and libraries.”

Still, the issue to which the cable
industry is paying the most attention
remains digital must-carry. Although, for
now, it appears that cable won’t face any
new digital TV carriage requirement,
Sachs is paying close attention. With all
the multichannel competitors in the mar-
ketplace today—direct broadcast satel-
lite and integrated providers such as
RCN and StarPower—*“is there a policy
. rationale for any form of must-carry?”
- D eSpite a o : he asks. “There is less rationale for gov-

ernment intervention when the field is

‘le ng la tivm l l’ ' . occupied by a number of providers.

: “It’s remarkable that [NAB Presi-
NCT A’S Robert . : dent] Eddie Fritts was so frank [at the

NAB Convention] last month, when he
SaChS keep's Cable said that the broadcast industry is seek-
issues alive -

T he cable industry has little to fear

ing digital must-carry for datacasting
and new services,” Sachs continues.
“No one in Congress in 1992 [when
must-carry became law as part of the
1992 Cable Act] was talking about
broadcasters’ datacasting ambitions. You
don’t usually say the government should

By Paige Albiniak

Photo: Dennis Brack / Black Star
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subsidize your new businesses or force
someone else to assure your success.”

Several members of Congress have
indicated that they are now thinking the
same thing—and such thinking is cross-
ing party lines, from California Republi-
can Chris Cox to Massachusetts Demo-
crat Edward Markey. In a recent sub-
committee vote on a separate issue, Cox
included an amendment that would have
required DBS operators to carry only
broadcasters that provided 21 hours or
more of locally produced programming
a week. That amendment passed the
subcommittee with a bipartisan vote,
giving broadcasters a good scare.

The amendment was later heavily
watered down by Rep. Billy Tauzin (R-
La.), chairman of the House Telecom-
munications Subcommittee, but the fact
that the issue came up at all reveals that
Congress may not be willing to keep a
must-carry regime in place during
broadcasters’ transition to digital.

Meanwhile, the FCC is inclined to
let the market solve the problem, as
Fritts complained during the NAB con-
vention: “The FCC is thwarting the
transition to digital more than it is
assisting it.”

FCC Chairman William Kennard and
staffers said at NAB that the commission
is likely to open a proceeding on digital
must-carry before this summer, but best
guesses suggest that it will be nothing
more than a look at how much capacity
operators really have and whether it
would be best used to carry broadcast-
ers’ second channels.

Meanwhile, the cable industry is
talking to the consumer electronics
manufacturers about such issues as
how to label new digital televisions.

NCTA also has not completely let go
of the open/forced-access issue, even
though what started as many small
firestorms across the country has most-
ly sputtered out.

All the major cable companies—
AT&T, Time Warner, Comcast, Cox
and Cablevision—have committed
publicly to eventually allowing com-
peting Internet service providers on
their broadband networks. Sachs says
13 states have considered the issue and
decided either to table it or to block it
legislatively.

But, Sachs says, GTE and SBC still
are pushing the issue in some areas, with
GTE running broadcast ads. “As long as
our competitors are still stirring this
issue, we will continue to provide all the
support necessary to member compa-
nies and regional cable associations.” =
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New faces at top of NCTA

Staff changes indicate organizational shifts

NCTA is taking a raft of new senior staffers to its annual convention this year.
Executive Vice President Peggy Binzel, Vice President for Communications
David Beckwith and Vice President for Public Affairs Jim Ewalt represent sev-
eral shifts in the organization.

First, Binzel, who previously ran News Corp.s Washington office, shares
leadership duties with NCTA President Robert Sachs. “Robert’s the boss, but
it's a collaborative effort between the two of us,” she explains.

Binzel has strong ties to Capitol Hill Republicans and
was formerly a staff counsel for House Telecommunica-
tions Subcommittee Chairman Jack Fields (R-Texas),
who retired in 1996.

Sachs took over the organization’s top spot last Sep-
tember, after Decker Anstrom left to run The Weather
Channel in Atlanta.

He initially filled NCTA’s No. 2 position with David
Krone, whose strongest ties were not to the Hill but to
Leo J. Hindery Jr., then president of AT&T Broadband

Peggy Binzel was i i
recrulted by Sachs and Internet Ser\{lces. When. Hindery left AT&T last
for her experience summer, resurfacing as president of San Francisco-
with the House based telecommunications firm Global Crossing, Krone
Telecommunications o q lv fi q
Subcommittee. left to rejoin him after only five months at the associa-

tion.

Sachs lost no time recruiting Binzel, in whom he has so much faith that he
had recommended her for the top job before taking it himself last summer.

“There are so many things that go on within the NCTA that you need to have
different people responsible for different projects and different things,” Sachs
says. “It's a matter of who has the time and who has the subject-matter expertise.”

Therefore, Binzel will likely stick with the issues she knows well, particular-
ly copyright and programming, while Sachs himself focuses on business and
operations issues.

He has plenty of experience running a cable company, having come to the
NCTA after two decades as Amos Hostetter's right-hand man at Continenta!
Cabilevision in Boston.

Meanwhite, Sachs has reorganized NCTA’s public affairs department,
bringing in a new staff to run it. Beckwith, formerly press secretary for George
W. Bush’s presidential campaign, is handling media relations. Ewalt, who
spent 12 years at the Cable Telecommunications Association (CATA) before it
merged with NCTA last year, oversees all of the community-outreach efforts.

Those two departments had previously been one under Torie Clarke and
then Josie Martin, both of whom have moved on to other jobs.

According to Sachs, NCTA will be focusing more on policy and less on
association-driven outreach programs. To that end, Ewalt is reviewing all
NCTA’s public-relations programs, such as the On-Time Guarantee and an ini-
tiative to wire ali schools and libraries for high-speed Internet access.

“The big challenge,” he says, “is to figure out what the issues will be and
then stay ahead of them.”

With the consolidation of the cable industry into several large companies,
Sachs says, most of NCTA’'s member companies aiready have their own
sophisticated outreach programs. So NCTA will spend more of its time work-
ing to develop programs its member companies can use and adapt to their
own needs. —PA.




QU TLEL ) (O TR T R AR 11 Favaday ) feadi]

ntial ingredients for
serve up interactive
ime ncements on over 30
:‘rﬁ“s Plus the collection, routing, and reporting of viewer
sactions. All of which generates ongoing revenue for your bottom line.
; 'Wihk_e_;; ‘the leader in providing comprehensive, i -
end-to-end solutions for T-commerce. So come mmk
see us at NCTA. And start flexing your muscles.

- NCTA Booths 2719, 2119, 3501, or Room 212. 1-800-943-WINK or cablesales@wink.com -



NCTA CABLE 2000 SPECIAL

Viewers can now
choose from expanded
video offerings on
ClickVideo’s Web site,
like this award-winning
short feature from

A‘kﬁilms.

Fast fun and games

To boost their profile, cable modem services expand
entertainment content with videos, films and music

By Richard Tedesco

igh-speed cable Internet services
used to sell themsclves on just

that point: high-speed access.

But the novelty of speed isn’t quite
what it used to be. So-called early
adopters have had plenty of opportuni-
ty to catch the wave of fast Net access,
and development of digital subscriber
line (DSL) services by telcos, though
slow, has steadily become a threat,
despite cable’s head start in the broad-
band space. So the cable service opera-
tors have sought to differentiate them-
selves with content designed to take
advantage of those fast pipes.

An example of the move to make
cable’s broadband service more appeal-
ing occurred last month with a deal
between MTVi and Excite@Home,
MTVi will be providing proprietary
content for Excite’s music channel and
supporting secure digital music down-
loads on the service. That will translate
into interactive content to complement
MTYV’s on-air productions, according to
MTVi President and CEO Nicholas
Butterworth, who cites the possibility
of showing trailers of nominees for the
annual MTV Music Awards.
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“Personally, I think what consumers
want is better-quality audio and video,”
says Butterworth. “They want to see
full-motion video that loads quickly
and looks smooth.”

That just doesn’t happen over narrow-
band, but broadband connections pro-
vide PC users with such capability, help-
ing create more adherents for @ Home
cable modems. “It’s really going to drnive

subscriptions for Excite@Home’s part-
ners,” Butterworth notes. Those partners
include AT&T, Cox Communications
and Comcast Cable.

The MTVi deal also includes a cross-
marketing component, and MTVi will
sell ads for the Excite music channel.

Peter Negulescu, vice president and
general manager of Excite content
applications, suggests that other, simi-
lar deals are in the pipeline.

Excite@Home put new emphasis on
its video content last month with the
introduction of its ClickVideo section
as part of Excite@Home’s 2000
launch. ClickVideo is an aggregation
point for video and animation content,
most of it original and some of it exclu-
sive to Excite@Home. “It really is an
early example of what we’re intending
to do in the rich-media area,” says Neg-
ulescu. “You certainly need to put rich-
media content into new buckets.”

Short independent features from
AtomFilms, IFilm.com and WireBreak
appear in ClickVideo, along with ani-
mation from HonkWorm, Wildbrain and
the episodic WhirlGirl series, the most
popular single feature of Showtime’s
Web site. There are music videos from
MTV.com and Sputnik7.com, as well as
live concerts from House of Blues.
Video news clips from CNN Interactive,
FoxNews.com and Bloomberg are aiso
accessible.

“We know there are people getting
broadband because they want rich-
media content, so we think it’s impor-
tant to provide them a directory for it,”
says Negulescu. “The idea is to get as
much rich content as we can and put it
where they can experience it.”

The deals with Excite@Home’s con-

" AtomFilms offers short independent films as part of Excite@Home'’s ClickVideo,
which is an aggregation point for video and animation content.

Viatch Insider

EuroChannel

Get the winning and nominated
short hlms on OVO!

like going
there but

Cheaper!

What if anather universe
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excite cll

4 Excite@Home is now emphasizing its video content with ClickVideo, which offers
access to music videos, some live concerts and news clips, as well as films.

tent partners typically involve revenue-
sharing based on traffic. But some are
straight licensing deals, according to
Negulescu, who expects to double the
number of ClickVideo content pro-
viders over the next quarter.

It’s good exposure for content
providers, who can optimize the quali-
ty of their content over broadband
video streams. “We’re looking at how
to push into new distribution channels,”
says Matt Hulett, chief marketing offi-
cer for AtomFilms, which makes two
of the independent feature titles avail-
able for streaming on ClickCinema,
within ClickVideo, each month.

One popular new wrinkle on the
service: self-created content in the
form of homemade videos posted on
ClickVideo, which will soon provide
end-to-end encoding and posting for
wannabe video directors.

Road Runner, the cable modem serv-
ice of Time Warner Cable and
MediaOne, also has been cramming
video and animation content into its fast
pipes. Its cable-heavy roster of content
partners includes CNN, CBS Sports-
Line, Discovery Channel Online, E!
Online, MSNBC.com and Nickelodeon.
But it also delivers edgier material from
MaMaMedia and Pseudo Networks.

“Video is hot,” says Vice President
of Corporate Development Meredith
Flynn-Ripley, “and we’re going to see a
lot more of it with interactive applica-
tions embedded.”

Road Runner plans a new spin for its
video content. A multicasting trial is slat-
ed for several markets later this year,
according to Flynn-Ripley, who declines
to indicate which markets or what will
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be multicast. “The content will vary, and
we're still trying to formulate it.”

Some of the content from Road Run-
ner’s partners is proprietary, and the
business relationships are based on rev-
enue-sharing and e-commerce—sharing,
according to Flynn-Ripley. “They’re
very standard affiliate programming
relationships that allow them to get in

_TEAMING UP_

Content providers gain visibility
via broadband services

Excite@Home partners

Alfy.com National Weather
AtomFilms Service
Bloomberg Quokka Sports

CNN Interactive Showtime
FoxNews.com Sports ID.com

HonkWorm Spunkytown.com
House of Blues Sputnik7.com
IFilm.com WhirlGirl
MTV.com Wildbrain
MyPrimeTime WireBreak

Road Runner partners

AdventureQuest.com  HappyPuppy.com
All Games Network HBO

AMC Movie Classics History Channel

Astrology.net IVillage
BarnesandNoble.com LookSmart.com
Beyond.com MaMaMedia
Bloomberg Morigage.com
Bravo MovieFinder
CBS SportsLine MSNBC.com
CNN Interactive Nickelodeon
C-Span On24.com
Discovery Channel Pogo.com
Online Pseudo Networks
E! Online SegaSoft
Flirt.com Swoon
FoxNews.com Third Age

GamesDomain

and find out what a broadband environ-
ment can do and allow us to get appli-
cations out to our customers.”

Among the newest content partner-
ships for Road Runner is one with
Cambridge, Mass.-based Into Net-
works, which provides CD-ROM
games and entertainment for transac-
tional and subscription fees. Approxi-
mately 135,000 MediaOne subscribers
in New England have access to Into’s
PlayNow service, which offers individ-
ual two-day title rentals for $2.99 and
access to one of its channels for $5.99
monthly, to three channels for $9.99.

PC users access the content from Into
servers located at cable headends. Into
splits the transaction fees with its cable
carriers. “We are probably the sweet spot
for broadband services right now,” says
Vice President of Marketing Bill Holding.

Into is also in a market trial with Com-
cast Cable subscribers in New Jersey and
has a deal with Northpoint Communica-
tions to provide programming to DSL
services in the San Francisco Bay area.

The other gaming player emerging
quickly in the broadband space is Ann
Arbor, Mich.-based Media Station,
whose SelectPlay CD-ROM service is
carried by Sprint nationally and on
Broadwing’s Zoomtown DSL service
reaching 25,000 subscribers in the
Cincinnati area.

Comcast has been testing SelectPlay
on its Detroit system, where it’s expect-
ed to segue into a commercial launch,
according to Allan McLennan, Media
Station senior vice president of strate-
gic alliances. He says Media Station is
also on the verge of striking a deal to
distribute SelectPlay with a major
MSO across all of its systems.

Media Station makes a rotating
menu of 70 software titles available for
a $9.95 subscription fee, with new indi-
vidual titles accessible for a two-day
rental of $3.95. It splits fees with cable
operators and content providers. ]

software titles through its gaming player
service and is now being tested by
Comcast in its Detroit system.
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Not necessarily
enough news

Elidn’s sad saga proves no match for Columbine, Kosovo

By Deborah D. McAdams

s much as little Elidn’s Gonzales
A panic-stricken face dominated the

news last month, it wasn’t enough
to boost cable news networks. CNN lost
as much as 54% in prime time, and even
the usually immune Fox dropped.

Once again, executives say, cable
news is feeling the backlash of last
April’s hot news environment. Back
then, bombs were devastating Kosovo,
and then two teens took automatic
weapons to school in Littleton, Colo.,
and slaughtered several of their class-
mates before killing themselves.

“In April of 1999, MSNBC was up
229% in ratings from the previous
month,” said an MSNBC spokes-
woman. “CNN was up 162%, and Fox
was up 125%. That’s why news net-
works are down so dramatically now.”

Kosovo and Columbine held larger
audiences for a longer time than did the
tale of Elidn, the child caught between
government immigration officials and
a surreal quasi-kidnapping by his

viewers.

extended family.

All of the news nets slid in overall rat-
ings, for prime time and total day, except
for CNBC. Bill Gates may have been the
Antichrist on Wall Street, but he saved
business news. CNBC had two of its
biggest days ever in April even as the rest
of the world quietly chugged along. On
April 3, the day of the Microsoft deci-
sion, CNBC averaged a 0.7/486,000
households over the course of its busi-

Cable news blues

HH* HH HH HH
APRIL '00 vs, APRIL '99  aduit®:  adult (00D} adull®  adult (DOO) Universa**
Apr-D0 Apr-00 Apr-09 Apr-18 %Ot Apr-DD
Muon.-5un,(Total day, 6 a.m.-6 a.m.}
304 08 577 77.8m

CNN 0.4

Fox Mews

Headline News

MSHNBC 54.6m

CNBC 0.4 314 0.4 284 0% 72.0m
Muon.-Bun. (8 p.m.-11 p.m.)

CNN 0.6 500 1.3 982 -54%

Fox Mews
Headline News 02
MSHNBC

156

03 247

CNBC 0.4

*HH=Households “*Universe Estimates.
Source: Nielsen Media Reseanch
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305

0.6 411

MSNBC launched ‘HomePage’ on weekdays to
shore up a declining day part and attract female

ness day from 5 a.m. to 7:30 p.m.

Two weeks later, when the fall of the
house of Microsoft reverberated through
the stock markets, CNBC spiked to a
.8/564,000 households. That’s nearly
twice the network’s typical average. As
a result, CNBC was up 27% in its busi-
ness day, but was flat in the traditionally
defined 6 a.m. to 6 a.m. total day.

All the news networks suffered a
double-whammy in prime time: Slow
news and a red-hot Who Wants to Be a
Millionaire? Even USA,
which had nine of the 10
highest-rated programs for
the month, was off 8% this
April compared to last.

For MSNBC, last April
was the network’s highest-
rated month ever.

“We had 30 days in a row
of record-setting ratings,”
said Eric Sorenson, vice
president and general manag-
er of the network. Sorenson
saw the numbers coming, but
he launched an ambitious
new daytime show on April
3. HomePage, a live, three-
hour Oxygen-like, grrrrl-powered ver-
sion of Headline News, is stripped
weekdays 1 p.m. to 4 p.m. The time
slot is 33% down from last year but
holding steady compared to the first
quarter of 2000.

The numbers come in just as the
news networks are engaged in upfront
ad sales. As usual, network executives
pooh-poohed the notion that advertis-
ers would be repelled by the ratings.

“There isn’t any aspect of our busi-
ness that measures against a previous
period. It’s a press conceit to tell where
we are, but in cable news, it’s particu-
larly silly” because news cycles affect
all news networks, Sorenson said.

Media buyers actually do confirm
that demographics outweigh overall
ratings, and those who buy news buy it
for the demo.

“Our business is 25 to 54 adults,”
Sorenson noted. That demo continues
to inch up for MSNBC, from 84,000 in
January to 92,000 in April. “That’s our
CPM”

Relentless pursuit of a given demo is
really the most likely path to growth for
any of the news networks, given it’s
one of the most saturated categories in
cable. Otherwise, they’ll remain slaves
of breaking news. ]
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Can a sports guy
do entertainment?

As head of new Fox Cable, Shell looks forward to
developing programming across a variety of platforms

By Elizabeth A. Rathbun

aseball has been very, very good to
Jeff Shell. A fan of the Los Ange-

les Dodgers since childhood, he
revels in the fact that he oversees the
team and the stadium the team plays in.

Sports has proved a staple of Shell’s
career. When he came to News Corp. in
1994, one of his first tasks was to devel-
op a network of regional cable sports
channels that now number 21 and boast
more than 72 million viewers.

As president of Fox Sports Net-
works, Shell crafted Fox’s one-third,
$50 million investment in the Golf
Channel in 1996 (that became 30.9%
on Feb. 25 when partner Comcast
Corp. raised its 40.1% stake to 54.7%).

He expanded into non-sports—related
cable deals as well. Last December, he
spearheaded carriage deals for the

forthcoming National Geographic
Channel with AT&T Broadband and
Internet Services, the nation’s largest
cable company, and DirecTV, the
biggest DBS service.

On April 20, Fox created Fox Cable
Networks and named Shell, 34, presi-
dent. He will maintain his oversight of
News Corp.’s sports channels and adds
to his portfolio FX, Fox Movie Chan-
nel, Fox Family Channel and the Health
Network (now relaunching as WebMD
TV), as well as National Geographic.
Fox News, however, continues to report
to the Fox Entertainment Group.

Now, Shell says, Walt Disney Co.,
where he once worked, is the only
major player left with unconsolidated
cable holdings.

Shell’s sports connection began at
Disney in 1991, when he became a sen-
ior analyst in the company’s corporate

FOX’S CABLE HOLDINGS

Partner, if any (Fox’s %)

Channel

No. of subs

President Jeff Shell’s initial agenda
is to maintain the momentum of
existing channels.

strategy group. He undertook several
special projects, including the launches
of the Mighty Ducks hockey team in
Anaheim, Calif., and Disney’s Florida-
based cruise line.

He landed at News Corp. three years
later as vice president of business
development for Fox Television. In
November 1996, he moved over to
Fox/Liberty Networks (which later
became FSN), climbing the ladder
from senior vice president for finance
and development to CFO to president
in about 2Q years.

“Speed has never been a problem at
Fox,” Shell says. He is referring to the
company’s ability to quickly grasp new
opportunities, but he may as well have

Photo: Craig Mathew Photographic Services

Fox Bports Metworks* T20M
Fox Family Channel 70.0M
Fox News 474M
FX 42.TM

Golt Channel 30.0 M

been referring to his promotion pace,
too. In fact, he says, “I’ve taken to this
culture here at Fox literally from the
time I walked in the door.”

He describes that culture as “incredi-
bly aggressive, incredibly non-bureau-
cratic.” Smart people are hired and given
“a chance to succeed, which sounds sim-
ple but doesn’t happen in a lot of places.”

It’s not exactly a forgiving environ-
ment, however, he admits. Messup ina
big way, and “you’re probably gone.”

Shell has no plans to mess up his
agenda, which initially includes “con-
tinuing the momentum of the existing
channels”: FX, FSN, the Fox Movie
Channel and the Fox Family Channel.
Under Shell, FSN’s losses have nar-
rowed, but Fox Family is suffering a
major ratings slide, FX’s operations
have been mixed, and Fox Movies
never had strong distribution.

He also will oversee the relaunch of

Haim Saban (49.5%)

Comeast, Times Mirror (30.9%,
but equal operating influence)
Healtheon/WebMD (to be 50%)
AT&T Broadband and Intemet
Servicas, Lomeast, Cox
Communications Inc. (33%)
AT&T, Comcast, Cox (33%)

Health Net./to be WebMD TV
Speadvision

17.5M
14.0M

Outdoor Life
Fox Movie Channgl
National Geographic Channel

13.0M
B5M
7.5M

at Nov. launch

National Geographic TV (66.7%)

Fox Bports Waorld
Fox Sports World Espariol

Soumes: Fox; media repors
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the Health Network as WebMD TV,
which will utilize both cable and the
Internet to serve medical patients.

Shell also plans to develop a “new
emphasis and new focus on our digital
cable strategy. We have some tremen-
dous products, and I don’t think we’ve
gone about that in the most progressive
fashion.”

Further down the road, Shell wants
to “develop a strategy at Fox for the
next phase of programming devclop-
ment” across a variety of platforms.

In other words, figure out how Fox can
use digital and the Internet most prof-
itably. “Everybody’s starting to think
about [that] now,” he says, but the strategy
should take three to five years to develop.

Shell has always been business-
oriented. Although he has “always
becn comfortable with numbers,”
majoring in math as an undergraduate
at the University of California-Berke-
ley was a mistake, he laughs. Between

=i
S R

college and graduate school, he worked
as an analyst in the investment banking
department of Salomon Bros, an expe-
rience that convinced him that “I didn’t
really want to be a banker.”

Graduate school helped steer him
toward corporate work. It’s only in an
organization that you can see “the
results of your decisions,” he says.

His second love, he says, is politics,
and that’s how he met his wife, Laura.
She works as a planning deputy for a
Los Angeles County Council member,
and they hooked up at a fund-raiser,
says Shell, confessing to being “the
one Democrat here at News Corp. in a
sea of Republicans.”

But he’s far from the only Dodger fan.
Shell tries to attend as many games as he
can. However, “the game is sometimes
seriously spoiled” as he chews on the
latest multimillion-dollar deal for a
player. “Being in the sports business
makes it difficult to be a fan.” ]

‘Walker Texas Ranger’ lassoed seventh place
with a 2.8 rating/4.4 share on USA Wednesday
night. The urban cowboy, played by Chuck
Norris, rustled up two spots in the top 10.

Following are the top 25 basic cable programs for the week of REPACE DATE 00, ranked by rating.
Cable rating is coverage area rating within each basic cable network's universe; U.S. rating is of
100.8 million TV households. Sources: Nielsen Media Research, Turner Entertainment.

Rank Program Network
1 WWF Entertainment USA
2 WWF Entertdinment USA
3 WCW Monday Nitro Live! TNT
4 m/'The Expendables’ USA
5 Rugrats NICK
6 Rugrats NICK
/ Rugrats NICK
7 Walker, Texas Rdffger USA
9 Rugrats NICK
10 Walker, Tex&8 Rangey USA
10 WCW Thunder TBS
10 my/ ‘Her Last Chance’ LIF
10 South Park CMDY
14. Rugrats NICK
14 Snick House 1 NICK
14 Spongebob NICK
14 NBA/Kings/Lakers TNT
14 NBA/Raptors/Knicks TNT
14 Hey Arnold NICK
20 'WCW Thunder 18S
20 Hey Arnold NICK
20 NBA/Surspils TNT
20 WWFSunda{ Night Heat USA
20 Rugraf§ NICK
25 Spongebob NICK
25 Rugrats NICK
25 Rugrats NICK
25 Hey Arnold NICK
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Rating HHs  Cable
Day Time Duration Cable U.S. (000) Share
Mon 10:00P 66 7.9 62 6120 125
Mon 9:00P 60 63 49. 4892 9.1
Mon 800P 60 37 29 2847 57
Tue 9:00P 120 36 28 2771 55
Sun 9:30P 30 34 26 2607 10.8
Sat 9:30A 30 31 24 2403 105
Sun 9:00A 30 3.0 23 2308 102
Wed 8:00P 61 30 23 2295 49
Thu 7:30P 30 29 22 2221 5.1
Momis8:01P 89 28 22 2197 44
Wed 9:59P 75 28 22 2190 45
Sun .~ 4:00P 120 28 21 . 2100 6.3
Wed 10:00P 30 28 1.8 1809 4.3
Wed  7:30P 30 27 2,1 2101 5.0
Sat  8:00P 27 21 209 5.6
Sun 10:00A ?@0%27 21 2089 83
Thu 10:35P 158 27 21 2078 5.8
Wed . 7:58P 183 27 21 2077 44
Wed 8:00P 30 27 21 2066 4.6
Wed 9:05P 54 76 21 2084 41
Wed 8:30P 30 26 21 2039 42
Tue 9:43P 150 26 21 2039 47
Sun 7:00P 59 26 20 2006 4.7
Mon 7:30P 30 26 20 'f991 4.4
Sat 10:00A 30 25 19 1933 88
Sat. 9:00A 30, 25 19 1918 89
Sat 7:30P 30 25 19 1911 54
Thu 7:00p 30 25 19 1899 47

‘South Park’
stays put

Comedy Central’s vow of
creative freedom keeps
irreverent show in its stable

By Suzanne Ault

reativity, not money, kept South
c Park creators Matt Stone and

Trey Parker at Comedy Central.
Baring its teeth to network television,
Comedy Central has corralled the pair
into a three-year, multimillion dollar
development and production deal.

The agreement (B&C, May 1) keeps
doomed character Kenny alive for at
least 30 more episodes over three sea-
sons and provides ammunition for a
new live-action series in 2001.

Stone and Parker will get a stake in
South Park syndication, which they spec-
ulate won’t come for a couple of years.

Last Monday’s official announce-
ment obliterated rumors about Stone
and Parker’s jumping ship to NBC.

Explaining their flirtation, Parker
said, “NBC knew about the new show’s
idea, and they loved it. But we’re
spoiled brats, and if somebody tells us
that we can’t do something, we want to
do it times 20. And the only place we
can do that is Comedy Central.”

Comedy Central President and CEO
Larry Divney remained mum on the
financial details. “I don’t think we
overpaid them, but we have paid more
than we have before. [Stone and Park-
er] have known all along that I’ve want-
ed them; it probably wasn’t the strongest
negotiation position to be in.”

South Park’s numbers have fallen off
sharply since its debut days (it typically
pulls 2’s and 3’s, down from 8’s), but,
even so, last week’s 2.9 rating grabbed
six times more viewers than the Comedy
Central network average.

As for the new series, Stone and Park-
cr promise only that it won’t star them-
selves and will be a 180-degrec turn
from South Park. This time, they want to
nab prime acting and writing talent.

“Part of the joke about South Park is
that it’s kind of crappy,” said Parker.
For the new show, “We told Comedy
Central that they’d have to step up
because this is probably going to be
their most expensive show.” ]
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Judges’ruling could eliminate the
federal rate cap for cable companies
that also provide Internet service.

By Bill McConnell

| he National Cable Television
T Association is preparing a coun-
teroffensive against electric com-
panies that see a bonanza trom a new
court decision allowing them to
increase fees they charge cable compa-
nies 1o string lines on their utility poles.
| Attorneys tor the NCTA last week
were putting the finishing touches on a
request to rehear a case brought by a host
of power companies against the FCC in
the federal appeals court in Atlanta.

The upshot of the April 11 decision,
cable attorneys say. is that pole-attach-
ment costs may no longer be capped by
federal ceilings when cable companies
provide Internet service. Last week. the
FCC was mulling whether to ask for a
s new hearing as well. Petitions for
£ rehearing are due May 26.

Lander-Goldberg

Cathy
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Cable, utility firms
‘are poles apart

Dispute over attachment fees also pits court against FCC

*“We did find the decision troubling,”
said FCC Cable Services Bureau Chief
Deborah Lathen.

Equally disturbing 1o the FCC are
broader implications that could strip
the FCC of authority 10 mandate any
access requirements for wireless carri-
ers. Under the court’s ruting, the FCC’s
ongoing etfort to set rules for wireless
providers’ access 1o apartments and
other multiple dwellings could be
thrown out. “There is a big, big cloud
looming over it,” Lathen said.

Since the ruling, Pensacola. Fla.-
based Gulf Power has notified Comcast
Cablevision of Panama City that annu-
al per-pole rates will rise from $5 to
$38. The rate increase is the first of
many expected across the Southeast as
a result of the April 11 ruling.

“The FCC for the last 20 years has
held attachment fees artificially low

compared to what other companies pay.”
said a Gulf Power spokesman. “Forty
dollars is in line with what others pay.”

The ruling has also prompted Vir-
gimia Electric Power Co. to ask the
FCC to dismiss a complaint brought by
Cavalier Telephone Co. on grounds
that regulators no longer have jurisdic-
tion over the rates charged to the com-
petitive local exchange carrier.

“The magnitude of this decision is
starting to play out.” said NCTA Coun-
sel Neal Goldberg. Cable companies
fear that the ruling will force them to
pay dramatically higher prices as
MSOs roll out new services.

Utility companies seem to be inter-
preting the rule more broadly, raising
cable industry fears even further. Gulf
Power officials say the decision elimi-
nates FCC regulation of all pole rates,
regardless of whether Internet service
is provided.

“The gulf between their interpreta-
tion and ours is very wide,” said
NCTA’s Goldberg.

And the cable attorneys say the nar-
rower interpretation is bad enough.
Under the Atlanta court’s ruling. Internet
services provided by cable systems are
not “telecommunications services” or
*“cable services” but rather are “informa-
tion services.” As a result, the court said,
the FCC has authority to regulate pole-
attachment rates only when the lines are
used “solely” for cable services.

But cable industry officials call that
reasoning “thin” because the 1996
Telecommunications Act stated that the
FCC has authority to sel rates for “any”
cable attachment. The industry’s count-
er argument was echoed by the dissenter
on the Atlania circuit’s three-judge
panel. “Because of the unambiguous
definition of ‘any,”” the law “requires
the FCC 1o ensure just and reasonable
rates for all pole attachments, including
those used 1o provide Internet service,”
wrote Judge Edward E. Camnes.

The decision. which countermands
two-year old FCC rules, is binding only
in the | lth circuit but can be used as
guidance in other federal courts. The
court’s ruling applies only to federally
set rates and has no impact on companies
with pole fees set by state governments.

Congress in 1978 first gave the FCC
power to step in and set pole-attachment
rates when private negotiations failed and
states chose not (o regulate the charges.
Congress was responding to complaints
that utilities could take advantage of their
control over the supply of poles to charge
monopoly prices. ]
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Looking for reguiatory approval of their merger, ADL’s Steve Case and Time
Warner's Gerald Levin promise to share their their high-speed network.

Despite vows, the
cable war goes on

Even though the biggest operators pledge to permit rival
ISPs open access, battles rage in legislatures and courts

By Paige Albiniak

federal governments should com-
pel cable companies to open their
high-speed networks to competitive
Internet service providers (ISPs) still
are going on nationwide, even though
the country’s largest cable operators say
they plan to eventually permit access.
With or without legislation, both
sides of the debate are claiming victo-
ry. Supporters of “open access”—par-
ticularly GTE, SBC and the OpenNet
Coalition—say they have been suc-
cessful in making the issue a national
topic within one year, getting it in front
of 20 state legislatures, and forcing big
cable companies to agree to open their
forthcoming broadband networks.
Opponents—such as NCTA, Net-
Compete Now and MSOs—say the
push for “forced access” has been an
utter defeat because only a few pieces of
legislation have passed and most license
transfers have cleared regulatory scruti-
ny without any new access provisions.
“To me, the big story is how after a
big push from OpenNet, it’s really been
a stunning rout,” said Richard Cimer-

F ights over whether local, state and
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man, director of state telecommunica-
tions policy for NCTA, who has been
following the open-access fights state
by state. “They haven’t even gotten a
bill out of committee.”

Meanwhile, open-access proponents
say education efforts have been effec-
tive. In trying to persuade regulators to
approve both AT&T’s purchase of Media
One and America Online’s of Time
Warner, the big cable companies have
said they will open their networks as
soon as possible. The No. 4, 5 and 7
MSOs—Cox, Comcast and Cablevi-
sion—have had to follow suit.

If cable companies keep their promis-
es, most regulators see no need to step in.

But open-access proponents point to
last week’’s retransmission battle between
Time Warner and Disney as an omen of
things to come in a deregulated world.

“We’ve already had some evidence
of how the cable companies are treat-
ing the networks,” said Briana Gowing,
spokeswoman for GTE Corp.

That said, the issue is not entirely
dead. State legislatures in Ohio and
Michigan continue to consider open-
access initiatives, with most watching
Michigan intensely. “It’s not clear that

the [Ohio] legislature has a lot of stom-
ach to do something that 14 other states
already have said no to,” Cimerman said.

Action was delayed last week on the
Michigan bill while the legislature
works on a deregulatory bill that would
rewrite Michigan’s overall communica-
tions act.

Since last year, California, Florida,
Kansas, Idaho, Iowa, Maryland, Min-
nesota, New Hampshire, New Mexico,
Oregon, Pennsylvania, Rhode Island,
Texas and Utah have considered open-
access legislation and all have ultimate-
ly rejected it, either by actively voting
against it or by tabling legislation.

Legislation is live but not moving in
Delaware, Illinois and Vermont. Massa-
chusetts is considering a ballot initiative,
but open-access proponents need anoth-
er 10,000 signatures before they can get
the measure on the November ballot.

What may close the issue once and
for all is a decision from the U.S. Court
of Appeals for the Ninth Circuit in San
Francisco, which is due any day.

After AT&T Corp. announced its pur-
chase of Tele-Communications Inc., the
city of Portland, Ore., decided AT&T
would have to agree to open the net-
works of its Portland cable provider in
order to win approval from the city to
transfer its cable license from TCI to
AT&T. The city of Portland considered
high-speed service offered over AT&T’s
cable lines a cable service, giving it
authority to regulate AT&T.

AT&T argued that the law considers
its networks telecommunications serv-
ices, which puts the company out of the
purview of the Portland cable authority.
The U.S. District Court disagreed, and
AT&T appealed to the Ninth Circuit.

The open-access initiative has been
somewhat successful in several cities.

Late last month, Los Angeles’ Board
of Information Technology Commis-
sioners approved transfer of Time Warn-
er’s cable system to America Online Inc.
but insisted that AOL live up to promis-
es it made to federal regulators in March
with regard to open access.

San Francisco’s board of supervisors
last month introduced legislation that
would give area cable operators 18
months to provide open access.

And new legislation in St. Louis
would require the next cable franchise
up for renewal to provide open access.
St. Louis is negotiating with AT&T,
which owns the franchise there but is
trying to transfer its system to Charter
Communications. The city, meanwhile,
is having informal talks with Charter. m
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CBS’ Franks tapped
for Viacom Sr. VP
Martin Franks was named
executive vice president of
CBS Television and will
become senior vice presi-
dent of Viacom Corp. once
its merger with CBS clos-
es, said CBS President and
CEO Mel Karmazin last
week. Franks will assist
CBS Television President
and CEO Les Moonves
with the operations of
CBS, while taking on spe-
cial projects at Viacom
and CBS.

“Marty Franks is both
glue and grease at CBS,”
Moonves said. “As glue,
he helps hold together our
many working parts. As
grease, he helps keep
those parts working
together smoothly.”
Franks joined CBS in
1988 as vice president of
the Washington office.

Ong to head
Nat Geo net

Laureen Ong has been
tapped to helm National
Geographic Channel as the
network prepares for
domestic launch. Ong
leaves her post as vice
president and general man-
ager of Fox-owned WTTG-
TV Washington, D.C. She
will immediately assume
oversight of the develop-
ment and launch, as well
as all day-to-day opera-
tions of the channel, and
will be based at National
Geographic Society’s
Washington headquarters.

She will report to a
board made up of repre-
sentatives from National
Geographic and Fox, part-
ners in the channel.

Already available to 52
million international sub-
scribers in 63 countries,
Nat Geo is set to launch in
the U.S. this winter.
According to Nat Geo,
DirecTV will carry it at
launch, as will AT&T,
most likely on digital.
Ong was vice president
and GM of Fox-owned
KSAZ-Tv Phoenix, where
she supervised transition
of the station from a CBS
affiliate formerly managed
by New World Communi-
cations. Before joining
Fox Television Stations
Inc., she was a senior
executive with Rainbow
Programming from 1994
to 1996, serving as general
manager at SportsChannel
regional sports networks.

Direct TV expands

DirecTV is adding local
TV service in 12 new mar-
kets next month: Salt Lake
City, Indianapolis, Mil-
waukee, Charlotte, N.C.,
and eight other markets to
be announced. By late
September, DirecTV plans
to offer local channels in
35 U.S. markets, covering
58% of the country.

Z Music goes

to heaven

Gaylord Entertainment has
abandoned its long-strug-
gling religious-music net-
work, Z Music Channel.
After a decade on the air,
the service, sort of a
Christian MTV, has just 8
million subscribers. Gay-
lord initially bought the
once independent channel
as a companion to its
Country Music Television
music video network. But
it went nowhere and was
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the one part of Gaylord’s
cable operations that
Westinghouse, now CBS
Corp., had no interest in
when it bought Gaylord’s
interests in The Nashville
Network and CMT three
years ago. The network
will go dark June 30.

Seagram reduces
stake in USA

Seagram Co. reduced its
45% stake in USA Net-
works by about 2% by let-
ting an option to buy addi-
tional shares expire. The
purchase was necessary to
maintain the stake after
USA issued 24 million
shares last month to ac-
quire Precision Response
Corp. Liberty Media,
owned by AT&T and run
by John Malone, elected to
buy the shares necessary to
maintain its 21% stake.
Other major sharehold-
ers include Paul Allen,
who has a 9% stake
through Vulcan Ventures.
Barry Diller, chairman of
USAI, holds about 10% of
the company but maintains
control of all voting stock
via an agreement with
Seagram Chairman Edgar
Bronfman. That agree-
ment includes an option
for Seagram to repurchase
up to 50.1% of USA Net-
works on the open market.
Seagram’s decision
coincided with its earnings
report for fiscal third quar-
ter 2000, ended March 31.
EBIDTA was $285 million
on revenues of $3.4 bil-
lion, with an operating
loss of $1 million, com-
pared with $163 million in
3Q°99. The company
reported a net loss of $265
million, or 61 cents a basic
share, for the quarter.

NAMIC answers
NAACP criticism

The National Association
of Minorities in Cable
issued a 10-point to-do list

in response to last month’s
criticism by the NAACP
of the cable industry’s
minority-hiring practices.
In a statement, NAMIC
said improvements can be
made by choosing new
employees by virtue of
their skill set, not their
experience in the cable
industry. It also recom-
mended a bonus structure
contingent on reaching
goals of a diverse staff.
Other suggestions in-
clude a leadership program,
mentor programs and
assists to minority com-
panies “seeking to become
programming suppliers,
vendors or contractors.”

Fed slaps AT&T
on the wrist

AT&T Corp. is under gov-
ernment orders to cough
up $9,000 for failing to
tell the FCC upfront how
many cable subscribers
were added in past merg-
ers. Consumers Union and
other groups complained
in October that AT&T and
Tele-Communications
Inc., the predecessor to its
cable subsidiary, failed to
disclose how three merg-
ers would alter their
national audience reach.

The FCC, to ensure that
cable systems do not ex-
ceed the 30% cap on share
of U.S. multichannel sub-
scribership, requires any
system at a 20% share to
certify changes in reach in
filing merger applications.

The deficient applica-
tions included transactions
with Galaxy Cablevision
and FHF Cable in 1999
and Comcast in January.
AT&T argued that certifi-
cations were due only
prior to closing the trans-
actions. But FCC officials
said a review of certifica-
tion letters reveals that the
companies were “obvious-
ly aware” of the certifica-
tion requirements.
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By Susanne Ault

V studio executives leaving their
T offices when it’s still daylight, shut-

ting off their cell phones: Nope, it’s
not Friday, but the eve of this year’s first-
run syndicated series launches.

The quick exits of Buena Vista’s The
Ainsley Harriott Show, Pearson’s Judg-
ment Day and Unapix’s Legacy—plus
the probable demises of King World’s
Dr. Joy Browne, Roseanne, The Martin
Short Show and Paramount’s Leeza—
have left holes in station lineups. And
that’s just in time for next season’s
debut of 15 new hopefuls.

Granted, most on-deck syndicated
series locked up the bulk of their station
clearances shortly after January’s
NATPE convention, but many studio
reps believe their respective babies have
areal shot come September and October.

Petry Television’s Dick Kurlander
elaborates: “I think this fall will be eas-
ier [for the new crop of first-run shows]
because you’ve already done a little bit
of housecleaning, so it presents some
opportunity where there hasn’t been.”

The outlook is also sunny because
“there is a little bit more diversity, inter-
esting spins on court [shows], and you
have a very prominent name with Dr.
Laura [Schlessinger], so I think this is a
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L0 MTVish edginess. ‘We'd
really have to screw this

up for it not to work,” says
Warner's Greenblatt.

positive environment for everybody.”

Take, for instance, Twentieth Televi-
sion’s Power of Attorney, featuring
high-profile attorneys F. Lee Bailey,
Christopher Darden and Gloria Allred.

The studio’s executive vice president
and general sales manager, Paul
Franklin, boasts that the show had the
best court clearances at NATPE at 70%
and now covers 92% of the U.S.). But
he admits, “The show’s been really
well received because of the success of
Divorce Court [the same executive pro-
ducers will back Power], but it is good
that we don’t have to worry about a
couple of court competitors.”’

Like most executives hoping to
be the next new variation, rather
than the latest copy, Franklin
insists, “This is a twist on
what’s already out there.

Our focus is on the attor-

neys more so than the

judge. And we are pre- f
miering in August, so we’ll be

able to get out ahead of the pack.”

However, the team behind Dick
Wolf-created Arrest and Trial,
which is cleared in 92% of the coun-
try on more than 150 stations, isn’t
concerned about rivals

“The truth is, if a show goes on

the air and it’s good, then peo- @)‘ i

Vi
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Syndies set to fill gaps

Departures of some shows bring hope for those eager occupy their time slots

ple will watch it. In syndication, how
often have you seen a show that’s real-
ly good get cancelled? It just doesn’t
happen, because if it’s really good, it’ll
find an audience and get upgraded,”
says Studios USA Domestic Television
President Steve Rosenberg.

Arrest and Trial, a daily strip pro-
duced by Dick Wolf and Maury
Povich’s MoPo Entertainment, follows
the complete runs of criminal trials,
making use of archived police footage.
The show will debut Oct. 2.

Rounding out the crowded court cal-
endar are Warner Bros.” Moral Court,
King World’s Curtis Court and Colum-
bia TriStar’s Judge Hatchett.

Moral Court, now clearing 82% of
the country, will be double-run in sev-
eral markets in the afternoons and in
late night.

Warner Bros. is banking on the show
reaching the 3 ratings mark. It is hosted
by radio personality Larry Elders and
created by Stu Billett (the man behind
the launch of People’s Court).

Even so, “it’s always hard to predict
what’s going to work,” says Warner
Bros. Executive Vice President of
domestic TV distribution, Dan Green-
blatt. “Stations have more hope on some
shows than others, but we are all just in
the hope business.”

King World says Curtis Court is
likewise a firm go, but provides no
other information. And Judge Hatchett,
a late NATPE entry, has secured

87% coverage.

For all the glass-is-half-full
talk, there are some nagging

‘Sheena, Queen of
the Jungle’ stars
‘Baywatch’
babe, Gena
Lee Nolin.
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questions about a couple of the best bets.

With October just around the cor-
ner, Arrest and Trial, is still with-
out a host. A

“That position is critical, and it |
bothers me a bit that, in early
May, we don’t have a person
named,” says Petry’s Kurlander.
“The one negative [to Arrest and
Trial] is that there aren’t central 7
characters that will reappear, so
you need a really, really strong host
to pull everything together.”

Another gray area is Paramount’s
policy about Dr. Laura in the wake of
several gay-rights groups’ protests.

Still, the studio says the show is on
the verge of pre-production and will
start airing in September.

Dr. Laura is through the roof in
terms of clearances (securing 95% of
the U.S. in 175 markets).

And both of the studio’s domestic
TV co-presidents Frank Kelly and Joel
Berman have promised the show will
roll out as planned.

“There are groups that are against
Dr. Laura, and they have the perfect
right to yell as loud as they want, but
we’re also fine with putting the show
on the air,” says Kelly.

Seconding that, Berman says,
“There have been a couple of cities like
Los Angeles and San Francisco where
there’s been pressure [from advocacy
groups to stop the show], but the affili-
ates have been supportive.”

One more obstacle for Dr. Laura is
that the show must succeed where this
year’s similar shows have struggled.

“You have the failure of Dr. Joy
Browne and have the general erosion of
the talk audience,” says Kurlander. “I
have some concern because I don’t
know what makes it different from
Browne or any of these other dys-
functional, relationship talk shows.”

Also coming down the pike this fall
are series hungering for sleeper-hit sta-
tus. Shows, such as Buena Vista and
Chris-Craft/United Television’s
Housecalls, Columbia TriStar’s Men
Are From Mars, Women Are From
Venus, Warner Bros.” Street Smarts
and Pearson’s To Tell the Truth are
often overshadowed by this season’s
granddaddy court efforts and much-
talked-about Dr. Laura but are never-
theless picking up steam.

“While court shows have the best
chance for success because they are the
hot genre and will get showcased bet-
ter than any other type of show, it will
be difficult for the average viewer to

Dr. Laura Schlessinger, whose show
cleared 95% of the U.S., is a lightning
rod for protests.

discern tangible differences between
them,” says Katz TV’s Bill Carroll.
“[The next class of court shows] looks
the same and is aimed at the same audi-
ence. They will run against each other
and savage themselves.”

However, Carroll is optimistic about
Housecalls, To Tell the Truth and Street
Smarts. “Because they’re distinctive
and different, these shows really don’t
look like anything else, so people will
likely sample them.”

Housecalls, cleared at just over 70%
in early fringe and daytime slots, fea-
tures roving psychiatrist Dr. Irvin
Wolkoff going inside troubled couples’
and families’” homes to solve their prob-
lems. The show will be executive-pro-
duced by Harris Kattleman and
Jonathan Goodson.

“If you want counter-programming,
Housecalls is unique,” says Buena

The real thing:
‘Power of
Attorney’ stars
F. Lee Bailey {r)
and Christopher
Darden {c).

Vista Executive Vice President of Sales
Tom Cerio. “[T]his show has as an
organic feel with its own premise.
And people won’t be yelling and
screaming at each other, but actu-
ally talking.”

Laurey Barnett, executive vice
president of Chris-Craft’s TV
division, agrees. “I have a great
deal of enthusiasm that this show
can break through.”

Street Smarts, now reaching 90%
clearance, aims to attract the same niche
audiences as relationship game shows
Change of Heart and Blind Date. Warner
Bros.” sees young viewers similarly
falling for its MTVish edginess. “When
we saw a rough-cut [of Street Smarts],
we thought it was hysterical,” says Warn-
er Bros.” Greenblatt. “And this is not a
tough show to execute, so we’d really
have to screw this up for it not to work.”

Street Smarts, hosted by comedian
Frank Nicotero and created by Change
of Heart executive producer Scott St.
John, pits two contestants against each
other in determining which passersby
can correctly answer trivia questions.

Rounding out the game shows, To Tell
the Truth (a revival of the classic quizzer
to be steered by Seinfeld alum John
O’Hurley aka Mr. Peterman) has been
cleared in 85% of the country. Pearson
began production last week.

On the talk-show front, Columbia
TriStar’s Men Are From Mars, Women
Are From Venus has secured 88% clear-
ance. King World’s The Cindy Margolis
Show is set to roll in late night, but the
studio withheld further information.

Also eyeing opportunities for success
are the producers of a handful of new
action-hour series. Many last less than a
season, but, with Hercules: The Leg-
endary Journeys having departed, Dou-
blecross declared a “no go,” and New
Line’s Matthew Blackheart: Monster
Smasher opting for cable, shows like

Columbia TriStar’s Sheena should
have a brighter future. Sheena
stars former Baywatch bomb-

shell Gena Lee Nolin and has
reached 98% clearance.

Hercules’ Kevin Sorbo will
return this fall in Tribune’s Gene
Roddenberry’s Andromeda (94%
clearance), and Mercury Entertain-
ment and Paramount’s joint effort
Queen of Swords has hit 85%. Already
humming are Studios USA’s January
entries Cleopatra 2525 and Jack of All
Trades, which air back-to-back on
more than 200 stations, reaching 99%
of the country. ]
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SYNDICATION WRAP-UP

TOP 20 SHOWS o
Rank Program AA  GAA
1 Wheel of Fortune 105 105
2 Jeopardy 89 89
3 Oprah Winfrey Show 6.7 6.8
4 Judge Judy 66 92
5 Entertainment Tonight _ 59 60
6 Friends 55 64
7 Frasier 49 56
8 Seinfeld 49 49
9 Wheel of Fortune (wknd) 44 44
10 Judge Joe Brown 41 52
11 Hollywood Squares 41 41
12 Jerry Springer 40 43
13 Rosie 0’Donnell Show 40 40
14 ER 39 44
15 Drew Carey 39 43
16 Seinfeld (wknd) 38 38
17 X-Files 36 4.0
18 Live w. Regis and Kathie Lee 3.6 3.6
[d9 Maury 35 38
20 3rd Rock From the Sun 34 36
TOP OFF-NET SHOWS —
Rank Program AA  GAA
1 Friends 55 64
2 Frasier 49 56
% Seinfeld 49 4971
4 Drew Carey 39 43
5 3rd Rock From.the Sun: 34 367

According to Nielsen Media Research
Syndication Service Ranking Report
April 17-April 23, 2000

HH/AA= Average Audience Rating (households)
HH/GAA= Gross Aggregate Average (households)

One Nielsen rating=1,008,000 households,
which represents 1% of the 100.8 TV House-
holds in the United States

N/A= Not available

Paxson pushes for JSAs

Discloses three more joint-sales pacts but appears to
overstate progress with big NBC affiliate groups

By Dan Trigoboff

took the wraps off three more
joint-sales agreements last week.
The move brings to 10 the number of
Paxson stations whose local news, pro-
gramming, sales and marketing shots
will be called by NBC.

Last week’s agreements were with
NBC-owned stations kxAs-Tv Dallas;
wvIT(Tv) Hartford, Conn.; and
WNCN(TV) Raleigh, N.C.

Paxson already had such agreements

N BC and Paxson Communications
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‘Seinfeld’ crew takes a dip

The Seinfeld crew—Jerry, George, Elaine and Kramer—ran into some
stormy seas in syndication, but nothing seriously wrong, according to one
knowledgeable observer.

For the week ending April 23, Seinfeld pulled its lowest weekly national
numbers since its off-net launch five years ago, recording a 4.9 (down 8%
from last week), according to Nielsen Media Research. That was still good
enough for a tie for second place with Paramount TV's Frasier. And sea-
son-to-date, the show is still cruising at a healthy clip, averaging a 5.8.

There were some extenuating circumstances as well. The Seinfeld
gang, and the rest of the syndication bunch had to compete with the holi-
days—spring break, Passover, Good Friday—when TV viewing historical-
ly drops. Seinfeld took the additional hit of a baseball pre-emption in _os
Angeles, the No. 2 market. Seinfeld was not the only hit sitcom to feel the
effect. Friends (5.5) and Frasier, both slipped 4% from the previous week.

“A week does not a trend make,” reassures Katz TV’s Bill Carroll. “If this
continued through May sweeps, then {the downturn] would be critical. But
we still have a pretty solid performerin v yerry, Kramer, Elaine and George
Seinfeld” are still swimming.

if anything, “it's a cautionary sign that
you can'’t take any show for
granted, but everybody is
going to have their off
week,” he added.

Among the off-net
rookies, Warner
Bros.’ The Drew
Carey Show
scored a 3.9,
topping Carsey
Werner's 3rd
Rock From
the Sun
(3.4).
—Susanne

Ault

has aired made-for-television movies
originally shown on NBC, and Paxson
stations air NBC’s prime time game
show, Twenty-One, several days after
it’s shown on NBC.

“The key to Paxson’s network para-
digm, since its inception in September

in place with NBC-owned stations in
Providence, R.I.; Washington, D.C;
Miami; Knoxville, Tenn.; Greenville,
N.C.; Cedar Rapids, Iowa; and Shreve-
port, La. The network bought 32% of
Paxson last September for $415 million
in a deal that included an option to
increase that to a controlling stake of
Paxson, if the FCC loosened its restric-
tions on TV station ownership.

The 32% deal included an agree-
ment for NBC to cross-promote Pax
TV and allow Pax to repurpose some of
NBC’s big-ticket programming. Pax

1998, has been to team up with other
network stations in each market where
Paxson has a local station,” said Paxson
President and CEO Jeff Sagansky.

The joint-sales agreements with
NBC “provide Paxson with access to
many of NBC’s local resources and
increase our market presence through
improved programming and sales
infrastructure.

“The completion of these 10 JSAs
bodes well as we move forward market
by market to complete additional joint-
sales relationships before the year’s
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end,” he added.

But in a release last week, Paxson
apparently overstated its relationship
with four major NBC affiliate groups.
Paxson said that NBC had “reached an
understanding” with Gannett, Hearst-
Argyle, Post-Newsweek and A.H. Belo
“10 develop JSA agreements with Pax
stations in their markets. These groups
represent JSA opportunities for 16 Pax-
son stations. and it is expected that
agreements will be completed in these
markets in the short term.” Paxson
executives could not be reached for
comment at press time.

“We have agreed to talk with them,”
said Alan Frank, president of Post-
Newsweek Stations. “And as of this
week, there are no meetings scheduled.”

The focus on joint-sales agreements
emerged after NBC, which had no part
in last week’s announcement, retreated
from a plan to repurpose Nightly News
With Tom Brokaw on Pax. NBC Televi-
sion President Randy Falco said the
repurposing would be delayed until
several of its larger affiliate groups had
signed off on the local sales agree-
ments with Pax stations in their mar-
kets.

The affiliates clearly had not signed
off on the Nightly News idea. believing
it would draw away viewers and lower
ratings.

Officials at Paxson—where many
fear the JSAs will accelerate the loss of
their jobs—as well as executives at
NBC stations believe the partnership is
pushing the affiliates to see how far it
can go before the affiliates push back—
as they did in the case of Brokaw.

For NBC, the 32% partnership
allows the network to increase its local
station holdings without running afoul
of the FCC cap. NBC affiliates say they
are willing to consider relationships
with the Paxson stations, but they are as
yet unsure what they have to gain from
such relationships.

Pax has also struck a deal with
DirecTV for distribution to the satellite
operator’s 7.3 million small-dish sub-
scribers. Similar to one that DirecTV
cut with the Public Broadcasting Ser-
vice, the deal obviates DirecTV’s hav-
ing to carry local Pax stations market-
by-market. Combined with its cable
and over-the-air coverage, Pax claims
that the satellite carriage will put its
programming before 80% of the
nation's TV homes-roughly the same
level as UPN and The WB.

—John Eggerton contributed to this
story.
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ABC on total
(viewer) roll

NBC put an end to ABC’s
adult 18-49 streak, but the
Disney-owned network
kept on trucking with its
18th straight week as the
most watched broadcast
network.

NBC ended ABC’s nine-
week streak in the key
adults 18-49 demo, averag-
ing a 5.2 national rating for
the week of April 24-30.
ABC averaged a 5.0 rating
in adults 18-49, ahead of
Fox’s 3.8 and CBS’ 3.1,
according to Nielsen
Media Research.

In total viewers, ABC
reached its longest consec-
utive run ever with a 13.3
million viewer average.
ABC beat NBC with 12.4
million, CBS with 11.1
million and Fox at 8.1 mil-
lion. NBC’s Must See TV
Thursday night lineup
powered NBC to adults 18-
49 victory—with ER aver-
aging a 13.1/34, Friends a
10.8/34 and Frasier
10.4/27 in the key demo.

Doublecross-ed

Don’t look for David Has-
selhoff in anything other
than Baywarch togs next
season. Hasselhoff’s
planned weekly syndica-
tion series, Doublecross,
has been crossed off its
producers’ to-do list,
sources say.

The weekly action
series, from Kaleidoscope
Media Group, was already
cleared in 80% of the
country for a fall rollout.
Kaleidoscope executives
failed to return calls by
press time.

Doublecross was origi-

'GET WITH THE PROGRAM

L ——

nally titled A.K.A. Picasso
and was to have Hassel-
hoff playing a convicted
art forger working for a
special government
agency.

Hasselhoff, who stars in
and is the co-creator and
executive producer of
Pearson Television’s Bav-
watch Hawaii, is set to
end the current season of
that series in an explosive
accident that leaves view-
ers wondering whether the
lifeguard is dead or alive.

Sources say Hasselhoff
will probably be coming
back to Baywatch Hawaii
during the 2000-2001 sea-
son, likely resurfacing
during the November
sweeps. Pearson execu-
tives had no comment.

The ‘Truth’ will out

Pearson Television has
given a green light to its
syndicated version of 7o
Tell the Truth. The revival
of the classic game is
coming for the 2000-2001
season and has now been
cleared in more than 85%
of the country.

To Tell the Truth has
been sold in nine of the top
10 markets and is hosted
by Seinfeld alum John
O’Hurley (Mr. Peterman).
Stations on board for the
show’s fall 2000 launch
include WwOR-TV New
York, KCAL-TV Los Ange-
les and wpwr-TvV Chicago.

Here they come

Columbia TriStar Televi-
sion Distribution’s hour
syndicated block Screen
Gems Network is launch-
ing two new versions of
classic programs The Mon-
kees and The Partridge
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Family, replacing
Bewitched and I Dream of
Jeannie. Screen Gems,
which debuted in Septem-
ber 1999, is currently
cleared in 90% of the coun-
try. Monkees and Partridge
Family episodes will run
through the end of August.

Going for the green

The syndication distribu-
tors topped the
station/advertising execu-
tives for the second
straight year at the 6th
Annual Menchel Cup Golf
Tournament.

The syndication team,
focusing on clearing haz-
ards instead of shows, was
led by Warner Bros.
Domestic Television’s
Dick Robertson and
Columbia TriStar Televi-
sion Distribution’s Bany
Thurston.

The team topped the
station side 49-31 in the
Ryder Cup-like format.
CBS Television President
and CEO Les Moonves,
Hearst-Argyle’s John
Conomikes and a number
of other top station execu-
tives took part.

The Menchel Cup,

which is named in honor
of late MCA head Don
Menchel, was held over
two days in Scottsdale,
Ariz. The Menchel Cup
has raised over $100,000
for Brandeis University,
where a scholarship in
Menchel’s name has been
established.

Brainchildren

Fox’s latest sweeps reality
special is Battle of the
Child Geniuses: Who is
the Smartest Kid in Ameri-
ca? Fox executives have
added the two-hour spe-
cial to next week’s lineup
at 8 p.m. ET/PT on Tues-
day, May 9.

Fifty intelligent kids
from around the U.S,,
ranging in age from 10 to
12 years old will compete
for the crown. The special
is being produced by Dick
Clark Productions, and
Clark will be the show’s
host. They’ll answer gen-
eral knowledge questions.
The winner gets a
$300,000 scholarship.

Barker price is right

Bob Barker will continue
as host of The Price is
Right. CBS and Pearson
Television extended the
game show host’s contract
through the 2002 season.
This will be Barker’s 29th
season, he started on Sept.
4,1972.

Competitors for the Menchel Cup, named in honor of the
late MCA head. The golf tournament has raised $100,000
for Brandeis University.
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Summoning an icon

Broadcast news icon Wal-
ter Cronkite was called as
an expert by two broadcast
journalists suing Fox
0&O wrvT(TV) Tampa,
claiming they lost their
jobs for refusing to slant
stories regarding artificial
hormones in milk.

Fox denies the charges,
and says that the departures
of married plaintiffs Steve
Wilson and Jane Akre is
strictly a personnel issue.

Cronkite testified on the
dangers to journalism of
turning over the pre-
broadcast process to
lawyers, and not on the
specifics of this case.
Because Cronkite will be
unavailable at the trial, the
plaintiffs want to present
his taped testimony to a
Jjury after the trial begins
in June; although the
plaintiffs believe Fox
lawyers will try to keep
the testimony out by
attacking Cronkite’s
expertise in broadcast law.

The CBS legend is one
of two well-known experts
expected to be called by
Akre and Wilson; con-
sumer advocate Ralph
Nader is the other. Akre
and Wilson were given an
award for “civic courage”
by a trust operated by
Nader’s family.

D.C. news crew
badly burned

Three members of a
WTTG(TV) Washington
news crew were badly
burned May 2 when the
mast of their satellite van
struck a power line in
Alexandria, Va. At press
time, Geoff Manifold and

STATION BREAK

Bv Dan Trigobol

Jim Forner were said to be
in fair condition at the
Washington Hospital Cen-
ter. Manifold had been
listed in serious condition.
Reporter Laura Evans was
treated and released. The
crew was set up at police
headquarters reporting
about the investigation of
the murder of an 8-year-
old boy.

In February, wio(tv)
Ames, Iowa reporter Kim-
berly Arms, who was
badly burned when the
mast of her station’s news
van hit a 13,000-volt
power line, settled her law-
suit against several equip-
ment manufacturers for an
undisclosed but significant
amount, sources believe.

Her lawsuit attempted to
hold the manufacturers
accountable for not provid-
ing such available safety
equipment as alarms to
warn of the proximity of
power lines.

B Also at wtTG, SkyFox
pilot John Guazzo has
complained to the Nation-
al Broadcast Pilots Associ-
ation that he was booted

from airspace while trying
to shoot the arrival of
Elidn Gonziles and his
father Juan Miguel at
Andrews Air Force Base
two weeks ago. Even
though there were no tem-
porary flight rules
declared, Guazzo said, the
controllers at Andrews
decided to boot him. “We
had to fly up to 3,000
feet” said Guazzo, to get
the money shot of Elidn
and his father.

Report your sheriff

WTHR(TV)’s hidden camera
report showing Marion
County Sheriff Jack Cottey
drinking and driving dur-
ing working hours brought
the station a considerable
buzz during the early days
of sweeps. Sheriff Cottry
said he was not drunk, nor
on duty while drinking,
and called the story poor
Jjournalism. News director
Jacques Natz said the sta-
tion received hundreds of
messages, mostly support-
ing the story, and the Indi-
anapolis Star reported
receiving several hundred

G'EDRE'E MICHA

A . home  repairs h

Buiding fypg

WRC-TV anchor Jim Vance, sportscaster George Michael
and general manager Linda Sullivan hold up the check the
station used to launch the George Michael Building Fund.
The charity, which commemorates Michael’s 20 years at the
station, is endowed to rehabilitate homes in the D.C. area.
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more, running about 50-50.

Natz said the station
had received numerous
tips regarding the sheriff’s
drinking and followed him
for 15 days. On six of
those, Cottey drank and
drove his official vehicle,
according to the station.
About 20 staffers were
involved in the story, in
which the sheriff was
observed and taped at sev-
eral locations.

Natz said it was only
the third time the station
has used hidden cameras
in his four years there.
“We’re not experts in ine-
briation,” said Natz, but
the station was prepared to
call police if Cottey
appeared to be driving
dangerously after drink-
ing, but he did not.

The news also rises

Tribune Broadcasting’s
wPIX(TV) New York will
introduce its WB11 Morn-
ing News in June. Fea-
tured personalities will be
Lynne White, formerly of
WNYW(TV) New York’s
Good Day New York; wpix
late news anchor John
Muller; entertainment
reporter Lynda Lopez
from VH-1’s The Daily
One; and weather anchor
Linda Church.

Vice President and Gen-
eral Manager Paul Bis-
sonette said: “[t]he
tremendous growth in
viewer interest in morning
news coincides with an
increased emphasis on
news here. As we expand
our news programming, it
makes the most sense to
do so in a time period
where there is proven
viewer demand.”

All news is local. Contact
Dan Trigoboff at (301)
260-0923, e-mail
ditrig@erols.com, or fax
(202) 463-3742.




A wild and
Carsey guy

By Joe Schlosser

arsey-Werner is looking to create

its next big TV hit with former Sat-

urday Night Live and film star
Steve Martin.

The Hollywood studio has signed Mar-
tin, who is also an
author and play-
wright, and his
producing partner,
Joan Stein, to a
three-year devel-
opment deal that
will have the duo
developing and
producing series
television under
the banner of the
Martin-Stein Co.
The deal is Mar-
tin’s first foray into
series television
since 1986, when
he served as an executive producer on the
quickly exiting CBS sitcom, Leo & Liz in
Beverly Hills.

“Steve is not only one of the greatest
comedic talents of our time, but he is
also a renaissance man,” says Carsey-
Werner partner Caryn Mandabach.
“And Joan, who has a knack for finding
and shaping quality work, has estab-
lished herself as one of the most prolif-
ic producers in the business today.”

Martin quipped, “I am very excited
to be working with Carsey-Werner, but
even more excited not to be dead.”

Stein and Martin have worked
together since 1994, when they first
collaborated on the Broadway play,
Picasso at the Lapin Agile. The duo
have been trying to fit series TV into
their busy schedules for these past sev-
eral years and are looking to develop
network projects with a number of their
Broadway and film colleagues.

Martin has worn many hats of late,
producing Broadway plays, writing the
best-selling book Pure Drivel in 1998
and acting in various films, including
Father of the Bride, Roxanne and
Bowfinger. Last year, Stein produced
two of the four nominees for Best New
Play at the Tony Awards: The Lone-
some West and Side Man. ]

Martin: ‘I am very
excited to be
working for Carsey-
Werner, but even
more excited not to
be dead.’
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Calling all digital tiers

GE Americom launches compressed C-band service, its first turnkey effort

By Glen Dickson

atellite operator GE
s Americom is intro- _,

ducing a C-band
transmission  service
aimed at digital cable net-
works. The digital satellite serv-
ice, called Digital-C, will be
demonstrated live this week at NCTA’s
Cable 2000 show in New Orleans.

Although GE Americom already has
several large customers that use digital
compression technology to distribute
feeds on the space capacity they lease,
Digital-C is the company’s first attempt
to offer MPEG-2 satellite distribution
on a turnkey basis. It will be marketed
to new networks being launched as part
of digital cable tiers, particularly those
of start-up cable programmers.

“We’ll take it all the way from the
customer’s studio,” says Vice President
of Satellite Services Carl Capista.
“Customers with one channel can
come to us for a full package, and we’ll
arrange for playback, transport to the
uplink center, the uplink, and the
transponder capacity.”

The MCPC (multiple channel per
carrier) service is available immediate-
ly on the GE-1 bird, at bit rates ranging
from 3 Mb/s to 15 Mb/s, says Capista.

Digital-C will be priced by the bit,
although Capista isn’t disclosing spe-
cific pricing. The service includes fully
protected space segment as part of GE
Americom’s Cable2 neighborhood,
which encompasses both the GE-1 and

GE-4 satellites and counts Rainbow
Sports, MSG Network, Fox Sports Net,
InDemand, Pax TV and Telemundo as
customers.

For the past few years, GE Ameri-
com has been providing
headends with dual-
feed antennas
that can look at
both GE-1 at 103
degrees west longi-
tude and GE-4 at 101
degrees west.

Digital-C  will

offer end-to-end
transmission
through GE Ameri-

The Digital-C
service will be
demonstrated
live from the GE-
1 bird at NCTA.

com’s Digital Media Center in Wood-
bine, Md., which can accept videotape,
fiber or satellite feeds. The service is
also available on either the Motorola
DigiCipher II or Scientific-Atlanta
PowerVu transmission platforms, the
idea being that Digital-C customers
will probably be passed along in
MPEG-2 form from the headend to
subscribers’ digital set-tops without
ever being converted to analog.
“There’s very little analog shelf
space, and most of the new shelf space
will be in digital tiers,” says Capista.
“Either you go up analog and compress
at the headend, or you go up digital as
part of a bouquet.” n

OpenTV ports expand

Interactive TV firm’s system will now work on DCT-2000

By Glen Dickson

nteractive television firm
I OpenTYV says its set-top operating

system will now work on Motoro-
la’s DCT-2000, the first widely
deployed digital cable set-top in
North America.

The Mountain View, Calif.-based
company will be showcasing a vari-
ety of interactive applications run-
ning on the DCT-2000 this week at
NCTA in New Orleans, including e-
commerce, e-mail and video-on-

demand.

“With the functionality we’re going
to provide cable operators,” says
OpenTV President and CEO Jan
Steenkamp, “there will be a whole
new paradigm of services they can
offer.”

OpenTV has deployed its operating
system on more than 6 million set-tops
worldwide and counts BskyB and
EchoStar as customers, but it has no
deals with U.S. cable operators to use
its operating system. Steenkamp says
that should such a deal be closed, his




company could roll out interactive
services on the DCT-2000 by the third
or fourth quarter.

Roughly 4.5 million DCT-2000s
have already been deployed in the U.S.
and Canada, estimates Tom Jackson,
OpenTV’s senior vice president of
worldwide sales. Those boxes could be
updated with OpenTV’s software
through flash downloads over the
cable pipes; new ones could be
deployed with the OpenTV software
already in place.

Jackson says operators will be able
to create new revenue streams with the
DCT-2000 now and transfer those
interactive services later to the DCT-
5000, Motorola’s next-generation digi-

tal set-10p.

“Of the applications
that are available today,
we think we can run 95%
on the 2000,” says Jack-
son. “Operators can get it
launched and get it
going”*

In that vein, OpenTV
has made a $5 million
strategic investment in
video-on-demand sup-
plier DIVA. The compa-
nies will work together
to launch VOD and
other interactive servic-
es on the DCT-2000
platform.

—
—
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OpenTV will be able to deliver such interactive services
as round-the-clock weather information to existing
W digital set-tops.

support insertion of IP data
across the full bandwidth
of a QAM-modulated 6
MHz cable channel.

Grass Valley logs

Kalypso orders

The Grass Valley Group
says it has already received
several million dollars in
orders for its new Kalypso
Video Production center,
which combines switching
and mix/effects capabili-
ties. The Nevada City,
Calif.-based company has
shipped 30 Kalypso sys-
tems and has taken orders
for over 60 more from
news, sports and mobile
production customers.Early
customers include Australia
Broadcast Corporation,
Pittsburgh-based mobile
vendor NEP Supershooters,
and Fox O&O WAGA-TV
Atlanta.
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SkyStream unveils
cable router
After teaming with Motoro-

la [then General Instru-
ment] at the 1999 Western

Show to demonstrate how
cable operators can send
data within compressed
digital video streams, Sky-
Stream Networks has now
extended the idea into a

commercial product.
SkyStrean1’s DBN-45
source media router is
aimed specifically at “in-
band” data broadcasting
over cable pipes: inserting
IP packets into MPEG-2
compressed video streams
that can be stored and dis-
played by a digital set-top.
The product, which will
be demonstrated at NCTA
this week, is similar in
technology to SkyStream’s
DBN-25 and DBN-35
routers, which are aimed at
satellite and terrestrial DTV
applications, respectively.
It costs $37,500 and will

SKYSTREAM ‘.() NET

SkyStream’s DBN-45 router is aimed at ‘in-band’ data
broadcasting over cable pipes.

@ Less signal degradation:
@ Less hassle upgrading to HDTY:

Sre——————

@ Less rack space: @ And less time behind your router:

i
[}
}
¥
L
|
[

® Less cost:

GRASS VALLEY GRODUP
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Alex Thompson

President and CEO,
Mixed Signals
Technologies,

Culver City, Calif.

JOB: Running Mixed
Signals, which she
founded In 1997 to
develop data-insertion
products. Company
counts Sony Pictures
and Liberty Digital
among backers.

CAREER: Previously
founded ALEX FX,a
post-production
company, and worked
as a hardware engineer
at Power Computing.

EDUCATION: B.S.,
electrical engineering,
University of Maryland

FAMILY: Single

WOULD RATHER BE:
Watching the stars
using high-and thermal
imaging equipment and
a telescope

BEST LESSON: “If you
believe that you're
making the right
decision, it's probably
the right decision.”

TECHNICALLY SPEAKING WITH GLEN DICKSON

The sky’s the limit

Mixed Signals’ ITV DataFlo system is
used to deliver interactive versions of
Columbia TriStar’s game shows Jeopardy
and Wheel of Fortune to WebTV users.
Other clients include NBC, HGTV and
Game Show Network.

How many people are using the interactive
“Wheel of Fortune” and “Jeopardy” fea-
tures?

I know exactly, but I'm not allowed to dis-
close it. But what I can say is for our figures
of the WebTV installed base, which is about
600,000, almost 60% of the installed base
has registered to play, and over 45% to 50%
play more than twice a week. So it’s pretty
significant. A lot of people watch those
shows. It’s simple, it’s fun.

Have you tried to experiment with any digi-
tal TV broadcast signals?

We have, actually. We’re working with an
electronics manufacturer that’s making a
DTV receiver that’s sort of an ancillary con-
sumer electronics device. Really, what
that’s going to come down to for everybody
is, with that type of broadcast signal, they’re
going to create a set of rules. It’s going to be
just like captioning and multicast IP, etc.
Okay, we’re going to use this specification
for encoding data.

That specification may encompass ZIP
code addressability or any one of a number
of different things. It’s easy for us, because
we know how to grab or address the signal
based on a standard or a protocol that
somebody developed. As long as there’s a
receiver that’s programmed when it
receives the signal to look at a specific part
of it and decode and display what’s there,
our job is easy. The real tricky part is on
the side of those receiver manufacturers;
that’s the tough bit.

Do you think the DASE standard for DTV
data Is going to be the equivalent of ATVEF
for NTSC?

First of all, ATVEF has become such a mis-
nomer in the industry. ATVEF was a great
idea, but it’s just about dead at this point,
because it just wasn’t developed properly.
It’s a specification that references other
specifications. For instance, we don’t use
ATVEF for Wheel and Jeopardy; we use
EIA-746, which is referenced in ATVEF.
DASE, I think, has a lot more momentum
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behind it. As a specification, it’s better put
together, it’s much more thought out. As for
whether it gets adopted or not, unfortunate-
ly, it all comes down to politics in one form
or another. But I think it’s pretty sound.

What kind of feedback were you getting
from broadcasters at NAB, and how do they
see using your technology? How far evolved
is their vision of interactivity compared with
the people in the cable space?

The way we drive the conversation at this
point, is a broadcaster will come to us.
They’1l sit down, and usually they’ll drag an
engineer with them. We go, “Here’s the sim-
ple part. You have a video signal. Our equip-
ment can grab any video signal, incorporate
data and shoot it back out.” That’s easy. The
difficult thing—and the feedback we get
really has little to do with what we do as a
company right now—primarily involves
what’s going to happen as far as fulfilling
the technology to the consumer.

Wheel of Fortune and Jeopardy are good,
well-rounded applications. But what drives
television is advertising. And with all of the
capability that’s being talked about with
interactive advertising, when a consumer
clicks on something, the technology is
there, and we’re getting there, to have this
instant-response capability.

The problem is fulfilling on that promise
to the consumer. If the consumer says they’d
like a free sample of Special K, who’s going
to lick the stamp, slap it on that box and
send it to the consumer? A letter-size enve-
lope in the United States costs 33 cents to
send, and most people in the interactive TV
business are saying they want a minimum
50 cents per transaction. Well, if it costs 33
cents to just send a letter to somebody, and
the most valuable piece of data an advertis-
er can get is someone’s name, address and
telephone number, where’s the money to
make all this work going to come from?
That’s the question people are asking.

When these guys sit down at our table,
they say, “We understand that, technical-
ly, we can produce interactive TV. How
does this make sense from a business
point of view?”

What'’s your next big area?

We’re doing sports, we’re doing game
shows. I think sports is probably the next
big thing. ]
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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
l PICTURE

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

“On a ccmplex 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 HOW-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 filmmaker again.”

' HDCAM |

1-800-472-SONY ext. ECO

www.sony.com/professional

© 2000 Sony Electronics Inc. All rights reserved. Reproduction in whole or in pant without written permission is prohibited. Sony,
Complete. The Picture, Betacam and HDCAM are trademarks of Sony. Features and specifications subject to change without notice.
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C2K rings in new media

NCTA’s Cable 2000 show focuses on the Internet and interactive TV

By Ken Kerschbaumer

ew media” may be a buzz phrase
that is already wearing as thin as

“Generation Y,” but that isn’t
going to stop it from steamrolling
across NCTA’s Cable 2000 show this
week in New Orleans. After already
conquering the Consumer Electronics
Show and the NAB convention last
month, “new media” need a new vic-
tim. The impact will be felt in nearly
every booth in the Big Easy.

Content providers will need to show
operators that their programming serv-
ices will offer interactive services that
will help mnake broadband access more
attractive, while hardware vendors will
need to provide solutions that will
allow interactive content to reach the
home easily.

The buzz around new media may
cause a “been there and done that”
feeling, along with flashbacks to Time
Warner’s infamous Orlando, Fla., trial.
But Keith Kocho, CEQO of Extend-
Media, says that the Internet will make
all the difference this time. Extend-
Media, founded in 1991, creates inter-
active programming and manages the
integration and delivery of interactive
content for clients including PBS, New
Line Cinema and Cablevision. “We’re
building an interactive service for a
major cable MSO in a large market,”
says Kocho. “We’re building a series of
specific interactive channel offerings
on the ITV and broadband infrastruc-
ture to their consumer base.”

“Previously, the underlying primary
business model of interactive TV was
video-on-demand. That was really a thin
threat to put Blockbuster out of busi-
ness, and consumers didn’t really care
about it,” he explains. ‘“Today, it’s more
than just marrying the utility of the
Internet to the entertainment power of
television. Interactive services will
address the consumer impulse to want
more when watching a linear narrative.”

Cut deals now

Cable networks like Bravo are getting
ready for interactive content. “Opera-
tors shouldn’t focus on sniffing out
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When the Independent Film Channel presented ‘The Name of This Film is Dogme95,’

its Web site featured a behind-the-scenes look at the making of the documentary.

interactive technologies or sitting
through demonstrations of services,”
says Joe Cantwell, executive vice pres-
ident, New Media, for Bravo. “This
show should be more about cutting
deals than looking into the future in

i some hypotheti-
cal way.”

One of those
companies look-
ing to sign deals
is Liberate Tech-
nologies, which
is competing
with Microsoft
and Open TV in
the set-top plat-
form business.

Liberate

defining the relationship between
Bravo’s cable content and interactive
content, says the relationship between
cable and the Internet has already been
defined: A cable operator will need to
offer Internet access. Cantwell says the
cable industry is
actually in a situ-
ation similar to
where it was 24
years ago. At that
time, operators
were on the
fence about sim-

Technologies’
Kertzman: ‘I believe
almost everyone will

“I believe al-
most everyone

ply being a

' retransmission

w3 service vs. being

New Media’s a true packaged-

Cantwell: ‘This content provider.

show should be “Just how
more about cutting

deals than looking
into the future in
some hypothetical

much do they
want to get their
hands dirty in

be deploying }’Vlll be dpploymg

interactive services 1nteractive serv-

in some form in the ices in some
¥

U2 e form or another

in the next year,”

says Mitchell Kertzman, Liberate pres-

ident and CEO. “And I think what’s

changed is, it isn’t a question of if but

when. I don’t know anyone who is say-
ing “if.””

Cantwell, who is involved with

way. shaping and
delivering con-
tent that matters to their customers?”
says Cantwell. “I don’t have a sense
that that question has been answered.
And my challenge to the operators
would be to get your hands very dirty,
because somebody else is willing to
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bundle it if you’re not.”

A new type of content, it appears,
may look to become king. “Content
drives viewers. It’s not technology,”
says Kertzman. “Consumers want all
the great content. Remember, color TV
didn’t take off until Bonanza started
being broadcast in color. And as a tech-
nology supplier, we think we have to
provide the tools and capabilities to
provide a compelling viewing experi-
ence.”

Looking for AOL

Liberate is providing technology to
AOL for its AOL TV platform, and,
while AOL doesn’t have a booth at
Cable 2000, it will have a presence—in
the Liberate booth.

“A lot of people are dying to see
what AOL TV is going to look like, and
the only place to see it is in the Liberate
booth,” adds Kertzman. “AOL is going
to do virtual channels, so there’s the
opportunity for traditional broadcasters
and cable chan-
nels to provide
additional inter-
active content,
and there’s an
opportunity for
people that don’t
get  carriage
today to do pro-
gramming on
these channels.
One of the things
that is true is that
television  is
going to change

Tribune Medla
Services’
Needleman: ‘The
question is how
does cable keep the

viewer interested?’  alot”
The challenge
facing cable

operators is threefold, according to
those involved in the interactive envi-
ronment. First, there is the need to
build out a physical plant that can han-
dle the demands of a broadband-hun-
gry public. But beyond that, there is the
need to build a parallel content track
that will ensure that, once the broad-
band capabilities are in place, the con-
sumer can easily tap into a new set of
offerings. And then there is also the
challenge of marketing services in a
competitive environment.

“This is definitely the beginning of
an industry, and there are challenges,”
says Jonathan Marx, president of ISP
Channel. “It’s the beginning of chang-
ing the delivery of content. The indus-
try is emphasizing increased speed
over dial-up access, but, at some point,
users are going to feel like they have a
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ESPN’s new game, ‘3Play, was Iaunched
on April 1 and has had 650,000 players.

car that can go 70 miles per hour but
where do they go?”

Not ‘ancillary service’

Marx says broadband-related ex-
hibitors won’t be alone in emphasizing
interactive services at this year’s show.
“I think we’re going to see a lot more
emphasis on the major programmers
going interactive. Today it’s just ESPN
or CNN, but you’ll see more cable Web
sites starting to stream media.”

For ESPN, the Internet is part and
parcel of its effort to connect with
viewers. “The macro issue is the rela-
tionship of cable networks with Inter-
net, and I think, among the cable net-
works, we were one of the first to
establish a position on the Internet,”
says John Skipper, senior vice presi-
dent and general manager, ESPN
Internet Group. “We’ve never per-
ceived this as an ancillary product. Qur
business is to be wherever sports fans
are, and that means bringing them real-
time stats and scores as well as other
content.”

Skipper points to ESPN’s recent
draft-day coverage, which included a
constant push and pull with its over-
the-air coverage. And he does think
video streaming will grow from a niche
product to a core product, in time.

“We do quite a bit of both audio and
video streaming, and we do it now as
an added benefit to a small segment of
our users, maybe 5% or 6%. But that
number is going to grow as it becomes
easier and easier for a household to
hook up to broadband content. I've
seen reports that it will hit 15% in 18
months and 25% in two years. But
we’re probably four or five years away
from penetration around 50%.”

Another recent success for ESPN
was its “3Play,” a new game available
on its site. It launched on April 1 and
has already had 650,000 people play a
total of 4 million games. “We’re

experimenting a bit with enhanced tel-
evision, and we’ll have to figure out
new applications for it,” says Skipper.
“We expect to be there in a meaning-
ful way.”

Keeping viewers interested

Bravo was the first programmer to
offer an independent feature film over
broadband (in 1998), and Cantwell
says the approach taken by Bravo and
the Independent Film Channel is to
offer branded content on the Web sites
that is similar to the TV content. The
difference is it’s created to take advan-
tage of the Internet medium. “For us,
that means short-burst video, a lot
more depth, and the ability for the user
to make some of that content
portable,” he says.

Electronic program guides are also
looking to the Internet as a way to reach
viewers. “The consumers are faced with
anumber of choices now,” says Barbara
Needleman, vice president, entertain-
ment products,
Tribune Media
Services (TMS),
which offers the
ZAP2IT elec-
tronic program-
ming guide. “The
question is how
does cable keep
the viewer inter-
ested? With
satellite having
access to local
channels, the
message  the
operator gets out
in the local mar-
ket is important.”

If operators aren’t interested in
implementing interactive technology
today, Bravo’s Cantwell says, they
should make sure that any new cable
programming services they sign on
have a Web or interactive component in
the works.

“I don’t think they should launch a
single video-only network today, and I
believe in that strongly,” he explains.
“The operator has to demand that the
programming partner come up with the
goods that will help the operator grow
the business for the long haul. Today,
it’s about video product and broadband
product, but tomorrow it’s going to be
about interactive television. If the cable
programmer isn’t moving in that direc-
tion, the programmer is offering a one-
note song that won’t play in five
years.” ]

ISP Channel’s Marx:
‘l think we're going
to see a lot more
emphasis on the
major programmers
going interactive.’

- ueell .
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By Ken Kerschbaumer

A twist on streaming
video content

Traditional video content
creators view the Internet
as a new distribution tool
and a way to get their con-
tent in front of viewers.
Nontraditional video con-
tent creators view the
Internet as rhe distribution
tool for getting their con-
tent in front of viewers.

And then there’s Cam-
eraPlanet.com.

Visitors to CameraPlan-
et.com are more than just
visitors; they also help
create the content. They
submit story ideas via e-
mail, and, if CameraPlanet
finds the story interesting,
it will help the visitor pro-
duce a video to be
streamed on the site. Cam-
eraPlanet is currently
signed on with three part-
ners—Fast Company,
Court TV and
Alloy.com—which have
“channels” on PlanetCam-
era.com Web.

It’s all part of tapping
into the sense of connect-
edness that drives the
Internet.

“People go to the Web
not looking for linear pro-
gramming but rather to be
part of something,” says
Steven Rosenbaum, Cam-
eraplanet.com founder
and president. “Viewers
have great access to story
content, and we add the
journalism.”

For Rosenbaum, the
goal is to create a sense of
community. “We make
really innovative, original
content that adds video to
a Web site and does it in a
way that makes the com-
munity members feel like
they’re actually partici-
pants in the Web site
rather than just viewers,”
he explains. “TV on the
Web is about empowering
individuals to tell new sto-
ries, not just distributing
the same old stories.”

Talking with Rosen-
baum makes clear that he’s
a hopeless TV romantic,
harking back to the days
when three networks ruled
the planet and everyone
came into school talking
about the hot TV show of
the day, whether it was
Bonanza or Twin Peaks.

Bata v5.0

About

Channels

Inside information

Submit s Story
psop i

Partner info.

mCameraPlanet.com | Simple, Secure
- &
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Private crio uere bipe decmios

Visitors to CameraPlanet.com submit ideas for videos. The
best will be produced and streamed on the site.
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He explains that, while
cable has added choice, it
has made the sense of
community a lot less
obtainable. There’s a touch
of irony in that the medi-
um offering the ultimate in
choice will also destroy
the sense of community.
Of course, singing the
hippie praises of commu-
nity gets a business only so
far. CameraPlanet.com
does have a business
model, based on what
Rosenbaum calls “contex-
tual” advertising. “By
going to a site, you tell a
little bit about yourself,’
he says. “In fairly short
order, you’ll find a couple
of Web sites that interest
you. And each site is going
to say, we want to create
an environment for you.”
According to Rosen-
baum, building the site has
cost CameraPlanet.com’s
parent company,
BNNtv.com, more than
$1million. He is in discus-
sions with more than 25
possible affiliates and
expects more deals to be
announced shortly.

ESPN Internet
Group still sticky
ESPN Internet Group
(EIG) is claiming the title
of stickiest sports content
on the Web, with users
spending an average of
nearly 42 minutes on EIG
sites in March, according
to Media Metrix. By com-
parison, the second-ranked
sports Web site, NSL.com,
registered 27.6 average
minutes per unique user in
March. Sportsline.com
was third at 22.1 minutes,
and Fox Sports averaged
8.3 minutes per user.

Prime One Solutions
Now CaritaSoft

Austin, Texas-based Prime
One Solutions has
changed its name to Cari-
taSoft. The company
offers the CVM Suite,
products designed to allow
providers of broadband
services easier access to
information on customers.
Users of the software
can get a single-view of
customer activity, auto-
mate closed-loop market-
ing campaigns, and deliver
real-time business reports.

Ogilvylnteractive
forms App Lab

Ogilvylnteractive has
established the Ogilvyln-
teractive Applications
Laboratory to create Web
applications that will
allow seamless movement
among entertainment,
information gathering, and
commerce. Dr. Robert E
Henrick will head the new
unit. He joins Ogilvylnter-
active from Lucent, where
he initiated and led the
company’s internal ven-
ture, MyNetWorks, a Web
application for managing
business communications.

Oh, look. Another

Internet first

HOB.com is offering the
Internet’s “first ever” live-
music video digital down-
load (VDD) service.

The service offers an
evolving live-music
archive, covering a broad
range of musical styles.
The HOB.com VDD serv-
ice will also tap House of
Blues venues, giving
HOB.com the means of
offering additional video
download titles within
hours of an artist’s per-
formances. The VDDs will
be offered at $2.99 per
track.
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About the
Only Kind of

Video Server
We Won’t Cover

On May 22, Broadcasting & Cable will serve up all the latest
information on video servers. This report will provide everything
you need to know on the newest technology and applications.
Plus, we'll provide a rundown of some of the biggest players —
and most promising upstarts — in the video server market.

This will be the industry's most comprehensive report on video
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the industry.
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KMGG{FM), KSRO{AM)-KFGY(FM) and
KXFX(FM) Santa Rosa, Calif.

Price: Up to $25 million

Buyer: Emerald City Radio Partner-
ship L.L.C., Washington (Paul W.
Robinson, principal); owns two other
AMs and five other FMs

Seller: Amaturo Broadcasting L.L.C.,
Santa Rosa (Lawrence V. Amaturo,
managing member). Amaturo aiso
has interest in one AM and two FMs
Facilities: kMGG: 97.7 MHz, 250 W,
ant. 1,122 ft.; ksro: 1350 kHz, 5 kW;
KFGY: 92.9 MHz, 2.3 kW, ant. 1,800
ft.; kxFx: 101.7 MHz, 2.2 kW, ant.
1,056 ft.

Formats: KMGG: oldies; KSRO:
news/talk; kFGy: country; kxrx: AOR

WTTB({AM)-WGYL(FM) Vero
Beach/Fort Pierce, Fla.

Price: $5.15 million

Buyer: Vero Beach Partners Il, Boca
Raton, Fla. (Mitchell Rubenstein,
director); owns two other AMs and
two other FMs, including wraw(Fm)
Vero Beach/Fort Pierce

Seller: Sandab Communications LP
I, Baltimore (Steve Seymour, presi-
dent); owns two FMs in Cape Cod,
Mass.

Facilities: AM: 1490 kHz, 1 kW; FM:
93.7 MHz, 50 kW, ant.475 ft.
Formats: AM: Music of your Life; FM:
soft AC

Broker: Blackburn & Co.

KBBS(AM)-KLGT(FM) Buffalo/Gillette,
Wyo.

Price: $1.05 million

Buyer: Legend Communications of
Wyoming LLC, Eliicott City, Md.
(spouses Larry and Susan Patrick,
principals); owns/is buying two other
AMs and four other FMs. Patricks
OWN WJEH(AM)-WRYV(FM) (formerly
WJEH) Gallipolis, Ohio

Seller: Communications Systems lll,
Buffalo (spouses Albert L. and Judy
Wildman, principals); no other broad-
cast interests

Facilities: AM: 1450 khz, 1 kw; FM:
92.9 mhz, 100 kw, ant. 85 ft.
Format: AM: oldies; FM: country
Broker: Patrick Communications

WUMX(FM) Charlottesville, Va.
Price: $5.9 million

Buyer: Clear Channel Communica-
tions Inc., San Antonio (L. Lowry
Mays, chairman; Randy Michaels,
president, Clear Channel Radio);
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owns/is buying 19 TVs, 162 AMs and
324 other FMs, including wcHv(Am),
wkav(am) and wvsy(Fm)Char-
lottesville, wvao-Fm Crozet/Char-
lottesville and wCyk-Fm
Stauton/Charlottesville, Va. Note:
Clear Channel is buying AMFM inc.,
which owns/is buying 124 AMs and
319 FMs

Seller: Air Virginia Inc., Char-
lottesville (David Mitchell, principal);
no other broadcast interests
Facilities: 107.5 MHz, 300 W, ant
983 ft.

Format: Rock

Broker: Media Services Group

WVOA(FM) De Ruyter/Syracuse, N.Y.
Price: $5 million

Buyer: Clear Channel Communica-
tions; owns/is acquiring wass(Fm),
WHEN(AM), WSYR(AM), WWHT(FM) and
wyyy(Fm) Syracuse and WHCD(FM)
Auburn/Syracuse; is buying
wumx(FMm) Charlottesville, Va. (see
preceding item)

Seller: CRAM Communications LLC,
Syracuse (Sam Furco, CEQ); owns
wsIv(am) Syracuse. Furco has inter-
est in woLF-FM Oswego and wWOLF(AM)
Syracuse, N.Y.

Facilities: 105.1 mhz, 42 kw, ant.

541 ft.
Format: Religion

Construction permit for new FM in
Hicksville, Ohio

Price: $512,000

Buyer: Fallen Timber Communica-
tions Inc., Elkhart, Ind. (Alec C. Dille,
principal). Dille also has interest in
four AMs and seven other FMs

Seller: GMA Broadcasting Corp.,
Hilton Head, S.C. (Richard H. Heibel,
principal); no other broadcast inter-
ests

Facilities: 106.7 MHz, 6 kW, ant. 300 ft.

Construction permit for KAYF{FM)
Starbuck, Minn.

Price: $200,000 (for stock)

Buyer: Thomas E. Ingstad, Min-
netonka, Minn.; owns/has interest in
seven AMs and six other FMs
Seller: Digital Broadcasting Co.
L.L.C., Minneapolis (Terrance W.
Moore, managing member); no other
broadcast interests

Facilities: 97.3 MHz, 50 kW, ant. 492 ft.

KQTL(AM) Sahuarita/Tucson, Ariz.
Price: $3.3 million

Buyer: Radio Unica Communications
Corp., Miami (Joaquin F. Blaya, presi-
dent); owns/is buying 15 other AMs
Selter: CIMA Broadcasting L.L.C., Tuc-
son (Raul B. Gamez, CEO/general
manager); no other broadcast interests
Facilities: 1210 kHz, 10 kW day, 1
kW night

Format: Regional Mexican

Broker: Serafin Bros.

Construction permit for WALD(AM)
Walterboro, S.C.

Price: $76,000

Buyer: John H. Pembroke, Taillahas-
see, Fla.; owns waac(am) Chipley, Fla.
Seller: Frankie Green, Charleston,
S.C.; no other broadcast interests
Facilities: 1080 kHz, 2.5 kW

69.7% of WKWL(AM) Florala, Ala.
Price: Up to $13,000 ($10,000 cash
and up to $3,000 assumption of
debt)

Buyer: Robert Williamson,
Crestview, Fia.; no other broadcast
interests

Sellers: J.C. Tew, Florala; no other
broadcast interests

Facilities: 1230 kHz, 1 kW
Format: Southern gospel

—Compiled by Alisa Holmes
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The big news on the Intemet is
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DATEBOOK

May 22—George Foster Peabody Awards, 59th annual presen-
tation, luncheon, Wabkdorf-Astoria, Mew York. Reception 11:30 a.m.,
program 12:30 p.m. Cantact: Dr. Barry Sherman (706) 542-3787
June 4-7—SCTE Annual Engineering Conference and Cable-
Tec Expo 2000, Las Vegas Convention Center, Las Vegas. Con-

tact: Marci Dodd (610) 363-GBEE.

Seth Morrison (703) B37-6546.

MAJOR MEETINGS

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

Sept. 13-16—Radlo-Televizion News Directors Association.
International Conference and Exhibition, Convention Center, Min-
naapaofis. Contact: Rick Osmanski (202) 467-5200,

(202} 428-4194,

TTo-3527.

Sept. 20-23——National Association of Broadcasters Radic
Show. Moscone Center, San Francisco Contact: Gene Sanders

Nov. 28-Dec. 1—Callfornia Cable Television Association
Western Show. Los Angeles Convention Canter, 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

April 21-26, 2001 —National Association of Broadcasters
Annual Convention. Las Vegas. Contact: Kathleen L. Muller (202)

THIS WEEK

May 7-9—Pennsylvania Association of Broad-
casters 60th annual convention. Hotel Hershey, Her-
shey, Pa. Contact: Richard Wyckoff (717) 534-2504.
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 8-10—eMarketWorld @d:tech.San Francis-
¢0. San Francisco Hilton & Towers, San Francisco.
Contact: Lee Hall (800) 535-1812.

May 10—Quinnipiac College Fred Friendly First
Amendment Award presentation. Metropolitan Club,
New York City. Contact: Lou Adler (203) 288-5251.
May 12—Promax/BDA Digital Masters, Digital
Methods, inaugurai educational event. City Universi-
ty of New York (CUNY) Graduate Center, New York.
Contact: Don Ciaramella (212) 986-7080.

May 13—Television News Center. Reporter Train-
ing. Ventana Productions, 1825 K Street, NW, Wash-
ington. Contact: Herb Brubaker (301) 340-6160.
May 13-17—American Center for Children and
Media Summit 2000. Toronto. Contact: Joe Pereira
(416) 515-0466.

ALSO IN MAY

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 19-24—National Association of Black
Owned Broadcasters annual spring conference.
Renaissance Grand Beach Resort, St. Thomas,
U.S. Virgin Islands. Contact: Petreinnah Acosta-
Pelle (212) 370-5483.

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

May 27—Television News Center Anchor Train-
ing. 1510 H Street, NW, Washington. Contact: Herb
Brubaker (301) 340-6160.

June 1—Entertainment Development Corp. of
Las Vegas Plug into Entertainment 2000. MGM
Grand Hotel & Casino, Las Vegas. Contact: Trudi
Ashworth (702) 368-2890.

June 1-4—Foundation World Television Forum
Montreux World TV Forum. Montreux, Switzerland.
Contact: George Waters 011-353-1-668-0058 (Ireland).
June 3-6—CAB 7th annual Local Sales Man-
agement Conference, Denver. Contact: Nancy
Lagos (212) 508-1229.
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June 4-7—SCTE Annual Engineering Confer-
ence and Cable-Tec Expo 2000. Las Vegas Con-
vention Center, Las Vegas. Contact: Marci Dodd
(610) 363-6888.

June 5-6—NJBA/MDCD Mid-Atlantic States
Expo. Caesars Hotel and Casino, Atlantic City, N.J.
Contact: Phil Roberts (888) 6522-3663. (extra digit
on phone number correct)

June 5-8—SCTE Cable-Tec Expo 2000. Las
Vegas Convention Center, Las Vegas. Contact:
Marci Dodd (610) 363-6888, ext. 217.

June 6-8—eMarketWorld @d:tech.Hamburg. The
Kempinski, Hamburg, Germany. Contact: Lee Hall
(800) 535-1812.

June 9-11—Radjo and Television News Directors
Foundation and Pew Center Workshop Civic Jour-
nalism 2000 Elections Workshop. Union Station Hotel,
Nashville, Tenn. Contact: Avni Patel (202) 467-5215.
June 9-12—PBS Annual Meeting. Opryland
Hotel, Nashville, Tenn. Contact: (703) 739-5001.
June 14-17—Promax/BDA annual conference.
Ernest N. Morial Convention Center, New Orleans.
Contact: (310) 788-7600.

June 15—Radio Advertising Bureau Radio-Mer-
cury Awards. Starlight Roof of the Waldorf-Astoria.
New York. Contact: Renée Cassis (212) 681-7222.
June 16-17—Nevada Broadcasters Association
Golf and Tennis Tournament and Awards Luncheon,
annual Hall of Fame dinner-dance, Desert Inn Country
Club, Las Vegas. Contact: Bob Fisher (702) 794-4994.
June 16-18—RTNDF TV Producers Workshop for
Women and Minority News Professionals. Syracuse
University, Syracuse, N.Y. Contact: Micheille Thi-
bodeau Loesch (202) 467-5206.

June 18-21—Cable Telecommunications Asso-
ciation of Md., Del., and D.C. Annual Conference.
Sheraton Fontainbleau Hotel, Ocean City, Md. Con-
tact: Wayne O'Dell (410) 266-9111.

June 19-22—New York State Broadcasters
Association 39th annual Executive Conference.
Sagamore Resort Hotel, Lake George, N.Y. Con-
tact: Mary Anne Jacon (518) 456-8888.

June 21-23—International Association of
Broadcasting (AIR/1AB) General Assembly.
Madrid, Spain. Contact: Dr. Hector Oscar Amegual
5982-488129 (Montevideo, Uruguay).

June 23-24—Radio and Television News Direc-
tors Foundation Newsroom Decision-Making Work-
shop. Marriott Country Club Plaza, Kansas City, Mo.
Contact: Mercedes Cooper (202) 467-5252.

June 25-27—SkyLight Satellite Network Inspo
2000 conference. Northwestern College,.St. Paul,
Minn. Contact: Dale Davis (651) 631-5032.

June 27-28—University of Nevada, Las Vegas
and Television News Center World Journalism
Conference. Tropicana Hotel and Resorts, Las
Vegas. Contact: Herb Brubaker (301) 340-6160 or
Chris Schearer (702) 895-3598.

June 28—International Festival of Arts and
Ideas of New Haven The Commercial Closet. New
Haven Gay and Lesbian Community Center, 50
Fitch Street, New Haven, Conn. Contact: Michael
Coliins (203) 281-8984.

June 28-30—eMediatainmentWorld Los Ange-

les Convergence Marketplace for Media and Enter-
tainment internet Content and Technology. Westin
Bonaventure Hotel, Los Angeles. Contact: Rebecca
Williams (800) 535-1812, ext. 181.

July 16-19—CTAM Summit. Hynes Convention
Center, Boston. Contact: Seth Morrison (703) 837-
6546.

July 23-25—North Carolina Association of
Broadcasters Annual Convention. Holiday Inn Sun-
spree, Wrightsville Beach, N.C. Contact: JoAnn
Davis (919) 821-7300.

July 31-Aug. 2—National Cable Television
Cooperative's 16th Annual Members Meeting.
Doubletree Hotel, Newport, R.l. Contact: Caprice
Caster (913) 599-5900 ext. 305.

Aug. 7-8—Association of National Advertisers
Seminar. Rye Town Hilton, Rye Brook, N.Y. Contact:
(212) 697-5950.

Aug. 11-12—Radio and Television News Direc-
tors Foundation Newsroom Decision-Making
Workshop. Denver. Contact: Mercedes Cooper
(202) 467-5252.

Aug. 15-16—Access Conferences International
Interactive TV launches USA. Windows on the
World, New York City. Contact: Johana Karmano
+44(0) 7840 2700.

Aug. 17-18-—Access Conferences International
Virtual Studios and Virtual Production. Windows on
the World, New York City. Contact: Johana Karmano
+44(0) 7840 2700.

Aug. 26-29—American Women in Radio & Tele-
vision Association 2000 AWRT Annual Conven-
tion. Regal Biltmore Hotel, Los Angeles. Contact:
(703) 506-3290.

SEPTEMBER

Sept. 8-12—/BC 2000 International Broadcasting
Convention. Amsterdam, Netherlands. IBC office:
Aldwych House, 81 Aldwych, London WC2B 4EL,
U.K. Contacts: Robin Lince, Gina Christison, Jarlath
O’Connell 44-20-7611-7500.

Sept. 13-16—RTNDA International Conference
and Exhibition. Convention Center, Minneapoiis.
Contact: Rick Osmanski (202) 467-5200.

Sept. 18-20—Association of National Advertis-
ers Seminar. Ritz-Carlton, Phoenix. Contact: (212)
697-5950.

Sept. 20-23—NAB Radio Show. Moscone Cen-
ter, San Francisco Contact: Gene Sanders (202)
429-4194.

OCTOBER

Oct. 3-4—Instinct Services Group (ISG) IMX (inter-
active music expo). Los Angeles Convention Center,
Los Angeles: Kimberlee Lauer (310) 201-8855.

Oct. 4-5—/owa Public Television lowa DTV Sym-
posium 2000. West Des Moines Marriott, West Des
Moines, lowa. Contact: Marcia Wych (515) 242-4139.

—Compiled by Beatrice Williams-Rude
{bwilliams@cahners.com)
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A SeaChange to VOD

dead end at Digital Equipment
A Corp. turned into an avenue of op-

portunity for Bill Styslinger, presi-
dent and CEO of video-server supplier
SeaChange International.

He was a top executive at now-defunct
DEC in 1990 when he was charged with
finding applications for the computer com-
pany’s powerful new Alpha microprocessor.

“We didn’t find any,” he says wryly. “So
that was kind of a sad circumstance.”

What Styslinger and his team did dis-
cover, however, was a large opportunity
for storing video and making it available
through networks. He pushed to set up a
cable television unit within DEC to pursue
it, getting a go-ahead from company
founder Ken Olsen.

Styslinger and his team, which included
engineer Edward McGrath and marketer
Ed Delaney, first looked at residential
video-on-demand. But that required too
much expensive disk storage as well as
cable bandwidth to be economically feasi-
ble at the time.

“You could quickly calculate on a small
piece of paper how that didn’t work,” Stys-
linger notes. “You were talking $10,000 to
$30,000 a stream for the server.”

Cable ad insertion, however, was a prob-
lem Styslinger considered solvable. Replac-
ing tape-based systems with MPEG-com-
pressed disk storage would dramatically
reduce labor and maintenance costs, help
eliminate errors and allow cable operators
to easily target different geographic sectors
of their market with customized spots.

Unfortunately, DEC’s core corporate
computer business was falling on hard
times, and Robert Palmer, Olsen’s succes-
sor, closed the cable initiative.

Styslinger, McGrath and Delaney asked
for permission to go out on their own and
left in July 1993 to form SeaChange.

Jumping ship to form a start-up was a
bold move for Styslinger, a 15-year DEC
veteran. He had come up through the ranks
in New York, managing the company’s
bank and securities business, which grew
from $5 million annually to $250 million
during his tenure. He also launched DEC’s
“All in One” integrated office system,
which used a combination of terminals,
computers, networks and PCs to allow
financial professionals to work on docu-
ments simultaneously and was a $1 bil-
lion-plus annual business in the mid ’80s.

It was Styslinger’s extensive banking
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“The next big move
Jfor us is personal
television. You start
out with movies, and
vou add other
applications to that.”

William
Styslinger

President, CED, SeaChange
international, Maynard, Mass.;
b. San Francisco, April 7,
1946: B.S., applied
mathematics, University of
Buffalo, Buffalo, N.Y., 1969;
compurter programmer, IBM,
White Plains, N.Y., 1969;
manager of service bureau,
Compudata, Stony Point, N.Y.,
1969-74; salesman, Xerox
Data Systems, New York, 1974-
78; sales manager/district
sales manager, Digital
Equipment Corp., Mew York,
1978-90; executive assistant,
general counsel and executive
committee, Digital Equipment,
Maynard, Mass., 1990-91;
cable business unit manager,
Digital Equipment, Mariboro,
Mass., 1991-93; present
position since 1993; m. Joyce
Christie, August 20, 1977;
daughter, Kimberly, 19.

experience that convinced him that digital
ad insertion was viable. “We replaced the
whole operation with a network with a lot
of automation and remote management,’
he says.

SeaChange’s initial seven staffers, all
from DEC, set out to build a business on a
shoestring budget that was raised mostly
by Styslinger and a few friends. Most
worked without salary for the first year;
Styslinger and his colleagues were too
conservative to seek financing from ven-
ture-capital firms. “I would say the whole
amount was less than $300,000, and that
got us through our first 18 months.”

Notes Delaney, SeaChange’s vice pres-
ident of marketing and business develop-
ment, “As I look back on it, there didn’t
appear to be a lot of trepidation or worry.
It just seemed like the right thing to do.”

SeaChange delivered its first video-
server product, comprising off-the-shelf
storage and SeaChange-developed soft-
ware, to Time Warner Cable in Manhattan
in April 1994. The company grew quickly,
posting revenues of $5.7 million in 1994,
$23.2 million in 1995 and $49.3 million in
1996. It went public in November 1996,
raising roughly $24 million in proceeds,
and has a market capitalization today of
more than $700 million. First-quarter rev-
enues for fiscal 2000 were $22 million.

While snatching up roughly 80% of the
U.S. cable digital ad-insertion market,
SeaChange has broadened its focus to
include near video-on-demand (NVOD)
systems, big sellers in Europe; hotel VOD
systems; and broadcast servers.

But the next big opportunity, Styslinger
believes, is cable VOD. SeaChange’s
VOD system is currently being tested by
Time Warner and Comcast, and the com-
pany just struck a deal to integrate its
servers with TV Guide’s interactive EPG.

With disk-storage costs dropping dra-
matically, Styslinger foresees a future in
which cable operators will be able to offer
all the functionality of a personal video
recorder from a large headend server.

“The next big move for us is what we
started out to do, which is personal televi-
sion, largely video-on-demand played to
the residence,” he explains. “You start out
with movies, and you add other applica-
tions to that. Ultimately, you end up where
the infrastructure is able to work like
Replay and TiVo are able to work today.”

—Glen Dickson
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BROADCAST TV

Jim Burke, executive VP, sales and
marketing, Fox Television Stations
Inc., Los Angeles, named president,
sales, and for 11 Fox-owned regional
sports networks.

Anna Carbonell, director, station rela-
tions, wNBC(TV) New York, named
director, press and public affairs.

Jeffrey N. Sales,
GM, KOLD-TV
Tucson, Ariz.,
joins WKMG-TV
Orlando, Fla., as
VP/GM.

Vincent Manzi,
general sales man-
ager, wLVI-TV
Cambridge, Mass.
(Boston area),
named VP/GM.

Mark Mulholland,
corporate director,
marketing, Lee
Enterprises Inc.,
Davenport, lowa,

' joins WFLA-TV
Tampa, Fla., as
VP, marketing.

Catherine A. Car-
bone, account
executive, Hamp-
ton Roads Office
Furniture, Norfolk, Va., joins
wtvz(Tv) Norfolk, as account execu-
tive.

Mulholland

PROGRAMMING

Ted Rubin, director, labor relations,
Warner Bros., Burbank, Calif., named
VP, labor relations.

Karen Cassell, VP,
public relations,
TNT, Atlanta,
named senior VP.

Christie Dreyfuss,
executive in
charge of produc-
tion, Scholastic
Productions, New
York, joins Nel-
vana Limited, as
director, develop-
ment, Los Angeles.

Cassell

Appointments at Fox Channels Group,
Los Angeles: Michael Biard, attorney,
Heller Ehrman White & McAuliffe,
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Los Angeles, joins as director, affiliate
business affairs; Don Green, marketing
specialist, Nissan Motor Corp., Tor-
rance, Calif., joins as director, field
operations; Suzanne Holtermann,
national director, affiliate marketing,
The Health Network, Orlando, Fla.,
joins as affiliate marketing manager.

Appointments at ESPN, Bristol,
Conn.: Donna Campbell, assistant con-
troller, named VP/controller; Willy
Burkhardt, senior VP and managing
director, ESPN International, named
executive VP, Enterprises and ESPN
International, New York.

Cami Winikoff, executive VP and chief
administrative officer, Trimark Pic-
tures, Marina Del Ray, Calif., named
COO0.

Jamie Chasalow,
director, consumer
insight, Fox Fami-
ly Worldwide, Los
Angeles, named
VP, consumer
insight.

John Smith,
regional VP, affili-
ate relations, In
Demand, Buck-
head, Ga., joins
TVN Entertainment there as VP, trans-
actional content distribution.

Laureen Ong, VP/GM, wWTTG(TV)
Washington, joins National Geograph-
ic Channel, there, as president.

Cynthia Rubins, director, client busi-
ness systems, USA Network, New
York, named VP, sales/business inte-
gration, USA Cable.

John West, VP, integrated sales and
marketing, Outdoor Life Network,
Stamford, Conn., named senior VP,
advertising sales, Speedvision and
Outdoor Life Network.

John Jones, senior music programmer,
MuchMusic/Much More Music,
Toronto, joins The Box Music Net-
work, Miami Beach, Fla., as VP, pro-
gramming.

Larry Novenstern, senior VP and direc-
tor, sports marketing services, BBDO
Worldwide Network, New York, joins
Sportvision Inc., there, as executive
VP, sales and marketing.

Barry Schulman, VP, programming
and program strategies, A&E Net-
work, is also serving as worldwide

Chasalow

FATES & FORTUNES e

chairman of The New York Festivals
International Television Programming
& Promotion Awards for the year
2000.

Clotilde Dillon, director, employee rela-
tions, Associated Press, New York, joins
MTV Networks, there, as VP, diversity.

Appointments at New Ventures Group,
Knoxville, Tenn.: Channing Dawson,
senior VP, new media, HGTV,
Knoxville, named senior VP; Michael
Evans, senior VP, assistant GM and
CFO, The Food Network, New York,
joins as senior VP, finance; John J.
deGarmo Jr.,, VP, Scripps Networks
affiliate marketing and local ad sales,
there, joins as VP; Harry Jenkins, VP,
software production, The Walt Disney
Channel, Los Angeles, joins as VP,
technology.

Franklin Watson, president, Manage-
ment and Marketing Consulting Inc.,
Tallahassee, Fla., joins Florida’s News
Channel, there, as GM.

Appointments at Blackboard Enter-
tainment, Oakland, Calif.: Glen
Yunker, VP, director sales, named sen-
ior VP, sales and acquisitions; M. J.
Worthington, regional sales manager,
Imperial Entertainment, Los Angeles,
joins as national sales manager;
Michael Rumensky, senior account
executive, Golden Books, New York,
joins as director, schools and libraries;
Ellen Trachtenberg, video buyer,
Library Video Company, Wynnewood,
Pa., joins as regional sales manager.

Tim Somers, central regional manager,
affiliate relations and sales, Fox Fami-
ly Channel, Oak Brook, Ill., joins
Rnethealth.com as central region VP,
affiliate sales for Recovery Network.

Bernie Mullin, principal, Aspire Group,
Denver, joins NBA, New York, as sen-
ior VP, team marketing and business
operations.

Appointments at Minnesota Wild, St.
Paul, Minn.: Laura Day, director cor-
porate development, Minnesota
Vikings, Minneapolis, joins as VP,
corporate partnerships; Steve Griggs,
VP, Sportsco International LP and
Skydome, Toronto, joins as VP, cus-
tomer sales and service; Matt Majka,
VP, product marketing, named VP,
marketing; Bill Robertson, director,
communications, named VP, commu-
nications and broadcasting.
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CABLE

loel Parks, producer, Fox Files, Fox
News, New York, named senior pro-
ducer, magazine unit, Fox News
Channels.

Appointments at wwTv(Tv) Cadillac,
Mich. and wwup-Tv Sault Ste. Marie,
Mich.: Ryan Bell, news producer,
sports photographer, wTvG(Tv) Tole-
do, Ohio, joins as weekend reporter;
Matthew Johnston, production man-
ager, wGkI(Tv) Cadillac, joins as pro-
ducer, promotions and production;
Bronson Peshlakai, master control
technician, wGTU(TV) Traverse City,
Mich., and wGTQ(TV) Sault Ste.
Marie, joins as weekend newscast
director/editor; Elijah Taylor, direc-
tor/producer, wCHS Cadillac High
School, joins as Michigan This Morn-
ing director.

Appointments at Bay News 9, Pinel-
las Park (Tampa Bay area), Fla.:
John Cavazos, executive producer,
New England Cable News, Newton,
Mass., joins as executive producer;
Sara Marriott, producer, wITN-TV
Washington, N.C., joins as producer;
Kim Larson, producer, WIXT(TV)
Jacksonville, Fla., joins as producer;
Tony Arranaga, reporter, Six News
Now, Sarasota, Fla., joins as
reporter; Eric Watson, reporter kviI-
Tv Amarillo, Texas, joins as
reporter; Allyson Berger, producer,
named executive producer; Kate Fox,
producer, named executive producer,
special projects.

Paul Garner, IT systems engineer,
Millennium Digital Media, St. Louis,
named manager, network systems—
information technology.

Appointments at Cablevision, Bethpage,
N.Y.: Glenn Brown, managing director,
named VP, field communications;
Kristin Reynolds, VP, sales support, also
named VP, field communications.

FATES & FORTUNES

Joseph E. Seagram & Sons, New York,
joins as CFO; Tracy E. Tramel, content
producer and manager, marketing and
promotions, MSBET, Washington, joins
as VP, content groups.

ASSOCIATIONS/LAW FIRMS

Jennifer Dine Wagner, attorney/advisor,
mass media bureau, FCC, Washington,
joins Fletcher, Heald & Hildreth
P.L.C., Arlington, Va., as associate.

ADVERTISING/MARKETING/
PUBLIC RELATIONS

Rich Kronengold, executive VP, BBDO
New York, named chief marketing officer.

RADIO

Jim Elder, deputy executive director
and CFO, American Nurses Associa-
tion, Washington joins NPR, there, as
VP/CFO.

Dan Kyle, production director, on-air
personality, WKTI(FM) Milwaukee,
Wis., joins wTMI(AM) Milwaukee as
sports anchor additionally.

Kim Wilcox, executive VP/GM WVLT-
Tv Knoxville, Tenn., joins The WB
100+ Station Group, there, as regional
sales manager.

Anne Gress, program director,
w1z(Fm) Philadelphia, named opera-
tions manager.

Norman Pattiz, chairman, Westwood
One, Los Angeles, also named board
member, Broadcasting Board of Gov-
ernors, Washington.

TECHNOLOGY

Richard C. Notebaert, retired chair-
man, and CEO, Ameritech Corp.,
Chicago, joins board of directors,
Tellabs, Lisle, Ill.

Donald H. Buck, group VP, transmis-
sion distribution group, Video Services
Corporation, Northvale, N.J., named
executive VP.

Marie McMorris-
Bruce, area coor-
dinator, Hearst
Entertainment
Cosmopolitan
Television,
Miami, joins
Broadcast Video
Inc. there as pro-
ducer and pro-
gram manager.

John P. Cassidy,
ENG technician, Canadian Television
Network, joins Interface Media Group,
Washington, as account executive.

McMorris-Bruce

Bill Coffin, visual effects compositor,
Editel, Los Angeles, joins Post Logic
Studios, Hollywood, Calif., as visual
effects artist.

INTERNET

Appointments at Abuzz Technologies
Inc., Cambridge, Mass.: John A. Capello,
VP, products, named GM, Russell A.
Neufeld, software architect, named CTO.

Larry M. Kramer, agent, William Mor-
ris Agency, New York, joins Pseudo
Programs Inc. as COQ, there.

Appointments at DME Interactive Hold-
ings Inc., New York: Mark J. Heditz-Fer-
guson, managing partner, MBIIC Capi-
tal LLC, New York, joins as president;
Cartton Charles, VP, assistant treasurer,

DEATHS

Barry Sherman, director of the
Peabody Awards program at the Uni-
versity of Georgia, died Tuesday, May
2, at Athens Regional Medical Center
in Georgia after collapsing while play-
ing basketball. He was 47.

Sherman, also a telecommunications
professor, oversaw the Peabody
Awards, which have annually recog-
nized outstanding achievement in
broadcast and cable since 1991. He
considered the position a “sacred
trust,” according to a University of
Georgia statement.

After teaching journalism history at
Western Michigan University and
Penn State University, Sherman joined
the UGA’s Grady College in 1981,
drawn there by the Peabody Archives.
He is credited for starting a fund-rais-
ing campaign to create an endowment
for the Peabody program.

UGA President Michael F. Adams
said in a statement that Sherman
directed the Peabody program “with
dignity and distinction. He possessed a
unique ability to work well with aca-
demia, the entertainment community
and a host of administrative details.
It’s very difficult to think about the
Peabody Awards without Barry Sher-
man.” This year’s awards luncheon
will be held May 22 in New York.

Sherman leaves behind his wife,
Candice; two children; his father; a
brother; and two sisters.

His family has set up a memorial
fund to send student judges of the
Peabody Awards to New York for the
awards ceremony. Contributions
should be made out to the University
of Georgia Foundation and can be sent
to Bill Herringdine, c/o the Grady Col-
lege of Journalism and Mass Commu-
nication, University of Georgia,
Athens, GA 30602.

—Compiled by Nancy Catmull
ncatmull@cahners.com
212/337-7141
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MANAGEMENT careers

STATION MANAGER Small progressive TV sta-
tion in Seattle DMA seeks station manager to
oversee daily activities of sales/marketing,
master control technical operations, ftraffic,
budgets, FCC compliance, project management
for transmitter upgrade, and managing current
staff. Must have at least 5 years of management
experience in TV, Radio, or Production environ-
ment. Min. BA in Communications, MBA is a
plus. Excellent written, verbal skills, computer
skills in MS Word, Excel, and PowerPoint. Please
send resume to Attn: Bill Chen (323) 965-5411
fax or email bchen@loop.com. Equal Opportunity
Employer, minorities and women are encouraged
to apply.

SALES careens
ACCOUNT EXECUTIVE WXMI Fox 17, a
Tribune-owned television station in the 38th

market, is seeking a highly motivated, success-
oriented individual to join our sales staff as local
account executive. The ideal candidate should be
enthusiastic, have a strong work ethic, be com-
puter literate, goal driven and have a strong de-
sire to succeed. Responsibilities include servicing
existing station advertisers, developing new
advertisers and working with other departments
and clients on commercial production. Strong writ-
ing and presentation skills are a must. At least 2-
3 years broadcast sales experience required.
Please forward resume and cover letter by May
19, 2000, to Human Resources, FOX 17 WXMI,
3117 Plaza Drive NE, Grand Rapids, Ml 49525;
fax 616-364-8506; email: tburns@wxmi.com
EOE

GENERAL SALES MANAGER Strong station in
one of the Sunbelt's fastest growing markets
seeks a dynamic General Sales Manager with
great leadership skills and a “get-it-done” atti-
tude. Winning candidate will possess exceptional
people skills and prior TV sales management ex-
perience and a history of consistent budget
achievement. This is an enthusiastic, team-
building environment that needs the direction of a
real pro. Work for one of the best companies in
the business in one of the most desirable locales
in the country. Great benefits, lots of opportunity
and a terrific lifestyle await the right individual.
Forward resume to Box 01672 EOE.

GENERAL SALES MANAGER KHSL-TV
CHICO-REDDING Cal. Are you looking to join
one of the fastest growing Broadcast groups in
America? Are you challenged by high revenue
performance expectations? Do you understand
market pricing, alternative revenue streams,
sales vendor programs and inventory control?
We are searching for a General Sales Manager
with 3-5 years of experience for our CBS station
KHSL-TV in Chico California. 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 business and train and
motivate local AE's an absolute must. Please
send your resume to Steve Scollard, Director of
Group Sales, Catamount Broadcast Group, 1100
Blue Lakes Blvd, Twin Falls, Idaho 83301, KHSL-
TV, Is an equal opportunity employer.
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SALES careens

GENERAL SALES MANAGER Established in-
dependent television station in top 50 Southeast
market. Looking for experienced General Sales
Manager. Must be an energetic and positive
leader who can take the opportunities we have
created and make them grow. Excellent company
benefits, with a great staff. Reply to Box 01669
E.O.E.

NATIONAL ACCOUNT EXECUTIVE C1TV,
America’s new national cable programming ser-
vice, has an immediate opening for a national ac-
count executive. Person must have nationa! ad
sales experience and be very motivated. Ex-
cellent compensation package. Please send re-
sume with cover letter to: C1TV, 935 Fourth
Street, Miami Beach, FL 33139

NATIONAL SALES MANAGER KTVE Region
10, a strong NBC affiliate in Southeast, is seek-
ing an individual who is ready to accept the
challenge to join a strong team. Experience with
national rep organization or senior list will be
beneficial. Must have excellent leadership and ex-
ceptional people skills. The right candidate will
not only have the NSM skills but will have creativi-
ty to develop non-traditional revenue. Knowledge
of TVSCAN and basic computer skills a plus.
LOCAL SALES MANAGER KTVE Region 10 is
also seeking a self-motivated leader to direct our
El Dorado sales team. KTVE is the dominant sta-
tion in South Arkansas. Individual must have
strong organizational skills and can-do attitude.
Three to five years successful selling experience
a plus. Must have a proven track record of devel-
oping new business and increasing existing
shares of business. Candidate should have
knowledge of TVSCAN and basic computer skills.
Submit cover letter and your resume by May 3,
2000 to: GSM, Lydia Guillory, 2909 Kilpatrick
Blvd, Monroe, LA 71201. Fax resume to 318-
322-9718. You may e-mail to:
lydiat0@bayou.com KTVE is an EOE. KTVE en-
courages women and minorities to apply.

NATIONAL SALES MANAGER Immediate opening
for ABC affiliate located 80 miles from Houston and
close to the Gulf Coast. Seeking a proven performer
with strong organizational, research and leadership
skills. Individual must be highly motivated and self
disciplined. A minimum of 3 years television sales
experience is required. Send resume to KBMT-TV,
Attn: EEOC Officer, PO Box 1550, Beaumont, TX
77704.

LOCAL ACCOUNT MANAGER WNCN NBC-17,
the NBC owned station in Raleigh, North Carolina
is seeking an established local account manager
with an eye on future professional responsibilities
and growth. Qualifications: BA/BS. 3-5 years
experience in television sales and marketing and a
working knowledge of the television sales process.
Excellent preparation, organization, and
presentation skills and the ability to close deals a
must. Needs to be a strong conceptual thinker with
demonstrated ability to flawlessly execute plans that
deliver a positive customer experience to our clients.
A proven track record developing new business with
major clients and agencies along with excellent
presentation skills and a sound understanding of the
industry is a must. An aptitude to integrate tradition
spotbusiness NewMedia and Internet are additional
keystosuccess. Send resumetoPat DeRicco, NBC-
17, 1205 Front St., Raleigh, NC 27609. EOE

www.BroadcastRecruiter.com

Over 100 radio-tv-cable-internet

sales & sales management jobs
75 cities nationwide -
Let us help you find

your new opportunity free!
303-368-5900
birschbach recruitment
network

SALES CONSULTANTS and MARKETERS
Southeastern CBS affiliate in top 30 market
wants to build the finest television sales depart-
ment anywhere. We need talented and in-
novative sales consultants and marketers to help
us fulfill our vision of the ideal television sales
department. If you would like to participate in
helping to create the perfect sales department de-
dicated to serving our customers of today and
tomorrow then we would love to hear from you. A
leader and an equal opportunity employer. Reply
to Box 01670 EOE.

TECHNICAL careens

MASTER CONTROL OPERATOR Master Con-
trol Operator needed immediately at Univision
08O station in Houston. Must have related expe-
rience. Formal video/television technical training
preferred. Will oversee all on-air operations, in-
cluding switching, programming CG and system
automation computers. Working knowledge of
Spanish preferred. Competitive pay and excellent
benefits. Please apply at: Master Control, KXLN-
TV 45, 9440 Kirby Drive, Houston, TX 77054.
EOE.

IT/VIDEO ENGINEER KTRK-TV has a unique
opening for an IT professional or a broadcast
engineer with both strong computer/networking
skills and a knowledge of professional video. The
successful candidate, working in the station’s
Engineering Department, will be responsible for in-
stalling, configuring and maintaining multiple
video and data server platforms (both NT and
Unix) throughout the technical plant, as well as
assisting our IT Manager with newsroom and
other station computer and network support. The
position will primarily involve helping end users
with set-up, operation and maintenance of com-
puter hardware, creating and integrating network
file, print and database servers within the station,
addressing network security and traffic issues,
performing and verifying backups, system trou-
bleshooting and general maintenance. Qualified
applicants will need strong systems-level video
and audio troubleshooting skills, extensive expe-
rience with Microsoft NT, Exchange, local and
wide-area networks, as well as an understanding
of TCP/IP, SQL and a basic knowledge of Unix.
KTRK-TV offers a very competitive salary and ex-
cellent benefits package. Interested applicants
should send their resume to: James Stanley,
Director of Engineering, KTRK-TV, 3310 Bisson-
net, Houston, TX 77005, Fax (713) 663-4623, E-
mail: james.w.stanley@abc.com. No phone calls
please. Equal Opportunity Employer M/F/V/D.




TECHNICAL careers

DIRECTOR OF ENGINEERING WLRN Public
Radio & Television Station, Miami-Dade County
Public Schools. Qualifications: Bachelor's degree
in engineering, electronics or related field OR
Bachelor's degree in education with a back-
ground in electronics or technology. Five (5)
years experience in radio and television equip-
ment installation, maintenance, and operations.
Considerable knowledge of computer and
networking technology, distance learning, and
satellite communications. Ability to deal effective-
ly with staff. Ability to communicate clearly and con-
cisely, verbally and in writing. Application Informa-
tion: Lateral deadline: May 5, 2000, Deadline to
apply: May 26, 2000, Incomplete applications will
not be processed. Submit letter of application
(include title of the position of interest), resume,
copy of transcript or diploma, and two letter or re-
ference written with this calendar year to Ms.
Brenda Miles, Director, Professional and
Technical Staff, 1500 Biscayne Boulevard, Suite
144, Miami, Florida 33132. Please calt (305) 995-
7061, May 30, 2000, after 3:00 p.m. for screening
results. A veteran of active military service during
World War 1l, Korean conflict, Vietnam Era or
Persian Gulf War or the spouse of a veteran
killed or disabled by such service should include
a copy of DD 214 Form or similar statement of
service. Drug Screening and Fingerprinting are re-
quired prior to employment. An Equal Opportuni-
ty Employer. For more information on this pro-
fessional advancement opportunity please call
Dr. Adiba M. Ash, Executive Officer, WRLN-
Integrated Media Services, at 305-995-1829.

ASSISTANT CHIEF ENGINEER KPLR TV
WB11, the WB affiliate in St. Louis Missouri, is
seeking an experienced, highly motivated indi-
vidual with strong technical skills and leadership
abilities to assist in managing the Engineering
department. Candidate should have a minimum
of five years experience in television broadcast
engineering with three years in a supervisory
role. A thorough knowledge of engineering includ-
ing maintenance, News operation, capital plan-
ning and implementation is required. Interested
applicants should have strong computer skills
and experience with networks. Excellent verbal
and written communication skills and prior expe-
rience working with collective bargaining units de-
sired. This position will play an important role in
the day to day operations as well as planning our
new digital studio and transmission facility.
Please send resume to: Dept. 114F, KPLR-TV,
4935 Lindell Blvd., St. Louis, MO 63108. EEO
Employer M/F, V/H are encouraged to apply.

MASTER CONTROL OPERATOR Tribune
Broadcasting's Washington Bureau is looking for
a master control operator who knows no boun-
daries. Responsible for satellite uplinks and
downlinks, microwave and fiber transmissions.
Master Control operator will also be required to
operate video switcher, IFB's and audio mixing
for live shots and tape feeds. Must be familiar
with studio/control room operations. Responsible
for all incoming and outgoing feeds. Videotape
editing, shooting a big plus. Computer skills a
must. Applicant must be willing and eager to help
transition all aspects of the Bureau from an
analog to a digital operation, including digital
transmissions, video file servers and digital edit-
ing. To apply contact Chris Novack by e-mail at
Cnovack@Tribune.com, or fax to 202-824-8333,
or send resume to Tribune Broadcasting, 1325 G
Street, NW, Suite 200, Washington, DC 20005.

BROADCAST ENGINEER Media General Broad-
cast Group www.mgbg.com WFLA-TV Broadcast
Engineer - join the NBC Affiliate team at our new
broadcast facility in Tampa. We're looking for a
candidate with 4 years experience who has an un-
derstanding of broadcast automation (preferably
Florical), and is familiar with server technology.
Duties will include on-air switching, video tape
operations, and satellite feeds. Handsome bene-
fits package, including 401K. A Media General
Company. Send resume to HR Dept., WFLA-TV
200 S. Parker St., Tampa, FL 33606 or e-mail
wfla.com. EOE M/F Drug Screen.

TECHNICAL DIRECTOR WBUR-FM, Boston,
seeks a Technical Director for “The Connection,”
an award-winning nationally broadcast public
radio talk show. Responsibilities include on-air
audio console operation, audio editing and mix-
ing, and ensuring on-air audio quality. BA/BS and
5 years experience in the broadcast industry re-
quired. Contact: Ken Tebbetts, Director, Organi-
zational Development, WBUR, 890 Com-
monwealth Ave. Boston, MA 02215, phone (617)
353-1137, fax (617) 353-0907
jshaw@wbur.bu.edu

TELEVISION - TECHNICAL DIRECTOR Candi-
date must be able to efficiently perform switching
duties for fast-paced newscasts and special pro-
grams. Candidate must be familiar with operation
of Grass Valley 3000-3 Switcher, Abekas De-
veous, Pinnacle DVE & Still Store, Chyron Infinit
and Sony 370 studio cameras. Must be able to
perform under pressure and meet deadlines.
Creativity and communication skills required.
Must be able to do some directing. Prefer a min-
imum of three years experience in a major
market as a Technical Director doing newscasts.
Degree in Communications or related field de-
sired. Qualified applicants must be motivated,
creative and able to meet strict deadlines. Please
send resume and cover letters to: Jeff
Jeandheur, Production Manager, KPRC-TV, PO
Box 2222, Houston, Texas 77252.

BROADCAST MAINTENANCE ENGINEER
KFDX-TV is seeking a Broadcast Maintenance
Engineer. Duties will include, but not be limited
to, repair and maintenance of audio and video
amplifier, distribution and switching systems. Re-
pairs to the component level and knowledge of
electron theory and practical application are pre-
requisite. Knowledge of mechanical advantage,
pneumatics, hydraulics and electricity are a plus.
Knowledge of ENG systems, BETA recorders
and editing systems, studio and field lighting
systems and remote production facility opera-
tions is needed. FCC General or SBE a plus.
Send cover letter and resume to: Terry Porter,
Chief Engineer, KFDX-TV, P.O. Box 4888,
Wichita Falls, TX 76308. No phone calls. KFDX-
TV is an Equal Opportunity Employer.

ASSISTANT TECHNICAL DIRECTOR Channel
5 Berks County News is looking for an experi-
enced Assistant Technical Director for our award-
winning evening newscast. Candidate must have
at least two years experience assisting in direct-
ing a live news program. A strong knowledge of
Grass Valley Switchers is a plus. No phone calls.
Please send resume to: AT&T Cable Services,
Attn: Human Resources, 400 Riverfront Drive,
Reading, PA 19602. EEO/AA Employer M/F/D/V.
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TELEVISION ENGINEERING We are a leader in
the design and construction of many of the most
prestigious broadcast television facilities in the na-
tion. The explosion in electronic media and the
digital revolution has dramatically impacted our
growth opportunities. As a result, we are looking
for a number of highly-motivated people to help
us grow. Opportunities exist for SENIOR PRO-
JECT MANAGERS, ENGINEERS, APPLICA-
TIONS/PROPOSAL ENGINEER, SUPPORT
SPECIALISTS, COMPUTER SYSTEM/
NETWORK ENGINEERS with video experience,
INSTALLATION PERSONNEL and
SUPERVISORS for permanent or freelance posi-
tions. If you have experience in television
engineering or a related discipline and would like
to join a dynamic company, we would like to hear
from you. Please send your resume and a letter
describing your career interests to: Employment
Manager, A.F. Associates, Inc., 100 Stonehurst
Court, Northvale, NJ 07647; Fax: 201-784-8637
or email: hr@afassoc.com {(no attachments
please); No phone calls please. We are an Equal
Opportunity Employer.

ASSISTANT CHIEF ENGINEER Tucson TV Sta-
tion with LMA needs experienced transmitter
engineer. Responsibilities include FCC com-
pliance in the transmitters operations, assist in
studio equipment repair, work on remotes, and
assist in purchase of installation of both studio
and transmitter equipment. Knowledge of trou-
bleshooting and maintenance of both VHF and
UHF transmitter preferred. People skills a must
and computer and digital knowledge a plus.
KMSB-TV, a BELO subsidiary, is an Equal Op-
portunity Employer. Resumes /applications to:
KMSB Fox 11/KTTU UPN 18, Attn: HR Depart-
ment/ENG, 1855 N. 6th Avenue, Tucson AZ
85705.

CHIEF ENGINEER VHF NBC affiliate WTWO, Terre
Haute, IN seeks a Chief Engineer. Candidate should
have experience with VHF transmitters, microwave
equipment, all studio related and ENG equipment.
Position requires an individual with management
skills as well as strong hands on capability. Major
responsibilities will include managing and
involvement in the daily repair and maintenance of
studio/transmitter, maintaining operating budgets,
capital project implementation and maintenance of
a 40 foot production truck. Salary is commensurate
with experience. Send cover letter and resume’ to
Rick Stolpe, Nexstar Broadcasting, Inc., 62 South
Franklin St., Wilkes-Barre, PA 18702.

CHIEF ENGINEER KPTM is currently accepting
applications for a Chief Engineer. The successful
candidate should have previous Television Chief
Engineer or Assistant Chief Engineer experience
and must be able to effectively lead a staff of fif-
teen. The candidate must also be able to effective-
ly coordinate all operations within the stations as
well as maintain FCC and Pappas Telecasting
technical standards. Responsibilities include
maintaining two UHF transmitters, two UHF
translators, studio equipment, computers, build-
ing equipment and proprietary broadcast
hardware and software. We are working with a
state of the art broadcasting automation system,
controlling multiple television stations. If your ex-
perience qualifies your for this opportunity,
please send your resume to: KPTM, Attention:
Personnel, 4625 Farnam Street, Omaha,
Nebraska 68132. No phone calls please. KPTM
is an equal opportunity employer. M/F/H.
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NEWS careers

[CINCINNATI
Equal Opportunity Employer

WRITER/PRODUCER

WLWT-TV, Hearst-Argyle's NBC
station in Cincinnati, is recruiting a
Writer/Producer. This is an
opportunity for a highly motivated,
creative individual with 1-2 years
experience in news promotion to
become a member of an award winning
Creative Services Department in one of
the country's fastest growing broadcast
groups. Responsibilities include
writing and producing daily topicals,
sweeps series, station image and
special project promotion. Successful
candidate must have strong writing and
promotion skills. Hands-on non-linear
editing experience a huge plus.

Send resume and demo reel to:

Bill Manning

Creative Services Director
WLWT-TV

1700 Young Street

Cincinnati, Ohio 45210

Hearst-Argyle

TELEVISION, INC.

4
WLWT-TV
e

ANCHOR/REPORTER WYFF-TV, the Hearst-
Argyle station Greenville, SC is searching for an
anchor/reporter for its momning newscast. College
degree and one year of experience required.
Tapes/resumes to Andy Still, News Director,
WYFF-TV, 505 Rutherford Street, Greenville, SC
29609. WYFF is an Equal Opportunity Employer.

NEWSCAST PRODUCER WABC-TV is looking
for an experienced newscast producer for one of
our primary broadcasts. Candidates should have
excellent news judgement and writing skills. A
good graphic sense is important as well as an
ability to conceive and execute outstanding pro-
duction techniques. Candidates should have
good story ideas and be able to motivate other
people. Prior major market producting experience
is required. Please send cover letter, resume, re-
ferences and non-returnable beta or VHS tape to
Bill Bouyer, Senior Executive Producer, WABC-
TV, 7 Lincoln Square 4th Floor, New York, NY
10023. No phone calls, e-mail or faxes please.
We are an Equal Opportunity Employer.

PRODUCER WTVD-TV, Raleigh-Durham, NC.
Must have significant experience in newscast pro-
ducing and be able to build a solid, informative,
fast-paced program. Must have a good sense of
graphics, and ability to make good use of all pro-
duction and technical tools available to a top thir-
ty market station. Outstanding writing skills re-
quired, as is the ability to handle live, late break-
ing stories, and motivate and supervise others.
This position is for the 5:30 p.m. newscast. Con-
tact: Rick Willis, Executive Producer, WTVD,
P.O. Box 2009BC, Durham, NC 27702.
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DEPUTY BUREAU CHIEF Tribune Broadcasting,
Washington Bureau. Supervises news gathering
operations; Coordinates daily news coverage and
manages assignments; provides editorial guid-
ance to staff members. Coordinates news in-
formation and feeds for alt Tribune stations; re-
sponsible for editorial integrity and quality of
product. Experience should include strong
editorial skills and news judgement; skills for
story planning and coverage of breaking news;
experience maintaining high journalistic stan-
dards under deadline pressure; Experience
supervising newsroom staff. Must have considera-
ble knowledge of national news, government and
politics. Bachelors's degree or equivalent re-
quired. Seven years journalism experience re-
quired. Send resumes to Bureau Chief, Tribune
Broadcasting, 1325 G. St. NW, Suite 200, Wash-
ington, DC 20005.

NEWS DIRECTOR Effectively manage, oversee
the day-to-day operations of, and provide a
strategic vision for News, Weather, and Sports
Departments. Must have proven ability to effective-
ly manage newsroom personnel including hiring
and disciplinary action and effective communica-
tion skills. Prefer 2-5 year's experience in a news
director or news management role. To apply,
send resume, news philosophy, and salary re-
quirements to: WISC-TV, Attn: Human Re-
sources/TB, P.O. Box 44965, Madison, WI
53744-4965. Equal Opportunity Employer.
wisctv.com.

PHOTOJOURNALIST KLAS/ILAS VEGAS: We
are looking for an aggressive and creative photo-
journalist to work in one of the fastest growing
television markets in the country. Looking for so-
meone with strong NPPA photojournalism  skills.
Candidate must have high standards and a good
attitude. Having at least two years of news pho-
tography experience and a solid resume tape is a
must. Ability to operate a microwave truck. Can-
didates should have a good driving record and
provide a motor vehicle report upon application.
Send your resume and non-returnable Beta/VHS
tape to: Rocky Bridges, Chief Photographer,
KLAS-TV, 3228 Channe! 8 Drive, Las Vegas, NV
89109. KLAS-TV is an Equal Opportunity
Employer.

NEWS DIRECTOR WKMG TV, CBS Orlando, a
Post-Newsweek Station, seeks highly qualified
individual to lead the News Department in fast
growing southeast market. Successful candidate
will have proven track record in highly com-
petitive broadcast environments with a knack for
winning. Good knowledge of contemporary tele-
vision journalism, exceptional communication
skills, strong work ethic and natural leadership
abilities a must. This is an exciting opportunity
with one of the most innovative and growth or-
iented companies in broadcasting. Send resume
or Email to Mark Effron, VP News, Post-
Newsweek Stations, Inc., 3 Constitution Plaza,
Hartford, CT 06103-1892, Fax (860) 493-2490,
meffron @ postnewsweek.com EOQE.

NEWS PHOTOGRAPHER/EDITOR (Vacation Re-
lief): WABC-TV is looking for experienced, highly
creative photographer/editors. Experience operat-
ing a live truck a plus. Ideal candidate must be
able to work well under pressure. Must be able to
work flexible hours. Please send tape and re-
sume to: Ted Holtzclaw, News Operation Man-
ager, WABC-TV, 7 Lincoln Square, New York,
NY 10023. No telephone calls or faxes please.
We are an Equal Opportunity Employer.

NEWS ANCHOR-UNIVISION WGBO, 66 Chicago-
Weekend news anchor for Spanish language
newscasts. Reporting duties also required. Write,
interview, produce and develop news materials. B.A.
inBroadcastingand 2years experience asan anchor
required. Fax resume to C. Gonzalez, 312-494-6496
or Email to cgonzalez@univision.net No calls
please.

ON-AIR PRODUCER WBUR-FM, Boston's NPR
News Station, seeks a highly qualified individual to
direct our on-air product during highly-rated Monday
through Friday daypart. Responsibitities include:
story selection, writing and editing, coaching talent.
BA/BS and 5 to 7 years major market broadcast
experience required. Please contact: Peter Lydotes,
Executive Producer, WBUR-FM, 890
Commonwealth Avenue, Boston MA 02215. (617)
353-0163 peter.lydotes @wbur.bu.edu

PHOTOGRAPHER Qualifications: WKRC-TV
News has an immediate opening for a full-time
Photographer. Candidate should have a mini-
mum of two years shooting and editing experi-
ence and the abilty to perform well under
deadlines. No phone calls. Send resume and
tape to: WKRC-TV, Afin: Business Office - FT/
PH, 1906 Highland Avenue, Cincinnati, OH
45219. An Equal Opportunity Employer.

BIG PERSONALITY WEATHER PERSON “The
Morning Mix,” one of America’s most innovative
and imitated TV morning shows is looking to re-
place one of our hosts who is going to Boston.
The successful candidate will be an experienced
weather person with an outgoing, fun personality.
This is more of an entertainment morning show
rather than news based which is a twist for a
CBS affiliate. Jobs like this are few and far be-
tween. If you're looking for a high profile position
where one measure of success is based on how
much fun you have, send a tape, resume and
salary requirements ASAP to Carol French,
WMBD-TV, 3131 N. University Street, Peoria, IL
61604. No phone calls please.

NEWS DIRECTOR KPTM 42 is currently accepting
applications for a News Director to lead a diverse
staff of 30+ news professionals and
production/technical crew members. Thesuccessiul
candidate must be an “idea person” who will be
involved in enterprise story generation, provide
guidance to producers, anchors, photographers,
and reporters preparing a nightly hour-fong
newscast, and interact effectively with all other
departments. Must be willing to train younger staff
members. Previous news management experience
including budget oversight is required and previous
news director experience is preferred. Please send
resume and a statement of news philosophy or apply
in person to: KPTM-TV, Attention: Personnel, 4625
Farnam Street, Omaha, NE 68132, No Phone Calls
Please. E/O/O.

NEWS PRODUCER WHAS-TV, market leader,
seeks producer with 1-2 years of news producing
experience. Must be a self starter with excellent
writing and organizational skills and have innovative
approaches to producing the news. Position is for
noon and part of our Saturday morning program.
Must exercise good news judgment and have the
ability to adapt quickly to changes during live
broadcasts. Strong pre-production skills are
necessary and candidate will have to contribute daily
tonews storyideas. College degree preferred. Great
benefit package. Interested candidates forward
resume, tape and cover letter to: Cindy Vaughan,
HR Director, HR #00-15, WHAS11, 520 W. Chestnut
St., Louisville, KY 40202. EQE.
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NEWS cAreers

REPORTER Media General Broadcast Group
www.mgbg.com, WCBD-TV. WCBD-TV2 in beau-
tiful Charleston, SC is looking for a general
assignment reporter to investigate consumer
issues. Must be willing to keep digging to get to
the bottom of the situation. Candidates must
have at least two years of broadcast experience
as a news reporter. Broadcast degree or
equivalent required. EOE M/F Drug Screen.
Send resume to HR Dept., 210 West Coleman
Bivd., Mt. Pleasant, SC 29464 or fax to (843)
881-3410.

REPORTER/PHOTOGRAPHER KAIT-TV is look-
ing for a creative reporter who is an exceptional
storyteller. Great writing skills are a must; knowl-
edge of current events essential. We're looking
for a team player with great potential who is wil-
ing to learn. Must have one year newsroom ex-
perience. Send resume & non-returnable tape to
Randy Tatano, PO Box 790, Jonesboro, AR
72403-0790. EOE.

TWO IMMEDIATE OPENINGS on CNN Business
Show based in New York City. WRITER/
PRODUCER: Responsible for writing breaking
business news copy, teases and intros for a high-
profile daily CNN program on markets and
personal finance. Looking for dynamic team
player with a flair for the written word who can
turn complex stories into controversial copy for a
general audience. Financial background, or a
solid understanding of business and financial
markets essential. Network or large-market expe-
rience preferred. BOOKER/WRITER: Looking for
a bright, enthusiastic candidate with excellent re-
search skills to book, pre-interview, write and
produce guest segments with business
newsmakers and market analysts. Strong
editorial judgement, news experience, financial
background, interest and Rolodex of contacts in
the business world a plus. Email cover letter and
resume (Microsoft Word format preferred) to Eric
Gonon, Executive Producer, at money-
jobs@turner.com or fax to: 212-714-7922. No
phone calls please.

PRODUCER Channel 5 Berks County News is
looking for an experienced Producer for our
award-winning evening newscast. Candidate
must have at least two years experience assist-
ing in the planning, coordination and execution of
news reporter assignments. Strong writing skills a
must. No phone calls. Please send resume to:
AT&T Cable Services, Attn: Human Resources,
400 Riverfront Drive, Reading, PA 19602. EEQ/
AA Employer M/F/D/V.

ANCHOR/REPORTER/PHOTOGRAPHER KAIT-
TV is looking for a 10 pm anchor who won't
be chained to a desk. Ability to turn a great
package & clever writing skills are essential.
We're looking for a team player with a positive at-
titude who likes to get involved in the community
& has three years reporting & anchoring experi-
ence. Send resume & non-returnable tape to
Randy Tatano, PO Box 790, Jonesboro, AR
72403-0790. EOE

PHOTOJOURNALIST Join the team that placed
1st, 3rd and 8th in the top ten Regional NPPA
Photographer of The Year contest for 1999. Join
the station where great vid rules! One year of ex-
perience required. Tapes/resumes to Don
Jackson, Chief Photographer, WYFF-TV, 505
Rutherford Street, Greenville, SC 29609. WYFF
is an Equal Opportunity Employer.

SBG

SINCLAIR BROADCASTGROUP

Sinclair Broadcast Group, Inc. owns or programs 61 TV
stations in 40 markets and has alfiliations with all 6 networks.
We reach nearly 25% of the U.S. and aggressively lead the
evolution of broadcasting in technology. programming,
promotion, and sales. We seek the one element which gives
us the edge on the competition and the power to stay on top -
the best people in the business.

Dayton, OH WKEF/WRGT (NBC/FOX) Research

Director

Seeking an individual to aid the Sales Department with
television ratings analysls. Prepare and present supporting
research for the sales department uttlizing Scarborough and
the Internet. Coordlnate sales research with National rep
firm. In charge of malntenance of sales research software
(TVScan, Qualitap & CMR). Position will also work with
Programming and Promotions Department. Send resume and
cover letter to: Box #522

Dayton, OH WEEF/WRGT (NBC/FOX) Newscast
Producer
Looking for an energetic person abie to produce a dally
newscast, write news copy and killer teases. Responsible for
the igraphic looki of the newscast; Be aware of current events
and contribute to dally editorial meetings; and perform other
tasks related to the position as assigned. Previous experience
as news producer or associate producer required. Must
demonstrate the ability to exercise good news judgment and
management of people. Must have the ability to meet daily

i deal with pi and agood
attitude. Experience with beta and DVC-Pro editing
equipment helpful. Please submit your tape and resume to:
Box #523

Dayton, OH WKEF/WRGT (NBC/FOX) Master
Control/Tape Room Supervisor Seeking an experlenced
person to oversee 6 operators. Duties include Switching
master control, taking satellite recordings, running audio for
newscasts, dubbing incoming commercial tapes to Ml
(MARC) format, production work and transmitter operations.
This position requires 3 to 5 years experience. Must have an
in-depth and working knowledge of all of the functions of the
Master Control/Tape Room. Must be willing to work days,
nights, weekends and holidays, follow up on problems, train
operators, and handle emergency situations. Send resume
and salary requirements to: Box #524

Nashville, TN WZIV/WUXP (FOX/UPN) Master
Control Operator
We have two immediate openings avallable. Primary
responsibilities include switching on-air programming as
logged. Transferring programming and commercials.
Monltoring stations technical performance within FCC
specificatlons. This position requires familiarity with

p | ct as well as video and
audio measurement techniques. Please send your resume to:
Box #525

Nashville, TN WZTV/WUXP (FOX/UPN) Topical
Promotion Producer

Live in Music City and work for two growing television
stations. We are expanding the News operation and need an
experlenced News Promotion Producer. Must be able to
handle the high stress, fast paced atmosphere of a television
newsroom. Must be willing to work nights and weekends.
Ideal candidates should have at least 2 years experience
working in a television Promotion department doing News
Promotion. Non-linear/Avid editing experience a plus. Send
your VHS tape and resume to: Box #526

Nashville, TN WZTV/WUXP (FOX/UPN) Account
Executive

Immediate opening for an experienced individual with a
college degree in broadcasting, marketing, or a related field.
At least 3 years experience in television sales preferred. We
are looking for an aggressive self-starter who knows how to
work agencies as well as develop new business. This Is an
excellent opportunity to work in the 30th market and get on
board with a great station that Is growing each year! The
ideal wilj possess [ ion and
relationship-building skills, be a team player, and have a
winning attitude. Please send resumes to: Box #527

Pensacola, FL. WEAR (ABC) i Photographer

i diate opening. one-year tel h

editing experience required. Live truck experience helpful.
Only those with strong NPPA work ethics and accuracy under
deadline need apply. Send resume, references, and non-
returnable VHS tape to: Box #528

Springficld, IL WICS (NBC) i Weekend Sports
Anchor/Reporter

News leader in Central lllinois is looking for a weekend sports
anchor/reporter. Ideal candidate would have 1-2 years
experience as a sports anchor/reporter, the ability to
generate sports stories that appeal to a broad audlence, and
have solid experience as a photographer. This position
entails significant tape shooting. We cover local sports; we
wonit go to Chicago, St. Louis or the University of lllinois.
Send non-returnable tape, resume, references and salary
history to: Box #529

Mail your resume in confidence immediately to:
Broadcasting & Cable, 245 W. 17th Street,
NY, NY 10011, Attn: Box #

Sinclair is proud to be an
EQUAL OPPORTUNITY EMPLOYER
and a DRUG-FREE WORKPLACE
WOMEN AND MINORITIES ARE ENCOURAGED TO APPLY

VIDEOGRAPHER/EDITOR INSIDE ALBANY, cov-
ering NYS government/politics for 25 years,
needs videographer/editor. Experience required
in ENG videography, Avid Express editing. Com-
petitive salary/benefits package. Submit resume,
videotape to: iInside Albany, P.O. Box 7041,
Albany, New York, 12225-0041. Contact Gary
Glinski, (518) 426-3771 or e-mail to in-
salb@albany.net

A.M. NEWS WRITER WFLD/FOX32 CHICAGO
Description: Candidate will write and edit scripts
for early morning news cast by deciding which
facts are important and what pictures are to be
used. Requirements: 2-3 years writing experi-
ence, computer knowledge preferred. Must be
creative, concise, attentive to detail, handie
deadline pressure and take direction from pro-
ducers. Reliability, good news judgement, and
factual accuracy are crucial. Heavy sitting at
workstations, light standing, bending, walking
stair climbing. Forward cover letter and resume
to: Marge Curtis- Director, Human Resources,
WFLD/FOX 32, 205 N. Michigan Ave., Chicago,
IL 60601. EOE/M/F/D/V.

WEEKEND ASSIGNMENT EDITOR KFSN-
ABC30, The Disney/ABC Owned Station in
Fresno, CA, is looking for a full time weekend
assignment editor. Must have at least 1-year ex-
perience working a television news assignment
desk. Qualified candidates will have a 4-year col-
lege degree, great communication and writing
skills and solid news judgement. The job includes
generating great story ideas, assigning and dis-
patching reporters and photographers, monitor-
ing scanners and answering phones. Please
send your resume with cover letter and salary re-
quirements to: KFSN-TV, Job # 12, Dept. BC,
1777 G Street, Fresno, CA 93706. KFSN-TV is
an equal opportunity employer. Women and
minorities are encouraged to apply.

RESEARCH careers

FOX News Chammel secks a Market Research
Analyst to join its staff and provide analyses to Ad
Sales and Affiliate Relations. Analyst will work with
a variety of research materials, analyze ratings and
other data, and create customized presentations
communicating FNC's compelitive advantage.

Position requires Bachelor's degree and 2+ years
experience in professional media research. Must
have strong organizational, analytical and commu-
nication skills, and be proficient with Windows-
based Excel, Powerpoint and Microsoft Word, and
Nielsen systems; familiarity with other syndicated
research providers (MRI/Simmons, Claritas) a plus.

FOX News Channel offers competitive salary and
an excellent benefits package. For immediate
consideration, please fax your resume and Salary
requirements to (212) 301-5419.

MAY B, 2000 / BROADCASTING & CABLE
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LEGAL careers

CREATIVE SERVICES careers

Attorney

AGE Television Networks is seeking an experienced attorney to provide legal and
business affairs support to our programming division, particularly with respect to
original drama development and production on drama series. The individual will
be responsible for negotiating and drafting a variety of programming co-produc-
tion agreements, as well as writer, producer, director and actor agreements. Indi-
vidual will also need to liaison and work closely with cutside producers.

Requirements include a BA/BS and JD degree, with a minimum of 7 years' experi-
ence in television series, strong negotiating skills, as well as a firm knowledge of
WGA, DGA, SAG and other guild/union issues. Excellent communication & writing
skills are a must. Team players only.

Send resume with SALARY REQUIREMENTS to:

A&E Television Networks,
Human Resources Dept./LBA,
235 East 45h Street,
New York, NY 10017,
Fax 212-907-9402 or Email recruiter@aetn.com
No phone calls please - candidates will be contacted within 7 business days
if an interview is desired. EOE.

DESIGN MANAGER WB2 is seeking a creative
manager to run the station's design department
and live in the beautiful Denver market. The suc-
cessful candidate will report to the Director of
Creative Services and supervise a staff of five
designers. Proven experience in news graphics
design, print design, web design and knowledge
of Quantel Paintbox plus Macintosh design and
animation techniques is preferred. Send tape and
resume to KWGN-TV, HR Dept. DM#62, 6160 S.
Wabash Way, Englewood, CO 80111. EQE.

GRAPHIC DESIGNER Media General Broadcast
Group www.mgbg.com Graphic Designer WFLA-
TV, News Channel 8, the number one rated NBC
station in sunny Tampa, Florida has an im-
mediate opening for a graphic designer. This is a
great opportunity to join an excellent creative
team in our new state of the art digital facility.
Must be a highly motivated individual with ex-
cellent design knowledge, strong typographic
skills and a minimum of three years of news ex-
perience. The candidate needs to be extremely
proficient with Quantel Paintbox, Photoshop, H-
lustrator and After Effects. Experience with 3D
animation and print is a strong plus. Qualified
applicants need to send your non-returnable tape
and resume to: WFLA-TV HR Dept-4th Floor, 200
S. Parker Street, Tampa, FL 33606 EOE M/F
Drug Screen.

PUBLICIST careers CREATIVE SERVICES careers

PRODUCTION careeas

DIScovery

TRIBUNE

BROADCASTING

NETWORKS Graphic Designer - KSWB 5/69, San
Discovery Networks seeks local market pub- Diego's Warner Brothers Affiliate and
licist w/at least 3 years experience fo imple- San Diego's fastest growing television
ment local market media campaigns for Dis- station, is seeking a Television News &
covery Networks, U.S. Manage external PR Creative Services Graphic Designer.
agencies/consultants to coordinate publicity We're looking for a talented and versatile
for channel launches, promotions, partner- designer to join our winning team. If
ships and/or speciol events in local commu- you're interested in broadcast design and
nities around the country. Write and edit in creating on-air and nightly news to
press materials, develop press lists, pitch print graphics and beyond, this position
local newspapers, radio and TV reporters offers it all. Must be skilled in graphic
and manage the flow of information with design and proficient in Adobe
key internal constituents. Additionally PhotoShop and Illustrator. Knowledge of
responsible for managing the department After Effects a plus and must be willing to
press web site as well as other press tools train on Quantel Paintbox System.
and public relations information services. Successful candidates will have solid
No phone calls. creative skills, ability to work in a team

Please mail resume to: environment and a winning attitude.

: ?
Jennifer Sweeney Interested and ready

Discovery Networks, U.S. Send resume and non-returnable VHS

7700 Wisconsin Avenue, Bethesda tape or other work samples to: T.
MD 30814 Sorensen, Human Resources, KSWB-TV,
or fax to 301/771-4053. 7191 Engineer Rd., San Diego, CA 92111.

Refer to Ad #BC-GD7. KSWB is a
Tribune Company subsidiary and an

RESUME TAPE equal opportunity employer. Women and

minorities encouraged to apply. No
CAREER VIDEOS prepares your personalized telephone calls or emails please. Visit
demo. Unique format, excellent rates, coaching, our web site at KSWBTV.com to learn
job search assistance, tape critiques. Great track more about KSWB 5/69.

record. 847-272-2917.
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PRODUCTION MANAGER Overall managerial
responsibility for live broadcast production
facilities and related personnel including
directors, Chyron operators, audio personnel and
studio crew. Leadership qualities are a must
along with a proven background as an ac-
complished newscast and general production
director. The successful candidate will de-
monstrate a creative and innovative personality
matched by positive people skills. The production
manager will also work closely with other de-
partment managers, department heads and the
general manager in a total team focus environ-
ment. Send Resume to: WPEC NEWS 12, P.O.
Box 198512, West Palm Beach, FL 33419-8512,
Attn: Jerry Ridling.

THE U.S. OLYMPIC COMMITTEE, located in Col-
orado Springs, CO, is the coordinating body for
all Olympic-related activity in the United States
and is the home of the largest of the three
Olympic Training Centers in the U.S. We seek
candidates for POST PRODUCTION EDITOR.
Responsible for in-house post production in our
Olympic Entertainment Properties Division using
linear and non-linear editing equipment. Experi-
ence with pre reads, Panasonic Post Box, DVE
and Chyron preferred. Projects include music, pro-
motional and educational videos, image films,
public service announcements, commercials and
program-tength shows for national, regional and
local broadcasts. Requires bachelor degree in
telecommunications/broadcasting, plus 5 years
video production experience, with at teast 3 years
as post-production editor, correctable vision with
normal color vision, ability to lift up to 80 Ibs.
Salary approx. mid $30K plus excellent benefits
package. Forward resume and salary history to
USOC Human Resources Office, One Olympic
Plaza, Colorado Springs, CO 80909 -or- fax to
(719) 632-2884 (if faxed do not mail originals)

-or- email to usoc.hrmailbox@usoc.org Deadline
May 15 EQE.
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MARKETING careers

PROMOTIONS careens

MANAGEMENT cAreers

MARKETING MANAGER - MEDIA GENERAL
BROADCAST GROUP STATION, WDEF-TV in
scenic Chattanooga, TN seeks a highty motivated
Marketing Manager. Must have a strong sense for
news promotion. Will lead the the creative team in
developing station image advertising, outside media
and strategic marketing plans. Should have strong
writing ability, organizational and leadership skills
alongwith provencreativity. Send resumeto: Human
Resources Dept., WDEF-TV, 3300 Broad Street,
Chattanooga, TN 37408. EOE, M/F, Drug
Screening.

PROMOTIONS cAReers

[CINCINNATI
Equal Opportunity Employer

Assistant
Promotions Manager

WLWT-TV, Hearst-Argyle's NBC
station in Cincinnati, is recruiting an
Assistant Promotion Manager. This is
an opportunity for an experienced
producer with proven creative and 3-5
years experience to help lead an award
winning Creative Services Department
in one of the country's fastest growing
broadcast groups. Additional
responsibilities include assisting the
Creative Services Director with
strategic planning, high-end research
driven image advertising, outside media
planning and community events.
Successful candidate must have a keen
sense of branding, plus a significant
background in producing topicals, news
series, image and special project
promotion. Strong writing and brilliant
production skills are a must. Hands-on
non-linear editing and film experience
a huge plus.

Send resume and demo reel to:

Bill Manning

Creative Services Director
WLWT-TV

1700 Young Street

Cincinnati, Ohio 45210

Hearst-Argyle

TELEVISION, INC.

y
WLWT-TV
B

PROMOTIONS DIRECTOR KVUE-TV, a Belo sub-
sidiary, has an opening for a Promotions
Director. Develop/direct overall marketing efforts.
Develop/execute all promotion/advertising includ-
ing news & programming promotion, station im-
age, special event & sales promotions. Minimum
of 3-5 years experience in broadcast promotion,
metered market experience preferred. Contact:
HR Manager, KVUE-TV, 3201 Steck Ave., Aus-
tin, TX 78757. Drug Screen required. EQE.

PROMOTION/COMMERCIAL WRITER
PRODUCER Unique opportunity in Raleigh! NBC-
17, the NBC Q&0 in Raleigh, NC is looking for a
Promotion/Commercial Writer Producer. A
successful candidate has a minimum of 2 years
writing/producing experience, non-linear editing
skills, and a bachelor's degree in production,
marketing, or a related field. You'll be helping NBC-
17's growing Promotion Effort while assisting our
clients with their messages. Send letter, resume and
non-returnable tape to Dan Kurtz, Promotion
Manager, NBC-17, 1205 Front Street, Raleigh NC
27609. EOE.

PROMOTION WRITER/PRODUCER KPIX TV,
San Francisco's CBS Owned and Operated tele-
vision station is looking for a Promotion Writer/
Producer. If you're looking for a chance to push
your creativity to the limit, we'll supply award win-
ning graphic support, state of the art Avid equip-
ment and the best view in television. Outstanding
writing ability a must, non-linear editing experi-
ence a plus. Live and work in the best place on
earth! Rush your reel and resume to Ed Cushing,
Promotion Manager, KPIX TV 855 Battery St,
San Francisco CA 94111.

TECHNICAL/PRODUCTION careens

NEW CABLE NETWORK LAUNCH JULY 2000
Looking for technical/production crew for the
following full time positions, Mon-Fri with vaca-
tion/benefits package for start up of a new cable
network located in New York City. Must have at
least 3-5 years experience. E.I.C.-ENGINEER IN
CHARGE, VIDEO ENGINEER, TECHNICAL
DIRECTOR, AUDIO MIXER, AUDIO ASST.
CAMERA OPERATORS, CHYRON MAXINE/
STILL STORE OPERATOR, TAPE
OPERATORS, LIGHTING DIRECTOR, UTILITY/
GAFFER, PROMPTER OPERATOR, ONLINE
EDITORS, ONLINE PLAYBACKS AND NON-
LINEAR AVID SYMPHONY EDITORS &
DIGITIZER/LOADERS. Experience in After Ef-
fects, Photoshop, lllustrator a plus. Please send
resume to: MK, P.Q. Box 125, 847A Second Av-
enue, New York, N.Y. 10017.

RADIO

MANAGEMENT careens

MANAGER OF RADIO SALES SmartRoute
Systems is one of the nation's leading firms pro-
viding real-time traffic information to radio, TV, In-
ternet and Wireless businesses across the coun-
try. SmartRoute Systems is in search of an indi-
vidual responsible for the aggressive sale of its
“SmarTraveler" traffic service to radio stations
and group owners nationally. The position re-
quires 60% travel and face to face selling and
negotiations with local radio operators, regional
management and group owners. A thorough
working knowledge of the radio industry is re-
quired with at least 5 years of direct sales experi-
ence, excellent negotiating and closing skills,
knowledge of Microsoft Office and ACT is a plus.
Interested candidates should submit their re-
sume, cover letter and salary requirements to
Human Resources at: SmartRoute Systems, Inc.,
141 Portland Street, Cambridge, MA 02139, Fax
(617)494-9973, or e-mail: Jobs @ smartroute.com.

MAY 8, 2000 / BROADCASTING & CABLE

PROJECT MANAGER National Public Radio,
manager of the Public Radio Satellite System,
seeks an experienced project manager for an
earth terminal refurbishment project. Candidates
must have experience managing national pro-
jects. Experience in earth station construction
highly desirable. Send cover letter indicating job
#1028 and resume to: National Public Radio
Human Resources Dept. 635 Massachusetts
Ave., NW Washington, DC 20001, fax to 202-
414-3047, or email “employment@npr.org”. NPR
is an Equal Opportunity Employer.

SALES careens

WINIvIC]

93,9FM/AN820
WNYC.ORG

SALES ACCOUNT EXECUTIVE
WNYC Radio

America's most listened-to public radio station,
seeks a highly motivated, successful, account
executive (sales rep) to join our expanding sales
team. Individual will serve as primary contact
between the station & corporate and cultural
clients. Requires proven experience selling public
or commercial radio or demonstrated ability to
work in the media/communications industry. B.A.
degree in Business, Marketing, Communications
or related field.
To apply send resume and cover letter stating
salary requirements to:
Gerri lppolito, HR Director,
WNYC Radio,
One Centre Street,

New York, NY 10007.
Only candidates selected for interview will be
contacted.

SELLING STATION MANAGER needed for
Florence, S.C. radio station. Ideal climate, one
hour from Myrtle Beach. Rapidly growing busi-
ness center. Ideal for someone with good sales
skills, aspiring to work in sales/station manage-
ment. Phone Tom Gentry, 9-5, Mon-Fri, (704)
596-1240. Send resume to PO Box 18614,
Charlotte, N.C., 28218, att: Tom Gentry.

SALES MANAGERS AND ACCOUNT RE-
PRESENTATIVES POLLACK BROADCASTING
CO. of Jonesboro, Arkansas, owner of multiple
radio and television stations, is acquiring the
Studio 4 Group of 3-FM, 1-AM and the ASU
Sports Network. We are accepting applications
for Sales Managers and Account Represen-
tatives. Are you community involved with lead-
ership qualities and a desire to earn a guaran-
teed, respectable income with commissions and
bonus opportunities? We offer a benefits
package and the chance to live in one of Amer-
ica's dynamic growth regions. Qur family-owned
company is growing and we make selling radio a
fun and creative sport. EOE. Send resume to:
Perry Jones, GM, Studio 4 LLC, P.O. Box 540,
Jonesboro, AR 72403. Phone # 1-888-410-5336
Fax # 1-870-933-9652.
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CLASSIFIEDS

ALLIED FIELDS

TECHNICAL careens

EMPLOYMENT SERVICES

FOR SALE srartions

SATELLITE TRUCK OPERATIONS Immediate
openings for expanding topdrawer company in
the Midwest. Cover the big stories with us. If you
think “News”, know how to put the customer first,
and see yourself in charge of a network quality
digital uplink truck, we must talk. Send resume to
Uplynx, Inc., 22801 Heslip Drive, Novi M| 48375, or
fax: 248-585-1371

SALES careers

Director-

LORAL Skynet,
a leading
provider of
satellite
communications
services, is
creating new opportunities for our cus-
tomers in this demanding, global mar-
ketplace by providing them with a
superior portfolio of worldwide sateliite
assets. We are helping to define the way
the world does business today by link-
edg advanced space systems to integrat-
networks that interface with ground
and terrestrial services. Due to our
rapid growth, we are currently seeking
a Director of Sales to work in our
Central New Jersey Headquarters.

In this key position, you will have direct
responsibility for the sales of our satellite
services to U.S. domestic customers sell-
ing directly to customers and through
distribution channels, including resellers
and service integrators. You will main-
tain and support the existing revenue
base in addition to generating new rev-
enues. The Director of Sales is also
responsible for the development of
negotiation strategies and account plans.

The successful candidate should possess
5 years sales experience within the satel-
lite/cableftelecommunications industry,
in addition to a BS or BA in Marketing or

\'.'5:8
A -
Radio & TV Jobs in the Beautiful Northwest!
Washington State Association of Broadcasters
Job Bank.
Phone: 360-705-0774 Fax: 360-705-0873
www.wsab.org

FOR SALE eauipment

WASTE NOT.

For dubs, demos, audifions and work tapes our recydled

tapes are perfed And half the cost of new. All formats,
fully guaranteed—to order

(800)238-4300 |

'y n B

We now transfer video to true DVD
www.carpelvideo.com

PRE-OWNED

SATELLITE UP-LINK VEHICLES
& TV PRODUCTION VEHICLES
and other production equipment

10 KW AM/FM. 200,000 plus average cash flow,
1.3M average gross. No debts. lliness sale.
Owner/Broker. Reply to Box 01671 EOE,

Florida Guif Coast FM (2 50,000 watis
Michigan - 2 FM's Class A - Small Market ..
Georgia/Alabama - 2 AM & 2 FM Great deal ...
Florida panhandle, 2 FM & 1 AM with cash flow ..
Orlando 4 LPTV's motivated seller..... $1.5M
Arizona LPTV and VHF priced to sell
NY UPN-TV affiliate, great market .
Louisiana 4 LPTV's group network

HADDEN & ASSOC

(0) 407-699-6069 (FAX) 407-699-1444

CENTRAL EUROPEAN COMMERCIAL FM radio
network operating 12 stations available to partner.
Growth Opportunity 941-263-7788

FACULTY careers

TELEVISION PRODUCER-DIRECTOR AND
FACULTY MEMBER Seeking experienced tele-
vision producer-director with at least Masters de-
gree to teach university production courses half-
time and to produce/direct university television
programs, projects half-time at Franciscan Uni-
versity of Steubenville in Ohio. Details from
jcoyle @franuniv.edu or 740-283-6386.

and Subtitling

CAPTION MAX

AVAILABLE NOWAT:
www.broadcastassociates.com NEW MEBININTERNET
Orcall: J A Taylor @610 754-6800 ext. 7
SALES careens
CAPTION SERVICES
: AD SALES STAR
— Pngntal Captioning WANTED!

PRN, Pics Retail Networks is seeking an
account executive for its NY office. This
position will handle all sales activity to
various East Coast entertainment clients.
Our successful candidate will have sales
experience within the entertainment/new
media industry and will possess excellent

communication/negotiation skills. If you fit

Finance (MBA preferred) and strong

communication and negotiation skills. RESEARCH cagreens ;ﬁ%x:&gl%ﬂg;ﬂzkx}?htz :gﬁ'éwit;g]r; ;?15;
We offer the org)ortunity for profes- incredible potential, send your resume to
sional growth and development, and a MEDIA RESEARCH CONSULTANT If you have a 310-264-7201. Attn: Human Resources. For
competitive salary/commission struc- media research background and possess a strong company information, visit our website:
ture and benefits package. Please send interest in consulting and sales, we have the Www.prn.com
resume (which must include salary opportunity for you. Simmons Market Research, a
requirements) to: Symmetrical Resources company, is seeking an

Account Manager to represent our high-quality

Loral Skynet-HumanResources

survey research tools and analytic consultant
P%e%?:izglﬁ' z;)o(;‘;ng117 servibces to naftional eleﬁtronic media cliegts. Our
P combination of research tools presents the most
or eI:;ii?’;\rg@?I?);‘azgkyz'rfgt?com. comprehensive picture of consumer spending and S END BLIND BOX

media behavior available. We are looking for a .

LORAL SKYNET is an eoe mA/dA and a successful, talented professional who has a sincere RESPONSES TO!:
subsidiary of Loral Space & Communications, interest in consulting with Sales and Programming
a high technology company concentrating Research Executives in the industry. The Account
privarity on saliie-besed iBlecommunications senices. Manager position is based in NYC, with some travel

required. Competitive package includes substantial BROADCA ST ING & CABLE
salary plus commission, 401k and many additional
JLQRAL benefits. Interested candidates possessing 3+ years 2 4 5 W. I 7TH ST. s 7TH FL.

industry experience, please forward a resume and
SWNET cover letter including salary req. to:

mdmaccutcheon @ smrb.com. To learn more visitus
at www.smrb.com!

NEw YORK, NY 10011
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du Treil, Lundin & Rackley, Inc.

Consulting Engineers [

201 Fletcher Avenue
Sarasota, Florida 34237
Phone: (941)329-6000
FAX: (941)329-6030
www.dlr.com

MEMBER AFCCE

John F.X. Browne
& Associates
A Protessional Corporation
Member AFCCE
BROADCAST/TELECOMMUNICATIONS

Bloomfield Hifls, MI Washington, DC
248.642.6226 (TEL) 202.293.2020
248.642.6027 (FAX) 202.293.2021

www.jfxb.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

Munn-Reese, Inc.

Broadcast Engineering Consultants

P.O. Box 220
Coldwater, Michigan 49036
Phone: 517-278-7339

HATFIELD & DAWSON

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

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

WALLACE

Indionapolis II:

{317) 684-6754
wollocedtv@uol.com

Denms Wallace

SPECIALIZING
IN DIGITAL TELEVISION

MARK G. FEHLIG, P.E.,, MBA
DTV BUSINESS & TECHNOLOGY
SYSTEMS
CONSULTANT
MEMBER AFCCE
678-575-1596v-mail 917-677-87%97e-fax
Atanta, Ga MGFPE@aol.com

101 West Ohio St. B
20th Floor

ENGINEERING SONSULTANTS

——CARL T. JONES
CORPORATION

CONSULTING ENGINEERS

790 | Yarawood Court
Springfield, Virginia 22153
(703) 569-704  fax (703) 569-6417
MEMBER aFCCE www.ctjc.com

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS

Box 280068
San Fraacisco, California 94128

HE 707/996-5200
202/396-5200

www.h-e.com

Denny & Associates, PC
Consulting Engineers

PH 202-452-5630
FX 202-452-5620

1 Member AFCCE  evirfo@dennycom

Mullaney Engineering, Inc.
Consulting “elecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-6115
Member AFCCE

F.W. HANNEL & ASSOCIATES

Registered Professional Engineers

911 Edward Street
Henry, lllinois 61537
:309) 364-3903
Fex (309) 364-3775

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

10300 Eaton Place, Suite 200

Falrfax, VA 22030 \
{703) 5M-0110-(202) 332-0110 \\
Fa: (703) 591-011§
www.andconsulting.com

www.DTVinfo.com

LOHNES AND CULVER
CONSULTING ENGINEERS
8309 Cherry Lane

Laure , MD 20707 4830
o (301) 776-4488
~ locul@locul.com

Since 1944 Member AFCCE

CLASSIFIEDS

| COHEN, DIPPELL AND EVERIST, P.C.

CONSULTING ENGINEERS
Domestic and International Communications
Since 1937
1300 “L" STREET, N.W., Suite 1100
WASHINZTON, DC 20006
PHONE: (202) 896-0111 FAX: (202) £98-0895
E-MAIL cdepc@worldnet.att.ret
Member AFCCE

TOWER/ANTENNAS CONSULTANTS

-FM & TV Antennas

- Pattern Studics & RSL Maps
= Fliters & Combiners

« Muftistation Solutions

Tel: {207) 647-3327
Fax- (207) 647-8273
‘Web site: www.shively.com

NATIONWIDE TOWER COMPANY

HERECTIONS » JISMANT_ES « ANTENNA . RELAMP

ULTRASOUND « STRUCTURAL ANALYSIS - PAINT
INSPECTIONS « REGUY « ENGINEERING
PO. BOX 1820 BENIERSON, KY 424189-1820
PHONE (270) 869-8000 FAX (270) 869-8600
E-MAIL: hjoh
24 HOUR SHSIIGENCY SERVICE AMILABLE

.| UNIVERSAL TOWER, Inc.

Manufacturer of
Setf-Supporting Towers,
Guyed Towers and Accessories

P.0. Box 27f « Henderson, Kentucky 42419-0276
Tel: 270-533-5151 « 270-533-1479
www.unlversattower.com

Towsr Painters Extraordinais
TANER SEAVICE
A Beter Company

REX A. NEWKIRK
2005 N. 1 3th Street » Grand Junction, comsol
Phone/Fa: 970-241-8116
wiw.abctower.com + Emrail: towerpaint@zbctower.com

Advertise the
easy way with
YOUR BUSINESS CARD
Call 212-337-6962

« Transmitters: Analog/Dicital
LeBLANC Broadcast Inc.

Ray Carnovale Presidert
Tel: (303) 665-5016  Fax: 665-8805

| @ wBiANC.

Shoolbred b nggng‘g-r\ Inc,

Stive bl 5 onsadiants

Towers and Antenna Structures
Robert A. Shoolbred, P E.

1040 Morrison Drive
Charleston, 5.C. 29403 = (343) 377-4681

I(l_INE

DIVISION OF KUNE BION & STEEL CO.INC.
Towers, Antenna Structures;
Engineering & Insiallation
P. O. Box 1013
Columbia, SC 29202
Tel: 803-251-8000 Fax: 803-251-809%

COLLECTION AGENCIES

MEDIA COLLECEI?N DREAM TEAM

former broadcast/cable ad sales

manager -TV. Katz, Petry, Lifetime) and
staff handle the USA's top media firm’s collec-
tion accounts offering:

1)L d k rledge of media

2) Ten years of unequalled; /documenlahle

recovery rates.
Call/Write: CCR, George Stella
1025 Old Ccuntry Raod. Suite 303$
Westbury, NY 11590
Yel: 516-997-2000, 212-766-G851
Fax: 516-997-2071
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A listless Odyssey

Crown Media's initial public offering launched with a
thud last Thursday. The parent company of cable’s
Odyssey netwark went public at 10:30 a.m. at $14,
only momentarily reached $14.24. By 11;15 am.,
trades dropped below $14, and subsequent market
activity indicated the company's underwriters, DLJ,
Lehman Brothers and Salomon Smith Barney, were
supporting the price at $14 for the rest of the day.

Crown, a subsidiary of Kansas GCity greeting card
king Hallmark, entered the market ane month after its
ariginally planned IPO launch date, which coincided
with the Microsoft market crash.

Thursday’s restructured IPO was reduced by 2.5
million shares and priced %5 lass than the first, effec-
tively reducing the value of the offering from $250 mil-
lion to $145 million and valuing the company at $870
million vs. $1.25 billion.

Crown president and CEQO David Evans said the
£145 million would still be sufficient to move the net-
works forward. Crown owns 53% of Odyssey and two
international nets, but most of the money is intended
to build programming and distribution for Odyssey,
with particular emphasis on Hallmark content.

Evans said Crown made the move after being
encouraged by an additional 55 million investment from
Liberty Media on Wednesday and a 10% stake taken by
a German firm the previous day. —Deborah McAdams

ABC'’s celebrity version episode to date on

of Who Wants to Be a
Millionaire? got the
network off to a blis-

sweeps. The four
episodes (May 1-4) aver-
aged more than 33 million
viewers and a 10.0 rating
in adults 18-49, according
to Nielsen Media
Research. Millionaire
scored its most-watched

tering start for the May

Wednesday, May 3, draw-
ing 36.1 million viewers to
see Rosie O’Donnell win
$500,000 for charity. On
Tuesday, May 2, Drew
Carey won $500,000 as
well and helped Millionaire
score its top adult 18-49
average (12.4 rating/36
share) ever. The final
installment of celebrity Mil-
lionaire (May 4) averaged

BreaNCasrngeLaoie
IN BRIEF

33 million viewers and a
10.8/28 in adults 18-49
and actually ran over its
normal hour time limit,
bleeding into ABC'’s 10
p.m. (ET/PT) episode of
20/20 Downtown.
Actor/comedian Ray
Romano’s attempt at win-
ning $1 million went eight
minutes into 20/20 Down-
town and helped the ABC
newsmagazine attain its
highest rating ever.

Fox drama ‘Party of
Five’ went out in style
but still failed to
attract much of an
audience. The 6-year-old
drama came to a tearful
conclusion Wednesday
night (May 3) but managed
only a 3.8 rating in adults
18-49, according to
Nielsen Media Research.
The Columbia TriStar-pro-
duced series that proved a
launching pad for young
stars like Jennifer Love
Hewitt and Neve Campbell
averaged 6.6 million view-
ers in its two-hour series
finale.

In an attempt to stem a
downward trend in
prime time ratings,
Nickelodeon will put
greater emphasis on
kids rather than the
recycled sitcoms of
Nick at Nite. The net-
work will go after the kid
demo left wanting by
ABC’s abandonment of

The person you describe
is the person we deliver

Joe Sullivan & Associates

Executive Search & Recruitment [

9 Feather Hill, Southold, NY [ 1971 « (631) 765-5050
www joesullivanassociates.com
Broadcasting ¢ Cable » Satellite * Internet
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Sabrina and Boy Meets
World. Nick will add an
hour of kid programming to
Friday nights beginning
this fall, running the block
from 6 p.m.to 10 p.m. The
9 to 10 p.m. spot is cur-
rently populated by The
Brady Bunch and The Bev-
erly Hillbillies, part of the
Nick at Nite lineup. Also in
the fall, the Monday-Thurs-
day Nick at Nite block will
be bumped a half-hour
earlier to 8:30 p.m. Nick
suffered a 10% decline in
rating and delivery in
prime time in first quarter
2000 compared with last
year, according to Nielsen
Media Research data.

The Inspiration Net-
work is not for sale,
according to president
and CEO David Cerullo.
Inspiration is a non-profit
religious channel based in
Charlotte, N.C., with about
12 million subscribers.
Cerullo was responding to
a BROADCASTING & CaBLE
article stating that Inspira-
tion was among the likely
targets for takeover by
USA Chairman Barry
Diller, who is in the midst
of buying a small cable
network with the intention
of growing the service.

Douglas H. McCorkin-
dale will succeed John
J. Curley as CEO at
Gannett Co. Inc., it was
announced last week.
McCorkindale served most
recently as vice chairman
and president since 1997.
He joined Gannett as gen-
eral counsel and secretary
in 1971.

Trinity Broadcasting
won its fight to keep
its Miami TV license. A
federal appeals court on
May 5 overturned the
FCC’s 1999 revocation of
Trinity’s permit. The
agency charged Trinity
with setting up an illegal
front company to take




S

LPFM: Read all about it!

Newspaper readers across the country last week
were encouraged to support low-power radio.

In ads sponsored by the Public Media Center and
Media Access Project, Americans in 29 markets were
asked to clip and sign coupons urging senators to
defeat legislation the groups say would effectively kill
‘the FCC's effort to create 'a new class of non-commer-
-clal stations, Low-power stations would have coverage

- areas of four miles or less. The new service is intended
‘to counter media-consolidation trends by providing an
 outlet for neighbarhood groups, schools and others.

Tha campaign roasts House lawmakers for pass-
ing legislation, backed by the National Association of
Broadcasters, that would drastically curtail the num-
ber.of low-power stations the FCC could create.
“Democracy doasn't mean the richest, loudest voice
wins. Mot every time. Not this fime,” the ads proclaim.

The ads ran May 1 in The Washington Post, The
Mew York Times, Capitol Hill trades, 11 local papers
“and 18 college papers. '

The ad campaign, paid for primarily by Public

" Media Center, cost $300,000. The San Francisco-
based center, which supports a wide range of envi-
‘ranmental and social causes, gets most of its funding

from foundation grants and client fees.

advantage of a minority
investment program. The
court ruled that the FCC
had failed to spell out what
level of minority control
was required to qualify.
Still, the FCC'’s case was
not without heavy costs for
Trinity. Previously, the com-
pany agreed pay $31 mil-
lion to outside parties chal-
lenging the religious net-
work’s fitness to hold sev-
eral other licenses.

Embattled wowk-Tv
Charleston, W.Va., News
Anchor Tom McGee filed
a $15 million counter-
claim against his
employer, charging that
Gateway Communications’
recent actions against
him—a suspension and a

—Bill McConnell

lawsuit—violated his con-
tract and intentionally dam-
aged his reputation locally
and nationally. In its lawsuit,
the station paints McGee
as a prima donna, well-
paid, under-worked and
arrogant. Gateway’s attor-
ney Niall Paul likened the
counterclaim to a tantrum
and called it “spurious and
ridiculous.”

Wasc-tv New York News
Director Bart Feder is
joining interactive
broadband TV news
network The FeedRoom
as vice president of
news, the latest in the
Internet brain drain.
“He’s an ideal fit with the
visionary journalists who
are gathering at The Feed-

Room to create the next
generation of television
news” said FeedRoom
founder and CEO Jona-
than Klein, himself a for-
mer CBS News executive.

Troubled Cumulus
Media Inc. will save
some $111 million in
cash since Clear Chan-
nel Communications
Inc. has agreed to
renegotiate a recent
radio-station swap with
the Milwaukee-based
company. The previous
deal was valued at $219.5
million, with some $147.5
million of that, or 67.2%, to
be paid in cash. The new
deal is worth $209.5 mil-
lion and requires Cumulus
to fork over about $36.6
million, or 17.5%, in cash.
The cash payment was
reduced as Cumulus threw
20 more stations into the
deal on top of its already
proffered four FMs and
one AM in Chattanooga,
Tenn. (the nation’s 104th-
largest radio market).

The FCC will accept
applications from non-
commercial organiza-
tions seeking to estab-
lish low-power radio
stations in Alaska, Cali-
fornia, the District of
Columbia, Georgia,
Indiana, Louisiana,
Maine, Mariana
Islands, Maryland,
Oklahoma, Rhode
Island and Utah from
May 30 through June 5.
It will accept applications
for channel changes and
other major alterations to
Class A low-power TV sta-
tions from July 31 through
Aug.4. Applications for
construction permits and

IN BRIEF

major changes to conven-
tional low-power TV station
and translators will be
accepted as well.

Martin Umansky died in
Wichita last week at
83. The Kansas broad-
caster embodied the tie
between local stations and
their communities. As the
top executive at KAKE-TV
Wichita (as well as the co-
located AM) in the 1950s
and '60s, he helped make
the affiliate of the third net-
work, ABC, into the peren-
nial top station in the mar-
ket, with his emphasis on
localism, including strong
local news and public
affairs. “Ratings should
never be the sole means of
judging a buy,” he once told
BROADCASTING & CABLE.
“The station that is closely
integrated with the commu-
nity is the one that will pro-
duce the greatest results
for its advertisers.”

Corrections:

Jack Womack has been
named executive vice
president at CNN New-
source, not James Wom-
ack as reported last week.
Eason Jordan is president,
newsgathering and inter-
national networks, at CNN
News Group, not executive
vice president.

Eugene Katz, former presi-
dent and chairman of Katz
Media Group, a media
sales rep firm, had estab-
lished a radio client list of
25 stations by 1940, not 40
as reported last week.

A photo of Elian Gonzéles
on page 68 was incorrectly
attributed. It was a Reuters
pool photo taken by AP
photographer Alan Diaz.
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

What were they thinking?

We can only presume Time Warner wants to kill its merger with AOL. Why else
would it have taken its nasty channel-carriage negotiations with Disney public
by pulling the ABC-owned stations from its cable systems last Monday and then
pinning the blame on Disney? While Time Warner was telling the world, “Dis-
ney has taken ABC away from you,” Disney was running around New York and
Los Angeles with proof that the opposite was true: a letter giving Time Warner
Disney’s “unconditional and unequivocal consent” to continue carrying ABC
through May 24.

Time Warner’s actions were a lightning rod for the mounting concerns about
its AOL coupling. Since announcing the merger last January, Time Warner has
been trying to persuade the public and Washington policymakers that it would
not become the big, bad gatekeeper, who would use the power of its broadband
pipe into 20 million homes to muscle content providers. But by Tuesday morn-
ing, that’s exactly what it looked like. It was like handing your PR department
the second flight of the Hindenburg to promote. By noon Monday, Disney even
had New York Mayor Rudy Guiliani rooting against the home team. Had the
blackout gone on another day, the mayor might have been persuaded to wear a
California Angels cap to Yankee Stadium.

The fallout was as predictable as snow in International Falls. The FCC and the
House said they would have to hold hearings on the merger. The Senate said it need-
ed to hold hearings on how to ensure that cable subscribers are not jerked around.
Then, on Friday, The New York Times weighed in with a lead editorial that will fuel
anti-Time Warner-AOL sentiment. The Times concluded that AOL-Time Warner
and, presumably, other large cable operators should be regulated as some sort of
common carriers. Echoing Disney, the paper says AOL-Time Warner should not be
allowed to discriminate against outside content providers or in favor of its own.

We cannot endorse Time Warner’s tactics last week (who could?), but we are
extremely wary of regulations or merger conditions that would further diminish
Time Warner’s, or other operators’, right to decide what content they put on and
how they put it on. Discrimination is a word with all kinds of ugly connotations
in our society today. But the fact is, that is what every media outlet does every
day: discriminate. It chooses to offer this content. It chooses not to offer that
content. The Times would defend to its last agate line its right to discriminate
(i.e., to make editorial judgments). Yet, it glibly dismisses Time Warner’s right.
Disney discriminates, too. No matter how compelling you think your program-
ming is, it’s not going to get on the ABC schedule, or waBC’s, for that matter,
unless the Mouse says so.

We hope Time Warner and Disney can resolve their differences and success-
fully conclude a carriage deal by July 15—the new mutually agreed-upon dead-
line. We see nothing wrong with Disney’s using its retransmission consent rights
as leverage for carriage of cable networks, greater affiliate fees and preferential
treatment for its Web services. And we can’t blame Disney for trying to increase
that leverage by hitting every pressure point in Washington: Congress, the FCC,
the Federal Trade Commission. But it’s a dangerous business. Disney and Time
Warner are similar companies. If Time Warner is painted as an out-of-control
media monopoly inclined to favor its own programming over that of others, Dis-
ney will have a hard time escaping a similar portrait. And once you invite gov-
ernment to the party, it’s hard to get it to leave.

And a word of advice for Time Warner: If on July 15 you still find yourself at
odds with Disney, whatever you do, don’t pull the plug.

WHAT DO YOU THINK?

We invite your comments on our editorials and other matters affecting the TV, radio and
Internet businesses. You may submit a letter to the editor by mail (Harry A. Jessell, Edi-
tor, BROADCASTING & CaBLE, 245 West 17th Street, New York, N.Y., 10011); by e-mail
(jessell@cahners.com); or by fax (212-337-7028). Your letter may be edited for clarity
and length and may appear on our Web site (broadcastingcable.com).

126 BROADCASTING & CABLE / MAY 8, 2000

BroadcastingsCable

www.broadcastingcable.com
Willlam McGorry/Group Vice PRESIDENT/212-463-6543
Lawrence Oliver/Group PuBusHER/212-463-6544
Donald V. West/Group Eoiton N Crigr/202-463-3701
Harry A. Jessell/Epiror/ 212.337-6964
Denise 0'Connor/AssociaTe PuBLISHER/ 212-337-6961

EoiroRiaL/New York
Harry A. Jessell/Eoitor/212-337-6964
P.). Bednarski/Execumive Enitor/212-337-6965
Stephen McClellan/ Deputy EoiTor/ 212-337-7023
John M. Higgins /Deputy Eoitor/212-337-7024
Susan Qualtrough/ManacinG Eitor/212-463-6432
Evette Porter/ASSISTANT ManaGing Eoiror/212-337-7148
Glen Dickson/AssociaTe Enitor/212-337-6952
Richard Tedesco/AssociaTe EoiTor/212-337-7025
Ken Kerschbaumer/AssociaTe Eoitor/212-337-7011
Deborah McAdams/STarF Writer/212-337-7027
Patricia A. Carter/Senior Copy EniTor/ 212-337-7143
Beatrice Williams-Rude/Copy Eniror/212-337-7140
Nancy Catmull/EoiToRiAL AssISTANT/212-337-7141

Destah/New York
Todd ). Gast/ART DirecTor/212-337-7017
Adam Woods /ASSISTANT ART DIRECTOR/ 212-337-7144

Epmoriar/WaSHINGTON
Donald V. West/Group EniTor IN Crier/202-463-3701
John S, Eggerton/ Deputy EpiTor/202-463-3712
Dan Trigobotf/ Senor Enimor/ 301-260-0923
Ellzabeth A. Rathbun/AssoCIATE EpiTor/202-463-3709
Paige Albiniak/ AssiSTanT EpiTor/202-463-3708
BIll McConnell/ STAFF WRiTer/202-463-3706
Kim McAvoy/ ContriBuTinG EniTor/540-341-4234
Kira Greene/ContRiButinG EiTor/703-524-7793
Dave Boruckl/Group ART DirecTor/202-463-3721
Rick Higgs/ SysTems MANAGER/202-463-3718
Alisa Holmes/WEs ProoucTion MANAGER/202-463-3703
Doris Kelly/OFrice Manager/ 202-463-3711

EoiToRiaL/Los ANGELES
Joe Schiosser/Bureau Chier/323-549-4111
Susanne M. Ault/StarF WriTer/323-965-5361

ADVERTISING /NEW YoRK
Denise 0'Connor/AsSOCIATE PuBLISHER/ 212-337-6961
Yvonne Pettus/SEnior ACCOUNT ExecuTive/ 212-337-6945
Michael Farina/ ACCOuNT ExecuTive/212-337-6941
Rob Payne/ACcCouNT Executive/ 212-337-7022
John Snyder/ SaLes CooroinaToR/ 212-337-6940
Dana Levitt/MARKETING SERVICES DIRECTOR/212-463-6546
Georgina Scuico/ART DIR.,CREATIVE ServiCES/212-337-7154
NikKi Kraus/MARKETING SERVICES CoORDINATOR/ 212-463-6483

CLASSIFIED ADVERTISING /NEW YORK
Brent Newmoyer/ MANAGER, InSIOE SaLES/212-337-6962
Yukari Atsumi/INsiDE SaLES REPRESENTATIVE /212.337-6960
Tamika Brown/AoverTISING SaLes CooRpinaTor/212-337-7073

ADVERTISING /L0S ANGELES
Marcia Orcutt/ADverRTISING DIRECTOR, Synpication/323-549-4114
Erlc Low/ Sates Cooroinator/323-549-4113
Chuck Botkcom;, DIRECTOR OF TECHNOLOGY AOVERTISING
775-852-1290; Fax 775-852-1291; email: chuckbolk@aol.com

EVENTS
Steve Labunski/DiReCToR, SpeciaL Events/212-337-7158
Sandy Friedman/ SeeciaL EvenTs Cooroinator/212-463-6740

ProDUCTION/NEW YORK
John Cagglano/ProbucTion ManaGER/212-463-6524
Justin Torres/ PrRODUCTION ASSISTANT/212-463-6571

Circutation/New York
Cheryl Milier/CircuLATioN Direcror/212-463-6651

SUBSCRIPTIONS
Broapcastivg & Casle: 800-554-5729
BroancasTING & CaBLE YearBook: 800-521-8110
Casuepay: 800-563-9056, TV Fax: 800-554-5729

OrricEs
New York: 245 W. 17th St., 10011
212-645-0067; Edit Fax 212-337-7028; Ad Fax 212-337 6948
Washington: 1627 K Street NW, 20006
202-463-3711; Edit Fax 202-463-3742
Los Angetes: 5700 Wilshire Blvd., Suite 120, 90036
323549-4100; Edit Fax 323-937-4240; Ad Fax 3239375272

¥ Cahners.

CAHNERS BUSINESS INFORMATION
Marc Teren/CHiEF Executive OFFICER
Brian Nalrn/ CHiEF OPERATING OFFICER
Glenn Rogers/EXECUTIVE VICE PRESIDENT ENTERTAINMENT,
COMMUNICATIONS AND MEDIA GRoup
Dan HKart/VICE PRESIDENT, FiNancE
Sol Talshoff/Founoer anp Enitor (1904-1982)




START SELLING MORE ADVERTISING TODAY
Your media sales force can’t be everywhere at once. Or can they?

with AdOutlet.com they can. We can extend the reach of your sales Ad 0 ut I et Co m
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can introduce your brand to buyers who may never have considered

before. And we can do it 24 h s a day, day k.
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We're AdOutlet.com — we're here, we're there, we're evervwhere. =

Ltog on to AdOutlet.com cr speck to o representative near you.

Chicago 312.214.2584 | Columbus 614.538.8100 | Los Angeles 310.312,9542 | New York 212.986.3939




Someday your customers
will watch TV in ways
they’ve only dreamed of.

What if they could play along
with their favorite game show?

What if they could pause the
game, grab a snack, and not
miss a single play?

What if they could e-mail a
friend right from their TV?

But hey,
why make them wait?

Microsoft

What TV can be.
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