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Don Hewitt’s Es FVE

frame ‘error’

On the eve of CBS's umpteenth Behind the scenes, before the fact
relaunch of its morning show,

60 Minutes Executive Producer

Don Hewitt recalled last week

publicly describing his network's

effort to get something going VRTERNET

there as “a $30 miltion picture ‘ X ] ) y
frame [without] a picturz." The hat S up Wlth FOX
Adanta-based What's Up Interactive is about to add two more Fox
stations 1o its roster of TV clients. Currently, the company mainrains
the Web sites of nine Fox O&O0s, including handling Webcasting’s
version of centralcasting for news on the majority of those sites.
Company President Richard Warner says What's Up is in nego-
tiations with rwo other TV groups with predominantly Fox attiliares
to outsource their Web operations. The company has developed
what is, in effect, syndicated Web content focusing on Fox prime
time, including quizzes, games and graphics. What’s Up is market-
ing its services to more broadcasters looking to cut costs.—[.E.

Courtesy: APF Group

reference was to the new Early
Show studio CBS built at the
south end of New York's Central = welcome ¢ foxXxSde.com
Park. Hewitt, speaking at a sem- —

inar at New York’s Lamb Theater,
said he got a call from Viacom

k.I
President Mel Karmazin g ; ! :
afterward. Hewitt's characteriza- henl ' ‘
tion of the show was “dead : . ‘

wrong,” said Karmazin. "It was
closer to $40 million.”

Hewitt also questioned the
studio’s street-level location.
Untike the gawking crowds at
Rockefeller Center and Times
Square (homes to Today and
Good Morning America,
respectively), “you look out the
window of the CBS morning set,
and you're lucky if you see a

squiretin the parc’—s. ACCOUNTING-RULES BATTLE
Just because cable operators are laying out new financial-report-
ing standards, don't expect them to agree on everything.

. FOX § Woather
MORE WS HEADLINES:

DIGITAL TICKER

COMPILED BY DECISIONMARK Looking to restore investor confidence after Adelphia battered
K + diqital stati ii cable stocks, operators collaborated on new guide-
ewest digital stations : . ; = .
WYOW-DT  Eagle River, wis. (ABC) N lines for mformlrfg investors about accounting
KDRV-DT Medford, Ore. (ABC) R 4 4 procedures. But, in a Wednesday conference call of
KRGV-DT Weslaco, Texas {ABC) BT cable CEOs and financial staffers to prepare for
wcoc-o1 Adams, Mass. (ABC) il today’s standards unveiling, it became clear that
Total DTV stati there are big disagreements, like how to count cable customers in
-l SEaLions single homes vs. apartment dwellers’ buildings getting bulk

discounts. An executive at one MSO expressed surprise at the
timing of the announcement. “Don’t take it out of the oven, it
ain't done yet,” the exec said. But Mike Willner, chairman of the
NCTA and CEQ of Insight Communications {photo), disagreed,
saying, “There’s substantial agreement among all the
companies.” We'll see.—J.M.H.
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Adelstein in limbo

FCC nominee Jonathan
Adelstein’s chances of winning
confirmation this year have
dimmed considerably following
the Senate’s adjournment for
election campaigning last week.
Congress plans to return for a
lame-duck session Nov. 12, but
lawmakers aim to keep the
session short by handling little
beyond the Iraq issue and
brokering a government-funding
deal to keep the lights on. As a
result, Adelstein stands little
chance of taking his seat before
next February. Some optimists
hold out hope for a package of
nominations, which presumably
would include Adelstein, but that
would require Majority Leader
Tom Daschle and GOP counterpart
Trent Lott to divert attention
from higher priorities. As retalia-
tion for Democratic defeats of
White House judicial
nominations, Lott has blocked
confirmation of Adelstein, a
Daschle aide.—B.M.

FCC’s ‘Nobel prize’
FCC Chairman Michael Powell's
faith in the marketplace got a
boost a couple of weeks back
with the announcement of the
Nobel Prize for Economics.
Shaning in the prize was George
Mason University Professor Ver-
non Smith, who helped design
the commission’s process for
auctioning spectrum and whose
studies have tended to support
marketplace forces over govern-
ment regulation.—J.£.
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With more than 80 years of experience and over $10 billion committed to the media,
entertainment and sports industries, it's clear that we can get a deal done. Our team of
specialists understands the unique aspects of these industries and crafts innovative
financial solutions that work.

To learn how Fleet can help your company make the most of its opportunities. please
contacl Jamie Lewis al 617-434-8328.

Q Fleet Securities

A FleetBoston Financial Company
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Spot squeeze play in Nashville

NBC finds that Meredith’s WSMV-TV compressed network feed to fit more commercials

By Dan Trigoboff
BC said Friday it was in talks with
Meredith Corp. 1o resolve charges
that Meredith’s WSMV-TV Nash.
ville, Tenn., used compression technology
to add extra commercial spots during net-
work prime time in violation of its affilia-
tion agreement.

The disclosure by the network followed
quickly NBC Executive Vice President for
Affiliate Relations John Damiano’s conclu
sion that the station had added a 30-second
spot to the Oct. 2 West Wing. He had re-
viewed tapes supplied by a Nashville jour-
nalist who had informally probed the sta-
tion’s practices.

Prior to the resolution talks, NBC had
planned to investigate other recent nerwork
airings over WSMV-TV through monitor-
ing services.

On Friday, a Meredith spokesman re-
ferred the matter to a company attorney who

;_ 6 Broadcasting & Cable /10-21-02 ]

The West
an the Na 2,
Tenn., station was
discovered to be

out of sync with
one in another
market.

did not return calls by press time. Several
Meredith officials—including Broadcast
Group President Kevin O'Brien—had ear-
lier in the week denied or pleaded ignorance
to use of programming compression in

Prior to NBC's
determination that
Meredith stations
had added a
30-second spot,
Meredith President
Kevin 0’Brien said,
“We're not altering
any network feeds,
and it's unfair to
imply that we are.”

Nashville or at other stations.

But several sources have told BROAD-
CASTING & CABLE that, earlier this year,
()'Brien made clear his intent to use the
compression machines to add commercial
spots for revenue gain, despite resistance

from station management. Sources said the
phone conferences included executives
from across the Meredith group and were
held at a time when memories of CBS’s
embarrassing experience with the technol-
ogy were still fresh: Out-of-sync radio and
TV broadcasts of a Pittsburgh Steelers
game last vear led to revelations that the
“squeeze” was going on at KDKA-TV
Pitsburgh and other group stations, a prac-
tice since ended (B&C, 11/5/01, page 14).

Use of California-based Prime Image’s
Time Machine can imperceptibly speed up
programming and allow a station or net-
work to add commercial messages, giving it
an advantage over competitors.

Advertisers question the practice. Kathy
Crawford, executive vice president of ad-
buying firm Initiative Media, expressed
concern over whether advertisements
themselves were being compressed and
whether the environment was becoming
too cluttered for viewers’ tastes.

“If we purchase 30 seconds of airtime,
we expect to receive it,” said Crawford,
who investigated use of program compres-
sion for the American Association of
Advertising Agencies this year and said she
may “put it back on the table.” The cur-
rent ad environment, she noted, is already
crowded by political advertising. Added
inventory will produce “so much clutter it
will drive the audience away. The broad-
casters may kill the golden goose.”

Nashville City Paper Business Editor

Jeremy Heidt discovered the practice in

September when he noticed a significant
difference between the West Wing sound-
track he was hearing on WSMV-TV and
the one he could hear while on a phone
call to another market. He said he moni-
tored the station in prime time for about
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three weeks and found it “regularly out of
sync” with network broadcasts from other
markets. He saw significant gaps as re-
cently as last Tuesday.

BROADCASTING & CABLE monitored
West Wing last Wednesday at O’Brien’s
suggestion, via a phone call from Washing-
ton to Heidt in Nashville, and found no
significant difference.

O'Brien denied the accusation prior to
the disclosure of talks with NBC. Though
saying that “we don’t comment on race,
religion, personnel issues or equipment,”
he added that charges were “not true.
We’re not altering any network feeds, and
it’s unfair to imply that we are.”

O’Brien spoke with BROADCASTING &
CABLE from Nashville, where he was meet-
ing with WSMV-TV staffers to discuss per-
sonnel changes at the station.

Steve Ramsey, the veteran broadcast
newsman who took over WSMV-TV only
last month, seemed surprised by the accu-
sation but said the station did not “com-
ment on those kinds of issues.” His prede-
cessor Frank DeTillio also declined to
discuss the matter with BROADCASTING &
CABLE.

Viacom, which has several UPN and
CBS affiliate agreements with Meredith,
would not comment on whether it is moni-
toring Meredith's stations. A spokesman
said, “We fully expect all our affiliates to
uphold our broadcast agreements.”

Sources confirmed that at least some
Prime Image Time Machines were pur-
chased by the group and delivered, but
that did not necessarily mean they had
been used in violation of programming
agreements. A Time Machine can cost
nearly $100,000, though, and TV execu-
tives say it’s naive to believe that broadcast-
ers purchase them for any reason other than
financial gain, although the machine can
accommodate weather and news breaks as
well as commercials.

According to Prime Image Vice Presi-
dent of Operations Jim Aldrich, four addi-
tional spots a day at a conservative $250 a
spot would mean an additional $265,000
per year in ad revenue. B

AP Photo / Kevork Djansezian

Anaheim’s winning of the pennant is unlikely to improve the team’s financial statistics. Disney
reportedly loses $20 million a year on its ownership of the Angels and hockey’s Mighty Ducks.

Winning’s less fun
when you're losing

Disney, News Corp. and
other media companies find
sports are poor investment

By John M. Higgins
ichael Eisner must be going
M through a lot of Mickey Mouse
ties Jately, because he keeps gening
doused with champagne. When Disney’s
Anaheim Angels blew the Minnesota Twins
out of the baseball playoffs last week, The
Walt Disney Co. chairman partied with his
players in the locker room, as sullen Twins
owner and banking investor Carl Pohland
would have with his players. The difference
between Eisner and Pohland is that the lat-
ter fought to keep Major League Baseball
from booting the Twins out of the league
while Eisrer is dying to get out of the
locker room to sell his Angels.

Eisner is not the only media mogul who
has soured on dalliances with pro sports.
What was supposedly the magic financial
combination of pro sports teams and TV net-
works or stations is suddenly taking on the
aroma of a day-old Shea Stadium hot dog.

Ailing AOL Time Warner has put its

perennial pennant-contending Atlanta
Braves on a list of assets it might sell, along
with its Atlanta Hawks basketball and
Atlanta Thrasher hockey teams. Executives
at other NBA teams say troubled Cable-
vision Systems is considering unloading its
New York Knicks and New York Rangers
teams. Even News Corp. executives are
studying whether they should hang on to
their Los Angeles Dodgers.

“Increasingly, what these guys are find-
ing is that running the teams, paying 25
guys to be mediocre, isn't gooed business,”
said Rick Burton, executive director of the
University of Oregon’s Warsaw Sports
Marketing Center.

“I would sell those goddam things in a
flash,” said a senior executive at one TV
company that owns teams. “They’re a way
of passing money from the fans to the play-
ers, sometimes with more thrown in from
the owners.”

Eisner has cut his asking price for the
Angels from $300 million, and industry
executives said he’s hoping the World
Series glow will make it easier to sell, even
if Disney has to stay in as a minority owner.

Media companies’ major goal in buying

[— Broadcasting & Cable/ 10-21-02 7_]






Stations Representing The Following, Groups
Have Guaranteed Their Future:

Fox - Tribune - Viacom - Emmis - Acme
Meredith - Sinclair - Clear Channel - Lin
ps-Howard - Pegasus




teams was to control local rights to broad-
cast their games. But team ownership
offers no particular advantage when it
comes to negotiating national rights deals.
And the National Football League neither
offers local TV rights nor allows corpora-
tions to own teams.

On the plus side, in an era of spiraling
rights prices, a regional sports network
wouldn’t have to pay ever higher prices to
the local Major League Baseball and
National Basketball Association franchises,
Also, a media company that owns a team
doesn’t ever have to worry about getting
outbid by a rival, which could cripple a
regional sports network.

That’s why News Corp. forked over
$311 million for the Los Angeles Dodgers
in 1998. It shored up Fox Sports L.A.,
keeping the Dodgers games away from
rival ESPN, the Disney subsidiary that was
trying to establish a regional sports net-
work. Disney bought the Angels in 1996,
hoping to use the rights as the foundation
of ESPN West. But the channel fizzled,
and analysts say Disney’s operating losses
on the Angels and the National Hockey
League’s Anaheim Mighty Ducks exceeded
$20 million a year, not counting $100 mil-
lion in renovations for the Angels’ stadium.

The Braves are no longer the foundation
of AOL Time Warner’s TBS Superstation.
The network for years hinged on Ted Tur-
ner’s co-ownership of the Braves and At-

g#

WORLD SERES

BoOR
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Recent pro team transactions show the value of some sports franchises. But owning
a team is not the plum investment media companies once thought it would be. .
Team Year  Buyer Price |
Boston Celtics 2002 Stephen Paglivea and Wycliffe Grousbeck $360M
(leveland Indians 2000 Larmy Dalan 3323M
Washington Redskins 1999 Howard and Edward Milstein and Danlel Snyder  SB0OM
Cleveland Erowns 1998  Alfred Lemer 3530M
Los Angeles Dodgers 1998 Fou Group $311M
Minnesata Vikings 1998 Red McCombs S250M
Nesw ¥ork Islandars 1958 Howard and Edward Milstein and Steve Gluckstem 1165M
Seattle Seahawks 1597 Pl Allen $2008
Source: B&C research |

lanta UHF station WTBS, selling the feed
to cable networks across the country.

Bur after Time Warner bought Turner
Broadcasting System, the company cut a
national rights deal with the league. That
means that owning the team doesn’t offer
any crucial benetits other than great seats
during the playofts.

“I think it’s more a function of the stock
market than anything else,” said Mark Cu-
ban, owner of the Dallas Mavericks and
start-up cable channel HDnet. “Sports teams
can seem to be superfluous to the core com-
petency of the company to investors, so they
get pressured into selling them.”

Minutes after the Anaheim Angels won
the American League championship Sun-

day, Eisner compared the club to a hit
movie. “We’re in the business of block-
busters, and this is our blockbuster,” he
boasted as the players whooped it up in the
clubhouse.

The difference, of course, is that Eisner
is not trying to sell his studio, which makes
money. He is trying to unload the team,
which ranks in the lower end of baseball’s
economic scale, Not even a World Series
victory, according to analysts and acade-
mics, is likely to reverse the Angel’s tinan-
cial losses.

In other words, the Angels’ surprise sea-
son probably means more to long-suffering
fans than it does to potential buyers sniff-
ing around the club. B

this year's World Series {which
started Saturday) could set a

Fox is looking for.

With two West Coast teams,
one virtually invisible on the
national scene (Disney's
Anaheim Angels), executives
believe this series might just

e

Some network executives think

ratings record but not the kind

be the lowest-rated of all time.

They cite the current holder
of that dubious distinction: the
2000 "Subway Series” between
New York’s Yankees and Mets,
which averaged a 12.4/21.
They also note that Fox’s
coverage of the League
Championship Series (also
devoid of teams from the East)
was down 5% in total viewers
and 2% in men 18-49
compared with a year ago.
Neither the Angels nor the
San Francisco Giants have the

| 10 Broadcasting & Cable /10-21-02 |

national following of the
Yankees, those executives
argue.

However, even skeptics con-
cede that a stellar performance
by Barry Bonds, the current
record holder for homers in a
single season, could prove to
be a national draw.

And Fox executives aren’t
buying the notion that the
Angels and Giants spell ratings
doom. “I think the country as
a whole loves an underdog and

loves a Cinderella story,” says
Ed Goren, president, Fox
Sports. "We certainly have that
with Anaheim. It's a great
story and one that you don't
have to be a hard-core baseball
fan to adopt this team.”

If the games are
competitive, the ratings should
be there, he says. “The length
of the series has a far greater
impact than the two teams
that are competing.”

—Steve McClellan




TOP OF THE WEEK

Off-net and off-the-mark

Cable’s reruns, from Larry
Sanders to X-Files, aren't
hitting Nielsen paydirt

By Allison Romano
ravo was counting on The Larry
Sanders Show 10 bring in new view-
ers, not chase the old ones away.
Acquiring Larry Sanders is part of Bravo’s
effort to broaden its audience and still
please its loyal core.

In its first two weeks on air, though, Larry
Sanders under-delivered Bravo’s prime time
average. The show averaged a 0.17 rating,
while Bravo averaged a 0.3 in prime in the
third quarter, according to Nielsen Media
Rescarch. Bravo, which plunked down about
$225,000 per episode for Larry Sanders, was
expecting twice the rating.

Bravo isn’t the only cable nctwork
sweating modest marks for recent acquisi-
tions of reruns. A batch of broadcast shows
have hit cable since September, including
CS1, Third Watch and Seinfeld, and each is
suffering varying degrees of ratings woes.
All came with hefty sticker prices, ranging
from $225,000 per episode for The X-Files
on TNT and Felrcity on WE to the $1.6 mil-
lion per show TNN is paying for CS/.

Sometimes even proven shows just don’t

K

A&E still has hopes that its Third Watch acquisition, for $700,000 per episode, can help it

recoup its loss of Law & Order to ThT.

work. “A show’s life and death have 1o be
diagnosed,” said TNT General Manager
Steve Koonin. “It has to be the right show,
surrounded by the right shows, scheduled
properly and promoted.”

In its initial HBO play, Larry Sanders was
a critical favorite with a cult following. But
an acquired show needs to fit with its cable
home, and, while research execs believe it
will grow, it's a disappointment now.

CSI may be red-hot on CBS, but it’s
building slowly on TNN. After four weeks,

Cable’s off-net woes

Cable networks had high hopes for reruns of broadcast hits. Here’s an early scorecard:

Network
ABE
Brava*
TRS
THH
THT
THT
THT
5ci Fi
Sci Fi
WE

C5 has been red-hot

Show Debut Rating
Third Wetch sept. 1 0,80
The Lary Sanders Shaw Sept. 30 o7
Setnjfeld Oct, 1 1.00
{87 Sept., 16 1.40
Law & Ohrder Sept. 2 2,20
Charmead Sept, 1 1,40
The X-Files Dct. 1 0.90
The X-Fifes Oct. 1 0,60
Storgobe 5G1 Sept. 30 1.20
Falicity Sept, 30 0,20

*Bravo's switch to a dual feed on Sept. 30 caused some Nielsen
reporting inaccuracies.

Source: Nielsen Media Research data for first two weeks after series launch

CSI averaged 1 1.4 rating at 11 p.m. on Mon-
days. It’s prec iriously scheduled after WWE
Raw, TNN's highest-rated show. Despite
double-digit 4 ains in the time slot, CS/ loses
half the Raw : udience.

“CSl is no' the appropriate lead-out for
wrestling,” s: id Initiative Media’s head of
research Stacey Lynn Koerner. “It’s more
adult and soj histicated.”

“They are paying a lot of money to air
that show in the middle of the night,” re-
marked one industry execurive, noting that,
by contract, CS/ can't run in prime on
TNN. The nctwork says the show’s making
money and h tting rating targets.

Of course September is probably the
worst time of year for a cable to launch any
new show. Cable may own the summer, but
the broadcastzars reign over the fall season.
“The broadc.ist promotions machines are
huge. Cable ¢: nnot out-shout the networks,”
said Lifctime’ research chief Tim Brooks.

Optimistic cable execs point to week-to-
week ratings 2ains for the new syndicated
shows, as brc adcasting’s premiere-season
hoopla settles down.

“It takes a quarter to see what’s going
on,” said Tuiner Broadcasting’s research
chief Jack Wa shlag. “The next quarter, you

[ Brosdcasting & Cable/10-21-02 11 |
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expect it to outpace what show it replaces.”

After a few years on FX, The X-Files
moved to Sci Fi and TNT on Qct. 1, where
it's earning better marks. Still, “there’s
going to be some viewer confusion. The
day before X-Files debuted on Sci Fi, it
aired on FX,” said Sci Fi Senior Vice Presi-
dent of Acquisitions Thomas Vitale. “View-
ers are beginning to find it.”

TNT is paying less—$225,000 per epi-
sode for fringe and late-night plays to Sci
Fi's $325,000 for prime time—and, so far,
posting slightly better numbers. But, on
both channels, X-Files collects below-aver-
age ratings.

Long-running shows like The X-Files
and Seinfeld have been played in so many
cycles—broadcast, syndication and now
cable—that all that exposure erases some
of the demand, industry execs say. TBS is
paying $1 million per episode to air Sein-
feld twice daily in fringe, and ratings hover
around 1.0. Disappointing, but not devas-
tating. “Good shows will catch on,” Wak-
shlag said.

Like its sister net Bravo, WE got into
the acquisitions game to attract new eye-
balls. With Felicity, the audience is slight,
with a 0.2 average, but nearly 20 years
younger than WE's 50-ish median viewer.

“Thart’s why we bought it,” said WE chief
Martin Von Ruden, “and that’s what it’s
doing for us.”

In contrast, marquee shows like Law &
Order or CSI can boost household ratings.
Both are buoyed by the fresh run of epi-
sodes currently airing on NBC and CBS.

A&E has taken some heat for its Third
Watch acquisition, which it bought for
$700,000 per episode soon after losing Law
& Order to TNT. But A&E, which has suf-
fered a string of recent original-program-
ming woes, staunchly believes its 11 p.m.
show will catch on.

What is immediately clear is that A&E's
Law & Order loss is TNT's gain. The NBC
drama was always a workhorse for A&E;
TNT expected no less. Law & Order is
averaging an impressive 2.2 rating on TNT
and regularly pops up in cable’s 100 top-
rated shows each week. B
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Abruzzese goes over
to the cable side

Longtime (BS ad-sales chief
becomes president of ad sales
at Discovery Networks

By John M. Higgins

oe Abruzzese has long held a very
J specific opinion of the quality of pro-

gramming on cable networks: It
stinks. At one upfront ad presentation in
New York for CBS, the network’s ad-sales
chief was joined onstage by eight men in
pro wrestling costumes and two dressed

like Rugrats characters. These, Abruzzese
said, are “the top 10 cable shows.”

that way.

Now he will be taking a much different
stance. He's jumping ship from broadcast
icon CBS to run advertising sales at Dis-
covery Networks,

Abruzzese was named president of
advertising sales for all of Discovery Net-
works’ properties, including Discovery
Channel, TLC and Animal Planet. Highly
regarded by ad buyers and network rivals,
he is 2 major score for Discovery, which is
treated along with other cable networks as
a stepchild in the TV advertising game.

So Abruzzese will be redirecting ener-
gies he once devoted to attacking the
“cable fable.” Now he'll be doing a little
broadcast bashing.

His biggest task in handling Discovery
Networks’ $1 billion-plus annual ad sales will
be 1o hammer away at the fat premium that
broadcast nerworks get over cable. ABC,
CBS and NBC fetch about $15 per thousand

viewers. Discovery’s cost per thousand view-
ers (CPM) is just $8, better than most other
cable networks’. And, despite cable’s theft of
millions of viewers from broadcast, the CPM
gap is growing, not shrinking.

“If you look at ABC, their ratings down
and cable up, there shouldn’t be a 40%
disparity in pricing,” Abruzzese said. “There
is great original programming on cable and
Discovery. There should be value eyeball
for eyeball. I think the industry is headed
that way.”

Credit for the coup in luring Abruzzese
to Discovery goes to Billy Campbell, a for-
mer CBS programming executive who

There is great original programming on
cable. There should be value eyeball for
eyeball. I think the industry is headed

—Joe Abruzzese, Discovery Networks

became president of Discovery Networks
US. in June and has a strong relationship
with him. However, the hire means that
Discovery’s previous ad-sales head, Bill
McGowan, is suddenly No. 2, reporting to
the president of ad sales instead of the
president of Discovery Networks.

McGowan dismissed questions about turf
fights, saying he supports Cambell’s wooing
of Abruzzese as a chance to get a heavy
broadcast hitter into the Discovery Camp.

Discovery Communications CEO Judith
McHale said McGowan’s duties won’t be
diminished. “It’s not like we were doing a
search for a new head of ad sales. Joe has got
unbelievable relationships in the business.”

One insider said Abruzzese’s hire alone
doesn’t violate McGowan’s recently re-
newed contract. The network would have
to materially diminish his duties to create
contractual problems. B
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The WB sets a record pace

It has always been youth-oriented, but this fall’s gains far exceed expectations

By Paige Albiniak
hree weeks into the new season, The
T WB’s ratings performance turned it
into the fastest-growing broadcast

network on television, showing 28% growth
in viewers season-to-date over last year, as
well as a47% gain in adults 18-34, 35% in
persons 12-34 and 31% in adults 18-49,
according to Nielsen numbers.

Advertisers are getting a very full bang
for their buck. “They are hitting all the
right notes this year so far, and it shows up
in the Nielsen ratings,” says Chris Geraci,
director, national TV buying, OMD USA.

The solid performance also gives The
WB an “outside shot” at being profitable
for the first time, says President and COQ
Jed Petrick. “This year’s performance is ex-
ceeding our business plan.”

The WB has seen strong performances
from its Sunday-Wednesday 8-10 p.m.

Though not yet picked up, Birds of Prey has
scored high in key demes in only two outings.

block. Thursday-night ratings are relatively
tiny, as powerhouses NBC and CBS battle
it out, and Friday nights are mediocre,
although sitcom Reba is holding its own.
The WB also is helped by a strong block
of comedies in early and late access. “We've
got the best access block from our affiliate
body that we have ever had,” Petrick says.
Says Dominic Mancuso, station manager

Local-ratings overhaul

Nielsen to release broadcast, cable numbers simultaneously

By Steve McClellan
ielsen Media Research is reformat-
N ting its local-market ratings service
and looks to implement the changes
by fourth quarter 2003.

Among the bigger changes: reporting
and delivering all the broadcast and cable
ratings to clients in a single computer file.

Currently, broadcast ratings are reported
first, usually a couple of weeks earlier than
cable’s. Cable executives complain that
gives broadcasters an unfair leg up in sales.

“This is long overdue,” says Cabletelevi-
sion Advertising Bureau President Joe
Ostrow. “Buyers will finally get the total TV
picture for the market.”
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Chris Rohrs, head of the Television
Bureau of Advertising, which represents
broadcasters, concurs, adding: “We wel-
come a level playing field.”

Another big change is the way cable-net-
work ratings will be reported locally.

Nielsen will report two ratings for each
network in each market: one for total audi-
ence, the other for the audience from just
the wired cable systems.

Nielsen makes the distinction because
ads inserted by the local cable systems are
not carried by the DBS systems that carry
those networks.

Broadcasters have been clamoring for
the change for some time because, they say,

of Tribune’s WGN-TV Chicago, “The mar-
ket has really embraced a couple of the
shows.” He cites Monday night's Everiwood
and the continued success of 7th Heaven.
(Tribune Co. is a part owner of the network.)

The WB has picked up all its new shows
for the season, except Wednesday’s Birds of
Prey, which has had only two outings but
scored high in key demos. (In other pick-
ups, ABC ordered a full season of Wednes-
day comedy The George Lopez Show. )

In the first three weeks of the season,
CBS continued to erode NBC’s lead, pre-
vailing in households and viewers and clos-
ing the gap in adults 18-49.

For the week ended Oct. 13, in house-
holds CBS did a 8.9 rating/15 share, NBC
8.3/14, Fox 6.7/11, ABC 6.4/10, WB 3.2/5
and UPN 2.6/4. In adults 18-49, NBC did
a 4.9/13, CBS 4.2/11, ABC 3.9/11, Fox
3.4/9, WB23/6and UPN 1.7/5. ®

the total-audience rating is misleading for
local spots on cable.

TVB’s Rohrs is emphatic about finding a
way to separate cable viewers from DBS
watchers. “It’s important for buyers and
sellers of TV.”

The planned changes were well received
by buyers and sellers.

“Getting all that data in one report puts
everybody on an equal plane,” says Pete
Stassi, senior vice president, local broadcast
director at PHD, a division of BBDO.

Currently, he notes, he needs to go to0 a
separate Nielsen report, the Galaxy Navi-
gator, to calculate the ratings that cable net-
works get on cable systems vs. DBS. “It’s
very costly.”

He also wonders whether the cost of
Nielsen’s local rating service will increase
with the new format. For now, he will just
have to keep wondering: Nielsen says that’s
still to be determined. ®
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MCCAIN REVIVES
CAMPAIGN-REFORM BILL
Sen. John McCain (R-Ariz.)
renewed his campaign-reform
effort last week, unveiling leg-
islation that would require
broadcasters to fund federal
candidates’ TV ad buys with
spectrum fees.

His bill, co-sponsored by
Sens. Russ Feingold (D-Wiis.)
and Richard Durbin (D-111.),
also would require stations to
air two hours weekly of candi-
date- or issue-centered
programming before elections
and would reduce the cost of
campaign ads by giving candi-
dates the right to buy time at
the lowest rates charged to a
station’s high-volume
customers during the previous
12 months.

Currently, stations may
charge candidates the lowest
rate charged any customer dur-
ing the comparable time slot.

McCain acknowledged that
no action will be taken this ses-
sion but said he will reintro-
duce the plan next session.

DARKLY INTERTAINING
Broadband VOD provider
Intertainer, realizing its
lawsuit against its movie sup-
pliers may take as long as
three years to settle, is
suspending operations this
week.

President and CEO
Jonathan Taplin will keep a
minimal staff of five on for
work on the lawsuit. “If you're
in a business model where you
lose money every time you sell
a movie,” says Taplin, “you
need to get that right first
before you can go on.”

TOP OF THE WEEK
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WHAT HALLMARK NET HAS
IN STORE FOR HOLIDAYS

The Hallmark Channel is teaming up
with corporate cousin Hallmark Gold
Crown Stores to promote its holiday
programming. The Hallmark Keepsake
Sweepstakes features cash prizes and
in-store promotions for the Hallmark
Channel as part of a $10 million ad
campaign. During the holiday season,
Hallmark will debut six holiday-
themed programs, including original
movies Snow Queen (left), Santa Jr.,
Silent Night and A Christmas Visitor.

SO SUE ME

Skeptical federal judges grilled
an FCC attorney who argued
that mergers need no
additional public-interest
review when they comply with
media-ownership limits. FCC
lawyer Grey Pash tried 1o
make that point Friday, when
the judges were mulling media
advocacy groups’ fight to
shorten News Corp.s two-
year grace period for comply-
ing with a government order
to sell either the New York
Post or one of its two New
York TV stations. ...

The Consumer Electronics
Association, making good on
a vow to fight the FCC, has
asked a federal appeals court
in Washington to strike down
rules requiring nearly all TV
sets to be equipped with digi-
tal tuners by 2007. ...

Also, a minority advocacy
group is asking the FCC to
repeal a policy requiring win-
ners of broadcast-license auc-
tions to pay the entire cost of
construction permits upfront,
even if a third party has
petitioned to deny the license.
The policy is particularly
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harmful to small businesses,
says Minority Media
Telecommunications Council,
because they can’t get financ-
ing if their money is going to
be locked up pending an FCC
inquiry.

NEWS BITS

Walker, Texas Ranger, from
Sony Pictures Television, will
be available in syndication for
weekends starting fall 2003,
sources confirmed. Under the
terms of the deal, stations will
get eight minutes of ad time to
sell, with six minutes going to
national advertisers. Currently,
Walker airs on USA Network
on afternoons and wecknights
and is the second-highest-
rated off-net strip. ...

Last week, as Fox News’
Geraldo Rivera was in
Fredericksburg, Va., reporting
from a gas station where a
man had been killed by a
sniper, the newsman stopped
off in a nearby Hooters
restaurant and reportedly
autographed the revealing
shorts on some of the
backsides of the famously
underdressed waitresses,

W A S

according to Fredericksburg’s
Free Lance-Star. Rivera,
through a Fox spokesman
said he was “honoring the
requests of his adoring fans.”
Rivera also signed autographs
at the nearby Waffle House.

THE BUSINESS

The Big Four broadcast TV
networks boosted their prime
time CPMs by an average
7.5%, Jack Myers Reports said
last week in releasing its
estimates of 2002-03 upfront
costs per thousand. CBS’s
11% hike was the largest, fol-
lowed by NBC’s 8%, Fox’s
7% and ABC'’s 5%,
according to data culled from
media buyers and sellers.
Weblets The WB and UPN
notched the biggest prime
time increases: 14% and
13%, respectively, according
to the newsletter. ...

For the first nine months of
the year, Gannett’s TV
revenues are up 12% to $543
million and operating cash
flow is up 18% to $268
million. In a conference call
with investors and analysts,
Gannett CEO Doug
McCorkindale last week said
political spending may
surpass last year's record
spending.

CORRECTIONS

Two executives were misiden-
tified in 4 box on page 5 of the
Oct. 14 edition: Carol Fowler
is vice president and news
director at WBBM-TV
{Viacom) Chicago; Fran
Preston is vice president

and station manager at
WBBM-TV.
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\
The long
fight

to settle

Now Lott’s letter
puts spotlight on
growing battle

for multiple-carriage

4

After half a decade sparring in the back rooms of the FCC, the
debate over cable’s obligation to carry local broadcasters’ digital sig-
nals has been pushed into the ring of big-time politics.

Trent Lott, the top Republican in the Senate, has called on
agency Chairman Michael Powell to decide the extent of big cable
systems’ obligation to carry local TV stations’ digital signals.

If attention to a debate long removed from the minds of top
policymakers wasn’t surprise enough, the Mississippi lawmaker

went further by giving his strong endorse-
ment to broadcasters’ latest demand that
cable systems around the country be re
quired 1o carry every free channel or ser-
vice that local stations can shoehorn into
their 6 MHz of digital spectrum.

But broadcasters shouldn’t tuke the cham.
pagne off the ice yet. Now that the debate
has moved beyond the FCC technocrats to
senior members of Congress, the outcome is
susceptible to political horse-trading.

Lott’s interest in must-carry is no doubt
prompted by religious broadcasters and
maverick broadcaster Bud Paxson, who
each provide Christian and family-oriented

720;Broadcastl_'ng & Cable/?)&l-oz_

programming reaching a critical GOP con
stituency. He’s a significant ally: Lott is the
highest-ranking member on Capitol Hill to
call for broad digital-carriage rights.
Without carriage rights for local and in
dependent broadcasters, “the constructive
and positive programming which they offer
will be highly diluted as a percentage of total
channels available on digital cable systems,”
wrote Lot, joined by Sen. Larry Craig (R-
Idaho), chairman of the Senate GOP policy
committee, in an Oct. 11 letrer to Powell.
The senators asked for Powell’s “thoughts”
on multicast carriage and urged him to sug-
gest legislative or regulatory changes he needs

By Bill McConnell

to ensure that cable companies will be re-

quired to carry every program and service
that stations offer for free over their digital
spectrum—be it high-definition TV or mul-
ticasts of up to six channels.

GET THE LEAD OUT

Beyond the solicitation of Powell's thoughts
was Senate Minority Leader Lout’s signal for
the FCC chairman to get moving on digital
carriage rules, which have been mired at the
commission since 2001.

Broadcasters, perhaps most of all, have
been frustrated with Powell’s unwillingness
1o bring DTV-carriage rules to a vote.

The problem: Since August, the FCC
has been locked in a 2-2 tie, pitting Powell
and Kathleen Abernathy against Michael
Copps and Kevin Martin over rules that
would settle many digital-carriage disputes.

At the heart of their dispute, say indus-
try sources, Copps and Martin are ready to
declare that broadcasters can demand car-
riage of multiple video streams, while Pow-

—



Government-and politics are what make Washington
tigk. And, for more than 30 years, they've been reported,
explained and commented on by Bob Schieffer of
CBS News.

Like many before him, Schieffer got his start in college
atasmall radio station in his home town of Fort Worth.
Then in 1962, his professional career was launched at the
Fort Worth Star-Telegram. A trip to Vietnam to write the
stories of local boys far away from home led to a guest
appearance on WBAP-TV Dallas-Fort Worth (now KXAS-
TV) and then to a job offer that paid $15 more a week
than the paper, so he took it.

In 1969, he made his way to Washington and CBS, joining
as a general assignment reporter and filing stories for both
the TV and radio networks. A vacancy at the Pentagon

led to his becoming the Pentagon correspondent nine
months later. Next, he became White House correspondent
for CBS, succeeding fellow Texan Dan Rather in 1974 and
covering the Ford administration and the first two years

of Jimmy Carter's time in office.

Then came his only non-Washington assignment: two
years as “one in a long line of people who were going to
save the CBS Morning News." When it was clear he wasn't
that shows savior, he returned to Washington, covering

the State Department and politics. In 1989 Schieffer was
named to his current position of Capitol Hill correspondent
and in 1991 added the job of moderator of Face the Nation.

He has no plans to retire. “Every election seems to be
something new or kind of different or weird, but there's
always something to make you say, ‘Boy, | sure want to
cover this' or 'l sure wonder how that's going to come out!
| guess as long as | feel like that I'll try to keep working.”
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ell and Abernathy want additional public
comment on the consticutionality of that.

Lott’s request for suggested law changes
is seen as an offer thar Congress will take the
lead if need be, since the long and 1ortuous
judicial history of the FCC’s cable-carriage
rules (see below) clearly has given Congress
more leverage o impose obligations.

Lott’s offer also may provide the political
cover Powell needs 1o move forward with-
out the added step of new public comment.

Already, House Commerce Commitiee
Chairman Billy Tauzin (R-La.) has said

illegal. (Last week, the Consumer Electron
ics Associarion filed suir against the rules.)

Siill, last week, Powell did not appear
ready 1o bring new carriage rules to a vote.

Lott’s request mirrored the arguments of
the National Association of Broadcasters,
which say that, in an era when media busi-
nesses depend on several revenue streams,
mulricasts must be received by the 70% of
US. households subscribing to cable.

“The wave of the future is having more
than one revenue source,” says Paxson,

whose collection of UHF home shopping

MUST-CARRY’'S LONG HISTORY

ment rights.

violation of cable’s First Amend-

act, which stipulates that cable systems must
carry a local TV siation’s “primary” video
signal. Under then-Chairman William Ken-
nard, the FCC ruled thart cable franchises
have no duty other than to the single, tradi-
tional channel of a tocal broadcaster.

The commission was right in 2001:
‘Primany’ means one,” says NCTA counsel
Daniel Brenner.

NCTA Chairman  Michael Willner
agrees: “Cable operators and consumers
should net be required to forfeit valuable
channel capacity and new services 1o help

An on-again/off-again journey took the rule
through the halls and back rooms of Congress,
the FCC and the Appeals and Supreme Courts.

Congress revives must-carry by
giving stations right to

FCC issues must-carry rules for
cable systems served by
microwave links.

FCC declares cable an “ancitlary
service” 1o broadcast TV, starts
directly regulating the business
and applies broadcast-signal-
carriage rules to all systems.

' 5
b

Cable companies are required to
carry local broadcasters within
Grade B contour but not to
within 35 miles of another mar-
ket unless signal is significantly
viewed.

Federal appeals judges declare
must-carry rules unconstitutional

1986

Supreme Court refuses to hear
broadcasters’ appeal to
preserve broad must-carry rules.
Interindustry compromise calls
for carriage of qualified
stations within 50 miles of cable
system. Stations must have 2%
viewing share and 5% net
weekly circulation.
Broadcasters’ share of cable-
channel lineup is capped
according to system capacity.

1986

FCC codifies industry
compromise. Customers must be
offered "A/B” switch to ease
access to uncarried stations.
Carriage rules apply for a
temporary period only until A/B
switches are generally available.

Court of Appeals finds rules
unconstitutional.

negotiate retransmission
contracts or demand uncompen-
sated carriage.

Supreme Court refuses to
uphold rules without further
information.

Supreme Court 5-4 upholds new
must-carry rules, deferring to
congressional judgment that all
local stations must have cable
carriage to ensure viability of
free TV.

FCC “tentatively” declares that
digital TV stations’ carriage
rights extend to only one chan-
nel, denies for time being must-
carry for dual analog/digital and
multicast channels, leaving open
the potential for stricter rules in
the future.

cable likely must carry more chan the tradi-
tional single broadcast channel if the rran-
sition to DTV is to succeed. Senate Com-
merce Committee Chairman Fritz Hollings
(D-S.C)) likely supports the idea, too, given
that he’s a Copps mentor and former boss.

Lawmakers’ endorsements have embold-
ened Powell to acr on other controversial
DTV measures. Support from Hollings,
Tauzin and Joehn Dingell (D-Mich.) per-
suaded Powell 10 impose DTV-receiver
requirements on TV ser makers despire
manufacturers’ prorests that the move was
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stations became a viable programming ne
work afier the Supreme Courr upheld the
current analog must-carry regime in 1996,
He derides Powell’s desire for public com-
ment as “a waste of time.” The losing in-
dusiry will go to court hawever the FCC
rules, he says, so why hash out a question
that will end up in judges’ laps anyway?

ONE TO A CUSTOMER

The cable industry remains adamantly op-
posed to any change from the FCC's 2001
tentative interpretation of the 1992 cable

broadeasters launch undefined businesses.
Despite the endorsement of some top
lawmakers, a multiple-carriage mandlate is
highly controversial among the rank and file
of the House Commerce Committee. “I
don’t want all those channels,” Rep. Anna
Eschoo (D-Calit.) declared at a hearing on
Tauzin’s draft DTV legislation last month.
Bur cable’s task facing down multiple-
carriage rules is much tougher compared
with its successful effort opposing dual ana-
log/digital must-carry over the past six
years. Not only are policymakers increas-
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ingly convinced that broadcasters must be
able to offer more than one channel if they
are to survive, but the broadcast industry is
forging a much more united lobbying front.

During NAB’s unsuccessful bid to win

dual must-carry, the networks stayed out of |

the fight and, behind the scenes, told regu-

lators their power to negotiate favorable |

retrans deals with cable would win them all

the dual carriage they need. Nor did it help
that Paxson, whose wealth is due to analog
must-carry rules, wasn’t engaged either.

Now Pax TV and two major networks—

NBC and ABC—are on board (CBS and

Fox, whose parent companies have more-
significant cable-programming holdings,
have stayed out of the must-carry fight).

“It is essential that digital must-carry
encompass carriage of the entirety of the ;

broadcast signal,” NBC Chairman Robert
Wright told the DTV hearing last month.
“Virtually every business model for broad-
caster digital envisions some multicasting.”
ABC made a similar point in FCC filings.
Broadcasters are pleased that other pro-
visions expected in the FCC plan would:

@ Allow stations to choose either digital or |

analog carriage, even when a station still
offers an analog channel.

@ Forbid compression techniques that di-
minish picture quality, such as reducing
HDTV resolution from 1080i to 780p.

@ Require cable systems to carry broadcast

digital channels on the same tier as cable

digital channels’ during the transition

and on basic-cable tiers or lowest-priced

packages post-transition.

There has been little open debate over
tiering placement, but the issue is likely to
be another major fight after basic carriage
rights are established. “If the government
requires us to invest in and carry 6 MHz in
digital, cable systems cught not be allowed
to slice and dice our product,” said
Thomas Draper, owner of WBOC-TV Sal-
isbury, Md. He is willing to compromise on
tiering for data and perhaps other free an-
cillary services but says a station’s tradi-
tional programming streams must be on

Cable, on the other hand, wants flexibil-
ity to decide which additional broadcast
channels they carry and whether they are
placed on the basic tier and in the lowest-
priced packages or are reserved for more-
lucrative premium packages.

“The assumption is that every broad-
caster will have multicast offerings carried
on the basic tier,” says one industry lobby-
ist. “The only way to drive exposure to dig-
ital and speed the transition is to put the
onus on cable to make it available.”

So far, the main broadcast trade groups
have left the tier-placement debate for later.

Far a long time, the FOC has had trouble getting the two sides in
thie debate to come to terms, so Congress seems to be preparing

to step into the fray.

the same tier and contiguous on a program
guide.

BROADCASTING VS. CABLE

Because the debate has shifted from transi-
tional rules to a permanent framework, the
cable industry and broadcast networks no
longer have as much common ground.

While the shift from analog to digital is
under way, cable systems that have ex-
panded capacity for their digital tiers are
thrilled to have the broadcast nets offering
digital, which today, for the most part,
means HDTV that they can put on high-
priced premium tiers. Since few people
have HD sets today, the nets don’t mind
that digital is carried to only a few customers.

But when the market goes all digital in
2006, 2010 or 2015 (make your best guess),
broadcast networks will want every viewer
to have all their digital offerings.

MH““‘MR’

“It’s not ripe yet,” said David Donovan,
president of DTV trade group Association
for Maximum Service Television.

If the FCC does impose a multiple-car-
riage mandate, will cable continue its fight?
After all, broadcasters note that compres-
sion techniques will allow their multiple
channels to be squeezed down to occupy
only 3 MHz of cable capacity, half the
space required for today’s analog signals.

With lawmakers as divided as the indus-
tries, many Capitol Hill sources predict the
battle over must-carry will continue in the
digital age. Rep. Edward Markey (D-Mass.),
a co-author of the current analog rules,
noted that the law mandating DTV has
passed its fifth birthday with no resolution of
carriage rights and other critical rules. “I
think we might have 20th and 25th anniver-
sary celebrations on these issues,” he wryly
told colleagues. “It's kind of reassuring.” @
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NO MORE GRIDLOCK.

GET MORE WORK FROM YOUR WORKFLOW.

SGI® Media SAN Solution
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SCALABILITY, SHARING, AND SPEED

Architecturally designed from the ground up. SGI* media
servers, file servers. and data management solutions achieve
unprecedented throughpul and high-speed file sharing for
the most demanding media requirements. From ingestion to
editing. program preparation fo on-air playout. storage area
networks to archive, SGI provides real-time delivery of your
digital media content. wherever your workflow takes it,
SGI's focus is helping broadcasters turn workflow into
effective dataflow.

We are commiited to open systems. industry standards. and
interoperability with the leading broadcast application part-
ners and equipment providers. This commilment translates

into solutions and integration expertise that deliver real cost
savings and return on investment

To get ahead of the increasingly compressed production
schedules and rising data management challenges. SGI
offers a winning combination—the SGI Media Server
jor broadcast system and the SGI Media SAN solution
featuring the SGI* CXFS™ clustered filesystem.

By simultaneously ingesting low- and high-resolution
content. the system provides journalisis and editors with
instant access o content and helps streamline the news
production process. When file-based video is managed
as dala. if can be distributed with greater efficiency

SGI provides interfaces to popular browsing. asset
management, automation. on-air graphics. and nonlinear
edifing systems.

The SGI. Media SAN solution enables you to share media
content files and the metadata about those files between

SG| MepIA SERVER FOR BROADCAST AND SGI MEDIA SAN  0ELVER THE PERFORMANCE, SCALABILITY, RELIABILIT

g
E
4

FLEXIBILITY THAT YOU NEED TO TACKLE YDUR EVER-EVOLVING NEWS PROOUCTION WORKFLOW NEEDS."SGI SOLUTIONS DELIVER THE INFRASTRULe__-

YOU NEED TDDAY, INFRASTRUCTURE THAT CAN HANOLE YDUR NEEDS TOMORROW. SGI—WE'RE NOT JUST ABDUT GRAPHICS ANYMORE.

Let us help you turn your workflow into effective dataflow. Contact [800] 956-4744.
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; the various workstahons, servers. and archives in the
g news production workflow, without copying files, Using
= the latest in 2Gb Flbre Channel technology, SGI Media
i SAN provides sustained bandwidth of more than 350MB
‘ per second and caf store more than a thousand hours of
! 50Mb-per-second content in a single system rack. It's all
you need for concurrent access to media files from
l operating system dlients including IRIX*, Windows®, and
Solaris”. SGI Media SAN increases your productivity and
[ reduces costs by eliminating the movement of large files
over your network|and the need for multiple file copies.

SGI broadcast products, solutions, and integration expert-
{ ise deliver real cost savings for operational efficiencies
that translate into the power of a competitive advantage—

1 improved time to Tir.
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Serving more than 680 station cus-
tomers no doubt keeps CNN
Newsource busy. And for its cus-
tomers, using CNN Newsource’s
material no doubt keeps them
busy as well. And in an age where
“too busy” is a mantra heard too
often, anything to offer time sav-
ings is a great thing. That’s part
of the reason CNN Newsource
recently tapped Pathfire and
will utilize their technology by
the end of the year to improve
efficiency at both CNN
Newsource and their clients.

“It’s been very interesting,”
says Jack Underwood, CNN
Newsource executive producer.
“Whenever you have a
changeover like this there’s
always a certain level of won-
derment about what it will be
like to switch.”

CNN Newsource will use
Pathfire’s Digital Media Gateway
to deliver content via satellite-
delivered IP directly onto video
servers sitting at CNN Newsource
client stations.

What that means for the sta-
tions is they no longer need to roll
tape in order to record scheduled
feeds. Instead the content will
exist as different files on the serv-
er, with each file containing differ-
ent video and audio content as
well as related metadata informa-
tion. More importantly, users
throughout a facility will be able
to access the content from their
desktops. Live feeds will continue
to be delivered the way they are
presently.

Adds Underwood, “If you can
get something off your desktop
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Produce news they can‘t 1ignore,

Jack Underwood

CNN Newsource
Executive Producer

rather than running down the hall
and grabbing an edit tape, that’s a
big time savings.”

Todd Fantz, director of tech-
nology for CNN Newsource, says
that the technology will use the
same bandwidth CNN Newsource
uses to transmit video.

CNN Newsource is installing Pathfire’s Digital
Media Gateway this fall

“It opportunistically takes
transponder space that we are not
using to transmit live signals and
transmit data,” he says. “The data
is then stripped off at the station
and the content is turned into
files.”

Underwood says the workflow
process within CNN Newsource
will begin to change in the next
few weeks. He believes it will be a
highly successful change and
hopes to have all stations up and
running by the end of the year
And, because 82% of all news
producing stations in the country
are CNN Newsource clients, that
highly successful change should
result in some collective exhaling
in feed ingest areas from coast to
coast.

]

Jack Womack

CNN Newsource
Executive Vice President

Jack Womack, CNN News
Group executive vice president,
says that CNN Newsource has
access to all of the CNN material
that is gathered in the field as well
as content from affiliates.

“The rule is simple,” says
Womack. “The second we get our
hands on content we want to
turn it around to our affiliate
stations. We think it’s impor-
tant that they get it fast.”

Getting breaking-news
material turned around quick-
ly is typically not a problem.
The problem comes with the
scheduled feeds. Working with
tapes can be a cumbersome
process, bombarding the sta-
tion with a lot of material. The
use of the Pathfire system
means that there will no longer
be scheduled feeds. Material
will come in, get processed,
and then sent out via the Gateway.

“It's much like a video
newswire,” says Womack. “Pathfire
allows for a continuous flow.”

Womack says CNN Newsource
spent about three years dectding
what technology to use. “We
always felt like we had so much
material and we needed to really
investigate the options,” he ad