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Real Women...

A new 24-hour television
network from the brand
that knows women best

Lifetime Real Women is reality
based programming told from a
woman'’s perspective.

—Real Experiences.

—Real Lives.

—Real Women.

Launching August 1, 2001
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SYNDICATION

Fringe-slot
tug-of-war

Millionaire, Weakest Link and
Pyramid have been gunning for
the time slots now held down by
the expected-to-depart Rosie
0'Dennell Show. Not surprisingly,
TV insiders say distributor Warner
Bros. isn't giving up those pre-
cious fringe slots without a fight.
It looked like a revival of Let’s
Make a Deal would be pushed as a
Rosie replacement. But sources
now say Warner's Telepictures is
farthest along on Matchmaker
Mansion, a 2002 reality strip that
would put cameras on women liv-

ing inside a mansion and chronicle

their dating adventures. Neither
Telepictures nor Warner Bros.
would comment.—S.A.

WASHINGTON

Keeping the cap

Instead of a hearing on why broadcast regulations should come
down, media companies on Tuesday face a hearing on why owner-
ship limits and crossownership bans should stay put.

With new Senate Commerce Committee Chairman Fritz
Hollings (D-S.C.) in place, advocates for leaving the 35% national-
audience broadcast ownership cap in place have a much more
receptive audience than they would have with former Chairman
John McCain {R-Ariz.). Hollings recently penned an op-ed piece in
the Washington Post arguing against media concentration.

Viacom President and COO Mel Karmazin is one of the stars com-
ing to Washington to change his mind. His pitch: With fragmented

audiences, it makes no sense to maintain regulations from an old era.
But Hollings is more likely to agree with Post-Newsweck Stations
CEQ Alan Frank, who will testify in favor of the 35% cap.—PA.

Photo: Craig Mathew Photography

Fox steps out

How do you promote when there’s
the stench of recession in the air?
Take your promos to the people.
Since many of their affiliates did
not go to the Promax convention
this year, Fox promotion execu-
tives will take their promo pitches
for new series, including The Tick
(above) and 24, on the road to
regional cities this month. They
start in Dzllas on July 23, then go
to Kansas City, Detroit, Baltimore,
Orlando and Boise, Idaho.

“We are going to meet with the
stations fzce to face to get them
excited about the fall and see if
we can help them,” says Nick
Belperio, Fox's promotions chief.
“We typically meet with the affil-
iates everv year right before
Promax ... but most stations can-
celled their corporate travel. And
nobody went to Promax.”—J.S.

CAPITAL DTV PLUS OR BUST
Geocast may have been a bust, but Capital
Broadcasting and its OTV Plus subsidiary
continues to get more serious about
datacasting.

Beginning Aug. 15, viewers of WRAL-TV
Raleigh, N.C., will be able to purchase PC
HOTV tuner cards complete with a Silver
Sensor antenna that will bring datacasting
and HDTV to their PC. The package will be

[ 4 Broadcasting & Cable/7—16-_01_-

available for $399 at local retail outlets and
from the TV station.—K.K.

BUSY AT&T BANKERS
Comcast’s abrupt bid for AT&T Broadband
gave lots of investment bankers a rather
surreal day last week.

AT&T had prearranged a “beauty contest”
for Wall Streeters to pitch the telco on iead-
ing a planned initial public offering.

So, while AT&T Broadband’s world was
changing as Comcast President Brian Roberts
outlined the terms of his $58 billion bid in
Manhattan, bankers were lining up at AT&T's
Basking Ridge, N.J., headquarters to tell
AT&T execs the kind of hefty valuation AT&T
could get in an IPQ, which probably won't
approach Comcast's bid. “We thought abcut
telling them ‘sell, but T den't think we'll get
the assignment,” said one banker.—J.H.
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TOP OF THE WEEK

Finance reform falls

Broadcasters relieved as bill
that could have cost them
millions of ad dollars dies in
the House, at least for now

By Paige Albiniak
roadcasters breathed a sigh of relief
B last week when the House of Rep-
resentatives voted against proceed-
ing with the latest version of campaign-
finance-reform legislation.

Although the bill's ultimate fate is unclear,
the vote means it’s not coming to the floor
for debate anytime soon. That leaves the
Senate version of finance reform, passed last
March, dead in the water, as well.

The bill would have elmiminated unlim-
ited corporate and union contributions to
national party coffers—so-called soft
money—and could have cost TV stations
hundreds of millions of dollars in lost ad
revenue. In 1999 and 2000, politicians spent
between $800 million and $1 billion run-
ning political TV ads. Of that, says cam-
paign-finance-reform advocate Norm
Onmstein, of the American Enterprise In-
stitute, approximately $173 million in soft
money was spent by the political parties on
“sham” issue ads, which are not allowed
overtly to support a candidate but often do.

The campaign-reform package pushed
by Sens. John McCain (R-Ariz.) and Russell
Feingold (D-Wis.) and by Reps. Chris-
topher Shays (R-Conn.) and Marty Mechan
(D-Mass.) would have eliminated all soft
money from federal politics, meaning that
the parties would have had to rely largely
on donations from individuals to fund cam-
paigns. The bill would have increased lim-
its on contributions from individuals, but it
is much harder to collect $10,000 and
$20,000 checks from thousands of individ-
ual donors than several $1 million checks
from huge corporations.
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Sen. Robert Torricelli's amendment to the campaign-reform bill
would have given politicians a cut-rate deal on ads and
eliminated some of the gold from political advertising. But a
House procedure vote likely killed the bill for this year.

That said, the parties still could use those
individual contributions, known as “hard
money,” to fund issue ads, making it unclear
how much money campaign-finance reform
would take out of politics. “With the
increase in hard limits, I could make the
argument that it wouldn't
make that much differ-
ence in how much money
is available,” says Paul
Taylor, executive director
of the Alliance for Better
Campaigns.

Increasing the individ-
ual contribution limit may
have meant even more
money would be available
to spend on political ads,
say reform advocates like
Omstein and Taylor, unless a provision
sponsored by Sen. Robert Torricelli (D-NJ.)
stayed in the bill. His amendment requires
broadcasters, cable and DBS providers to
give politicians the lowest rate any advertiser
had paid for a specific time slot in the pre-
ceding 180 days. For example, it's much
cheaper to buy an ad in July, when television
viewership is low, than in October, when view-

Broadcast lobbyists
were in full force the
last two weeks trying

to persuade
representatives to
oppose the Toricelli
amendment to the

reform bill.

ership is much higher.

Broadcasters had been
lobbying furiously against
the amendment all sum-
mer and particularly in
the last rwo weeks—with
local broadcasters visiting
their representatives at
home and in Washington
and inundating them with
telephone calls.

Still, broadcasters were
caught off guard late last
Wednesday night, when
the House Rules Com-
mittee elected to keep the
Torricelli amendment in
the core bill. Sources say
House and Senate leader-
ship decided to leave the
provision in the bill because they thought it
would help persuade fence-sitters to vote
against the package. But its also feasible,
sources said, that House and Senate leader-
ship wanted to keep the amendment in the
bill because they like the idea of voting
themselves a big discount
on ad time.

Specifically, sources say
that Senate Minority
Leader Trent Lott (R-
Miss.) called House Speak-
er Dennis Hastert (R-Ill.)
last Wednesday night and
asked him to retain the
Torricelli amendment.

“If that's their strategy,
that’s a little like Russian
roulette,” says Ken John-
son, Tauzin's spokesman.

Luckily for broadcasters, the chamber
came up empty. House Democrats, upset at
what they viewed as the Republican leader-
ship’s successful attempt to stack the deck
against campaign-finance reform, voted
down the rule 228-203, and the debate
never even had a chance to begin in the
House. B
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INBRIEF

DISH SUBSCRIBERS
TO GET CBS HD FEED
Starting this fall, EchoStar
Communications will provide East
and West Coast CBS HDTV feeds
to Dish Network customers in the
16 CBS 0&0 markets: New York;
Loes Angeles; Chicago;
Philadelphia; San Francisco;
Boston; Detroit; Dallas; Miami;
Minneapolis; Denver; Pittsburgh;
Baltimore; Salt Lake City; Austin,
Texas; and Green Bay, Wis.
Signals will also be available in
“white areas”—those not receiv-
ing (BS analog signals—and to
other affiliates that invite the sig-
nal into their areas. Dish Network
customers subscribing to a local
channel package will receive the
CBS HD signal at no added charge.
For two years, CBS has broad-
cast most of its prime time
schedule in HD, as well as
selected sports events.

NAB MAY SEEK ‘JUST
CARRY’ DIGITAL

The NAB may stop pushing for
cable carriage of broadcasters’ dig-
ital and analog signals and instead
ask the government to require
cable operators to carry just digi-
tal—all 6 MHz of it, including
high- and standard-def channels
and datacasts—and to make sure
their subs can receive it.

It’s unclear how cable operators
would be required to get broad-
casters’ digital signal to all subs.
They might have to provide set-
top boxes capable of receiving
the full digital signal or to down-
convert the digital signal at the
cable head-end to deliver analog
channels to their analog subs.

The idea sounds like “cleverly
dressed-up dual must-carry” that
the cable industry is unlikely to
go for, says a cable exec. NAB
board members and staff say
they haven't stopped lobbying
for dual carriage.

I 8 Brt;adcasﬁng & Cable/7-16-01

TOP OF THE WEEK

Bzig Brother overkill

Knife incident on series
spurs cniticis, as well as
the sequel’s best ratings

By Joe Schlosser
BS may have gotten more than it bar-
C gained for in its effort to add viewers and
attention to its reality series Big Brother 2.

The moment for which critics of reality tele-
vision have been waiting nearly happened last
week on the set of the series, as one contestant
put a knife to another’s throat and in doing so
placed the entire genre under new scrutiny.
And while some may criticize the incident, the
episode that aired after it occurred (and after
much press) got the highest ratings the show
has received this summer.

The question now is how long will advertis-
ers and viewers stick with the hot TV genre
that has spawned Survivor, Temptation Island
and top ratings at lower costs.

“I think if there is a threat of violence, that
any advertiser is not going to want to be
around that,” says Tom DeCabia of media
buyer Advanswers PHD. “CBS is going to
have to tighten the screening process. We are
going to have to watch it a bit closer now.”

There was fear of reality from within the busi-
ness, too. “When you put a camera on people,
they behave differently, and the extremes to
which people will go to to get noticed should be
frightening to all of us,” says new Turner
Broadcasting System head Jamie Kellner.
“Unfortunately, we'll probably have to see some
terrible thing happen, at which point the adver-
tisers and the press will reject this area of shock
reality and it will fall out of favor.”

That “terrible thing” almost occurred last
Wednesday when 26-year-old contestant
Justin Sebik pulled a knife out of a kitchen
drawer and placed it under fellow contestant
Krista Stegall’s throat.

Sebik, who apparently had been drinking,
was kissing the woman and suddenly pulled a
knife and asked her, “Would you get mad if 1
killed you?” She laughed, and they kept kissing.

Two hours later, producers kicked Sebik, a

Justin Sebik got kicked off Big Brother two hours
after putting a knife to Krista Stegall's throat.

New Jersey bartender, off the show. The inci-
dent took place after the show had aired, but
subscribers saw it on Big Brother's Web site.
Earlier on the series’ Tuesday, July 10, episode,
Justin got into an argument with a 46-year-old
contestant over a missing pillow and received
a warning from producers. “To ensure safety
of all houseguests, intimidation, violence and
even the threat of violence will not be tolerat-
ed,” a CBS statement said.

Although CBS did not show the knife inci-
dent, last Thursday’s episode, which included
an interview with Sebik defending himself,
managed to score the sequel’s best ratings, al-
though they were hardly spectacular. According
to fast-national Nielsen numbers, Thursday’s
episode averaged 9.2 million viewers, a 6.2 rat-
ing/12 share in households and a 3.7/13 in
adults 18-49, Still far from Survrvor numbers.

CBS executives vowed to tumn up the heat
on Big Brother's second effort, with numerous
changes including a more “extroverted” cast.
Now CBS has what it wanted and more.
Besides Sebik, one contestant has asked for
oral sex from another, housemates are often
nude, and they’re often seen drinking beer.

Next week, CBS executives may well get an
earful from the media at the meetings of the
Television Critics Association in Los Angeles.

“This is a show where they were doing, and
will continue to do, as much as they can to
spice it up” for better ratings, says Parents
Television Council head Brent Bozell. “So one
of these weird characters does a weird thing
with a knife. Who's to be surprised?” m
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INBRIEF

1Q LOCAL ADS
DOWN 15%
Local TV advertising (including
both local and national spot)
was down 15% in the first quar-
ter, to $3.42 billion, according
to figures compiled by ad tracker
Competitive Media Reporting.
Broadcast network advertising
was down 2%, to $4.97 billion.
Syndication spending was up 6%,
to $811.19 million. Overall, broad-
cast-TV spending in the quarter
was down 7%, to $9.20 billion.

MAN CHARGED IN DEATH
OF WFLA-TV EXEC

Tampa, Fla., police late last week
charged a man who was already
in jail with the murder of WFLA-
TV Operations Director Danielle
Cipriani (see Station Break, page
28). Local sources said Melvin
Givens had been in jail on unre-
lated charges prior to the discov-
ery of Cipriani’s body. Police said
physical evidence linked the sus-
pect to the killing.

CELLA TO HEAD NEW
MAGNA GLOBAL USA

Bill Cella has been named chair-
man of Magna Global USA, a new
unit formed by ad-agency con-
glomerate Interpublic Group of
Companies to negotiate $8.6 bil-
Lion in national TV advertising
deals. He had been executive vice
president and director of National
Broadcast & Programming at
Interpublic’s Universal McCann.

ZUCKERMAN INKS DEAL
WITH STUDIOS USA
Studios USA Programming has
signed a multiyear drama-devel-
opment deal with Emmy-winning
producer/writer Ed Zuckerman,
who is set to serve as co-execu-
tive producer of the studio’s
upcoming CBS drama The Agency
and most recently served as co-
executive producer on CBS' JAG.
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One-stop shop

TV-station groups are
consolidating their national
ad sales in single rep firm

By Steve McClellan
V-station groups are putting all their
Tnational-ad-sales business in one place.
In fact, most of the top 20 groups are
repped by one firm or by co-owned firms.
Case in point: Three weeks ago, Sinclair
aligned its entire group with Millennium Sales
& Marketing, a division of Katz Television
Group. That's 62 stations and more than $300
million in annual national-spot advertising and
the deal is believed to be the biggest single
switch—in terms of number
of stations—ever.
It’s also believed to be
the single biggest switch in

more on the ad sales effor.”

At the Katz Television Group, Executive
Vice President Michael Hugger says one of the
big advantages of a one-shop-rep deal is “ease
of execution. If you want to go to advertisers
and offer them, in our case, the Sinclair foot-
print of 60-plus television stations, we can do
that because we act as a single voice on the
national side without having to go through
other reps.” And having to go through other
reps is tricky because most, if not all station-rep
contracts are exclusive arrangements.

A big part of the strategy for Sinclair, whose
stations will form a separate division within
Millennium, is to get advertisers to make deals

covering the entire group.

There are group rates Sinclair Broadcast Group
and more leverage.

Chairman David Smith says
he’s betting that, by aligning

terms of billings, excluding And it’s jUSt d simpler with one firm, the group can

the network O&O groups.
Last month, the Fox station
group took its business
from Petry Television—an
estimated $800 million in
annual billings—and brought it in house, as
the other big networks have been doing.

Just last week, Emmis Broadcasting struck
4 deal with Cox Broadcasting to use its rep
firms—Telerep, MMT and HRP—exclusively.
Media General completed a similar deal earli-
er in the year. Sources estimate Emmis’ annu-
al national-spot billings at close to $100 mil-
lion, Media General’s at about $80 million.

Two years ago, Hearst-Argyle agreed to
consolidate its business into a newly formed
rep firm at Katz called Eagle Television Sales.
“There are good reasons to do that,” says Tony
Vinciquerra, executive vice president, Hearst-
Argyle Television. “You’re able to have better
input into how the reps hire and how they
manage [your business]. You can also negoti-
ate a better rate on the commission.”

He notes another plus: “If a rep already has
all of your business, he doesn’t have to spend
as much time positioning to get what he does-
n’t have or to protect his turf and can focus

Process across
the board!

—Jeff Smulyan, Emmis

boost its share of national-
spot advertising.

In the current environ-
ment, every dollar counts.
Local TV advertising (in-
cluding both local and national spot) was
down 15% in the first quarter, to $3.42 billion,
according to Competitive Media Reporting,
the New York ad tracker. And rep sources say
the national-spot component is down closer to
20% so far this year.

Emmis Chairman Jeff Smulyan says the
notion of aligning with one rep company has
“pretty much been standard in the radio busi-
ness. | think that’s probably going to happen
more in the TV business.” He notes that advan-
tages are numerous. “You develop relationships
across the whole country so there’s some con-
sistency in dealings. There are group rates and
more leverage. And it's just a simpler process
across the board.”

Tribune stations are aligned with the three
reps owned by Cox Broadcasting. Says Trib-
une Television President Pat Mullen, “There’s
a certain continuity of leadership provided by
Cox. It’s an important relationship for them
and for us.” &
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INBRIEF

LAWSUIT AGAINST KHOU,
REPORTER DISMISSED

A Texas Appeals Court dismissed
a lawsuit against Belo-owned
KHOU-TV Houston and reporter
Dan Lauck, which contended that
Lauck helped keep a child he'd
interviewed with her mother in
1997 from her father during a
custody dispute. Lauck told
BrOADCASTING & CaBLE that,
although the intervie was condi-
tional on his silence as to their
location, *if I thought the child
was in any way being abused, it
would have been a completely
different ballgame. I have a
daughter the same age.”

NEW LOOK FOR ESPNEWS
ESPNews is getting a face-lift in
September, with a multi-element
screen with videe and real-time
stats and news. Unveiled Friday
at the Critics Tour in Pasadena,
Calif., the new format will feature
“The Bottom Line,” a ticker that
remains on the screen constantly,
even during commercials.

CASH FLOW OFF 23%

AT SCRIPPS STATIONS
Scripps TV stations posted a 23%
decline in operating cash flow, to
$25.3 million, for the second
quarter on a 15% drop in rev-
enue, to $74.2 million. The cable
network division continued to
show gains: cash flow up 6%, to
$26.6 million, on a 15% gain in
revenue, to $99.2 million. For the
third quarter, a 10% to 12% gain
in ad revenue is projected for the
cable networks but a 4% to 6%
decline in station ad revenue,

CORRECTION

In the Special Report in the July
9 issue, Digeo Inc. was incorrect-
ly identified as a service of
Broadband Partners Inc. It has
been a separate company since
early last year.

-
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TOP OF THE WEEK

September
song in July

In Hollywood, rumors are rife
that some execs won't be
around for fall premieres

By Joe Schlosser
t's July in Hollywood, and the air is heavy
I with rumors of who won’t be around this
September. By the time the new fall line-
ups debut on the six broadcast networks—in
a couple months—there may be some new
faces calling the programming shots.

Most of the speculation centers on NBC
West Coast President Scott Sassa and UPN
President Dean Valentine.

Sassa’s contract is up at the end of the year,
and he may feel like the odd man out. An
executive shuffle landed former Today pro-
ducer Jeff Zucker in Hollywood as president
of NBC Entertainment and his old news boss
Andy Lack in New York as the president of
the entire network. If Sasssa
goes, his job would likely be
consolidated into Zucker’s.

NBC executives would
not comment publicly on the
Sassa-Zucker talk, but some
privately say he could stick
around. A new three-year
contract is on the table, they say.

Valentine has another year and a half on his
contract, but, with ownership of the network
unsettled and sluggish prime time results, his
status is uncertain, Viacom now owns the
entire network, but Fox may come in as a part-
ner.

ABC’s top two programming executives,
Stu Bloomberg and Lloyd Braun, are facing
contract renewals this season as the network
looks to bounce back from a lackluster 2000-
01 prime time. But most observers believe
both will be back.

The WB has just moved Jordan Levin into the
top programming post, and he’s currently round-
ing out his drama, comedy and reality teams.

Fox and CBS seem to be the most stable in

There’s the usual
bounty of instability =~ Steve
at the top!

—a top network boss

P

The WB's programming chief Jordan Levin
promoted three development executives last
week: Tracey Pakosta and Mike Clements (both
comedy) and Carolyn Bernstein (drama).
their upper ranks, but, in Hollywood, nothing
lasts forever. “It’s either firings or disappoint-
ment out there at a lot of the networks,” says
one top boss. “There’s the usual bounty of

instability at the top.”

Despite the instablity at UPN, Valentine is

busy recruiting a replacement for outgoing
programming chief Tom Nunan, who resigned
after a four-year run. Names surfacing include
former Columbia TriStar executive Helene
Michaelson and Fox Execu-
tive Vice President David
Nevins.
McPherson  at
Touchstone Television was
considered a leading candi-
date until he was promoted
to president of the Disney-
owned studio last week.

Across town at rival The WB, the an-
nouncement last month that Susanne Daniels
was leaving the network meant that Levin was
suddenly alone at the top. (They shared co-
president status.)

Last week, Levin promoted three program-
ming executives. Tracey Pakosta and Mike
Clements are the new senior vice presidents of
comedy development. Carolyn Bernstein is
the new senior vice president for drama devel-
opment. Levin is expected to add a new head
of reality within next few weeks.

Levin said he did not name a number-two
programming executive because he wants the
network to “speak with one voice, move
quickly, and be lean and mean.” B
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Time to rev up CNN’s motor

Ex-magazine boss Isaacson
wants cable net to be
fast, fascinating and fun’

By Allison Romano
urner Broadcasting head Jamie
T Kellner likes to call CNN the Cadillac
of news organizations, but the net-
work’s new chairman, Walter Isaacson,
wants to transform CNN into a Porsche.

Less than a week on the job, Isaacson is
busy debunking claims that he has inherit-
ed a floundering network. The way he sees
it, CNN is on an upswing, having recruited
high-profile talent and rediscovering its
journalistic roots.

“CNN is the most credible, trusted name
in news,” Isaacson told television critics as-
sembled in Pasadena, Calif., where he and
Kellner held their first press conference in
their new positions. “We have to go back to
having a belief in our mission, but let’s also
make it fast, fascinating and fun,” he said.

Isaacson wants CNN to spice up its pre-
sentation and storytelling.

“It’s easy to run a magazine or a news
network when 200,000 troops are being
landed on a beach somewhere,” Isaacson
noted. “When there’s not a war, you have to
work harder to cover what people will be
talking about.”

Isaacson replaces CNN Chairman Tom
Johnson, who resigned about rwo weeks
ago. Isaacson spent more than 20 years at
Time magazine and brings a print sensibili-
ty to CNN.

CNN has lost ratings ground to Fox
News Channel. But CNN executives claim
they aren’t interested in competing with
Rupert Murdoch’s “shouting-match-style”
channel.

“I want smart people telling interesting
tales, not people whose natural instinct is to
give you their opinions,” he explained.

Isaacson’s first priority is developing a
prime time newscast, which will be
anchored by Aaron Brown, who was
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Miles 0'Brien and ex-NYPD Blue star Andrea
Thompson will be among the new anchors for
the revamped Headline News network.

recently lured from ABC. The hour-long
program, which should debut in October,
will most likely air berween & and 10 p.m.,
going head-to-head with either MSNBC'’s
The News With Brian Williams or popular
broadcast dramas.

Also at the critics’ tour, CNN unveiled
the overhaul of Headline News network.
When it relaunches on Aug. 6, Headline
News will look a lot like Bloomberg TV or

NBA.comTV, featuring a multi-element
screen.

“We’re changing everything but the
name,” Headline News General Manager
Teya Ryan told TV critics. “People want
more information, and they can absorb
more; that was the inspiration for the
changes.”

Headline News’ new screen is split into
two sections, with video and headlines on
top and weather, travel advisories and stock
information on the bottom. Another big
change is multiple anchors: Berween four
and six correspondents will sit around a cir-
cular newsdesk with cameras bouncing
among them every 15 minutes. The main
talent includes Miles O'Brien and former
NYPD Blue-actress-turned-newswoman
Andrea Thompson.

“Most people have referred to CNN as
stodgy and old-fashioned,” Kellner said.
“I'm delighted to hear that people are
afraid of how far we’ve moved.” &

Cable’s no better

Like broadcast, upfront predicted to be off as much as 15%

By Steve McClellan

ne thing you can say about that $1
O billion missing from this year’s

broadcast-network upfront: It ain’t
going to cable. Execs on the cable sell side
admit they also are going to get fewer dol-
lars this year. One cable network exec says
it wouldn’t surprise him to see cable’s over-
all pool of upfront money decrease 15%, to
$4 billion.

Others don’t expect the drop to be that
steep but acknowledge that there will defi-
nitely be a drop. “There is going to be a cor-
rection from last year in what was a very
overheated market,” says one source.

The cable upfront market still has a way

to go. Turner sources say TNT and TBS are
about halfway done, with price declines in
the single-digit to low-double-digit range
{that is, below 15%).

Lifetime is about 25% finished, accord-
ing to Senior Vice President, Ad Sales,
Lynn Picard. Industrywide, cable appears
to be taking price cuts ranging from 6% to
20%, she says, adding that Lifetime is
somewhere in the middle of that range. But
the network is demanding that clients
spend more money than originally allotted
for the price concessions.

One report had A&E willing to take
deals at 25% below last year’s prices. The
network declined to comment. &
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Comcast
President Steve
Burke, CEOQ
Brian Roberts
and Chairman
ELGIELGET)!
Ralph Roberts
(-r) last week
in New York,
after briefing
investors about
their AT&T
proposal,

Comcast’s

Roberts’ bear-hug ploy for AT&T Broadband will

prompt other players to look, too
BY JOHN M. HIGGINS
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edia moguls can be like kings.
M They sit at the top of their world
constantly pursued by suppli
cants, from programmers. technology ven-
dors, lenders, investment bankers and mis-
cellaneous entrepreneurs wanting a piece
of their lives. Carry our network. Buy our
box. And the ever ironic, pay us to raise
money for you.

The roles, however, do reverse. Every so
often, it's the turn of even the mightiest,
most successful media don to bow and
scrape. For Brian Roberts, this is one of
those times.

The president of Comcast Corp. spent
last week jetting around the country to
convince some of the largest shareholders
to support him on the biggest quest of his
lifetime in cable, a $58 billion bid for
AT&T Corp.’s cable systems. Unable 0
coax AT&T chairman Mike Armstrong
into selling, Roberts is campaigning among
AT&T’s largest shareholders 10 put the
heat on. The trouble for Roberts is, if he is

AP Photo / Richard Drew




successful, he risks sending AT&T Broad-
band into the arms of a different owner
not necessarily Comcast.

Shortly afier explaining their proposal in
New York, where the deal-makers live,
Roberts, Comcast Cable Division President
Steve Burke and others from the Comcast
crew headed off for places where the money
lives and plays—Boston, Denver and Sun
Valley—where, for a weck cach year, Allen
& Co. sponsors a media-investment confer-
ence ¢ summer camp for the media elite.

‘I think people find the offer to be very
compelling,” Burke said, while jetting 10 the
retreat. “Of the top-50 AT&T shareholders,
38 of them have Comcast [shares]. They
understand what we're talking about.

Since Comcast wants to pay stock, not
cash, it’s not simply an auction. Roberts has
to convince AT&T shareholders he can run
the systems vastly better even than a spun-
off, independent AT&T Broadband.

As an independent company, AT&T
Broadband would get 100% of whatever

upside Armstrong and AT&T Broadband
Chairman Dan Somers can squecze out of
the largest portfolio of cable systems in the
country.

Roberts has to convince AT&T share-
holders that Comcast's performance would
be so good that AT&T shareholders would
make out even if they had to split tha
upside with Comcast’s shareholders.

DO IT NO'W, ROBERTS SAYS
o investors in New York, Roberts
said his plan steps up Armstrong’s
multiyear plan to firsr create a track-
ing stock around AT&T Broadband this
fall, then, in another year or two, com
pletely separate rthe cable unit from
AT&T'’s core phone operation.
Separate those asseis ioday, he argued.
“What this would allow is a rapid acceler-
ation and a significantly better outcome, |
believe, for the AT&T shareholders than
the deal that they're currently preparing 10
do,” Roberts said.

COVERSTORY

So while pressuring shareholders (0
pressure Armstrong, Roberts also has 0
worry about triggering a bidding war. This,
of course, is how he lost his deal to buy
MSO MediaOne Group in 1999. Roberts
thought he had a deal, but instead simply
put MediaOne in play and got ouibid.

The winner: Armstrong.

AT&T executives, unsurprisingly, are
not thrilled. Armstrong, too, is accustomed
to being courted into deals and, indeed,
was being wooed by Roberts for a while.
But Armstrong is testy about Comcast’s
rare and risky “bear-hug” ractic.

For all of Roberts’ contention last week
that AT&T rejected his approaches, AT&T
Chairman Mike Armstrong said he never
got a detailed bid for the telco’s cable divi-
sion until everyone else did. “Comcast
never gave us a concrete proposal,” Arm-
strong said in a speech to the Boston
Chamber of Commerce Wednesday, “at
least not until a two-page letter showed up
on my home fax machine Sunday

At first glance, Comcast Carp’s
$58 billion bid for AT&T Broad-
band makes AT&T Chairman
Mike Ammstrong’s three-year
waltz through the cable
industry look like a fire sale.

After all, Armstrong used to
brag to Wall Street and
regulators about the $120
billion he spent in cable: $62
billion in its 1999 bid for MSO
MediaOne Group, $48 billion for
his 1998 bid for Tele-Communi-
cations Inc., plus billions more
for system upgrades.

After a careful look, however,
even if AT&T's cable systems are
worth Comcast’s bid, the math
isn't as temrible for Armstrong as
it looks. Armstrong can argue
with a straight face that his
stab in the cable business cost
him around $67.5 billion.

First, AT&T bought the two
companies for a combination of
cash, assumed debt and its own

Can Armstrong save face?

stock. The spending is really
pegged to the price of AT&T's
stock when the deals zctually
closed.

SEC filings show the deals
were really worth $97 aillion
when they closed.

Capital spending so far has
hit Armstrong’s initial
expectations, running about
$10.1 biilion though June. Put
AT&T Broadband's outlay at
$107 billion.

But those acquisitions, partic-
ularly MediaOne, came with all
sorts of odds and ends in the
attic that AT&T has sold or
aren't covered by the Comcast
offer. Some fetched fat prices.

Microsoft paid $3 billion for a
30% stake in UK cable operator
Telewest. Shares in U cellular
operator Vodafone were “mone-
tized“—used to collateralize a
$3.4 billion convertible bond of-
fering. (This can be tax-free

cash and is what CEOs usually
mean when they say “monetize”
these days.} Stock in UK cellular
operator One-2-One fetched
$5.7 billion (that's pre-tax)
when Deutsche Telcom took over
interests in overseas cellular
ventures. Cellular Telecommuni-
cations brought another $2 bil-
lion. Total after-tax proceeds:
$26 billion.

That takes AT&T's outlay down
to $81 billion. The big items left
include TCI's 48.9 million shares
in Cablevision Systems Corp.
($2.8 billion market value),
which spawned a 25 million
share stake in tracking stock
Rainbow Media Group ($660
million).

Then there’s the big problem
child, a 26% stake in Time
Warner Entertainment. That
stake is worth as much as $15
billion. But 74%-owner AOL
Time Warner has for years been

playing hardball in attempts to
cash it in or trade it for assets.
Figure its value at $11 billion.
AT&T Broadband is also expect-
ing about $4.5 billion from the
sale of rural cable systems.

That takes AT&T's outlay for
the cable systems down to $65.5
billion. The last big piece is
AT&T’s embamassing acquisition
of Excite@Home.

After all its maneuvers and the
Internet crash, a person familiar
with the transactions said the in-
vestment is worth only about
$200 million, but AT&T's damage,
after nifty tax footwork, was held
to about $2 billion.

That would put AT&T's cable
business outlay up to around
$67.5 billion,16% more than
Comcast’s $58 billion offer.

So can Mike Armstrong
squeeze another $9.5 billion out
of a bidder and save face?

—J.H.
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D.C. no major
merger hurdle

While any merger is an opportunity for
Washington to exact its pound of flesh,
the Bush administration is unlikely to
take a bite out of a Comcast/AT&T
meld. But that won't stop the consumer
advocates from complaining about the
proposed deal.

“Customers who continue to see cable
prices shoot up year after year will con-
tinue to see prices shoot up,” says
David Butler, spokesman for Consumers
Union.

Unlike during the Clinton years, con-
sumer advocates aren’t looking to the
government to assuage their concerns,
however. The philosophy of the Bush
administration and relevant agencies is
that companies who break anti-trust
laws should be punished, but that merg-
ers should not be blocked or
conditioned before they occur just
because some fear they ultimately may
become anticompetitive.

That's just fine with Comcast
President Brian Roberts, who wrote
AT&T Chairman C. Michael Armstrong
that he is “confident that the combina-
tion does not present any significant
regulatory issues.”

Meanwhile, that philosophy worries
consumer advocates: “For us, the issue
is whether the administration and the
new FCC are simply going to stand on
the sidelines as we face the possibility
of going to a 40% ownership share in
the cable industry,” says MAP President
Andrew Jay Schwartzman.

If Comcast acquires AT&T Broadband
and hangs on to AT&T's stakes in Cable-
vision and Time Warner Cable, Comcast
would have interests in 41.7 million
subs, 48% of the pay-TV market. But
Comcast has indicated it is only
interested in AT&T's 13.5 million wholly-
owned subs—it would spin off the oth-
ers. Adding them to its own 8.5 million
subs, Comcast would then have 22 mil-
lion subs and control 25% of pay-TV
homes. That’s well under the FCC's 30%
cap that was struck down by a federal
court in Febuary with the suggestion
the cap should be around 60%. The FCC
is expected to launch a proceeding to
determine whether to reinstate a cap
and, if so, decide what it should be.
—Paige Albiniak
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evening—about the same time that it
appeared on fax machines of newspapers
around the country.”

Armstrong said the company is giving
“serious consideration” to Comcast’s offer
to buy its cable systems. But he added that
one of his best options is focusing on “the
value we will create by growing our busi-
ness and improving our margins.

Comcast executives have been lusting
for AT&T for menths. Almost as scon as
Armstrong announced he would splinter
AT&T into five parts last October, they
began studying how to pry the cable sys-
tems out early. “If it becomes a tracking
stock, there's nothing you can do with it,”
a Comcast executive said last December.

BAD FINANCIALS, GOOD AMMO
n the end, it was Armstrong and
Somers who gave Comcast its hest
ammunition by turning in an abysmal

performance during the first quarter ended

March. While new digiial cable, Internet

and telephone products drove the cable

unit’s monthly revenues to a strong $50 per
subscriber, cash flow was horrible.

Cash flow per subscriber was just $8 per
subscriber, far lower than the $20-plus
other operators generate. AT&T Broad-
band’s cash-flow margin was just 16%,

Michael Armstrong’s AT&T Broadband has
performed so far below industry norms that
Comcast’s bid seems logical.

while other operators run 40% 10 50%. “It
was startling,” said the CEO of another
MSO. “I'm not sure | could get cash flow
that low if I tried.”

Comcast is seizing upon that as its
biggest weapon. “The best place 1o start
would be an examination of our margins
vs. the AT&T margins, over the last five
quarters,” Burke said. “What you will find
is a pretty consistent 20%-plus gap.”

Burke contends that, even if Comcast
only closes half that gap in the next rwo
years, it would squeeze $1.2 billion in new
cash flow out. “That is about $20 billion of
value creation that would be mostly going

Coming up short

AT&T Broadband stunned other cable operators when its cash-flow margin sank to 16%
during the first quarter, well below that of its peers. The cable unit has no problem gen-
erating revenues, but it also spends heavily. It has, for example, twice the employees per
subscriber as other MSOs. Before AT&T bought them, its cable properties posted margins
around 40%. Here’s how the major operators fared in the first quarter of 2001.

Monthly rev/sub

Source: Bank of America Securities

Cash-flow margin

Cablevision $54.33 AOL Time Warner
AT&T $52.96 Adelphia

Cox $51.84 Cablevision
Comcast $50.84 Charter

Charter $45.91 Insight

Insight $43.73 Comcast
Adelphia $43.49 Mediacom
Mediacom $42.82 Cox

AOL Time Warner $42.66 AT&T

Monthly cash flow/sub

47.3% Cablevision $24.85
45.8% Comcast $22.27
45.7% Charter $20.74
45.2% AOL Time Warner $20.16
44.6% Adelphia $19.92
43.8% Insight $19.40
43.1% Cox $19.12
36.9% Mediacom $18.47
16.0% AT&T $8.47

AP Photo / Richard Drew
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to the AT&T sharcholders.

And how does Comcast run things dit
ferently? While trying not to bash AT&T
hard, Burke contends that AT&T is simply
bloated. He sees $500 million in overhead
“We don’t see a reason we can’t take this
overhead below $50 million.” AT&T’s sales
and marketing expenses run double Com-
cast’s, 5% to 6% of revenues.

PHONE HANG-UPS

able telephone service is a big drain

$500 million a year, or $60-70 per

telephone customer. When Comcast
acquired old MediaOne systems from
AT&T last year, they came with 150,000
cable telephone subscribers. “We have
kept those operations going and during the
last six months have taken those operations
from a significant money loser to break
even.” Burke contends he can do the same
to AT&T’s operation in 12 to 24 months by
halting phone expansion, marketing more

Sparks over Starz!

efficiently and milking the operation for
cash.

An AT&T executive scoffed. “We
already know how to shut down marketing
cut to the bone, but we’re trying 1o build a
long-term business here.” The executive
noted that Comcast has kept margins up in
part by scrimping on system upgrades and
product development, being forced to play
catch-up later.

No one really expects Comcast's bid 1o
be the last one. First off, Comcast specifi-
cally excluded AT&T Broadband’s stakes in
Time Warner Entertainment, Cablevision
Systems Corp. and Rainbow Media Group;
all of them problem children that AT&T is
in the process of somehow “monetizing”.

Roberts pretty much acknowledges’ he'll
have to make some sort of commitment on
those. Wall Street and media executives
widely expect Comcast to boost his price,
as well.

And of course, convincing Armstrong to

sell doesn’t mean he'll sell to Roberts. Fee-
hungry investment bankers are busily try-
ing to convince other companies to get in
the game, with the most obvious suspects
being other cable operators like Cox or
Charter or programmers who would like
AT&T's remaining [3.5 million subscriber-
distribution base to leverage their pro-
gramming assets, like The Walt Disney Co.
or Vivendi Universal. One company, AOL
Time Warner, is in both camps.

Despite quitting AT&T’s board in a huff
last week after being shut out of discussions
about Comcast, Liberty Media Chairman
John Malone is still a major shareholder
and would love 10 see a bidding contest.

“I expect that AT&T will be seeing
alternative proposals and improved pro-
posals,” Malone told Bloomberg News Fri-
day in Sun Valley. “AOL is not going to sit
on its hands. There are a number of others
that won’t. So I think we’re early in the
game. W

Friction between John Malone
and Mike Armstrong boiled over
when Malone’s Starz Encore last
week went to court to collect
license fees from AT&T Chairman
Armstrong’s cable unit.

ATRT Broadband is disputing
the amount of money it has to
pay for Starz! and has withheld
at least $44 million in license
payments. AT&T Broadband has
notified Liberty that it believes
the entire affiliation agreement
is “voidable.”

Industry executives say that
Malone has been furious with
Armstrong and AT&T Broadband
Chairman Dan Somers since
Somers sent a three-sentence
letter to Liberty in the spring
challenging the Starz! contract.
However, he didn’t want to sue
untit his planned August depar-
ture from AT&T's board of direc-
tors. So when he quit last Tues-
day (after being cut out of the
Comcast discussions) he sued

the same day.

The suit is a strange case of a
subsidiary suing its parent com-
pany: Starz! is a movie-network
subsidiary of Liberty Media,
which is in tumn a “tracking
stock” subsidiary of AT&T Corp.
While public shareholders own
the economic interests flowing
from Liberty assets, it is AT&T
itself that technically holds title
to Liberty and its subsidiaries.

The dispute centers on an ex-
traordinary license-fee deal the
old Tele-Communications Inc.
signed with Starz! Rather than
paying Starz!'s standard $3 per-
subscriber monthly license fee
and Encore’s typical 77 cents,
T signed a flat rate deal. It
guarantees Starz! $270 million
in the first year and 3360
million in 2003 for as many sub-
scribers as TCI was able to sell.
In addition, Starz has a clause
under which AT&T has to shoul-
der some of the escalation of
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John Malone, who left AT&T's
board, and then sued them.

Starz!’s spending on Hollywood
movies, particularly a deal with
The walt Disney Co.

An SEC filing shows that the
license fee has turned out to be
double what other operators are
paying, and that doesn't even
count the programming
surcharge. Analysts say that the
surcharge could get much higher
than the $44 million quarterly it
is running now.

“They have an unlimited
liability,” said one Wall Street
analyst

AT&T inherited the deal when
it bought TCI. An SEC filing
shows that the arrangement has
stuck AT&T with a license fee
that's double what other opera-
tors are paying.

The deal was always one of
the stronger examples of how
Malone used his control of TCI's
systems to benefit Liberty's net-
work holdings.

An AT&T Broadband
spokeswoman said that the suit
“attempts to sidestep the real
issue which is the
unenforceability of the term
sheet. The terms are a bit inap-
propriate and the terms are
excessive.”

The Starz! lawsuit asks the
state court to declare that the
affiliation agreement valid, and
asks the court to order AT&T to
abide by the terms and pay the
license fees. AT&T is very likely
to try to move the suit to
federal court. —John M. Higgins
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The Wheels of Justice
Turn Out Ratings,
Revenue for Once

Struggling Network
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Early 2001 marked the premiere of
"Catherine Crier Live," a daily talk show
featuring the former judge and guests
reacting to the top legal news of the day

"Homicide: Life on the Street,” and
the reality-based "Cops” series. He
green lighted more documentaries
and original series, and hired high-
profile faces like Catherine Crier,
whom he lured from Fox News
Channel.

The results so far have been
nothing short of astounding. Once
among the lowest-rated of the low-
rated cable networks, Court TV now
regularly registers in the range of
0.6 to 0.7 within its cable and satel-
lite universe, a far cry from the near
zero "hash marks’ it saw just a few
short months ago. The network’s
delivery of primetime households
has risen more than ten-fold to an
average of 385,000.

"They really had to try and stabi-
lize their viewership for advertising
purposes,” said Eric Deggans, tele-
vision critic for the St. Petersburg
Times. "I'm not at all surprised that
they moved toward developing
series and getting syndicated pro-
gramming so they can develop an
audience they can count on day
after day”

At recent upfront presentations,
Bell promised an even more hard-
hitting lineup, ranging from new
documentaries to the network'’s first
feature-length made for TV movie.
Highlights include:

.08 £\ (1 TIRETE ViRV
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"There was a lot
of skepticism about
the decision... but
we were in the kind

of position 1 like

in a business
proposition: the
upside was huge,
and the downside

was limited.”

ART BELL.
Executive VP,
programming and morketing}

® "The System.” an ongoing series
that takes an inside look at the
many complex dimensions of
the US. criminal justice system,;

¢ "Attica,”" a twe-hour documentary
commemorating the 30th anni-
versary of :he nation's worst
prison uprising:

¢ "A Bombing in Birmingham,’
Court TV's first feature-length
movie. focusing on the 1963

COURT TV'S

—

church bombing in Alabama
in which four young girls died;

¢ "NYPD Blue," the popular broad
cast series that Court TV will
share In a unique errangemernt
with Turner Network Television
(TNT).

The Internet will play a big role
in Bell's plans. Early this year, Court
TV acquired "The Smoking Gun®
(www.thesmokinggun.com) and
"The Crime Library" (www.crimeli-
brarycom), two top Web sites
devoted to crime and justice topics.
Its own site, Courttv.com, frequently
engages viewers with such features
as the "13th Juror," a daily interactive
survey on current issues in the
news and in the courts.

Bell plans to create a substantial
buzz for the new additions to his
network schedule with a $25 million
marketing budget, and hopes this is
the summer during which Court TV
reaches that elusive 1.0 rating.

“We get a lot of audience coming
in to check out what's on cable dur
ing the summer, and we're putting
some pretty good stuff together,”
Bell said.

“We're up there knocking on the
doors of the [other networks] with
our primetime schedule,” Schleiff
added. "We are a vibrant, growing
network, and we want the world o
know.

California vs.
Lyle and Erik Menendez

BIGGEST TFI =

JULY, 1993-JANUARY, 1994, First trial ended

in mistrigl. AUG, 1995-MARCH 1996

The Menendez brothers faced trial twice
far the shotgun slayings of their parents in the
family's home in Beverly Hills. The first trial
ends in a mistrial when jurors cannot settle on
| a verdict. In March, 1996, a second jury finds
M the brothers guilty of first-degree murder, and
sentences them to life without parcle,
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We wish you continued success.
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SCHLEIFF BREATHES

LiFE INTO COURT TV

His Experience

And Leadership Are
Key To Channel's
Turnaround

By Rion Weatherford

y the time Henry Schleiff
arrived three years ago,
Court TV was in bad need
of a makeover. With ane-
mic ratings, dismal financials and
mediocre distribution, the network
was struggling to stay afloat. It pre-
sented the perfect challenge for an
ex-lawyer turned television guru.

With renewed backing from
owners Time Warner and Liberty
Media, Schleiff embarked on a pro-
gramming and marketing binge the
likes of which Courtroom Television
had never seen.

The results have impressed even
the most cynical of critics. Ratings
and revenues have soared.
Moreover, both viewers and indus-
try insiders alike began to take
notice of what was happening

After completing his undergrad-
uate and law degrees from the
University of Pennsylvamia, Schleiff
went to work as a law clerk for a
federal judge in New York. It did not
take long for him to realize that tele-
vision was his true calling. His
break came in 1978 when he took a
job as an assistant general counsel
at Viacom. There he negotiated
sports rights contracts and bro-
kered programming deals.

Over the next 20 years, Schleiff

held senior positions at Viacom,
HBO, Universal Television Group
and Studios USA. His legal career
came full circle when he joined
Court TV in 1998.

In a recent conversation, Schleiff
talked about his career, his love for
television, and Court TV's remark-
able ascension under his tutelage.
The following is an edited tran-
script.

RW: When you got to Court TV in
1998, the network was on shaky
ground, with fewer than 30 millicn
subscribers, and negligible ratings.
Why on earth did you take the job?

COURT TV'S

FiIth“:T TRIALS|

William

Kennedy
Smith

1991

Arguably Court TV first ratings
blockbuster. After ten days of tes-
timony and 77 minutes of delib-
eration, a jury in West Palm
Brach, Fla., finds William Kennedy
Smith, 31, not guilty of felony
sexual assault. Leaving the court-
room, Smith tells a2 crowd °| am
just really, really happy.” A short
distance away, attormey David
Roth, who represented the 30-
wear old woman who had accused
Smith, tells reporters "Not guilty
does not equate to innocent,”

Schleiff: [ got a call from old
friends at Time Warner starting with
[then chairman)] Gerry Levin, who
said that they were looking at really
investing in this little network. He
talked about streamlining the own-
ership and adding an element of
entertainment beyond what existed
at the time. The idea of that kind of
challenge, running a network, was
very appealing.

The ratings were somewhere
between a hash mark on a bad
night, and a 0.1 on a good night.
We're now up around a 0.7 consis-
tently, and trying to crack that elu-
sive 1.0. We are a vibrant, growing
network, the fastest growing in
cable, and I think we're up there
knocking on the doors of the others
with our primetime schedule.

RW: Are you surprised at how swift-
ly things have turned around?

Schleiff: No, I'm not. To be icono-
clastic, I think the public is pretty
smart. If you give them what they
want, give advertisers what they
need and cable operators what they
need and want, they’ll run with it.
You are dealing with intelligent con-
stituencies in all three. The chal-
lenge for us going forward is to con-
tinue to get our message out there
what a new and vibrant network this
is to the people who haven't heard
of us. The reason we are only a 0.7
[rating] is that there are a lot of
viewers out there that stil don't
know about all the changes we have
made.
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Court TV Chairman and CEQ Henry
Schleiff battles wits with “Millionaire”
quizmaster Regis Philbin

RW: How rmuch
of the turn
around has
been Henry
Schieiff, and how
much has been
pure luck?

Schleiff: Luck
is the residue
of skill. My
luck was com-
ing into a situ-
ation  where
there were a
lot talented
people. Yes, we have added
some new people. but by and
large the luck was having in place
people with good ideas., energy
tenacity and passion.

RW: Court TV's early logo depicted

A SPECIAL SUPPLEMENT TQ BROADCASTING & CABLE, CABLEVISION AND MULTICHANNEL NEWS

the scales of justice. Now it's a finger-
print. VWhat does that say about the
network's evolution over the years?
Schleiff: Sometimes you want to
change things just for the sake of
change. We wanted to announce
early on that we were not your
grandfather’s old network, and that
we wanted to bring in our own
imprimatur. We are now united
under a brand that is understood
both internally and externally. We
are a network that represents the
premier player in the world of
crime and justice, whether it is
information or entertainment, day-
time or primetime.

RW: Barry Diller has said he is
developing a new network, "Crime,"
for launch this year. It could be a
direct competitor to Court TV. How
does that affect your strategy”

CONGRATULATIONS
COURT TV!

WE LOOK FORWARD TO CELEBRATING
20 YEARS WITH YOU!

OMARA

CONSTRUCTION PROFESSIONALS

125 Maiden Lane, New York, NY 10038
(212) 412-7177
OMARAorg@aol.com

Get the OMARA ADVANTAGE!!

Schleiff: Imitation, as they say, is
the highest form of television. | like
the fact that we are drawing imita-
tors. | have the highest regard for
Barry's programming instincts, and
I'm delighted with competition.
Quite honestly, however, we see our
competition as being the whole uni-
verse. Our numbers take a hit when
"The Sopranos” is on, or when there
is a miniseries in the genre of crime
and justice. The whole world is a
competitor for us.

RW: Is there one program that you
truly covet for Court TV?

Schleiff: Everybody would like to
have "The Sopranos,” but given the
restrictions that exist in an advertis-
ing based environment, that's prob-
ably not going to happen, so I am
delighted that we are going to have
the edited version of it. When [HBO
Chairman and CEQO] Jeff Bewkes
reads that you can pick him up off
the floor (laughs).

Seriously, the one series we real-
ly wanted was "NYPD Blue,” and
we're happy to be able to acquire it
in a way that will allow us to play it in
primetime.

RW: How long will the public's infat-
uation with "reality" television last?

Schleiff: The documentary kind of
work that we're doing is very differ-
ent from what [ see as game shows
for entertainment's sake, in which
you have a chorecgraphed compe-
tition complete with body doubles,
as we recently found about
"Survivor." I am not knocking it, but
[ think you have to be careful when
you use the word "reality” The qual-
itative, incisive, riveting, compelling
look that a true documentarian can
provide can be both informative
and entertaining, and that has been
around for a long time. Whether
some mean-spirited game show
host disguised as reality will come
and go, [ can't say.
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RW: You have hardly mentioned
Court TV's daytime programming,
including live trial coverage. How
do you see that changing?

Schleiff: Trial coverage remains
the foundation on which Court TV is
bullt. It is an important and distin
guishing feature, something no
other network out there can offer. In
a world of 100 or 200 channels there
is no other network that comes with
that calling card, and none can do it
better. These trials are soap operas
in the best sense of the word.

RW: How does the Internet fit into
your plans?

Schleiff: ‘What we do on the
Internet (www.courttv.com) is pro-
vide additional information about
trial participants, the issues, the
cases, and allow our viewers to
interact and share their opinions.
Giving our audience the chance to
contact anchors and express a point
of view really makes the web site
unique. A lot of networks talk about
Integrating the Internet with their
programming, but we are doing it.

RW: What do you do when you're
not working?

Schleiff: | tend to think about work.
I read a lot, especially the trades. |
take great pleaswre out of reading
the same poirt in every trade. By the
time [ read it three or four times I
think I really understand it

I spend time with my family, my wife
Peggy, who has been very support-
ive and who has a great sense of
humor, unless I come home too late.
My sons, Harry (12) and Sidney (9)
are just a delight. We live in the city
and have a country house in the
Hamptons. I try to get there as much
as possible, but haven't been out
there in about *two months.

[ play tennis, 1 love golf. Have been
playing golf for about 25 years with-
out any real progress. I am a 14

handicap, going toward 28 as we
speak. [ have four putters ined up in
my office, and I still can't make a
three-foot putt.

RW: If you had not gone into teievi-
sion, what would you be deoing now?

Schleiff: | would still have probably
ended up in some aspect of enter-

July 2001

Henry Schieiff
Court TV

TTV

tainment. It's more important than
brain surgery, you know. In brain sur-
gery there are only so many patients
that you can save. In entertainment
you have the ability to reach out and
maybe convey a message. If you can
Inform, entertain and inspire people,
even for a little cable network, if you
can make a difference in people's
lives, that is really important.
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AMERICAN PuBLIC HUNGRY

Cameras in the
courtroom show
true behind-the-

scenes action

by Sherri Killam-Williams

here's always THAT
moment at the end of a
Perry Mason episode, the
instant at which you are pre-
sented with incentrovertible evi-
dence that the defendant is either
guilty or not guilty of the crime.

In the ten years that Court TV has
carried gavel-to-gavel coverage of
trials, viewers have begun to realize
that those 'gotcha’ moments in real
trials don't always happen.

"Perry Mason moments are few
and far between," said Henry
Schleiff, Court TV CEO and chair-
man. "On Court TV, what they see is
that there's a lot of work, that the
system of justice is a slow-moving
process in which intelligent argu-
ments are put forth on both sides.
It's a process that the citizens bene-
fit from seeing.”

"COURT TV'S

Most observers agree that court-
room coverage on live television has
done much to educate viewers and
help them better appreciate the
sometimes complex inner workings
of the criminal justice system.

Television and

the courtroom

The far-reaching effects of cameras
in the courtroom are amply illustrat-
ed by the Amadou Diallo trial, cited
by many as a good case for the
benefits of live trial coverage.

Four members of the New York
Crime Unit killed Diallo on Feb. 4,
1999, as he stood on the stoop of his
apartment building. Undercover
officers fired 41 shots, 19 of which
hit Diallo as he reached for his wal-
let instead of showing his hands as
commanded. A jury in Albany, N.Y.,
accepting the officers' testimony
that they believed Diallo had a
weapon, acquitted the officers of
murder charges.

Televising the Diallo case proba-
bly helped prevent riots in New
York City, said longtime Court TV
anchor and managing editor Fred
Graham.

"People were able to see that it
was a fair trial and that the officers
had reasons for firing the shots they

The Unabomber

BIGGEST TRIALS

FOR Tms KIND (_)1_: TV

fired and that it was a just result,”
Graham said.

Educating the public

"If you watch Court TV you have a
healthy respect for what the jurors
have to do." said Lucy Dalglish,
executive director of the Reporters
Committee for Freedom of the
Press, based in Washington, D.C.

Dalglish is no stranger to the
courtroom. A former litigator, she
became interested in the law after
working as an editor and a reporter
covering the courts at the St. Paul
(Minn.) Pioneer Press. The public,
she said, has become very accus-
tomed to seeing trials on TV.

lan Marquand, special projects
director for the Montana Television
Network, a CBS affiliate based In
Missoula, Mont., agreed.

"Trials have become something
of a spectator sport,” he said. "We
treat the legal process or. television
now like big sporting events. We
get celor commentary and we get
analysis."

Marquand, the national freedom
of information chairman for the
Society of Professional Journalists,
hopes the presence of cameras in
the courtroom has given Americans
a better appreciation of how the judi-

United States vs. Kaczynski

NOVEMBER 1997-JANUARY 1998

Local police and federal agents chase the elusive Unabomber for nearly two decades
before a tip from his brother suggested that Theodore Kaczynski, a reclusive techno-
phobe, might be the man responsible for the worst string of serial bombings in U5
history. Following his arrest and some legal maneuvers Kacyznski pleads guilty to thir-
teen counts in attacks that killed three people. He is sentenced ta life in prison with-
out parole, but is spared the death penalty,




The verdictisin.

Court TV

GUILTY

of success.

Congratulations on your first ten years.

from your friends at
N.S.Bienstock, Inc.
The News Agency... and much more.

www.nsbienstock.com




A SPECIAL SUPPLEMENT TO BROADCASTING & CABLE, CABLEVISION AND MULTICHANNEL NEWS

cial process works and the strengths
of the jury system, a thought echoed
by Court TV's Graham.

"We've seen about 800 trials and
what we've seen that the jury usual-
ly gets it right," Graham said. "In the
vast majority of cases we would
have done what the jury did.”

While the American Bar
Association doesn't take a proac-
tive view of cameras in the court-
room, it acknowledges that cam-
eras can play an educational role.,
said spokesperson Debbie Weixl .
When television shows bring in
experts to explain legal issues, she
said the public gains a deeper
understanding of the process.

As a staunch advocate for a free
press, Marquand hopes the pres-
ence of televisicn cameras in court-
rooms will lead the public to ques-
tion why trials in their state are not
on TV. T hope it will lead people to
question why some trials can be
broadcast and others can't.”

Grandstanding or

just good TV?

While the presence of a camera
would seem to heighten the drama
of an already-tense courtroom,

Nanny Trial

SIRILH] Massachusetts

vs. Woodward
OCT.-NOV., 1997

English au pair Louise

Woodward is found guilty of

second-degree murder in the
i death of an 8 month old
child left in her care. In a controversial move
two weeks after the verdict, a superior court
judge reduces the conviction to involuntary
manslaughter. After an appeals court upholds
the decision, Woodward leaves the U.S. to return
to England.

media professionals believe that
the judges and lawyers ignore the
camera’s eyes to focus instead on
the jurors.

"l actually don't think a camera
by itself has an impact - lawyers
and judges are going to do what
they do anyway," Marquand said. "If
the camera is there often enough
and long enough, people just forget
it's there, it just becomes part of the
woodwork. [ find it hard to believe
the presence of a camera will alter
the legal strategy or the approach.”

Marquand and Dalglish concur
that attorneys have a bigger job
perferming for the jury than worry-
ing about the presence of a cam-
era, and that a good judge can con-
trol any grandstanding by a way-
ward attorney.

Besides, Graham asserted. a
jury trial is a wrenching process for
everyone invelved.

"Both the witnesses and the
attorneys get so focused on what
they're about that they're oblivious
to the cameras there," he said.

Court TV seems to have stoked
the people's desire to know the rest
of the story, “the locker rcom stuff,”
Marquand said.

‘[ think maybe the impact of the
camera is most significant cut on the
courthouse steps when attorneys
will play to public opinion more than
in the courtroom," he said.

R-E-S-P-E-C-T

While public confidence in the
legal professicn continues to ebb,
the presence of cameras in the
courtroom may have done more for
the understanding of the professicn
than a roomful of jury verdicts.

"I think that's the great potential
(of Court TV)," Marquand said, "tc
give people better insight as to how
the system works, whether or not
they come away with more faith and
trust in the officers of the court.”

Graham, who has spent more
than 35 years covering the courts for

The New York Times, CBS News and
Court TV, believes juror interviews
conducted by Court TV lead viewers
10 a clearer understanding of the out-
come of a case. "They (the viewers)
see that it's not the sort of 'gotcha’
process you see in Perry Mason. It's
a very, very careful and sometimes
tedious process to find the truth and
get it right,” Graham said.

Court TV can certainly take
some of the credit for the current
explosion of reality-based televi-
sion shows, but network CEO
Henry Schieiff wants tc make sure
people differentiate from shows
like "Survivor" and Court TV's cov-
erage of trials.

"Reality on Court TV is totally dif-
ferent than what you see on
‘Survivor.' The issues that appear
on the front page of the New York
Times or your local papers or
issues on ‘60 minutes’ or Court
TV's "Dateline’ on NBC are obvi-
ously drawn more and more from
the trials and commentary that start
on Court TV," Schieiff said.

People like what they see.

"I love Court TV" said Debbie
Dawson, a stay-at-home mom who
decided to give her professional
career as an auditor a rest while
raising four children. 'I'm intrigued
by it. If it catches me, [ keep watch-
ing and watching until [ see the ver-
dict. It's a lot different watching
something really happening - see-
ing real emotions.”

Marquand believes the public's
interest in court cases will continue
1o increase.

"People seem to be fascinated
by this stuff,” he said. "They have an
unending appetite for the dispens-
ing of justice and the resolution of
conflict and to see the bad quy or
the jerk punished in some way.
There's something in the American
character right now hungry for that
- until we decide we're hungry for
something else.”
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Happy 10th Anniversary to Court TV from your partners in crime.
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RIGHT PLACE, RIGHT TIME

Legal Veteran Fred Graham Has Built a
Career Out of Being First

By Sherri Killam-Williams

red Graham has a knack for
being in the right place at
the right time. Kismet has
played a key role in
Graham's long career in televi-
sion. That's not to detract from the
stellar credentials of this lawyer-
turned-journalist, hired in 1991 as
the first employee of the fledgling
cable channel that would become
Courtrocom Television-- Court TV.

"l just have been lucky in
what's happened in the span of
my career," Graham said. "The
trends in journalism kept chang-
ing and [ managed to be in the
spot where legal journalism was
at its height.”

In 1965 Graham became the
first attorney The New York Times
hired to cover the legal beat.
Seven vyears later, CBS News
tabbed him to cover Watergate
and to become television's first
law correspondent.

Graham stayed at CBS for 15
years before returning to his home
state of Tennessee for a brief stint at
ABC affiliate WKRN-TV in Nashville.
It was during that period that
Graham got a call from magazine
publisher Steven Brill, who was
looking to branch out into televisicon.

‘[ had known Steve Bril down
through the years and he had the
idea of creating Court TV, but he
needed money and he was negoti-
ating with...Warner Communications.
Steve called and said, ‘If this works
cut. I'm geing to need someone

who knows the law and knows tele-
vision,” Graham recalled.

After Brill secured his financ-
ing, he hired Graham as the new
network’s first employee. As the
sole staff at Court TV, Graham
commuted from his home in
Tennessee to New York cne or two
days a week.

To develop the channel’s signa-
ture coverage Graham borrowed
heavily from a former colleague.
retired CBS news anchor Walter
Cronkite, "At CBS | had gone to the
political conventions and worked on
election night. | copied what Walter
did in those days. He would always
have a guest to fill the time when
nothing was happening,” Graham
said.

The format continues on Court
TV to this day with various law
enforcement officers, detectives,
psychiatrists, lawyers and other
experts providing analysis while tri-
als are in progress.

The Lessons of O.].

Craham has reported many well-
known court cases during his
career including those involving O].
Simpson, William Kennedy Smith,
Rodney King, John Hinckley, John
DelLorean, Daniel Ellsburg, and the
Menendez brothers. It is the
Simpson trial, however. that is at
once his least favorite yet most sig-
nificant case he's covered.

"It damaged so many aspects of
American life,” Graham said. "It was
very harmful to race relations and
undermined public respect for the

Fred Graham

legal system. It caused a severe
backlash against allowing cameras
n trial and it was a miscarriage of
justice. | personally became
despondent about it. It's like seeing
a train wreck occur and you can't
do anything about it."

Craham'’s work has been recog-
nized with the George Foster
Peabody Award, twe American Bar
Association Silver Gavel Awards and
participation in three Emmy Awards.

Away from Court TV, Graham
enjoys bass fishing and playing ten-
nis. He and his wife, Tennessee
Valley Authority Director Skila
Harris, have a weekend place near
Quantico, Va., where they maintain
his and hers kayaks, a canoe and a
powerboat.

A prolific writer, his work has
appeared in The New York Times,
Washington Post, Los Angeles
Times, USA Today. Harper's.
Esquire, The New York Times
Magazine, TV Guide and the
American Bar Association Journal.

He has written four bocks, but
Graham said he has no plans to
write another. His most recent
effort, "Happy Talk,” (W.W. Norton &
Company 1990), concerned devel-
opments — not all happy - in televi-
sion news.
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Conceived by publishing entrepreneur Steven Brill, Court TV launches as a joint venture among
Cablevision, NBC, Liberty Media and Time Warner as the first and only network dedicated
exclusively 10 courtroom trial coverage. Its first live trial is Flor'da v. Robert Scott Hill, in which
the defendant was acquitted on charges of murdering his stepmother-in-law 20 years earlier.
Fred Graham is Court TV's Managing Editor and Chief Anchar. The network debuts with 4.5
million cable subscribers.

Court TV provides live coverage of the trial of William Kennedy Smith, accused of raping a
woman atthe Kennedy family compound in West Palm Beach, Fla.

By year's end, Court TV reaches roughly 5.5 million cable households
Court TV launches its first prime time series. “Trial Story.”

Court TV provides live coverage of the sanity hearings of Jeffrey Dahmer. Previously, Dahmer
had pleaded guilty to mass murder and dismemberment. It was left to a jury to determine
whetherDahmer was sane at the time of the crimes. Found sane, Dahmer was sentenced 10
15 consecutive life terms, but was later killed in prison.

Court TV covers the high-profile trial of Erik and Lyle Menendez, accused of the shotgun slay
ing oftheir parents in the family's Beverly Hills mansion.

Court TV provides live coverage of the 0.J. Simpson trial, the most-watched trial in television
history.

Court TV provides live coverage of the Rodney King trial centering on police brutality altegations.

NBC acquires Cablevision's share of Court TV, making NBC, Liberty Media and Time Warner
equal partners in the network.

Court TV celebrates its fifth anniversary and tops 25 million cable and satellite households.
Time Warner buys out founder Steven Brill's stake, and Brill leaves the network,

Court TV provides live coverage of the murder tnial of British Nanny Loulse Woodward.
Liberty Media and Time Warner buy out NBC, becoming equal partners in the network.

Court TV hires Viacom and Studios USA veteran Henry Schieiff as its chairman and CEQ.
Distribution stands at about 34 million.

Court TV re-launches the network to offer viewers live courtroom trlal coverage by day and
crime and justice programming at night.

The acclaimed television drama, "Homicide: Life on the Street,” is the first off-network televi
sion series acquired by Court TV.

Court TV covers the “Jenny Jones Show" negligence trial in which the family of a murdered
Michigan man alleged that the show, its producers and lts distributors had incited the crime.

Court TV re-designs the ook of the netwark with Its now-familiar “thumbprint” logo
Court TV reaches 40 milllon subscribers

New York Supreme Court Justice Joseph C. Teresi grants Court TV's motion to intervene in
People v. Bass, the prosecution arising frem the shooting of Amadou Diallo. Justice Teresi finds
the New York statute barring cameras in the courtroom unconstitutional.

Court TV launches a West Coast feed.

Court TV launches the critlcally acclaimed original documentary mini-series “Brooklyn North
Homicide Squad.”

Court TV acquires thesmokinggun.com and crimelibrary.com, which help to make Courttv.com
the leading source of crime and justice information on the Internet.

Court TV commits to spending a record $140 million in original programming over the next
two years, with over 300 hours of new programming and movies for the 2001-2002 season.

Court TV acquires off-network rights to the award-winning drama “NYPD Blue.” scheduled to
debut in fall 2001.

Courtroom Television Network becomes the fastest-growing basic cable network in the U.S. -
ranking No. 1 in percentage growth of subscribers (+40%) in the prévious 12 months - among
ad-supported basic cable networks with at least 40 million subscribers.

Court TV celebrates its 10th anniversary. Distribution approaches 65 milllon households.
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“When you work and have a job
and write a book, you're writing on
weekends and taking time away
from family and friends,” Graham
said. " had something to say and I
said it.

Graham admits to going through
a stage reading legal thrillers, but
said he's burned out on that genre
right now and prefers nonfiction
books about current events.

While in law school at Vanderbilt
University, Graham worked as a
reporter covering courts and
police beats for The Nashville
Tennesseean. He also served as
managing editor of Vanderbilt’s Law
Review He later attended Oxford
University on a  Fulbright
Scholarship and was awarded a
Diploma of Law in June 1960.

A native of Arkansas, Graham
practiced law for about three years
in Nashville before taking his
expertise to Washington D.C. where
he was a special assistant to
Secretary of Labor W. Willard Wirtz,
and deputy chief counsel of the
President’'s Commitiee on Equal
Opportunity He was working as a
legislative counsel for the late Sen.
Estes Kefauver when The New York
Times came calling.

Little did Graham know at the
time what a trendsetter he would
become.

" got a very good job just by the
luck of being a lawyer and a jour-
nalist,” he said. "In those days there
were very few journalists who were
also lawyers. Nowadays, the woods
are full of them."

Graham, who turns 70 in
October, admits to occasional
thoughts of retirement. With both he
and his wife still actively employed,
albeit in different cities, he acknowl-
edges that they both sometimes
give fleeting consideration to
pulling back on the reins just a bit.

"You can imagine that sometimes
we talk about trying to simplify our
lives, but that's about as far as it
goes.’



An open and shut
case of success

Congratulations to Court TV
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From your colleagues at Dateline NBC

America’s News Leader

Congratulations to Court TV onr its 10th Anniversary. May it
remain unmatched in its groundbreaking comprehensive legal
coverage and analysis.

We are proud to distribute Court TV via Satcom C-3 to cable
systems nationwide.

GE Americom
We bring good things to life.

www.geamericom.com



LiBERTY MEDIA
COMMEMORATES
IO YEARS

OF SUCCESS FOR
Court TV.

CONGRATULATIONS!

LIBERTY

LN




Programming

Odyssey to Hallmark

Highbrow entertainment is the new religion; can it draw ads?

By Allison Romano

rown Media, controlled by Hallmark

Cards, is busily transforming Odyssey

cable network from a religious channel to
a family cable net that debuts with the Hallmark
moniker on Aug. 5. But while Hallmark Chan-
nel executives are sure viewers will flock to their
highbrow channel, it may take longer to attract
new advertisers and cable operators.

Odpyssey reaches about 31.5 million homes,
making the Hallmark Channel a mid-size net-
work with wide analog distribution. The few
current cable viewers, however,
associate the 13.yearold Od-
yssey neswork with religious
programming—it was founded
by the National Interfaith Cable
Coalition (NICC)—or mistake
Odyssey’s name for that of a
travel or science channel.

A new name and brand recog-
nition may not be enough to
impress. “Just because you
change the name on your door
does not mean you are new,” said
media buyer John Mandel, co-
director of MediaCom. “We buy tomorrow’s
numbers off yesterday’s ratings.”

That’s the Odyssey challenge. It sits in
Nielsen’s cable basement, with quarterly
household ratings of 0.1 to 0.2 for the past
two years. Mandel says the Hallmark Channel
will have to post higher numbers before
advertisers will commit ever scarcer dollars.

Between dassic Hallmark Hall of Fame
movies and new drama series and specials will
be a sort of ratings hell: 14 hours of religious
programming a week. Despite getting consent
to overhaul Odyssey, Hallmark must keep
some religious content, although it will be
confined to weekday and Sunday momings.
Hallmark is producing two talk shows with
the NICC that it says will be more commercial

Margaret Loesch: “The
name Hallmark explains
we're family-friendly, high-
quality, something viewers
can count on, with top

programming.” The

and address spiritual and moral issues, rather
than religious topics.

Hallmark’s first challenge will be spreading
its message that Odyssey is now a family-pro-
gramming net. Industry executives say
Hallmark plans to spend more than $15 mil-
lion in consumer marketing {not including
promos on its own air) and has budgeted
about $50 million 2 year in programming.
They are counting on the Hallmark name and
reputation from Hallmark Hall of Fame
movies and greeting cards.

“The name Hallmark ex-
plains we’re family-friendly,
high-quality, something viewers
can count on, with top pro-
gramming,” said Margaret
Loesch, the channel’s president
and CEO.

At first, Hallmark will lean
heavily on its library of Ha/l of
Fame movies and current
Odyssey shows. New offerings
will start to appear next year.
channel is Crown

Media’s lone U.S. media prop-
erty, which makes promo and ad campaigns
more difficult and expensive. Other remade
nets like The National Network and WE:
Women's Entertainment are part of major
media companies, which gives them cross-
platform opportunities and more bargaining
power with advertisers and operators.

“We don’t have a sports franchise or multi-
ple channels to leverage,” Loesch explained.
“We just have to go in and plead our case.”

Like media buyers, some cable operators
are waiting to evaluate Hallmark’s transforma-
tion before they commit to distribution deals.
Hallmark still needs carriage on Cox, Com-
cast and Charter Communications. But its
current distribution, including Time War-
ner and Adelphia, gives it a leg up. B

[ INBRIEF

GROUP SEEKS NEW SLOT
FOR BOSTON PUBLIC

Los Angeles-based Parents
Television Council is calling on
Fox to move Boston Public out of
the so-called “Family Hour.” PTC
executives have sent a letter
with signatures from more than
20,000 “concerned” families to
Fox Entertainment President Gail
Berman requesting that the
David E. Kelley drama leave its
Monday 8 p.m. ET/PT time slot.
PTC Founder Brent Bozell is also
calling on the nation’s top 100
advertisers to pull advertising
from the series until it's shifted.
Fox had no comment.

ONE SATURDAY MORNING
GETS THREE NEW SERIES
Disney’s One Saturday Morning
returns to ABC in the fall for its
fifth season with three new
shows: Mary-Kate and Ashley in
Action, the Olsens’ first animated
series, and co-owned Disney
Channel’s live-action Lizzie
McGuire and Even Stevens. The
new lineup debuts Sept. 15.

RACING AND REALITY
BOOST NBC RATINGS
NASCAR and reality programming
combined to help NBC dominate
prime time in the July 2-8
national ratings. The net won the
holiday week in total audience
(7.8 million viewers), households
(5.3 rating/10 share) and adults
18-49 (3.2 rating), according to
Nielsen Media Research. The dra-
matic finish to NBC's first
NASCAR event of the year (Pepsi
400 on July 7) attracted the
largest prime time audience ever
for the sport and pulled in 9.6
million viewers and a 4.1/15 in
adults 18-49.
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Ready for daytime?

SNL’s Lorne Michaels signs to develop a talk strip

By Susanne Ault
ome Michaels may be ready for
Ldaytime, but will syndication audi-
ences take to an edgy show like his
Saturday Night Live series? Well, no, of
course not.

“I definitely won’t be doing a late-night
show at 4 p.m.,” says Michaels. “I want to
try to put together a show that will be
great in the 3 to 5 p.m. daypart.”

Having conquered late night—he’s
also credited with developing The Conan
O’Brien Show—Michaels has signed to
develop a talk strip for NBC Enterprises.
Asked why he would want to go after a
syndication audience, which has been
defecting 1o cable of late, he says, “you

can always find an audience for things
that are good.”

Michaels is apparently hoping to create
the next Rosie O'Donnell Show, expected
1o depart the talk scene after the 2002-03
season. He is currently scoping out
prospective hosts, possibly one or two, but
declines to give specifics.

NBC insiders say he is looking to cast
someone from the local-news ranks, which
is where Oprah Winfrey was discovered. “1
don'’t think people knew Oprah before she
became Oprah,” says Michaels. He says
there have been no conversations with
Today's Katie Couric, who was recently
considering her own talk show.

Sources say Michaels has done his
homework and is insisting on catering to
“Midwest sensibilities,” which are thought
to be key for a traditionally styled talk
show.

VCI and ROBTv
All business.
All night long.

FEeport on Business Television is Canada's

all-business

network as well as ane of the few Morth American bro

[0 run 1

automazed all night and all weekend f

Lights out. Everyone's gone hame.

hen it was time

Learn why ROBTv and over 150 other broadcasters have chosen
VCI. Visit www.veisolutions.com. Or call us at §13.272.7200,
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Asked why go after a defecting syndication
audience, Michaels says, “You can always
find an audience for things that are good.”

At early meetings with interested sta-
tions, said to include NBC Q&Os and
Hearst-Argyle outlets (part of NBC’s
recently forged distribution alliance),
Michaels said that “you can’t use comedi-
ans” as hosts, according to someone pre-
sent. “Any of the people that I've had on
Saturday Night Live,” Michaels reported-
ly said, “I don’t know if they can do this.”

NBC Enterprises chief Ed Wilson
notes that the show is expected to have a
celebrity-heavy format. “This show will
be able to draw on all of the relationships
Lorne has had over the years to bring in
guest stars.”

Michaels” own star cachet has earned
him a financial stake in the show's back-
end revenues. That sort of deal is not the
economic drain like that posed by Martha
Stewart’s arrangement, which reportedly
gives her a piece of her talk show’s adver-
tising dollars.

One rival syndication executive doesn’t
see Michaels as a possible daytime golden
boy, scoffing that he “doesn’t have a track
record” there. “And it's easy to say that
you want to be the next Rosie O'Donnell.
Everyone has been looking to do that for
two years,”

The NBC talk project, to be produced
by SNL co-producer Marci Klein, is con-
sidered in development, and there are no
guarantees that it will be realized by fall
2002. Yet “it’s something we believe in,”
says a show source. “We’re going to do
everything we can to make it work.” B



24 ]

-A B B 1= 8 . =B - IS

Rank

Rank

[E. 90 TORY e

TOP 25 SHOWS

HH HH
Program AA  GAA
Wheel of Fortune 83 83
Jeopardy 75 16
Judge Judy 54 17
Cprah Winfrey Show 5.4 5.5
Entertainment Tonight 5.4 5.4
Seinfeld (wknd) Sncm 15
Wheel of Fortune (wknd) 49 49
Friends 48 5.6
Frasier 44 50
Xena 39 42
Seinfeld 38 318
Live With Regis and Kelly 37 37
Jerry Springer 36 39
Entertainment Tonight (wknd) 34 35
Judge Joe Brown 33 4.2
Maury 31 32
3rd Rock From the Sun 3.0 32
Holtywood Squares 30 3.0
ER 29 3.4
Drew Carey 29 3.2
The X-Files 28 3.2
Extra 28 29
Montel Williams Show 28 29
Inside Edition 28 28
Family Feud 2.7 31
TOP WEEKLY HOURS

HH HH
Program AN GAA
Xena 39 4.2
Entertainment Tonight (wknd) 34 35
ER 29 34
The X-Files 28 32
Stargate SG-1 26 2.8

According to Nielsen Media Research Syndication
Service Ranking Report June 25-July 1, 2001

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

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

the United States
NA = Not Available

SyndicationWatch

JUNE ZS-JULY 1 Syndicated programming ratings according to Nielsen Media Research

Scrambling for time

Two syndicated strips were snapping up clearances last
week. NBC's Weakest Link is now finalized in the top
five markets, with KNBC-TV Los Angeles the latest to
sign on, and Columbia TriStar's Pyramid grabbed some
early-fringe time on WPTV(TV) West Palm Beach, Fla.,
and WMAR-TV Baltimore. And with Buena Vista's Who
Wants to Be a Millionaire? strip nailing early-fringe
slots on CBS 080s, others could be left scrambling.
“There’s always an advantage of coming out
early,” says Katz TV's Bill Carroll. “The first ones out
will have a shot at more desirable time periods.”
Weakest Link is expected to score KNBC-TV's 3 p.m.
spot, currently held by The Rosie 0'Donnell Show,
expected to leave after 2002. Its ather top-five clear- Hosted by Donnie Osmond, Pyramid

ances—on WCBS-TV New York, WMAQ-TV Chicago, will be paired with Wko Wants to 8e
. X . a Millionaire? in fringe or early fringe
KYW-TV Philadelphia and KPIX-TV San Francisco—are in several markets.

said to be for either early-fringe or access daypart.

As for Pyramid, "the reaction has been nothing short of spectacular,” says Columbia TriStar
syndication chief Steve Mosko. The show has won guaranteed pairings with Millionaire at 4
p.m. to 5 p.m. and 3 p.m. to 5 p.m. on WPTV-TV and WMAR-TV, respectively. It will be tied to
Milliongire in an early-fringe slot on WFTS(TV) Tampa, Fla.

King World is reportedly aiming Or. Phil for daytime and access time slots. Apparently, both
(BS 080s (King World's distribution partner} and Hearst-Argyle stations are interested in slot-
ting the Oprah-styled talk show into their morning lineups. King Vorld executives wouldn't
comment on their sales efforts, which insiders say kicked off last week.

For the CBS 080s, one scenario is that Martha Stewart, a consistent but lower-rated per-
former airing mostly at 9 a.m. on these cutlets, may be bumped for Or. Phil.

“Stations can sell it,” says a source, noting Martha's advertiser-friendly, upscale content,
but King World may stand to ulttimately gain more financially from Dr. Phil: A good chunk of
Martha's advertising revenue reportedly goes to host Martha Stewart herself.  —Susanne Ault

"Hughley's brash, winning personality

makes him a TV natural.”

~Entertainment Weekly
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TECH DIRECTOR

IS MURDERED

Danielle Cipriani, weekend
news-operations director at
WFLA-TV Tampa, Fla., was
found dead July 7 at her apart-
ment, an apparent homicide
victim. Police reported no
motive or suspects. Colleagues
drove to her apartment when
she’'d missed her Saturday-
evening shift. Noting that the
door was unlocked, they called
the police, who found her
dead. She had apparently
suffered blunt-force trauma.
The station’s operations chief,
Rick McEwen, called Cipriani
“very professional and pas
sionate about her work” and
said the station was shocked
by the news.

News Director Forrest Carr
said he was moving his family
from Tucson, Ariz., where he'd
been news director at
KGUN(TV), when he heard
about Cipriani’s death. “We're
all speechless. None of us have
any experience in dealing with
anything like this.” WFLA-TV
chartered transportation so
station staff could attend
Cipriani’s funeral. Carr noted
that Bill Berra, the new news
director at Tampa's
WEFTS(TV), offered to help
out in staffing so Cipriani’s col-
leagues could attend the funer-
al. Carr didn’t think the station
would need the help bur said
he was touched by the offer.

HAIR TODAY,

GONE TOMORROW
WBAL-TV Baltimore News
Director Princell Hair will

leave the Hearst-owned station

StationBreak

BY DAN
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Bozo's last hurrah

WGN-TV Chicago presented Bozo the Clown's final broadcast

Saturday, featuring, among other longtime fans and particpants,

Smashing Pumpkins’ Billy Corgan. (Boza's the redhead.)

to become corporate news
director for the CBS station
group. The move reunites
Hair and CBS Vice President
for News Joel Cheatwood,
who worked together for
Sunbeam Television in Miami
and for NBC in Chicago.

The group will be adding
some new newscasts over the
next few months, sources say,
where duopolies with the for-
mer Paramount stations will
allow some shared resources.

Hearst let Hair out of his
contract for the opportunity,
but he will not be advising any
of the CBS stations that com-
pete in markets with Hearst
stations, at least for a while.
That will keep him out of
Boston, Pittsburgh and Balti-
more, where he garnered good
reviews as he led WBAL-TV
tne past three years. He'll likely
take office space at CBS’
Washington facility.
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HEARST'S QUICK
HAIR-LOSS REMEDY
Hearst has already named
Margaret Cronan, who will
leave Hearst's WPBF(TV) West
Palm Beach, Fla., to replace
Princell Hair as news director
at its WBAL-TV Baltimore {see
previous item). Sources say
Cronan had her choice of big
jobs and stayed with I Hearst
despite an offer to take the reins
at CBS’ KYW-TV Philadelphia.

Replacing Cronan will be
Joe Coscia, after a brief stint at
CBS’ KDKA-TV Pittsburgh.
Sources say he also had been
courted by CBS' KUTV-TV
Salt Lake City.

COVINGTON NOT
PHILLY BOUND

With all the activity among CBS
and Hearst stations’ news
departments (see previous), the
announcement by former

KYW-TV News Director

Randy Covington that he is
retiring after 10 years at
WIS(TV) Columbia, S.C.,
fueled speculation that he might
be returning to Philadelphia.
But both Covington and the sta-

tion said that is not the case.

REPORTER CHARGES
OVERTIME ABUSE

A lawsuit from a reporter
charges WFOR-TV Miami
with overtime abuses, contend-
ing that the station violates fed-
eral law by using comp time
instead of pay and that it failed
to record the overtime proper-
ly. The suit was filed by Jack
Hambrick, a second-generation
WFOR-TV staffer.

Hambrick's attorney, Tony
Bogdan, said, “The issue
comes to a head when an
employer starts abusing its
employees.” Bogdan says the
alleged overtime abuse at the
station comes from “a consis-
tent staffing problem.” A few
staffers who talked with
BROADCASTING & CABLE
agreed and said the station’s
overtime system is arbitrary
and even punitive.

News Director Shannon
High said she does not believe
that those sentiments are rep-
resentative of staff feelings.
High said the shop is not
understaffed, is well-supported
by CBS, deals with overtime
fairly and is a good place to
work. She said the station will
fight the lawsuit.

Al news is local. Contact Dan
Trigoboff at 301-260-0923,
e-matl dirig@erols.com

or fax 413-254-4133.



FocusHartford-New Haven

THE MARKET
DMA rank 27
Population 2,450,000
TV homes 924,000
Income per capita $22,049
TV revenue rank 27
TV revenue $194.1 million

COMMERCIAL TV STATIONS

Rank* Ch. Affil. Owner

1 WFSB 3 (BS  Meredith

2 Wit 30 NBC NBC

3 WINH-TV 8 ABC LIN

4 WTIC-TV 61 Fox  Tribune

5 WCTX 59 UPN  K-W Television
5 WTXX 20 WB  Tribune

6 WHPX 26 Pax  Paxson

7 WUVN 18 Ind. Entravision

“May 2001, tetal households, 6 a.m.-2 a.m., Sun.-Sat.

CABLE/DBS

Cable subscribers {HH) 813,120
Penetration 88%
ADS subscribers** (HH) 217,720
ADS penetration 3%
DBS carriage of local TV? No

** Alternative Oelivery Systems, includes DBS and other
wn-cable senices, according to Nielsen Media Research

WHAT'S NUMBER ONE

Syndicatec show Rating/Share***

Jeopardy (WTNH-TV) 8/16
Network show

Survivor & (WFSB) 22/34
3 p.m. newscast

WFSB 9/19
11 p.m. newscast

WvIT 8/17

**May 2001, total households
urces: Nieen Media Research, BIA Research
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o
www.judgehatchett.com
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Many voices in Connecticut

Mention Hartford, Conn., to most peaple, and their response is likely to be “insurance.” That
business, which dates from the 1790s in the city, really began to flourish in the second half
of the 19th century. Today, insurance still plays an important rele in the market's economy,
but other major players include defense and high-tech aerospace manufacturing, biotech and
resort casinos operated by Indian tribes.

Hartford-New Haven is an unusual television market. According ‘o Hank Yaggi, general
manager of WTNH-TV, “it’s a bifurcated market, not just a hyphenated market. There are very
specific constituencies for stations. e are the only one in the southern part of the state,
and our competitors are all to the northern part of the state. I think we're one of only four
markets that get three Nielsen reporzs a day: We get Metro A (Hartford), Metro B (New Haven)
and the combined DMA numbers.”

And then there’s the out-of-rerkes viewing. Al Bova, general mznager of WFSB(TV),
explains: “In almost every county in the market—and there are seven—you can watch a sta-
tion from either New York or Boszon or another market. In New Haven and Litchfield counties,
they get New York over the air end cn cable so there’s some fragmantation. In Windham and
New London counties, they get Bostan and Providence, R.1."

Cable is a major factor in the markat. With 88% penetration, it's the third most penetrated in
the country behind Honolulu and Palm Springs, Calif. How do the stat'ons deal with all this
fragmentation? “You just have tc pay more attention to how you cover news,” says Tom 0'Brien,
general manager of WVIT(TV). “fod need to ensure that you're constartly balancirg the needs of
people in various parts of the stete. he key is to be relevant, pay attantion to your local cover-
age and get involved in local events.” —Mark K. Miller (mrkmiter@aol com; 301-773-0058)

Station
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WJwW
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Rank Program
#1 JUDGE HATCHETT
#2 Judge Mathis
Judge Judy
Joe Brown

Time Period Rig
5:00pm 3.1
4:0Cpm 2.1
4:0Cpm y Xo)
3:0Cpm y X)
Divorce Court A 3:30om 19 =
Power of Attorney wiw 1:00om 14
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Source: NSI, WRAP Swaeps. W25-54 Rtg, May '01, primary telecasts showr, also beats
People’s Court, Mills Lane and Motal Cournt
2001 Coiumbia TriSlas Telewsio

Distribadtion A
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INBRIEF

FEDERAL COURT STRIKES
HENRICO OPEN ACCESS
The federal appeals court in
Richmond last week struck down
rules imposed by Henrico County,
Va., requiring AT&T to open its
broadband networks to compet-
ing Internet-service providers.

The court said municipalities
don't have the authority to order
open access and left the decision
to the FCC “for the time being.”
A lower court threw out Henrico's
rules in May 2000. Federal courts
already have struck down open-
access rules in Broward County,
Fla., and Portland, Ore.

The Richmond ruling “offers
the strongest judicial affirmation
yet that public-policy decisions
regarding cable-modem services
are not within the jurisdiction of
local governments,” said Robert
Sachs, president of the National
Cable & Telecommunications
Association.

DISHES GET THEIR DUE
A July 6 federal appeals court
ruling preserves renters’ right to
install satellite dishes over the
objections of building owners.

The Consumer Electronics
Association, some of whose con-
stituents make the hardware, and
DBS companies, whose sub-
scribers use it, were understand-
ably pleased with the ruling.

Landlords, who lost the suit,
were looking for a silver lining
while making noises suggesting
they would not appeal.

Matthew Ames, outside counsel
for the Building Owners and
Managers Association, said, “The
ruling makes clear the intent of
the law was to help TV 'viewers,”
Ames said. "The FCC's authority
comes into question when it
comes to other services.”
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Washington

Strike five for 60-69

FCC delays spectrum auction
again; broadcast and wireless
companies happy with extra
time to calculate its worth

By Bill McConnell

he government-ordered auction of spec-
Ttrum now used for TV channels 60-69

was delayed for the fifth time last week
as federal regulators continued to struggle
with spectrum-clearing rules aimed at getting
broadcasters off the frequencies before a 2006
deadline.

The delay was good news to
broadcast and wireless compa-
nies that have been trying to
work out compensation propos-
als sufficient to persuade TV
owners to give up one of the
two channels they are allowed
to operate during the transition
to digital TV.

The latest auction date had
been set for Sept. 12, but the
agency has now decided to
leave the date open rather than take a chance
on continuing the postponement streak. The
auction was originally slated for May 10, 2000,
but has been repeatedly moved back as broad-
casters and wireless companies debated the
ground rules for spectrum clearing,

Bud Paxson, chairman of Paxson Com-
munications and owner of 18 of the 138 sta-
tions with allotments on the 700 MHz band,
was one of those broadcasters “extremely ex-
cited” by the postponement and said it “bodes
well” for TV owners’ chances of improving
their compensation.

Wireless companies, as well, have been
arguing for the delay because they have no
idea what to pay the government for perma-
nent spectrum rights uniil they know when
they will be able to use the spectrum and how
much it will cost to evict broadcasters carly.

Paxson chief Bud Paxson
said the postponement
“bodes well” for TV owners’
chances of improving
their compensation.

In January, the FCC upheld broadcasters’
right to demand compensation for leaving the
spectrum ahead of schedule. Now the FCC is
considering a request that stations with an
allotment of only one channel remaining after
vacating a channel early be allowed to make the
switch from analog to digital at their leisure.

Currently, all stations are required to begin
offering digital services by next May. Nearly
all stations have two-channel allotments, how-
ever, which will allow them to continue analog
broadcasts until 85% of TV homes can re-
ceive a digital signal. At that point, the second
channel will be returned to the
government. The added flexibil-
ity would greatly benefit stations
in small towns because they are
having trouble raising funds to
pay for construction of DTV
facilities, which can cost $4 mil-
lion or more.

Lawrence Ausubel, co-presi-
dent of Spectrum Exchange
Group, a company brokering
buy-out deals between broad-
casters and wireless companies,
said the FCC's announcement is “a good sign”
that many stations will be given leeway to
decide when they begin digital transmission.

National Association of Broadcasters
President Eddie Fritts said he is encouraged
that the FCC is mulling the question, because
few households are now equipped to receive
digital signals and, without more flexibility,
stations that give up a channel early would not
reach most viewers.

“The FCC has recognized that a delay is in
the best interest of consumers,” he said.

Both the Paxson and Ausubel groups have
asked the FCC rto auction the channels in
January. Ausubel said the FCC should not go
much beyond that date: “If the auction is
indefinitely postponed, all they'd be doing is
letting an extremely valuable resource go to
waste,” @l



| BN
=

BROADCASTING CABLE

www.broadcastingcable.com

televis)

“Wope inhén
www.lelevision-eutope.com M“l"uhﬁ“ﬁél

www.multichannel.com

Cahners.

television,,,

www lelevision-latinamerica.com

insite.

www.tvinsite.com

wicsis|pmational Cablevision

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

]
INSICL. i1-crnational

www tvinsiteintermational.com

57 dedicated editors
Over one million page views a month

10,000 registered- users

insite

www.tvinsite.com

Where the television industry goes online.

Several advertising sponsarship opportunities are available.
For U.S. sales, piease contact: Lauren Cohen at (212) 463-6574, o” e-mai: lcohen@cahners.com
For international saes, please contact: Randi Schatz at (1) (212) 337-6944, or e-mail: rschatz @cahners.com



Use it or lose it

UHF stations must build out to maximized power by May

By Michael Grotticelli

s if they didn’t have enough to
A think about with the transition to

digital, some terrestrial UHF ana-
log stations must maximize power levels
by May or risk losing the opportunity to
do so. Failing to maximize would greatly
limit their future digital coverage.

To date, according to the FCC, more
than 400 UHF stations have filed for per-
mission to increase the power level origi-
nally allotted to them. Many are unaware
of the deadline, says George DeVault,
president and general manager at WKPT-
DT Kingsport, Tenn. Most, he points out,
believe that their right to build at their
maximized power levels is guaranteed
until 2004,

The issue is of particular concern to
UHF stations with limited budgets that are
spending lots of money to develop digital
transmission facilities, If forced to maxi-
mize, they’ll have to pay the extra electrical
cost beginning in May, with electric bills
totaling $10,000 a month or more.

The FCC's Table of Channel Allot-
ments for DTV approved in December
1998 prescribed various power levels at
which stations can operate their transmit-
ters without interfering with others.

WKPT-DT's George DeVault says most stations
authorized to increase power level are
unaware of the May deadline.

These levels were designed to help digital
stattons replicate their NTSC service.

Since VHF analog stations typically
have substantially larger predicted cover-
age than their analog UHF competitors,
analog stations operating on a VHF chan-
nel and assigned a UHF channel for digi-
tal operation were typically allotted about
1 MW of radiated power.

However, most major-market VHF sta-
tions currently on the air with a digital
signal are not operating at full power and
probably won't be by May, because of the
low penetration of consumer DTV sets.
The FCC, therefore, has said it will pro-
tect all stations at their originally allotted

power levels until the end of 2004,

Unfortunately for UHF analog stations
allotted digital UHF channels, being pro-
tected at the level allowted in the 1998
table means having to operate at substan-
tially lower power than that specified in
their “maximization” applications and
construction permits (CP). In many cases,
it's as low as 40,000 W.

WKPT-DT, a UHF digital station, has
been allotted 54,300 W. The station, cur-
rently on the air with an interim digital
signal at 5,400 W, will increase power to
25,000 to 50,000 W in the coming months
and plans to be at its maximized level of
200,000 W by the end of 2004.

In their market, VHF stations WCYB-
TV Bristol, Va., and WJHL-TV Johnston
City, Tenn., have been allotted 1 MW for
their UHF digital operations. WCYB-TV
is currently running 129,000 W; WJHL-
TV plans to be on the air this fall.

Neither of these analog VHF stations
has to be concerned about losing its right
to go to UHF digital power levels at the
million-watt level because they were orig-
inally allotted those levels and are pro-
tected through 2004—whether they build
out to full power by then or not.

WKPT-DT hired a consultant and found
that it could operate at 200,000 W without
interfering, according to DeVault, a mem-
ber of the NAB board. The station filed for
and received a CP to run at 200,000 W,
instead of the allotted 54,300 W,

The problem is that, under the FCC’s

WETA, WCBS, WSB, KHOU, WFAA, KGO, WXIA, WTHR, WPVI, WBNS, KING, WCPO,
KTVT, KPRC, KIRO, KMOV, KTVI, KBHK, KCTS, WMVS, WTAE, KRIV, WFLD, KFOR,
WSVN, WBEM, KPTV, KTRK, WMAR, WBAL, KARE, KPNX, KNXV, WTSP, KDKA, KMISP,
KUTP, KTXL, KBWB, KNTV, WJZ, WWOR, KQED, WABC, KCET, WCYB, WFTS, WRDW,
WCVE, WEWS, WSPA, KSWE, WFAA,
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current maximization policy, WKPT-DT has
to be operating at the approved 200,000 W
level by May or it will be protected only for
the originally allotted 54,300 W. Says
DeVault, “We, and several hundred other
stations that have been disadvantaged all
these years, suddenly find that we have 1o
build to our maximized power levels by next
May or lose the right 1o do so.”

Berl Brechner, co-owner at WMDT-TV
Salisbury, Md., faces the same concerns. His
digital station was originally allotted 63,000
W but, after applying for a higher power
level, received a CP in May to operate on
ch. 53 at a radiated power of 250,000 W.

“Stations that are already allocated a
higher signal don't have to build out as
quickly as those that have had to work hard
and spend money to get a maximized sig-
nal,” Brechner says. “It’s not fair.” e adds
that maximization has been used by some
analog UHF stations as a way to improve

their service in digital.
Stations can seek an extended time to con-

Citadel Communications’ Philip J. Lombardo
predicts that the FCC will “be practical”
and protect all maximized power levels

through 2004.

WMDT-TV's Berl Brechner explains that
maximization has been used by some analog
UHF stations as a way to move to digital.

struct their facility by citing “unforeseen cir-
cumstances or circumstances beyond their
control,” says John Morgan, assistant chief of
the FCC’s Video Services division. Financial
hardship, however, does not qualify for an
extension at this time. The NAB is lobbying
the commission to change this situation.

Philip J. Lombardo, president of Bronx-
ville, N.Y.-based Citadel Communications
and also a member of NAB’s board, predicts
that the FCC will “be practical” and protect
all maximized power levels through 2004.
An owner of four full-power VHF stations
and one UHE all in the Midwest, he notes,
“Reality has got to set in. Especially in the
current economic time, it’s difficult for
medium- and small-market stations to move
forward on a rapid timetable.”

Lombardo understands the hardship to
UHEF stations trying to get on the air incre-
mentally. By May, they will have to invest
$2.5 million to $3 million to go to maximum
power, he says, while neglecting other parts
of their digital operation. “Right now, it’s all
cash out and no revenue coming back.” @

INBRIEF

HBO IS DELIVERING
MULTICHANNEL SOUND
Starting with its showing of The
Perfect Storm last Saturday,
HBO's primary channel began to
provide digital subscribers with
multichannel audio in the Dolby
Digital 5.1 format.

Other HBO programming set to
be offered in Dolby Digital 5.1
includes feature films What Lies
Beneath and The Contender, HBO
Film Dinner With Friends, and the
10-part HBO miniseries Band of
Brothers. The network currently
offers Dolby Digital audio on its
East and West Coast HDTV chan-
nels of transferred feature films.

Dolby Laboratories estimates
that, by year-end, 10 million
U.S. households will have a set-
top box capable of playing Dolby
Digital 5.1 via DBS or digital
cable.

JURASSIC PARK IIT
DEBUTS IN DIGITAL

On July 17, Universal Pictures
will release Jurassic Park II in
digital cinema format using
MPEG-2 compression. A special
screening at Loews Universal
Studios Cinemas in Los Angeles
will utilize Grass Valley Group’s
server technology and Christie
Digital Systems DigiPro digital
projectors. THX installed the dig-
ital master in the theater, and
Sunset Digital handled the film-
to-digital transfer.

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

WFLA, WBZ, WCCO, KSDK, WSOC, 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
monitoring equipment, DTV studio products and complete customer support. We deliver the

whole package, and our customers’ letters confirm it. w’ws



Combos

WERK(FM) Muncie, WHTI(FM)
Alexandria/Muncie, WHBU(AM)
Anderson/Muncie, WURK(FM)
Elwood/Muncie and WHTY (FM)
Hartford City/Muncie, Ind.

Price: $8 million

Buyer: Sabre Communications Inc.,
Williamsport, Pa. (Paul H. Rothfuss,
president); owns 10 other FMs and five
other AMs, including WLBC-FM
Muncie and WKFN(AM) Franklin,
Ky./Muncie

Seller: Indiana Radio Partners Inc.,
Muncie (Michael E. Schwartz, principal).
Schwartz has interest in four FMs in
Monroe, La.

Facilities: WERK: 104.9 MHz, 3 kW, ant.
328 ft.; WHTI: 96,7 MHz, 2.3 kW, ant.

367 fr; WHBU: 1240 kHz, 1 kW; WURK:

101.7 MHz, 3 kW, ant. 328 ft.; WHTY:
93.5 MHz, 3.04 kW, ant. 456 ft.
Formats: WERK: oldies (simulcasts
WURK); WHTT: AC; WHBU: news/talk,

ChangingHands

By dollar volume and mumber of sules;
does nob inclsde menperd or acguisitions
inwvalving substamtial non-station assats

PSRSUSTWISWEER = 1

TV/Radio " $0 1 0
WsOS00O0
Combos 17 §8,000.000 1 1
FMs O $650,000 O 1
AMs 01 52,350,000 0 1
Total = §11.000,000 C 3

TV/Radio O $200,000,00 1
TVs O $420,240,114 0 19
Combos O $2,765,749,820 0 52
FMs O $279,409,900 C 106
AMs 0 $105,257,311 074
Total © $3,770,657,145 0 252

QUINCY NEWSPAPERS B

has acquired |

THE SHOCKLEY TELEVISION STATIONS

Madison, La Crosse, Wausau, Eagle River, Eau Claire

from

SHOCKLEY COMMUNICATIONS
ACQUISITION, LLC

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

M |

Kalil &

Co., Inc.

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

r3_4 B_roadcasting & Cable /7-16-01

sports; WURK: oldies; WHTY: classic
rock 'n’ roll
Broker: Bergner & Co.

FMs
KVLT(FM) Victoria, Texas

Price: $650,000

Buyer: Clear Channel Communications
Inc., San Antonio (L. Lowry Mays, chair-
man; Randy Michaels, CEO, Clear
Channel Radio); owns/is buying 17 TVs
and about 1,163 other radios, including
KIXS(FM) Victoria

Seller: Paisano Communications LLC,
Corpus Christi, Texas (Gerald “Gerry”
Benavides, manager); no other broadcast
interests. Note: Paisano bought KVLT for
$350,000 (Changing Hands, April 10,
2000)

Facilities: 92.3 MHz, 3 kW, ant. 298 ft.
Format: Light AC

Broker: Media Services Group Inc. (seller)

AMs

KCAL Redlands/Riverside/Los Angeles
Price: $2.35 million

Buyer: Lazer Broadcasting Corp.,
Oxnard, Calif. (Alfred Plascencia, presi-
dent/owner); owns six FMs and three
AMs, all Calif. Plascencia also controls
KXLM(FM) Oxnard, Calif.

Seller: Entravision Communications
Corp., Santa Monica, Calif, (Walter E
Ulloa, chairman/10.6% owner; Philip C,
Wilkinson, president/10.6% owner;
Univision Communications Inc,, 32 %
owner); owns/is buying 20 TVs and 57
other radios, including KSSE(FM)
Riverside/Los Angeles and KSZZ(AM)
San Bernardino/Los Angeles. Ulloa
owns/is buying KHIZ(TV) Barstow/Los
Angeles and KJLA(TV) Ventura/Los
Angeles. His brother, Ronald L. Ulloa,
owns/is buying KVMD(TV) Twentynine
Palms/Los Angeles and KRPA-TV
Rancho Palos Verdes/Los Angeles.
Univision owns/is buying KHSC-TV and
KMEX-TV Los Angeles

Facilities: 1410 kHz, 5 kW day, 4 kW
night

Format: Spanish

Broker: Media Venture Partners (seller)

—Compiled by Elizabeth A. Rathbun
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Two Reasons to Celebrate. One Date to Save.

NOVEMBER 12

BROADCASTING & CABLE'S | | TH ANNUAL

HallorFame

.......................... E]['ld R e R ]

70" Anniversary Gala

Among Honorad Guests

Katie Couric
Co-Anchor, NBC News Today

Michael Eisner

Chairman and CEO of the Walt Disney Company

Tom Freston
Chairman and CEO of MTV Networks

Lorne Michaels

Executive Producer of Saturday Night Live

William L. Putnam
UHF Pioreer

James O. Robbins

President and CEQ. Cox Communications

And a Celebrity Slate of Additional Honoctees Yet to Be Announced

MASTER OF CEREMONIES:
Sam Donaldson of ABC News

Grand Ballroom / New York's Marriott Marquis

TICKETS/TABLES: Steve Labunski, 212 889 6716
ADVERTISING: Denise O’'Connor, 212 337 6961

CABLE



People FATES& FORTTUNES

Broadcast TV

Bill May, general sales manager,
KBAT(TV)/KGEE(TV)/
KODM(TV)/KNFM(TV)/
KMND(TV) Midland, Texas,
named general manager,
WPXS(TV) Mount Vernon, IIL.

Joseph "Chip” Fitzgerald,
local sales manager,
WSVN(TV) Miami, promoted
to general sales manager.

Steve Wasilik, promotion
director, WUPV(TV)
Ashland, Va., promoted to
directot, programming and
promotion.

Christine Peacock,
research manager, WVIT(TV)
New Britain, Conn., joins
KYW-TV Philadelphia, as
research director.

Cable TV
Appointments at Comcast
Cable: Buck Dopp, Area VP,
Northern New Jersey, Union,
N.J., promoted to VP,
Comcast Newsmakers,
Philadelphia; Chip Goodman,
director, marketing, Eastern
division, Philadelphia,
promoted to VP.
Appointments at Charter
Communications, St Louis:

Joseph “Chip” Fitzgerald

Melinda Jefferies, VP, mar-
keting, AT&T Broadband,
San Francisco, joins as VP,
marketing, central region;
Clara Huspeni, executive
director, customer operations,
Verizon Wireless Messaging,
Dallas, joins as VP, customer
care, central region.

Appointments at
TViFusion, Denver: Abby
Aronsohn, VP, programming,
Primestar Inc., Denver, joins
as senior VP, business affairs;
Fern Portnoy, managing
director, Piper Jaffrey,
Denver, joins as senior VP,
network relations; Larry
Hoffer, joins as VP, market-
ing; Timothy Ryerson, VP,
program planning, Encore
Media Corp., Denver, joins
as VP, programming.

Programming
Adam Shaw, senior VP, net-
work development, Fox Cable
Networks, Los Angeles, joins
FX Networks, Los Angeles, as
senior VP, business operations
and finance.

Appointments at MTV
Networks, Santa Monica,
Calif.: Wesley Mallette,

Buck Dopp

| 36 Broadcasting & Cable/7-16-01 |

senior manager, Intimate
Brands Inc., Columbus, Ohio,
joins as VP, corporate commu-
nications; Alison Olin, direc-
tor, e24/7, Los Angeles, joins
as director, corporate commu-
nications.

Appointments at Fine
Living, Los Angeles: Charles
Segars, director, Dreamworks
SKG, Los Angeles, joins,
senior VP, programming,
production, and network
strategy; John MacDonald,
president/ CEQ,
Innovatv.com, Los Angeles,
joins as senior VP, business
operations and acquisitions;
Robyn Miller, senior VP,
global marketing, The Walt
Disney Co., Los Angeles, joins
as senior VP, marketing; Carol
Hicks, VP, communications,
Scripps Networks, Knoxville,
Tenn., joins as VP, communi-
cations; Greg Neal,
director/producer/creative
director, Fox Family Channel,
Los Angeles, joins as director,
creative services.

Frank Derose, director,
program scheduling, USA
Networks, New York,
promoted to VP,

Fern Portnoy

Appointments at New
England Cable News, Boston:
Art Goody, affiliate relations
director, promoted to VP,
affiliate relations; Ted Grosso,
general sales manager, pro-
moted to VP/general sales
manager.

Appointments at NFL This
Morning, Fox Sports Net, Los
Angeles: Boomer Esiason,
analyst, Monday Night
Football, joins as analyst;
Deacon James, former foot-
ball player, joins as analyst.

Radio

Isidro Mendiburu, local sales
manager, KURS(AM) San
Diego, promoted to GM.

Journalism

Princell Hair, news director,
WBAL-TV Baltimore, joins
Viacom Television Stations
Group, Washington, as news
director.

Internet

Catherine Kerr, director,

operations, VH1 Group, New

York, promoted to VP.
Matthew J. Hart, execu-

tive VP/CFQ, Hilton Hotels

Art Goody

kv
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Corp., joins the board of
directors, Redwood, Calif.

Advertising/Marketing/PR
Heidi Arthur, VP, campaigns,
Ad Council, New York, |
promoted to senior VP. |
Ronald Kolessar, director, |
technology, Arbitron, Colum-
bia, Md., promoted to VP,
technology, worldwide portable
people meter development.

division.

Appointments at Frank N.
Magid Associates: Dan Wilch,
strategic program consultant,
New York, promoted to VP,
entertainment division; Linda
Gist, programming consultant,
Los Angeles, promoted to VP,
entertainment consulting and
research, entertainment

Charlie Tercek, executive
story editor, Sabrina, the

Allied Fields

Teenage Witch, ABC, Los
Angeles, named VP/associate
creative director, Grey

Worldwide, Los Angeles.

Appointments at ITEC
Network, Orlando, Fla.:
Barbara Gilmore, advertising
account executive, Infinity
Broadcasting, Orlando, Fla.,
joins as key account executive;

Tony Triozzi, regional sales
manager, WOFL-TV
Orlando, Fla,, joins as key
account executive,

Robert Howell, freelance
artist, interactive media, joins
H Design, Hollywood, Calif.,
as art director,

—Compiled by P. Llanor
Alleyne
palleyne@cabners.com
212-337-7141

O P E N M T K

RENOVATING THE GARAGE?

Editor: The ironic juxtaposition of the Wallace
Dunlap (distinguished KDKA-Westinghouse
alumnus) obituary and Harry A. Jessell’s great
“Garage Sale” (July 2, 2001) piece in the same
issue is a poignant reminder of how careless
we, as an industry, often are in preserving
worthwhile elements of our past. Not only is
the threat to destroy the KOKA landmark site
an insult to Dunlap and all his Westinghouse
compatriots, it is a disgrace that the industry
allows it to happen.

Although segments of our industry do out-
standing work in preserving icons and artifacts
of the past (e.g. The Broadcasters’ Foundation
Library of American Broadcasting; The Museum
of Radio & Television, East & West; Interrep;
Susquehanna Communications) the Conrad-site
story, alas, is repeated far too often.

Perhaps, thanks to Jessell's donning his
white hat and leading the charge, there is still
time for enough good guys to ride to the res-
cue of the historic Conrad site. Hey, maybe
Viacom might even take another look at the
Conrad preservation appeal and reconsider its
decision, so that the entire KDKA founding site
may yet get a new lease on life.

Meanwhile, if the Conrad property does
escape the wrecker's ball, Rick Harris should be

| 38 Broadcasting & Cable/7-16-01 |

included in a future B&C Hall of Fame induc-
tion.—Philip K. Eberly, Wrightsville, Pa.

Editor: Just had to say bravo for Harry Jessell's
column on Dr. Conrad’s garage. The broadcast
industry is now for the most part led by {(con-
trolled would be a better word, perhaps) by
financial “wizards” whose only skills seem to
be to know how much of a vital organ they can
slice off before the patient dies, and this for
the exclusive purpose of making the next quar-
terly report to Wall Street look brighter. Long-
term planning is looking at making the next
quarter look grander, not 3-5-7-10 years out at
the health of companies, nor, God forbid, at the
negative effects of slashing news budgets, pub-
lic-affairs programming and broadcasting’s gen-
eral commitment to the “public interest, con-
venience and necessity.”

It might do these “wizards” good to take a
pilgrimage to look at Dr. Conrad's garage and
house in Pittsburgh and to meditate a few
minutes on where this industry came from and
where it should be going, before broadcasting
blends into the miasma of a hundred undistin-
guished cable channels and countless Internet
video portals.—Tom Mann, Los Angeles

Editor: I very much enjoyed Harry Jessell's

E

“Garage Sale” story. What a shame that the
Frank Conrad homestead will likely be lost.
Unfortunately, there are not many folks in upper
radio-management positions today who know,
understand or give a damn about tradition.

It's not just Mel Karmazin, but I expect
Lowry Mays and Lew Dickey and Bob Neil and
most other top executives. Maybe Dave Thomas
understands and respects tradition (generally,
if not broadcasting specifically) and will step
up—or maybe not. And, of course, I'm sure
there is no chance the Pennsylvania
Association of Broadcasters, or the NAB, or the
city or state governments can be counted on
for assistance. (How about the National Trust
for Historic Preservation?)

What a sad day for all of us “old-timers” in
the business.—Jerry Green, Houston

AN ET OMISSION

Editor: I enjoyed very much the piece on
Entertainment Tonight (“ET: The business
behind the buzz,” July 2).

Thanks for including the role of my company,
but I felt another, Al Masini, deserved mention.
As president of TeleRep, the advertising rep
firm owned by Cox, Masini was the creator of
the ET concept.—Robert N. Wold, formerly Wold
Communications, Laguna Niguel, Colif.
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HOTEL MARTINEZ. CANNES, FRANCE

Once again the kids come first. At MIPCOM Junior.
Two days of decicated Children’s Programming Sales and proven
business opportunities mmediately prior to MIPCOM.

If you've got Youth Programming, screen your product to more than 400
specialised buyers from around the world, specifically there to do deals.

For more details call your local sales office.
And grab 2 days headstart on sales at MIPCOM 2001,

Reed Midem Organisation, 11 Rue du Colonel Pierre Avia, 75726 Paris Cedex 15, France

HEADQUARTERS / FRANCE
Interndtional Sales Director:
New Media Sales Director:
International Sales Managers
and
Reed Midem Organisation
Tek: 33((0) | 41 9045 80 Fac B3 (0) 1 41 904570

USA

President TV Sales:

Sales Executive:

Reed Midem Organisation

Tel: 11212) 370 7470 Fax: 1(212) 370 7471

UK/AUSTRALIA / NEW ZEALAND
Managing Director:

Sales Manager:

Reed Midem Organisation Lid

Tel: 44 (0)20 7528 0086 Fax: 44 (0)20 7895 0949

JAPAN
Reed tidem Organisation Reprasentative:
Tel: 84 (3) 3542 3114 Fax, 81 (3) 35423145

ASIA /| HONG KONG
Regional Sales Administrator:
Tel: {852) 2965 1618 Fax; {8529 2507 5186
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A man of extremes

Dunn tackles computing from a new angle with Encoda

here is no denying that Michael Dunn, chief technology

officer for station-automation provider Encoda and former

CTO for Time Warner, has had a busy career. He has held

10 jobs in a 20-year career, a reflection of a peripatetic
childhood as an “Army brat.”

“We lived all over the world,” he recalls of his youth. “The
longest I lived in any one place was in Hawali, and that was for
almost five years.”

It also allowed Dunn to develop his life-long adventure in extreme
sports, such as surfing, rock climbing and mountain biking. Today,
with two sons, he has left the rock climbing behind, but he’s still up
for snowboarding and suffering the occasional broken ankle., That
experience, a little over a year ago, taught Dunn that the human
body ages in an inverse relationship to advances in computer-pro-
cessing speeds.

“When you have kids,” he says, “all of a sudden, it dawns on you

that the endorphin-based expe-

riences are probably better left

to those that recover quicker.”
The interest in extreme

mia-based systems at that time,”
he says. “I've always been an
analytical and creative person,
and computers were just start-
sports may run counter to the | ing to come into their own.”
After working for a number
the story of Dunn'’s becoming | of computer companies as a
interested in computers and
technology doesn’t. He first
became involved with comput-
ers in high school, where he
would play with card feeders
and mainframes. His father, | digital future.
who rose to the rank of full “It quickly became a fun and
colonel, also taught ROTC at diverse role that whet my
St. Bonaventure University in
Olean, N.Y., where Dunn
became friends with the head
of the department that ran the
mainframe shop.

“I did quite a bit of early
leaming in that space, and I was

computer-geek stereotype, but

programmer and manager,
Dunn moved tc Hanna-
Barbera Productions, where he
became involved in making
sure Yogi and friends had a

appetite for the entertainment
industry in general and the
challenges of content and digi-
tal-rights management,” he
says. “It allowed me to use both
sides of my brain, both creative
and analytical. I had very young
able to work on the best acade- | children at the time so I associ-

i 40 Broadcasting & Cable/7-16-01—[

Michael Dunn
Global CT0, Encoda Systems

B. Jan. 10, 1959, Burbank, Calif.;
programmer/analyst, Progressive
Data Analysts, 1981-85; sr. pro-
grammer/analyst, Setco, 1985;
manager, management informa-
tion systems, Integrated Ceilings,
1985-87; hardware software
development manager, Leadtec
Systems, 1987-90; director,
information systems/services,
Hanna-Barbera Productions,
1990-91; director, IT, West,
Tumer Broadcasting, 1991-95;
chief Intemnet technologist, True
North Communications, 1995-97;
chief technologist, Intemet and
emerging media, Americast,
1997; CT0, online business, Dell
Computer, 1997-99; (T0, Time
Wamer, 1999-2001; current posi-
tion since January; m. Karyn
Freed, Dec. 23, 1984; children:
Sean (12) and Ian (9)

ated my job with something
where the end product was
something I could identify with
as a parent. /And it gave me a

viable excuse to watch Satur-
day-moming cartoons.”

When Tumner Broadcasting
purchased Hanna-Barbera in
1991, Dunn became director of
information technology, West,
for Tumer Broadcasting, where
he was in charge of the technol-
ogy efforts related to the West
Coast and the Asia/Pacific
regions. “The work with Hanna
and Turner was a great learning
experience because I had to deal
with other aspects of the busi-
ness besides the ones and zeros
of the technology,” he says.

His experience at Turner
came in handy less than five
years later when he joined Time
Wamner as CTO. “I always had
the desire to get back into the
media side of the business, and
the opportunity to be the cor-
porate CTO of Time Warner
came up,” he says. “I helped
drive 2 lot of the technologies
and standards across the 660
business units of Time Warmer.”

He honed his management
style. “I'm a big advocate of vir-
tual-team approaches,” he says,
“the ability for a strong archi-
tect to work with another
strong architect no matter what
the reporting structure is.”

Today, however, he is back on
the technology side, working
with Encoda, “It was an oppor-
tunity to get entrenched in the
details of a lot of the backends of
the media-entertainment indus-
tries,” he says. “And Encoda is a
global company, so we can push
their leadership into the newer
areas that media companies will
be going into.” B

—Ken Kerschbaumer
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Classifieds

GENERAL MANAGER
Acclaimed Boston video production/transmis-
sion company seeks experienced GM for future
growth. Ideal candidate is veteran of broadcast
industry, with knowledge of production, trans-
mission and web technologies. Strong opera-
tional experience required. Send resume via
e-mail to gail.mannita @ videolinktv.com or fax
t0 617.600.2505.

STATION MANAGER
#2 position at southeast network affiliate. Strong
manager with experience in station operations,
news, technical. Emphasis on expense manage-
ment. Reports to GM. EEQ. Send resume to: Box
718, Broadcasting & Cable, 275 Washington
Street, 4th fl., Newton, MA 02458, attn: K. Parker.

[ WOUB-AM PROGRAM MANAGER

Salary: Commensurate upon experience.
Qualifications: Bachelor's Degree Radio/Television
or equivalent required. Minimum of three to four
years professional work experience in radio broad-
casting with excellent on-air announcing skills.
Applicants must be skillful in basic radic produc-
tion, including computer-based production and
distribution systems. Supervisory experience
required. Excellent communication and writing
skills a must. Public broadcasting production expe-
rience preferred. Available: Septernber 1, 2001.
Responsibilities: Responsible for coordinating and
supervising all locat and national radio program-
ming for WOUB-AM on a daily basis, recruiting
and training student volunteers, working with com-
munity groups and individuals and serving as on-
air talent.

Send letter, resume, Air-Check tape and three ref-
erences t0: Heather Dew, Director of Finance &
Personnel, Ohio University Telecommunications
Center, 9 South College Street, Athens, Ohio
45701. Deadline: August 24, 2001. Indicate in
your letter of application your referral source for
this position. Ohio University is an affirmative
[ action, equal opportunity employer.

BUSINESS MANAGER

Overall responsibility for financial reporting, fore-
casting, payroli, human resources, credit and col-
lection, and staff supervision. Responsibilities
include the timely and accurate reporting of finan-
cial information, generating monthly general
ledger and financial statements, maintenance of
supplemental reports to support general ledger
account balances, preparation of monthly corpo-
rate reporting schedules. Maintain effective and
consistent accounting controls to insure the
integrity of business records and the adherence
of company policies and procedures. Assist in
directing and training of the department staff.
Strong analytical and reasoning abilities; effective
oral and written communication skills; strong
interpersonal ability to manage both resources
and personnel; excellent computer skills. Three
years expefience in all areas of the
accounting/financial function preferably in the
broadcast industry, accounting degree and CPA
license preferred. Resume to Kathleen Gorman,
Controller, KYW-TV, 101 S. Independence Mall
East, Phila. Pa. 19106 or e-mail to
gorman@kyw.com EOE ADA M/F

PRODUCTION MANAGER
Top-quality and very active production depart-
ment at ABC affiliate is looking for a hands-on
manager 1o oversee all commercial, long-form,
newscast and studio production. Must be able to
interact well with clients on a professional level
and motivate a staff of 16, Must have experience
in all phases of television production including
use of linear and non-linear editing equipment,
field/studio cameras and associated equipment,
lighting and creative writing. Strong computer
skills required. College degree preferred. Santa
Barbara is #177 market in a #1 location. Send
resume to General Manager / KEYT-TV, 730
Miramonte Drive, Santa Barbara, CA 93109.

LOCAL SALES MANAGER

The Buffalo WB affiliate, has an immediate open-
ing to lead our sales team. WNYO/WB 49 seeks
an individual that has a minimum of 4 years
Local/National sales experience, possesses
excellent communication and organizational skills,
has a proven track record of leadership and suc-
cess, and demonstrates the ability to develop new
business and non traditional revenue. Candidate
willbe responsible for training, leading and direct-
ing the efforts of our local sales staff. Previous
LSM experience is a pius. Qualified candidates
should fax resume and salary requirements to
(716) 773-5753 or mail to WUTV/WNYO, Attn:
Human Resources, 951 WhiteHaven Road,
Grand Island, NY 14072. EOE and Drug Free.

Manager - Television Program Services
NEBRASKA EDUCATIONAL TELECOMMUNICATIONS
http://net.unl.edu

Senior management position at a prestigious and innovative public television network. we
need an exceptional manager who can direct the programming and channel operations of a
state network, which is currently constructing a large-scale DTV system.

NET, a leader in educational technology and content development, is a large, diversified
public broadcaster, and is located in one of the most livable and affordable cities in America.

You will be part of the Content Management Group, which includes Nebraska ETV; the
Nebraska Public Radio Network; the Interactive Media Group; Educational
Telecommunications; and Television Program Services.

You will lead a team of ten professionals responsible for channel scheduling and develop-
ment, multi-channel traffic operations, on-air promotions, and audience research.

Candidate requirements: Bachelor's with major in journalism, communications, marketing,
technology or related field plus six years management experience in television program-
ming, traffic or operations required; equivalency considered. Must have ability to build pro-
gramming strategies and promotionat campaigns in a multi-channel environment.

Significant experience improving the overall cume, reach and demographic spread of a
major public television station and extensive experience commissioning and applying cre-
ative audience and market research to assess public need and to help make successful pro-
gramming decisions required. Background must include extensive experience in database
administration or management of a computerized traffic and scheduling system. Experience
with the ProTrack database system and with systems/project planning and budgeting experi-
ence essential. Strong verbal and written communications, and interpersonal skills neces-
sary. Public telecommunications experience preferred.

Excellent benefits. Review of resumes will begin July 30. Position will remain open untit a
suitable candidate is found. Submit cover letter and resume to Personnet Coordinator,
University Television, PO Box 83111, Lincoln, NE 68501. UNL is committed to AA/EEQ and
ADA/504. If you require an accommodation, please call (402) 472-9333 ext. 214,

PRODUCER(

NEWS PROMOTION PRODUCER
WCCB-TV, the Fox affitiate in Charlotte, NC (mar-
ket #28), seeks an imaginative, energetic and
upbeat writer/producer to create daily news topi-
cals and on-air image campaigns for Charlotte's
#1 rated 10:00 newscast. Strong writing and non-
linear editing skills are a must. Experience with
on-air graphic design and animation is a plus.
Applicants must have 2-3 years experience in TV
news promotion. Candidates must be organized
with strong pre-production skills and adaptable to
tight production schedules. If your promos are
visually arresting with a unique voice and can cut
through the clutter, send your resume and reel to:
Jeft Arrowood, ProgramvPromotion Director, Fox
18WCCB-TV, One Television Place, Charlotte,
NC 28205. ECE.

NEWS PRODUCER
Looking for a terrific Broadcast Journalist.
Innovative, "Take Charge" person with superior
people skills; a leader who can create compelling
newscasts using wit, style, ingenuity. Must
demonstrate solid news judgement and a have
keen eye for visuals, including pre-production and
graphics. Must have ability to write well under
constant deadline pressure. Must be challenged
by breaking news and creating newscasts with
perspective. Minimum four years major market
experience. Degree a plus. Qualified candidates
should send resumes 1o:
Tom Bell, News Director, WWJ/WKBD TV
26905 W. Eleven Mile Rd., Southfield, MI 48037
No phone calls, and no beginners.
WWJMWKBD TV is an Equal Opportunity Employer
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NEWS DIRECTOR

Are you ready to help build and lead a 24-hour television newsroom, built on state-of-the-art
technology and dedicated to the idea of covering the communities we serve with relevant local
journalism? Do you have direct experience as a telavision newsroom manager and are you
willing to learn how a new kind of personal journalism is changing the face of the business?

Time Warner Cable is looking for an individual to be News Director for our latest 24-hour local
news channel that will begin serving the Raleigh-Durham-Fayetteville, NC market later this
year. Your duties will include creating a strategic plan, helping to establish our policies and
standards for newsgathering, the hiring and training of a brand new news staff and being a
key member of the management team that will start-up and operate the news channel.

If this opportunity appeals to you, and you have a minimum of five years of television news
experience, with two of those years in a supervisory role, you have a college degree (or €quiv-
alent relative experience), along with excellent oral, written and organizational skills and the
ability to think "outside of the box" under the pressure of a non-stop news environment--we
want to hear from you.
We offer a competitive salary and excellent benefits and are an Equal Opportunity Employer
M/F/DN. Drug screening and background check required as a condition of employment.
Please, no phone calls but send your resume to:
Job #9012 - News Director
Division Human Resources
Time Warner Cable
101 Innovation Avenue
Morrisville, NC 27560

You may send via fax to (919) 573-7143 or email: cashaunda.jones @twcable.com

TIME WARNER
CABLE e

NEWS DIRECTOR

Mid-size, group-owned affiliate seeks an individ-
ual with proven leadership skills to motivate staff
while maintaining a strong journalistic focus. We
produce more local news than any of our com-
petitors. Combine our regions quality of life with
your StrategiC vision and innovative approaches
to newsgathering and presentation. Resumes,
news philosophy and salary requirements to; Box
716, Broadcasting & Cable, 275 Washington
Street, 4th fl., Newton, MA 02458, attn: K. Parker.

ASSISTANT NEWS DIRECTOR |
Boston's NBC affiliate seeking ASSISTANT
NEWS DIRECTOR. Manage day-to-day news-
room operations, oversee daily coverage and
special projects units; coordinate Ssweeps
planning and strategy. 3-5 years medium/major
market news management experience; strong
producing and/or assignment desk background;
excellent knowledge of contemporary production
values and storytelling techniques. Knowledge
of New England or Boston market helpful. Email
resumes to human_resources @whdh.com or

fax to {(617) 248-0653. An EOE.

DESK ASSISTANT SPORTS PHOTOGRAPHER

Entry level position for an energetic, seli-starting,
highly organized individual. Responsibilities
include script organization, file tape distribution
and other general newsroom functions. Previous
newsroom experience a plus. Please send resume
to: Kenny Plotnik, WABC-TV, 7 Lincoln Square,
New York, NY 10023. No telephone calls or faxes
please. We are an Equal Opportunity Employer.

You love to shoot the best highlights in the mar-
ket. Your feature pieces sparkle with unique
shots. Your video tells stories. If you can also pro-
duce a sportscast, fill-in anchor and report, we
need to talk. College degree required. Prefer one
year of experience. Tapes/Resumes to News
Director, WYFF-TV, 505 Rutherford Street ,
Greenville, SC 29609. EOE.

HOST OF NIGHTLY MAGAZINE SHOW
San Francisco CBS affiliate is looking for a
host for its nightly magazine program, Evening
Magazine. Applicant must have significant on-air
experience and strong interviewing and produc-
ing skills. Great opportunity to make a splash on
a high profile, major market show. No calls or
faxes please. Send tapes and resumes 1o:

John Corey
KPIX Television, Evening Magazine
855 Battery St., San Francisco, CA 84111

| WABC-TV NEWS TRAINING PROGRAM |
This 12-month internship program seeks appli-
cants who are recent college graduates interest-
ed in editorial or management positions.
Progressive job responsibility will include basic
newsroom functions through writing for news-
casts. Pay and some benefits are provided.
Minority applicants are encouraged to apply.
Please send resume to: Kenny Plotnik, Assistant
New Director, WABC-TV, 7 Lincoln Square, New
York, NY 10023. No telephone calls or faxes

please. We are an Equal Opportunity Employer.

NEWS DIRECTOR

KATC-TV Lafayette, Louisiana is looking for a News
Director. The ideal candidates will assume total
responsibility of our news department, implement
and execute a well defined news strategy, the abili-
ty to organize and manage our resources, the abili-
ty to work effectively with other departments in the
station, an understanding of how to balance good
news judgement with research-based decision
making, the ability to recruit talent and lead them to
the highest level of performance and a proven track
record with previous experience as a news director,
assistant news director, or executive producer.

This is a great opportunity 10 work for the station
that is growing in Lafayette. KATC-TV is Acadiana’s
News Channel. KATC is an Evening Post Publishing
Co. station. Send resume to: Judi Henderson,
Human Resources Administrator, KATC-TV, FO.
Box 63333, Lafayette, Louisiana 70596. KATC-TV
is an equal opportunity employer. We do not dis-
criminate on the basis of race, religion, color, sex,
age, national origin, or disability.

NEWS DIRECTOR

WNEP-TV THE NEWS STATION, cone of the
highest rated news stations in the country and
the number one player in the market, is looking
for a News Director because ours was promoted
to our sister station in a bigger market. We have
a beautiful, state of the art facility, filled with the
best equipment. We own our chopper, satellite
truck and a fleet of mobile news rooms and have
a high energy, talented staff. Anything you can
think of, we have. We are looking for a concept
person, who is interested in content and quality, a
team builder and a person who has a vision of
news of the future. If you want to be a part of our
creative, inspiring, aggressive news world,
please contact: René LaSpina, President and
General Manager, WNEP-TV, 16 Montage
Mountain Road, Moosic, PA 18507. Fax (570)
207-2493 or e-mail to drechin@wnep.com.
WNEP-TV is owned by The New York Times
| Company and we are an EOQE.

CREATIVE:

TV NEWS GRAPHICS DIRECTOR
KXLY TV seeking experienced broadcast graphics
artist to design and create compelling, cutting
edge graphics for Spokane's fastest-growing news
station. Responsible for day to day look of news-
casts, train graphics operators, manage total on-air
graphic look. Proficiency on DP Max, Targa,
Adobe & Photoshop paint programs required.
Send tape and resume to: Human Resources,
KXLY-TV 500 W. Boone Ave., Spokane, WA 99201
by 7/31/01. See "Employment" page at
www.lody.com for more info.

' SITUATIONS

TELEVISION CHIEF ENGINEER _—]
AVAILABLE
Resume/references upon request. Good
references, willing to relocate. Central-
HDTV-WEB-People. Project skills++++.
Contact Stuart Jagoda 301-718-4767 or
stuart-jagoda@msn.com |

www.tvinsite.com/broadcastingcable
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DIRECTOR OF ENGINEERING
KVBC-TV, Las Vegas is just completing an all-dig-
ital, fully automated facility and is seeking an
experienced technical manager to oversee all
broadcast operations and maintenance.
Applicants should possess substantial experi-
ence in broadcast engineering including mainte-
nance, preduction, operations, design, and instal-
lation. Knowledge of physical plant construction
and systems as well as applicable laws and reg-
ulations necessary. Interested applicants should
possess excelent verbal and written communica-
tions sills and should have prior experience in
budgeting anc capital dlanning. We offer a com-
pelitive wage and a benefits package.

Apply in person at, mail resume 10, or e-mail
resume:

KVBC, Channel 3

1500 Foremaster Lane, Las Vegas, NV 89101
NO PHONE CALLS PLEASE

lHr@kvbc.com. E.O.E

TELEVISION ENGINEER

The Depariment of Veterans Affairs (VA)
Employee Education System (EES) is seeking
an experienced professional 10 join our engineer-
ing team at the new St. Louis, Mo. EES Satellite
Uplink Center. The candidate will install, main-
tain, diagnose, repair & operate a wide variety of
digital and analog broadcast equipment, includ-
ing Scientific Atlanta PowerVu satellite transmis-
sion system, OneTouch interactive computer net-
work, digital switchers, routers, video servers,
cameras, PC controlled sub-systems, automa-
tion systems, non-linear edit systems, tape
machines and other support broadcast equip-
ment. This is an excellent opportunity to join the
team at a newly renovated VA Uplink Center. For
further information on applying for this job look
on our website at http://www.usajobs.opm.gov
and search by Job Title: Electronics Technician,
Series 0856, Grade GS-12 or you may contact
Sharon Clay at (512) 326-6621.

DIRECTOR OF OPERATIONS
NorthWest Cable News, a 24-hour regional
news network in Seattle and a subsidiary of the
Belo Corporation, is seeking a Director of
Operations.  Will provide overall management
and strategic direction to an all digital operations
dept., plan for future technological changes, and
responsible for the capital and operating budg-
ets. Successful candidate will have a college
degree with minimum 5 years of progressive tel-
evision engineering and oOperations manage-
ment experience, strong leadership skills, and
goed budgeting skills. Avid experience a plus. If
qualified, send 2 copies of your resume fo:
NORTHWEST CABLE NEWS, Attn: HR Dept.,
#NO1R15, 333 Dexter Ave. N., Seattle, WA
98109. EOE - M/F/D/V |

SALESCAREERS

BROADCAST MAINTENANCE ENGINEER

Broadcast Engineer needed for National News
Network in Washington DC. Extensive background
in broadcast equipment maintenance. Team leader,
minimal supervision, good communication skills,
min 5 yrs experience. Digital knowledge a plus.
Compelitive salary and excellent Benefils. Fax
resume, letter c/o Eng. Manager 202-515-2217.

TECHNICAL DIRECTOR
Boston's NBC affiliate seeks Technical Director
with Grass valley 4000 experience and major
market experience in one or more of the following
areas: audio, shoot, edit, van, rack operations and
maintenance. Resumes to human_resources @

ACCOUNT EXECUTIVE
WFOR,CBS4 seeks a motivated, organized and
energetic Account Executive with 1-3 years
broadcast experience. Heavy emphasis on new
business cullivation. Existing account manage-
ment, and strong presentation skills. College
graduates preferred. Send resume and work
references to Sonia LaPaix, WFOR-TV, 8300 NW
18th Terr.,Miami, FL 33172

whdh.com or FAX to {617) 248-0653.
L

FORSALE:

COMPLETE 94 CHANNEL CATV SYSTEM FOR SALE
Equipment to support a complete advanced analog CATV system, currently focated in
Connecticut. is available for sale (excluding distribution plant) either in whole or in sub-groups of
related equipment. All equipment to be removed trom seller's location by buyer. Sale includes
TVRO site 1dishes and receivers. but excluding real estate): complete 94 channel headend (stereo
generators. routers. modulators and more): a Subscriber Access Systems (Scientific Atlanta
("SA") Subscriber Access and Control Systems ("SACS") and new and used set-top boxes (both
S.A. B510X addressable set-tops and non-addressable set-tops)): 36 channel commercial insertion
systen; distribution hubs (upconverters. emergency alert system. switching and more): local dis-
tribution equipment (non-intrusive monitoring system. P.E.G. insertion system and return path
splitting/combining subsystems for two-way functionality )Jand monitoring/control room assets.
To obtain bidding information. including a description of the assets. please direct inquiries to the
following no later than July 20. 2001:

Mr. Michael Pappas. Area Manager - Supply Line Logistics, SNET - RDC

25 Research Parkway, Wallingford. CT (6492-1927.
203) 949-7979. mp2618@sbc.com
All inquires welcome.

TV SALES CERTIFICATION!
ADD VALUE TO YOUR CAREER!

Details @
www.MediaRecruiter.com

Over 125 New Career Opportunitles!
$$$ - 70 Cities! Account Executives
Sales Management - Marketing - Research
- Traffic - Production -
www.MediaRecruiter.com
Free to Candidates!
303-368-5900

CAPTIONSERVICE DIRECTORCAREERS

NEWS DIRECTOR
WJIXT-TV, the Post-Newsweek Station in Jacksonville,
FL, is looking for a News Director who can meet the
challenges of leading one of the nation's highest-rated
news operations. If you combine the skills of manag-
er, producer and journalist, if you have integrity and
vision, and are driven to win, we want to hear from
you. Send resume to: Shemry Burns, VP/GM, WJXT-
TV, 4 Broadcast Place, Jacksonwille, FL 32207. EOE.

Jigital Captioning
and Subtitling

2-3566
CAPTIONIY-9.¢

GENERAL SALES MANAGER

Maijor network affiliate in the midwest is looking
for a leader who enjoys making sales calls with
their salespeople. Qur new GSM will be a coach,
a teacher and a mentor. If you have at least 5
years of TV sales experience, including at least
2 years of LSM and/or NSM experience, send us
your resume today. Send resume to: Box 717,
Broadcasting & Cable, 275 Washington Street,
4th fl.,, Newton, MA 02458, attn: N. Andrews. |

Put your company a step ahead of the competition.
Call today to place an ad in the B&C Classified Section!
617-558-4532 or 617-558-4481

NATIONAL SALES MANAGER
Lead national sales efforts for WUW through
owned and operated national rep firm. Guide
and motivate our national reps to achieve nation-
al goals. Develop relationships nationally
through local contacts. Work w/ sales manage-
ment team in regards 10 inventory control, pricing
research, and marketing. Send cover letter to:
Paul Perozeni, GSM-WJW-Fox 8, 5800 So.
Marginal Rd., Cleveland, OH 44103. |
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FORSALESTATION

LOOKING TO INVEST

Investor looking to Invest in a Top 40
Radio Station in Central Wisconsin.

For further information write:
Paul Rutkowski
3057 So. 35th St.
Milwaukee, WI 53215

STATION FOR SALE
* WTAL AM 1450 Tallahassee, FL,
for $595.000.00.
[ * WJHW FM 101.9 Bainbridge, GA,
for $595,000.00.

Call (615)673-6555 or E-Mail
RADIO@AQL.COM.

Low Power TV (CP)
Channel 35, 50kw
Port St. Lucie / Stuart, Fl. $270k
954-340-3110

COLLECTION.

POINT-CLICK-COLLECT

With The Media Collection
Dream Team

Attorney (former broadcast/cable and sales

manager Katz, Petry, Lifetime and NBC-TV)

and staff representing America's Top media

firms for 12 years announces it's interactive

credit & collection center:
www.ccrcollect.com

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

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

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

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

ForSALE!

BEAT THE BUDGET.

For dubs, demos, auditions and work tapes our recy-
cled topes are perfect. And half the cost of new. Al
formats, fully guaranteed—to order

(800)238-4300 m,
~¥I1DE 7
We now transfer videa o frue DVD
voww corpelvideo.com

If it has anything at all to do
with Cable Television or
the Telecommunications Industry...

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

[\4—4 Brc;jcasting & Cable /7-16-01

FacuLryca )

ASSISTANT/ASSOCIATE PROFESSOR
BROADCAST AND CONVERGENCE JOURNALISM

The Department of Journalism in the School of Communication at Emerson College is
looking to hire a new faculty member at the Associate Professor or Advanced Assistant
Professor level to help develop and lead a curriculum that malntains the program’s strong

tradition of excellence in broadcast journalism while preparing students to work in the cross-
media, convergence environment emerging rapidly in news. The department is interested in
hiring an individual with a combination of these qualities and skills:

* Professional experience in some aspect of broadcast journalism.

« Experience or a research track record in one of several areas of new or cross-media journalism,
whether online publishing and design, computer-assisted reporting, or cross-media news.

Significant journalism experience and a Master’s degree are required. College-level teaching
experience, a doctoral degree and knowledge of emerging technologies as they are used in
the newsroom and classroom are preferred. Applications consisting of curriculum vitae, a
statement of interest, examples o? search or professional work and references, should be
sent to: Emerson College, Attn: Professor Jerry Lanson, Chair, Department of Journalism,
120 Boylston St., Boston, MA 02116. Emerson College is an Affirmative Action/Equal
Opportunity Employer focused on workforce diversity. Visit our website: www.emerson.edu.

Professor Lanson and members of the Emerson College faculty/staff will be attending the
AEIMC conference in Washington, DC, August 6, 7 and 8. Preliminary and/or

informational interviews may be conducted during the conference. Candidates should
indicate their plans to attend AEJMC in their applications.

'@ EMERSON COLLEGE

BRINGING INNOVATION TO COMMUNICATION AND THE ARTS

-
> Upcoming Svacial Feaiures
Issue Date ® Show Distribution (Location) e Ad close date
9-10-01 * PCS 2001 (Los Angeles) * 9-4-01
* |[BC (Amsterdam) e 9-4-01
* RTNDA (Nashville) * 9-4-01
9-17-01 * Mid America {Kansas) *9.11-01
9-24-01 » Great Lakes (Indianapolis) * 9-18-01
10-8-01 e CTAM/Broadband * 10-2-01
10-22-01 e East Coast Cable (Maryland) e« 10-16-01
11-26-01 * Western Show {Anaheim) ¢ 11-16-01
To find out more about advertising in B&C, contact :
» Kristin Parker at 617-558-4532 or kbparker @ cahners.com
p» Neil Andrews at 617-558-44810r nandrews @cahners.com
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du Treil,
Lundin &  Engineers
Rackley, Inc.

Consulting

Sarasola. Florida
941.329.6000 WWW.DLR.COM
Member AFCCE

L

= CARL T. JONES =
— CORPORATION —

CONSULTING ENGINEERS
7901 Yarnwood Court
Springfield, Virginia 22153
(703) 5697704 ax (703) 5696417
MEMRER AF(CE wWWW.Ctic.com

e
| LOHNES AND CULVER
CONSULTING ENGINEERS
8309 Cherry Lane
! Laurel, MD 20707 4830
& (301) 7764488
| locul@tocul.com

| Since 1944 Member AFCCE

COHEN, DIPPELL AND EVERIST, P.C.
CONSULTING ENGINEERS
Domestic and International Communications
Since 1937
1300 *L" STREET. N.W., Suite 1100
WASHINGTON, DC 20006
PHONE: (202) 898-0111 FAX: (202) 898-0895
E-MAIL cdepc @att.net
Member AFCCE

John F.X. Browne

& Associates

A Protessional Corporation
Mamber A=CCE
BROADCAST/TELECOMMUNICATIONS
Bloomtietd Hitts, M1 ‘Washington. DC
248.642 6226 202.293.2020
248.642.6027 202 293.2021

(TEL
(FAX)
www.jfxb.com

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128

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

CARL E. SMITH
CONSULTING ENGINEERS
AM FM TV Engineering Consultants

Compiete Tower and Rigging Services
Serving the broadcast industry
for over 60 years”
Box BO7 Bath, Ohio 44210
(330) 6594440

Denny & Associates, p.C.
Consulting Engineers

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

Munn-Reese, Inc. |

Broadcast Engineenng Consultants

2.0. Box 220
Coldwater, Michigan 49036

Phone: 517-278-7339

=i

|
Mullaney Engineering, Inc.
Consulting Telecommunications Engineers

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

Multiple Sateliies -

One
Anfenno

480.B44.8501
www._alci.net

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

com

www,masiowmedia.
202 965 1100

i ks

TOWER/ANTENNA CONSULTANTS

[NATIONWIDE TOWER COMPANY, INC.

ERECT'ONS * DISMANTLES * ANTENNA * RELAMP
ULTRASDUND * STRUCTURAL ANALYSIS * PAINT
INSPECTIDNS * REGUY * ENGINEERING

P.0. BOX 1829 HENDERSON, KY 42419-1829
| PHONE (270) 669-6000 FAX (270) 869-8500
E-MAIL: hjohnsten@natlonwidetower.com

|24 HGUR EMERGENCY SERVICES AVAILABLE

eTurnkey Systems «Towers «Anfennas
«+ Transmitters: Analog/Digital

LeBLANC Broadcast Inc.
Ray Camovaie President

Tok: (303) 665-5016 Fax: 665-8806

@ LBANC. LARC\N

S ] Comank e

Towers and Antenna Stnctures
Rubent A. Shootbred P E

1080 Merrisan Drive

HATFIELD & DAWSON

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

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

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

i\‘g\‘

10300 Eaton Place, Suite 200
Fairfax, VA 22030
(703) 591-0110-(202) 3320110
Fax (703) 5910115
www.cmdconsulting.com

p MEMBER AFCCE www.DTVinfo.com
101 West Ohig St. NATIONWIDE MONITORING SERVICES, INC,
5 20th Floor | | PO 80 1829 .
! Indianopolis, IN an. KY 424 LeRVICER IR A g,
. ASSOCIATES

{317) 684-6754

IanS le_llace wallocedtv@aol com

| SPECIALIZING

‘ IN DIGITAL TELEVISION

% - -
L/ L
l Olinopy st

-ma
|lncanoescem and strobe lights, Reporting and
Solutions, HVAC, Doors, Alarms, Generators,
Temramre, Humidity and others.

Notification via fax, 8-mail, phone, and beeper
Reporting and/or Filing to FAA, Owner or Others,

Ch - $.C. 29403 « (84)) 577-4681

UNTVEIRSAL TOWIR, Inc

Manufacturer of
Self-Supporting Towaers,
Guyed Towers and Accessories

P.O. Box 276 * Henderson, Kentucky 424190276
Tel: 270-833-8181 » 2708331479
www.universaltower.com

o
\ “ - with
Broadcasting & Cable's
Classified Ads and
Professional Cards &

Services

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

Solve Your Advertising Puzzle

:

Iln
-

.
¥y

ADVERTISE THE EASY WAY WITH

YOUR BUSINESS CARD!
CALL 617-558-4532 OR 617-558-4481
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Editorials

COMMITTED TO THE FIRST AMENDMENT

You've got CNN

There could not have been more of an exclamation point on the AOL Time Warnering of
Turner than last week's announcement that Walter Isaacson is taking over the reins of the
news network from Tom Johnson. That leaves the team of Isaacson, former managing editor
and editorial director of Tinze, and Jamie Kellner atop the house that Ted built.

There was a definite feel of a torch being passed, so this is as good a time as any to marvel
at what Ted Turner and company did. CNN fought a tide of red ink and conventional wis-
dom and even early assaults from deep-pocketed competition—remember SNC?—to build
that most coveted of all media creations, a worldwide brand. And one that distinguished itself
with its journalism here and abroad, while simultaneously whetting and feeding the appetite
for news. It was instant news gratification thar came along just when the instant-gratification
generation had matured enough to want to make news a part of its wish list.

We are not waxing sentimental over the old guard in anticipation of a deficit in the new. Both
got a little singed by that torch during the Tailwind troubles. (With Isaacson at the helm, Tie
printed the story at the same time CNN aired it.) But it doesn'’t take a Harvard-educated
Rhodes scholar to see that the team of Isaacson and Kellner combines a top-flight journalist
with an A-list, innovative programmer. They've got the torch. Let’s see where they run with it.

Ladies and gentlemen, start your coverage

NBC is off to a fast start with its NASCAR coverage, picking up where Fox left off and lap-
ping the field in both households and 18-49s, according to the appropriately named fast-
national figures from Nielsen. In fact, it was the highest-ever ratings for the sport. Now,
before we start sending the network out to do donuts in the infield, the XFL was also sup-
posed to draw a new audience to Saturday nights for NBC. It also staked its claim to early
ratings victories, followed by more defeats than the Jamaican bobsled team.

One thing that made us want to wave a yellow caution flag was the deluge of teasing ref-
erences by the race-coverage team to “plenty of wild action” viewers could expect. Now, per-
haps they were referring to the blocking and passing and strategy that aficionados can sepa-
rate from what to others looks like a lot of cars going round and round more or less in a big
bunch and then occasionally stopping. But it almost sounded like a teaser for a possible
pileup. If so: bad idea.

What seems like a good idea, though, is programming to an America between the coasts
and latching on to a sport that hasn’t been free-agented to death or oversaturated to within
an inch of its broadcast life.

We don’t know where NBC will end up in the ratings race with NASCAR, but it is off to
a good start.
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We just made the most-wanted list.

With real-life documentaries like Forensic Files and The System, along with dramas like Profiler and NYPD Blue
(coming in September), it's no wonder Court TV is one of television’s fastest-growing networks.
As further proof, we're guaranteeing 65 million subscribers during this upfront. For rates and
information, call Gig Barton at (212) 692-7859.

COURT

www.courttv.com
AOL Keyword: Court TV

Source: Nielsen Media Research Coverage Area Ratings among Ad Supported Cable Netwerks. Week ending Juty 8th, 2001, M-Su 8PM-11PM, Galaxy Explorer. Subject to qualifications
upon request. @ Courtroom Television Network LLC.
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LET THE POWER OF OUR BRAND
WORK FOR YOU. CONTACT NETWORK
DISTRIBUTION AND SERVICE:

The new Hallmark Channel launches in
primetime on August 5th -- but it’s already
mn the hearts and minds of viewers'.
Hallmark ranks in the top 5% of brands

known for quality and ranks in the top 1%

for familiarity?,
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