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PRIME TIME

Butty-less

Don’t look for UPN to run clips of Buffy The Vanpire Slayer's fitth

SRR season this summer. The WB. which is airing repeats this summer Not hitti ng the fdn

Tu rn a b O ut but losing the show to UPN this fall, isn’t letting UPN get its hands “It's amazing. We said ‘shit, like,
on episodes of the just-completed season until WB’s contract is up 150 times. You expect some reac-

Anchor Lynne Russell, who retired in September. Sources say, and logic dictates, that that means UPN tion,” said South Park co-creator

from CNN Headline News about won’t be showing those 2000-2001 episodes to TV critics at the tour Matt Stone. But there was no out-
the same time ch:mer i Blued in L.A. next month.—/.§. rage toward Stone and partner
actress Andrea Thompson signe Trey Parker about the first episode
on, will return to the small ‘

of Comedy Central's summer sea-

screen—as an actress. Her co-star . .
BT e o e son, in which characters spoke the

cable series, The Ride, is former
Homicide top cop Yaphet Kotto.
Russell, in real life a black-belt
martial artist and private detec-
tive, may play an abused
woman—"Imagine that. How
many people could I deck on that
set?”—or a character closer to her
own persona. Kotto, whom she
knows through her annual emcee-
ing of the Top Cops Awards,
brought her to the project. “I
know I can act,” she insists. “I
was married twice."—0D.T.

ALL IN THE (BEALES) FAMILY

Marketing to kids on cable TV seems like it could be a touchy subject

in the Beales household. Char is the head of CTAM, the cable indus-
try’s marketing association. Husband Howard now heads the Federal

Trade Commission’s Consumer Protection Bureau, which is conducting

the follow-up report on the practices of entertainment industries,

including cable, marketing to kids. Char Beales says it won't be an

issue. CTAM, she says, focuses on meat-and-potato business issues,

such as how cable companies can improve customer service or add

new technologies, leaving public policy debates to NCTA. "We [NCTA
i and CTAM] divided that line a long time ago,” she says.—B8.M.

LEO THE LITERARY LION

Since he's unemployed, Leo Hindery has decided to curl up with a
good book: his own. The ex-AT&T Broadband CEQ is collaborating

4 Broadca;i:gg Cable/_6-25-01

word 162 times (a little counter
kept track). The plot line con-
cerned an NYPD Biue-like show
that was going to use the word for
the first time on network TV,
Meanwhile, the cartoon characters
are saying it every other sentence.
Comedy Central got four e-mails,
all positive. Otherwise, the debut
was oddly quiet. The duo didn't
finish adding sound; some effects,

like gunshets, were missing.—J.H.

with Wall Street Joumal cable/telcom reporter Leslie Cauley to write
about the art of the mega-deal. It will draw on Hindery's deal-making
in the late 1990s at the behest of cable titan John Malone. Simon &
Schuster's Free Press division will put it out next year. “It started off
as sort of 10 deals, 10 lessons,” Hindery said. “That sounded too
pedantic.” One thing it won't be is gossipy. “It's not salacious; It's
much more of an academic thing.” Cauley is taking a six-month leave
of absence to work on the book.—J.H.

BAYWATCH SURF'S BACK UP

Baywatch distributor Pearson Television is developing a reunion TV
movie. It's unclear if original stars Pamela Lee Anderson and David
Hasselhoff will be there. Sources say ex-Survivor Jerry Manthey audi-
tioned for a bitch-type character who attempts to keep original
Baywatch characters from returning to their beach home. —5.A.
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What the market will bear

NBC drops its CPM, in face of a sluggish market; upfront may be $18B off

By Steve McClellan and
John M. Higgins

he networks blinked first, as buyers
Tand sellers got down to business last

week and the upfront market moved
from posturing to dealing. The
best guess is that 25% to
30% of the market moved
last week.

By most accounts,
from buyers and sellers
alike, it’s going to be a
correction year com-
pared with 2000, when
more than $8 billion was
spent. Many observers
believe the market will be
about $1 billion less in upfront this
time. Last week, S.G. Cowen
issued these predictions for upfront
sales for the Big Four, based on
activity so far: NBC $1.96 billion
(-16%), ABC $1.80 billion (-22%),
CBS $1.65 billion (+3%) and Fox
$1.35 billion (+4%).

But buyers doing business [ast week said
three of the Big Four networks—NBC,
ABC and Fox—backed away from previ-
ous efforts to raise prices. Sources con-
firmed that NBC triggered last week’s
activity by dropping cost per thousand
viewers (CPM) 5% to 7% below last year's
level. But there was a quid pro que: In
order to get the favorable pricing, buyers
had to spend more than they originally allo-
cated to spend with the nerwork.

In a down market, “it quickly becomes
an issue that you've got to keep share and
improve it if you can,” said Randy Falco,
president, the NBC Television Network.

Falco wouldn’t confirm numbers but
disclosed that, almost two weeks ago, the
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CBS is staying out of
the buyers’ upfront
market for now, but
eartier it presold its
third and fourth
instaltments of
Survivor for a hefty
$25 miltion per
sponsor.

network approached the tp five or 10
biggest-spending agencies and offered
“modest price concessions” in exchange
for a greater share of dollars. And although
he didn't want to talk specifics, Falco did
say the revised strategy worked.
As of late last week, NBC
had completed about half
of the upfront business
it expected to do, ac-
cording to Falco.
ABC did about 75%
of its upfront busi-
ness last week, said
sources familiar with
the situation.
After NBC made its
move, ABC and Fox began mak-
ing price concessions as well. ABC
was said to be offering CPM rate
decreases in the 6%-10-7% range
while Fox was holding the price in
some cases and offering 1% dis-
counts on others, particularly
when the client was willing to buy
baseball, several buyers
said last week. “The more
baseball you buy, the
more minus [in price] you
get,” said one buyer famil-
iar with the situation.
The WB was claiming
to do business at 4% to
5% price increases and
was turning down offers
that didn’t come close to that, sources said.
And then there was CBS—the lone
holdout among the Big Four unwilling to
make any concessions last week. It had the
industry buzzing as to whether Mel
Karmazin was overplaying his hand with
the risk that it might be standing at the end

‘If the cable networks
want to gain market
share, then they've

got to cut price a ton.
—Tom Wolzien, Sanford Bemnstein

of the market with a huge drop in market
share because buyers simply decided to do
business elsewhere.

“I am confused as to CBS’ strategy, and
I do think it’s a flawed strategy,” said Dan
Rank, who heads national broadcast buy-
ing at OMD, which will account for $1 bil-
lion of the roughly $7 billion expected to
be spent in the network prime time upfront
this year. “If they don’t want my money,
I've got plenty of other places to park it.”

CBS noted that it was not granting price
concessions because it feels the quality of its
schedule and the favorable reviews of its de-
velopment warrant increases, not decreases,

Meanwhile, buyers reported little if any
activity on the cable front, and rampant
rumors had cable executives offering dis-
counts (as high as 30%) in exchange for a
greater share of spending. And the rumors
made sense to Tom Wolzien, media analyst
at Sanford Bernstein: “If the cable networks
want to gain market share, then they've got
to cut price a ton.”

ESPN and USA Network are seen as
vulnerable because of
sharp ratings drops this
year. But the major
Tumer Networks, TNT
and TBS Superstation,
are seen as vulnerable
because their audiences
and programming look
most like the broadcast
networks. But if the
broadcasters are cutting, the Turner nets
will be dropping as well.

That's particularly harsh for Turner
Broadcasting parent AOL Time Wamer.
Wolzien estimates that a 10% drop in up-
front CPM on TNT and TBS will cost AOL
Time Warmner $325 million next year. B



Hill hit

Lieberman, companion bills
would allow FIC to fine
marketers of adult fare to
kids; White House says it
wants to work with industry to
reduce sex, violence

By Paige Albiniak

en. Joseph Lieberman (D-Conn.) suc-
S ceeded in reclaiming the spotlight last

week, again criticizing the movie, music
and videogame industries for marketing
“adult-rated” content to kids. His attempt to
enlist the White House in his cffort did not
meet with equal success.

Lieberman and Sens. Herb Koh! (D-Ws.),
Hitlary Clinton (D-N.Y.) and Robert Byrd (D-
W.Va.) are co-sponsors of a bill that would give
the Federal Trade Commission the authority to
fine entertainment companies marketing R-
rated programs to kids. Reps. Steve Israel (D-
N.Y)) and Tom Osbome (R-Neb.) have intro-
duced a companion measure in the House.
Licberman said last week he is concemed
about the “cumulative impact of all the sex,
violence and vulgarity our children are
exposed to in today’s 500-channel universe.”

As chairman of the Senate Governmental

TOP OF THE WEEK

Affairs Committee, Lieberman plans to hold
hearings on the issue, starting with one next
month on the feasibility of a universal ratings
system. Several groups reissued their call for
such a system in a letter sent to congressional
leaders last week. Lieberman also plans to
hold hearings when the FTC issues its planned
follow-up report this September, and is
encouraging the new Senate Commerce
Committee Chairman, Sen. Fritz Hollings (D-
S.C.), to hold a hearing on the bill 1o deter-
mine which committee has oversight.

Lieberman, Kohl, Israel and Osborne sent
letters to the White House and members of
Congress trying to gain support for their bill.
“This is something that all of us—Republicans
and Democrats—should be able to agree on:
It is wrong to market adult-rated products to
children behind the backs of their parents,”
said the letter to the White House.

Although the administration says it has not
taken a position on the bill, a White House
spokeswoman responded to the letter with a
statement that suggested it prefers a non-
legislative approach but also it is looking not
just at marketing but at programming: “The
president is committed to providing parents
with the tools they need to protect their chil
dren from violent and unhealthy images and
he is committed to working with entertain-
ment leaders, advertisers and others to
encourage less violence, substance abuse and
sexuality in the movies and on television.”

For their part, media companies and enter-
tainers are strongly opposed to Lieberman’s
bill. “We appeal to consumers, parents and pol-
icymakers to continue to encourage the enter-
tainment industry to improve its ratings systems
and marketing practices through non-legislative
actions,” wrote actor and Creative Coalition
President William Baldwin to legislators.

Last September, the FTC released a report
that found the movie, music and videogame
industries were “aggressively” marketing
adult-rated content to children under 17.

“This bill is fatally flawed,” said MPAA
President Jack Valenti. “It actually punishes
those who voluntarily rate their films and pro-
vide information to parents while giving those
who do nothing a free pass. It also violates the
First Amendment.” B

INBRIEF

GRAMMER TO GET

$1.6M PER EPISODE
Kelsey Grammer is set to become
the highest-paid TV actor ever.
Paramount Network TV is close to
signing the Frasier star for a
record $1.6 million per episode
through 2004, sources con-
firmed. Three months ago, NBC
agreed to pay Paramount more
than $5 millien per episode
through May 2004. Frasier enters
its ninth season this fall.
Paramount executives had no
comment.

FOR DBS, IT'S ALL LOCAL
STATIONS OR NONE

The federal district court in
Virginia Friday upheld a law
requiring satellite TV carriers to
offer either every local TV sta-
tion in a market or none. DBS
providers, which provide pro-
gramming with nationwide sig-
nals, say they don't have the
technology to offer so many
local signals and want to carry
only channels of major network
affiliates.

SINCLAIR VICTORY
Sinclair won't face an Aug. 6
deadline to sever ties with four
stations the company operates
but does not own, thanks to an
order by the federal appeals
court in Washington last week.
The divestiture date was imposed
by the FCC in 1999 when it set
restrictions for ownership of two
TV stations in the same market.

The four affected stations are
in markets where the company
also owns a station outright:
Columbus and Dayton, Ohio;
Charleston, S.C., and Charleston,
W.Va. The four local marketing
agreements violate an FCC own-
ership rule forbidding one com-
pany from controlling two TV
outlets in a market containing
fewer than eight separately
owned stations.
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INBRIEF

HARD KNOX GETS

A HARD KNOCK

New Line Television’s planned
syndicated action series Hard
Knox turned out to be aptly
named. The studio has pulled the
plug on the series just weeks
before it was to debut nationally
in 92% of the country. The series
featured former Melrose Place
star Thomas Calabro and Six
Million Dollar Man Lee Majors.
New Line Executive Vice
President David Spiegelman said,
“Although we are frustrated with
the outcome, it does not make
good business sense to move for-
ward as our international part-
ners were unable to generate a
sufficient number of deals.”

STOP!

DirecTV and EchoStar last week
asked the FCC to bar MDS
America from conducting any
experiments on its service. MDS’
service allegedly can share
direct-broadcast-satellite spec-
trum to deliver multichannel
video and data services terrestri-
ally without causing interference.
In May, the FCC gave MDS an
experimental license to test its
technology in Florida.

NEW NEWS CHIEF

AT WHDH-TV

Edward Kosowski, news director
at KGO-TV San Francisco, was
named news director for WHDH-
TV Boston. He replaces Nancy
Nydam, who left the station fol-
lowing reported disagreements
over direction of the news. Al-
though WHDH-TV has kept its
ratings up, it's been embattled.
Besides Nydam's departure, the
removal of anchor Kim Carrigan
led to flak from the local press.
Kosowski has been with ABC's
KGO-TV for three years and was
assistant news director at NBC's
WRC-TV Washington.
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Setting a standard

Content, tech firms back specification for digital-media commerce

By Mike Grotticelli
he day consumers will be able to routine-
le buy or rent movies, TV shows and
music off the Internet crept closer last
week as key content and technology companies
led by RealNetworks banded together in sup-
port of a standard for digital-media commerce.
“We really believe this will allow digital-
media commerce to thrive,” said RealNetworks
President Rob Glaser last Wednesday at the
Streaming Media West Conference in Long
Beach, Calif. “The breadth of support for
XMCL is well beyond any expectation we
could have had.

“Having a standardized tool
lowers the cost of deployment,
lowers the barrier to entry, which
will fuel the availability of high-
quality digital media,” he added.

Right now, XMCL (eXten-
sible Media Commerce Lan-
guage) is merely a set of specifi-
cations, but Glaser said he and
other proponents plan to submit

In announcing support for
XMCL specs, RealNetworks’

Rob Glaser said, “We really  Syite at Streaming Media West,
believe this will allow

DRM suppliers are backing the standard.
(Notably absent from the standards effort is
Microsoft, which has its own DRM system that
it says has been used to complete 7.5 million
transactions since 1999.)

Proponents stressed the flexibility of the
proposed standard. It would allow content
providers to choose from among a variety of
DRM systems and to switch systems as their
needs change.

“You need different ones for different
media types,” said Anderson.

“Content owners told us that they were not
going to buy into a system that
limits them in any way,” said Ben
Rotholtz, RealNetworks general
manager or products and sys-
tems, who added, “It really starts
to open content owners’ eyes
when they see the potential.”

To facilitate its own DRM
functionality, = RealNetworks
introduced its Media Commerce

it to a standard-setting organiza- digital-media commerce to  based on its Real System IQ sys-
tion, thrive.” tem, which maintains high-speed
“XMCL is really needed by the Internet connections necessary

industry,” said Dick Anderson, general manag-
er, media and entertainment division of IBM,
another backer of the standard. “It allows the
industry [content] players to focus on the busi-
ness models and technology people to develop
and enhance the various digjtal-rights-manage-
ment systems that are out there. [BM is very
committed to open standards, and we are very
anxious to support this one.”
Digital-rights-management (DRM) systems
allow content providers to determine how they
will market the encrypted video and audio they
offer for download over the Internet. They
determine who gets access to material, when
and for how long. For instance, a movie studio
could permit the consumer to buy a movie,
rent it for five days or pay for a single viewing.
Besides RealNetworks, InterTrust and other

for downloading digital content.

More than 15 million copies of a new version
of RealPlayer software that works with the
Media Commerce Suite have been shipped to
customers since February. Among other ser-
vices, these users will be able to access
MusicNet, the online music subscription ser-
vice from AOL Time Wamer, Bertelsmann,
EMI and RealNetworks that is scheduled for
release later this year.

Downloading video off the Internet is not
for everybody. As a practical matter, con-
sumers will need a high-speed Internet con-
nection—DSL or cable modem. According to
the Yankee Group, about 9.6 million homes in
the U.S. currently have high-speed capability,
but the number is expected to double every
three years. @



NDS~” SECOND

TRIBUNE ?
FOX ?

PARAMOUNT 2

SINCLAVR 2

() "=
VILLE 1S CLGSED AND
US 12 FOR |2 WITH

. YEAH,
AR)D WE'RE DOING
S WELL |N THE
SECOND CYCLE
AS WE D\D \N THE
, _F\RsY’
T'VE NEVER SEEN
ANYTHING
LIKE T,

IT'MN WORKING ON
THAT RIGHT NOW.

TM & © 2001 Warner Bros. All Rghts Reservea

IT'S A
GREAT counTry/ .




IN

SGI SAYS GOODBYE

TO PENTIUM

In September, Silicon Graphics
Inc. will discontinue its ZX10
Pentium III-based workstation.
It will not develop software for
the new Pentium IV chip but will
shift R&D to Intel’s 64-bit
“Itanium” chip technology, on
which its new 750 workstation
for Linux is based. Future SGI
products will also support Intel's
upcoming “McKinley” technology.

DREW CAREY SIGNED
THROUGH 2004

ABC has renewed Warner Bros.
The Drew Carey Show through the
2003-04 season for more than
$150 million. It already had
rights for the upcoming season.
Carey himself signed a new con-
tract at more than $600,000 per
episode. Neither Warner Bros. nor
ABC would comment.

FCC CAN'T REPOSSESS
AUCTIONED LICENSES

A federal court has ruled that the
FCC violated bankruptcy laws in
repossessing wireless licenses from
NextWave, which had won 90
licenses in 1996 but was unable
to pay the $4.7 billion bid. The
spectrum was re-auctioned in
January in a larger block that
garnered $17 billion. The FCC can
appeal but has said it will retumn
the spectrum to NextWave if it
loses the court fight.

TOP OF THE WEEK

Play nice now

Disney may have trouble getting carriage of preschool channel

By Allison Romano
oming on the heels of a stiff rate hike for
C ESPN, The Walt Disney Co.’s planned
startup preschool channel Playhouse
Disney may find it tough to get carriage from
annoyed cable operators.

The Disney Channel plans to spin off its
first kids’ cable network aimed at children 2 to
5 years old early next year, seeking carriage
primarily on both widely distributed analog
packages and digital tiers instead of on thinly
sold digital alone. But Disney has been on the
outs with operators, threatening to yank ser-
vices from Charter Communications and
Comcast Corp. if they don’t come to terms on
ESPN, Disney Channel and startup Soapnet
and sparking a total meltdown last year with
what is now AOL Time Wamer.

Disney says it’s just starting negotiations,
but it may have a hard time getting Playhouse
on analog distribution. Putting a new channel
on analog is nearly impossible these days.

“There will be no major advance in distrib-
ution until their retransmission consent agree-
ments come up for renewal,” predicted one
media analyst.

“There’s not a great deal of room on analog.
It’s a definitely a challenge.” said Time Warner
spokesman Mike Luftman, adding that the
retransmission battle over ABC last year is not
a situation the operator wants to revisit.

Disney asserts that Playhouse will fill a void,
but other networks scoff at that assertion.

“It’s not an unfilled niche. There’s lots of
preschool programming,” said Nickelodeon
President Herb Scannell. “Nickelodeon has
Nick Jr., and others have a steady diet of pro-
gramming.” Nick Jr. runs weekdays from 9:30
a.m. to 2 p.m. and on CBS Saturday mornings.

As for advertising, both Playhouse and
Disney Channel are considering PBS-style
“sponsorships” between programs. But,
unlike underwriting for the Teletubbies on a
non-profit network, such advertising will have
no air of charity on Playhouse Disney.

The company said Playhouse will launch
without ads or sponsorships, but Disney
Channel’s current promotional spots for in-
house properties closely resemble paid ads.

Bear Steamns media analyst Ray Katz said it
would be a small step for the company to make
Disney Channel ad-supported, particularly since
the network has been using retransmission con-
sent to convert the network from a pay channel
to basic, with wide distribution. “It’s set up for
it. The programming is arranged for precisely
that: The shows are in 12-minute pods. It's just
that the commercials are all for Disney.”

Presenting hard-sell ads to preschoolers is
what Disney is trying to avoid. The sponsor-
ship model would help, said Guy McCarter,
director of entertainment programming for
media-buying agency OMD. “The issue is,
how do you generate ad revenue but skirt
some of the issues where you don’t want to get
parents and some watchdog groups angry?” &

WETA, WCBS, WSE, KHOU, WFAA, KGO, WXIA, WTHR, WPVI, WENS, KING, WCPO,
KTVT, KPRC, KIRO, KMOV, KTVI, KBHK, KCTS, WMVS, WTAE, KRIV, WFLD, KFOR,
WSVN, WBBM, KPTV, KTRK, WMAR, WBAL, KARE, KPNX, KNXV, WTSP, KDKA, KMSP,
KUTP, KTXL, KBWB, KNTV, WJZ, WWOR, KQED, WABC, KCET, WCYB, WFTS, WRDW,
WCVB, WEWS, WSPA, KSWB, WFAA,
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Anne Robinson presides over the
Darwinesgque culling of candidates an

Lirk.

Strong
chain

As top CBS stations grab the
strip, NBC's Weakest Link
builds muscle across

tne network spectrum

By Susanne Ault
hree top-market CBS O&O stations,
Tincludi.ng WCBS-TV New York, have
snapped up NBC Enterprises’ syndicat-
ed version of Weakest Link.
The strip, slated for afterncon time slots on
those stations, is set to roll out the second
week of January 2002. WCBS-TV apparently

agreed 10 pay $75,000 per week in license fees,
say sources. That’s a fair price for an hour-long

show that hasn’t yet decided how it will be
pared down to a half-hour format, or located
a host, insiders continue.

The stations, which also include KPIX-TV
San Francisco and WJZ-TV Baltimore, likely
latched on because many of them are on the
hunt for a good afternoon news lead-in after
recent failures such as The Howse Mandel
Show and Dr. Laura.

You’d think the NBC-owned outlet in New
York or the Hearst-Argyle station in Balti-
more would have grabbed the Weakest Link
strip, considering NBC Enterprises’ recently
struck distribution arrangement with that sta-
tion group and Gannett.

But because Hearst Argyle’s WBAL-TV
Baltimore runs the still-formidable Oprab at 4
p.m., the attractive news lead-in slot Weakest
Link is expected to snag on WJZ-TV.

Other Hearst Argyle stations may hunger
for Weakest Link, and there is speculation that
between five and 10 stations in the group
eventually will land the show in early-fringe
spots. The word is that executives from NBC’s
camp are refusing daytime clearances, want-
ing nothing less than afternoon and access for
Weakest Link.

With the Weakest Link floodgates open,
look for a lot of action out of Buena Vista and
Columbia TriStar, currently out shopping sim-
ilarly high-profile strips Who Wants to Be a
Millionaire? and $100,000 Pyramad.

“If you're Pyramid, you want to follow
Link. You want to be that other half-hour,”
explains a station group source. “Maybe
Millionaire can be linked with Weakes:
Link—no pun intended.”

Insiders are pointing to CBS O&0Os as big
players for Millionasre, 100. B

.\ IN

UNIVISICN GETS LATIN
AMERICAN PROGRAMS
Univision has teamed with two
Colombia’s RCN and Venezuela's
RCTV for access to new program-
ming in 2002. Financial terms
were not disclosed. Under a five-
year deal, Univision gets exclu-
sive LS. rights to 300 hours of
novelas, including £co Modo, a
sequel to the currently popular
Spanish-language soap opera
Betty La Fea. Venezuela's RCTV,
in a 10-year deal, will provide at
least 800 hours of original nove-
lgs. RCTV is giving Univision
access to its novela library, 1,200
hours’ worth of content that has
not yet aired in the tJ.S.

SCHOOL'S ouT,

BLIND DATE'S UP

The end of the school year,
which generally coincided with
the ratings period ended June
10, was a boon to the youngest-
skewing syndicated strips. With
the teen audience jumping 188%
from the week before, according
to Nielsen Media Research, dat-
ing strip Blind Date scored a sea-
son-best 2.4 national rating, up
9% from the previous week.

Also stronger was Change of
Heart (2.0, up 5%). Off-net
sitcoms Seinfeld (3.9, down 5%)
and The Drew Carey Show (2.9,
down 9%), however, logged their
worst marks ever.

WHSH, WXYZ, KABC, WGLC, KTVU, KCAL, KPIX, KCBS, WUSA, WILA, KYW, WDIV,
WWJ, WOIO, KCOP, KGW, WPXI, WCNC, WTVD, KXTV, WPLG, WLS, WKYC, KICU,

WFLA, WBZ, WCCO, KSDK, WSO0C, KCRA, KXLY, KTVX, WRAL, WRAZ, KOIN, KLAS,
WTLV, KCPQ, WRLK, WHYY, WTMJ, KLFY, WENH, WISC, KTTC, KOREAN BC,

We're proud to announce our 100th DTV transmitter installation--at WFTV in Orlando, Florida. It not only highlights
Harris’ industry leadership in both UHF and VHF digital transmitters but also our end-to-end solutions--including
maonitoring equipment, DTV studio products and complete customer support. We deliver the

whole package, and our customers’ letters confirm it. mm
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FIRE DARKENS TW(

TVS IN NEW YORK

A transformer fire at Time Warner
Cable headquarters in New York
City on June 17 left 800,000
Time Warner TVs in Manhattan,
Queens and Brooklyn dark for as
long as four hours during prime
time. The Time Warner customers
make up 15% of the New York
DMA, but, under Nielsen guide-
lines, 25% of the market has to
be down to warrant an adjust-
ment or disclaimer on ratings.
The outage might have affected
HUTs, which fell to 58% on
Sunday from 60% on June 8.
Time Warner has 1.1 million cus-
tomers in the New York market.

AT&T, LIBERTY MEDIA
TO SPLIT AUG. 10

The separation of Liberty Media
Group from parent AT&T Corp.
will occur at 9 a.m. ET on Aug.
10, 2001. AT&T’s board of
directors last week voted to
redeem each outstanding share
of its Class A and Class B Liberty
Media tracking stock for a share
of new Liberty common stock.

RAMSEYS SUE COURT TV
Court TV has been hit with a
$70 mittion suit from the parents
of JonBenet Ramsey, who charge
that the network falsely named
their son as a prime suspect in
his sister's murder. The Ramseys
complained that a November
1999 show, Who Killed JonBenet
Ramsey?, defamed 12-year-old
Burke Ramsey by naming him
and his parents as the center of
police investigations into the
death of the 6-year-old.

BROOKS HEADS DIC

Brad Brooks has been named the
new president DIC Entertainment.
He joined DIC last year to facili-
tate the management-led buyout
of DIC from The Walt Disney Co.
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Low-power
and powerless

Time Warner Cable plays tough
with carriage in Cincinnati,
Syracuse for UPN affiliates

By Steve McClellan
PN and Time Warner Cable are bat-
tling over distribution in Cincinnati,
Ohio, and Syracuse, N.Y., where

UPN has low-power TV affiliates—stations

that aren't covered by must-carry regulations.

Although the cable company is not techni-
cally violating any rules, UPN
executives charge that the
top MSQO is using its monop-
oly power to block a poten-
tial rival from competing in

the local marketplace. “I

can’t understand what other

explanation there could be,”
said UPN Chief Operating

Officer Adam Ware.

Instead of giving a space

the rest of the over-the-air
stations in the Cincinnati
market receive, the cable giant has told UPN
officials it wants a direct-affiliation agreement
with the network, says Ware. That's not unlike
the deals that The WB has made with some
cable operators in the 100-plus TV markets.
Otherwise, the cable company has said, it may
import (at an estimated cost of more than $3
miilion a year) WSBK-TV Boston, the satel-
lite-delivered superstation that is also a UPN
affiliate. That way, Time Warner can get UPN
programming without giving cable access to
another local competitor.

Meanwhile, UPN's local Cincinnati affiliate,
WBQC(TV), is devoting a big chunk of its
Web site to what it calls “The War” with AOL
Time Warner. The site urges viewers to call
their congressman and demand a change in
the must-carry laws to include low-power TV

'We'd love to have
UPN. We do not have
a full-time channel
available’ on the
basic tier, where the
other broadcast
outlets are located.

on its basic-cable tier, like —Virgil Reed, Time Warner Cable,
Cincinnati

outlets that have secured net-
work affiliations.

And UPN is pursuing a
legal angle, as well: It’s urging
the FCC to authorize the
granting of network-non-
duplication rights to low-
power stations. Currently, such rights apply
only to full-power stations.

In other markets, UPN low-power stations
have reached carriage deals with cable sys-
tems. In Las Vegas, for example, the UPN out-
let has a deal with Cox Cable, which covers
most of the market.

And, just last week, the UPN affiliate serv-
ing San Antonio, KBEJ-TV, made a carriage
deal with Time Warner Cable to cover the
adjacent market of Austin, Texas. KBEJ is
managed by Belo, which has an existing agree-
ment to jointly operate a cou-
ple of regional news networks
in Texas with Time Warner.

“We're not sure why Time
Warner won’t reasonably
have a conversation with our
affiliates in Cincinnati and
Syracuse,” says Ware,

Virgil Reed, general manag-
er of Time Warner’s Cincin-
nati system, claims the allega-
tion that the cable system is
trying to shut out a local com-
petitor is “just nonsense.” The
issue is channel capacity, he stresses.

“We'd love to have UPN,” Reed says,
adding, however, “We do not have a full-time
channel available” on the basic tier, where the
other broadcast outlets are located.

Reed says he has offered to take just the UPN
programming and put it on an unused portion
of a channel designated for educational use. He
also says he has offered a leased-access channel
(at more than $1 million a year, according to
UPN). “They keep insisting on something that’s
not possible,” he says. “They refuse to believe
it’s a capacity issue. I can’t help that.”

In Syracuse, the cable company has already
decided to import WSBK-TV. Its executives in
the market say they did so after trying unsuc-
cessfully for six months to come to terms with
UPN on a direct-affiliation deal. B
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ARMSTRONG DENIES
LAYOFF PLAN

AT&T Chairman and CEQ C.
Michael Armstrong last week
denied reports that AT&T plans
to lay off 10,000 to 15,000
employees, although he did say
that the company is likely to
move people around.
TheStreet.com said that, unlike
recent voluntary-buyout offers,
AT&T’s plan involves layoffs, with
some business-services opera-
tions expected to lose as much
as 20% of their staff.

TIMBERMAN GOES

TO STUDIOS USA

Sarah Timberman has been
named president of Studios USA
programming, overseeing all
comedy, drama, long-form and
reality programming. She was
formerly executive vice president
of series development at
Columbia TriStar Television.

DIGITAL CONVERGENCE
DOWNSIZES

On Friday, June 15, interactive-
technology supplier Digital
Convergence fired all but 20 of
its 225 employees in a company
reorganization. According to
spokeswoman Molly Reilly, the
company will continue to oper-
ate its main facility and seek a
buyer or merger partner. Its part-
nership with NBC (whose parent
GE is an investor) on the NBCIQ
contest will continue through
July 11.

MAURIE WEBSTER DIES
Maurie Webster, 85, veteran (BS
radic executive, one-time execu-
tive director of the New York
Market Radio Broadcasters
Association (NYMRAD), and past
president of the International
Radio and Television Society,
died June 20 in Newburgh, N.Y.,
after suffering injuries in a fall.
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~merer - NASA narrows focus

Affiliate group asks FCC
to imits its investigation
of Big Four networks to
specific alleged misdeeds

By Bill McConnell
etwork affiliates last week asked the
N FCC to narrow its investigation of al-
leged misdeeds against TV stations by
the Big Four nets.

Rather than examining the long list of com-
plaints, then deciding whether new rules are
needed to govern affiliate/network relations,
the agency should focus on three areas where
the nets are regulatly violating the law, said the
Network-Affiliated Stations Alliance.

“We're hoping to simplify things,” said
NASA attorney Jonathan Blake. “It looked as
it the examination of our full request would
take a long time, and we think the way to deal
with that problem is to ask the FCC to zero in
on these three issues.”

Specifically, the NASA’s petition, filed in
March, charges that the nets violated restric-
tions in the following areas:

® Right to refuse. For example, NBC attempt-
ed to forbid affiliates to preempt the first game
of the American League divisional baseball
seties for coverage of the first 2000 presiden-
tial debate.

@ Time optioning. Fox has demanded control
of stations’ multiple digital signals without
offering any specific programming.

B Licensee control. NBC, ABC and Fox have
tried to prevent affiliation transfers resulting
from station sales.

In March, NASA asked the FCC to ban
other “improper” practices that don’t violate
any specific rules.

Blake said some board members of NASA,
which represents more than 600 stations affili-
ated with ABC, CBS and NBC, worried that
the group had asked the FCC to take on too
much at once and that the request for new
restrictions should be “held in abeyance.”

Network lobbyists derided NASA’s revision
Friday. “They’re obviously retreating and trying
to advance again,” said one network source.

In May NASA clarified that it did not want
the FCC to fine the networks, only to stop
them from hurting affiliates. @

Court declines EEQO review

By Bill McConnell
ivil rights groups may be forced to fight
C alone if they ask the U.S. Supreme Court
to uphold minority and gender recruit-
ing rules for broadcasters and cable operators.
An appeals court last week refused a new hear-
ing on its earlier decision to rescind those rules.
Although federal regulators at the FCC also
have been fighting to preserve the rules, the
agency was represented in court by the
Department of Justice, which told the court
earlier this year that it did not consider the case
important enough to appeal to the Supreme
Court.
A variety of civil rights groups strongly dis-
agrees with that assessment, but must consider
chances that a Supreme Court review would hurt

rather than help their chances for keeping some
type of minority and gender recruiting program.
As it stands, the lower court decision gives
the FCC the freedom to try to craft constitu-
tional rules. Continuing the court battle could
result in high court justices rejecting the rules in
their entirety. FCC Chairman Michael Powell
said last week he wasn’t sure whether the FCC
would continue to pursue the matter in court,
but suggested that if the rules are ultimately
struck down, he would try to craft new ones.
In the meantime, the activists are also hop-
ing that the Justice Department will rethink its
dismissive view of the case. A strongly worded
dissent by three of the lower court’s nine mem-
bers may help change minds at the Justice
Department, according to Honig. @
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I3erIl P.J. Bednarski

' What? No gay channel?

In a medium with a niche for everybody, one demo is still missing

hen cable was younger, [ used to muse about those

claims that soon, very soon, there would be a channel

for every taste, every lifestyle, everything. This sounded

exciting, until reality settled in. For a long time, it
sounded absurd to me that there should be something called The
Weather Channel. That's it? Just the weather?

Cable has a billion channels. Four channels for women, and
another one on the way. A black channel (now owned by mega-huge
Viacom), and at least one other being planned. Several Hispanic
networks and, in some cities, cable networks that carry other for-
eign-language programs. For years, somebody has been trying to

start a Puppy Channel.

But there’s no gay channel. I'm not ready to protest; I’'m just point-
ing out that, in a distribution system that caters to virtually every
niche, the absence of a dedicated full-time outlet for homosexuals is
amazing. (There are some fledglings, to be fair: A part-time cable net-
work, C1TV, based in Florida, buys leased time on cable systems

nationwide; and there is the
Gay Cable Network, although
it exists mainly online. And up
north last fall, a Canadian gov-
ernment agency approved the
creation of PrideVision, which
it called a “world first.”)

Even if they find the whole
gay business uncomfortable,
most Americans, [ think, have
learned to live with the fact that
there are homosexuals. Still, [
suspect that, if the kinds of gay-
pride parades held in New
York or San Francisco were
transported
Wichita, I'd discover a less tol-
erant bunch of folks.

Things have changed. Ellen
DeGeneres was hounded off
ABC and shunned by advertis-

ers because her sitcom turned

to Biloxi or

into a gay sitcom in 1997. This

year, when CBS introduced her
new network series at its
upfront  presentation  at
Carnegie Hall, the audience of
ad buyers who once tried to
make her lifestyle economically
unviable gave her a rousing
ovation.

NBC's best time slot goes to
Will & Grace, a comedy about
a gay man and his hetero best
girl friend. Even Showtime
built a marketing campaign
around Queer as Folk that fea-
tured 2 handy toll-free number
for would-be subscribers: 1-
800-COMINGOUT. This is a
country that eventually builds
monuments to and names
sports teams after the same
people we once shot to kill.

The point is, gay is getting to
be mainstream, enough so that

the idea of a gay network is no
longer a lunatic fantasy.

What's more, unlike some
other demographic niches,
here’s a group with buying
power. According to Simmons
Marketing
households have a median
income of $55,670, and about
70% of gays have a college

Research, gay

education. And they are extra-
ordinarily brand-loyal.

Exactly who “they” are is a
lile more difficult to figure,
but researchers say that, in the
U.S., there are 10 million to 14
million gay men and women.
That’s enough to matter.

I'd say, if we weren't talking
about homosexuals, there
would be a network or two for
a group of free-spending con-
sumers like that. In fact, Bravo
last week concluded its Third
Annual Out of the Closet
Week, featuring a quasi-docu-
mentary on gay celebrations
called Gay Riviera; another
remarkable documentary about
the history of gays in main-
stream cinema, The Celluloid
Closet; and a bunch of movies
with gay plots or subplots,

“We've received no com-
plaints,” said Frances Berwick,
the senior vice president of pro-
gramming for Bravo.

“In fact, we've had a certain
strong response from some
advertisers. There are particular
advertisers who would embrace
this kind of thing. For us,

Volkswagen and Subaru come
to mind. The reason we do this
is to cater to an upscale group.
This is a huge group.”

For which there is not much
specifically.
Indeed, a program offered
through public television,
called In the Life is now, very
quietly, the most widely circu-

on television

lated gay-news program on tele-
vision, showing up in 120 mar-
kets nationwide, sometimes late
at night and sometimes at more
decent hours. It attracts about a
million viewers a month.

Executive producer Charles
Ignacio never fails to marvel at
where the show has been com-
pared with where it is now.
“There were program directors
at public television stations
who thought they would get
fired for scheduling our show,”
he said. So he could scarcely
believe that a segment on the
gay leather scene aired without
much uproar, on public sta-
tions east, west, north and
(slightly less) south. “It used to
be controversial enough that
we were a show that was about
gays,” he said. “We would
never have done a show about
something like the leather
scene.”

As I said,
changed. m

times have

Bl may be reached at
pbednarski@cabners.conz or
212-337-6965
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Getting

NBC Enterprises wants to
finish the work Warner
Bros. started: Upgrading
time slots

By Susanne Ault

fier weeks of negotiations, NBC
A Enterprises has taken control of distri-

bution rights to Access Hollywood
from Wamer Bros., and NBCE chief Ed
Wilson stresses that he'll continue Warner
Bros.” work of aggressively pushing stations to
put the entertainment magazine in the rat-
ings-grabbing 7-8 p.m. access daypart.

Wamer Bros. is not giving up on the
NBC-produced show, selling its national
barter advertising for a stake in its revenue.

Another sign of affection: Warner Bros.
apparently agreed to hand over the series
only after the NBC O&QO stations cleared
its other magazine strip, Extra, through
2005—a term finalized just prior to NBC
Enterprises’ officially picking up Aceess
Hollywood.

Wilson admits he won’t be offering sta-
tions the same juicy deal Warner Bros. chief
Dick Robertson was pitching to stations:
giving them Aceess Hollywood for half the
price of whatever other syndicated show
they were willing to replace between 7 p.m.
and 8 p.m. In November, when Warner
Bros. unveiled its revolutionary proposal,
13 stations were on board. That number
has now risen to 25.

“1 was proud of the stations they were
able to add,” says Wilson, of such outlets as
WHDH-TV Boston, KIRO-TV Seattle,
KCRA-TV Sacramento and WBAL-TV
Baltimore. “But the plan they had was a
Warner Bros, plan, We will have our own.”

Although he “will be totally focused on
trying to upgrade time periods, getting it
into access time slots wherever possible,”
Wilson declined to give the specifics.
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access for Access

Selling the facts will help. Access Holly-
wood does gangbusters on the NBC 0&0O
stations in access, regularly topping the rat-
ings its chief rival, Entertainment Tonight,
averages in those markets, according to
Nielsen Media Research. For May sweeps,
Access Hollywood pulled a 4.9 rating/9
share on 12 of 13 NBC-owned outlets that
air it between 7 p.m. and 8 p.m. That’s
loads better than the 1.5/5 it averaged in
other markets, where stations that aren’t
owned by NBC don't feel so obligated to
air it in access.

That discrepancy contributes to
Entertainment Tonight's huge leg  #%
up nationally (6.0 season to date s
through June 2, vs. Access
Hollywood’s 2.6). But, once
Robertson’s deals really kick

in—several stations start

-
-

their discounted arrange- A I’ e -
ments in the fall—Access F’»‘L" O
Hollywood's ratings could

jump, says Wilson, and
that might persudade more
outlets to slot it between 7
p.m. and 8 p.m.

There is the chance,
however, that Wilson'’s cur-
rent drive to secure clear
ances for his January syndicat-
ed spin of Weakest Link could
conflict with his campaign for
Access Hollywood. He’s now
targeting two shows for ac-
cess, which will be a challenge
considering that many stations
are tight for space in that day-
part, being currently commit-
ted to veteran series like Extra
or King World's Inside Edi-

{ton, Nancy 0'Delt and Pat
0'Brien of Access
Hollywood, which wants
7-8 p.m. time slots.

“I don’t think they'll actu-
ally sacrifice Access Holly-

¥

\J

wood,” says one station source. “But it could
go into late night. It might be worth more to
them to have Weakest Link come out of the
box in access time periods.”

So far, Weakest Link has won afternoon
slots on the CBS O&OQOs in New York,
Baltimore and San Francisco, leading
another source to counter that the two
shows are “very compatible, What better
lead-in for Access Hollywood than a
young-skewing Weakess Link?”

Another potential glitch in placing Access
Hollywood in better time periods is that the

NBC O&Os’ luck with it in access
might have more to do with their own
# % stations’ dominance than with the
show’s own strength, In the top
markets,  Entertatnment
Tonight runs against Ac-
cess Hollywood primarily
on weaker CBS O&Os,
In the 29 markets
outside the NBC group
that are currently airing
Access Hollywood in ac-
cess—nine of which took
part in Warner Bros.’ bar-
gain-pricing strategy—Access
Hollywood eamed a 2,0/4 in
May, which is 34% below the
time period’s performance last

year.
“I happen to be a fan of the
show. T see what it can do in
other markets. But it hasn't
been a self-starter yet,” says Paul
Montgomery, programming
chief at WRTV-TV Indian-
apolis, which took Warner
Bros. up on its offer. The show was
15% below where Inside Edr-
tion was in May 2000, but
Montgomery is launching a
summer promo. B
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T G ANAL“G OPENING THE DOOR TO DIGITAL.
M I GHA I" Fno M Conversion from analog to digital broadcasting
To D IG ITAL TR ANS M ISSI ON, presents new transmission problems—the
. interference environment is far less forgiving for
digital. Comsearch offers migration services

to help get the most out of digital signals—

quickly, accurately and effectively.

A TRANSITION AS EASY AS 1-2-3.

To ensure the best digital modulation and use of
| spectrum resources,
| Comsearch performs

[ a three-phase
l program on your
earth station.

First, using

L Fron dlererence anaiEs o egusacy
extensive industry prbactxm, Comssarch suers citar pur
pafh b surcess

expertise plus a
complete microwave path database, we'll complete
interference analysis and conduct on-site RFI
measurements. Following analysis, we provide
frequency coordination and manage your licensing
process. Then, our frequency protection services

help identify and correct interference problems

before they become costly issues —now and

into the future.

HARNESS OUR EXPERT EXPERIENGE.
Bring your station clearly from analog to digital
transmission by leveraging over a quarter century
of experience with most of the world's major
satellite service providers.

For more information, contact Comsearch
today at 800.318.1234 or visit www.comsearch.com.
Comsearch digital migration services—make the

most of your digital signal.

COMSEARCH. THE FASTEST WAY COA‘;{ZRCH
FROM HERE TO GLEAR. e
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Programming

FocusMinneapolis-St. Paul

THE MARKET
DMA rank 13
Population 3,986,000
TV homes 1,510,000
Income per capita $18,886
TV revenue rank 16
TV revenue $319 million

COMMERCIAL TV STATIONS

Rank* Ch. Affil. Owner
1 WCCo-Tv 4 CBS CBS

KARE 11 NBC  Gannett
KSTP-TV 5 ABC  Hubbard
KMSP-TY 9 UPN  Chris-Craft

WFTC 29 Fox  Clea- Channel
KMWB 23 WB  Sinclair
KSTC-Tv 45 Ind.  Hubbard
KPXM 41 Pax Paxson

*May 2001, total househoids, 6 a.m.-2 a.m., Sun.-Sat.

Ch o &SN

CABLE/DBS
Cable subscribers (HH) 830,500
Penetration 55%
ADS subscribers** (HH) 151,000
ADS penetiation 10%
DBS carriage of local TV? Yes

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

WHAT'S NO. 1

Syndicated show Rating/Share***

Friends (KMSP-TV) 5/11
Network show

ER (KARE) 24/37
6 p.m. newscast

wcco-Tv 10/21
10 p.m. newscast

KARE 15/25

“**May 2001, total househclds

Sources: Nielsen Media Research, BIA Research

SEINFELD Attracts New Viewers!

SEINFELD Moves to New Stations and Grows Key Adult Demos During the May Sweeps!

Interesting times in the Twin Cities

Minneapolis and St. Paul have sort of a split personality. While the two comprise the largest
urban center in Minnesota and are home to many large corporations, they are also the center
of a rich agricultural area, And there are anomalies in the television business. While it is the
country's 13th-largest TV market, it's way down at 198 in terms of cable penetration (55%).

Of its eight commercial stations, six have news departments, including the UPN affiliate and
an independent. “It’s a unique market,” says Stuart Swartz, GM of KMSP-TV, the UPN station
owned by Chris-Craft. “We've got 84 people in our news department, two ENG trucks and one
SNG truck.” In addition to 3% hours of morning news, Swartz's station also runs 90 minutes at
night. “We're Central Time, and so we run 9-10 p.m. and 10-10:35.” And he has competition
since WFTC (Fox) and KSTC-TV {the indie} launched 9 p.m. news within the past year.

Independent KSTC-TV is half the Hubbard duopoly (with KSTP-TV}, and both stations are run
by GM Ed Piette. His stations (and Hubbard's radio outlets) developed an unusual marketing
tool in the KSTP Broadcast Center Store in the city's Mall of America. "With 43 million visitors
a year, of which 27 million are local, it's like having your own billboard there.”

TV in Minneapolis-St. Paul is headed for a shakeup when News Corp’s pending purchase of the
Chris-Craft stations clears the FCC. News Corp. will pick up KMSP-TV, and the question on every-
one’s mind is, what will happen to the Fox affiliation? Will it get moved from Clear Channel’s
WFTC; will there be station swaps with a group in another market or a divestiture that results in
another duopoly? WFTC GM Steve Spendlove doesn’t know: “We're in a wait-and-see pattern
which we've been in since Auqust.” The uncertainty “doesn’t make our lives any easier and cer-
tainly doesn't help the people at Chris-Craft either. Neither of us knows exactly what the future
is going to hold.” —Mark K. Miller (mrkmiller@aol.com; 301-773-0058)

Photo: Cour!e§9 of the Greater Minneapolis Convention & Visitors Association

Market Station Time A18-34 A18-49 A25-54

New York WNYW  11:00pm +14% +41% +70%

Los Angeles KCOP 7:00pm +100% +42% +27%

Detroit WJBK 7:30pm +257% +132% +52%
Tampa WTTA 7:30pm +550% +186% +163% o
St. Louis KTvI 10:00pm +300% +91% +52% ‘o
Kansas City KMBC 10:30pm +126% +59% +49% Lo

Source: NSI, WRAP Sweeps, May '01 Sweep; % rtg. growth over Feb '01 time pénod

The Leader b Young Adwit Programmmny "

CTTD.COM
22001 Cotumee Trstar Teievision Digtrbuton Ax Rights Reserved



Washington

Subcom down
on discounts

House Telecommunications and Internet Subcommittee
members generally side with media on change in ad-rate rule

By Paige Albiniak
edia types rocked by the Senate’s
M approval last March of a bill re-
quiring them to give politicians
deeply discounted ad time got some en-
couragement from the House Telecom-
munications and Internet Subcommittee.

Most panel members oppose the bill,
which would require broadcasters, cable
operators and satellite TV providers to give
politicians their lowest ad rates, rather than
the lowest-unit ad rate currently standard.
That provision, sponsored by Sen. Robert
Torricelli (D-N.].), is part of the campaign-
finance-reform package.

“In my mind, the Torricelli amendment
not only would fail to reduce spending but
would unfairly burden broadcasters, cable
operators and satellite providers,” said sub-
committee Chairman Fred Upton (R-Mich.).

Belo Executive Vice President Jack
Sander said the net effect of the bill would
be like “every candidate getting a first-class
seat on an airplane for the cheapest-priced
coach ticket from the previous year.”

Andy Wright, general counsel for the
Satellite Broadcasting & Communications
Association, noted that satellite TV pro-
viders don’t sell political ads. Rainbow
Media President Joshua Sapan said cable
operators’ local advertising isn’t expensive
and operators don’t use the free airwaves.

Paul Taylor, executive director of the Alli-
ance for Better Campaigns, defended Torri-
celli’s bill: “The main thrust of the bipartisan
campaign-finance bills is to reduce the supply
of political money. This amendment would
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work hand-in-glove by reducing demand.”
Rep. Louise Slaughter {D-N.Y.) plans a
similar amendment when Reps. Chris-
topher Shays (R-Conn.) and Marty Mechan
(D-Mass.) introduce their bill next month.

Rep. Ed Markey (D-Mass.) is concerned
that broadcasters don't plan to convert fully
to digital or give back their analog spectrum.

Sander said his company is on track to do
50, but Markey replied, “You're a good
player in a bad industry,” and pushed the
broadcaster to commit to giving politicians
lowest-unit rates on digital channels.

“We need something from the industry,
Mr. Sander,” Markey said. “We have given
you tens of billions of dollars.”

Markey said he plans to push for a hard
date on when broadcasters have to return
the analog spectrum. Current law requires
them to give it back in 2006 if 85% of TV
homes have access to digital TV signals. @

Groups want IDs on PSAs

MAP, NORML petition to
have antidrug ads name
government as sponsor;
Ad Council, MADD, others
oppose the move

By Bill McConnell
White House antidrug program
A that embarrassed networks after
Salon.com revealed that TV scripts
were being submitted for government
approval continues (0 cause controversy.

Media Access Project (MAP) and the
National Organization for the Reform of
Marijuana Laws (NORML) are asking the
FCC 1o insist that any TV PSAs list the
Office of National Drug Control Policy as a
sponsor when they are aired as part of a
program matching broadcasters’ donated
PSA time with government-paid ads.

At the heart of their concern is the gov-
ernment’s $1 billion, five-year program for
buying antidrug TV ads.

Concerned that the infusion of paid ads
would lead TV stations to eliminate time
donated for traditional PSAs, Congress

required participating stations to match the
government-bought time when it approved
the program in 1998. As a substitute for
PSAs, participating broadcasters were al-
lowed to receive matching credit when pro-
grams contained antidrug messages. The
networks stopped seeking script approvals
after the practice was exposed.

Qualifying PSAs must be picked from a
slate of ads approved by a government/pri-
vate-sector task force. The ads feature com-
plementary themes, such as fighting vio-
lence, alcohol abuse and crime prevention.

“Speech purchased with public funds is
government speech,” MAP said in z filing.

The Ad Council, which produces and
distributes PSAs to broadcasters and print
publications, asked the FCC to exempt
matching PSAs from the disclosure re-
quirement in March. It says the ads have
nothing to do with the White House’s anti-
drug theme and identifying them as such
would confuse viewers.

Joining the council are 25 PSA sponsors,
including Mothers Against Drunk Driving,
the Girl Scouts and frequent MAP ally The
Benton Foundation. @



Interactive Media

Radio
returns to
the Web

Targeted commercials will
comply with AFTRA agreement

By Michael Grotticelli

frer taking its stations off the air in
A April to avoid costly payments to

actors for Web-based commercials,
the country'’s largest owner of radio stations
will begin streaming audio
online once again in July,
with compliant ad content.

Clear Channel Communi-
cations, with 250 stations
nationwide, has an exclusive
agreement to have Los
Angeles-based Hiwire Inc.
replace commercials heard
by on-air listeners with new,
targeted ads that comply
with an American Federa-
tion of Television and Radio
Artists (AFTRA) contract.
The contrzct calls for actors to be paid extra for
commercials that start on-air and are redistrib-
uted on the Web.

Nearly 200 other stations that make up The
Local Media Internet Venture—among them
Emmis, Bonneville, Corus Entertainment,
Entercom Communications and Jefferson
Pilot—will also return soon, according to a
spokeswoman. They will use RealNetwork'’s
streaming technology and DoubleClick’s
inventory for ad insertion.

Getting back on the Web is critical to sta-
tions” bottom line, according to Kevin Mayer,
CEO of Clear Channels Internet Group.
Hiwire’s technology will enable his stations o
comply with the AFTRA contract and, most

There’s a real demand
from our listeners
to get our stations

back online. I'm not
generating revenue if

I'm not broadcasting

on the Internet.

—Kevin Mayer, Clear Channel’s
Internet Group

important, resume Webcasting.

“There’s a real demand from our listeners
to get our stations back online,” he says. “I'm
not generating revenue if I'm not broadcasting
on the Internet.”

Revenue derived from the Web is potential-
ly huge for broadcasters. According to Jupiter
Media Metrix, more than 60 million Ameri-
cans listen or watch streaming media. The re-
search firm predicts that streaming advertising
will grow into a $4.8 billion business by 2005.

The technology is intended not to circumvent
the ATFRA contract rules, says Hiwire
spokesman Wayne Hickey, but instead to replace
non-compliant ads with ones for which the
actors have received additional payment.

AFTRA iwelf is supportive of electronic ad
insertion, says Mathis Dunn, the union’s nation-
al assistant executive director,
“but we certainly would like
to think that broadcasters
wouldnt encourage non-
union commercial production
because of this technology.”

Currently, the rate for
commercials initially broad-
cast on-air and retransmitted
over the Internet is $660 for
unlimited use on the Web
for 12 months, Dunn says.
For ads designed for the
Web specifically, there is no
set fee; it's whatever an actor can negotiate.

To develop its inventory, Hiwire sales per-
sonnel identify appropriate national advertis-
ers that have compliant ads and sell the space
for the radio station. Or; as in the case of Clear
Channel, the Hiwire team works in tandem
with a station’s staff. Ad revenue is shared, the
percentage based on whether Hiwire sells the
ad or the broadcaster does.

Hiwire also sells ads for such Webcasters as
Net Radio.com, DiscJockey.com, KPIG.com
and Salem Communications, but the deal with
Clear Channel gives Hiwire access to a nation-
wide network. “The more stations we reach,”
Hickey says, “the more potential revenue we
can generate.” B

I INBRIEF

LEESS EXITS DISNEY,
JOINS GOLDPOCKET
Jonathan Leess, a senior vice
president at The Walt Disney Cols
Enhanced TV division, has left to
join interactive-software provider
GoldPocket Interactive Inc. as
executive vice president, pro-
gramming and production. Leess
pioneered enhanced TV in 1998,
introducing interactive prime
time television programming on
ABC's Monday Night Football and
College Bowl Championship
Football telecasts. He also creat-
ed the interactive component for
Who Wants to Be a Millionaire?.

IBLAST GAINS $10.2M
IN NEW FUNDING
Following a three-month multi-
city field trial, iBlast has raised
$10.2 million in new funding
from Gannett, Cox Broadcasting,
Washington Post Co. Media
General, Emmis Communications
and Smith Broadcasting Group
(Smith iMedia). The company
plans to use the funds for work-
ing capital, improvements to its
datacasting service and to con-
tinue building its distribution
network. With exclusive agree-
ments with 21 major broadcast
partners, the iBlast network cur-
rently encompasses 251 stations
and 93% of U.S.-TV households.

2NETFX TO PUT

JAVA IN SET-TOP

ASE Technologies Inc. has tapped
2netFX to provide Java-based
player software for its new set-
top box. The software allows
users to view DVD-quality MPEG-
2 broadcasts from multiple
servers, interactively select sta-
tions, adjust video-window loca-
tion and size, and play archived
videos from multiple servers.
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SPECIALREPORT

hen HDTV first hit the stage,
there was talk of $400,000 cam-
eras and $300,000 tape decks—
enough to make program produc-
ers say, “Nice but too expensive.”

Now the cost of HDTV production gear
has fallen to the $70,000 level, and there’s
talk out of Hollywood that the producers
of prime time pilots are shooting them in
HDTV because it’s cheaper than shooting
in film.

What a difference five years can make. HD
productions are beginning to become attrac-
tive. More important, consumers waiting for
an attractive mix of price and programming
before purchasing an HDTV set may find
that the increase in HD productions (and, in
tum, HD broadcasts) provides the necessary
impetus to invest big bucks in a big set.

This Wednesday, daytime TV, which has
always been believed to be the very last
place that HD broadcasts would be offered
because of small viewer numbers, will see
the arrival of the first HD soap opera. The
Young and the Restless will become the first
daytime program to be produced and
broadcast in the HDTV format.

According to CBS Vice President of
Engineering Bob Seidel, CBS is using a new
technique that makes use of Tkegami dual-
mode HDK-79D cameras capable of pro-
ducing both HD and SD recording as iso-
lated feeds to the control room. “Normally,
when you photograph a show, you record
individual cameras into a control room, and
the technical director is switching which
camera is on air at the moment,” Seidel says.

For example, he explains, a soap episode
may have 600 cuts. If 400 are switched in real
time by the technical director, an additional
200 may be added later on a line-cut basis.
“If you miss a switch or don't like one, you
have to [go back to the] isolated cameras and
pick up the necessary shot,” he adds. Record-
ing the camera feed to a Panasonic D-5 tape
machine avoids having to go back to the
camera to pick up a missed shot.

David Shaughnessey, supervision pro-
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ducer for The Young and the Restless, says
the production crew is excited to be work-
ing in high definition.

“It just looks amazing. It’s beautiful, and
it’s just a whole different dimension,” he
says.

Because CBS will not have an HD
switcher (it is currently using a Grass Valley
Group 4000 digital switcher), the technical
crew is working out some new challenges,
including a frame delay. If the director is
calling the shot and the technical director is
taking the shot online, it does not always cut
on frame, Shaughnessey says.

“It’s something that most of the audience
would never notice,” he says. “It’s a rhythm
that just need to be figured out.”

The key driver to HD production, how-
ever, will be cost savings.

“Forget artistic integrity and being a story-
teller with film or HD,” says Randall Paris
Dark, president of HD Vision, an HD pro-
duction facility based in Itving, Texas. “For
me, it’s always been about follow the dollar.
And if you do an apples-to-apples compar-




BY KAREN ANDERSON PRIKIOS

Fox undertook some of its first HD tests when it shot The X-Files episod

ison of shooting with 24p HD vs. film, no
one can dispute that it’s much cheaper to
use HD than 35mm.”

Dark says it’s less expensive for a num-
ber of reasons, including film-stock pro-
cessing and transferring. “You can get
actors to work at rate, you can get people
to donate things, but the hard dollar is in
the stock,” he says. “When you look at
shoeting HD, 40 minutes is $76, and, in
our world, that’s pretty much free.”

When it comes to the cost of equip-
ment, it's a simple example of supply and
demand, according to Seidel. “We've been
doing [HDTV productions] for two-plus
years, and, each year,

there is a reduction in the R

cost of doing this,” he
says. “When you have
equipment readily avail-
able, the cost per unit
goes down. The cost of
HD recorders and the
HDCAM cameras con-
tinue in a downward pric-
ing trend. With competitive pricing, people
are choosing to do HD as the norm.”
While HDTV still meets resistance from
the major networks, primarily because of
related costs of HD post-production and
the challenge of putting new apples on the
cart, there are signs that the technology
may be sufficiently mature to be attractive.
“Until now, shooting HD would never
be considered because it was expensive

and, to be quite honest, the equipment has
been user-hostile,” says Dark. “And there
hadr’t been enough bells and whistles on
the post side so that color-correcting DVE
could be purchased at an affordable price

es (t) in 24p. ABC is bringing film-based NYPD Blue (¢) to air in HD, thanks

SPECIALREPORT

point. But my feeling from talking to people
is that everyone is revisiting HD. And
because it’s no longer dominated by Sony,
the price points are dropping dramatically.”

For example, even Fox has been taking
some major steps in high-definition produc-
tion. Until recently, the network favored
480-line progressive, not a true HDTV for-
mat, according to the ATSC. Then, in
April, the network announced that it made
a major investment in 720p HDTV for its
Los Angeles production facilities.

Fox Television and 20th Century Fox
made the move after realizing that it
needed more pixels for zooming in on

cale Te ' || ~  \/

—Bob Seidel, CBS

images and repositioning images in post-
production. They selected 720p/24 as a
capture format as a substitute for film in
television episodic-program production,
says Jim DeFilippis, vice president of tele-
vision engineering for Fox.

“Three or four years ago, people were
saying, ‘Let’s stay with film,”” he says. “The
one problem is that film intrinsically has
noise and grain. Excessive noise and grain
has compression artifacts.”

Fox bought two Panasonic A]-HDC27V
scan camera/recorders, capable of opera-
tion at 24 frames per second (as well as vari-
able-frame-rate selectivity, including 4 /s to

to HD post-production. And The Tonight Show With Jay Leno remains the only late-night offering to be available in HDTV.
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SPECIALREPORT

Randall Paris Dark, president and CEQ of
HD production facility HD Vision, says he
has seen increased interest in HD

productions during the past five months.

33 /s, 36 £/5, 40 /s and 60 /). This allows
camera operators to overcrank or under-
crank the camera for fast- or slow-motion
effects, as well as to create motion-blur and
warp-speed special effects in real time by
shooting at very low frame rates with selec-
table shutter angles.

In addition, Fox purchased a compact
Panasonic AJ-HD130DC dual-standard
DVCPRO HD VTR for television series
comedies and specials, four LDK7000
cameras from Thomson, and four 100Mb/s
D9 DVTRs from JVC.

A compatriot in the 720p camp with
Fox was ABC, and it too has begun finding
720p equipment to its liking. Next fall,
three new series will be produced in
HDTV: Alwas, Philly and Thieves. But its
primary HD offering today is Steven
Bochco’s NYPD Blue, shot on film. “ABC
notified us literally a few days before we
started shooting that they wanted us to
produce in HD,” says Steven DePaul, a
producer for the serics at Steven Bochco
Productions.

According to DePaul, the biggest change
was not in the equipment itself (because
the show is shot on film, the move from
standard definition to high definition
required only a lens change), but more an
artistic change. “The hardest thing was to
deliver our show in the 16:9 format as
opposed to 4:3,” he says. “After seven or
eight years of shooting our set, we kind of
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know our camera positions. Camerawise,
we had to rethink some of the things that
we do, and that made life somewhat inter-
esting, especially because the camera moves
around a lot.”

Westwind Media, a new Burbank,
Calif.-based high-end post-production
facility founded by Steven Bochco, handles
post-production for the show. Westwind
has just installed two Snell & Wilcox
HD1010 cight-input high-definition televi-
sion production switchers in two of the
facility’s telecine bays.

DePaul says he and the crew at Steven
Bochco Productions are excited about the
change, and he believes it is a positive step
in the advance of HDTV: “When you
watch in HD, it’s just spectacular.”

THE 24P REVOLUTION

The 24p format, though relatively new to
the industry, has become a reality in
episodic television, with several programs
now being mastered in the format and sev-
eral shows being shot in 24p.

“Studios are very, very interested in it,”
says Deborah Pritchett, HBO’s vice presi-
dent of network quality control for studio
and broadcast operations. “Once you cre-
ate in HD, you don't have to de-interface it
for PAL [and other progressive formats],
so it’s something that they’re very, very
excited about. Progressive is something
that would tie in very closely to the com-

HBO and
HDTV

HBO is leading the way among cable
programmers when it comes to HDTV
production with The Sopranos, as well
as about 60% of its theatrical releases
being shown to viewers in selected
markets {and via DBS} in the 1080i
format.

“Once you get over the hurdle of not
having the massive amount of
equipment, then it's a simple matter.

It's not much different than analog edit-
ing and finishing because it's similar
equipment,” says Deborah Pritchett,
HBO's vice president of network quality
control for studio and broadcast
operations.

HBO uses two models of Panasonic
D-5 tape machines for playback, several
AJ-HD2700 interlace D-5 tape machines
and the higher-end AJ-HD3700
progressive tape machine. Designed
specifically for the HD-cinema market,
the AJ-HD3700 preserves the original
recorded resolution through multiple
generations, and it offers the ability to
easily convert the master to all other
major formats.

Pritchett points out that, although
high-definition production equipment
has been around for quite some time, it
wasn't that long ago that there was a
shortage of post-production equipment
for HD. “You couldn't finish a show in
HD because you couldn't get your main
titles on,” she recalls.

But this has changed as manufacturers
like Chyron and Pinnacle Sysytems began
to offer high-definition character
generators, most with the same bells and
whistles as their standard-definition
products.

Pritchett says, “The biggest hurdle is
equipment and the fact that HD
equipment is extremely expensive and
[programmers] like to know there will
be some kind of return on investment.”

—K.A.P.



SONY.

“Practically everything on our truck is Sony-
and all the equipment performed magnificently.”
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—ERIC DUKE, PRESIDENT, ALL MOBILE VIDEO

A mobile van, built by Sony's System Integration
Center, equipped for a 16-camera shoot,
enough cable 1o cover a golf course, and a
voyage haffway across the Pacific to broadcast
live in both SD and HD. With Sony HDCAM

equipment, All Mobile Video made it look easy.

Here's how Eric Duke, President of All Mobile

Video, descnbes the experience

“For the first time ever, the broadcaster wanted to
produce a regular broadcast alr show with an HD
truck and simultaneously transmit HD and SD
signals. What looked like a very complicated

production, with many pitfalls, questions about

cable, etc.. turned out to be painless, All Mobile
Video was able to meld both broadcasts into one

cost-effective live solution

“We loaded our mobile truck on a boat to make
the trip fromthe West Coast to Hawaii to cover a
PGA TOUR golf tournament. We used Sony
HDCAM equipment, from the HDC-700A 'hard
cameras’ and the HDC-750A hand-helds to the
HDW-700A for field shots. The cameras are so
adaptable. we can be a lot of things to a lot of
people at a cost which is now affordable. For

effects, we chose the HDS-7000 3M/E HD Digital

Switcher, along with an HDME-7000 dual
channel effects system. And for studio decks,
the HDW-500 VTRs really performed!

“The crews found the switch 1o HDTV transpar-
ent. Quality is superior, there is greater resolu
tion in the cameras. and producers can see
more and more the advantage of working

in a 16:9 wide-angle environment

"By doing large-scale productions in HD, the
networks can prepare for the future - and have
bankable productions so they get more bang
down the road for each production dollar spent
nove. As more and more people embrace the for-
mat, All Mobile Video's increasing experlence
in HD field applications will benefit future pro-
ductions. And practical, hands-on expenence is
awhole lot better than working out the format

kinks in a lab somewhere

1-800-472-SONY ext. MOBILE

www.sony.com/professional
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puter industry and allow you to display
video on your computer. The film industry
likes to use it because it records at 24
frames per second. Once you create the
HD master, you are able to use it across
most of your formats, and, when you
downconvert it for NTSC, the quality is
highly superior.”

Most episodic programming today is
shot on 35mm film and transferred to
video through popular telecines like the
Philips DataCine. The problem for post-
production houses was that each network
had selected different HDTV formats and
it was not feasible for the facilities to add
equipment to suit the individual require-
ments of the networks.

“This was a big problem,” says Emory
Cohen, ptesident of Laser Pacific, the Los
Angeles-based post-production house that
helped innovate the 1080i/24 format. “Pro-
ducers ended up with a single [format]
master from which they made all syndi-
cated master and foreign masters. After the
first run, if the master ended up at a differ-
ent network, they had a problem. If it were
created for CBS in 1080i and then sold to
ABC for 720p, there would be a problem.”

Creating a 1080i/24 master makes it
possible to produce a broadcast master for
any of the formats (including international
formats) without any quality compromise,
Cohen says.

Many are also touting 24p as the best
way to shoot in high definition with TV
shows like Diagnosis Murder and Gene
Roddenberry’s Earth: Final Conflict having
been shot with Sony’s Cine Alta HDW-
F900 24p camera. The format has gained
popularity as a production format because
it produces a film-like look on video, elimi-
nating many steps, including dailies and
telecine.

GOOD FORMAT, NO EQUIPMENT

Following some HD tests with Titxs, Fox
wanted to experiment further with the
720p/24 format, but manufactures were
not offering the equipment, DeFilippis
says. So Fox adapted an older Philips
camera model, the LDK-9000, to record
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at 24fsp and did some side-by-side tests of
The X-Files.

Pleased with the results of its 24p trials
of X-Files, Fox began working with Pana-
sonic, Philips and JVC to develop equip-
ment. “The equipment wasn’t available so
we stepped in and put our money where
we felt our beliefs were,” DeFilippis says.

Although most of the industry seems to
be moving toward the 1080i/24 format, he
believes he found a “sweet spot” with
720p/24. Because 720p/24 has a lower
compression ratio than 180i/24p, the equip-
ment can produce images with fewer arti-
facts.

One of the biggest benefits of 24p pro-
duction, according to DeFilippis, is the
cost efficiency. “We’re not dealing with
film, which is expensive,” he explains.

CBS’ Seidel agrees, “With electronic
recording, you can see right away if you got
what you intended. There is no cost for
film stock, no cost for lab development,
and no transfer cost from film to video.”

Not everybody in the production world
has had the same positive experience.
Although few doubt the quality of the
images that a 24p camera produces, some
supporters of film-based production have
been critical of the new format.

In January, Stephen Bochco Productions
conducted its own test of the 1080i/24p for-
mat using the Sony CineAlta HDW-F900
camera. Some camera operators were not
thrilled at looking at the camera’s 1-inch
black-and-white television monitor as the
viewfinder, DePaul reports. “When shoot-
ing in film, you look through the lens and
can see what the camera sees,” he says.
“You can see color; you can see depth.” As
for the appearance of the image, DePaul
says, “It looked really sharp. In fact, it looks
so sharp that the set dressing needed im-
provement.”

For CBS’ Seidel, George Lucas’ use of
24p technology for the production of Star
Wars Episode Two is proof enough. “When
you have someone of that caliber saying,
“This is good enough for my multimillion-
dollar motion picture,” it will suffice for
episodic television.” B

SuperComputer
means super HD

Hollywood post-production company
Laser-Pacific Media Corp. has created a
new High Definition SuperComputer
Assembly system that promises to
accelerate the efficiency and cost-
effectiveness of high-definition post-
production services for episodic TV.

The new system creates 24p HD
programs as pure digital data, as opposed
to the digital video that other current
systems produce, and can shave about
five hours off the assembly process. The
new system is based on LaserPacific’s
SuperComputer Assembly technology, an
Emmy Award-winning system developed
in 1985.

“We have focused on the realization of
this system from the very beginning of
our 24p development efforts,” says
LaserPacific President Emory Cohen.

The system is designed to input four
simultaneous streams of 24p HD content
in its native data state, whether
acquired digitally or on film. Based on
the edit decision list, the system then
assembles all the cuts as a data file
onto a large-scale disc array. Once all
the data for a program has been input
into the system and onto the disc array,
the system then outputs the cut
program as a data stream in faster than
real time. The process takes considerably
less time than other methods and has
qualitative advantages since the images
and sound stay in data form throughout
the assembly process.

“The real benefit of this technology is
that it frees the creative community,
allowing more time for the creative
process by handing over the technical
process to the people and tools that are
best equipped to handle it,” says Leon
Silverman, LaserPacific executive vice
president. “Because of the efficiencies
LaserPacific derives from this
technology, we can now offer cost-
effective alternatives to expensive
high-definition environments.” —K.A.P.



For years there have been two primary analog

TV standards warldwide. Now, with DTV, there
are over 18 digital delivery standards. Only film
is compatible with every sirgle one i them. And
if history is a teacher, you can bet that these
too will be superseded by tomorrow’s new
standards. The one sure way to protect your
investment is to originate on “ilm. No otver medium
has kept pace w th broadcast changes juite like
it. So your program can live happily ever atter in
syndication, well into the future. Whica should

please everyone—including the Joneses
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producers

are still
ironing out
the kinks, but
progress is
tangible

BY KAREN ANDERSON PRIKIOS

Action Sports

Cable Network's
master-control room
will bring viewers
HD sports.
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verall, the marriage of HD and sports
has been a successful one, with the
divorce of Monday Night Football and
HD being the exception. And, mov-
ing forward, the challenge is to have
enough HDTV production trucks in the
market to meet demand and, more impor-
tant, to figure out how to produce an HD
and NTSC broadcast from the same truck.

It’s also a matter of sports networks’ step-
ping up to the plate with HD programming.
Next week, Action Sports Cable Network in
Portland, Ore., will do just that.

Technology pioneer Paul Allen, who co-
founded Microsoft and owns the Portland
Trailblazers, is planning for the July 1
launch of ASCN, a high-definition cable-
TV regional sports channel.

Harry Hutt, Portland Trailblazers chief
operating officer, hopes the channel will
help drive set sales.

Programming on the 24-hour, 365-day
sports channel will include 25 to 30 Trail-
blazer games, Seahawks preseason games
and Portland Fire WINBA games as well as
coach shows. In addition to the anchor pro-
gramming of Allen’s professional sports
franchises, ASCN will present coverage of
Oregon and southwest Washington colle-
giate, high school and community athletics.

“We decided to prepate the henhouse
and be the chicken that drives those eggs
into the marketplace,” Hutt says.

To make its regional HDTV produc-
tions 2 possibility, ASCN has converted an
old Portland television station into a studio
based on an all-digital 601 infrastructure.
The studio features full HDTV production
capabilities, including four Sony HD cam-
eras and an edit suite built around a Sony
DVE-9100 editor. Graphics and effects will
be built into a Sony MVS-800 multi-effects
switcher. Grass Valley Group will provide
the HDTV-server technology.

On July 19, ASCN will take delivery of a
53-foot HDTV mobile production unit that
is being integrated by Sony. It will have 12
HDTV cameras, 11 HD tape machines, a
144-input digital audio-mixing console with
Dolby 5.1 surround sound, and the same
Sony HD switcher being deployed in the
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studio. The monitor wall
will feature 55-inch HD
monitors and three 42-
inch plasma displays with
an additional 40 HD
monitors for audio, tape
and graphics personnel.

The first live broad-
cast from the truck will
be 2 WNBA Portland
Fire game on July 28.

“I’s going to be the
finest HDTV truck in the
country,” Hutt brags. “It’s
a $10 million vehicle.”

The network also
plans to make its produc-
tion unit available to tele-
vision producers as an
HDTV mobile service provider under the
name Action Sports and Entertainment
Mobile Television, (ASEM). It is already
talking to local broadcasters about co-pro-
ducing HDTV programming.

ASCN is also building a separate satel-
lite uplink truck with an Andrew 2 4-meter
dish. In addition to the large mobile pro-
duction unit, ASCN is building a small
four-camera digital preduction van with
three digital tape machines, digital switch-
ers and an HD character generator.

“It’s the ability to do the small things
and the local features that will make our
channel successful,” Hutt says.

ASCN’s biggest challenge right now is
distribution. It is launching on local analog
cable systems, so it will have to down-
convert the programming for SDTV
broadcast. Hutt says the network is in dis-
cussions with the major systems—AT&T
and Charter Communications—to get cov-
erage on digital cable systems as well,

TWO FOR ONE

An example of the type of production that
might help bring more HD sports to the
air was the CBS production of the 2001
Sony Open golf tournament from Hon-
olulu in January. The event was broadcast
in 1080i HDTV and analog NTSC via a
dual feed from a single production truck.

| 34 Broadcasting & Cable /6-25-01
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CBS Sports’ Ken Aagard (1) and
Sony’s Charlie Steinberg were at
CBS“first HD NFL Playoff
broadcast.

Previously, CBS Sports had done individ-
ual productions for 16:9 HDTV broadcast
and 4:3 NTSC, with separate production
trucks and crew, separate cameras and sep-
arate announce teams.

For the production, CBS used an All
Mobile Video HD production truck
equipped with Sony

one set of announcers,
one truck, one produc-
tion crew, or it's not
going to fly.”

CBS plans to use the
one-truck concept when
it broadcasts NCAA foot-
ball in HDTV this fall,
but it still has some kinks
to work out.

“Until [several weeks
agol, we were struggling
with how to make the one-
truck concept work for
college football,” Aagard
says. “It’s some business
and some technology.”

Ackerley Group Vice
President of Engineering
Kelley Alford believes that, once producers
begin working in HDTV, the creative tran-
sition is an easy one. “It’s about finding
that middle ground and still getting that
look for high definition and still meeting
the needs for NTSC,” he says.

For now, the biggest impediment to
HDTV sports produc-

HDCAM  equipment,
including cameras, produc-
tion switchers and VTRs.
The production crew han-
dled the signal from the
Sony HDC-700 HDCAM
cameras for the HDTV
production and downcon-
verted the signal live for
the NTSC production.
“It’s not necessarily a
truck that goes both ways,

‘We decided to
prepare the
henhouse and
be the chicken
that drives
those eggs
into the
marketplace.’

—Harry Hutt, Portiand
Trailblazers

tion remains a lack of
HD-compatible produc-
tion trucks and the costs
involved with doing two
individual productions
for the same event.
“Manufacturers  are
working fast and furious
to make all equipment
with dual outputs,” CBS'
Aagard says. “When that
happens, you will find

but it worked,” says CBS
Senior Vice President of Operations and Pro-
duction Ken Aagard. “We had to make a lot
of production compromises. We were almost
creating two feeds out of one switcher. When
new switchers are developed, they will be
able to do the effect from 16:9 feed at the
same time it does the effect for the 4:3 feed.”
Getting the production down to one
truck will be an important move. “If we
don’t get to one truck, this whole thing is
going to die,” Aagard says. “We need

mote people building
high-definition studios and trucks.”

He says that, while all major manufac-
turers have begun offering dual-output
cameras, production switchers are still not
available although Sony and Grass Valley
are expected to offer HD/SD-compatible
switchers in the fourth quarter.

As for slow-motion effects, Aagard says,
“A high-definition super slo-mo does not
exist. You have to pick it up off standard
definition and upconvert.” B
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If you aren’t on top
of the May 1, 2002
DTV conversion yet,
don't worry...
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Dielectric digiflease~ will ensure you
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® Transmitter

* RF System
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With digiflease~ you'll be up and running
in no time:
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¢ Antenna convertible to standby upon
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People FATES&FORTUNTES

Broadcast TV

Spencer Neumann, execu-
tive VP/CFO, Walt Disney
Internet Group, Los Angeles,
promoted to executive VP,
ABC Television Network, Los
Angeles.

Randy Oswald, president,
Waitt Broadcasting, Omaha,
Neb., named VP/GM,
KTNV(TV) Las Vegas.

Joe Pelliccio, account
executive, WTNH-TV New
Haven, Conn., promoted to
manager, client business mar-
keting.

Dave Sanford, director,
engineering, broadcast opera-
tions, WTFTW(TV) Chicago,
has retired from the station.

Tim Schroeder, sales man-
ager, KWMU(FM) St. Louis,
joins KETC(TV) as under-
writing sales executive.

Cable TV
Donald Stephan, executive
director, operations, Verizon/
Bell Atlantic Services, Virginia,
joins Comcast Cable
Communications, Southfield,
Mich., as VP/GM.
Appointments at Time
Warner Cable, Minneapolis:

Bob Schneider, senior man-
ager, MDU/bulk accounts,
promoted to director,
residential, bulk and key
commercial sales; Tom
Benham, director, informa-
tion systems, Funco Inc.,
Minneapolis, joins as informa-
tion technology director.

Programming
Tom Cosgrove, senior VP,
scheduling and marketing,
Fox Family/Fox Kids, Los
Angeles, named executive VP,
Fox Family Channel and Fox
Kids Network, Los Angeles.
Michele Ganeless, senior
VP, programming, Comedy
Central, New York, named
executive VP/GM, USA
Network, New York.

Deborah Blackwell, presi-

dent, MyHome.com,
Pasadena, Calif., named GM,
SoapNet, Burbank, Calif.
Appointments at Hearst
Entertainment Productions,
Los Angeles: Paul Amirault,
producer/research director,
LMNO Productions, Los
Angeles, joins as senior direc-
tor, development; Alisha
Serold, executive director,

production & acquisitions,
Harvey Entertainment Co.,
Los Angeles, joins as director,
development.

Diane De Martino,
supervising producer, Later
Today/ Today Show: Weekend
Edition, joins the Wolfgang
Puck Show, Food Network,
New York, in the same
capacity.

Ilyse Zeman, production
manager, ZM Productions and
Brad Lachman Productions,
Los Angeles, named executive
in charge of production, The
Gurin Co., Studio City, Calif.

Glenn Ginsburg, presi-
dent, Visionary Media LLC,
New York, joins Comedy
Central, New York, as VP,
interactive sales.

Barron Postmus, director,
marketing and station rela-
tions, Carsey-Werner
Distribution, Studio City,
Calif., promoted to executive
director.

George Lima, manager,
affiliate marketing, Discovery
Networks, Bethesda, Md.,
promoted to director.

Pamela Haas, director,
marketing team, Target Corp.,

Spencer Neumann

Donald Stephan

|_ 36 Broadcasting & Cable/6-25-01

Bob Schneider

Minneapolis, named VP, affili-
ate relations, Moviewatch, St.
Paul, Minn.

Radio
Ed Whitman, national sales
manager, Aurora
Communications, Bridgeport,
Conn., is promoted to VP and
adds duties of national sales
manager for newly acquired
New York properties.
Virginia Lee Williams,
VP, sales, Western region,
CommercialWare Inc., Natick,
Mass., joins Harris Corp.,
Mason, Ohio, as director,
radio sales.

Journalism
Edward Kosowski, news
director, KGO-TV San
Francisco, named news direc-
tor, WHDH-TV Boston.

Changes at KRON-TV San
Francisco: Mark Berryhill,
VP, news, will leave the station
at the end of July but will
continue in an advisory role;
Stacy Owen, assistant news
director, promoted to news
director.

Steve Majors, senior pro-
ducer, CNBC, New York,

Tom Cosgrove



joins MSNBC, New York, in
the same capacity.

Appointrents at Good
Morning America, New York:
Albert Lewitinn, producer,
WCBS-TV New York, joins as
senior producer; Lara
Spencer, correspondent,
WABC-TV New York, joins as
featured correspondent.

Aaron Brown, anchor,
ABC News, New York, joins
CNN, New York, as primary
anchor, news.

David Tabacoff, executive
producer, 20/20 Downtown,
New York, joins Fox News,
New York, as executive pro-
ducer, Bill O'Reilly broadcast
specials, and senior producer,
Fox News.

Michelle Charlesworth,
weekend anchor, WABC-TV
New York, adds substitute
anchor to her duties.

Shirley Washington,
morning weekday anchor,
KDFW/(TV) Dallas, named
weekend anchor.

Josh Binswanger, host,
This Week in History, History
Channel, Boston, adds week-
end anchor duties at WBZ-TV
Boston.

Deborah Blackwell

People

Dean Blevins, sports ana-
lyst, KSWTV(TV) Oklahoma
City, promoted to sports
director.

Marti Johnson, national
correspondent, Hearst-Argyle
Television, Washington, joins
Conus Communications,
Washington, as full-time
reporter.

Melissa Bell, meterclogist,
WBTV(TV) Chatlotte, N.C,,
named weekend meterologist,
VWBZ-TV Boston.

Mike Woods, meterologist,
KNXV-TV Phoenix, joins
WNYW(TV) New York, as
weekend meterologist.

Technology

Robert Ross, VP, business
development, Adero,
Boston, joins ChainCast,
San Jose, Calif., in the same
capacity.

Clarification

In last week’s Fates &
Fortunes, vTrails, a technology
company, was spelled

incorrectly.
—P, Llanor Alleyne
palleyne@cabners.com
212-337-7141

Barron Postmus

FATES®&FORTUNES

Obituaries

Judith Moses, Emmy- and Peabody-winning producer
died at 61 of liver cancer, She made public-affairs documen-
taries for various nerworks and flm companies over the

_course of 23 years, Her credits inchude 20/20.

Neil Vander Dussen, former president of Sony Corp. of
America and longime RCA execunve, died June 9 ar 69,
reportedly of & brain aneurysm. He joined Sony i 1981 as
president and CEO of the Sony Broadeast Products Co.

Betty Mandeville, one of the first women to have pro-
duced a major nerwork radio show, died at 90, She was pro-
ducer of the popular CBS program The FBI in Peace and War
from the "40s to 1958, Sl'tcakudidwtmn: showw Patsoord,

Tim Weigel, 56, a popular, affable and witty sportscaster
at CBS' WEHEBM-TV Chicapo and a former sports writer at
the old Chicago Dasly News, died on Farhers Day from a
brain tumor:

— Reatrrce Williams-Bude and Pl Bedwartkr

O P E N M I K E

RISKY BUSINESS

EDITOR: How many times over the years have we had occasion to thank you
for sounding the alarm about government intrusion into program content!

BroaocasinG & CasLe's brilliantly reasoned editorial (June 11) about the
FCC's extraordinary interest in the expurgated version of an Eminem song
is only the most recent manifestation of the continuing relevance and
incalculable value of your influential publication. ...

Only BroapcasTING & CaBLE has kept its eye firmly fixed on the ball (read:
First Amendment). ...

One might only wish that NAB, our national trade association, heard
the same “music.” Why, I wonder, must we always leave it to you—and
other entities like The Media Institute—to make the case for us?

Thank you—from every musician, performer, disk jockey, communicator,
broadcaster and listener. Also, every citizen of the republic.—William
0'Shaughnessy, chairman, Whitney Radio WVOX and WRTN, Westchester,

New York
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A voice for stations

Veteran broadcaster helps keep the industry competitive

ven among today’s mega-media compantes, Belo stands

out: The broadcast group’s 17 television stations (it also

manages three LMAs) are often leaders in the marketplace.

Industry insiders credit Jack Sander, executive vice presi-
dent, media operations, and president of Belo’s TV Group, with
helping the company maintain that competitive edge.

Sander also takes an active role in broadcasting industry affairs.
Last week, he testified at a House Telecommunications and Internet
Subcommittee hearing on campaign-finance reform (see page 24).
He is current chairman of the NBC affiliate board of governors and
was a TVB chairman in the early "90s.

Belo, like other midsize to large TV groups, is 2 member of the
National Affiliated Station Alliance {NASA), a coalition formed to
help restore the balance of power between the affiliates and the
networks. It's an important coalition, says Sander, who believes
that, right now, stations need a strong and separate voice from the

networks.

“We want our network part-
ners to be successful, profitable
and healthy, as we want the
same for oursclves,” he says.
However, he also believes that
some issues need to be resolved
so that “we can all get on with
our business.”

A seasoned broadcaster,
Sander's career spans more
than 35 years. He entered the
business during his college
days at the University of Cin-
cinnati, working at educational
station WCET(TV) Cincinnati
during his junior and senior
years,

In 1965, after a brief stint in
graduate school (he ran our of
funds), Sander joined WLWC-
TV Columbus, Ohio, as a sales
service director. A year later, he

was an account executive at
WTOL-TV Toledo, Ohio. By
1978, he was assistant general
manager and general sales
manager at the Toledo station.
He subsequently moved to
then co-owned WDSU-TV
New Orleans.

Returning to Toledo in 1980
to run WTOL-TV, he oversaw
construction of a new facility for
the station. “We started from
scratch, built it and moved into it
within eight months,” he recalls.
“It was a very challenging and
extraordinary feat,”

Two years later, he joined
KTSP-TV Phoenix as presi-
dent and general manager, stay-
ing until 1985, when Taft
Broadcasting bought the sta-
tion and picked Sander to head
its television division. He ran

[ _3E andcasting & Cable/6-25-01 |

John “Jack” L. Sander
Executive vice president,
media operations, and
president, Television Group,
Belo Corp.

B. Dec. 4, 1941, Cincinnati; B.F.A.,
communications, University of
Cincinnati, 1964; sales service
director, WLWC-TV Columbus, Ohio,
1965; account exec, local sales
mgr., nat1 sales mgr., general sales
mgr., assistant general mgr./gener-
al sales mgr., WTOL-TV Toledo,
Ohio, 1966-78; station mgr.,
WDSU(TV) New Orleans, 1978-80;
GM, WTOL-TV Toledo, 1980-82;
president/GM, KTSP-TV Phoemix,
1982-85; president, TV Div., Taft
Broadcasting, Cincinnati, 1985-88;
president and GM, WAGA-TV
Atlanta, 1988-97; EVP, TV Group,
Belo, 1997-98; president, TV
Group, Belo, 1998-2000; current
position since Jan. 1; m. Jeanne,
Oct. 16, 1966; three daughters

the 12-station group until 1988,
when Taft sold its TV interests.

Sander then joined WAGA-
TV Atanta as president and

general manager. During his
nine-year tenure there, the sta-
tion’s ownership shifted from
Gillette Communications to
New World, and WAGA-TV
switched its affiliation from
CBS to Fox. “I always say, [ was
there nine years but ran two dif-
ferent television stations.”

He joined Belo at a crucial
time. In 1997, the company
was in the midst of a major
merger with the Providence
Journal Co., and he arrived to
help manage the transition.
Once a small group with only
seven stations, Belo emerged as
a far more significant force in
the television business. As a
result of the merger, its TV
holdings grew from seven to 16
stations (plus two LMAs). A
cable news channel was also
part of the deal; Belo already
had an interest in two other
cable news channels.

Today, Belo is No. 11 among
the nation’s Top 25 TV groups,
according to BROADCASTING &
CABLE’S latest compilation.
Sander heads the TV group.

Belo also owns Northwest
Cable News and Texas Cable
News and is a partner in four
other channdls. Since January,
Sander, as exec VP of media
operations, has overseen the
Dallas Morning News, the Provi-
dence Jonrnal and the Riverside,
Calif,, Press Enterprise.

As for the future, Sander
thinks Belo must be prepared
to stay focused on “who we are
and what we do best. We can
still communicate information
better than other media.” B

—Kim McAvoy



This Week

June 24-26 New York State Broadcasters
Association 40th Annual Executive Con-
ference. Sagamore Resort Hotel on Lake
George, N.Y. Contact: Mary Anne Jacon,
518-456-8888.

June 24-27 Wireless Cormmmunications
Association 14th annual business confer-
ence and exhibition. World Trade Center,
Boston. Contact: George McFadden, 202-
452-7823.

June 28-29 Access Conferences
International Financial News Broadcasting,
One Whitehall Place, London. Contact:
Katie Milton, +44 (0) 20-7840-2700.

June 28-30 Virginia Association of Broad-
casters 64th Annual Summer Con-
vention. Cavalier Hotel, Virginia Beach,
Va. Contact: Judy Dunigan, 804-977-3716.
July

July 14 Television News Center Anchor
Training. Reuters TV, 1333 H Street NW,
Washington. Contact: Herb Brubaker,
301-340-6160.

July 15-17 North Carolina Association of
Brogdcasters Annual Convention. Kingston
Plantation, Myrtle Beach, S.C. Contact:
Rhonda Price, 919-821-7300.

July 19-21 Tennessee Assoqation of
Broadcasters 54th Annual Convention.
Maxwell House Hotel, Nashville, Tenn.
Contact: Jill Green, 615-399-3791.

July 22-25 CTAM Summit 2001. The San
Francisco Marriott Hotel, San Francisco.
Contact: Seth Morrison, 703-349-4200.
July 24 CEA The DTV Transition—Is
Laissez Faire Fair? Ronald Reagan Bldg.,
Washington. Contact: Jenny Miller, 703-
907-7079.

July 26 NAMIC of Southern Calsfornia
Celebration of Latinos in Television and
Film. Egyptian Theater, Hollywood, Calif.
Contact: Marisa Soto, 310-246-7640.

July 29-31 North Carolina/South Carolina
Cable Associations Joint Summer Meeting,
Grove Park Inn, Asheville, N.C. Contact:
919-834-7113.

Datebook

Aug. 2-4 Satellite Broadcarting and Communications Association Convention and
Exposition. Opryland Hotel, Nashville, Tenn. Contact: Laurie Nuappi, 7013-349-69%0,
ext. 366.

Sept. 5-7 Matioral Associstion of Broadeasters Badio Show, Emest Morial Convention
Center, New Orleans, Conract: Gene Sanders, 20242941594,

Sept. 12-15 Radio-Television News Directors Assoctation International Conference |
and Exhibition. Mashville, Tenn. Contact: Rick Cemanski, 202-467-5200,

Nov. 12 BReodDeasTiNG & CARE, 11th Annual Broancasting & Caple Hall of
Fame. New York Marrior Marquis, New York. Contact: Steve Labunski, 212-889-
6716.

Nov. 27-30 Califorsmia Cable Televtrion Assoclation Western Show, Anaheim

| Convention Center, Anaheim, Calif. Contact: Paul Fadelli, 510-428-2225.

Jan. 21-24, 2002 National Association of TV Program Execuiives 38th annual
Conference and Exhibition. Las Vegas Convention Center, Las Vegas. Contact: Lana
Westermeier, 310-453 4440.

April 8-11, 2002 National Association of Broadcasters Annual Convention. Las Vegas.
Contact: Kathleen L. Muller, 202-775-3527.

May 5-8, 2002 National Cable & Telecommnmicattons Assocation Annual
Convention. New Otleans. Contact: Bobbie Boyd, 202-775-3669.

May 20, 2002 George Foster Peabody Awards 61th annual presentation and lun-

| cheon. Waldorf-Astoria, New York City. Contact: Horace Newcomb, 706-542-3787.
June 26-29, 2002 PROMAX & BDA 46th Annual Convention & Exposition. Los
Angeles Convention Center, Los Angeles. Contact: Gregg Balko, 310-788-7600.

August tact: Joyce B. Horton, 202-887-1700.

Aug. 1-4 Association of America’s Public —Compiled by Beatrice Williams-Rude
Television Stations 2001 Annual Conven- 212-337-7140
tion. Renaissance Hotel, Washington. Con- bwilliams@cabners.com

Irwm was here! -...-

bottom-line,
Percent Increase in Sales , action-oriented

sales and management
help available.
Broadcast groups, single

| station ownerships, state/local
] ’ broadcast associations
Phone; (603) 598-9300

| , Fax: (603) 598-0200
www.irwinpollack.com

1996 1997
“This exceeded my expectations. Good job!”
-Linda Bonnici, GSM, CBS 8 Las Vegas, 12/12/00
‘Excellent all the way around.”
~Rocky Wagonhurst, LSM, UPN-24 Baltimore, 11/2/00

1998 1999

Call Irwin Pollack

for broadcast sales and management training

| g
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Newsc

PUBLICIST
Aggressive, seasoned publicist wanted for nation's
preeminent state public affairs network. Resumes
and requirements to HR, PCN, 40t Fallowfield
Road, Camp Hill, PA 17011.

— N

ASSIGNMENT EDITOR
WPXI-TV is looking for an aggressive,
creative assignment editor to take charge in
a highly competitive market. You must well
organized, with good editorial judgment,
creative problem solving skills, and some
knowledge of microwave and satellite
liveshots. 1-3 years experience is preferred.
A college degree is required. Send resume
to: Pat Maday, WPXI-TV, 11 TV Hill,
Pittsburgh, PA, 15214. WPXI-TV is an equal
opportunity employer.

I URBAN TELEVISION/RADIO

The Broheim Group, LLC, the new urban televi-
sion and radio choice is looking for dedicated col-
lege graduates. Opportunities available:

Tv-Station Manager Washington, D.C.
Tv-Sales Manager Washington, D.C.
Tv-Traffic Manager Washington, D.C.
Tv-Account Executive Washington, D.C.
Radio-Station Manager Henderson/Oxford, N.C.
Radio-Account Executive Henderson/Oxford, N.C.
Accountant/Bookkeeper Washington, D.C.

Forward Resumes to:

Randall Williams-CQO,

The Broheim Group, LLC

P.O. Box 5202, Takoma Park, Md. 20913

E-mail to rwilliams @thedreamnetwork.com or
fax 10 1-301-587-7464

EOE M/F Drug Screen

WMUR-TV ANNOUNCES A
JOB OPENING FOR A
PRODUCER FOR CHROMICLE
WMUR is looking for an energetic, experienced
producer to launch a half hour news magazine.
This program will be based on a highly successful
and award winning program produced by our sister
station WCVB. Our producer will need 10 be able
1o meld their vision and execution with ours o cre-
ate a unique and interesting show. Experience on
a magazine program or with long form stories witl
be helpful. An ability to write interesting copy and
promotional material as well as copy edit the work
of others is essential. A minimum of 3-5 years
experience writing, producing or reporting
required. Send resume to: WMUR-TV, News
Director, 100 South Commercial Street, P.O. Box 9,
Manchester, NH 03105, or fax to (603) 641-9005.

WMUR-TV/Hearst-Argyle is an equal opportunity
employer and does not discriminate in the hiring,
training or promotion of employees by reason of

race, color, religion, sex or national origin.
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Classifieds

FINANCIALCAREERS

/~  DIRECTOR OF
| STEWARDSHIP
& ANALYSIS

SR

USA Cable, a critically acclaimed broadcast entertainment group,
# featuring the #1 rated USA Network and The Sci-Fi Channel, is
£%%% seeking an experienced professional to join our management team,

Based in our NYC corporate headquarters, the successful candidate
[ =, will be responsible for the weekly/monthly stewardship of national
advertising sales. Diversified duties include working with the
inventory control group and Planners to place ADU packages,
interfacing with Finance in regard to the makegood liability and
analyzing ad sales information. In addition, you will work with the
IT dept in designing reports for the Ad Sales management team. To
qualify, you will need strong analytical and Excel skills, knowledge
of the cable industry and 3 years of account stewardship experience.

We offer a competitive salary commensurate with experience and an
excellent benefits package. For consideration, please forward your
resume with salary requirements (only resumes with salary
requirements will be considered) to: J. Byrne, HR Dept DSA,
USA Cable, 1230 Avenue of the Americas. New York, NY
, 10020. Fax: (212) 413-6524. USA Cable is proud to be

an equal opportunity employer M/F/D/V.

| NEWSCAREERS

| GENERAL ASSIGNMENT REPORTER

WPVI-TV, Philly's #1 station, is seeking an aggres-
sive, creative general assignment reporter.
Successful candidate has several years of TV
reporting experience, is flawless live and enjoys
working under pressure. Send resume, non-
returnable VT (no calls/faxes) to Carla Carpenter,
News Director, WPVI-TV, Suite 400, 4100 City
Ave., Philadelphia, PA 19131 EQE

CONTROLLER

Television group in beautiful Palm Springs,
California. Requires knowledge of Columbine or
similar traffic, MAS 90 accounting systems, excel-
lent people skills. CPA, accounting degree and
several years' broadcast controller experience
preferred. Fax resume to: Bob Alien, Executive
Vice President, Guli-California Broadcast Co.,
760-773-1953 or e-mail to ballen@kesq.com.
E.Q.E.

NBC TRAFFIC ASSOCIATES-(Several Positions).
You can't imagine how much you'll grow here.
NBC, one of the world’s premier broadcasting com-
panies, has an opportunity to handle the trafficking
of commercials for new North East Traffic Hub locat-
ed in NYC. Your role will be to schedule commercial
copy and ensure the advertiser's requirements are
met regarding content, rotation, and placement.
Specifically, you'll receive and organize all incoming
commercial copy, match traffic instructions o sales
confracts and interpret instructions to determine
advertisers' needs. You'll also communicate with
agencies and sales personnel o obtain copy, pre-
pare daily dub lists, manage the tape library and
pitch in regarding the other activities of Traffic-pro-
gram formatting and log editing. You must have a
Bachelor's or Associate’'s degree or experience in
Television Sales Administration/Customer Service.
A detail orientation, effective organizational, com-
munication and PC skills, preferably in an IBM AS-
400 platform environment, are aiso essential. When
applying for the above position, please send resume
via e-mail f0: ppportunsas & gecarsars. cor Please
|refer 10: NBC/254606/NRA223 in the subject line of
your e-mail message. If you are sending resume via
mail, in your cover letter you must include reference
code: NBC/254606/NRA223.

CLoSEDCAPTIONINGSERVICES |

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

www.visualaudiocaptioning.com
703-278-9110

CREATIVESERVICES

DESIGNERS/ART DIRECTORS:
Media company looking for Designers and Art
Directors to do freelance work in your spare time,
at home. Great pay. As much or as little work as
you want. Must have your own Mac with
Photoshop and lllustrator, TV news experience
preferred. Resumes must accompany DEMO
TAPE 10 be considered. Great opportunity 1o
make extra cash year-round. Send tape to Prince
Street Station, PO Box 690, NY, NY 10012,

-



Classifieds

 MISCELLANEOUSCAREERS

CMT, a 24-hour country music network, carries original programming, specials, and five concert and events, as well as a
mix of videos by established country music artists and new cutting-edge acts, including world premiere exclusive videos.
The network, owned and operated by MTV Networks, reaches more than 48.3 million hauseholds in the United States.

Located in beautiful Nashviile, Tennessee, CMT has immediate openings for the following positions:

DIRECTOR NEWS & LIVE PROGRAMMING

Dversees creative and editorial management of News and Live Programming on CMT. This includes, but is not limited
to, the network’s daily live series, special events, and news franchise interstitial programming. Works closely with VP to
manage the News and Live Programming on CMT. Will help establish the evolving programming tone and direction for
the network, includes generating new programming ideas and guiding existing projects on both the "big picture” and
daily management front. Project supervision of freelance and staff producers, creative content, and budgets for studio
and field-based live network strip series, News interstitial and segment programming, and live special events for the
network. Oversees scripts, rough-cuts, fine cuts and live broadcasts. Qualified candidates will have the ability to create
energized and irformative programming and strong storytelling capabilities. Must hire and manage staff, outside pro-
ducers, and talent for programming projects. A Bachelor's degree in Film, Television Production, Business, of related fieid
is required. At least five years experience in live television and studio production experience, and at least three years
supervisory experience is required. Must have excellent writing skills and editorial judgement for both feature and news
programming. Knowledge of country music is a plus.

DIRECTOR PROGRAM DEVELOPMENT & PRODUCTION

Dversees creative and editorial management of original programming on CMT. This includes, but is not limited to, the
network’s series, special events, stunts and interstitial programming. Will help establish evolving programming ideas
and guide existing projects on both the "big picture” and daily management front. Project supervision of freefance and
staff producers, creative content and budgets for studio and field-based network short and long-form programming is
required. Oversees scripts, rough-cuts, fine cuts and live/live-to-tape broadcasts. Hires and manages staff, outside pro-
ducers, and talent for programming projects. Bachelor's degree plus a minimum of five years field and studio produc-
tion experience and at ieast three years supervisory experience is required. Must have strong storytelling capabilities,
excellent writing skills and editorial judgement for both shart-form and leng-form formats, and the ability to create ener-
gized and informative programming. Knowledge of country music preferred.

WRITER/PRODUCER PROGRAM DEVELOPMENT & PRODUCTION

Contributes to the creation, planning and development process of CMT Programming to ensure timely completion of
quality on-air program materials. Produces original programming for both short-form and leng-form projects.
Researches, writes, pre-edits, and supervises all phases of production, post-production and graphics as needed to
maintain workflow and meet strict and continuing deadtines. Works with producers, directors and talent associated with
producing original programs. Works as director on shoots when necessary. Seeks out and recommends new talent for
on-camera and voice-over needs. Bachelor's degree or equivalent course-work in broadcasting, or related field, or
equivalent experience required. Minimum three years experience required with a degree; five years experience with-
out a degree. Experience in writing and producing original programming and assisting with the development of network
programming required. Candidates must have a proven track record in producing for television. Must have a working
knowiledge of studio and field production, graphics, editing, audio production and shooting technigues. Excelient writing
and storytelling skills are a must. An appreciation and knowledge of country music preferred.

DIRECTOR OFF-AIR CREATIVE

Directs efforts of off-air creative staff in the creation, planning, development and production of all off-air creative for
CMT. Works closely with Graphics and Marketing to recognize, create and manage cross-channel off-air promotional
and strategic efforts including: video presentations, consumer trade promotions, print and outdoor advertising, radio/tel-
evision commercial copy and production, as well as materials used by advertising sales and affiliate sales. Supervises
post-production/editing of off-air promotional materials to ensure quality of finished product meets standards. Reviews
and analyzes research, ratings, and audience trends to create more effective off-air strategies and placement of media
buys. Works closely with promotion and programming departments to create and implement off-air strategies to
increase households, awareness, and maximize profit potential. The ideal candidate will have a minimum of five to seven
years experience in creating, writing, developing and producing off-air promotional materials for television/radio, plus
equivalent print advertising experience. A minimum three to five years of managerial experience required. Knowledge
of branding and media placement and buying is required. Working knowledge of image campaigns, graphics, pre and
post-production techniques, animation, video and audio editing preferred. A bachelor's degree in Communications,
Advertising or other related field, or equivalent experience required.

WRITER/PRODUCER OFF-AIR CREATIVE

Contributes to the creation, planning and development process of off-air creative for CMT. Writes, produces, creates,
plans, and develops speciaity off-air creative spots and materials for all CMT off-air campaigns. Experience in writing
and producing promotional spots for television. Working knowledge of print and television pre- and post-production
involving the use of studio facilities, fighting, graphic design and animation, editing, audio production and shooting tech-
niques. Works cosely with Graphics and Marketing to create all off-air promational and strategic efforts including: video
presentations, consumer trade promotions, print and outdoor advertising, radio/television commercial copy and pro-
duction, as well as materials used by advertising sales and affiliate saies. Initiates creative solutions that satisty the
channel's on-air and off-air marketing goals. Seeks out and recommends new talent for on-camera and voice-over
needs for CMT. Also seeks out and cultivates new outside production resources. A Bachelor's degree or equivalent
coursework in Advertising and/or Television Production is required. The position requires a minimum of three years of
experience with a degree or a minimum of five years without a degree.

Qualified applicants should send their resumes to: employment@country.com, or mail to CMT Employment
Opportunities, Attn: Manager Human Resources, 2806 Opryland Drive, Nashville, TN 37214. You may fax your resume
1o (615) 457-9660. No phone cails piease. CMT is an Equal Opportunity Employer.

WORLD CUP 2002
SOCCER DOCUMENTARY

FEATURE PRODUCER
Imrnediate opening for freelance feature producer
to work on international documentary previewing
Worid Cup 2002. Arliculate, compelling story-
telling skills required; knowledge of international
soccer preferred; organizational ability essential.

RESEARCHER/
PRODUCTION ASSISTANT
Immediate opening for freelance researcher/PA to
help develop content for documentary on World Cup
2002. Television production background required;

knowledge of international soccer essential.

Please send resume and tape to:

Broadcasting & Cable
Box 0625
Attn: K. Parker
275 Washington Street
Newton, MA 02458

[ SALESCAREERS

GENERAL / LOCAL SALES MANAGER
ABC affiliate with strong local presence looking
for GSM/LSM combo who can manage & moti-
vate diverse sales staff, interact directly with local
businesses, has strong research background
and has high rate & inventory management
skills. Prior LSM or NSM experience necessary.
# 117 market in # 1 location (Santa Barbara, CA).
Write to VP/GM @ KEYT-TV / 730 Miramonte
Drive / Santa Barbara, CA / 93109. EQE.

SALES MANAGER

KRGV-TV located in the Rio Grande Valley in
Texas is looking for a person with strong lead-
ership, communication, organizational and
pecple skills. Applicants should have experi-
ence in Salesline, BIAS, Maxigrid and Omega
32 as well as possess strong computer skills.
Management experience preterred. Good track
record of success in local television sales.
Primary responsibilities include budgeting,
inventory control, special events, sales promo-
tions and motivating the sales staff. No Phone
Calls Please. Send resume to: KRGV-TV
Personnel Manager, P.O. Box 5, Weslaco, TX
78599. Visit our website: www.krgv.com, KRGV
is an equal opportunity employer.

TV SALES CERTIFICATION!
ADD VALUE TO YOUR CAREER!

Details @
www.MediaRecruiter.com

SALESC ‘RS CONTINUED ON PAGE 42

Over 125 New Career Opportunities!
$$3 - 70 Cities! Account Executives
Sales Management - Marketing - Research
- Traffic - Production -
www.MediaRecruiter.com
Free to Candidates!
303-368-5900
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VICE PRESIDENT-
DIRECTOR OF SALES

Fox owned stations and regional sports channels in Los Angeles

We currently have an incredible career opportunity for an experienced and
high-energy sales pro to lead the sales teams of our Los Angeles Fox
owned television stations and cable channels.

Our VP-Director of Sales must be an enthusiastic leader with the ability to
motivate and continue to develop our sales teams while maintaining a high
standard of excellence. Responsibilities include overseeing sales manage-
ment teams of our stations and two regional sports channels. In this highly
visible role, you will responsible for growing market share and revenue by
coordinating our strong properties in the nation's second largest market.

Our ideal candidate must have a minimum of five years in broadcasting
and/or cable sales management, preferably top 3 markets. Intimate
creative knowledge of media sales, budgeting, forecasting, planning,
analyzing, pricing and inventory control is a must. A related degree and
computer iteracy is also required.

At Fox, we provide an environment that is supportive and team oriented.
In addition we offer an excellent benefits package and compensation.

If qualified, please submit resume with salary requirements to:

Fox 11/KTTV and Fox Sports Net West | and I,

1999 S. Bundy Drive, Los Angeles, CA 90025.
Attention: Recruitment AB/VP Sales. EOE/M/F/D/V.

PrOMOTION

' PROMOTION MANAGER

The Food Network , a division of Scripps Networks, has an exceptional oppor-
tunity for a Promotion Manager to work in their Marketing Department.

In this role, you will develop and execute major quarterly promotions; manage
the development of promotional sweepstakes on-air spots; create strategies
and big ideas for major promotions; and manage promotional agency relation-
ships. To qualify, you must meet the following eriteria: 4-7 years of enter-
tainment marketing experience; 2-3 years of cable promotion experience; and
experience working with ad sales and affiliate groups. Experience executing
promotions beginning to end necessary. 4+ years of client side marketing
highly preferred.

We offer a desirable working environment, competitive salary and compre-
hensive benefits package. Candidates who meet all requirements are welcome
to apply. Please send resume, which must include salary requirements, to:

FOOD NETWORK
1180 Avenue of the Americas
New York, NY 10036
Attn: HR/SF-PRMGR
Email: jobsny@scrippsnetworks.com Or Fax 212-398-0850.

Seripps Networks, is a wholly-owned and operated by the E.W. Seripps
Company and is an Equal Opportunity Employer providing a drug-free
workplace through pre-employment sereening.

foodtv.com

PRODUCER

DU/ MO

PRODUCTIONS

Premium Los Angeles based Reality
Production Company seeks a variety
of staffing positions for upcoming
productions. Positions available are
Producers, Segment Producers,
| Production Managers, Story Editors,

Casting Directors and Directors.
Please fax your resume to
818-756-5140
NO PHONE CALLS PLEASE

EXECUTIVE PRODUCER
Twin Cities Public Television seeks an experienced
Executive Producer to 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 television. From Hoop Dreams to Liberty,
from Newton's Apple to American Photography,
TPT's National Production Department has pro-
duced a wide range of successtul programs for
public telavision.
Candidates should be capable of developing,
tundraising 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
Iﬂaet. St. Paul, MN 55101. www.tpt.org

PROMOTION SPECIAL
PROJECTS PRODUCER

NBC Transition and the Olympics! What could be
better? Be a key player in the #5 market as we
gear up for both. KNTV is seeking a versatile pro-
motion veteran with a creative background and
broad skill set in local news and entertainment
promotion to oversee special projects. Must be a
strong writer and producer with an innovative
visual sense and solid editing skills. From enter-
tainment to news, you will promote it all! This posi-
tion will work in conjunction with the rest of the
Promotion staff 1o produce and edit major promo-
tional campaigns including station image and
other projects as needed. A knockout reel and
energetic attitude is a must. A college degree and
three to five years experience promoting news
and entertainment is preferred. Rush resume and
reel 1o VP of Creative Services, KNTV, 645 Park
Ave. San Jose, Ca 95110. No phone calls please.
Granite Breadcasting is an EOE

£

www.tvinsite.com/
broadcastingcable
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Executive
Assistant

FOX Cable Networks is seeking an Executive
Assistant in its New York office to assist in the
areas of sales administration and wrairung. This
position will prwide a great opportunity to
learn and grow in the ad sales business.
Candidate will provide administranve support
to the VP of Sales Administration, Training, as
well as the department. Dunes will include
making travel arrangements, expense reports,
answering phones, writing and ryping memos
and letters, faxing, filing, updating depart-
mental organizational charts, budgets, phone
* lists, preparing reports and project work.

Will also assist with the preparation of training
materials and schedule training sessions. Typing
training manuals and troubleshooting by
answering questions from sales assistants on
procedural issues. In time, this position can also
mclude conducting tratning sessions

Assisting the Sales Admuin. department by
entering orders, filing, companng contracts to

orders 10 check for accuracy.
" Qualified candidate will have 2-5 years

expenience as an admimstrative or executive
assistant; excellent communication and follow
up skills; team player; and good computer
skills in Word, Excel, and Powerpoint
® Experience in broadcast or cable ad sales a
plus: college graduate preferred

Please send resume, cover letter. and salary
requirements to Attn: Sales Aubmimieration via
fax:  (212) 822-8601 or online at
http:/ / ngc.r:cmitingcentcr.nzt/ publicjobs
job code: DHI00691. No phone calls please

FFoX

CABLE NETWORKS

RESEARCH!

REGIONAL ACCOUNT DIRECTOR
SCARBOROUGH RESEARCH
Scarborough Research, the nation’s premier
provider in qualitative research, is seeking a
highly motivated & self-directed sales profes-
sional w / a strong customer service orienta-
tion to join our dynamic TV Sales team. This
position will require travel. The ideal candidate
will have three + yrs. exp. in marketing
research sales, media research or broadcast
sales. |If you have presentation skills, data
analysis & data interpretation skills & have a
positive & competitive outlook, then this
position is for you. BA/BS req'd. We have a
competitive compensation & benfts. pkge. Ps
e-mail your resume w/ salary req'ments
to: dmorisie@scarborough.com or fax to

212-789-3524. EOE/MF

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

Classifieds

MARKETING

FORSALE

OPPORTUNITIES AT INTELSAT
Manager, Video Market Planning
Under direction of the Business Line Manager,
Broadcast/Video, you will lead Intelsat's strategic
market planning activities for the broadcastivideo
business line serving intemational television cus-
tomers. Responsibilities include identifying target
markets and service opportunities, pricing, distribu-
tion channels, communication, and promotion pro-
grams to meet strategic, financial, and marketing
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 satellite 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 10 maximize
market penetration, revenue, and profitability.
Duties will include market assessment, product
strategy and positioning, sales forecast and goals,
pricing recommendation, processes, and research
and promotion. You will manage the product life
cycle and recommend and implement product
strategies to achieve and exceed goals and satis-
ty customer needs. Requirements 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.

TECHNICAL

OFTWARE
SUPPORT ANALYST

NETWORK PROGRAM SCHEDULE

S CABLEVISION

Our leading telecommunications & entertainmant
company has an exciting career position for a
professional with the ability to provide application
support for major cable networks on air program
control, traffic and scheduling systems. As a
member of the corporate support staff, assists users
with configuration and daily operation of network
program control software such as Paradigm,
Gabrielle, NOVAR. Working knowledge of software
of this nature is required. The software support
analyst assists users with the Rainbow Systems that
are critical for efficient operation of the company,
Minimum of 2 years experience in supporting
business critical information systems; applications
n a WAN environment using remote control
software as well as excellent written and
communication skills. Some travel within the US is
required. We offer a competitive compensation and
prehensive benefits p ge. Send r
which must include REF # 0825BC3526M.C in
cover letter, to: Cablevision, Corporate Staffing
Department-MJC, 1111 Stewart Avenue, Bethpage,
NY 11714 or email to: careers@cablevision.com
{include REF # in subject line of email}.

Equal Opportunity Employer & A Drug Free Workplace

Group owner spin off. Great owner / operator
situation in beautiful resort area. Buy one, two
or all three. FM's are Class C's serving Tri -
State area of Montana, idaho and Wyoming.
Lease options available.

KEZQ - FM $450,000
KWYS - AM $75,000

KWYS - FM $450,000
TOWERS $250,000

Call / Leave message at (208)720-0656.

AM/FM/RADIO - TV FOR SALE
Tess FM 100kw & 50 kw

PTCEE0 SBIl oo $1.650M
MC AM/FM combo cash flow positive. $600K
Racky Mountains 2XFM, 1XAM ..........$1.9M
FL Guif Coast 2XFM, 1XAM ................$3.5M

FL Atlentic Coast AM............... ..$595K

Email Haddenws@aol.com or visit us online at:
www.Haddenonline.com

HADDEN & ASSOC.
{Office) 407-699-6069 (FAX) 407-699-1444

2001 Ad Rates
Classified Display Ads

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

1 column = 2 3/16"
2 column = 4 5/8"
3 column =7 1/8"

($50 per spot color)

Line Ads

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

$50 additional charge on all
ads for posting on:

‘.- /insite www.tvinsite.com

For information
on advertising, contact:
Kristin Parker - 617.558.4532

Neil Andrews - 617.558.4481
Fax - 617.630.3955

] g e/ 6-25-
‘_Broadcastmg & Cable/6-25-01 43



Classifieds

F

du Treil,
Lundin &

Consulting
Enginecrs

Sarasota, Florida
Y41.329.6000 WWW.DLR.COM
Member AFCCE

Rackley, Inc.

—— CARL T JONES —
————— CORPORATION =—

CONSULTING ENGINEERS
7901 Yarnwood Court
Springficld, Virginia 22153
(703) 569-"704 fax (703) 5656417
MEMBER AFCCE www.ctjc.com

LOHNES AND CULVER
CONSULTING ENGINEERS
8309 Cherry Lane
Laurel, MD 20707 4830
{301) 776-4488
locul@tocul.com

Since 1944

Member AFCCE

| COHEN, DIPPELL AND EVERIST, P.C.
CONSULTING ENGINEERS
Domestic and International Communications
Since 1937
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Fear of interference

DBS ‘fights tooth and nail’ to protect customers, investment

By Chuck Hewitt

fter reading Sophia Collier’s Air-
11), it

became that

Northpoint knows no bounds
when it comes to confusing and clouding
the issue of spectrum sharing in the direct
broadcast satellite (DBS) band. Until now,
Northpoint has primarily relied on exagger-
ation and half-truths, but it has advanced to

time column (June

crystal  clear

issuing complete untruths.

Congress and the FCC have worked suc-
cessfully for more than a decade to create
competition to cable in the multichannel
video marketplace. In just over seven years,
nearly 16 million households have signed
up for DBS service, and DBS has become
what the FCC has called “the principal
competitor to cable.” Introducing an inter-
ference-causing  Multichannel  Video
Distribution and Data Service (MVDDS)
like Northpoint’s into the DBS band at this
critical competitive juncture, thus creating
harmful interference to normal DBS opera-
tions, would be a total reversal of years of
carefully thought-out FCC and congres-
sional policies.

DBS’ customer-service rankings are by
far the best in the multichannel-TV indus-
try—much higher than those of cable—in
large part due to the unparalleled quality
and reliability of the DBS signal. To jeopar-
dize that quality to accommodate a sec-
ondary user, especially when there is spec-
trum already available for “wireless cable”
systems functionally identical to North-
point’s, is unthinkable. Northpoint can
operate its wireless cable service in those
spectrum bands where it will not disrupt
service to DBS customers, yet neither

Northpoint nor the FCC has explained why
those frequency bands would not provide
the most suitable home for Northpoint's
proposed service.

The congressionally mandated indepen-
dent testing done by the Mitre Corp. is
devastating to the proposal to allow terres-
trial “wireless cable” to share the DBS
band. The first conclusion of the Mitre
Report is that Northpoint's proposed ser-
vice would cause “significant interference”
to normal DBS operations. Contrary to
Northpoint’s claims, the Mitre Report does
not recommend a process for licensing
MVDDS.

The Mitre Report states that sharing
might be feasible “/f and only #f suitable
mitigation measures are applied.” These
mitigation measures include visiting the
homes of DBS customers and suggesting
that they move their dishes from one spot
to another, get larger satellite dishes, or
cover their existing dishes with aluminum
“shields.” The report then asks whether
the costs of mitigating, given the residual
spectrum interference, outweigh the bene-
fits. We believe the answer is a resounding
“NO,” especially considering the residual
interference that will remain even after
consumers apply such measures.

On the issue of spectrum auctions, the
law requires an auction of spectrum for
terrestrial operations where bidders can
compete. Spectrum auctions are the best
market-based mechanism for the alloca-
tion of scarce spectrum. More important,
spectrum belongs to every American; it is
no different from a national forest or a
national park. Commercial entities cannot
be permitted to simply walk away with this

E

Hewitt is president of the Satellite
Broadcasting and Communications
Assaciation, which represents satellite-TV
companies

valuable national asset. Unfortunately,
Northpoint seeks to do just that, choosing
not to bid for the appropriate available
spectrum but instead to claim entitlement
to a multimillion-dollar gift from the
American public.

In one of its most egregious claims to
date, Northpoint states that, “on Jan. 1, 2002,
DirecTV and EchoStar will likely drop
local television stations in dozens of mar-
kets so that they can continue to deliver
local stations in the most populated mar-
kets.” Both DirecTV and EchoStar hope
not to have to pull any local stations from
markets they currently serve, and they do
not have any such plans. In fact, both are
launching spot-beam satellites to add more
local channels to comply with the must-
carry provision of the Satellite Home
Viewer Improvement Act.

Contrary to Northpoint’s claims, the
DBS providers have not implemented a
campaign to keep out competitors. How-
ever, we are fighting on behalf of our near-
ly 16 million current DBS households. We
will continue to fight tooth and nail to pro-
tect our customers—and the multibillion-
dollar investment we made in our business-
es—from harmful interference. @
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Editorials

COMMITTED TO THE FIRST AMENDMENT

Truth and consequences

Why push the networks to accept condom ads? The worldwide epidemic of AIDS and
HIV, for one reason. Then there is the U.S. epidemic of all sexually transmitted diseases
(13 million cases at last count). We’d mention teen pregnancy, but that would get us into
the religious thicket of contraception. So let’s just stick to STDs and disease control.

A just-released study found that the vast majority of viewers don'’t share several of the
major networks’ reluctance about condom advertising. Almost three-quarters approve of
the ads. Still, three of the six networks refuse to carry them: ABC and the two youngest-
skewing, UPN and The WB.

We advertise sex on TV, from lingerie to tight jeans to the promo for tomorrow’s soap.
(Never mind the programming that has people leaping in and out of bed with the alacrity
of flying Wallendas.) And we advertise alcohol in abundance. Sometimes we advertise
both, as in the beer commercial with the loud music in the apartment next door, and the
bed vibrating as a result, and the buff twentysomething couple putting two and two
together with the help of a pulsating beer-bottle cap tossed onto the bedspread. So why do
networks that have no trouble conveying the recreational pleasures of the night before sud-
denly tumn from the havens of Victoria’s Secret to the bastions of Victorian sensibilities
when it comes to ads that address the potential consequences of the morming after?

There are, for course, a lot of people who oppose condoms on religious grounds, and
their views should be respected. But access to information about 2 legal product with poten-
tial widespread health benefits should not be restricted for fear of offending that group.

It has been almost 15 years since the networks began allowing their owned stations to air
condom ads. At the time, we suggested it might be time to lift the ban on network condom
ads as well. ABC, the first to allow its owned stations to carry the ads, still won't air them.
The WB and UPN weren't around then, but they are aimed directly at the target population
most in need of this information and should be in the vanguard on the issue.

We applaud CBS, NBC and Fox for allowing the ads and ask the rest to join them.

Remembering You

Archie Bunker was arguably the single most seminal character in TV history. He dropped
like a bombshell onto CBS’ Tuesday-night schedule. Only a few months before, the net-
work’s most recognizable Tuesday-night pater familias had been Jed Clampett. Now it was
a loud-mouthed bigot who slung racial slurs like hash in a diner. It was up to Carroll
’Connor, who died last week of a heart attack, to make the character human and, yes,
lovable, though clearly wrong-headed. A less capable actor in the role, and the sitcom
probably would have been swept off the air in a storm of protest. Instead, it became the
top show of its day and an important statement on the absurdity of prejudice.
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Television research isn't limited to the Nielsens anymore.
Today, qualitative and quantitative data sovrces are used to
determine how advertisers spend their budgets. With
this valuable information in high demand by advertisers,
you'll want to keep on top of current methods being used in
this growing area.

On July 23, Broadcasting & Cable will take a look at the
latest trends and techniques in audience research. We'll
examine how research is evolving in the age of digital, and
what these developments mean to advertisers, networks, sta-
tions and producers.

This upcoming issue will reach countless industry leaders in
every facet of the business, and with bonus distribution at
the 2001 CTAM Summit, your message will get double the
exposure. Reserve your space today and watch your compa-
ny's ratings go up.
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INTERACTIVE
TELEVISION

Get connected to the most recent develop-
ments in technology and how they are reaping
big bucks in the industry through Broadcasting
& Cable's upcoming special r1eport on
Interactive TV. With technology consistently
progressing at lightning speed, this in-depth
profile will keep you up-to-speed on all the
high-tech initiatives being made.

This special report on the players and prod-
ucts in Interactive TV is sure to reach thou-
sands of key players in all facets of the indus-
try. Interact with your colleagues by sending a
message on your company's latest innova-
tions. Reserve your space today.
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“Pinnacle Systems MedlaStream was
clearly the best...”” -z s soorves rosaan

ystems presents:

"
hased entlr-ely L
on true server
success stories
“We always have to keep an eye on the future  “We needed a single server that supports SD,
and.MediaStream products offered us great HD, and MPEG 1/0. MediaStream fis ideal for
scalability and an impressive plan to support mu '-'fnrmat support.” R
future enhancements.” — Marfy Faubell, UP of Engineering,
- Jeff McSchaooler, Director of Engineering, Hearst-Argyle Television !
EchoStar
“We evaluated all servers in the broadcast
“The service and support from Pinnacle market. Pinnacle Systems’ MediaStream was
Systems has been outstanding.” clearly the best for reliability, scalability
- Ray Milius, VP of Operations, and flexibility.” .
Encore Media Group - James L. Schuster, Senior VP, R
Crawford Communications, Inc. e
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