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BULLET DODGED campaign-finance

reform passes without ad-rate amendment
and leaves soft money alone for now. » 6

OLYMPIC GOLD nBC couldn't lose at

the winter games last week: great ratings
and a judging scandal, too. » 7

HAPPY TALK Reporting viacom’s

earnings results, Redstone and Karmazin
deny rumors of a rift between them. » 8

RECORD-BREAKER Four &5 study
finds clutter at an all-time high in many
dayparts and syndication. » 9

FOUL BALL New York-area cable ops

complain about fee for Yankees” new network
but say they'll probabty sign up. » 10

So far, no major metro-New York operator
has opted for the Yankees pet.

Programming

Bad weather The Weather Channel tries a
new format to boost sagging ratings; it may
just be a rash of good weather. » 20
Syndication Watch Heading into its 10th
season, Ricki Lake will get a makeover. » 21
Station Break WCBS-TV Managing Editor
Richard Bamberger is drawn into story of
hostage-taking in Fairfield, Conn. » 22

Focus The Yuma, Ariz.-El Centro, Calif.,
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Salé and Pelletier smiled bravely with their
silver but were ultimately awarded gold.

PROFILE POLISHING New president
of SNTA, Gene DeWitt, talks about
syndication and advertisers. » 10

DUOPOLY PLANS viacom agrees

to pay Young Broadcasting $650 million
for KCAL(TV) Los Angeles. » 12

MORE FRIENDS nBC adds the top

comedy to its list of hit shows returning at
least for next season. » 12

HELPING HANDS capitol Hill seems

to be warming to idea of aiding
broadcasters with the DTV transition. » 14

PROPOSALS Ffcc suggests ways to

remove a roadblock to auction of more than
500 radio licenses. » 14

market has an audience on both sides of the
U.S.-Mexico border. » 23

Technology

Content via IP Warner Bros. will use
Internet Protocol via satellite to deliver
syndicated programs to stations. » 24

Digital signal Station groups sign up to
test WOW Digital set-top boxes that deliver
DTV and ITV over-the-air. » 26
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MOGULS

Hindery: Not me

Leo Hindery appears to have
dodged a bullet amid recent
accounting controversies: The
Yankees Entertainment Service
CEO and former AT&T Broadband
CEOQ was also CEO of Global
Crossing, the once high-flying
telecom being eyeballed for
Enron-esque accounting.

Hindery's name hasn't been
coming up much because he
wasn't there long. "I was one of
three CEOs in one year,” he said.
(He replaced CEO Bob
Annunziata in March 2000.) Hin-
dery took the “friction” for seven
months and says he stayed that
long only to shepherd the sale of
the Web division. Of Globat
Crossing’s accounting, he says,
“No one is suggesting anything
occurred before 2001.”

Hindery's payday? SEC filings
show $1 million or so in salary
and bonuses, but his options for
2.5 million shares were canceled,
unexercised. His take from the
Web-unit sale came in options
on the stock of buyer Exodus
Communications. Exodus stock is
now worth pennies.—J.M.H.

NETWORKS

Pax/Peacock parlay

The arbitration proceeding trig-
gered by Paxson’s charge that
NBC violated the terms of their
strategic alliance could come in
April. The arbitrator is retired
U.S. District Judge Charles Ren-
frew. Paxson says that NBC vio-
lated the alliance by agreeing
to buy Telemundo and that it
should be allowed to terminate
its agreement with NBC, which
gives NBC a 32% stake in
Paxson with options to
purchase the rest over seven
years.—S.M.

JOURNALISM

Self reliance

Faced with having to pay in the neighborhood of $500 a day
for pictures from a network pool camera trained on the
World Trade Center cleanup operation, Time Warner Cable’s
NY1 News decided to go it alone. The news channel found
a sublet in a building overlooking the site. Pity the previous
tenants: They were moving in on the morning of Sept. 11 but,
understandably, were too shaken by events to complete the
move. Enter NY |, which now pays the rent—about $2,500 a
month—and has installed a fiber connection and robotic
camera that provides exclusive shots for a Jot less.—K.K.

2

SYNDICATION

Stripping Bill?

Fox News Channel anchor Bill
0'Reilly is looking to get back into
first-run syndication. 0'Reilly, who
anchored Inside Edition in 1989-
95, is in discussions with Fox’s
syndication unit, Twentieth Televi-
sion, about hosting his own daily
syndicated talk show. Sources say
Twentieth is looking to do some
local-market test runs on the Fox-
owned TV stations, which it has
used to taunch a number of recent

syndicated projects, including
court series Texas Justice. “We're
just tatking, and, if we were to do
anything, it wouldn't be for at

least a year or two,” O'Reilly says.
The host of Fox News Channel’s The
O'Reilly Factor has a background as
a local and national investigative
reporter for ABC and CBS.—J.S.

Hold the phone

Conversations between callers and on-air
personalities could be at greater risk of
sanction following the FCC's $4,000 fine of
WEZB-FM New Orleans. The station was hit for
airing a DJ's conversation with a8 woman who
dialed the station accidentally. The FCC
prohibits airing conversations without the sub-
ject’s approval. The caller said she was calling
the home of her son’s friend and the answering
party claimed to be that friend's father. WEZB-
FM says the woman was told twice she had

om—— S
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reached a radio station. Regardless, she was
“understandably confused” and at no time
understood that her conversation would be
broadcast, the FCC said. The case is troubling
to lawyers because the FCC typically requires
permission only when stations initiate contact,
the presumption being that those who call in
understand that they could be put on air. The
presumption is meaningless if stations must
determine whether callers understand that they
may block the broadcast, lawyers say.—B.M.



GCommunications Workers of America
supports National Action Network'
Opposition of the
EchoStar and DirecTV Merger

CWA Local 1108 Letter

CWA Union President Letter

’ y LOCAL 1108
Communications e e
PATCHOGUE, NEW YORK 11772-9854
GEORGE C WELKER. Presides (631) 854-1108
JOSEPH M DLALLA, Vics Presiiey W

- T QP Workers of America

(AFFILIATED WITH AFL-CIO) Q‘

February 6. 2002
Via Facsimile
Dear Reverend Horace Sheffield 111,
[ was not sutprised when [ came across your press release regarding the Echostar
Corporation on the Internet

Echostar has shown woal disregard for its workers and the Union that represents the
workers. Communications Workers of America, Local | 108.

Local 1108 organized the Echostar workers located at the Farmingdale. New York
worksite in June of the year 2001 and commenced bargaining on a Collective Bargaining
Contract in August of the same year.

They have refused to bargain in good faith. [nstead. they are aitempting to intimidate
the workers through threats and dismissals. We have filed sixteen (16) Labor Board Charges
and have been successful on all. Again. they show total disregard for the National Labor
Board by not complying with the Board's rulings.

1 see that a demand of the National Action Network is for a more positive portrayal of
African Americans. When Echostar management makes statements such as. "I don’t believe
anything you kind of people say” and “| feel like the middle of an Or¢o cookle™ when
dismissing three (3) black workers, | doubt they have any intention of portraying African
Americans in a positive manner,

The EEOC did not see any merit in this case since they also dismissed a white worker,

I support you and offer vur help in organizing public pressure against Echostar’s
proposed merger with Direct TV.

Attached is a letter from our Union's National President. Morton Bahr. urging Echostar
10 reconsider their position at the bargaining table.

1 thank you and wish you the best of luck in your baule with Echostar.

Sincerely.

Muqc ¢ Witha

George C. Welker
President. Local 1108

GCW:amt
AttaChment

Cammunicallons 501 Thied Street NW Morton Bahe
workers of Amarica washingion, D.C. 20001-2797 Pro "
AFLCIO, CLC 202434-1110  Fax 2024341139

January 17, 2002

Mr. Charles Ergin

President & CEO

Echostar Communications Corporation
5701 S. Santa Fe Drive

Littleton. Colorado 80120

Dear Mr. Ergin:

CWA is a large. information-age unton with more than 700.000 members.

over 400,000 of whom have a time-honored tradition of providing quality
service in the communications tndustry. As consumers. we have a long history
of supporting those policies that ensure excellence. striving to develop a strong
and mature relationship with the companies where our members work.

We are headquartered in Washington. 3.C., and are active participants In the
policy and regulatory forums that are part of the communications Industry.
We are hopeful that our bargaining refationshi), with Echostar (or Dish
Network) will allow us to support you in your current review before the Federal
Communications Commission.

The attached complaints jssued by the NLRB suggest that we have gotten off
to a rocky start. but | feel assured that we will be able to work through these
problems before the first comments are due on February 4, 2002.
We look forward to working with you.
Sincerely,
o
Morton Bahr
President

Attachments.

Paid for by the National Action Network
Reverend Horace Sheffield Iil,
President of the Michigan Chapter
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TOP OF THE WEEK

Reform may not hurt much

Rep. Shays agreed to

a wote on the Torrcelli
amendment to the
campaign-finance-reform
bill he co-authored with
Rep. Martin Meehan.

R-Connecticut

Torricelli cut-rate-ad
amendment tanks; soft
money safe for this year

By Paige Albiniak
ocal TV stations can count on $750
Lmillion to $! billion in political
advertising to flow into their coffers
in 2002, analysts say, after the House last
weck passed a surprisingly broadcaster-
friendly campaign-finance-reform bill.

And even better news, the money will
probably continue to flow in 2004.

Last Wednesday, broadcasters once again
proved their power on Capitol Hill when
the House voted 327-101 to strip language
that would have required local TV stations
to sell ad time to federal candidates at bar-
gain-basement prices. The discount-ad lan-
guage was sponsored by Sen. Robert Torri-
celli (D-N.J.) and added by the Senate last
summer to the overall campaign-finance-
reform package. That bill is authored in the
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House by Reps. Christopher Shays (R-
Conn.) and Martin Meehan (D-Mass.).

Broadcasters already give politicians their
lowest rate on campaign ads within certain
classes of time: If politicians want to buy a
non-preemptible spot during the 6 o’clock
news, they pay the lowest rate available for
that slot. Torricelli wants to change the rule
so that broadcasters have to give politicians
the lowest rate any advertiser has paid for
the slot in the past six months, preemptible
or no, meaning that broadcasters would
have to sell politicians expensive October
airtime for cheap July prices.

Although getting rid of the measure in
the House was a huge victory for the
National Association of Broadcasters
(NAB) and its members, Torricelli is vow-
ing to offer his amendment again.

Campaign-finance reform still could end
up in a House-Senate committee, where the
two bodies will reconcile their versions.
There, Torricelli could fight to get his
amendment in a final package that will have

to be approved by both House and Senate
before it is sent to the President for his sig-
nature, Reformers, including Senate Major-
ity Leader Tom Daschle (D-S.D.), want to
avoid that conference, If they are successtul,
the bill is unlikely to change substantially
before getting to the president.

But broadcast lobbyists always thought
their best chance of excising Torricelli’s
measure was before the House passed an
overall bill. With such a decisive vote
against the rate discount, it will be hard for
the Senate to revive it.

Stripping the measure wasn’t broadcast-
ers’ only win, The House also agreed to
delay the bill's implementation until Nov. 6,
so parties this year can spend all their “soft
money”—the unlimited contributions that
corporations and unions make to political
parties. Last election, the national parties
spent nearly $500 million in soft money,
much of that on TV ads. Companies,
unions and advocacy groups also can run
all the “issue ads” they can afford.

“The soft-money ban is probably alive
and well, and that is going to have an impact
on broadcasters’ businesses. But 2002 is
okay, and, by 2004, the system will adapt
itself,” says Victor Miller, broadcasting ana-
lyst for Bear Steams. “I think that, compared
to the full 3% to 4% impact [on total local
TV stations’ revenue] we could have seen,
we're probably talking about a 1% impact
on the business. It's gone from a very serious
issue to one that the industry can manage.”

Two weeks ago, Miller estimated broad-
casters would see $750 million in political
ads this year. James Marsh, broadcasting ana-
lyst at Robertson Stephens, estimates it could
be $1 billion, most coming in October.

But broadcasters may ultimately feel an
impact from the overall soft-money ban—
including a ban on using soft money to
fund issue ads attacking candidates.



An increase in the individual-contribu-
tion limit from $1,000 to $2,000 and the
fundraising prowess of President George
W. Bush should help make up the differ-
ence in 2004, says Jan Baran, head of the
election-law group for Washington law
firm Wiley, Rein & Fielding.

“Bush is the all-time heavyweight cham-
pion of fundraising,” Baran says. “The soft-
money ban could eliminate $300 million in
television advertising, but George Bush
could single-handedly replace much of that.”

On Feb. 12, though, Shays and Mechan
said they’d allow three amendments to their
bill, including one sponsored by Reps. Gene
Green (D-Texas) and Richard Burr (R-N.C.)
in effect allowing members to vote yes or no
on Torricelli. That’s all broadcasters wanted.

It improved the situation dramatically, bu,
only a few hours before the vote, the out-
come was still unclear. In a speech Feb. 13,
Rep. Fred Upton (R-Mich.) told broadcasters
to call their members of Congress one Jast
time because the vote would be close. But it
wasn't. Even during the House debate on
the floor, the ayes appeared to have i,

“This amendment says that, somehow,
federal candidates are entitled to special
privileges, special rates, special time on the
broadcast waves of America, while other
citizens are treated differently. Other peo-
ple who want to speak in this country polit-
ically don’t get those breaks. Just federal
candidates? Come on,” said House Energy
and Commerce Committee Chairman Billy
Tauzin (R-La,).

Rep. Neil Abercrombie (D-Hawaii) said
that, if candidates paid less, local advertis-
ers would wind up paying more: “What's
going to happen is the local advertisers
aside from me or aside from you are going
10 have 10 make up the difference. And I'm
not going back into my district and telling
people that are trying to make a living,
especially after Sept. 11, that they’ve got to
pay more so that people can listen to me.”

“We're deeply appreciative,” said NAB
President Eddie Fritts, who added that
retaining the Torricelli amendment “would
have done serious damage to local broad-
casters.”®

TOP OF THE WEEK

Scandal is gold for NBC

But while ratings soar,
network faces critics for its
Nielsen ‘manipulation’

By Steve McClellan and
John M. Higgins

he stars were aligned for NBC's
TOlympic coverage last week. Con-

sider the pluses: a domestic venue,
great weather, brilliant performances by the
U.S. Olympic team. And to top it off, a
controversy erupted in the figure-skating
competition, the most popular event cate-
gory among U.S. viewers.

It all added up to some boffo ratings for
the first six nights of prime time coverage.
The network averaged a 19.2 rating and 31
share, 14% higher than for the first seven
nights of the Nagano winter games on CBS
in 1998.

The controversy, involving a French skat
ing judge who was suspended last Friday
after allegations that she threw her deciding
vote to the Russians in the pairs skating
competition, had to help NBC ratings.

The network certainly thought so. It
barraged reporters all week long with tran-
scripts of how its skating commentators
reacted to the unfolding scandal. Last Fri-
day, the Canadian pair was awarded a gold
medal, too. (Although NBC guards its
Olympics coverage rights, it allowed news
networks to pick up Friday press confer-
ences regarding the controversy.)

NBC didn’t pull any punches on Monday,
Feb. 11, in declaring that something was
amiss. “How do you win the performance,
win the crowd, win the night and lose the
medal?” opined skating commentator Scott
Hamilton. “I'm embarrassed for our sport,”
added Sandra Bezic, who was in the anchor
booth with Hamilton, (To its credit, NBC'’s
Today show later presented Chicago Tribune
sports reporter Phil Hersch, who gently sug-
gested that the public was reacting more to
Hamilton and Bezic’s outrage than to the
technical differences berween the Russian

-
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NBC allowed news nets to pick up Friday
press conferences on awarding a second gold
medal to Canadian pairs skaters Jamie Salé
and David Pelletier.

and Canadian performances.)

NBC was caught up in controversy of its
own. For Wednesday night’s coverage, the
network shifted all national commercials
out of the first half-hour (8 to 8:30 p.m.
ET), and local spots were shown instead.
That basically eliminates from ratings the
lower-viewed first half-hour because, on a
national basis, Nielsen measures only con-
tent with national ads in it

As a result, NBC’s Nielsen rating for the
night got a half-point boost to 17,5, Com-
petitors cried foul. “It’s an absolute manip-
ulation of the ratings,” said one executive
at another network.

NBC was also manipulating the back
end of each night’s telecast, deciding the
next day, depending on the rating, whether
to cut it off when the last national commer-
cial aired or when the broadcast ended.
That practice is more common and hap-
pens routinely in late night and early momn-
ing. But researchers said it was unusual

Broadcasting & Cable/2-18-02 7




with Olympic-type events.

The odd thing is that competitors say
NBC will easily meet ratings guarantees,
said to be in the 17-to-17.3 range, even
without such maneuvers (which it limits to
nights when no figure skating appears).

Nielsen said that what NBC is doing is
perfectly legit, and the network said several
months ago it intended to “sustain cover-
age” of the opening half-hour on several
nights when no figure skating would be
featured.

Allin all, it was a happy week for NBC.
Its Olympic gambit was paying off in
spades; some even wondered whether the
network had undersold the games, despite
a record $720 million in ad sales. Quite a
comparison with News Corp., which last
week announced a $909 million combined
write-off for three of its current major-
league sports contracts: football, baseball
and NASCAR.

NBC'’s cable networks are seeing ratings
surges as well. CNBC, which is carrying a lot
of men’s hockey, averaged a 0.6 household
rating for the first five days, a 50% increase
over its average rating during the same period
a year ago. MSNBC’s coverage of curling,
biathlon and women’s hockey spiked ratings
to a 1.2 from a 0.3 average. CNBC's rating, in
particular, should only get better as the
American men’s hockey games come on.

Not everyone is seeing the extra cover-
age, however. NBC looked for a five- to
seven-cent year-round surcharge from oper-
ators to offset the cost of Olympic rights.
Virtually all cable and DBS operators paid
up, but some didn’t. NBC says systems
serving about 1 million subscribers didn’t
sign onto the deal. Their customers are get-
ting a substitute feed of old news features.

Other cable networks are certainly feel-
ing the pinch of competition. Lifetime TV
research chief Tim Brooks said that, on
average, viewership of the basic cable net-
works was down about 10% last week,
with general-entertainment networks suf-
fering the worst. “It’s not so much compe-
tition for programming, but competition
for marketing,” he said. “Promos get lost in
all the noise.” B
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Viacom:
Flat and

happy

As they report earnings, Mel
and Sumner try to dispel
rumors of a rift

By Steve McClellan
all Street wants to believe. It wants
W 10 believe the working relationship
between Viacom’s top two hon-
chos—Sumner Redstone and Mel Kar-
mazin—is nothing short of wonderful. It
wants to believe the ad recovery is just
around the corner. And Viacom’s stock
reflects that belief: Over the past three or
four weeks, it has climbed more than 20%,
although the company’s earnings report last
week revealed flat revenues for its fiscal year.
Chairman and CEQO Redstone and COO
Karmazin have been denying month-long
reports their relationship is on the outs.
During a conference call on year-end finan-
cial results last week, Redstone again insisted
there was nothing to those reports. He said
the two are “totally in sync” in running the
company. Also last week, they appeared
positively chummy at an analysts’ dinner.
Karmazin sees positive signs in network
ad-sales activity for the second quarter. He
said the company believes the second-quar-
ter network scatter market—at least for
CBS—uwill be up between 5% and 15%.
But Karmazin acknowledged that that
assessment could change over the next few
weeks depending on how sales go. He also
acknowledged that the demand was artifi-
cial to some extent. With ABC and Fox in
heavy make-good mode, inventory is tighter
than it would otherwise be. (News Corp.
President Peter Chernin told analysts that
poorly petforming Fox has $30 million or
s0 in audience deficiencies to make up.) But

Viacom CO0 Mel Karmazin: (BS's strategy of
withholding more than usual upfront ad
inventory is “looking good.”

all the networks say ad-cancellation rates
are well below last year’s levels.

CBS’s strategy of withholding more than
usual upfront ad inventory because advertis-
ers wouldn’t pay desired increases is “look-
ing good,” Karmazin said. But he stressed
that it’s too early to proclaim it a success, If
it tumns out that the strategy fails, he said, he
would be to blame: “It was my decision.”

Whether the strategy succeeds or no,
won't be known until broadcast year-end.
Karmazin said first-quarter scatter pricing
was at or “slightly ahead” of upfront pric-
ing for both the broadcast and cable nets.

Viacom reported that pro forma revenues
were flat in 2001, about $23 billion, with a
2% gain in cash flow, to $5 billion. TV rev-
enues were up 2%, to $7.2 billion, with a
1% cash-flow gain, to $1.2 billion. Cable rev-
enues were up 4%, to $4.2 billion, with cash
flow up 19%, to $1.7 billion. Cash-flow fig-
ures include write-offs of $67 million for
cable and $53 million for TV, due largely to
severance costs at MTV (which cut 800 jobs
cut) and UPN (which was put under CBS).

After Viacom posted its results, SG
Cowen issued a note proclaiming the com-
pany “the best-positioned media company
for an advertising recovery because of its
combination of scale, leading brands, diverse
revenue streams and clean balance sheet.”

The company also took a $392 million
charge to Blockbuster earnings, chiefly due
to write-offs of VHS tapes and the transi-
tionto DVD. W
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Clutter rules the airwaves

AAAA study finds record-breaking non-programming levels in some dayparts, syndication

By Steve McClellan

lutter doesn'’t rest, even as the econ-
Comy does. That’s according to this

year’s clutter study by the American
Association of Advertising Agencies, which
annually measures the average minutes of
non-programming material shown on tele-
vision per hour.

The study was released last week at the
Four A's Media Conference in Orlando,
Fla., and it showed record amounts of
hourly ad and promo clutter in early mom-
ing (18 minutes, 2 seconds), daytime
(20:57) and local news (17:10).

For the second straight year, prime time
clutter was down, but only by about nine
seconds. Average hourly prime time clutter
at ABC, CBS, NBC and Fox was 16:08,
down from the 16:17 recorded in the same
study a year ago. The study showed that 11
of 19 measured cable networks also posted
increased clutter in November 2001 vs. the
previous year.

During Nov. 12-18, 2001, UPN was the
most cluttered network in prime time, aver-
aging 17:03 of non-program time per hour,
up from 16:18 in November 2000. The
UPN total included an hourly average of
just over 10 minutes of network commercial
time, a little more than 2'2 minutes of local
commercials, and some 4 minutes and 10
seconds of on-air promos and credits.

The report found syndication programs
(35 were monitored for the study) to have
even higher levels of clutter than UPN.
Syndication averaged 18 minutes 12 sec-
onds of average hourly clutter last Novem-
ber, up slightly (1%) from November
2000.

NBC remained the most cluttered net-
work in prime time among the Big Four
(16:32), although that was 43 seconds less
per hour than the study found in Novem-
ber 2000. Fox came in at 6:16.

Fox also showed a decline, of about 19
seconds per hour, to 16:16. The study

showed CBS’s clutter time was up about 26
seconds per hour to an average 16:04 per
prime time hour. ABC was flat at 15:45.

None of the networks was particularly
magnanimous about airing public service
announcements. In prime time, UPN aired
an hourly average of six seconds of PSAs,
and that was the best of any of the broad-
cast networks. NBC was second with an
hourly average of five PSA seconds, fol-
lowed by ABC (three seconds) and CBS
(two seconds). The report found that Fox
and WB didn’t air any PSAs during the
sampled period in November.

Daytime appears to to be crammed with
more commercials than any other daypart.
In November of last year, it averaged 17:14
per hour of commerctal units, a new record
high for any daypart. Late night was the
second-most cluttered, with almost 16 min-
utes worth of commercial spots per hour.
Early morning was third, with almost 15
minutes per hour of ad spots. B

Many cable operators find New York Yankees’
YES channel a bit pricey for their subscribers.
In the New York market, YES will carry all
Yankee games except 30 on CBS.

Foul ball, say cable ops

New York Yankees’ new net is asking $2 per sub per month

By John M, Higgins
ew York area cable operators are
N unhappy about the price tag for the
Yankees’ new YES sports nerwork
but say they will probably still wind up car-
tying the network.

The new Yankee Entertainment Service
cable channel is demanding $2 per sub
monthly. That’s high even by regional-
sports-network standards. YES channel
chief Leo Hindery has cut deals with
DirecTV and overbuilder RCN, but, so far,
no major metro-New York cable operator
has signed up.

A spokesman for Time Warner Cable
said that “we expect we will be able to
reach a deal” and that the system wouldn’t
raise rates this year, but would not com-
ment on specifics.

Cablevision, which lost Yankees rights
for its MSG Network, is still pushing to sell
YES as a pay network. Cablevision notes
that even its own networks are available
a la carte on 60% of its own systems. “It’s
extremely expensive programming,” said a
Cablevision spokesman. “We look forward
to carrying the Yankees but think our cus-
tomers are entitled to a choice.” B
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DeWitt on selling syndication

New chief aims to boost SNTA's profile with media buyers

By Steve McClellan
s an advertising medium, national
syndication has been under-mar-
keted to would-be clients and the
people who plan their media buys. Any-
way, that’s what Gene DeWitt, the new
president of the Syndicated Network Tele-
vision Association (SNTA), believes, and
now it’s his business to change that.
“These guys are salespeople,” DeWitt
says of the syndication-advertising execu-
tives who constitute the SNTA member-
ship. “But there are other kinds of market-
ing communications beyond selling.
There’s branding and awareness and just
generating positive interest. You have to
reach the purchase influencers.”
Syndication, says DeWitt, is not “high-
profile enough” among key people who
influence whether syndication gets into the
media mix, including client brand managers,
account executives and media planners.
In many instances, he notes, syndicators
have been pitching and negotiating with
media buyers. Not that there’s anything

wrong with that, except “syndication is
usually in the budget or not by the time the
buyers get it. The buyers can decide what
program to buy, but they can’t necessarily
decide how much of the budget to put into
syndication.”

“There’s an awful lot of influence on
that decision that comes from the media
planners, account executives and clients,”
DeWitt says, “and they haven’t been cov-
ered in the past, | don’t believe.”

He should know. He has been on the
agency side of the business for more than
30 years, most recently as head of Optime-
dia, media-buying arm of Publicis. His re-
cruitment as president of SNTA (for a re-
ported $500,000 a year) comes at a critical
time for the syndication business.

While all segments of the ad business
have suffered for the past year to 18 months,
syndication probably took the biggest hit in
2001 among the TV segments. Syndication
buyers and sellers estimate business was off
between 25% and 30%, taking it from $2.4
billion in 2000 to between $1.68 billion and

$1.8 billion in 2001.

DeWitt says there’s some confusion in
the marketplace as to what syndication
stands for as a brand. “If you see syndica-
tion as a brand of national TV, it’s an invisi-
ble brand that’s been sold as a collection of
programs. But what does syndication itself
stand for? Somehow cable stands for some-
thing: It's automatically associated with
upscale, targeted, efficient and added value.
But if you say syndication, I'm not sure
what people think.”

He intends to find out. He’s planning to
do market research on perceptions and
attitudes about syndication after he moves
full-time to the SNTA post. That could be
in two months, because Publicis has asked
him to plot the transition at Optimedia.

DeWiitt strongly denies that syndication is
in the midst of a crisis. “These guys are sell-
ing units, and they’re making money. [ think
what we have for all media coming out of
2001 is a share battle. You got a shrinking
pie. That means everybody has to sell harder
and sell at every level they can. There’s a
need for branding and attitude adjustments.
That’s why they need the association.” B

Oprah’s ad revenues were off 13% in 2001.

Syndication’s shrinking ad market

Nielsen Media Research’s Monitor Plus shows declining ad revenues for most top-15 shows

Program

Friends

Seinfeld

Entertainment Tonight
Everybody Loves Raymond
Dprah Winfrey

Extra

Just Shoot Me

Access Hollywood

Drew Carey

Rosie O0°Donnell

1 Wheel of Fortune

12 Jeapardy

13 Warld Wrestling Federation
14 Maury Povich

15 Steve Harvey

NOA = Syndicated version was not on the air

8 o om B B WP

s

4Q'01 adrev.  4Q '00 ad rev.

(millions) (millions) Change
$37.1 £a.6 -
%36.7 5276 +33%
$33.3 530.8 1%
$20.5 WO
£20.0 $33.3 «13%:
t27.3 $26.4 +3%
£25.6 PO
$22.0 2216 ~20%
$17:1 $17.6 =3%
$17.1 §23.7 “28%:
140 b | -33%
§13.3 j16.8 -20%
§12.7 520.3 -37%
$12.8 §16.9 -26%
122 i,

Source: Nielsen Media Research
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BASIC CABLE NEWS
Charter Communications will
cut off 125,000 deadbeat sub-
scribers—that’s more than
double the number of new
basic subscribers that Charter
added for all of 2001, when
growth was a mere 0.6%.
Basic growth ran 2.5% in
2000. Charter increased
revenues 14%, to $1.1 billion,
during the fourth quarter,
while cash flow increased just
7%, to $485 million. ...

Now that it’s time to pay
for TNT’s new NBA-rights
deal, Turner Broadcasting’s
top distribution executive
contends he’s trying to avoid
any kind of showdown with
operators by pitching them
what it considers a reasonable
rate increase for the network.
“I'm looking at being collabo-
rative in this,” Turner’s Andy
Heller said. He has a “plan
B”: blacking out TNT's best
programs to operators unwill-
ing to pay. ...

Discovery Networks tapped
company veteran David Karp
to run its digital networks
group. He will report to John
Ford, president of Discovery
Nets’ content group. The post
had briefly been held by Lori
McFarling, who moved back
to affiliate sales. ...

Media mogul and CNN
founder Ted Turner, speaking
at Brown University said the
Sept. 11 terrorists were “brave
at the very least” but probably
“a little nuts,” according to
the Associated Press. “The
reason that the World Trade
Center got hit is because there
are a lot of people living in
abject poverty out there who
don’t have any hope for a bet-

TOP OF THE WEEK
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ter life,” he said. ...

After a quick blast of
protests, MSO Comcast Corp.
said last week it will stop
keeping records of the Web-
browsing activity of its high-
speed Internet customers.
Rep. Ed Markey (D-Mass.),
privacy advocates and Web
surfers complained. ...

The New York Post
reported that Lifetime is seck-
ing a 150% hike from Cable-
vision, the cable operator
based on Long Island. Kagan
Media says that Lifetime
collects just 15 cents per sub
from operators monthly, fees it
negotiated when it wasn't such
a hot network. That's far less
than other nets that get
comparable ratings, such as
TNT’s 57 cents and USA Net-
work’s 38 cents. Cablevision
says it doesn’t expect the
dispute to escalate to
Lifetime’s pulling its program-
ming from the operator.

CHANNEL HOPPING
When CBS affiliate (and regu-
lar-season home of the New
England Patriots) WBZ-TV
Boston began its post-Super
Bowl coverage, it switched the
movie it had been showing,
Sabrina, 1o UPN duopoly
partner WSBK-TV. Sabrina
kept most of its 4.1 audience,
and WBZ-TV moved into
double digits with its post-
game show, WBZ-TV has
been experimenting with
duopoly programming and, a
week earlier, aired its post-
AFC Championship show
over WSBK-TV while it
carried the network feed of
the Phoenix Open golf
tournament, ...

THAT

Former UPN President and
CEO Dean Valentine and Via-
com kissed and made up just
in time for the holiday. On
Valentine’s Day, he settled his
$22 million breach-of-contract
lawsuit, reportedly for nearly
half what he was asking. He
filed the suit last September,
contenting that Viacom had
failed to work out a final con-
tract with him and set up an
agreeable salary structure. ...

King World's new daytime
syndicated series The Ananda
Lewis Show appears to be
over, but the syndicator said
no decision will be made until
the end of the February
sweeps, ...

Meredith Broadcast chief
Kevin O’Brien continued to
shake things up at the
company he was brought in to
run in November, O’Brien
dismissed Allen Shaklan at
WGCL-TV Atlanta. Only
weeks before, Rusty Durante
left as general manager at
Meredith’s KVVU-TV Las
Vegas and Patrick North left
KPHO-TV Phoenix. ...

Dick Clark Productions
has been acquired for $140

Ananda Lewis has averaged only
a 1.2 household Nielsen rating;
its days may be numbered.

W A S

million by a group of investors
that includes the Mosaic
Media Group and veteran TV
executive Jules Haimovitz.
Clark will continue to serve as
chairman and CEO of the
company he founded in 1957,

AT THE COMMISSION
The FCC proposed last week
to make cable and other non-
telephone-based Internet
providers collect contributions
for the universal service fund,
which subsidizes telephone
service to rural areas and
hooking libraries to the Inter-
net. The FCC also proposed
to absolve telephone
companies of a requirement to
carry competing ISPs when
they offer broadband digital
subscriber lines. ...

Bidders agreed to pay a
total of $6.1 million for four
new analog-TV stations in an
FCC auction last week. The
results were cast in doubt,
however, when one
participant charged that the
top bidder for two stations
had not revealed some broad-
cast-industry interests and
should be disqualified.

Roberts Broadceasting
agreed to pay $2.5 million for
ch. 47 Columbia, S.C., and
$1.9 million for ch. 34
Jackson, Miss. Knoxville
Channel 25 charged that
Roberts owner Michael
Roberts failed to disclose that
he is a director of Acme Com-
munications, which holds an
attributable interest in nine
television stations; bidders are
not permitted to hold attribut-
able rights to more than three.

He said he had resigned
the seat before the auction.
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Viacom to double in L.A.

Agrees to pay $650M to Young Broadcasting for KCAL(TV)

By Dan Trigoboff
he phone finally rang,” said Young
Broadcasting Chairman Vincent
Young of the $650 million sale of Los
Angeles independent station KCAL(TV) to
Viacom.

Pending FCC approval, possibly by mid-
year, KCAL will join KCBS-TV in a Viacom
duopoly in the nation’s second-largest mar-
ket. Viacom will then own 34 TV stations
and have eight major-market duopolies.

Analysts wete clearly impressed by the
price. Young bought the station in 1996 for
$387 million from Disney, which was forced
to sell when it took over ABC, which
already owned KABC-TV Los Angeles at a
time when duopolies were banned.

But duopoly synergy is the goal in the
current deal, and it has changed the formu-
las commonly used for valuing stations.
Young noted that the station sold at a mul-
tiple of 32 times its 2001 cash flow of just
over $20 million.

Both Viacom President Mel Karmazin

Each of six Friends cast members will earn
$1 million per episode next season.

|_1z Broadcasting & Cable /2-18-02

and station-group head Fred Reynolds said
the $650 million price should represent
about 12 times KCAL' cash flow for the
duopoly’s first full year.

“The combination of KCAL and KCBS-
TV will elevate Viacom to the top in televi-
sion advertising revenue, with nearly 19%
share of the $1.6 billion L.A. ad market,”
said Karmazin.

“The synergies,” said Reynolds, “are in
the tens of millions of dollars.” Young also
predicted a stronger 2002 for TV generally.

Some Los Angeles insiders suggested
that KCAL station and news management
could lose their jobs. But Reynolds said
that not all his group’s duopolies have con-
solidated top management and that he
looks for sports and news programming
synergies to improve coverage.

The talent: KCBS-TV General Manager
David Woodcock is a former KCAL GM
who hired current KCAL GM Don Corsini
away from KABC and later was succeeded
by him; KCAL News Director Nancy

Bauer Gonzales was previously news direc-
tor at KNBC-TV; KCBS-TV News Director
Princell Hair, with major-market experience
in Chicago and Baltimore, is the group’s
second-ranking news executive.

Young officials had suggested some
interest in KCAL among major station
players. Viacom said it was unaware of any
competition. NBC already has a duopoly
pending, and ABC has reportedly ex-
pressed no real interest in either KCAL or
Young’s KRON-TV San Francisco.

Analysts suggest that the cash infusion
makes Young a little less desperate to sell
KRON-TV, which has proved a more diffi-
cult deal. NBC, outhid for KRON-TV
before by Young’s $750 million, negotiated
with Young late last year but instead bought
Granite’s KNTV(TV) San Jose, Calif., which
took over the NBC affiliation from KRON-
TV. And, while there has been no confirma-
tion and there are some potential regulatory
obstacles, some brokers assert that CBS, Tri-
bune, Hearst and ABC are the most likely
candidates, though not at a price that covers
Young’s $750 million. B

Zucker: NBC’s in driver’s seat

NBC Entertainment
President Jeff Zucker says
the $156 million deal his
network signed with Warner
Bros. last week to continue
Friends for one more season
puts NBC in the driver's
seat among the broadcast
competition.

It s an expensive ride
(each of six Friends cast
members will earn $1
million per episode), but
Zucker's probably right: The
network has already
renewed Frasier and ER for
another two seasons, and
Law & Order is locked up
through 2004-05. The West
Wing is renewed through

next season.

“Qbviously, we are going
to win this season in a
dominant way whether you
include the Olympics or
not,” says Zucker. "We are
going to run away with the
demos race whether you
include the Olympics or
not, and we are going to
win total viewers whether
you include the Olympics or
not. And I think the story
as we move forward will
just be tremendous
stability at NBC.”

But what about the “new
hit comedy” story at NBC?
Once friends leaves the
scene next May, NBC will

have a huge void to fill on |
Thursdays, and recent
efforts to develop new
comedies have produced
very little in the way of
promising new hits.
“Renewing Friends for
another season doesn’t
diminish in any way our
need to find another com-
edy or two,” Zucker says
bluntly. “We are thrilled
that Scrubs will come out
of this season as the top-
rated new comedy. But we
still need to find one or
two more comedies, and
that would have been the
case with or without
Fnends."  —Joe Schiosser
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DTV shift in D.C.

Pointing fingers on Hill may be turning into helping hands

By Bill McConnell

apitol Hill appears to be warming to

broadcaster pleas for help with the

digital-TV transition. If comments
Wednesday from a key lawmaker and aides
to other influential members of Congress
are any indication, that sympathy could
translate into legislative mandates on other
industries to spur consumer acceptance of
the new technology.

“The digital-television transition is my
number-one issue,” Rep. Fred Upton (R-
Mich.) told the Association for Maximum
Service Television in Washington. He
chairs the House Telecommunications
and Internet Subcommittee, “As I talk to
my local broadcasters, I know the millions

of dollars they have spent to meet the
deadline,” he said.

Lawmakers have joined the FCC in ask-
ing other industry groups to remave several
hurdles to consumer de-
mand for digital sets,
including the lack of
cable-compatible DTV
sets, copy-protection
standards and cable-
carriage agreements for DTV channels.
The proliferation of DTV sets without re-
ceivers for broadcast signals also alarms
station owners.

Lawmakers’ attitudes have turned sharply
in the past 18 months. During the first hear-
ings on the DTV logjam in July 2000, then

3 tixes for Catch-22

FCC tries to resolve snag in radio-auction procedure

House Commerce and Energy Committee
Chairman Thomas Bliley (R-Va.) charged
that station owners’ “cold feet” was the
main threat to the digital- TV transition.
Now his successor, Billy Tauzin (R-La.), is
giving serious consideration to broadcaster
proposals long opposed by either the cable
or consumer-electronics industries, includ-
ing mandated digital receivers in all TV sets
and cable-compatible TVs,

‘The digital-television transition is my
number-one issue.

—Rep. Fred Upton (R-Mich.)

Upton has not given up hope that indus-
try negotiators ¢an solve the problem with-
out government intervention. But “Fred is
feeling increasingly that Congress may have
to step in,” said Will Norwind, an aide to
the Michigan Republican. “Everything is
on the table,” ®

broadcasters, which also may ap-
ply for licenses among the 80-
odd frequencies slated for com-
mercial use.

In the past, the FCC would
decide which competing appli-

By Bill McConnell

he FCC last week pro-
T posed three options for

removing a roadblock to
the auction of more than 500
radio licenses. At issue is a July
court decision that bars the FCC
from requiring noncommercial
broadcasters to bid for the com-
mercial licenses the government
now requires to be auctioned.

To get around the dilemma,

the FCC proposed:
® Barring noncommercials from
holding licenses on commercial
portions of the band.
® Permitting public broadcasters
to obtain commercial frequen-
cies only when there are no com-

peting commercial applicants.
@ Providing opportunities to
add new noncommercial FM
and TV channels on a commu-
nity-by-community basis.
Regardless of which proposals
are picked, the FCC could find
itself defending broadcast auc-
tion rules in court again. De-
pending on which way the com-
mission goes, either National
Public Radio (NPR) or commer-
cial operators are likely to fight it.
The FCC also is asking Con-
gress to fix the contradictory
auction statute at the heart of the
problem, but there’s no guaran-
tee that lawmakers can agree,
given the lobbying prowess of

[ 14 Broadcasting & Cable/2-18-02 |

both NPR and the National
Association of Broadcasters.
“We've had plenty of discus-
sions with Congress, but this is
too important to just wait and
see what happens,” said FCC
Chairman Michael Powell. He
blamed the judges for a decision
he said clearly contradicts any
logical reading of congressional
intent because it would give
public broadcasters power to
claim any new allotment for
free. A resolution also is needed
before the FCC can conduct
auctions for new TV allotments.
On the FM band, where the
most pressing problem lies, 20
channels are reserved for public

cant would get a license, and
mixed competing applications
rarely presented a problem.
Congress forced the FCC 1o
issue permits to the highest bid-
der beginning in 1997,

FCC auction rules issued in
2000 required public broadcast-
ers to bid for commercial allot-
ments, but a federal appeals
court ruled that literal interpreta-
tion of the 1997 law forbids the
FCC from making noncommer-
cial entities bid. Even if Congress
intended to shield only allot-
ments on the noncommercial
band, the judges said “inartful
drafting” is no reason to ignore a
statute’s clearest reading, @
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COVERSTORY

ox News Channel and CNN may be at war, but CNN Chair-

man Walter Isaacson is writing a different story. Isaacson,

who took over at CNN last summer, won't pit his network

directly against its rival, even as Fox News conquers CNN in

the ratings. He says he wants to focus on rebuilding his
own channel. Period.

As chief engineer of the new CNN, where news shares center
stage with star anchors, Isaacson has recruited broadcast vets Paula
Zahn and Connie Chung. He guided former ABC correspondent
Aaron Brown into a new prime time newscast. And he got aging
talk star Larry King to sign an eye-popping $30 million contract.

Sept. 11 propelled CNN to the top of cable Nielsen ratings in Sep-
tember and October, but, as the war news simmers, CNN’s ratings
are cooling off. Isaacson has spent millions of dollars on new talent,
but Fox News has claimed better prime time ratings over the past
three months.

Isaacson insists that he’s building smart shows around his talent,
shows that look more like broadcast-network fare. He says it will
take at least a year to see results. But there's no telling if his is the
right formula for taming Fox News.

The AOL Time Warner brass in july tapped the Rhodes scholar to
reinvigorate the stale channel. Television is new turf for Isaacson,
who started his career as a newspaper journalist. When CNN came
calling, he was Time Inc.’s editorial director and also has served as
managing editor for Time magazine.

The New Orleans native has relocated to CNN’'s hometown
Atlanta from New York, where he was once a fixture on city’s
media social scene. Still, he spends a considerable amount of time
in New York. On a recent trip back, he sat down with BROADCASTING
& CasLe’s Allison Romano and john Higgins to discuss the state of
cable news and the future of CNN. An edited transcript follows.

The new shape of

CNN's world

Walter Isaacson is changing the way the news
channel does business; it's no easy task
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How do you feel about the constant

comparisons between CNN and Fox?

Fox does a different formula than what we
are trying to do. When you hire a Connie
Chung, the goal isn't to go after the same
viewer who might be watching a Bill
O’Reilly or a Chris Matthews. The goal is
to bring in a different type of viewer.

I don't see it as a head-on situation with
MSNBC, Fox or CNBC. I see it as a com-
petition to bring more viewers into the
news space. Connie Chung and Aaron
Brown are a different way of doing it than
Geraldo, Chris Matthews or Bill O'Reilly.

If Fox News has shown that viewers like

talk-radio-style programming, why not give
them what they want?

Fox News has shown there is an audience
for that. Our approach is somewhat differ-
ent. ... CNN is always going to have a mix,
from Crossfire to Larry King to Aaron
Brown te Paula Zahn. Our emphasis will be
much more on journalism, what’s timely and
good reporting, than other nets’ would be.

Will these shows boost you past Fox?
I would love to build programs that get us
good ratings when there’s a Jull in the
news, just as we get good ratings when
there’s a spike in the news.

You can create networks based on ideo-

COVERSTORY

logical talk, You can base it on people para-
chuting into various places around the world,
ot you can base it on a long-term commit-
ment to covering the world. We've done the
latter. We offer credibility to viewers and
advertisers, and that will build a great loyalty.

A lot of the broadcast networks have
done a lot of great coverage. They've cut
back, and that’s a shame. But it offers us an
opportunity to fill that role more. We’ll end
up drawing more viewers from broadcast
than from cable news outlets.

If Fox News’ viewers are not your audience,
who is?
People who want thar type of high-class,
smart, journalistically valid news program-
ming that you used to see more of on the
broadcast networks.

The mantra at CNN used to be that the
news is the star, not the journalists. But |
think you can have it both ways.

You don’t mind limited ideological sparring?
Say, a show like Crossfire?

I think everything is a mix. When you say
you want to do more international news, it
doesn’t mean you want to do all interna-
tional news.

The war's storylines are fading. You've been

in crisis mode for a few months. What now?
Clearly, CNN’s strength is big news, so the
ratings will rise and fall depending on events.
We're just trying to find ways to bring in
viewers when there isn’t much news.

9/11 made us all a little less frivolous. It
was a summer of sharks and Gary Condit,
and there’s less of it now.

And probably, at least on CNN, there
will be less of that for the foreseeable future.
Sept. 11 taught us all that the world really
matters. We want to be the one network
that’s committed to bringing people what's
important around the world.

We have a chance to build our new pro-
grams for the future, to focus on the jour-
nalism, the nuts and bolts of making them
tighter, smarter, and more compelling.

How much has it cost to cover 9/11 and
Afghanistan?

In terms of expenses, I don’t know. We
were told to spend whatever it takes.

I suppose it has been tough to cover much
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If war turns boys into men,
then war has made Walter
Isaacson a TV man.

Isaacson, who had been edi-
torial director Time Inc., took
the reins as chairman and CEO
of CNN News Group last July
and inherited a CNN in flux.
Fox News was gaining momen-
tum while CNN looked rudder-
less, with flat ratings and stale
programming.

Early on, Isaacson thought
his biggest challenge would be
combating a slow news cycle.
“It's easy to run a magazine or
a news network when 200,000
troops are being landed on a
beach somewhere,” he said in

July at his first press conference.

A return to his roots

After Sept. 11, though, CNN
was back to its bread-and-but-
ter business as breaking news
erupted. Instead of focusing on
“fascinating and fun” program-
ming as he had planned, Isaac-
son was drawing on his
journalism roots, leading cover-
age of a war on terrorism.

His boss, Turner Broadcasting
chief Jamie Kellner, says he and
Isaacson complement each
other well. “He’s a journalist,
I'm a television guy,” Kellner
said last summer. “T feel
comfortable that the tradition
of CNN is being protected.”

Isaacson began his career in
newspaper, first with The
Sunday Times of London and

later for his hometown paper,
the New Orleans Times Picayune.

Moving to Time in 1978, he
worked his way up from
national-affairs reporter to as-
sistant managing editor. A two-
year stint as head of Time Inc.s
new-media division may be the
only blip on his résumé: Isaac-
son led the development of the
failed Pathfinder portal.

He returned to Time as man-
aging editor from 1996 to
2000, and colleagues credit
him with reinvigorating the
magazine at a time it was los-
ing ground to Newsweek.

“CNN is the same basic job
he did at Time: gauging the
market and the times and

devising the right product,”
said former NCTA Vice President
of Communications David Beck-
with, who worked with
Isaacson at Time.

Isaacson has a scholarly
streak. A Harvard College grad-
uate and Oxford University
Rhodes Scholar, he penned a
biography of Henry Kissinger
(“utterly fascinating,” gushed
the Kirkus Review) in 1993. He
also co-authored a book on
diplomats of the Cold War era.

Isaacson splits his time be-
tween New York’s suburban
Westchester County, where his
wife and 12-year-old daughter
still live, and CNN headquarters
in Atlanta.—A.R.

else. Have stories been neglected?
Enron has been a tough story to cover on
television, and we've worked very hard to
do it right. We had Lou Dobbs down in
Houston showing it as a biz story, rather
than an ideological story. It's not a natural
television story with great visuals, and it’s
not going to cause a4 huge spike in ratings.
We've done more on the economy than
other networks. Enron is a window to get
at some of the problems we had in the go-
go years of the '90s and why the economy
is so shaky right now.

A lot of people think television news is
interested in international news now but
that will fade away.

International news will not always have big
ratings spikes, but it's 2 core of CNN’s mis-
sion.,

Turner Broadcasting chief Jamie Kellner
says TV news is still showbiz. Does that
clash with your views?

I came in here as a journalist. It’s great to
learn aspects of the TV trade from Jamie,
but my push is on the journalistic side.

What are Jamie Kellner and programming
head Garth Ancier most involved in?

We don't talk about the journalism that
much. They’ve been involved in the look,
feel, design and promotion of the network.

| 18 Broadcasting & Cable/2-18-02 |

Do the promotions and showbiz elements
undermine the journalism at CNN?

We made a mistake with the promotions at
times, like the Paula Zahn promotion.
When I was at Time, I didn’t think good
promotion was bad for good journalism,

and [ don’t feel that way at CNN.

You are a TV programmer now, though. Has
that forced you to back off the journalism?
We've picked smart people with very strong
journalism credentials. We haven't gone

Rating news on cable

CNN has slipped below Fox in prime time

The monthly average rating spiked for all
cable news nets after Sept. 11.

Source: Turner Entertainment Research analysis of
Nielsen Media Research data

the non-journalistic route in programming.
That may help us or hurt us in the ratings.

What have you learned about the TV biz
that you didn’t expect?

Certainly, in print, managing the talent is a
lot easier than it is in TV. There’s a high vis-
ibility with TV. Everybody is trying to sec-
ond-guess or figure the motives behind any
move you make, instead of just saying they
hired Connie Chung because she’s a good
journalist and would produce good TV.

Personally, how have the past six months
been for you?

It's been an exciting thrill ride. [ look for-
ward to the time when [ can focus a lot
more on the journalism and a lot less on
the mechanics of putting together pro-
gramming,

You're here because the ratings were adrift,
right?

No, I'm here because they decided to bring
a journalist in, If your only goal is to bring
in good ratings, you wouldn’t focus as
much on the good journalism,

There's no resistance from corporate to the

journalistic approach?

CNN is very profitable and very healthy. It

gets good ad revenue because it’s recog-
(continued on page 19)
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What's in a Cable System?

Once fairly localized, operations are increasingly run
by regional—and higher—management

IN THE OLD DAY Y —say, five years ago—cable systems were fairly local-

ized. A system might be one franchise area—Chicago, for example—or might cover sev-
eral adjacent suburban towns. It would have its own customer-service operation, its own
technicians. Key decisions were made by the local general manager.

Today, clustering has changed the nature of cable systems. With the wide deployment
of fiber optics, a single cable headend might serve a large region. AT&T has fibered togeth-
er 90% of metro Chicago into two headends, down from more than 30; Adelphia has done
the same with virtually every system in the state of Vermont.

Therefore, in identifying the top 100 cable systems, ranked according to number of
subscribers reported by each operator, we looked at management: Who is making the
key decisions in an operation? Even in supposedly decentralized companies, a lot of oper-
ating power that once lay with local general managers now resides with regional and
super-regional managers. At Cablevision Systems, for instance, operations are divided by
product line, with one senior vice president running basic and pay video services and
another in charge of digital and interactive services. They dictate operations across areas
in three states that comprise metro New York.

So we asked companies as much about their management structure as we did about
their physical operations. Most companies were cooperative and interested in outlining
how their companies were run. The notable exception was Adelphia Communications,
which declined to disclose some of the most basic information about its properties.

The listing was compiled by free-lance writer Alan Waldman (818-708-7707, awald-
man@pacbell.net).

il
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The Ranking

In order of number of basic subscribers

RANK SYSTEM

Eastern Division
Greater New York
New England

Bay Area

Chicago

Mid-Atlantic Division
New York City

Great Lakes Region
Seattle

Southeast Michigan Cluster
Tampa Bay

Florida

Miami

Central Florida
Houston

Eastern Tennessee Cluster
Atlanta

Denver

New England
Pittsburgh

Phoenix

Sacramento

Dallas

Oregon and Southwest Washington

San Diego

Southern California
Virginia

St. Louis

Desert Coastal Los Angeles
West Florida Cluster
Raleigh

_ Milwaukee

Western Ohio.

34 Hampton Roads

Northeast Ohio
Charlotte

Las Vegas

Los Angeles
Hawaii
Tri-County Southern California
Greensboro
Twin Cities
Syracuse
Cincinnati

San Antonio
South Carolina
Austin

Wichita

Grand Rapids
Cotumbus

BASIC SUBS

3,100,000
2,999,105
2,000,000
1,800,000
1,700,000
1,300,000
1,235,984
1,069,406
1,050,000
1,000,000
945,000
744177
742,000
701,000
667,000
654,000
645,000
625,000
620,000
605,000
581,526
550,000
545,000
540,000
533,541
525,835
520,344
518,000
488,279
454,000
447,000
435,000
413,000
411,050
386,000
378,000
371,000
370,000
355,000
350,000
349,000
336,000
335,000
332,000
330,000
328,000
320,000
319,151
317,000
316,000

51
52
53
54
55
56
57
58
59
60

61

62

63
64
05
66
67
68
69
70
i
7
73
74
75
76
77
78
79
80
81
82
83
84
85
86
87

88

89
90
91
92
93
94
95

97
98
99

100

RANK SYSTEM

Kansas City
Rochester
Albany

New Orleans
Indianapolis
Oklahoma City
Salt Lake City
Jacksonville
Louisville, KY
West Texas
Greenville/Spartanburg/Anderson

Orange County

Madison
Southeast Michigan
Memphis
Worchester
Minnesota

San Diego

Los Angeles South
Omaha

Suburban New York (Liberty}
Baton Rouge
Tulsa

Ft. Worth
Birmingham
Binghamton
Suburban Atlanta
Pensacola
Richmond

Fresno

Green Bay

Los Angeles North
Wilmington (N.C)}
Reno

Los Angeles
Tucson

California Desert Cities

Toledo Buckeye

Central North Carolina
Charleston )
Peoria/Bloomington/Normal, IL
Colorado Springs

Indianapolis

Jackson/Monroe

El Paso

96  Springfield, IL

Northeast Indiana
Waco

Fond du Lac
Lincoln

OWNER

Al&| Broadband

Time Warner
Charter
Time Warner

Time Warner

AT&T Broadt

28

AT&T Broadt
me Ywarner

Time Warher

ime Warne

arter

Lnarter
Cox

r

Block

Cl

BASIC SUBS

314,000

313,25

300,000
270,013
270,000
262,794
262,437
262,000
254,000

250,000

240,000
240,000
235,000
229,000
224,000
220,000
206,000
205,000
195,552
183,000
175,000
174,000
172,500
172,000
171,000
169,797
165,000
162,123

155,000

151,200
151,150
151,100
150,100
150,000
140,000
139,000
131,000
128,281
128,000
127,366
125,000
123,000
121,485
118,000
117,781
114,000
113,100
113,000
111,000
110,100

00l dOL

wn
-

qe)
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Fastq Div

200 Cresson Blvd.

Qaks, PA 19456
610-650-3000

OWNERSHIP: Comcast Cable
Communications

BASIC SuBS: 3,100,000
(parts of Pennsylvania,
Delaware, New Jersey and
Connecticut)

EXPANDED BASIC: NA

PENETRATION: NA

TOP EXECUTIVE: Mike Doyle,
Eastern division president; b.
New York, 1945, B.A., politi-
cal science and psychology,

Drew University, 1976; imme-

diate past position: regional
vice president, Comcast East
and West Coasts

2
N
1111 Stewart Ave.
Bethpage, NY 11714
516-803-2300
OWNERSHIP: Cablevision
Systems Corp.
BASIC SUBS: 2,999,105
{Long Island, Bronx, parts of
Brooklyn, lower Hudson Val-
ley region, NY, southern Con-
necticut, northern New Jer-
sey)
EXPANDED BASIC: $37.73
for 87 channels
PENETRATION:

PAY: 8.3%

DIGITAL: NA

MODEM: 15.3%

NA = Not Available

TOP EXECUTIVE: James L.
Dolan, president/CEQ; b. Long
Island, NY; attended State
University of New York-New
Paltz; immediate past posi-
tion: CEQ, Rainbow Program-
ming Holdings (now Rainbow
Media Holdings Inc.), sub-
sidiary of Cablevision; voice:
516-803-1002; fax: 516-803-
181

3

139 Lewis Wharf

Boston, MA 02110-3926
617-854-3527

OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 2,000,000
(more than 300 communities,
including Boston, Springfield,
Lawrence, Lowell, New Bed-
ford, Fall River, Waltham,
Weston, Newton and Cape
Cod, MA; Manchester and
Concord, NH; Hartford and
New Britain, CT; and south-
ern Maine)

EXPANDED BASIC: $35-$38
for 65-70 channels
PENETRATION: NA

‘L&I

TOP EXECUTIVE: David
Grain, senior VP; b. Martha's
Vineyard, MA, 1962; B.A.,
English, Holy Cross College,

1984; M.B.A., Dartmouth
College, 1989; immediate
past position: principal, Mor-
gan Stanley Dean Witter;
voice: §17-854-3559; fax:
617-854-3970; e-mail:
dgrain@Broadband.att.com

4

12647 Alcosta Blvd,, Ste. 200
San Ramon, CA 94583
925-973-7000

OWNERSHIP: AT&T Broad-
band

BASIC suBs: 1,800,000
{entire San Francisco Bay
area)

EXPANDED BASIC: an aver-
age of $34 for 75 channels
PENETRATION: NA

TOP EXECUTIVE: Don
Schena, senior VP; attended
University of Toledo; immedi-
ate past position: senior VP,
MediaOne Midwest Region;
voice: 925-973-7000; fax:
925-973-7015

5

1500 McConnor Pkwy
Schaumberg, IL 60173
847-585-6300
OWNERSHIP: AT&T Broad-
band
BASIC suBs: 1,700,000
{Chicago, Elgin, Naperville,
Elmhurst, Orland Park, Oak
Park, Northbrook, Lake For-
est, Evanston, Aurora, St.
Charles, Burr Ridge, IL)
EXPANDED BASIC: $33 for
51 channels
PENETRATION:

PAY: 36%

DIGITAL: 26%

MODEM: 9%

TOP EXECUTIVE: Joe Stack-
house, senior VP; b. Denver,
€0, 1961; B.S., psychology,
Colorado State University,
1984; immediate past posi-
tion: senior VP, AT&T Broad-
band, Denver Metro Area;
voice: 847-585-6310; fax:
847-585-6336; e-mail: stack-
house.joseph.r@Broadband.a
tt.com

8007 Corporate Dr., Ste. N
Baltimore, MD 21236
410-931-4600

OWNERSHIP: Comcast Cable
Communications

BASIC SUBS: 1,300,000
(includes parts of Maryland,
Virginia and Washington, DC)
EXPANDED BASIC: NA

PENETRATION: NA

TOP EXECUTIVE: Steve
Burch, Mid-Atlantic division
president; B.A., English, Uni-
versity of Maryland, 1975;
1.D., Gonzaga University,
1979; immediate past posi-
tion: Comcast regional vice
president

L4

New York
120 €. 23rd St.

New York, NY 10010
212-598-7200
OWNERSHIP: Time Warner
Cable

BASIC SUBS: 1,235,984
(Manbhattan, Queens, Staten
Island, Mt. Vernon, western
third of Brooklyn, NY, and
Bergen County, NJ)
EXPANDED BASIC: $31.48-
$37.57 for 65-69 channels
PENETRATION: NA

a8

TOP EXECUTIVE: Barry
Rosenblum, president; b.
Queens, NY, 1952; BS., aero-
nautical engineering, Arizona
State University, 1975; imme-
diate previous position: presi-
dent, Time Warner Cable
Brooklyn/Queens; voice: 212-
598-7389; fax: 212-420-
4803; e-mail: barryrosenblum
@tweable.com

1 N. Main St.

Coudersport, PA 16915
814-274-9830
OWNERSHIP: Adelphia
BASIC SuBS: 1,069,406
{Pennsylvania, eastern Ohio,
western New York)
EXPANDED BASIC:
PENETRATION: NA

TOP EXECUTIVE: Bob Wahl,
regional VP; voice: 814-274-
9830 ext. 4303; 814-274-
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7098; e-mail: bwahl@
Adelphia.net

22025 30th Dr. SE

Bothell, WA 98021
425-398-6000
OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 1,050,000
(Seattle, Bellevue, Tacoma,
Bellingham, Everett, Olympia,
Bremerton, Spokane,
Aberdeen, WA)
EXPANDED BASIC: $31.20
for 74 channels
PENETRATION: NA

asttie

-

o

TOP EXECUTIVE: LeAnn Tal-
bot, senior VP; b. Anoka, MN;
B.A., journalism, University of
Minnesota, 1979; MBA.,
University of Wyoming/Air
Force Institute of Technelogy,
1982; immediate past posi-
tion: regional president, Veri-
zon Wireless; voice: 425-398-
6203; fax: 425-398-6154;
e-mail: talbot.leann@Broad-
band.att.com

10

|

Telegraph Rd., Ste. 44008
Southfield, Mi 48034
248-233-4700
OWNERSHIP: Comcast Cable
Communications

BASIC suBsS: 1,000,000
{Detroit, Ann Arbeor, South-
field, Royal Oak, Sterling
Heights, Warren, Grosse
Pointe, Auburn Hills,
Rochester and Troy, M)
EXPANDED BASIC: NA
PENETRATION: NA

TOP EXECUTIVE: Dave Scott,
Midwest division president;
B.B.A., accounting, Cleveland
State University; immediate
past position: senior VP, Com-
cast Southeast region

11
Tim N
Tampa Bay

2600 McCormick Dr,, Ste. 255
Clearwater, FL 33759
727-791-7730

OWNERSHIP: Time Warner
Cable

BASIC SUBS: 945,000 {eight
counties surrounding Tampa
Bay, FL)

EXPANDED BASIC: average
of $39.25 for 80 channels
PENETRATION: NA

TOP EXECUTIVE: Jeffrey A.
McQuinn, division president;
b. Indianapolis, 1942; BS.,
marketing, 1964, and M.B.A,,
1965, University of Indiana;
immediate past position: divi-
sion president, Time Warner
Indianapolis; voice: 727-791-
7730; fax: 727-791-8201;
e-mail: Jeff mcquinn@
twcable.com

12

Adc i

20800 Southwest 167th Ave.
Miami, FL 33187
305-238-7690

OWNERSHIP: Adelphia Cable
BASIC SUBS: 744,177
(Greater Miami, Greater Ft.
Lauderdale, the Florida Keys,
Pompano, Vero Beach, Ft.
Pierce and Stuart, FL)

EXPANDED BASIC: NA
PENETRATION: NA

TOP EXECUTIVE: Jean Sim-
mons, GM; voice: 305-238-
7690

\T&T Miami
600 N. Pine Island Rd., Ste.
100
Plantation, FL 33324
954-533-5124
OWNERSHIP: AT&T Broad-
band
BASIC SuBS: 742,000 (Mia-
mi, Hialeah, Coral Gables,
Kendall, The Florida Keys,
Miami-Dade County, FL)
EXPANDED BASIC: $20-$25
for an average of 55 channels
PENETRATION:

PAY: NA

DIGITAL: 24%

MODEM: 8%
TOP EXECUTIVE: Ellen Felipi-
ak, senio VP; voice 654-533-
5124

arne

14

Central rida

2251 Lucien Way

Maitland, FL 32751
407-215-5524

OWNERSHIP: Time Warner
Cable

BASIC suBS: 701,000
(Orange, Seminole, Osceola,
Volusia and Brevard counties,
including Orlando, Altamonte
Springs, St. Cloud, Kissim-
mee, Daytona Beach and
Melbourne, and parts of Mar-
ion, Lake, Flagler and Sumter
counties including Belleview,
Clermont, Flagler Beach and
Bushnell, FL)

EXPANDED BASIC: $39.99
for 70 channels
PENETRATION: NA

TOP EXECUTIVE: John N.
Rigsby, division president; b.
Easton, PA, 1946; B.A., politi-
cal science, Brown University,
1968; M.B.A., Harvard, 1976;
immediate past position:
president, Manhattan Divi-
sion, Time Warner Cable;
voice: 407-215-5524

16

15

HOUsSIon

8400 W. Tidwelt Rd.
Housten, TX 77040
713-462-1900
OWNERSHIP: Time Warner
Cable

BASIC SUBS: 667,000 (59
cities, including Houston,
Pasadena, Bellaire, Freeport,
Galena Park, Galveston, Katy,
Kemah, La Porte, Rosenberg,
Texas City, Tomball and
Woodlands, TX)

EXPANDED BASIC: $34.95
for 69 channels

PENETRATION:
paY: 87%
DIGITAL: 34%
MODEM: NA

TOP EXECUTIVE: Ron McMil-
lan, president; b.
Brownwood, TX; BA.,
Howard Payne Coliege;
immediate past position:
president/GM, Time Warner
Milwaukee; voice: 713-895-
2601, ron.mcmillan@twica-
ble.com

2 NF 2 Cluster

360 Interstate N. Pkwy, Ste,
600

Atlanta, GA 30339
678-385-5100

OWNERSHIP: Comcast Cable
Communications

Basic subs: 654,000
{Nashville, Knoxville and
Chattanooga, TN}
EXPANDED BASIC:
PENETRATION: NA

TOP EXECUTIVE: John Ridall,
president, South Division;
immediate past position:
senior VP, MediaOne, Atlanta;
voice: 678-385-5100; fax:
678-385-5101

17

2925 Courtyards Dr.
Norcross, GA 30071
770-559-2424
OWNERSHIP: AT&T Broad-
band
BASIC SUBS: 645,000
EXPANDED BASIC: $37.27
for 74 channels
PENETRATION:

PAY: 21%

DIGITAL: NA

MODEM: 5.2%

TOP EXECUTIVE: Steve
White, regional senior VP;
Indiana University; immedi-
ate past position: regional VP,
TC!; voice: 770-559-2955;
fax: 770-559-7692; e-mail:
stevewhite@Broadband.
att.com

18

8000 E. liff Ave.

| Denver, CO 80231

303-603-2000
OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 625,000 (six-
county Denver Metro Area
and most communities from
Fort Collins south to Castle
Rock, as well as Summit and
Eagle counties, CO)
EXPANDED BASIC: $33.03
for 75 channels
PENETRATION: NA

TOP EXECUTIVE: Mary L.
White, Senior VP; B.A., com-
munications, Northeastern
lllingis University, 1985;
voice: 303-603-2000; fax:
303-603-2600; e-mail:
white.mary@broadband.
att.com
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Adel

35 Resnik Rd

Plymouth, MA 02360
508-732-1500

OWNERSHIP: Adelphia Cable
BASIC SUBS: 620,000
(Maine, New Hampshire, Ver-
mont, Massachusetts, Con-
necticut and upstate New
York)

EXPANDED BASIC: $36-$42
for 60-75 channels

PENETRATION:
PAY: NA
DIGITAL: 21%
MODEM: 13.2%

TOP EXECUTIVE: James C.
Sweeney Jr, regional VP; b.
Olean, NY, 1956; B.S. in busi-
ness administration,
LeMoyne College, 1978;
immediate past position:
Adelphia regional manager
for Southeast Massachusetts;
voice: 508-732-1563; fax:
508-830-3990; e-mail:
jim.Sweeney@adeiphia.com

20

AT&T Pittsburgh
300 Corliss St.

Pittsburgh, PA 15220
412-875-1100

OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 605,000 (Pitts-
burgh, Greensburg, Washing-
ton, and Beaver Falls, PA;
Steubenville, OH; suburbs of
Cleveland; Wheeling and
Weirton, WV; and Richmond,
VA)

EXPANDED BASIC: $36-$39
for 63 channels
PENETRATION: NA

TOP EXECUTIVE: Jeffrey C.
Harshman, senior VP; b.
Washington, PA; attended
Edinboro University, PA;
immediate past position: GM,
ATT Broadband, Pittsburgh;
voice: 412-875-1108; fax:
412-331-7452; e-mail: harsh-
man jeff@Broadband.att.com

21
Cox Phoen
20401 N. 29th Ave.
Phoenix, AZ 85027
602-866-0072
OWNERSHIP: Cox Communi-
cations
BASIC SUBS: 581,526
EXPANDED BASIC: $37.95
for 74 channels
PENETRATION:

PAY: 25%

DIGITAL: 25%

MODEM: 13.3%

TOP EXECUTIVE: Stephen
Rizley, VP/GM; b. Glendora,
CA; B.A. in communications,
Brigham Young University;
master's in international
management, Thunderbird,
The American Graduate
School; immediate past posi-
tion: regional VP, Cox Com-
munications Advertising
Sales; voice: 623-322-7137;
fax: 623-322-7424; e-mail:
steve.rizley@cox.com

22

AT&T Sacramento
2882 Prospect Park Dr.
Rancho Cordova, CA 95670
916-858-4800
OWNERSHIP: AT&T Broadband

BASIC SUBS: 550,000 (Sacra-
mento, Stockton, Modesto,
Fresno and Chico, CA}
EXPANDED BASIC: $34.95
for 72 channels
PENETRATION: NA

TOP EXECUTIVE: Jeff Hark-
man, senior VP; b. Cokato,
MN; B.A., speech communi-
cations, University of Min-
nesota; immediate past posi-
tion: VP/IGM, Minnesota
MediaOne; voice: 916-858-
4901, fax: 916-858-4801;
e-mail: jharkman@Broad-
band. att.com

23

AT&T Dallas

2951 Kinwest Pkwy.

Irving, TX 75063
972-830-3800
OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 545,000 (Dal-
las, Garland, Plano, Irving
and 45 nearby communities,
X)

EXPANDED BASIC: $34.64
for 85 channels
PENETRATION: NA

TOP EXECUTIVE: Paula Trust-
dorf, senior VP; b. Peoria, IL;
attended Colorado Women's
College; immediate past posi-
tion: VP, operations and cus-
tomer service, AT&T Broad-
band’s Northwest Division;
voice: 972-830-3800; fax:
972-830-3921; e-mail: trust-
dorf.paula@Broadband.
att.com

24

ngton

3075 NE Sandy Bivd.
Portland, OR 97232
503-230-2099

OWNERSHIP: AT&T Broad-
band

Basic subs: 540,000 (Vancou-
ver, WA; the Portland, OR,
metropolitan area—includ-
ing suburbs Beaverton,
Tualatin, Hillshore, Lake
Oswego, Gresham; Salme,
Albany, Corvallis and Eugene,
OR)

EXPANDED BASIC: $30.99-
$35.99 for 35-69 channels
PENETRATION: NA

TOP EXECUTIVE: Curt Hen-
ninger, senior VP; b. Geneva,
IL, 1957; B.S., marketing, Uni-
versity of lllinois,
Champagne, 1979; immedi-
ate past position: VP, market-
ing and sales, MediaOne
North East Region; voice:
503-230-2099; fax: 503-963-
5149; e-mail: henninger.curt
@Broadband.att.com

25

Cox San Diego

5159 Federal Blvd.

San Diego, CA 92105
619-263-9251

OWNERSHIP: Cox Communi-
cations

BASIC SUBS: 533,541 (San
Diego County)

EXPANDED BASIC: $36.25
for 71 channels
PENETRATION: NA

TOP EXECUTIVE: William K.
Geppert, VP/GM; b. Cumber-
land, MD; B.A., social science,
University of South Florida;
previous experience: managing
director of Cable North West,
United Kingdom; voice: 619-
266-5353; fax: 619-266-5060

26

550 N. Continental Blvd., 250
El Sequndo, CA 90245
310-647-3000
OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 525,835 (Los
Angeles, Hollywood, Costa
Mesa, Tustin, Santa Clarita,
Tujunga and Corona, CA)
EXPANDED BASIC: $28.08
for 40 channels

PENETRATION: NA

TOP EXECUTIVE: Debi Piccio-
lo, senior VP; Burbank, CA;
attended University of Cali-
fornia at Los Angeles; imme-
diate past position: VP, opera-
tions, Western Region,
MediaOne; voice: 310-647-
3000; fax: 310-647-3079

27

Adelphia Virginia
560 Patton St.

Danwille, VA 24541
434-797-4131

OWNERSHIP: Adelphia Cable
BASIC suBS: 520,344
{Danville, Warranton,
Troutville, Salem, Harrison-
burg, Matthews, Dante, Nor-
ton, Culpeper and Stoutville,
VA)

EXPANDED BASIC: NA
PENETRATION: NA

TOP EXECUTIVE: Ted Crane,
general manager

28

ch:: ter ._.'..i§»
12412 Powerscourt Dr., Ste,
200

St. Louis, MO 63131

| 314-543-6600

OWNERSHIP: Charter Com-
munications

BASIC SUBS: 518,000 (St.
Louis and St. Charles coun-

-
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ties, and Metro East, includ-
ing Belleville, IL)

EXPANDED BASIC: $45.85
for 75 channels
PENETRATION: NA

TOP EXECUTIVE: Jim Holan-
da, VP of operations; b.
Berea, OH, 1965; B.A., politi-
cal science, Ohio State Uni-
versity, 1987; immediate past
position: Comcast director of
business operations

29

2323 Teller Rd.
Newbury Park, CA 91320
800-427-3731
OWNERSHIP: Adelphia Cable
BASIC SuBS: 488,279 (Palm-
dale, Redlands, Hemet, Chino,
Ontario and 13 communities
inVentura County, CA}
EXPANDED BASIC: $25-$50
for 40-75 channels
PENETRATION:
PAY: 28% (varies from
9% in Oxnard to 47% in
Newbury Park/Ventura)
DIGITAL: Varies from
0.3% in Ontario t0 1.22%
in Redlands
MODEM: NA

2 A

TOP EXECUTIVE: Dan
Deutsch, area manager; b.
Tacoma, WA, 1960; immedi-
ate past position: area direc-
tor, AT&T Broadband; voice:
805-375-5201; fax: 805-375-
3176; e-mail: dan.deutsch@
adelphiacom.com

20

[ 1S

360 Interstate N. Pkwy, Ste.

600
Atlanta, GA 30339

678-385-5100

OWNERSHIP: Comcast Cable
Communications

BASIC SUBS: 454,000 (Pana-
ma City, Talahassee, Sarasota,
Lake County, Sebring and
Bartow, FL)

EXPANDED BASIC: NA
PENETRATION: NA

ToP EXECUTIVE: John Ridall,
vice president, South Divi-
sion; immediate past posi-
tion: senior VP, MediaOne,
Atlanta; voice: 678-385-
5100; fax: 678-385-5101

31

101 Innovation Ave., Ste. 100
Morrisville, NC 27560
919-573-7000

OWNERSHIP: Time Warner
Cable

BASIC SUBS: 447,000 (16-
county area covering Central
and Southeastern North Car-
olina, including Raleigh,
Durham, Chapel Hill, Fayet-
teville, Goldsboro and Wil-
son)

EXPANDED BASIC: $32.50-
$39.70 for 68-73 channels

PENETRATION: NA

TOP EXECUTIVE: Randy Fras-
er, division president; b. Lees-
burg, FL, 1949; B.A., mass
communications, University
of South Florida, 1972; imme-
diate past position: headed
Raieigh division for American
Television and Communica-
tions; voice: 919-573-7000;
fax: 919-573-7042; e-mail:
randy.fraser@twcable.com

32

1320 N. Martin Luther King
Ir.Dr.

Milwaukee, WI 53212
414-277-4000
OWNERSHIP: Time Warmner
Cable

BASIC SUBS: 435,000
(greater Milwaukee)
EXPANDED BASIC: $35 for
64 channels
PENETRATION: NA

TOP EXECUTIVE: Carol
Hevey, president; immediate
past position: Time Warner
Pertland, ME, division presi-
dent; voice: 414-277-4000;
fax: 414-277-8049;
carol.hevey@twcable.com

33

4333 Display Ln.

Kettering, OH 45429
937-294-6800
OWNERSHIP: Time Warner
Cable

BASIC SUBS: 413,000 (378
communities, including Day-
ton and Lima, OH)
EXPANDED BASIC: $37.95
for 70 channels

PENETRATION: NA

TOP EXECUTIVE: Gerald
DeGrazia, division president;
b. Detroit, MI, 1950; bache-
lor's degree, 1972, and
M.B.A., 1981, University of

Detroit; immediate past posi-

tion: operations VP, Time
Warner Cable International;
voice: 937-396-8300; fax:
937-396-8804; e-mail:JDe-
Grazia@twcwoh.com

34

Road:

225 Clearfield Ave.

Virginia Beach, VA 23462
757-224-426%

OWNERSHIP: Cox Communi-
cations

BASIC suBs: 411,050
EXPANDED BASIC: NA
PENETRATION: NA

TOP EXECUTIVE: Frank Bow-
ers, VPIGM

35
Time Warner
530 S. Main St.

Akron, OH 44311
330-633-9203
OWNERSHIP: Time Warner
Cable

BASIC SUBS: 386,000 (207
communities, including
Akron, Canton, Youngstown,
Warren, Mansfield and Nor-
walk, OH)

EXPANDED BASIC: 65 chan-
nels

PENETRATION: NA

-

TOP EXECUTIVE: Stephen R,
Fry, division president; b. East
Canton, OH; attended Kent
State University; immediate
past position: general man-
ager, Time Warner, Akron;
voice: 330-633-9203; fax:
330-633-7970; e-mail:
twcable@neo.rr.com

36
T

3140 W. Arrowood Rd.
Charlotte, NC 28273
704-378-2900
Ownership: Time Warner
Cable

BASIC SUBS: 378,000 (100
communities in nine counties
around Charlotte, NC)
EXPANDED BASIC: $39.75
for 82 channels
PENETRATION: NA

TOP EXECUTIVE: David
Auger, division president;
attended Ohio State Universi-
ty; immediate past position:
president of Time Warner
Minneapolis; voice: 704-378-
2943; fax: 704-504-1997;
e-mail: david.auger@
tweable.com

37

121 S. Martin Luther King
Blvd.

Las Vegas, NV 83106
702-383-4000

OWNERSHIP: Cox Communi-
cations

BASIC suBS: 371,000 (Las
Vegas, North Las Vegas, Hen-
derson, Boulder City, Clark
County, NV}

EXPANDED BASIC: $32.99
for 67 channels

PENETRATION:
PAY: NA
DIGITAL: 28%
MODEM: 17%

TOP EXECUTIVE: Mark Lip-
ford, VP/GM:; b. Akron, CH,
1956; B.A., political science,
Ohio Northern University,
1978; immediate past posi-
tion: regional VP, Cablevision;
voice:702-384-8084 ext. 280;
fax: 702-383-0614; e-maii:
Mark.lipford@cox.com

38

Los Ar ",t:( ES

2939 Nebraska Ave.
Santa Monica, CA 90404
310-829-7079
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what they want.

! ~ And they're willing
~ to pay for It.

From mildly erotic to the most revealing
programming on television, Playboy TV
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. Give your viewers what they want. Get the
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most out of your adult lineup. Just one

phone call will do it.

Playboy TV Networks Sales & Affiliate Relations:

Atlanta 770 935-7111 Chicago 312 751-8000
Los Angeles 310 246-4000 New York 212 261-5000

© 2002 Playboy Entertainment Group, Inc, All Rights Reserved.
Playboy, Playboy TV, TV Set with Rabbit Head Design, Rabbit Head Design and Instant Access are trademarks of Playloy
and used with permission. Spice, Spice 2, Hot Net and Hot Zone are trademarks of Spice and used with permissions
Vivid TV is a trademark of Vivid Video, Inc. and used with permission.
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OWNERSHIP: Adelphia Cable
BASIC suBs: 370,000
(includes Beverly Hills, Santa
Monica, Hollywood, West
Hollywood, West Los Angeles,
East Los Angeles, Marina del
Rey, South Bay area and west
San Fernando Valley, CA)
EXPANDED BASIC: $46.89 for
80 channels
PENETRATION:

PAY: 27%

DIGITAL: 30%

MODEM: 12%

TOP EXECUTIVE: Nigel Ives,
area manager; b, London, UK,
1955; B.A., history, Kings Col-
lege, University of London,
1978; immediate past posi-
tion: GM, Century Communi-
cations; voice: 310-315-4441;
fax: 310-264-8017; e-mail:
nigel.ives@adelphia.com

39
Oceanic T
Warner
200 Akamainui St.

Mililani, HI 96789
808-625-2100

OWNERSHIP: Time Warner
Cable

BASIC SUBS: 355,000 (entire
state of Hawaii)

EXPANDED BASIC: $34 for
50 channels

PENETRATION: NA

Hawai

k|

TOP EXECUTIVE: Nate Smith,
president; b. Mt. Kisco, NY,
1952; B.A., English and
humanities, Ohio Wesleyan
University, 1974; immediate
past position: CEQ, Sky TV,
New Zealand; voice: 808-

625-2100; fax; 808-625-
5888; e-mail: nsmith@ocean-
ic.com

40
Adelol
Te

Southern lif

3041 E. Miraloma Ave.
Anaheim, CA 92806
714-632-9222

OWNERSHIP: Adelphia Cable
BASIC SUBS: 350,000 {(com-
munities in Los Angeles,
Orange and San Diego coun-
ties, including Anaheim, San-
ta Ana, Carlsbad, Glendora,
Diamond Bar and Arcadia,
CA)

EXPANDED BASIC: $39 for
62 channels

PENETRATION: NA

TOP EXECUTIVE: Pennie Con-
tos, area manager; b. Boston;
associate’s degree in busi-
ness administration, Middle-
sex College, 1976; immediate
past position: Orange County
regional manager for Century
Communications; e-mail:
pennie.contos@adelphia.com

41

Tiry Warnar
Greensboro
4510 Weybridge Ln.

Greensboro, NC 27407
336-665-0160

OWNERSHIP: Time Warner
Cable

BASIC SUBS: 349,000
{Greensboro/Guilford County,
High Point/lamestown, Arch-
dale/Trinity, Asheboro/Ran-
dolph County, Rockingham
County, Winston-Salem,
Davidson County, Dobson
and Alamance County, NC)
EXPANDED BASIC: $40.15
for more than 70 channels
(varies)

PENETRATION:
PAY: 58%
DIGITAL: 22%
MODEM: 14%

TOP EXECUTIVE: Jack Stan-
ley, president; b. Georgia;
Electronics Technology School
at South Georgia Technical
School, 1967; immediate past
position: VP of operations,
Time Warner Charlotte; voice:
336-665-0160; fax: 336-665-
0854; e-mail: jack.stanley@
twcable.com

42
vin ¢

10 River Park Plaza

St Paul, MN 55107
651-493-6000
OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 336,000 (St.
Paul, Roseville and Brooklyn
Park, MN})

EXPANDED BASIC: $37 for
70 channels
PENETRATION: NA

TOP EXECUTIVE: Jim Com-
mers, VP; b. Minneapolis,
1956; B.A., industrial rela-
tionsipolitical science, Uni-
versity of Minnesota, 1974;

ties

| immediate past position:

director of operations, AT&T
Broadband, St Paul, MN;
voice: 651-495-5555; fax:
651-493-5838; e-mail: jcom-
mers@Broadband.att.com

Syracuse

6005 Fair Lakes Rd.

East Syracuse, NY 13057
315-634-6000
OWNERSHIP: Time Warner

| Cable (TWE-AN}

BASIC suBS: 335,000 (city
and suburban Syracuse, Cort-
land, Fulton, Oswego and

Central Square, NY)

EXPANDED BASIC: $40.15
for 71 channels
PENETRATION: NA

TOP EXECUTIVE: Steve
Miron, VP/GM; b. Syracuse,
NY, 1966; B.S., marketing,
American University; immedi-
ate past position: regional
manager, New Channels
Corp.; voice: 315-634-6200;
fax: 315-463-8020

44

ncinnati
11252 Cornell Park Dr.
Cincinnati, OH 45242
513-489-5000
OWNERSHIP: Time Warner
Cable
BASIC SUBS: 332,000 (130
communities surrounding
Cincinnati}
EXPANDED BASIC: $23-324

| for 90 channels

PENETRATION: NA

TOP EXECUTIVE: Virgil M.
Reed, president; b. El Paso,
TX, 1944; B.S,, electrical engi-
neering, Texas Tech, 1966;
M.B.A., Southern Methodist
University, 1974; immediate
past position; president,
Jones Space Link; voice: 513-
489-5069; fax: 513-489-
5991; e-mail:
virgil.reed@twcable.com

45

Time Warner

San Antonio

84 NE Loop 410, Ste. 200
San Antonio, TX 78216
Mail: P.O. Box 460849

San Antonio, TX 78246
210-352-4600
OWNERSHIP: Time Warner
Cable

BASIC suBs: 330,000
EXPANDED BASIC: $41.35

for 69 channels
PENETRATION: NA

TOP EXECUTIVE: Navarra R.
Williams, division president;
b. Washington, DC, 1954;
B.S., business administration,
1976, and M.B.A., 1981, Uni-
versity of Indianapolis; imme-
diate past position: executive
VPIGM, Paragon Cable,
Orange County; voice: 210~
352-4699; fax: 210-352-4694

46

Time Warner

South Carolina

293 Greystone Bivd.
Columbia, SC 29210
803-251-5300

OWNERSHIP: Time Warner
Cable

BASIC suBs: 328,000
{Columbia, Orangeburg, Myr-
tle Beach, Florence and Sum-
merville, SC)

EXPANDED BASIC: $42.78

for 65 channels
PENETRATION: NA

TOP EXECUTIVE: Jeffrey A.
Hirsch, VP/GM; b. Providence,
Rl, 1972; B.A., communica-
tions, University of Pennsyl-
vania, 1994; M.B.A, The
Amos Tuck School at Dart-
mouth College, 1939; imme-
diate past position: assistant
to the president, Time Warner
Cable of New York City;
voice: 803-251-5267; fax:
803-251-5309; e-mail: Jef-
frey.Hirsch@twcable.com

47

Time Warner Austin
12012 N. MoPac Expwy.
Austin, TX 78758
512-485-5555

OWNERSHIP: Time Warner
Cable

BASIC suss: 320,000
(Austin, Round Rock, San
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Marcos and Cedar Park, TX)
EXPANDED BASIC: $41.67
for 76 channels
PENETRATION: NA

TOP EXECUTIVE: Tom Kinney,
division president; b. Council
Bluffs, 1A, 1956; B.S., business
administration, Lubbock
Christian University, 1978;
immediate past position: divi-
sion president, Time Warner
Cable, New England Division;
voice: 512-485-6200; fax:
512-485-6105; e-mail:
tom.kinney@twcable.com

48
Cox Wichita
701 E. Douglas
Wichita, KS 67202
316-262-4270
OWNERSHIP: Cox Communi-
cations
BASIC SUBS: 319,151
EXPANDED BASIC: $33.98-
$36.88 for 35-70 channels
PENETRATION:
pAY: 20%
DIGITAL: 13.1%
MODEM: 12.1%

TOP EXECUTIVE: Donald ).
Karell, VP/GM; attended Uni-
versity of Montana and Texas
A&M University; immediate
past position: VP/GM, Cox
Middle Georgia; voice: 316-
262-4270; fax: 316-262-
2330; e-mait:
don.karell@cox.com

49
AT&T Grand Rapids
3260 Eagle Park Dr. NE,
Ste. 111
Grand Rapids, MI 49525
616-977-2200
OWNERSHIP: AT&T Broad-
band
BASIC suBs: 317,000 (Mid-
and Western Michigan,
including Adrian, Grand
Rapids, Jackson, Lansing,
Muskegon and Holland)
EXPANDED BASIC: Average
of $24.99 for average of 31
channels
PENETRATION:

PAY: 80%

DIGITAL: 20%

MODEM: 3%
TOP EXECUTIVE: Tom
Unglaub, senior VP; b. Pitts-
burgh; bachelor’s degree in
finance, Indiana University of
Pennsylvania, 1978; immedi-
ate past pasition: VP of mar-
keting, AT&T Broadband East;
voice: 616-464-2226; fax:
616-464-2220; e-mail:
Unglaub.Tom@Broadband.
att.com

50

Time Warnetr
Columbus

1266 Dublin Rd.
Columbus, CH 43215
614-481-5000
OWNERSHIP: Time Warner
Cable

BASIC suBS: 316,000
{Columbus metropolitan area
and 19 counties in Central
and Southeast Ohio)
EXPANDED BASIC: $32.15
for 67 channels
PENETRATION: NA

TOP EXECUTIVE: Terry
O'Connell, division president;
b. Rochester, NY, 1950; bach-
elor's degree, Xavier Universi-
ty; immediate past position:

president, Time Warner Cable,
Greater Boston Division;
voice: 614-481-5300; fax:
614-481-5052; e-mail;
terry.oconnell@twcable.com

51

Time Warne
Kansas City
6550 Winchester Ave.
Kansas City, MO 64133
816-358-5360
OWNERSHIP: Time Warner
Cable
BASIC SUBS: 314,000 (54
communities, including
Kansas City, MO, and Kansas
City, Overland Park, Lee's
Summit, Shawnee and other
suburbs, KS}
EXPANDED BASIC: $34.89
for 76channels
PENETRATION:

PAY: NA

DIGITAL: 40%

MODEM: 11%
TOP EXECUTIVE: Bob Niles,
president; b. Mandan, ND;
B.S., accounting, University of
North Dakota, 1969; various
financial positions at Time
Warner precursor ATC; voice:
816-222-5823; fax: 816-358-
7987; e-mail: bob.niles@
twcable.com

52

Time Warner
Rochester

71 Mt. Hope Ave.
Rochester, NY 14620
585-756-5000
OWNERSHIP: Time Warner
Cable

BASIC SUBS: 313,255
{Rochester, Batavia and the
greater Finger Lakes region,
NY)

EXPANDED BASIC: $43.83

. for 66 channels

PENETRATION: NA

TOP EXECUTIVE: Tom Adams,
division president; b, Mineo-
la, NY, 1955; B.S., engineer-
ing, Florida International Uni-
versity, 1977; immediate past
position: division president,
Time Warner Cable Bingham-
ton; voice: 585-756-1111;
fax: 585-756-1672; e-mail:
tom.adams@twcable.com

53

Time Warner
Albany

130 Washington Ave,
Extension

Albany, NY 12203
518-569-5500

OWNERSHIP: Time Warner
Cable

BASIC suss: 300,000 (many
communities in 15 central
New York counties, including
Albany, Troy, Saratoga
Springs, Schenectady and
Glens Falls)

EXPANDED BASIC: $38.55

| for 71 channels

PENETRATION: NA

TOP EXECUTIVE: Stephen
Pagano, president; voice:
518-242-8890; fax: 518-869-
1007; e-mail: Stephen.
Pagano@twcable.com

54

338 Edwards Ave.

Harahan, LA 70123
504-304-8444

OWNERSHIP: Cox Communi-
cations

BASIC suss: 270,013 (Jeffer-
son, Orleans, St. Charles and
St. Bernard parishes, LA)
EXPANDED BASIC: $21.35
for 80 channels
PENETRATION: NA

L
TOP EXECUTIVE: C. Ray
Nagin, VP/GM; b. New
Orleans, 1956; B.S., account-
ing, Tuskegee University,
1978; M.B.A., Tulane Univer-
sity, 1994; immediate past
position: controller, Cox New
Orleans; voice: 504-304-
7345; fax: 504-304-7450;
e-mail: ray.nagain@cox.com

55

Telegraph Rd., Ste. 44008
Southfield, M| 48034
248-233-4700

OWNERSHIP: Comcast Cable
Communications

BASIC suBs: 270,000
EXPANDED BASIC: NA
PENETRATION: NA

TOP EXECUTIVE: Dave Scott,
Midwest division president;
B.B.A., accounting, Cleveland
State University; immediate
past position: senior VP, Com-
cast Southeast region

56

Co3 bahc it\
2312 NW 10th St
Oklahoma City, OK 73107
405-600-2771
OWNERSHIP: Cox Communi-
cations

BASIC SUBS: 262,794
EXPANDED BASIC: $33.50
for 67 channels
PENETRATION: NA

TOP EXECUTIVE: Dave Bialis,
VP/GM,; b. Los Angeles; B.S.,
accounting/finance, Universi-
ty of Southern California;
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immediate past position:
CFO, Atlanta Journal & Con-
stitution;, voice: 405-600-
6202; fax: 405-600-9268;
e-mail: dave.bialis@cox.com

57

AT&T Salt Lake City
9602 S 300 West

Sandy, UT 84070
801-485-0500

OWNERSHIP: AT&T Broad-
band

BASIC suBS: 262,437 (Salt
Lake City, Provo, Ogden, West
Valley City, Logan and Park
City, UT)

EXPANDED BASIC: $28.86-
$33.99 for 35-60 channels

PENETRATION: NA

TOP EXECUTIVE: Gary Boles,
senior YP; b. Marion, OH,
1952; B.A., business, Ohio
State University, 1978;
M.B.A., Ashland University,
1980; immediate past posi-
tion: executive and partner,
InterMedia Corp.; voice: 801-
401-2622; fax: 801-401-
3290; e-mail: boles.gary@
Broadband.att.com

58

AT&T Jacksonville
5934 Richard St.

Jacksonville, FL 32216
904-680-8000

OWNERSHIP: AT&T Broad-
band

BASIC SUBS: 262,000 (Jack-
sonville, Jacksonville Beach,
Atlantic Beach, Neptune
Beach, Baldwin, Lake Butler,
Union County, Alachua Coun-
ty, Putnam County, Duval
County, Baker County, Nassau
County, St. John's County and
Fernandina Beach, FL)
EXPANDED BASIC: $20-525
for an average of 55 channels
PENETRATION:

PAY: NA

DIGITAL: 21%

MODEM: 7.5%
TOP EXECUTIVE: Kelvin D.
Fee, senior vice-president; b.
Deridder, LA, 1960; BS.,

| finance, Northwestern State

University of Louisiana, 1982;
immediate past position:
regional VP, Midwest Region,
AT&T Broadband; voice: 954-
533-5128; fax: 954-533-
5128; e-mail: fee.Kelvin@
Broadband.att.com

59
insi-_.,ht
Louisvitle, KY
4701 Commerce Crossings
Dr.
Louisville, KY 40229
502-357-4660
OWNERSHIP: Insight Com-
munications
BASIC SUBS: 254,000
(Greater Louisville, KY)
EXPANDED BASIC: $38.95
for 66 channels
PENETRATION:
PAY: 60%
oIGITaL: 21%
MODEM: 2.9%
TOP EXECUTIVE: Gregg

| Graff, senior VP, operations;

b. Cleveland, 1961; B.A.,
communications, John Carroll
University, 1983; immediate
past position: GM, Insight
Columbus; voice: 502-357-

| 4550; fax: 502-587-6415;

e-mail: graff.g@insight-
com.com

60

Cox West Texas

6710 Hartford Ave.

Lubbock, TX 79413
866-269-4386

OWNERSHIP: Cox Communi-
cations

BASIC SuBS: 250,000 (Amar-
illo, Lubbock, Midland, Abi-
lene and San Angelo, TX)
EXPANDED BASIC: $30.86-

| $37.73 for 64 channels

PENETRATION: NA

TOP EXECUTIVE: Connie
Wharton, VP/GM; B.A., psy-
cholagy, Southern Methodist
University, immediate past
position: human resources
director, Cox West Texas;
voice: 806-771-6000; fax:
806-793-7818; e-mail: con-
niewharton@cox.com

61

Greenville/
Spartanburg/
Anderson

17 Lindsay Ave.

P.O.Box 6764

Greenville, SC 29607
864-271-0118
OWNERSHIP: Charter Com-
munications

BASIC suBs: 240,000
{Greenville, Spartanburg and
Anderson, SC)

| EXPANDED BASIC: $41.90

for 73 channels
PENETRATION: NA

TOP EXECUTIVE: Gene
Knoblauch, VP, operations; b.
New Rochelle, NY, 1958; B.A.,
communications and market-
ing, State University of New
York-Plattsburgh, 1981;
immediate past position:
operations VP, Charter Com-
munications, St. Louis; fax:
864-242-4029; e-mail:
gknablauch@chartercom.com

62

Cox Orange County
29947 Avenida de las
Banderas

Rancho Santa Margarita, CA
92688

949-546-2000
OWNERSHIP: Cax Communi-
cations

BASIC suBs: 240,000 (Aliso
Viejo, Dana Point, Irvine,
Laguna Beach, Laguna Hills,
Laguna Niguei, Lake Forest,
Mission Viejo, Newport
Beach, Rancho Santa Mar-
garita, San Clemente, San
Juan Capistrano and Tustin,
CA)

EXPANDED BASIC: $38.99
for 75 channels
PENETRATION: NA

i%
TOP EXECUTIVE: Leo Bren-
nan, VP/GM; b. Pecksville, NY,
1950; B.S./B.A., marketing,
Ohio State University, 1972;
immediate past position: VP,
Times Mirror Cable Televi-
sion’s Northeast Region;
voice: 949-546-2400; fax:
949-546-2525; e-mail:
leo.brennan@cox.com

63

Charter Madison

| 5618 Odana Rd,, Ste. 150

Madison, W1 53719
608-274-3822

OWNERSHIP: Charter Com-
munications

BASIC SuBS: 235,000
(Janesville, Fitchburg, Lake
Mills, Waunakee, Middleton,
Stoughton, Sun Prairie,
Verona, Baraboo, Watertown
and Beloit, i)

EXPANDED BASIC: $38.95
for 74 channels
PENETRATION: NA

TOP EXECUTIVE: Marty
Rabinson, VP of aperations;
b. Heidelberg, Germany,
1957; B.S., business adminis-
tration, Arizona State Univer-
sity, 1980; immediate past
position: district manager,
Marcus Cable, Janesville, Wi;
fax: 608-274-1436

64

VIICNG ;' n

36250 Van Dyke

Sterling Heights, M1 48312
586-883-7000

OWNERSHIP; Comcast Cable
Communications

BASIC SUBS: 229,000
EXPANDED BASIC: NA
PENETRATION: NA

TOP EXECUTIVE: Dave Scott,
Midwest division president;
B.B.A., accounting, Cleveland
State University, immediate
past position: senior VP, Com-
cast Southeast region

v

555 Quince Rd., Ste. 400
Memphis, TN 38119
901-365-1770
OWNERSHIP: Time Warner
Cable
BASIC SUBS: 224,000 (52
communities)

EXPANDED BASIC: $39.99
for 67 channels
PENETRATION: NA

- ) .
TOP EXECUTIVE: Dean A.
Deyo, division president; b.
Chicago; B.A., broadcast jour-
nalism, Northern lllinois Uni-
versity; also studied execu-
tive financial management,
University of Denver; has
held current post 22 years;
voice: 901-365-1770 ext.
4001; fax: 901-369-4518;
e-mail: dean.deyo@
twcable.com

66

Che: r\

95 Higgins St.

Worcester, MA 01606
508-853-6600
OWNERSHIP: Charter Com-
munications
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BASIC SUBS: 220,000
{Worcester and Chicopee)
EXPANDED BASIC: $41.99 to
$46.99 for 71 channels
PENETRATION: NA

TOP EXECUTIVE: Gordon
Champion, group director,
operations; b. Boston, 1947;
B.S., business administration,
New Hampshire College,
1972; M.A., University of
New Hampshire, 1973; J.D.,
Massachusetts School of
Law, 1994; immediate past
position: regional manager,
government relations, Char-
ter; fax: 508-854-5042

67

Time Warner
Minnesota

801 Plymouth Ave. N.
Minneapolis, MN 55411
612-522-5200
OWNERSHIP: Time Warner
Cable

BASIC SUBS: 206,000 (Min-
neapolis, Bloomington, Min-
netonka, Edina, Eden Prairie,
Richfield and St. Louis Park,
MN)

EXPANDED BASIC: $37.97
for 78 channels
PENETRATION: NA

—
|

TOP EXECUTIVE: Eric Brown,
division president; b. Hamp-
ton, VA, 1960; bachelor’s
degree, political science,
UCLA, 1982; M.BA., Darden
School of Business Manage-
ment, University of Virginia,
1984; immediate past posi-
tion: VPIGM, Time Warner's
Los Angeles North Division

63

Time Warner
San Diego
8949 Ware (t.

San Diego, CA 92121
858-695-3110

OWNERSHIP: Time Warner
Cable

BASIC SUBS: 205,000
EXPANDED BASIC: $41.24
for 72 channels
PENETRATION: NA

TOP EXECUTIVE: Jeffrey A.
Schwall, division president
and CEO; b. Akron, OH; B.S.,
University of Akron; M.B.A,,
Tuck School of Business, Dart-
mouth University; immediate
past position: president, Time
Warner Cable International;
voice: 858-635-8297; fax:
858-566-6248

69

Time Warner Los
Angeles South

303 W. Palm Ave.

Orange, CA 92866
714-903-4000

OWNERSHIP: Time Warner
Cable

BASIC suBs: 195,552 (small
portion of Cypress, Garden
Grove, Los Alamitos, Orange,
Rossmoor, Midway City,
Huntington Beach, Stanton,
Fountain Valtey, Westminster,
unincorporated Orange, El
Segundo, Gardena,
Hawthorne, Torrance, Lawn-
dale, portion of Los Angeles
County, CA)

EXPANDED BASIC: $41.95
for 77 channels

PENETRATION: NA

TOP EXECUTIVE: Paul A. Fish-
er; b. Red Bluff, CA, 1950;
B.A., Clarement McKenna
College, 1973; M.A,, Clare-
mont Graduate University,

1978; immediate past posi-
tion: VP, Roadrunner Residen-
tial Shared Services, Time
Warner Cable; voice: 714-
903-8300; fax: 714-903-
8210; e-mail: paul.fisher@
twcable.com

/70

Cox Omaha

11505 W. Dodge Rd.

Omaha, NE 68154
402-933-2000

OWNERSHIP: Cox Communi-
cations

BASIC suss: 183,000 (Oma-
ha and Bellevue, NE, and
Council Bluffs, 1A)
EXPANDED BASIC: $34.95

| for 70 channels

PENETRATION:
PAY: 37%
DIGITAL: 30%
MODEM: 20%

e —

ol
TOP EXECUTIVE: Janet
Barnard, VP/GM; b. Diller, NE,
1959; B.S., business adminis-
tration and accounting, Uni-
versity of Nebraska, 1981;
immediate past position: VP,
business, Cox-Omaha; voice:
402-933-2000; fax: 402-933-
0010; e-mail: janet.barnard@
cox.com

41

One Cablevision Center, Ste. 2
Ferndale, NY 12734
845-295-2650

Ownership: Time Warner
Cable

Basic subs: 175,000 (all of
Orange County, Sullivan
County, Ulster County and
parts of Dutchess, Greene
and Delaware counties, NY—
89 franchised municipalities)
Expanded basic: 328 for

46 channels
PENETRATION:

PAY: 83%

DIGITAL: NA

MODEM: NA
TOP EXECUTIVE: Donald Raf-
ferty; b. Schenectady, NY,
1952; attended Sienna Col-
lege; immediate past posi-
tion: northeast regional man-
ager, Cablevision Industries;
voice: 845-295-2650; fax:
845-295-2451

il

5428 Florida Blvd.
Baton Rouge, LA 70806
225-615-1000
OWNERSHIP: Cox Communi-
cations
BASIC SUBS: 174,000 (Baton
Rouge, Gonzales, Sorrento,
Denham Springs, Walker,
Plaguemine, Addis, Brusly, St.
Gabriel, White Castle,
Rosedale, Grosse Tete, Don-
aldsonville, Port Allen,
2achary, Slaughter, Baker,
Lutcher, Gramercy, East Baton
Rouge Parish, West Baton
Rouge Parish, Iberville Parish,
St. James Parish, Ascension
Parish, Livingston Parish, East
Feliciana Parish, LA)
EXPANDED BASIC: $37.25
for 72 channels
PENETRATION:

PAY: 24%

DIGITAL: 26%

MODEM: 15%
TOP EXECUTIVE: Jacqueline
D.Vines, VPIGM; b. Norwalk,
CT, 1959; B.B.A., University of
Redlands, 2000; immediate
past position: VP, human
resources, Cox San Diego;
voice: 225-930-2219; fax:
225-925-1668; e-mail:
jacqui.vines@cox.com

73

Cox Tulsa

8421 E. 615t St., Ste. U

Tulsa, OK 74133
918-459-3500

OWNERSHIP: Cox Communi-
cations

BASIC SUBS: 172,500 (Tulsa,

Bixby, Broken Arrow, Catoosa,
Claremore, Coweta, Glenpaal,
Jenks, Kiefer, Owasso, Sand
Springs and Sapulpa, OK)
EXPANDED BASIC: $31.60
for 68 channels

PENETRATION:
PAY: 48%
DIGITAL: 24.5%
MODEM: 6.9%

;op Execuriur;é:ﬁjrohn
Bowen, VP/GM; b. New

| Orleans; attended Loyola

University; immediate past
position: directer of market-
ing operations, Cox Pensaco-
la; voice: 918- 459-3540; fax:
918-459-3539; e-mail:

| john.bowen@cox.com

74

Charter rth

| 4800 Blue Mound Rd.

Fort Worth, TX 76106
817-509-6272

| ownNEeRsHIP: Charter Com-

munications

BASIC SUBS: 172,000
EXPANDED BASIC: $38.95
for 85 channels
PENETRATION: NA

TOP EXECUTIVE: Gaye Scud-
der; b, Center, TX, 1948;
B.S.B.A., University of Red-
land, 1983; immediate past
position: regional director of
customer service, Charter
Communications, Fort Worth



75

4601 Southlake Pkwy, Ste.
200

Birmingham, AL 35244
205-733-8778
OWNERSHIP: Charter Com-
munications

BASIC suBs: 171,000 {Birm-
ingham, Hoover, Vestavia,
Homewood and Mountain
Brook)

EXPANDED BASIC: $42.90
for 76 channels
PENETRATION: NA

TOP EXECUTIVE: position
currently vacant

76

120 Plaza Dr, Ste. D
Vestal, NY 13850
607-644-0646
OWNERSHIP: AOL/TWE-AN
BASIC SUBS: 169,797 {Bing-
hamton, Corning, Elmira,
Watkins Glen and Ithaca, NY,
and Montrose, PA)
EXPANDED BASIC: $38-$41
for 69 channels
PENETRATION:

PAY: 57%

DIGITAL: 25%

MODEM: 25%

TOP EXECUTIVE: Jon Scott,
division president; b. New
Rochelle, NY, 1950; B.A.,
political science, Kalamazoo
College, 1973; immediate
past position: division presi-
dent, Time Warner Eastern
Pennsylvania; voice: 607-644-
0646, ext. 7307; fax: 607-
644-1501; e-mail:
Jon.Scott@twcable.com

77

3075 Breckinridge Blvd., Ste.
450

Duluth, GA 30096
770-806-7060

OWNERSHIP: Charter Com-
munications

BASIC suBsS: 165,000
(Athens, Duluth, Gainesville,
Milledgeville and Smyrna,
GA)

EXPANDED BASIC: $38.20
for 79 channels
PENETRATION: NA

TOP EXECUTIVE: ). Rob
Bridges, director of opera-
tions; b. Kings Mountain, NC,
1956; B.S., radio/television
communications, Western
Carolina University, 1979;
immediate past position: VP,
digital programming, Inspira-
tion Networks

78

2205 LaVista Ave.
Pensacola, FL 32504
850-477-2695, Pensacola
850-862-4142, Fort Walton
Beach
OWNERSHIP: Cox Communi-
cations
BASIC SUBS: 162,123 {Ft.
Walton Beach, Destin,
Niceville, Crestview, Eglin
AFB, Hurtburt AFB, Shalimar,
Pensacola and Freeport, FL)
EXPANDED BASIC: $29.75-
$30.75 for up to 59 channels
PENETRATION:

PAY: 55%

DIGITAL: 16.6%

MODEM: 12.2%
TOP EXECUTIVE: L. Keith
Gregory, VP/GM; bachelor's
degree, University of Florida,
1974; M.B.A., Old Dominion
University, 1993; voice: 850-
857-4506; fax: 850-479-3912

79

5401 Staples Mill Rd.
Richmond, VA 23228
804-915-5400

OWNERSHIP: AT&T Broadband

BASIC SuBS: 155,000 (Rich-
mond and counties of Henri-
o, Hanover, Goochland and
Louisa, VA)

EXPANDED BASIC: $34.49
for 66 channels

PENETRATION:
PAY: 62%
DIGITAL: 40%
MODEM: 11%

TOP EXECUTIVE: Kenneth
Dye, VP/GM; b. Washington,
DC, 1955; B.A., communica-
tions studies, Oberlin College,
1979; immediate past posi-
tion: director of government
and community relations,
AT&T Richmond; voice: 804-
915-5302; fax: 804-915-
5319; e-mail; kdye@Broad-
band.att.com

80

1945 N. Helm Ave.

Fresno, CA 93727
559-253-4050
OWNERSHIP: AT&T Broad-
band

BASIC suBs: 151,200 (Fres-
no, Stockton, Modesto and

Chico, CA)
EXPANDED BASIC: $34.49
for 65 channels

PENETRATION: NA

TOP EXECUTIVE: Jeff Hark-
man, senior VP; b. Cokato,
MN; B.A., speech communi-
cations, University of Min-
nesota; immediate past posi-
tion: VP/GM, Minnesota
MediaOne; voice: 916-858-
4800; fax: 916-858-4801;
e-mail: jharkman@Broad-
band.att.com

81

1001 W. Kennedy Ave.
Kimberly, Wi 54136
920-749-1400
OWNERSHIP: Time Warner
Cable

BASIC suBS: 151,150 (Green
Bay, Appleton, Oshkosh and
Marinette, Wl)

EXPANDED BASIC: $23.90
for 60 channels
PENETRATION: NA

Our 25th year of identifyirg
and recruiting exceptional executives

Joe Sullivan &
Associates, Inc.

9 Feather Hill - Southold, NY 11971

(63 1) 765-5050

Satellite « Internet

www joesullivanassociates.com

Broadcasting - Cable

TOP EXECUTIVE: Kathy Keat-
ing, division president;
attended University of Wis-
consin-Eau Claire; immediate
past position: Time Warner
Cable regional manager;
voice: 920-749-1400; fax:
920-831-9172; e-mail:
kathy.keating@twcable.com

82

9260 Topanga Canyon Blvd.
Chatsworth, CA 91311
818-700-6500

OWNERSHIP: Time Warner
Cable

BASIC suBs: 151,100
(Canoga Park, Reseda, Win-
netka, Canyon Country,
Tarzana, Encino, Granada
Hills, Northridge, San Fernan-
do, Chatsworth, Santa Clari-
ta, Agua Dulce, South
Pasadena, Woodland Hills
and West Hills, CA)
EXPANDED BASIC: $40.94
for 80 channels

2
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PENETRATION:

PAY: 50%

DIGITAL: 30%

MODEM: 15%
TOP EXECUTIVE: Cathy Serk-
snas, interim GM and director
of business operations; bach-
elor's degree, DePaul Univer-
sity; M.B.A., Pepperdine Uni-
versity; voice: 818-407-4450;
fax: 818-998-0858

83

Time Warner
NMilmington (NC)
1949 Dawson St.
Wilmington, NC 28403
910-763-0004

Ownership: Time Warner
Cable

BASIC suBs: 150,100 (New
Hanover, Brunswick and Pen-
der counties and city of
Wilmington, NC)
EXPANDED BASIC: 70 chan-
nels

PENETRATION: NA

TOP EXECUTIVE: William
Greene, division president

84

Charter Reno

9335 Prototype Dr.

Reno, NV 89511
775-850-1200

OWNERSHIP: Charter Com-
munications

BASIC SUBS: 150,000 (Reno,
Sparks, Washoe Valley, Car-
son City, Gardnerville, Fallon
and Elko, NV, and North Lake
Tahoe and South Lake Tahoe,
A

EXPANDED BASIC: $39.99
for 76 channels
PENETRATION: NA

TOP EXECUTIVE: LaFawn
Vannest, group VP; b. Prince-
ton, WV, 1959; associate’s
degree, National Business
College, 1979; immediate
past position: regional VP,
AT&T Broadband; voice: 775-
850-1200; fax: 775-850-1229

85
Charter
Los Angeles

| 4781 Irwindale Ave.
Irwindale, CA 91706
626-430-3300
OWNERSHIP: Charter Com-
munications
BASIC suBs: 140,000
{Pasadena, Alhambra, Nor-
walk and parts of Los Ange-
les County, CA)
EXPANDED BASIC: $36.40
for 78 channels
PENETRATION: NA

L~

TOP EXECUTIVE: Pete Elia-
son, VP, operations; b. St.
Paul, MN, 1955; immediate
past position: operations GM,
TCI/AT&T Seattle Metro

86

Cox Tucson

1440 E. 15th St.

Tucson, AZ 85719

520-629-8470

OWNERSHIP: Cox Communi-

cations

BASIC SuUBS: 139,000

{Southern Arizona)
| EXPANDED BASIC: $35.48
for 70 channels
PENETRATION: NA

MODEM: NA

TOP EXECUTIVE: Gretchen
Shine, VP/GM; attended
Georgia State University;
immediate past position:
VP/GM, Cox Roanoke; voice:
520-629-8470; fax: 520-624-
5918

87

Time Warner
California

Desert Cities
41-725 Cook St.

Palm Desert, CA 92211
760-340-1312
OWRNERSHIP: Time Warner
Cable

BASIC SUBS: 131,000 {(Ban-
ning, Beaumont, Cherry Val-
ley, Palm Springs, Cathedral
City, Rancho Mirage, Palm
Desert, La Quinta, Indio,
Coachella, Thermal and Thou-
sand Palms, CA}
EXPANDED BASIC: $28 for
47 channels
PENETRATION:

PAY: 36%

DIGITAL: 12%

MODEM: 3%
TOP EXECUTIVE: Robert Bar-
low, president; b. South Bend,
IN, 1952; B.A., biological sci-
ence, and M.B.A., finance,
Indiana University; immedi-
ate past position: VP/GM,
Time Warner Cable’s Tampa
Bay Florida Division; voice:
760-674-5300; fax: 760-674-
2392; e-mail: bob.barlow@
twcable.com

88

Toledo Buckeye
CableSystem
5566 Southwyck Blvd.
Toledo, OH 43614
419-724-9802
OWNERSHIP: Block Commu-
nications
BASIC SUBS: 128,281 (Tole-
do, OH, and 21 surrounding
cities, townships and
villages)
EXPANDED BASIC: $30.99
for 60 channels
PENETRATION:

PAY: 23%

DIGITAL: 13.5%

MODEM: 10.2%
TOP EXECUTIVE: David G.
Huey, president/GM; b.
Ashtabula, OH, 1947; B.S.,
business and accounting,
University of Toledo, 1570;
immediate past position: VP,
administration, Nicholson
Industries; voice: 419-724-
9802; fax: 419-724-7074;
e-mail: askus@buckeye-

| cablesystem.com

89

Charter Central
North Carolina

P.0. Box 2989

Hickory, NC 28603

1121 Lenoir Rhyne Blvd.
S.E. Hickory, NC 28602
828-322-3875
OWNERSHIP: Charter Com-
munications

BASIC SUBS: 128,000 (Lin-
cointon, Lenoir, Taylorsville,
Granite Falls, Denver, Vale,
Hudson, Catawba, Connelly
Springs, Rutherford Coliege,
Marion, North Wilkesboro,
Boone, Blowing Rock Beech
Mountains, Sugar Mountain,
Cajah’s Mountain, Conover,
Newton, Claremont, Drexel,
Valdese, Glen Alpine, Maiden,
Rhodhiss, Sawmills, Dallas
and Brookford, NC)
EXPANDED BASIC: $41.85
for 69 channels

PENETRATION: NA

TOP EXECUTIVE: Landon D.

| Barefoot Jr., VP, operations;

studied business at University
of North Carolina-Chapel Hill;
immediate past position:
group director of operations,
Charter Communications,
Central North Carolina; fax:
828-322-5492

90

Charter Charle
3028 Michigan Ave.
Shrewsbury, WV 25015
304-343-3343

OWNERSHIP: Charter Com-
munications

BASIC suBs: 127,366
{Shrewsbury, Pinch, Madison,
Milton, Wayne and
Summersville, WV)
EXPANDED BASIC: $39.56
for 73 channels
PENETRATION: NA

TOP EXECUTIVE: David
Plessinger, acting GM; b.

210N

Scottsburg, IN, 1956; associ-
ate’s degree, United Electron-
ics Institute; attended Indi-
ana University and Purdue
University; immediate past
position: group manager,
Advance Services Develop-
ment, Charter Communica-
tions; voice; 304-343-3343
ext. 188, fax: 304-357-6707

91

Insight Peoria/
Bloomington/
Normal, IL
3517 N. Dries Ln.
Peoria, IL 61604
309-686-2600
OWNERSHIP: |nsight Com-
munications
BASIC sUBS: 125,000 (Peo-
ria, County of Peoria, Nor-
wood, Tazewell County, West
Peoria, East Peoria, Washing-
ton, Creve Coeur, Peoria
Heights, Bellevue, Bartonville,
Bloomington, Normal, Gales-
burg, Knoxville, E. Galesburg,
Monmouth, Pekin,
Groveland, N. Pekin, S. Pekin,
Marquette Heights and
Green Valley, IL)
EXPANDED BASIC: $36.08
for 60 channels
PENETRATION:

PAY: 72%

DIGITAL: 16%

MODEM: 9.5%
TOP EXECUTIVE: Jeanne
Coleman, district VP; b. Buffa-
lo, NY, 1963; B.S., finance,
Canisius College, 1985;
M.B.A., State University of
New York-Buffalo, 1987;
immediate past position: GM,
Peoria system, AT&T Broad-
band; voice; 309-686-2612;
fax: 309-688-9828; e-mail:
coleman.jeanne@insight-
com.com



92

Adelphia
Colorado Springs
213 N. Union Blvd.
Colorado Springs, CO 80909
719-389-4501
OWNERSHIP: Adelphia Cable
BASIC suBs: 123,000 (Col-
orado Springs, Monument,
Fountain, Security, Widefield
and Cascade, CO)
EXPANDED BASIC: $37.45
for 78 channels
PENETRATION:

PAY: 51%

DIGITAL: 49%

MODEM: 9%
TOP EXECUTIVE: Mike Ross;
b. Colorado Springs, CO; B.A.,
business and marketing, Col-
orado Mountain College,
1980; immediate past posi-
tion: GM, AT&T Broadband,
Baton Rouge; voice: 719-389-
4505; fax: 719-457-4503

93

Time Warner
indianapolis

3030 Roosevelt Ave.
Indianapolis, IN 46218
317-632-9077
OWNERSHIP: Time Warner
Cable

BASIC suBS: 121,485 (Indi-
anapolis, Carmel, Zionsville,
Fortville, Ingalls,
McCordsville, Hamilton Co.,
Hancock Co., Madison Co.,
Avon, Pittsboro, Lizton, Hen-
dricks Co., Boone Co., Mari-
on, Gas City, Jonesboro and
Grant Co., IN)

EXPANDED BASIC: $35.09
for 71 channels

PENETRATION: NA

TOP EXECUTIVE: Buz Nesbit,
division president; b. Colum-
bia, TN; B.A., political science,
Memphis State University,
1977; immediate past posi-
tion; VP/GM of Time Warner

Cable's Florida region; voice:
317-632-9077, ext. 501; fax:
317-632-5311; e-mail:
buz.nesbit@twcable.com

94

Time Warner

Jackson/Monroe

5375 Executive Pl.

Jackson, MS 39206

601-982-0922

OWNERSHIP: Time Warner

Cable

BASIC suBs: 118,000 (Jack-

son, Clinton, Madison, Ridge-

land, Florence, Richland, Ray-

mond, Bolton, Edwards, Pearl

River Valley Water Supply

| District, Hinds Co., Madison
Co., Rankin Co., MS, and
Monroe, West Monroe, Oua-
chita Parish and Richwood,
LA)
EXPANDED BASIC: $29.38
for 53 channels
PENETRATION: NA
TOP EXECUTIVE: William W.
Farmer, president; b. High
Point, NC, 1955; B.A.,
radio/TV/motion pictures,
University of North Carolina,
1977, immediate past posi-
tion: GM, Wade Cablevision,
Philadelphia; voice: 601-982-
1187, fax: 601-982-9532;
e-mail: Bill. Farmer@
tweable.com

95
| Time Warner
| El Paso
7010 Airport Rd.
El Paso, TX 79906
915-775-7400
OWNERSHIP: Time Warner
Cable
BASIC suBs: 117,781 (El
Paso, Fort Bliss, Vinton, Santa
Teresa, Anthony, Clint, Hori-
zon City, Secorro, Sunland
Park, Canutillo, Fabens, San
Elizario, La Mesa and coun-
ties of El Paso, TX, and Dona
Ana, NM)
EXPANDED BASIC: $34.91
| for 73 channels

PENETRATION:
PAY: 47%
| DiGITAL: NA

MODEM: NA

TOP EXECUTIVE: Alan G.
Spencer, VP/GM; b. Winnipeg,
| Manitoba, 1956; B.S., busi-
ness, University of Northern
Colorado, 1980; immediate
past position: VP/GM, Time
Warner Cable, Fayetteville,

NC; voice: 915-775-7456; fax:

915-772-4605; e-mail:
alan.spencer@twcable.com

96

Insight
Springfield, IL
711 S. Dirksen Pkwy.
Springfield, IL 62703
217-788-5898
OWNERSHIP: Insight Com-
munications
BASIC suBs: 114,000
(Springfield, Decatur, Lincoln,
Quincy, Chatham and
Macomb, IL)
EXPANDED BASIC: $32.95
for52 channels
PENETRATION:

PAY: 74%

DIGITAL: 20%

moDEM: 7.1%
TOP EXECUTIVE: Greg
Capranica; senior VP, regional
operations; b. Springfield, IL,
1958; attended University of
lllinois; immediate past posi-
tion: district VP, Insight Com-
munications; voice: 217-788-
5898 ext. 668, fax:
217-788-5020: e-mail:
capranica.g@insight-
com.com

|

97
Insight
Northeast Indiana
335 E. 10th St.
Anderson, IN 46016
765-649-0407
OWNERSHIP: Insight Com-
munications
BASIC suBs: 113,100
{Anderson, Noblesville,
Greenfield, Hartford City,
Portland, Richmond, New
Castle and Lebanon, IN)
EXPANDED BASIC: $32.95
for 52 channels
PENETRATION:

PAY: 45%

DIGITAL: 17%

MODEM: 5.3%
TOP EXECUTIVE: Sean Hogue,
director of operations; b. Den-
ver, 1963; B.B.A., Western
State College, 1987; immedi-
ate past position: GM, AT&T
Broadband, Chico, CA; voice:
765-646-9104; fax: 765-649-
1532; e-mail: hogue.s@i
nsight-com.com

98

Time Warner Waco

| 215 Factory Dr.

Waco, TX 76714
254-761-3704

OWNERSHIP: Time Warner
Cable

BASIC suBs: 113,000
(Woodway, Hewitt, Robinson,
Beverly Hills,
Lorena/Bruceville, Eddy,
McGregor, Temple, Cooperas
Cove, Harker Heights, Lacy
Lakeview, Killeen, Waco, Tem-
ple, Belton, Nolanville,
Bellmead and Fort Hood, TX)
EXPANDED BASIC: $29.95 or
$36.50 for 74 channels
PENETRATION: NA

TOP EXECUTIVE: Johnny
Mankin; b. Tyler, TX; voice:
254-761-3700; fax: 254-761-
3796; e-mail: johnny.
mankin@twcable.com

99

Charter Fond

du Lac

165 Knights Way

Fond du Lac, W1 54935
920-907-7720
OWNERSHIP: Charter Com-
munications

BASIC SUBS: 111,000
EXPANDED BASIC: $38.99
for 76 channels
PENETRATION: NA

TOP EXECUTIVE: Lisa Washa,
VP, operations; b. St. Paul,

| MN, 1963; studied business

administration at University
of Wisconsin-Stevens Point
and hotel/restaurant man-
agement at University of Wis-
consin-Stout; immediate past
position: group manager,
Marcus Cable; voice: 920-

| 907-7720; fax: 920-907-7723

100

Time Warner
Lincoln

5400 S. 16th St.

Lincoln, NE 68512
402-421-0330
OWNERSHIP: Time Warner
Cable

Basic suas: 110,100 (17
communities, including

r Columbus, Fremont, York,

Nebraska City and Auburn,

EXPANDED BASIC: $39.20
for 68 channels
PENETRATION:

PAY: 21%

DIGITAL: 25%

MODEM: 10%
TOP EXECUTIVE: Beth Scar-
borough, division president;
b. McRae, GA, 1954;A.B.).,
journalism, University of
Georgia, 1976; M.B.A., Uni-
versity of Georgia, 1979;
immediate past position: divi-
sion president, Time Warner
Savannah; voice: 402-421-
0330; fax: 402-421-0305;

| e-mail: beth.scarborough@

twcable.com

-
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Top 100 by Ownership

System ranking in parentheses

Cablevision

Greater New York {2)

San Diego (25}
Tucson (86)
Tulsa (73)

West Texas (60)
Wichita {48)

Adelphia Charter Insight
o] Colorado Springs (92) Birmingham (75) Louisville, KY (59)
9 Desert Coastal Los Angeles (29) Central North Carolina (89) Northeast Indiana (97}
AL Florida (12} Charleston (90) Peoria/Bloomington/Normal, IL {31)
O Great Lakes Region (8) Fond du Lac (99) Springfield, IL (96)
~ Los Angeles (38) Ft. Warth (74)
_ New England (19} Greenville/Spartanburg/Anderson (61)
24T Tri-County Southern California (40) Los Angeles (85} Time Warner
virginia (27) Madison (63}
Reno (84) Albany (53)
St. Louis (28} Austin (47)
AT&T Suburban Atlanta (77) Binghamton (76)
Worcester (66} California Desert Cities (87)
Atlanta (17) Central Florida (14)
Bay Area (4) Charlotte (36)
Chicago (5) Comcast Cincinnati (44)
Dallas (23) Columbus (50)
Denver (18} Eastern Division (1) El Paso (95)
Fresno (80) Eastern Tennessee Cluster (16) Green Bay (81)
Grand Rapids (49} Indianapolis (55) Greenshoro (41)
Jacksonville (58) Mid-Atlantic Division (6} Hawaii (39)
Miami (13) Southeast Michigan (64) Houston (15}
New England (3) Southeast Michigan Cluster (10) Indianapolis (93)
Oregon/Southwest Washinaton (24) West Florida Cluster (30) Jackson/Monroe {94)
Pittsburgh (20) Kansas City (51)
Richmond (79) Lincoln (100)
Sacramento Cox Los Angeles North (88)
Salt Lake City (57) Los Angeles South (69}
Seattle (9) Baton Rouge (72} Memphis (65)
Southern California (26) Hampton Roads (34) Milwaukee (32}
Twin Cities (42) Las Vegas (37) Minnesota (67)
New Orleans (54} New York City (7)
P Oklahoma City (56) Northeast Chio (35)
Block Communications  omana (70) Raleigh (31)
Orange County (62) Rochester (52)
Toledo Buckeye CableSystem (88} Pensacola (78) San Antonio {45)
Phoenix (21) San Diego (68)

South Carolina (46)

Suburban New York (Liberty) (71)
Syracuse (43)

Tampa Bay (11)

Waco {98)

Western Chio (33)

Wilmington {NC) {83)
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Index of Top Executives

NAME COMPANY PAGE NAME . COMPANY PAGE
Adams, Tom Time Warner Rochester 16 Knoblauch, Gene Greenville/Spartanburg/Anderson 18
Auger, David . Time Warner Charlotte 12 Lipford, Mark Cox Las Vegas 12
Barefoot Jr, Landon D. | Charter Central North Carolina 22 Mankin, Johnny Time Warner Waco 23
Barlow, Robert Time Warner California Desert Cities 22 McMillan, Ron Time Warner Houston 8
Barnard, Janet Cox Omaha 20 McQuinn, Jeffrey A. Time Warner Tampa Bay 8
Bialis, Dave Cox Oklahoma City 16 Miron, Steve Time Warner Syracuse 14
o Boles, Gary ATA&T Salt Lake City 18 Nagin, C. Ray Cox New Orleans 16
= Bowen, John CoxTulsa 20 Nesbit, Buz Time Wamer Indianapolis 23
o Bowers, Frank Cox Hampton Roads 12 Niles, Bob Time Warner Kansas City 16
@) Brennan, Leo Cox Orange County 18 O'Connell, Terry | Time Wamer Columbus 16
= Bridges, ). Rob Charter Suburban Atlanta 20 Pagano, Stephen Time Warner Albany 16
Brown, Eric Time Warner Minnesota 20 Picciolo, Debi AT&T Southern California 10
2 Burch, Steve Comcast Mid-Atlantic Division 6  Plessinger, David Charter Charleston 22
Capranica, Greg _Insight Springfield, IL 23 Rafferty, Donald Time Warner Suburban New York (Liberty) 20
Champion, Gordon Charter Worcester 20 Reed, Virgil M. Time Warner Cincinnati 14
Coleman, Jeanne Insight Peoria/ Bloomington/Normal, IL 22 Ridall, John Comcast Eastern Tennessee Cluster 8
Commers, Jim AT&T Twin Cities 14 Ridall, John Comcast West Florida Cluster 12
Contos, Pennie Adelphia Tri-County Southern California 14 Rigsby, John N. Time Warner Central Florida 8
Crane, Ted Adelphia Virginia 10 Rizley, Stephen | Cox Phoenix 10
DeGrazia, Gerald Time Warner Western Ohio o 12 Robinson, Marty Charter Madison 8
Deutsch, Dan Adelphia Desert Coastal Los Angeles 12 Rosenblum, Barry Time Warner New York City 6
Deyo, Dean A. Time Warner Memphis ) 18 Ross, Mike ) Adelphia Colorado Springs 22
Dolan, James L. Cablevision Greater New York 6  Scarborough, Beth Time Warner Lincoln 23
Doyle, Mike Comcast Eastern Division 6  Schena, Don | AT&T Bay Area 1
Dye, Kenneth AT&T Richmond 21 Schwall, Jeffrey A. Time Warner San Diego 20
Eliason, Pete ‘Charter Los Angeles 22 Scott, Dave Comcast Indianapalis 16
Farmer, William W. Time Warner Jackson/Monroe 22 Scott, Dave Comcast Southeast Michigan 18
Fee, Kelvin D. AT&T Jacksonville 16 Scott, Dave Comcast Southeast Michigan Cluster 8
Felipiak, Ellen AT&T Miami 8  Scott, Jon Time Warner Binghamton 20
Fisher, Paul A. Time Warner Los Angeles South 20  Scudder, Gaye . Charter Ft. Worth ) 20
Fraser, Randy Time Warmer Raleigh 12 Serksnas, Cathy Time Warner Los Angeles North 20
Fry, Stephen R. _Time Warner Northeast Ohio 12 Shine, Gretchen CoxTucson 22
Geppert, William K. Cox San Diego 10 Simmons, Jean ‘Adelphia Florida 8
Graff, Gregg Insight Louisvifle, KY 18 Smith, Nate Oceanic Time Warner Hawaii 14
Grain, David AT&T New England 6  Spencer, Alan G. Time Wamer El Paso 23
Greene, William Time Warner Wilmington (NC) 22 Stackhouse, Joe AT&T Chicago 6
Gregory, L. Keith Cox Pensacola 20  Stanley, Jack _Time Wamer Greenshoro 14
Harkman, Jeff AT&T Fresno 20  Sweeney Jr, James C. Adelphia New England 10
Harkman, Jeff AT&T Sacramento 10 Talbot, LeAnn AT&T Seattie 8
Harshman, Jeffrey C. ATA&T Pittsburgh 10 Trustdorf, Paula AT&T Dallas 10
Henninger. Curt Oregon and Southwest Washington 10 Unglaub, Tom AT&T Grand Rapids 16
Hevey, Carol Time Wamer Milwaukee 12 Vannest, LaFawn Charter Reno 22
Hirsch, Jeffrey A, Time Warner South Carofina 14 Vines, Jacqueline D. Cox Baton Rouge 20
Hogue, Sean Insight Northeast Indiana 23 Wahl, Bob Adelphia Great Lakes Region 6
Holanda, Jim Charter St. Louis 12 Washa, Lisa _ Charter Fond du Lac 23
Huey, David G. Toledo Buckeye CableSystem 22 Wharton, Connie Cox West Texas 18
Ives, Nigel Adelphia Los Angeles 14 White, Mary L. AT&T Denver 8
Karell, Donald J, Cox Wichita 16 White, Steve AT&T Atlanta 8
Keating, Kathy Time Warner Green Bay 21 Williams, Navarra R. Time Warner San Antonio 14
Kinney, Tom Time Warner Austin 16
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Feel-Good
Original Programs.
{ Days A Week.

Now more than cver, American families varicty programs. There'’s something brand

are searching for original programming new for evervone in the family seven nights

alternatives to “Reality TV round-the-clock  a weck.

news and harsh dramas. As a result, there’s

never been a better time to launch PAX. You can add PAX to vour svstem for less
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PAX is full of heart-warming dramas, with lower ratings.
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Help your subscribers feel good 7 days a week.
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SOUTH NORTH WEST
Kevin Saltz Joel Genove Kvmberh Fruch
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and NBC's Todoy nearby, CNN is building a Manhattan street-level studio (shown in rendering).

nized as a quality product. It’s important to
keep it as a quality product.

What's the strategy behind hiring younger,
MTV-style reporters like Serena Altschul,
Anderson Cooper and Jason Bellini?

It’s not abour creating a block of news for
younger viewers. This is about infusing the
entire network and its schedule with a new
sensibility, new type of reporting, and, over
the next few years, to bring in a younger
generation of viewers. They are basically
storytellers in a more informal way, and
that style appealed to me.

Do you think the relaunch of Headline News
has been a success?

I think Headline News looks good. It’s
defining the future of news. Everyone criti-
cized us for being too busy, but most news
nets have copied Headline in having more
information on the screen.

About a year ago, there were a lot of layoffs.
The number given was 25%, although CNN
now says 10%. Is that the end?

Since ['ve come, we've been building—on-
air talent and work we do overseas. | hope,
at the end, we'll have a stronger CNN.

There’s chronic anxiety among the staff in
Atlanta that the center will shift to New
York. Is that warranted?

Atlanta remains headquarters for all 14
CNN networks. It is a great place to have
the heart and soul of our newsgathering
operations.

It makes sense, though, to have some
programs come out of Washington, L.A.
and New York, where you'll get prominent
news stars to do shows.

Are the plans to relaunch CNN Money off or
on hold?

Right now, the media marketplace does not
seem to be craving launches of new net-
works, but I assume that will change at
some point. In the middle of the year,
we’re going to focus on that again.

How long is crawl going to last? Is it a
permanent TV fixture?

We're looking at different new designs over
the next month or two, some of which may
reduce the role of the crawl. It will always
have some role to play. But, in times there’s
not much news, maybe its role is less.

What's the big thing you've learned about
the mechanics of TV?
One thing that I've really loved is how tlex-
ible television can be. We've been putting
on a show every night called Live From.
We come up with ideas like let’s do it from
a fox hole in Afghanistan, let’s do it from
Guantinamo Bay, let’s do it from Somalia
or under the volcano.

I'm pleased with how quick and mobile
our people can be.

As you surprised by the competitiveness of
cable TV? The emphasis on scoops and
ratings?

I like the competitiveness on substantive
journalism, who got the story best, who got
it first, who made it the most interesting.
don’t think competition is just a matter of
if Connie Chung can steal a viewer from a
Chris Matthews or a Bill O'Reilly.

You were near the top of the magazine
world. Don’t you miss it?

I've been impressed by how much fun it is
to pull together the various elements of a
package in television. Whereas, in print, it’s
much easier, just usually words and still
photographs, TV gives you a broader range
of tools by which to communicate. @

COVERSTORY

Keeping score

The good news

@ Playing—so far—to CNN's biggest
strength, news credibility. No WWF
talk shows.

® Strong 9/11 and war coverage.

@ Poaching Paula Zahn from Fox News

@ Establishing Aaron Brown as a
franchise anchor

@ Big scoops: The “American Taliban”
interview; Osama bin Laden tapes

® No anthrax at CNN studios

Luring Paula Zahn away from Fox was good
news; embarrassing promo wasn't.

The bad news

@ Fading ratings as breaking news has
faded and Fox News began winning
regularly in prime time

@ Loss of Steve Harrigan to Fox just as
the Afghan bombing started

® Embarrassing “just a little bit sexy”
Zahn promo

@ Sweeping out CNN veterans, including
Lou Waters and Natalie Allen

The effect of Greta Van Susteren’s defection
to Fox News has not been felt yet.

To be determined

@ Will Connie Chung help?

® Did defection of Greta Van Susteren
to Fox News hurt?

® Does the Headline News makeover
work?

® Is Larry King's new four-year,
$30 million deal too expensive?

® Is the Al Jazeera partnership worth
the trouble?

Broadcasting & Cable/2-18-02 19 1
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Sunny, warm—and miserable

Weather Channel ratings fall with new format. Or is it just too nice outside?

By Allison Romano
he Weather Channel is caught in its
own nasty storm, beleaguered by
sagging ratings and testing a new but
unproven programming format. The net’s
biggest problem: a calm forecast.

“Our version of war is a major land-
falling hurricane,” says Weather Channel
President Patrick Scott, “but, for two
years, we haven’t had one.”

The channel’s ratings have been down or
flat nearly every month since January
2001. Like other non-news cable net-
works’, its ratings fell sharply after
Sept. 11—partly because travel dipped
too: Fourth-quarter ratings were off
33% from 2000. The numbers are
slowly returning to pre-9/11 levels.

Nice weather’s a bummer, too.
When severe weather strikes, the
Weather Channel draws a crowd.
The Jan. 2-3 snowstorm in the
Southeast helped it pull a 0.5 average
those two days, two-tenths of a point
higher than the January average.

But that’s the biggest weather story in
recent memory. “The Weather Channel
has the CNN factor: They are driven by
the news they cover,” says Initiative
Media’s Tim Spengler, referring to CNN’s
traditional ratings hikes when breaking
news unfolds. The Weather Channel tra-
ditionally draws its highest ratings in the
first quarter, when winter weather threat-
ens many parts of the country.

Those who do watch regularly don't stay
long. In the moming, Weather Channel’s
prime time, the average viewer watches for
18 minutes. During evening prime time,
that number drops to eight minutes. In con-
trast, Lifetime holds viewers for 65 minutes
in prime time, ESPN about 30 minutes, and

: 20 Broadcasting & Cable /2-18-02 __|

Discovery and TLC 16 minutes each.

To draw more viewers, the channel has
introduced news shows and Discovery-like
documentaries. Gone is the rigid wheel of
weather forecasting, replaced with a day-
part strategy. There are two branded
weather shows in the morning, plus
another on weekends. These shows have
permanent anchor teams, instead of the
channel’s rotating army of seemingly inter-
changeable “on-camera meteorologists.”

Last June's stunt produced a rare ratings spike and helped
the net earn its highest monthly average for the year.

In August, a prime time weathercast was
added from 9 to 11 p.m. Three weeknights
at 8 p.m., news magazine Atmiospberes airs.
“This is the first year we have all the new
shows,” says Scott, explaining that he wants
to wait a year to see the impact on ratings.

Four documentaries are slated for 2002,
and a new half-hour prime time strip series
Storm Stories joins the lineup next January.

“This kind of strategy worked for music
networks, which moved away from just
showing videos. Look at VH1's success
with Bebind the Music,” said Andrew
Donchin, director of national broadcast for
media buyer Carat USA.

However, that approach failed for CNN,
which abandoned ex-President Rick Kap-
lan’s push into magazine shows aimed at

securing “appointment viewers.”

The Weather Channel isn’t going to
pick up viewers by organic growth; it’s
almost fully distributed in 84 million
homes. If it can hold viewers longer, rat-
ings could increase. Buyers say the new
strategy could accomplish that. “They need
a program or stunt that catches fire and
generates some press. Then you'll see them
come out of the 0.3 [rating],” said Horizon
Media’s Executive Vice President/Director
of National Broadcast Aaron Cohen.

Last June’s Storm Week stunt
produced a rare ratings spike, a 0.7
average for four nights. It helped the
net earn a 0.4 average for the month,
its highest for the year.

The Weather Channel's originals
may resemble some Discovery Chan-
nel and TLC fare, but advertisers
may be interested in such alterna-
tives. Science- and nature-related
programming, media buyers note,
usually attract a desirable upscale,
educated viewer.

The Weather Channel also is venturing
into more partnerships. Its meteorologists
report for Comcast regional news channel
CN8. Last month, it became the official fore-
caster for USA Today and is exploring affili-
ations with Gannett’s 22 local TV stations.
The first test will be with Gannett NBC affil-
iate WXIA-TV Atlanta. The station will pro-
vide video forecasts that will air during the
Weather Channel’s regional weather up-
dates. In exchange, the Weather Channel
makes its staffers and feeds available.

“I don’t imagine us ever syndicating
weather reports; that would be cannibaliz-
ing our audience,” he said. “This is the
exact opposite. It strengthens our local
product.” &
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SyndicationWatch

J AN 28-FEB 3 Syndicated programming ratings according to Nielsen Media Research

TOP 25 SHOWS
HH  HH
Rank Program A GAA all magKeover
1 Wheel of Fortune 10.5 105
: ie?";’dy 3: 2-2 Ricki Lake may be only 33 years old, but she’s about to get
nenas o H
4 Seinfeld 71 79 a facelift. Her syndicated talk show will have a new look,
5 Entertainment Tonight 64 65 feel and executive producer when it comes
7. Judge e back for its 10th season in the fall.
7 Everybody Loves Raymond 61 1.0 . ) )
7 Oprah Winfrey Show 61 6.2 Columbia TriStar Domestic Television execu-
9 Wheel of Fortune (wknd) 56 66 tives have named Michael Rourke executive
10 Seinfeld (wknd) 5.0 57 g ; .
11 Entertainment Tonight (wknd) 0 41 pr?ducef’ e iy EalEiS)ongtihe pmd”c_e'
12 Live With Regis and Kelly 36 39 Gail Steinberg. Steinberg, who has been with
13 Frasier 3739 the younger-skewing talk show since it debuted
14 King of the Hill 36 3.9 7 n ;
15" 10AGE Jow Bresin T in 1993, is going to work with CTDT programmers
16 Friends (wknd) 34 35 to develop future cable and syndicated fare.
17 Maury 33 34 Rourke, who also produces court series Judge
17 Inside Edition 33 33 ;
19 Everybody Loves Raymond (wknd) 32 3.2 Hatchett for CTOT, will oversee both shows from
20 Extra 30 30 New York City next season.
;g E‘w"te‘ Williams :-0 :g “The show has been on for nine years. When
ops .9 : , ”
2 Diforce Court 29 38 we started, the core audience was really 18-24,
22 Jerry Springer 29 31 says Russ Krasnoff, CTOT head of programming.
22 Hollywood Squares &g “We've done a phenomenal job of keeping that
i P .J ) ping Heading into its 10th season, Ricki Lake is
TOP TALK SHOWS audience, but the great thing now is that looking to mature with its audience while
HH  HH there’s an older audience, too. So the question keeping its core demographic,
Rank Program AA - GAA is how do we keep our core audience but also
1 Oprah Winfrey 6.1 6.2 . . : . e tiiasm
2 Live With Regis and Kelly e make the show a little more sophisticated ... make it grow with Ricki’s sensibilities.
3 Maury 33 34 Krasnoff and Melanie Chilek, CTDT senior vice president of development and program-
4 ;“Omesl Witliams 30 30 ming, are also considering changing the set and overall appearance of the show. The
5 i 29 30 K B R . ]
_eny pn,nger . N timing of the planned changes comes as Ricki Lake's ratings have hit new lows, This
According to Nielsen Media Research Syndication . . . . . " .
Service Ranking Report Jan. 28-Feb. 3, 2002 season, the show is averaging a 1.8 rating nationally, according to Nielsen Media
HH/AA = Average Audience Rating (households) Research. In its second season, 1994-95, it scored its best-ever full-season ratings, av-
HH/GAA = Gross Aggregate Average eraging a 5.4 nationally. Since then, the show has seen a slow ratings decline—as have
One Nielsen Rating = 1,055,000 households, which most other syndicated daytime series facing increased competition from cabte networks.
represents 1% of the 105.5 million TV Households in . .
the United States Ricki Lake has been cleared for 2002-03 in more than 90% of the country. —Joe Schlosser
NA = Not Available




LIFELINE

Not long after he’d sent a news
chopper and crews to cover a
hostage standoff at Fairfield
University in Fairfield, Conn.,
last week, WCBS-TV New
York Managing Editor Richard
Bamberger was pulled into the
story when the station got a call
from a woman claiming to be a
hostage. Suspect Patrick
Arbelo, a legally blind recent
graduate of the school
described by a former
roommate as a hermit, is
accused of taking 28 people
hostage in a classroom by
claiming to have a bomb.

Bamberger used
information he’d collected on
the story to confirm that the
caller was a hostage. He passed
a note to the assignment desk,
which alerted police. In more
than a dozen calls over the next
several hours, Bamberger and
Arbelo communicated through
the hostage, a student named
Julie. At one point, Arbelo dic-
tated a statement, described as
rambling and anti-Semitic, that
he wanted read over the air.
Station management—WCBS-
TV News Director Joel Cheat-
wood, Assistant News Director
Michelle Murray and General
Manager Tony Pettiti—
decided not to air the
statement; Bamberger was able
to put Arbelo off whenever he
brought it up.

Though Jewish, Bamberger
said he was not put off by the
statement. The overall
situation was too intense, he
said, and his concern was at
the other end of the phone.
“It was the most intense thing.

Programming

StationBreak

BY DAN

TRIGOBOFEF

Former WMTW-TV Portland, Maine, anchor Demse Kemston (r, with

co-host Bruce Mchally) deb

appraisal shows Sunday on WPXT[TV) Portland, Ke

antigues-

ton, who now

runs The Marne Netwark, hopes to produce more programming

lpcally, dealing with g

[ had no idea if something I
said would cause him to hurt
someone,” he said. “I couldn’t
even tell you what was
happening around me in the
newsroom.” The crisis ended
with no one hurt. The bomb
turned out to be fake.

LIN AT SUNRISE

LIN Television’s takeover of
the management of six Sunrise
TV stations is expected to be
in place by the end of the first
quarter, LIN reported. The
stations are not in LIN station
markets, the company said,
adding that no general
managers have been let go.
The management
agreement is the first step
toward consolidating Dallas
investment company Hicks
Muse Tate & Furst’s co-
owned but separately
operated TV groups, LLIN

| 22 Broadcasting & Cable /2-18-02

dening and weekend travel.

Television and Sunrise Televi-
sion. It’s expected that the
Sunrise stations will be
completely folded into LIN
later. “In effect, it’s a deferred
merger,” LIN Television VP
Paul Karpowicz said when the
arrangement was announced.

Sunrise is in the process of
selling off five North Dakota
stations not managed by LIN.
Robert N. Smith has resigned
as CEO of Sunrise Television.
His company, Smith
Broadcasting, is managing the
North Dakota stations until
they are sold under a manage-
ment-services agreement with
Sunrise.

RED NOSE OPTIONAL
For Bozo and WGN-TV, it’s
not the show that must go on,
but the party. Although the leg-
endary clown, who entertained
children of all ages in cities

across the country for more
than 50 years, made his last
appearance on his own WGN-
TV Chicago show last summer,
Chicago’s Bozo Ball will
continue—at Jeast for this year.
WGN-TV canceled the
show last year due to expand-
ing competition from kid-
oriented cable channels, but it
hopes to continue the Bozo
Ball, which has raised more
than $3.5 million for charities
in 12 years. Along with the last
Bozo, Joey d’Auria, WGN-TV
says, Bozo creator Larry Har-
mon himself may be at the
Bozo ball for the first time.
Negotiations are continuing
with Bozo rights-holder Har-
mon. Loss of the Bozo name
would leave WGN-TV’s char-
ity effort with big shoes to fill.

PORN ON HOLD

Utah PBS station KUED(TV)
is delaying the broadcast of
Frontline’s documentary on
pornography. GM Larry
Smith said the station received
its preview copy of American
Porn late and was concerned
about its content. Contrary to
local reports, Smith said, the
Olympics were not a factor.
He called the production “an
admirable job with a difficult
subject” and said he will run
Frontline's edited version on
March 9, with an accompany-
ing discussion including local
law enforcement and civil
libertarians.

All news s local. Contact Dan
Trigoboff at (301) 260-0923,
e-mail dirig@starpower.net or
fax (413) 254-4133.
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FocusYuma

THE MARKET

DMA rank 171

Population 300,000

TV homes 90,000

Income per capita $9,524

TV revenue rank 177

TV revenue $9,500,000
COMMERCIAL TV STATIONS
Rank* Ch. Affil.  Owner

1 KYMA(TV) 11 NBC  Sunbelt 2 =
2 KSWT(TV (BS Pappas ®
i Straddling two worlds

4 KVYE(TV) 7 Uni Entravision . . ' .
The Yuma, Ariz.-El Centro, Calif., market covers two states, two countries and two time zones.

*November 2001, total households, 6 a.m.-Z a.m., Sun.-Sat. )
CABLE/DBS Although it ranks near the bottom of the top 200 DMAs in the U.S., if the large audiences
/ across the border in Mexicali and San Luis Rio Colorado, Mexico, were counted, it would
Cable subscribers (HH) 180,000 becon:ne a mar!(et of nearly 2 (nllhOﬂ and ]u.mp more than a hundr'ed DMA rank.mg's.
It is a growing but not particularly lucrative market, however, with a per capita income under

Cable penetration 60% : . ] .

ADS subscribers (HH)** 42,000 $10,000 among its U.S. viewers. The market population has grown by nearly half in the past
DS e ‘ 1 4% decade. Palm Springs, Calif., slightly to the north but a world away financially, is only nine
DBS carriage of lacal TV? No spots ahead in DMA rankings but brings in more than twice the revenue. Where Palm Springs

i ) ] moves from DMA No. 161 to 137 on a financial basis, Yuma-El Centro goes from 171 to 177.
" Alternative Delivery Systems, includes DBS and ather

) non-cable services, according to Nielsen Media Research The market has na ABC affiliate, but viewers can receive ABC programs—if they have
‘ cable—from KABC-TV Los Angeles or KNXV-TV Phoenix.
WHAT'S NO. 1 Five aver-the-air signals from Mexico can be viewed in the market across the border, includ-

Syndicated show Rating/share*** ing new nets Azteca and Televisa. “Much of our potential market is in Mexico,” says Paul

Wheel of Fortune (KYMA) 9/19 Heebink, general manager at local NBC affiliate and market leader KYMA, which brings in
Network show nearly half the market's revenue.

Will & Grace (KYMA) 14/23 And Heebink is not put off by potential language barriers for an English-language station serv-
Early-evening newscast ing Mexicans and Americans. “Our research tells us that 80% of the Hispanics in our area are

KYMA 9/20 bilingual,” he says. Ten percent of the Hispanics on the U.S. side, he says, “can’t speak Spanish.
Late newscast We have about 30 people working here with Hispanic surnames. Half don't speak Spanish at all.”

KYMA 8/18 As in most markets, automotive is the largest advertiser, but the market is also heavily |
*+*November 2001, total households influenced by the strong locat agricuiture and tourism industries, mititary presence and trade
Sources: Nielsen Media Research, BIA Research with Mexico. —Dan Trigoboff

L=l w L

% of the Country,

Includlng 48 of the Top 50 Markets/?
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Content via IP from the sky

Warner Bros.” use of satellite-delivered Internet Protocol will cut costs, bandwidth

Pathfire's Atlanta
operations canter
will monitor the
health of servers
and rodrters At the
B35 stations
accepting content.

By Ken Kerschbaumer

arner Bros.” agreement to use
Pathfire’s satellite-delivered—IP
technology to send syndicated

content to 835 stations puts the studio in
the company of ABC’s NewsOne and NBC
News Channel. They're all believers in the
use of Internet Protocol for content deliv-
ery. It may also signal a turning point in
critical mass for interest in such use of IP.
Granted, with major news organizations
like ABC and NBC using 1P-based deliv-

cry, that is already some serious mass.

When you dive into an

uncertain future,

Satellite-delivered 1P “has been done
with news for a while and on the con-
sumer-based market, like satellite multi-
cast,” says Tom Geiges, principal systems
engineer, new service concepts, for satellite
provider Loral Skynet. “Sa it’s a well-devel-
oped platform. When you're talking about
broadcasting or multicasting, that is where
satellite IP for non-real time is extremely
effective. And if you know your traffic
modeling and time sensitivities, you can get
even greater efficiencies.”

The use of the word [nternet instantly

conjures up images of PCs on a wide-area
network sending content back and forth
via e-mail or other Internet-based delivery
method. But Floyd Christofferson, Path-
fire senior vice president, broadcast,
explains that, in this instance, IP does not
mean Internet.

“In this sense, it means a non—real-time
addressable movement of content,” he
says. “We're using IP over satellite because
the Internet would choke on a fraction of
this volume of content.”

The attractiveness of IP for non-real-
time delivery is that it is extremely band-
width-efficient. And bandwidth-efficiency
can turn into cost-efficiency. Sending
video content encoded into packets of
information requires much less bandwidth
than conventional satellite transmission.
And, for syndicated content that may
arrive days before playout, there is no risk
of content’s not getting to the station in
time for broadcast.

The Warner Bros. setup, which will
deliver content from Warner Bros. Domes-
tic Television Distribution, will include
Pathfire’s multicast server installed at the
studio’s Content Distribution Center in
Los Angeles. According to Christoffersen,
Warner Bros. will have complete control of

make sure you do it
from a secure platform.

C.SV GRASS VALLEY GROUP




the system, although Pathfire’s Atlanta
facility will monitor the health of every
server and router at the 835 stations: “We
have a window into the Warner Bros. sys-
tem, but they are the ones that control it.”

NBC News Channel was the first Pathfire
customer and has been sending out news
items to more than 200 affiliate stations with
the system for more than two years.

The system is based on Pathfire’s Digital
Media Gateway, 2 modular system that
includes receivers, application servers and
interfaces that sit at a television station and
receive the [P content. Pathfire owns the
equipment at the stations.

Stations putting in this system “should be
at ease,” says Bob Horner, president of NBC
News Channel. “It’s a style of delivery that is
so much more logical than what preceded it.”

There is some effort in installing the
server and a modest amount of upfront
work, he says, adding that it saves much
work on a continuing basis. “There is so
much less maintenance of tape machines,
and there is a welcomed simplification of
operating procedures. Yes, it’s new, and it
may sound a little strange, and people may
get nervous about a new piece of technol-
ogy. But we've been doing it for a couple
years now, and it works great.”

The trick for syndicators and broadcast-
ers is finding the companies that can pro-
vide satellite-delivered IP. “The key item
on IP delivery is that satellite has a lot of
natural advantages to it,” Geiges explains.
“The challenge is finding the right business
players that become the distributors of that
capability.”

Loral Skynet is looking to position itself

Changing delivery systems. Profiferating standards.

Technology

Pathfire’s syndication interface can handle content from

more than one syndicator.

as a generic [P-platform enabler and will
have IP capabilities in place later this year,
Geiges says. “IP-enabled platforms won't
help only in on-band, like Pathfire is doing
in Ku-band, but it will be able to be used
in C- or Ka-band.”

For example, he says, C-band is an
extremely reliable frequency band and
requires less overhead and retransmission
than Ku-band. So, if a one-hour program
needs to be delivered in 90 minutes, C-band
is the most stable bet. Ku-band, however, is
the winner if time sensitivity is not an issue.

“Long-form content,” he adds, “will
most likely be a tradeoff between a high-
performing Ku- or a C-band scenario.”

Ka-band will most likely be used for
non-time-sensitive acknowledgements and
affidavit and management functions sent
back to the central hub. Those functions are
often done via modem, which creates
opportunities for security breaches. Another
advantage of Ka-band for return-channel
functions is that it doesn’t have the band-
width limitations of broadband.

Satellite-delivered 1P offers
one similarity to the more
familiar capabilities of the
Internet: It is addressable to a
specific address, which means
that, even though the content
is delivered via satellite, it can
be received only by a station
on the address list.

The servers that Pathfire
uses play a key role in the
process. A combination of
Dell and IBM servers is cur-
rently used, and Pinnacle ES-
100 servers will join the mix and be
deployed at The WB-affiliated station that
receive Warner Bros. content.

“The WB likes Pathfire and Pinnacle and
sees our products as synergistic,” says Dan
McGee, Pinnacle Systems general manager,
Broadcast Solution Group. “So we decided
to use a different version of our ES-100
server 1o build out Pathfire’s network.”

The ES-100 (which Pathfire will call the
320) will have the same decoder card as
other Pathfire servers so that it can receive
the content delivered. It also will incorpo-
rate other station interfaces and automa-
tion functionality.

Among advantages on the station side is
that a technician will not need to be point-
ing a dish and rolling tape. Says Christoffer-
son, “It’s an unattended receipt of content
that is already show-prepped and has frame-
accurate timing,” he says. “All of the com-
mercials will be inserted with accurate start
times, durations and tagging. In fact, station
personnel will be able to log on from home
and see if the content is there.” &

networked environment. Insulating you from “you

Complex asset management. These are just a few of

the rapidly emerging demands that can sink most video
servers. Good thing the Profile® XP Media Platform does
so much more than traditional video servers. The Profile
XP features an advanced architecture capable of handiing
formats from SD and HD to the Internet, for the ultimate
in future-proof digicasting.

guessed it” future changes. Plus, it gives you the world’s
best off-speed play technology, as well as tight integration
with our Digital News Production Solution and major third
party applications. Standing behind all this is the Profile
XP's built-in redundancies that have zero tolerance for
failure. And the Grass Valley Group service team. They're
always ready to help with your transition to digicasting.

Is it any wonder that more broadcasters and video
professionals in more places throughout the world rely

on the Grass Valley Group to produce, manage and deliver
media content? Come on in, the future feels great.

Take, for example, the new PVS1100. A member of
the Profile XP family that's optimized for demanding
production applications like news and sports. It offers
superior performance in either a distributed, or

PYRTTRTY
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w.grassvalleygrou
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INBRIEF

ATSC NAMES CHAIRMAN
Philip Livingston, Panasonic
Broadcast vice president for tech-
nical liaison, has been named
chairman of the ATSC for 2002.
Vice chairmen are Lynn Claudy,
NAB senior vice president,
science and technology, and Jay
Adrick, Harris vice president,
strategic business development.
Livingston says the near-term
goal for the ATSC involves finish-
ing the DTV Application Software
Environment (DASE)
specification, designed to ensure
that enhanced and interactive
applications and data will be able
to run on all DTV receivers while
giving receiver manufacturers the
ability to choose their own plat-
forms and operating systems.

WNBC-DT HITS CABLE
WNBC-DT has been off the air
since Sept. 11, but Cablevision
and Time Warner Cable last week
began passing the station’s HDTV
signal on to viewers in time for
the Opening Ceremonies of the
Winter Olympics. WNBC-TV Direc-
tor of Engineering Steve Pair says
WNBC-DT is feeding the signal
directly to Time Warner and
Cablevision. Time Warner receives
the signal in downtown Manhat-
tan before handing it off to the
headends. To serve the
Cablevision system, a link was
secured between Rockefeller
Plaza and MSNBC, which, in tumn,
handed the signal to Cablevision.

COX ROLLS OUT METATV
MetaTV's interactive-TV services
will be offered in selected mar-
kets served by Cox Communica-
tions by year-end. The markets
are still to be determined, but
the services—news,
entertainment, weather, games
and localized content—will be
available on digital set-top
boxes. MetaTV's system also
includes hosting and
management products for the
headend.

26 Broadcasting & Cable /2-18-02 _,1

Service with a WOW

LIN, McGraw-Hill will test digital signal, interactive services

By Ken Kerschbaumer
OW Digital TV has signed up
broadcast groups and stations to roll
out its digital television boxes and
services designed to carry DTV signals and
related interactive services over-the-air.

Comprising 38 stations, the station groups
are LIN, McGraw-Hill, Sunbelt Communica-
tions and Larry H. Miller Communications.
According to WOW Digital TV Chairman and
CEQ Steve Lindsley, the deals call for a part-
nership between WOW
Digital and the stations to
test and roll out WOWs
services to viewers.

KSL-TV Salt Lake City;
KBYU(TV) Provo, Utah;
and KUED(TV) Salt Lake
City are testing the WOW
Digital system now, send-
ing DTV signals and inter-
active content related to
the Winter Olympics to 30
households.

Stations at the groups
will install tools and soft-
ware to help create ser-
vices for a single-screen
environment for data and video. The content
will be sent along with the digital TV signals
and received by set-top boxes in participating
viewers’ homes. The boxes will check receiv-
ability as well as the services” acceptability to
consumers and viewers.

“The plan is to launch in Salt Lake City
sometime in the third quarter, ideally around
the time of the new fall season,” says Lindsley.
“By the fourth quarter, we want to be in two
or three other markets before an aggressive
rollout in 2003.”

The WOW Digital TV service is based on
a $200 set-top box that can be hooked up to
either a digital or an analog TV. OpenTV
{which is an investor) will provide its platform
to deliver interactive content related to the

lpp b 4% Then o

video or shopping and financial services to the
set-top box.

Lindsley says that, ideally, the box will be
offered to viewers for free, with revenues for
both WOW Digital and stations coming from
a number of sources: national advertising
offering related on-screen commerce oppor-
tunities; a cut of any sales from those oppor-
tunities; premium services, such as PVR func-
tionality on a subscription basis (which would
also drive the cost beyond the $200 baseline);

Get ihe New 2.002%

WOW Digital is testing its system during the Olympics, sending DTV
signals and interactive content to 30 households in Salt Lake City.

and possible business opportunities related to
the viewer data collected.

“It’s up to us with the advertising partners
or vendors to get that subsidy down so it’s no
or low cost,” says Lindsley. “The broadcaster
won’t bear that burden.”

Gary Chapman, president and CEO of
LIN Broadcasting, hopes WOW Digital will
get momentum that previous efforts haven't.

“Until someone can solve the set-top prob-
lem penetration will be low and success will
be limited,” he says. “The partners [WOW]
has provide better content, and, on the box
side, there are partnerships with companies
that make boxes [Advanced Digital Broadcast
and ST Microelectronics], and that has never
been done before.” &
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Broadcast TV
Appointments at KIMT(TV)
Mason City, lowa: Michael
Fitzgerald, local sales manag-
er, named general sales
manager; Wayne Kohlhaas,
account executive, named
national sales manager.

Randi Goldkank, national
sales manager, WSVN(TV)
Miami, named local sales
manager.

Cable TV

Appointments at Cablevision
Systems Corp., Bethpage,
N.Y.: Tanya Van Court, VP,
international operations,
Covad Communications,
Santa Clara, Calif., joins as VP,
operations and customer
experience, digital products;
Jonathan Boltax, VP, broad-
cast technologies group,
ValueVision, New York, joins
as director, ITV development,
eMedia group.

Media

Matthew Frankel, head, com-
munications department,
Democratic Leadership
Council, Washington,
appointed director, media
relations, Rainbow Media
Holdings Inc., New York.

Programming
Gina Garrubbo, divisional VP,
Eastern advertising sales,
Discovery Communications,
New York, named executive
VP, sponsorship sales,
Oxygen, New York.

Geof Rochester, JSun
Networks Inc., Philadelphia,

FATES®&FORTUNES

joins Showtime Networks
Inc., New York, as senior
VP, marketing.

Diane Donchue, VP,
advertising sales, Eastern
region, A&E Television
Networks, New York, pro-
moted to senior VP.

Seth Howard, director,
programming and develop-

ment, Tribune Entertainment,

Los Angeles, promoted to
VP, scripted programming
and development.

Rita Caprino, director,
distribution services, Hall-
mark Channel, New York,
promoted to senior director.

Tracy Vasquez, special
events manager, CNN

Newsource, Atlanta, promot-

ed to director, marketing.

Radio

Appointments at Talk America,

Newark, N.J.: Rich Wood,
director, WOR Radio, New
York, joins as senior VP, mar-
keting and operations; Rich
Rapiti, affiliatc representative,
WOR Radio, New York, joins
as director, affiliate relations.
Chris Crawford, director,
coaching, Clear Channel
University, Clear Channel

Communications, Covington,

Ky., named VP/GM, Journal
Broadcast Group, Wichita,
Kan., operations.

Journalism

Michael Valentine, news
director, WEHT(TV) Evans-
ville, Ind., named executive
news director, WVEC-TV
Hampton, Va.

Obituaries

He was 74.

Mary, Juns and Ruth.

Richard “Dick” Alexander, the first African-American radio
personality in Connecticut, died on Feb, & at Danbury {CT) Hospital.

& WWIT veteran, Alesander began his career at WNAB and
WILC(AM) in Bridgeport during the 18605 and moved on to
WGHFWINE{AM) in Brookfield, His distinctive voice was accompanied
Ly i radio signature, “Dick Alexander hare and mighty glad to ba.”

He is sursived by his wife, Fatricia; brother, Philip; and sisters,

Calif, He was B,

Jerome H. Stanley, longtime talevision axecutive, died of nat-
ural causes Feb. 7 at Eisenhower Medical Center in Rancho Mirage,

Stanley started ocut as a production manager and assistant produc-
er for Frontiess Inc., which handled The Roy Rogers Show. He began
a 25-year career with NBC in 1956, rising to becoma YP of both film
programs and NBC productions. In those roles, he oversaw produc-
tian and development of such television series as Star Trex, The
Monkeos, Gat Smart and Bonanza, He retired from NBC in 1981 as VP
of broadcast standards, West Coast, and moved aver to MGM
Telewision, where he served briefly as WP of current programs, super-
viging the production of Fame and Chifs , among others,

He is survived by his wife, Anne; chilfren, Lynne and David; and
twa grandchildren. —P. Lionor Alleyne

Randal Stanley, news
director, WGRZ-TV Buffalo,

N.Y., joins WKYC-TV Cleve-

land, in the same capacity.
Jason Meucdi, field pro-
ducer, CNN Newsource,
Atlanta, named, supervisor,
Chicago bureau.
Paul Skolnick, managing
editor, Thunder & Lightning

News Service, Belleair Bluffs,

Fla., joins KCAL(TV) Los
Angeles in the same capacity.
Thomas Roberts, inves-
tigative reporter, WAVY-TV
Portsmouth, Va., joins CNN

Headline News, Atlanta, as
anchor/correspondent.
Natalie Morales, co-
anchor, WVIT(TV) New
Britain, Conn., joins
MSNBC, Secaucus, N.J., as
anchor/correspondent.
Scott Engler, anchor,
KCPQ(TV) Tacoma, Wash.,
joins WABC-TV New York,
as weekend anchor/host,
Business Week: Money Talk.

—P. Lianor Alleyne
palleyne@cabners.com
(212) 337-7141
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A career spent in news

RTNDF will honor Young for service to the First Amendment

aybe because he hasn’t had to spend time thinking

about his next TV station or his next company, Fred

Young has been better able to focus on the company

he has been with for 40 years. It’s a considerable tenure
by any standard and a remarkable one in television.

“It occurred to me,” Hearst-Argyle’s senior vice president for
news mused last week, “that, among the many folks who have
passed through Hearst-Argyle and were once colleagues at WTAE,
are Tony Vinciquerra and Judy Girard . They are running networks
(Fox and Food, respectively] while 1 frequently find myself at air-
ports [being searched by] 18-year-olds who don’t watch news. But

there must be some poetic justice to all of that.”

Young's peers hold him in far higher esteem than his self-effacing
humor would suggest. Next month, the Radio-Television News
Directors Foundation will present him with an award for his service
to the First Amendment at a banquet in Washington.

Hearst-Argyle  President
David Barrett calls Young “a
treasure for our company. His
wisdom and oversight of our
news has made a spectacular
contribution. I give him a lot of
the credit for setting the stan-
dard for our company.”

Young started in the busi-
ness as a disk jockey, but it's
clearly in news that he has |
made his mark. He started as a
desk assistant at WTAE-TV
Pittsburgh and rose through
the producing ranks to become
news director and later general
manager before moving to
Hearst’s corporate suite.

Clearly, he notes, its a
troubled business: eroding
viewership, diminished re-
sources and the temptation
to play strictly to ratings.

“What changed the business
most severely was the meter,”
he says, referring 1o Nielsen
Media Research’s overnight
measuring instrument. “We
used to look at a couple of rat-
ing books a year. Unfortunately,
a lot of us now live from one
quarter-hour to the next. In
some markets, we all look a lit-
tle too much alike; we all cover
the same story and use the same
buzzwords. Those numbers are
what drives our business, not
our news, Somehow, we have to
assess how we can be different
again, more creative.”

Noting the expanded use of
live coverage, Young says, that
“there has been a tendency to
turn stories that were once pro-
duced and artistically created
into a live story. The prolifera-

| 28 Broadeasting & Cable /2-18-02

Frederick Young
Senior Vice President, News,
Hearst-Argyle Television

B. Pittsburgh, July 3, 1941;
B.A., journalism, Duguesne
University, 1965; WTRA(AM)
Latrobe, Pa., disk jockey, 1959;
disk jockey, WDEO(AM)
McKeesport, Pa., 1960-61;
WTAE-TV Pittsburgh, desk assis-
tant, 1961-62; associate pro-
ducer, 1962; producer, 1962-69;
news director, 1970-79; vice
president/general manager,
1980-85; The Hearst Corp., vice
president, news, 1985-97; cur-
rent position since 1997; m.
Judi Maretsky, June 2, 1963;
children: Jonathan (36),
Richard (31), Aimee (27)

tion of the meter has given
birth to spectacular fire video
and car chases. As the business
is changing and we're doing
more with less, we need people
who can go live. But we do
well-produced stories at every
station in our group.

“Right now,” he says, “there

are three major cable news
channels duking it out for pub-
licity. Those three get all the
attention, while the three net-
works get all the viewers, We
have to remind everyone about
the importance of local TV
news. Sometimes we sell our-
selves short. If it weren't for us,
the networks wouldn’t have
any pictures from America.
We're the pipeline into every
city in America. We're how
they get to every home.”

Two years Hearst
became one of the first station

ago,

groups to replace much of its
independent consulting with
in-house  experts:  Candy
Altman, Brian Bracco—both
promoted from news direc-
tor—and Young.

Hearst-Argyle has no hostil-
ity for consultants, Young ex-
plains. “We still use some of the
best for research, headhunt-
ing.” But the ongoing consult-
ing role, he says, “we felt we
could internalize, do it better
and with less distraction.” He
likens it to a consultant with a
single client: “We don’t have to
spend any time selling them.
We're family.”

In addition, Young says, the
group frequently sends its news-
people to workshops produced
by the Poynter Institute, News-
lab, RTNDA and others. “Our
goal may have been to be more
efficient, but we don't want to
bury our heads in the sand.”

“Because we had a resource
like Fred,” says Barrett, “it al-
lowed us to think about how
we measured quality.”

—Dan Trigoboff
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FORSALESTA

FOR SALE:
STATION WHPN-TV, CHANNEL 57,
JANESVILLE, WISCONSIN

Station WHPN-TYV, Channel 57, licensed to Janesville, Wisconsin (serving the Madison-Janesville,
Wisconsin area) is available for purchase from Michael E. Kepler, the Chapter 11 Trustee appointed by
the United States Bankruptcy Court for the Western District of Wisconsin, in the bankruptcy cases involv-
ing the entities  that currently own the assets comprising the station. The Trustee has entered into an Asset
Purchase Agreement with a qualified buyer which contains the terms and conditions of sale. The sale will
be subject to FCC approval. The Bankruptcy Court has ordered that the sale be conducted according to
Sale Procedures approved by the Court. The Sale Procedures include an opportunity for other potential
buyers to participate in an auction sale of certain assets comprising the station to be conducted on March
15, 2002, at 10:00 a.m. (Central Time), at the offices of Murphy & Desmond, S.C., 2 East
Mifflin Street, Suite 800, Madison, Wisconsin 53703. The Sale Procedures set forth the requirements to
participate in the auction.

A hearing is scheduled on March 18, 2002, at 11:30 a.m. (Central Time) before the Bankruptcy Court
(120 North Henry Street, Madison, Wisconsin 53703) to consider approval of the sale to the present
buyer identified in the Asset Purchase Agreement or to the successful bidder at the auction. The hear-
ing may be continued from time to time without further notice.

Parties interested in acquiring the station may obtain a copy of the Asset Purchase Agreement, includ-
ing the Sale Procedures, and request further information by contacting:

Attorney Robert A. Pasch
Murphy & Desmond, S.C.
(special counsel to the Trustee)
2 East Mifflin Street, Suite 800, P.O. Box 2038
Madison, W1 53701-2038
(608) 257-7181 telephone, (608) 257-4333 facsimile
rpasch@murphydesmond.com

" Puri Family Limited Partnership (Case No. 01-34477-11). Puni LLC (Case No. 01-34478-11). and Media Properties, Inc. (Case No. 01-34476-11).
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prepares your personalized demo. Unique

1 CREATIVESERVICES

| CREATIVE SERVICES DIRECTOR

VP, PROGRAMMING & OPERATIONS ]

New England Sports Network (NESN), a regional
sperts network owned by the Boston Red Sox
and Boston Bruins, is looking for a VP,
Programming and Operations. Responsibilities
will include program development, production |
and scheduling. This position requires a team-ori- |
ented manager capable of providing the overall
strategic vision and creative direction of the pro- |
gram schedule. Requirements include min. 5
years of senlor levet programming, scheduling or
program planning expariénce; cable television or
sports programming is a plus. Bachelors degree |
or greater is required. Send resume to: Raymond
Guilbault, NESN, CFC, 70 Brookline Ave. Boston,
MA 02215, or fax to (617) 267-0796. NO PHONE |
CALLS PLEASE. ECE. |

)|

format, excellent rates, coaching, job search
assistance, tape critiques. Great track record.
847-272-2917.

FORSALEEQUIPMENT

PRE-OWNED EQUIPMENT
Broadcast - Production - Satellite
Digital - Analog
(210)363-7800 www.staffel.net

WKRC-TV, Cincinnati's #1 station and one of lhei
nation's top CBS affiliates, seeks Imaginative cre-
ative services director to oversee Promotion,
Marketing, and Commercial Production divisions.
This key execulive position, reporting directly to]
the GM, must generate viewership for our top-
rated newscasts, develop synergy marketing|
|plans with sister Clear Channel operations, and
expand stat-of-the-art production unit. Proven
ability to transform creative visions into increased
ratings and brand-awareness a must. 3-5 years of
management experience, college degree strongly
preferred. Please send resume, cover letter, 3
samples of your best work, and salary require-
ments to: Business Office, WKRC-TV, 1906
Highland Avenue, Cincinnati, OH, 45219.

[ Broadcasting & Caﬁe/Z-IB—OZ 29_
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is the key to your bottom line.
Renowned makeup artist Camille Nelson joins

MORT MEISNER ASSOCIATES

offering Full Service image Consulting
for on-air talent, stations and station groups.
In person or by videotape. Makeup * Hair - Wardrobe

248-545-2222

| NEWSCAREERS

WRITER/PRODUCER
WANTED: Excessively creative, bright and dedi-
cated Writer/Producer 1o join Creative Services
team at KSTP-TV, the ABC affiliate in Mpis./St.
Paul, MN. You'll produce and edit news topical
promos for the next evening's late newscasts as
well as other projects. Hours are 1-9:30pm, Sun-
Thurs. Great tools: Avids, Afterefiects, along with
terrific benefits...and free parking! You should
have at least 2-4 years experience in TV promo-
tion and possess non-linear editing skills. Got the
stuft? Want the chance to thrive in one of the best
news markets in the country? Then get your
resume and reel up here! Send it to:
KSTP-TV, Human Resources Dept., Job #13-02
3415 University Ave., St. Paul, MN 55114
EOE

METECROLOGIST

WSOC-TV is looking for a qualified meteorologist
who is energized by weather and loves to tell that
story every night on TV. We are a top-notch
weather shop equipped with state of the art fore-
casting gear.

NO BEGINNERS...minimum 3 years on-air fore-
casting experience. Please send tape and
resume to: Vicki Montet, News Director, WSOC-
TV, 1901 N. Tryon Street, Charlotte, NC 28206.
No phone calis piease. EOE M/F

cCMT

Country Music Television has the following openings in Nashville, Tennessee:
Director of Scheduling

This position reports to the Vice President of Program Development and Production for CMT:
Country Music Television and will play an integrai role on the team developing program philoso-
phy for the network.

The Director of Scheduling will be responsible for the development and distribution of the net-
work’s program schedules. This individual will review program schedule needs and seek pro-
grams to serve those needs. Will also recommend renewals, cancellations and scheduling
changes; set up schedules based on program availability and evaluation of research/ratings data
for the channel. Additionally, the Director will assembie market research/ratings data for depart-
ment management review, review final logs to ensure accuracy, and distribute schedules to other
network departments. Screens and maintains product inventory.

The position requires 5+ years television experience, preferably cable or on a national broadcast
level, with emphasis on research or scheduling background.

Director of Program Development & Production

The ideal candidate will serve as Supervising/Executive Producer on a wide range of program-
ming for CMT: Country Music Television. This position will deveiop and manage interstitial and
long-form network stunts, speciais and series. Candidate must have strong writing and producing
background - both studio and field experience - as well as 3+ years experience managing creative
personnel. Appreciation of country music and experience in live television a plus.

This position reports to the Vice President of Program Development and Production for CMT and
will play an integral role on the team developing program philosophy for the network. Candidate
must have 7+ years' television experience, preferably including production company and/or net-
work background. Must enjoy supervising muitiple projects simultaneously and working in a team
environment.

CMT, America's No. 1 country music network, carries original programming, specials, and live
concert and events, as well as a mix of videos by established country music artists and new cut-
ting-edge acts, including world premiere exclusive videos. The network, owned and operated by
MTV Networks, reaches 56.8 miliion households in the United States. CMT offers competitive
salaries, a tuition reimbursement program, 401(k) with company match, and generous benefits
without waiting periods. To apply, send cover letter and resume to:

MTV Networks - Nashville
Human Resources/Staffing
2806 Opryland Drive
Nashville, TN 37214

Or you may apply by e-mail to employment@ country.com. No phone calls, please. EOE

REPORTER

WSOC-TV is looking for an aggressive enter-
priser who enjoys the independence and free-
dom of bureau iife. Key to success- the abiiity to
cultivate contacts, “own* the territory, generate
multiple stories daily, werk efficiently and go
LIVE on a moment's notice. No beginners..2-3
years on-air reporting required. Willingness to
shoot or edit a plus but not required. Please
send tape and resume to: Robin Whitmeyer,
Asst. News Director, WSOC-TV, 1901 North
Tryon Street, Charlotte, NC 28206. No Phone
Calls Please. EOE M/F

TECHNICALCAREERS |

NEWS DIRECTOR
Medium-size market seeking a news director
with a solid background in investigative and
enterprise reporting, plus high energy, high con-
tent newscast. This is an award winning news
team that needs very good leadership. A mini-
mum of 3 years experience as news director
required. Strong hands-on managerial and
administrative skills a must. Female and minor-
ity applicants urged to appiy. Send qualifica-
tions and resume to Box 0212, Atin: K. Parker,
B&C Magazine, 275 Washington St., 4th fl.,
Newton, MA 02458. EOE, M/F/D/V.

WMUB - CHIEF ENGINEER
MIAMI UNIVERSITY

Duties include serving as FCC Chief Operator and associated duties; maintaining signal quality and equip-
ment; administering budget; planning for expansions; coordinating remotes; supervising University tower
facilities; maintaining computer and AP networks; responding to emergencies; and other duties as assigned.
Requires a Bachelor's degree or equivalent; generai class license from FCC or equivalent; SBE certification
or equivalent; 5 years relevant experience; familiarity with FCC regulations; success in transmission and pro-
duction system design, repair and maintenance; familiarity with FM systems and others, analog and digital
production systems, satellite downiinks including the Public Radio Sateliite System; ability to troubleshoot
and repair equipment; familiarity with computers and LANS (preferably Mac and PC), remote systems and
STLs; continuing profassional development; communication, organizational and time management skills;
ability to work within deadiines; experience with word processing and spreadsheets. Desired is a commit-
ment to public broadcasting in a University context and experience with students, faculty, administrators and
volunteers. Review begins March 1, 2002 for July 1, 2002 or earlier hire.
Send letter of appiication, resume and three references with phone numbers to: John Hingsbergen, Chair,
Chief Engineer Search, WMUB Public Radio, Wiiliams Hall, Miami University, Oxtord, OH 45056, Ph:
513-529-5885, Fax: 513-529-6048, E-mail: hingsbje @muohio.edu
EQUAL OPPORTUNITY IN EDUCATION AND EMPLOYMENT.
Miami University's report, Campus Crime and Safety, is available at www.muohio.edu/righttoknow. A hard
copy may be oblained by contacting the Personnel Office.
Visit our Web site at:-www.MUOhio.edu
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TECHNICAL’

Classifieds

| SALES: ]

fORgALE'

weather.com

Sr. Director of Broadcast Operations
The Weather Channel is searching for a Sr.
Director of Broadcast Operations. Individual
will lead and manage all programming
aspects of broadcast operations, master con-
trol, production, and editing. Must have
knowledge of digital and server technology,
broadcast engineering, and people manage-
ment. Prefer bachelor degree. Min. 5 years
management and 7 years television experi-
ence. Join us in our continued success in the
cable industry. To apply visit:
www.weather.com/jobs
Qualified applicants apply online.

NATIONAL SALES MANAGER
Sinclair Broadcast Group, Inc. owner of
WPGH/WCWB in Pittsburgh seeks a National
Sales Manager. The successful candidate must
possess proven sales record, strong negotiation
skills, leadership qualities and a desire to suc-
ceed. This is a tremendous opportunity for a
highly motivated individual to join our progres-
sive station and to work in conjunction with our
national rep to grow market share and achieve
budget goals. Position requires a minimum of
two years TV sales and management experi-
ence. Please fax your cover letter and resume
to 412-931-8177, attention Jim Lapiana.
Sinclair is proud to be an equal opportunity
employer and a drug-free workplace.

RADIO - STATIONS FOR SALE

Austin, TH Group 2 P ... £inamM
AflartaMacon AR-CI FM e STOM
Charleston 2 A0 GROUP .....corcesne.o . SEDOK
GainesvileOcala 2 AM 2 FM ..o 52T
Wi AM 5 KW ... 56.5M

Emadl Hadderws@acl.com or visi us onfine gt
www.Haddenonline.com
HADDEN & ASSOC.

{Office) 407-659-5069 (FAX) 407-699-1444

175 ADVERTISING SALES -
"BLUE CHIP" CAREER OPPORTUNITIES
Sales Managers - Account Executives - Marketing

Research - Traffic - Production
Free Service to Candidates
Apply Now at www.MediaRecruiter.com

/)

ShopNBC

At ShopNBC, our strategic partnership with NBC
has enabled us to become America's fastest growing
home shopping network on-line and on
television. We currently have great opportunities
available for a:

2nd shift Broadcast Vaintenance Engineer

needed in Eden Prairie MN. The successful
candidate for this position should have a strong
understanding of communications installation
techniques. Experience in cable fabrication and
installation for broadcast and A/V systems is
required. Must be able to work unsupervised.

A B.A. in Electronic Technologies or a related field
or equivalent military training is preferred.
Knowledge of broadcast and A/V systems opera-
tions and integration is required. Strong experience
using Windows '95, '98, 2000 or NT is considered
necessary. Familiarity with computer networking is
a must. The candidate should be familiar with indus-
try standard cable terminations, installation and fab-
rication technigues, in addition to being capable of
reading. interpreting and implementing schematic
drawings for the purpose of installing broadcast tel-
evision/radio and high-end A/V systems under the
direction of a Project Engineer. Also, this
individual must be knowledgeable of component
set-ups, system signal flow and possess
troubleshooting skills.

If interested. please fax. mail, or email your resume to:

ShopNBC
6740 Shady Oak Road, Eden Prairie, MN 55344
Located off Hwy's 62/212
Phone: (952) 943-6714, Fax: (952) 943-6711
E-mail: jobs@shopnbc.com
EOE

DIRECTOR: rriers |
DIRECTOR/TECHNICAL DIRECTOR
We're looking for a leader with 2-3 years experi-
ence Directing and TD'ing fast-paced shows, who's
ready to move 1o a top-25 market that's also a great
place 1o live! Must communicate well with others
and be able to function in high-pressure situations.
Should be willing to work a variety of shifts, includ-
ing nights and weekends. Grass Valley, audio, and
non-linear editing experience also a plus. Send a
resume and non-returnable VHS tape to: Box 0218,
Attn: K.Parker, B&C Magazine, 275 Washington

St, 4th fi., Newton, MA 02458.

MANAGEMENT.

MANAGER

Manager wanted for small market FOX aftiliate in
mid central state. Excellent opportunity for moti-
vated and sales oriented GM. Salary plus bonus
and excellent benefits. Send resume to Box
0211, Attn: K. Parker, B&C Magazine, 275
Washington St., 4th fl., Newton, MA 02458.

 S1TuATIONS )
BEHIND THE SCENES AND LOVE IT.
Worked in broadcast and production for the past
10 years. Enjoyed producing, directing, editing,
programming, camera, and production &
webcast engineering.
What can | do for you?

Scott Grizzle 619-561-9237 or
I scottgrizzle @ hotmail.com

SMALL MARKET RADIO GEMS

*AM/FM Eastern Montana. Perfect for Owner-
operator. 250K.

*4 different FM stations in central-western
Nebraska from 600K to $1.5 million. Two stand-
alones and a FM/FM combo.

Contact larry @ patcomm.com for details

FacuLry:

FACULTY POSITION
IN ELECTRONIC MEDIA
Fall 2002. Tenure-track or Lecturer, depending
on qualifications. See web site for complete infor-
mation www.wartburg.edu/hr. Wartburg College,
Waverly, lowa. AAJEQE.

RADIO/TV/FILM

Teach undergraduate radio/audio and televi-
sionfvideo production as well as some non-pro-
duction media studies courses. Ph.D. or MFA in
Radio/Television required. Significant university
teaching experience and/or media industry expe-
rience expected. Salary: Competitive. Start:
9/1/2002. Send statement of interest, vita, and
the names of three references by March 31, 2002
fo: Ned Eckhardt, Chair, Rowan University,
Radio/TV/Film, Glassboro, NJ 08028. (e-mail:
eckhardt@ rowan.edu).
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Classifieds

‘Miscellaneous Allied Fields
NEws: CoLLECTION
' POINT-CLICK-COLLECT
Explore Your Options With The Media Collection
Dream Team

NASA is seeking an experienced Public Affairs Officer
at NASA Headqguarters in Weashington. DC

Responsibilties include: meda planning and external
ComMMUNICatIoNs for a large program office, writing
press releases. conducting press conferences. acting
as an Agency spokesperson. developing inforrmative

rmacerals. and coordinating the effores of public
affairs officers located at NASA Centers around the
country.

Attorney (former broadcast/cable and sales
manager Katz, Petry, Lifetime and NBC-TV)
and staff representing America’s Top media
firms for 156 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

For more inforrmation, go to a wide variety of business management
htepl/ivwwwinasajobsnasagov subjects.

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

CCR * George Stella
1025 OId Country Rd., Ste. 403S

Westbury, NY 11590
Tel: 516-997-2000 - 212-766-0851

Fax: 516-997-2071
E-Mail: ccr@ccrcollect.com

Applications are being accepted 2/11/02-3/4/102

Classified Ad Rates:

Advertise your print ad online.

Visit our website
www.tvinsite.com

BASIC LINE HELP WANTED ad - $3.15 per word gross
(20 word minimum)

SITUATIONS WANTED ad - $1.70 per word gross
(20 word minimum)

BOXED DISPLAY classified ad - $267 per column inch

gross w/ art.
{Please note: Cable advertisers recelve rate of $182 per col. inch gross w/ art.)

We have a new issue every Monday!

Deadlines: |
SPACE AND MATERIALS DUE: Tuesday by 5:00 pm
EST prior to the following Monday’s issue date.

Column inch is equivalent to 2%s” wide X 17 deep.
1 column width = 2%~
2 column width = 4%~
3 column width = 76"~

BLIND BOX - $35 extra charge, will forward replies. Payment: You may pay with a credit card, or we can

bill you per issue.

Professional Cards P. age Rates: For more information, contact:

Kristin Parker (Account Executive)
email: kbparker@cahners.com
Phone: 617-558-4532 or 617-558-4481
Fax: 617-630-3955

13X contract = $122 per issue,
26X contract = $117 per issue,
or 51X contract = $85 per issue.
Size = 1"%s" wide X 1"deep
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Classifieds

du Treil,
Lundin &

Consulting
Engineers

Rackley, Inc.

Sarasota. Florida

CARL T._JONES =

CORPORATIO)|

CONSULTING ENGINEERS

7901 Yarnwood Court
Springfield, Virginia 22153
(703) 569-7°04 fax (C03)

| COMEN, DIPPELL AND EVERIST, P.C.
CONSULTING COMMUNICATIONS ENGINEERS
Domestic and International
Since 1937
1300 "L” Street, N.W., Suite 1100
Washington, DC 20005
(202) 898-0111 FAX: (202) 898-0895

E-Mail: cdepc @ attgiobal.nel

(Mullaney Engineering, Inc.
Consuting Telecommunications Engineers

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

A Protessional Corporation
Member AFCCE
BROADCAST/TELECOMMUNICATIONS

Bloomtieid Hills, MI Washington, DC
248.642.6226 (TEL) 202.293.2020
248.642 6027 A 202.293 2021

www.Ifxia com

941.329.6000 WWW.DLK.COM
L Member AFCCE ! MEMHER AFGCE[__Nmsmratcam | Member AFCCE Membar AFCCE J
HATFIELD & DAWSON Cavell, Mertz & Davis, Inc.
John F.X. Browne | IHamMETT & EDISON, INC. I Englneering, Technology
& Associates CONSULTING ENGINEERS Consulting Engineers & Management Soiutions
Box 280068 9500 Greenwood Ave., N.

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

www.h-e.com

10300 Eaton Place, Suite 200
Fairfax, VA 22030
(703) 5910110 (202) 332-0110
Fax (703) 5910115
www.cmdconsulting.com
www.DTVinfo.com

Seattle, Washington 98103
(206) 783-9151
Facsimile (206) 789-9834
MEMBER AFCCE

}\&\‘

CARL E. SMITH
CONSULTING ENGINEERS
AM FM TV Engineering Consultants

Complete Tower and Rigging Services

Box 807 Bath. Ohio 44210
330) 6594440

I
|

Munn-Reese, Inc.

Broadcast Engineering Consultants

P.O. Box 220
Coldwater, Michigan 49036

Phone: 517-278-7339
Fax: 517-278-6973

www.munn-reese.com

=X INIRd Member AFCCE

Denny & Associates, P.C.
Consulting Engineers

_ 301 768 5600 tel.

301 768 5620 fax
www.denny.com

NATIONWIOE MONITORING SERVICES, INC.

101 Wes| Ohio St. |
' i ?ﬂrhrﬂool \ces 34 HOURa 4 5,
0. ASSOCIATES In mnupuﬁ?(lj'j 4 e

IDennisWallace (317) 684-6754 |

-]
+,
ooy, 5 "L
wollocedtv@aol.com gom el
] lg&:andescm:gd strobe lights, Rgporting and
utions, , Doors, Alarms, Generators,
| SPECIALIZING Temperature, Humidity and others.
IN DIGITAL TELEVISION Nodf?c%ﬁon via fax, e-mail, phone, and beeper.
| Reporting and/or Aling to FAA, Owner of Others

TOWER/ANTENNA CONSULTANTS

SHOOLBRED
ENGINEERS, INC.
STRUCTURAL CONSULTANTS

Towers and Antenna Structures
Robert A Shooibred, P E

C of

[ NATIONWIDE TOWER COMPANY, INC. |

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

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

|24 HOUR EMERGENCY SERVICES AVAILABLE|

D UNTVERSAL TOWER, Inc

Manufacturer of
Self-Supporting Towers,
Guyed Towers and Accessorles

P.0. Boa 278 + Henderson. Kentucky 424130276
Tek 270-833-5151 - 270-533-1479
Www.undversaltowsr.com

Broadcasting & Cable is the weekly newsmagazine for the broadcast and cable television, radio,

satellite and interactive multimedia industries.

The publication features articles and information on media technologies, FCC actions, station sales and programming, the Internet,

Nielsen ratings and more.

In this aggressive market, it is imperative that your advertising message targets your specific audience.
This is where Broadcasting & Cable can work for you:

TV Markets & Networks
B&C has a circulation of 36,000 and is published 52 times a year.
Please contact: Kristin Parker at 617-558-4532, kbparker@cahners.com

+ Commercial TV Stations-

- Local News Stations - Cable Networks

ADVERTISE THE EASY WAY WITH

YOUR BUSINESS CARD!
CALL 617-558-4532 FOR MORE INFORMATION
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Editorials

COMMITTED TO THE FIRST AMENDMENT

Rate cut doesn’t rate

A week ago, it looked as though the Torricelli amendment to the Shays-Mechan campaign-
finance-reform bill might make it into law despite major flaws. As late as Wednesday
morming, Michigan Republican Fred Upton was warning broadcasters they had best get on
the phone to their representatives.

Instead, an amendment stripping the requirement that TV stations provide even deeper
discounts to federal candidates passed with such ease we may have to rechristen the surviv-
ing bill May-Sheehan for the lobbying skills of old hands like NAB’s Jim May and
Tribune’s Shaun Sheehan in helping the industty dodge another bullet.

Why did Torricelli tank? Broadcast lobbyists are good, and there was enough bad in the
amendment that many legislators realized they could, and should, live without it.

The fact that the enforced rate cut applied to television but not to radio or newspapers
or billboards or transit or direct mail struck some, this page included, as unfair. The fact
that it applied only to federal candidates and not to state or local struck many, this page as
well, as unfair. And, more broadly, there were legitimate First Amendment concerns about
the degree to which some Washington types feel they can micromanage political speech.

Ultimately, though, the most practical arguments came from a pair of Democrats. Hawaii’s
Neil Abercrombie pointed out that, if candidates pay less, someone will be paying more: “I'm
not going back into my district and telling people that are trying to make a living, especially
after 9/11, that they've got to pay more so that people can listen to me.” Michigan’s John
Dingell put an even finer point on it: “We are putting our hands in the pockets of the home
folks to get a campaign subsidy. I don't have the arrogance to vote for Torricelli or to say it is
in the public interest.” Fortunately for broadcasters, neither did most of his colleagues.

How can we help you?

Michigan Republican Fred Upton, who chairs the House Telecommunications and
Internet Subcommittee, was proving a friend to broadcasters (see above) in more ways
than one last week. At a conference on the progress of the DTV transition, the finger-
pointing in Washington over the various snags in the timetable gave way to a helping hand.
Saying the transition was his top priority and sympathizing with the millions broadcasters
have spent to try to make the transition, he suggested that more pressure be put on the
cable and equipment industries to resolve compatibility and copy-protection issues.

It is a waste of time to play the blame game. Rather than worrying about how much to
penalize broadcasters (the budget proposal for spectrum fees for late adopters),
Washington should be doing all it can to help. That should extend to the FCC, which this
week will begin receiving DTV waiver requests from local stations.

Broadcasting & Cable (ISSN 0007-2028) (USPS 00668-0000) (GST #123397457) is published weeidy, except at ysar’s end when two ssuas are combined
and for one week in April, when it is published semi-weskly, by Cahners Businass Information, 245 W. 17th St.. New York, NY 10011, Broadcasting &
Cabie copyright 2002 by Reed Elsevier Inc.. 275 Washington 51, Newton, MA 02158-1830. All rights resarved. Periodicals posiage paid at New York, NY,
IMMWMMCMMIPMPM(CMM AgmememNoosmm Pocmmterpbmw\dsddmss
0: Broadcasting & Cable, PO, Box 15157, North Hollywood, CA 91615-5157. Rates for ing all issues: USA $159,
cmszw(mnussn Foreign Alr $350, FomionSurhosSlQQArumubhhoMbl (ooovcr dling costs in ola
. Back lssves: except for special issues where price changes are indicated. single copies are $7.95 U.S.. $10 formgn. Please address all sub-
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% BROADCASTING & CABLE SPECIAL REPORT

On March 4, Broadcasting & Cable will
check the progress of cable's new digital
networks—the ones in place and the ones
on their way. Also in the same special report
Broadcasting & Cable looks at the prospects
for growth in the video-on-demand business.
This special report will reach over 34,000
television industry decision-makers influenc-
ing the growth of these important services.
Call your Broadcasting & Cable representa-
tive and reserve your space today

issuepate:  MARCH 4, 200¢
sPace cLose: Friday, FEB, 22

waTeRIALS DUE: Tuesday, FEB, 2b

BROADCASTINGCABLE

Chuck Bolkcom: 775-852-1290 ¢ Marcia Orcutt: 323-549-4114
Yvonne Pettus: 212-337-6945
Rob Payne: 212-337-7022 ¢ Michael Farina: 212-337-6941
Classified Advertising & Marketplace Advertising: 866-258-10%5
VISIT OUR wesB SITE: www.broadcastingcable.com
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CONFERENCE & EXHIBITION

APRIL 23-26, 2002

LOS ANGELES CONVENTION CENTER, CA

i

MARK JARVIS ] ROB KOENEN
SVP and CMO - : President, MPEG4
ORACLE CORP. 3 | Industry Forum
! ; . S snr. Director, Tech
- Initiatives, Intertrust
i Technologies Corp.
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Full Conference and FREE Exhibition Registration Online at

www. streamingmedia.com/west
or call (888) 301 8890 or +1 415 593 4800 outside U.S. 5;”5,"2'351‘”““
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