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WASHINGTON

New FCC Commissioner Michael
Copps proudly points to a portrait
of Franklin D. Roosevelt silently
presiding over an office that a few
weeks ago was occupied by con-
servative economist Harold
Furchtgett-Roth (no New Dealer
he). But Copps credits FDR with
“saving capitalism” by infusing
America’s faltering free-market
economy with a healthy dese of
social justice. But when it comes
to the FCC, the former history pro-
fessor sounds like an old-school
Democrat. Although he's willing to
consider relaxation of media-own-
ership rules, he first wants to see
how changes would benefit
Americans. And when it comes to
enforcing government rules
against indecent broadcasts, he
says the FCC isn't doing enough.
“Conducting two to three dozen
inquiries a year is insufficient,” he
told B&( last week.—B.M.

DIGITAL COMPETITION

BSEVE

SYNDICATION

Fox lends a shoe

Michael J. Fox has been enlisted to help promote the second season
of off-net Spin City episodes, the first in the syndication batch that
will feature Charlie Sheen, Fox’s replacement in the siarring role.
Fox will join Sheen and Heather Locklear for the campaign, to be
unveiled this week at the Promax/BDA convention in Miami.
When the spots launch this summer, it will be the first time viewers
will see all three stars together on screen. The three are then sched-

uled to appear together in the show’s network season premiere this
fall. One of the spots is entitled “Really Big Shoes” (see below),
which points out that Sheen has his work cut out for him. .

r

It

40 or so markets, theoretically allowing EchoStar

NAB board members were surprised to hear that
EchoStar is considering carrying a national HDTV
feed from Raleigh, N.C.-based Capitol
Broadcasting’s WRAL-DT. Broadcasters are con-
cerned that EchoStar would offer a nationwide
service in so-cailed “digital white areas,” i.e.,
markets not already being served by a (BS affili-
ate’s digital signal. CBS has digital affitiates in

6 Broadcasting & Cable /6-18-01

to offer WRAL-DT everywhere else in competition
with local analog (BS affiliates. That prospect
troubles broadcasters, and EchoStar says its
plans are uncertain.

“We are excited about the possibility of
launching WRAL, but are still in discussions
about the degree of distribution,” says spokes-
woman Judianne Atencio.—P.A.

The FCC has always taken a harsh
line against broadcasters who lied
in their dealings with the agency,
known as “lack of candor” in the
commission’s official parlance.
That is especially true in license
challenges.

But Washington attorneys say
things are changing now that the
government auctions licenses to
help fill its coffers. Some say the
agency is no longer taking the
hard line that once led to an
elderly woman losing a chance at
a permit because her apptication
misrepresented her age by a year.

An FCC decision last month
awarded Liberty Productions the
license for a new FM in Biltmore
Forest, N.C., even though an
agency administrative judge dis-
qualified the company for telling
the FCC it had a landowner's per-
mission to construct a transmis-
sion site when it didn't. Three of
the four commissioners overruled
the judge on grounds that Liberty
may have believed it had permis-
sion. Only Commissioner Gloria
Tristani objected, arguing the
panel had no reason to reverse
the judge’s ruling, made after an
eight-day hearing. She also com-
plained the commission had set a
new standard of review making
rules against misrepresentation
almost unenforceable.”
Enforcement Bureau attorney
James Shook, however, said the
other commissioners’ decision
was based solely on the facts of
Liberty's case and that the stan-
dard for determining misrepre-
sentation hasn't changed. —8.M.
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TOP OF THE WEEK

Send in the crowds

As confab attendance
slumps, Western Show will
pay some attendees to come

By John M, Higgins
ay no attention to that space behind
P the curtain. That’s how the National
Cable & Telecommunications As-
sociation tried to prevent attendees from
noticing just how many vendors and indus-
try executives were missing from the show
last week. Chicago's cavernous McCormick
Center had erected an elaborate curtain
around the perimeter of the exhibit hall,
concealing the ample square footage that
lay unrented.

Two years ago, the NCTA had filled that
same exhibit hall wall-to-wall.

Attendance dropped a dramatic 23%
this year, from 31,000 last year to 24,000.
The number of exhibitors stayed about the
same, but the association said its space
rentals fell 10%.

The National Show is far from alone.
The California Cable Television Associa-
tion is so worried about space cancellations
that it is offering to cover the expenses of
MSOs who send their senior managers.

In April, the National Association of
Broadcasters saw attendance at its annual
convention dip for the first time since 1986,
although exhibition rentals rose. The Radio
and Television News Directors Association
is lowering registration fees.

The conventions are pinched by a com-
bination of the recession and industry con-
solidation. Like TV networks, TV trade
shows suffer from the disappearance of
Internet companies looking to converge.

More important, as the big media com-
panies get bigger, there a fewer key decision
makers. Rapid consolidation means that
there are only 10 operators of any size, and

[ 10 Broadcast-:ing & Cabl-e/-6-18-01 :i

Empty spaces groated

industry executives and
enhibitors
at the NCTA show in
Chicago last week.

as they amass larger clusters, there are
fewer regional managers making decisions,
or going to shows.

Vendors find it easier to visit customers
in person than to spend $300,000 to
$700,000 renting space plus buying, mov-
ing, erecting and staffing a booth.

“QOur booth is totally empty,” com-
plained an executive of one cable network
last week.

“We never cut deals at
these shows any more,”
lamented an executive
with Turner Broadcasting

System.
“We're  evaluating
what we’ll be doing at the

conventions,” said C.J.
Kettler, senior vice presi-
dent of affiliate sales for
Oxygen Media.

The Westem Show is
proposing to fight the trend by covering the
expenses of cable operators, including trans-
portation, hotel, meeting rooms and meals.

“I's target marketing,” said CCTA COO
C.J. Hirschfeld. “Why shouldn’t we spend
our money on the people who are most
important to exhibitors?”

Hirschfeld would not say how the associ-
ation plans to structure payments, but bring-

Rapid consolidation
means that there are
only 10 operators of
any size and fewer
regional managers
making decisions, or
going to shows.

ing the top 10 executives
from the top 10 operators
could cost $300,000 or
so, about the cost of a
booth rental by one major
exhibitor. Cancellations
this year include Home
Box Office, In Demand,
Discovery Networks and
Starz Encore.

The Western Show
generates about $8 mil-
lion in revenue, a bit less
than $5 million profit for
the CCTA.

Industry executives
approve the pay-to-stay
move. “I applaud them for doing some-
thing smart about it rather than sitting back
and taking the hit,” said one NCTA official.

Belt-tightening station groups are not
sending big numbers to this week’s
Promax/BDA conference in Miami, and
syndicators, in turn, are scaling back their
presence.

Promax/BDA CEO Glynn Brailsford
overly isn’t concerned.
He says that high-tech
design firms will be there
in droves and attendance
is tracking at 4,000, the
same level as last year.

“We know this is a dif-
ficult year economically,”
said Barbara Cochran,
president of the RTNDA,
which will hold its annual
convention in September
in Nashville, Tenn. She
said “early-bird registration,” cutrently at
several hundred, is about normal, although
at least one network, NBC, is not planning
an affiliates meeting there.

RTNDA is offering a significant dis-
count for those who register this month:
$335 vs. $435 last year. B

Additional reporting by Allison Romano,
Dan Trigoboff and Suzanne Ault

Photos: Craig Mathew / Mathew Photographic
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Leaves of summer

Cartoon’s Cohen, WB's Daniels and UPN’s Nunan are going

By Susanne Ault and Allison Romano

I in one week. Cartoon Network
President Betty Cohen

stepped down Friday
after 10 years, and UPN's Tom
Nunan and The WB’s Susanne
Daniels are leaving their top
programming jobs, too.

Cohen is staying in the AOL
Time Warner family to develop
multiplatform content aimed at
young adults and teens.

Both Nunan and Daniels are

looking to pursue other opportu-
nities: Nunan, UPN’s entertain-

ment president, is hunting new challenges that
UPN can't offer; Daniels, co-president of enter-

tainment at The WB, is looking
to spend more time with her just-
bom third child and hoping to
take on a time-freeing, indepen-
dent TV role. Nothing has been
made official, but each network is
apparently finalizing its execu-
tive’s exit.

Cohen said management
changes at Turner Broadcasting,
which brought in AOL Time
Warner COO Bob Pittman and
TBS CEO Jamie Kellner, insti-

gated her resignation—but in a positive way:
“They understood what it was to build

Cartoon Network up, and I felt
the entrepreneutrial need to start
something new again. That’s
how Jamie and Bob have been
in their careers.”

She is staying at Turner
Broadcasting and will work with
AOL to create an interactive
product that mixes entertainment
and educational content. She
won't give details, but hopes it
will be ready by year’s end.

Brad Siegel, Tumner’s presi-

dent of general entertainment, will take

Former Cartoon Network
President Betty Cohen “felt
the entrepreneurial need to

start something new
again.”

[

The WB's Susanne Caniels
is looking to spend more
time with her new baby and
hoping to take on an
independent TV role.

UPN’s Tom Nunan says,
“Had there been
opportunity for me to grow,
I would have stack
around.”

Cartoon Network under his umbrella, which
also includes TBS, TNT, Turner Classic

Movies and Turner South.

In Nunan’s case, CBS’s new
ownership position at UPN
paves the way for Viacom/CBS
to better assert itself. But, he dis-
misses talk that Viacom wanted a
CBS executive in his spot.

“I didn’t have any pressure to
leave. It was my decision,” he
said, pointing out that he has
taken the reins in finding his
replacement. Right now, “there’s
no one inside the Viacom family

who's come up. There’s nobody available at
CBS who I think would be interested.”

Also, TV insiders noted,
Nunan stayed six months past his
current UPN contract to make
sure things were in order before
he left. “I definitely reached the
end of my growth curve here,” he
said, adding, “There’s stuff within
Viacom that interests me a lot. But
nothing concrete.

“Had there been opportunity
for me to grow, [ would have
stuck around. But there’s only
one of those jobs, and Dean’s got

it. And he’s doing great,” Nunan said of his
boss, UPN CEO Dean Valentine.

Daniels “just had her third kid
and wanted to do something
entrepreneurial,” insisted a WB
source. She has been pondering
this move ever since naming
Jordan Levin co-president just
prior to taking maternity leave.
Levin will continue.

Her move does “play into
opportunities she now sees with
Turner being a bigger template,”
the source added. Daniels may
believe juicier career opportuni-

ties will materialize at AOL Time Warner. ®

| INBRIEF

VIACOM IN TALKS

TO BUY TELEMUNDO
Viacom has approached the own-
ers of Telemundo about buying
the Spanish-language TV net-
work, sources confirmed last
week. One owner, Liberty Media,
recently facilitated the sale of
BET to Viacom, in which Liberty
also had a sizable stake. Viacom
President Mel Karmazin has pub-
licly stated his interest in the
fast-growing U.S. Spanish-lan-
guage TV market. Sony Pictures
Entertainment is the other major
shareholder in Telemundo and
oversees the network’s operation
in Los Angeles. There was no
official comment from any of the
parties involved last week,

TRIBUNE CUTS 6%

With profits down, Tribune Co.
plans to cut 6% of its work
force. That means that it will
have reduced staffing by 10%
since its merger with Times
Mirror a year ago. About half the
current reductions are expected
to come from a voluntary retire-
ment program; the rest, through
“further initiatives within the
publishing group.”

TNT'S WITCHBLADE
SCORES A 2.7 RATING
TNT executives are giddy over
the June 12 premiere of its new
original series, Witchblade. The
first episode of the sci-fi detec-
tive drama harvested a 2.7 rating
and nearly 2.2 million viewers,
about 60% higher than the cable
network's average 1.7 prime time
rating so far this year. The Witch-
blade series is a spin-off of an
original movie which scored 4.5.

TNT executives have to be
relieved: Last summer’s original
series Bull averaged a 1.5 and
was pulled from the schedule,
even though the network had
filmed 13 episodes for a second
season.
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FCC TAPS ZWERLING
Susanna Zwerling has been named
interim mass media and cable
adviser to new FCC Commissioner
Michael Copps. Zwerling had been
the Mass Media Bureau’s assistant
chief for planning and communica-
tions. Before joining the commis-
sion in 1997, she was a trial attor-
ney for the Justice Department’s
antitrust telecommunications task
force. Jordan Goldstein is Copps’
interim senior legal adviser and
Lauren Maxim Van Wazer will be
interim adviser for wireless and
international issues.

MORAL COURT AXED
Warner Bros. rookie Moral Court
has been canceled, after rarely
pulling national Nielsen numbers
above 1.0. Safer but not out of
the woods, apparently, is Warner
Bros. other rookie, Street Smarts.
Tribune Broadcasting, which ini-
tially launched the show in sev-
eral markets, including on WPIX-
TV New York, KTLA-TV Los
Angeles and WGN-TV Chicago,
has not renewed it for next sea-
sen. Seme sources say, though,
that Street Smarts, one of the
season’s highest-rated freshmen,
is secured in more than 100 mar-
kets for next fall.

NICK RETAINS

SATURDAY CROWN
Nickelodeon, powered by Rugrats
and SpongeBob Square Pants,
took the Saturday-morning rat-
ings crewn for the fourth
straight season. For the 2000-01
season, the kids net grabbed a
4.8 rating/21 share (1.9 million
viewers) in kids 2-11, jumping
17% from this time last year.
Runner-up network The WB
(3.0/13, 1.2 million viewers in
that demographic) fell 25% from
its year-ago performance.

INBRIEF n
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Looks like

upfront,

at last

But a top ad forecaster
drastically cuts his projections
for remainder of 2001

By Steve McClellan

t looks like networks and advertisers are
I ready to talk turkey. Most advertisers last

week submitted their proposed spending
plans with the networks for the upfront market.
And guess what? Those budgets are a lot lower
{that is, double digits lower in
many cases) than last year’s.

Network executives said
they’d be working over the
weekend to respond to the
spending plans with pro-
posed pricing and place-
ment schedules for the
advertisers.

The real fun starts this
week, when network sales
executives and media buyers are expected to
start negotiating, But that said, several net-
works, including Fox, ABC and CBS, have
already done a small amount of business. CBS
for example has re-upped most of the nine
sponsors it had this season for Survivor. Most
of those sponsors committed $25 million
(apiece) to be in Syrvivor 111 and IV, both
scheduled to air next season.

Network sources contacted last week said
the market would likely drag on over a num-
ber of weeks.

One of the unanswered questions is how
much money advertisers are holding back for
the scatter market. Several network execu-
tives said last week they expect to sell less
inventory upfront and more in scatter.
Typically between 75% and 80% of the net-
work inventory is sold upfront. But some

One of the
unanswered questions
is how much money
advertisers are
holding back for the
scatter market.

sales executives suspect the advertisers are
withholding some additional money that may
be sprung loose in the course of upfront
negotiations. “The hardest part of this
upfront is gauging how much money they're
sitting on and how much they move to scat-
ter,” commented one network sales chief.
“Three hundred advertisers can’t all be down
the same percentage. It doesnt work that
way and yet that seems to be the pattern,” in
the budgets that have been submitted, he
added. Many of those budgets are prepared
by the same agencies.

Meanwhile, Universal McCann’s Robert
Coen, one of Madison Avenue’s most respect-
ed ad forecasters, drastically cut his projec-
tions for 2001 last Thursday (June 14). “I have
to confess it's a lot worse than I thought it
would ever be,” Coen said of this year’s ad
market. “The economy has weakened to such
a degree that it is unrealistic to think advertis-
ing will outpace it” as it has
in recent years, he ex-
plained.

Last December, when
Coen made his initial pro-
jection, he believed the four
major networks would post
a 1% gain for the year
Now, six months later, he
predicts a 2.5% decline in
ad spending on the Big
Four, to $15.5 billion.

For national spot TV, he now sees a 6%
drop this year to $11.5 billion and not the 1%
falloff he forecast in December. Cable will be
up 8% to $11.8 billion instead of the 12.5%
initially predicted. And syndication may
climb 3% to $3.2 billion, but not the 6% orig-
inally forecast.

Separately, Competitive Media Reporting,
the New York ad tracker said first-quarter
domestic ad spending was down 5.2% overall
to $22.6 billion. Network TV was down 2.2%
to $5.2 billion. And despite predictions of a
big falloff for syndication TV this coming
upfront, the medium posted a 5.5% gain in
the first quarter to $811.2 million. Cable TV
posted a 6.6% gain to almost $2.5 billion.
National spot TV was down 15% to $3.5 bil-
lion. @
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The One For Early Fringe

MAURY

‘ IME | HHRT/SH © MAY 2001 SWEEP ACHIEVEMENT

Detroit WDIVIN 4PM 5.0/13 ~ *1 5pm News In Detroit Follows Maury

Minneapolis KARE/N 3PMm 2.4/11 . *1in The Time Period*

Miami WPLG/A  4PM 5.1/12 *1 in The Time Period*

Sacramento KOVR/C 4PM 5.4/14  *1 Syndicated Strip On KOVR

Orlando WESH/N 3PM 4.3/12 *1 Syndicated Show In Time Period

San Diego KUSI/ 3PM 2.8/9 *1 In The Time Period*

Charlotte WCNC/N  3PM 2.0/6 *1 Syndicated Daytime Strip On WCNC
[ Raleigh WNCN/N 3PM 3.0/9 *1 Strip On WNCN*

Nashville WSMV/N  3PM 6.3/17 *1 In The Time Period

Columbus WCMH/N  3PM 3.7/12  *1 Daytime Strip On WCMH*
§ New Orleans WDSU/N 4PM 4.7/10 *1 Syndicated Daytime Strip On WDSU
i Albuguerque KOAT+/A 3PM 4.5/13  *1 In The Time Period
:"- Source: NSIWRAP Overnights; 3R6-523/01; Ranks bamﬂ share: Daytime w M-FI9am-5pm. “includes ties.

Boosts News Numbers

MAY SWEEP COMPARISON
NEWS HH RT/SH

: PRIOR TO MAY 2001 WITH : % SHARE
STATION MAURY LEAD-IN | MAURY LEAD-IN | CHANGE

-

c
+
4
]
1

Dallas KDFW/F 12N MAY'97 3.2/9 3.5/12
Detroit WDIV/N SPM MAY'99 8.7/20 9.5/21
Cleveland WIW/F 12N MAY'98.  3.3/13 4.9/19
Sacramento KOVR/C SPM MAY'99-  3.5/8 4.9/11
Portland KOIN/C SPM MAY'97 5.8/14 6.0/15
Raleigh WNCN/N  4PM MAY'98  0.7/2 2.3/6

Milwaukee WITVF 12N MAY'98  4.3/16 4.7/17
New Orleans WDSU/N SPM MAY’'00 4.9/9 5.2/10
Oklahoma City KFOR/N 12N MAY'99. 5.72/17 6.6/121 £
Greensboro WGHP/F 12N MAY'98- 1.8/7 4.4/15

Source: NSIWRAP Overnighty: 3/28-5/23/01; #127-5/24100: 4/29-5126195; 4/23»5!20!.98; 4/24-5R1197. NSIWRAP Sweeps, 4/23-5/20/98 (Raleigh).

SsTUDIQOGS

—

=T
USA= =
m au ry PP ——

h for two consecutive seasons’, delivering outstanding
in afterncon time pericds. Now that's news you can use.
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Nothing much ventured

ABC’s regional affiliate meetings leave the biggest issues on the table

By Steve McClellan

hey met and talked but largely avoid-
Tcd the critical issues that will shape

their future relationship. ABC execu-
tives gathered with their affiliates in a series of
regional meetings last week in New York,
Chicago, Atlanta, Houston and Los Angeles,
and affiliates later characterized the meetings
as positive if somewhat superficial. Key issues,
such as the NASA filing and the “affiliate
plan” weren't addressed.

The affiliate plan, struck two years ago
with one more year to run, is the agreement
under which affiliates pay $45 million a year
to support ABC’s National Football League
broadcast rights in return for some extra
inventory and limitations on network repur-
posing. John Rouse, vice president, affiliate
relations, ABC-TV, said renewal talks on that
plan would begin this summer. “Whether it’s
something we do on its own or as part of a
bigger deal is yet to be determined,” he said.

The sooner the better, said Bruce Baker,
chairman of the ABC affiliate board. Baker
noted that affiliates feel “a little bit disap-
pointed at the inactivity” concerning sub-
stantive talks with the network about their
ongoing relationship. “We keep asking the
network about the future relationship and
what the future [affiliate] contract struc-
ture is going to be like,” he continued.
“Quite frankly, we don’t seem to be able to
move it forward. Hopefully, at some point
soon, we can begin some discussions be-
yond surface discussions about what it is
they want from the relationship.”

In closed-door sessions without network
executives, affiliates expressed support for
the NASA filing that outlines perceived abus-
es heaped upon affiliates by ABC, NBC, CBS
and Fox. The ABC affiliates agreed to ante up
a total of $300,000 to support the legal case
for that filing as have the NBC and CBS affil-

iates as well.

The two sides talked about high-defini-
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tion television and the network’s commit-
ment to it, although affiliate and network
sources had different interpretations of
exactly what was said. Affiliate sources came
away with the impression that the network
made a definite commitment to create more
productions next season, citing three new
shows that ABC said would be produced in
HDTV: Alias, Philly and Thieves.

But Rouse said ABC has made no firm
commitment to do more HDTV next sea-
son. “One thing we did say is we're defi-
nitely looking toward possibilities in
HDTV. And we’ll make decisions on that
soon.” But Rouse did confirm that Monday
Night Football would not be done in
HDTV next season.

That’s a cost issue. At $7 million per
game, network executives told affiliates,
presenting MNF in HDTV was prohibi-
tively expensive without a sponsor like
Panasonic, which produced HDTV MNF
games for the network two seasons ago.

'

Executives also announced that they
have decided to flip the regular and special
celebrity editions of Who Wants to Be a
Millionaire?. Monday will now air the spe-
cial editions, and Thursday will offer the
regular edition.

Separately, the affiliates elected Baker,
who oversees Cox Broadcasting’s affiliate
stations, to a new two-year term as chairman
of the board. Baker has been chairman for
the past year, filling out the term of Pat Scott,
who retired from Fisher Broadcasting.
Young Broadcasting’s Deborah McDermott
was elected vice chairman,

Baker characterized last week’s meetings
as positive. But he hopes the network will
switch back to one big meeting next year.
“It was the right way to address the current
economic situation this year,” he said. “But
there is a real benefit to getting everybody
together in one place. There’s a dialogue
and energy and chemistry you just can't
duplicate” in the regional sessions. B
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Linda Cavanaugh thought she “was handling it with little emction” but “my heart started racing.”Byron

TOP OF THE WEEK

Pitts “was determined not to be caught up in” his own emotions.

Evewitness blues

Tough assignment for
news pros chosen to watch
McVeigh execution

By Dan Trigoboff
LS-AM’s Susan Carlson trembled
then she learned that, in a few
hours, she would be watching a
man die and then tell the world about it.

The Chicago radio reporter hardly
expected to be among a handful of media
witnesses chosen by lottery when
she drove to Terre Haute, Ind., to
report on the execution of
Oklahoma City bomber Timothy
McVeigh last week.

For her, the experience was
frightening throughout. After being
searched, she was transported to the
death house and brought into the
small chamber, where, with only a
couple of feet and a window
between the witnesses and the con-
demned man, McVeigh made
extensive eye contact with each of
them. “I thought I would feel sym-
pathy for him,” she says. “But when
I looked into his eyes, my instinctive
reaction was fear. I was scared of the
man in front of me.”

Even later that night, alone in a
Terre Haute hotel room after a whirl-

il

Timothy McVeigh made eye contact with the witnesses and

wind day providing accounts of McVeigh's
death for a worldwide journalists’ pool, she
remained anxious and, despite her exhaus-
tion, had trouble sleeping. “I replayed the
execution in my mind over and over. I left
the light on, and the TV.”

For the tour broadcast and cable news-
people who served as witnesses to the exe-
cution, their role in the historic event
called on them to confront not only fear
but also their sense of justice, profession-

alism, family and even faith.

7

then died with his eyes open,

“I was determined not to be
caught up in my own emotions,” said
CBS correspondent Byron Pitts, who
brought first word to the world that
“Timothy James McVeigh died with
his eyes open.” Although most of the
media witnesses were selected only a
few hours before the execution, the
TV networks had conducted their
own drawing two days before, in
which Pitts and Fox News’ Shepard
Smith were selected.

Ten years from now, Pits said,
“that’s what I'll remember.” He says
he kept his own eyes on McVeigh's, “trying
to determine when he passed from life to
death.”

It was not “a time for me to come out
and give my personal views,” said Fox’s
Smith. “I have a lot of have feelings, about
it—deep and powerful feelings. But you
find a place for those emotions when you're
a journalist.”

KFOR-TV Oklahoma City reporter
Linda Cavanaugh “thought I was handling
it with little or no emotion, until the warden
said, ‘The execution may proceed.’ I felt my
body might betray me. My heart started rac-
ing, and my notes became illegible.

“There are many stories I don’t look for-
ward to,” she continues, “but
someone had to do it, And [ feel a
responsibility to the people of
Oklahoma City.” One of them, an
Indian elder, had offered her a
prayer ceremony. He was con-
cerned, she says, “that this would
affect my spiritual well-being.”

News last week of a CBS minis-
eries about Timothy McVeigh is
not likely to go over well in
Oklahoma City, she adds. Days
after the execution, CBS
announced the project, based on
the book, American Terrorist:
Timothy  McVeigh and  the
Oklaboma City Bombing—pur-
portedly drawn from taped inter-
views conducted with McVeigh
and his family. “I think that this city
has had enough.” m
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NAB ‘waivers’ on rollout

Warned of a possible ‘firestorm’ of protest, board decides
not to ask FCC for a blanket extension of DTV deadlines

By Paige Albiniak
ith alittle heip from a powerful con-
W gressman, the NAB board last
week decided that small-market
TV stations that are going to miss the May
2002 digital conversion deadline should ask

the FCC for individual waivers, as opposed to
the entire industry asking for a blanket delay.

Board members said they had a “very
full discussion,” before deciding to let indi-
vidual stations fend for themselves.

The NAB board’s discussion was pre-
ceded by a breakfast meeting with House
Energy and Commerce
Chairman Billy Tauzin (R-
La.), who urged struggling

Committee

In contrast, public

told us at the NAB show that it would hard
for us to justify blanket waivers.”

Tauzin also told the NAB board that by
2006, the date by which broadcasters are
expected to give back the analog spectrum,
“they better have their ducks in a row,”
Johnson said. “There’s likely to be
attempts by Congress between now and
then to firm up that deadline. Broadcasters
had better pay attention
when even their friends

Although the board had been expected  broadcasters to seek indi- are saying they are taking
tovote the other way , the decisionisinstep ~ vidual waivers because a stations last week too long.”
with the philosophy of new FCC Chairman  blanket request might “set asked the FCC Meanwhile,  public
Michael Powell, who said at the NAB con-  off a firestorm in broadcasters last week
vention in April that he recognized that a ~ Washington”  because to adopt d new asked the FCC to try a dif-
number of small-market stations might not ~ Congress would see the phased-i n deadline.  ferent formula. America's
make the 2002 deadline. But he also said move as proof that broad- Public Television Stations,

that he preferred that they ask for a waiver
individually as the need arose, rather than a
blanket waiver that might remove the
incentive for stations to continue to “drive
toward the objective.”

“The waiver process that exists at the
FCC is an opportunity for those TV sta-
tions that might not make the deadline,”
said NAB President Eddie Fritts. “I don't
foresee the FCC taking away any [digital)
licenses as the result of stations making a
good-faith effort.”
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casters never intended to
make the transition, said Tauzin spokesman
Ken Johnson.

Board members ultimately agreed with
Tauzin,

“We didn’t want to be in a position
where asking for blanket extensions looked
like we were slowing down the process,”
said newly elected TV Board Chairman
Paul Karpowicz, who is vice president of
LIN Television. “We heard FCC Chairman
Michael Powell loud and clear when he

the Center for Public
Broadcasting and the Public Broadcasting
Service suggested that the FCC drop its
DTV rollout dates—May 2002 for a com-
mercial stations and May 2003 for non-com-
mercial outlets.

Instead, public stations, commercial sta-
tions without major network affiliations in
top-30 markets, and commercial outlets in
small markets wouldn’t go digital undl a
year after a specific nationwide digital -pen-
etration level was reached. B
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INBRIEF

TRIBUNE GETS RIGHTS
TO SYNDICATED LINK
Tribune Entertainment has
snapped up the barter ad sales
rights to NBC Enterprises” syndi-
cated version of Weakest Link, set
to launch in January 2002. The
move follows the multiyear deal
struck between the two in
February, whereby Tribune will
oversee barter activities for sever-
al NBC syndicated efforts, includ-
ing fall 2001 entry The Other Half
and long-running weekly George
Michael Sports Machine.

CLEAR CHANNEL
RETURNS TO THE WEB?
Clear Channel could be putting
its radio stations back on the
Web this week, according to
reports from the Radio & Records
Convention in Los Angeles last
week. Kevin Mayer, head of the
company's Interactive division,
said its stations may begin test-
ing Internet-only ads on some
Web sites. The giant radio com-
pany and other prominent radio
groups halted Internet streaming
in April.

MSNBC'S NEWS MOVES
TO 8 P.M. ET
MSNBC's The News With Brian
Williams will be bumped to 8
p.m. beginning July 9 The time
change is apparently sparked by
an abundance of re-broadcasts of
the program—which can also be
seen on (NBC at 10 p.m. and
again on MSNBC at midnight—
and, according to MSNBC's Mark
0’Connor, to eliminate competi-
tion with the broadcast networks
nightly programs on the West
Coast, namely NBC Nightly News
With Tom Brokaw

MSNBC Investigates, which had
The News' new slot, moves to 9
p.m. ET,
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Goodwill hunting

Texas Justice going pro bono to entice stations to sample it

By Susanne Ault
omething that you'd think would even-
Stually happen with a court strip: Texas
Justice will soon be working pro bono.

To pique stations’ interest in snapping up
the series for its now official national launch
next year, Twentieth Television won’t charge
license fees for four months, from September
until its wide rollout in January. Twentieth is
also letting stations keep the entire commercial
inventory for the episodes during that period.

The economic crunch spurred Twentieth
to think up a plan that will fit station belt-
tightening, says chief sales executive Paul
Franklin. “Think about it: Stations are saving
and making a lot of money. This gives them an
incentive to look at this very seriously.”

In return, Twentieth expects stations to
schedule Texas Justice in healthy time periods,
with hopes of helping it compete in the
crowded court genre—which in 2002 will
mean eight total strips, in-
cluding renewed rookies,
Twentieth’s own Power of
Attorney and Columbia Tri-
Star’s Judge Hatchett.

The Fox O&QO group,
Twentieth’s  distribution
partner, is among those
aready on board for the
deal, which reverts to a typi-
cal cash-plus-barter split ar-
rangement come January.
Currently, 53% of the country has cleared
Texas Justice, including such non-Fox-owned
stations as Cox Broadcasting’s KTVU-TV San
Francisco and KIRO-TV Seattle.

Twentieth won’t be financially drained by
the offer, Franklin insists, because so many
episodes of Texas Justice are already in the can.
Previously intended as a test effort for select-
ed markets, Texas Justice has aired just 45 of
70 episodes that have been produced up to
this point.

But Twentieth hopes stations will see Texas

‘Stations are saving
and making a lot
of money. This gives
them an incentive
to look at this
very seriously.

—Paul Franklin, Twentieth
Television

Twentieth Television hopes stations will see
Texas Justice, steered by lawyer Larry Joe
Dougherty, as more than just a finandial steal.

Justice, steered by Houston lawyer Larry Joe
Dougherty, as more than just a financial steal.
“It's been incredibly well-received,” says
Franklin.

In its nine-week test run (March 26-May 25),
Texas Justice ranked No. 1 in its time slot in
three metered-market sta-
tions in the trial, according to
Nielsen Media Research. On
KDFW-TV Dallas, the show
beat Roste O'Donnell, on
WHBQ-TV Memphis, Judge
Judy; and on WGHP-TV
Greensboro, Live With Regis
and Kelly.

“The response to Texas
Justice during the regional
test let us know we had a
winner on our hands,” says Bob Cook,
Twentieth’s president.

Next season, Texas Justice will continue to
be executive-produced by Seigel Levine.

Alithough viewers seem to be judging Texas
Justice positively, when it is launched national-
ly, the show will have to compete in a rather
crowded genre. However, the departure of
some court shows—Arrest & Trial, Judge Mills
Lane, Curtis Court and Moral Court—next
season should leave Texas Justice some elbow
room. @



few years back, the NAB had a great idea. It would host

a conference and black-tie dinner to showcase some of

the good deeds that broadcasters routinely do. The day

of events would encourage more good deeds and, not
incidentally, answer critics who say stations shirk their public-inter-
est obligation and ought to be more heavily regulated.

While most of this magazine’s staff flew to Chicago for the
National Cable & Telecommunications Association convention last
week, [ went to Washington last Monday for the third annual Ser-
vice to America Summit at the Ronald Reagan Building, a grand ted-
eral edifice that stands as an ironic tribute to the president of small
government. If nothing else, it was a chance to hang with
Muhammad Ali, who was to receive the top prize at the dinner. So
with a bow to Sergio Leone, here is my report on the good, the bad
and the ugly of the summi.

The good: There was plenty of it. At the dinner, the NAB recog-

nized eight TV and radio stations for community service above and

beyond the call of business. It
also presented a handsome tro-
phy to the broadcasters and law-
enforcement agencies of Dallas,
which are working together on
the Amber Plan. which is
named after 9-year-old Amber
Hagerman, who was abducted
and killed in 1996. The Plan is a
system for quickly alerting the
city whenever a child is abduct-
ed. Tt is credited with recovering
seven children since its incep-
tion five years ago.

The NAB also inaugurated
an award for family broadcast-
ers committed to public service.
The Hubbard Award is named
for the pioneering broadcasting
family of St Paul/Minneapolis.
The first recipient: patriarch
Stanley S. Hubbard.

Take the time to read about

| the other winners in the pro-

gram, which is inserted in this
magazine (B&C is among the
sponsors on the event).

At the summit luncheon, the
NAB Education Foundation
presented diplomas to the first
graduates of its Broadcast
Leadership Training Program,
which at  giving
minorities and women—expe-

is aimed
rienced  broadcasters—the
know-how for acquiring sta-
tions. The program was created
in response to then FCC
Chairman Bill Kennard’s call in
1998 for the industry’s “best
ideas” for increasing minority
broadcast ownership.
Muhammad Ali really has
nothing to do with broadcast-
ing, except that TV helped
make him, if you believe the

TR Harry A. Jessell

clips, the most famous man in
the world. But despite severe
Parkinson’s disease, Ali has lent
his name and image in recent
years to many charitable causes
and the fight against intoler-
ance and racism. He belongs in
the company of the past
Leadership Award winners,
Nancy Reagan and Jimmy and
Rosalynn Carter.

The bad: Let’s start with
Bruce Jenner.

He was as out of place as
emcee of the summit dinner as

Good, bad and ugly

NAB salutes public service, but the blind just don't see it

dozen blind persons, members
of the American Council of the
Blind. They were there to
protest NAB's court challenge
of the FCC’s newly minted
video-description rules, which
require affiliates of the Big
Four networks to air video de-
scriptions four hours a week
via their SAP channels.

The video descriptions are
actually audio descriptions of
what's happening during pro-
gram, a great enhancement for
vision-impaired viewers.

The cops chased off the protesters,
seeing-eye dogs and all, after an hour or so.
But maybe broadcasters got the message.

a pole vaulter in a china shop.
I'd advise him to stick to the
high school sports banquet cir-
cuit. And, Bruce, that San
Francisco FM is known as K-
Fog. not K-frog.

Never missing a chance to
stroke a politician, the NAB also
dragged several congressmen
and senators up on stage to say
a few kind words about the win-
ners. Too much. Too much.

And the absence of CBS,
Fox and NBC also hurt. It’s
tough to celebrate broadcast-
ing’s best side, while ignoring
the owners of scores of stations
in the nation’s largest markets.

The ugly: Early guests to the
summit had to run a red-car-
peted gauntlet of about two

Fortunately for the NAB
party planners, the cops chased
off the protesters, seeing-eye
dogs and all, after an hour or
so. It seems they didn’t have
the necessary permit to assem-
ble outside a federal building.

But | hope every broadcast-
er entering the building got the
message. I've argued in this
space before that the NAB
should embrace video descrip-
tion, not oppose it. It would be
an important new service to
America.

need to loosen their grip on
that fistful of dollars. B

Broadcasters just

Jessell may be reached at
sessell@cabners.com or
212-337-6964.
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Ball contro

Charter chief says feds should require a la carte ESPN

Charter Communications’ Jerry Kent (1} and AT&T Broadband’s Dan Somers surprised many with a
call for congressional help on rising sports fees.

By John M. Higgins and
Allison Romano

t's not often that a cable operator asks
I for more regulation, but cable opera-

tors annoyed at the cost of ESPN are
starting to lend support to Charter Com-
munications Chairman Jerry Kent's call for
help from Congress.

Industry executives have generally
viewed Kent’s recent requests for the fed-
eral regulation of sports networks as, at
best, quixotic and, at worst, insincere.

But ESPN’s push for a 20% license-fee
hike—the third in three years—to around
$1.20 per sub monthly is provoking opera-
tors who are typically adverse to scrutiny
by Washington. At last week’s NCTA con-
vention in Chicago, however, Kent’s dis-
content was starting to catch on.

AT&T Broadband Chairman Dan
Somers and even a resistant Insight Com-
munications Chairman Mike Willner pub-
licly expressed support for the idea. Other
operators concur privately.

“I would support regulatory action,”
Somers said. “I think sports has to step
back and look at how it manages itself.”

The only other topic competing with
ESPN-bashing for dominance at the show

- _ _
. |
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was how poorly the show itself was perform-
ing. Attendance was off about 20% and
there was lots of unused space in the middle
of the exhibition floor, monuments to dot-
com or tech companies that had canceled.
Kent said that the cost of
sports rights and, hence, TV
networks licensing those
rights is so onerous to cable
subscribers that Congress
should intervene. He called
for a law that would let
operators treat sports net-
works the same as Home
Box Office or Starz, selling

Networks generally
don't want to be sold
on tiers or, worse, a la

carte, because they
want the best chance
to capture surfers who

money that leagues raise for TV rights.

Only ardent sports tans, which Kent puts
at 10% of all cable subscribers, would pay
for the increasingly expensive product.

“When I stay up at night, [ worry about
two things,” he said. “One is my kids; the
other is sports-programming costs.”

Kent has been embroiled in several dis
agreements with sports networks. Fox
Sports threatened to yank one of its Mid-
western regional nets off Charter in a rate
dispute. ESPN is threatening to take ESPN
News off Charter systems in a disagree-
ment over what the network can stream
over the Internet.

Networks generally don’t want to be
sold on tiers or, worse, a la carte, because
they want the best chance to capture
surfers who wouldn’t ordinarily pay for a
channel individually. Also, pay networks
like HBO have enormous marketing costs
to keep their subscriber levels up.

ESPN has increased its license fees 15% to
20% in cach of the past few years, 1o as much
as $1.20 per subscriber. A
network like CNN charges
about 30 cents per sub-
scriber, and smaller net-
works charge as little as 5
cents per sub per month.

Under the new rate,
ESPN would account for
about 14% a cable oper-
ator’s basic programming

them a la carte to sports fans ’ R G budget.
wouldn't ordinanil
rather than in basic ters for Y ESPN President
which every subscriber pays. pay for a channel George  Bodenheimer
Such laws would apply i nd1v'|dua[[y blamed the increases on

to any network that
licenses rights for any
sports exempt from antitrust rules, not just
baseball’s famed 1922 antitrust exemption
but also the 1961 Sports Broadcasting Act
covering most major Pro sports.

That exemption allows teams to pool
individual broadcast rights and divide the
proceeds among the teams. Media execu-

tives say that dramatically increases the

the high cost of sports

rights, which in turn are

inflated by the rising salaries for ball players.

He noted the irony of operators’ complaints,

since “most of the MSOs are team owners

themselves.” That includes Charter’s con-

trolling shareholder, Paul Allen, who owns
the Portland Trailblazers.

Bodenheimer said that operators have to

look at the amount of local ad-sales rev-
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INBRIEF

VIACOM’S CLOSED WALLET
Despite the scarcity of cable
networks for sale, Viacom Chairman
Sumner Redstone is not particularly
interested in joining the bidding
for Fox Family Worldwide. He would
not say specifically whether he
planned to bid for FFW and its Fox
Family Channel. But he emphasized
that “we buy things that make
money” and that FFW's operations
might be too weak.

Pieces of FFW have been
shopped to just about every
media player, including Viacom,
The Walt Disney Co. and NBC. Via-
com is in a fairly acquisitive
mood, but FFW is a tough sell,
with ratings trouble on both its
cable and broadcast syndication
operations and without the high-
profile programming of a
Nickelodeon.

But Wall Street executives
believe that FFW simply duplicates
too many existing Viacom opera-
tions. Disney and NBC don't have
general entertainment networks in
their portfolios and are seen as
more interested.

ROAD SHOW REVAMP
C-SPAN has souped up its
grassroots tour bus with the
latest in digital equipment and
cable modems. It is intended to
showcase broadband technology
to educators, operators and
government types as it travels the
country.

FROM TRASH TO CASH

The Learning Channel and Discov-
ery's consumer products division
have tapped JAKKS Pacific to cre-
ate products for Learning
Channel's Junkyard Wars. The
series challenges eight teams of
technically skilled people to build
contraptions out of junkyard trash.
The toys and working machines
will be based on those produced
on the series. The line should be
available in spring 2002.
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enues they generate from ESPN and the col-
lection of networks the company sells, includ-
ing ESPN2 and ESPNews. “The trick going
forward is to maintain the price-value rela-
tionship for not just ESPN but ESPN Inc.”
ESPN Senior Vice President of Affiliate
Sales Sean Bratches cited the creation of ESPN
Broadband, a sports service that would allow
cable modem subscribers, for example, to have
a collection of highlight clips from their favorite
teams packaged for them after every game.
“Qur proclivity,” he said, “is to work some-
thing out with our affiliates, as opposed to pur-
suing solutions that are outside the business

arena and are capricious, at best, at the end.”
It’s not clear how serious Kent’s proposal
will become. He acknowledged that he doesn't
have lobbyists seriously working on a proposal,
and the NCTA is taking no stance. “I think the
problem is easier to diagnose than the solu-
tion,” said association President Robert Sachs.
One non-sports network CEQ called Kent’s
proposal “the stupidest thing T've ever heard.”
The big danger is that Congress wouldn’t stop at
regulating just a sliver of the industry, pardcularly
given the kinds of political counterattacks ESPN
parent Walt Disney Co. tends to launch.
—Additional reporting by Paige Albiniak

Advancing with VOD

While some play Hamlet,
cable operators charge
ahead with deployment

By Allison Romano
hile Hollywood studios deliberate
W video-on-demand’s (VOD) impact
on revenues, cable operators are
charging forward with deployment.

“When you roll out VOD in substantial
numbsers, [the studios] begin to say, “We're miss-
ing an opportunity,” said John Hildebrand, vice
president of multimedia
technology for Cox Com-
munications, at the NCTA
convention last week. “That
will cause them to be more
aggressive with their negoti-
ations for titles.”

The studios want to see
wider distribution—per-
haps to 10 million customers—before they buy
into VOD. They're concerned that VOD will
eat into their home-video profits, which account
for 51 % of domestic revenues. Another issue is
the window for distributing movies on VOD
before or after they go to home video.

“Our interest in is creating windows, not
collapsing windows,” said Mel Karmazin,
president and COO of Viacom Inc., which

owns both Paramount movie studio and

‘Our interest in is
creating windows, not
collapsing windows.

—Mel Karmazin, Viacom

Blockbuster Video. “We want to be able to
give the American public our content any way
they want to receive it, but there has to be a
business connected to it.”

The studios are wary about the security of
VOD and possible piracy. Cable operators
scoff at security questions and assert that their
closed-end, encrypted systems offer more far
protection than the Internet video.

In Demand, which is owned by Time
Warner, Cox, Comcast and AT&T, is negoti-
ating with the studios on behalf of most oper-
ators. It inked its first stu-
dio deal last week with
Artisan Entertainment.

VOD  requires an
advanced set-top box that
receives streamed video, and
technology that enables con-
sumers to pause and play at
whim. The cost is similar to
pay-per-view, about $4 per movie. But, for now,
VOD is limited to a few test markets per cable
system, although operators have plans for
aggressive deployment in the next 12 months.
Several studios are contributing to VOD tests,
but licensing deals are going slowly.

Until the studio deals are in place, operators
can offer only subscription VOD programming.
Premium cable nets, including HBO, Showtime
and Starz, offer packages and individual pur-
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SYNDICATION AT LARGE
Court TV is syndicating its pop-
culture crime-and-justice series,
Hollywood at Large, on NBC-owned
KNBC-TV Los Angeles and WNBC-TV
New York. The syndicated episodes
will air weekly after the show airs
on Court TV Fridays at 6:30 p.m.
The series, based in New York, also
is expanding its reporting from
Los Angeles.

CABLE ONE INKS PACT
WITH FOX NEWS

Fox News Channel has reached a
carriage agreement to add
750,000 subscribers served by
Cable One in its Southern and
Midwestern regions over the next
three years, according to Fox
News Executive Vice President
Jack Abernethy. The news chan-
nel now is carried in 67 million
homes.

MIZRAHI ON MIZRAHI
Oxygen will get a dose of high
fashion this fall when Isaac
Mizrahi joins the women's network
to host his own decumentary
show. The Isaac Mizrahi Show will
follow the legendary designer
through his day-to-day dealings
in the film, fashion and entertain-
ment industries. It will be shot on
location in New York and Los
Angeles, with Dori Berinstein
serving as executive producer.

FX ADVANCES NY DEBUT
Time Warner will add FX to its
New York City cable system on
Sept. 5, earlier than the cable
operator had originally planned,
boosting the cable channel by a
million viewers in the nation’s
largest market. Time Warner had
a deal with FX to add the
channel at the end of the year
but, Gardner said, asked to
accelerate the timetable; FX will
take a channel that had been
reserved for PPV.
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chases (some of the most popular are Sex and the
City and Sopranos episodes), along with chil-
dren’s shows, older movies, sports and adult pro-
gramming. Affiliates cut their own SVOD deals.
Some cable networks, including ESPN, are ag-
gressively courting operators for VOD deals, but
others are concerned that VOD will disrupt their
linear programming and ad revenues.

SVOD may be enough to get services off

the ground, but it's new movies that will gen-
erate serious revenue.

Even though the short-term strategy is to
march ahead, cable operators are hoping deals
get done soon. *It’s a little hard to justify allo-
cation of those kinds of resources when you
don’t know how you will amortize the costs
without the resources,” said Rob Jacobson, In

Demand’s executive vice president. B

Tech speeds to

Several server
manufacturers
seek to capture
a slice

of the action

By Michael Grotticelli

everal cable net-
works, with the
help of server man-

ufacturers, are betting
that offering video-on-
demand as a monthly
subscription service is a
key to unlocking the
movie studio vaults.

ESPN, HBO, Showtime, Starz Encore and
others have announced SVOD models that will
allow consumers to access such popular shows
as The Sopranos as many times as they want for
a monthly fee. A trial of his company’s HBO
On Demand begins at an AOL Time Warner
system in Columbia S.C., next month.

Similar to VOD, these new subscription
services would also provide VCR-like control
that enables subscribers to play, rewind and
pause a program whenever they want. That,
says Bob Zitter, HBO senior vice president of
technology operations. is essential to success
and helps such services match some popular
features of personal video recorders.

“Pay-per-view didn’t take off as much as was
first predicted,” he said. “But we feel that, with
personal controls to start and stop a program at
will, consumers will embrace VOD.”

Server manufacturers’ booths were a main stop on many operators’
agendas. Here (l-r) Eagle Communications’ Gary Shorman, The Weather
Channel’s Decker Anstrom and AT&T Broadband's Dan Somers survey the
nCUBE booth during the NCTA's CEO Press Tour.

SVOD

SVOD demands more storage capacity,
faster operation and increasingly complex
electronic transactions, and companies that
manufacture servers and VOD billing soft-
ware demonstrated that technology at the
NCTA convention last week.

Concurrent Computer Corp. showed an
upgraded version of its MediaHawk Model
2000 Broadband VOD system, which is
installed in about 16 AOL Time Warner systems
and Comcast and Cox systems using either
Motorola and Scientific-Atlanta set-top boxes.
The company is now claiming up to 1,000 hours
of storage capacity within a single rack unit.

Del Kunert, vice president of marketing at
Concurrent Computer Corp., said a Concur-
rent VOD system costs about $350 per stream
per session. The operator also pays about $350
per stream for hardware 1o get the signal to a

Photos: Craig Mathew / Mathew Photographic
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WE IN VOGUE

WE: Women's Entertainment net-
work has teamed up with Vogue
magazine to create a special on
upcoming fall fashions. Fall Fore-
cast will premiere Aug. 30, hosted
by model/actress Daisy Fuentes
and highlighting fall trends in
film, fashion, beauty and music.

TECHTV GETS DOWN

TO BUSINESS

TechTV and BusinessWeek are
teaming up to share content and
programming. The business mag-
azine will provide editorial
content for news and lifestyle
shows, while TechTV experts con-
tribute to the magazine.

TechTV also will host Business-
Week correspondents as guests
on newscasts. The partnership
should bolster BusinessWeeK's
technology coverage and gives
TechTV access to the magazine's
content and writers.

SEGARS IS SENIOR VP

AT FINE LIVING

Fine Living, the new Scripps cable
network set to debut early in
2002, today named Charles
Segars Jr. senior vice president of
programming, production and
network strategy. He previously
worked at DreamWorks SKG,
where he helped develop several
prime time series, and previously
was vice president of prime time
specials for CBS.

The cable network also named
John MacDonald, a Twentieth
Television veteran, senior vice
president of business operations;
Robyn Miller, a Disney exec,
senior vice president of
marketing; Greg Neal, from the
Fox Family, director of creative
services; and Carol Hicks, formerly
an executive for Scripps' HGTV,
vice president of communications,
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subscriber’s home. That stream is sent wide
over a cable system, but, with an estimated
7% consumer use per stream, Kunert says, the
operator makes about $2 per month per sub.

SeaChange International exhibited servers
handling its version of a QAM signal to
ensure that it can work with any headend sys-
tem in the country. According to Yvette Gor-
don, vice president of interactive technologies,
the IC 4000 video server can be configured
to deliver up to 2,000 video streams in the
European Digital Video Broadcast (DVB)
standard from a single rack system.

Diva provides electronic billing and systems
integration that enable VOD and says it has
systems installed in 26 systems in 24 markets.

The company announced a new partner-
ship with Universal Music Group to develop
and deliver interactive music video programs
for cable subscribers. Called “The Viewing
Lounge,” the on-demand service will enable
consumers to create personalized blocks of
their favorite music videos from Universal
artists. Charter Communications will also use
Diva to bring VOD to Fort Worth, Texas, and
St. Louis using its DVS 5000 server. B

Set-top
setback

Microsoft exec challenges
AT&T on consumer appeal
of advanced features

By Michael Grotticelli
n the wake of AT&T’s decision to scale
I back deployment of advanced set-tops,
Microsoft is challenging AT&T'’s assess-
ment that consumers aren’t eager for ad-
vanced services.

Working with AT&T's Broadband division,
in which it invested $5 billion, Microsoft had
put most of its Microsoft TV R&D efforts
behind advanced features o take advantage of
Motorola’s high-powered DCT-5000. When
the cable giant said it would deploy only less-
featured (and less expensive) boxes, Microsoft
was left to rethink that development.

Ed Graczyk, director of Microsoft TV Plat-
form Group, urges network operators to think
about the future instead of short-term goals.

“An advanced platform gives you the abil-
ity to make money on new services that you
can’t do on the lower-end platforms,” he says.
Services like broadband data and home net-
working, in addition to a richer level of ser-
vices for things like gaming and electronic

Ed Graczyk, Microsoft TV Platform Group: “We
still feel that the advanced platform is the one
that is going to bring the biggest return on
investment for the operator.”

program guides (EPGs), are limited on the
DCT-2000 box from Motorola, he says.

Many in the media have blamed a delay in
the delivery of Microsoft’s interactive software
for A&T's decision, but Graczyk says that his
company’s software is being deployed interna-
tionally and that other U.S. operators have
announced plans to move forward with other
companies’ advanced software.

He cites the recent deployment of the Ulti-
mate TV platform on Samsung set-tops in
Globo Cabo in Brazil and others, but he names
no U.S.-based cable customers at this point
{Charter Communications is said to be experi-
menting with the Microsoft TV platform).

“The market has changed, specific to
AT&T, and that’s why they’re re-evaluating
their position,” he says. “There are other net-
work operators that are moving aggressively
with deployment of an advanced set-top box.
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We're ready to go when they’re ready to go.

“We still feel the advanced platform is the
one that is going to bring the biggest retumn
on investinent for the operator,” he adds.

Graczyk acknowledges that currently
deployed “thin client” boxes can accommo-
date basic applications, and, in fact,
Microsoft offers several options for cable
operators building out with these boxes.
The options includes a basic software pack-
age and the company’s Access Channel
Server, a software application that enables
delivery of interactive services and various
Windows-based content to set-top boxes.

In announcing their revised set-top strat-
egy, AT&T spokespeople cited several test
markets in which consumers were not using
advanced features like digital video record-
ing and Web access via a built-in DOCSIS
modem. AT&T’s Tracy Baumgartner says it
doesn’t make sense to invest in the more
advanced boxes when, so far, few sub-
scribers are willing to pay for the interactive
services. In some test markets, though, both
DVR and Web access showed promise, she
notes.

Graczyk says he sees great interest in
interactive features from both consumers
and cable operators, “1 think part of the
challenge is how you define ‘interactive ser-
vice,” he says. “People are definitely inter-
ested in EPGs and enhanced broadcasting.
For us, interactive TV is moving forward in
the U.S., and we're right in the thick of it.”

Discussing the DVR category, into which
Ultimate TV falls, Graczyk notes that the
marketing challenge in educating consumers
needs to be addressed. “In general, con-
sumers still do not know what a DVR is.”

Along with DVR functionality, Ultimate
TV also integrates two channel tuners, a
satellite receiver, interactive TV decoder
and Web browser in one box.

Citing Microsoft’s $3 billion investment in
AT&T, Graczyk notes that the company still
feels strongly about working with AT&T and
will work hard to develop software that the
MSO wants to develop for a “mid-level” box.

“The investments are not about specific
products,” he stresses. “We're not a near-
term—focused company.” B
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Powell’s
cable
rollout

Chairman says industry must
be good actors to maintain
the most positive regulatory
regime in decades

By Paige Albiniak
CC Chairman Michael Powell didn’t
Fbend over backwards to make the
cable industry feel good about itself
last Tuesday at the NCTA convention, but
the former gymnast did somersault his way
onto the stage.
Following a troupe
of acrobats,
flipped his
frame—dressed in a

Powell
stocky

pinstripe  suit—head
over heels before get-
ting up to tell the cable
industry that it needs to
stay on its best behavior
if it wants to stay on
regulators’ good sides.
Powell illustrated his
point with a fairy-tale
theme, calling the cable
industry a toad that has
been turned into a
prince by a “digital kiss.”
“Once upon a time, cable was known as
a toad of communications policy: Yeah, it
was a nice little business, but it was hardly
charmed,” Powell said. But now: “Coaxial
cable has been spun into gold thread.
“This industry,” he continued, “has all
the tools it needs to succeed, and may I
suggest that this is the most positive regu-
latory regime the cable industry has seen in
decades. But it’s largely in the hands of the

‘Once upon a time,
cable was known as a
toad of
communications
policy: Yeah, it was a
nice little business,
but it was hardly
charmed, Powell said.
But now: “Coaxial
cable has been spun
into gold thread!

%
: 2
i
i
]
8
g

FCC Chairman Michael Powell somersaulted
his way onto the NCTA stage.

industry to maintain favorable conditions.”

Powell listed several areas in which the
cable industry needs to watch itself, start-
ing with digital television.

Broadcasters complain that cable opera-
tors are not trying hard enough to create
interoperability between
digital broadcast signals
and digital cable sys-
tems. “This industry
should find ways to be a
productive partner in
this transition, rather
than an obstacle.”

Not everyone in the
audience was pleased
with what he had to say.
“Powell’s fairy tale has a
nightmare end for con-
sumers,” said Jeff
Chester, of the Center
for Digital Democracy.

Chester and other
consumer advocates are
pushing the FCC to implement rules that
would require cable operators to allow
competitive Internet service providers to
use their high-speed networks. Consumer
advocates also agree with Disney and Via-
com that vertically integrated broadband
companies—AOQOL Time Warner in partic-
ular—should be forbidden to carry exclu-
sively their own and their partners’ interac-
tive-TV content. B
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INBRIEF

SUNNY WEATHER

Patrick Scott has been named
president of The Weather Channel
Networks. He had been executive
vice president and general man-
ager. Reporting to President and
CEO Decker Anstrom, he will be
responsible for The Weather
Channel’s core analog network;
Weatherscan Local, its 24/7 all-
local network; TWC's radio net-
work and newspaper syndication;
and all related cable, satellite
and media distribution.

NBC'S KIM BONDY TO CNN
Former NBC preducer Kim Bondy is
joining the news network as vice
president and senior executive pro-
ducer, announced CNN Executive
Vice President and General
Manager Sid Bedingfield on Friday.
Bondy will become the third-
ranking newsroom executive and
will assist Senior Vice President
Sue Bunda with newsroom opera-
tions and news coverage. Bondy
was most recently executive pro-
ducer of NBC's Weekend Today and
news director of the Today show.

THE WB'S STREET SMARTS
CLEARS 90% FOR FALL
Warner Bros. has scored renewal
victories for its freshman Street
Smarts, landing key homes on
top-market stations KCAL-TV Los
Angeles and WLNY-TV New York.
Street Smarts was previously con-
sidered “on the bubble” because
its initial launch group, Tribune
Broadcasting, had declined to
take it for a second season. Now
the show is tracking at 90%
clearance levels for next fall.

Also, The WB's upcoming dat-
ing strip Elimidate has apparent-
ly filled its last big clearance
hole on WLNY-TV New York. A
network version is set to debut
this fall.
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The graying of the

networks

ABC viewers age 3.2 years,
making it the second-oldest
broadcast network after (BS

By Steve McClellan
or years, CBS has been kidded as the
Fgeria(ric network because the median
age of its viewers has been a decade or so
above the other networks’. Bu, if aging trends
among the six broadcast networks this year
continue, CBS may want to make room in the
nursing home for ABC.

Two seasons ago (1999-2000), there was a
nine-year difference in the median age of the
typical CBS and ABC viewers, according to
data supplied by TN Media, the New York-
based ad buyer. At CBS, the median age was
52.4, the oldest among the networks. The medi-
an age at ABC was 43.4 years, putting it third-
oldest behind NBC (45.2).

For the season just ended,
the difference berween CBS,
still the oldest network, and
ABC was cut in half. The
median age at CBS dropped
more than a year to 512
years, while ABC’s aged a
whopping 3.2 years to 46.6,
making it the second-oldest
network and dropping NBC to third.

Four of the six networks aged this season,
reflecting to some degree the aging of the gen-
eral population. Fox aged by about a year to a
median age of 36; UPN, by 1.3 years to 34.1;
and The WB, almost half a year to 29.1. NBC
was essentially flat at just a shade over 45.

But CBS showed the only significant
decline and ABC the most significant increase.
In both cases, reality programming played a
key role. CBS' hit show Survivor: The

The youngest show
returning to the
schedule next season
is The WB's
Popstars at 24.4.

mare than
& year

Australian  Qutback was the network’s
youngest show, with a median age of 39.6. The
previous season, without Survrvor (the first
edition aired in summer 2000), CBS’
youngest-skewing show was the since-can-
celed Nash Bridges, with a
median age of 48.1.

ABC'’s reliance this season
on Who Wants to Be a
Millionaire? was responsible
for much of the network’s
aging. It wasn’t a particularly
youthful show to begin with,
and it got old quickly in the
course of two seasons.

In the 1999-2000 season, the Sunday edi-
tion of Millionaire posted a median age of 46.9
years. For the season just ended the show aged
by 5 1/2 years, to 52.4. And this season, the
Tuesday, Wednesday, Thursday and Friday
editions of the show all fell within the 10 old-
est-skewing shows of the season, with a medi-
an age of 55 or older.

The youngest show on the networks this
season was UPN'’s Celebrity Deathmatch,
which died after just four outings with a medi-
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The National Association of
Broadcasters Salutes the Winners...

Service To America Award recipients

Muhammad Ali
Dallas Area Broadcasters
KBCI-TV Boise

KFOG San Francisco and San Francisco Bay Area Food Banks

KMOV-TV §t. Louis
KRQE Albuquerque
KSTP-FM St. Paul
WAVE-TV Louisville

WBAL-TV Baltimore and Maryland Area Food Banks

WSBT-TV South Bend, IN

Crystal Radio Award recipients

KELO Sioux Falls, SD
KNX Los Angeles
KUZZ Bakersfield, CA
KZQZ San Francisco
WENS Indianapolis
WJJY Brainerd, MN
WLEN Adrian, Ml
WPEG Charlotte, NC
WRAL Raleigh, NC
WUSL Philadelphia

We are proud to recognize their
outstanding community service.

Natlonal Association of

N4B

BROADCASTERS
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2007 Service to America -
AWArS ,T-“rag rAam
June 11, 2001, The Ronald Reagan Building, Washington, DC

6:00 PM: Cocktail Recepﬁon
7:00 PM: Banguet Seating and Presentation of
The 2001 Service to America Awards

Welcome and Introductions: Chuck Sherman, President, NABEF
Master of Ceremonies: Bruce Jenner

Presentation of Award:

Service to Children Television Award — Small Market
Service to America Parmérship Awards for Radio and Television

Appetizer

Presentation of Award:

Service to Children Television Award — Large Market
Friend in Need Awards for Radio and Television

Entrée and Dessert

Presentation of Award:

Service to Children Television Award — Medium Market
A Special Tribute to the 2001 Winners of NAB's Crystal Radio Awards

Presentation of Award:

Service to America Television Award
Service to America Samaritan Award
Service to America Leadership Award



Welcome to the 2007

Celebration of Service
J

Dear Friends and
Colleagues:

Once again we gathe_r for an event

ing tradition of the broadcasting

industry, Service to America. Tech-
nologies may change, programs may change, and personali-
ties may change, but broadcasting’s mission to serve the
public has remained strong as we move into this new
millennium.

Earlier today, our Service to America Symposium took a
look at an issue of great importance both to the country at
- large and our industry in particular. The cultural diversity
of our nation is one of its strengths, but only if we recog-
nize it as such and act accordingly. As broadcasters, we
must see the value of a diverse workforce, particularly if
we hope to continue serving our increasingly diverse audi-
ence. We also locked at the vital role that local broadcast
news plays not just in its own market, but nationally as
well when local stories grow beyond their markets and
dssume importance for the entire country.

Tonight we shine a light on those broadcasters who are
setting an example for others to follow. We’ll honor
stations large and small for their achievements and, in so
doing, encourage others to follow their example. The pages
that follow will give you an idea of the creativity and com-
mitment demonstrated by radio and television stations all
across America in serving their communities. We extend a

that takes its name from a long-stand-

special welcome to our guests from the Dallas/Fort Worth
radio and television stations who join us tonight to receive
our Samaritan Award for The Amber Plan, Their efforts to
locate abducted children truly exemplify the spirit of this
award, which recognizes those who use-the power of the
airwaves to help those in need.

Finally, we are privileged to recognize a great American
who first entered the nation's consciousness as an outstand-
ing athlete, then entered the nation’s heart as a humanitar-
ian who is sharing his philesophy with the world. Muham-
mad Ali is truly one of our nation’s heroes, having lived the
quintessential American dream, rising from obscurity to
become a heloved figure around the world. \We are delight-
ed that the majority of the proceeds from tonight's banquet
will benefit the Muhammad Ali Center in Louisville that
will help spread a message of peace, social responsibility,
respect and personal growth.

It seems there are always new challenges arising, but we
believe that the people and organizations we celebrate 1
tonight have demonstrated the spirit to confront whatever
problems may come down the pike. Let us all follow their

examples.

With kindest regards,

%&W‘
Bruce T. Reese

President and CEO
Bonneville International Corporation



- Bonneville

International
— Corporation
= Congratulates the winners
— of the 2001 NAB Crystal

Radio Awards and the
NABEF Service to
America Awards.

Thanks for making
America better through
your commitment to

communily seruvice.

BONNEVILLE

INTERNATIONAL
CORPORATION



P nging Community —
Service Home

Good Evening Ladies and Gentlemen:
Welcome to the third annual Service to America Summit.
As broadcasters, sometimes we take a lot of heat here in Washington, but the people

we honor tonight remind us that our efforts are truly worthwhile. Our award
recipients represent the best our industry has to offer, and they set the standard

by which other broadcasters can measure their own commitment to community
- service. They are our inspiration and our best argument for the system of free, over-
Eddie Fritts Fim Yager the-air, universal broadcast service that has helped our nation thrive and prosper.

The last time we checked, our nation’s broadcasters are contributing in excess of eight billion dollars worth of community
service, and we can't begin to tell you all the ways they go about doing these good works. Tonight's proceedings will give

you some idea as we recognize our winners. Some of them have impressed us with their innovative approaches and creative

campaigns; others are here for demonstrating a remarkable, ongoing commitment to serving their public day after day, year after
year. They all have something to teach us about how local stations, rooted in their communities, can identify and address
problems effectively when left to their own devices.

Of course, we don’t do it alone. Broadcasters have wisely learned to work with partners to create synergies and solve problems.
Tonight we also recognize those non-profit organizations, government agencies, and corporate sponsors who have joined with us
to provide food, clothing, educational opportunities, health care and many other kinds of assistance and support to those in need.

we hope you enjoy the evening. On with the show!

Warmest regards,

Edward O. Fritts K. James Yager
President and CEO Joint Board Chairman

National Association of Broadcasters National Association of Broadcasters



A Masmge, From the

President af NABEF

Welcome Ladies
and Gentlemen:

This afternoon the NAB Education
Foundation celebrated 2 milestone
when we graduated the first class of

our Broadcast Leadership Training

Program. This ceremony not only marked a major achieve-

ment for the participants in the program, it was also a com-

ing of age for the Foundation itself.

Since its inception, NABEF has focused on increasing
diversity in the broadcasting workforce. We developed an
approach that cultivates talent at all levels of our business.
From early on, we have supported programs that help stu-
dents get a foothold in the industry, such as the Emma L.
Bowen Foundation for Minority Interests in Media. More
recently, we partnered with Howard University to present
a Media Sales Institute designed to show students how sta-
tions are run in the real world. We established the Gate-
way Fund for Diversity in Broadcasting to help entry-level
employees receive the training and skills they will need to
succeed in their careers. The Gateway Fund also provides
faculty fellowships for academics who teach minority stu-
dents to attend the Broadcast Sales Academy presented by
our friends at Belo Corporation, Hearst-Argyle Television,
and LIN Television. When individuals:move up the career
ladder into management roles, they may participate in our
Professional Fellowship Program, which provides them
with advanced business training at NAB's Executive Devel-
opment Program for Radjo Broadcasters at Georgetown
University and the Management Development Seminar for
Television Executives at Northwestern University.

All that was lacking was a way to help women and minori-
ties break through into the top ranks of the industry as
group executives and station owners. This final piece fell
into place when Diane Sutter, president and CEQ of Shoot-
ing Star Broadcasting and a longtime supporter of NAB,
approached us with an innovative and unique proposal: to
create an MBA-style program that would meet one week-
end each month to train up-and-coming broadcasters how
to purchase and operate their own radio and television sta-
tions. Thus was born the Broadcast Leadership Training
Program. We are tremendously proud of the 21 exceptional
individuals who have persevered through ten weekends of
lectures, workshops, case studies, and station tours to
emerge as the next generation of industry elites.

This multi-tiered approach to promoting diversity reflects
our belief that recruiting talented female and minority
employees is barely half the battle; the real challenge is to
retain them by providing opportunities to grow and
advance in the industry. While we recognize that our
efforts alone will help only a few, we hope other organiza-
tions and forward-thinking companies will continue to join
with us to accomplish this worthy and important mission.

Kindest regards,

Chuck Sherman
President
NABEF
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Leadership Award

The Servicé to America Leadership Award recognizes an
individual or organization, not necessarily involved in broadcasting,
for exceptional leadership in community service.

Muhammad Ali is receiving the Leadership Award for his lifelong commitment to
world peace, tolerance and human rights, and for ongoing efforts to establish the
Muhammad Ali Center in his hometown of Louisville, Kentucky. Scheduled to open in
2003, the Center will serve as a legacy to the life and ideals of Ali, who is a United
Nations Messenger of Peace and was named “Athlete of the Century” by Sports
Hlustrated. Ali was presented the Presidential Citizens Medal last January at the
White House, in recognition of his exemplary service on behalf of civil rights. He and
home run king Hank Aaron were honored for breaking down racial barriers in sports.

Ali became an international celebrity with worldwide fame as a result of his remark-
able athletic achlevements, yet he chose to take on many of the most important social issues of the day. Rather than
using his celebrity for personal gain, he transformed himself from a boxing champion to a champion of humanity. He
has traveled the world drawing attention to the needs of children and the cause of tolerance.

The Muhammad Ali Center will serve as a place to celebrate the deeply rooted values and worldwide influence of Ali.
It will be a place that redeenis and esteems the core values behind Ali himself - peace, social responsibility, respect
and personal growth., Among its many endeavors, the Ali Center will have the following messages:

* Believing in one’s self;
* Appreciating the underlying human values that all people share;
* Having a spiritual center and knowing its powerful force in our lives;
* Recognizing that life’s choices determine who we are and who
we will become;
* Knowing that our world teday is interdependent and each of us can
make a difference.

“The Center aims not only to explore Ali’s life and what makes him such an
enduring hero, but also aims to touch its visitors' lives and inspire them to
emulate his discipline, dignity and willingness to stand up for core values. The Greatest is yet to come...



— 2007 Service to America
SAmArtan AWArd

The Service to America Samaritan Award pays tribute to an individual or
organization involved in broadcasting that has exemplified the industry’s
commitment to use the airwaves to promote the public interest.

The Amber Plan Participants

Dallas/Fort Worth Broadcasters and Law Enforcement Agencies

The Dallas/Fort Worth Association of Radio Managers, in cooperation with area law enforcement agencies, developed
a'plan in 1996 to help safely recover missing children that police believe have been abducted. The “Amber Plan” was
created in memory of nine-year-old Amber Hagerman, who was abducted and murdered in 1996 in Atlington, Texas.
In the event of an abduction, a law enforcement agency faxes an Amber
y& é Alert message to two radio stations in Dallas. Those stations relay the

message to other stations using the Emergency Alert System (EAS).
Broadcasters immediately interrupt their programming to broadcast the
Amber Alert message (and any updates) every half-hour for the next

"@ ; two hours or until the child is safely recovered.

In 1999; area television stations also joined their radio colleagues in the
immediate broadcast of Amber Plan bulletins. Today, there are 32 radio
and eight television stations voluntarily participating, along with 43 Dallas/Fort Worth law enforcement agencies.
Seven Texas children have been safely returned to their families, thanks to the Amber Plan, which has become a model
for similar efforts in other communities across the country. With the success in Dalkas, the Amber Plan is now being
: used statewide in Oklahoma and is being considered by many other states. The National Center for Missing and
Exploited Children in Washington, DC will step in to oversee the Amber Plan nationwide and provide free Amber
Plan kits for broadcasters and police across the country.

The Amber Plan demonstrates how the ubiquitous power of broadcasting can be harnessed to serve the public

goed in a way that no other industry can duplicate. It also demonstrates the willingness of broadcasters to set aside
competition and join together for the common good of their communities. Although the success of their efforts is
the greatest reward they can receive, NABEF is pleased to recognize the Amber Plan participants with the 2001
Samaritan Award.



2007 Service to America —
Partnership Award

Service to America Partnership Award ~ Radio

e 7~ KFOG-FM San Francisco, CA
K F'G’ \‘_—_', Partner: San Francisco Bay

104.5\97.7 Area Food Banks

KFOG 104.5 San Francisco [ 97.7 San Jose produces Live From the Archives, a
compellation CD of nationally known artists recorded live at KFOG’s private

concerts and broadcasts. All proceeds from these CDs are donated to the
San Francisco Bay Area Food Banks, a local organization that helps feed dis-
advantaged children, families in crisis and others in need. In November 2000,
ARCHIVES ; . . | 3
the sale of 35,000 Live From the Archives CDs raised a record-breaking amount
“"‘E“"Pg,;ﬂéfvﬁﬁf\f[i?g“ et of over $412,355.25. In the past six years, KFOG has raised more than $15

million for the'San Francisco Bay Area Food Banks, and plans to continue the

project for years to come.

Service to America Partnership' Award ~ Television

WBAL-TV Baltimore, MD

“i(‘ Q!\I Partner: Maryland Food Bank
In partnership with the Maryland Food Bank, WBAL-TV is in its eleventh

Vv ML;'-[ v year of “Harvest for the Hungry.” Ongoing efforts have collected over 17

millien pounds of food and raised over $1 million for the purchase of

additional food supplies. Events include annual food drives, walk-a-thons

&lg' land and donation collection recruitment from both local schools and the U.S.
od Bank,Inc,

Postal Service. On-air time was valued at $85,000.



2007 Service To America G
Friend in Need AWArd

Service to America Friend in Need Award ~ Radio

KSTP-FM St. Paul, MN

In July 2000 several tornadoes hit the west side of Granite Falls,
destroying 41 homes and damaging over 350 more. KS95-FM

organized a “caravan to great falls,” enlisting volunteers to donate

food, water, supplies, money and time to help tornado victims

clean-up their homes and salvage their memoirs. A 24-hour plea,

cl
additional PSAs and Web site coverage resulted in over 200 hSt wmty
S ——

volunteers and trucks full of supplies. Total contributions and

airtime was valued at over $300,000.

Service to America Friend in Need Award ~ Television

KRQE Albuquerque; NM

Last spring the Cerro Grande wildfire tore through more than 47,000
acres in New Mexico, foreing the evacuation of Los Alamos. Some
25,000 people were displaced and more than 200 homes destroyed.

At the same time, three additional wildfires threatened residents in the
southern part of the state. KRQE News 13 pre-empted all regular
programming for more than two days and spearheaded numerous
multi-faceted efforts including collection of supplies, clothing, food;

on-location Town Hall; web-site link for fire victims and relatives

worldwide; call center with aiding agencies; on-going PSAs including

evacuation tips, “Pet Find” for évacuees, houses affected, etc. Total

on-air time donated was estimated at over $200,000.



2007 Service to AMETICA
Television AWATS

Service to Children
Televison Award
Small Market

KBCI-TV Boise, ID

° KBCI is entering its fourth year
of the “KBCI-School to Work-
Academy.” A four-week course of

study of the television industry. Ten
to fifteen high school students are invited to spend four
hours a day, Monday - Friday, at KBCI learning about all
aspects of the stations operation. Students participate in
lectures and role-playing activities, and must complete

A various assignments
including a daily analysis

i of what they have learned.
Finally, participants pro-
duce a fifteen- to twenty-

| minute television program
. which.is conceived, pro-

: duced, written, taped,
hosted and edited by the students assisted by KBCI staff
members. Although the course focuses on the television
industry, a great deal of emphasis is placed on exposing
students to the requirements and expectations of a pro-

: fessional work environ.
ment. In addition to pro-
viding the course of study,
KBCI donates over
$30,000 each year in on-
air time and production.
Further, KBCI will share
their experience with any station interested in provid-

ing a similar program.

Service to Children
Televison Award
Medium Market

WAVE-TYV Louisville, KY
Through the “It’s Your

Life” project, the WAVE
staff warks with students

from area high schools to
concept, write, produce and edit public service
announcements on topics relevant to their daily lives.
Students are responsible for everything from coming up
with the concept, perform-
ing the'research to back
their proposal, writing the
scripts, pitching the scripts,
finding the locations and the

actors, making schedules
and assisting in the shooting
and editing processes. The PSAs are then placed in prime _
rotation. Past topics include drinking and driving, eat-
ing disorders-and peer acceptance. Students gain
knowledge about project development, sales, planning
and execution as well as
increased awareness about
current social issues and par-
ticipation in an in-school
open dialogue about those
issues. In addition, WAVE’s
campaign efforts include a 24-hour.a-day youth help]ine,

a Web site and in-depth documentary programming dedi-
cated to youth issues. As of March 2001, WAVE has
worked with 30 high schools and “It’s Your Life” has
received five prestigious awards including an Emmy.



2007 Service to AMericA
Television AWAT]S

Service to Children
Televison Award
Large Market

KMOV TV St. Louis, MO

KMOV was one of the
original founders of “Do
the Right Thing™in St.

Louis five years ago. This non-proﬁt organization is

dedicated to recognizing and rewarding students in our
community for doing gdod deeds that might otherwise go
unmoticed. Local teachers, parents and neighbors are

! encouraged to nominate children
they know who have done some-
thing that demonstrated strong
character and integrity. “Do the
Right Thing” was created in
partnership with St. Louis City
and County police departments and cooperating school

districts. Each month during the school year, ten

children are recognized at a ceremony held at police
headquarters and their stories are included in news

stories and vignettes. KMOV
donates extensive news coverage
and promotional time in excess of
$200,000 to the “Do the Right
Thing” program every year. To

date more than 10,000 nomina-

tions have been received and
400 children have been recognized. Working together
with law enforcement and area schools, KMOV Channel
4 is extremely proud that the “Do the Right Thing”
program has touched the lives of so many young people
in their region.

Service to America
Television Award

WSBT-TV South Bend, IN

22WSBT.TV believes in
?‘ WS BT serving its community.

' Each year the station
commits substantial on-air time and talent to projects
that make life better for all its viewers. The most
notable of these in the year 2000 were: Hot New
Blood, a drive for new blood donors: Habitat for
Humanity’s All -
Women House Build;
Town Hall Meetings
that dealt with educa-
tion issues; a two-week

. anda Harn =
ft“w“) A

Gun Lock Giveaway,

responding to local

gun violence; and I Love to Read, a month-long
reading challenge for grade school students. 22WSBT
ended the year 2000 with its most ambitious project:
22 Ways of Giving, a
holiday campaign
highlighting (you
guessed it) 22 not-
for-profit agencies in
northern Indiana and

southwest Michigan.
Reports on the evening news helped raise awareness
about each agency’s contribution to the community.
The profect culminated with *“Blitz Day,” when view-
ers responded by donating thousands of dollars, truck-
loads of food and clothing and hundreds of volunteer

hours to the agencies featured.



S 2007 NAR Crystal
Radw AwWard Winners

' The NAB Crystal Radio Awards recognize stations for their
year-round commitment to community service. The ten stations listed
below were chosen to receive Crystals at an awards ceremony during

NAB2001. They represent the very best in our industry. NAB salutes these
and all the other stations dedicated to serving their communities.

Back Row: KUZZ Bakersfield, CA (Sylvia Cariker, Public Affairs Director)y WLEN Adrian MI (Julie
Koehn, President/GM); KZQZ San Francisco, CA (Chuck Tweedle, Market President). Middle Row:
W]JY Brainerd, MN (Mike Boen, Owner/GM); WENS Indianapolis, IN (Doyle Rose, President); WUSL
Philadelphia, PA (Mike Guidotti, Regional Engineer). Front Row: WPEG Charlotte, NC (Sheila Stewart,
News/Public Affairs Director); KELO Sioux Falls, SD (Mike Costanzo, VP/GM); WRAL Raleigh, NC
(John Francioni, Engineer). Not pictured: KNX Los Angeles, CA.



Community College (ka>-mysoni-t¢ kol Tj) rn.
1: a non-residential junior college that is usually government supported

Community Property (ka-myo6 ni-té propor-t€) n.
1: property held jointly by husband and wife

Community Service (ka-myao ni-t€ sir'vis) n.
1: local radio and television stations

Across America, local broadcasters
are defined by our service to
communities. Radio and television
stations raise millions for local
charities, provide free airtime

for radio and telethons, and serve as
a lifeline to people in need when
natural disasters strike.

AMERICA’S LOCAL
BROADCASTERS.
ALWAYS ON. ALWAYS
THERE WHEN YOU
NEED US.

N%B local broadcasters

m Bringing Cameunity Sevvice Home



AWATs 5 PONSOrs

Thank you to all the organizations below that have joined together
to make this Celebration of Service to America possible.
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National Association of

'BONNEVILLE
INTERNATIONAL
CORPQRATION

BROADCASTERS

QOverall sponsors of the Service to America Summit

PLATINUM SPONSOR

BROADCASTINGABLE

Presenting sponsor of the Samaritan Award

o e BELO  Jedia

COSMOS BROADCASTING CORPORATION
THE LIBERTY CORPORATION

Supporting sponsors of the Service to America Awards Program

SILVER SPONSORS
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C
"

ZOOf Service To America



—— ZOO)‘ Service To America
Awards Contributors

The following have purchased tables for tonight’s banquet.
Their generosity will help the Ali Center promote the core values behind
Ali himself — peace, social responsibility, respect and personal growth.

ACCENTURE
CLEAR CHANNEL COMMUNICATIONS
COLORTONE PRESS
COX BROADCASTING
EMMIS COMMUNICATIONS CORPORATION
GANNETT BROADCASTING
GES EXPOSITION SERVICES
HEARSTARGYLE TELEVISION, INC.
HUBBARD BROADCASTING, INC.
JENNER & BLOCK
| KFMG LLP

LIN TELEVISICN CORPORATION
MOSS ADVERTISING
PODESTA-MATTOON

POST-NEWSWEEK STATIONS, INC.
SUNTRUST BANK
SUSQUEHANNA RADIO CORPORATION
TRIBUNE BROADCASTING COMPANY
SHAW PITTMAN
WILMER, CUTLER & PICKERING
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AWATAS Ju c(gas

The National Association of Broadcasters Education Foundation
thanks the 2001 Service to America Awards judges who graciously
contributed their time and knowledge to this event.

Ms. Ellen Kelly Holland
Electronic Media Specialist, US. Department of Education

Ms. Leslie Pankowski
Manager, Media Partnerships, Ad Council

Mpyr. David E. Wallace
Senior Account Executive, Edelman Public Relations Worldwide

Mr. Chip Wheeler

Vice President, Private Sector Initiatives, America’s Promise )

Ms. Theresa Whitfield

National Media Director, Salvation Army

educational projects related to’ the future of the broadcasting industry. The foundation’s areas of interest

include economic, social and technological research; educational and training programs with an emphasis on
increasing diversity; and First Amendment issues. NABEF is a 501(c)3 organization. Contributions to NABEF are deductible
to the fullest extent allowed by law. For additional information, please call (202) 775.2559, or email h_marcantel@nab.org or

mBEF The National Association of Broadcasters Education Foundation exists to conduct long-range research and

vist www.nabef.org.



BROADCASTING CABLE
alutes

the NAB Education
Foundation’s Service
to America
Award Recipients.
We applaud the
outstanding efforts
of broadcasters
who work to serve
their local communities
in diverse and

innovative ways.




NAgEf

National Association
of Broadcasters
Education Foundation
1771 N Street, NW
Washington, DC 20036-2800
(202) 775-2559
(202) 775-3516 (fax)

www.nabef.org




Programming

an age of 21.2. The youngest show returning Minutes, at 57.0. (60 Mznutes was No. 1 in the
to the schedule next season was The WB’s ratings last week.) The accompanying list sup-
Popstars, at 244, The oldest show on the plied by TN Media shows the median ages for
schedule was CBS' now-defunct Dragrosis ~ 2000-01 nerwork programs that are retumning
Murder, at 57.7, followed by the returning 60 in the fall. m

How old are your viewers?

Prime time October 2000-May 2001

! Program Median age f Program Median age
ABC Boston Public 38.2
The Mole 38.5 Ally McBeal 38.7
Whose Line Is It Anyway? (8:30 p.m.} 39.2 Cops 41.4
The Drew Carey Show 40.0 America's Most Wanted 42.3
Wonderful World of Disney 400 |
Spin City 401 NBC
Whose Line Is It Anyway?, 4117 | Will & Grace 37.8
The Job 41.2 Just Shoot Me 37.9
Once and Again 41.8 | Friends 38.1
My Wife & Kids (8 p.m.) 42.2 ER 411
~ Dharma & Greg : 42.4 Weakest Link 42.1
ABC Saturday Night Movie 42.9 NBC Sunday Night Movie 8 433
What About Joan 43.1 Three Sisters 43.4
NFL Monday Night Football 43.7 | NBC Saturday Night Movies 44.0
NYPD Blue 46.8 Frasier 45.2
The Practice 48.4 Ed ; 45.7
20/20 (Friday) 51.3 Third Watch 46.0
20/20 (Downtown) 52.0 Dateline (Tuesday) 46.7
Who Wants to Be a Mitlionaire? (Sunday) 52.4 Law & Order 48.7
PrimeTime Thursday 53.1 The West Wing 49.7
Law & Order: SVU 50.1
CBS | Dateline (Sunday 8 p.m.) 51.3
Survivor 39.6 i Providence 51.4
Yes. Dear 45.7 H Dateline (Friday) 51.6
King of Gueens 41.2 | Dateline (Sunday 7 p.m.}) 52.8
Everybody Loves Raymond 416 |
Becker 49.5 UPN
(SI: Crime Scene Investigation 49.5 1, WWF Smackdown! 266 |
Family Law 510 | The Parkers . 2.3
* (BS Suncay Movie ; 5214 |  The Hughleys 290 |
That's Life 523 Girlfriends 30.5
48 Hours 52.8 { UPN's Movie Friday 375
Judging Amy 531 ; Star Trek 40.1
The District ‘ 53.6 Special Unit 2 41,5
JAG 53.8 !
Touched by an Angel’ 55.2 The WB
60 Minutes IT 56.4 Popstars 24.4
60 Minutes 57.0 Nikki 25.2
Sabrina, the Teenage Witch 253
Fox Dawson’s Creek 26.1
The Simpsons 27.8 Felicity 279
~ Malcolm jn the Middie : 28.8 Buffy the Vampire Slayer 28.8
Grounded for Life 29.4 Roswell 29.9
King of the Hill ; 29.5 Angel 308
Futurama 29.8 Gilmore Girls (Monday) 309
* Temptation Isiang 30.4 The Steve Harvey Show 30.9 i
Titus 30.8 Gilmore Girls 318
 That 705 Show 313 7th Heaven 322
Dark Anget 348 Charmed 3 A
The X-Filzs 36.1 ’

Base = Persons 2+ Source: TN Media

INBRIEF

IT'S TRUE: MILLIONAIRE
TO BE STRIPPED

Buena Vista has confirmed that
it's offering a strip version of
Who Wants to Be a Millionaire?
Prospective hosts are still being
mulled over for the half-hour
syndicated show, which s being
shopped for a fall 2002 debut.

Rosie 0'Donnell, once thought
to be a candidate, is more likely
to just host Warner Bros. prospec
tive game show Let’s Make a Deal.

As expected, Michael Davies,
executive producer of the ABC
network version of Millionaire, is
“of course” heading up the syn-
dicated series, says a Buena
Vista spokesperson.

No clearance information has
been revealed, but Hearst-Argyle
stations and Young Broadcasting
stations have expressed interest.

MCGOWAN IS CHARMED
Rose McGowan has charmed her
way into The WB. McGowan, best-
known for her relationship with
shock-rocker Marilyn Manson, will
replace the departing Shannen
Doherty on Charmed next fall.

FOX CHOOSES

NATHAN’S CHOICE

Fox has picked up for midseason

Nathan’s Choice, a half-hour com-
edy for which viewers determine,
by voting online or by phone, the
ending to each episode.

Nathan, from Dharma & Greg
co-creator Chuck Lorre, features a
college graduate trying to figure
out his way in life. Each episode
will be packaged with two end-
ings, and viewers will choose one
each week. The episode with the
ending that doesn't air may wind
up on Fox sister cable cutlet FX.

Also, Fox is said to be close to
signing up for midseason Andy
Richter Controls the Universe, a
project that would star former
Late Night With Conan ('Brien
sidekick Andy Richter.

Broadcasting & Cable/6-18-01 33J




Week

Jramming
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BroadcastWatch

COMPILED BY

KENNETH

RAY

JUNE 4-10 Broadcast network prime time ratings according to Nielsen Media Research
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5.0 0
21. King of Queens 7.3/13 . 96. The Parkers 1.8/3
16. Dateline NBC  7.8/14| 52. Boston Public  4.6/8| 125, Miracle Pets  0.9/2 79. Tth Heaven 315
23, Yes, Dear 1.1/12 94. The Hughleys  1.9/3
79. Stanley Cup Finals ™76 ovec Raymd.7/16 89, The Parkers  2.0/3
Game 5—New Jersey AmIT/I6) ) WeskestLink 8.7/16| 65, Ally Mepeal  .1/7| 11 Touched by an Angel | 85. The P 231 o8 angel 173
vs. Colorade  3.1/5] 12 Becker 8.6/14 1.2/2| 8. Girlfriends 213
. ] 98. Diagnosis Murder B il
6.48 Hours  9.4/16| 3. Third Watch e.o/w[ g8 17
4. Who Wants to Be a | 54. Frasier 4.5/8] 68.That '70s Show 4.1/8 )
f / / .
willonaire?  103/18] *1 146 L] e S = 129, Mysterious Ways 0.7/1 [ 118, 7 Days 11/2| g5. lix From Frog—
30, Dharma & Greg 6.6/11 3. Frasi 6.1/10 LRneE URTIOT b
. Dharma & Greg 6.6/ - . Frasier .
= 26. 60 Minutes 11 7.0/12 - | 71.0ark Angel  3.9/7121. Doc 1.0/2|111. 7 Days 12/2|  LestSummer  26/4
48. Geena Davis  4.9/8 22. Frasier 1.2/12
; — e s
5o NYPDBle  45/8| 28 Judging Amy 6.7/12| 59.Ed wss 106 Dagnesis Murder B8

54. Whose Line Is It 4.5/9

6

66. Ladies’ Man 42/8

54. Whose Line Is 1t 4.5/8

T1. Ladies’ Man 3.9/7

0

40. The West Wing 5.7/11

59, Malcolm/Middle 6.4/5

59. Grounded/Life 4.4/8

15/3

129. You Gotta Be Kidding
0.1/1

102. Star Trek: Voyager
1.6/3

98. Dawson's Creek 1.7/3

A 50 Drew Carey  4.B/8 2. NBA Finals Game 1—- | 59 Million Dollar 111. Touched by an Angel | 104 Star Trek: Voyager | 111. 8uffy the Vampire
0] 50. Spin City 4.8/8| 18 (85 Wednesday Los Angeles Lakers Mysteries 4401 12/2 15/2]  Slayer 122
00 e felie vs. Philadelphia — ; —= ,
. ; Wakes 7.5/13 - I 102. Diagnosis Murder Y
W 33 vanished  6.2/11 76ers 12423 1653 et
= 41.JA6 5.6/11 il T4/ 121 Itsa Miracle  1.0/2 9, Gilmore Girls ~ 1.9/4
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0 "7 3. Three Sisters  6.1/11 5% :’" T:ur;::y Night | 71, WWF Smackdown!
W 75, Stanley Cup Finals ; ; e 3.9/7
00 24, Will & Grace  7.0/12 E
Game 6—Coloradovs. | 9. €S 9.0/15 Frighteners  4.4/8( 118. Touched by an Angel 8. Chamed 2073
B newdersey 356 26. Just Shoot Me 6.9/11 1172
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0:30 J 1.4/2 .S
o 8/9 9 8 0 D
i) 83. Makng the Band 2.8/6| 54, Diagnosis Murder 89. The Lone Gunmen 111, Sabrina/Witch  1.2/3
' 31, Dateline NBC  6.5/14 : 121. Weakest Link ~ 1.0/2 o Eri
Y 83 Makng the 8and 2.6/6 45/9 i f 20/6 ink  LU2| g9. upN Movie Fridey— [ Sog SabrimayWiteh 133
" Interview With the
s 15. Who Wants to 8e a 44. Diagnosis Murder 3. NBA Playoffs . ., | 125. Encounters With the Vampire 20/4
e e 3 — 87. Freakylinks . 3 , : I '
30 Millionaire?  8.2/15 5.0/9 Philadel‘;)hia T6ers reakyin 22/4 Unexplained  0.9/2 151 Repsters K44
=00 vs. Los Angeles : : = ™
010 14. 20/20 8.4/15| 48. Nash Bridges  4.9/9 Lakers 11_5,122i 111. Biagnosis Murde'l 22 “-l L..—"J -
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9 6/10 g C KEY: RANKING/SHOW TITLE/PROGRAM RATING/SHARE
3:00 75. Walker, Texas Ranger 74. Cops 339 ) « TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED
0 3.5/8| 82 NBC Saturday Night [~ 77| 132 Miracle Pets - 0.5/1] < 1y UNIVERSE ESTIMATED AT 102.2 MILLION HOUSEHOLDS;
66. Stanley Cup Final Movies—A Night at — — ONE RATINGS POINT IS EQUAL TO 1,022,000 TV HOMES
500 [ ; ”'f ey | 5 Walker, Texas Ranger | the Roxbury  2.9/6 44 AMMW: America Fights [132. Touched by an Angel | = YELLOW TINT IS WINNER OF TIME SLOT « (HR)=NOT
030 A R CW IS EISEY 44/9 Back 5.0/10 0.5/1| RANKED; RATING/SHARE ESTIMATED FOR PERIOD SHOWN
vs. Colorado ~ 4.2/9 = *PREMIERE « PROGRAMS LESS THAN 15 MINUTES IN
¢:00 Aee ; . LENGTH NOT SHOWN © S-T-D = SEASON TO DATE
- 39.The District ~ 5.9/12| 68. SNL Special ~ 4.1/8 132. Mysterious Ways 0.5/1 | SOURCES: NIELSEN MEDIA RESEARCH, CBS RESEARCH
0 .8
W0 89, WOW Summer Jam . 35. N8A Showtime 6.1/13| 85. Futurama 2.6/6]128. Candid Camera  0.8/2 | . ! 118. The PJs 1172
10.60 Minutes  8.8/18 - - b
i Concert 2.0/4 78.King of the Hill 3.2/6121. Candid Camera 1.0/2 111, The PJs 1.2/2
§:0 st L 43. The Simpsons  5.1/9 108. Steve Harve 1372
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0:30 Millionaire?  9.2/15] 13. (BS Sunday Movie— 127/23) 81. The X-Files 305 ] 129. pax Big Event— . 105, For Your Love 13/2
000 Something to Talk - Assault and J =
/ 4 "
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Programming

SyndicationWatch

MAY 28-JUNE 3 Syndicated programming ratings according to Nielsen Media Research

TOP 25 SHOWS ) i

HH WM - f
— %o Alternative means of support

1 Wheel of fortune 84 84 l

; gGOP:rfvy_ - ;i 6’; | With belt-tightening stations largely shunning this week's

4 S:i[:feldl(nwk:d) 5:8 6:7 Promax/BDA 2001 conference in Miami Beach, Fla., and timming

5 Judge Judy 52 14 promotional spending, as well, syndicators, which also are lower-

g iﬂte’:ai"me"‘ Tonight :i :: ing their Promax/BDA presence, have to conjure up innovative

nends . . . R 9

B T 47 54 ways for stations to support upcoming series debuts.

9 Entertainment Tonight (wknd) 41 42 Buena Vista isn't holding the typical Promax/BDA workshop

:‘1’ ?:‘“;El:l ’3‘; :; for its upcoming talk strip Iyanla. It doesn’t seem practical

€ X-Fies o 3

12 Jerry Springer 36 39 when the Tribune, Fox, NBC, ABC, Paramount, Young, Sinclair

13 Wheel of Fortune (wknd) 3.6 36 and Hearst-Argyle station groups aren't sending big numbers

B e VREH gl ol S to the event, which runs June 20-23. -

15 Judge Joe Brown 34 43 o i Busng {

16 Montel Williams 33 34 Instead, the studic will give stations a half-hour Iyania ha!':ta 9'an Station

17 Drew Carey 32 35 | preview. Stations will pocket the entire commercial inventory pm:gturl SRAEs

. e ! . e

1Mty B e | for the special, which will cover the rags-to-riches life of Yania,

19 Hollywood Squares 31 31 L L .

20 ER 30 3.6 | host Iyania Vanzant. Buena Vista is also buying time on various cable nets to run the

21 Extra 3.0 31 special a la infomercial. It will air multiple times on cable and station outlets, starting in July. |
2o R e A0 “Given where the economy has gone, I don’t know any TV station or group that isn't scruti-
23 Rosie 0'Donnell Show 2.7 27 o e .

24 Divorce Court 26 33 | nizing every dollar they spend to make sure they get a return on it,” says Frank Biancuzzo,
25 Family Feud 25 3.1 marketing chief at Hearst-Argyle, which will carry Iyanla in some markets. He says he is steer-

TOP TALK SHOWS ing away from such usual fall marketing strategies as billboard and radio advertising.
HH HH | Buena Vista marketing head Sal Sardo predicts the Iyanla preview will be a winner because
hatky Fiogwaim | AR GAA “it has promotional value. But we are creatively handling it as a show” so that viewers will |

; ?:;hsv:::.fgrz g; ;; take to it. Also, he says, the preview—offering interviews with the talk strip’s executive pro-
3 Live With Regis and Kelly 35 35 ducer Barbara Walters and Vanzant—should help distinguish Iyania from Ananda, another

4 Montel Williams 33 34 upcoming talk show led by an African-American woman.

5 Maury 32 33

NBC Enterprises rolled out its marketing workshop for The Other Half via satellite to stations
last Wednesday. Stations saw the whole launch campaign, produced by the Weakest Link pro-
Service Ranking Report May 28-June 3, 2001 . lnt ¥ tha :;:: N v wd L out : ltgh' pro K by i P
HH/AA - Average Audience Rating (households) motiona ear'n, ¢ o gency. an. may Tott ou ? 5 s wee . . o
HH/GAA = Gross Aggregate Average And Twentieth Television and Universal are holding small meetings for station executives in

One Nielsen Rating = 1,022,000 households, which | Miami and personally calling those not in attendance. Pearson is one of the few syndicators
represents 1% of the 102.2 million TV Households in
the United States

NA = Not Available ==

According to Nielsen Media Research Syndication

offering a full-fledged workshop, set for the upcoming Card Sharks. —Susanne Ault
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SECOND CHANCE

FOR WWOR-TV

A New Jersey appeals court
ordered a new trial for
WWOR-TV New York, which
had been ordered to pay for-
mer anchor Sara Lee Kessler
more than $7 million in 1999
for discrimination.

The jury had rejected her
contentions that she suffered
discrimination over her age,
religion and gender but held
that she was demoted and
forced onto disability leave
after injuring her lower back.

The appeals panel found
that the trial court’s instruction
to the jury was unclear.

Kessler is now a medical
reporter for the New Jersey
Network.

KRON-TV'S BERRYHILL
RETURNS TO BOSTON
Mark Berryhill, who was hired
by Young Broadcasting last
November to maintain and
expand KRON-TV San
Francisco’s news in preparation
for the loss of its NBC affilia-
tion next year, is leaving the sta-
tion to return to New England.
The former WHDH-TV
Boston news director still owns
a house in Boston and says he
is leaving for personal reasons.
Last week, he did not have a
job lined up but said he might
take the summer off while con-
sulting with KRON-TV.
Berryhill, who left WHDH-
TV for a radio job in Boston,
says he won't be applying for
his old job at the TV station.
General Manager Paul
Dinovitz quickly promoted
assistant news director Stacy

StationBreak

BY DAN

Owen to fill Berryhill's posi-
tion.

After Young outbid NBC
for KRON-TV when it was
sold in 1999, KRON-TV and
NBC, after much negotiation,
failed to reach a new affiliation
agreement. Instead, Granite
Broadcasting’s San Jose station
KNTV(TV) made a 10-year
deal with NBC beginning in
2002 after Granite agreed to
some unusual terms, including
paying for the affiliation.

Young management has said
that much of its success as an
independent hinges on the
continuing success of its news
programming.

UNEXPECTED TRIBUTE
Several recipients of the
National Association of
Broadcasters awards last week
noted the presence the guest of
honor, former heavyweight
champ Muhammad Ali. But
when KRQE(TV) Albuquer-
que News Director Dan
Salamone recetved a public-
service award, he paid an unex-
pected tribute to a TV station
he grew up with. The New
England native noted the pres-
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TRIGOBOFF

ence of WCVB-TV Boston
executives and commented
that, “every day, | wake up and
hope to be as good as WCVB.”
“I almost fell out of my
chair,” said WCVB-TV
General Manager Paul
LaCamera. “It was certainly a
spontaneous, unsolicited
endorsement. We were
touched and honored. It
couldn’t have been lovelier.”

BIG SHOES TO FILL,
NOT JUST IN CHICAGO
Kids arcund Chicago will be
wiping the smiles off their
faces as Joey D’Auria,
Chicago’s Bozo since 1984,
took off the clown white for
the final time. The last of more
than 200 Bozos around the
country taped his last perfor-
mance for WGN-TV televi-
sion last week, for a scheduled
airing this summer.
Competition from kids
cable networks such as Nick-
elodeon and Disney had
caused the show's ratings to
dip after 40 years in Chicago
and more than 50 nationwide.
Amonyg those who snagged
the hot tickets, according to

the Chicago Tribune, were Alan
Livingston, the record exec
who created the beloved clown
in 1946; Carol Bell, widow of
Chicago’s original Bozo, Bob
Bell; and rocker Billy Corgan,
of Smashing Pumpkins, who
sang Bob Dylan’s Forever
Young for the atypically adult
Peanut Gallery.

GOOD MORNING, ELLIS
It was reported last week that
WPRI-TV Providence, R.L, did
some statt trimming as Sunrise
Television took over from Clear
Channel. This week, News
Director Mart Ellis, who had
continmed those staff changes,
is leaving the station.

Ellis will become head writer
tor ABC'’s Good Morning
Anzerica. He said he had floated
his résumé in anticipation of the
ownership change. Sunrise had
assured him he could stay, he
said, but *the opportunity to
jump to the network was too
good to pass up.”

All news is local. Contact Dan
Trigoboff at 301-260-0923,
o-mail dirig@erols.com or fax
413-254-4133

WSYX{TV) Columbus, Ohia, cameraman

Jason Old had his first paparazzo

moment when he was confronted by

Academy Award-winning actress Faye

Dunaway for shooting her image against

her wishes. She was in town making a

film based on a local minister's life,



THE MARKET
DMA rank 95
Population 761,000
TV homes 283,000
Income per capita $14,656
TV revenue rank 111
TV revenue $31.9 million

COMMERCIAL TV STATIONS

Rank* Ch. Affil. Owner

1 WTA)-TV 10 (BS SJt Comm.
WJAC-TV 6 NBC Cox
WATM-TY 23 ABC  Palm Bestg.
WWCP-TY 8 Fox Peak Media
WKBS-TV 47 Ind. Cornerstone TV

(% B SU R X ]

*February 2001, total households, 6 a.m.-2 a.m., Sun.-Sat.

CABLE/DBS
Cable subscribers (HH) 232,000
Penetration 82%
ADS subscribers** (HH) 31,130
ADS penetration 11%
DBS carriage of local TV? No

* *Alternative Delivery Systems, includes DBS and other
non-cable services, according to Nielsen Media Research

WHAT'S NUMBER ONE

Syndicated show Rating/Share***

Jeopardy (WATM-TV) 10/16
Network show

ER (WIAC-TV) 22/38
6 p.m. newscast

WTAJ-TV 17/31
11 p.m. newscast

WTAJ-TV 11/30

** *February 2001, total households

Sources: Nielsen Media Research, BIA Research

This former blue-collar
ma-ket is now attracting
technology firms. _#

Getting creative in Pennsylvania

Johnstown, Pa., may be best-known for the 1889 flood that devastated it and killed more
than 2,200 people. Indeed, the site of the dam that burst is now the Johnstown Flood
National Memonial, operated by the National Park Service. But the city today is part of a tele-
vision market that boasts new high-tech businesses, a strong medical community, Penn State
University and a host of recreational amenities.

“It’s really a two-station news race,” says Marty Ostrow, general manager of WTAJ-TV,
“between us and WJAC-TV.” Over at WJAC-TV, General Manager Mark Barash agrees: “Every
newscast that is aired—morning, noon, early evening or 11 ¢’clock—is a horse race.”

The current recession has hit here, too. “Things are slow. It's a mirror of the rest of the
country; there's no doubt about it. National has been hit harder than local,” says Barash. So
creativity has been in order at the sales departments. Over at WTAJ-TV, Ostrow is airing five
games of the Altoona Curve, a minor-league affiliate of the Pittsburgh Pirates. And the sta-
tion recently broadcast the two-hour mass celebiating the 100th anniversary of the
Johnstown-Attoona Roman Catholic Diocese. "Of course, we didn't run commercials,” he says,
“bat there were sponsorship opportunities and congratulation messages. We're becoming very
creative in our approach to selling.”

The same is true at WJAC-TV, says Barash: “We're going to be televising for the first time in
the market a huge Fourth of July fireworks display in State College, Pa.—it's billed as the
fourth-largest in the world. We also work with a local hospital in presenting a series of med-
ical news reports during sweeps. And the Web as a great vehicle to expand our brand. The site
is a very important weapon in our arsenal for getting eyeballs to our station, and advertisers
are really beginning to respond to it.”  —Mark K. Miller (mrkmiller@aol.com; 301-773-0058)

Get with the programs.



COMBOS

WBSS-FM Millville/Atlantic City and
WBUD (AM)-WKXW (FM) Trenton, N.J.
Price; $110 million

Buyer: Millennium Radic Group LLC,
Ambherst, N.Y. (Charles W. Banta, manag-
ing member/president, Mercury Capital
Partners); is buying WFPG-AM-FM and
WPUR(FM) Atlantic City

Selles: Press Communications LLC, Nep-
tune, N.J. (Robert E. McAllan, president);
owns WHTG-AM-FM Monmouth, N.J.
Facilities: WBSS: 97.3 MHz, 50 kW, ant,
203 fr.; WBUD: 1260 kHz, 5 kW day, 2.5
kW night; WKXW-: 101.5 MHz, 19 kW,
ant. 804 fr.

Formats: WBSS-FM: rebroadcasts
WKXW: WBUD: MOR, news/talk,
nostalgia; WKXW: oldies, news/talk
Broker: Kalil & Co. Inc.; Star Media
Group Inc. (adviser to buyer)

WWTR(AM) Bridgewater, WDHA-FM Dover

and WMTR(AM) Morristown, all
surrounding Newark, N.J., and

By dollar volume and number of sales;
does not include mergers or acquisitions
involving substantial non-station assets

(TS THES WEEK
TV/RadioC $0 0 0
TVsO$000
Combos O $209.450,000C 4
FMs O $89,800,000 C 5
AMs 0 $275,0000 1
Total © $299,525,000 O 10

. SOFARIN 2001
TV/Radio O $200,000,000 O 1
TVs 0 $419,788,108 0 17
Combos O $2,652,987,820 O 47
i FMs O $264,062,900 O 96
| AMs O $88,721,811 0 65
Total O $3,625,560,639 0 226

NORTHERN COMMUNICATIONS
ACQUISITION CORP.

has acquired

SHOCKLEY COMMUNICATIONS
CORPORATION

Television Stations in: Madison, Wausau, Eagle River,
La Crosse, Eau Claire, Rochester
Six Radio Stations in: Duluth/Superior
ProVideo - A Post Production Facility

The undersigned acted as exclusive broker
in this transaction and assisted in the negotiations.

n
Kalil & Co., Inc.

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050
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ChangingHands

WRAT(FM) Point Pleasant, N.J.

Price: Up to $79.7 million

Buyer: Greater Media Radio Inc., East
Brunswick, N.J. (Frank Kabele,
president); owns 12 other FMs and two
other AMs, none in New Jersey

Seller: Northern New Jersey Radio LP,
Cedar Knolls, N.J. (Stephen Scola,
executive vice president of general part-
ner); owns WJRZ-FM Manahawkin, N.J.
Facilities: WY/TR: 1170 kHz, 243 W day;
WDHA-FM: 105.5 MHz, 3 kW, ant. 564
ft.; WMTR: 1250 kHz, 5 kW day, 1 kW
night; WRAT: 95.9 MHz, 4 kW, ant. 293 ft.
Formats: WWTR: gospel, sports talk;
WDHA-FM: AOR; WMTR: big band,
nostalgia, MOR; WRAT: rock

Broker: Veronis Suhler & Associates (seller)
WRVP-FM (formerty WEEK-FM)
Eureka/East Peoria, WPPY(FM)

(formerly WBDM) Glasford/Peoria and
WVEL(AM)-WGLO(FM) Pekin/Peoria,

all Iltinois

Price: $14 million cash (includes noncom-
pete agreement)

Buyer: Regent Communications Inc.,
Covington, Ky, (William L. Stakelin, presi-
dent/0.43% owner); owns/is buying 33
other FMs and 14 other AMs

Seller: Two Petaz Inc./Cromwell Group
Inc., Nashville, Tenn. (Bayard H. Walters,
president); owns WIXO(FM) Bartonville/
East Peoria and WFYR(FM) Elmwood/
East Peoria, IlI.

Facilities: WRVP: 98.5 MHz, 3 kW, ant.
328 fr.; WPPY: 101.1 MHz, 3.3 kW, ant.
449 fr.: WVEL: 1140 kHz, 5 kW day, 3.2
kW night; WGLO: 95.5 MHz, 25 kW,
ant. 620 ft.

Formats: WRVP: AC, CHR, news;
WPPY: CHR; WVEL.: religion, urban;
WGLO: rock/AOR

Broker: Blackburn & Co. Inc. (seller)
KCTY(AM)-KRAY-FM, KHMZ(FM) (former-
ly KLXM) and KTGE{AM)
Salinas/Monterey and KZSL(FM) King
City/Salinas Monterey and KHNZ(FM)
(formerly KLUE) Soledad, all California
Price: $5.75 million (includes $1 million
cash)

Buyer: Wolthouse Radio Group Inc.,
Salinas (Hector Villalobos, president/
owner); no other broadcast interests
Seller: Z Spanish Trust/Z Spanish 11
Trust, Stamford, Conn. (Mark D. Inglis,
trustee); no other broadcast interests.



ChangingHands

Note: Stations had to be divested to meet
FCC ownership caps and Justice
Department concerns about of Z-Spanish
Media Corp.’s merger into Entravision
Communications Corp. Four stations are
left to be sold

Facilities: KCTY: 980 kHz, 1 kW day,
247 W night; KRAY-FM: 103.5 MHz, 6
kW, ant, 512 ft.; KHMZ: 97.9 MHz, 2.9
kW, ant. 112 fi.: KTGE: 1570 kHz, 500 W/
day; KZSL: 93.9 MHz, 5.4 kW, ant. 719
fr.; KHNZ: 106.3 MHz, 6 kW, ant. 1,720
fr.

Formats: KCTY: Spanish; KRAY-FM:
LaBuena; KHMZ: Spanish, AC; KTGE:
Spanish, regional Mexican; KZSL: Spanish
(regional and contemporary); KHNZ: AC

FMs

KQQK(FM) Galveston/Houston, Texas
Price: $80 million cash

Buyer: Hispanic Broadcasting Corp.,
Dallas (McHenry T. Tichenor Jr., presi-
dent/3.9% owner; Clear Channel
Communications Inc., 26% owner);
owns/is buying 47 other radios, includ-
ing KLAT(AM}-KOVE-FM,
KLTN(FM), KOVA(FM) and
KRTX{AM) Houston and KLTO(FM)
Galveston/ Houston

Seller: El Dorado Communications Inc.,
Houston (Tom Castro, president); owns
KEYH(AM) Housten and KXTJ(FM)
Beaumont/Houston, Texas

Facilities: 106.5 MHz, 100 kW, ant, 1,322 fr.
Format: Bilingual Tejano hits

Brokers: Gary Stevens & Associates (sell-
er); Houlihan Lokey Howard & Zukin
WMFS(FM) Bartlett/Memphis, Tenn.
Price: $7.2 million

Buyer: Infinity Broadcasting Corp., New
York (Mel Karmazin, chairman; Viacom
Inc., majority owner); owns/is buying 181
radios, including WMC-AM-FM Memphis
Seller: Belz Broadcasting Co., Memphis
(Julianne P. Belz, president); no other
broadcast interests

Facilities: 92.9 MHz, 6 kW, ant. 328 ft.
Format: Active rock

WAZR(FM) Woodstock/Front
Roval/Winchester, Va.

Price: $1.35 million {includes five-year
noncompete agrement)

Buyer: Clear Channel Communications
Inc., San Antonio (L. Lowry Mays, chair-
man; Randy Michaels, CEO, Clear
Channel Radio); owns/is buying 17 TVs
and about 1,150 other radios, including
WNTW(AM)-WUSQ-FM Winchester

and WFQX(FM) Front Royal/
Winchester

Seller: Ruarch Associates LLC,
Woodstock (Arthur D. Stamler, managing
member); no other broadcast interests.
Note: Ruarch was to sell WAZR for $1.25
million cash (Changing Hands, May 22,
2000)

Facilities: 93.7 MHz, 25 kW, ant. 43 fr.
Format: Big band/MOR

Broker: John Pierce & Co. (seller)
KMBQ(FM) Wasilla/Anchorage, Alaska
Price: $900,000 (includes $350,000,
five-year noncompete agreement)

Buyer: Ubik Corp., Anchorage, Alaska
(Aaron D, Wallender, president/treasur-
er/43% owner); owns KNIK-FM
Anchorage

Seller: KMBQ Corp., Wasilla (John N.
Klapperich, president/owner); no other
broadcast interests. Note: KMBQ Corp.
acquired station for $175,000 in 1992
Facilities: 99.7 MHz, 51 kW, ant. -187 ft.
Format: AC

WKNK(FM) Edmonton, Ky.

Price: $350,000

Buyer: Hart County Communications
Inc., Horse Cave, Ky. (Dewayne Forbis,
president/20% owner); owns
WLOC(AM) Munfordville, Ky.

Seller: Metcalfe Communications Inc.,
Edmonton (Judy Crabtree, president);
no other broadcast interests. Note:
Medcalfe acquired station for $175,000
in 1995

Facilities: 99.1 MHz, 3 kW, ant. 328 ft.
Format: Country

AMs

KKPC Pueblo, Colo.

Price: $275,000

Buyer: Public Broadcasting of Colorado
Inc., Denver (Max Wycisk, president);
owns seven other Colorado FMs, includ-
ing KCFP(FM) Pueblo; is building FM in
Trinidad, Cole.

Seller: MK Inc,, Loveland, Colo. (Monte
L. Spearman, president); owns KEZZ(AM)
Estes Park, Colo. Spearman also owns
KFKA(AM) Greeley and KHPN(AM)
Loveland, Colo. Note: MK bought KKPC
for $270,000 (Changing Hands, June 12,
2000)

Facilities: 1230 kHz, 1 kW

Format: News/talk

Broker: McCoy Broadcast Brokerage Inc.
(seller)

—Compiled by Elizabeth A. Rathbun

DICESTEIN
SHAPIRO
ORING

i
OSHINSKY

Legal Innovators

BroOADCAST FINANCING
FORTHE NEW MILLENNIUM:
RESPONDING TO CHANGING TIMES

Ax Axyua L ProcravsoF THENAB RADIO SHow

WEDNESDAY, SEPTEMBER 5, 2001
830 A.M. - 11:30 a.M.

NEW ORLEANS CONVENTION CENTER

E] YT R ﬁEE AKER
Drew Marcus
Deutsche Bank Alex. Braot

PANELISTS
David J. Benjamin
Triad Broadcasting Co., LLC

Anthony S. Brandon
American General Media Corp.

Charles Brown

CIT Structured Finance

Lewis W. Dickey
Cumulus Media Inc.

David Kennedy
Susquehanna Radio Corp.

Jeff Kilrea
Heller Financial, Inc.
William K. Lisecky
CIBC World Markets Corp.

Tom McKinley
Media Services Group

Brian W, McNeill

Alta Communications

Lisa M. Pellow
FleetBoston Media & Entertainment Group

Al Perry
Satterfield & Perry Inc.

Lawrence R. Wilson
Citadel Communications Corp.
MODERATOR

Lewis J. Paper
Dickstetn Shapiro Morin & Osbinsky 11 p

CONTINENTA L BREAKFAST SPONSORED BY
MEDIA SERVICES GROUP, INC.

FOR REGISTRATION INFORMATION, CONTACT JasiE HoLtoway
A7 202.861.9105 or HoLLoway] @DsMo.coM

| Broadcasting & Cable/6-18-01 39




Two Bells and
all's not well

Differing Judiciary,
Commerce versions of Bell
data-dereg bill further dim
chances for passage

By Bill McConnell
illy Tauzin will need some help in
B the Senate if he wants to keep his
broadband-deregulation bill alive.

At the moment, his counterpart across
Capitol Hill, Senate Commerce Committee
Chairman Emest Hollings, is opposed to
Tauzin’s plan to let regional Bell phone
monopolies offer Intemet backbone and
other long-distance data services to their local
markets without getting regulators’ approval.
Unless Tauzin can somehow find
enough senators to force
the courtly South Caro-
linian to bring up the
legislation, the bill will
probably die in commit-
tee. It is also probably
dead in the House as
well: Last week, rivals
made it clear there are
deep GOP divisions over the best way to
roll out high-speed Internet and other
broadband services. The House Speaker
has no incentive to allow a battle within his
own party if there’s no chance the legisla-

tion will make it to the president's desk.
Tauzin’s bill, which also would weaken the
federal requirement that Bells provide broad-
band competitors access to their high-speed
digital subscriber lines, is the biggest item on
the local phone monopolies’ wish list. They
say, without deregulation, they can’t compete
with the cable industry’s high-speed service.
Without deregulation of the Bells, they say,

[ 40 Broadcasting & Cable /6-18-01

The debate would

look pretty ugly
on the floor.

—Julian Epstein, the Judiciary
Committee’s Democratic counsel

Washington

Congress will face the
“ugly prospect” of impos-
ing similar rules on cable
operators.

The Bells’ critics
counter that the 1996
Telecommunication Act
provided Bells all the
deregulation they need if
they would live up to their promise to open
their local phone networks to competitors
at reasonable prices.

The Judiciary Committee last week purt a
damper on Tauzin’s plan by approving by
voice vote a version that, like the Commerce
Committee version, would eliminate RBOCs’
need for FCC approval for entering long-dis-
tance data services but would instead transfer
that duty to the Justice
Department’s
staff. The
Committee version, co-
sponsored by John Din-
gell (D-Mich.), would let
Bells into long-distance
data with no regulatory
gauntlet.

House Speaker Dennis Hastert (R-Ohio)
and Rules Committee Chairman David
Dreier (R-Calif.} are in the difficult position
of choosing between competing bills, each

antitrust
Commerce

of which has significant support among the
GOP. The Rules Committee is expected to
take up the legislation June 18 but may hold
out until the Republican leaders can gauge
whether a battle is worth waging.

Tauzin’s aides say they are trying to work
out 2 Senate compromise, possibly spon
sored by Kansan Sam Brownback or
Montanan Conrad Burmns, both Repub-
licans. In the last session of Congress,

House Speaker

significant GOP
supporters.

Brownback introduced his own version of
broadband deregulation, but Burns never
endorsed it and, according to a Capitol Hill
source, has no plans to now,

In the meantime, both sides were predict-
ing victory after the Judiciary Committee
took the unusual step of amending Tauzin's
bill to suit its anti-Bell stance, then encour-
aging the Rules Committee to vote against
the whole package.

The fight has as much ro do with rurf
battles between the committees as with
public policy. Many Judiciary Committee
members were angered that Hastert limited
their right to amend the bill to matters
involving the Justice Department’s antitrust
authority. Now Hastert must decide
whether the Judiciary went too far by giv-
ing Justice new regulatory powers beyond
its traditional antitrust role.

“The Judiciary Committee might as well
have tacked on a white flag of surrender,”
said Ken Johnson, Tauzin’s spokesman.
“There's no chance this will pass the parlia-
mentary process.”

But the Bell companies’ critics also saw
victory and predicted that House leaders
will not want to bring the bill 1o a full House
vote given the sharp differences of opinion.
“The debate would look pretty ugly on the
floor,” said Julian Epstein, the Judiciary
Committee’s Democratic counsel. B

Photo: Craig Mathew / Mathew Photographic



-,

Washington

Finance reform under fire

Majority of witnesses in House Subcommittee hearing suggest
soft-money, attack-ad bans would hamper political speech

By Bill McConnell
iberal Democrats tried to boost pros-
Lpects for campaign-finance reform last
week by casting doubt on challenges to
the bill by free-speech groups. But the chair-
man of the House Judiciary Subcommittee on
the Constitution, which was holding hearings
on it, said those attacks only reinforced his
doubts about the reforms.

At issue are limitations
on soft-money contribu-
tions and the banning of
attack ads often purchased
with them. Most broad-
casters oppose such limita-
tions, either on speech
grounds or because they
could eat into the advertis-
ing windfall.

Rep. John Conyers and other top Judiciary
Committee Democrats appeared surprised last
week by the strident attacks on reform by the
American Civil Liberties Union but suggested
that the groups current leadership doesn’t
reflect the true views of the organization.

“I want to thank you for forcing me to
undergo many more hours of study,” the
Michigan lawmaker said sarcastically after
ACLU President Nadine Strossen launched a
broadside against the reform proposals.

Conyers. the panel’s senior Democrat, then
demanded that subcommittee Chairman Steve
Chabot add the comments of nine former
ACLU leaders supporting campaign-reform
plans into the official record of the days’ events.

“We should not live in a society where those
with the most dollars monopolize the debate,”
added Rep. Jerry Nadler (D-N.Y.).

But Strossen insisted that the leading plans
would severely limit the ACLU and others
from getting their views out during campaigns.
“What this legislation does is make it a crime
for citizens and citizens groups to criticize our
government,” she said.

Chabot (R-Ohio), who picked the witnesses

‘We should not live in
a society where those
with the most dollars
monopolize the
debate.

—Rep. Jerry Nadler

for the hearing, said their testimony—three of
four had Constitutional problems with the re-
forms—reinforced his position: “The tension be-
tween some campaign-finance proposals and the
First Amendment is clear.”

Legislation introduced by Rep. Christopher
Shays (R-Conn.) would ban soft money, which
is not earmarked for specific candidates but
often funneled to their cam-
paigns. The House also is
expected to vote on its ver-
sion of the Senate’s McCain-
Feingold bill, which would
ban ads attacking any candi-
date 60 days before an elec-
tion unless paid for by hard-
money contributions, pro-
vided specifically to a candi-
date or political action com-
mittee. House Speaker Dennis Hastert has
promised a floor debate and vote on the issue
when lawmakers return after the July 4 break.

Imposing restrictions so close to election
time is bad, Strossen said, because that’s when
voters pay the most attention. Instead, she
urged lawmakers to allow more public funding
and to extend to challengers the practice of
“franking,” which allows lawmakers to send
mail to constituents without paying for postage.

James Bopp, general counsel for the James
Madison Center for Free Speech, said neither
piece of legislation would pass court review: “I
believe the provisions of McCain-Feingold are
not only unconstitutional but bad public policy.”

Glenn Moramarco, senior attorney for New
York University’s Brennan Center for Justice,
was the only one of the four witnesses to sup-
port the reform proposals.

The leading reform plans are crafted narrow-
ly enough to avoid constitutional problems, he
said. According to a Brennan Center study of
more than 2,100 ads aired 300,000 times in the
75 largest media markets during the 1998 feder-
al campaign, only 3,100 airings would have vio-
lated the McCain-Feingold restrictions. B

INBRIEF

NCTA'S PICKS

The NCTA last week picked a new
chairman, officers and board
members at its annual convention.

New chairman is Michael Willner,
president of Insight Communi-
cations. Vice chairman is Jerald L.
Kent, CEQ, Charter Communica-
tions; secretary is John Rigas, CEQ
and chairman of Adelphia
Communications; treasurer is Brian
Roberts, president, Comcast.

In addition to the officers and
NCTA President and CEQ Robert
Sachs, the NCTA executive com-
mittee will comprise Decker
Anstrom, CEQ, The Weather
Channel; Matthew Blank, chair-
man and CEQ, Showtime
Networks; Joseph Collins, chair-
man and CEQ, Time Warner Cable;
Nickolas Davatzes, CEQ, A&E
Television Networks; James
Dolan, CEQ, Cablevision Systems;
Robert Miron, president, Ad-
vance/Newhouse Communica-
tions; James Robbins, CEQ, Cox
Communications; Daniel Somers,
CEO, AT&T Broadband.

Elected members of the board:
Associate director is John Egan,
chairman, ANTEC (re-elected to a
two-year term). At-large system
directors: Ronald Duncan, CEQ, GO
Cable Inc. (newly elected to a
three-year term); James D. Pearson,
CEO, U.S. Cable Corp. (re-elected to
a three-year term). At-large pro-
grammer directors: Nickolas
Davatzes, CEQ, ARE Television; John
Hendricks, chairman and CEQ,
Discovery Communications; Haim
Saban, CEQ, Saban Entertain-
ment/Fox Family Worldwide (re-
elected to a two-year term). At-
large directors (newly elected to a
two-year term): Geraldine Lay-
bourne, chairman and CEO, Oxygen
Media; Maggie Wilderotter, CEQ,
Wink Communications. Rural/small
system operator director (re-elected
to a two-year term: Joseph S. Gans
111, president and CEQ, Gans
Multimedia Partnership.
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Streaming Media
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Old media may
have survived
Round One of

its battle with new
media, but the
sequel promises
to be more
challenging
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By CArRL LINDEMANN

T WASN'T VERY LONG AGO THAT

“new media” struck terror in the heart

of the established media business.

Despite enjoying great success, it was

suddenly “old media.” Untold millions
(maybe even billions) of dollars later, as old
media attempted to get a foothold in nev
media and new media simply attempted to
get a foothold, the phaniom menace of
new media seems t0 have become a real
world mess.

There are several sequels left to this
saga. What's the next episode? The high
speed Interner future is coming. And its
arrival will usher in a new era of uncer-

tainty and a potential threat to the busi-

Ad Inser'ion .CC"""..PAGE 50

ness models that have defined traditional
media. For example, what happens when
the vast majority of U.S. households have
access 10 high-quality, low-cost streaming
media that is available for viewing not on a
PC but on the TV? The familiar bound
aries between broadcast, cable, satellite
and programming will shift, creating a new
landscape. And many of the partnerships
that are built around the concept of con
tent owners and distributors could be frac
tured as the Internet provides content
owners a way to reach the television sets of
viewers without the help of traditional dis
tribution methods.

The advent of broadband distribution

o™



seems little different from when cable and
satellite came on the scene. But broadband
distribution may mark a fundamental shift
in the core broadcasting business model,
according to Geoff Reiss, senior vice presi-
dent of programming, production and
operations for ESPN Internet Group.

“Traditionally, the National Football
League has been a wholesaler.” he says.
“They sell rights to their producr 10 retal
ers, over-the-air or cable. Those networks
retain the consumer relationship.”

Broadband, however, opens other oppor-
tunities. “What this new distribution theo-
retically allows is for these content providers
10 create hybrid business models where
they're both wholesalers and retailers.

By this analogy, ESPN is something like
a value-added reseller. On June 10, the

company announced a new Internet

Penaties

The NFL is experimenting with distributing
games via broadband overseas.

sireaming service tentatively named ESPN
Broadband. The value added here for the
audience is raising eyebrows with cable
affiliates concerned about losing eyeballs
online (see box at right).

When it comes to investigating the rev-
enue opporiunities broadband may pro-
vide in the future, it's the professional
sports leagues that are taking the lead. No
doubt, they have an opportunity to capital
ize on sports fans’ passions, which can
result in fans’ being more than happy to
pony up $9.95 for the right 1o lisien to
Maijor League Basceball games when they’re
away from their home marker. MLB
reports that they have signed up 80,000
subscribers, with additional subs signed by

Real Networks (that number is not public).
Sports has a “miss it and you've missed it
forever” quality that entertainment pro-
gramming can’t match and that sports-con-
tent providers can exploit.

But don’t expect any serious movement
to the Internet to happen overnight, says
Joe Ferreira, vice president of programming
for SportsLine.com. “It's going to be very
difficult for a content provider 1o com
pletely switch off of large revenue streams
like those from nerwork relevision to this
new medium,” he says. “The business infra-
structure based on advertising, subscrip-
tions, whatever, will have to be completely
in place so that there's no loss of revenue
for a year or two.

TESTING THE WATERS

Are the sports leagues eager 1o make a
move towards distributing content via
broadband, without the help of traditional
networks? “We've been testing the waters,
exploring the marketplace,” says Peter
Brickman, senior director of broadcast
operations and technology for the NFL.
“Traditional models of distribution still
work very well. We ahways want to be
ready if there’s a shift.

"
. Broadband

The National Basketball Association has
pursued a more aggressive straregy. For

several years, NBA.com has offered the
Audio League Pass, a subscription service
for live audio feeds of games. A deal with
RealNetworks last January makes that and
the content from NBA.com TV, the
league's digital television nerwork, avail-
able to RealPlaver GoldPass subscribers.
Gregg Winik, executive vice president,

ESPN vs. cable?

UNTIL RECENTLY, streaming video has
been treated more as a novelty than as
a threat. Now, negotiations between
cable provider Charter Communications
and ESPN about ESPN News have run
aground because of it. “We're not
against video streaming,” says Charter
spokesman Andy Morgan. “But
the network is going to
provide substantial content
free via the Internet while
we're having to charge

customers for it. There needs to be

some limitations. Otherwise, it devalues
the product we're providing via our sys-
tem to customers.”

For its part, ESPN sees this as offering
additional opportunities for Charter's
broadband business. “We think that the
cable operator is in the best position to
take advantage of broadband
streaming,” says Sean Bratches, ESPN’s
senior vice president of affiliate sales
and marketing. “We've been trying to
drive value to our affiliates, saying that
there’s a great opportunity to leverage
the ESPN brand to drive a lot of new-
media products.”

So far, both sides claim that this is
a problem with this particular organiza-
tion only. Similar negotiations have
gone smoothly with other parties that
apparently accepted the terms.

Michael Goodman, senior analyst for
The Yankee Group, a Boston-based busi-
ness research firm, sees each operating
from the same motives. How they are
situated in the business makes for an
impasse. “Both want to protect their fu-
ture but are coming at it from diametri-
cally opposed positions,” he explains.
“Charter isn’t being an obstructionist.
It's just protecting the basic business.
At the same time, ESPN doesn’t want to
be limited in a technology that's still
in an embryonic stage.” —C.L.
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programming, and executive producer,
NBA Entertainment, says this all remains
experimental. “Yes, we're interested in
testing a lot of different things,” he says.
“But until we understand a direct-to-the-
consumer business model, we’re not mak-
ing any drastic decisions. The networks are
still the greatest way to reach the largest
number of people in a cost-effective way.”

The NBA's most ambitious test came in
April with a free live video stream. Isn’t
that giving away the store while broadcast
partners are paying for the rights to the

game? “Almost 40% of our Internet hits

come from out of the country,” says Winik.
“We thought it would be a great way to
reach the global audience with this test.”
Winik says that, so far, no one has cried
foul. From the NBA’s view, adding addi-

tional distribution ultimately benefits the

audience. “The more competition out
there [among distribution channels], the
more everyone pushes to find ways to get
fans closer to the game,” he adds. “We
have to make sure we’re available on what-
ever platform people want to engage.”

TRADEOFFS

Competition among distribution channels
may be good, but there are tradeoffs.
“Exclusivity is what drives the price up.
Once you undermine the exclusivity of the
broadcast rights, you've changed the busi-
ness model entirely,” says Gary Zenkel,
senior vice president of business develop-
ment and marketing for NBC Olympics.
One of the problems is that Internet
streams cross the national boundaries that
define the IOC’s broadcast agreements.
“Unfortunately, until there is some kind

| 44 Broadcasti-ng & Cat:le/6-18-01 J

of geographic limitation to such signals, no
one’s going to be streaming anything of the
games competition,” says David Aikman,
the IOC'’s marketing and business develop-
ment manager. “We've kept that off the
table until the day there are some solutions.”

The IOC has, however, experimented
with broadband distribution, which does
provide the necessary geographical limita-
tions that Aikman mentions.

“We don't see [today’s broadcast model]
as the correct and long-term solution,” says
Aikman. “We see it as a stop-gap. We've
signed agreements with our broadcasters

‘Once you undermine the exclusivity
of the broadcast rights, you've changed

the business model entirely.
—Gary Zenkel, NBC Olympics

through 2008, and after that, all bets are off.”

So far, most of the maneuvering has been
posturing and positioning. But the real game
is about to begin. “The first big contract
reflecting this new world will be the NBA
deal that’s currently up for negotiations,”
says ESPN’s Reiss. He doubts that negotia-
tions will create a one-size-fits-all resolution
for other sports, but some patterns will
emerge. For example, it’s unlikely that the
leagues will ever “go direct” with top-tier
properties. That’s because the networks do
not justify blockbuster events like the Super
Bowl strictly on a profit-and-loss basis.

Outside of the sports arena, broadband
is beginning to exert an equally powerful
influence on the entertainment industry.
“It’s an opportunity for content creators to
totally circumvent traditional distribu-
tion,” says Rene Balcer, executive pro-
ducer of Wolf Films' Law & Order: Crimi-
nal Intent. “Studios USA could just park a
big computer in the basement and hook
up the whole library to the Internet. Peo-
ple wouldn't have to go through the net-
work or A&E or anybody.”

Making that profitable is another matter.
“A show like Law & Order costs about $2
million an episode to produce,” she explains.
“You'd need at least 2.5 million people pay-
ing $1 each just to make it practical.”

Given the economics, producers aren’t
likely to abandon partnerships with TV net-
works anytime soon, according to Peter
Jankowski, co-executive producer of Law &
Order: Criminal Intent, Law & Order. Spe-
cial Victims Unit and Arrest & Trial. “You
put up $10 million for 13 episodes of a tele-
vision program, and you’ve got to know
you'll get a large portion of your investment
back,” he adds. He sees the real opportunity
for Internet distribution cropping up after
the first run on the network. “I think syndi-
cation is the place it will take hold first.
Once the show is out there, then your
investment is more controllable. You have
more room to experiment.”

ATTENTION WARRANTED

Dennis Williamson, senior vice president
for Belo’s Television Group, sees cencern
about online intrusions starting to surface
at the station level.

Since Belo'’s TV properties are mostly
network affiliates, this hasn’t been a major
issue. Contracts for the first-run programs
carried are relatively short-term.

“If we were signing up Friends on a five-
year deal, clearly there would be some dis-
cussion as to what exclusivity we would
have in our market for that contract,” he
says. For Williamson, the real opportunity
afforded online is leveraging localism.

As for whether broadband will provide
an outlet for content that doesn’t make it
on the TV networks, David Grant, presi-
dent of Fox Television Studios, doesn’t see
this as likely. Those talented enough to
make quality television for a middle mar-
ket will not stop short of the big time.
“The system is set up to drill for oil,” he
says. “Nobody likes to go out and just dig
5 feet deep. They bring out the big rig and
drill all the way down. They're willing to
deal with a dry well to hold onto the
promise of hitting a gusher.” B
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Content-delivery networks:

A struggle for success

Consolidation expected as a result of stock-market fall-off

By Anne Hohenberger

Streaming media seems des
tined to be everywhere,
whether in the form of movie
trailers, educational videos,

advertising, not to mention the
ubiquitous streaming audio. So what is a
broadcaster, given the amount of content that
could be streamed, to do? How might a
broadcaster select a content-delivery network?
And what /s a content-delivery network?
Content-delivery networks (CDNs),
sometimes referred to as streaming-media
providers, are in place to help Internet-
content creators distribute text, audio,
video and other visual communications via

I_4'.6 Broadcasting & Cable /6-18-01 -j

the Web. The providers have their own
technical facilities or operations centers,
and some of them piggyback their services
on Web-hosting services such as Digex or
Genuity. Material is sent from those centers
to their “edge-servers,” which are located
around the country and help distribute the
content to different geographical regions.
The logic is that, the more edge-servers
there are, the less congestion there will be,
resulting in an end-user experience that is
enjoyable and devoid of crashes, long waits,
and stammering audio or video. Happy
end-users mean the companies that pay the
CDNss are happy, which, in turn, makes the
CDN and stockholders happy. The prob-

iBeam’s control center gets content to
edge-servers around the globe,

lem is, getting the infrastructure in place is
expensive.

Today, there are four major companies
involved in the CDN market, particularly
as it relates to streaming: Akamai, Digital
Island, Activate and iBeam. Each offers its
own set of strengths and weaknesses, with
Akamai and Digital Island being the most
well-known while Activate and iBeam are
lesser known but still respected.

The question for broadcasters, as they
shop for a CDN, is deciding what they’ll
get for their investment. Activate, Akamai,
Digital Island and iBeam all provide reli
able streaming services, from live events to
archived content on demand. They also
offer an array of tools to measure audience
size, what portion of an audience is using
which type of player (Real, WindowsMedia
or QuickTime) and ad-response rates,
among others. CDNs can even determine
or predict partial audience demographics
extrapolated from area codes/dialing pre-
fixes, connection speeds and type of event.

For many broadcasters, the decision
may well come down to customer support
and depth of services. For example, Acti-
vate has focused on the application piece,
the added functionality beyond the stream,
according to Jeff Schrock, Activate co-
founder and CEO. “Things like presenta-
tion tools and event tools, where users can
present as well as send a stream,” he says.
The user experience is similar to WebEx
(which allows users to hold online meet-
ings), he explains, but streaming events
have larger user requirements because they
are archived and are multimedia-focused
as opposed to document-focused.

In addition to providing its customers with
outsourced managed streaming services, Aka-
mai offers business-intelligence tools. “It’s
reporting information that tells our customers
about what's happening on their sites, such as
bit rates or formats,” says Ray Weaver, direc-
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tor of product management for Akamai.
“Our SiteWise business-intelligence-tool
application tracks unique visitors and
where they visit or go on the site.”

As for iBeam, Gillis says the company
offers basic-distribution capabilities to
stream the content, plus the ability to tar-
get and insert ads. “It introduces new
advertising on the Internet,” he says. “We
synchronize with station automation sys-
tems [tone generators] and insert a new
stream without buffering on the client
side. It’s a pretty significant capability.”

iBeam also offers syndication tools and,
in addition, a product called Geo Agent,
allowing customers to filter programs or
streams by region or country. Digital Island
offers a similar service with Traceware. Wil-
son, however, touts Digital Island’s produc-
tion experience. “Streaming media starts
with a camera crew,” he says. “You have to
deliver a good interactive experience, as
well as the production.”

BUT WHY?

The biggest problem facing broadcasters
looking to stream is that streaming is not
designed for reaching untold millions in a
flash. “Streaming is not a technology
designed for mass media,” says Schrock.
“It’s about niche broadcasting.”

The question then becomes: Is there a
business in niche broadcasting? “Stream-
ing is not cost-effective enough to replace
broadcast television, radio or even news-
papers,” explains Tim Wilson, chief mar-

| Slip-sliding away... |

It has been a rough 18 months for Intemnet stocks, and those in the CON market are no
exception. Here's how the stocks of four major players have fared during that period.

- (In dollars) -
7/15/00 10/15/00 1/15/01 4/15/01 6/7/01
37.86 16.87 6.12 295 449

COMPANY SYMBOL 1/15/00  4/15/00
Activate*  CMGI 11256 71.25
Akamai AKAM 249.12  98.87
Digital Istand ISLD 84.5 3486
iBeam IBEM N/A N/A

28.68  12.62

78.86  51.00 29.06  9.45 9.64

6.03 247 3.36
1231 562 237 04 07

*Activate is majority-owned by CMGI, whose stock price is quoted here. N/A=not available

keting officer, Digital Island. “It’s not a
replacement. Unlike television, as you scale
the audiences, the cost structure goes up.”
Weaver says that the power of streaming
media is the ability to combine it with other
elements and make it interactive. Akamai
has a number of services to offer its cus-
tomers, which reside on its worldwide net-
work of servers designed to speed the flow
of Web information directly to end-users.
Noteworthy television customers include
MSNBC.com and E! Online.
“Broadcasters need to look beyond
[streaming] and ask what are the new
technologies on the periphery that they
need to be aware of and have on their
radar screen,” says Sean Badding, vice
president and senior editor for The
Carmel Group, an industry analyst firm
that looks at DBS and broadcast video.
The key, along with new technologies, is
getting to a level of critical mass that

makes streaming media attractive not only
to viewers but to advertisers. Tom Gillis,
senior vice president and general manager
of entertainment services at iBeam, says,
“There’s just not enough streaming ads
being sold on the Internet to fund the
whole market.” And that is from someone
at a company that has served more than
1 billion streams and 50 million ads.

So what will key the growth? Digital
Island’s Wilson believes the growth of
streaming media is tied to five primary dri-
vers: ad insertion and profiling engines,
payment systems, digital asset manage-
ment, cost to transmit, and the user’s abil-
ity to receive the stream.

“We're in the second inning of a long
ballgame,” says Wilson, adding that Digi-
tal Island will see its network expand
when the global telecommunications com-
pany Cable & Wireless’ $340 million
acquisition of DI is completed. @
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What does a CDN get ya?

Once you sign on with a
CDN, what do they offer, and
what's the relationship like?
The first step is getting
the content to the CDN. For
iBeam customers, that
means either through satel-
lite or via a private connec-
tion. Once iBeam receives
the raw feed, it encodes the

data in real time. After
encoding is complete, a URL
link is assigned to access
the content, and the
customer then puts the URL
on his/her site that links
back to iBeam's network,

As for an estimate on cost,
iBeam charges for the
amount of data that is trans-

ferved on the network,
referred to as MBT for
megabytes transferred. Acti-
vate reports a similar cost
structure for live and on-
demand content. For cor-
porate Webcasts, pricing can
vary but is substantially
lower than dial-in conference
calls. —A.H.
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Ready, aim, stream

Ad-insertion technology looks to turn streaming content into a flood of revenue

By Carl Lindemann

Inserting ads into programs is
old hat in the TV and cable
world. But the concept takes
on new dimensions when
applied to streaming media.
Rather than just feeding different ads to

different station or cable signals, the abil-
ity to direct ads to individual streams
transforms targeting capabilities for mar-
keters.

It's obvious that this goes beyond sim-
ply adding value to advertisers. It also
allows consumers to receive highly cus:
tomized content.

And today, the streaming-audio indus-
try stands ready to roll out the technology
and techniques for its burgeoning audi-
ence. How radio streamers succeed here
will also yield invaluable lessons as video
streaming takes off in the years ahead.

For Kevin Mayer, chairman and CEO
for Clear Channel Interactive, ad insertion
will socon add a new dimension to Internet
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ad sales for his parent company’s 1,170
radio stations. “Historically, the industry
has been able to charge much higher rates
for local over national ad sales because of
the one qualification: the attractiveness of
a particular local audience,” he says.
“That’s why local radio has been much
more valuable in terms of a cost-per-thou-
sand basis than network radio.”

Ad-insertion technology takes this to
another level. Mayer adds, “Streaming
media will not only be able to differentiate
location but also a lot of other very impor-
tant attributes for advertisers, including
demographics, past spending habits,
demonstrated preference for certain Inter-
net sites or music types. Once you start
expanding the ability to target, that in-
creases value to advertisers.”

Over the past few ycars, numerous
providers of streaming-ad-insertion tech-
nology have sprung up to meet the antici-
pated demand for services. Los Angeles-
based Hiwire has taken a leading position

after cutting a deal with Clear, NetRadio
and MusicMatch.

According to Hiwire CEQ Warren
Schlichting, ad insertion overcomes what
has been seen as a fundamental problem
in the business of bringing broadcasts
online. “From a broadcaster’s perspective,
you have the ability to access the world,”
he says. “But that gives you an audience
that’s nearly worthless to advertisers. How
do you gather the audience and ad avails
to make for meaningful opportunities?”

What’s particularly problematic today is
that individual radio stations may have only
a small number of streaming listeners at any
given time. Taken alone, such small audi-
ences are under the radar for advertisers.

“Ad insertion allows that inventory to be
aggregated, sorted into meaningful piles,”
adds Schlichting. “We perform an alchemy
that tums worthless ad avails into something
more valuable than the inventory would
have been on traditional radio or television.”

The power becomes apparent when
applied to something on Clear Channel’s
scale, according to Mayer. “It becomes irrel-
evant where you get the audience. You pull
it together so that it's big enough for adver-
tisers to make a meaningful buy,” he says.
As the audience grows, things change from
making the most of limited listeners to mak-
ing more from advertisers. “Ideally, you
start with a large audience and slice it into
the smallest component parts,” he says.

“Qur clients tell us the most important
thing is the signal,” says Philippe Generali,
president of RCS Worldwide. “You have
to respect, not butcher, that signal. If you
cannot do that, you won't get any audi-
ence. You want a single stream uninter-
rupted with clean segues every time.”

RCS is making its play in ad insertion
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with the benefit of an established reputa-
tion for developing broadcast scheduling
systems.

Others are entering this business from
the Internet side. “We’ve become experts
in this area by acquiring companies with
in-depth knowledge of the different on-air
systems for radio,” says Mike Leo, product
manager at Real Broadcast Network.

This, added to RBN’s understanding of
the Internet as a platform for streaming
media, allows for seamless integration.

“We fine-tune the network to account for
the congestion at certain points. Add a

proper buffer, and you get a better experi
ence,” he adds. Another complication is the
variety of formats contending for dominance.

“It gets to be quite complex,” says Shrey
Battia, senior director of advanced stream-
ing applications at iBeam Broadcasting, a
streaming solutions provider. “You want to
make your content available not only in
different formats but at different bitrates
within each format. Take one 15-second
ad and encode it at four different bitrates
in three formats—that’s 12 pieces of con-
tent to manage and insert intelligently.”
The mark of success, adds Battia, is mak-

z Streaming video awaits the flood

THE TECHNIQUES used for ad insertion in audio streams could work just as well with video.
Still, it may be years before it is applied there. Dick Wolf, creator and executive producer of
Law & Order and its related properties, predicts this will revolutionize the industry.

“When full video streaming becomes a reality via broadband, it is going to change the en-
tire economic model of free television, which is free only because it's a life-support system
for commerdials,” he says. “The ‘one box' broadband universe will render the traditional

‘CPM’ apparently obsolete. Advertising will be micro-targeted to give sponsors a ‘cost per

1

consumer.”

tent.

Dick Wolf believes
video streaming
via broadband
will revolutionize

In today's low-bandwidth environment, online audio is far more com-
pelling to mainstream audiences. Streaming-video viewing is so small
and select that it is better for advertisers to simply make buys by con-

Jim Keplesky, vice president of advertising sales for the ABC-branded
properties of the Walt Disney Intenet Group, sees this in action. “Take
This Week With Cokie Roberts and Sam Donaldson. The clips on the site
tend to attract those with broadband connections, typically top-tier
professional/professional-manageriat types. It's already a highly

targeted audience,” he says.
“We're still finding that our best use of targeting today [in streaming
video] is editorial rather than demographic,” says Susan Schickhofer, New York media direc-

the industry.

tor at OgilvyOne. "It comes down to price. The premium [for ad insertion] has to do better
than the targeted editorial we can get elsewhere.”

She recalls other high-tech targeting that failed. “It happened in print [advertising] with
selective binding. There was a big push for personalizing inserts based on demographics.
That added all kinds of cost layers. In the end, if you were meant to be in the book, it was
better just being in the book rather than doing the expensive selective-binding process.”

Michete Pelino, director of the Interet Market Strategies Team for the Yankee Group, a
Boston-based business research firm, predicts such targeting will come to video streams
eventually. More than that, it also points to the future of interactive television. “You need to
start trying these out in the PC world. Streaming-media ads are about as similar to iTV as

anything you'll see right now.” —C.L
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ing this transparent to the end user.

Another crucial piece in the puzzle is
market intelligence. Streamers need to col-
lect information about the audience to tar-
get it properly. Even with the concerns for
maintaining privacy online, the profiling
needed to create an effective database does
not have to be intrusive.

“There are ways to get info to make ads
relevant that protect people’s privacy,” says
Ebrahim Keshavarz, vice president of
product and business development at
DoubleClick TechSolutions, an online
database marketing firm. “We make sure
our systems respect privacy from the
design element phase.”

Still, hypersensitivity over privacy may
make it difficult to achieve the same results
seen by using similar techniques in other
industries.

“You've got a double standard now,”
says Hiwire’s Schlicting. “Credit card com-
panies have never been held to the same
standards that online businesses face.
Credit card companies know who we are,
where we live and what we buy. They know
amazing amounts of information about us.”

Other programming elements can be
added to match individual preferences and
interests. “We can give you the local
weather, your local news, everything
needed to make a nerwork feed feel like a
local feed,” says Tom Des Jardin, president
and CTO of Lighteningcast, an ad-inser-
tion service provider.

For all the doubts about newfangled
Internet ventures, ad insertion is really a
hybrid of tried-and-true traditional busi-
nesses. [t marries target marketing and
broadcasting. Now that the technology is
in place to make this practical, it makes
sense to combine them. In fact, it should
already be widely deployed.

What's the holdup? Contusion and con-
troversy over rights and fees for bringing
content online has, for the moment, put
most streaming-radio broadcasters on
hold. Despite the delay, streaming-ad-
insertion technology is set to prove itself in
the next few months. In the long term, it
could define the online media industry. B
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Broadcast TV

Vince Giannini, director,
finance and administration,
KTLA(TV) Los Angeles, joins
WPIX(TV) New York, as sta-
tion manager.

Stan Cramer, manager, Call
Jor Action, KCTV(TV) Kansas
City, Mo., retired from the sta-
tion on June 15.

Chuck Allenstein, systems
engineer, Journal Broadcast
Group, Milwaukee, promoted
to director, information
technologies.

Lloyd Bucher, account
executive/Internet sales man-
ager, KYW-TV Philadelphia,

named local sales manager.

Programming

Bill Brand, VP, programming
and production, VH1, New
York, named senior VP, reality
programming, Lifetime
Television, New York.

Alan Stemfeld, chief con-
tent officer, EVEQ, San
Francisco, joins Litetime, New
York, as senior VP, planning,
scheduling and acquisitions,

Tom Russo, senior VP,
long-form programming,
Paramount Network

Lloyd Bucher

Television, Hollywood, Calif.,
named senior VP, current
programs.

Kim Rosenblum, VP, cre-
ative, TV Land, New York,
promoted to senior VP, cre-
ative group.

Joella West, scnior VP,
business and legal affairs,
Lions Gate Television, Los
Angeles, joins Comedy
Central, Century City, Calif.,
in the same capacity.

Elizabeth Porter, producer,
Primetime Glick, Los Angeles,
named VP, alternative pro-
gramming, USA Network, Los
Angeles.

Johanna Baldwin, indepen-
dent writer/producer,
London, England, joins
TRIO, New York, as director,
creative development.

David Cordova, VP/GM,
WSNS(TV) Chicago, joins
Blast Television Productions,
Chicago, as VP/partner.

Diane Keating, executive
VP, international television
sales and distribution, New
Line Cinema, New York, joins
Crown Media Holdings, Inc.,
New York as senior VP,
worldwide distribution.

Alan Sternfeld
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Bonnie Clark, director, cor-
porate affairs, QVC, West
Chester, Pa., named senior VP,
marketing.

Wooten Lee, director, PR
and media relations, E!
Networks, Los Angeles, joins
UPN, Los Angeles, as VP,
media relations.

Nancy Newman, director,
marketing and communica-
tions, Fox Sports Net,
Chicago, named VP, integrat-
ed marketing, Rainbow Sports
Networks, Chicago.

Randi Goodman, director,
domestic licensing and mer-
chandising, New Line Cinema,
New York, promoted to VP.

Steven Blechman, sales
manager, CNBC
Syndication/Wall Street
Joumnal Television, New York,
to Bloomberg Television
Syndication Division, New
York.

Technology
Dennis Oppenheimer, senior
VP, entertainment,
Mediumd4.com, New York,
named executive VP, vTrail,
New York.

Ted Korte, manager, soft:

Kim Ronsenblum

ware engineering and develop-
ment, Broadcast
Communication division,
Harris Corp., named director,
engineering, Harris
Automation Solutions,
Sunnyvale, Calif.

Michael Pirrone, group
leader, Geo Video Nerworks
Inc., New York, joins Net
Insight Inc., New York, as
executive director, media.

Richard E. Johnson, VP,
advanced development,
EchoStar Communications
Corp., Englewood, Colo.,
joins iSurfTV, Sunnyvale,
Calif., as member, technical
advisory board.

Advertising/Marketing/PR
Richard A. Pike, director,
accounts and media services,
Buckley/Friedman Marketing
Communications, Costa Mesa,
Calif., joins Inter/Media(CQ),
Encino, Calif., as senior
VP/media director.

Mel Hamrison, VP, business
development, Pittard Sullivan,
Culver City, Calif., joins
Taffetdesign Inc., Santa
Monica, Calif., in the same
capacity.

Diane Keating
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Tanya Braidman, account
manager, Katz Marketing
Dimensions, Chicago, promot-
ed to manager.

Bill Froelich, co-founder/
COO, Elevated Ads Inc.,
Dallas, joins Katz Hispanic
Media, Dallas, as sales
manager.

Mary Tyrrell, graduate, SI
Newhouse School of
Communications, Syracuse
University, New York, joins
MayoSeitz, Blue Bell, Pa., as

assistant media planner.

Associations/Law Firms
Earle Jones, VP/GM,
Comcast, Washington, adds to
his duties, chairman, The
Cable Telecommunications
Associations of Maryland,
Delaware and Washington.
Edward T. Reilly, presi-
dent/CEO, American
Management Association,
New York, named chairman,
The Ad Council, New York.
Appointments at Cable
Telecommunications
Association for Marketing,
Alexandria, Va.: Jinling L.
Elliott, director, loyalty and
incentives, Knowledge

Richard A. Pike

People
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Networks, Washington, joins
as VP, research; Jill
Wintringham Kennedy, direc-
tor, education, American
Public Power Association,
Washington, joins as director,
professional development.

Allied Fields

Douglas Roberts, VP, sales
and strategic markets,
Captioneering/Visual Data
Media Services, Burbank,
Calif., promoted to COO.

J.L. Gates, executive
VP/COO, National
Captioning Institute,
Washington, promoted to
president/COQ.

Sal DiMatteo, CFO, Pacific
Ocean Post, Santa Monica,
Calif., named CFO, National
Mobile Television, Torrance,
Calif.

Rick Linton, account exec- |
utive, Associated Production |
Music, Hollywood, joins |
Megatrax Production Music,
Hollywood, as director, sales
and marketing.

P, Lianor Alleyne
palleyne@cabners.com
212-337-7141

Mel Harrison |
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Obituaries

Gary ]. Maher, 45, founding president of the Cable Television
and Communications Association of Hlincis and long-time lob-
byist for the industry in the state, died of a heart amtack Sunday
at his home in Ok Parle. His lively personalivy made a scrong
advocate for cable companies since the time he started the asso-
clation at age 0. One of his major achievernents was tw help
—P]. Bednarski

Much respected comedy writer Terry Ryan: died in New York at
74, The cause wis conpestive heart failure. He started writing on
&Fmdﬁﬂﬂimﬁuh_auﬂtwm Emmmys for The Phdl Silvers
Show (origimally rited Yool Never Ger Righ) in 1935 and 1957
and was nominated for another for Car 54, Where Are You? in
1962, Oither television credits indude The Awner Sotherm Show
and The Std Caesar Shore, —Beairice Williums-Bude

O P E N M T K E

BEGGING TO DIFFER

EDITOR: We took issue with John Higgins' piece “Five Blind Mice” (June
11) for two key reasons and, in fact, don’t believe TNN should even have
been in the story. First, our ratings are up, not down, and, second, we do
not consider TNN part of the same general-entertainment “bucket” as the
other channels in the story.

To begin with, TNN has experienced a 47% growth in ratings this year
among our core 18-49 demo, hardly, in John Higgins’ words, “a little
stronger.” New programming, clever packaging, strategic scheduling and
the addition of WWF programming all contributed to that increase.

That kind of dramatic growth over just nine months suggests that TNN
is beginning to connect with a new and desirable audience, and we're just
getting warmed up. Our first original programs debut in August, the bulk
of our acquisitions join the schedule in the fall, and we continue to
evolve our brand. As MTV Networks has done so successfully for the past
20 years, we are creating a brand identity that starts with our audience
and builds from there in order to encourage loyalty and build affinity.

As far as we can tell, that strategy is worlds apart from the path Mr.
Higgins suggested we are taking.

—Diane Robina, executive vice president and general manager, TNN
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Surviving to win again

FIFTH

ESTATER

After stormy (BS’ seas, Dalton shows living well’s the best revenge

hen senior-level TV executives are asked how they got
their lucky breaks, they often say they “fell” into the
business, suggesting that hard work had nothing to do
with it.

Admittedly, the first job that Robb Dalton, now president of pro-
duction/distribution company Fireworks Television, scored in broad-
casting was a big-time accident. At just 14 years old, he was trans-
formed from assistant into full-fledged disk jockey at 2 Nebraska radio
station the day a DJ unexpectedly suffered a nervous breakdown.

But ever since that moment—“What are our options?” he recalls
asking the station engineers. “We don't have any, other than you
starting in,” they replied—Dalton has proved that hard work has
lots to do with finding TV success.

Accomplishments since his early radio days include writing best-
selling self-help novel Lifeplanning, surviving the CBS/Viacom merg-
er; and, at Fireworks, helping give VH1 its first original series: Pulling

the Strings, executive-produced
by Barbra Streisand, should
debut next year.

Dalton says the “the water-
shed moment” in his drive to
rack up such career credits hap-
pened when his father died while
Dalton was stll in his teens.

Spinning tunes on the radio
“was sort of fun and a hobby.
But now it suddenly became
important,” recalls Dalton, who
kept his radio job while major-
ing in broadcasting at Wayne
State College. “I was the oldest
son, and this was now a way to
make money.” Not one to slack
off, he graduated summa cum
laude in 1975 and later
obtained an M.B.A. from the
University of Nebraska.

He became head of ABC-
affiliated  Kansas

stations

KAKE-TV, KLBY-TV and
KUPK-TV, where he was “the
general-manager pest for ABC.
I would constantly send the
network ideas for sitcoms.”

But ABC always shot down
his pitches, including one that
revolved around people work-
ing at a TV station. The net-
work’s usual reply: “What do
you think you’re doing? You're
the station manager!” he re-
members.

However, when he scored his
first major achievement with his
book Lifeplanning, now in its
10th-plus printing, Dalton knew
there was a market for his ideas.
From 1986 to 1994, he steered
his own production company,
Pinnade Entertainment, which
produced 19 series, including a
PBS Masterpsece Theatre project

Robb E. Dalton
President, Fireworks
Television

B. July 2, 1951; B.A., broadcast-
ing and history, Wayne State
College, 1975; M.B.A., University
of Nebraska, 1977; vice presi-
dent and generat sales manager,
WOWT-TV, 1977-81; president
and general sales manager,
Kansas Television Network
{KAKE-TV, KLBY-TV, KUPK-TV),
1981-86; president, Pinnacle
Entertainment, 1986-96; senior
vice president, programming and
development, CBS Enterprises,
1996-2000; current position
since August 2000; divorced

starring James Earl Jones, Signs
and Wonders.
Eventually, Pinnadle sold off

its publishing and TV properties, |

and Ed Wilson, now president of
NBC Enterprises, recruited Dal-
ton as a consultant to his syndi-
cation company, MaXam Enter-
tainment. When MaXam was
acquired by CBS in 1996, Dalton

landed the position of senior vice
president, programming and
development, at CBS Enter-
prises. His fondest memories of
his time there include hammer-
ing out TNN’s first original
scripted series, 18 Wheels of
Justice, developing James Bro-
in’s Pensacola and nailing clear-
ances for the syndication of
Everybody Loves Raymond.

Dalton stuck with CBS
through 1999, the year it was
rocked by two mergers: its
acquisition of King World in
April and its own purchase by
Viacom shortly thereafter.

But Dalton “loved every
minute” and sees his time at
CBS as “the cherry on top” of
his career. “We got to create
shows!”

He points out that he is now
president of Fireworks, Wilson
is head of NBC Enterprises, and
another CBS colleague, Bob
Cook, runs Twentieth Tele-
vision: “So we all did fine.”

Wilson agrees, noting, “Robb
is the guy who's always looking
for a better way of doing things.”

At Fireworks, he is jointy
producing with Miramax A
Wrinkle in Time, a $20 million
miniseries slated to air next year
as part of the ABC's Wonderful
World of Disney franchise.

Also, Dalton—who reports
to Jay Firestone and Adam
Haight, chair and entertain-
ment president, respectively, of
the Canada-based Fireworks—
will be involved in the fall 2002
launch of the syndicated hour
Mutant X, with partner Trib-
une Entertainment. B

—Susanne Ault
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Classifieds

PRODUCERCAREERS ]

Explore your opportunities at:

SBE5

SINCLAIR BROADCAST GROUP
B Il Tl SE SR ST

Sinclair Broadcast Group, Inc. owns or programs 62 TV stations
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 technology, programming,
sales. We seek the one element which gives us the edge on the
competition and the power to stay on top - the best people in the
business. If you're looking for a position in the broadcast indus-
try at any level, chances are we have the perfect place for you.
Some of our current vacancies include:

O Senior Producer - Baltimore, MD

O Weather Anchor/Reporter - Raleigh, NC !
O Sports Anchor/Reporter - Raleigh, NC

O Commercial Producer - Champaign, IL

O Assistant Chief Engineer - Norfolk, VA

O Sales Manager - St. Paul, MN

O Account Executives - Various Locations

O Master Control Operators - Various Locations

www.sbgi.net

Sinclair is proud to be an Equal Opportunity Employer and a Drug-Free
Workplace. Women and Minorities are encouraged to apply.

promotions, and

| MANAGEMENTCAREERS ]

[ CAPTIONSERVICES |

— |

LOS ANGELES BUREAU CHIEF
Top television management position available.
Magazine-show writing and production
experience a must; management experience
preferred.

Please fax resumes to (202) 204-2607

| CLOSEDCAPTIONINGSERVICES |

. _
higital Captioning
and Subtitling |

2-3566
TXAM N IMA X

{ VIDEOPRODUCTION

VISUAL AUDIO CAPTIONING, INC.
provides
Superior Quality Reai-Time Captioning
Excellent Service
Competitive Rates
www.visualaudiocaptioning.com
703-278-9110

VIDEO TECHNICIAN
PRNideo Production Co. has F/T position in our
Post Prod. Dept. Duties: running master control,
dubbing of video tapes, tape op for sateliite
uplinks, internet video mgmt, etc.
DWJ TV, Attn: Karen
1 Robinson Lane, Ridgewood, NJ 07450
Fax 201-445-0991

EXECUTIVE PRODUCER

Twin Cities Public Television seeks an experienced
Executive Producer 1o join its National Production
team. TPT is located in the culturally rich Twin
Cities of Minneapolis and St. Paul and has a repu-
tation for bringing innovative, high quality programs
to public teievision. From Hoop Dreams to Liberty,
from Newton's Apple to American Photography,
TPT's National Production Department has pro-
duced a wide range of successful programs for
public television.

Candidates should be capable of developing,
fundraising for, and overseeing a wide variety of
projects, including high-end specials, weekly series
and mini-series. Experience with public broadcast-
ing is preferred but not required. Candidates,
should have a proven track record in producing for|
television. Highly competitive salary and benefits
package. Please send resumes and sample tapes
to National Productions, TPT, 172 East Fourth
Street, St. Paul, MN 55101. www.lpt.org

MARKETINGCAREERS ]

OPPORTUNITIES AT INTELSAT
Manager, Video Market Planning
Under direction of the Business Line Manager,
Broadcast'Video, you will lead Intelsat's strategic
markel planning activities for the broadcastivideo
business line serving international television cus-
tomers. Responsibiliies include identifying target
markets and service opportunities, pricing, distribu-
tion channels, communication, and promotion pro-
grams to meet strategic, financial, and markating
goals. Regular interaction will be needed across all
areas of the organization. Position requires a degree
(MBA a plus) plus minimum seven years of broad-
based market analysis experience with proven abili-
ty to measure, evaluate, and develop market under-
standing. Knowledge of sateliite TV broadcast and
distribution services, transponder leasing, and tech-
nology/operations is highly desirable.
Product Manager, Video
The successful candidate will develop, implement,
and manage the video product line to maximize
market penetration, revenue, and profitability.
Duties will include market assassment, product
strategy and positioning, sales forecast and goals,
pricing recommendation, procasses, and research
and promotion. You will manage the product life
cycie and recommend and impiement product
strategies to achieve and exceed goais and satis-
fy customer needs. Requiremenis include a
degree (MBA preferred) plus a minimum four
years of broad-based high-tech experience includ-
ing two years in product management in the tele-
com or broadcasting industry.
In addition to enormous challenges, opportunities,
and a diverse cross-cultural environment, intelsat
offers the best benefits in the industry, including an
on-site day care center, credit union, cafeteria, and
fitness center.
To e-mail your resume, please click on Marketing
Jobs via our website at www.intelsat.com.

5 Y .tvinsite.com/
- broadcastingcable
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NEWSCAREERS

~ Classifieds

| FORSALEEQUIPMENT

1

NEWS DIRECTOR
Fox 59, WXIN-TV seeks a News Director to devel-
op and execute strategies designed 10 make the
station’s news product the audience leader in the
Indianapolis market. We have a live, weekday 3-
hour local moming news show and a daily haif hour
10PM newscast. Position oversees day-lo-day
newsroom operations, staffing and supervision of
the News Department. Creates annual departmen-
tal operating budget and ensures compliance with
approved budget. Responsible for compliance with
all local, state and federal laws. Requires an under-
graduate degree in communications, journalism or,
equivalent related experience and a minimum of 5
years TV news management experience in a small
to medium market. Successful candidate will be an
excellent leader and motivator with results crienta-
tion and a proven track record. Strong crganiza-
tional and communication skills are essential. Must
be able to manage a large staff effectively in a
deadline-oriented environment while interacting in a
positive, proactve manner. If interested, pi

following no later than July 20, 2001:

COMPLETE 94 CHANNEL CATYV SYSTEM FOR SALE

Equipment to support a complete advanced analog CATV system, currently located in
Connecticut, is available for sale (excluding distribution plant) either in whole or in sub-groups of
related equipment. All equipment to be removed from seller’s location by buyer. Sale includes
TVRO site (dishes and receivers, but excluding real estate); complete 94 channel headend (stereo
generators, routers, modulators and more); a Subscriber Access Systems (Scientific Atlanta
("SA™) Subscriber Access and Control Systems ("SACS") and new and used set-top boxes (both
S.A. 8510X addressable set-tops and non-addressable set-tops)); 36 channel commercial insertion
system; distribution hubs (upconventers, emergency alert system, switching and more); local dis-
tribution equipment (non-intrusive monitoring system, PE.G insertion system and return path
splitting/combining subsystems for two-way functionality)and monitoring/control room assets.

To obtain bidding information, including a description of the assets, please direct inquiries to the

Mr. Michael Pappas, Area Manager - Supply Line Logistics, SNET - RDC
25 Research Parkway, Wallingford, CT 06492-1927.
203) 949-7979. mp2618 @sbc.com
All inquires welcome.

rush resume with cover letter stating position
desired, referral source and salary history to
Human Resources, WXIN, 1440 N, Meridian St.,
Indianapolis, IN 46202 by June 22. EOE.

WEEKEND METEOROLOGIST/WEATHER
PRODUCER
Weekend kateoriogisiVesiher Producer for #1
ABC station in lovely southwestem hi-tech city.
Minimum 3 yeas experience. Meteorclogy degree
required. Send tape and resume to Director of
Human Resources, KTUL, LLC, P O. Box 8, Tulsa,
OK 74101. We are an Equal Opportunity Empioyer.

MORNING NEWS EXECUTIVE
PRODUCER

WPXI-Pittsburgh is looking for an aggressive, cre-
ative newsroom leader in a highly competitive mar-
ket. We need a moming newscast executive pro-
ducer who can take a number one newscast to an
even higher level. Strong organizationai and peo-
ple skills are a must. We need a strategic thinker
who understands research and can communicate
and execute a vision. Management experience
preferred. 3-5 years producing experience and a
college degree is required. Send tape and resume
to: Patrick Maday, Asst. News Director, WPXI-TV,
11 TV Hill, Pittsburgh, PA 15214. WPXI-TV is an
equal opportunity empioyer.

GUEST COORDINATORS
Guest Coordinators wanted for nationally syndi-
cated dating show. Candidates should be experi-
enced in recruiting potential talk show guests and
have excellent communication skills. We are look-
ing for candidates in the New York City and Miami

A VIRTUAL STEAL
ON A VIRTUAL SET!!

Your chance to move up to a Virtual Set just
became Reality! You can now own one like
“brand new" for a fraction of the cost of a new
one. The present owner purchased this item less
than two years ago, and it's not applicable to
their needs as a "Live News Set".

It's an "ORAD CYBER SET O", and it's available
on short notice. This top of the line unit contains
all components: Main server, processor,
Network hub, tracking computers, LED cameras,
keyboards, monitors, cables, etc. Price: Only
$150,000. Contact BNB Communications,
Chicago, IL at 312-266-6484, Fax 312-266-6488,

| TECHNICALCAREERS |

TECHNICAL DIRECTCR

KSTP-TV, the ABC affiliate in Minneapolis/St. Paul
has an opening for a technical director for our
moming newscasts. We've got the gear - Sony
DVS-7350 with DME-7000, new Pinnacle Thunder,
Lighting, and FX Deko. This is a great opportunity
for a smaller market director looking for the oppor-
tunity to grow. Send non-returnable VHS tape,
resume and cover letter to Human Resources
Department, KSTP-TV Job #65-01 3415 University
Avenue, St. Paul, MN 55114 Fax: 651-642-4314
Email: apply @ hbi.com No Telephone Calls Please
AN EQUAL OPPORTUNITY EMPLOYER

or email bnbinc @hotmail.com.
| SALESCAREERS B
MARKETING ACCOUNT EXECUTIVE
WABC-TV, New York is looking for an experienced
marketing/promotions salesperson respensible for
new business development. Must be an organized
self-starter and creative thinker with good client
contacts, great prospecting and presentation skills,
and the ability to sell local television/'web cam-
paigns and promotions. Television/Radio/lntemet
experience a plus. Please send cover letter &
resume to: Khorshield Nusratty, Marketing Director
WABC-TV, 7 Lincoin Square-5th ficor, New York,
NY 10023. No phone calls, e-mails or faxes
please. We are an Equal Opportunity Employer

TV SALES CERTIFICATION!
ADD VALUE TO YOUR CAREER!

areas. Please send resume to: TV Show, 245 8th PaELE (O
Avenue, P.O. Box 111, New York, NY 10011 www.MadiaRecruiter.com
NATIONAL SALES MANAGER FIND ACCOUNT EXECUTIVES!

Group Owned WRSP-TV and WCCU-TV in
Springfield and Champaign, lllinois are seeking
an exceptional, highly motivated individual to
aggressively market our stations. Prior rep expe-
rience desired. Contact John Newcomb, WRSP,
3003 Cld Rochester Rd., Springfield, IL 62703.

Sales Managers!

Marketing - Research - Traffic
Production Pros!
www.MediaRecruiter.com
$295 Total Fee - 303-368-5900
50,000 Sales Pros see your ad monthly!

An ad here could
bring you

the perfect job
candidate.

Contact Kristin Parker at

kbparker@cahners.com

or Neil Andrews at
nandrews@cahners.com
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FORSALE

Classmeds

2001 Ad Rates

[ AM RADIO STATION FOR SALE
One AM Radio station for sale in a growing mid-
western market serving metro St. Louis, MO and
Southern lllinois. $700,000 or Best Offer.
Aftention: Judy
HERE'S HELP NETWORK
P.O. BOX 473, St. Louis, MO 63166

Dream

— = ¢

Classified Display Ads

Email: knic24judy @ hereshelpnet.org

| SITUATIONS |

RADIO STATIONS WANTED
Good, all-around broadcaster. 50 years
experience. Seeks to re-enter broadcasting.
Will take an account list, plus announcing.
Prefer Sunbelt.

Call 559-635-7400

FACULTY

DIRECTOR OF UNDERWRITING AND
ADVERTISING
The University of Indianapolis radio station,
WICR, and student newspaper, The Reflector,
has an opening for a Director of Underwriting
and Advertising. The director oversees develop-
ment of the radio station and the newspaper by
generating revenue through implementation of
sales and marketing efforts and will mentor stu-
dent promotion/development director and stu-
dent business manager. A bachelor's degree is
required with preference given to marketing,
sales, broadcasting, journalism or a related field;
three or more years of experience in underwrit-
ing, advertising, or broadcast sales development
is desirable. Compansation includes salary plus
commission with university benefits. Applicants
should send a cover letter, resume and names
and addresses of three references to Shirley
Wilson, Director of Human Resources, University
of Indianapolis, 1400 East Hanna Avenue,
Indianapolis, IN 46227-3697. Accepting appli-
cations through July 1,2001. The University of
Indianapolis is an Affirmative Action/Equal
Opportunity Employer. ‘

| If it has anything at all to do

with Cable Television or

the Telecommunications
Industry...

B&C is the place to be!

Put your company a step
ahead of the competition.

Call today to place an ad! |
617-558-4532
| or 617-558-4481

_

Afttorney (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.ccrcollect.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 CaltWrite:

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: cer @ccreollect.com

$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

I_EQ@LE‘: UIPI

ads for posting on:

BEAT THE BUDGET.

For dubs, demos, auditions and work tapes our recy-
haf the cost of new. All

- Q.rhsﬂ:ﬂ www.tvinsite.com

For information
on advertising, contact:

Kristin Parker - 617.558.4532
Neil Andrews - 617.558.4481

R Fax - 617.630.3955
Upcoming Special Features
Issue Date ¢ Show Distribution {Location) e+ Ad close date
7-9-01 o TCA Tour {Pasadena) * 6-29-01
7-16-01 ¢ New England Cable (New Port) * 7-6-01
7-23-01 o CTAM (San Francisco) ¢ 7-13-01
7-30-01 + SBCA (Nashville) e 7-20-01
9-10-01 e PCS 2001 (Los Angeles) * 8-31-01
¢ |IBC (Amsterdam) * 8-31-01
o RTNDA (Nashville) * 8-31-01
9-17-01 * Mid America (Kansas City) ¢ 9-7-01
* NAB Radio (New Orleans) * 9-7-01
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Classifieds

I - Q Ny, RN
, —— CARL T JONES — COHEN, DIPPELL AND EVERIST, P.C. |
du Treil, = === CORPORATION == LOHNES AND CULVER N CONSULTING ENGINEERS.
Lundin & 8 CONSULTING ENGINEERS Domestic and International Communications
LG ENEINCEE CONSULTING ENGINEERS Shooll 837

Rackley, Inc.

Surasota. Florida
941.329.6000 WWW.DLR.COM
Member AFCCE

7901 Yarnwoud Court
Springficld, Virginia 22153
(703) 569-7704 fax (703) 5696417
MEMBER AFCCE www _ctjc.com

8309 Cherry Lane
Laurel, MD 20707 4830
(301) 776-4488
locul@locul.com

Since 1944 Member AFCCE

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

John F.X. Browne

& Associates

A Protessional Corporation
Member AFCCE
BROADCAST/TELECOMMUNICATIONS

Bloomfield Hill:. M1 Wwashington, DC
248.642 6226 T 202.293.2020
248.842 6027 (FAX} 202 293 2021

www.txb.com

HAMMETT & EDISON, INC,
CONSULTING ENGINEERS

Box 280068
San Feanclsco, California 94128

707/996-5200
202/396-5200
www.h-e.com

CARL E. SMITH
CONSULTING ENGINEERS
AM FM TV Engineering Consultants

Complete Tower and Rigging Services
~Serving the broadcast ndustry
far over 60 years
Box 807 Bath. Chlo 44210
(330) 659-4440

Denny & Associates, p.C.
Consulting Engineers

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

Munn-Reese, Inc.

Broadcast Engineering Consuttants

P.C. Box 220
Coidwater, Michigan 49036
Phone: 5617-278-7339

{

Mullaney Engineering, Inc.
Consulting Telecommunications Englneers

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

Mulliple Sateilites .

o], 13
Antenno

480.844 850¢
www.glei.net

Executive Recruitment
Staffing—Freelance & Fulltime
Camera Crews Nationwide
Payroll Services Nationwide

com

www.maslowmedia
202 965 1100

t

TOWER/ANTENNA CONSULTANTS

NATIONWIDE TOWER COMPANY, INC.

ERECTIONS * DISMANTLES * ANTENNA * RELAMP
ULTRASOUND * STRUCTURAL ANALYSIS * PAINT
INSPECTIONS * REGUY * ENGINEERING

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

24 HOUR EMERGENCY SERVICES AVAILABLE!

.Tl'nkgy ms .M‘ .m
*» Transmitters: Analog/Digital

LeBLANC Broadcast Inc.
Ray Camaovaie President

Tet: (303) 685-5016  Fax: 665-8805

@ LBANC. LARCWN

.
b bosal Lonsule s

Towers and Antenna Structures
Robert A, Shoolhred, PLE.

HATFIELD & DAWSON

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

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

MEMBER AFCCE

Cavell, Mertz & Davis, Inc.
Engineering, Technology
& Management Solutions

}\X\‘

10300 Eaton Place, Sulte 200
Falrfax. VA 22030
(703) 591-0110-(202) 332-0110
Fax (703) 591.0115
www.cmdconsulting.com
www.DTVinfo.com

101 West Ohio $1.
th Hoor
Indignopalis, I

6204
{317) 684-6754
wollacedtv@aol.com

Y ASSOCIATES

Dennis Wallace

SPECIALIZING
IN DIGITAL TELZVISION

NATIONWIOE MONITORING SERVICES, NC.
PO. BOX 1829

: o

"h%' -~ \ﬂ"“"
@ oring com
Incandescent and strobe iights, Reporting and
Solutions, HVAC, Doors, Alarms, Ganerators,
Temperature, Humidity and others
Noﬂ%ﬂm via fax, e-mall, phone, and beeper.

Reporting and/or FHing to FAA, Owner or Others.

UNIVERSAL TOWER, Inc

Manufacturer of
Self-Supporting Towers,
Guyed Towars and Accessories

#.0. Bon 276 * Henderson. Hentucky 424190276

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

1040 Merrisen Drive Yol 270-833-8181 » 270-833-1479
Charl $.C. 29403 « (843) 3774631 WWW.ANyerdbtower.com
Solve Your Advertising Puzzle
; with -y F
Broadcasting & Cable’s “ 3
Classified Ads and
Professional Cards & L i Lf_.
Services

YOUR BUSINESS CARD!

ADVERTISE THE EASY WAY WITH

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

COMMITTED TO THE FIRST AMENDMENT

Afraid of the light

Wiatching as TV tried to cover the execution of Timothy McVeigh last week with its tech-
nology tied behind its back, we were even more convinced that it was a mistake that broad-
casters and cable networks didn’t even try to get their cameras into the death chamber.

Instead of seeing the event, the culmination of a story that has had profound impact on
the nation, we were forced to listen as a parade of witnesses filtered it through their own
experience and anchors tried to compensate for their having been excluded from it.

One witness talked of how there was no more swagger in the mass murderer. The next
talked of how he remained calm and composed. Another said he believed McVeigh was act-
ing out of fear, We got numerous takes on the fact that his eyes were open at the time of
death, how he acknowledged the witnesses individually, how he gulped for air. Each witness
tried to re-create in words a picture that should, and could, have spoken for itself. In fact,
the witnesses to whom we spoke last week all said they think it should have been televised.

Broadcasters were forced to fill the airtime with cameras and correspondents placed every-
where but where the event was happening. As events important to the nation were proceed-
ing inside, anchors outside struggled to fill the void. As the execution hour of 7 am.
approached, we were being told that Larry Bird once lived in Terre Haute, or treated to the
unfortunate word choice by an analyst who rematked that the FBI had dropped 2 “bomb-
shell” with the discovery of the missing documents. If a picture is worth a thousand words, it
is worth several thousand of the kind that was filling the space left empty by the ban on video.

The ludicrousness of that blackout was driven home by our trip from the hotel room to
the convention center at the NCTA convention in Chicago last week. The McVeigh “cover-
age” was available on the hotel TV; then inescapable in the elevator, which featured mini-
screens offering CNN; then in the shuttle bus, where a monitor was tuned to Fox News
Channel. Receivers are everywhere, yet TV was reduced to a kind of video description ser-
vice because the government believes it needs to shield us from some truths, a belief to which
most TV news executives have acquiesced.

Warning sign

The jury s still out on FCC Michael Powell and content regulation, although we are rooting
for a legacy that doesn'’t include content-chilling indecency enforcement. But, meanwhile,
newly minted Commissioner Michael Copps has indicted himself as no friend of the First
Amendment. He told us that he agrees with fellow Democrat Gloria Tristani that the FCC
is not doing enough to keep America safe from broadcast indecency. Of course, Copps
claims to be a “strong disciple of free speech.” It seems that all Washington regulators and
lawmakers are these days—right before they nail you for daring to practice it.
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BROADCASTING SABLE

www.broadcastingcable.com
Harry A. Jessell/Eotror v CiEr/212-337-6964
P.J, Bednarski/Eoiron/212-337-6965
Denise 0'Connor/AssocIATE PusLisuer/212-337-6961

Cannens TV Groue
Willlam McGorry/Senioe YP/212-463-6543
Lawrence Oliver/VP and Grour PUBLISHER/212-463-6544
Marfanne Paskowski/Grour Enrroniar Omecran/212-463-6581
Carol Jordan/Gaoue Ocputy Eprron/212-463-6582
William Knight/Grour Deston Oraccron/212-463-6512

EnttontaL/New Yorx
Harry A, Jessell/Eoiror n CnieF/212-337-6964
P.). Bednarski/Eoiron/212-337-6965
Stephan McClellan/Oceury Eotron/212-337-7023
John M, Niggins/Oerury Eoiron/212-337-7024
Susan Qualtrough/Manacing Eorton/212-463-6432
Ken Kerschbaumer/Assistant ManacIng Ebtron/212-337-7011
Michael Grotticelli/Senion Eoiton/518-893-3329
Richard Tedesco/Associare Eorror/212-337-7025
Allison Romano/Stars Watree/212-337-7027
Andy Grossman/Conviburing Eorror/914-633-6301
Beatrice Williams-Rude/Corr Eniron/212-337-7140
Nadia Croes/Corv Eorron/212-337-7143
P. Llanor Alleyne/EorroniaL Assistant/212-337-7341
Gerard Flynn/Eorionia Ineen/212-337-7147

Desian/New Yors
Todd J. Gast/Aer Dimecton/212-337-7017
Miguel Romera/Assistant ART Directon/212-337-7144

ERIToALAL WASKINGTER
Donald V. West/Eotron a1 Lanse/202-463-3701
John S, Eggerton/Oeryty Eoftonf202-463-3712
Dan Trigoboff/Sewton Enitor/301-260-0923
Paige Albiniak/Assistant Eorron/202-463-3708
Bill McConnell/Assistant Eotron/ 202-463-3706
Kim McAvoy/Contaisuring Eotron/540-341-4234
Elfzabeth A. Rathbun/Courmtouring E0rrorf202-463-3709
Doris Kelly/Orrice Manacen/202-463-3711

Estioniai/Les AWGELES
Joe Schlosser/Burtau Ctif/323-549-4111
Susanne M. Ault/Stars Weiren/323-965-5361

AosERTEEING Hiw YEgi
Denise 0"Connor/Associate Pustisnen/212-337-6961
Rob Payne/Nationar Sates DeveLorwent Mawacer/212-337-7022
Yvonne Pettus/REciowar SALES MaMAGER/212-337-6945
Michael Farina/REGIONAL SALES MANAGER/212-337-6941
Tamika Brown/Saies Coonninaton/212-337-6940
Dana Levitt/Manxering Seavices Direcronf212-463-6546
Georgina Sculco/Arr Ore. Caeamve Services/212-337-7154
Melissa Mitas/Creative Copywriter/212-337-7047

ARYERTISING LS AEGEL
Marcia Orcutt/AoverTIsing umcm/sizﬁs-m-uu
Erfc Low/Sates Coordtnaron/323-549-4113
Chuck Bolkcom/DIrecton 0 TECHNOLOGY AOVERTISING
775-852-1290; Fax 775-852-1291; email: chuckbolk@aol.com

ApvErtising/Asia
Yukari Medfa Inc./Masayuki Harihara
81-66956-1125; Fax 81-66956-5015

CLasigriEp AEYENTISING HEWTIH, Mass
Kristin Parker/Account Execurive/B66-258-1075
Nofl Andrews/Account Execurive/866-258-1075
275 Washington St., Newton, Mass. 02458; Fax 617-630-3955

Sandy Friedman/Seecta Eveurs € /212-663-6740
Steve Labunski/Seecias Evenrs Saces/212-889-6716
Prapscian Mis Yoks
Lufs Mendes/Proouction ManaGer/212-463-6524
Farrah Aponte/Proouction ASSISTANT/212-463-6571
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John LaMarca/Circuation Manacen/212-337-7080

SppsCRIPTIonE PILINEEY
Broavcastine & Cane: 800-554-5729
Online Customer Service: www.pubservice.com/Ch.htm
BaoavcasTin & Caset Yeamnoor: 800-521-8110
Canueoar; 800-563-9056. TV Fax: 800-554-5729

LIsTs/ REPRINTS
Jerr Mompanty/Lisy Rentar/847-390-2333
Curis Scueout/Remints/B00-323-4958, ext. 2367 /cschroll @cahners.com
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New York: 245 W. 17th St., 10011 / 212-645-0067;

Edit Fax: 212-337-7028 or 212-463-6610; Ad Fax: 212-337-6948
Washington: 1627 K Street NW, 20006
202-463-3711; Edit Fax: 202-463-3742

Los Angeles: 5700 Wilshire Blvd.. Suite 120, 90036

323-549-4100; Edit Fax: 323-965-5327; Ad Fax: 323-965-2432
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BROADCASTING CABLE

www.broadcastingcable.com

lele“smm = NEWS
www.television-europe.com M“Il“;hannel

www.multichannel.com

Cal

television. .

www .television:latinamerica.com

insite

www.tvinsite.com

e {pmational Cablevision

www.multi-international.com www.cablevisionmagazine.com

mSlte, international

. www.tvinsiteinternational.com

57 dedicated editors
Over one million page views a month

10,000 registered users

Cahiers

vinsite

www.tvinsite.com

Where the television industry goes online.

Several advertising sponsorship opportunities are available.
For U.S. sales, please contact: Lauren Cohen at (212) 463-6574, or e-mail: lcohen@ cahners.com
For intermational Sales, please contact: Randi Schatz at (1) (212) 337-6944, or e-mail: rschatz @ cahners.com



Integrated Ne Solutic

OLEITCH.

Talk to Leitch.
The people who invented the shared-storage news server.

Going digital is the buzz of the industry.
Everywhere you hear promises of
simultaneous access, content sharing
and instant playout. It's true that an all-
digital newsroom will help you beat the
competition to air, tighten your on-air
look, and at the same time lower your costs.
But what are the risks?

With Leitch integrated news solutions, there aren't any.
We pioneered Fibre Channel shared storage. And while
the other guys are moving to adopt this architecture,

we've been refining its integration for
years. So when we say "simultaneous
instant access to all your news content,
by your entire team”, we're not
kidding. No waiting to cut. No file
transfers just before air. Ever. None.

Add our NEWSFlash™ playout-ready non-

linear editor and integrated BrowseCutter™ desktop

editing to the news server - that is also the most easily

scalable for future interconnectivity — and taking your
newsroom digital is no longer a leap of faith.

Leitch Integrated News Solutions. The way broadcast news should work.

‘www.leitch.com
Canada +1 (416) 445 9640 USA East +1 (800) 231 9673 USA West +1 (888) 843 7004 Europe +44 (0) 1483 591000 1-800-231-9673

Hong Kong +852 2776 0628 Australia +61 (2) 9939 3355 Japan +81 (3)5423 3631 Brazil +55 (11) 3151 5093 Latin America +1 (305) 512 0045

©2001 Leitch Technotogy Corporabon.



