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Q: Which network was voted most
valuable to cable operators?

. We're proud to be recognized as the most valuable member of your team for driving customer acquisition
and retention” And we're going to work hard to ensure that ESPN is the answer to the same question next
year. That's why we're committed to developing new original programming ideas, creating innovative ways

to promote them and finding new opportunities to help you to connect with your audience — and our fans.
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*Beta Resorch S Study of Cable Networks, 2000
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ADVERTISING

Spot
remover

The Television Bureau of
Advertising has abandoned, for
now, its plan to get some of
those upfront ad doltars for
the national spot sector. But
TVB President Chris Rohrs says
there may be an opportunity in
scatter, especially with a writ-
ers’ strike, because local news-
casts would represent fresh
programming for advertisers to
buy. Getting a piece of the
upfront was always premised,
says Rohrs, “on a runaway bull
market,” which has slowed to
a crawl.

Photo: Rick Roweli / Mathew Photographic

COMMUNICATIONS BREAKDOWN
Don't punish the networks for beating up
affiliates, just make them stop, the
Network-Affiliated Stations Alliance told
the FCC. NASA officials, who asked the FCC
in March to investigate alleged abuses by
the nets, said they were concerned because
the agency appears to be treating the
review as an enforcement action—which
could lead to fines against the nets.
Instead, NASA wants a declaratory ruling

[ 4 Broadcasting & Cable /5-7-01 ]
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SYNDICATION

Conventional

wisdom

Warner Bros. Domestic TV’s move to a hotel suite for next year's
NATPE has been a hot topic of conversation, but not at last week’s
NATPE board meeting. “It never came up,” said NATPE CEO Bruce
Johansen of Wamer Bros.” plans. “It wasn’t on the agenda.” The sub-
ject did come up in an online discussion with NATPE Chairman Jon
Mandel (hosted by TVlInsite.com, which is co-owned with B&C).
“Warner is the only one” that is lessening its role, he said. Later,
Mandel told Eye that NATPE would renew its agreement with the
Association of Local Television Stations, under which ALTV holds
its annual meeting in conjunction with NATPE's. Details are stll 10
be worked out, Mandel said, but NATPE's annual payment to
ALTV would be no less than this year’s $150,000.

that would decide whether the networks
are doing anything wrong. “The object is
to clarify what the rules of the road are,”
NASA said in a letter to FCC Chairman
Michael Powell. The declaratory approach
also would allow the FCC to look beyond
violations of existing rules to consider
whether new rules were needed. Filings in
the proceeding are currentty confidential
and on Friday an FCC official said the
agency is still trying to decide whether to

Odd man 1n
FCC Commissioner Susan Ness
two weeks ago said she will step
down June 1, prompting
Washington telcom types to
speculate about the date
Commissioner Harold Furchtgott-
Roth would pick for his exit.
Turns out he doesn‘t have much
choice. If he leaves before the
three new commission nominees
are confirmed, the commission
won't have a quorum. Furchtgott-
Roth could leave early anyway.
But without at least three voting
members, issues of top-tier
importance will be left in limbo
until the new crew arrives. Last
week, Furchtgott-Roth said he
would stay on and predicted that
the nominees would be con-
firmed by the Senate between
the Memorial Day and July 4 con-
gressional breaks.

keep it that way.

Sources said the agency was expected to
send the petition back to NASA because
officials weren’t clear on whether NASA
was seeking fines. The clarification was an
attempt, sources said, to avert the public-
relations blow if NASA were forced to
rewrite its request. A NASA official said the
group had no indication the FCC was plan-
ning to order a do-over and blamed the
agency’s confusion on press accounts.
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TOP OF THE WEEK

A tribal Thursday

While Survivor
ratings dipped,
in reality CBS
over-delivered

By Joe Schlosser and

Susanne Ault

ncreased May sweeps
Icompetition took a

littke bite out of
Survivor: The Australian
Ouutback’s finale last week,
but the CBS reality series
managed to produce big
ratings, and advertisers are
already lining up for the
next edition, which will
take place in Africa.

Survivor: The Austral-
tan Qutback’s two-hour
finale Thursday attracted
more than 36 million
viewers, down more than
15 million from the
show's final episode the
first time around. Last
summer’s finale also had stronger demo-
graphic ratings across the board, according
to Nielsen Media Research figures.

Last week’s finale averaged a 15.9 rat-
ing/39 share in adults 18-49 and a 20.1/31
in households. The Aug. 23 finale of the
original Survivor posted much higher num-
bers—a 28.6/45 in adults 1849 and a
22.8/45 in households.

But the ratings decline didn’t seem to
lessen advertiser interest in the third install-
ment, taking place in Kenya and airing on
CBS this fall. They believe that CBS will be
able to increase its position on Madison Ave.
during the upcoming upfront buying season,

Paul Schulman, media buyer for
Schulman/Advanswers NY, says the first

edition had a “free ride” last summer and
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Last week's
S inale
averaged a
15.9 rating/319
share in adults
18-4% and a
20.1/31 fim
households,
down from last
year's 28.6/45
in adults 18-49
and 22.B/45 in
househalds.,

Season-to-date, 2000-2001*
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Adults (18-49)

ings,” says Schulman. “This is a show that is
a huge power in network TV. To get a 31
household share today is a huge number; it's
big, and it’s against NBC’s biggest night.”

John Lazarus, senior vice president/direc-
tor of national broadcast at media buyer TN
Media, which represented Survivor sponsor
Dr. Scholl’s, says Survivor: The Australian
Outback actually over-delivered TN Media’s
estimates by a substantial margin.

Except for the finale, the second batch of
Survivor episodes topped the first by nearly
one million viewers per week—29.2 million
viewers versus 28.2 million last summer ...
except for the finale. The Australian version
averaged 29.2 million viewers versus the orig-
inals 28.2 million. The one-hour reunion
show hosted by Bryant Gumbel at 10 p.m.
last Thursday averaged 28.6 million viewers
and beat NBC’s ER by seven million view-
ers—the first time an original episode of ER
has not won its time period since 1994,

In the process, the median age of CBS’
viewers has dropped from 52.4 t0 50.8, and
that’s not including the finale numbers.

Advertisers paid up to $800,000 per spot to
be in the two-hour finale, and full-season
sponsors such as Dr. Scholl's and Reebok paid
up to $12 million for comprehensive promo-
tional packages that includ-
ed product placement and
ads during regular season

| LES LX) L4 HEC
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that last week’s ratings reflected much

stiffer competition.

“The first time people got a tremendous
deal on it, the second time they sort of tripled
the price based on what happened with the
ratings, and [ think that people will be anx-

ious to be in it again despite decreased rat-

and the finale.
The full-season sponsors
Ritieg 5 paid  $300,000-$350,000
47 per 30-second spot for non-
4.5 finale episodes, according
45 {0 sources.
&l “CBS, knowing they

over-delivered, will prob-
ably bump up the price a
bit for full-season sponsors in the fall,”
says Lazarus. “People will have to evaluate
whether Sumivor 3 has enough holding
power to warrant that price. Right now,
the numbers ought to say it does. It over-
delivered, and that's all you can ask a show
todo.” m



TOP OF THE WEEK

Reaching agreement

A couple of days late, but
screenwriters and studios
hammer out a contract

By Joe Schlosser
fter four months of negotiations, writ-
A ers came to an agreement with major
Hollywood studios and networks on a
new three-year contract Friday aftemoon in
Los Angeles.

At press time, it appeared that the major
points in the serlement included new rules
that will give writers increased residual pay-
ment for work done for cable networks, partic-
ularly in made-for-cable movies, and strength-
ened residual schedules from sales in foreign
markets. Altogether, the guild said, the new
contract will increase writers’ payments by
$41 million over the life of the contract.

For the first time as a result of the new pact,
which still must be ratified, Fox Broadcasting
will be considered on par with the other major
networks as far as residuals are concemed.
That change is triggered two years from now.
Previously, Fox paid less because it was a
newer and less fully scheduled network.

The guild also reached agreement on resid-
ual payments for video-on-

demand productions and The WGA settled with
the studios on Friday
afternoon, averting
a strike that
Hollywood feared.

payments for Internet prod-
ucts still to come.

The deadline for WGA's
contract with the Alliance of
Motion Picture & Television
Producers (AMPTP) came
and went last Wednesday,
but negotiations continued.

The new contract averts one potentially
crippling strike facing Hollywood this summer,
but another still looms.

Now that the WGA has a contract, the
Screen Actors Guild goes on the clock. The
actors union has until June 30 to reach a new
accord with the AMPTP Talks between SAG
and the studios had been tentatively set to begin
in Los Angeles this week but will probably be
put on hold at least another week.

' :'\ ; A
AMPTP’s Barbara Brogliatti (1), with WGA

representative Cheryl Rhoden, announced that
talks would continue past the expiration date.

/]

Can the 100,000-plus actors union leamn
anything from what has transpired between
the WGA and AMPTP? “There will be a les-
son to come out of it, but it’s hard to know
what lesson that will be,” said SAG's Greg
Krizman.

Network and Madison Ave. executives
were optimistic late last week, hoping that
SAG and the studios would follow the writers’
lead and settle without a work stoppage. The
major networks head to New York next week
to unveil their fall lineups to advertisers.

“We don't think there is
going to be a strike,” NBC
Entertainment President Jeff
Zucker said earlier. “We will
be prepared just in case, but
we are very hopeful this is all
going to be sertled.”

Advertisers and media
buyers, who have to decide
where to spend their millions within the next
several weeks, say the settlement berween the
WGA and studios is a welcome relief.

“It would be great news if they settle,” said
media buyer Paul Schulman earlier in the day.
“Most of my clients are very program-sensitive.
They want to know what shows they are going
to be in when they make their upfront buys.
They want to know programming; they want to
know dates. If we had a strike, you wouldn't
know what was going to be on.” B

AFP PHOTO / Lucy Nicholson

INBRIEF

BUDGET LOSES FEES,
KEEPS DELAYS

The budget compromise ham-
mered out last week by the
House, Senate and White House
would not require broadcasters
to pay fees for staying on their
analog spectrum past 2002,
sources say, but it would delay
auctions of ch. 52-59 until 2004
and ch. 60-69 until 2006.

BROADCASTERS SEEK
RULES FOR ITV

In a somewhat veiled swipe at the
new FCC chairman, leaders of the
broadcast industry said it’s not
too early to bar cable companies
from stripping interactive-TV trig-
gers of unaffiliated programmers.

“It is not premature for the
commission to make the funda-
mental public policy choice
between open and closed archi-
tecture,” officials of the ALTV,
Disney, NAB and others said in a
letter to the FCC.

Although the FCC is conducting
an inquiry into the need for ITV
rules, FCC Chairman Michael Powell
has said repeatedly that the
nascent business is too unformed
and unpredictable to regulate now.

NEXT BIG STAR
TO BE PAX SERIES
Previously syndicated as a series
of talent-competition specials, £d
McMahon's Next Big Star has been
turned into a 26-episode series
for Pax. Rolling out in August, it
will feature contestants found
through open auditions around
the country and through admis-
sions sent to NextBigStar.com.
Laugh In creator George
Schlatter has been named an
executive producer on Next Big
Star, which will also include seg-
ments from celebrities who got
their big break on McMahon's Star
Search. Contestants will advance
toward a final competition, where
they can win cash and prizes.

| Broadcasting & Cable/5-7-01 9]




TOP OF THE WEEK

The executioner’s song

In national first, ABC and noncommercial radio stations air tapes of Georgia electrocutions

By Dan Trigoboff
he nation for the first time got to hear
the executioner’s side of a working
death chamber last week when ex-
cerpts from 23 electrocutions taped by the
State of Georgia aired on public radio and
on ABC Nightline.

Public Radio Spectal Report: The Exe-
cution Tapes ran on WNYC-AM-FM New
York, which co-produced it, and on other
public stations around the country. ABC
advanced the Nightline program on World
News Tonight.

Listeners heard some muffled audio
from the chamber but mostly the voice of a
prison official describing the executions in
detached and unemotional commentary to
state officials connected by phone—includ-
ing an apparently botched electrocution
that had 10 be pedformed twice before the
prisoner died.

"This is not a decision we made lightly,”
said Laura Walker, president of WNYC
Radio. “We were concerned that the tapes
might be sensational. We wanted to make
sure we would be providing context and
provoke a discussion.”

“That they showed the procedure to be
clinical, methodical, that’s what appealed 1o
us,” said Nightline producer Richard
Harris. “There are people who would 1ake
comfort in how calm, clinical—almost
banal—these tapes are. Critics of the death
penalty would look at the tape in which it
ook two procedures to electrocute the
prisoner. Anybody who wants to use these
tapes on either side can do so.

Documentary producer David lsay
found the tapes when he read that Georgia
criminal defense attomey Mike Mears had
subpoenaed them for his constitutional
challenge to Georgia’s use of the clectric
chair. The state has changed its method of
execution to lethal injection, though only
for murders committed after May 2000.

10 Broa&casting & Cable,_ls_-7-01 |

Public executions have been nonexistent
since the 1930s, and taped executions are a
rarity. A videotape of the 1992 execution of
double-murderer Robert Alton Harris was
made for the American Civil Liberties Union
but never shown; KQED-TV sued the State
of California in 1994 10 allow it to televise the

tape, but a court ordered it destrovecl.

Despite its airing of the Georgia tapes,
Nightline would not necessarily show the
Timothy McVeigh execution even were it
available. Says producer Harris: “Some of
these tapes were made 17 years ago.
McVeigh is a tresh wound.” B

The execution of Oklahoma City bomber Tim
McVeigh is a local story in Terre Haute, Ind.,
probably the biggest one in its history.

But “the people in this town are sick of it,”
says WTWO(TV) News Director Kathy Dash. “They're
tired of hearing about the people who are coming,
about Timothy McVeigh. They're concerned about
the traffic, the protests, the effects on their com-
munity. They want to go to work, come home and
see their reqular local news about local govern-
ment and local events. What are all the pecple
wha are being interviewed supposed to say? There's more to Terre Haute than the place Timothy

“There’s more to Terre Haute than the place
Timothy McVeigh's going to die,” says
WTWO's Kathy Dash.

McVeigh's going to die. But that's all we're hearing,”
Not all the reporting that comes from Terre Haute (DMA No. 139) can be believed, Dash says.
“The day the execution was announced, the media started scrounging up rooms, and the reports

said there were no rooms left. But we got a call from a local Knight's Inn that said they were

not sold out. There were lots of rooms available, but not everyone wanted to stay at a Motel 6.
They all wanted the pool and the bigger rooms.”

Two hours before the execution on May 16, some of those temporary residents—the ones from
ABC, CBS, CNN, NBC, Fox and Court TV—will have to select two reporters to witness the execu-
tion, sans recording devices, from amang their ranks.

A third TV reporter, this one from Oklahoma City but not affiliated with the same network as
the network representative, will witness McVeigh's death, as well, says Dash, a member of a
media advisory committee. Dash said that reps from the other eligible local markets, Terre Haute
and Indianapolis, deferred to Oklahoma City, where McVeigh's effect was deepest.

More than 600 miles west of the Terre Haute federal penitentiary, Oklahoma City faces the
same challenge as Terre Haute. “I hope that, over time, this isn't what defines Oklahoma City,”
says KOCO-TV News Director Joe Hengemuehler. “The challenge is to make sure the victims are
not forgotten and not to keep replaying the same video of the burned-out building. There is a
strong sentiment in the journalistic community here that, at some point, we need to move on.
But we have to cover the story.” —Dan Trigoboff
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INBRIEF

JAHELKA MOVES

TO KERO-TV

WNEP-TV Scranton, Pa., Station

Manager Craig Jahelka is leaving
the New York Times-owned sta-

tion to become general manager
at McGraw-Hill-owned KERO-TV

Bakersfield, Calif.

NO FLAG FAN

The FCC continues to “flag” radio
acquisitions that cause signifi-
cant concentration of ad rev-
enue, despite Chairman Michael
Powell’s effort to eliminate the
backlog of merger requests creat-
ed by the policy. Fellow
Republican Commissioner Harold
Furchtgott-Roth and radio-indus-
try officials complain that the
FCC never established procedures
for resolving flagged deals.

In 1998, the commission began
asking for public comment on
any merger that led to one radio
station’s controlling 50% of a
market's ad revenue or two sta-
tions’ controlling 70%. To win en
masse approval to clear the
backlog, Powell promised the
Democratic commissioners that
flagging would continue but
could not be used to hold up
mergers indefinitely, said an FCC
source, adding, “You won't see
any more backlogs.”

SHOWTIME RENEWS
CHRIS ISAAK SHOW
Showtime has renewed comedy
series The Chris Isaak Show for
17 more episodes. Starring real-
life singer Isaak, the show
explores the rock-star life, with
celebrities such as Minnie Driver
appearing as themselves.

Separately, Showtime Networks’
new digital channel, Showtime
Next, has picked up short-lived
ABC series Wasteland, which will
air 10 never-seen episodes start-
ing in June.
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TOP OF THE WEEK

Breakthrough for
black network

BET challenger raising $100M from AOL, Radio One CEQ

By John M. Higgins
fier four years of scrounging, startup
A black network New Urban Entertain-
ment is in the final stages of negotia-
tions to secure solid financial
backing from the likes of AOL
Time Wamer and the CEO of
black-owned radio group Radio
One, enough cash to fund a chal-
lenge to Black Entertainment
Television (BET).
According to industry execu-
tives, the new investors are close to

on BET when buying that network last year.
Since AOL took over Time Warner Cable, the
MSQO is suddenly granting cable networks
unusually wide rollout commitments, recently
providing carriage to Oxygen and

WE: Women’s Entertainment.
Dennis Brownlee, chairman
m of NUE-TV parent Space Station
=y TeleVision, would not comment
5 on the negotiations, other than to
' F acknowledge that the valuation
of BET at 22 to 25 times cash

flow hasn't hurt his effort.

AOL Time Warner's

putting $100 million into the com-
panys NUE-TV channel, which

Bob Pittman is keen
on investing in NUE—
partly to earn political

He thinks BET will continue
to skew toward teens, both

has been on the air since last sum-  capital, partly because of  black and white, and he wants

mer with ultra-thin distribution
and even thinner programming.
Those expected to come up with cash include
AOL Time Warner; Radio One CEO Alfred
Liggins, whose company has already put $2.5
million into NUE; Prudential Insurance’s invest-
ment arm; and a fund con-
trolled by investment banker
Goldman Sachs & Co.

The backing would be
enough to give NUE-TV the
financial cushion to be taken
seriously by programming
suppliers and cable opera-
tors and to carry the opera-
tion for two or three years. It
would not, however, be
enough for the network to
pay operators significant launch fees for quick
and widespread distribution.

But carriage may come from AOL Time
Warner. The executives said that COQO Bob
Pittman is particularly keen on investing in
NUE—partly to earn political capital for back-
ing a network serving minorities, partly because
of the huge $2.9 billion valuation Viacom put

Viacom’s $2.9 billion
valuation on BET.

The backing would
give NUE-TV the
financial cushion to
be taken seriously
by programming
suppliers and cable
operators.

to target older audiences with
black-oriented programming.
With its heavy schedule of rap videos, “audi-
ences over 25 don’t even register in viewing
patterns of BET,” he said. “There’s an oppor-
tunity for another alternative.”

NUE-TV is in a hurry. The
company has burned through
much of the $14 million it has
raised since 1997 from the
likes of sports agent David
Falk, ex-AT&T Broadband
and GlobalCenter President
Leo Hindery, and music pro-
ducer Quincy Jones. The net-
work is running just six hours
of programming, cycling it
four times a day. A daily news-
cast has been shelved, and the company has laid
off an undisclosed number of its 60 employees.

NUE-TV (pronounced “New TV") is car-
ried primarily on digital cable to 500,000 cable
subscribers in markets with a sizable black
population, including part of AT&T's Atlanta
operation and AOL Time Warner in Jackson,
Miss., and Bakersfield, Calif. m
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INBRIEF

BLINKE BACK IN ‘BURGH
KDKA-TV Pittsburgh tapped con-
sultant and longtime newsman Al
Blinke as news director. Blinke
has been with Frank N. Magid
Associates for three years but
had been a news director at
WPXI(TV) Pittsburgh and WSB-TV
Atlanta. Blinke replaces Joe
Coscia, who left in March.

C-W SYNDICATES ONLINE
Carsey-Werner Distribution,
which handles such off-net hits
as 3rd Rock From the Sun and
Cosby, began CweDistribution to
syndicate programming online.
The unit will operate much like
any regular TV distributor with
revenues from license fees and
ad dollars.

LONGMAN SENTENCED
Following a plea agreement, for-
mer New Orleans newsman Mike
Longman was sentenced last
week to four years in a federal
prison treatment center on a
child-pornography conviction.
Longman left WYUE(TV) following
his arrest last year.

KENNARD TO CARLYLE
Former FCC Chairman William
Kennard will join private equity
investment firm Carlyle Group as
a managing director of the
global telecommunications and
media investment group,

as of May 14.

CORRECTION

In April 30 Changing Hands, the
format for WWE(FM) Utica, N.Y.,
should have been listed as
Christian music.

PUBLISHER'S NOTE
Because of a printing error, the
April 30 ad from the Hallmark
Channel did not include its tradi-
tional metallic gold

background.
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Pearson’s other shoe drops

Harris out after five-year run; Mackay becomes deputy CEQ

By Joe Schlosser
he long-expected shakeups hit Pearson

TTelevision North America’s executive
ranks last week.

In a complicated arrangement, Brian Harris
resigned as CEO of the interna-
tional media giants North
American division and gave way to
Catherine Mackay, who took on
the newly created title of Deputy
CEOQ at Pearson Television North

America. Harris, who also held the
title of CEO of Pearson Television

pany RTL Group, will hold the CEO title at
Pearson Television North America, but
Mackay will handle day-to-day responsibilities.

“Catherine has an extremely impressive track
record in developing businesses and finding
new commercial opportunities for
Pearson Television brands,” says
Cohen.

In another new position,
David Lyle has been named pres-
ident of entertainment at Pearson
Television North America, re-
sponsible for U.S. programming

International, had been with the David Lyle will head LS. cfforts.

company for five years.

Mackay, who was previously
the president of Pearson Television
Enterprises, has also been named CEO of
Pearson Television International and
Enterprises and will be based in New York.
Tony Cohen, who is the CEO of parent com-

programming, based in
Santa Monica, Calif.

Lyle and Cohen inherit a divi-
sion that has struggled with its
first-run efforts of late. It canceled veteran
series Baywatch and failed to get Colosseum
and Lean Angle launched for fall. Pearson has
cleared a new version of Card Sharks and is
returning Family Feud and To Tell The Truth. W

Fox O&Os dump Petry

A $50 million hit to the rep firm’s bottom line

By Steve McClellan

s if the national spot business isn't bad
A enough right now, Petry found out last

week it will lose its largest single client
next month: the Fox stations group, which bills
about $800 million a year for
national spots. Sources esti-
mate that translates to annu-
al commissions for Petry of
as much as $50 million.

Fox has decided to sell its
national spot business in-house—which is
what the owned-stations divisions of the Big
Three have all done for more than 20 years.

Fox will base its national sales unit in New
York, where it will be headed by Debbie
Carpenter, formerly vice president and general

The Big Three have
handled national spot
in-house for years.

manager of Fox-owned WTTG-TV Washington.

Carpenter reports to Jim Burke, president
of sales at the Fox Stations. Burke insisted last
week that the decision to go in-house had
nothing to with the performance of Petry as
the group’s rep firm.
Rather, it’s about Fox's abil-
ity “to more fully control its
sales strategy going for-
ward,” he said.

QOutside sources said Fox
is betting that the national ad-sales markert will
turn around and be a better business more
often than not in the future. “In good times,
you’re leaving money on the table when you
pay commissions,” the source said. Petry exec-
utives didn’t return calls seeking comment. B
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When all the pieces come together...
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Adeiphia Zommunications Corporation

Adelphia

‘ $821,162,500

Common Stock
Follow-on Offering

Joint Book-Running Mar ager

Adelphia Communications Corporation

Adelphia

| $862,500,000
Convertible Notes
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January 2001

Adelphia Communications Corporation
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$1,300,000,000
Short-Term Credit Facility

Lead Arranger
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our clients call it success.

Media and Telecom Group

Change. Complexity. Convergence. All continue to impact Media and Telecom companies around the globe. And, as our
relationships with Dobson Communications and Adelphia Communications show, we put all the pieces together to help
clients meet challenges head on. By providing integrated investment banking capabilities, in-depth industry expertise and
insightful advice, we deliver tailored solutions with your objectives in mind. Banc of America Securities. Proven professionals.
Partnering for your success.

Banc of AmericaSecurities

Banc of America Securitics LLC is a member NYSE/NASD/SIPC and a subsidiary of Bank of America Corporation. This announcement appears as a matier of record only, ©2001 Bank of America Corporation.
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WRAP-UP =

300

Week of April 30 - May 4 20
WINNERS |

CABLE/BLOOMBERG STOCK I NDEXESS
MROABCAST TV by/0/00-5/4/81) | | CABLETV (4/29/00-5/4/01) | RABIO (4729/00-5/4/01}
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Cumulus Media o

Week ending 5/4/01

Pegasus Comm.
Playboy ............ . K
Liberty Satellite..........$4.48........14.29
LOSERS

5/4 % change
TiVo Inc.........c.cooo...... $4.40.....(19.56) Week
Big City Radio.............. $2.15.....(12.25)
Hispanic Brst. ............ $2102...... (5.70)

Valuevision Inil. ......... $17.00......(5.03)
Cablevision Sys. ......... $65.05....... 4.83)

g 5 4 01
10951.20
...10951.20
10735.00
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Chris-Craft buy on track

Although foes challenge N.Y. Post financial figures, Fox
expected to get NYC waiver and OK to exceed caps for now

By Bill McConnell
ox Television’s $5.4 billion purchase
Fof the Chris-Craft TV group faces
only minor obstacles as FCC commis-
sioners begin final deliberations on the deal.

Public advocacy groups have been push-
ing to either block the 10-station deal or force
the company to divest media properties
because of conflicts with industry ownership
limits and restrictions on foreign control of
broadcast stations. (Fox parent, News Corp.,
is based in Australia.) But the agency isn't
expected to take a hard line against the com-
pany and now even some divestitures expect-
ed when it filed merger documents in
September may not have to be made.

The FCC’s Mass Media Bureau, perhaps
as early as today, is expected to offer its rec-
ommendations on the deal and a final deci-
sion by the four commissioners could come
shortly. The Justice Dept. OK'd it last month.

One of the most contentious issues has
been the request of News Corp., the parent of
Fox, to add a second station to its New York
City coverage area and also keep the New York
Post, despite a ban on same-market newspa-
pet/TV ownership. The bureau late last week

:—1 6 Broadcastingz Cable /_5-7-01
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appeared set to recommend a temporary
waiver. It was undear, however, whether the
staff would urge ordering the company to
comply by a specific date or keep both prop-
erties indefinitely, pending the FCC’s broader
review of the newspaper
crossownership ban.

The commission’s two
Democrats have opposed
open-ended waivers, But
with Commissioner Susan
Ness scheduled to step
down by June 1 and new
commissioners possibly tak-
ing posts soon after, she and
Democrat Gloria Tristani
have little power to delay.

News Corp. already has
a waiver allowing it to own
the Post and WNYW-TV. Advocacy groups
say expanding the waiver to include
WWOR-TV would concentrate control of
the New York market. News Corp. officials
contend the Post is losing money, and there
aren’t buyers.

Opponents say the company is cooking
the books. Consumer groups represented by

/

Sources familiar
with the deal say
questions about
foreign ownership
raised by FCC staff
also have been
resolved.

the Georgetown Law Center last week said
financial documents submitted to the FCC
overstate the Post's financial troubles. For
instance, they say the construction of a new
Post printing plant is listed as a liability ,
while the plant itself is carried as an asset on
News Corp.’s books. Also, they say the Post
“opportunistically” timed a 50% cut in the
newsstand price in order to
increase short-term losses.
News Corp. officials last

week declined comment

7

on the complaints.

Sources familiar with the
deal say questions about
foreign ownership raised
by FCC staff also have been
resolved, absolving the
company of a $127 million-
plus tax bill that would
have been generated if the
deal needed to be redone.

The company’s obligation o sell enough
stations to get under the 35% cap on a sta-
tion group’s national TV household reach
has been thrown into doubt by court bat-
tles over the audience limit. With the Chris-
Craft deal, national reach of Fox O&Os
would be 41%. Fox has agreed to sell one
station, KTVX-TV Salt Lake City. ®
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COVER

20th Century
Fox and CBS
Productions’ The
Education of
Max Bickford
stars Richard
Dreyfuss as a
professor going
through a
mid-life ¢crisis.

Comedies
and dramas
abound,
but reality
1S front

and center

What's
due for

i3

By Joe Schlosser
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etwork  programmers

gathered in darkened

screening rooms  last

week to get their first

look at the crop of new

shows for the fall. When

they make their decisions

this week, they’ll just have one thing to worry

about: Whether strikes will ultimately pre-
vent viewers from seeing what they chose.

Like every year, the nerwork chiefs are

picking sitcoms and dramas, but, this year,

reality has sunk in. Has ir ever. The genre has

taken off with viewers, and, what’s more, it’s

the sort of programming networks don’t need

lots of union writers or actors to produce.

The broadcast networks take over
Manhattan starting May 14 to unveil their
fall lineups to advertisers with presentations
at such hotspots as Radio City Music Hall,
Lincoln Center and the USS. Intrepid
moored in the Hudson River.

With the threat of strikes, nearly every
nerwork went overboard on the realiry
front. Each one of the networks has at least
five projects in the works, including The
WB, which stayed out of the genre until hit-
ting success with Pop $tars. The WB now
has nine reality projects in active develop-
ment. Even little Pax has a pair of reulity
series, including a comedy/reality series
with comedian Jeff Foxworthy.

The combination of a down economy and
threat of strikes, by both the Writers Guild
of America and Screen Actors Guild, is mak-
ing advertisers and media buyers nervous.

‘1 think the biggest thing is whether or
not we are going to see six schedules or 12,”
says Stacey Lynn Koerner, of media buyer
TN Media, referring to the fact that each
network is apparently preparing the sched-
ule it wants—and the schedule it may be

forced into if there’s a work stoppage.

“I think we will see complete schedules
for the best-case scenarios for the fall, and 1
think, depending on the network, we will
either see real schedule plans for a strike
schedule or we will get the broad ideas of



what a strike plan would be.”

The WGA contract expired on May 1,
but, at deadline, it was said to be close to a
new pact with studios. Programmers were
optimistic late last week that the fall lineups
will be unaftected by labor disputes. SAG
has until June 30 to reach a new pact with
studios to avert the possibility of a strike.

“We don't think there is going to be a
strike,” says Jeff Zucker, NBC’s new enter-
tainment president. “We will be prepared
just in case, but we are very hopeful all of
this is going to be settled.”

Added Fox’s Entertainment President
Gail Berman, “I think we’ll have an ‘A’
schedule. We'll be prepared to tell advertis-
ers what we will have in case of a strike, but
we think it's going to be A all the way.”

The surprise move late last month by
UPN to steal Buffy the Vanipire Slayer from
‘The B brought some of the attention back
to the programming side of the upfronts.
UPN’s move was followed by ABC's renew-
al of Dharma & Greg and a handful of other
deals made at the last minute.

The focus across the major broadcast net-
works this spring is undoubtedly on comedy.
The Big Six have 68 comedy pilots in devel-
opment, with a couple more at Pax. The WB
has 17 pilots. NBC is Jeveloping 16, ABC and
Fox have 11 each, CBS has 10 and UPN two.

“I'think this is about twice as much as we
have ever done here in terms of comedy.
The most we ever did in the past was some-
thing like eight,” says Susanne Daniels, The
WBs co-president of Entertainment.

In drama, there were 46 pilots ordered.
CBS led the way with 11, and ABC had ten.
NBC, which already has ordered a third Law
& Order serics for the fall, piloted seven dra-
mas, and The WB has six. ABC, which has
enjoyed success with three midseason come-
dies, can now put more attention to dramat-
ic development for the fall. “Our 8 p.m.
drama development is very strong, and it’s
rare for ABC to have strong carly-evening
drama development,” says Stu Bloomberg,
ABC Entertaiment’s co-chairman. &
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What the networks are cooking

ABC

Quick take: At ABC’s upfront presenta-
tion last year, Regis Philbin was carried on
to the stage like royalty. This year, Who
Wants to Be a Millionaire? is still attracting
millions of viewers, but as Stu Bloomberg,
co-chairman of ABC Entertainment, says,
“I don’t think you’ll be seeing four nights a
week of it next year” Bloomberg says
Millionaire’s overall strategy “enabled us to
put a lot of weight and finances behind our
development, and it's really paying off.”
Going ... going: ABC will take My Wife
and Kids, The Job, What About Joan?,
Gideon's Crossing, Geena and Once and
Again into the scheduling room this week.
The first three mentioned might be back;
the last three probably won't.

High hopes: ABC has only one series
commitment this spring, for new Steven
Bochco drama Philly starring NYPD Biue’s
Kim Delaney. Last minute renewal of
Dbarma & Greg keeps Tuesday night
anchor alive, though ABC apparently paid
dearly. Dramas Alias from J.J. Abrams and
Thieves with John Stamos are liked.
Comedies HMO and Seinfeld alumn Jason
Alexander’s project—he plays a motiva-
tional speaker—have good buzz.

Reality check: ABC thinks it has a block-
buster in The Runner. A second installment
of The Mole is coming. We’re still waiting
for Millionaire producer Michael Davies’
next big thing.

Biggest need: ABC still hasnt come up
with a TGIF replacement. Also, “We need
to introduce the next generation of signa-
ture comedies and dramas to our sched-
ule,” says Bloomberg.

wild card: The Runner, which is from Ben
Affleck and Matt Damon, may wind up
with two weekly time slots and a number of
live break-ins across different nights in fall,
Advertiser take: “Now we are wondering
how many Millzonaires they will leave on the
schedule versus how many they were going to
add last year, Millionatre has allowed them
time to get their development efforts in order,
and their midseason shows have been strong,”

"~ John Larroquette (top le) stars in Heart
Department, a drama about San Frarcisco
cardiologists, for CBS from Cotumbia TriStar.

CBS

Quick take: The nerwork is coming off a
big second half of the season with Survivor
and the Super Bowl. CS.I was a nice
bonus. CBS’ weekend programming could
look very different in fall, especially Friday
and Saturday nights. Survivor 3 is coming in
the fall, but CBS executives are keeping
silent on almost everything else. Median age
has dipped 10 50.8 years, the best drop of
all the networks.

Going ... going: Bubble shows include
Farily Law, The Fugtive, Nash Bridges,
That's Life and Kate Brasher. Walker, Texas
Ranger is calling it a day. And, of course,
there’s Dragnosis Murder, the show CBS
seemingly can’t kill.

High hopes: CBS has given the green light
for only one series, Citizen Baines from ER
producer John Wells. The other leading
drama contender is Education of Max
Bickford starring Oscar winners Richard
Dreyfuss and Marcia Gay Harden. A few
comedies have an early buzz, including
Saturday Night Live’s Cheri Dteri in
Loomis.

Reality check: The third installment of

Survivor is set to hit in fall, and Amrazing
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Race may hold for fall rather than air this
summer. The network has a number of
other projects quietly in development.
Biggest need: Friday and Saturday nights
need new blood, with loss of Walker and
expected loss of other dramas, including
Nash Bridges.

Wild card: CBS programmers are consid-
ering yanking their Wednesday-night movie
and going with another reality project.
Advertiser take: “Their schedule is pret-
ty strong from Sunday through Thursday
now. It’s really Friday and Saturday from 8-
10 p.m. that needs attention.

Law & Order: Criminal Intent stars Vincent
D'Onofrio (second from right). The series
will be Dick Wolf’'s third on NBC.

NBC

Quick take: Nearly evervthing new failed—
remember The Michael Richards Show?
Garth Ancier was canned, and Today pro-
ducer Jeff Zucker was hired. This will be
Zucker’s first network lineup; reportedly
Ancier’s star began to fade with NBC
President Bob Wright the day of NBC’s
upfronts last May. “Our focus is comedy,
and our focus is good comedy,” says Zucker.
Going ... going: 37d Rock From The Sun,
The Weber Show and Deadline are gone.
Fighting Fitzgeralds and Three Sisters are both
fighting to stick around after their midseason
debuts. NBC is also expected to dump
movies on Sunday and go with dramas.

High hopes: The fall lineup will have
three Latw & Oprder series on it, including
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newcomer Law & Order: Criminal Intent.
Also, Sernfeld alum Julia Louis-Dreyfus is
coming back in a limited-run midseason
comedy. Insiders say single-camera come-
dies Scrubs and Leap of Fa:th have a good
chance, as does luside Schwartz. Drama
U.C. (Undercover) with Jon Seda is also a
leading contender.

Reality check: NBC is expected to
announce a new deal for British game show
format Dog Eat Dog, and the network is still
working with Surviwvor producer Mark
Burnett on Destination Mir—just without
Mir. Two Endemol formats are in works—
Fear Factor and Spy TV.

Biggest need: Keeping Must See TV on
Tuesdays and Thursday is key. Sunday and
Monday both need help, too.

Wild card: Producer Bruce Helford and
Drew Carey may have a second improv
show on their hands. Insiders say NBC may
pick up its own version of Whose Line is it
Anyway? for the summer.

Advertiser take: “They've had a lot of
success with their returning shows, not
their new ones. And at this point, because
they have started to take a little bit of a hit
on Thursdays from Survivor, new shows
will be very important for them this fall.”

FOX

Quick take: Fox was in trouble a year ago;
now it’s talking about winning the adult 18-
49 category in the coming season. Veterans
That ‘70s Show, Ally McBea! and sopho-

Fox’s Greg The Bunny, from co-owned 20th
Century Fox TV, features Dina Waters (below)
and stars SCTV's Eugene Levy.

more Malcolm in the Middle pitched in
with a couple of new series to change for-
tunes. “We are very content with our
schedule this year. We think we have a lot of
building blocks in place, and we look for-
ward to adding some additional posts to
those building blocks in fall,” says
Entertainmens President Gail Berman.
Going ... going: Will The X-Frles return?
A deal is far from done, insiders say. Spin-
off Lone Gunmnen is riding the fence, and
fellow freshman Dark Angel has yet to be
picked up, but likely will. Freakylinks is
dead.

High hopes: Fox has commitments for
four new series: Undeclared, Greg The
Bunny, Fling (formerly When I Grow Up)
and The Tick. Insiders say comedies with
Andy Richter and Bernie Mac have a good
shot, as well.

Reality check: Reality guru Mike Darnell
is developing five projects and has a num-
ber of oftbeat, improv and hybrids up his
sleeve. Temnptaiton Island 2, Love Cruise,
Love and Rejection and End Game are all
on tap.

Biggest need: Thursday and Friday night.
This year they get special attention, Fox
says.

Wild card: New unconventional comedy
Greg The Bunmy, a show about a puppet
who is the star of a kids show, may take the
Sunday slot now occupied by Malkoir: in
the Middle;, Malcolm: may lead off
Wednesday night for Fox in fall.
Advertiser take: “If they were going to
have a big setback, like everybody was say-
ing, it should have been this year because
they had something like 80% of their
Monday through Friday schedule was new
programming.

THE WB

Quick take: How much wil the loss of
Buffy The Vampire Slayer hurt? Perhaps,
not much. The WB has developed 17 sit-
com pilots, its largest comedy development
slate ever, nine more than any other previ
ous season. (UPN, just two.) The WB
developed six drama pilots, four less than
last year. “We felt we needed a priority push
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The WB has given a 13-episode order for
Smallville, starring Tom Welling (c)
as a young Clark Kent.

in comedy,” says The WB Entertainment
President Susanne Daniels. “We sort of
traded around this year and kept our devel-
opment budget the same.”

Going ... going: A lot is on the bubble,
including Popular, jack & Jill, Angel,
Roswell, Felicity, Hype, Grosse Pointe, The
Oblongs and The PJs. (Feliaty and Angel
are probable, though UPN would be happy
to get its hands on Buffy companion Angel.
High hopes: The WB has series commit-
ments for hold-over series Dead Last and
Smallville, the story of young Superman
that will possibly be Bxuffy’s replacement.
Comedies Maybe I'm1 Adopted and Young
Person'’s Guide to Being a Rock Star are said
to have the inside track. Jamie Foxx’s vari-
ety show and Cedric The Coach are also
front-runners.

Reality check: The nerwork went from
zero to 10 quickly on reality development.
Into The Cube, No Boundaries, Elimidate
Deluxe, Lost in US.A., Classmates and a
remake of That's Incredible are on the short
list. Sunday night could become a reality
outlet,

Biggest need: Life without Buffy could
leave The WB toothless on Tuesdays. Also,
The WB is banking plenty on as many as six
sitcoms this fall.
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Wild card: Saturday night’s all
right for programming. The WB
may go to z seventh night. It won't
be in the fall, but possibly midsea-
son, insiders say.

Advertiser take: “Although it
clearly has a core audience, Buffy
had been declining, and you are
only talking about a 4 share with
the show. The real problem is how
many hours are they going to have
to replace now. If they lose Angel,
there might be some real prob-
lems.”

UPN

Quick take: The addition of the
next Star Trek series, Enterprise,
gives the nerwork a much-needed shot in
the arm, “We really have our best opportu-
nity in almost four years to take off at the
upfronts,” says Entertainment President
Tom Nunan. “If we have the next Star Trek
and Buffy going in, the wind is really going
to be at our back.” Wind? It could be a tor-
nado if News Corp. ends up owning a
chunk of UPN along with Viacom.

Going ... going: Veteran comedy Moesha
may be out after five seasons. Voyager is fly-
ing off after seven seasons, and another
Wednesday series 7 Days may follow,
though Paramount wants 7 Days to get a
fourth season. Claymation series Gary &
Mike and repeats of MTV’s Celebrity
Deathmatch are gone.

High hopes: Dead Zone, based on
Stephen King's bestseller, is said to have an
inside track, airing after Enterprise on
Wednesdays. Holdover comedy Ore on
Ore has the best shot at knocking Moesha
off Monday nights.

Reality check: UPN has five reality pro-
jects in development, including a battle-of-
the-sexes talk show with radio personality
Tom Leykis. Other projects include
Ambush TV, Rebuild Your Life and
Manbunt. Chains of Love is clinging to
another shot in fall.

Biggest need: Fix Fridays. Nothing has
worked there. Expect movies to return

there in fall.

Wild card: Sources say WWF Snzackdoron
is going to 90 minutes and UPN will use the
following 9:30 p.m. slot to launch sitcoms,
UPN may have some leverage with XFL
negotiations ongoing.

Advertiser take: “They certainly have
some calling cards now. Buffy is a nice addi-
tion. We’ll have to see how the new Star Tiek
works. Just saying Star Trek to the show’s
fans doesn’t work anymore. It has to be of a
certain caliber to keep a loyal following.”

PAX

Quick take: Pax received a breath of fresh
air midseason with the addition of Doc. The
new series with Billy Ray Cyrus has popped
strong ratings. Pax currently airs all original
programming at 8 p.m. and is looking to
add more. Pax’s Jeff Sagansky says the
three-year-old nerwork will rely less on
repeats of Diagriosts Murder and Touched
by an Angel. Pax, which is co-owned by
NBC, will continue to reap benefits from its
bigger relative. The networks will share
Mysterious Ways again in fall and are work-
ing together on quiz show Weakess Link.
Going ... going: Twice in a Lifetime is
probably not coming back.

High hopes: Next Big Star, with Ed
McMahon in his former Star Search role, is
coming and development includes Bonarnza
spin-off The Ponderosa.

Reality check: Former sitcom star Jeff
Foxworthy is developing reality/comedy
series coined You've Got to be Kidding.
Also, Forbidden Secrets is on order.
Biggest need: Find 9 p.m. programs to
tollow 8 o’clock originals.

Wild card: Look for Pax to create one
night of all-original programs—probably
on weekend night.

Bdvertiser take: “Nobody talks about
Pax, but there is a little network that has
been growing. It’s not growing by leaps and
bounds, but its showing steady growth.
How far they can grow is certainly a ques-
tion, but they seem to be doing nicely. An it
doesn’t hurt to have NBC as a partner.”
BROADCASTING & CABLE will take a look at
Spanish-language Univision and Telemundo
in the May 14 edition.
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Accuracy you can count on
means ratings you,can bank on!
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" From Boston to Los Angeles, AccuWeather is by far
the best source for accurate local forecasts.

” AccuWeather is the only one that can deliver _ _ _
the most accurate forecasts. Combine that with Pittsburgh Tribune-Review
E newspaper article 3/18/01
promotion of the AccuWeather brand and —— :
resource ond ou hove an unbeatob|e TV Meteorologists’ Accuracy Rated in Monthly Study
! Y “of the three (TV stations), KDKA {the AccuWeather

combination for news dominance.” affiliate) correctly predicted the temperatures in its
--Gary Cozen five-day forecast most often... with KDKA nailing the high

General Manager KDKA-TV temperature 83 percent of the time.” {The other stations
’

scored 75 and 62 percent accuracy.)

Still Another AccuWeather Victory
Pittsburgh forecasts made Wednesday evening, 4/11/01
AccuWeather: “Rather cloudy tonight, nothing more "Thanks to my team o] AccuWeother, 1)4

than a stray shower.” forecasts are the best. And that translates into

Government: “Flash Flood Watch until 7:00 am #1 rcﬁngs,”
Thursday... Tonight... Shewers and thunderstorms
likely... Rain may be heavy at times.”

--Larry Richert
Weather Anchor, KDKA-TV

What happened: Mostly cloudy with only a trace of -ain.

Profit from the AccuWeather Advantage.
ACCU F=RV=R

Accurate Local Weather... Worldwide™
385 Science Park Road, State College, PA 16803
AccuWeather.com Call 800-566-6606 * Fax 814-235-8609 * E-mail sales@ accuwx.com 4 © 2001 AccuWeather, Inc.




P.J. Bednarski EIRIL

Carmela, I'm home!

An open letter to NBC President Bob Wright about The Sopranos

ear Bob:
Hey, I got your letter dated April 23 about how The
Sopranos is kicking the broadcast networks’ sideways on

Sunday night. You say you want to figure out what to do about
it—what with all the sex and violence and profanity that HBO can
do but you can't air without people having major conniptions.

You sent the letter to producers and other NBC executives invit-
ing them to comment on “the nature of the content” of the drama and
how it affects “mainstream entertainment and NBC in particular.”

I got the letter because your PR department sent it out, and,
given that publicity effort, I took it to mean that you are trying to
find a way to stretch the limits of what is allowable on broadcast
television and needed to write a letter in which you established the

fact that not only had you done some soul-searching, you had even |

asked important folks in Hollywood to search theirs.
I searched mine just for the hell of it.

So I've been thinking about this, and naturally, the first thing I |

think about is that, on The
Sopranos, quite a few people get
whacked, quite a few women
are seen naked at the Bada Bing
and elsewhere, and there’s a lot
of swearing. None of thar is
going to get on NBC very easily.

But when 1 thought about
The Sopranos a little more, it
occurred to me that, while it’s
the nudity, language and vio-

lence that seem to differentiate |

the series from network televi-
sion, that’s really not the appeal
of the series. Nor is it why it has
won a Peabody Award and been
compared to the greatest movies
ever by The New York Times.
Let’s forget the R-rated stuff
and pretend that That’s Tony’s
Life was proposed to NBC.
Here'’s the pitch: That’s Tony’s
Life is a dramatic series about a

guy’s family business, his eccen- |

tric partners, his unrelenting

mother, his wise children and his |

long-suffering wife in suburbia.

That's The Sopranos—
except on NBC and other net-
works, Tony would be hand-
some and in his late 30s. His
wife would be gorgeous and
working (architect? pediatri-
cian?), the kids would be wise-
crackers (and the daughter
would be a sexpot), and Tony’s
mom would be annoying main-

ly by doting on him, not by psy- |

chologically torturing him.
If you tell me I'm wrong,
Bob, you're fooling yourself.
Tony’s co-workers would be
hunks, too, and they’d be loyal to
each other and always truthful to
themselves. They'd always make

noble decisions and always have
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|

profound revelations. Beautiful
women at work would flirt, and
sometimes they’d fall in love with
these beautiful guys. No one
would have ailments, certainly
none that are messy.

Tony’s family business would
be a law firm or a fashion mag-
azine.

Homes would be stylish.
Clothes would be current.
Weight would be perfect. And
what you’d have, more or less,
is a typical television show.

Before NBC can understand

will destroy them the next. Tony
has a moral sense of right and
wrong and no morality at all.
Maybe, ultimately, network
television creates bland charac-
ters because shows have to stick
around long enough to reach
syndication. There have been
fewer than 40 episodes of The
Sopranos. 1 don't know if we'd
be so excited about Tony's lat-
est panic attack if there were
another one in episode No.
127. But if that’s the problem, it
means networks and producers

If NBC did The Sopranos,
it would be called That’s Tony’s Life.

how The Sopranos is a hit, it
must deliberately eliminate
most of the demographically
tested and blessed conventions
of prime time and decide that
some of its characters can, well,
have real characters. In other

words, Bob, watch Just Shoot |

Me and do exactly the opposite.

An important lesson from
The Sopranos is also this: Viewers
do not need to have characters to
idolize, only stories with which
they can relate to some degree. |
admire the kinds of doctors I see
on ER 1 dont admire Tony
Soprano, not most of the time.
Tony Soprano loves and hates his

wife and disappoints and shames |

his kids at the same time that
they look up to him. Tony is loyal

to co-workers one minute and

must devise an economic model
in which each can profit even if
programs come and go more
quickly.

The fact is, Bob, television
could have more characters
like those on The Sopranos,
fewer laugh tracks that tell us
what’s funny, and far fewer
shouting promo voiceovers
making exclamation points
that double as lies. It’s 2 matter
of doing things differently,
Bob, and that’s always scary.
Maybe you should try it.

Sincerely,
PJ.
Bednarski az:z bc_' ;agy;" al_-

pbednarski@cabners.com or
212-337-6965.
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Paramount agenda

New programming chief aims to create hits for all Viacom units

By Susanne Ault

s Paramount Domestic Television’s new
A president of programming, Greg

Meidel hopes to chum out hits not
only for broadcast stations, considered the divi-
sion’s core business, but for just about every-
body within the gigantic Viacom media family,
which houses Paramount’s syndication unit.

Meidel is an old pro in the business, having
been television chief at Universal and Twen-
tieth. (Most recently he was a founding part-
ner of digital rights firm Massive Media.)
Obviously, he knows how to create hits, hav-
ing previously overseen such series as Hercules:
The Legendary Journeys and America’s Most
Wanted.

Now, he says, he is not “just thinking about
traditional syndication,” a sluggish program-
ming arena of late. “I'm looking at cable, I'm
looking at first-run, I'm looking at network,”
Meidel ticks off. *I look forward to working
with all the various Viacom-owned compa-
nies. I really believe there is a synergy here
that is addictive. I wouldn’t be surprised if
(King World CEO] Roger King and I did a
project together someday.”

He asks, “Why can’t we do an ET Kids for
something like Nickelodeon with a sixth day
run of it on CBS Saturday mornings?” refer-
ring to leveraging a children’s version of Para-
mount signature strip Entertainment Tonight
to two Viacom subsidiaries.

Under the Viacom parent banner, Meidel
could work with everyone from CBS’ Les
Moonves to MTV's programming head Brian
Graden, both of whom worked closely with
Meidel during his stints at Universal and Fox.

“To me, syndication is like a third of our
business,” Meidel adds, explaining that he
will focus on reality, alternative and some typ-
ical first-run formats. “I want to come up with
the next Survivor. 'm not saying doing
Survivor for syndication. I'm saying doing the

Greg Meidel: “I'm looking at cable, I'm looking
at first-run, I'm looking at network.”

next reality hit for prime time.”

His move, effective May 1, coincided with
Joel Berman’s being named Paramount
Domestic Television's sole president, after
Frank Kelly, the company’s co-president left
the post for a three-year production/develop-
ment deal with the studio.

Yet Paramount TV Group chairman Kerry
McCluggage offers assurances that Meidel will
enjoy a seamless transition back to Paramount,
the place where he got his start in 1979 selling
such shows as Entertainment Today (now En-
tertainment Tonight). “This is about a number
of things. Frank wanted to make a change in
his career. And this is about a long-standing
desire on my part to have Greg here.”

There is some speculation that Meidel is
just in a holding pattern, waiting for a bigger
spot at Paramount or Viacom. One rival syn-
dicator said, “He won’t be president of pro-
gramming one vear to 18 months from now.
He’'ll be doing something bigger.”

Meidel is not the top studio executive. He
will report to Berman, in a role reversal; less
than a decade ago at Paramount, Berman re-
ported to Meidel, the company’s then-general
sales manager. B

INBRIEF |

THURSTON, THREE
EX-SPARTANS TEAM UP
Barry Thurston, former president
of Columbia TriStar Television
Distribution, and three former
Spartan Communications execu-
tives—Nick Evans, Jack West and
Steve Castellaw—formed
Associated Media Partners LLC, a
station broker/consultant firm
with offices in Atlanta and Los
Angeles.

TOUCHING ALL BASES
CBS and NBC split the 30th week
of the TV season. NBC took the
week of April 23-29 in adults 18-
49 (4.9 rating/14 share), while
(BS claimed victory in total
viewers (12.0 million), according
to Nielsen Media Research. The
weekly ratings include the first
three days of the on-going May
sweeps. ... A study by child-
advocacy organization Children
Now found that the 8-9 p.m. so-
called Family Viewing Hour con-
tains the least racially diverse
programming in all of network
prime time. The report said that
13% of all prime time network
fare during the hour has “mixed
opening credits by casts,” com-
pared with 67% of programs dur-
ing the 10 p.m. hour. Latino rep-
resentation on prime time
slipped from 3% of total charac-
ters during the 1999-2000 sea-
son to 2% this season. ...

Time Warner Cable will add
Rainbow's WE: Women's Enter-
tainment to 10 million of its
12.7 million homes by fourth
quarter 2002. Previously known
as Romance Classics, WE should
have a total of 50 million subs
by December. ... Bonnie Hammer
has been promoted to president,
a new position, at the Sci Fi
Channel. She had been EVP/GM.
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75. ABC Monday Night

BroadcastWatch

COMPILED
APRIL 23-29 Broadcast network prime time ratings according to Nielsen Media Research

BY KENNET

H RAY
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12. Becker 10.2/15 99, Girlfriends 2.0/3
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24. Third Watch ~ 8.8/15

121. Nothing Lasts Forever,

Part 2 0.9/1
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13/2
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SyndicationWatch

APRIL 16-22 Syndicated programming ratings according to Nielsen Media Research

TOP 25 SHOWS

HH HH

Rank Program AA  GAA
1 Wheel of Fortune 9.9 9.9
2 Jeopardy 83 83
3 Entertainment Tonight 58 58
4 Judge Judy 56 83
5 Oprah Winfrey 55 5.6
6 Friends 5.2 59
7 Frasier 49 5.6
8 Seinfeld (wknd) 47 55
9 Seinfeld 43 43
10 Live With Regis & Kelly 39 4.0
11 Jerry Springer 3.7 40
12 Wheel of Fortune (wknd) 37 37
13 Entertainment Tonight (wknd) 3.6 3.8
14 Judge Joe Brown 3.5 46
15 Hollywood Sguares 33 34
16 Drew Carey 3.2 34
17 The X-Files 32 34
18 Maury 3.2 33
19 Friends (wknd) 31 36
20 Extra 31 3.2
21 ER 3.0 35
22 Andromeda 3.0 33
23 3rd Rock From the Sun 29 31
24 Montel Williams 28 29
25 Stargate SG-1 28 2.9

TOP GAME SHOW

HH HH

Rank Program AA  GAA
1 Wheel of Fortune 99 9.9
2 Jeopardy 83 83
3 Hollywood Squares 33 34
4 Family Feud 25 3.0
5 Blind Date 22 26

According to Nielsen Media Research Syndication
Service Ranking Report April 16-22, 2001

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

One Nielsen Rating = 1,022,000 households, which
represents 1% of the 102.2 million TV Households in
the United States

NA = Not Available

Saving it up for sweeps

In the last week before May sweeps’ onslaught of ratings-grabbing stunts,

several syndicated shows posted sleepy performances. Perhaps savirg their
energy for the big month ahead, seven series hit new lows and non2 rang
up season highs in the week ended April 22.

Both of Twentieth Television’s first-run series, sophomore Divorce
Court and rookie Power of Attorney, logged season worsts. Both fell
13% from the previous week, to a 2.7 and 2.0 rating, respectively,
according to Nielsen Media Research. Xena (2.4, down 8%) and
rookies Arrest & Trial (1.4, down 13%) and Spin City (2.3, down
8%) also dropped to new lows.

To be fair, many shows pulling weak numbers were in repeats,
waiting to unspool the rest of the season’s original episodes in May,
when it counts. For example, Power of Attorney brings out its
biggest guns beginning May 7, when 0.J. Simpson prosecutor Marcia

This month, Divorce

Court will run a contest
Clark will guest star for the week. awarding a trip to

As she requested, Clark will not do battle with her former partner, Cancun, Mexico.
Power co-star Christopher Darden. Nevertheless, insists Twentieth TV

President Bob Cook, the show “will get a nice shout” from her appearance. “Besides being well
known, she has quite an animated personality. People will be curious. And they will tune in to
watch her do her thing.”

Power also plans a “Feuding Friends and Neighbors” week, a response to Twentieth-initiated
research into which cases viewers most want to see. There will also be contests in which Power
and Divorce Court fans can win trips to the Caribbean and to Cancun, Mexico, respectively.

Some outings managed to escape the week’s downward pull. All four newsmagazine strips,
whose formats call for fresh, relevant episodes, jumped in the numbers, most likely boosted by
coverage of exploding reality TV series, like CBS' Sunvivor: The Australian Outback and NBC's
Weakest Link, the latter debuting April 16. Entertainment Tonight (5.8, up 2%) led the bunch,
followed by Extra (3.1, up 11%), Inside Edition (2.8, up 4%) and Access Hollywood (2.5, up 9%).

Another bright spot: Seinfeld rebounded 8%, to a 4.3, after two weeks of lows. In the third
week of its second cycle, the sitcom has changed stations in 13 metered markets.—Susanne Ault

Richmond’s Top Court Show

The Access Time Period Performer

All Court Shows, Share

Divorce Court WUVE/UPN 7-8pm

Judge Judy WWBT/NBC 3pm 10
Judge Mathis WUPV/UPN 6pm &
Curtis Court WRLH/FOX lam-12pm (]
Judge Joe Brown WRLH/FOX 9am-10am ]
Mills Lane WRLH/FOX 10am-11lam ¢}
Judge Hatchert WUPV/UPN 12:30pm g |
People’s Court WUPV/UPN lam 1 |

Source NSI, Snep, Feh (11, Share.




NONCOMPETE NEWS
Only days after AFTRA-
backed legislation passed the
Hlinois legislature banning
noncompete clauses for on-air
talent in that state, North
Carolina broadcasters beat
back a similar bill there.
AFTRA was not involved in
the North Carolina legislation,
which had been introduced by
State Senator Robert Rucho,
who had expressed concern
that the clauses reduce
reporters and anchors to
“indentured servants to the
broadcasting industry.” He
specifically targeted restrictive
clauses that prohibit talent from
appearing in the market even
after they've been terminated.
But Rucho’s bill was defeat-
ed in the North Carolina
Senate Commerce Committee
by voice vote, the North
Carolina Association of
Broadcasters reported last
week. Its president, Tom Allen,
senior vice president of broad-
casting at Capitol
Broadcasting, said the bill’s
defeat was “a credit to the col-
lective efforts of North
Carolina broadcasters who
worked tirelessly on this issue.”

StationBreak

BY DAN

HAPPY ENDING
IN HARTFORD

A Hartford, Conn., photogra-
pher went from filming the
story of a missing girl to pro-
viding a happy ending.
WTNH-TV cameraman John
“IP” Coleman was in
Stonington, with main anchor
Keith Kountz, preparing to go
live at 11 p.m. with the story of
missing 10-year-old Ingrid
Chung. After shooting,
Coleman was driving off to get
some more footage when he
saw a shadow moving in the
woods. He rolled down his
window and found that it was
the missing girl, whom he
brought to police. The child
had apparently left school after
recess. Although police did not
suspect an abduction, they had
brought dogs out for the
search and gone door to door,
concerned over the darkness
and cold. Coleman found
Chung at about 9:45 p.m.

BOSTON WHEELING
AND DEALING

WSBK-TV Boston last week
acquired the rights to long-
running syndicated game show
hits Whee! of Fortune and

m 1
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TRIGOBOFTF

Jeopardy after crosstown rival
WHDH-TV voluntarily relin-
quished them.

Ed Goldman, who runs the
Viacom duopoly of WSBK-
TV and co-owned CBS Q&0
WBZ-TV there, said: “We're
ecstatic to get these shows on
ch. 38. This is a great opportu-
nity for us. These two mar-
quee shows add a lot of weight
to this station's schedule. How
much better does it get?” The
duopoly will now have three
games and a magazine in
access since WBZ-TV slots
Hollywood Squares and
Entertainment Tonight in the
key time period. King World
said that Viacom stations get
no break when picking up its
shows (Viacom owns King
World). “Our policy is to go
with the highest bidder,” a
spokesman for the syndicator
said.

Wheel and Jeopardy are con-
sistently atop the syndicated rat-
ings, but WHDH-TV, which
has aired the shows for more
than a decade, says that, over
numerous ratings periods, the
shows, particularly Jeopardy,
have dropped in ratings and
demos and, thus, made less

WPIX(TV} New York's Mary
Murphy was on the receiving end
of this swing as she reported a
story on boegus nuns’ collecting
money from commuters. Murphy
was not injured. She trailed four
women dressed as nuns and

discovered that only one was

legitimate.

money. “We initiated talks with
King World indicating our
interest to get out of our Whee!
and Jeopardy commitment,” said
Mike Carson, vice president and
general manager of WHDH-
TV. Carson has talked about
declining ratings in the local
media as far back as 1998, when
King World brought Jeopardy 1o
Boston for two weeks, WHDH-
TV will be filling the slots with
Access Hollyrwood and Extra,
which, it says, bring a younger
demographic. Carson has also
suggested that the station might
drop its current 4:30 p.m. airing
of Extra for an additional news-
cast.

NO BROTHERLY LOVE

Another Philadelphia news
helicopter last week shot what
appeared to be a police beat-
ing of a suspect following a car
chase, and the WTXF-TV
footage has led to an internal
police investigation of the inci-
dent. Last summer, a similar
incident attracted national
attention as the city was
preparing for the Republican
convention. That dramatic
footage led to local stations’
breaking WPVI-TV’s embar-
go. WTXF-TV News Director
John Mussoni said no other
local station had used its tape.
Police have asked for the sta-
tion's footage, Mussoni said,
and the station had offered, as
of last week, only what had
been shown on the air.

All news is local. Contact Dan
Trigoboff at (301) 260-0923, -
mail dtrig@erols.com, or fax
(413) 2544133,



rammin

FocusSeattle

THE MARKET
DMA rank 12
Population 4,187,000
TV homes 1,606,000
Income per capita $22,140
TV revenue rank 14
TV revenue $369.3 million
COMMERCIAL TV STATIONS
Rank* Ch.  Affil. Owner
1, KING-TV 5 NBC  Belo
2. KOMO-TV 4 ABC  Fisher
3. KIRQ-TV 7 CBS  Cox | .
4K 13 For Trioune Life after the dotcoms
5. KSTW 11 UPN (BS
6. KTWB-TV 22 WB  Tribune Seattle is known as the “Emerald City,” but it would seem to have lost some of its “green” over
7. KONG-TV 16  Ind. Belo the past year with the many failures of dotcom enterprises based there. The reality, though, is
8. KWPX 33 Pax  Paxson not as bleak as it may appear at first, according to Dave Lougee, general manager of Belo Corp’s
*Feb. 2001, total househelds, 6 a.m.-2 a.m., Sun.-Sat. KING-TV, KONG-TV and Northwest Cable News: The loss of dotcom business “was a hit but, just
like its rise, may have been a little over-hyped, because a lot of the other wireless and technol-
CABLE/DBS ogy businesses are still out there. Some are being reshaped, but the technology sector remains
Cable subscribers (HH) 1,172,380 a growing and important sector in the Seattle-Tacoma market.”
Penetration 73% Richard Warsinske, general manager of KOMO-TV, offers another explanation for the market’s
ADS subscribers** (HH) 160,600 current economic condition: “The first quarter wasn't terrific, but that's magnified after an
ADS penetration 10% outstanding last year. Broadcasters have short memories: You're only as good as your last
DBS carriage of local TV? e auarter. We had political business in every month of last year, save one. The second quarter
* Alternative Delivery Systems. includes DBS and other continues to be soft, but it's firming up every month. We're optimistically looking at a fourth
non-cable services, according to Nielsen Media Research i .
quarter that might be stronger.”
WHAT'S NUMBER ONE To deal with this loss of a major advertising segment, KOMO-TV has tried to be creative,
Warsinske says: “We've long had a focus on developing new business. It's what allows you to
Syndicated show Rating/Share*** make a budget in these kinds of times. Being innovative will serve us well this year.”
Jeopardy! (KOMO-TV) 9.8/16 In addition, he adds, KOMO-TV has “done some things with our Web selling. We are able to
Network show take advantage of the power of television to drive people to the Web. We're north of 8 million
Survivor IT (KIRD-TV) 21.7/32 page views a month on our site, which is not insignificant. We see it as another distribution
5 p.m. newscast platform. Qur news preduct is on cell phones right now, on pocket PCs and Palms. We don't do
KING-TV 8.6/19 this with armies of people but use digital technology to parse the information to these plat-
***February 2001, total househelds forms with a minimum of work.” —Mark K. Miller (mrkmiller@aol.com; 301-773-0058) |

Sources: Nielsen Media Research, BIA Research

HATCHETT RULES BIRMINGHAM!

. ;_ . JUDGE HATCHETT is" in its Time Period and
A= the "' New Syndicated Program in Birmingham!
:’ Rank Station Program - 12:30pm HH Rating

- #1 WBRC JUDGE HATCHETT 6.4
N #2 WVTM Days of Our Lives 5.3

T #3 WBMA Port Charles 3.7
L DCI #4 WIAT Bold & Beautiful 3.4 TG

#5 WTTO To Tell The Truth 2.4 W
#6 WABM Jenny Jones 1.2 _osTRBUTON

Source: NSI, WRAP Overnights; Birmingham April '01
www. udgehatchett.com ©2001 Columbia TriStar Television Distribution All Rights Reserved cttd.com




Programming

No tears for SoapNet

Soap-opera channel makes strong Nielsen debut

By Allison Romano
he tears being shed on SoapNet cer-
Ttai.nly aren’t over the Nielsens: The
startup soap-opera channel made a
surprisingly big debut in the ratings.

Completing its first month as a Nielsen-
metered network, the ABC cable unit
scored a 0.9 rating in prime time, on par
with established networks like MTV and
The Learning Channel and slightly ahead
of ESPN and Sci Fi Channel.

Of course, SoapNet's distribution is
small, just 9 million vs. 60 million to 80 mil-
lion for the more established networks. So
SoapNet’s 0.9 translates into just 74,000
homes in its universe. If MTV gets an 0.9,
that means it’s in 676,000 homes.

The limited distribution also means that
the sample size is tiny, so a 0.9 rating means
that only about four of Nielsens 5,000
metered homes are tuned in, on average.

Nevertheless, ABC Cable Networks
Group President Anne Sweeney believes
the numbers demonstrate that SoapNet is
reaching dedicated soap-opera fans who
can’t watch in the afternoon. “The ratings
were a wonderful validation of the idea,”
she said. “Soaps are stronger than ever cre-
atively but have seen an erosion in ratings
because of lifestyle changes.”

SoapNet airs same-day replays of ABC-
ovned General Hospital, One Life to Live,
Port Charles and All My Children, along with
reruns of classic dramas such as Knots
Landing and Ryan’s Hope. The programming
also features an original news-and-highlight
show, similar to ESPN's SportsCenter.

In the moming, SoapNet airs the previ-
ous day’s programming and, in prime time,
it replays same-day episodes. In the after-
noon and overnight, it airs the older shows,
which also include Falcon Crest, The
Colbys, Hotel and Sisters. Hence, the net-
work’s total-day viewership shrinks dra-
matically to a mere 0.3 household rating.

“What they are doing is not changing
viewing patterns but getting this whole
audience that they lost to tune in again,”
said Lynn Leahey, editorial director of Soap
Opera Digest and Soap Opera Weekly.
“They give soap-viewing flexibility.”

Sweeney envisions someday adding non-
ABC soaps to the network, although there
are no negotiations currently under way.

SoapNet is reaching some subscribers on
major systems, such as Time Warner,
Comcast, Cox Communications and Direct
TV and EchoStar satellite systems. The net-
work is currently negotiating deals with other
carriers, including AT&T and Adelphia.

The person you describe is the person we deliver

30 Broadcasting & Cable /5-7-01 |

Our 25th year of identifying
and recruiting exceptional executives

Joe Sullivan &

Associates, Inc.

9 Feather Hill - Southold. NY 11971
(631) 765-5050
www _joesullivanassociates.com

Broadcasting - Cable
Satellite - Internet

SoapNet's subscriber base has grown to
about 9 million from 1 million at launch.
The network projects that it will reach 14
million homes by year-end and 30 million
homes by early 2004. B

" ESPN hikes rates

ESPN defended its move to hike cable opes-
ators’ rates by as much as 20%, a move
that has angered operators.

Linkike most cable networks, ESPN has
built inta mast of its affiliation contracts an
aggressive yearly escalater onginally con-
ceived to make it easier for the network 1o
bid for pro sports that had been broadcast-
ers’ exclusive province. But now that the
NFL and NBA are cable staples, operators are
less excited about the sports nights and
mone agitated about paying an additional
20 cents to 25 cents per subscriber monthiy

Charter Communications’ Jemry Kent
exprassed frustration: “Programming-cost
increases are probably one of the top
things I worry about,” he said.

ESPN Executive Yice Presidert Ed Dursa
would not canfirm the size of the increase but
said it's justified. "We feel it recognizes the
value of what we bring.” Although ESPN's rat-

| ings are currently tumbling, it has long besn

: top-rated, particulady amang men. ESPH and
| other sparts nets attract cable subscribers.,

| The new rate varies among M50s. ESPN
had been avaraging about $1.20 per sub-
scriber. But M50s can get a better deal or
smaller incraases by committing to wide
camiage and prominent channel placement
of gther Walt Disney Co. co-owned senvices,
such as ESPN Classic or Soaphet.

Kent suggested that the government could
help by allowing cable aperators to offer
expansive sparts programming on an & la
carte basis. Expansive channels like ESPN
oppose being camied as a premium chanmel,
like HBO, bacause they get more exposure and
can charge higher advertising rates if they ane
carried in operators’ basic programming tiers.

And, like other pay networks, ESPN would

| increase its rabe to several dollars per
i manth per subscriber.  —Jofn M. Higging

e
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INTRODUCTION

It seems unimagircble that as recently as 1994
there were only about 300C Web sites on the
Internet - or that the Internel itself was then
generally regarded as a shedewy, exotic reclm
accessible only to cn elite group of technon-
erds hunched ove- their keyboards late into the
night, 2xchanging arcane secrets in
indecipherable languages. Teday there are
millions of Web sies with new ones being

launch=d on what szems to be an hourly basis.

Today, the Web can still be a complex

and baffling place without ¢ road map.
Hence this guide, which shows at a glance
some cf the vcluable information and
resources that are cnly a mcusaclick or two

away at cable-related Web sites.

Wuwsbroadcastingca
Visit us at: www-cablavisionmag:
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QGinsite

www. TVinsite.com
Where the television mdustry goes online,
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AL MOKE CLASS)CT

D T T

American Movie Classics
www.ametv.com

Americen Movie Classics’ website is the place to explore information about
the time ess and contemporary Hollywood Classics. The website’s design
allows wsitors to move effortlessly throughout the site to enjos o multitude
of dyna mic features including:

+ Up-to-t e-minute programming * Interactive games and frvia

schedules
+ Behindhe-scenes insights

* Viewers can be reminded of coming
films with “Remind M2" email

* Star profiles & celebrily irterviews ¢ Visitors can elect to have monthly
programming schedu es emailed
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BET Networks

www.bet.com/affiliatemarketing

BET is d=dicated to supporting our affilictes with quality service. Check

out the BET Virtual Affiliate Kit today. Dur online service tool will moke
your partership with BET more effective. At a touch of a button, the BET
Virtual AHfiliate Kit will give you access to the latest.

¢ General Marketing Materials
+ Tecnical Changes o Downloadable Ad Slicks and

+ Local Ad Sales opportunities ap:
¢ Video Spots

+ Programming Information

+ Campoigns and Events

e . . !
+ Affiliate Representative Contact and much more

¢ Community Outreach Programs

The Virtal Affiliate Kit is updated on a regular basis to keep you informed
at all times. Toke advantage of our online resource. Register for your
password by visiting www.bet.com/affiliatemarketing and start having full
access to BET and BET on Jazz.

NETWORK CONSUMER
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Bloomberg Television
www.bloomberg.com

The BLCOMBERG TELEVISIONE website is a sub site of wwev.bloomberg.com,
Bloombarg's general site. The BLOOMBERG TELEVISION area is a financial
news er vironment that includes popular multi-media tools. Cartent ranges from
brecking financal news and top world headlines to savy strategies on
personc| finance. With just a cﬁck of the mouse, site sifors can waich
BLOOMBERG TELEVISICN live via streaming video. With BLOOMBERG® Alert,

wered by TVEyes com, invesfors receive email alerts whenever their favorite
E:onciol topics or stocks are mentioned on BLOOMBERG TELEVISION.

BLOOMBERG A.ert sencs an email plus a franscript of the televised segment.

BLOOMBERG TELEVISION is a 24-hour money news channel, covering
market action worldwide with exclusive brecking news.

Bravo Network
www.bravotv.com

bravotv.com is a smart connection to follow the Bravo viewer and
Internet user 24/7. bravotv.com guides users deep into the
craative experience of film and arts. The newly upgraded site
provides behind-the-scenes footage from Bravo's original series,
tn‘ormation on performing arts and specials, multi-platform
ceverage of high profile events, film festival sweepstakes,
ineractive games, and more.
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C-SPAN

WWW.C-Span.org

Public Affairs on the Web C-SPAN.org offers access to the current
events, issues and history that shape the nation. Watch live events
online and check schedule information for C-SPAN programming.
take advantage of educational opportunities with C-SPAN in  the
Classroom and explore he world of non-fiction books with BOOK TV,

CREATED BY CABLE. OFFERED AS A PUBLIC SERVICE.
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CRN Networks
www.CRNi.net

The Radio Channels

CRN Networks offers six themed channels of talk radio
programming that provide odded value to your analog and digital
cable customers. Program highlights include Law & Order Radio,
old time clossic radio, sports talk, Wrestle Talk, UFO Sightings,
lifestyle and travel programming, and nationally known talk show
hosts like Bob Dornon and Michael Savage. CRN dlso offers a
customized digital music on hold service. Visit www.CRNi.net for
more information or to listen to live 24 hours a day!

NETWORK CONSUMER
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Cinemax
www.cinemax.com

Check out Cinemax.com ond get closer to your favorite movies -
with original web programming and fan communities:

¢ Live events and chats with movie stars and directors featured on Cinemax

* Discussion boards and chat rooms

» A personalized movie recommendation service based on individual movie preferences
» Comprehensive reviews for thousands of mevies, including Cinemax titles

¢ Background information on Cinemax's exclusive Reel Life documentary series

¢ Complete Cinemax progromming schedule and o downloadable monthly guide
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CNN
CNN.com

CNN.com is among the world's leaders in online news and
information delivery. Staffed 24 hours, seven days a week by o
dedicated staff in CNN's world headquarters in Aflanta, GA., and
in bureaus worldwide, CNN.com relies heavily on CNN's global
newsgathering team of more than 4,000 news professionals.
CNN.com features the latest multimedia technologies, from live
video streaming to audia packages to searchable archives of news
features and bockground information. The site is updated at least
150 times daily.
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CNNfn
CNNfn.com

CNN.com is ane of the Internet's leading sources for bugness and
financial news, dedicated to providing 24-hour-a-day =ccess to
accurate, independert financial news and information on baoth
domestic and international morkets. In addition to providing
breaking news and in-depth features, CNNfn.com also sffers its
users helpful financial tools that allow them to find the exact
information they need. With sactions focused on news, mergers and
acqu sitions, consumer issues, retirement planning cnd small
busiress concerns, CNNfn.com delivers the most comprehensive
finoncial news and in‘ormation.
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CNN en Espafiol
CNNenEspanol.com

CNNenEspanol.com is CNN's Spanish-language Web site that feotures
breaking news and uses the resouzes of CNN's 24-hour Spanish-
language television network, CNN e Espaiiol. The site concentrates on
the werld’s top stories and users are chle o navigate fo sections dedicated
to Latin American, International anc J.S. news. The site also features
global business and financial news: weather reports for over 10,000
world cities; and information 1 sports, science, technology,
entertainment, health and travel. The site also offers a community orea
with messoge boards and online chat

NETWORK CONSUMER
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Headline News
CNN.com/QuickNews

CNN.com/QuickNews, Frmerly CNNHecdlinenews.com, is a
companion site fcr the 24-hour network, CNN Headline News. |t
offers users top stories from the United States and zround the
w~orld, plus news from business, sports, health, travel, politics,
«cience ¢nd technology. Also anchored on the hom: page ore
options for local weather, stock and sports scores.
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CNN/Sports lllustrated
CNNSd.com

CNMSl.com is AOL Time Warner's sports Web site, the home of Sports
llusrated on the Web ond the sports site for CNN.com and
CNM/Sports lllustrated, the sports r 2ws network. The site features up-
to-the minute scores, news, stalists and analysis of domestic and
infemational sports, as well as free ntasy sports, live streaming video
and a local sports section for more than 150 cities. The site features the
rencwned journalism and photogrephy of Sports lustrated and confent
from CNIN/Sports Mlusirated, as “~ell Turner Sports’ NBA, golf and
motor sports coverage.
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Comedy Central
www.ComedyCentral.com

ComedyCentral.com is the ultimate destination on the web for
comedy seekers. Relaunched with expanded presence of COMEDY
CENTRAL original programming, a 24-hour radio station, schedule
information, advanced technology, games, downloads, contests and
an online store, comedycentral com provides visitors with even more
ways to laugh.
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COURT TV ONLINE

www.courttv.com

Find the latest updates on Court TV's trials, including video of key
testimony, 13th Juror polls, the nation's latest legal news, Yahoo!
Chots, a verdicts directory, programming informetion, and
Choices and Consequences, our public service initiative
TheSmokinGun.com and Crimelibrary.com are integrated within
the site, offering a wide range of distinctive crime and justice
resources.

NETWORK CONSUMER

Discovery Networks
Discovery.com

Discovery.com is your gateway to the world of Discovery Networks—
one site with multiple doorways to the best brands in cable, enabling
audiences fo extend end enhance the network experience on their own
terms. Discovery.com is commitied fo producing the highest quality,
family-friendly, real-world storytelling ond interactives with a mission to
fulfill curiosity and inspire exploration. It delivers on its mission with
unique, in-depth content packages converged with compelling on-air
programs, fan sites dedicated to popular series and personalities,
conversations, behind-the-scenes newsletters, interactives and games
showcasing the best in broadband content, and much more.

THENO0PY 'S Fun AND GAMES

ENTER NOW womn

COBRA

REPLICA@
%= -

Do It Yourself Network
diynet.com

The fix-it genre enters the 21t century with DIY: tune in, then log on fo our
Web site for step-by-step, printable instructions — or create your own
project archive with My DIY! And every Saturday morning, 10 to noon
EST, chat online with our experts.

Your favorite programs return, along with several new series and
workshops featuring something for almost everyone. Remember: Whether
you want to hang wallpaper, chenge o flat tire or plant a garden, we're
here when you need us. With DIY just Watch. Click. Print. Do!
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Food Network Game Show Network
FoodTV.com www.GameShow Network.com

FoodT+.com features more than 10,000 searchable recipes, oiginal video Gar.neShowNetwork.comA- Ihg nurber one source for game show
demonsirations, menus, a wine recommender, an encyc op=dia of more excitement on the web - is a virtual Zlayground complete with games,
than 2,000 culinary terms, a food lover's markeiplace and much more. It chat rooms, contests, sweepstakes, tri4q, streaming video, merchandise
also k cks things up a notch with profiles and recipes from Fiszd Network's and more! Tune-in, log-on C‘“.d get n the game, |”e’°”')’. .°”'|'”e7°'
celebrity chefs, including Emeril Lagasse, Bobby Flay end many more. through your settop box with Game Show Network's interactive

FoodTV.com is the destination for chefs, busy home cooks, foodies and origir al programs. Why just watch ven you con play?
anyore looking for a f nger-clicking good time.
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Home & Garden Television
www.HBO.com ngty com
From toundations to furnishings = fig trees, hgiv.com hos in-depth
infornation and ideas for everythin: home and garden. Visitors can find
step-by-step instructions from their focrite shows, search for air-times and
» Lve evenis and cha's with HBO stars ~ » Complete HBO p-agramming episode descriptions, connect with cther home enthusiasts on our message
schedule and o downloadable boards, chat live with HGTV experts ar research projects they'd like to 3o
monthly quide at home. Plus, hgtv.cam now has project caleulators, live interactive cars,
and video clips from select HGTV s-ows.

Check out HBO.com to get closer to your favorite HBD shows —
featuring exclusive onfine entertainment and fan conmunities:

» Criginal web progiamming

» Discussion boards and chat rooms » Online HBO sgn- p

» Games and polls Updated every 30 minutes, hgiv.czm features o variety of ideas and
Video dlips | fovorite sh information on the following cotegeries: Building & Remodeling, Design

7 e Bl pel A O TR & Dacorating, Gardening & Landscaping, Crafts & Collectibles, Food &

» Exclusive kids entertoinment web site Lifesyle, and Real Estate & Finance
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iN DEMAND
iNDEMAND.com

IFC
www.ifctv.com

iN DEMAND, cable's proprietary poy-per-view brond, offers the
ultimote online destination for entertainment and sports fans that
wont 1o go iN.

ifctv.com is the online companion to IFC, the premier commerciol-free
network featuring award-winning independent films, original series and
productions, documentaries, and live events.

iNDEMAND .com features information and schedules for movies,
events and concerts and for Sports iNDEMAND subscription sports
packages. And with added features like movie promos, special
promotions and contests and the iN Store, INDEMAND.com rules!

ifctv.com provides in-depth information on IFC's programming, exclusive
multimedia coverage of film festivals and events, live chats, and film
news. In addition, ifctv.com offers feature-length films in high quality
streaming media formats.

NETWORK CONSUMER
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Lifetime Television
www.lifetimetv.com
Lifetime Online offers women everyting they love about Lifetime’s
programming—and more.

¢ The scoop on Lifetime's shows, movies and stars, with exclusive
interviews, videa clips and scheduling.

¢ Fun and games, including Golden Girls' trivia challenges, horoscopes, Outdoor Life Network
and love quizzes. www.OLNTV.com

* Weekly newsletters and celebrity chats. On the Outdoor Life Network site, you'll discover a complete schedule of
shows that will help you take your outdoor adventures to the next level. Shows
' ) that will inspire you to push yourself to the limit when you're skiing, hiking,
* The fatest on health, fitness, and weight-loss. fishing, cycling or doing anything cutside. You'll also find the latest news from
+ Inspiring sfories about real women— leading outdoor adventure sources like Ski Racing, Running Times and Velo

plus news on issues that matter, from breast cancer to childcare. News. So before you head outside, go to www.OLNTV.com.

* Expert advice on dating and relating.

| .
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oxygen.com

Oxygen Media is an nregrated media brand that comtines the best
qualities of the Infernet and cable television fo serve womsn innovative,
enterta ning and informative programming. Oxygen was th2 first network
to laurch on the Web before it hit TV. Animation, talk shows, music,
movies. sports, comedv and current events are served up with unique
attitude and irresistible energy around the clock. Founded in 1998 by
Geralcine Loybaurne. Marcy Corsey,. Tom Werner, Coryn viandabach and
Oproh Winkrey, Oxygen conssts of a network of popuar Web sites
located at www.oxyger.com and a 24-hour cable network.
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For Quality, Value and Conveniznce, shop with QVC’s fop-rated
Web site. You'll find jewelry, sporting goods and apparel,
today's hottest electronics, beausy products, and decorative items
for your home. Take advantage ot discounts through Last Clicks.
Get the “scoop” on our shows with the online Program Guide.
And use our online Customer S2-vice for instant service.

NETWORK CONSUMER

Showtime Networks
SHO.com

SHO.com offers original web-only content, unique ineractive events and
innovaive destination websites that complement Sacwtime Networks'
programming. You'll find sites Jedicated to groundbreckiag Originol Series
such as Soul Foed and Queer as Folk. Fight fans can score souts and learn more
abaut teir favorite boxars. SHC .com invites viewers fo cteck out:

altSHO.com  queerSHO.com  soulfood SHO.com  stargateSG-1.com
zhris.SHO.com

L T

DVISION.COM

Speedvision

www.Speecvision.com

Speedvision.com brought to you oy Speedvision Network and Racer
Magazine - targeting the millions of people who share a passion for speed
and the lifestyle that goes with it. The site’s editorial content is based around
the network’s core programming: Mctorsport and Product news, Features,
Expert Columns and Shapping frem the entire world of Cars, Boats,
Airplanes and Motorcycles. Fuel your need for speed - log on to the fastest
network online!
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STARZ ENCORE GROUP
www.starzsuperpak.com

This hlly looded consumer site has the latest information on all 12
STARZ Super Pak channels, including:

» Progromming Schedules and a special "Remind Me" Feature
* Movie Search
Streaming Video Clips of Movie Trailers
Upcoming Feature Films with Synopsis and Cast Information
Request the Super Pak Feature
About Us
SEG Job Opportunities
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Sundance Channel
www.sundancechannel.com

The new Sundance Channel online provides viewers the tocls to explore
the world of independent film with articles, interviews, photographs,
links and previews.

Sundance Channel online includes: o comprehensive program guide
with detailed film descriptions; articles, interviews, and filmographies
of featured filmmakers or;ng with links to purchase hard-to-find videos
and DVDs; resource pages for our original programming, like 24
Frame News and Conversations in Work? Cinema; and each January,
special in-depth coverage of the Sundonce Film Festival.

NETWORK CONSUMER

TechTV
www.techtv.com

TechTV, the only cable television channel covering technology news,
information and entertainment from a consumer, industry and market
perspective 24 hours a day. With nearly one million unique visitors per
month, techtv.com is the fully integrated companion website that
encourages viewer inferaction through e-mail, live chat and video mail.
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The Weather Channel
www.weather.com

The world's leading source of weather on the Web, weather.com ranks
among the fop single-content sites and one of the leading news and
information sites on the Web.

weather.com delivers forecasts for over 77,000 locations worldwide and
weather-related lifestyle information including travel, health and golf to over
13 million unique visitors per month.

The indusiry leader in [TV and Broadband
TWC weather content is optimized for Broadband and [TV applications.

Use our brand recognition and expertise in content and software to power
your Web, Broadband and Interactive TV initiatives!
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Turner Classic Movies
Turnerclassicmovies.com

Turnercassicmovies.com is the leading online destination for classic
movie |overs fecturing monthly streaming video content s ¢ as movie
trailers and clips, as well as photo galleries, message boards, palls,
trivia a1d games. The sie provides visitors movie search capabilities by
genre, star, director, ond year of release and an extensie interactive
program schedule that icludes personalized e-mail notification.
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WISDOM Television

www.wisdommedia.com

www.wisdommedia.com is the convergent media desfinaton for millions of
people across the globe interested in Personal Growth, Scciad Consciousness,
and Hezilthier Living. Leveraging the program content of WISDOM® Television
and WASDOM® Radio, the site invites users to more deeply explore ways “to
make te most of their lives.” wisdommedia com features video and audio
stream ng, discussion groups, topical columns, an extznsive calendar of
conferences and special events, e-commerce opportunifies, and numerous
links tc related material.

WE:WOMEN'’S ENTERTAINMENT

we-womensentertainment.com

WE: WOMEN'S ENTERTAINMENT is supported with new media
platforms on the web and broadband. The online guide provides
simple solutions for women and is 150 a destination to explore the
network's original programming "Cool Women", "Journey Women
Off the Map" and "Cinematherapy ', television's largest collection
of women's interest films.

STUDIO

Universal Studios Pay-Per-View
www.universalstudios.com/ppv

Movie information and more awaits the consumer at the Universal
Studios Pay-Per-View site. Sweepstaces, fun promotions and value-
added offers entertain as well as inkam. Get the scoop on featured
movies with video trailers, cast and filmmaker biographies, and
behind-the-scenes buzz. Newest fectures include the Press Center,
with the freshest news from USPP\V: the Game Center, a world of
movie-themed online games, and Advance Online Ordering, the
way to plan weeks ahead for a big night in!
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make manage move | media

Avid Technologies
www.avid.com

News happens in an instant. Do you have what it takes to break the story?

Avid is committed 1o helping broadcasters manage and move news
footage in ways never before possible. Qur editing stations, servers,
control room and networking systems are engineered lo provide the
fastest, most flexible and most reliable solutions for air, cable, and web
distribution.
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Com 21
www.com2l.com

Com21 Inc. is a leading global supplier of system solutions for
the broadband access market. The Compony’s Data Over cable
Services lnterface Specification [DOCSIS), Digital Video
Broadcasting (DVB), and Asynchronous Transfer Mode (ATM)-
based products enable cable operators and service providers to
deliver high-speed, cost-effective Internet and telephony
applications to corporate telecommuters, small businesses, home
offices, and residential end-users.

TECHNOLOGY

Welcome
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elcom, inc.
www.elcom.com

elcom, inc., the eProcurement and eMarketplace solutions subsidiary of
Elcom International, Inc. (Nasdag: ELCO), offers its clients remotely-hosted
(ASP) eProcurement and eMarketplace systems and services with a single
point of responsibility.

By leveraging elcom's solid infrastructure, mature system platforms and
eCommerce expertise, our clients can outsource their B28 eCommerce
initiatives with confidence. elcom recognized very early that the Internet
was rapidly changing markets and accelerating the trend away from high
maintenance and costly enterprise-based infrastructures. Providing
rapidly deployable remotely-hosted B2B eCommerce solutions is the most
cost eﬁective way for our clients to take advantage of the emerging trends
of the growing Internet economy.

FloriCal Systems
www.florical.com

FloriCal specializes in TV station and TV network asset management
and control, ranging from simple breaks-only commercial insertion
to full automation of all video source and storage equipment used in
on-air presentation operation. FloriCal's new economic model is a
centrally controlled multiple city enterprise network for asset
management and digital TV transmission.
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Pathfire
www.pathfire.com

Panfire (formerly Video Networks Inc.) is a business-ta-business
previder of digital media content distribution and maa gement
sersices. Pathfire’s network cf servers and software applic ations
allow customers to access, manage and distribute ads ews,
movies, syndicated content, promos, stock footage and other
video content. Pathfire serves major broadcast netwarke, cable
systems anc other leading media campanies.

TECHNOLOGY

- ——

ERO—_

] I WELCPIITIPe s AL ree

[ T

CIL RN S ey

gt b
mE

- B ror orvoRtumitng

Universal Remote Control, Inc.
www.universalremote.com

www.hometheatermaster.com

Universal Remot= Control, Inc. is one of the world's larges: menufacturers of
remote controls, and other wireless and RF hand-held devi-e:, The Company
has been supplying remote conirols to the cable industry fo- the past 10 years
as a manufacturer for US Electronics, Contec and Motarale, Scientific
Atlantc, BellSouth, Ameritech, and others.

The ccmpany markets and licenses proprietary techriobagies, software
programming and reloted development services capolshties to other
industrs-related companies and consumer electronics marufacturers. From a
single *unction unit to th feature rich, 12 device Home Theatzi Master® MX-
1000 featuring an LCD toucr-screen, PC inferface, arc joystick, the
Company has earned a solid reputation in providing high q.clity, innovative
home entertainment products.

B2

Rohde & Schwarz
www.rohde-schwartz.com

Rohde & Schwarz, the global leader in communicatians and measurement
technology. has contributed to internatiore| industry stancards for continued
research, =Jeve|opment‘ production and service of test and measurement
instruments and telecommunications systems.

Rohde & Schwarz's exceptional product r11ge provides Broadcasters, Cabled
Telecommunications and Wireless Datc Service Providers with fest and
measurement solutions for “end-to-end” quality assurance and compliance
certification of transmitted digital signale including DVB, ATSC, and MPEG
standards. Visit us at NAB Booth L5750.

NETWORK AFFILIATE

- Networks

AMC Networks
More Information. More Materials. More for you.

www.amcnetworks.com

Get casght visiting our affiliate website...your boss will be thrilled. Check
out the ultimate o&ilicte resource www.amenetworks.com featuring the latest
AMERICAN MOVIE CLASSICS and ‘'AE: WOMEN'S ENTERTAINMENT
promorions, up-to-the minute programming highlights, links to your AMC
NETWORKS regional representative, Jownloadable markefing materials,
local events and press releases. Get the scoop on current marketing
campceigns, find out how to market t¢. your most impartant customers, play
inferactive games and contests fo win prizes and muct more.
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Affiliate Sales & Marketing, Inc.,
A Subsidiary of QV

www.asm.qvc.com

Alffiliates can now stay up ta date with what's going on at Affiliate
Sales & Marketing, Inc. {a QVC subsidiary] with just a click. Log on
to ASM's website and check out the latest QVC marketing
opportunities, happenings, QVC Llocal stops, and more.  Qur site
changes regularly, so be sure to check it offen

Comedy Central
"Get It Online"
www.get-it.comedycentral.com

"Get It Online" is a valugble resource exclusively for Comedy
Central cffiliates. "Get It Online" offers up-to-the minute local ad
sales and marketing information, as well as instant access to
programming, research, promotions, pro-social opportunities,
materials, contacts, premiums, games and more. Take advantage of
this comprehensive affiliate resource and receive a free gift just for
registering on the site.

NETWORK AFFILIATE

Discovery Networks (iPAK)
discoveryaffiliate.com

Discovery Networks invites you fo visit iPAK at www.discoveryaffiliate.com,
our web site dedicated to the marketing, local ad sales and public relations
needs of our cffiliates. Gain immediate and up-to-date access ta our latest
promotions, marketing tools, programming highlights, local ad sales
resources, ancillary business support and CSR training tools. Whatever
your needs are, iPAK is designe«rto help drive your business forward. Log
on today!
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iN DEMAND
iNDEMAND.com

iN DEMAND, cable’s proprietary pay-per-view brand, offers the
ultimate online destination ?or cable oeﬁimes and indusiry vendors.
Everything needed 1o operate and market iN DEMAND pay-per-
view at maximum efficiency is here.

* Programming highlights and schedules
¢ Marketing kits

¢ Downloadable ad slicks and artwork

* Videa promotion information

* Network and operations information
* Research

These features and much more all de|iverqd in a user friendly, user
customized environment that's updated daily,
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MTV Networks NBC Cable Networks Affiliate Website

Mtvhicom Located via the affiliate link at

www.nbemarketplace.com
Grow your business with tools delivered to your desktop. The all-
new mivn.com, is the only co-branded, personalized webste in the
business. You'll get a direct link to your rep, receive messag2s aoout
kev initiatives. get Lp-to-the-minute, accurate informo'on and
break ng news nofifications for promoting high speed access, digital
acquisition, public affcirs, training your people, and local ad sales.
mivn.zom — we serve up what you want.

This comprzhensive site provides ongoing end updated support for all of our
affliates’ varkefing, local Ad Sales crd Community Relations efforts.
Information can be found on CNBC, MSKBC, The Complete Olympics and
shopNBC (formerly Voluevision). Conits include, but not limited to
program schedules, launch forms, currev promotions, downloadable art,
news relecses, complete Olympic support h(;rmolion and materials.

For technical issves, please contact our wibmaster ahmad.chebli@nbe.com

NETWORK AFFILIATE

£ SCRIPPS
8 NETWORKS

B et Beress Retmarts 8 Sutuin Bogrebutan

vielcome To Scripps Networks

Outdoor Life Ne*work & Speedvision
Affiliats Web Sites

Sgu iy e aemat

Scripps Networks
affiliate.scrippsnetworks.com

www.sv-oin-affiliates.com

The Sripps Metworks Affiliate Web site is filled witt invaluable Speedvision and Outdoor Life Network

informetion about HG™V, Food Network, and DIY. This easy--o-access Affiliates

dotubo_se and orofessional support tool has been 'creo?ed espezially for www.SV-OLN-AFFILIATES.com

markering and local ac sales. The site, updated daily, is des gned to help

you moximize marketing opportunities and local od sales revenue by All the support you need to successfully promote the Quidoor Life

provicing instant access to brand specific promofional materials, Network and Speedvision is just 3 mouse click away. On sv-oln-

propr etary sales infarmation, demographics, researc-, marketing affilicres.com, you'll find program Jzscriptions, schedules, logos and

studies, and local tie-ins to Scripps Networks national promorions. The site streaning video. You'll also get th2 chonce to toke part in exciting

will expand to cover the same valuable information fer our newest contests that can boost local ad salex. Cur programming may be about

network, Fine Living, which is launching in 2001 challénge and adventure but getling the stuff you need doesn’t have to
be. Log onto www.sv-oln-affiliates.ccm today.
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SCTE ONLINE
www.scte.org

Discover a wealth of valuable resources for broadband engineers,
managers, technicians, and installers at SCTE Online. The site includes a
job bank, professional reference materials, and important industry news.
Sign-up online as a member for only $48 and you'll also have access 1o
important education and training, certification programs, and a
worldwide network of more than 17,500 technical peers.

For more than 30 years, SCTE has helped to advance the careers of
broadband technical professionals through excellence in training,
certification and standards. To find out more, visit SCTE Online o
www.scte.org or call 800-542-5040 for more information.
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INTERACTIVE/INTERNET

Time Warner Communications
Columbus, Ovio

I -u-n:m -_zll

TIME WARNER [COLUMBUS - Digltal Wednesday. Oclober 18, 2000

Zapit Custom Sites
www.zaplit.com/customsites

Zap?it brings you Custom TV Websites. Qur websites let your subscribers
zop to accurate TV listings, great enfertainment news, and exclusive
interviews - all under your brand. Plug in our ZapZ2it online program
guide for searchable television programs by category and system-specific
TV listings in an easy-to-use grid format. We can also create a full-service
website dedicated to your programming and service offerings. You get a
custom website and we do all the work.

Contact Jim Donahue at 312-222-8696

—

BROADBAND

CONUS Communications
WWW.CONUs.com

CONUS Communications provides news services, production and
satellite services and programming services. www.CONUS.com covers
it all - streaming video, on-line scripts and rundowns, virtual tours of our
state-of-the-art digital satellite trucks and production studios, valuable
news information and links, including employment opportunities - and
much more.

Proneer

woat Talevinion Can Be

VOYAGER 3000

Pioneer
www.pioneerbroadband.com

A leading manufacturer and innovator in digital cable technology,
Pioneer provides your subscribers the chance to see “How Interactive
Becomes Inferaction™". Pioneer's Yoyager™ Digital Cable Set-top
powered by our Passport™ Application Suite, offers advanced levels of
interactive entertainment possibilifies. Featuring dual-processing power,
four-digit tuning and Video-On-Demand, Pioneer will transform your
dlglto* cable entertainment experience - forever.
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SGI'™ Telecommunications and Media Group
www.sgi.com/solutions/broadband/

SGI delivers Media Commerce™ solutions for Telecommunication:, Internet
Digtal Publishing & Media. Eroadcast, and Entertainment customert, enabling |
them tc crecte, marage, deiver, and fransact content over ¢ variety o- networks [

Categories

Technology ® Interac-ive Television * Broadbanc * Streaming

Watch for

CABLE + Cabevision

ADDITIONAL CLICKS
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Cahners Televis on Group
www.TVYinsite.com
Where the Television industry goes online.

Now there's only one place you need fo go for cable and broadcast industre
news and information. From the brands ycu've ahways counted on in print—
Brocdcasting & Cable, Cablevision Magezine, Multichannel News, and the
Inter 1ational Group—The Cahners Television Group now brings you TVinsite
The ane address that houses them all

Wit these renowned and trusted print brends all in one place, you have thz
ultirrate indusiry resource at your fingertiss.

Several advertising soonsorship opportunities are available. Contact Lauren Cohen
at (212)-453-6574, or e-mail: leohen@cah v2rs.com for more information.

the next

__Televisicn Group
Web Guide

T .
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Programming

Juicing up GSN

Cable veteran takes the top spot at Game Show Network

By John M, Higgins

ich Cronin is spinning the wheel

once again, taking the helm of the

Game Show Network. The ex-Fox
Family Channe! president replaces Michael
Fleming, who had run Sony Pictures-
owned GSN since its launch in 1994,

Cronin is well known in the cable indus-
try, having spent 13 years at MTV Networks
in affiliate marketing and as president of TV
Land. His task is to put some juice into
GSN, which is rather thinly distributed and
viewed for a network of its age and its own-
ership by a major media conglomerate.
Hiring a new CEO was one of the terms

Liberty Digital insisted on when agreeing
to pay $225 million for a 50% stake in
GSN in February, valuing the network at a
moderate $15 per subscriber. Both Liberty
and Sony are keen on the possibilities of
linking GSN with nascent interactive-TV
services, given that playing along with game
shows is the most natural programming for

interactive services.

Cronin considers GSN a fairly healthy
operation. The network should start break-
ing even this year, roughly on schedule.

“The distribution growth
was slow in the first few
years, but there are a lot of
networks that would kill for
35 million homes,” he says.
He also notes that GSN's
average 0.6 rating is in the
same ballpark as such net-
works as E! and VH1.

Cronin was tapped by Fox
Family Worldwide Chairman
Haim Saban to revamp The
Family Channel, which Saban
and partner News Corp. had
recently acquired. MTV Net-
works executives saw the autocratic kids-TV-
syndicator Saban as aiming directly at
Nickelodeon. So they fired and sued Cronin
because he had seven months left on his con-

Rich Cronin says one goal
for GSN is to draw a
younger audience but
adds, “I don't want to
alienate the existing
audience. It’s going to be
more of an evolution.”

tract. That kept him sitting on the bench
until his contract ran out.

Saban had already set much of Fox
Family’s programming, but Cronin’s mar-
keting spin was to make the staid family
network “edgy” and hip. Viewers got so
edgy they fled; Fox Family’s ratings
plunged. Saban fired Cronin last May.

Since then, Cronin has been wooed by
myriad Internet entertainment operations
and startup cable networks.
“He wanted to work for a real
company,” says one industry
friend. “And there aren’t that
many top slots atound in
cable.”

Cronin believes that his
background at TV Land and
Nick-At-Nite makes him well
suited for GSN, whose most
popular programming is re-
runs of old game shows. One
goal is to draw a younger
audience, since GSN’s cur-
rent shows tend to skew 50-
plus. That will partly come through mar-
keting. “I don’t want to alienate the existing
audience,” he says. “It’s going to be more of
an evolution.”

CableWatch

APRIL 23 -30 Cable programming ratings according to Nielsen Media Research
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Ranked by rating. Cable rating is coverage area rating within each basic cable network’s universe; 1.5, rating s of 102.2 million TV households.
Sources: Mielsen Media Research, Turner Entertainment.

RankProgram Metwork Day Thme Duration
1 WWF Entertainment TNN Han 10:00P 67
2 WWF Entertainment TNN Hon 09:00F &0
3 Rugrats NICK Sun 09:30A 30
3 m/"Her Final Fury” LIF Sun 07:00P 120
5 m,/"Her Hidden Truth” LIF Surn 03:00P 120
& m/“A Woman Scorned” LIF Sum 05:00P 120
g Jah USA Mon 07:00P &0
& %pongebob NICK Sun 10:00A 30
9 WBA/Trailblazers-Lakers TNT Thy 10:38P 166
9 Spongebab NICK Sun 10:30A 30
9 Rugrats NICK Sun 09:00A ETi]
9 JAG USA Thu 07:00p &0
I Rugrats HICK Sat 09:30A 30
9 JAG USA Wi 07:00p &0

1 0

Rating HHs Cable
Cable L5 (m0a) Share
5.3 4.2 L2646 B.5
4.9 3.9 3935 .1
2.4 2.3 2286 E.0
2.4 2.2 2233 4.8
2.0 2.0 20&E 6.1
2.5 2.0 2037 B4
2.5 2.0 2031 4.6
25 2.0 2023 .7
2.4 2.0 1985 5.5
2.4 2.0 1970 Ir
2.4 2.0 1969 8.0
2.4 2.0 1959 &7
2.4 2.0 1455 8.3
2.4 1.9 1031 L6
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ORIGINAL

All New 3's A Crowd
DJ Games
Hollywood Showdown
Inquizition
Mall Masters

CLASSIC

$100,000 Pyramid
Card Sharks
Family Feud
Hollywood Squares
Jeopardy!
Joker's Wild
Match Game
The Newlywed Game
Password
Rock & Roll Jeopardy!
Tattletales
Wheel of Fortune

INTERACTIVE 1

ACTV
AOL-TV
Boxerjam
ICTV
Liberate
Mixed Signals
Open TV
Spiderdance
Spotmagic
Ultimate TV & Web TV Plus

Criginal.
Classic.
Interactive. - -

DIRECTV

Ml

America's #1 digital satellite
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INBRIEF

HEARST CASH FLOW,
REVENUE DECLINES

Hearst Argyle Television reported
a 27% drop in broadcast cash
flow, to $54.5 million, on a 13%
drop in revenue, to $148.3 mil-
lion. The company expects sec-
ond-quarter revenue to be down
10% to 14%. Besides the soft
economy, the first-quarter
declines were attributed to a
drop in political dollars and in
Super Bowl dollars in 2001, when
(CBS had the game. The group has
two CBS affiliates but had 11
ABC affiliates last year when that
network had the big game.
Dotcom advertising was also way
off, the company said. Four mar-
kets were cited as particularly
hard hit by the weak economy:
Boston, Pittsburgh, Sacramento
and Kansas City. The company
will continue to cut costs where
it can, said President and CEO
David Barrett, noting that, over
the past 15 months, it has pared
staffing levels by 7.5%.

UNIVISION PRETAX
EARNINGS DROP 24%
Univision reported a 24% drop in
pretax earnings (EBITDA), to
$47.8 million, for the first quar-
ter, on a 7% revenue gain, to
$194.9 million. The company
attributed the drop in EBITDA to
an $11.9 million charge related
to program write-offs and sever-
ance packages for terminations.
The company expects television
revenues to climb 1% to 4% in
the second quarter and 7% to
10% for the full year, but that
assumes a “modestly improving
economic climate in the second
half of the year,” the company
said. Its online division will post
a loss of at least $30 million for
the full year.
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Business

Staving off extinction

Two small syndicators agree to combine sales forces

By Steve McClellan
ndependent syndicators are a dying
Ibreed. But two survivors—MG Perin
and BKS—have entered into a unique
agreement to try to forestall extinction.

BKS and Perin have agreed to combine
their sales forces into a single unit that will
sell the shows of both companies, which will
remain separate for now. The parties describe
the arrangement as something less formal
than z joint-operating agreement but say a
merger is possible if this first step works to
their mutual benefit. Industry observers say
it’s the kind of move other boutiques will
have to consider if they want to escape the
bone pile.

“It’s sort of like an en-
gagement,” says Dick
Perin, CEO of MG Perin
Inc. But, he adds, there’s no
date set for the wedding.

Executives at both com-
panies have run small but
well-known  syndication
companies for decades.
Perin co-founded MG
Perin in 1976 with partner
Marvin  Grieve, who
retired last year. Recent
offerings from the company include reality
show Coast Guard, WOW: The Women of
Wrestling and The Extraordinary, with host
Corbin Bernsen.

Len Koch and Bob Silberberg are partners
in BKS Entertainment, which started in 1995
as a joint venture with ad agency Bates USA;
Bates was bought out in 1999. In 1970, Koch
had founded boutique syndicator Syndicast
and run it for nearly 20 years.

Between network sales stints, Silberberg
had been on the agency side of syndication,
including a hitch with Bates before joining
BKS. Recent BKS projects include Superstars

This is about
preparing for the
way business is being
done now. We're not
going to stop what's
happening in this
business!

—Bob Silberberg,
BKS Entertainment

on Tour, a series of music specials and film
packages comprising such titles as The
Mambo Kings and Shaft's Big Score.

“We have to find ways to cut costs in order
to function,” says Perin. “We got killed in the
last three quarters. The market just fell apart.”

So the two companies have agreed to use
one sales department, with foe Weber based
in Los Angeles, Bob Greenstein in Miami and
David Steinfeld in New York. Weber was with
Perin; the other two, with BKS. Three other
members of the department were let go.

Bill Carroll, vice president of program-
ming, Katz Television, believes the move
makes sense, especially in the current soft
market and when major
syndicators are merging.
“When you look at the
expense of going out and
selling,” he says, “I'm not
surprised that boutique
companies would find
alliances like this in order
to survive.” He predicts
that other independents
may follow suit: “If you
have to be in the market
and you're going to be in
front of the same people,
why not make one trip instead of two?”

Silberberg says, “This is about preparing
for the way business is being done now. We're
not going to stop what’s happening in this
business.”

Although the two companies aren’t ready
for a full merger yet, they will share a booth
if they decide to go 1o the NATPE confer-
ence next year. But that’s a big if. At the lat-
est conference four months ago, many of
their station clients simply weren't there, “A
lot of exhibitors have great trepidation about
going 1o NATPE,” Koch says. “The world is
different now.” ®
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Exhibition & Conference
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for the Asia Pacific Market”

Asia is a market with surging demands for media contents and
the rising Mecca for new media technology.
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The Korean satellite broadcasting service
to launch in 2001 with 74 satzllite channels and
to expand to 114 channels by the year 2005.

The Japanese wireless internet service market
to reach 48 million users by 2004.

China to flourish in med.a, expanding to 1,100 TV channels,
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Busan, Korea
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Endorsed aad supported by
@@ Asia- Pacific Broadceasting Union
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PIFF(Pusan Int'l Film Festival), Asia's best film showcase wil be held from November 9-17, 2C01 at the same place.




TVs

WTMW(TV) Arlington, Va./Washington
Price: $30 million

Buyer: Univision Communications Inc., Los
Angeles (controlling general partner; A.
Jerrold Perenchio, president/70% owner);
owns/is buying 25 TVs; has applied to build
TV in Blanco (near Austin and San Antonio),
Texas. Univision owns about 32% of
Entravision Communications Corp., which is
buying WJAL-TV-DT Hagerstown,
Md./Washington (Changing Hands, April
16} and owns WMDO-LP Washington
Seller: Urban Broadcasting Corp., Arlington
(debtor-in-possession; Theodore M. White,
president); no other broadcast interests
Fadilities: Ch. 14, 129 kW visual, ant. 718 ft.
Affiliation: Independent

COMBOS

WBTR-AM-FM Canollton/Atlanta, Ga.
Price: $2.375 million cash ($1.8 million for
FM; $575,000 AM)

Buyer: WYAI Inc., Carrollton (Steven L.
Gradick, president/owner). Gradick owns
WCKS(FM) Fruithurst, Ala., and
WKNG(AM) Tallapoosa, Ga.

Seller: Dallas M. Tarkenton, Athens, Ga.;
owns WDTL-TV Greenville, Miss.
Facilities: AM: 1330 kHz, 500 W day;
FM: 92.1 MHz, 580 W, ant. 636 ft.
Format: AM: news/talk; FM: country
WMPL-AM-FM Hancock, Mich.

Price: $237,500

Buyer: Victor Corp. Inc., Laurium, Mich.
(John R. Vertin, president/45% owner);
no other broadcast interests

Seller: Copper Country Enterprises Inc.,
Hancock (William J. Blake, president). Blake
owns WZAM(AM)-WMQT(FM}
Ishpeming, Mich.

Facilities: AM: 920 kHz, 1 kW day, 206 W
night; FM: 93.5 MHz, 3 kW, ant. 249 ft.
Format: AM: talk/news, info; FM: talk
Broker: Media Services Group Inc. (seller)

FMs

WRMX(FM) (formerly WBEH)
Norris/Knoxville, Tenn.

Price: $2.5 million

Buyer: South Central Communications
Corp., Evansville, Ind. (John D. Engelbrecht,
president/81% owner); owns WAZE-TV
(formerly WWAZ-TV) Madisonville,
Ky./Evansville, nine other FMs and two AMs,
including WIMZ-EM, WJXB(EM) and
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By deller volume and number of sales:
does not include mergers or acquisitions
inwelving substantisl non-station sssets

TV/Radio C $0 O 0
TVs (1 530,000,000 07 1
Combos © $612,000 0 2
FMs = $2,500,000 O 1
AMs O 55,040,000 0 6
Tetal O $38,352,000 O 10

o FAR LD 1L
TV,/Radio © $200,000,000 (11
Ts = $418,540,000 01 15
Combos — $2,438,367,820 0 39
EMs 0 $138,347,000 0 77
AMs = $76,864,811 0155
Total = $3,272,120,531 1187

WTXM(AM) (formerly WIMZ) Knoxville
Seller: Newko GP, Knoxville (John W. Pirkel,
general partner of JP Broadcasting, managing
general partner). Pirkle owns WOKI-FM
Knoxville and WINFZ(FM) Oak Ridge, Tenn.
Facilities: 106.7 MHz, 1.5 kW, ant. 666 ft.
Format: Oldies

AMs

WGSM Huntington/Queens, N.Y.

Price: $2.5 million (includes two-year non-
compete agreement)

Buyer: K Media Inc., Flushing, N.Y. (Young
D. Kwon, president/58% owner); no other
full-power broadcast interests

Seller: %/ LLC, Newton, Mass. (Albert |.
Kaneb, managing member); owns WRCN-
FM Riverhead and WMJC(FM) Smithtown,
N.Y; has TBA with WLVG(FM) Center
Moriches, N.Y. Kaneb is chairman of
Bamstable Broadeasting Co., which owns/is
buying 17 FMs and five AMs. Kaneb also
owns/has interest in 16 more FMs and eight
more AMs

Facilities: 740 kHz, 25 kW day

Format: Country (to be foreign-language)
Broker: Daniels & Associates (seller)

WICE (formerly WLKW) Pawtucket, R.L.
Price: $2.05 million cash

Buyer: ABC Inc., New York (Robert A. Iger,
president; William John Hare, vice presi-
dent/president, Radio Division [Walt Disney

ChangingHands

Co., parent (Robert Iger, president)]);
owns/is buying 10 TVs, 18 FMs and 31
AMs; is selling WHRC(AM) (formerly
WDYZ) Providence, R.1. (see next item)
Seller: AAA Entertainment Licensing LLC,
Pawtucket (Peter H. Ottmar, chairman of
ultimate manager); owns 18 radios
Facilities: 550 kHz, 1 kW day, 500 W night
Format: Oldies, news/talk, sports
Brokers: Media Venture Partners Ltd.
(buyer); Star Media Group (seller)
WHRC (formerly WDYZ) Providence, R.I.
Price: $410,000
Buyer: Hall Communications Inc., Lakeland,
Fla. (Bonnie H.. Robotham, VP/owner); owns
10 FMs, six other AMs (none in Rhode Island)
and 60% of WKZA(FM) Lakewood, N.Y.
Seller: ABC Inc. (see preceding item)
Facilities: 1450 kHz, 1 kW
Format: Children’s music
Broker: Star Media Group Inc. (seller)
WXRB (formerly WGIA) Blackshear, Ga.
Price: $60,000
Buyer: Marmac Communications LLC,
Brunswick, Ga. (Gary Marmitt and Sharon
McKeand, each 50% member); owns
WSFN(AM) Brunswick
Seller: Yates Broadcasting Inc., Waycross,
Ga. (David Yates, president); no other
broadcast interests
Facilities: 1350 kHz, 2.5 kW day
Format: Contemporary Christian
WSNW Seneca/Greenville, S.C.
Price: $40,000 cash
Buyer: Fulmer Broadcasting Inc.,
Spartanburg, S.C. (Matthew Fulmer, presi-
dent/owner); owns WZJY(AM) Mount
Pleasant, S.C. Matthew Fulmer also has
interest in WCRS(AM) Greenwood, S.C.
Seller: Covenant Broadcasting Inc., Seneca
(Freeman B. Martin, president); no other
broadcast interests
Facilities: 1150 kHz, 1 kW day, 45 W night
Format: Christian
Construction permit for AM in Palm Beach
Gardens/West Palm Beach, Fla.
Price: $25,000
Buyer: Birach Broadcasting Corp., Southfield,
Mich. (Sima Birach, president/owner); owns
six other AMs. Birach also owns
WWTL(AM) Walkersville, Md.
Seller: Palm Beach Gardens Radio, Los
Gatos, Calif. (Leo Kesselman, owner); no
other full-power broadcast interests
Facilities: 1110 kHz

—Compiled by Elizabeth A. Rathbun
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Telemundo's share of the Hispanic market 1s up, way up, nationally. So. 1f
you want to reach the fastest growing segment of the U.S. population, buy
the fastest growing network in the U.S. Telemundo, Spanish for "big numbers” TELEMUNDO
*Source: Nieken Hispanic Television Index, M-Su 7-11PM, Percentage Adult 18-49 Ratings Growth March 2001 vs, March 2000.




NCTA ATTENDANCE
DOWN, STAFF UP
Attendance at the national cable
convention in Chicago next
month is expected to be down by
about 15%, says Robert Sachs,
president of the newly renamed
National Cable & Telecom-
munications Association.

Sachs attributes the downturn—
from 32,00-plus last year to an
anticipated 30,000—to a sluggish
economy, the dotcom slide and
attrition at several major technol-
ogy companies, including Lucent,
Nortel and Cisco. That said, pro-
gramming attendance hasn't
dropped off, he says, adding: “The
program networks continue to
make this their priority venue.”

DBS HAMMERS HOME

ITS NORTHPOINT

The satellite industry took the
results of independently performed
interference tests (B&C, April 30)
to Capitol Hill last week, sending
a letter to every lawmaker.

“Make no mistake,” wrote SBCA
President Charles Hewitt, DirecTV
Global Chairman Eddy Hartenstein
and EchoStar Communications
Chairman Charlie Ergen. “Despite
what you may be hearing from
Northpoint, the results of this
independent test are devastating
to its case for terrestrial sharing of
the DBS band. ... There should be
no more disputes as to whether or
not interference from Northpoint
poses a major problem for many of
the 40 million DBS viewers,” the
satellite industry executives wrote,
“It does. Peried.”

Northpoint disagrees. “The DBS
industry has severely misrepre-
sented the report’s contents and
conclusions,” company execu-
tives told members of Congress
last week.

INBRIEF | —
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Washington

- Martin

ready at
the gate

Former Ken Starr staff
attorney and ‘chad-war’ vet,
nising Republican seems
headed for FCC seat

By Bill McConnell
evin Martin is taking another big stride
on the GOP fast track. Martin, one of
three people President Bush nominat-
ed last week to serve as FCC commissioners
(see In Brief, page 42), has held a string of
increasingly high-profile posts since joining
the agency as an aide in 1997.

Martin is among a group of young Repub-
lican lawyers who joined
the staff of Commissioner
Harold Furchtgott-Roth
early in his tenure and have
moved on to bigger things
either in the party’s ranks
or in the corporate world.

Martin left Furchtgott-
Roth’s staff in June 1999 to
become deputy general
counsel for the Bush cam-
paign. After Bush was de-
clared the victor, he led the transition team’s
effort to pick the new FCC nominees, which
also include lobbyist Kathleen Abernathy and
former Clinton trade official Michael Copps.

It might raise a few eyebrows that Martin
picked himself as a candidate, but Vice Presi-
dent Dick Cheney had already set that prece-
dent.

Since inauguration, Martin also has been
serving as special assistant for economic policy.

He was a key player in the legal battle over
the Florida vote recount, helping to manage

It might raise a few
eyebrows that Martin
picked himself as a
candidate, but Vice
President Dick Cheney
had already set
that precedent.

Previous to joining the ‘99 Bush campaign, Martin
was part of Ken Starr’s Whitewater investigation
and the staff of Commissioner Furchtgott-Roth.

the legions of GOP lawyers who invaded the
state to observe the manual tallies.

According to an account in the Los Argeles
Times, Martin at least once was forced to bear
the brunt of tensions rising among the
exhausted team of Republicans as they moved
between Miami, West Palm Beach and other
towns over 35 days.

In one episode, the
executive director of New
York’s state committee
eventually “exploded” at
Martin after being forced
to pack up and move one
too many times, tossing a
garbage can at his youthful
GOP minder and ulti-
mately throwing him out of
the hotel room.

Martin, like the other
FCC nominees waiting for Senate confirma-
tion, declined to comment for this story.

The Florida vote battle wasn’t Martin’s first
trek into the minefield of pattisan disputes.
Before joining Furchtgott-Roth’s staff, he
served roughly six months as a lawyer on
Kenneth Starr’s Whitewater investigation
team.

But it isn’t just Martin’s willingness to hold
the GOP flag in high-profile political spats
that has earned him a quick trip up the ladder.
The Harvard Law graduate wins effusive
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praise from colleagues and former employ-
ers for his legal skills.

“Kevin is one of those guys who can
combine legal skills with political savvy,”
says Paul Misener, another former Furcht-
gott-Roth aide and now lobbyist for
Amazon.com. “That combination worked
well for him in the presidential campaign,
and it will serve him well as 2 commis-
sioner.”

“He is an outstanding lawyer,” adds
Richard Wiley, head of Wiley, Rein &
Fielding, one of Washington's top telecom-
munications firms. Martin focused on
broadcasting clients during his tenure at
the firm, although he specialized in tele-
phone issues when he joined Furchtgou-
Roth’s office. “He's now got a pretty good
fix on the entire range of FCC jurisdic-
tion,” Wiley says.

On Furchtgott-Roth’s staff, one of
Martin’s first tasks was to help his boss pen
a string of stinging dissents criticizing the
FCC’s management of telephone universal-
service charges and referring to the e-rate
charge used to wire schools and libraries to
the Internet as a “hidden tax.”

Furchtgott-Roth gives a lot of credit to
Martin for honing his views on telephone
issues. “Kevin’s insights were very valuable
to me,” he says. “I delegate a lot of respon-
sibility to my staff.”

Martin joins two other Furchtgott-Roth
alums now in senior White House jobs.
Helgi Walker, former senior legal adviser
and mass-media aide, is now associate
White House general counsel and Re-
becca Beynon, another senior counsel to
the commissioner, is now assistant general
counsel at the Office of Management and
Budget.

Martin and the other conservative
lawyers helped their boss win the cranky
moniker “Dr. Dissent” for opposing much
on the former FCC Chairman’s agenda in
the past three years.

But Furchtgott-Roth predicts his pro-
tégé will bring a cheerful and confident
approach to the job: “He always wears a
smile and understands telecommunications
markets very well.” &
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Dirty talk and

due diligence

Morality in Media wants FCC
nominees to voice their
views on enforcing decency

By Bill McConnell
ongress should make President’s
C Bush's FCC nominees express their
opinions on enforcement of broad-
cast indecency law, the watchdog group
Morality in Media said Tuesday.

The group has complained repeatedly
that the FCC is shirking its enforcement
duties and says the incoming commissioners
should be required to reverse the trend.
“Radio stations that provide national and
local platforms for grossly vulgar ‘shock
jocks’ have lirtle to fear from the FCC; and
no broadcast TV station has paid an inde-
cency fine in over 20 years,” the group wrote
in an open letter to members of Congress.

The group also criticized as too lax the
long-delayed indecency guidelines the
agency published April 6.

Under a 1995 count
decision, broadcasters are
forbidden to air “inde-
cent” content that “de-
scribes or depicts” sexual
or excretory organs or
activities in a “patently
offensive” way between 6
a.m. and 10 p.m. Obscene
forbidden
Identifying what truly constitutes indecent
or obscene programming has always been
difficult, however.

Besides making the latest batch of FCC

nominees hold forth on the current status

programming is entirely.

of airwave indecency, Morality in Media
also called for Senate hearings on the issue.
Specifically, the group urged lawmakers to
examine why the FCC took six years to

Identifying what
truly constitutes
indecent or obscene
programming has
always been difficult.

FCC Chairman Michael Powell has said he
is reluctant to have the five unelected
commissioners take the lead in
regulating content.

issue indecency guidelines, why so few fines
are levied for indecent broadcasts, and
whether the FCC can better monitor TV
stations’ compliance.

Although Morality in Media’s comments
echo sentiments expressed by FCC
Commissioner Gloria Tristani, the FCC has
been reluctant to take on
the role of active arbiter of
indecent broadcasts.
Complaints are often sti-
fled because they must be
accompanied by a tape or
transcript. Listeners and
viewers, often caught off-
guard by offensive broad-
casts, are rarely prepared to
make recordings or take detailed notes dur-
ing a show. For his part, FCC Chairman
Michael Powell has said he is reluctant to
have the five unelected commissioners take
the lead in regulating content.

Although some lawmakers have been
critical of the proliferation of raunchy
broadcasts, few have taken Morality in
Media up on its demand for a tougher line
against the FCC. m



With help from Betty la Fea (Betty the Ugly), beautiful things are happening at Telemundo. Our other
Primetime shows are attracting more vievsers. Our entire Pimetime block 1s getting record-high ratings.
And we have become the fastest growing network in the U.S. Telemundo, Spanish for "big numbers.” TELEMUNDO
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INBRIEF

FCC PICKS GO TO SENATE
The White House last week sent
the Senate its nominations for
three FCC vacancies. The Senate
Commerce Committee could hold
a confirmation hearing for Mike
Copps, Kathleen Abernathy and
Kevin Martin as early as May 17,
said a committee spokeswoman.
Unclear is whether the Senate
will receive FCC Chairman
Michael Powell's nomination to a
second five-year term in time for
him to be a part of that hearing.

FINANCE REFORM
RETURNS

The debate over campaign finance
reform started up in the House of
Representatives last week, with
the House Administration
Committee holding a hearing on a
bill sponsored by Reps.
Christopher Shays (R-Cenn.) and
Marty Meehan (D-Mass.).

That bill has passed the House
twice in previous sessions but has
never made any headway in the
Senate. Shays-Meehan prohibits
political parties from soliciting
soft, or unregulated, money from
corporate donors but so far con-
tains nothing to which broadcast-
ers might object, such as free- or
reduced-rate-airtime requirements.

Washington

Bell bill hits bumps

High-speed-data dereg bill still expected to pass, but junsdictional
battle and counter-legislation could make it interesting

By Paige Albiniak
eps. Billy Tauzin (R-La) and John
Dingell (D-Mich.) are still expected to
win House approval of a bill that
would deregulate the incumbent phone com-
panies’ high-speed data service. But its path to
passage was looking anything but smooth last
week.

Just last week, House Judiciary Committee
Chairman James Sensenbrenner (R-Wis.)
asserted that his committee also should have
jurisdiction over the bill, adding another set of
scrutinizing eyes.

“The Judiciary Committee has exercised
jurisdiction over unlawful monopolies and
restraints of trade in the telecommunications
industry since the 1950s,” Sensenbrenner
wrote. “That naturally flows from the funda-
mental nature of the problem: The owners of
the local exchanges, now the regional Bell
operating companies, exercise monopoly
power over those exchanges. The Tele-
communications Act of 1996 set up a careful
balance to alleviate that menopoly power ...
that persists today. [The bill] seeks to radical-
ly rewrite—indeed eliminate—that balance.”

The bill’s supporters want to keep the bill
out of the Judiciary Committee because they

Unda-USA National Catholic Association for Communicators announces

The 2001 GabrielsAwanls Call for Entries
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say that a stop there could derail or seriously
delay the measure.

“It’s another curve in the road that we'll
have to negotiate, but the Energy and Com-
merce Committee is clearly driving this legis-
lation, and we don’t intend to give up the
wheel without a fight,” said Tauzin spokes-
man Ken Johnson.

But the House Judiciary Committee isn’t
stopping at claiming jurisdiction over Tauzin-
Dingell. Last week, two members of that
committee—Reps. John Conyers (D-Mich.)
and Chris Cannon (R-Utah)—introduced
rival legislation that would directly oppose the
goals of Tauzin-Dingell. Such a bill would
likely be referred to the judiciary committee,
again giving it a chance to write opposing leg-
islation.

Meanwhile, the cable industry officially has
decided to sit out this fight, sending a letter to
the committee declaring its neutrality.

“NCTA would strongly oppose efforts to
classify cable Internet services as telecommu-
nications services or otherwise extend com-
mon carrier-like regulation, including manda-
tory access requirements, to cable Internet
services and facilities,” wrote NCTA Presi-
dent Robert Sachs. But even so, “NCTA
remains concerned that a broad rewrite of the
Telecommunications Act of 1996 would cre-
ate regulatory uncertainty, having a negative
impact on capital markets and discouraging
competitive investment.”

That concen was shared by Cox Com-
munications CEO James Robbins last week.
He told the Senate Antitrust Subcommittee
that “Congress ...
revisit the delicate balance achieved in the
1996 Act” because regulatory uncertainty
would prevent new facilities-based competi-
tive local exchange carriers, such as Cox’s

should resist urgings to

local phone offerings, from entering the mar-
ket.

Top MSO and long-distance provider
AT&T Corp. vigorously opposes the bill. ®
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Whither iBlast?

Seeking the ‘killer app,’
the company remains
committed to datacasting

By Michael Grotticelli
he sputtering economy and slow
transition to digital television have
been rough for most companies serv-
ing the broadcast business, especially those
in datacasting. Just ask Michael Lambert,
chairman and CEQ of iBlast Networks.

Aside from his role at Los Angeles-based
iBlast, Lambert owns two TV stations
(WNAB-TV Nashville and WSLI-TV
Chattanooga, Tenn.) and is a general partner
in Partner Stations Network, a broadcaster-
owned programming alliance of 117 sta-
tions, so he understands the pressures the
industry faces. “What we need to do is find
some additional revenue streams, because
advertisers are not going 1o pay us any more
money to run their commercials in high def-
inition than they will in standard definition,”
he says. “We have to mine whatever profits
we can out of our digital spectrum.

In 1999, Lambert, Chief Technology
Officer Oliver Luckett and then-President
Ken Solomon founded iBlast, aiming to
send personalized rich-media files and
applications via high-speed connection
directly to PCs, game consoles, personal

Host: Todd Newton

IBlast’s Michael Lambert: ‘We're pushing on
two ends. One is on content companies that
we want to understand the capabilities
of our TV stations and how valuable this
fat pipe is. The other is to find out
what the consumer wants.

video recorders and other receiving
devices. Since then, the company has faced
a number of challenges: Consumer de-
mand for data services is virtually nonexis.
tent; Ken Solomon left the company in
February to run Scripps Networks' Fine
Living nerwork and interactive Web-based
service; and the company recently laid off
about 20 of its 65 employees.

oV

“We did an alpha test, and we had an
operations staff that was running the live
datacasting test in five cities,” Lambert
explains. “We expect to hire some [laid-off
workers] back when we begin full com-
mercial service [in spring 2002]. It’s really
part of the ebb and flow of the business.”

The stations involved in the iBlast field
test are KTLA-DT Los Angeles; KICU-DT
San Jose, Calif.; KGTV-DT San Diego;
KPNX-DT Phoenix; and WOFL-DT
Orlando, Fla.

By most accounts, the field tests were suc-
cessful, although there were some technical
glitches in Orlando. Apparently, the multi-
plexing equipment, which embeds the data
into the broadcast signal, was located too far
away (1,000 feet) from the server, and data
streams were lost. Signal repeaters were able
to solve the problem, according to Lambert.

To be successtul, iBlast needed spectrum
to reach the entire country, so it persuaded
a number of terresirial broadcasters to
allow it 1o use a portion of their over-the-air
digital spectrum during certain dayparts.
Even though CBS and other nerworks
urged their atfiliates to hold onto the spec-
trum, nearly 250 stations potentially cover-
ing 93 % of the country have signed 10-year
contracts, agreeing to share in the revenue
generated by iBlast’s services.

Besides the recent downshift in the U.S.
economy, an apparent lack of consumer
demand for data setvices has caused com-
petitor Geocast Networks to go out of busi-
ness and others to rethink their business




Dozens of Antiference (shown) and
RDI antennas were used for iBlast’s
field trials earlier this year.

strategies. Having invested approximately
$40 million already, Lambert remains com:-
mitted to his original vision of using the
broadcast spectrum to reach the largest
number of people with a high-speed connec-
tion. The key is finding the “killer app” w0
make the service attractive when it is official-
ly launched next year.

The issue of consumer
demand is a subject with
which Lambert and oth-
ers in datacasting strug-
gle every day. He's look-
ing to murkets other than
entertainment—such as
distance learning and
milttary  training—for
potential revenue.

“That’s a challenge for
us,” Lambert says. “We're pushing on two
ends. One is on content companies that we
want to understand the capabilities of our TV
stations and how valuable this fat pipe is. The
other is to find out what the consumer wants.”

Lambert is quick 1o point out that he’s
not trying to be a content distributor. “Our

Nearly 250 stations
potentially covering
93% of the country
have signed 10-year
contracts, agreeing to
share in the revenue
generated.

interest here, since we own TV stations, is
in monetizing the investment that we made
in digital spectrum. To reully tuke advan-
tage of this huge infrastructure that covers
the whole country, we think that the best
use of it is to try 10 reach millions of people,
not thousands. That’s why we're looking at
consumer applications.”

The sluggish economy has “slowed us
down a litdde bit,” and having Geocast go
out of business didn"t help with the percep-
tion of datacasring’s potential, but Lambert
believes that iBlast can make it work.

“We're owned by very deep-pocketed
broadcasters who are committed to the ener-
prse,” he points out. “We weren’t happy
when Geocast went out because we like the
idea that there are severdt players in this
space. We come at ihis as station owners. and,
now that the FCC has said to get on with the
transition to DTV, we have
an urgency (o make this
work.”

With about 45 on staff
and “moncey in the bank t0
operate for more than a
year,” Lambert is raising
$25
investment capital in antic
ipation of the commercial

about million in

launch; he says he has $17
million committed already.

1 think we’re in good shape with
regard to staying in business,” he says.
“The question is, what are the applications
and who are the guys who are going to step
up first and turn [datacasting] into an
exciting thing that consumers might want
in their home.” B
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| March 2001
Ranked by gender composition
Source: Jupiter Media Metrix

Rank Site Males 18+ Chg.**
1 BLOOMBERG.COM 71.8 up
] 2 CNNFN.COM* 70.5 down
3 FOXNEWS.COM 67.4 up
4 (NBC.COM 66.7 down
5 CNN.COM 58.8 down
All WWW 40.5
| Rank Site Females 18+ Chg.**
| 1 MSNBC.COM 40.5 up
2 ABC NEWS* 39.4 down
3 CNN.COM 35.7 up
| 4 FOXNEWS.COM 309 down
| 5 CNBC.COM 30.1 up
All www 41.1
| CABLE-TV SITES
Rank Site Males 18+ Chg.**
1 AMCTV.COM 70.9 up
2 FOXNEWS.COM 67.4 up
3 CNBC.COM 66.7 down
4 ESPN® 64.1 down
| 5 FXNETWORKS.COM 64.0 up |
All www 40.5
Cable/Network Universe 46.6 up
Rank Site Females 18+ Chg.**
1 LIFETIMETV.COM 74.1 up
2 USANETWORK.COM 65.6 up
3 COURTTV.COM 62.8 up
4 FOODTV.COM 61.0 up
5 COUNTRY.COM 60.3 uo
All www 41.1
Cable/Network Universe 41.4 down

Gender composition: The percentage of a Web
site/channel/application’s visitors that belong to a spe-
cific age/gender grouping.

* Represents an aggregation of Commonly
owned/branded domain names.

** From February 2001 to March 2001.
—Statistically insignificant traffic.

Note: Sites categorized by BroadcasiinG & CasLE.
NA: Comparison with previous month not available.
NC: No change from February 2001 to March 2001.
Sample size: More than 60,000 nationwide.
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Technology

Keeping it SIMPLE

Azcar wants to combine several stations under one roof

' Tape Library [
Shop

ey

e B e

Break

Room

Security/

& Ingest
Reception % % %
Diffice

Master-Conirol Room
Demariation

The proposed SIMPLE facility would function as the master control for as many as four stations.

By Michael Grotticelli
entralcasting, in one form or another,
C was a common topic at NAB 2001,
but the likelihood of its working for
smaller-market (DMAs 50 to 100) stations
is slim. Not even counting the cost of build-
ing out a central facility, the monthly cost of
leasing a long-distance fiber connection to
get material from one facility to another can
be daunting. Toronto-based Azcar has
devised an approach to centralized digital
operation that it believes will help.
Azcar'’s Small Individual Market Playout
Enterprise, or SIMPLE, concept would
also serve stations distributing multiple

This feeling now comes
cleverly disguised as the
industry’s first no-compromise
shared storage solution.

s R R

channels on their 6 MHz of spectrum.
Like centralcasting, SIMPLE is intended
to satsfy management’s desire to reduce
costs by combining master-control activities
from several remote facilities into one loca-
tion that feeds a series of stations, either with-
in the same market or across state lines.
Azcar's strategy would combine several sta-
tions within a given market into one shared
facility operated by Azcar. Stations would
lease space and personnel from the company,
avoiding large equipment and labor costs.
SIMPLE is the brainchild of Azcar’s John
A. Luft, vice president of business develop-
ment; Phil Livingston, vice president of

technology; and Karl Paulsen, vice president
of engineering. It's just a concept at this
point, but Paulsen says that, based on the
reaction at NAB, several broadcast owners
are seriously considering the model, and one
has already committed to the SIMPLE
approach; he wouldn't reveal who.

“If you think of centralcasting, we’re usu-
ally dealing with a station group that’s trying
to connect remote stations together,” he
explains. “What if we took a different per-
spective? What if an independent third party
came into a market and put up a facility, effec-
tively a network operations center, that sup-
plied services to more than one broadcaster?”

These stations do not necessarily have to
belong to the same group or the same net-
work, Paulsen points out. The optimum
number of stations that this facility would
control would be three or four, according to
Azcar studies, although it could accommo-
date more. Given the company’s expertise in
systems integration and facility design,
Paulsen says, it can build a serial digital plant
in six to nine months, depending on market
conditions and station participation.

“The ideal small-market candidate
would be one station operating an LMA, so
all we’d need is to find one more station to
participate,” he says. “It takes the factory
part of television, which is master control,
and puts it into our hands so that the sta-
tion owner is paying only for the creation
and distribution of programs. They still
have control over everything we do, but we
actually do it for them.”




Techno

Virtually every station records the same satel-
lite feeds. In most cases, they all record the same
national spots. And they all operate their pro-
gram segments out of 4 master-control room.
So the strategy could drastically reduce the
costs of building and operating a serial digital
facility and maintaining people to run it.

“This idea allows stations to maintain their
‘storefront,” their production studio and their
news operation in their exist-
ing building,” Paulsen says.
“But when you put distribu-
tion in a separate location
that’s secure, with power,
redundancy and servers suffi-
cient to handle all of their
needs and do all of the
recording off a reduced num-
ber of satellites, vou start to
see the savings add up.”

And, given that most small
markets include roughly four
or five stations, this could
help the DTV transition
move along faster than it
might if each station attempted to build out of
its facilities. The Azcar-operated facility would
take a signal from a station, add commercials or
other content and send it directly to the station’s
transmitter. Or it could accept content into the
common master-control plant to combine seg-
ments and then send it back out to the station’s
studio, where local news would be added by the
station, The station would then send its feed via
microwave to the transmitter.

“We're saying to stations, continue doing
your news and local programming; we’ll take
over the rest of it,” Livingston adds. “They
send us a traffic log of their programming

‘Getting involved
in an independently
owned facility makes

sense for smaller
broadcasters because

it becomes an
operating expense
rather than a capital

investment!

—XKarl Paulsen, Azcar

logy

times; we'll have an automation system that
can handle all of their traffic files. We distrib-
ute that material from our central location, not
as a central broadcaster but as a service bureau
that feeds the various transmitters, In a lot of
cases, there are common transmitter sites, so
connectivity to that is a one-time fee, divided
by the number of stations involved.”

Because Azcar would be operating among
stations in the same local mar-
ket, the savings from this local
connection~-as opposed to a
long-distance connection—
might be thousands of dollars
per month, Paulsen notes.

“The cost of the infrastruc-
ture necessary to take advan-
tage of DTV, in regards to
multiple streams and data-
casting, doesn’t have to be in
each of the individual broad-
casters’ facilities,” he explains.
“What we're doing is spread-
ing the cost out among three
or four stations instead of
one. Getting involved in an independently
owned facility makes sense for a lot of smaller
broadcasters because it becomes an operating
expense rather than a capital investment and a
long-term labor cost.”

Paulsen also stressed that stations operating
under one roof can still maintain their individ-
ual on-air look and operating independence.
After the first station is on air, Azcar’s cost of
adding other stations to the central facility is
incremental by about 20% per station, accord-
ing to Paulsen. Also, a station can continue to
operate its analog channel, while letting the
SIMPLE facility operate the digital channel. m

INBRIEF

PANAMSAT TO DELIVER
A&E TO 75M HOMES

A&E Television Networks has
signed a long-term agreement
with PanAmSat Corp. that
extends the cable programmer's
service in the Galaxy cable
neighborhood through 2018.
Under the deal, PanAmSat will
continue to deliver the A&E
Network's leading cable program-
ming to more than 75 million
cable-television households
across the United States.

MOTOROLA, ASTROLINK
PARTNER ON MODEMS
Motorola's Broadband
Communications Sector and
Astrolink International LLC have
entered into an agreement to
provide two-way data communi-
cations service via satellite
modems. Under terms of the
agreement, Motorola will supply
terminals for the transmission
and reception of broadband data
signals by Astrolink’s global
next-generation satellite
telecommunications system.

Motorola has agreed to design,
develop and manufacture the ter-
minals to meet the needs of
Astrelink's target customers,
including small to medium-size
enterprises, large enterprises and
multi-national corporations. The
first satellite terminals are
scheduled for deployment in
2003.
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to high-quality video and the tools you need to manipulate that video. Between proprietary shared storage and the most
efficient production workflows. Between supporting your business today and being ready for tomorrow’s big revenue
opportunity. Even between shared-storage itself and easy migration to HD.

No more tradeoffs. The Grass Valley'™ Media Area Network™ (MAN) real-time, shared- storage option for the
Emmy winning Profile® line simultaneously provides access to standard Windows NT®based tools and to broad-
cast-quality video record and playout from Profile devices. It gets networking compatibility issues out of the way
50 you can extract the most efficiency from your workflows—from ingest, editing, and browse to Web publishing
and transmission. Oh, and it provides an easy transition to HD.

Media asset management. Remote monitoring and diagnostics. Streamlined Web publishing. And the peace of mind
that comes with being prepared for your next hig opportunity—whatever that may be. It's all part of the Grass Valley
MAN. We're sure you'll find it all very refreshing. www.grassvalleygroup.com/ad/man
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Something to watch

It'll take more than a CEA/NAB push for consumers to buy DTV

By Michael Grotticelli
ne of the more significant an-
nouncements at the recent NAB
convention was that the Consumer
Electronics Association and the
National Association of Broadcasters will
work together to promote digital television to
consumers starting this fall. This is a statement
that was too long in coming,. If over-the-air dis-
tribution is going to be a factor in the future of
DTV, it’s going to take a Herculean effort to
convince consumers that installing an antenna
on their roof will bring them into the 21st cen-
tury in television.

It may be too late. Most terrestrial broad-
casters seem to be counting on digital cable
must-carry to get into the nation’s roughly
102 million TV households. Mitsubishi
Marketing Director Bob Perry told a group
of CBS engineers during NAB, “Due to the
lack of digital must-carry, we could give a
free DTV to every household in America,
and only 30% would be able to watch it.”

Distribution method aside, if this CEA/
NAB campaign is to be successful, the net-
works and independent station groups have
1o give consumers a reason to buy these new
digital sets. Demand is crucial to DTV.

HDTV is another story. Stations could
pull out all the stops and promote HDTV as
a “unique” service. That’s what Jim Good-
mon, of Capitol Broadcasting’s WRAL-DT,
told the CBS engineers, although no one
seemed ready to act on it. Getting a stan-
dard-definition digital signal on the air, they
said, is challenging enough.

When the CEA/NAB campaign comes
to a consumer’s local market (Cleveland
could be first), there has to be a stimulus to
pay the extra $800 to $1,500 for a channel
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tuner. The reason cable has become so for-
midable is not its impressive technology:
Consumers watch cable because there’s at-
tractive content—and lots of it,

The CEA/NAB effort was instigated by
the Advanced Television Systems Committee
in an effort to move the DTV transition for-
ward, Or at least that’s what ATSC Executive
Director Mark Richer says. He was “proud”
of the presentation of digital receivers, moni-
tors and PC tuner cards displaying off-air
signals and D-5 source material from a Sen-
core server at the DTV Store in the lobby of
the Las Vegas Convention Center. Many vis-
itors were impressed with the pictures, even

new HDTV-exclusive shows or any digital
shows, and they both essentially said no. Their
campaign is designed to inform consumers in
specific local markets that one or more sta-
tions are broadcasting DTV. That’s it.
Shapiro, who says broadcasters alone
should be responsible for programming,
reports that first-quarter sales of DTV
products for this year totaled 234,000 units.
Of course, most of those displays do not
have tuners (in fact, of the 648,000 sets sold
since DTV’s inception three years ago, only
27,000 have tuners in them), but the 158%
increase in sales over the same time last year
shows that consumers at least are beginning
to recognize that digital sets are available.
So why not redirect some of the promo-
tional money collected jointly from the
CEA and NAB coffers to finance the hun-
dreds of producers that would be more
than willing to shoot in HD and get their

Why not redirect some of the money from CEA and NAB
coffers to finance producers that would be more than willing
to shoot in HD and get their programs on-air?

with the signals being received off-air via 8-
VSB modulation from local CBS affiliate
KLAS-TV. The images, in some cases, were
startlingly vivid.

However, there's still the issue of nothing
to watch. Although many people came to
gaze at the display, they soon left because
nothing really caught their attention. That’s
a feeling I get from everyone 1 know who
has a digital- TV set with a tuner, They brag
about it for the first two months, then go
quiet because there’s nothing noteworthy
coming from the set to talk about. Sure, the
pictures look good, but ...

The situation seems hopeless,

I asked Richer and CEA President and
CEOQ Gaty Shapiro whether funds for pro-
gramming would be generated to develop

programs on-air? This programming could
be shared among station groups/affiliates.
For example, the folks at WRAL-DT in
Raleigh, N.C., have put together a captivat-
ing documentary on the relocation of a his-
toric lighthouse there, The images captured
with 1080i-native cameras would be
appealing across the country.

Representatives from the CEA and NAB
will meet in June {(pror to the CEA's CEO
Summit in Lake Tahoe, Nev.) to hammer out
the details of their print, TV and public rela-
tions campaign. | suggest they play Bruce
Springsteen’s song “57 Channels and
Nothing On” as the members walk in. If the
goal is significant digital tuser penetration,
the industry has to provide consumers some-
thing to tune in to see. B
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Broadcasting

Phyllis Schwartz,
president/GM, KNSD(TV) San
Diego, will receive the Monty
Award of Distinction from
San Diego State University.

Pamela Miller, senior VP,
business affairs, CBS
Broadcast [nternational, Los
Angeles, appointed senior VP,
CBS Enterprises, Los Angeles.

Lee Meredith, VP/GM,
WACH-TV Columbia, S.C.,
joins WAFF-TV Huntsville,
Ala., as VP/GM.

Ben Holbert,
reporter/anchor, WOIO(TV)
Shaker Heights and
WUAB(TV) Lorain, Ohio,
joins Cleveland Television
Network as GM.

Artie L. Bedard, business
manager, KAIT-TV
Jonesboro, Ark., appointed
GM, KTRE(TV) Lufkin,
Texas.

Ron W. Johnson, local
sales manager, AT&T
Broadband Cable Advertising
and [nternet, Quad Cities,
joins WCIA(TV) Champaign,
[lI., as local sales manager.

Arika Zink, sales manager,
WUPW(TV) Toledo, Ohio,

Pamela Miller

FATES®&FORTUNES

named sales manager,

WYFF(TV) Greenville, S.C.

Cable

Glenn Farrell, VP, marketing
and communications, TechTV,
San Francisco, appointed
GM/VP, Web operations.

Programming

Reggie Fils-Aime, chief mar-
keting officer, Derby Cycle
Corp., Stamford, Conn., joins
VHI1, New York, as senior VP,
marketing.

Ray Gutierrez, senior VP,
human resources and adminis-
tration, Showtime, New York,
promoted to executive VP.

Kim Becker, director, pub-
lic relations, Bravo Nerworks,
Jericho, New York, promoted
to VP.

Appointments at TBS
Superstation and Turner
South, Atlanta: Nancy Lucas,
VP, research, promoted to
senior VP; Nora Foster,
director/controller, financial
management, promoted to
VP/controller.

Stephanie Levin, VP, cre-
ative affairs, Regency
Television, Los Angeles, pro-

o
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Ben Holbert
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moted to senior VP,

Appointments at Lifetime
Television, New York:
Victoria Gusciora, controller,
Get Music LLC, New York,
joins as VP, finance; Christa
Horan, director, strategic
planning and operations, pro-
moted to VP, finance.

Roger Marmet, VP, adver-
tising and promotion, TLC,
Bethsda, Md., named VP, pro-
gramming.

Patricia Marrero, VP,
national sales, Galavision,
New York, joins Univision,
New York, as VP/director,
sports marketing.

Reshelet Barnes, creative
advertising manager, New
Line Cinema, Los Angeles,
joins Fox Cable Networks,
Los Angeles, as manager, cre-
ative services.

Journalism

Appointments at CNN:
Sheila MacVicar, correspon-
dent, ABC News, London,
joins CNN, London, as inter-
national correspondent;
Thelma Gutierrez, reporter,
KCBS-TV Los Angeles, joins
CNN, Los Angeles, as corre-

Reggie Fils-Aime

spondent; Ed Lavandera,
reporter, WFAA-TV Dallas,
joins CNN, Dallas, as corre-
spondent.

Jonathan C. Knopf, news
director, WLFL(TV) Raleigh,
N.C,, joins News 12 New
Jersey, as news director/GM.

Gordie Hershiser, sports
director, WKMG-TV
Orlando, Fla., joins Fox
Sports Net, Denver, as co-
anchor, Rocky Mountain
Sports Report.

Radio

Dale Harris, general sales
manager, Midland-Odessa sta-
tion cluster, Texas, promoted
to market manager.

Advertising/Marketing/PR
Promotions at Rainbow
Advertising Sales Corp.,
Bethpage, New York: J.
Brian Gault, senior VP, oper-
ations, promoted to executive
VP; Kimberly Norris, VP,
advertising sales. local divi-
sion, promoted to senior VP.
Phil Delbourgo, executive
creative director, Pittard
Sullivan, New York, joins
FutureBrand, New York, as

Kim Becker
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We have a lineup that's
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Representing 90% of U.S.
cable households, our
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director, media and entertain-
ment.

Kevin Weaver, worldwide
management SUPErviIsor,
OgilvyOne Worldwide, New
York, joins R/GA, New York,
as group account director.

Rachelle Brooks, local ad
sales manager, Eastern region,
BET, Washington, joins
Maslow Media Group,
Washington, as director, new
business development.

Technology
Promotions at Gotuit Video
Inc., Andover, Mass.: All of
the following were previously
with iCAST, Woburn, Mass.:
Scott Durgin, senior VP,
technology and research,
named chief technology offi-
cer; Vincent Colella, VP,
product management,
appointed for the same duties;
MacFartand Hale, director,
architecture and server devel-
opment, appointed senior
director, development.
Appointments at [VAST,
Santa Clara, Calif.: Gregory
Dudey, VP, engineering,
iEngineer.com, Sunnyvale,

Calit., joins in the same capaci-

People

ATES&FORT

ty; John Chen, VP, research
and development, GRIC
Communications Inc., Milpitas,
Calif,, joins as VP, worldwide
operations; Gale D. Sroelov,
director, human resources,
global operations and people
services, Ask Jeeves, Emerwille,
Calif,, joins as VP, human
resources; Jeff Benrey, senior
director, marketing and busi-
ness development, promoted to
VP, marketing.

Internet

Leyla Turkkan, senior VP,
strategic marketing and special
projects, 360htphop.com,
New York, appointed VP,
music development, BET
Interactive, New York.

Associations/Law Firms
Stuart N. Brotman, presi-
dent, Stuart N. Brotman
Communications, Lexington,
Mass., named to the board of
directors, The United States-
Israel Science and Technology
Foundation.
—Compiled by
P Llanor Alleyne
palleyne@cahners.com
212-337-7141

Knsta Horan
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Obituaries

Edward Codel, reportedly the first relevision division direc-
tor in an advertising agency, died April 25 in New Canaan,
Conn., at 87. The cause was cancer.

Codel was the first advertising executive elected president
of the Station Representative Association. Among his posi-
tions: promotion manager at Hearst Radio, WBAL(AM)
Baltimore; general manager of WPAT (AM) Paterson, N.J;
and vice president of the Katz Agency. It was at Katz that he
was instrumental in creating research and data banks that led
to publishers’ moving into broadcasting and manufacturers’
advertising in broadcast media.

In WWII, he served with the OWT in London, the
American Broadcasting Station in Europe and the Allied
Expeditionary Forces in France, Belgium and Luxembourg.

He was a member of the NAB, Radio and Television
Executives Society, and Radio Pioneers.

He is survived by a son, Michael, of Arlington, Va.; a niece,
Sureva Codel Towler, of Lawrence, Kan.; and a nephew,
Richard, of Grand Rapids, Mich. His brother Martin, who
predeceased him, was a co-founder of this publication in
1931, at which time its name was Broadcasting magazine.

—Beatrice Willianzs-Rude

Nathaniel Monroe Marshall, cable man-
ufacturing pioneer, died March 17 at 78.

Marshall graduated from Brown
University in 1943 with a B.S. in engineer-
ing. He later served in the Naval Reserve as
a naval observer and electronics officer,
achieving the rank of lieutenant comman-
der during World War I1. After the war, he
joined General Precision Equipment Corp.

In 1967, Marshall relocated to Arizona, where he served as
founder, director, president and CEO of Systems
Communications Cable Inc. In 1981, he received the National
Cable Television Association’s Vanguard Award. He settied
into retirement in 1985.

He is survived by his wife, Gloria; his son, Barry Potter
Marshall, former CEO of TCI; a daughter, Carol Hope
Marshall Nelson; four grandchildren; and one great grandson.
—P. Llanor Alleyne

Marshall
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News with a salsa beat

Mauldin’s turnaround strategy: Reflect the energy of the community

teve Mauldin had been on the job at WFOR-TV about six
weeks in November '98, when Miami's new American
Airlines Arena caught fire—a major story by any estimation.
“I sat here in my office with about six TVs,” he recalls, and
watched crews from several competitors show up before WFOR-
TV’s. “A West Palm Beach station beat us there. The next day, [

called a meeting.”

Mauldin was determined that the station work its way toward the
top spot in the market. Since that time, “I'm not saying we win them
all, but we're definitely in the hunt every day.”

WFOR has gone from ratings disappointment to contender and
frequent winner in what is perhaps the nation’s tightest large market
for English-ianguage stations. It has become a bright spot in the CBS
station group, whose top-market stations are mired in low ratings.

“The job he did was incredible,” says Patrick McGinley, vice pres-
ident and general manager at CBS-owned KEYE-TV Austin, Texas,

and former WFOR-TV direc-
tor of sales.

“You don'’t see a station turn
around like that very often, and
I've seen Steve do it at several
stations,” adds McGinley, who
has a 15-year history with
Mauldin and credits his men-
toring with helping him pre-
pare to run his own station.
“We were in last place. We
weren't very well thought of in
the  buying
Viewers weren’t watching. But
Steve has a way of immersing
himself in the community. He
changed the look, the lineup;
he made the station reflective
of South Florida.”

“I came up through the

community.

business with good teachers
and good coaches. I'm a player-
coach,” says Mauldin, who

attended Baylor University on a
baseball
heavily involved in news, sales,
marketing and promotion. You
have to be. But I have strong
managers. That gives you the

scholarship. “I'm

ability to move quickly.”

Among his changes were the
station graphics and the addi-
tion of a salsa beat to its news
theme “that better reflects the
South Florida community we
cover. We better reflect the
energy and excitement of this
market, The graphics feel like
the market; they showcase the
beauty of the market.”

And then there’s Oprab.

“[King World's] Roger King
and I have a relationship that
goes back a long time, and
there was a window of oppor-
tunity to get Oprah. We had to

Steve Mauldin
Vice president and general
manager, WFOR-TV Miami

B: Dec. 16, 1948, Monahans,
Texas; Baylor University,
University of Texas, marketing
major; disc jockey, KACL-AM
Santa Barbara, Calif., 1972;
sales, KBBY-FM, Ventura, Calif.,
1972-74; account executive,
KOSA-TV, Odessa, Texas, 1975-76;
sales manager, KLAS-TV Las
Vegas, 1976-79; local sales man-
ager, KNTV(TV) Las Vegas, 1979-
81; sales, KABC-TV Los Angeles,
1981-85; general sales manag-
er/general manager, WWUE(TV)
New Orleans, 1985-87; vice pres-
ident/station manager KTVT(TV)
Dallas, 1987-89; general manag-
er, KHTV Houston, 1989-91; gen-
eral manager, WTSP Tampa, Fa.,
1991-98; current position since
September 1998; children:
Michael (24), Christopher (17),
Jeffrey (13), Stephanie (11)

move quickly.” Viacom Presi-
dent Mel Karmazin signed off
on taking the show within 48

hours, Mauldin says. The
Oprab Winfrey Show began on
the station in September 1999,

“I don’t know if losing the
show was as big for WPLG
(TV) as getting it was for us. It
was the exact audience we
were looking for, the best lead-
in for us. We got a lot of pro-
motional opportunities.”

The gains, Mauldin says,
have been dramatic: From
February '99 to February 2001,
the station was up more than
100% in household ratings at 5
p-m. and 88% at 5:30. But, he
notes, “the first newscast we
won was at 11 o'clock.”

Mauldin has also built on the
community presence already in
place with the station’s Neigh-
bors for Neighbors relief effort,
started after Hurricane Andrew
in 1992. The station is now
involved in selecting students-
and teachers-of-the-month and
in partnering with educational
institutions to recruit school
volunteers.

One community promotion
particularly close to Mauldin’s
heart is the “Team Up 4 Kids”
initiative, which kicked off in
late March with a riverfront
celebration called “Stephanie's
Day,” named for Mauldin’s
autistic 1 1-year-old daughter.

Broadcasters believe his suc-
cess in Miami and elsewhere
makes him a candidate to run a
station group or to move up
within CBS’ own group—
including the current slot open
at KCBS-TV Los Angeles.

Mauldin demurs, “I'm very
happy here, and I don’t think the
job’s done” yet. —Dan Trigoboff
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MANAGEMENT!

Classifieds

SALES® ]

SBEG

a Drug-Free Workplace

SINCLAIR BROADCAST GROUP
e ——— s SR

KMWB (WB) in Minneapolis, MN is offering an outstanding
opportunity for a proven, aggressive and dedicated General Manager.
Extensive knowledge of Sales, and Promotion, are required, as is a
strong working knowledge of all station operations. This position is
for a people-oriented sales professional with a vision for the future.
Qualified candidate must have at least 3 years General Manager
experience. Please send your resume and cover letter to Steve Marks,
5510 Gray Street, Suite 38, Tampa, FL 33609. |

Sinclair Broadcas! Group. Inc. owns or programs 62 TV siations in 40 markets and has affiliations with all
6 networks. We reach nearly 25% of the U.S. and aggressively lead the evolution of broadcasting in tech-
nology. programming, promotions. and sales. Sinclair is proud 10 be an Equal Opportunity Employer and

GENERAL SALES MANAGER
Strong NBC atffiliate in one of the fastest growing
markets seeks General Sales Manager.
Candidate needs to be proficient in inventory
control and have strong revenue and expense
budgeting skills. Knowledge of TvScan, BIAS,
Media Center, Leigh Stowell, and Maxagrid
helpful. Responsible for motivating and training
sales staff. Previous sales management experi-
ence in a metered market desirable. Please
submit your cover letter, resume, and references
to Human Resources, KVBC, Channel 3, 1500
Foremaster Lane, Las Vegas, NV 83101 or e-mail
10 hr@kvbc.com. No Phone Calls Please. An
Affirmative Action/Equal Opportunity Employer.

DIRECTOR PROGRAMMING
Opportunity in Denver Tech Center. Execute pro-
gramming strategies to optimize the Hallmark
Channels’ inventory and fulfill requirements of
affiliates and advertisers. Develop programming
team, provide direction and long form content
scheduling strategy. Five years management in
program scheduling environment and bachelor's
degree required. International television experi-
ence preferred. Send resume and salary history
1o attention of:

smiller@ hallnetwork.com
FAX (303)224-0879
Crown Media International, Inc.
www.crownmedia.net
EOE/AA

STRATEGIC PLANNING/BUSINESS
MANAGER

Miami co. involved in distribution of Spanish
language programming and films seeks a
Strategic Planning/Business Manager to pro-
vide management, analysis and strategic plan-
ning for programming distribution operations.
Min. req. MBA in Management plus 2 yrs
exp. Send resumes 10 Human Resources,
Venevision International, Inc., 550 Biltmore Way,
#900. Coral Gables, FL 33134 Ref HR102.

GENERAL SALES MANAGER
Emmis’ New Orleans Fox affiliate WVUE-TV
seeks a dynamic General Sales Manager with
great leadership skills and a "get-it-done" atti-
tude, Must possess exceptional forecasting,
inventory control and new business development
skills. Prior TV GSM experience with a proven
history of consistent budget achievement is a
must. This is an enthusiastic, team-building envi-
ronment in a very challenging market that needs
the direction of a real pro. Great benefits, lots of
opportunity awaits the right individual. Forward
resume and references to:

D. Luckette, WVUE TV Fox 8, 1025 S. Jetferson
Davis Pkwy. New Orleans, LA 70125.
NO PHONE CALLS, PLEASE. E.Q.E.

SALESC

Fox affiliate needs business and personnel
manager. Broadcast financial and human
resource expeérience required. Must be team
player. Please send resume to Tvstat@aol.com.
Deadline May 21, 2001, EOE

BUSINESS & PERSONNEL MANAGER |

GENERAL MANAGER

We are a privately-owned affiliate of six radio
stations in the Texas Hill Country in search of a
leader who will have the unique challenge and
opportunity to help create the future of and then
operate an innovative and growing broadcasting
enterprise. Candidate should have a comprehen-
sive knowledge of all facets of broadcasting,
including, sales, engineering, production,
programming, marketing and management.
Requires minimum S years prior mgmt. experi-
ence. We are seeking a people person with great
mentoring skills who can build and motivate a
team. Must be willing to re-locate to Kerrvitle, TX
and become familiar with the local community.
Fax resume and salary history to HCBC,
(301) 656-9845. Equal Opportunity Employer.

LOCAL TV SALES MANAGER

Work for a broadcast industry leader, in the
Country's best market! Jefferson-Pilot Communica-
tions is one of the premiere broadcast companies in
the nation. Our Charieston, SC station, WCSC-TV5
{CBS), among the southeast's most dominant TV
stations, is seeking an aggressive, energetic and
creative negotiator who is a master at new
business development t0 continue a strong tradition
of excellence and build the local dapartment into
the region’s best broadcast sales group. Creativity
as well as top-notch computer, people and sales
skills required. Superior written and oral skills,
plus expertise with TVSCAN, Nielsen Advantage,
Ad Views (or CMR) is essential. Two + years'  pre-
vious sales management preferred. Send a resume
to WCSC-TV, Human Resources, 2126 Chariie Hall
Bivd., Charleston, SC 29414 or fax to (843) 402-
5579. A division of Jefferson Pilot Communications.
No phone calls please, EOE

FIND ACCOUNT EXECUTIVES!
Sales Managers!

Marketing - Research - Traffic
Production Pros!
www.MediaRecruiter.com
$295 Total Fee - 303-368-5300
50,000 Sales Pros see your ad monthly!

PRODUCER:

Be A Part Of What's
Prudential Advertising, a full-service 100-person in-
house advertising agency based in NEWARK, NJ is look-

ing for a talented. energetic individual with 4+ years of
experience in television production.

II.' :l E:T l"
U RLIE

You will join an established. fast-paced broadcast cre-
ative team to produce commercials for a variety of
Prudential businesses in the US and internationally.

Candidate may currently be a producer at an ad
agency or production company who is ready to leave the
pack and become a central player in a busy broadeast
operation. You must be an excellent leader and project
manager who can handle multiple production assign-
ments, work with minimal supervision and make things
happen. Responsibilities include creative collaboration
with our writers, designers, editors and directors, from
concept to on-air, including. at times, tape logging and
dubbing. Must be flexible, deadline oriented. highly
resourceful. and a good team member. Some hands-on
editing experience is a plus.

Prudential offers very competitive starting salaries
commensurate with experience, a comprehensive bene-
fits package, and opportunities for advancement. For
immediate consideration, please E-mail your resume with
salaty requirements in¢luding Job Code AA-1723 to:
tagrecruiter|@prudential.com

@ Prudential

We are an Equal Opportunity/Affirmative Action Emplayer

k and are Committed to Diversity in Our Work Force J

lﬂ Broadcasting & Cable /5-7-01
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PRODUCER

COORDINATING

PRODUCER

Interactive Programming

|| The Coordinating Producer will work closely
with Broadcasting Department, PGA TOUR
Productions, and PGATOUR.COM. Duties of
this position include, but are not limited
to: Supervising/coordinating special event
live streaming programming: working
closely with existing television partners to
develop/implement  enhanced  television
programming; serving as on-site Broadcasting
Representative to oversee live early-round and
television coverage of PGA TOUR events:
overseeing roll-out and integration of new PGA
TOUR Shotlink Scoring System on network
and cable broadcasts for the PGA TOUR. The
Coordinating Producer reports to the Vice
President of Broadcasting and Programming.

The successful candidate will have at least 8-10
years experience in television sports production
and/or programming and a proven track record
in on-line, interactive and/or enhanced television
programming as well as extensive work with
live remote sports production. Bachelor's
degree in Communications or related field is
required as is the ability to communicate well
and thrive as a team player. Management, multi-
tasking abilides and prior experience in golf
would be ideal. Extensive travel is required,
including weekends

Qualified candidates are
invited to send their resumes
to: PGA TOUR, Inec., 100
PGA TOUR Blvd., Ponte
Vedra Beach, FL 32082
or fax to (904) 273.3588.
No phone calls, please

www.pgatour.com
EQE. M/F/IDV

CREATIVE:

CREATIVE SERVICES
CREATIVE SERVICES DIRECTOR for FOX
affiliate with news Need Creative Services
Director to bring team leadership 10 Production
and Promotion. Experienced with all areas of
Creative Services. Great opportunity with a grow-
ing company. Please submit resume/portfolio (no
airchecks at this stage) to: Tvstat@aol.com.
Deadline for applications May 21, 2001. EOE
INTERNET COORDINATOR needed to establish
presence of station on internet, including web
| page design. web hosting, and various other
internet related projects. Must have broadcast
experience. Please submit resume to:
Tvstat@aot.com. Deadline May 21, 2001. EOE

Classifieds

News

MORNING DRIVE ANCHOR
WBAL RADIO
WBAL Radio, a 50kw, major market heritage
station is seeking an experienced anchor to
become the city's authoritative morning-drive
news voice. Must be an aggressive self-starter,
with a contemporary writing style and profession-
al, pleasant, conversational delivery. Requires a
minimum of three years prior radio news
experience, preferably in a newsftalk or all-news
environment. College degree is desirable, but
work experience is taken into consideration.
Experience with AP's ENPS and Cool Edit is
helpful. Familiarity with windows OS necessary.
Should be proficient at conducting interviews,
gathering and editing tape, and operating news
studio control board. Must have excellent news
judgement and the ability to act quickly in emer-
gency situations. Credibility and creativity are a
must. Women and minorities are encouraged to
apply. EOE. Send resumes and tapes to:
Mark Miller, News Director
WBAL-AM
3800 Hooper Avenue
Baltimore, Maryland 21211

[ PHOTOGRAPHER
WOTV/ABC 41 in the Battle Creek/Kalamazoo/
Grand Rapids market needs an NPPA style shoot-
er. Our photographers are journalists in every sense
of the word. If you're ready to be a part of a story
telling "team” then send your tape today. We need a
photographer with versatility and energy.
Send resume 10:

Reggie Espolon, Chief Photographer

WOTV / ABC 41
5200 West Dickman Road, Battle Creek, Mi 49016
No phone calls please.
WOTV IS AN EQUAL OPPORTUNITY EMPLOYER

MORNING REPORTER/HOST
Gutf Coast Fox station needs vibrant, creative jour-
nalist to join successful morning team. You'll go live
from various locations each morning; help on-set
when needed. Must be a team player. At least two
years experience preferred. Tapes/resume to Chuck
Bark, News Director, WALA-TV, 210 Government
Street, Mobile, Alabama, 36602. EOE, M/F.

MORNING ANCHOR
KJRH TV needs a dynamic person to join our
award-winning Moming Newscast. The ideal
candidate will be a proven anchor and reporter
with at least 5-7 years experience. Please send
tape (include reporting) and resume to:
| Todd Spessard, News Director; KJRH TV, 3701

S. Peoria, Tulsa, OK 74105; EOE.
L

REPORTER '
wOTV / ABC 41 needs an experienced reporter.
We report on events in the 38th market, and we
want someane who can get the job done day in and
day out. We have state of the art equipment, and a|
great team of journalists. |
If you're ready to lead every newscast, rush your |
tape, resume, and salary history to:

Tim Malone, News Director, WOTV / ABC 41,
5200 West Dickman Road, Battle Creek, Mi 49016
No phone calils please.

WOTV IS AN EQUAL OPPORTUNITY EMPLOYER

INTERN

INTERN - TELEVISION OPERATIONS

Graduate or upper classman in mass communi-
cation, telecommunications or related field.
Experience in television production and studio
and remote producing required. Experience in
ENG shooting, editing and reporting preferred.
Responsibilities include producing and assisting
in the production of weekly football, basketball,
and baseball coaches' shows, and also serves |
as a producer on various other feature shows on
Gator athletics. Handles video requests form
outside media outlets, and production compa-
nies. This ten month appointment will be from
July 16, 2001 to May 17, 2002.

Qualified applicants please forward cover letter,
current resume, non-returnable VHS tape with
examples of work, and three (a3) professional
references to:

University Athletic Association, Inc.
Human Resources/Television Operations
Intern Search
P.O. Box 14485
Gainesville, FL 32604-2485

EOE M/F/DNV B
| SITUATIONS
l_ TV / RADIO PRO ]

SEEKS NEXT ASSIGNMENT
Seasoned pro available.If your upgrade or CP's
unbuilt, you need to be licensed or the FCC will
cancel & then auction it off. Are you financed? |
can take you to "ON AIR", licensed, staffed & sell
in your client base. VHF/UHF f. pwrs/ LPTV Class
A's, FM. All projects considered.

MKk!. rev. minimum. 25 Million radio. 35 Million
TV. E Mail- all pertinent details.

viles @ulster.net

PromOTION

[ WEATHER ANCHOR/METEOROLOGIST
| weather Anchor/Meteorologist for an award
winning Midwest staticn. Anchor and produce
weather in one of the nation's leading srmall mar-
ket television and radio station. A community
leader with committed local ownership and a
great reputation. Previous on-air and weather
reporting experience necessary. Ability to meet
with the public in personal appearances a must.
Applications will be accepted immediately through
Friday, May 18, 2001. EOE M/F. Send resume to:

Box 507, Broadcasting & Cable, 275 Washington
| Street. 4th fi., Newton, MA 02458, attn: K. Parker.J

DIRECTOR OF ON-AIR PROMOTION

If you have 5+ years television promotion experi-
ence and are ready fo move up into a supervisor
position and larger market size, this position is for
you! KHWB-TV, a Tribune Broadcasting station in
Houston, is seeking a Director of On-Air Promotion.
You'll supervise a team of Writer/Producers in
creating promes for news, movies and syndicated
programming with the support of two full blown dig-
ital edit bays and an art department. KHWB is an
EOE and Drug Free Workplace. Send cover letter,
resume and VHS or Beta SP demo reel to: KHWB,
HR, 7700 Westpark Dr., Houston, TX 77063
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Television
FORLEASE

LPTV STATION FOR LEASE [

CITY GRADE OVER NEW YORK
C.P.to convert to DTV
Fax to : 631 757 9227

Ti

Classifieds

FORSALE

CoLLECTION
LPTV STATIONS FOR SALE POINT-CLICK-COLLECT
3 LPTV, Denver, CO With The Media Collection
Dream Team

1 LPTV, St. Augustine, FL

Contact; Christopher Blair-(540) 667-5138
E-mail cblairt0@aol.com

|
ForSaLe MANAGEMENT
| COMPLETE NE%%%EA{VQIORK FACILITY ' WYOMING GENERAL ™~
| News Production & Sat. Distribution Egp. MANAGER

Eqp. For Sale
| Includes: Sony Network Control Center,

Robotic News Studio, (2) Sat. Uplink Trucks

Sat Control System, (4) Sat. Uplink Systems,

Multiple Downlink Systems

Sony Server Based Edit System,

14 ENG Camera Packages (SX)

Graphics & Audio Production Systems

Contact Bruce Staffet (210)867-2811 or (210490-4025
www.staffel.net

CLosepCAPTIONING

[ VISUAL AUDIO CAPTIONING, INC. |
4 provides
Superior Quality Real-Time Captioning
Excellent Service |
Competitive Rates

| www.visualaudiocaptioning.com
| 703-278-9110

CAPTION

=

“Abigital Captioning
i and Subtitling

= ™\
*ﬁia 22-3566

[ INZIIYIMA X

To advertise in
Classifieds or
Professional Cards
& Services

www.tvinsite.com/broadcastingcable

E ‘Broadcasting & Cable/5-7-01 |

If you want full responsibility for an
AM/FM combo with revenues of $1.5 mil-
lion last year, solid cash flow and terrific
upside, come join us in Gillette, Wyoming.
We're Legend Communications, a thirteen-
station group looking to grow. Must be a
strong local sales leader. Managers receive
a base salary, quarterly and annual bonuses,
an automobile and equity participation.
Please send a letter, references and com-
pensation requirements to:
Larry Patrick,
Legend Communications,
5074 Dorsey Hall Drive, Suite 205,
Ellicott City, Maryland 21042.
Fax to 410-740-7222
or e-mail o larry @patcomm.com.

| : I 5 --I.-.-I l-:.-:-:_ "
FacuLry:

Audrev Cohen College

Need PT Faculty: Grad MBA Media
Mgmt. Program in Radio, Film, TV and
Cable Mgmt.

Fax: (212) 343-8477 Aun: B.C. Faye

\_ No telephone calls please. EOE. Yy,

Call Kristin Parker at
617.558.4532
or
Neil Andrews at
617.558.4481

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

www.ccreollect.com

" Place claims and receive acknowledge-
ments and status reports on line.

“View relevant media specific articles on
a wide variety of business management
subjects.

" Examine our Media Credit & Collection
procedures, services and contingent fees.
or Call/Write:

CCR * George Stella
1025 Old Country Rd., Ste. 3035
Westbury, NY 11590
Tel: 516-997-2000 * 212-766-0851
Fax: 516-997-2071
E-Mail; ccr@cercollect.com

FORSALE:

BEAT THE BUDGET.

For dubs, demos, auditions and work 1apes our recy-
cled topes ore perfect, And hulf the cost of new. Al

formats, fully guoronteed—to order
(800)238-4300
1Bl

We now ransfer video fo true DVD
www.corpelvideo.com

2001 Ad Rates
Classified Display Ads

$254 per column inch
(Cable advertisers receive
$173 per column inch)

1 column = 2 3/16"
2 column = 4 5/8"
3 column =7 1/8"
($50 per spot color)

Line Ads

$3.00 per word for Classified
/ Help Wanted (20 wd. min.)

$50 additional charge on all
ads for posting on:

@i’tﬂtﬂ www.tvinsite.com
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Liindin &  Engincers
Rackley, Inc.

Consulting

Sarasoin, Florida
941.329.6000 WWWDHLR.COM

Classifieds

[ CARL T JONES
CORPORATION =

CONSULTING ENGINEERS |

901 Yarnwood Court
Springfield, Virginla 22153
(T03) $65 ™70 fax (703) 5696417

Member AFCCE MEMHBER AFCCE wawctic.oom
John F.X. Browne | {HamMerT & EDISON, INC.
& Associates CONSULTING ENGINEERS
Box 280068

A Profassional Corparation
Member AFCCE
BROADCAST/TELECOMMUNICATIONS

Bloomfield Hills. MI Washington. DC
248.642.6226 {TEL) 202.293.2020
248,642.6027 (FAX) 202 293 2021

www.jfxb.com

San Prancisco, California 94128
707/996-5200
202/396-5200

www.h-e.com

CARL E. SMITH
CONSULTING ENGINEERS
AM FM Tv Engineering Consuitants

Complete Tower and Rigging Services
the broadcast ndustry
:[4

Box 807 Bath, Onio 44210
{330) 659-4440

Munn-Reese, Inc.

Broadcast Engineering Consuliants

2.0. Box 220
Coldwater, Michigan 49036
Phone: §17-278-7339

Denny & Associates, P.C.
Consulting Engineers

301 768 5600 tel.
301 768 5620 fax
www.denny.com
Member AFCCE

| |
{ Mullaney Engineering, Inc.
' Consulting Telecommunications Engineers

: 9049 Shady Grove Court
Gaithersburg, MD 20877 l
301-921-0115
Member AFCCE |

HATFIELD & DAWSON

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

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

MEMBER AFCCE

Cavell, Mertz & Davis, Inc.
Englneering, Technology
& Management Solutlons

}\&\\‘

10300 Eaton Place, Suite 200
Fairfax, VA 22030
(703) 591 0110-(202) 3370110
Fax (703) 591.0115
www.cmdconsulting.com
www.DTVinfo.com

101 West Ohio S1.|
' ?Olhl_ﬂofNr
ndionopolis,
STASSOCTA P804

2 (317) 684-6754
DeL‘NanacewulIu(edl\i@unl.mm

SPECIALIZING
IN DIGITAL TELEVISION

[ NATIONWIDE MONITORING SERVICES, INC. |

ES 24 NOURY
- Abay
I;

IF

4,

't"lmo,, T -
Incandescent and strobe lights, Reporting and
Solutions, HVAC, Doors, Alarms, Generalors,
Temperature, Humidy and others.

Notification via fax, e-mail, phone, and beeper.
Reporting and/or Filing to FAA, Owner or Others.

LLOHNES AND CULVER |
CONSULTING ENGINEERS
8309 Cherry Lane
Laurel, MD 20707 4830
| (301) 776-4488
|~ locul@locul.com

LS.‘nce 1944 Member AFCCE

Multiple Sateliites .

480.844.8501

®www.otci.nel

!
COMEN. DIPPELL AND EVERIST, P.C. |

CONSULTING ENGINEERS |
Domestic and International Communications |

Since 1937
1300 “U STREET, N.W.. Suite 1100
WASHINGTON, DC 20006
PHONE: (202) 898-0111 FAX: (202) B98-0895
E-MAIL cdepc @att.net
Member AFCCE

Executive Recruitment

Staffing—Freelance & Fulltime

Camera Crews Nationwide

Payroll Services Nationwide
(1

com

ww.maslowmedia

ﬁrﬂ/l}l . y/ﬂ'y/ ‘

TOWER/ANTENNA CONSULTANTS

'NATIONWIDE TOWER COMPANY. mc.]

ERECTIONS * DISMANTLES = ANTENNA * RELAMP
ULTRASOUND * STRUGTURAL ANALYSIS * PAINT |
INSPECTIONS * REGUY * ENGINEERING I

P.0. BOX 1829 HENDERSON, KY 42419-1829
| PHONE (270} 869-8000 FAX (270) 869-8500
E-MAIL: hjohnston@nationwidetower.com

l_?4 HOUR EMERGENCY SERVICES AVAILABLE|

«lurnkey Systems «Jowers «Aniennas
« Transmitters: Analog/Digital

LeBLANC Broadcast Inc.
Ray Camnovaie President

Ted: (303) 885-5018  Fax: 665-8805
@ LBANC LARCWN

. . = i
Sani bl Camsakarms

Towers and Antenna Sinctures
Robert A Shoothred, PE

1060 Mervisem Drive
Charbesson, 5.C. 29403 * (843) 5774681 |

o I
I Ulll'vm&_l TOWIR lnc |

Manufacturer of
Seif-Supporting Towers, |
Guyed Towers and Accessories |

P.O. Box 278 * Handerson, Kentucky 424190278 |
| Ta): 270-533-5181 « 270-533-1479 |
www.universaltower.com J

\ “( with
Broadcasting & Cable’s
Classified Ads and
Professional Cards &
Services

Call Classified Sales
617-558-4532 or
617-558-4481

2 Solve Your Advertising Puzzle

e .Y
e ol

ADVERTISE THE EASY WAY WITH
YOUR BUSINESS CARD!

CALL 617-558-4532 OR 617-558-4481
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Editorials

COMMITTED TO THE FIRST AMENDMENT

Backbones wanted

We think it was the right move for individual public radio stations, led by WNYC-AM-FM
and ABC'’s Nightline, to air audiotapes last week of several Georgia executions, the first time
a national audience has had access to them, The broadcasters warned their audiences and
put their stories in context with discussions about the broader issue of journalistic access that
has been raised by the scheduled federal execution of Timothy McVeigh on May 16.

We were struck by a couple of things about the tapes. The first was the pedestrian quali-
ty of the prison officials’ “tab A into slot B” narration of the act. Not surprising, perhaps,
since the tapes were made to document a procedure (and protect against future litigation}.
We were also struck by the one execution that almost wasn’t, when the condemned had to
go through the process twice because he hadn’t been killed the first time. That same matter-
of-fact delivery was suddenly supplying descriptions of the twitching and breathing that indi-
cated that the chair had failed to dispatch its occupant. It is that sort of information conveyed
to a national audience that might generate some public concern for the method of execution,
one of the stronger arguments, we think, for allowing electronic journalists to use the tools
of their trade to cover these news events. In fact, the tapes aired last week came to light after
they were subpocnaed by a lawyer looking to make the case that electrocution is cruel and
unusual punishment and thus unconstitutional.

Nightline understood the importance of the tapes to the ongoing national debate about
executions, “There are people who would take comfort in how calm, clinical—almost
banal—these tapes are,” says producer Richard Harris, “Critics of the death penalty would
look at the tape in which it took two procedures to electrocute the prisoner. Anybody who
wants to use these tapes on either side can do s0.”

Yer neither Nightline nor any other television organization has demanded to air the
McVeigh execution live or even a tape of the closed-circuit telecast being done for the fam-
lies of victims in Oklahoma City. Nightline isn't fighting for the right because it isn't inter-
ested in broadcasting the execution. Unlike the killers executed by Georgia in the 1980s,
Harris explains with an unfortunate metaphor, “McVeigh is a fresh wound.”

We have argued before that TV ought to air the McVeigh execution because it would
force more Americans to confront the reality of executions and decide whether they should
continue. Beyond that, TV ought to fight to air executions simply because the government
says they can’t. If it’s open to a reporter and his notepad, it ought to be open to a producer
and her camcorder.

Georgia has switched from the electric chair to lethal injection for crimes committed after
May 1, 2000. Maybe it would have switched sooner if the difficulties of electrocution were
pressed immediately upon the public conscience. We'll never know. TV and radio journal-
ists can now add: We didn’t try to find out.
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Vision Fund of America
Invites you to celebrate two great visionaries...

Jerry Gepner
Vice President
Fox Sports

Craig Kornblau

President
Universal Studios Home Video

at its Annual Awards Dinner

May 31, 2001 e Grand Hyatt Hotel ¢ New York City

Benefiting Lighthouse International and its national outreach programs
to help adults and children with vision impairments

Featuring

,J;u b
Joy Behar

Comedienne and Co-Host of ABC-TV’s “The View”
As Mistress of Ceremonies

For more inlormation call (212) 821-9428 or Email kclark @ lighthouse.org



- NOWIN
70 MILLION HOMES

l-d—‘_—

' 9 ’ " : :..._.'  — e
.. r ! 1 . N -

. s / . . - il | e e &

5 ] " ; - v - ' -

- -‘?“ v r- 'l‘\ \~ ﬂ ) b ;.
- _r -
QP E R ]

ol tn RIS B & it T _—

. __fzaﬁ.. - ; , i

L il WY T ST : A . A
’ s = _ = !

¢ S
—"-u..‘ ;
s i
| B

i

-
-
L]
- - —

e e O, T




