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REGULATION 

No go? 
The on- again /off -again 700 
MHz auction may be off again, 
sort of. 

Despite an FCC ruling May 24 
that would parcel out the 
frequencies in two auctions by 
the end of the year, Congress is 
likely to indefinitely postpone 
bidding for most channels now 
used for TV chs. 52 -69. 

Reps. Billy Tauzin (R -La.) and 
John Dingell (D- Mich.) are 
expected to broker a deal with 
Alaska Republican Sen. Ted 

Stevens that will require 
auctions to go forward for only 
two of the five license blocks 
that have been carved out. One 

of the blocks would give 
winners a 12 -MHz swath of 
spectrum, the other 6 -MHz. 
Stevens has introduced legisla- 
tion that would require the en- 
tire swath of spectrum to be 

auctioned June 19, but his 
major interest is said to be 

helping Alaska Native Wireless 
with its plan to roll out wireless 
service in rural areas of his 
home state, as well as the 
lower 48. 

The legislative deal, 
according to Capitol Hill 
sources, would be attached as a 

rider to a noncontroversial bill. 
The FCC has been under 
pressure to cancel the auction, 
which has been postponed a 

half -dozen times already, but 
has refused because current 
statute requires that proceeds 
be deposited in the Treasury 

this year.-B.M. 

CBE 
CABLE PROGRAMMING 

MTV stays home 
Even if MTV is hatching an Osbournes spin -off, TV critics won't 
get a first look. When the semi- annual Television Critics Associa- 
tion tour returns to Pasadena, Calif., in July, the MTV Networks 
will be home in New York. The group, which includes heavy- 
weights MTV, VH1, Nickelodeon and TNN, is sitting this one out. 

Seems tour organizers want cable nets' presentations to hype 
new shows and stars. "TCA has asked that cable networks try to be 
more newsy and less time -filling, with state -of- the -channel reports 
during press tour," said TCA head and Newsday writer Diane 
Werts. MTV Network execs decided its channels don't fill that bill 

this time. But MTV assures us they'll be back. It is, after all, where 
MTV unveiled its mega -hit The Osbournes last January. 

Missing the tour will save Viacom a bundle. It can cost each 
company $100,000 or more to fête the scribes.-A.R. 

What is MTV cooking up to 
top The Osbournes? TV critics 

may be the last to know. 

TV VET (,EIS FOX NETS 
Fox is putting a veteran TV- station executive in 

charge of its cable networks, tapping Tony 

Vinciguerra as president and CEO of Fox Networks 

Group. The company should announce the deal this 
week. Vinciguerra is currently president of Fox Tele- 

vision Network, overseeing the operations side of 
Fox's broadcast network. His new title will add to 

that Fox's cable networks, including FX, the National Geographic Channel 

partnership, the various Fox Sports regional networks, and Fox Movie 

Network. The cable properties had been run by Jeff Schell, who moved 

over to Gemstar in April. Vinciguerra joined Fox in January, leaving his 

post of COO of Hearst -Argyle Television. Previously, Vinciguerra was 

executive VP of CBS stations and GM of KYW -TV Philadelphia and WBZ -TV 

Boston.- J.M.H. 
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Fisher steps up 
Cox Television President Andy 

Fisher is expected to be named 

vice chairman of the NAB TV 

board this week, even though the 

second of his two two -year board 

terms has expired. Not to worry. 

Fisher will be taking a 

designated board seat allocated 

to the TV Operators Caucus, 

which is made up of leaders of 

most of the big TV groups (Cox 

was No. 13 on B&C's latest top - 

25 list). Because that seat is 

appointed, Fisher can stay on the 

board as long as TOC wants him 

there. Fisher has led the fight to 

preserve the 35 % national audi- 

ence cap on TV ownership, a bat- 

tle that drove Viacom, Fox and 

NBC from the NAB ranks. Fisher, 

along with Post -Newsweek's Alan 

Frank, also led an affiliate effort 
to get the FCC to crack down on 

what they alleged were network 

abuses of affiliates. -P.A. 

NAB'S DO -GOOD 
TALLY: $9.9B 
The NAB says commercial TV 

and radio stations contributed 
89.9 billion in public service in 
2001, a billion of which came 
from Sept. 11 relief efforts. 
That figure is a combination of 
donated airtime and money for 
charity and disaster aid. It 
doesn't include network efforts 
or the value of stations' 
personnel time. It is NAB's 
third public -service census. The 

1999 figure was $8.1 billion; 
the 1997 figure, 86.8 billion. 



TOP OF THE WEEK 

Record upfront: $8.32 billion 
NBC leads the way in most 
lucrative broadcast upfront 
ever; cable, syndication 
await their shares 

By Steve McClellan 

Less than two weeks ago, broadcast - 
network executives were debating 
whether the advertising slump would 

skulk into next season. Then, on Thursday, 

May 30, NBC started advance selling of ad 

time in its 2002-03 prime time season and 
was surprised by the strong demand. Other 
networks quickly followed. By Tuesday, 

June 4, this year's upfront market was 

pretty much over, and a new record for 
total sales -$8.32 billion -had been set. 

"This is way beyond what we thought 
the overall marketplace was going to be 
this year," says Randy Falco, president of 
the NBC Television network. 

"The agencies were flashing less money 
than was really spent," says Joe Abruzzese, 
president of sales for CBS. "So when they 

finally submitted budgets, they were huge." 

This year's take is just a bit higher than 

2000's but a whopping 21% greater than last 

year, the first down market in a decade. The 

Even ratings laggard ABC was able to increase prices. ABC Entertainment President Susan Lyne 
says new show Push, Nevada attracted huge interest from high -end advertisers. 

networks sold a lot more of their time this 

year, though: in the normal 80% range. Last 

year, in an effort to bolster cost- per -thousand- 

viewer (CPM) pricing, they sold considerably 

less time. CBS capped it at just 65 %. 

This year's turnaround was remarkable, 
coming amid still bearish, if not recession- 

ary, economic conditions. But it remains to 
be seen whether other TV sectors and 
radio will rebound as strongly. 

Cable executives are bullish. They say 

that the deals they have written so far sig- 

nal strong gains and contain no evidence 
that cable budgets were shrinking. "Clearly, 

a rising tide raises all boats," said Bill 

McGowan, executive vice president of ad 

sales for Discovery Networks. Clearly, that's 
what cable is hoping for, at any rate (see 

stories, pages 12 and 14). 

But Jon Mandel, chief negotiating offi- 

cer at Grey Global's Mediacom, says he 

saw many of his clients, which include 57 

The big bounce 
Total upfront ad sales 

CPM change 

'02 vs. '01 
Inventory 

sold '02/'01 Network 2002 2001 2000 

NBC $2.748 $1.908 $2.35B +8% 83%/67% 

CBS $1.958 $1.408 $1.628 +101 82 °6,/65% 

ABC $1.508 $1.60B $2.458 +5% 84 %/72% 

Fox 51.308 $1.308 $1.306 +7% 83 70.. 

WB $0.586 $0.488 $0.43B +15% 78 % /NA 

UPN $0.258 $0.208 $0.156 +14% 80 % /NA 

Total 58.328 $6.888 58.308 

NA = not available Source: Networks and advertising executives 
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national advertisers, move money from the 
cable to the broadcast networks. As a 

result, Mandel believes cable's total take 
may dip by a single -digit percentage and 
CPM prices may drop even more. 

One positive sign for 

cable: NBC says it last week 

sold $450 million in 

upfront time in its two 

cable news networks, 
MSNBC got going last 

week immediately after the 

broadcast networks 
wrapped up business. Early 

indication was it would 

make up a lot of lost ground 

from last year. The market is 

not expected to be com- 

pleted until some time this 

week (see below). 

Even before the upfront, 
TV stations were seeing 
some positive signs in the 
ad market, including a 

3.5% climb in first- quarter 
sales -quite a change from 

the 13.8% decline in first 

quarter 2001. 

Television Bureau of 

Advertising President Chris 

Rohrs says the big gains in the network 

upfront can only help local broadcast's cause: 

"It's a very encouraging sign." Spot TV is on 

track to grow 7% in 2002. That's up from the 

TVB's most recent official projection of a 

TOP OF THE WEEK 

2.5% to 5% increase. 

Mandel cautions local broadcasters. 
Auto manufacturers last week were shifting 

money from spot TV to the broadcast net- 

works, he says, noting that they spent an 

additional $140 million at 

NBC alone. 

"I hope he's wrong, and 
I think he's wrong," says 

Rohrs, who notes that, in 

the first quarter, auto 
spending in local and 
national spot was up 
11.1%, almost double the 
auto industry's overall 

increase in ad spending. 

Radio was also feeling 

good in the afterglow of the 

broadcast -network action. 
"I've never seen a bad year 

after a good upfront," says 

Gary Fries, president of the 

Radio Advertising Bureau. 

"It's encouraging." In radio, 

"the advertisers are making 

plans and committing them- 

selves earlier," he says. "I 

see a strong July developing 

in May." 

The broadcast -network 
upfront was conducted over a six -day 

period that ended last Wednesday. The 
pace and depth of the business signaled 

one of the fastest recoveries on record for 
broadcast TV. After the previous recession, 

NBC's Falco: "Companies are 
manufacturing again; they 
have to take the product to 
market. The most effective 
way is on network TV." 

Zenith's Hamilton: 
"Generally speaking, the 
market was more robust 
than most people 
predicted." 

1991 -92, it took two years for the broad- 

cast network upfront to reach pre - recession 

levels. 

Here's a rundown of how the networks 

fared in the upfront. 

NBC. In the prime time upfront, NBC 

did almost $2.74 billion in sales, a new sin- 

gle- network record, surpassing ABC's $2.4 

billion in 2000. It sold 83% of its inventory, 

with an 8% CPM increase. 

But prime time was only part of the 
NBC story. In addition to the $450 million 

(up 10 %) it sold in CNBC and MSNBC, 

the network set records in early morning 

($357 million, up 18 %) and late night (up 

30 %). Telemundo posted sales of $225 

million, a gain of 29 %. Overall, NBC did 

$4.1 billion in upfront business in about 
2' business days- approximately 32% 
more than last year. 

CBS. The Viacom -owned network raked 

in the second -biggest share of upfront ad 

dollars at about $1.95 billion, a record for 

the network. CBS executives say its pricing 

was up an average 10 %, the highest 
increase of the Big Four. NBC still com- 

mands the highest rates in the industry, 

some 10% to 15% higher than ABC's and 

CBS's. CBS executives say that, with this 

year's increases, CBS is close or equal to 

ABC on pricing. 

The WB and UPN. Both the weblets 

were up dramatically. The WB basically 

sold out in one day (Friday, May 31) with 

rate hikes that were the highest of the six 

SNTA's DeWitt sees 10%-15% growth for syndication 
The syndication upfront market 
got going last week 
immediately after the networks' 
ended, and early word is, the 
purveyors of daytime talk and 

late -night dating may make up 

a lot of ground lost last year. 

Syndication was TV's hardest - 
hit sector in 2001. According 
to one estimate, the market 
dropped 25 %, to less than $1.7 
billion. Most syndication adver- 
tising is sold during its upfront. 

Gene DeWitt, the newly 
installed head of the Syndicated 
Network Television Association, 
says that, based on 

conversations with his members 

last week, total sales are "going 
to be up very significantly/ " -at 
least 10 % -15 %. It's even possi- 
ble, he says, that the upfront 
could "bring them back to 
where they were before." 

Syndication's high -water 
mark came in 2000, when it 

recorded $2.4 billion in sales. 

DeWitt is encouraged that 
many buyers turned to syndica- 
tion right after the broadcast 
networks. For the past six weeks, 

he has been meeting with 
buyers, he says, and "one of the 
things we've talked about is that 
there's lots and lots of inventory 
at the cable networks so there's 
no need to rush with them." 

On the other hand, he adds, 

inventory for the best 

syndicated programming is lim- 
ited. He has urged advertisers 
to "jump in and get that stuff 
because it's comparable to net- 
work and you can average 
down [costs] and help you 
meet your rating goals." 

The A -tier product, he says, 

"is moving very fast, and I 
think it will be all done by the 
end of [this] week." 

DeWitt declined to discuss 
pricing. 
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networks (15 % -16 %), for a total 
dollar -volume gain of $100 mil- 

lion. UPN had the second- highest 
rate hikes (13 % -15 %) and 
boosted its total dollar take by $50 

million. 

ABC and Fox. It's a cliché, but 
it's true in this case: The rising 

upfront tide saved these two net- 

works from getting crushed in the market 
based on their ratings performances in the 
2001 -02 season. That was especially true 
for ABC, which was down close to 20% in 

its key sales demographic, adults 18 -49. 

Fox was also down sharply, but the strong 
demand for time enabled both to com- 
mand price increases (4 % -6% for ABC, 
6 % -8% for Fox). And Fox was able to 

TOP OF THE WEEK 

The shift of dollars from scatter to 

upfront is positive. 'It reflects a 

strengthening demand for network 

television time and advertisers 

confidence going forward 

-Jon Nesvig, Fox 

hang on to the $1.3 billion it achieved both 
last year and the year before. ABC's pool of 
dollars shrank 6 % -7 %, although network 
executives said they expected far worse. 

"Two weeks ago, if you predicted ABC 

and Fox would get the price increases they 

got, nobody would have believed it," said 

Mike Shaw, president of sales for ABC. 

"That's a testament to the strength of the 

market." 

This year's recovery is particu- 
larly striking, executives say, given 

the lack of the dotcom -like anom- 

alies that spurred 2000 to record 
levels. Instead, sales executives 
report, the strength of this year's 

market was broad and deep. Just 
about every category showed 

solid growth. 

Sellers and buyers agree that part of 
what drove the huge upfront increases was 

a desire to lock in prices rather than wait to 

buy during the season, in the so -called scat- 

ter market. Advertisers "felt like they really 

got burned in scatter this year," said the ad- 

sales head at one network. 

Jon Nesvig, president of ad sales at Fox, 

Cable: Its own feast, or leftovers? 
Like hungry children exiled to 
the kids' table watching the 
adults get served first, the 
broadcasters' big score in the 
upfront Left cable networks ask- 
ing a big question: What's left 
for us? 

Cable networks face the 
prospect of paying for the big 
dollar and CPM gains among 
broadcast networks last week. 
Are advertisers' budgets 
expanding more than expected, 
or will buyers shift money out 
of their cable budgets to pay 
for the higher broadcast rates? 

Cable salesmen, not surpris- 
ingly, argued that they're 
simply in a suddenly strong ad 

market and, if cable posted 
strong gains during the 
downturn, they'll certainly per- 
form in an up market. 

But media buyers said last 
week it was too early to tell. 
"Some was scatter money 
moved to network upfront," ex- 
plained Steve Grubbs, CEO of 
ad- buying firm PHD North 
America. "And some might have 
been for cable and shifted to 
broadcast at the last minute." 
Last year, cable booked about 
$4 billion in advance sales 

(versus a little under $6.9 
billion for broadcasters). 

Leading into the upfront 
market, forecasts ranged from a 

modest 2% increase to more 

robust 12% gains. 
Turner Broadcasting's 

President of Network Sales Mark 

Lazarus is puzzled, too, but 
doesn't believe broadcasting's 
good (and big) fortune is at 
cable's expense. 

"It's illogical to me that 
somebody would take from an 

efficient mass -reach medium 
like cable and move money to a 

less efficient vehicle. If clients 
are running their businesses 
that way, that scares me." 

MN, TNN, TBS and TNT 

signed a few deals last week, 
and the initial indications are 

positive for cable. By Friday, 

MN was seeing strong double - 
digit percentage CPM increases. 
Thirty- second spots for its 
breakout hit, The Osboumes, hit 
$135,000 each, about double 
what MN got for the show's 
first season. MN Networks' ex- 
ecutives saw CPM increases 

across all its other networks as 

well in the initial phase of its 
upfront. 

Sanford Bernstein media ana- 
lyst Tom Wolzien said that he 

expects the stronger 
networks -TBS, Lifetime, 
TNT -to do well. He expects 
CPMs to be "marginally up," 
which was better than the flat 
or marginally down that he had 
initially predicted. 

But networks with low 
ratings like E! or Court TV that 
aren't tightly targeted may 

have problems. "Yesterday, the 
question was 'Is there any 
money left for cable or had it 
been slurped off by broadcast- 
ers?" Wolzien said. "Now, it's 
'Is there any left for the little 
guys ?" 

The biggest questions are 

over the big ratings- challenged 
nets, ESPN and USA Network. 
TV sports started slumping a 

year before the broader TV ad 

market did, and ESPN is 

expected to lag, not lead the 
recovery. And USA Network has 

simply sagged in the ratings for 
months. USA was openly 
acknowledging last week that it 
was ready to cut prices to gen- 
erate volume. 

Cable's biggest wound is self - 
inflicted. There are almost too 

Turner's Mark Lazarus doesn't 
believe cable will have to pay 
the piper for broadcast's upfront 
bonanza. 

many channels for advertisers 
to choose from. Avails abound 
and, with that, a range of pric- 
ing. Networks like MN and 

ESPN, which offer hard -to- 
reach young and male viewers, 

are always in demand and 

should command CPM increase 
and brisk sales (MN is particu- 
larly hot thanks to ratings 
smash The Osboumes). 

The pitch from TNT, TBS and 

USA is that their broad reach is 

comparable to a broadcast net- 
work's, but with more efficient 
pricing. "They are pushing 
hard," said one media buyer, 
"fighting for their share." - Allison Romano and 

John M. Higgins 
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New Prime Time Lineup. 
New Prime Time Opportunity. 

INTRODUCING 

Connie Chung Tonight 
8pm et /pt 

Larry King Live 
9pm et /pt 

NewsNight with Aaron Brown 
10pm et /pt 

With the premiere of Connie Chung Tonight in June, 

your CNN prime time ad sales opportunities have never been stronger. 

Every day. Every night. Everywhere. You can depend on CNN. 

For tools to help you maximize your local ad sales revenue, visit TurnerResources.com. 
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says the shift of dollars from scatter to upfront 

is positive because "it reflects a strengthening 

demand for network television time and 
advertisers' confidence going forward." 

So why did everyone underestimate the 
strength of the market? Sellers believe it has 

a lot to do with the recent trend in "just -in- 

time advertising," as NBC's Falco calls it, 
when advertisers don't pull the trigger on 

spending budgets until the last moment. 
It's a trend born of the recession, when 

companies simply won't commit in 

advance to an advertising budget in case 
the money has to be redirected to the bot- 
tom line. "I think it says a lot about the 
strength of the economy," says Falco. 

TOP OF THE WEEK 

"Companies are manufacturing again, and 
they have to take the product to market. 
The quickest and most effective way to do 
that is on network TV." 

Says another high -level network execu- 
tive, "The clients didn't let the agencies 
know until the very last minute how much 
money they really had to spend." 

But agency executives say that that is 

something of an overstatement. "We know 
everything," quips Rich Hamilton, CEO of 
Zenith Media's Americas operation. He 
says he encouraged all his clients to get 
their upfront budgets done early and most 
of them complied. To reveal such informa- 

tion too soon is not in the clients' best 

interests, he says. 

But Hamilton concedes that, "generally 
speaking, the market was more robust than 
most people predicted." To some extent, 
the unexpected strength of the market 
reflects the improved economic climate, he 

says. Also, a lot of clients who didn't par- 
ticipate in the upfront last year chose to do 
so this year, he says. Zenith alone had five 

such clients. 

Mediacom's Mandel says the increases in 

the upfront market tell only part of the 
story. "The real issue is the total year." 

When all factors are considered, the total 
year will likely yield some "small single - 
digit percentage increases." 

CNN's challenging upfront 
Based on the increased interest 
in news after 9/11 and height- 
ened competition, cable news 

is emerging as its own mini -up- 
front market 

In the recent past, CNN, sold 
in concert with Headline News, 

raked in double the ad revenue 
of Fox News and MSNBC 

combined, as much as $500 
million per year. 

But that's changing. "CNN 

doesn't own the market 
themselves anymore, and Fox 

News is going to steal a 

chunk," said veteran media 

buyer Howard Nass, principal at 
HNass Media Inc. 

"We're seeing a shift of ad 

dollars in the cable news 

market, and we anticipate a 

shift from broadcast as well," 
said Roger Domal, VP /national 
sales director for Fox News. 

Since January, Fox News 

household delivery is up 124 %; 

CNN's increased 62 %; MSNBC is 
up 25°/o; and Headline News 

gained 22°/o. Only CNBC 

registered a drop, down 29 %, 

as the bearish Wall Street lost 
its luster. 

Cable news networks took in 
about $1 billion in ad sales last 
year. But broadcast -network 
news shows, ranging from 
morning news programs to the 
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With the help of Greta Van Susteren, Fox News has seen its ratings 
rise. It hopes upfront sales will follow. 

evening news to magazine 
shows in prime time, grabbed 
$2.3 billion in ad revenue. 

This year, the equation could 
look a bit different because the 
audience has shifted. In 2001, 
nearly 60% of news viewers 
tuned in to cable, compared 
with 400/0 watching broadcast 
news, according to Nielsen data 
crunched by CNN and Fox. 

Those figures, however, don't 
include broadcast 
newsmagazines, which draw 
millions of additional viewers. 

CNN doesn't deny the 
growing popularity of Fox, but, 
in its pitch to agencies, it 

downplays that rivalry and 
instead positions itself against 
the broadcast networks. 

"Broadcast has a dis- 
proportionate amount of 
revenue compared to the num- 
ber of viewers," said CNN's ad- 
sales chief Larry Goodman. So 

he's lobbying Madison Avenue 
to shift dollars to cable. 

MSNBC and CNBC benefit 
from their NBC parentage. With 
NBC making upfront deals, 
MSNBC and CNBC got a head 

start on the other cable nets, 
writing $450 million in upfront 
business, 10% more than last 
year, according to Randy Falco, 

president of NBC Television 
Network. 

The news nets will cut most 
deals after the entertainment 
networks are through with up- 
front, and news channels typi- 
cally hold back more 

inventory. Fox News might 
deal about 40% of its avails 
during the upfront; CNN, about 
30 %; MSNBC, about 44 %; 

CNBC, 35 %. "It's very hard to 
gauge news events that might 
occur," said Horizon Media's 
research chief Brad Adgate. 
Breaking news stories drive up 
ratings and can spike scatter 
prices. Adgate recalls that CNN 

once contemplated a crisis 
rate card for periods of major 
news. 

Because it's the oldest, CNN's 

cost -per- thousand (CPM) prices 
have grown more steadily over 
years. Now top -rated Fox News 

and recharging MSNBC provide 
an alternative. Both CNN and 
Fox News expect low double - 
digit CPM gains, and Fox is 

ready to raise some CPMs. "For 
new business, we anticipate 
charging a higher price than 
CNN," said Fox News' Domal, 

adding he believes CNN and 
Headline News combined will 
probably still outsell Fox. 

-Allison Romano 
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The PPM tracks 
radio and TV 

usage. 

By Dan Trigoboff 

N 
telsen Media Research and Arbi- 

tron last week delayed a decision 
on a joint venture for deployment 

of Arbitron's Portable People Meter 
(PPM) from mid year to the fourth quarter. 

"We had anticipated that we could form 

the joint venture with Nielsen Media 
Research by the middle of 2002," said Steve 

Morris, president/CEO of Arbitron, in a 

statement. "It's clear that both our compa- 

nies need additional time to consider 
whether to establish the proposed venture." 

Arbitron has said commercial deployment 

will require resources of Nielsen, which is 

evaluating Arbitron's technology. The 
Portable People Meter tallies viewership (or 

radio listening) even outside the home. 

TOP OF THE WEEK 

Arbitron, Nielsen 
want to wait on PPM 
Neither is ready to join to deploy Portable People Meter 

Nielsen has been an investor and part- 
ner in Arbitron's current PPM test in 

Philadelphia, but it has its own improved 

people -meter project in Boston. 

The talks have been "substantive, com- 

prehensive and thorough" and "have taken 

place at all levels of the company," Arbi- 

tron VP Thom Mocarsky said, adding the 
companies hadn't anticipated how much 

needed to be done before deciding. 

Nielsen agrees. "For the longest time," 
noted Nielsen spokesman Jack Loftus, 
"Nielsen has been criticized for not bringing 

forth the very best in television- audience 
measurement, getting more of what people 

do, rather than what they say they do." 

Nielsen just brought out its own state - 
of- the -art people meters for local use in 

Boston, but most stations there (all the 
major ones) rejected its use and currently 
operate without any Nielsen research. Gen- 

eral managers there call the technology 
flawed and the measurements suspect and 
have suggested they might prefer the PPM. 

Nielsen says that, regardless of a poten- 

tial deal with Arbitron, it will still go for- 

ward with its own local people meters. 

Nielsen sees itself offering several high - 

tech measuring tools including both its and 

Arbitron's meters -assuming the compa- 
nies go forward -plus what it calls its 

Active/Passive meter, using encoded sig- 

nals to measure viewing for digital TV. 

Arbitron's May test data will be released 

to radio and TV participants July 2; TV 

data to advertisers and agencies July 30. 

usical chairs in L.A. 
Unexpectedly, Bauer -Gonzales is likely to head news at CBS duopoly 

By Dan Trigoboff 

N 
ancy Bauer- Gonzales, 
who is likely going to be 

the news chief at CBS's 

Los Angeles KCAL(TV) -KCBS- 

TV duopoly, must know how 
Princell Hair feels. 

Hair had been the KCBS -TV 

news director and, by most 

accounts, was the early choice to 

oversee both stations. But man- 

agement changed, and he wasn't 

the new duopoly general man- 

ager's first choice. 

Only last fall, Bauer-Gonzales 

was out at KNBC(TV) Los 

Angeles after more than a dozen 

years there and was quickly hired 

by KCAL GM Don Corsini, 
who now runs KCBS -TV as well. 

Rapid changes are not rare 
among news directors-or gen- 

eral managers -particularly in 

Los Angeles. Previous KCBS- 

TV GM David Woodcock, had 
left KCOP(TV) when it joined 
Fox's duopoly with KTTV(TV). 

At KCOP, Woodcock had 
worked with Larry Perrett, then 
news director at KCBS -TV. 

Woodcock had earlier hired 
Corsini at KCAL and was suc- 

ceeded by him there. Wood- 
cock's predecessor at KCBS -TV, 

John Severino, had earlier run 

KABC -TV. 

And so on, and so on ... 
Nothing was official by late 

last week, but it emerged reli- 

ably that Bauer -Gonzales has 

the job running both stations' 
newsrooms. 

What of Hair, the No. 2 news 

man- behind mentor Joel Cheat - 

wood-in the CBS station group? 

Hard to say. Hair could not be 

reached for comment, and other 
principals did not return calls. 

Sources say CBS will try to find a 

place for the well regarded news- 

man, possibly in his prior role 

consulting to various stations in 

the CBS group. Last year, he was 

asked to rescue KCBS -TV from 

its ratings pit. He's not the first 

executive who couldn't do it. 
KCBS -TV news staffers say 

they respect Bauer -Gonzales's 

background and appreciate 
Corsini's candor on the station's 

direction. But Hair was also re- 

spected, and staffers are con- 

cerned about KCAL's alleged 

"T&A" -style news. KCBS staff- 

ers say Corsini, asked about that 

approach, acknowledged that it 

is over the top but said KCAL 

does it only to hold onto fans of 

the Lakers; some of the NBA 

team's games air on the station. 
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TOP OF THE WEEK 

Studying spectrum 
FCC's Powell names task force, 

By Bill McConnell 

FCC Chairman Michael Powell last 
Thursday appointed a spectrum -pol- 

icy task force to resolve the spectrum 

crunch, a move that sparked criticism from 

two fellow commissioners. 

The new task force was created to help 
the FCC devise policies that will encourage 

more- efficient use of communications spec- 

trum and alleviate the shortage of frequen- 

cies available for new technologies. 

Changes in spectrum policy are critically 

important to broadcasters. The industry 
already is under pressure to relinquish 
spectrum now used for chs. 52 -69, sched- 

uled to be auctioned to new users begin- 

ning this summer, and stations located 
there are depending on current interfer- 
ence rules to protect them from encroach- 

ment by new users until the transition to 
digital transmissions is complete. 

Industry officials are concerned flexible - 

use policies will allow new services to enter 
the remaining broadcast spectrum on lower 

channels, creating a new interference threat. 

Powell doesn't see the latest round of 
questions as different from roundtables and 

other public forums discussing spectrum 
policy, according to an FCC spokesman, 
and is simply attempting to gather input that 

would be helpful in crafting a future inquiry. 

Paul Kolodzy, senior spectrum policy 

advisor for the Office of Engineering and 
Technology, will lead the task force. Last 
week, the group issued a public notice with 

28 policy questions on a range of issues 
comprised by its tentative work plan. 

Commissioners Kevin Martin and 
Michael Copps complained the question- 
naire had not been vetted with the other 
commissioners and could frame the debate 

in ways conflicting with majority views. 

The two commissioners said comment 
should have been sought via a notice of 
inquiry approved by the full commission. 
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raises two commissioners' ire 

"We fear that the approach used here 
could ultimately lead to greater delay be- 

cause it will require at least one additional 
round of comment before the commission 
itself even begins to engage in the issues," 

they said in a prepared statement. 
To lead off the questionnaire, the task 

force asked for specific policy and rule 
changes needed to migrate from current 
spectrum -allocation methods to "more 
market -oriented" approaches. 

Also on the list: Should broadcasters and 

other incumbent licensees have flexibility to 
offer new services on their existing spec- 

trum? How would interference rights of 

Chairman Michael Powell is encouraging 
more -efficient spectrum use, to ease the 
shortage of frequencies for new technologies. 

incumbents and new licensees be redefined 

under flexibility? Should broadcasters and 

other licenses issued for specific transmitter 

sites be converted to geographic area 

licenses? What, if anything, should be done 

to restructure spectrum held by incumbents 

in order to reduce transaction costs and 
prevent strategic holdouts? Comments are 

due July 8, replies July 23. 

Cashing in to ease debt 
Reviving ad sales spur radio 
group Citadel to seek $525M 
in public offering 

By John M. Higgins 

Taking advantage of the rebounding 
ad market to get out from under 
crushing debt, radio -station group 

Citadel Broadcasting filed to go public. 

The Las Vegas-based company is looking 

to raise $525 million, cash that will go a long 

way toward easing its $1.1 billion debt load, 

a huge multiple of Citadel's annual cash flow. 

Citadel, concentrating on small markets, 

many of which lack any kind of listener rat- 

ings, was acquired by buyout group Forst- 

mann, Little & Co. last June for about $2 bil- 

lion. When it first priced the deal, 

Forstmann, Little expected the group to gen- 

erate $130 million in cash flow for 2001, says 

one Wall Street exec familiar with the deal. 

If Citadel had achieved the target, its 

debt would have been 8.2 times cash flow, 

high even by media standards. But the 

recession cut earnings to just $88 million, 

ballooning leverage to 12 times cash flow. 

Cash flow should improve this year. 

Wachovia Securities media analyst Jim Boyle 

said, broadly, ad pacings in radio second 
and third quarters are surprisingly strong. 

Radio stocks have already rebounded 
from their recession low of 13 times cash 

flow to an average of 18 times cash flow. 

The dotcom bubble that had teeny compa- 

nies pouring cash into radio ads had sent 

stocks to 27 times cash flow in 1999 -2000. 

The IPO could mean a fat payday for 

Chairman/CEO Farid Suleman, the ex -CEO 

of Viacom's Infinity Broadcasting radio unit. 

The filing shows, in addition to $2 million in 

annual salary and bonuses, Suleman has 

options for four million Citadel shares exer- 

cisable at $3.50 each. Citadel didn't give the 

expected sale price of the IPO shares, but a 

$12 -$15 range would make Suleman's 

options worth $34 million to $46 million. 

LIN Broadcasting re- emerged in public 

markets May 3, selling $374 million in shares 

at $22 each. Its stock now stands at $26. 

M 



TOP OF THE WEEK 

T H E W E E K T H A T W A S 

ADELPHIA'S INFLATION 
Adelphia Communications 
inflated the number of 
subscribers it has by between 
400,000 and 500,000, The 
Wall Street Journal reported 
on Friday, and the newspaper 
said scandal- plagued Adelphia 
kept two sets of accounting 
books for its capital 
expenditures, one that inflated 
the amount of money it was 

spending to upgrade its 

systems. Adelphia has claimed 
it has 5.8 million subscribers. 

EMPLOYMENT NEWS 

Chris Matthews, host of Hard- 
ball With Chris Matthews, last 
week signed a new seven -year 

deal with MSNBC to continue 

Hardball's Chris Matthews has 
signed on for another seven 

years with MSNBC. 

his prime time show and 
anchor future election 
coverage. Financial terms 
were not disclosed. Hardball 
currently runs on both 
MSNBC and CNBC but 
moves full time to MSNBC 
July 15, when Phil Donahue's 
new talk show is slated to 

launch.... Fox News Channel 
has re- signed host Man 
Colmes, half of prime time 
duo Hannity & Colmes, to a 

multi-year contract. His part- 
ner, Sean Hannity, re-upped 

earlier this year.... 
William Morris Agency has 

a new head of TV talent. He is 

Erwin More. ... Stephanie 
Leifer, VR comedy series, for 
ABC, will now officially over- 

see development and produc- 
tion of comedy pilots for the 
network, says Susan Lyne, 

president of entertainment.... 
Adam Ware is out as COO 

of UPN. His contract expired 
last February, but he stuck 
around to help with the 
merger of the once 
independent network with 
CBS.... 

NCTA EVP Peggy Binzel, 
who is leaving the association 
on June 30 to become CEO of 
CoreNet Global in Atlanta, 
will be replaced by David 
Krone, who worked briefly as 

executive VP, government 
relations, for NCTA in 1999. 

Recently, he has been 
executive VP of marketing 
with YES, the Yankees' cable 
network. 

Keith Fuller, former presi- 
dent of the AP, died at his 

suburban Washington home 
last Friday. He was 79. 

ECLECTIC DATA 

Two of the nation's major pro- 
ducers of ENG and SNG 
vehicles -Frontline Commu- 
nications and BAF Communi- 
cations -are joining forces. 
Prime Medical Services, the 
publicly traded owner of BAF, 

is buying Frontline from C.P. 

Foster for $10.8 million in 

cash and stock. Frontline 
management, led by Jonathan 
Sherr, will take over BAF 
operations.... 

Tribune Broadcasting and 
Universal Television are part- 

nering in syndication. They 
will jointly develop and 
produce daily show, possibly 
for fall 2003. Universal will 

handle distribution; Tribune, 
ad sales.... 

FCC last week admonished 
50 TV stations for failing to 
meet the May 1 deadline for 
DTV buildout. Stations have 

six months to build DTV 
facility or explain why they 

can't. After that, they face 
fines.... 

More trouble for the 
proposed EchoStar -DirecTV 
merger. The Congressional 
Hispanic Caucas says the 
merger would be bad for 

diversity.... 
MTV's reality hit Road 

Rules is going into syndication 
this fall in 182 markets, 
including New York, Chicago 
and Phoenix. October Moon 
Television, which also 

syndicates MTV's Real World, 
is selling 100 half -hour Road 
Rules episodes from the first 

eight seasons. Road Rules is a 

barter strip.... 
BET is adding three new 

shows: Grilled, a music and 
comedy variety show; talk 
show Cheryl and Friends, 
hosted by comic Cheryl 
Underwood; and Table 22, a 

reality show set in a mall. All 

debut in September.... 
Hearst Entertainment's 

syndicated weekly half -hour B. 

Smith With Style has been 
renewed in 90% of the coun- 
try (200 markets) for a sixth 
season beginning in the fall. 

UPN has renewed its deal 

with MGM Worldwide Televi- 

sion, which supplies theatricals 
to UPN's Saturday -afternoon 
movie block, which debuted 

last August. The 52 new titles 

will begin airing in September 
and include Bounty, Mad Max, 
Rode), V, Blood Simple, Secret of 
NIMH. and Babes in Toyland. 

Women's net Oxygen will 

air at least 11 WNBA games 

this season and will boost that 
output in the 2003 season to 
weekly games and some play- 

off games. The two -year deal 
calls for NBA Productions 
(which owns the league) to 

produce the games and sell 

the ad time.... 
The Association of 

National Advertisers says 

three of the new network 
series for fall were produced 
with the imprimatur of the 
Family Friendly Program 
Forum: ABC's 8 Simple Rules 

for Dating My Teenage Daugh- 
ter, NBC's American Dreams, 
and The WB's Family Affair. 

All were developed with 
money from the group's 
script -development initiative, 
aimed at promoting more 
family -friendly TV. Family 

Affair is the second Family 
Friendly show on WB after 
Gilmore Girls. ABC, NBC, 
CBS and The WB participate 
in the program. 

CORRECTIONS 

Kevin Gallagher was 

incorrectly identified in the 
June 3 issue. He is director of 
local investment for Starcom 
Media in Chicago. 

A story in the June 3 issue 

on Fox News' Fox Report 
With Shepard Smith reported 
the show's delivery among 
adults 25 -54 instead of house- 
holds. Year -to -date, Smith has 
averaged about 1 million 
households. 
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Programming 

Broadcasi Watch 
COMPILED BY KENNETH RAY 

MAY 27 -JUNE 2 Broadcast network prime time ratings according to Nielsen Media Research 
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Programminn 

SyndicationWatch 
MAY 20-26 Syndicated programming ratings according to Nielsen Media Research 

TOP 25 SHOWS 

Rank /Program 

1 Wheel of Fortune 

HH 

AA 

8.2 

NH 

GM 

NA 

2 Jeopardy 7.3 NA 

3 Friends 6.4 7.5 

4 Seinfeld 5.8 6.4 
4 Oprah Winfrey Show 5.8 5.9 

6 Judge Judy 5.4 8.0 
6 Everybody Loves Raymond 5.4 6.1 

8 Entertainment Tonight 5.3 5.5 

9 Seinfeld (wknd) 4.3 5.0 

10 Live With Regis & Kelly 3.5 NA 

11 Judge Joe Brown 3.3 4.5 

12 King of the Hill 3.2 3.5 
12 Frasier 3.2 3.4 
14 Maury 3.1 3.3 

14 Inside Edition 3.1 3.1 

16 Rosie O'Donnell Show 3.0 3.0 
17 Everybody Loves Raymond (wknd) 2.9 NA 

17 Friends (wknd) 2.9 3.2 
19 Wheel of Fortune (wknd) 2.8 NA 

20 Divorce Court 2.7 3.6 

20 ER 2.7 3.2 

20 Entertainment Tonight (wknd) 2.7 2.8 

20 Montel Williams Show 2.7 2.8 
24 The X -Files 2.5 2.7 
25 Hollywood Squares 2.4 NA 

25 Cops 2.4 3.2 
25 Andromeda 2.4 2.6 

25 The Practice 2.4 2.5 
25 Access Hollywood 2.4 2.4 

25 Extra 2.4 2.4 

TOP MAGAZINE SHOWS 

Rank /Program 

HH 

M 
HH 

GM 
1 Entertainment Tonight 5.3 5.5 

2 Inside Edition 3.1 3.1 
3 Entertainment Tonight (wknd) 2.7 2.8 

4 Access Hollywood 2.4 2.4 
4 Extra 2.4 2.4 

According to Nielsen Media Research Syndication Service 
Ranking Report May 20 -26, 2002 
HH /AA - Average Audience Rating (households) 
HH /GAA - Gross Aggregate Average 
One Nielsen rating - 1.008,000 households, which rep- 
resents 1% of the 100.8 million TV Households in the 
United States 
NA - not available 

Spies' joint MGM /NBC plan 
She Spies, the new weekly action hour for first -run syn- 

dication, has been cleared in 84% of the U.S., 

including 19 of the top 20 markets, reports Jim 
Packer, executive vice president, television 
sales, North America, MGM Worldwide Tele- 

vision Distribution. 
The show has been cleared by the NBC 

stations in most markets and has also 

been cleared by many Hearst -Argyle sta- 

tions and a few Gannett stations, 
including KUSA -TV Denver. 

As part of a unique marketing and pro- 
motion arrangement with NBC, the first 
four episodes of the program, which stars 

Natasha Henstridge (Whole Nine Yards and 

Bounce), will air in prime time on the network 
this summer and then debut in syndication in the 
fall. The show will debut on NBC on Saturday, July 20, 

at 10 p.m. ET and is already being promoted on- Action hour She Spies wi.l air four 
air (in NBC's NBA play -off coverage for episodes on NBC this summer and debut 
example). The show will air on NBC in the same in syndication in the fall. 
time period for four consecutive weeks. 

As an added promotional boost for the show, NBC and MGM are crafting a sort of 
Natasha Henstridge night on the evening it debuts. From 8 to 10 p.m. that night, as the 
lead -in to the show, NBC will air the 1995 theatrical movie Species, which was 

Henstridgé s break -out film. 
According to Packer, a lot of the NBC stations picking up the show will air it on Saturday 

nights after Saturday Night Live. In several markets, he says, two stations have signed to 
carry it. In San Francisco, for example, network O &O KNTV(TV) will air one run of the show, 
and Young Broadcasting's KRON -N will air a second run, on a week -delayed basis. 

There's a similar situation in Cleveland, where Gannett's WKYC -TV will air Spies Sundays 
in late night and Winston Broadcasting's WBNX -N will air it Saturdays at 7 p.m. 

The show is being sold in exchange for barter (seven minutes local time, seven minutes 
national). The NBC -MGM joint- venture media -sales company will handle ad sales on the 
show. -Steve McClellan 
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Programming 

Station Break 
B Y D A N T R I G O B O F F 

"They get beat severely 
and sent back home 

WJW(TV) reporter Tom Merriman's on -site report exploring the 
disturbing world of prostitution in Korea in relation to the U.S. military 
there attracted the attention of several congressmen, who've asked the 
Pentagon for an investigation (see item). 

BAND OF BROTHELS 

A report from Fox's 

WJW(TV) Cleveland on U.S. 

military's using and even 

guarding South Korean broth- 

els, which subject women to 

human trafficking, has led sev- 

eral congressmen to request 

the Pentagon to investigate. 

The letter from a dozen 
representatives, including 

Ohio Senator and former 

Gov. George Voinovich, cited 

Tom Merriman's report, aired 

in several parts beginning in 

April, which "captured on 

video U.S. Military Police on 

'courtesy patrol' -armed and 
in uniform- patrolling bars 

and brothels where trafficked 

women are forced to 

prostitute themselves." 

According to the report, the 
military police are there to 
intervene if any American sol- 

diers get into trouble. 

Merriman has met with 

congressmen, and news direc- 

tor Greg Easterly says the sta- 

tion has provided and will 

provide copies of the 

report-but only what has 

aired -for government inves- 

tigators. 

HELP WANTED 

Long mired in low ratings, 

WGCL -TV Atlanta is looking 

for a new news director and 

assistant news director. 

News Director Mike 

Cavender and assistant Sue 

Stevens left the station last 

Tuesday. 

The Meredith Corp. -owned 

station, like many others in the 

group, has undergone consid- 

erable upheaval since the 

arrival last year of longtime 

Cox station executive Kevin 

O'Brien to run the group. In 

April, Meredith hired Sue 

Schwartz, who had been 

VP /GM at KTVK(TV)/ 
KASW(TV) Phoenix, to 

replace Allen Shaklen, who 

left in January. Creative 

Services Director Mimmi 

Mathis also left the station. 

Cavender is a familiar face 

in news circles. He was the 

news director at WUSA(TV) 

Washington before Atlanta and 

was chairman of the Radio- 
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Television News Directors 

Association in the late 1990s. 

A CLOSE CALL 

KGW(TV) Portland, Ore., 

reporter Pat Dooris says a few 

people have compared his 

widely viewed report of the 
helicopter crash during the 

rescue attempt near the 

summit of Mt. Hood to Herb 
Morrison's famed 1937 radio 

report of the explosion of the 
zeppelin Hindenburg. 

Although he continued to 

report from a government - 
mandated three -mile distance, 

Dooris says he clearly got 

caught up in the moment, 

exclaiming that the crash of 

the rescue chopper was "hor- 

rible" and openly wishing it 

were a movie. Fortunately, no 

one was killed. 

"Three people had already 

died," Dooris said, "and I did 

feel an emotional attachment 

to the men on the helicopter. 

It seemed appropriate. I think 
I was able to convey what I 

was seeing; it was totally unex- 

pected, unbelievable. I didn't 
try to hype it, just doing the 

play by play. And I guess a bit 

more." 

KGW's footage of the crash 

aired on Today, NBC Nightly 

News, CNN, Good Morning 

America and Nightline. 

FORMER WAFB ANCHOR 

COMMITS SUICIDE 

Longtime WAFB(TV) Baton 

Rouge anchor Vernon Roger, 

who opened a restaurant after 

losing his job at the station last 

year, hanged himself Monday, 

a local coroner determined. 

The station said in a 

statement, "This news has left 

us in shock here ... where 

Vernon worked for 26 years." 

The 51- year -old Roger, who 

pronounced his name "Ro- 

zhay," had been noon and 5 

p.m. anchor and also hosted a 

popular weekly cooking 

segment. Roger, according to 

local sources, had a troubled 
history that included 

substance abuse and a series 

of arrests. In a recent 

interview with local station 

WBRZ(TV), Roger expressed 

regrets over his alcoholism. 

"Despite his troubles," WBRZ 

noted, "people in Baton 

Rouge loved Vernon Roger." 

CALIFORNIA COLLISION 

Actress and accused shoplifter 

Winona Ryder got a tempo- 

rary reprieve from her court 

appearance to seek medical 

treatment after her arm was 

hurt following a collision with 

a TV camera while she was 

entering the courtroom. 

The Los Angeles Times iden- 

tified the cameraman as Daniel 

Peek from KNBC(TV) Los 

Angeles, who told the paper 

he'd been pushed by a deputy 

sheriff escorting the actress, 

causing him to bump into 

another deputy, Ryder and her 

lawyer. 

KNBC said, "We are 

currently investigating the situa- 

tion and have no comment at 

this time." 

All news is local. Contact Dan 

Trigoboff at (301) 260 -0923, 

e -mail dtrig @starpower.net or 

fax (413) 254 -4133. 



THE MARKET 
DMA rank 17 

Population 3,925,000 

TV homes 1,513,000 

Income per capita S18,313 

TV revenue rank 18 

TV revenue S246,400,000 

COMMERCIAL TV STATIONS 
Rank* Ch. Affil. Owner 

1 WKYC -TV NBC Gannett 

1 WEWS(TV) 5 ABC Scripps 

3 WJW(TV) 8 Fox Fox 

4 W0I0(TV) 19 CBS Raycom 

5 WUAB(TV) 43 UPN Raycom 

6 WBNX -TV 55 WB Winston 

7 WVPX(TV) 23 Pax Paxson 

'May 2002. total households. 6 a.m. -2 a.m., Sun. -Sat. 

CABLE /DBS 
Cable subscribers (HH) 

Cable penetration 

ADS subscribers (HH) ** 
ADS penetration 

DBS carriage of local TV? 

2,904,500 

740/o 

175,010 

11.6% 

Yes 

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

WHAT'S NO. 1 

Syndicated show Rating /Share * ** 
Jeopardy (WEWS) 11.1/20 

Network show 

Friends (WKYC -TV) 

Evening newscast 

WEWS 

Late newscast 

WKYC -TV 

"'May 2002, total households 
Sources: Nielsen Media Research. BIA Research 

22.5/34 

10.5/21 

11/20 

Pronrárrminn 

FocusCleveland 

The Cleveland -Akron market has experienced a 

remarkable revitalization in recent years. 

No more `Mistake on the Lake' 
The door to the Cleveland Indians' dugout may have largely closed for broadcast P/, but 
WUAB(TV)- yanked from the Indians' lineup this year -sees another door opening. 

The much -loved tribe took almost all its games to cable this year, to Fox Sports Net 

Ohio. The handful on free broadcast will be aired nationally and shown locally on Fox 

affiliate WJW(TV), not on WUAB, the team's longtime home. 

But Linda Nichols, general sales manager for WUAB and CBS affil WOIO(TV), sees an 

opportunity for WUAB to aim at the younger demographic with its UPN lineup. Given 

the expense of covering the games, she says, "we're not really losing any money." 

Cleveland unquestionably still has its share -and maybe more -of problems, but its 
remarkable revitalization has reshaped its image from "The Mistake on the Lake" to 
"The Comeback City." In recent years, the city has built new sports facilities, housing 

and hotels, and the Rock and Roll Hall of Fame (which, to local chagrin, holds its 
inductions in New York or Los Angeles) to boost it as a tourist destination. Hometown 

comic- made -good Drew Carey reminds ABC viewers weekly that "Cleveland Rocks!" 
Local Fox GM Mike Renda says the renewal has sparked a parochialism on which he 

has tried to capitalize. "We have tried to develop local news folks that have come from 
here. That's our signature." Local -news bragging rights are spread out: NBC affil WKYC -TV 

wins at 11 p.m. ET, WEWS(TV) takes early evening, and WJW's numbers in mornings and 

at 10 p.m. make it one of Fox's top performers nationally. The Fox -owned station -a CBS 

affil a decade ago -is the market's top grosser, according to BIA Financial. 

As in many markets, ad revenue dropped in double -digit percentages from 2000 to 
2001 and isn't expected to pass its record 2000 numbers until 2004, according to BIA. 
But local execs say 2002 already looks far better than last year, citing strength in 
automotive, health care and financial. -Dan Trigoboff 
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INBRIEF 

LIEBERMAN ROLLS OUT 
BROADBAND BILL 
As promised, Sen. Joe 

Lieberman (D- Conn.) last week 

introduced legislation that 
pushes the Bush administration 
for a comprehensive federal 

strategy to encourage 

nationwide broadband 

deployment. Earlier this year, 

the administration promised 

such a strategy and has recently 
said it is already addressing 

some elements and looking to 
the FCC's "best and brightest" to 
resolve some key issues. 

Lieberman's bill would require 

the administration to develop 
its position within six months of 
passage. The senator plans to 
introduce other bills to encour- 
age broadband deployment. 

POLS CALL FOR END 
TO TV /PRINT BAN 
Reps. Billy Tauzin (R -La.) and 

Fred Upton (D- Mich.) last week 

urged FCC Chairman Michael Pow- 

ell to repeal the TV- station /news- 
paper crossownership ban. "We 

believe this explosion of media 

sources should eliminate any 

concern regarding a lack of diver- 
sity of views in the marketplace 

and competition, which have 

been the principal justifications 
for the rule," said Tauzin and 

Upton, who chair the House 

Energy and Commerce Committee 

and House Telecommunications 

and Internet Subcommittee, 
respectively. The FCC has been 

reviewing the rules. 

TRISTANI WINS PRIMARY 
Former FCC Commissioner Gloria 
Tristani will try to unseat U.S. 

Senator Pete Domenici after 
winning New Mexico's Democra- 

tic primary. Tristani, whose 

grandfather was a senator from 
New Mexico, bested lawyer 
Francesca Lobato. 
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Washington 

Merger -modeling debut 
Applies laboratory analysis to media- concentration issue 

By Bill McConnell 

Harry Truman once asked for a one- 

armed economist after one too many 

forecasters hedged, "On the other 
hand ...." FCC Chairman Michael Powell 

soon may share his frustration. 

Last week, the agency released the first of 
several studies aimed at complying with a string 

of court decisions requiring the FCC to rewrite 

media -ownership rules based on clear eco- 

nomic evidence. If that study of concentration 

in the cable business is any 

indication, the commission 

won't have an easy time get- 

ting unequivocal data from 

its research projects. 

"This is a spinmeister's 

delight," said Media Access 

Project President Andrew 
Schwartzman. "All sides of 

the debate will draw differ- 

ent conclusions." He op- 

poses most efforts to raise 

ownership limits. 

Last week's report and 
others to follow were com- 

missioned to help the FCC set new numerical 

limits on cable and broadcast ownership 
reach, or maybe even design a whole new 

approach to preventing media companies 

from getting so big that they can dictate pro- 

gram prices or carriage and consumer fees. 

The 121 -page report was made public, and 

the FCC is soliciting comments to help 

decide whether, or even how, to account for 

the findings in crafting new ownership limits. 

The FCC's reexamination of its ownership 

rules was launched in March 2001 when the 

federal appeals court in Washington ordered 

the FCC to better justify or reset the 30% 
limit on one company's share of pay -TV 

national subscriber share. Since then, the 

court has ordered similar rejiggering of the 

35% cap on broadcast national audience 
reach and limits on TV duopolies. 

Future studies will focus on the extent to 

which audiences and advertisers substitute 
one communications medium for another 
and could be used to calculate the "true" 
level of concentration created by a merger. 

Last week's study, which examined program- 

ming prices under various levels of concentra- 

tion among cable systems, could be viewed as a 

blow to consolidation since 

it concluded that less popu- 

lar programming networks 

have a rough time surviving 

in markets dominated by 

one or two multichannel 

distributors, especially when 

those distributors have lim- 

ited capacity. 

But supporters of loos- 

ening media- ownership 

limits counter that the 

study, which was based on 

laboratory role -playing by 

individuals acting as multi- 

channel programming and distribution com- 

panies, involved far fewer players than there 

are in actual markets. 

Although Schwartzman quibbled with 

some methodology, he was pleased the exper- 

iment found that the industry practice of 
granting large cable systems the right to insist 

that per -sub programming fees are not higher 

than other systems' "substantially increases" 

big systems' bargaining power, calling it "an 

overwhelmingly important conclusion." 

Despite the study's limitations, Schwartz- 

man praised the FCC for undertaking it. "In 

the past, the FCC has been excessively reliant 

on industry- derived data of very questionable 

verisimilitude." 

The study concluded 
that less popular 
programming 
networks have a 

rough time 
surviving in markets 
dominated by one 

or two multichannel 
distributors. 
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JUNE 10, 2002 RONALD REAGAN BUILDING WASHINGTON, DC 

Master of Ceremonies 
Cokie Roberts, ABC News 

6:00 pm: Cocktail Reception 

7:00 pm: Banquet Seating and Presentation of the 
2002 Service to America Honored Guests 

Welcome and Introductions: 
Chuck Sherman, President, NABEF 
Master of Ceremonies: Cokie Roberts, ABC News 

Presentation of Award: 

Service to Children Television Award - Medium Market 
Service to America Partnership Awards for Radio and Television 

Appetizer 

Presentation of Award: 

Service to Children Television Award - Small Market 
Friend in Need Radio Award 
Service to America Television Award 
Hubbard Award 

Entrée and Dessert 

Presentation of Award: 

Service to Children Television Award - Large Market 
A Special Tribute to the 2002 Winners of NAB's 
Crystal Radio Awards 
Friend in Need Television Award 

Presentation of Award: 

Service to America Samaritan Award 
Service to America Leadership Award 



Together We Ma 
Last year, local radio and television 

stations' public service contributions totaled: 

In donated airtime for public service 
announcements, fundraising for countless 
charitable causes, and relief for victims 

of disasters such as September 11 th. 

America's Local Broadcasters. 
Always On. Always There 

When You Need Us. 

National Association of 

NAB local broadcasters 
S.ittsi Cowwakì}y Service Nowt 
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Service to America Partnership Award - Radio 
KIXI -AM Bellevue, WA Partner: Habitat for Humanity 

HABITAT FOR 
HUMANITY 

( AST HING COUNT V 

AM 880 

KIXI Radio began its partnership with Habitat for Humanity 
in February 2001, with the goal of recruiting volunteers and raising 
money for its "Blitz Build: 20 Homes in 12 Days" project. The station 
recruited listeners as volunteers on one home known as "The House 
that KIXI Built" and raised money by hosting a 12 -hour radiothon 
and auction. KIXI broadcast live from the construction site for 
12 hours on the first day of the project. 

K ' X. I KIXI's efforts resulted in 125 volunteers giving a total of 3,000 
volunteer hours, surpassing the station's recruitment goal by 

25 percent, with enough additional manpower to assist in construction of a community center. 
KIXI raised more than $16,000 for Habitat for Humanity and devoted nearly 32 hours of airtime 
valued at approximately $200,000. 

Service to America Partnership Award - Television 
WGAL -TV Lancaster, PA Partner: Millersville University 

MILLEIZSVILLE "Learning Matters" is a multi- faceted campaign begun in 1996 
aimed at raising community awareness of problems, concerns 
and opportunities in education. Its programming ranges from 

weekly news segments on the challenges of today's schools to locally produced half - 
hour shows exploring such topics as school violence. 

St, The "Best of the Class" program profiles class valedictorians from area high 
schools in a series of videotaped interviews. Each week, WGAL recognizes 

an outstanding student for academic achievement and volunteering in the 
community through its "S.T.A.R." (Students Taking Action and Responsibility) 

program. "Learning Matters" also contributes to schools with its "One for the Community Coupon 
Book." WGAL supports this efficient fundraiser with a heavy schedule of public awareness 
announcements. Over the years, "Learning Matters" has raised more than $700,000 for area schools. 
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Service to America Friend in Need Award - Radio 
KGO -AM San Francisco, CA 

On June 18 when 10- year -old Shawn Jones was viciously attacked and 
wounded by three pit bull dogs, KGO's talk show host Pete Wilson was 
broadcasting live. KGO immediately began an on -air campaign to raise 
money to assist the Jones family with medical bills. Within twenty -four 
hours the station set -up the "KGO Radio Cares Fund" and in less than 
three months raised nearly $425,000. 

KGO devoted approximately 16 hours of news talk commentary, 100 news stories, and 150 
promotional spots. With an estimated airtime value of $500,000, KGO kept listeners apprised 
of the story and discussed the many ways this tragedy had impacted the Bay Area community. 
KGO, with experts in the community, developed a long -term plan to assist Shawn financially, 
physically and emotionally in his recovery. 

Service to America Friend in Need Award - Television 
WBIR -TV Knoxville, TN 

104k 
WBIR -TV 
KNOXVILLE 
cSfraiyk ,om /be Jieanl 

Two days after the World Trade Center attacks, members of WBIR 
management met with community leaders in media, banking, govern- 
ment and firefighting to determine a meaningful, tangible, and long - 
lasting way to help the people of New York. It was decided that the 
people of East Tennessee would buy New York City a new fire truck 
and the "Freedom Engine Campaign" was established. 

On September 21 the campaign was launched by WBIR, the local 
Scripps- Howard newspaper, and the local Milwaukee Journal radio 

group. The City of Knoxville arranged a number of special community events including visits 
from New York City firefighters. The campaign lasted six weeks and netted $959,000 - 
enough money for a fully equipped 95 -foot ladder truck. The campaign culminated when the 
truck was placed in service in New York. New York Governor George Pataki presided over the 
formal presentation. 
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Service to Children Television Award - Small Market 
KHQ -TV Spokane, WA 

Preparing children to be mentally, physically and emotionally 
ready to learn in school is the goal of KHQ -TV's "Success by 

6" community service campaign. "Success by 6" focuses on the 
importance of reading to young children as the best way to pre- 

pare them for school. Since its creation in 1995 the program has 
become the longest running campaign in the market. The campaign includes daily public service 
announcements (an average of 300 per month), promotional announcements for community 
events, news coverage and local specials. In addition to on -air support, each month KHQ -TV 

partners with local organizations to produce a community event. These partnerships offer 
everything from book drives and hearing clinics to car seat safety checks and medical insurance 
sign -ups for children. 

Service to Children Television Award - Medium Market 
WPBF -TV West Palm Beach, FL 

W P B F 1 V WPBF -TV is "Taking The Lead" for children. This 
original campaign was launched 4 years ago, and has 

I 
WEST PALM BEACH propelled WPBF -TV into a position to serve as a 

catalyst for change in education. "Taking The Lead" 
provides a multi- dimensional approach to meet the challenges and opportunities of educating 
children. WPBF -TV produces weekly half -hour programs placing local education issues in the 
forefront, prime time specials with timely /topical information for parents, and vigilant news 
coverage both of the tough educational issues and of people making a positive impact on 
children's lives. "Taking The Lead" community engagement initiatives have provided thousands 
of hours of volunteer time for our schools, and new school supplies to more than 2000 students. 
WPBF -TV in proud to address the future of the community. 
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Service to Children Television Award - Large Market 
KSWB -TV San Diego, CA 

KSWB 5/69 has taken a leadership role in San Diego by investing time, 
money and resources in schools, children's charities and community 
organizations. Their projects are designed to specifically meet the 

14, I , / critical needs of children in their market and to produce meaningful I results. KSWB's series of unique programs include the "KSWB Dream 
J°" O`pq° 69 ! Classroom," which awards $1,000 in school supplies, educational games 
and software to one San Diego teacher each month; the "KSWB Cares for Kids Fund," a fund of 
the McCormick Tribune Foundation established to improve the lives of underprivileged children 
and families in San Diego County that granted more than $2 million to local children's charities 
in 2001; and "WB Wiz Kids," designed to motivate students' interest in math, science and tech- 
nology by selecting a class of students for their achievements and featuring them in a public 
service announcement. 

Service to America Television Award 
KVUE -TV Austin, TX 

Throughout each calendar year, KVUE -TV produces countless events, 
campaigns and fundraisers providing support to the community it 
serves. In 2001 alone, the station teamed up with partners to facilitate 
over 15 different community outreach projects. Notable programs 
included a hotline for viewers interested in free medical advice for 

children; the establishment of a child car safety seat inspection station; the distribution of more 
than 16,000 coats during an annual "Coats for Kids" campaign; and facilitating the administration 
of over 1,100 mammograms using a mobile mammography van. Other station efforts focused on 
issues pertaining to education, hunger and crime prevention. But KVUE -TV doesn't stop there. 
When unexpected tragedy hit, KVUE raised $58,000 for the family of Keith Ruiz, a county deputy 
sheriff killed in the line of duty. Immediately following the events of September 11th the station 
established the "Spirit of America Disaster Relief Fund" for the people whose lives were tragically 
altered on that day. 



NATIONAL ASSOCIATION OF BROADCASTERS 

Ata 
The NAB Crystal Radio Awards recognize stations for their 

year -round commitment to community service. Pictured below are 
representatives of the stations that won 2002 NAB Crystal Awards. 
NAB salutes these and all stations dedicated to community service. 

(Back row, left to right) John Davison, President /General Manager, KABC, Los Angeles, CA; Cal Hall, Vice 
President /General Manager, WJON, St. Cloud, MN; Bob Breck, CEO /General Manager, KNCO, Grass Valley, 
CA; and Bruce Agler, Operations Manager, KWJJ, Portland, OR. 

(Bottom row, left to right) Bill McElveen, President /General Manager, WTCB, Columbia, SC; Sandy Collins, 
Program Director, WLQT, Dayton, OH; Donna Renae, Reporter, KIRO, Seattle, WA; Susan Nguyen, Community 
Affairs Director, KPAM, Portland, OR; and Drew Horowitz, Sr. Vice President, WTMX, Chicago, IL. 

(Not represented) KUDL -FM, Kansas City, MO. 
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NABEF appreciates the contribution of these companies. 

Their support will benefit September 11th relief efforts related 
to the tragedies in New York City and at the Pentagon and 

to a charity devoted to the well being of children. 

BELO CORPORATION 
CLEAR CHANNEL COMMUNICATIONS 

COX RADIO /COX TELEVISION 
EMMIS COMMUNICATIONS CORPORATION 

GANNETT BROADCASTING 
GES EXPOSITION SERVICES 

HEARST- ARGYLE TELEVISION, INC. 
HUBBARD BROADCASTING, INC. 

JENNER & BLOCK 

KPMG LLP 

LIBERTY CORPORATION /MEDIA GENERAL 
LIN TELEVISION CORPORATION 

PARAMOUNT DOMESTIC TELEVISION 
PAXSON COMMUNICATIONS 

POST -NEWSWEEK STATIONS, INC. 
ROYAL & SUN ALLIANCE 

SCRIPPS HOWARD BROADCASTING 
SMITH COMMUNICATIONS CONSULTANTS, INC. 

SHAW PITTMAN 

SUNTRUST BANK 
SUSQUEHANNA RADIO CORPORATION 
TRIBUNE BROADCASTING COMPANY 

WILMER, CUTLER & PICKERING 
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The National Association of Broadcasters Education 

Foundation thanks the 2002 Service to America Awards Judges who 
graciously contributed their time and knowledge to this event. 

Ms. Sallie Forman 
President, Forman & Associates 

Ms. McCall Guyton- Edmiston 
Director, Association Partnerships, America's Promise 

Ms. Theresa Whitfield 
National Media Director, Salvation Army 

MBErThe National Association of Broadcasters Education Foundation exists to 
conduct long -range research and educational projects related to the future of 

the broadcasting industry. The foundation's areas of interest include economic, 
social and technological research; educational and training programs with an emphasis 
on increasing diversity; and First Amendment issues. NABEF is a 501(c)3 organization. 
Contributions to NABEF are deductible to the fullest extent allowed by law. 

For additional information, please call (202) 775 -2550, or email hmarcantel@nab.org or visit 
www.nabef.org. 

National Association of Broadcasters Education Foundation 
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Making two newsrooms one 
AP producticn system will help out when WJLA -TV, NewsChannel 8 merge 

By Dan Trigoboff and 
Ken Kerschbaumer 

Ihe ambitious merger of Allbritton 
Communications' WJLA -TV Wash- 

ington and co -owned local cable news 

net NewsChannel 8, planned for August, 

will be facilitated by the addition of state-of- 

the-art technology that connects its hun- 

dreds of employees and dozens of functions. 

The merged operation will move into a 

part of the twin towers in Arlington, Va., 

that used to house Gannett Co. -owner of 
WUSA(TV) Washington -and its national 

newspaper, USA Today. Cost of the move, 

equipment and training will be $15 million. 

The TV news combo's nearly 200 -per- 

son news staff will be the largest in the 
region. Layoffs due to typical combo "effi- 

ciencies" are expected, management 
acknowledges, but they are expected to be 

concentrated in administration and not in 

the newsroom, according to WJLA -TV 

General Manager Chris Pike, who will run 

the combined operation. 
The combination will be facilitated 

largely by a 171 -seat Associated Press Elec- 

tronic News Production System (ENPS) 

that will tie operations together. With 
ENPS, says WJLA -TV News Director Steve 

Hammel, the various video sources -news 
wires from AP, CNN, ABC, etc. -will be 

available for viewing at all the operation's 
workstations, instead of at an edit station or 
a viewing station as is currently done. 

WJLA -TV currently produces five sepa- 

rate newscasts daily; NewsChannel 8 pro- 

duces eight. AP says ENPS will give the 
news staff the ability to share content as 

well as to better tailor broadcasts to specific 

local audiences and, specifically, to enable 
NewsChannel 8 to produce its zoned news 
programs with specific local advertising. 

AP's Bill Burke says ENPS will 
give staffers the ability to share 
content as well as to tailor 
broadcasts to specific audiences. 

"ENPS allows users not only to control 
the text like they do with normal news- 

room systems," says AP ENPS Product 
Manager Bill Burke, "but also to control 
media by building playlists and getting sta- 

tus back from various video servers. It also 

facilitates moving material back and forth 
among co -sited or remote workgroups." 

Mark Olingy, director of operations for 

WJLA, says the key to the ENPS is the use 

of MOS protocol, a cuing system for dif- 

ferent devices tied into the newsroom sys- 

tem. That way, associated graphic, text, 
audio and video elements are connected. 

"What we move around are pointers," 
says Burke. "If they have a server with the 
editing and playout for NewsChannel 8 

and they want it over on the WJLA side, 
it's simply a drag -and -drop of that pointer 
from one place to another," instead of 
moving and storing copies of the element. 

Currently, says Hammel, if multiple 

copies of video from whatever source are 

needed -for a tease, a promo, different 
newscasts -each copy is created separately. 

The new system will accommodate 11 users. 

Content will be stored on two Leitch 

storage area networks (SANs). Acquisition 

will still be done in DVCPRO, with editing 

on 12 full-blown Leitch NewsFlash editing 

systems. Also, 30 other workstations will 

have access to low -res content, with 20 of 

them able to create conforming edit deci- 

sion lists (EDLs). Two studios and two 
master -control rooms will be housed in the 
facility as well, with legacy Thomson Grass 
Valley LDK -20p and Hitachi cameras 
used, along with a Thomson Grass Valley 

4000 and Ross production switcher. 

WJLA -TV's newscasts have been rat- 

ings- challenged, but its 11 p.m. newscast 
received the market's highest grade from 
Project for Excellence in Journalism, one 
of only a handful of "A" grades given. 
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Too little night music on -air 
AM stations say nighttime interference remains a stumbling block to digital deployment 

By Paige Albiniak 

A 
s digital terrestrial radio gets closer 

to launch, AM -only broadcasters 
are worried about the system's big 

problem: There's too much interference 
in the AM band to run a digital service at 

night. 

At the annual National Association of 

Broadcasters conference in Las Vegas last 

April, Ibiquity Digital, the country's only 

developer of terrestrial digital radio technol- 

ogy, announced that the National Radio Sys- 

tems Committee had endorsed its in -band, 

on- channel (IBOC) digital -AM technology, 

but only as a daytime service. NRSC, a 

group jointly sponsored by NAB and the 
Consumer Electronics Association (CEA), 

endorsed IBOC FM last November. 

"In the implementation of IBOC, either 
FM or AM, there are certain, small trade- 

offs that simply must be made," said Mil- 

ford Smith, chairman of the Digital Audio 

Broadcast subcommittee, in a speech at 

NAB. "In the case of AM IBOC, those 
trade -offs during daytime hours are minor 

and acceptable. During nighttime hours, 
the jury is still out, but enough caution 
flags were raised so that the working group 
was unable to recommend nighttime oper- 
ation at this time." 

Specifically, AM IBOC runs into inter- 
ference when its signals hit what is called 

the "skywave," a near -vertical wave that is 

created when radio signals from huge 50- 

kW AM clear -channel radio stations 
bounce off the stratosphere. The clear - 

channel radio stations, so named because 
the government protects them from inter- 

ference to keep the channels clear in case 

of national emergency, use the skywave to 

send their signals from Colorado to as far 

as California, for example. But all those 
bouncing waves seriously interfere with 
AM IBOC. 

While that interference doesn't appear to 
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"We think there may be 

different issues with AM 

at night, and we want to 
test that, but we are 

absolutely confident that 
we will have a solution." 

-Bob Struble, Ibiquity 

be alarming to CEA, the FCC or NAB, it is 

to some AM broadcasters, who worry that 

they will be forced out of business. 

"Ibiquity discovered this AM problem 
and didn't focus on it because they are 
FM- oriented," says Carl Marcocci, chair- 

man and CEO of WGUL -AM and FM 

Group, Tampa Bay, Fla. "Maybe it just 

wasn't important to them. But it is impor- 

tant to AM broadcasters, who are the pre- 

ponderance of independent radio broad- 
casters in the country." 

Ibiquity President Bob Struble says 

Marcocci's fears are unfounded. 
"We think the daytime -only solution is 

only temporary," Struble said. "We think 
there may be different issues with AM at 

night, and we want to test that, but we are 

absolutely confident that we will have a 

solution." 

Ibiquity wants the FCC to approve a set 

of rules for digital radio by January 2003, 

when the company plans to roll out its first 

set of consumer offerings at the Consumer 

Electronics Show. The FCC has issued a 

rulemaking and will receive its first set of 
comments on the document on June 18. 

Marcocci points out that Ibiquity was 

formed by the merging of three digital - 

radio companies: USA Digital Radio, 

Lucent Digital Radio and Digital Radio 

Express. Now Ibiquity is the only digital - 

radio company in the country, and it is 

owned by 14 of the nation's largest radio 

broadcasters -including Clear Channel, 
ABC, Bonneville, Citadel, Cox Radio, 

Cumulus Media, Emmis, Entercom, Radio 

One, Susquehanna Radio and Viacom. 

Ford, Gannett, Allbritton, Harris and sev- 

eral other technology and financial compa- 

nies also hold stakes. 

Marcocci is trying to put together an 

independent group of radio broadcasters, 

called the American Association of Inde- 

pendent Radio Stations, to lobby on such 

issues as AM IBOC interference. 

"We are going to [create] the group and 

are going to die trying to get this AM mat- 

ter solved," Marcocci said. "That includes 

getting the attention of Congress and the 

federal courts if necessary." 

One issue Marcocci thinks the commis- 

sion needs to consider is whether the FCC 

still should be protecting the skywave. 

"We don't need to protect a handful of 
AM stations to the detriment of everyone 

else." 

The NAB Radio Board will be discuss- 

ing the issue at length at its June board 
meeting this week, sources said. But NAB 

board members seem happy with NRSC's 

evaluation and trust that the committee 
would not have endorsed AM IBOC, even 

if only for daytime use, if it did not believe 

the system was nearly ready for service. 
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MPAA'S Jack Valenti (l) applauds opening TV's access to "high -value content," while Sen. Fritz 
Hollings is credited by some industry reps with pressuring parties toward consensus. 

Raising the flag 
on copy protection 
Parties agree digital content needs protection; how is sticky 

By Paige Albiniak 
Movie studios, television networks, 

computer -chip makers, software 

companies and consumer elec- 

tronics manufacturers have agreed that 
digital television programs must be pro- 
tected from being freely distributed over 
the Internet. Next stop: Capitol Hill. 

Last week, the Broadcast Discussion 
Working Group (BDWG), a gathering of 
approximately 230 executives, released a 

final report detailing their consensus that a 

technology called the "broadcast flag" 

should be used to alert copying devices - 
such as digital TV recorders and comput- 
ers -that digital TV programs cannot be 
copied and redistributed over the Internet. 

The industries have been fighting for years 

over whether to protect broadcast TV 

from Internet distribution and, if so, then 

how to do it. The report is the "if so." The 

"how to do it" remains to be resolved. 

During manufacture, broadcast -flag 

technology can be inserted into copying 
devices, but consumer electronics and com- 

puter makers must agree to put it there. 

Congress or the FCC will have to mandate 

the implementation once the industries get 

closer to consensus on the details. 

The BDWG's parent, the Copyright 
Protection Technical Working Group, ap- 

proved the report last Wednesday. "Imple- 

mentation of this plan is going to allow TV 

stations to get high -value content," said 

Jack Valenti, president of the Motion Pic- 

ture Association of America, although it 

could be years before the report yields a 

standard that gets government approval. 

Though the group terms the report 
"final," various companies' viewpoints dif- 

fer enough that debate over how to copy - 

protect digital TV appears far from over. 

"There are a lot of dissenting opinions," 

says Ken Johnson, spokesman for House 
Energy and Commerce Committee Chair- 

man Billy Tauzin (R -La.). "We were led to 

believe that more progress had been made 

toward a compromise. Certainly, it will be 

a focal point of our discussions when we 

hold the next round of digital roundtable 
meetings." It is scheduled for June 11, 

Johnson said, and will focus on copyright 

protection and cable compatibility. 

Several industry reps credited Congress, 

specifically Tauzin and Senate Commerce 

Committee Chairman Fritz Hollings (D- 

S.C.), for pressuring the industry to work on 

this issue. While Tauzin has been holding a 

series of private roundtable meetings, 

Hollings has introduced legislation giving 

the industries 18 months to come up with a 

solution or face government intervention. 

"The success on the broadcast -flag issue 

is a tribute to Sen. Hollings and Congress- 

man Tauzin," said Preston Padden, Dis- 

ney's top lobbyist. Disney, via Padden, has 

been pushing hard for such an agreement. 

Other industries and consumer advo- 

cates are less sanguine. "The report dra- 

matically erodes fair -use rights," said Joe 
Kraus, co- founder, DigitalConsumer.org. 
"The entertainment industry should not be 

allowed to sit behind closed doors and 

shut out consumers and the media while 

they set standards." 

Said Ed Black, president, Computer & 

Communications Industry Association, 

"Our legislators decided long ago, despite all 

the misery they cause, ordinary people can 

be trusted with handguns, knives, alcohol 

and explosives. Hollywood says people 

should go to jail if they use a simple con- 

sumer device that lets them decide what they 

should do with TV recordings they make." 

Although consumer electronics manu- 

facturers signed on to the report, that in- 

dustry listed several points of dispute, 
notably fears that content providers will 

use any agreement on copy -protection to 
limit consumers' copying rights. 

The movie studios deny they're limiting 

fair -use rights. "Other than necessarily 

requiring that DTV content continue to be 

protected against unauthorized redistribu- 

tion ... the proposed technical solution 

does not interfere with the ability of con- 

sumers to both make copies of DTV con- 

tent and to exchange such content among 

devices connected within a digital home 

network," the report says. 

The industries plan a group to determine 

the legislation or regulation they need to 

implement a copy -protection solution. 
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0 HD sports -event 
coverage like CBS's 

requires a separate 
production for SD viewers. 

An HD production 
doesn't require a large 

array of cameras. The wider 
aspect ratio lets action flow 
throughout the frame, Here, 
CBS covers the 2001 Army vs. 
Navy football game in 
Philadelphia. 

Showtime will premiere 
Odyssey Five this 

month. It was shot with two 
HD cameras running almost 
constantly, enabling more 
editing choices while saving 
on expenses. 

4 NBC has been airing a 
number of The Tonight 

Show With Jay Leno 
segments in HD. Plans call 
for a larger slate of HD 
productions in prime time 
and late night this fall. 

S P E C I A L R E P O R T 

HD production gets the 

Last Laugh 
In the multiple- camera world, high 
definition offers significant cost savings 

By Ken Kerschbaumer 

It was only a couple years 
ago that Derek Grover, a digital - 
imaging technician and director 
of photography with the Inter- 
national Alliance of Theatrical 

Stage Employees, would be 
cursed at when he appeared on- 
set with an HDTV camera. 
After all, shooting film is art. 
Shooting video? That's the do- 
main of pornography and wed- 
ding videos. 

Today, HD production is get- 

ting the last laugh. 

"In the multicamera episodic 
world, meaning sitcoms, it has 
completely taken over this year," 

says Grover. "For single- camera 
episodics, it will be another year 

before it takes over." 

There will always be film 
holdouts, he says. But, with bud- 
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HD at work Here's a look at some shows that are being shot in high definition for fall. 

ABC: 
According to Jim (above) 

8 Simple Rules for Dating My 
Teenage Daughter 
Life With Bonnie 
Less Than Perfect 

Push, Nevada 

Fox: 
Bernie Mac Show (above) 

Septuplets 
Meet the Marks 

John Doe 
The Grubbs 

Girls Club 

UPN: 
One on One (above) 

Half and Half 

The WB: 
Reba (above) 
Family Affair 

Do Over 
What I Like About You 
Greetings From Tucson 

Source: Derek Grover, International Alliance of Theatrical Stage Employees 

getary constraints on the rise, the 
cost savings of HD production 
may leave film canisters empty. 
Savings for a half -hour HD pro- 
duction are in the neighborhood 
of $10,000 per camera: A four - 
camera sitcom can save $35,000 
to $40,000 a week. 

Experience is another issue. 
"There are not a lot of real savvy 

DPs and crews with this gear in 

the single- camera environment," 
Grover points out. "Until they 
get more experience, it can be 
kind of cumbersome." 

Digital cinematography is still 

in its infancy but is undergoing 
a growth spurt, says Grover, one 
of 13 digital- imaging technicians 
in the Cinematographers Guild, 
which created its digital- imaging 

group last fall. This year, 30 
pilots were shot in HD, he says; 

last year, there were only three. 
This month, Showtime will 

premiere Odyssey Five, shot in 
24- frame -per- second progres- 
sive, or 24p, HD. 

"The combination of a signifi- 

cant amount of special effects, 
which merge much more easily 
with HD than with film, and 
streamlined post -production 
was head and shoulders above 
film," says Gary Levine, Show - 
time executive vice president, 
original programming. "We shot 
the two -hour pilot in HD and 

reserved the right to go back to 
film, but we were pleasantly sur- 

prised." The feature was pro- 
duced by Columbia TriStar and 
Sony Pictures. 

The appeal went beyond 
pretty pictures: It saved money. 
"We're all fighting the high cost 
of production and trying to put 
every dollar on the screen," says 

Levine. "The savings only let us 

do more on the screen." 
Glenn Oakley, senior vice 

presdient of Showtime corpo- 
rate strategy and international, 
expects other productions in 

HD. "Once the initial invest- 
ment is made and people can 
see that they can work with the 
medium, that it isn't that funda- 
mentally different from film and 
offers some exciting differences, 
more and more will go to it." 

Odyssey Five is a two- camera 
shoot. Using HD allows both 
cameras to run almost all the 
time, allowing more editing 
choices. Levine likes that and 
the more layered depth of field. 

Those depth -of -field issues 
are the constant battle in work- 
ing in HD. Grover prefers using 
the Sony HDW -F900 camera 
outfitted with Panavision lenses. 

Factory-made lenses are getting 
better and better, he says, 

adding that he expects some 
really good factory lenses to be 

available by the next NAB. Right 
now, the difference in colorime- 
try between the Panavision and 
factory-made lenses is negligible 
for TV production. The differ- 
ence is in handling back -focus. 

"The factory lenses [from 
Canon and Fujinon] don't seem 
to hold back -focus as well. With 
HD, that's critical because it is 

so crisp and clear," he explains. 
"An experienced HD cinema- 
tographer will shoot these lenses 

wide open to limit the depth of 
field. So, if your back -focus 
drifts because the barrel heats 
up, you're in trouble, especially 
when you have a focal range of 
only 3 inches." 

Grover uses a custom- designed 

rack system and cables he con- 
nects to the camera (one rack 
for each multicamera program). 
The rack has a master timecode 
generator, master sync genera- 
tor, audio distribution amp, a 

small switcher, downconverters 
and progressive frame convert- 
ers. It downconverts the HD 
signals to analog NTSC, so on- 
set monitors can be used instead 
of expensive HD monitors. The 
rack enables other cost benefits. 

Grover has also designed 
"HD- friendly" lighting systems 
with Bardwell & McAllister, 
Burbank, Calif., and continues 
to refine lighting and filtration 

techniques for HD to better 
emulate the look of 35mm film. 

With sitcoms shot over two 
days, the audience for the sec- 
ond day of shooting views a 

rough cut of the first day's 
shooting. That requires taking 
the HD master, downconverting 
to' /4 -inch tape or Digital Beta - 
cam, putting it into a nonlinear 
editing system, and then cutting 
the show -a process that can 
last into the early morning. 

Grover looks to speed that 
process by recording directly to 
Avid Media Array disks. "Each 
camera is downconverted live on 

stage, and the signals are sent into 

the Media Array hard drives," he 

says. "At the end of the night, the 

hard drives are taken to the post 
suite with the Media Composers 
and plugged into the editing sys- 

tem. It may end up being a little 
more expensive than just taking 
the tapes to the post, but it's a 

hell of a lot quicker." 
HDTV can cut costs in Holly- 

wood. But, for sports and news, 

HDTV doesn't make production 
cheaper, it increases expenses. 

With sports, the challenge is 

increased by the demand for 
two separate productions: one 
for the SD viewers, one for the 
HD viewers. 

Phil Garvin, HDNet co- 

founder and GM (he also works 
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for mobile production companies 
Mountain Mobile Television and 
Lonestar Mobile), has worked on 
an array of different HD sports 
production: basketball, baseball, 
the Olympics, and, most recently, 

horseracing and arena football. 
The "fun" in the effort, he says, is 

that there isn't 20 years of experi- 
ence to draw on. 

He has learned a lot. 

An HD production doesn't 
need as many cameras as NTSC, 
he says, because cutting too much 

or using too many effects makes 

the production disorienting. Sim- 

ilarly, camera movement needs 
to be kept to a minimum. "The 
camera person who keeps the 
action centered in the screen is 

not ideal for HD. The action can 
flow through the frame" because 

of the wider aspect ratio. 
Most important, and the 

issue leading to development of 
the hybrid truck, is that, in a 

number of camera angles, SD 
and HD shouldn't be mixed. 
"We're not saying there can't he 
any shared cameras at an 
event," Garvin explains, "but 
we don't buy the notion of a sin- 

gle production truck doing an 
event with only one director and 
an output that is downcon- 

verted from HD." 
For now, he is using separate 

HD and SD trucks. In a few 

years, when every event is in 

both SD and HD, that approach 
will be too costly. So he and his 

team are designing a truck that 
will handle both feeds. 

"You don't need 100% dif- 

ferentiation," Garvin notes. 
"Around 40% will work." 

Wide shots cause the most 
difficulty, he says, and that can't 
be solved by letterboxing. It's 
the resolution and detail of HD 
that allow the wider shot in the 
first place, so letterboxing the 
HD feed for NTSC loses too 
much information, ruining the 
viewing experience. 

"The beauty of high -def is 

the widescreen combined with 
the resolution so the viewer can 

see the whole field of play," he 
says. "If you don't use that fea- 

ture, you're wasting HD." 
And, he adds, "you're going 

to get calls from HD viewers 
saying you aren't doing it right." 

Viewers do give feedback - 
mostly, Garvin says, on the use 

of wide shots that show the 
entire baseball infield. "If you 
show the whole field of play in 

NTSC, you can't see what every- 

'Once the initial 

investment is made 

and people can see 

that they can work 

with the medium, that 
it isn't fundamentally 

different from film and 

offers some exciting 

differences, more and 

more will go to it.' 

-Glenn Oakley, Showtime 

one is doing because the detail 
isn't there," he explains. "On the 
other hand, the centerfield cam- 

era can be shared because the 
framing and amount of informa- 
tion you're trying to put on the 
screen is the same." 

The enabling technology for 
Garvin's vision of the single 
truck is production switchers 
from Thomson and Sony that 
allow a mix -effect bank to be 
dedicated to HD. That means 
the switcher can be told, for 
example, that, when camera 2 is 

punched for the SD feed, it 

should punch camera 4 for HD. 
"It's very tricky stuff," he 

says, "but we're pretty far along 
in the design." 

HDTV sports will get a boost 
this fall when Philadelphia - 
based Comcast SportsNet offers 
HDTV productions of profes- 
sional basketball, baseball and 
hockey teams in Philadelphia, 
Baltimore and Washington. 

Bob Ayars, the vice president 
of operations at SportsNet, says, 

"We will produce one show that 
will be seen by both the existing 
standard -definition audience 
and the new HD viewers. The 
SD audience will see a down - 
converted HD show and will 
probably not realize it." 

Action will be shot with Sony 
cameras, induding five stationary 
and three handheld units. Three 
robotic cameras will be mounted 
on backboards and other places. 

Some events will have more cam- 

eras and tape machines than cur- 

rent productions so that upcon- 
verted SD signals won't down- 
grade in quality. 

"We also plan to use HD 
graphics generators," he adds, "as 

opposed to the route that some 
current broadcasters take, which 
is to upconvert an SD Chyron 
Infinit character generator." 

One issue he notes is inte- 

A few stations, like Belo's 
KING -TV Seattle, have 
been experimenting with 
high definition for the in- 
studio side of local news, 
but experts say only one 
station - WRAL -TV 
Raleigh -Durham, N.C. -is 
doing high- definition local 
news in the studio and in 
the field. 

WRAL -TV offered the 
first all -HD newscast in 
October 2000 from the 
North Carolina State Fair 
and the following January 
from its studio -the entire 
broadcast acquired, edited 
and played back on Pana- 
sonic DVCPRO HD gear. 

Pioneer in HD news 
WRAL -TV was the first 

station in the country to 
broadcast under the FCC's 

new digital TV standard 
and was granted the first 
high -def experimental 
license in 1996. 

Chief Engineer Craig 
Turner estimates that his 
station spent well over $10 
million before putting on 
its first high -definition 
newscast, including a new 
studio, transmitter, 30 
cameras and nearly twice 
that many playback decks. 
Field equipment, he says, 

was about S4 million 
alone. 

"I'm sure you could do it 
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for less," says Turner. "We 
might have done a little 
more than some others 
do." And, he adds, buying 
equipment early in its 
development cycle is not 
usually the way to find 
bargains. 

"We probably paid 
more to be first. But every 
industry is required to 
retool and redesign itself," 
he says. "This is our oppor- 
tunity as an industry to 
retool and prepare for the 
future." 

Being a pioneer is not 
without its inconvenience. 
"All our shots are done in 
16:9 [aspect ratio]," Turner 

explains. "But, if we get a 

shot from CBS, it's coming 
in 4:3. What do you do 
with that extra space ?" 
When it can, the station 
runs the video through a 

processor to add a blue 
screen to fill the extra 
space. 

Similarly, station photo- 
journalists must "protect 
4:3" when they shoot for 
the high- definition news- 
cast. The equipment helps, 
showing the 4:3 ratio in 
the viewfinder. 

Local news in high defi- 
nition seems a step in the 
right direction to its advo- 
cates, but, they say, more 

programming will be 
needed. 

"What's going to make 
the most impact," 
observes Panasonic Vice 
President, Technical 
Liaison, Philip Livingston, 
"will be program material 
where the viewer's 
emotional buy -in will be 
strong, where viewers feel 
like they're there and 
become more involved 
with it. That's an 
entertainment kind of 
involvement. In sports, for 
instance, there is color, 
action and the need for 
depth of field." 

-Dan Trigoboff 
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News is not just a business. It's an ongoing struggle against ignorance 
and indifference. At Sony, we appreciate all that news teams go through 

to get the story. To protect and preserve all your hard work, use Sony 

Professional Tape. It's co- engineered with Sony recorders, optimizing the 

performance of both. After all, Sony created most format specifications. 

And we back our tape with the highest levels of service and technical 

support in the industry. Perhaps that's why camera crews around the 

world have helped make Sony the most widely used brand of 
professional tape. For which we have one word. Thanks. 

SONY PROFESSIONAL MEDIA 
BECAUSE EVERY STORY COUNTS. 
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SPECIAL R E P O R T 

Dedicated to high -def 
When Discovery Networks 
unwraps its new high - 
definition TV channel next 
week, blockbuster library 
productions like When 
Dinosaurs Roamed America 
and Mystery of the Alaskan 
Mummies, filmed in HD, 

will headline the schedule. 
HD's crisp, clear images 

are perfectly suited for Dis- 
covery's outdoor and arche- 
ological programming. 
"You see vivid details like 
the scales on the 
dinosaurs," said David 
Karp, senior VP and GM of 
Discovery's digital 
networks, who oversees the 
HD channel, dubbed 
Discovery HD Theater. 

Discovery isn't commis- 
sioning projects for HO 
Theater just yet, but more 
and more productions are 
being filmed in high defin- 
ition. Chairman John Hen- 
dricks has cleared Discov- 
ery's analog nets to 
commission 20% of new 
projects in high definition. 

When Dinosaurs Roamed America will be featured on 
Discovery's new HD Theater channel. 

Upcoming shows, such as 

Lewis & Clark for Discovery 
Channel and Before We 
Ruled the Earth for TLC, 
will be filmed in HD and 
air on both the analog ser- 
vices and HD Theater. 

Discovery, the first basic - 
cable programmer to spin 
off a dedicated HD service, 
boasts more than 100 pro- 
gramming hours in high - 
def, all of which could 
play on HD Theater. The 

June 17 launch coincides 
with the anniversary of 
Discovery's birth in 1985. 

One big difference is 

that, in 1985, nearly 40 mil- 
lion Americans had cable. 
Discovery is launching its 
spin -off HD net into a tiny 
HD -ready universe. Only 
about 2 million homes are 
equipped with HD -ready 
TVs. The Discovery Channel 
reaches 86 million homes; 
its digital nets, 15 million. 

But Discovery likes to strike 
early. "We were the first 
to launch digital networks 
in 1996," Karp said, "and 
we're now at the 
forefront of high - 
definition TV." 

HD Theater will be ad- 
supported but in a 

modified manner. With 
30- minute shows, commer- 
cials will run at the show's 
top and bottom. Longer 
shows will have short com- 
mercial intermissions. 

In the early weeks and 
months, Discovery will 
showcase some of its best 
HD library shows, 
including Inside the Space 
Station and The Leopard 
Son. Eventually, acquired 
programming from 
foreign distributors like 
Japan's NHK, which has 

been shooting in HD for 
several years, could make 
its way to HD Theater. 

One drawback for high 
definition has been higher 
production costs, but Karp 
says that is slowly 
changing: "Everyday, 
shooting in HO becomes 

more accepted, and the 
costs are coming down." 

Some aspects of HD 
Theater are not as clear as 

the picture, such as discov- 
ering just which cable and 
satellite operators will be 
carrying the channel at 
launch. Discovery says it's 
talking to all the major 
distributors and, come 
launch day, will have sub- 
scribers. Cox Communica- 
tions, a Discovery investor 
and HD- capable in some 
markets, could carry it. 
Time Warner Cable, Corn - 
cast Cable and Charter 
Communications also offer 
some HD service. 

Subscribers will pay a 

subscription fee for the 
service, but, again, Discov- 
ery wouldn't elaborate on 
pricing other than to say it 
will be negotiated with 
each operator. "Some 
operators look at HD as a 

defensive strategy, and 
others look at it 
offensively," explained 
Clint Stinchcomb, 
Discovery's VP of new 
media. - Allison Romano 

grating commercials separately 
for the HD transmission path. 
"We're installing in the truck a 

small master -control station that 
will insert standard -definition 
commercials or, as they become 

available, advertisements pro- 
duced in HD." 

Sony Systems Integration is 

handling the truck's construc- 
tion, which will be ready next 
year. The pricetag: $8 million. 

One big concern is that, no 
matter how good the produc- 
tion is, it will be mangled by its 

delivery to the home, whether 
it's by cable, DBS or broad- 
caster. 

After all the meetings, memos and mandates, 
how can your station reap the benefits of HDTV? 

OIGITLM" DAYOU 
M O IP R O O V C T11 O IV S 

Sales tool creation Cost -effective, yet state of the art 
Image promotion multiformat HDTV production offering 

Original programming a broad range from 249 to 10801 

Your talent 
Your station image 
Our resources 

Now, you can shoot for the moon! 
Call 504- 287 -9691 or tour the bayou at digitalbayouhd.corn 
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Content distributors look for 

ways to maximize compression 
so that they can open up band- 
width for more channels. Grover 
says transmitting HDTV sports 
content at less than 19 Mb /s 
degrades the picture quality. 
"Maybe in three to five years, 

compression technology will be 
good enough," he says, "but not 

today. 

"We play with compression 
systems every day," he explains. 
"Once you take sports below 
19 Mb /s, you are hurting the 
quality" 

So HDNet won't allow its 

signal to be distributed by an 

entity that degrades the picture 
quality below that delivered to 
the cable or DBS provider. 

"On a 20 -inch test monitor, 
it looks just as good," he points 
out about cheating on band- 
width, "but that won't be the 
case when it gets to a 60 -inch 

monitor." 



C N 
For years there have been two primary analog TV 

standards worldwide. Now. with DTV, there are over 18 

digital delivery standards. Only film is compatible 

with every single one of them. And if history is a teacher. 

you can bet that these too will be superseded by 

tomorrow's new standards. The one sure way to 

protect your investment is to originate on `ilm. No other 

medium has kept pace with broadcast changes quite 

like it. So your program can live happily ever after in 

syndication, well into the future. Which should 

please everyone -including the Joneses . 

FORGET THE JONESES 

MID 

visit www.kodak.com /go /story 

there's more to the story 



people FATES &FORTUNES 

Broadcast TV 

Elizabeth Cheng, director, 
programming and 
communications, WCVB -TV 

Boston, named VP. 

At WNYW(TV) New 
York/WWOR -TV Secaucus, 
N.J.: Brian Nyemchek, 

national sales manager, 

promoted to local sales 

manager; Rob Schu, account 
executive/political specialist, 
promoted to national sales 

manager. 
At WMAQ -TV Chicago: 

Sharon Brooks- Buchanan, 
local account manager, named 
national sales manager; Tara 

Carroll, national sales 

manager, promoted to local 
sales manager. 

Crystal Doss, departmental 
supervisor, WFAA -TV Dallas, 

named accounting manager. 

J.R. Jackson, sales team 
leader, KOVR -TV 

Sacramento, Calif., 
promoted to local sales 

manager. 

Cable TV 

At Charter Communications, 
St. Louis: Timothy Sims, tax 

senior manager, Arthur 
Andersen LLP, St. Louis, 

joins as VP, tax; Cathy Ubben, 
senior director, financial 
analysis, named VR 

Programming 
Steven Mandala, senior VP, 

sales, Tclemundo, Los Angeles, 

promoted to executive VP 

sales, New York. 

Terry Kalagian, VP, 

research, Cartoon Network, 
Atlanta, named VP, 

programming, Cartoon 
Network and Boomerang. 

Anne Murphy, long -term 

contractor, Discovery 
Networks, Bethesda, Md., 

named VP, strategic marketing, 

affiliate sales and marketing. 
At Discovery Kids, New 

York: Dea Perez, VP, program- 

ming, Cartoon Network, 
appointed VP, programming 
and operations; Alexis 

Brunner, marketing and 
production consultant, New 
York, joins as director, on -air 

promotion. 
Jason Viso, manager, 

programming, The WB 100+ 

Station Group, Burbank, 
Calif.. named director. 

Therese Corcoran, assistant 

director, advertising and 
promotion, American Movie 

Classics, New York, joins Hall- 

mark Channel, New York, as 

director, advertising sales and 
alliance marketing. 

At Bravo Networks, New 
York: Sean Redlitz, executive 
director, convergent program 

development, Sci Fi Channel, 
New York, joins as director, 
interactive media, Bravo and 

Independent Film Channel 
(IFC); Kathleen Williams, site 

manager, A &E Television Net- 

works, New York, joins as con- 

tent manager; David Batin, 
animation manager, Cartoon 

Network On -Line, New York, 

joins as producer, IFC Interac- 

tive Media. 

Journalism 
At Associated Press, 
Washington: Greg Groce, 

director, administration, 
named director, business 
operations and development; 
Dave Gwizdowski, director, 
television networks, named 
director, networks and syndi- 

cation; Larry Price, television 

executive, Northeast, named 
director, television groups 
and stations: Wayne Ludkey, 

regional television executive, 
named sales manager, Cable/ 
TV syndication; Roy Blom, 

manager, Hispanic broadcast 
markets, adds T lispanic TV 

groups: Kathleen Carroll, 

Washington bureau chief, 
Knight Ridder, rejoins as 

senior news executive. 
Peter King, freelance jour- 

nalist, CBS Radio News, New 
York, named full -time corre- 

spondent, Southeastern U.S. 

At WMAQ -TV Chicago: 
Joe Kolina, senior editor, 
CNBC, Fort Lee, N.J., joins 

as senior executive producer, 
news; Matt Piacente, 
executive producer, morning 
news, named executive 
producer, 10 p.m. news. 

Chris Danielle, producer, 
KRLM-TV Spokane, Wash., 
and Northwest Cable News, 
Seattle, named news director, 
KVEW(TV), Kennewick, 
Wash. 

Morris Jones, news anchor, 
WTTG(TV) Washington, 
named anchor/host, Hunt 
Valley Central News Center, 
Md. 

Candi Joyner, associate 
producer, news, WCNC -TV 

Charlotte, N.C., joins 
NBC6.com, Charlotte, as 

Web journalist. 

Advertising/Marketing/PR 
At Millennium Sales & 

Marketing: Don Brownstein, 

GM, San Francisco, promoted 
to VP /GM; Jim Byrne, sales 

manager, New York, promoted 
to VP /sales manager, Jim 
Chittick, GM, Detroit, 
promoted to VP /GM; David 

Elliot, GM, Charlotte, N.C., 

named VP /GM; Karyn Kahn, 

sales manager, New York, 

Elizabeth Cheng 
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LexisNexis'M Web Publisher helps make your Web site 
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named VP /sales manager; Seattle, named VP /GM; Englewood, Colo., named VP. FoxSports.com, Los Angeles, 

John Lasiter, sales manager, Allyson White, sales manager, Teny Gross, host, Fresh Air, promoted to VP. 

Atlanta, named VP /sales Atlanta, named VP /sales originating from WHYY -FM Lucy L. Scott, senior 

manager; Scott Levy, sales 

manager, New York, named 
manager; Dana Wilson, sales 

manager, Atlanta, named 
Philadelphia, was inducted 
into the Pennsylvania 

producer, Yahoo! Broadcast, 

Dallas, joins Business- 

VP /sales manager; Jennifer VP /sales manager. Association of Broadcasters' Access.com, Dallas, as 

Richards, sales manager, 
Dallas, named VP /sales Radio 

Hall of Fame. executive VP, programming. 

manager; Charles Robinson, Jim Murphy, director, Internet P. Llanor Alleyne 

GM, Philadelphia, named Integrated Country Media, John Smelzer, director, palleyne@reedbusiness.com 

VP /GM; Bob Tacher, GM, Jones Media Networks Ltd., business development, Fax: 212-337-7028 

Obituaries 

Lew Wasserman, Hollywood movie 
mogul, died June 4 in his Beverly Hills 
home after suffering a stroke. He was 89. 

Lewis Robert Wasserman was born 
March 15, 1913, to Russian immigrants in 
Cleveland. He began his show business 

career in high school, serving as an usher 

at the Palace Theater in Cleveland. 

In 1936, while working as a promoter 
for a Cleveland nightclub, Wasserman met 

Music Corp. of America founder Dr. Jules 

C. Stein, who hired him as national direc- 

tor of advertising and public relations. 
Ten years later, Stein made him president 

of MCA. 

Together, Wasserman and Stein 

expanded MCA from a talent agency into a 

bona fide conglomerate comprising 
Universal Studios, MCA records, and, later, 

interests in television programming and 

broadcast stations. 
In 1962, MCA was forced to divest its 

talent agency from its entertainment arms 

following an antitrust suit. Wasserman 

vowed to never let it happen again and 

deftly aligned himself with presidents and 

powerful politicians by using his 

Hollywood influence to raise money for 

several political campaigns. 
At a time when Hollywood saw 

television as a major threat, Wasserman 

embraced it and, with MCA's Universal 
Television division, churned out such hits 
as Kojak, Miami Vice and Coach. 

In 1990, Wasserman sold MCA Inc. to 
Japanese firm Matsushita Electric 

Industrial for $6.6 billion. Although he 

stayed on as chief executive, his relation- 
ship with Matsushita grew increasingly 
contentious. The bitter relationship lead 

to Matsushitá s secret sale of 80% of MCA 

to Seagram Co. in 1995, when Wasserman 

was given the ineffective title of 
chairman emeritus. Seagram rechristened 

the company Universal Studios Inc. and 

sold it to France's Vivendi in 2000. 

Wasserman is survived by his wife; his 

daughter, Lynne Kay; and two 
grandchildren. 

Steve Walsh, ABC News reporter, died 

May 22 in Denver after battling leukemia 

for several years. He was 46. 

Walsh, son of former San Francisco 

49ers football coach Bill Walsh, began his 

career at age 16, when he conducted 
interviews with Cincinnati Bengals coach, 

Paul Brown. It is said that was the only 

time Walsh ever used his family 
connection to get a gig. 

At 17, Walsh landed a job with 
WBIE(AM) Atlanta. He went on to work 

for several different stations throughout 
the country. 

In 1984, Walsh became a reporter for 

KGO(AM) San Francisco. An avid fan of 
the railroad, he left his post at KGO in 

1991 for a five -year stint with the Union 

Pacific Railroad. He joined ABC News 

Radio in 1993 as a part-time 
correspondent. In 1997, he received an 

Edward R. Murrow Award for a piece that 

aired on ABC's Perspective. 
Most recently, Walsh served as Denver 

resident correspondent for ABC Radio and 

ABC NewsOne. 

He is survived by his wife, Kathleen; his 

mother, Jeri; his father, Bill; and a sister 

and brother. 

Broadcast pioneer G. Richard Shafto, 
died May 31 in Hilton Head Island, S.C. 

He was 98. 

Shafto saw more sides of the radio busi- 

ness than most, having built a ham radio 

station in 1920 at age 15 (using oatmeal 

boxes for coil cores), been a radio opera- 

tor aboard freighters and tankers at 17, 

studied radio theory at Columbia 

University, worked at RCA Labs, and sold 

radio receivers from a pair of retail stores. 

He made the move into station manage- 

ment after selling new transmitters to a 

pair of South Carolina radio stations (Lib - 

erts(s WIS and WCSC) that proceeded to 
make him general manager of both, head- 

quartered in Columbia. 

Eventually, he would rise through the 

station ranks to become the top executive 

and part owner of Liberty's Cosmos Broad- 

casting. When Shafto retired in 1969, Cos- 

mos owned WIS(AM)/N; WSFA -TV 

Montgomery, Ala.; and WTOL -N Toledo, 

Ohio. Cosmos (now Liberty Corp.) currently 

owns 15 TV stations. 
Shafto was the first president of the 

South Carolina Broadcasters Association 

and the first member of its Hall of Fame. 
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View through the lens 
One -time camera operator Lansing knows stations inside and out 

W. Scripps Co.'s station group may be the only one with 
two key executives who began their careers at the opera- 
tional end of a camera: Veteran General Manager Bill Peter- 
son, who joined WPTV(TV) West Palm Beach, Fla., this 

year, started out as a news photographer. And so did the man who 
hired him: group head John Lansing. 

"I have an appreciation for photographers," says Lansing, who 
notes that it's often the photojournalists who stay on at a station while 
the news and sales folk move in and out every 18 months. And it's 
the camera operators, he says, who learn how the station really runs. 

Beginning as a cameraman 27 years ago, he says, "I've had about 
every experience there is to have at a TV station." 

It started with a minimum -wage job at WPSD -TV Paducah, Ky., 

followed by increased responsibility there. Then a move to chief 
photographer at WAVE -TV Louisville, Ky., in 1980 gave him his 
first taste of management and took him ultimately to news and 

news management, to station 
management, and now to sta- 

tion -group management. 

Scripps's television interests 

comprise a group of local 
broadcasters in large and 
medium markets and national 
cable networks like Home and 
Garden Television (HGTV), 
Food Network and Do It 
Yourself (DIY). While the 
company may be emphasizing 
those cable nets, Lansing ac- 

knowledges, "we want to show 
the power of our 10 stations. 
Local is the key. We are estab- 
lishing local versions of these 
cable brands. We're able to 
generate ratings in these niche 

categories and provide some 
unique content. 

"We couldn't run an HGTV 
show that's on the cable system 

on one of our local stations," 
he adds. "But it helps the cable 
operators when we create a 

local version of DIY. And that's 
been a fun sell for our sta- 

tions." 

Veteran broadcaster John 
Culliton, a longtime friend and 
colleague, believes that, for all 

Lansing's success, he is hitting 
his stride as a station -group 
head. "John's his most thought- 
ful self right now," Culliton 
says. "Some guys get in over 
their heads when they move 
higher. He's gotten better. He 
knows the stations inside and 
out; but he can also dive into a 

subject and really dissect it. It's 

a rare combination of vision 
and detail." 

Scripps, with six ABC affili- 

ates among its 10 stations, 

John Lansing 
Senior vice president, E. W. 

Scripps Co. 

B. July 31, 1957, Minneapolis; 

Bellerman College, 1983 -85; 
news photographer, producer, 

WPSD -TV Paducah, Ky., 1975- 

80; staff photographer, chief 
news photographer, managing 

editor, WAVE -TV Louisville, Ky., 

1980 -86; news director, WWMT 

Kalamazoo, Mich., 1986 -88; 

assist. news director, KARE -TV 

Minneapolis, 1988 -90; assist. 

news director, news director, 

WCCO -TV, 1991 -93; news direc- 

tor, WBBM -TV Chicago, 1993- 

95; station manager, WXYZ -TV 

Detroit, 1995 -97; GM, WEWS 

Cleveland, 1997 -2000; VP, sta- 

tion operations, Scripps Broad- 

casting, Cincinnati, 2000 -01, 

current position since 2001; 

m. Jean Rausch, Sept. 4, 1993; 

children: Alex and Jackson (6), 
Nicholas (3) 

would like to diversify "so 
there'll be less reliance on one 
network. I'd think twice about 

adding another ABC right 
now," says Lansing. 

Scripps has made two fairly 

significant acquisitions in the 
past decade: WMAR -TV Balti- 

more in 1992 and KMCI(TV) 
Kansas City, Mo., in 1998. The 
company, which has its roots in 

the newspaper business and 
still owns 21 papers, is watch- 
ing for opportunities both at 

the station level and at the reg- 

ulatory level. "It's like a 30- 

layer chessboard," Lansing 
says, "involving duopolies, 
cross -ownership, regional dus- 
ters and networks." 

For years, rumors have sug- 

gested that Scripps interests 
are elsewhere and the group 
might sell its TV stations. "I'd 
never say `never,'" Lansing 
says, "but it seems less and less 

likely. 

"The value of our 10 televi- 

sion stations to this company," 

he continues, "is beyond their 
obvious cash flow -which is 

great in and of itself. Our cross - 

promotion platform is signifi- 

cant. We cover 10% of the 
United States, and that gives us 

the ability to help grow those 
networks. At the top of my list 

of strategic initiatives is to 
increase the cross -promotion 
between cable and local TV." 

Culliton says Lansing is "a 

broadcaster at heart. John 
doesn't accept the idea that 
broadcasters can't retain and 
grow audiences even though 
other people in the business 
treat it like it's a fait accompli. 
But John's tenacity on the sub- 

ject is really essential, to be cel- 

ebrated." -Dan Trigoboff 
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Television 
NEWS 

NEWS PRODUCER 
WDSU NewsChannel 6, the Hearst -Argyle tele- 
vision station in New Orleans, LA, is seeking a 

Producer who understands and can deliver a 

fast -paced, content -driven, live, local and late 
breaking newscast. Applicants should have at 
least three years experience producing news- 
casts. Send resume and tape to: 
Personnel Coordinator, WDSU -TV, 846 Howard 
Ave., New Orleans, LA 70113. Deadline: 6/21/02. 
AN EQUAL OPPORTUNITY EMPLOYER. 

WBNS -TV, THE DOMINANT NUMBER ONE 
STATION IN CENTRAL OHIO IS SEARCHING 

FOR THE FOLLOWING POSITIONS: 
WEEKDAY MORNING ANCHOR (Job #200LK) 
Our morning mission is to win decisively and excel 
at coverage of breaking news, weather and traffic. 
The ideal candidate will be able to react quickly 
and professionally to those challenges on the set 
and in the field. In addition, the Morning Anchor 
will be responsible for general assignment report- 
ing that requires conceiving, researching and writ- 
ing compelling news stories for later broadcasts. 
Three to five years' experience as an Anchor in a 

medium market is preferred. 
WEEKEND MORNING ANCHOR /GENERAL 
ASSIGNMENT REPORTER (Job #200BS) 
The ideal candidate will have experience on the 
anchor desk, and be able to conceive, research 
and write compelling stories with viewer impact. 
Three to five years' experience as an 
Anchor /Reporter in a medium market is preferred. 
Send tape, resume and references to WBNS -TV, 
Attn: Human Resources 770 Twin Rivers Drive, 

Columbus, Ohio 43215. 
WBNS is an Equal Opportunity Employer. 
We are a smoke and drug tree workplace. 

EXECUTIVE PRODUCER 
WDSU NewsChannel 6, the Hearst -Argyle 
television station in New Orleans, LA, has an 

immediate opening for an Executive Producer. 
Applicants must have at least five years 
experience producing a main newscast in a 

major or medium market. Send resume 
and tape to: Personnel Coordinator, WDSU -TV 
846 Howard Ave., New Orleans, LA 70113. 
Deadline: 6/21/02. AN EQUAL OPPORTUNI- 
TY EMPLOYER. 

PHOTOGRAPHER 
WISH -TV, Indianapolis, is accepting applications 
for the positions of full -time and part-time pho- 
tographer /editor/technician and microwave truck 
operator. Applicants should have a college 
degree in the field and TV news experience, with 
videotape work samples to prove outstanding 
talent and ability. The positions may require 
working overnights and/or weekends, with a 
good driving record required. Send letter, 
resume, and tape to Steve Sweitzer, News 
Operations Manager, WISH -TV, 1950 N. 
Meridian St., Indianapolis, IN 46202. EOE, M/F 
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Classifieds 
MANAGEMENTCARS ER. 

PR- PRODUCTION MANAGER 
PR- Production Manager for Miami co. involved 
in distribution of Spanish language program- 
ming and films to be responsible for all public 
relations functions with regard to television pro- 
ductions. Will determine all production activities 
to be undertaken and will arrange and conduct 
programs for contact between television organ- 
izations. Min req. Bach in Communications or 
Public Relations plus 4 yrs exp. Send resume to 
Venevision International, LLC. 550 Biltmore 
Way, 9th Floor, Coral Gables, FL 33134. 

SALESCAREERS 

LOCAL ACCOUNT EXECUTIVE 
Univision owned and operated New York station is 

looking for a dynamic and aggressive Account 
Executive. Think marketing and get creative and you 
will be extremely successful with the fastest growing 
segment in advertising Spanish Language Television. 
Responsible for all aspects of handling local accounts 
including, utilizing marketing tools and preparing and 
presenting presentations. Must have full command of 

the Nielson Ratings as well as verbal, written and 
organizational skills. Full knowledge of IBM compatible 
computers, MS Office 2000 (Word. PowerPoint, Excel) 
and Donovan. Looking for persons 2 -8 years experi- 
ence and a four -year college degree. Bilingual Spanish 
a plus. Apply in person at Univision 41 / WXTV, 605 
Third Avenue (between 39th & 40th), 12 floor, New 
York, NY 10158; or by phone at 212 -455 -5420. EOE. 

ABC OWNED STATION LOOKING FOR 
GENERAL SALES MANAGER 

Responsibilities will include leading a sales 
team, local managers, and traffic department. 
Candidate should have a solid track record with 
national and/or local sales and new business 
development. Responsibilities also include 
budgeting, forecasting, pricing and inventory 
control. Experience with Political considered a 

plus. Must have a minimum of five years televi- 
sion sales experience including some manage- 
ment and supervisory responsibilities. 
Computer knowledge preferred. EOE Send 
resume to David L. Zamichow, President & GM, 
WTVG 13abc. 4247 Dorr St., Toledo, OH 43607 

OVER 150 JOBS AVAILABLE 

RSM- AE- LSM -NSM- GSM -GM 

www.MediaRecruiter.com 

America's #1 Ad Sales Job Site 

FORSALE rUIPMEN7 

PRE -OWNED EQUIPMENT 

Broadcast - Production - Satellite 

Digital - Analog 

(210)363 -7800 

PRODUCERCAREERS 

ASSOCIATE PRODUCER 
KTRK -TV has an opening in the News Department 
for a newscast Associate Producer. 
Applicants should have experience in broadcast 
journalism and news writing, as well as a good 
understanding of television production techniques. 
Candidates should understand news feeds, and 
should have the ability to research and write stories 
independently, using wire services, assignment 
desk notes, reporter notes, and other material. 
A desire to produce newscasts or special program- 
ming is preferred. 
Candidates should also be computer literate, and 
be familiar with the Internet, or have a strong desire 
to learn. 
Interested applicants should send a resume, refer- 
ences, cover letter and recent writing samples 
to:Wendy Granato 
Director of Special Projects 
KTRK -TV 
3310 Bissonnet 
Houston, Tx 77005 
Strong Internal Candidate is being considered. 
No telephone calls please. 
Equal Opportunity Employer M/FN /D 

RESEARCH 

RESEARCH DIRECTOR 
WAVY -TV, Norfolk, VA, a LIN Television station, 
is seeking a Research Director. Candidates 
must be detail- oriented with excellent communi- 
cation skills and dedicated to teamwork. 
Knowledge of advertising research resources 
and applications (Nielsen, CMR, Adtelligence, 
TV Scan Omega, Marshall Marketing or other 
qualitative resource) is a plus. Must have strong 
computer skills (PowerPoint, Word, Excel). Prior 
broadcast television research experience is pre- 
ferred. If you want to join a first -rate Sales Team, 
please send your resume with letter to John 
Cochrane, Local Sales Manager, WAVY -TV, 300 
Wavy Street, Portsmouth, VA 23704. No phone 
calls, please. EOE 

CREATIVESERVICES 

PROMOTION 
Graphic Designer 
Qualifications: Come work for the #1 rated CBS 
affiliated in the country. 12 Creative (the marketing 
division for 12 WKRC -TV) is looking for a strong 
designer with a four -year design degree. Must 
know Photoshop, After Effects, Illustrator, Quark. 
3 -D knowledge helpful - will train additional pro- 
grams as needed. Broadcast experience required. 
Please send resume and salary requirements to: 

WKRC -TV 
Attn: Business Office - GD 

1906 Highland Avenue 
Cincinnati, Ohio 45219 

We are an Equal Opportunity Employer 

E 
Early Close Date Reminder!!! 
We close 6/27 

For the 7/8 issue 
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FORSALESTATIONS 

LPTV LICENSE FOR SALE 
Ketchikan, Alaska 

(907) 225-9723 

LPTV FOR SALE 
WASHINGTON, DC 

ATLANTIC CITY, NJ 

OCEAN CITY, MD 

202 -439 -5408 

DIRECTORCAREERS 

DIRECTOR/TECHNICAL DIRECTOR 

REQUIREMENTS: WON 41, a LIN owned 
ABC affiliate in the 38th market, has an immediate 
opening for a Director/Technical Director. This is a 
great opportunity for an experienced Director to 
keep pace with emerging technologies working 
with our new ParkerVision STUDIO NEWS 24 
PLUS! system. The successful candidate must be 
self -motivated and eager to meet new challenges. 
Daily responsibilities will include directing a tight. 
clean newscast and local commercial production. 
Previous non -linear editing experience a plus. 
Schedule flexibility required. Broadcast degree 
preferred. Please send your resume to: 

Thom Bruce 
Production Manager 

WON 41 

5200 West Dickman Road 
Battle Creek, MI 49016 
No phone calls, please. 

TECHNICALCAREERS 

ENGINEERING MANAGER 
WANE -TV, FORT WAYNE, IN: The television 
station is seeking an applicant with an in -depth 
knowledge of broadcast and microwave RF tech- 
nologies. To oversee the installation & mainte- 
nance of all television equipment components 
and station computers or systems. This may call 
for actual hands -on work by the Engineering 
Manager. This position will maintain a technical 
staff that will be well trained and knowledgeable 
of applicable technology. The applicant must 
show the aptitude to manage people and projects 
as well as being a team player. Five years of tel- 
evision technical maintenance experience and a 
complete understanding of broadcast and 
microwave RF technologies is required. Send 
resume to Personnel Manager, WANE -TV, 2915 
W. State Blvd. Fort Wayne, IN 46808 EOE 

CAPTIONSERVICES 

sited Captioning 
and Subtitling 

2 -3566 
MAX 

Classifieds 
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2 FMs - good cash flow - Mid -Wisconsin. 
3 FMs /14M - cash flow - in central New Mexico. 

3FMs /2AMs - great cluster in eastern New Mexico. 
:.FMs /2AMs- cash flow - Oregon. 

Profitable FM and weekly paper in Alaska. 
For more infcrmation call Austin Walsh at (415) 289 -3790. 

CA Central Valley - Big Signal AM - Regional Coverage 
CA High Desert AM /FM - Owner- Operator opportunity 

CA Central Valley FM - $2.0 million - General Market or Hispanic 
Opportunity 

Northern CA - 2 AMs - Established formats - Cash Flow 
CA Top 30 Market - FM - Strong Signal - Growth Market 

CA High Desert LPTV - CP 
For more infcrmation call Tom McKinley at (415) 924 -2515. 

CP for 100 kw FM move -in to Lubbock, Texas. $750k 
CP for Class A FM covering Suipher Springs & Greenville, Texas. $300k 

CP for Class C -3 FM covering Corsicana, Texas. $450k 
Full -time AM stand -alone in Albuquerque, New Mexico. $750k 

Daytime AM small East Texas market. $575k 
For more irformation call Bill Whitley at (972) 231 -4500. 

2 FM /2 AM Oregon small market cluster. Nice CF & revenue. $1.9M 
Top 50 major market FMs. $10 -15M per 

Top 50 market AM. $900k 
For more information call Greg Merrill at (435) 753 -8090. 

Profitable full -time AM major market suburban station. $1.0M 
Profitable Boston market AM. $750k 

For more information call Bob Maccini or Edward Clark at (401) 454 -3130. 

Atlanta LPTV 
Tallahassee LPTV 

2 FMs, 1 AM in Louisiana. Positive BCF. $5.0M 
Boston UHF. Positive BCF. $39.5M 

Pennsylvania FM with cash flow. $4.5M 
For more information call George Reed at (904) 285 -3239. 

3 FM /1 AM group in West Virginia. $2.3M 
News -Talk AM in upstate New York. $800k 
Small market combo in Iowa. $700k cash 

C -3 FM CP n Coastal North Carolina/South Carolina. $800k 
Mid -Atlantic FM in resort/college market. $2.2M 

2 AMs in Colorado resort market. Motivated seller. $800k 
For more inrormation contact Mitt Younts at (804) 282 -5561. 

LPTV LMA in New York City. 
LPTV Group in Phoenix, Corpus Christi & San Antonio, Texas. $7.2M 

Two Southeast major market UHF -TV stations. 
For more information contact Jesse Weatherby at (770) 753 -9650. 

Southeas: station cluster in Top 200 market. $3.2M cash 
Northeast Class A LPTV in Top 75 market. 
Southeast fulltime AM in Top 150 market. 

Albany, New York LPTV 
For more information call Eddie Esserman at (912) 634 -6575. 

Visit our website at www.mediaservicesgroup.com 
Media Services Group aim aim 

Broadcasting & Cable /06 -10 -02 39 



O 
JONES 
EARTH 

IBEOMENT., 

Classifieds 
Television 

SATELLITES PACE 

rliülUiuiuiu 101010.:u:.1.J10 1..__.._.._.::_.. _..__..._. 

1010110101111111010 01101 10111110110101010101, 
11011010101011010110101'111110 1101011011 01 
11111 0 101 011 ^1 10 1 011 

101 1 101 101 
.001101101011 
11101010101 
0101101011. 
10110 
1111 

10 
0 
a' 

,0 
1 
11 
111' 

1 
IOC 
11101(J1 
01011010 
1011010:1 

11111 0 : 

101 1 101 101 
01100 1' 

THE DIGITAL 

ADDRESS THAT 

ECLIPSES THE REST. 
GE SATCOM C3 

Full Time Digital DigiCipher Il Channels 

Fully Protected & Non -Preemptable 

Prestigious Cable Neighborhood at 

a Down -To -Earth Price 

B 

Contact: Doug Greene at 303.784.8809 or dgreene @jonescorp.cole 

Allied Fields 
EMPLOYMENT 

POINT -CLICK- COLLECT 
With The Media Collection 

Dream Team 
Attorney (former broadcast/cable and sales 
manager Katz, Petry, Lifetime and NBC -TV) 
and staff representing America's Top media 
firms for 15 years announces its interactive 
credit & collection center: 

www.ccrcollect.com 
Place claims and receive acknowledge- 
ments and status reports on line. 
View relevant media specific articles on 
a wide variety of business management 
subjects. 
Examine our Media Credit & Collection 
procedures, services and contingent fees. 

or Call/Write: 
CCR George Stella 

1025 Old Country Rd.. Ste. 403S 
Westbury, NY 11590 

Tel: 516- 997 -2000 212 - 766 -0851 
Fax:516- 997 -2071 

E -Mail: ccr @ccrcollect.com 
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17 S_B 
Radio & TV Jobs in the Beautiful Northwest! 
Washington State Association of Broadcasters 
Job Bank. 

Phone: 360- 705-0774 Fax: 360 
www.wsab.org 

Radio 
FORSALE 

HADDEN & ASSOC. 
Atlanta - Macon/ AM /FM...$1.9M 
N. Vermont AM /FM...$2.5M 
Wash. D.C. TV UHF...$1.9M 
Savannah Network UHF...$17.9M 
Birmingham AM Cash Flow...$395K 
Charlotte AM Great Deal...$500K 

(Office) 407- 699 -6069 (FAX) 407 -699 -1444 

HADDENWS@aol.com 
www. HADDENONL I NE. com 

Upcoming 
Close Dates 

for 
June /July 

Issue Closing Show /Feature 

6/17 6/12 BCFM /BCCA 

6/24 6/19 PROMAX and BDA 

7/1 6/25 Central Casting feature 

7/8 6/27 New England Cable Show 

7/15 7/10 CTAM Summit, Boston 

7/22 7/17 

7/29 7/24 NCTC Annual Meeting 

For more information, 
contact: 

Kristin at 617 -558 -4532, 

kbparker@cahners.com 

or 

Sarah at 617- 558 -4481 

(CA Only), 

sjking @cahners.com 
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Professioilat Laws & Services 

du Treil, 
Consulting 

Lundin & Engineers 

Rackley, Inc. 
Sarasota, Ilorlda 

941.329.6000 WWW.DLR.COM 
Member AR_ CE 

John F.X. Browne 
& Associates 

A Professional Cor "Drawn 
Member AFCCE 

BROADCAST /TELECOMMUNICATIONS 
Bioomliold Hills. MI Washington. DC 
248 642 6226 (TEL. 202.293.2020 
208 642 6027 (FAX': 

www.jfxb ccm 
202.293.2021 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM FM TV Engineering Consultants 

Complete Tower and Rigging Services 
'Somata* broadcast Industry 

for ose. 60 )ears' 
Box 807 Bath, Ohio 44210 

1330) 6594440 

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 

= CARL T. JONES ° 
rneruear7os 

CONSULTING ENGINEERS 
7901 Yarnwood Court 

Springfield, Virginia 22153 
(-04) S69-- -I1 lax ('Ili) 56944 

MEMBER AFCCE wess.oljra m 

HAMMEIT á EDISON, INC. 
CONSULTING ENGINEERS 

Box 280068 
Sao Francisco, California 94125 

HE707/996 -5200 
202/396 -5200 

www.h -e.com 

Denny & Associates, P.C. 
Consulting Engineers 

301 768 5600 tel. 
301 768 5620 fax 

www.denny.com 

Member AFCCE 

J 
DENNY 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301 -921 -0115 
Member AFCCE 

HATFIELD 61 DAWSON 

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

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

MEMBER AFCCE 

WALLACE 101 West Ohio St. 
20th Floor 

ASSOCIATES Indianapolis IN 

4004 
Dennis Wallace 

wall 1317) 68 754 06 

SPECIALIZING 

IN DIGITAL TELEVISION 

COHEN, 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: cdepcOattglobal.net 
Member AFCCE 

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

7839 Ashton Avenue 
Manassas, VA 20109 

(705) 592 9090 

ru (703) 592.9539 
www.cmdconsulting.com 

www.DTVinfo.com 

NATIONWIDE MONITORING SERVICES, INC. 
PO BOX 1829 

Henderson KY 42419.1829 aea '1° ° +av, 
P.270 -869 -8000 t 

F- 270.869--1068 a4 - 9r 
Frtail Inlo®6gNnsonllonng corn 

Incandescent and strobe Ighls, Reporting and 
SSaluda's, WAG, Doan, Alarms, Generators, 

=re, Humidity and others. 
NotlACatlorl via tax, e -mall, phone, and beeper. 
Repo dng anNr Hang to FM, Owner or Others. 

TOWER /ANTENNA CONSULTANTS 

Advertise in the 

Professional Cards and 

Services Section 
& get the results you need! 

SHOOLBRED 
ENGINEERS, INC, 
STRUCTURAL CONSULTANTS 

Towers and Antenna Structures 
Robert A Shoolbred P E 

1049 Morrison Dme 
Charleston, SC 29403 (843) 577.4681 

Email bob4shodbred com 

NATIONWIDE TOWER COMPANY, INC. 

ERECTIONS' DISMANTLES ANTENNA RELAMP 

ULTRASOUND ' STRUCTURAL ANALYSIS PAINT 

INSPECTIONS REGUY ENGINEERING 

P.O. BOX 1829 HENDERSON, KY 42419-1829 
PHONE (270) 889 -8000 FAX (270) 869 -8500 

E -MAIL: hiohnalon@natiomwidelower.tom 

24 HOUR EMERGENCY SERVICES AVAILABLE 

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: 

Commercial TV Stations. W Markets & Networks Local News Stations Cable 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 

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 

Visionary 
When did the "magisterial mogul" Lew Wasserman decide that he ought to be in the TV 

business? Some have pointed to 1958, when his agency, MCA, paid a then- whopping 

$50 million for Paramount's pre-1948 theatrical library and another $12 million for the 

Universal lot, which would produce a stable of TV staples. Others say it was 1950, when he 

formed Revue Productions to supply Gene Autry and Roy Rogers horse operas to TV in 

abundance. In fact, it was 1939. Then the top ad and promo man at Music Corp. of America, 

Wasserman was one of only three people in Hollywood with a TV. It was one of those 

mirrored contraptions with a viewing area that measured about 4 inches square, programmed 

only with experimental fare from the Don Lee Network. That, Wasserman once told us, was 

when he decided that "television was going to be a market for our products." 

Thirty years later, when MCA was supplying nearly 20% of network TV programming, 

Wasserman saw clearly that the nation's appetite for TV would not be sated by just three 

broadcast networks. "The American consumer is demonstrating quite dramatically that he 

wants total convenience," he said, using a fast -food analogy. "That desire on the part of 

the consumer must logically apply to his entertainment as much as to his eating habits - 
that is, that he wants to watch a particular program when he wants to watch it or view it a 

second or third time." 

Wasserman, who died last week at 89, was easily identifiable in his later years by those 

oversized, black -rimmed glasses. It is our belief that he needed them to ease the strain of 

looking just a little further into TV's future than the rest of us. That vision will be missed. 

Pay me now... 
While we are talking about having the vision to see into TV's future, when MSTV's David 

Donovan comes calling with his proposal for a broadcast lab and a request for funds, 

broadcasters should reach for their wallets. Some broadcasters have suggested that such a 

lab is crucial to their future if they want to remain competitive in the digital age. In the 

same breath, those same broadcasters say MSTV could have a hard time getting them to 

pony up the bucks. We certainly hope not. It takes money to develop those killer apps, 

and the standards and technology to support them. When Donovan talks about a 

broadcast lab, he is talking about nothing less than the reinvention of broadcast TV. He 

and his backers envision a medium that could do everything cable does -HDTV, multiple 

channels, data, even interactivity-but without the wires. Unless broadcasters rally and 

come up with a unified plan for exploiting their digital spectrum, we fear that the 

TV- station business will slowly fade away. No matter what the bean counters in corporate 

say, even in tough times, investment in the future is not discretionary spending. 

Thodicacncd A Cable (ISSN 8007-20¢8) CUSPS 8086-0000) (CST N123397457) is publishes weekly, except at years end when two issues are combined 

and for one week b NHL when N is p blehed semiweekly. by Reed Business IOJO malion. 245 W 171h SL, New York. NY 10011. Broadcasting & Cade copy. 

reg. 2002 by Reed Eleavier Inc., 275 Washington St.. Newton. MA 02158-1630. M rights reserved. Penodr Is postage paid at New York. NY and ltd honal 

mailing offices Canada Post IPM Product (Canada Distribution) Sales Agreement No. 0607533 Postmaster. pease send address changes to: Broadcasting A 

Cade, PO. Box 15157. North Hollywood. CA 91815 -5157. Rates for nonpalaied subscriptions. including WI ..sues USA 5159. Canada $219 (eludes GST). 

Foreign Air $350. Foreign Surface $199. A reasonable tee shall he assessed to cover handing costs in cancellation of a subscription Back issues except fir 
special issues where once changes are indicated. single copes are $7 95 U.S.. $10 foreign. Please address all subscepeon mail to Broadcasting 8 Cable. 
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errors m in the atenal contained herein. regardless of whether such errors result from negligence. accident of any other cause whatsoever. 
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j BROADCASTING & CABLE SPECIAL REPORT 

Broadcast 
station groups 

and networks are 
continuing to eyeball centralized 

operations as a way to cut costs and improve oper- 
ations. On July 1, Broadcasting & Cable takes a 
look at the growing centralcasting market and how 
it's affecting the industry. Some of the areas we'll 
cover are 

Who are the major players from a 
manufacturing and integration 
perspective? 
What's their approach to centralcasting? 
What are the major hurdles? 
What's the promise of centralcasting? 
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