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MEDIA OWNERSHIP 

Disney, Viacom Taking 
No Chances on Fin-Syn 

MADISON AVE. 

$300M 
That’s what Fox News Channel I 
thinks it can pull in ad sales in 
2003 TV BUYEF PAGE 14 

peals to regulators were strange¬ 
ly incongruous given network 
staffers’ behind-the-scenes com¬ 
ments insisting that there is no 
chance the FCC will bring back 
even a watered-down version of 
financial-interest and syndica¬ 
tion rules struck down by feder-

Continued on page 33 

By Bill McConnell 

You can’t be too careful. At 
least, not if you’re broad¬ 
cast network chiefs Leslie 

Moonves and AlexWallau. The 
heads of CBS and ABC, respec¬ 
tively, were in Washington last 
week making high-profile bids 
to persuade FCC commission¬ 
ers not to revive limits 
on the nets’ share of 
in-house prime time 
shows. 

Their strongly 
worded ap-

Lazarus To Revive Series 
New TBS entertainment 
chief plans to bring 
originals back to TNT 

By Allison Romano 

I
n the new Turner Broadcast¬ 
ing System order, entertain¬ 
ment chief Mark Lazarus 
and Turner programming 
whiz Garth Ancier will devel¬ 

op original series to keep TNT 
on top of the cable ratings heap. 

“It’s been fairly dormant,” said 
Ancier of series production. “Phil 
wants to enhance the scripted 
side with series like USA Net¬ 
work and FX |havel.” Phil is Phil 
Kent, who spent his first days as 
TBS CEO last week streamlining 
top management and installing 
TBS veteran Lazarus as head of 
TNT. TBS, Turner Movie Classics 
and Turner South. 

“We’re going to look at what to 
acquire and what to create,” said 
Lazarus. 

TNT hasn’t had an original series 
on its air since Witchblade ended its 
two-season run last year. Instead, 
the network has gone with original 
movies, off-network series like Law 

Continued on page 38 

Turner Restructured 

Chairman and CEO, 
Turner Broadcasting System Inc. 

KENT’S REPORTS 

JIM WALTON (News) 
MARK LAZARUS (Entertainment) 
ANDY HELLER (Affiliate sales) 
GARTH ANCIER (Programming) 
TO BE NAMED (Kids programming) 

WALTON’S REPORTS 

LARRY GOODMAN 

(Ad sales) 
EASON JORDAN 

(Newsgathering) 
TEYA RYAN (CNN/U.S.) 
ROLANDO SANTOS 

(CNN Headline News) 
CHRIS CRAMER 

(CNN International) 

LAZARUS’S REPORTS 

DAVID LEVY (Ad sales. 
Turner Sports) 
STEVE KOONIN (TNT) 
TOM KARSCH 

(Turner Classic 
Movies) 
DENNIS QUINN 

(TBS Superstation) 
DAVID RUDO.PH 

(Turner South) 

• 

Also reporting to Kent: Andy Bird (International); and Legal, HR, Communi¬ 
cations, Finance, Strategy, Technology and Operations. Reporting to the yet-
unnamed kids programming chief will be Jim Samples (Cartoon Network, 
Boomerang) and Kim McQuilken (Cartoon Network ad sales) 

How High Is Upfront? At Least $8.3B, Most Say 
By Steve McClellan 

Is a $9 billion broadcast-net¬ work prime time upfront mar¬ 
ket possible? Sellers are float¬ 

ing that number. It would be an 
8% increase in dollar volume 
over last year and a whopping 
32% over 2001—which sellers 
call “the bad year”: That’s when 
the dotcom boom went bust, 
and a recession followed. 

Buyers paint a different picture. 
While few buyers are talking 
about price rollbacks this year, 
they’re not guessing how much 

The Record Take in ’02 
With CPM percentage 

increases 2002 vs. 2001 
Nee +8% 

css +10% 

ABCQEJBHH+5 Y 

fox œhhh+7% 

WB EBI+15% 

UPN[J¿]+14% 

prices may rise. But they strongly 
doubt that the market will reach 
the $9 billion level, given ques¬ 

tions about the underlying 
strength of the economy, the pos¬ 
sibility of war and the fact that the 
networks aren’t expected to sell as 
much inventory upfront as they 
did a year ago, when they sold 
85% before the season began. 
Discovery Communications 

President, Network Sales, Joe 
Abruzzese notes that, last year, 
agencies "did a pretty good job 
of hiding the money” until it was 
time to commit. 

A very uncertain upfront was 
on the minds of attendees at last 
week’s Association of National Ad-

Continued on page 35 
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Cablevision Finally Says YES 
Yankees net gets 
carriage, but usually t 
on special tier 

ë o - i 

By Ken Kerschbaumer 

I
t took the help of two former 
Time Warner executives, but Ca¬ 
blevision and the Yankees En¬ 
tertainment and Sports Network 
(YES) finally reached a carriage 

agreement last week. 
After a year without the Yankees 

channel on Cablevision systems, the 
MSO’s 3 million customers will be 
able to see the 120 games that YES 
will offer in this, its second year. But 
in a complicated calculation, most 
would-be YES customers will pay for 
the privilege. Nonetheless, sources 
say YES and Cablevision believe the 
deal will expand YES’s distribution 
by 1 million homes. 

The short pact (one year, begin¬ 
ning March 31) gives YES and Cable¬ 
vision time to negotiate a longer-term 
deal. 

Terms of the deal were not fully 
disclosed, but here are broad out¬ 
lines: 
■ In many Cablevision systems, MSG 
(which Cablevision owns) and Fox 
Sports NY channels are offered sep¬ 
arately for $4.95. In those systems, 
YES will be added to the package. 
■ In some systems, such as the one 
serving the Bronx where the Yankees 
play, MSG and Fox Sports are offered 
on the basic service. That will 
change, and a new tier with MSG, 
Fox and YES will be offered, also for 
$4.95. Cablevision is expected to 
lower the basic rate to reflect pulling 
MSG and Fox off. 
■ In some systems, Fox and MSG are 
part of a premium-tier package with 

YES Network's Leo Hindery (I) and Cablevision’s Jim 

Dolan agreed after a year of trying. 

other channels. YES would be added 
to that premium tier. 
■ Otherwise, a Cablevision sub¬ 
scriber will be able to buy YES by it¬ 
self, for $1.95 a month. 

Cablevision insisted from nearly 
the start that it didn’t want to fully 
absorb the $2 a month charge YES 
wanted cable operators to pay, al¬ 

though Cablevision readily offered to 
sell YES as a premium channel. At 
the same time, other cable systems 
in the New York area did add it to 
their basic tier. 

Now those other systems—princi¬ 
pally, Time Warner Cable and Com¬ 
cast—may try to renegotiate with YES. 
According to The New York Times but 
not confirmed by Cablevision, if those 

spats arise, Cablevision will 
pay YES for any losses if those 
other cable operators move 
YES to a premium channel. 
"Were still trying to learn more 
about terms of the deal,” said 
a spokesman for Time Warner 
Cable. 
New York City Mayor 

Michael Bloomberg pushed for 
the negotiations and an¬ 
nounced the deal alongside 
YES Network Chairman Leo 
Hindery and Cablevision Pres¬ 
ident and CEO Jim Dolan. For¬ 
mer Time Warner Cable execu¬ 
tive Richard Aurelio and fonner 
AOI. Time Warner CEO Gerald 
Levin mediated the dispute. 

“[Sports] is an extremely 
complicated business, and 

there was plenty of emotion through¬ 
out the year,” Dolan said. “Without 
all these folks, we wouldn’t have 
been able to get through it.” 

During the past season, YES took 
out hostile ads against Cablevision; 
DirecTV (which carries YES) offered 
deprived fans a deal to drop Cable¬ 
vision altogether (apparently, about 

100,000 Yankee fans took the 
bait). 

The source of the bickering 
was the Yankees’ taking back 
rights to their games, which 
had aired on MSG, after the 
2001 season, severely deflating 
MSG’s value to Cablevision. To 
some extent, for Cablevision, 

the YES squabble was payback time, 
but other MSOs cheered Cablevision 
for fighting for lower sports-channel 
fees. Some of them argued last May at 
the national cable convention that 
20% of their customers watch sports 
channels paid for by the 80% who 
don’t. ■ 
Additional reporting by RJ. Bednars-
ki and lohn M. Higgins 

The source of the bickering was the 
Yankees' taking hack rights to their 
games, which hsd aired on MSG, 
after the 2001 season. 
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UPN AND WWE Netlet signs multi-year deal with 
wrestling programmer.4 

REBUTTAL 0&0 news operations blast PEJ report on 
local newscasts. 6 

PROMOTION PLAN Promax/BDA tries barter deal to 
boost conference attendance.8 

CLEAR CHANNEL SUED Suit says it marketed the 
show at Providence, R.I., nightclub that burned.8 
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promote King of Queens syndie launch.15 
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BREAKING... 
The Sports Must Go On 
New York-CBS Sports and ESPN are said to be 
close to a deal that, in 

would shift the bulk of 

the event of war with Iraq, 

coverage of the NCAA 

men's basketball tourna¬ 

ment to the cable 

network. The games would 

still be CBS productions 

with CBS advertising, but 

the shift would happen 

only if war coverage pre¬ 

empted CBS's own 

airwaves. “It looks likely 

that we will work out a 

deal with ESPN,” a CBS Sports spokesperson said 

Friday. ESPN would have to work out technical 

difficulties and programming conflicts, though. 

The sports net is pursuing conversations, a 

spokesman said, “for the sole purpose of serving 

sports fans in what could be difficult and unique 

circumstances.” 

Cronkite Awards 
Los ANGELES-The University of Southern Cali¬ 

fornia's Annenberg School of Journalism will to¬ 

day unveil winners of its Walter Cronkite Award 

for Excellence in Television Political Journalism 

awards. The awards, given for coverage of the 

2002 election, will go to Hearst-Argyle Television; 

NBC News' Meet the Press; WFAA-TV Dallas; KING-

TV Seattle; Wisconsin Public Television; KMTV 

Omaha, Neb.; Nebraska ETV Network; News 8 

Austin (Texas); Jay Warren at WSLS-TV Roanoke, 

Va.; Randy Shandobil at KTVU-TV Oakland, Calif.; 

and WCPO-TV Cincinnati. Awards will be handed 

out at a ceremony April 8 in Las Vegas when the 

National Association of Broadcasters and Radio¬ 

Television News Directors Association gather for 

their annual conventions. 

Fox, TW Settle Sports-Carriage Flap 
New York-Fox Sports Net and Time Warner Ca¬ 
ble settled carriage disputes over Fox Sports Net 

North, Minnesota, and Sonshine Network, Florida, 

both of which went dark on New Year’s Day when 

distribution deals lapsed. Fox Sports and Time 

Warner reached long-term deals for both, 

although terms were not disclosed. 
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Washington 
PUBLIC PITCH CPB blasts quality of commercial 
fare in bid to retain funding schedule.16 

CAPITAL WATCH 16 

Technology 
WAR GEAR Advances in digital will enable live news 
coverage from the front.18 

SITING After a long approval process, KRMA-TV 
Denver will build a tower on Mt. Morrison.18 

DATACASTING Public TV stations in Texas test 
broadband data delivery.19 

CUTTING EDGE 19 
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Gandolfini Wants a Sopranos Ww He Can't Refuse 
By Allison Romano 

W
ith all the hits Tony Soprano 
has ordered on HBO’s mob 
drama The Sopranos, it nev¬ 
er seemed plausible Tony 
might get whacked himself. 

But that could be what ends the reign of 
the television mob boss after all. With ac¬ 
tor James Gandolfini, who plays Soprano, 
and HBO squabbling over Gandolfini’s 
pay, the show’s future is in jeopardy. If not 

sleeping with the fishes, 
The Sopranos is at least on 
hiatus. 

Last week, HBO notified The Sopranos 
cast and crew of about 300 that produc¬ 
tion would not begin as planned March 
24. Gandolfini, who currently makes be¬ 
tween $300,000 and $400,000 per episode, 
is seeking a hefty pay raise. He initiated 
the legal sparring two weeks ago by filing 
suit against HBO in California, claiming 
the network had violated his contract. 

HBO fired back with a $100 million 
countersuit, alleging that it will "suffer 
substantial monetary loss” if production 
on the series’ fifth season has to be 
scrapped. HBO could lose subscribers 
who pay up only to see the acclaimed 
drama. 

HBO Chairman Chris Albrecht said re¬ 
cently, “To have fGandolfinif now act in 
a manner so disruptive to the show and 
the lives of the people involved is shock¬ 
ing and disappointing,” 

HBO has offered to up Gandolfini’s 
salary—nearly double, according to 
some sources—even though the actor 
has two years remaining on his contract. 
He reportedly wants more like $1 million 
per episode, on par with what the cast of 
Friends gets per episode. 

The Sopranos is a different type of pro¬ 
duction than the broadcast model. In¬ 
stead of 22 or 24 episodes, HBO makes 

cable 

just 13. But the episodes are nearly a full 
hour, compared with just under 43 min¬ 
utes on network dramas. 

“We offered [Gandolfini] a very sub¬ 
stantial increase over what he is current¬ 
ly earning,” Albrecht said, "without any 
contractual obligation and without re¬ 
ceiving anything in return.” 

Gandolfini's suit alleges HBO failed to 
notify him, as required by his contract, 
that it had reached a deal with series cre¬ 
ator David Chase for a fifth season. He 
also asserts that his HBO deal will exceed 
California’s seven-year personal-service 
requirements. 
But HBO claims New York law, not 

California statutes, should govern be¬ 
cause the show, the companies involved 
and Gandolfini are all New York-based. 

Even before the lawsuits, the hit series 

has had erratic moments. Last fall’s 
fourth season debuted after a 16 month 
hiatus. (HBO has always maintained that 
Sopranos was ready for air last summer 
but was held until the fall so Sex & The 
City could headline the summer slate.) 

But HBO has never given a premiere 
date, or even month, for season five. 
Now it’s unlikely the show could return 
before 2004 even if the Gandolfini dis¬ 
pute is resolved quickly. The Sopranos 
generally takes 13 months between pre¬ 
mieres for production. 

The possibility of a sixth season—even 
provided Gandolfini comes back to 
work—is even more uncertain. HBO 
made a “generous offer” to Chase, but he 
hasn’t decided whether he’ll keep work¬ 
ing on the show. The actors—even Gan¬ 
dolfini—are signed for six seasons. ■ 

BROADCASTER OF THE YEAR 

B&C To Honor Tribune’s FitzSimons 
Broadcasting & Cable has named Dennis FitzSimons its Broadcaster of the Year for 2003. The award will be pre¬ 

sented to the president and CEO of the Tribune Co. on 
April 15 during the Television Bureau of Adver¬ 
tising’s Annual Marketing Conference at the Jav¬ 
its Center in New York. 

This is the second year for the award, which 
goes to the individual who best exemplifies 
what it is to be a broadcaster: someone who 
combines business acumen with a strong com¬ 
mitment to news and community service. 

Last year, the recipient was Dennis Swanson, 
then general manager ofWNBC(TV) New York He 
has now embarked on a new chapter in his career, 
working to rejuvenate the Viacom station group. 

Although FitzSimons has had responsibility for the news¬ 
paper-publishing and broadcasting businesses since Jan¬ 
uary 2000, he came up through the Tribune ranks on the 
broadcasting side. 

After stints in advertising buying and selling, he joined 
WVIT-TV Hartford, Conn., as director of sales and market¬ 
ing. He made the move to Tribune in 1982 as sales director 

of flagship station WGN-TV Chicago. He went 
to New Orleans in 1984 to run WGNO-TV but 
returned to Chicago a year later for a series of 
posts that led to his taking command of all Tri¬ 
bune TV stations in 1992. He added radio when 
he was named president of Tribune Broadcast¬ 
ing Co. in 1994. 

His responsibilities expanded to the compa¬ 
ny’s other media when he became executive 
vice president of Tribune Co. in 2000. He was 
named president and COO in July 2001, presi¬ 
dent and CEO in January 2003. 

Throughout his career, the 52-year-old New York native 
has been deeply involved in industry and community af¬ 
fairs. Most recently, he was named chairman of the Media 
Security and Reliability Council of the FCC. ■ 
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B&C INDICES 
THEB&C 10 

WEEK YTD 

BROADCAST TV GROUPS 

WEEK YTD

CABLE TV MSO’S 

WEEK YTD 

RADIO 

WEEK YTD 

CLOSE WEEK YTO 

Dow Jones 7821.75 1.9% -6.2 

Nasdaq 1340.78 2.9% 0.4% 

The B&C 10 

CLOSE WEEK YTD 

AOL Time Warner $10.85 -2.3% -17.2% 

Clear Channel $35.01 3.4% -6.1% 

Comcast Corp. $27.19 2.8% 20.4% 

Cox Comm. $29.60 2.1% 4.2% 

Disney $16.20 3.4% -0.7% 

EchoStar $29.42 1.3% 32.2% 

Fox Ent. $26.30 3.1% 1.4% 

Hearst-Argyle $20.75 1.6% -13.9% 

Tribune $44.20 3.3% -2.8% 

Viacom $36.10 1.3% -18.4% 

GOOD WEEK 

Crown Media $2.75 22.2% 21.7% 

Spanish Bcstg. $6.27 18.1% -12.9% 

Playboy Ent. $8.26 10.4% -9.7% 

Paxson $2.52 9.6% 22.3% 

Playboy $8.83 9.6% -12.8% 

BAD WEEK 

TiVo $5.04 -19.9% -3.3% 

Salem Comm. $15.30 -15-0% -33.5% 

Beasley Dcstg. $9.13 -8.6% -23.6% 

Gemstar $3.19 -8.1% -1.8% 

Pegasus $14.34 -7.4% 9.9% 

TIVO’S WOES 

► -20% 
Though popular with consumers. TiVo 

can't get a break. A weak earnings 

report hurt the company's stock two 

weeks ago; last week, it was news that 

AOL is developing a PVR likely to win 

backing from networks and studios. 

TiVo’s stock dropped 20%, erasing its 

gain since January. 

Source: CNET Investor (investor cnet.com) This information is based on 
sources believed to be reliable, and while extensive efforts are made to as¬ 
sure its accuracy, no guarantees can be made. CNET Investor assumes no 
liability for any inaccuracies. For information regarding CNET Investor's 
customized financial research services, please call 415-344-2836 
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FAST TRACK 
Around the Nation 
DAVID STERNBERG, chief of Fox Sports World and Fox Sports en Español, 
is adding Fox Sports’ upcoming action sports networks and emerg¬ 
ing networks to his watch. Sternberg is now senior VP of emerging 
networks and GM of the still-unnamed action sports channel, slat¬ 
ed to launch this summer.... 

Sources said AOL TIME WARNER and VIACOM have agreed to talk about 
a sale of jointly owned COMEDY CENTRAL (either to Viacom or a third 
party). At this point, it’s very early in the process and “definitely not a 
slam dunk," according to one source familiar with the situation. Nei¬ 
ther company would comment. AOL is still assessing value and has 
not yet come up with a price, sources said. Some analysts value Com¬ 
edy Central at about $1.6 billion; others put it north of $2 billion.... 

ART TORRES ended his two-year tenure as president of the WALTER 
KAITZ FOUNDATION, the organization that promotes diversity in the ca¬ 
ble industry. SPENCER KAITZ, president and general counsel of the Cal¬ 

ifornia Cable and Telecommunications 

Smart 
Television 
Fox’s America's Most 
Wanted with John Walsh 
(above) was key in the 
capture of Elizabeth 
Smart’s alleged Salt Lake 
City abductors. Two cou¬ 
ples who called in tips 
had seen A/WIVs airing 
of the sketches of drifter 
Brian David Mitchell. 
Walsh featured one cou¬ 
ple, Anita and Alvin Dick¬ 
erson, on his NBC Enter¬ 
prises syndicated talk 
show last week in a spe¬ 
cial live episode. Walsh's 
show also featured Eliza-

Association, will helm the foundation. 
He won’t take a salary as president. To 
help reduce costs, the organization is 
moving into CCTA’s Oakland offices. 

No Advertiser tor No-Ad Show 
THE WB has delayed the premiere of its 
live, commercial-free variety show, 
Live From Tomorrow, while the 
show’s producers line up some more 
sponsors (whose products would deft¬ 
ly be placed or mentioned in the 
show) The show is primarily spon¬ 
sored by PEPSI. The network still plans 
to go ahead with the show, but not this 
June as had been planned. The WB 
says it is still on track with its $1 billion¬ 
giveaway show (the $1 billion payoff is 
possible but not probable), also spon¬ 
sored by Pepsi and planned as a two-
hour special in September. That show 
also needs to find more sponsorships. 

War News 
PBS has slated two specials on the 
looming war with Iraq for tonight. 
First up is a two-hour Frontline spe¬ 
cial, “The Long Road to War,” fol¬ 
lowed by an hour Bill Moyers Special 
Edition: What's Next for Iraq. The lat¬ 
ter program includes a tough exami¬ 
nation of the media’s war coverage so 
far.... 

beth’s father, Ed Smart, CNN on March 7 canceled Talkback 
who used the platform to Live to clear the decks for an extended 
call on the House of 
Representatives, to pass 

version of live reports from Iraq.... 
The RADIO-TELEVISION NEWS DIRECTORS 

a nationwide AMBER 
Alert bill “today.” 

ASSOCATION has joined other groups to 
push for reforms of the 2002 Home¬ 
land Security Act. The groups have 
asked the Senate to modify the act so 

that “broad categories of information, particularly information that 
relates to the public’s health and safety” would not be "shielded un¬ 
necessarily from public view.... 
ABCNEWS.COM has launched a 24-hour online service that features 

exclusive live feeds and anchored coverage of world and domestic 
events. The service is available to ABC News On Demand subscribers 
(who pay $4.95 to access content like World News Tonight and Night¬ 
linevia broadband connections) or RealOne SuperPass subscribers 
(who pay $9.95 for a number of streaming video and audio services). 

ABC Leads Daytime Emmy Nods 
ABC had the most daytime Emmy nominations (59) of any network 
when the nominees were announced last week, followed by CBS (52), 
PBS (47, with 39 of them for kids shows) and NBC ( 16). THE WB received 
one nod, and its kids segment, KIDS WB!, garnered five. Syndicated pro¬ 
gramming scored 43 nominations, led by BUENA VISTA's Live With Reg¬ 
is and Kelly and KING WORLD'S Martha Stewart Living with six apiece. 

UPN Renews 
Smackdown! 
Net will pay for rights rather 
than selling time to WWE 

By Paige Albiniak 

I
n a more traditional network-programmer 
arrangement than their previous deal, UPN 
will pay World Wresting Entertainment a li¬ 
cense fee to air its biggest hit show, WWE 
Smackdown!, and also to sell the advertis¬ 

ing within the Thursday-night beefy brawl. 
Since 1999, WWE has paid UPN $16 million a 

year to air Smackdown! and sold most of the ads 
itself, leaving two minutes an episode to UPN. 

Under the deal negotiat¬ 
ed last week, UPN will 
pay WWE nearly $500,000 

a week, or close to $26 million a year, according 
to reports. UPN also will sell all the commercials 
itself. UPN’s corporate parent, Viacom, owns a 
3'/2% stake in WWE, and WWE shows also air on 
Viacom-owned cable networks TNN and MTV 
Both UPN President of Entertainment 

Dawn Ostroff and WWE CEO Linda McMahon 
called the deal a win-win. 

"Everyone was looking at what made sense 
to everyone. We sell UPN as a business, and 
WWE produces shows as a business, so this 
made a lot of sense,” Ostroff said. 

“We certainly expect that this deal is going 
to be more profitable for us,” said McMahon, 
eyeing the somewhat reversed fortunes of her 
company. “The license fee will exceed the ad¬ 
vertising revenues.” 

Like all of UPN this year, Smackdown has 
faced declining ratings. The show is down 16% 
in adults 18-34, 18% in persons 12-34, 13% in 
men 18-34 and 20% in male teens. But it re¬ 
mains a big draw for young males, a demo ad¬ 
vertisers love and find difficult to reach. 

programming 

The Rock helps WWE Smackdown! put UPN first in men 
18-34 and male teens on Thursday nights. 

Smackdown places UPN third on Thursday 
nights, behind NBC and CBS, in persons 18-34 
and first in men 18-34 and male teens. 
Smackdown is easily the most-watched 

show on UPN, attracting an average of 5.6 mil¬ 
lion viewers per episode season-to-date, fol¬ 
lowed by Enterprise with 4.8 million and One 
on One with 4.7 million. 

After reigning over the media world in the 
’90s, WWE has taken a beating over the past 
two years. Last month, it closed its Times 
Square media complex, The World, whose poor 
performance contributed heavily to a $26.7 
million third-quarter loss. It lost a long-running 
court battle with the World Wildlife Federation 
in May 2002, forcing it to change its name to 
World Wrestling Entertainment, or WWE. And, 
in 2001, it took a $27.7 million loss on the XFL, 
a co-venture with NBC. ■ 

Actress Thigpen Dead at 54 
By P. Llanor Alleyne 

ynne Thigpen, who played computer 
expert Ella Farmer on CBS drama The 
District, passed away sud¬ 

denly late last Wednesday in 
Los Angeles. She was 54. 
Production on The District 

has been suspended. 
Thigpen, who garnered a 

Tony Award, two Obie Awards 
and a Los Angeles Critics 
Award for her stage perfor¬ 
mances, brought her talents to 
television on such series as 
Law & Order, L.A. Law and 
Thirtysomething. But younger 

role, however, was as the tough but sensi¬ 
tive computer whiz on The District, where 
she played opposite Craig T. Nelson’s police 
chief. 

"We are all in shock and in mourning,” 
said John Wirth, executive pro¬ 
ducer of The District. “The 
beauty, compassion and talent 
that you saw on the screen was 
not just superb acting. It was 
the very essence of this won¬ 
derful woman. We will miss her 
terribly.” 

Her other television credits 
include Hallmark Hall of Fame 
presentations Night Ride Home 
and The Boys Next Door. 

She was also in feature films 
viewers may best remember her as the 
Chief on PBS’s colorful tween programs 
Where in the World Is Carmen Sandiego? 
and Where in Time Is Carmen Sandiego? 

Thigpen’s most substantial television 

The Insider, Shaft, Lean on Me, Tootsie and 
the forthcoming Anger Management, with 
Jack Nicholson and Adam Sandler. 

Thigpen was born in Joliet, Ill, on Dec. 
22, 1948. She lived in New York. ■ 
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FINELIVING.COM 
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STATION BREAK 
BY DAN TRIGOBOFF 

Hoosier Next Owner? 
Terre Haute, Ind.-WBAK-TV is being courted by at least three companies, 
one of them already a station owner in the market. General Manager John 
Newcome said there are three offers on the table for the long-troubled station, 
one from Nexstar, which already owns WTWO(TV) in DMA 146. Nexstar offi¬ 
cials had no comment, and the other interested companies were not named. 

Nexstar is already involved in several agreements combining stations in a 
single market, ranging from duopolies to the shared-service agreements pi¬ 
oneered by the company. Despite FCC-required "voice” tests, the Bahakel sta¬ 

tion could qualify as a duopoly partner as a 
“failing" station based on audience share and 
financial condition, although out-of-market 
buyers may be favored by the agency. Nexstar 
has long been believed to be interested in the 
station, but past word inside the market that a 
deal had been done proved premature at least. 

Doerr Goes Home 
CtEVELAND-Steve Doerr, veteran newsman 
and a former station general manager and se¬ 
nior vice president for news with NBC, has re¬ 
turned to local news—and to his home¬ 
town—as news director for Raycom’s duopoly 
of CBS Cleveland affiliate WOIO(TV) and 
WUAB(TV), a UPN affiliate. Doerr replaces 
Leesa Dillon, who left the stations in January. 

Doerr was senior vice president of news, 
programming and creative development 
when he left NBC a year ago after a falling-out 
with management. Previously, he’d been gen¬ 
eral manager at KXAS-TV Dallas, WCAU(TV) 
Philadelphia and WRC-TV Washington. 

“It’s a great station, and [General Manager] 
Bill Applegate is a legend and a great guy,” said 
an enthusiastic Doerr. “My first night here, we 
won at 11.” Tÿpically, though, WOlO’s action 
news finishes third against stiff competition 
from Scripps Howard’s WEWS(TV) and WKYC-
IV at 11 p.m., and WUAB’s 10 p.m. news is a 
distant second to Fox-owned WJW(TV), which 
often has the best numbers in late-night news. 

New NOs for Twin Cities 
Minneapolis-Two stations here have new 
news directors, one of them a former Min¬ 
neapolis news director. Ted Canova, who had 
been news director at Viacom’s WCCO-TV 
here until January 2002 replaces Dana Ben¬ 
son, who left in January. Canova joined the 
station as assistant news director in October. 

Chris Berg, who has been news director at Hubbard's KOB-TV Albu¬ 
querque, N.M., will move to the Twin Cities to become news director at 
KSTP-TV. KOB-TV showed significant ratings growth in the six years Berg 
spent at the station as assistant news director and news director. He replaces 
Scott Libin, who took a fellowship with the University of Minnesota’s School 
of Journalism and Mass Communication. 

Hubbard downsized its Minneapolis news operation in 1999 and again 
early this year in and ended its hour 9 p.m. newscast on duopoly station 
KSTC-TV in January. 

Salute to a 
News Guy 
TV news icon Ted Ka-

vanau (second from 
left), founding news di¬ 
rector of New York’s 
Channel 5 10 O'clock 
News—when the station 
(now WNYW-TV) was 
WNEW(TV) and owned 
by Metromedia—was 
honored last week by the 
Friars Club in New York. 
Helping celebrate are (I-
r) former WNEW-TV 
producerand now CBS 
News President Andrew 
Heyward; Reese Schön¬ 
feld, who hired Kavanau 
during CNN’s early days; 
and former 10 O'Clock 
News executive 
producer Victor Neufeld, 
now senior executive 
producer for 20/20. 

m. 

WRDW-TV s Kotowski 

is Miss Myrtle Beach. 

Carolina pageant this summer. Her platform will be 
the National Safe Kids Coalition. Kotowski says she 
was drawn to the cause by a childhood car crash that 
might have killed her but for the safety seat she was in. 

Kotowski said that, in college, she was contact¬ 
ed by Playboy magazine about representing The 
Girls of the University of South Carolina, but she 
refused. “I want to be Miss America,” she said, re¬ 
calling the experience of Vanessa Williams, the 
Miss America whose crown was taken away after 
nude photos from her past were uncovered and 
published. 

There She ls...Allison Kotowski 
Myrtle Beach, S.C.-Weathercaster Allison Kotowski ofWRDW-TV North Au¬ 
gusta, S.C., was named Miss Myrtle Beach and will compete in the Miss South 

Wanna Go to Promax? Try Barter 
Chabin’s novel approach aims to raise attendance 

By Paige Albiniak 

Promax/BDA is trying a new tactic to get 
station promotion managers to its 
conference in Los Angeles this June: It’s 

getting someone else to pay for their trip. 
Under an arrangement be¬ 

tween Promax and Active In¬ 
ternational, a corporate trad¬ 
ing company, stations can 
have Active pay their employ¬ 
ees' way to Promax this sum¬ 
mer. That includes registra¬ 
tion, airfare, rental cars, 
hotels, restaurants and mem¬ 
bership fees. In return, the 
stations will give Active a 
chunk of airtime to sell to ad¬ 
vertisers—essentially, using 
bartered time, although Active 
doesn’t like to use that word. 

In this case, if a TV station 
wanted to send five execu¬ 
tives to the conference at a 
cost of $10,000, Active would 
give Promax a check for that 
amount, says Jim Chabin, 
CEO of Promax/BDA. The TV 
station would then give Ac¬ 
tive about $35,000 worth of airtime to sell 
to advertisers. Active would share any 
profits on those sales with the station. 

"Adding Promax/BDA to our roster of 
participating companies provides the op¬ 
portunity for the association’s membership 

to receive a valuable professional and edu¬ 
cational experience while also helping 
them to attract additional revenue and 
build greater awareness for their individu¬ 
al stations," says Alan Brown, executive vice 
president of worldwide media for Active. 

Under Chabin, who returned to Pro-
max last fall after a stint at the 
Academy of Television Arts 
and Sciences, the association 
is working hard to find fresh 
approaches to attract execu¬ 
tives to its conference. This 
trading opportunity with Ac¬ 
tive is one way; Chabin also is 
giving free admission to sta¬ 
tion general managers and 
presidents of cable networks. 
Otherwise, the cost of admis¬ 
sion for Promax/BDA is $695 
a head. 

Also giving a boost to the 
conference are NBC’s plans to 
hold an affiliate meeting on 
June 5 at the annual market¬ 
ing show. NBC promotion ex¬ 
ecutives John Miller and Vince 
Manze, co-presidents of The 
NBC Agency, and Scot Chas¬ 
tain, vice president of affiliate 

advertising and promotion services, are 
taking promotion managers from NBC af¬ 
filiates and holding NBC Day at Promax. 

Promax hopes other networks will fol¬ 
low suit, making Promax a must-attend 
conference this summer. ■ 

Promax/BDA 
CEO Jim Chabin 
says Active 
International will 
pay station 
attendees’ way 
in exchange for 
ad time. 

Clear Channel Sued in 
Rock Nightclub Fire 
By Dan Trigoboff 

The family of one of the victims of the 
tragic nightclub fire in West Warwick, 
R.I., has filed a damage suit not only 

against club owners Michael and Jeffrey 
Derderian—the latter a WPRI-TV Provi¬ 
dence reporter—but also Clear Channel 
Communications, which, the suit said, 
marketed and sponsored the Great White 

show the night of 
the fire. 
The suit is 

brought on behalf of 6-year-old Zoe Jean 
Kingsley, daughter of 27-year-old Lisa Kel¬ 
ly, of Swansea, Mass., who was one of the 
97 people killed after pyrotechnics sparked 
the deadly fire. Also named as defendants 
were Anheuser-Busch and McLaughlin & 
Moran, Rhode Island’s largest beer distrib¬ 
utor, according to local reports. 

It is not unusual for plaintiffs to cast a 
wide net when looking to assign liability for 
harm done to them; but it’s also not unusu¬ 
al for courts to trim the list of defendants at 
various stages of legal proceedings. 

In a statement, Clear Channel said that 
lawyers for Kelly's family was apparently 
interested in finding deep pockets to sue. 

management 

Deadit Nightclub Fire -
» 3OZENS KILLED N RHODE oow 

VJNM iSLAND CLU8 FIRE 
* A NATO DISCUSS GIVING ALLIANCE A GREATER P 

Clear Channel said it bore no responsibility for 

the fire that claimed nearly 100 lives. 

Clear Channel has said its efforts on be¬ 
half of the concert were minimal and that 
it bore no responsibility for the fire that 
also took the lives of WHJY-FM DJ 
Michael “The Doctor" Gonsalves, who 
emceed the event, and the 20-year-old 
son of WHJY-FM talk-show host David 
Kane, who was at the concert. 

Lisa Dollinger, senior vice president for 
marketing and communications for the 
multimedia giant, said, “Clear Channel 
was neither the producer, the sponsor, 
nor the promoter of this event. Clear 
Channel did not hire the band, Clear 
Channel did not sell tickets to the event, 
Clear Channel did not build the building 
in which the event was held, Clear Chan¬ 
nel did not fire off pyrotechnics, and Clear 
Channel was not involved in looking at 
the contract for the event. Clear Channel 
was merely paid by the club owners to 
run advertising for the event." ■ 
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NBC Cheers for Arena Football 

Latino Kids Net 
Fills Market Hole 
By Allison Romano 

Anew Spanish-language cable network for 
kids is hoping to catch the fast-growing— 
and underserved—segment of the U.S. 

Hispanic population. ¡Sorpresa!, which trans¬ 
lates to “surprise,” was slated to debut on a few 
cable systems last Saturday with Spanish-lan¬ 
guage live-action and animation shows aimed 
at Hispanic kids and tweens. The question, 
though, is whether Hispanic kids will tune in. 

“There is very little high-quality programming 
for U.S. Latinos in their language,” said network 
President Michael Fletcher. “We’re bringing Span¬ 
ish-language, in-culture programming to the 
market, as opposed to dubbed programming." 
Sorpresa debuted with a six- hour block of 

programming, mostly acquisi¬ 
tions from Latin America and 
Spain, and will expand the block 
in coming months. Sorpresa 
doesn’t have plans to make orig¬ 
inal shows just yet. 
The channel is run by Fire¬ 

stone Communications, helmed 
by Chairman Leonard Firestone. Earlier this 
year, the company acquired the assets of de¬ 
funct cable network Hispanic Television Net¬ 
work and, in just two months, relaunched it un¬ 
der the new brand. 

HTVN’s assets included carriage deals already 
in place with Time Warner Cable. Cox Commu¬ 
nications and the National Cable Television Co¬ 
operative, which will offer Sorpresa on digital 
basic or a Spanish tier. At launch, Sorpresa will 
reach about 400,000 subscribers. 

But the Hispanic kids market may be tricky to 
navigate. The general market includes the Disney 
Channel, Cartoon Network and Nickelodeon, 
plus a half-dozen digital channels. Sorpresa is the 
first dedicated Spanish-language cable net. 

“There is a hole in the market from an outsider 
perspective," says Danielle Gonzales, direct of in¬ 
vestment for Tapestry, Starcom’s multicultural 
buying arm. “But Hispanic kids tend to watch the 
same programs as general-market kids.” 

U.S. Hispanics watch significantly more TV 
than the general U.S. television market, accord¬ 
ing to an Initiative study. Following that trend, 
industry executives say, Hispanic kids also 
spend more time in front of the TV than their 
general-market peers. ■ 

Attendance is up 25%, 
and viewing is on track 

By Allison Romano 

noon slots and has upped production 
according to Neal Pilson, former CBS Sports President quality, particularly improving lighting and sound. 
and a consultant to the Arena League. “We are very pleased with the attention and care 

that NBC has extended to the league," says Pilson. 
The Arena season runs through June 22 on NBC. ■ 

NBC is angling for cheaper but strategic sports 
properties like the AFL. The broadcaster once had 

'This is going to 
grow, and it will 
become more 
and more 
profitable.' 

The only major sports league left on 
NBC is NASCAR. The network shares half 
oi the auto racing league’s season with 
Turner Broadcasting’s TNT for about $400 
million per year. 
Both Arena Football and NASCAR, 

Schanzer says, are growth sports: “If we can 
expose it to enough people, it will build." 
With so many mainstream and fringe 

sports offerings on television, though, it 
may be difficult to grow the AFL. 

“There is a lot of fractionalization in 
sports,” said Horizon Media’s head of re¬ 
search Brad Adgate. “Look at all the start¬ 
up sports networks.” Cable channels are 
sprouting for sports from ranging from 
figure skating to tennis to football. 

The Arena League is basking in its NBC 
exposure. Its previous TV' deal was on 
ESPN, where games bounced around the 
schedule. NBC committed Sunday-after-

ing is on track. 
Signs of the league’s growing accep¬ 

tance, Schanzer says, are written in the 
papers. USA Today, he notes, now prints 
a roundup of weekend games, and week¬ 
ly Arena League rankings are printed in 
The New York Times' sports section. 
"We’re still waiting to see if ESPN will do 
highlights on SportsCenter." 
The financial commitment to the AFL 

is very palatable. NBC doesn’t pay for 
broadcast rights and shares revenue with 
the league. Under the two-year deal, NBC 
recoups a $10 million investment in pro¬ 
duction and promotion. The next $3 mil¬ 
lion in revenue goes to the AFL. After that, 
they split the revenue. 

“It’s an investment,” says Schanzer. 
“This is going to grow, and, as it does, it 
will become more and more profitable.” 

In fact, NBC and the league have already 
regained the initial $13 million investment, 

Ken Schanzer, 
NBC Sports 

marquee sports pro baseball, the National Football 
League and the National Basketball League but, in re¬ 
cent years, squawked at paying hundreds of millions 
of dollars to renew their deals. 

Says Schanzer, “Would you like the sports? Sure, but 
not at these prices.” 

M
arch certainly is madness for 
television sports. While ABC 
touts its pro basketball, golf 
heats up, and CBS waits 
greedily for college basket¬ 

ball’s “March Madness” tournament to 
start, NBC is pleased with its own modest 
winter sports entry, the Arena Football 
League. Six weeks into the indoor football 
league’s 22-week season, NBC is praising 
the new partnership. 

“The plan was that this would grow 
slowly,” says NBC Sports President Ken 
Schanzer. “There were doubters before 
the season, and people are coming back 
and saying it made sense.” 

Arena football makes sense for NBC be¬ 
cause it’s low-risk. While Arena Football’s 
Nielsen marks—an average 1.5 rating so 
far—don’t measure up to initial ratings for 
the failed XFL football league, the AFL is¬ 
n’t nearly the same roller coaster—finan¬ 
cially or in ratings. NBC coughed up $30 
million to $40 million to get the XFL run¬ 
ning in 2001. After stellar early ratings, the 
XFL slipped to around a 2.0 by its end. 

The Arena League, in contrast, is a proven com¬ 
modity. The league is 17 years old and has a built-in 
small but loyal fan base. This season, to NBC’s plea¬ 
sure, attendance is up 25%. And NBC had predicted 
the games would rate between a 1.0 and 2.0, so view-
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RATINGS I Feb. 24-March 2 
Nielsen Media Research 

Top 25 Shows 

Households 
RANK/PROGRAM AA GAA 

1 Wheel ol Fortune 10.2 NA 

2 Jeopardy 7.9 NA 

3 Friends 7.8 9.2 

4 Seinfeld 7.7 9.2 

5 Everybody loves Raymond 6.8 7.9 

5 Iprah Winfrey Show 6.8 6.9 

7 Seinfeld (wknd) 6.7 8.4 

8 Entertainment Tonight 6.3 6.5 

9 Dr. Phil 5.8 5.9 

10 Judge Judy 5.5 8.3 

11 Wheel of Fortune (wknd) 5.4 NA 

12 Will & Grace 4.3 4.9 

13 Live With Regis and Kelly 4.1 NA 

14 Judge Joe Brown 3.9 5.2 

14 That 70s Show 3.9 4.8 

16 King of the Hill 3.8 4.3 

17 Maury 3.7 4.0 

18 Inside Edition 3.6 3.7 

18 List of a Lifetime 3.6 3.7 

20 Home Improvement 3.5 4.6 

20 Friends (wknd) 3.5 3.5 

20 Entertainment Tonight (wknd) 3.5 3.5 

23 Who Wants To Be a Millionaire 3.4 NA 

24 Divorce Court 3.2 4.4 

24 Access Hollywood _ 3.2 3.2 

Top Off-Net Sitcoms 

Households 
RANK/PROGRAM AA GAA 

1 Friends 7.8 9.2 

2 Seinfeld 7.7 9.2 

3 Everybody Loves Raymond 6.8 7.9 

4 Seinfeld (wknd) 6.7 8.4 

5 Will & Grace_ 4.3 4.9 

According to Nielsen Media Research Syndication 
Service Ranking Report Feb. 24-March 2, 2003 

AA = Average Audience Rating 

GAA = Gross Aggregate Average 

ONE NIELSEN RATING = 1,067,000 households, 
which represents 1% of the 106.7 million TV 
Households in the United States 

NA = not available 

I launch | 

Ripley's Syndic in Reverse 
By Paige Albiniak 

In a reversal of the typical syndication model, Sony Pictures Tele¬ vision’s Ripley’s Believe It or Not will launch off cable into broadcast 
syndication this fall, with 87% of the country already cleared on some 

Viacom, Fox, Belo, Hearst and Media General stations, among others. 
Sony is offering stations more than 150 episodes off the bat, some¬ 

thing that is unprecedented in syndication, says Sony Executive Vice 
President John Weiser. Studios usually have 100 episodes in hand when 
they go to sell shows to sta¬ 
tions. Sony wi 11 have 22 more 
episodes available after Rip¬ 
ley's cable home, TBS Super¬ 
station, receives the remain¬ 
ing 11 episodes of the show’s 
full season. To create 150 
episodes, Sony is taking the 
show’s existing 75 hours and 
cutting them in half, with 
host Dean Cain providing 
new introductions and con¬ 
clusions to each episode. 

"It’s always been a show 
that’s been very interesting 
for syndication because it’s 
highly compatible with sit¬ 
coms," Weiser says. "It’s a 
show that has led out of 
Friends, Roseanne and The 
Fresh Prince of Bel-Air and in¬ 
creased the lead-in on every 
single one of them.” 
On TBS, Ripley's airs at 9 

p.m., after the cable channel’s non-stop comedy block, which starts at 4:30 
p.m. ET. Sony expects that the same formula will work for broadcast stations, 
many of which air comedy blocks in access. 

Ripley’s began its life on the air Jan. 12,2000, when TBS picked up the 
original show. It then had a brief and concurrent run on The WB, airing 
on Sundays at 7 p.m. from October 2001 to December 2001. The show 
has had a longer run on TBS, where it is the No. 1 original show in 
households and in the key adult male demographics. 

Weiser says Ripley's commands the most for a 30-second spot: $5,800. 
That compares with Friends' $3,900, according to Ad*view’s most recent 
measurement. The show attracts such advertisers as movie studios, fast¬ 
food chains, automotive companies and soft-drink producers. ■ 

Insider 

Weakest Link, Other Haiths Out 
NBC Enterprises officially has canceled Weakest Link 
and The Other Half, both in their sophomore season. 
Weakest Link, cleared mostly in late-night slots, aver¬ 
aged a 1.8 in households during February sweeps. Sta¬ 
tions will get originals through July. Other Half, recently 
moved into midday slots on several NBC O&Os, aver¬ 
aged a 1.0; stations will receive originals through May 
sweeps, although they will have to air some repeats. 

Also not returning next year: Warner Bros.' Jenny 
Jones, Tribune’s Beyond With James Van Praagh and 
Twentieth’s The Rob Nelson Show. Teetering on the edge 
are Warner Bros.' Caroline Rhea Show and Sony’s Ship¬ 
mates. Meanwhile, MGM and NBC’s weekly action hour 
She Spies has been renewed for a second year. 

February Cold Warms Daytime Ratings 
Daytime television audiences increased 6% during 
February’s cold weather, boosting many syndicated 
shows. Most new first-run game and talk strips showed 
sharp ratings growth last month compared with their 
September debuts. Buena Vista’s Who Wants To Be a 
Millionaire, syndication’s top new game show, had the 
biggest improvement among rookies, jumping 46% to 
an average 3.5 among households during sweeps. This 
season’s other new game show, Sony’s Pyramid, was up 
18% to a 2.0. The biggest gains among rookie talkers 
were King World’s Dr. Phil, up 25% to a 5.5, and NBC En¬ 
terprises’ The John Walsh Show, up 36% to a 1.5. 
Among established talk shows, only the top three were 
up over last year: King World's Oprah, 16% to a 6.7; 
Buena Vista’s Live With Regis and Kelly, 8% to a 4.2; and 
Universal’s Maury, 6% to a 3.6. 

Heritage Acquires Paramount Shows 
The Heritage Networks has picked up the barter sales 
rights for Paramount Domestic Television’s The Parkers 
and Resurrection Boulevard for fall. Urban sitcom The 
Parkers is in its fourth season on UPN; Latino drama 
Resurrection Boulevard aired on premium cable channel 
Showtime. Meanwhile, The Heritage Networks’ Week¬ 
end Vibe, a weekly syndicated magazine series pro¬ 
duced in partnership with Vibe Magazine, has been 
growing among African-American audiences, particu¬ 
larly among men 18-34 and 18-49. Weekend Vibe airs 
on stations covering 80% of U.S. homes and 95% of 
African-American homes. 

MM 35 UJbbM 

FEB 17 JAN. '03 FEB. 10 FEB 3 

IM % SHK n through EMMS including: 
Los Angeles/KCAL • Boston/WHDH • Dallas/KDAF 
Sourc« HSS. Galaxy Explorer, Jan 03 sweep, w/o 2/3, 2/10,2/17/03; w/o 2/17/03 vs. Jan D3 sweep % growth, w/o 6/24/02 - 2/17/03; HH GAA Rtg 
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NIELSEN I March 3-9 ¿RATINGS 
THE PRIME TIME RACE 

Top 10 Basic Cable Shows 
Mar. 3-9 

Total Households (in millions) 
PROGRAM DATE NET HHS 

SOURCE: Turner Entertainment 
Research, Nielsen Media Research 

1 WWE 10 p 3/3 TNN 4.0 

1 Pres Conf Analysis’ 3/6 FOXN 4.0 

3 Pres Pr Conference 3/6 FOXN 3.7 

3 WWE 9 p 3/3 TNN 3.7 

5 SAG Awards 3/9 TNT 3.5 

6 Spongebob Sq 9:30 a 3/8 NICK 3.4 

7 Spongebob Sq 9:30 a 3/9 NICK 3.2 

7. O’Reilly Factor 3/6 FOXN 3.2 

7 Spongebob Sq 9 a 3/8 NICK 3.2 

10 Fairly Odd Parents 3/8 NICK 3.1 

Adults 18-49 (in millions) 
PROGRAM DATE NET AA 

1 WWE 10 p 3/3 TNN 3.3 

2 WWE 9 p 3/3 TNN 2.9 

3 Best of TLC Week 3/8 TLC 2.6 

4 SAG Awards 3/9 TNT 2.4 

5 Real World XII 3/4 MTV 2.3 

6 Best of TIC Week 3/8 TLC 2.2 

7 RW/RR Battle/Sexes 3/3 MTV 2.1 

7 Pres Conf Analysis* 3/6 FOXN 2.1 

9 The Shield 3/4 F/X 2.0 

10 Mv: Familiar Strngr 3/9 LIFE 1.8 

Broadcast Networks 
Mar. 3-9 

Total households (in millions) 
WEEK STD 

Top 10 Broadcast Shows 
Total Households (in millions) 

WEEK 

1 CBS 7.7 9.0 

2 NBC 7.6 8.3 

3 FOX 6.4 6.5 

4 ABC 5.8 7.1 

5 WB 2.5 2.9 

6 UPN 2.3 2.5 

7 PAX 0.8 0.9 

Adults 18-49 (in millions) 
WEEK STD 

1 FOX 5.8 5.4 

2 NBC 5.3 5.9 

3 CBS 4.4 5.1 

4 ABC 4.1 5.2 

5 WB 2.0 2.4 

6 UPN 1.7 2.0 

7 PAX 0.4 0.4 

SOURCE: Nielsen Media Research 

1 CSI CBS 15.2 

2. Survivor: Amazon CBS 14.4 

3.80 Minutes CBS 12.4 

4 American Idol Tue FOX 11.8 

5 Everybody Loves Raymond^BS 11.4 

6 American Idol Wed FOX 11.1 

6 Friends 9 p NBC 11.1 

8Law& Order NBC 10.7 

9 CSI: Miami CBS 10.4 

10. Law & Order: Crim Intent NBC 10.3 

Adults 18-49 (in millions) 
WEEK 

1. Survivor: Amazon CBS 12.0 

2 CSI CBS 11.5 

3 American Idol Tue FOX 11.0 

3 American Idol Wed FOX 11.0 

5 Friends 9 p NBC 9.6 

6 Fear Factor NBC 9.0 

7 Friends 9:30 p NBC 8.7 

8.24 FOX 8.0 

9 The Simpsons FOX 7.9 

9 Oliver Beene FOX 7.9 

Upll 

MONDAY 

27 Meet My Folks 7.1/11 

TUESDAY 

SATURDAY 

SUNDAY 

5.1/8 9.3/14 8.0/12 5.5/8 0.7/1 2.1/3 2.9/4 

6.2/10 5.2/8 6.8/11 9.5/15 0.8/1 1.6/2 3.0/5 

l:38 

l:U 

IM 

1:81 

l:M 

1:11 

U:N 

l:N 

1:31 

LN 

1:30 

IM 

IM 

l:M 

IM 

IM 

3M 

IM 

11:31 

Tan lint indicates 
winner of time slot 

Week 

24 

NBC 

14 Fear Factor 8.9/14 57 Married by America" 

5.5/8 

127 Dirty Rotten Cheater 

0.5/1 

100 The Parkers 2.0/3 
81 7th Heaven 3.6/5 

97 One on One 2.1/3 

125 Sue Thomas, F.B.Eye 

0.6/1 

90 Girlfriends 
94 Everwood 

97 Halt and Halt 2.1/3 

116 Diagnosis Murder 

1.0/2 

62 I'm a Celebrity—Get 17 King of Queens 8.5/13 

Me Out ot Herel 51/8 19 Ves, Dear 81/12 

49 The Practice 5.8/9 
5. Ev tvs Raymnd 10 7/16 

12 Still Standing 9.1/14 

74. Miracles 4.4/7 9. CSI: Miami 9.7/16 

I 27 8 Simple Rules 7.1/11 

30 Accordlng/Jim 6 8/10 
35 JAG 6.6/10 

52 Let's Make a Deal 

5.7/9 
4 American Idol 11.0/17 127 Weakest link 0.5/1 

105 Butty the Vampire 

Slayer 1.8/3 
87 Gilmore Girls 2.8/4 

44 rm a Celebrity—Get 
69 CBS toesday Movie 

Special—Salem Witch 

Trials, Part 2 4.6/7 

19 Frasier 81/12 
21 24 8.0/12 122 Just Cause 0.7/1 

112 Abby 1.3/2 
84 Smallville 3.3/5 

Me Out ol Here! 6.1/9 40. A.U.S.A. 6.4/10 109 The Parkers 1.5/2 

54 The Family 5.6/10 25 Dateline NBC 7.4/13 
112 Diagnosis Murder 

1.3/2 

WEDNESDAY 
i 6.7/11 7.1/11 7.3/12 8.1/13 0.9/2 2.0/3 1.9/3 

I 37 My Wife & Kids 6.5/11 

48 George Lopez 5.9/9 
34 Star Search 6.7/11 44. Ed 6.1/10 6 American Idol 10.4/17 116 Candid Camera 1.0/2 97 Enterprise 2.1/3 109 Dawson's Creek 1.5/2 

29 I'm a Celebrity—Get 
18 60 Minutes II 8.3/13 49 The West Wing 5 8/9 

49 Married by America 

5.8/9 
122 Doc 0.7/1 102 The Twilight Zone 1.9/3 90 Angel 2.3/4 

Me Outot Here! 6.9/11 

I 

42 48 Hours Investigates 

6.2/10 
8. Law & Order 100/17 

116 Diagnosis Murder 

1.0/2 

THURSDAY 
I 5.1/8 13.7/21 9.0/14 3.5/5 0.8/1 3.3/5 2.0/3 

President's Press Conference 

Sustaining 122.lt s a Miracle 0.7/1 
88 WWE Smackdown! 

2.6/4 

90 Sabrlna/Wltch 2.3/3 

94 Family Altair 2.2/3 

77 Pretiles from the 2. Survivor: Amazon 6 Friends 11.3/18 
82 The Pulse 3.5/5 

78 WWE Smackdown! 106 Jamie Xennedy 1.7/3 

Front Line 3.7/6 13.6/20 
11 Friends 9.4/15 

30 Good Mng Miami 6 8/11 

120 Diagnosis Murder 3.8/6 102 Jamie Kennedy 1.9/3 

J 47 Primetime 6.0/10 1.CSI 14.2/23 
0.9/1 

FRIDAY 
6.1/11 5.2/9 6.3/11 3.2/6 0.6/1 1.7/3 2.4/4 I 

37 America's Funniest 

Home Videos 6.5/12 
30 Star Search 6.8/12 57 Mister Sterling 5.5/10 86 Fastlane 3.0/5 

130 Friday Night Rix— 106 DPN's Movie Friday— 

100 What 1 Like About 2.0/4 

102 Sabrlna/Wltch 1.9/3 

54 America's Funniest 
63 Hack 5.0/9 

109 Dateline NBC 1.5/3 
82 John Doe 3.5/6 

Family Tree 0.4/1 Three Strikes 1.7/3 84. Reba 3.3/6 

Hume Videos 5 6/10 57 Dateline NBC 5.5/9 89 Grounded 1er Ute 2.5/4 

42 20/20 6.2/11 
78 48 Hours Investigates 

3.8/7 

13 Law & Order: Special 

Victims Unit 9.0/16 

115 Diagnosis Murder 

1.1/2 

3.7/7 4.7/9 6.3/12 4.7/9 0.4/1 

80 ABC Saturday Night 

at the Movlos— 

Con Air 3.7/7 

69 Touched by an Angel 

4.6/9 
63 law & Order 5.0/9 

68 Cops 4.7/9 

61 Cops 5.3/10 
131 Diagnosis Murder 0.3/1 

63 The District 5.0/9 
41 Law & Order: Criminal 

Intent 6.3/11 

74 AMW: America Fights 

Back 4.4/8 127 PAX Saturday Night 

Movie—Terror Peak 

0.5/1 76 The Agency 4.3/8 
24 Law & Order: Special 

Victims Unit 7.6/14 

5.2/8 7.3/12 6.7/11 6.2/10 0.9/1 2.1/3 

7:U 

66 Wonderful World ot 

Disney—Tarzan 4.8/8 

3. 60 Minutes 11.6/20 72 Dateline NDC 4.5/8 
66 The Simpsons 4.8/8 

125 Candid Camera 0 6/1 106 Gilmore Girls 1.7/3 
7:11 57 King ol the Hill 5.5/9 

1:00 14 Big Fat Grk Ule 8.9/14 52 American Dreams 

5.7/9 

23 The Simpsons 7.8/12 
112 Doc 1.3/2 90 Charmed 2.3/4 

8.70 22 Becker 7.9/12 26 Oliver Beene’ 7.2/11 

72 Allas 4.5/7 69 CBS Sunday Movie— 

Return to the Batcave 

4.6/8 

9. law & Order: Criminal 

Intent 9.7/15 

44 Malcolm Middle 6.1/9 116 Sue Thomas, F.B.Eye 

1.0/2 
94 Charmed 2.2/3 

54 Malcolm/MIddle 5 6/9 

37 Dragnet 6.5/11 30 Boomtown 6.8/12 121 Just Cause 0.8/1 
10:10 

Averages 

Week 5.4/9 7.2/12 7.1/12 6.0/10 0.8/1 2.1/3 2.4/4 

STD 6.6/11 8.5/14 7.8/13 6.1/10 0.9/1 2.3/4 2.7/4 

KEY: Each box in grid shows rank, program, total-household rating/share | Blue bar shows total-household rating/share for the day I Top 10 shows of the week are numbered in red | TV 
universe estimated at 106.7 million households; one ratings point is equal to 1,067,000 TV homes | Tan tint is winner of time slot | (NR)=Not Ranked; rating/share estimated | "Premiere | 
Programs less than 15 minutes in length not shown | S-T-D = Season to date | SOURCES: Nielsen Media Research. CBS Research | Compiled By Kenneth Ray 



Programming 

BROADCASTING & CABLE 

3.17.03 13 

Sohmer Is Gone 
From ABC Promo 

MARKET 

By Paige Albiniak 

Steve Sohmer, ABC’s executive vice 
president of marketing, advertising 
and promotion, abruptly and quietly 

resigned two weeks ago. 
Considered by some to be a TV market¬ 

ing and promotions guru, he had been at 
the network only since September. He 
signed a short-term contract at the begin¬ 
ning of the TV season and moved to ABC 
from a similar position at Pax TV The net¬ 
work gave no reason for his departure, but 
he left five months be¬ 
fore his contract was 
due to expire. 
He launched ABC’s 

fall lineup, including 
break-out hit 8 Simple 
Rules for Dating My 
Teenage Daughter, star¬ 
ring John Ritter, and sit¬ 
coms Life With Bonnie, 
Less Than Perfect and 
George Lopez. ABC had 
a surprise second-place 
finish in the November sweeps but 
dropped to fourth in February after Fox 
came on strong with reality shows Joe Mil¬ 
lionaire and American Idol. ABC also has 
dedicated much of its schedule to reality 
programming, which could be frustrating 
to an old-school TV promoter like Sohmer. 
Sohmer joined Pax TV in 1998 and 

helped launch the network and create its 
brand. 

He gained a good measure of his fame 
in the 1980s, when he launched The Cos¬ 
by Show, Cheers, Family Ties, Miami Vice 
and TheA-Team and helped put NBC in 
first place from third. He did the same 
thing for CBS with such shows as Dallas, 
The Dukes of Hazzard, Magnum PI and 
Knots Landing. He also launched The Ric¬ 
ki Lake Show for Columbia Pictures Tele¬ 
vision, now Sony, and was president of Co¬ 
lumbia Pictures, releasing feature films La 
Bamba, White Nights and Stand by Me. ■ 

AT A GLANCE 

The Market 
DMA rank 56 

Population 1,360,000 

TV homes 524,000 

Income per capita $15,085 

Revenue raok 60 

TV revenue $75,600,000 

Commercial TV Stations 
RANK'CH. AFFIL. OWNER 

1 KATV(TV) 7 ABC Allbritton 

2 KTHV(TV) 11 CBS Gannett 

3 KARK-TV 4 NBC Nexstar 

4 KLRT(TV) 16 Fox Clear Channel 

5 KASN(TV) 38 UPN Clear Channel 

6 KWBF(TV) 42 WB Equity 

7 KYPX(TV) 49 PAX Equity 

‘November 2002, total households, 6 a.m.-2 a.m., 
Sun.-Sat. 

Cable/DBS 
Cable subscribers (HH)_ 309,160 

Cable penetration_ 59% 

ADS subscribers**_ 135,715 

ADS penetration_ 26% 

DBS carriage of local TV?_ No 

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

What’s No. 1 
Syndicated Show rating/share*** 
Wheel ot Fortune (KATV) 17.3/31 

Network Show 
CSI (KTHV) 23.3/34 

Evening Newscast 
KATV 15.4/28 

Late Newscast 
KATV 13.5/27 

"•November 2002, total households 
SOURCES: Nielsen Media Research. BIA Research 

Little Rock FOCUS 

Catching Up, Creatively 
Coming off a huge political year in 2002 (an estimated $8 million to $9 

million), some stations in the Little Rock, Ark., market say they will be 
hard pressed to show growth this year. Best-case scenario: 2% to 3%. 

But the stars would really have to fall into alignment to make that happen. 
The ’02 political dollars will be hard to make up, but stations are trying 

hard. KATV(TV) has gotten into the event-creating business, according to 
President/General Manager Dale 
Nicholson. Later this month, for ex¬ 
ample, it is sponsoring a communi¬ 
ty fair called The Women’s Show, 
where product vendors are sold 
booth space at the fair and/or ad 
time on the station. With so many 
viewing choices, it’s important that 
stations try new things to create 
awareness, says Nicholson. “Events 
have a sizzle that go beyond just sell¬ 
ing spots and dots.” 

Like most markets, the Little Rock 
TV ad economy is heavily dependent 
on auto advertising. Indeed, Nicholson 
says total spending by the auto sector 
may account for as much as 55% to 
60% of the market’s TV revenue. 

Nicholson has been in the Little 
Rock market for 40 years. “I have 
seen it all,” he says, noting that the 
market’s rate of growth peaked in 
1994. “We’re now looking at 2% to 
3% growth” on an ongoing basis. 

KLRT(TV) Vice President/General 
Manager Chuck Spohn reports that 
local business is “pretty stable,” 
while national spot "has pulled back 
a bit.” He believes that war concerns 
could be behind the softness. “Hints 
of war are going to ripple heavier 
through a national brand like Tide. 
But, locally, people still have day-to-
day needs, and they are still buying 
furniture and autos.” And fast food, 
a category that seems to be holding its own in the market. 

Cable ad sales are growing significantly. Estimates are that Comcast 
takes a $6 million to $8 million annual bite out of the Little Rock TV mar¬ 
ket. —Steve McClellan 

«I QQ / of the labor force 

I ü /O in the greater 
Little Rock area is employed 

in governmental or 

educational jobs. 

04/141 Airlift Wing at 

O I H ; Little Rock Air 

Force Base is the only C-130 

training base in the country. 

CD was spent by 
$ I UU Little Rock 
consumers on retail goods 

in 2001. 

SOURCES: BIA Research: Nielsen Media 
Research: Little Rock Chamber of Commerce 

CINCINNATI DISCOVERS PYRAMID! 

OVER PREMIERE! Nominated Donny Osmond 
Outstanding Game Show Host 

www.donypictureitelevision.com 
Source: NSI, WRAP Overnights. Feb 03 Sweep. 

M-F. 1000A-1030A, premiere week (9/16'02-9/20/02) 

HOUSEHOLD 
RATING! 

IN THE TIME 
PERIOD! 

SONY 
PICTURES 

TELEVISION 

It’s A Fantastic February q ■« 
àrfor PYRAMID in Cincinnati " f 

on WKRC at 1O:OOam! Vaf

PYRAMID 3 
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CNN Tackles Fox News Head-On 
But impending war brings special uncertainty to cable news upfrcnts 

By Allison Romano 

A
t a recent CNN ad-sales 
pitch, an on-screen logo pro¬ 
claimed CNN as "News. Not 
Noise.” It was a swat at rival 
Fox News Channel’s talk-ra¬ 

dio style, not a new on-air slogan. Still, 
it was an uncharacteristically aggres¬ 
sive message for CNN, once the king of 
cable news in viewers and ad dollars. 

This year, not only is there a fierce 
battle between CNN and Fox News, 
but, with the upfront selling season 
approaching, the cable news category 
is saddled with a special uncertainty: 
the possibility of war, which would 
play havoc with ad schedules. 

Sales executives are plotting both war 
contingency plans and their upfront 
strategy. The hope is that the two won’t 
meet and that war, if it comes, will end 
before the upfront unfolds (usually May 
to July for cable networks). 

If diere is a war, Fox, CNN and MSNBC 
expect to suspend ads for at least several 
days. Some clients—notably, travel and 
tourism advertisers—will likely sit out, 
and some other commercials may not 
feel tonally acceptable. 

“The war is the wild card,” said one 
media buying executive. “Once it be¬ 
gins, the best-case scenario is that it 
lasts a week and everyone can get back 
to selling ads.” 

The worst case: Uneasy advertisers 
keep commercials off for weeks and pos¬ 
sibly even revamp their upfront plans. 

Count on this: Fox News should do big 
business. For the first time, Fox marches 
into the upfront as the top-rated cable 
news outlet, having bested CNN in rat¬ 
ings for 14 consecutive months. 

Fox’s prime time schedule—led by 
bombastic Bill O’Reilly—drives the ap¬ 
peal, but Fox also is weakening CNN’s 
lock on breaking and hard news. Dur¬ 
ing the coverage of the Columbia shut¬ 
tle disaster, Fox News nearly matched 
CNN’s ratings And attracted 5.6 mil¬ 
lion viewers for President Bush’s early-
March news conference, more than 
double CNN’s take. 

Last year, in a similarly sluggish 
economy, Fox raised costs per thou¬ 
sand (CPMs) 15%, according to Mor¬ 
gan Stanley analyst Richard Bilotti. 
CNBC and CNN/Headline News cut 
pricing 5%; MSNBC’s rates were flat. 
(Some industry executives put the av¬ 

erage cable news CPM around $10.) 
Both CNN and Fox expect to raise 

rates this upfront. 
Fox News Senior Vice President of Ad 

Sales Paul Rittenberg ventures that Fox 
News should come close to erasing the 
CPM gap with CNN: “It would defy belief if 
this is the first market where money does¬ 
n’t follow the ratings.” In 2002, Fox News 

Because of its seniority, CNN is expected to 

generate higher upfront sales than Fox News. 

says, it took in $200 million in ad revenue. 
Depending on the war, Rittenberg expects 
as much as $300 million this year. 

CNN, meanwhile, will try to sell ad¬ 
vertisers on its interpretation of ratings. 

“What’s embedded in a CNN rating 
point is more valuable than others’ (rat¬ 
ings],” said CNN President of Ad Sales Lar¬ 
ry Goodman. He contends that CNN’s 
viewers are largely upscale, well-educated 
and male, and the most desirable. (But Fox 
News viewers have a higher median in¬ 

come, according to freshest Nielsen data.) 
In part as the oldest, CNN does enjoy 

advantages. Its CPMs have grown steadily 
over 20 years, and it has also had time to 
cultivate relationships with advertisers. 
Sold with Headline News, it’s still expected 
to generate higher sales than Fox in the up¬ 
front. In 2002, CNN and Headline News 
grabbed $350 million to $450 million. 
Buyers want both Fox and CNN. 

"Our clients still look at them as two 
types of services," said Tom DeCabia, 
of media buying firm PHD. 

CNN and Fox share 44 advertisers, ac¬ 
cording to Goodman. Both experienced 
robust ratings growth since 2000: Fox’s 
prime time ratings are up 265%; CNN’s, 
43%, according to Nielsen data. 

Then there’s barely breathing MSNBC, 
which Morgan Stanley estimates took in 
about $180 million in ad revenue last 
year. It’s marred by sluggish ratings and 
a prime time schedule in disarray. 

James Hoffman, senior vice presi¬ 
dent of sales for NBC News and 
MSNBC, says prime time plans will be 
set by the upfront. He contends that 
MSNBC enjoys some advantages in 
packaging about 15% of its sales with 
NBC News. 

Despite steep declines in ratings, cor¬ 
porate cousin CNBC is “still a must-buy 
for upscale viewers,” said a veteran buy¬ 
er. CNBC grabbed the most ad revenue 
last year for cable news—$440 million— 
according to Morgan Stanley. ■ 

EBB & FLOW 

March Auto 
Ads Decline 
Automotive advertising, the 
biggest local TV ad category, is 
beginning to reflect the dramatic 
drop in auto sales. That has con¬ 
tributed to a flat first quarter for 
broadcast-TV spot sales. 

“We’re starting to see car can¬ 
cellations in March,” says Pete 
Stassi. SVP/local broadcast direc¬ 
tor, PHD ( Jeep/Chrysler/Dodge/-
Mercedes). The 6.7% drop in auto 

1Q Spot 

FLAT 
sales in February was even 
steeper than January’s 2% 
decline 

Maribeth Papuga, SVP/direc-
tor of broadcast, MediaVest 
(Kraft/ P&G), sees a tightening in 
spot sales by the end of the quar¬ 
ter, largely a result of NCAA March 
Madness. As for auto buys, she 
insists, “from what we’re seeing, 
they're still spending.” 

Financial analysts, such as 
S.G. Cowan Securities, project 
13.3% overall auto-industry 
growth this year. Says Stassi: 
“We’re hoping for a better 
April." 

The Television Bureau of Ad¬ 
vertising recently released 2002 
revenue figures showing local 
broadcast spot up 14%, with 
fourth-quarter gains in 22 of the 
top 25 major categories. Only 
travel, computers and soft 
drink/snacks were down. 

TVB President Chris Rohrs 
insists that those gains will con¬ 
tinue, despite a looming war. 
“Anxious consumers want to 
watch TV. That’s not a bad situa¬ 
tion for TV [advertisers].” 

But Blair TV President/CEO 
Leo MacCourtney says war-
related issues made for a flat first 
quarter. “Broadcast spot was very 
strong on pacing, then slowed 
down dramatically in February. 
We thought we’d have a stronger 
March, and we didn’t." Still, he 
adds, pacing for April, May and 
June, looks “stronger” then last 
year—Jean Bergantín/ Grillo 

NEXT WEEK: 

Syndication 



TV Buyer 

Kevin James and his King ol Queens family will adorn some 20 million Hungry-Man frozen dinners. 

TV Dinners on King of 
Queens Syndic Menu 
By Steve McClellan 

Even if television does put 10 pounds on 
your appearance, amiable King of 
Queens star Kevin James is a big man, 

and there’s a good chance that, when you’re 
strolling the aisles of your favorite grocery 
this summer, you’ll see his mug smiling at 

work syndication next September. The show 
is now cleared in 90% of the country, and Sony 
recently added WNYW(TV) New York, 
WCIU(TV) Chicago and KRIV(TV) Houston to 
the station roster. 

And let s face it, could there be 
better match between a TV show 
and a consumer product? As 
Kevin James’s character, parcel 
deliveryman Doug Hefferman, 
would say. “I know what I like, 
and I like a lot of it." 

James, his ever feisty TV wife, 
Leah Remini, and Leah’s TV dad, 
Jerry Stiller, will adorn the pack¬ 
ages of some 20 million Hungry-
Man frozen dinners. That’s the 
man-sized TV dinner that guar¬ 
antees a whole pound of food in 
each package. (Of course, if you’re 
really hungry, you’ll want to go for Hungry-
Man XXL, the frozen dinner that packs a full 
pound and a half into a single serving.) 

Either way, it’s going to be hard to miss 
those specially marked TV dinners this sum¬ 
mer. Kobin Enterprises, the marketing agency 
that worked on the project, estimates the pro¬ 
motion will generate 300 million impressions. 
And the partners estimate the media value of 
the campaign at about $7.5 million. 

Robert Oswaks, executive vice president, 
marketing, Sony, said he and his marketing 
team began searching last year for potential 
marketing partners for the show’s syndica¬ 

tion launch. With seven broadcast networks, 
hundreds of cable networks and a slew of 
new syndication programs all clamoring for 
attention at the start of the new season, 
"there’s a lot of noise out there, and we rec¬ 
ognize that we need to rise above the noise.” 

That’s hard to do, says Oswaks, with the usu¬ 
al print vehicles and on-air promotion time al¬ 
though those still remain part of the mix. “But 
we really wanted to get out there in a non tra¬ 

ditional way." 
Last fall, Oswaks and his team 

compiled a list of potential mar¬ 
keting partners for the show. It didn’t take 
long to figure out that Hungry-Man was the 
ideal fit. “Then it just became a matter of de¬ 
ciding how to make this work, because we re¬ 
alized we were perfect for each other.” (Odd¬ 
ly, though an advertiser on CBS, Hungry-Man 
does not advertise on the series.) 

The companies created the 
“King-Sized Adventure Sweep¬ 
stakes,” in which the grand-prize 
winner gets a trip to Hollywood 
to see an episode of the show 
produced, meet the cast and re¬ 
ceive a coupon or two for Hun¬ 
gry-Man dinners. 

“This brand has an ability to 
reach our audience, and our 
show really resonates with that 
brand," said Oswaks. Sony’s King 
of Queens Web site will promote 
the sweepstakes, and so will 
newspaper inserts. 

It won’t come as a big surprise 
if Hungry-Man becomes an advertiser on the 
off-network show, although Oswaks stresses 
that the sweepstakes is a stand-alone pro¬ 
motion not linked to advertising. 

“This is about tune-in and awareness,” he 
says. “At this point, it’s premature to talk about 
advertising,” but it’s a safe bet Hungry-Man will 
be high on the list of prospects when the Sony 
ad-sales team begins its upfront activities. 

Pinnacle executives couldn’t be reached 
for comment, but Nielsen Media Research’s 
Monitor-Plus ad-tracking service pegged ad 
spending for the Hungry-Man brand at $24.5 
million in 2002. ■ 

you near the frozen-food case. 
He’ll be advertising Hungry-

Man frozen dinners. I promotions 
It s all part of a nationwide pro¬ 

motion and sweepstakes linking the Pinnacle 
Foods TV dinner to the launch of Sony Pic¬ 
tures Television’s King of Queens in off-net -

'This brand has 
an ability to 
reach our 
audience, and 
our show really 
resonates with 
that brand.' 

Robert Oswaks, 
Sony Pictures 
Television 
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HOT SPOTS 
Accounts 
AOI TIME WARNER has tapped OMNICOM GROUP'S BBDO WORLDWIDE. New 
York, to handle its AOL Broadband account. BBDO has been working 
on the account on a project basis, with commercials created for the 
Super Bowl and the upcoming Academy Awards special, both on ABC, 
as well as for FOX’s coverage of the Daytona 500 last month. A BBDO 
spokesman declined to estimate the billings on the account, but 
sources put it at $50 million-plus. Meanwhile, BBDO and independent 
WIEDEN & KENNEDY, Portland, Ore., are still in contention for other AOL 
business. The overall AOL account is estimated near $150 million. 

Personal-computer marketer GATEWAY has assigned its creative ac¬ 
count to LEO BURNETT USA, Chicago. Burnett beat out GSD&M. Austin, 
Texas, to land the estimated $150 million-plus business. The previ¬ 
ous agency was OMNICOM GROUP’S ARNELL GROUP. New York. INTERPUBLIC 
GROUP OF COS.' INITIATIVE MEDIA NORTH AMERICA. Los Angeles, continues 
to handle media. 

Agencies 
The ad agency formerly known as D’ARCY DETROIT has been renamed 
C4EMISTRI. PUBLICIS GROUPE, which last fall announced the phasing out 
of D’ARCY MASIUS BENTON & BOWLES, said the shop will handle GENERAL 
MOTORS business. Chemistri—actually based in Detroit suburb Troy, 
Mich.—will work with Publicis’s LEO BURNETT WORLDWIDE, Chicago, and 
GM PLANWORKS, the latter in media planning. 

Sponsorships 
JOHNSON & JOHNSON is sponsoring “The Remarkable Women Awards,” 
with the winners to be announced early this spring on ABC daytime 
talk show The View. Nomination forms for the essay contest, which 
ends April 30, are available online at www.abc.com or at local retail¬ 
ers. J&J promoted the contest in a freestanding ad insert in Sunday 
newspapers on March 9; the insert included cents-off coupons for 
such brands as Monistat, Healthy Woman, Viactiv and Stayfree. 

GENERAL MOTORS' SATURN ION has renewed its commitment as the 
lead sponsor of GAME SHOW NETWORK'S Cram, effective in June. Cram 
bowed two months ago as a quiz show that puts its contestants 
through an endurance test. GSN said the Sunday-night series will 
add special celebrity episodes. 
An AT&T WIRELESS booklet ad for its mLife service, inserted into 

newspapers March 9, called attention to its sponsorship of FOX’s 
American idol series. The copy in the 16-page booklet, titled 
“mMode,” notes that viewer voting for the series can now be done 
via the provider’s text messaging. A photo of the Idol judges inside 
the publication also benefits another sponsor, COCA-COLA: three large 
red Coke cups are clearly visible on the judges’ desk. 

Ail Spending Climbed 4.2% in 2002 
CMR/TNS MEDIA INTELLIGENCE announced last week that total ad spend¬ 
ing rose 4.2% to $117.3 billion last year, with cable alone up 2.9% and 
network TV up 7.4%. According to CMR (formerly Competitive Me¬ 
dia Reporting), cable ad volume alone neared $10.5 billion, while the 
broadcast networks amassed just over $20 billion. 

Last year’s growth was “a result of a strong second half reflecting 
the vibrant network upfront, the elections and holiday spending,” 
said CMR/TNS president STEVEN FREDERICKS. 

The strongest gain last year was recorded by Spanish-language TV 
networks, up 20.4% to more than $1.9 billion, according to CMR. 

The top five ad spenders in 2002 were GENERAL MOTORS, PROCTER & GAM¬ 
BLE, AOL TIME WARNER, FORD MOTOR and DAIMLERCHRYSLER AG; the last was 
the only top-five marketer to reduce spending last year, by 1.4%. 

Campaigns 
KFC is unveiling broadcast-network spots featuring spokesman JASON 
ALEXANDER interacting with personalities from two recent reality hits. 
TRISTA REHN from ABC’s The Bachelorette and EVAN MARRIOTT from FOX’s 
Joe Millionaire make their ad debuts in spots for KFC’s new Honey 
BBQ Boneless Wings. KFC is running 30- and 15-second versions 
through April 27 on such shows as NBC’s Friends, CBS's CSI: Crime 
Scene Investigation and Fox’s American Idol. BBDO WORLDWIDE. New 
York, is the agency. 

Chicago-based SEARS, ROEBUCK & CO. has begun a broadcast-network 
campaign featuring women’s spring fashions. The spot focuses on its 
private-label brands Apostrophe, Covington and Canyon River Blues. 
Unlike previous campaigns, this one doesn’t feature the tagline, “Sears. 
Where Else?” WPP GROUP’S Y&R ADVERTISING, Chicago, is the agency. 
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CPB Plays Budget Survivor 
Coonrod says noncoms are necessary alternative to reality 

By Bill McConnell 

T
he reality-TV craze comes at a fortuitous 
time for public television. As war wor¬ 
ries and a bad economy force the feder¬ 
al government to press for domestic¬ 
spending cuts anywhere they can be 

found, public broadcasters are trying to fend off 
attacks on their government largesse by point¬ 
ing to the increasingly questionable quality of to¬ 
day’s commercial-broadcast programming. 

Making that pitch to lawmakers who control 
his purse strings, Corporation for Public Broad¬ 
casting CEO Robert Coonrod last week formal¬ 
ly kicked off noncommercial broadcasters’ 
most critical legislative year in a decade. “Our 
mission is to serve the public, not the market," 
he told a House appropriations subcommittee. 
“The market brings us Survivor and American 
Idol, The Bachelor and The Bachelorette, to say 
nothing of three separate Michael Jackson doc¬ 
umentaries in a single week. Public broadcast¬ 
ers are in a different business.” 

The appeal to higher tastes worked on Idaho 
Republican Mike Simpson, who said National 
Public Radio’s analytical news programs and 
PBS documentaries “make me think.” 

That’s exactly the reaction Coonrod was look-

Sesame Street is among the programs that public 
broadcasters consider an antidote to commercial fare. 

a next-generation satellite interconnection sys¬ 
tem for delivering programming to stations. 

Those issues and more will also go before the 
House Energy and Commerce Committee, 
which plans a reauthorization bill to renew 

ing for. 
If public broadcasting is seen as 

the necessary counterweight to 
commercial stations’ reality mania, 
lawmakers may be more willing to 
preserve preferential budgeting that 
gives federal commitments to CPB 
two years in advance. The Bush Ad¬ 
ministration wants to scrap the 
arrangement and replace it with the 
year-to-year budgeting applied to 
most other federal programs. 
Ohio Republican Ralph Regula, 

who chairs the House subcommittee 
that approves the corporation’s bud¬ 
get, questioned why CPB should re¬ 
ceive advanced funding when critical 
agencies such as the National Insti¬ 
tutes of Health don’t get that advan¬ 
tage. Coonrod said the arrangement is necessary 
to insulate programming independence from po¬ 
litical pressure and to guarantee funds that can be 
leveraged into greater private donations. 

Previous Bush White House attempts to elim¬ 
inate advanced funding have failed. “If past is 
prologue,” as one Capitol Hill staffer put it, the 
latest attempt, which would affect funds for fis¬ 
cal 2005 and 2006, will fall by the wayside, too. 

Besides defending advanced budgeting, CPB 
priorities include securing funds for converting 
TV and radio stations to digital and securing 
new funds for distance-learning programs and 

CPB’s charter. One top issue will be 
funneling money though CPB to 
stations. “We would like to look at 
the possibility of giving more rev¬ 
enue directly to stations,” said Ken 
Johnson, spokesman for committee 
Chairman Billy Tauzin (R-La.J. 

Complaints about public broad¬ 
casters’ increasing commercializa¬ 
tion also will be examined. Federal 
judges last week heard testimony 
on whether public-TV stations may 
carry advertising on a portion of 
their digital spectrum. 

To glean information for the bill, 
Tauzin and other lawmakers have 
asked the General Accounting Of¬ 
fice to examine CPB’s operations. 

For now, Coonrod’s priority is the 
budget. Last week, he urged Regula to add to the 
$380 million CPB has already secured for fiscal 
2004 another $80 million for digital-facility con¬ 
struction and a $20 million first installment in a 
$177 million replacement of public broadcast¬ 
ing’s satellite interconnection system. He also is 
seeking $390 million in guaranteed funds for fis¬ 
cal 2005 and $410 million for 2006. 

CPB also endorsed addition of $70 million in 
National Telecommunications and Information 
Administration grants for DTV construction and 
$41 million in distance-learning funds to be ad¬ 
ministered by the Department of Education. ■ 

'The market 
brings us The 
Bachelor anti The 
Bachelorette, 
[and]three 
Michael Jackson 
documentaries in 
a single week.’ 

Robert 
Coonrod. 
Corporation 
for Public 
Broadcasting 

CAPITAL WATCH 

Sachs, Fritts Pitch Digital 
Consumer-electronics retailers and manufacturers need to do a better job of 
explaining digital-TV and HD-equipment needs, according to NCTA President 
Robert Sachs. Cable installers, for example, have found that half the house¬ 
holds requesting HD service do not have an HDTV set, he told the March con¬ 
ference of the Advanced Television Sys¬ 
tems Committee in Washington last week. 
Consumers often confuse large-screen 
and flat-screen TVs with HDTVs, he said. 
“A much better job of consumer educa¬ 
tion about DTV products needs to be done 
at the point of retail sale.” But manufac¬ 
turers weren’t off the hook, either. He said 
they should better label sets’ capabilities. 

NAB President Eddie Fritts, In his 
speech to the ATSC group, took a swing at 
cable operators for carrying less than 10% 
of the nearly 800 DTV channels now of¬ 
fered by broadcast stations. “Only 75 DTV 
broadcast stations are being carried on ca¬ 
ble, and 55 of those are on Time Warner 
systems. We look forward to rapid growth 
in those numbers," he said. 

NAB is calling on the FCC to require dual 
cable carriage of broadcasters’ analog and 
digital signals during the transition. NAB 
also wants carriage of any free multicast 
digital channels that stations offer. 

Sachs dismissed Fritts’s call for ex¬ 
panded digital cable carriage rights: “The 
give and take of private negotiations is 
always preferable to the government 
making decisions for us.” 

Cellasene Settles FTC Suit 
Rexall Sundown, which pitched its Cel¬ 
lasene cellulite treatment in a widely dis¬ 
tributed video news release (VNR) as well 
as in TV. radio, print and Internet ads, has 
agreed to pay “up to $12 million” to settle 
a longstanding Federal Trade Commis¬ 
sion complaint against its marketing 
practices. The “up to” in that figure repre¬ 
sents the settlement of various class¬ 
action suits against the company. The 
VNR, which FTC says prompted stories 

NCTA’S TURNER 
TAPPED FOR 

HOMELAND POST 

Department of Home¬ 
land Security Secre¬ 

tary Tom Ridge has re¬ 
cruited NCTA Senior VP, 
Government Relations, 
Pam Turner as his assis¬ 
tant secretary for legisla¬ 
tive affairs. That leaves 
both NCTA and NAB 
searching for top lobby¬ 
ists; NAB Executive VP 
Jim May left last month 
to head the Air Transport 
Association of America. 
NCTA is becoming a reg¬ 
ular farm club for assis¬ 
tant secretaries. Victoria 
Clarke, assistant secre¬ 
tary of defense, public 
affairs, was an executive 
with NCTA in the mid 
1990s. 

“throughout the country," talked up the product’s “impressive” clinical trials. 
FTC countered in a July 2000 suit that claims that Rexall had clinical evidence 
of Cellasene’s efficacy were false. “Hundreds of thousands of consumers 
were misled by the claims for this product,” said Howard Beales, director of 
the FTC’s Bureau of Consumer Protection. 

The FTC late last year pledged to crack down on the marketing of weight¬ 
loss products, and Beales issued another warning: “This case should alert ad¬ 
vertisers to the fact that their chances of getting away with making unsub¬ 
stantiated claims are slim to none.” The settlement is not an admission of 
guilt by Rexall. 

Plug-and-Play Santa 
NCTA President Robert Sachs predicts that so-called “plug-and-play" DTV 
sets will be in stores for the Christmas shopping season. The consumer¬ 
friendly sets have been eagerly awaited because they do not require the ex¬ 
tra cost of a set-top converter for consumers to get HD over cable. Sachs 
said the sets are already being manufactured. Confident of government ap¬ 
proval, several companies have signed private agreements with the cable in¬ 
dustry even though neither the FCC nor Congress has not yet weighed in on 
the “plug-and-play” specs. Sachs made those comments last week at a Con¬ 
sumer Electronics Association HDTV conference in Washington. 
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CHANGING HANDS 

TVs 
WSFX-TV Wilmington, NG 

price: $14 million 
buyer: Southeastern Media 
Holdings LLC (Michael E. 
Reed, president/CEO) 
seller: Robinson O. Everett 
FACILITIES: Ch.26, 2,190 kW, 
ant. 1,640 ft 
AFFILIATION: 1 OX 

Combos 
KLBJ-FM and KLBJ-AM Austin, 

KGSR-FM Bastrop, KROX-FM Buda 

and KXMG-FM Cedar Park (Austin), 

all Texas 

PRICE: $105 million 
buyer: Emmis 
Communications (Jeff 
Smulyan, chairman/ CEO); 
No. 10 station group owns 22 
other stations, including KEYI-
EM Austin 
seller: LBJS Broadcasting LP 
(Ian Turpin, president) 
FACILITIES: KLBJ-FM: 93.7 

Dillon, WPFM(AM) Darlington and 

WEGX-FM Dillon (Florence), WGTR-

FM Bucksport (Myrtle Beach), 

WJMX-FM Cheraw and WJMX’AM) 

Florence, WSQN-FM Scranton (Flo¬ 

rence), WWSK-FM Briarcliff Acres 

and WWXM-FM Garden City (Myrtle 

Beach), WGSS-FM Kingstree (Flo¬ 

rence), all S.C.; WKKR-FM Auburn, 

WMXA-FM Opelika, WZMG(AM) 

Pepperell, WTLM(AM) Opelika, all 

Ala.; WMXZ-FM De Funiak Springs 

(Ft. Walton Beach), WWAV-FM San¬ 

ta Rosa Beach (Ft. Walton Beach), 

all Fla.; WDZD-FM Ocean Isle Beach 

(Wilmington), N.C. 

PRICE: $82 million 
buyer: Qantum Communica¬ 
tions Inc. (Frank Osborn, part¬ 
ner); owns three other 
stations, none in this market 
seller: Root Communica¬ 
tions Group LP (Daniel C. 
Savadove, CEO) 
FACILITIES: WBGA-FM: 107.7 
MHz, 50 kW, ant. 482 ft.; 

'Through Feb. 28 SOURCE: BIA Financial Networks 

Station Deals Year-to-Date* 

TELEVISION 

RADIO 

NUMBER 
VALUE 

(MILLION) NUMBER 
VALUE 

(MILLION) 

5 $112,500 22 $792.581 

123 $344,297 94 $328827 

MHz, 97 kW, ant. 1,050 ft.; 
KLBJ-AM: 590 kl Iz, 5 kW day/1 
kW night: KGSR-FM: 107.1 
MHz, 39 kW, ant. 499 ft.; 
KROX-FM: 101.5 MHz;, 13 kW, 
ant. 843 ft.; KXMG-FM: 93.3 
MHz, 100 kW, ant. 1,926 ft. 
format: KLBJ-FM: Rock; 
KLBJ-AM: News/Talk; KGSR-
FM: AAA; KROX-FM: Alterna¬ 
tive; KXMG-FM: CHR/Rhymc 
broker: Elliot B. Evers of Me¬ 
dia Venture Partners 
comment: LBJS is selling its 
interest in five of its stations in 
the Austin market to Emmis 
and Sinclair, which will own 
50.1% and 49.9%, respectively. 
Sinclair will contribute KEYI-
FM. The agreement also gives 
Emmis an option to buy 
Sinclair’s share in five years 

WBGA-FM Darien (Brunswick), 

WCJM-FM West Point. WWSN-FM 

Waycross and WGIG(AM) Bruns¬ 

wick, WHFX-FM St. Simons Island 

(Brunswick), WMOG(AM) Bruns¬ 

wick, WPLV(AM) West Point, WYNR-

FM Waycross (Brunswick), all Ga.; 

WDAR-FM Darlington, WDSC(AM) 

WCJM-FM: 100.9 MHz, 6 kW, 
ant. 328 ft.; WWSN-FM: 103.3 
MHz, 100 kW, ant. 994 ft.; 
WGIG: 1440 kl Iz, 5 kW day/1 
kW night; WHFX-FM: 92.7 
MHz, 6 kW, ant. 328 ft.; 
WMOG: 1490 kHz, 600 W, 
WPLV: 1310 kHz, 1 kWday/31 
W night; WYNR-FM: 102.5 
MHz, 97 kW, ant. 994 ft.; 
WDAR-FM: 105.5 MHz, 17 kW, 
ant. 400 ft.; WDSC: 800 kHz, 1 
kW day/380W night; WPFM: 
1400 kHz, 1 kW; WEGX-FM: 
92.9 MHz, 100 kW, ant. 1,801 
ft.; WGTR-FM: 107.9 MHz, 20 
kW, ant. 784 ft.; WJMX-FM: 
103.3 MHz, 50 kW, ant. 492 ft.; 
WJMX: 970 kHz, 10 kW day/3 
kW night; WSQN-FM: 102.9 
MHz, 3 kW, ant. 466 ft.; 
WWSK-FM: 107.1 MHz, 50 kW, 
ant. 492 ft.; WWXM-FM: 97.7 
MHz, 100 kW, ant. 719 ft.; 
WGSS-FM: 94.1 MHz. 6 kW, 
ant. 328 ft.; WKKR-FM: 97.7 
MHz, 3 kW, ant. 453 ft.; 
WMXA-FM: 96.7 MHz, 4 kW, 
ant. 430 ft.; WZMG: 910 kHz, 
650 W day/56 W night; WTLM: 
1520 kHz, 1 kW day; WMXZ-

FM: 103.1 MHz, 50 kW. ant. 
482 ft.; WWAV-FM: 102.1 MHz, 
50 kW, ant. 374 ft.; WDZD-FM: 
93.5 MHz, 6 kW, ant. 328 ft. 
format: WBGA-FM: Oldies; 
WCJM-FM: Country; WWSN-
FM: AC; WGIG(AM): 
News/Talk/Sports; WHFX-FM: 
Classic Rock: WMOG(AM): 
Nostalgia; WPLV(AM): Gospel; 
WYNR-FM: Country; WDAR-
FM: Soft AC; WDSC(AM): 
Gospel; WPFM(AM): Gospel; 
WEGX-FM: Country; WGTR-
FM: Country; WJMX-FM: 
CH R; WJMX: 
News/Talk/Sports; WSQN-
FM: Oldies; WWSK-FM: Clas¬ 
sic Rock; WWXM-FM: Mix AC; 
WGSS-FM: Gospel; WKKR-
FM: Country; WMXA-FM: AC; 
WZMG: Gospel; WTLM: Nos¬ 
talgia; WMXZ-FM: 1 lot AC; 
WWAV-FM: Classic Rock; 
WDZD-FM: Soft AC 
broker: Peter Handy of Star 
Media Group Inc. 

FMs 
KNGT-FM Jackson, Calif. 

PRICE: $24 million 
buyer: 1 lispanic Broadcasting 
Corp. (McHenry Tichenor Jr., 
president/CEO); owns six 
other stations, none in this 
market 
seller: First Broadcasting Co. 
LP (Gary M. Lawrence, presi-
dent/vice chairman) 
FACILITIES: 94.3 MHz, 510W, 
ant. 1,089 ft. 
FORMAT: AC 

WSOX-FM Red Lion (York), Pa. 

price: $23 million 
buyer: Susquehanna Radio 
Corp. (Dave Kennedy, 
president/COO); owns 32 oth¬ 
er stations, including WSBA-
AM and WARM-FM York 
seller: Brill Media Co. (Alan 
R. Brill, president) 
FACILITIES: 96.1 MI Iz, 50 kW, 
ant. 499 ft. 
FORMAT: Oldies 
broker: Kalil and Co. Inc. 
comment: Susquehanna 
Radio is buying WSOX-FM 
from Brill Media’s Lancaster-
York Broadcasting after 
Lancaster-York exercised its 
LMA/option to purchase the 
station from Pioneer 
Broadcasting 

INFORMATION PROVIDED BY: 
BIA Financial Networks' Media Access Pro. 
Chantilly, Va., www.bia.com 

Carats are 
good for 
your eyes 

(and your bottom line). 

Hundreds of thousands 
of people nationwide 

watch our network live everyday. 
Pick up ACN for 

a healthier bottom line. 

9 years and glowing. 

www.ACNtv.com 

_ CONTACTS _ 

865-755-4932 865-755-5725 
East Coast West Coast 
Burt Bagley Ray Pearson 

865-692-1376 865-6924368 
Broadcast Television Mike Mason 

Andy Caldwell Harris Bagley 
Patsy Harris 
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Operation Southern Watch 
<"M\ ’ ►ONGOING CONFLICT IN NO-FLY 
J \l ZONES GIVES PILOTS AN EDGE 5:54p ET 

ECTED BY WOODY ALLEN ON WRITERS GUILD PICKC

For a report by CNN's Frank Buckley, a camera attached to a pilot's helmet provided a 

first-hand view as the F-14 landed on the USS Constellation. The report aired March 10. 

“If someone is doing a finished piece 
with a lot of cuts, audio voiceovers and 
fades, they’ll use the Avid Xpress DV” ex¬ 
plains Governale. Adobe Premiere is on¬ 
board for Europeans who have grown 
accustomed to that package. 

The Windows XP program will be used 
for triage applications—that’s video 
triage, not Army-style triage. “It allows 
the reporter to put shots together and 
feed it back to New York for final edit¬ 
ing,” says Governale. “In the heat of a 
war, it’s a good way to ready video.” 

Inmarsat M4 data-grade phones will 
be an important part of nearly every net¬ 
work’s arsenal. The phone allows corre¬ 
spondents to send five-minute story 
packages out of Iraq at about 64 kb/s. 
Typical transmissions could take up¬ 
wards of two hours. 

“Those slow times aren’t new,” says 
Tauber. “What it gives is a very good-

WOLFBUTZER 
REPORTS 

Denver Tower 
Is Approved 
By Ken Kerschbaumer 

KRMA-TV Denver was given the 
official go-ahead by Jefferson 
County to begin construction 

on Mt. Morrison of a tower that will 
be home to the public TV station’s 
analog and digital transmissions as 
well as to two public FM radio sta¬ 
tions and three TV-station tenants. 

“We’re already moving on to de¬ 
sign, funding and construction,” 
says KRMA-TV President/General 
Manager James Morgese. He led the 
effort on behalf of the station and 
KUVO-FM and KVOD-FM, two 

News Ops Marshal 
Digital Gear for War 
Advances enable live coverage from the front 

By Ken Kerschbaumer 

.S. troops stationed in Kuwait 
and throughout the Persian Gulf 
aren’t the only ones getting 
antsy. TV journalists, too, have 
been rehearsing their role in the 
making sure that getting stories 

shot, edited and transmitted back to the 
U.S. will require minimal 
thinking in case working con¬ 
ditions become dangerous. 

There is little doubt that 
coverage of a war with Iraq 
promises to bring the most 
dramatic wartime pictures 
ever into living rooms around 
the world. Lipstick cameras 
and small handheld cameras 
will be a major part of the 
broadcast journalist’s arsenal, 
giving any coverage the poten¬ 
tial of real-life drama that 
could make Fear Factor look 
like Romper Room. And the 
enabler is digital. 

“Where we had one chan¬ 
nel of analog video on a lease 
12 years ago, we could now 
put 12 to 15 channels of video 
in digital mode,” says Dick Tauber, CNN 
vice president, satellites and circuits. 
“We’re not doing that, but we’re able to get 
a lot more stuff in a lot less space.” 

The last time Iraq was invaded by the 
U.S., cutting-edge technology was a 70-
pound Inmarsat phone, and SNG flyaways 
required 40 cases of gear weighing more 

than a ton. Those days are long gone. 
“To think that you could make a 

phone call from anywhere in the world 
on a 70-pound piece of equipment 
seemed incredible |in 1991],” says Frank 
Governale, CBS News vice president of 
operations. “Today, the phone weighs 15 
pounds and fits in an attaché case.” 

In fact, the entire package—including 
cameras, laptop computer with editing 

software, videophone, In¬ 
marsat phone, transmission 
gear, and chemical suits and 
gas masks—weighs in at less 
than 50 pounds. 

“We’re obviously exploit¬ 
ing consumer technology as 
much as we can because it’s 
integrated into smaller de¬ 
vices," adds Governale. 

CBS correspondents will 
have Sony Betacam SX cam¬ 
corders, Sony PD-150 cam¬ 
eras and consumer-grade 
handycams for capturing 
video. Light intensifiers will 
be used on the SX and PD-
150 units. 
“Many of our photogra¬ 

phers still have a preference 
for the larger-style SX cam¬ 

era because it’s easier to keep steady,” 
says Governale. 

Correspondents will also have a lap¬ 
top PC outfitted with three editing ap¬ 
plications: Avid Xpress DV, Adobe Pre¬ 
miere, and Microsoft XP’s MovieMaker 2 
built-in video-editing application. Each 
has a different use and appeal. 

conflict, 

'We’re exploiting 
consumer 
technology as 
much as we can.' 

Frank 
Governale, 
CBS News 

quality, reconverted story package back 
at CNN headquarters.” 

CNN will use the 7E Communications 
Talking Head videophone, which can be 
hooked up to two Inmarsat phones. That 
provides an ISDN feed capable of mov¬ 
ing live video from one point to another. 

“It’s an interesting system that we’re 
going to use for live applications,” 
Tauber explains. “We’ll plug in a digital 
camera, whether professional-quality or 
consumer-quality, and, as long as the 
camera is digital, it will send back a live 
transmission.” 

CBS will rely heavily on Continental 
Microwave’s SNG uplink with 1.4-, 1.2-
and 1.0-meter dishes as well as Norsat 
NewsLink portable satellite terminals 
and Inmarsat M4 phones. The M4 
phones will be used to transmit FTP 
files to New York or London; the uplinks 
will send MPEG-2 video back to CBS 
headquarters. 

Live transmissions promise to be one 
of the more interesting aspects of the 
coverage. The networks’ goal is to do as 
much live coverage as possible, but just 
how much the military will allow re¬ 
mains to be seen. Governale says that 
one concern the military will have is that 
radiation from the live transmission 
could give away a position. 

The military has also said it will help 
with transmissions if problems arise 
with equipment. One network has al¬ 
ready taken advantage of the offer, but 
Tauber says he’s going to have to wait 
and see just what type of help the mili¬ 
tary will give. 

“I’ve heard that the military would do 
some transmission stuff if we ask them,” 
he says, “but we were making some in¬ 
quiries a few weeks back and couldn’t 
find anyone who knew what we were 
talking about.” 

Governale also says there are concerns 
that the military could jam Inmarsat sys¬ 
tems. As a precaution, CBS correspon¬ 
dents will also be able to use Iridium 
LEO (low-earth-orbit) phones, which are 
more difficult for the military to jam. ■ 

Denver public radio stations that 
will be equity partners with KRMA 
in the $1 million tower. 

Reflecting on lessons learned in 
getting the tower approved, Morgese 

KRMA-TV will serve Denver analog and DTV 

viewers from a new tower at Mt. Morrison. 

says it’s important for broadcasters 
to listen to any opposition and pay 
attention to concerns. “If you don’t, 
you’ll run into problems.” 

Up next for Morgese is dealing 
with Quiet Zone issues and working 
on getting a PTFP grant from 
Congress to provide partial funding. 
The first window for requesting that 
grant opens next month. 

After a PTFP grant is approved, it’s 
onto grants from local corporations. 
Morgese hopes to have funding 
complete by October so orders can 
be placed for equipment and con¬ 
struction. His goal is completion by 
January, but, he adds, that’s a very ag¬ 
gressive timetable. 
The Quiet Zone issue has to be 

settled by the Department of Com¬ 
merce and the FCC. The new tower 
is four miles farther than the old 
one from where the government 
conducts confidential tests. Within 
the Quiet Zone, RF emissions are 
limited. 

“We just need to get someone to 
move on the decision so we can get 
moving,” Morgese says. ■ 



Technology 

BROADCASTING & CABLE - n
3.17.03 19 

Triveni Digital's Skyscraper will send content to schools, health-care providers and libraries. 

Datacasting, Texas Style 

The SkyScraper system includes 
three main components. A DataFab 
manages data-content selection and 
scheduling, and a DataHub allocates 
bandwidth to content providers and 
inserts the scheduled data into the 
broadcast stream. A DataReceiver ex¬ 
tracts data from the stream for the end 
user and acknowledges receipt. New 
features to be unveiled at NAB include 
receiver targeting, encryption and sup¬ 
port for multistation networks. 

A terrestrial intranet will provide 
QoS-enabled multicast connectivity 
between the stations, Peceña says. Cis¬ 
co hardware (router, content engine 
and switch) will be installed at each to 

By Ken Kerschbaumer 

The Texas Public Broadcasters Ed¬ 
ucational Network (TPBEN) is 
undertaking a datacasting pro¬ 

ject that leaves previous efforts in the 
dust in terms of size and scope. 

TPBEN will use Triveni Digital’s 
SkyScraper datacasting system to test 
broadband data delivery to the service 
base of the state Telecommunications 
Infrastructure Funding Board (TIFB). 
Content will be sent to grammar 
schools, universities, non-profit health¬ 
care providers and public libraries. 

“The purpose is to provide an alter¬ 
nate broadband delivery channel or, in 

some cases, an enhanced delivery 
channel for IP-based content.” says 
Wayne Peceña, the project’s technical 
director. “Monetary savings would 
come from providing an alternative to 
traditional terrestrial-based network 
connectivity." 

Initial deployments in 
the next few months are 
KAMU-TV College Station, 
KUHT(TV) Houston, and KERA-TV 
Dallas Future deployments include 
KWBU-TVWaco, KMBH(TV) Harlin¬ 
gen, KIJIN(TV) San Antonio, KEDT(TV) 
Corpus Christi, KLRU-TV Austin, 
KCOSfTV) El Paso, KACV-TV Amarillo, 
KNCT(TV) Kileen, KTXT-TV Lubbock 
and KOCV-TV Odessa. 

provide IP connectivity. A Triveni Data 
Hub will interface the intranet to the 
station’s ATSC encoder platform to in¬ 
sert the IP content into its ATSC trans¬ 
mission stream; a Triveni basic data-
cast receiver will provide monitoring 
and QC verification. 

The focus will be on de¬ 
livering services to schools, 
libraries and health-care 

providers, but “we’ll conduct trials 
with individuals using a personal USB¬ 
based receiver in the home to deter¬ 
mine the potential viability of such a 
delivery method,” says Peceña. “I be¬ 
lieve the trial will include a CPA con-
tinuing-ed class and a for-credit class 
from Texas A&M.” ■ 

I digital TV I 

Cutting 

AP: All War, All the time 
Associated Press Television News (APTN) is 
promising a wealth of reports from the Middle 
East with the launch of APTN Direct, a 24-hour 
live service of war-related video. The service 
launched last week and offers video reports 
from Iraq, Kuwait, Qatar, Turkey, Israel, Britain 

and the U.S. The 
initial plan calls for 
it to be available 
for the next three 
months. 

The offering 
from APTN is un¬ 
precedented in 
that it is basically 

a 24-hour feed devoted to one story. Says 
APTN Director of Content Nigel Baker, “In a 
wired world, immediacy is the element of 
reporting now demanded by all major 
broadcasters." 

Planning for the network began a year ago, 
with the first step involving getting a satellite 
uplink truck into Baghdad last October. The 
commitment has grown since then and now in¬ 
cludes 120 staffers with 40 cameras deployed 
throughout the Middle East. It has also 
assigned 13 satellite earth stations to the 
region including five which are truck-mounted. 

AFFORDABILITY THROUGH INNOVATION 
The digital breakthrough you’ve been waiting for. 

Coming to NAB 2003, booth SU7059 For a sneak preview go to WWW.th0mS0ngraSSValley.C0m/M " grass val ley 
AC THOMSON BHAND 
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Thompson Grass Valley's Newsedit SC still offers real-time effects but lowers the price for news editing. 

New Gear Targets 
Smaller Markets 
Prices drop for digital newsrooms, editing equipment 

By Ken Kerschbaumer 

M
anufacturers of digital 
newsroom are about to 
make the migration into 
DMAs smaller than the top 
25 in a big way with news¬ 

room and editing systems that offer the 
return on investment demanded by 
smaller stations. 

"We are already seeing efforts by the ma¬ 
jor suppliers to put nonlinear editing and 
central-storage solutions into a configura¬ 

tion that works in markets smaller titan the 
top 20,” says ParkerVision Vice President of 
Business Development Matt Danilowicz. 
“It seems highly likely that more vendors 
will be tempted to follow the approach of 
the Associated Press, which prices its offer¬ 
ings based on market size rather than sim¬ 
ply based on material costs.” 
Whether other manufacturers adopt 

that pricing strategy remains to be seen, 
but todays reality is that prices are falling. 
In addition, the timing is just about right 
as gioups and stations begin to move be¬ 
yond the DIV transmission transition and 

look to the digital-newsroom transition. 
“Most of the small-market stations are 

still doing machine-to-machine editing, 
and they’re waiting to get into NLEs,” says 
Pinnacle CTO Al Kovalick. “But NLEs have 
been too complex and have too many 
features journalists don’t need.” 

Pinnacle’s Vortex LN is an example of 
a simplified system, bundling two Vortex 
SuiteEdit stations with 80 hours of RAID 
storage, media-management tools, and 
a play-to-air shotbox. Cost is around 
$130,000 for a complete system. 

“It has cuts only and some simple ef¬ 
fects,” says Al Kovalick. “It’s not as so¬ 
phisticated as our other nonlinear edit¬ 
ing systems like Liquid Blue or Liquid 
Chrome, but journalists don’t need that 
level of complexity.” 

MORE NEWS, HIGH-END LOOK 
ParkerVision’s CR2000 is another product 
designed for stations in DMA 75 tol25. 
Newscasts continue to be a major pro¬ 
gramming differentiator, but the challenge 
for stations is to find a way to produce 
more newscasts while maintaining a high¬ 
er-end look. 

Intended to meet that need is the latest 
system entry in the PVTV product line. 
The CR2000 master-control automation 
system has 24 SD1 direct video inputs; six 
key inputs; five key layers; 32 analog or 
AES/EBU digital audio inputs; and 16 de¬ 
vice control ports forVTRs, video servers, 
character generators, still stores, robotic 
camera systems and other gear. 

“It provides a dual mix-effects system 
with back-to-back two-key-layer capability 
and 24 video inputs," says ParkerVision Di¬ 
rector of Product Development Alex Holtz. 
“It also meets their price-point objectives.” 

The conversion to digital isn’t expected 
to be a fast process among smaller-market 
stations. Pinnacle Systems Senior Vice Pres¬ 
ident Bob Wilson notes that, when such 
stations move into digital newsroom tech¬ 
nology, it’s often slowly. “There are no com¬ 
promises for the long term in taking the 
slow approach, but the station won’t get the 
efficiency advantages until they complete¬ 
ly automate the newsroom and go tapeless 
all the way through the plant. And we feel 
pretty strongly that journalists can put to¬ 
gether their own stories—not only the 
words but the pictures and sound.” 

Many of the digital-newsroom ad¬ 
vances rely heavily on improvements in 
newsroom systems like Avid’s ¡News and 
AP’s ENPS. Both of these continue to 
spread their reach throughout the news-
room and even beyond with new features 
to be unveiled at the NAB convention. 
Though declining to give details, Avid 
Broadcast Director Dave Schleifer says the 
products are intended to meet the com-

I 
JVC's Hard Choice 

Disk recorder gives new 
functionality to camcorder 

(f three makes a trend, then disk¬ based recording officially becomes 
a trend at NAB when JVC introduces a 
hard-disk recorder for its GY-DV5000 
camcorder. 

The DR-DV5000 hard-disk 
recorder uses standard 2.5-inch com¬ 
pact hard disks to record material. 
JVC says an 80-GB hard drive can 
store more than six hours of material 
and uses off-the-shelf 2.5-inch hard 
disks that can be purchased at stores 
like CompUSA. 

The system features “direct-to-
edit,” which, according to Communica¬ 
tions Manager Dave Walton, allows 

JVC's DR-DV5000 hard-disk recorder offers 

a direct link to nonlinear editing systems. 

material to be recorded in the native file 
format used by a number of editors, 
including Avid OMF-DV, QuickTime-DV, 
RawDV, AVI Type 1-DV, AVI Type-2 DV, 
AVI Type 2C-DV and Matrox AVI-DV. 

Says National Product Manager 
Juan Martinez, “This really eliminates 
the barrier between tape-based acqui¬ 
sition and nonlinear editing because 
the edit system recognizes it as a lo¬ 
cal hard drive." 

Clips are created on the hard drive 
by starting and stopping recording. If 
connected to the drive, an NLE sys¬ 
tem can recognize each clip and store 
the clips into separate folders. 

“You can have different types of 
scenes marked and assigned a differ¬ 
ent type, like A, B, C, etc.,” Martinez 
explains. “Those different types are 
then stored together, and, when you 
import them into the editing systems, 
they’re already organized.” 

The hard drive attaches to the back 
of the camera, plugged into the same 
communication bus as the camera’s 
system control. Buttons on the unit al¬ 
low manual operation, and an infrared 
remote can also be used. Recording is 
done at 25 Mb/s to the hard drive, but 
the camera also can record to tape. 

“The material recorded on the 
tape becomes archive material,” 
notes Walton.—K.K. 



quantel thinking news and live production 

Welcome to generation 1 - Quantel’s new family of scalable news and live production systems. 

Advanced frame-aware server systems combine with low-cost editing workstations to bring 
affordable solutions to everyone, from the smallest station through to the largest international 
broadcaster. Built on open standards and with the bandwidth to handle any application, 
generationQ has the connectivity and reliability for total close-to-air confidence. 

generationQ > the future for news and live production 

■ QView 

Browsing and shot selection 
software for the desktop. 
Easy to use visual interface 
gives rapid network access 
to server media. 

K QCut 

Fully-featured desktop or 
laptop editor - the workhorse 
of broadcast production. 

■ sQServer 

Quantel’s unique Frame 
Magic™ server technology 
now available in a scalable 
system. Combines 
broadcast and browse 
media and offers unique 
frame-based management. 

H QEdit Pro 

The complete editing and 
effects workstation with 
multi-layer compositing, 
titling and a next 
generation Paintbox'. 
A true powerhouse for 
broadcast production. 

www.quantel.com Quantel 
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module supports bi-directional trans¬ 
mission of HD/SDI video and data 
signals from remote point-of-view 
cameras. 

The rack-mountable module is 
designed for use in sports and enter¬ 
tainment venues, sends return 
video/genlock/tri-level sync back to 
the camera, and handles tally/closure 
signals and two full duplex control 
data signals. 
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Microwave Radio 
MRC will offer the Vislink Advent 
Mantis flyaway system and the 
Advent NewSwift system. Mantis is 
designed for applications where a 
satellite earth station needs to be 
deployed for transmission and, 
comprising a dual-band antenna 
(for both C and Ku needs) and 
mount, can be carried in two IATA-
compliant flight cases. The 
NewSwift (operating in C, X, Ku, 
DBS, Ka and extended bands) mount 
system allows for two upconverters, 
two HPAs and associated variable¬ 
power combiner/switcher 
assemblies. 

Arizona Engineered Products 
Arizona Engineered Products’ 
SureShot, a product designed to 
make it easier for microwave truck 
operators to position antennas, will 
be introduced at NAB. The unit 
displays both aiming and distance in¬ 
formation and can store up to 60 

sroom Operations 

Simplifying Graphics Production 
Goal is to give artists more time to use their creative skills 

By Ken Kerschbaumf.r 

M
anufacturers of graphics sys¬ 
tems continue to make prod¬ 
ucts designed to enable artists 
to spend more time creating 
and less time replicating. 

“What we’re seeing is a desire among 
station groups to make it easier for sta¬ 
tions without skilled graphics people to 
take advantage of the skilled people at 
other stations,” says Bill Hendler, Chyron 
vice president of market development. 

Chyron’s CAMIO is an example of the 
type of product that allows stations to 
make the most of skilled personnel. 
Named for Chyron’s Asset Management 
and Interoperability Architecture, CAMIO 
is a platform based on the company’s 
Lyric/Duet products. The key feature is 
that it allows for "hub-and-spoke" imple¬ 
mentations that are MOS-compliant, 
Web-enabled and open-standards-based. 
It can be used by broadcasters to create 
tickers, stills, clips and even animations. 

"The group can set up a simple im¬ 
plementation of CAMIO servers that al¬ 
low users to search and find graphics as¬ 
sets on any other CAMIO server,” 
explains Hendler. "And it uses straight 
standards-based Web technology so this 
will bolt right into a group’s IT system, 
whatever the policies are.” 
One example: Giving operators an 

editing and preview interface in the Ac¬ 
tiveX window on an AP ENPS worksta¬ 
tion. Browsers linked directly to the Chy¬ 
ron system present thumbnail displays 
of various assets, including bitmap 
graphics and pages, all fully data-based 
and searchable. Template data can then 
be edited, previewed and scheduled in 
the MOS rundown. 

Components include the Service Bro¬ 
ker (the central gateway that allows the 
various CAMIO components to speak to 
each other); the Lyric Universal Control 

Interface (LUCI); a Web-based ActiveX 
client interface; an asset-management 
interface, distributor and manager; and 
a MOS protocol adapter. 

"The user finds the asset and drags it 
onto their server, where they can use it as if 
it was native to their system," says Hendler. 

A new face in graphics is For-A and its 
partner Brainstorm. The company comes 
to NAB after signing a marketing agree¬ 
ment under which Vertigo Xmedia’s Pro¬ 
ducer Xmedia broadcast graphics automa¬ 
tion suite will control For-A’s Brainstorm 
3-D real-time broadcast graphics and vir¬ 
tual studio system. 

“We bring to the table the various 

tions,” he says. “Once you’ve established 
that, you don’t need an artist to put the 
graphics together. All you need is a jour¬ 
nalist or the producer.” 
With broadcasters looking to have 

more-compelling graphics that incorpo¬ 
rate 3-D and more animation, their needs 
require more than just a character gener¬ 
ator. Attanasio believes the new system 
from For-A meets those demands. 

“In addition to sexy eye candy and the 
ability to have template-based graphics, 
the system can take in data and turn that 
into pretty pictures,” he says. "News pro¬ 
ducers can just drag and drop a rectan¬ 
gle across the screen for graphics, plug in 

the proverbial airhose providing 
data, and it can constantly up¬ 
date the values and the graphics. 
That's a level of interactivity that 
broadcast graphics previously 
didn’t have.” 

For-A’s partner in graphics, 
Vertigo XMedia, will launch its 
own new product at NAB: Gen¬ 
eration X, the latest release in the 
Producer Xmedia graphics au¬ 
tomation suite. The Producer 
Xmedia graphics automation 
suite is anchored by the Xmedia 
Server, a MOS-compliant server 
that enables integration with 

hardware glue,” says Gary Attanasio, For-
A national sales manager, graphics. “In 
addition, we’re providing the marketing 
leadership because we have 30 years of 
experience in the industry.” 

For-A owns a portion of Brainstorm, a 
Spain-based company known for its real¬ 
time 3-D graphics and animation. Attana¬ 
sio says it has the vast majority of virtual 
set deployments in Europe and Asia. 
Attanasio says the new system fea¬ 

tures an intuitive user interface that 
makes it easier to create graphics quick¬ 
ly, in part because it’s template based. 

“Template-based graphics give brand¬ 
ing consistency across a station or sta-

newsroom systems and automation sys¬ 
tems. The server can scale from a few 
users to several hundred users. 
One enhancement is a new server¬ 

based architecture that allows users to 
collaborate in a distributed environ¬ 
ment, addressing the needs of smaller 
workgroups as well as larger ones. 

“Instead of just trying to streamline 
existing approaches, we took a hard look 
at what every different user really needs 
to make the overall production workflow 
more efficient," says David Wilkins, pres¬ 
ident and CEO ofVertigo Xmedia. “Our 
platform can now be considered a com¬ 
plete graphics-automation solution." ■ 

receive location coordinates and 
bounce setups. 

SureShot uses a GPS accurate 
time source and automatically 
unparks and parks the antenna. It’s 
one rack unit high and also features a 
pan/tilt sensor and a GPS antenna. 
Positioning accuracy is within one 
degree on level ground and three de¬ 
grees when the vehicle is skewed up 
to 15 degrees. 

ONE Controls 
DNF will display its new DAMT-0 
sports controller at NAB. The unit is 
designed to generate slow-motion 
instant replays as well as build and 
manage highlight playlists. DAMT-0 
also allows for simultaneous record¬ 
ing and playback, so it can be used to 
record interviews and game action 
even after cutting away to spots. It 
also has a T-Bar that provides maxi-

Telestream Play-Back Plays Spy 
MAPreview designed to monitor competing newscasts 

Telestream is introducing a product 
designed to help a station keep closer taps 

on competing newscasts. MAPreview uses the 
Windows Media 9 format, a PC server and a 
media-management-service directory to help 
broadcasters record, organize and review mul¬ 
tiple video feeds. It can also be used to repur¬ 
pose content for the Web. 

“There are a lot of high-end newsroom 
systems that let the user get in and work with 
raw content,” says Vice President, Marketing 

or TiVo to record competing newscasts, 
neither of which offer indexing of information, 
searching on timecodes or word searches. 
MAPreview does. 

The system uses a PC video capture card 
and a Microsoft Outlook-style calendar for 
scheduling and recording programs onto the 
server. Bit rate, frame rate and frame size 
can be adjusted, and metadata can be added. 
Once the newscasts are recorded, the station 
can synchronously play back a competing 

Telestream's MAPreview can also be used to 

help distribute news content to the Web. 

and Business Development, David Heppe. 
“But no one has focused on really just play¬ 

newscast via the jog/shuttle knob to 
compare news coverage. The system can “The user can click on any program 

ing back what went on-air and comparing 
that to other stations.” 

Heppe adds that stations currently use VHS 

also be used for ad-run verification, allowing 
the user to trim and e-mail clips to sponsors 
and advertisers. 

recorded in the past,” says Heppe, “and bring 
up a video player with keyframes and the 
related metadata.”—K.K. 

mum speed control of playback. 
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Leitch Puts a Browser in the Newsroom 
By Ken Kerschbaumer 

At NAB, Leitch will continue 
to make its play for a larg¬ 
er share of the newsroom, 

rolling out a number of products 
designed to complete its circle of 
news-related products. 
“Along with the newsroom¬ 

automation and computer-sys¬ 
tem companies, we're looking to 
provide a complete newsroom 
system, from ingest to browse 
and from browse to editing, and 
finally to rundown,” says Eddy 
Jenkins, Leitch director, product 
marketing. 

With journalists in the digital 
newsroom increasingly an active 
part in the editing process, the 
company believes that Browse-
Cutter will improve the comfort 
level of reporters who need to 
learn the ins and outs of nonlin¬ 
ear editing. 

“First, it extends the existing 

‘The number-one 
thing is to get rid of 
the need to carry a 
tape from one edit 
bay to another.’ 

Kyle Cowan, Leitch 

high-res integrated editing envi¬ 
ronment,” says Andy Warman, 
newsroom strategy product 
manager. “But it also ties in with 
the newsroom system itself so 
that, when you run the browse 
editor, you can actually work 
within the newsroom system.” 

With all the media on one sys¬ 
tem, the user can complete sim¬ 
ple editing and take out sound 
bytes without having to go to an 
edit suite. 

“Most NLEs can be a little 
tricky for some to get used to, 
but we think this is very intu¬ 
itive,” says Warman. “That makes 
training a lot shorter than for 
systems with similar functions.” 

There is a tradeoff, though: 
BrowseCutter offers cuts-only 
capability, but the belief is that, 
for most journalists, cuts-only is 
enough. 

The company’s VRNewsNet is 
enhanced with an ingest appli¬ 
cation. According to Warman, it 
offers scheduled recording with 
VTR control as well as router 
control and proc amp control 
using the Leitch DPS 575 digital 
processing synchronizer. 

Kyle Cowan, Leitch newsroom 
editing product manager, says 
60%-80% of newsrooms are still 
operating with an alarm clock 
on top of a stack of four VCRs for 

ingest of news material. 
“This is about automating the 

process of ingesting feed and 
making it directly available to 
everyone immediately," he says. 
“The number-one thing is to get 
rid of the need to carry a tape 
from one edit bay to another. 

That material is needed by 
everyone at one time, and put¬ 
ting it in a centralized storage 
area extends it to everyone. All 
the other applications fall into 
play after that.” 
Improvements to the News-

Flash editing system include an 

interface for Windows XP and a 
more standardized tool set. 
Cowan says the tool set allows 
content to be edited three sec¬ 
onds after the ingesting process 
begins, helping get breaking 
news on the air more quickly. 

“They can edit out material 

that they don’t want to air,” he 
points out. 
Other new features include 

Firewire connectivity for ingest of 
content from small camcorders 
as well as keyboard shortcuts that 
enable the editor to personalize 
the system more easily. ■ 

Careful. Other stations might get jealous. 
Speed. Quality. Flexible workflow. From acquisition to air, you can have it all with Avid. Of course, your 
competition might not be too happy about it. Formore info, visit www.avid.com or call 800 949 2843. 

Avid 
make manage move I media' 
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Technolo 
Leadership Awards- • 
2003 AWARD WINNERS' jgM 

Marty Faubell Hearst-Argyle Vice President, Engineering 

For the 6th consecutive year Broadcasting & Cable will recognize three 
industry leaders for their contribution to the development of technology for television. 

At NAB, 
Monday Apr. 7th, from 6 p.m. to 8 p.m., at the Las Vegas Hilton 

Broadcasting & Cable will host a cocktail party honoring these award winners. 

A Special Supplement 
will be produced by Broadcasting & Cable within the April 7th issue. 
This issue, distributed at NAB, will recognize the accomplishments of 
these leaders. Join us in this recognition with a congratulatory ad in 
this important supplement. 

ISSUE DATE: 
APRIL 7, 2003 

SPACE CLOSE: 
MARCH 28, 2003 

MATERIALS CLOSE: 
APRIL 1, 2003 

Technology 
Leadership 
Awards 
Supplement 

BROADCASTING-CABLE 
Paul Audino: 646-746-7111 • Cheryl Mahon: 646-746-6528 • Chuck Bolkcom: 775-852-1290 

Marcia Orcutt: 323-549-4114 • Rob Payne: 646-746-7022 
Classified Advertising: Yuki Atsumi: 646-746-6949 
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HE FIFTH ESTATER 

A Source of Angst for the Cable Industry 
Misener lobbies for rules on broadband Internet access 

The Internet was little more than a dream 
of military computer specialists when 
Amazon.com lobbyist Paul Misener de¬ 

cided to combine his electrical engineering 
and computer-science training with a career 
in public policy, but, for the self-described 
“nerd/techie” who grew up in 
a Washington suburb, parlay¬ 
ing his love of technology 
into a career in the local in¬ 
dustry was a natural. 

Today, Misener, along with 
officials from Microsoft and 
Disney, is creating anxiety for 
the cable industry by cam¬ 
paigning for “anti-discrimina¬ 
tion” rules that would bar ca¬ 
ble systems from giving 
preferential treatment to affili¬ 
ated Internet content. To fight 
for the rules, the companies 
formed the Coalition of Broad¬ 
band Users and Innovators, 
which also counts eBay Inc. 
and advocacy group Media Ac¬ 
cess Project as members. 

Individually, Amazon.com 
has also suggested rules that 
would bar owners of high¬ 
speed networks from restrict¬ 
ing consumer access to any 
Internet content unless the 
networks are open to three or 
more unaffiliated Internet 
service providers (ISPs). 
Although the FCC has re¬ 

fused to impose restrictions 
on cable’s broadband ser¬ 
vices, the agency soon will re¬ 
place tentative rules issued in 
early 2001 with a permanent 
regime. Concern that the FCC 
will change course is strong 
enough that the National Ca¬ 
ble & Telecommunications 
Association has maintained a 
public counterattack on the 
proposal. 

Misener says it’s wrong to 
view anti-discrimination mies 
as an attack on cable broad¬ 
band service, which provides a 
critical high-speed pipe of po¬ 
tential customers for Amazon. 
“We want cable to succeed. 
This is our lifeblood.” 

Instead, he maintains, anti¬ 
discrimination mies will foster the growth of on¬ 
line commerce by making sure giant MSOs 
don’t block or slow customer access to online 
sites they don’t own or have business arrange¬ 
ments with. 

After graduating from Princeton in 1985, 
Misener joined the National Telecommunica¬ 
tions and Information Administration as an 
international specialist. At 25, he was the 
agency’s youngest-ever U.S. delegate to the 
World Administrative Radio Conference, 

where spectrum-allocation 
agreements are worked out. 
The responsibility of negoti¬ 
ating deals on six continents 
was a heady experience for 
someone so green, but Mis¬ 
ener says youth and inexperi¬ 
ence kept him from being 
overwhelmed. 

“I was too stupid to be ner¬ 
vous,” he quips. 

After four years at NTIA, 
Misener started law school at 
George Mason University and 
also worked as a law clerk at 
Wiley, Rein & Fielding, one of 
Washington’s biggest tele¬ 
communications law firms. 
The firm hired him as an as¬ 
sociate after graduation. Six 
years later, he joined chip gi¬ 
ant Intel to head telecom and 
computer-technology policy 
lobbying and was a founder 
of the Internet Access Coali¬ 
tion, which fought success¬ 
fully to bar local telephone 
companies from charging In¬ 
ternet access fees. “The Inter¬ 
net would not have taken off 
as it did if consumers had 
been burdened with watch¬ 
ing the clock when they went 
online.” 

In late 1997, Misener went 
to work for Harold-Furcht-
gott-Roth, a House Commerce 
Committee economist who 
had just been picked to be an 
FCC commissioner. For Mis¬ 
ener, the chance to broaden 
his scope by branching into 
telephone, cable and media 
issues was a great opportuni¬ 
ty. He left after two years, 
though, when offered a part- ¡ 
nership by his former law ■ 
firm. 

Less than a year later, Ama¬ 
zon hired him as vice presi¬ 
dent of global public polity. 

The seemingly grandiose title is backed up by 
Misener’s intercontinental responsibilities. “It 
really is a global company, and we have to be 
aware of what’s going on in other coun¬ 
tries.”—Bill McConnell 

Paul E. Misener 
Vice President, Global 
Public Policy, Amazon.com 

B. Feb. 19,1963, 

Alexandria, Va. 

EDUCATION 
BS, Princeton University, 

1985; JD, George Mason 

University, 1993 

EMPLOYMENT 
Contract engineer, Dept, of 

Defense, 1985-86; interna¬ 

tional specialist, National 

Telecommunications and 

Information Administration, 

1986-90; law clerk/associate, 

Wiley, Rein & Fielding, 1990-

96; manager, telecom and 

computer-technology policy, 

Intel Corp., 1996-97; senior 

legal advisor. FCC Commis¬ 

sioner Harold Furchtgott-

Roth, 1997-99; partner, 

Wiley, Rein & Fielding; 

current position since 2000 

PERSONAL 
M. Karen, July 22,1989; 

child; Jay (15 months) 

FATES & FORTUNES 

Broadcast TV 
CARLOS FERNANDEZ. COnsultant/VP, 
Frank N. Magid Associates, Cedar 
Rapids. Iowa, joins KXAN-TV/ 
KNVA(TV) Austin, Texas, as GM. 

DAN JACKSON, general sales 
manager, KCBD-TV Lubbock, Texas, 
promoted to GM. 

At television sales company MMT 
Sales, New York: MARTA SALAZAR-
PERREh manager, promoted to VP/ 
director, sales; JOE CAPOBIANCO 
account executive, promoted to 
manager: ADAM OCHS, Internet sales 
specialist, AutoTrader, Dallas, joins as 
account executive. 

Cable TV 
At Comcast Cable, Chicago: MARC 
LESAGE, VP/general sales manager, 
Fox Sports Chicago, joins as director, 
sales; JIM MCDONOUGH, account 
executive/local sales manager, 
WBBM-TV Chicago, joins as regional 
sales manager. 

Programming 
JONATHAN BIRKHAHN general coun¬ 
sel, Wire One Technologies Inc., 
Hillside, N.J., rejoins King World 
Productions, New York, as senior VP, 
business affairs. 

MARC ZAND, senior VP, business 
affairs and development, Playboy TV 
International, Los Angeles, joins ABC 
Family Channel. Burbank, Calif., as 
senior VP, business affairs. 

DAVID STERNBERG GM. Fox 
Sports World, Los Angeles, named 
senior VP, Fox Cable Network Group’s 
Emerging Networks, and GM, for a 
yet-to-be-named Fox action sports 
network, Los Angeles. 

At Oxygen Media, New York: 
BRIGITTE MCCRAY, VP, programming 
and scheduling, promoted to senior 
VP; Jennifer Cotter, VP, development, 
promoted to senior VP. 

KAREN TOBIN, national director, 
marketing, Westwood One/Metro 
Networks, Los Angeles, joins Fox 
Broadcasting Co., Los Angeles, as VP, 
national promotion. 

At Disney Channel, Burbank, Calif.: 
SCOTT GARNER, executive director, 
scheduling and planning, promoted to 
VP; Cnris Lacroix, director, marketing, 
promoted to VP. 

LINDA GALLO. VP. Midwest sales, 
Bravo Networks, Chicago, joins AMC 
and WE: Women’s Entertainment, 
Chicago, in the same capacity. 

MELODY HAZEN, senior marketing 
manager, Hallmark Channel, Los 
Angeles, promoted to director, 
marketing. 

MARY ELLEN DIPRISCO executive 
director, original programming, Soap-
Net, Burbank, Calif., promoted to VP. 

JONATHAN BIRKHAHN 

King World Productions 

MARC ZAND 

ABC Family Channel 

At Scripps Networks: SANDI 
RESENDI ad sales manager, western 
region, Los Angeles, promoted to 
director, affiliate ad sales: VANESSA 
WEST, ad sales manager, eastern 
region, New York, promoted to 
director, affiliate ad sales. 

JOHN FARATZIS. producer, Sarah 
Hughes: A Life in Balance, Orlando, 
Fla., named executive producer, 
Slamball. TNN. Burbank. Calif. 

JACQUE GONZALES former 
promotion manager, Universal 
Records, New York, named program 
host, QVC, West Chester, Pa. 

NICOLA CHANG, syndication 
consultant, Canwest Global Communi¬ 
cations, Manitoba, Ontario, joins 
Transit Television Network, Orlando, 
Fla., as national sales executive. 

Journalism 
CASEY CLARK, executive producer, 
KYW-TV Philadelphia, promoted to 
assistant news director. 

SASHA JOHNSON, DC line 
producer, Inside Politics, CNN, Wash¬ 
ington, promoted to senior producer. 

JULIE BANDERAS, reporter, 
WNYW(TV) New York, promoted to 
weekend evening anchor. 

DAN SHADWELL, weekend anchor, 
KFMB(TV) San Diego, promoted to 
weekday morning and noon anchor. 

JASON HILL, general assignment 
editor, WDIV-TV Detroit, joins 
KVUE-TV as weekday morning and 
noon anchor. 



PROMAX &BDA, Broadcasting & CableandMultichannelNews proudly announce the 

FIRST ANNUAL 

A special award recognizing Marketing and Promotion executives responsible 

for building today's leading broadcast and cable companies. 

Bonus distribution: Promax/BDA • June 2003 



The television industry is home to many talented 
people who have directly shaped and formed a 
company’s marketing and promotion programs 
resulting in worldwide brand recognition. The 
Brand Builders award is designed to salute these 
professionals for their outstanding skills and 
expertise. 
Brand Builders will be profiled in a Special 
Report published in both Broadcasting & Cable 
and Multichannel News during the annual 
PROMAX&BDA conference, June 4-6 in Los 
Angeles. Award-winners will also be formally 
recognized at the conference itself. 

If you know someone who deserves recogni¬ 
tion for their role as a television Brand Builder, 
please fill out the nomination form bellow and tell 
us why they should be considered in this editori¬ 
al supplement. Criteria for nomination includes: 

• Industry Leadership 
• Brand Development 
• Mentoring Skills 

A panel of industry judges from all areas of the broad¬ 
cast and cable industry will select from the nominations 
received. PROMAX&BDA will also honor three key 
executives in the Television Station, Broadcast Network 
and Cable Industry categories with a special leadership 
award, presented at PROMAX&BDA. 

Plan now to nominate a candidate in the television 
industry you feel has been integral to the positioning 
and growth of the companies they currently or 
previously worked for or the television industry itself. 

6/2/2003 

Space Close: 5/7/2003 

Material Due: 5/14/2003 

BROAOCASTINMNU 
www-broadcastingcable.com 
Paul Audino 646-746-7111 • Marcia Orcutt: 323-549-4114 
Rob Payne: 646-746-7022 * Cheryl Mahon 646-746-6528 

Multichannel 
www.multichannel.cora 
Lauren Cohen 646-746-6574 • Larry Dunn 646-746-6572 
Brian Campbell 303-470-4874 • Paul Mauriello 646-746-6960 

PR * MAX B»B

PROMAX & BDA/BROADCASTING & CABLE/MULTICHANNEL NEWS BRAND BUILDER NOMINATION FORM 

Name of Nominee:___ 

Company:____ 

Title:___ 

I hereby nominate ___as a Brand Builder, based 
on the following: 

( Attach written reasons why nominee is to be considered for an award) 

Your Name:_ 
Company: __Date:-1-1-

Entry forms must be postmarked by April 11,2003 for inclusion in judging. 

Send all entries to: PROMAX&BDA, C/O Brand Builders 2029 Century Park East, Suite. 555, Los Angeles, CA 90067 

- * A  * 
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3.17.03 Classifieds 

TELEVISION 

Sales Careers 

FRESH START - NEW CHALLENGE! 

50 MAJOR MEDIA COMPANIES 

OVER 100 POSITIONS AVAILABLE 

www.MediaRecruiter.com 

LOCAL SALES MANAGER 
Fox O&O in Boston, MA has an immediate 
opening for a Local Sales Manager. Co-man-
age our local sales staff, manage inventory, 
and develop pricing and sales strategies to 
achieve overall local revenue and share 
goals. Maintain strong presence within the 
advertising community and lead in the devel¬ 
opment of new business and incremental rev¬ 
enue sources. Five years local sales experi¬ 
ence in a television environment required. 
Three or more years' sales management ex¬ 
perience and knowledge of Boston market 
strongly preferred. Must possess strong pre¬ 
sentation. communication, leadership and 
motivational skills. Solid understanding of 
television ratings and experience in account 
forecasting essential. Strong computer skills 
a must. Working knowledge of Enterprise 
Traffic System a plus. College Degree pre¬ 
ferred. Qualified candidates, send résumé 
and cover letter to: Human Resources - BC, 
WFXT Fox 25, 25 Fox Drive, P.O. Box 9125, 
Dedham. MA 02027. For immediate consid¬ 
eration, fax your resume to 781-467-7212, or 
e-mail in MS-Word format only to 
fox25hr@hotmail.com. No Phone Calls 
Please. EOE/M/F/D/V 

LOCAL SALES MANAGER: JOB # 3903 
WSYX-TV. ABC affiliate in Columbus. Ohio 
has an opening for a Local Sales Manager. 
Seeking individual who will meet & exceed 
revenue goals by motivating & challenging lo¬ 
cal sales staff & build relationships with local 
clients & agencies. Responsible for account 
& inventory management, sales incentives, 
recruitment, training, development & evalua¬ 
tion of local account executives & sales assis¬ 
tants. Must have strong management capa¬ 
bilities. Three years sales management 
experience & college degree preferred. Qual¬ 
ified applicants should send resume & cover 
letter to WSYX/WTTE-TV, 1261 Dublin Road, 
Columbus, Ohio 43215, Attn: Human Re¬ 
sources. Please state referral source & job 
number on resume. No phone calls please. 
Women & minorities are encouraged to apply. 
Pre-employment drug testing. EOE M/F/D 

LOCAL SALES MANAGER 
KUVN 23, the Univision station in Dallas, is 
looking for a Local Sales Manager who is 
dedicated to being a top-flight leader of sales 
people in a very competitive market environ¬ 
ment. Strong verbal and written communica¬ 
tions skills. Bilingual (English/ Spanish) pre¬ 
ferred, but not required. Candidate must 
have at least 5 years experience of electronic 
media sales, preferably in a Spanish lan¬ 
guage market environment. If you are inter¬ 
ested in joining the #1 Spanish TV station in 
Dallas, Send Resume to: Buff Parham, Gen¬ 
eral Sales Manager, KUVN 23, 2323 Bryan 
St. Suite 1900, Dallas, TX 75201. EOE 

Research Careers 

RESEARCH DIRECTOR 
This fast paced position requires a minimum 
one year research experience at a TV sta¬ 
tion or rep firm. Provide support for Sales, 
News and Programming. Requirements in¬ 
clude evaluating Nielsen rating trends and 
creating sales presentations. Will use Leigh 
Stowell Research, Marketron, Nielsen 
Galaxy Navigator, and CMR. Send resume 
and salary history to: (NO PHONE CALLS, 
PLEASE) NBC 6 - WCNC - TV, Human Re¬ 
sources Department, Re: 03-08, 1001 Wood 
Ridge Center Drive, Charlotte, NC 28217; 
Fax: 704-357-4984: Email: HR@nbc6.com 
EOE/M/F/V/H 

News Careers 

BROADCAST SPECIALIST 
The University of Florida is recruiting for a 
Broadcast Specialist for Public Television Sta¬ 
tion WUFT-TV (Channel 5). Functioning as 
the Assignment/Convergence Editor, this po¬ 
sition is responsible for the assignment desk 
and planning local daily news stories, super¬ 
vising student reporters and photographers, 
and maintaining daily coordination with other 
UF College of Journalism and Communica¬ 
tions news entities. Minimum Qualifications: 
high school diploma and 5 years experience. 
College degree in journalism or related field 
plus two years' experience in a radio or TV 
newsroom including on-line experience is 
preferred. Computer skills, including the abil¬ 
ity to maintain news web pages, are essen¬ 
tial. The ability to work well in a training en¬ 
vironment is preferred Expected starting 
salary is $28,000. Please apply at the Cen¬ 
tral Employment Center, 4th Floor Stadium, 
Gainesville. FL 32611, referencing 
LP#958960, or visit our website at 
www.hr.ufl.edu for application instructions. 
Deadline date is March 31, 2003. If an ac¬ 
commodation is needed because of a disabil¬ 
ity to apply for this position, please call (352) 
392-4621 or The Florida Relay System at 1-
800-955-8771 (TDD). AA/EA/EEO. 

STATION MANAGER 
KBVU-TV, a FOX/UPN/Univ affiliate serving 
the Eureka, California market, seeks a 
leader to direct the affairs of the station. 
Must have strong managerial and organiza¬ 
tional skills, and an established history of 
delivering results in the broadcast industry. 
Send resume to Sainte Partners, 
Job#5000-BCM, Post Office Box 4159, 
Modesto, CA 95352; Fax (209) 525-8916 or 
email to gtobia@thevision.net EOE. 

NEWS DIRECTOR 
Midwest station looking for energetic, expe¬ 
rienced and creative veteran to take a solid 
team to number one. Must be able to work 
in a team atmosphere and be able to think 
out of the box. Send resume to: Mr Greg 
Graber, WIFR, P.O. Box 123, Rockford, Illi¬ 
nois 61105. EOE. 

I 
News Careers 

NEWS MEDIA MANAGER 
WABC Eyewitness News has an immediate 
opening for a News Media Manager. Re¬ 
sponsibilities include: managing media in¬ 
gest, output and traffic flow for multiple news¬ 
casts including digital playback, supervising 
news editors, news editing, and managing 
digital servers and archives. The successful 
candidate will have a minimum of 3 years 
television news editing experience, and mul¬ 
tiple years experience working in a TV news¬ 
room exercising editorial judgement. Must be 
proficient in non-linear editing techniques, 
computer literate, comfortable working with 
Microsoft Office and Windows NT. as well as 
experience with one or more newsroom sys¬ 
tems such as AP ENPS. This individual must 
be highly organized and used to working un¬ 
der tight deadlines while working on multiple, 
overlapping projects. The news Media Man¬ 
ager will work closely with News Producers 
and Management to ensure the timely and 
accurate production of newscasts, special re¬ 
ports and special segments. Prior supervi¬ 
sory experience preferred. Please send re¬ 
sume to: Ted Holtzclaw, News Operations 
Manager, WABC-TV, 7 Lincoln Square 4th 
FL, New York. NY 10023. No calls please 
We are an Equal Opportunity Employer. 

Finance Careers 

ACCOUNTING MANAGER 
ABC7, the number one station in Los Ange¬ 
les, is seeking an Accounting Manager who 
will be responsible for the day-to-day ac¬ 
counting functions, financial reporting, and 
special projects. This position will also be 
extensively involved in the preparation of the 
operating plan, forecasts, and capital bud¬ 
get. College degree in accounting or fi¬ 
nance with a minimum of 3 years’ account¬ 
ing experience is required. Knowledge of 
SAP is a plus. Please send resume to: 
ABC7 Los Angeles, Attn: Human Re¬ 
sources, Dept. AM/BC, 500 Circle Seven 
Drive, Glendale, CA 91201. Please indicate 
Dept. AM/BC when submitting via email to: 
KABC-TV.RESUMES@ABC.COM Equal 
Opportunity Employer 

ASSOCIATE STOCK ANALYST 
Legg Mason, investment bank in Baltimore. 
Responsibilities: building financial models, 
writing reports to advise investors on invest¬ 
ment decisions, and interviewing broadcast¬ 
ing management teams/suppliers/customers. 
Stock coverage would include TV broadcast-
ing/radio broadcasting/diversified media 
companies. Bachelor’s Degree in busi-
ness/accounting/finance (MBA/CFA/CPA a 
plus) and 3-7 years broadcasting industry ex¬ 
perience as a financial analyst are required. 
Must possess good writing skills, knowledge 
of spreadsheets, excellent communication 
skills, and desire to work hard in a challeng¬ 
ing environment. Exceptional opportunity to 
learn equity investment business. Salary 
negotiable. Email resume to Sean Butson, 
spbutson@leggmason.com. 

Finance Careers 

CONTROLLER 
As a result of an internal promotion, WCCO 
4, the CBS O&O in Minneapolis/St. Paul 
has an immediate opening for a Controller 
who will be responsible for all financial, ac¬ 
counting, strategic business planning and 
other operational functions as well as su¬ 
pervision of the business office team. This 
management position reports directly to the 
Vice President and General Manager and 
works closely with station department man¬ 
agers as well as corporate managers. Can¬ 
didates must have thorough knowledge of 
accounting theory and internal accounting 
controls. Requirements include: degree in 
finance, plus 5 years of media experience in 
roles of increasing responsibility in finance 
and accounting management. CPA pre¬ 
ferred. Must have strong analytical, com¬ 
puter and interpersonal skills, as well as ex¬ 
cellent oral and written communication 
skills. Please send resume (no telephone 
calls please) to: Rene LaSpina, WCCO-TV, 
90 South 11th Street, Minneapolis. MN 
55403. E-mail: rjlaspina@cbs.com Fax: 
612-330-2627. EOE 

Technical Careers 

Cintel, Inc. seeks the following positions for 
Valencia, CA. Field Service Engineer: Can¬ 
didate will install, service and design preci¬ 
sion optical and audio equipment which con¬ 
verts and transmits acquired data over high 
speed LVS networks using SDI protocol op¬ 
erating in a UNIX environment. Will insure 
that optical focal elements will be calibrated 
to within 1 per 2000 pixels and be properly 
registered on CCD and APD collection de¬ 
vices for proper data sychronization, encryp¬ 
tion and transmission. Will insure that audio 
data is properly captured, encoded, filtered 
and transmitted over these networks without 
distortion. Senior Support Engineer: Can¬ 
didate will supervise and direct service tech¬ 
nicians using CCD, flying spot, analogue and 
high speed digital processing, digital trans¬ 
mission using LVDS, hippi or fibre protocols 
and data control management to install, test, 
repair, maintain and calibrate a range of pro¬ 
fessional film scanning devices which use ei¬ 
ther flying spot or CCD technology. These 
systems will be controlled by either Da-Vinci 
or Pandora programmable devices and be 
capable of Hi Definition images with up to 4k 
data resolution, scanning full frame instanta¬ 
neously and incorporating digital still store, in¬ 
ternal vector based color correction, format 
conversion and audio processing. Please fax 
resumes to Dave Saville at (845) 371-6896. 

TV CHIEF ENGINEER 
Trinity Broadcasting Network station in New 
York City area Experience in maintenance 
and repair of UHF transmitters, studio sys¬ 
tems and personnel supervision and train¬ 
ing. SBE certification a plus. Send resume to 
Ben Miller. P. O. Box C-11949. Santa Ana, 
CA 92711. E-mail: bmiller@tbn.org Fax: 
(714) 730-0661 EOE 
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TELEVISION 

For Sale Station 

L P T V ’ s For Sale 

Available from one of the largest holders of 
Low Power UHF TV stations ( CP's ) in the U.S. 
We have LPTV stations ( CP's ) available in: 

• New Orleans, LA 
• Milwaukee, Wl 
• Tulsa, OK 
• Alexandria, LA 
• Plus many more 

For more information or 
to meet at the NAB show contact 
Mark Silberman 
MS Communications 
1-800-669-7970 

RADIO 

Technical Careers 

ENGINEER/BROADCAST 
Resp. incl. operation, repair & maintenance 
of radio station broadcast equipment, incl. 
tech, support, for Station Group. Duties in¬ 
clude maintaining/repairing Studio(s), Tele¬ 
phone system(s), T-1, ISDN, STL, Audiovault 
digital automation, NT LAN & RF Transmis¬ 
sion plant(s). Must have thorough under¬ 
standing of Satellite, Microwave, FM & AM 
transmission systems & similar tech. Knowl¬ 
edge of FCC Rules & Regs relating to com¬ 
mercial broadcasting, tech, degree or compa¬ 
rable work exp. pref. SBE cert, a plus. We 
offer a generous 401 (k) package. Valid Dri¬ 
ver's License req. Send resume & salary req. 
to: RVB/Eng., Press Communications, LLC, 
3301ARte. 66, Ste. 101, Neptune, NJ 07753, 
ore-mailtorosev@g1063.com. EOE 

RADIO 

Situation Wanted 

RADIO 
PROGRAMMING 

I'VE GENERATED THE BIGGEST 
MOST RESEARCHED MUSIC FORMAT 

IN BROADCAST HISTORY. 
AVAILABLE TO STATIONS WORLDWIDE. 

LISTEN AT 3DSJ.COM 
ORDER ON A 

MARKET EXCLUSIVE BASIS 
BILL ELLIOTT 813-920-7102 

ALLIED FIELDS 

Public Notice 

REVISED SCHEDULE 
The following is a revised schedule for the 
meetings of the Public Broadcasting Service 
Board of Directors and its committees on 
March 19-20, 2003 at the PBS Offices, 1320 
Braddock Place, Alexandria, Virginia. Agen¬ 
das remain as previously published. Pro¬ 
gramming Policy Committee 11:15 a m., 
March 19; Business Committee, in execu¬ 
tive session, 11:15 a.m., March 19; Finance, 
Budget and Audit Committee, in executive 
session, 1:30 p.m.. March 19; Board of Di¬ 
rectors. 9:00 a m., March 20; Education 
Committee. 12:00 noon, March 20; Nomi¬ 
nating Committee, in executive session, 
2:15 p.m., March 20; Membership Commit¬ 
tee, 3:30 p.m., March 20. The meetings of 
the Programming Policy, Education, and 
Membership Committees and the Board of 
Directors are open to the public; however, 
some portions of these meetings may be held 
in executive session. 

ALLIED FIELDS 

Media Careers 

MEDIA RELATIONS MANAGER/VIDEO SPECIALIST 
UNIVERSITY COMMUNICATIONS, BALL STATE UNIVERSITY, MUNCIE, INDIANA. 

Full-time, professional position available im¬ 
mediately. Responsibilities: develops tar¬ 
geted strategies to support Ball State Uni¬ 
versity's primary institutional objectives 
through positive earned media reaching 
multiple audiences, including the general 
public, prospective students, donors, 
alumni, university administrators, and legis¬ 
lators; shoots and edits video for university 
constituents, news organizations, the Ball 
State University Halftime Report, and the 
News Center and other university Web sites; 
serves as a member of communications 
teams providing media relations strategies 
and services to university departments, pro¬ 
grams, people, and services in both positive 
and negative media situations. Minimum 
qualifications: bachelor's degree; at least 
two years of professional experience in a 
news operation; demonstrated ability to pro¬ 
duce professional-quality video, including 
both video photography and editing func¬ 
tions; excellent interpersonal, time-manage¬ 
ment, writing, and editing skills. Preferred 
qualifications: bachelor's degree in telecom¬ 
munications, journalism, public relations, 
communications, English, or related field; 
three to five years of professional experi¬ 

ence in a daily news operation; demon¬ 
strated mastery of high-quality, professional¬ 
level media relations strategy development; 
experience with Sony DSR 500 DVCAM and 
Final Cut Pro editing software and keyboard. 
Digital Video acquisition and post-produc¬ 
tion equipment in University Communica¬ 
tions: Sony DSR 500 DVCAM; Sony and 
Lectrosonics wireless microphones; O'Con¬ 
ner Tripod; Lowell Tota-light lighting kit; Ap¬ 
ple's Final Cut Pro editing software; Discreet 
Cleaner encoding software; Apple G4 dual 
processor tower with 2-17 inch monitors and 
2 hard drives; Macally Final Cut Pro key¬ 
board; Contour Shuttle Pro controller; Sony 
D-A, A-D converter; and Adobe PhotoShop 
7. Send letter of application, resume, 
names and contact information for three ref¬ 
erences, and at least three written and three 
videotape work samples to: Glenn Augus¬ 
tine, Associate Director, University Commu¬ 
nications, Ball State University, Muncie, IN 
47306. Review of applications will begin im¬ 
mediately and will continue until the position 
is filled, (www.bsu.edu) Ball State University 
is an equal opportunity, affirmative action 
employer and is strongly and actively com¬ 
mitted to diversity within its community. 
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Networks Want 35% TV-Station Cap Lifted 
Continued from page 1 
al judges in 1993. 

The network chiefs are fighting 
a streamlined and less strict ver¬ 
sion of fin-syn urged by a coali¬ 
tion of studios, artist guilds and 
ad agencies that would require 
the major broadcast networks to 
set aside 25% of their prime time 
lineup for shows created by out¬ 
side producers. The coalition has 
petitioned the FCC to impose the 
carve-out as part of sweeping 
changes to ownership rules. 
FCC Chairman Michael Powell 

discounted chances for the pro¬ 
posal two weeks ago, telling re¬ 
porters the FCC would need or¬ 
ders from Congress. The networks 
insist that resurrecting restrictions 
on their ability to own the pro¬ 
grams they air would violate court 
orders and be bad business. 
"There is no legal, or competitive, 
basis for re-imposing the finan¬ 
cial-interest and syndication 
rules,” Wallau said on March 12, 
following meetings with Powell 
and the other FCC commission¬ 
ers. Moonves made the rounds to 
FCC offices separately that day. 

Why such high-profile fetes 
for an idea that has no legs? 

“I don’t want to wake up one 
day and find this bad idea had 
gotten traction because we ig¬ 
nored it," said Preston Padden, 
ABC executive vice president of 
worldwide government relations. 

Moonves was sending the FCC 
mixed signals about his concerns 
in meetings with commissioners 
and agency staff. Though focus¬ 
ing on the threat of programming 
restrictions with some offices, he 
indicated to others that his real 
worry was an apparent stalemate 
over a proposal to lift the 35% cap 
on one company’s TV-household 
reach. 

Lifting the cap is the top priori¬ 
ty of CBS, Fox and NBC. Prospects 
for a higher cap were thrown into 
doubt when the Media Bureau an¬ 
nounced that it will give no formal 
recommendation on which way to 
go and instead will let the five 
commissioners sort it out. A high¬ 
er cap is opposed by the National 
Association of Broadcasters and 
top station groups that own net¬ 
work affiliates. 

Supporters of the programming 
carve-out say network bravado is 
whistling in the dark. Powell did 
not rule out their idea and 
promised to keep an open mind. 

To make their case, coalition 
members Jon Mandel, chairman 
of ad firm MediaCom, and offi¬ 
cials from independent studio 
Carsey-Werner-Mandabach are 
scheduled to visit the FCC April 3. 
They argue that networks have 
forced producers to give up own¬ 
ership stakes in shows because 

fewer spots are open to outside 
programs. According to their 
data, share of prime time shows 
owned or produced by four top 
broadcast nets has climbed from 
32% to 76% since 1992. 

While conceding the plan is 
a long shot, they believe that 

enough commissioners are wor¬ 
ried about networks’ power to 
dictate prime time choices that 
a three-vote majority could arise 
once horse-trading over the me¬ 
dia-ownership changes begins 
later this spring. 

So far, the nets appear to be 

winning. Several commissioners 
question whether there is author¬ 
ity to create a new rule in a pro¬ 
ceeding devised to change or elim¬ 
inate existing media-ownership 
rules. They also worry whether a 
rule tossed out with a harsh cri¬ 
tique by judges can be revived. 

Finally, although supporters of 
limits have demonstrated that 
opportunities for independent 
producers have diminished since 
1993, they have not yet con¬ 
vinced FCC officials that Ameri¬ 
can viewers have suffered re¬ 
duced programming choices. ■ 

The internet is packed with web sites and user traffic. 
How can you capture your audience and have your 
site stand out above the rest? The Reed Television 
Group Spring Web Guide offers a solution... 
Our semi-annual Web Guide to television industry web sites is 
a user-friendly d rectory to sites around the industry that 

reaches all the key players in the business. 

All you have to do is send us a brief description of your site 

with the URL address along with a screen grab of your web 

page and well do the rest! Your 4-color ad unit will appear in a 

categorized section devoted to companies like yours, enabling 

readers to find your site quickly and easily. As an added bonus, 

we will post a link to your website on www.multichannel.com 

and www.broadcastingcable.com FREE! 

Don’t miss the opportunity to be a part of the best site see¬ 
ing book in the business! Call your representative to reserve 

your space today. 
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Because the Best and Brightest Come to NAB2003 
All-Industry Ceremony & Keynote Address 

State of the 

Industry Address 
Eddie 0. Fritts 
President & CEO 
National Association 
of Broadcasters 

NAB Distinguished 

Service Award 

Recipient 
Cokie Roberts 
Political Analyst 
ABC News 

Technology Luncheon 

Keynote 
George Gilder 
Chairman 
The Gilder Group 

Sponsored by 
THALES 
BROADCAST & MULTWAED* 

Television All-Industry Luncheon 

NAB Spirit of 

Broadcasting 

Award Recipient 
Don Hewitt 
Creator & Executive 
Producer of CBS's 
“60 Minutes" 

NAB Radio Luncheon 

Hall of Fame 

Recipient 
Scott Shannon 
Air Personality & 
Program Director 
WPLJ 

Keynote Address 
Barry Diller 
Chairman and CEO 
USA Interactive & 
Vivendi Universal 
Entertainment 

NAB Opening Celebration 
Bill Cosby 
Comedian 

NAB MultiMedia World 

Keynote 
Mike Volpi 
Senior Vice President 
Routing Technology Group 
Cisco Systems 

NAB Broadcasting 

Hall of Fame Recipient 
Disney Anthology Te'evision Series 
Michael Eisner 
Chairman & CEO 
Walt Disney > * * 
Company 

Keynote 
Bob Schieffer 
Anchor & Moderato; 
CBS News “Face the Nation' 

Including Washington’s Leaders 
FCC Chairman’s Breakfast 
Sponsoredby AQEdwards y nvrsnffXK »so; we 

The Honorable 
Michael Powell 
Chairman 
FCC 

Moderator 
Sam Donaldson 
Correspondent 
ABC News 

Regulatory Face-Off 

The Honorable 
Jonathan Adelstein 
Commissioner 
FCC 

The Honorable 
Kathleen Q. Abernathy 
Commissioner 
FCC 

The Honorable 
Michael J. Copps 
Commissioner 
FCC 

The Honorable 
Kevin Martin 
Commissioner 
FCC 

The Honorable 
Nancy Victory 
Assistant Secretary 
NTIA 

Moderator 
John Cochran 
Correspondent 
ABC News 

Sessions 

Ready for Primetime: Interactive 
Television Transforms Advertising 
and the Broadcast Business Model 

Broadband Digital and Wireless 
Media: Show Me the Money! 
Show Us the Promotion 

The Future of Desktop 
Digital Video 

Technologies and Media on 
Wall Street — A Look at the 
Near-Term Future 

Internet Broadcasting & 
Streaming Media — Where 
Do We Go from Here? 

Keynote 
Jeff Shell 
Chief Executive Officer 
Gemstar-TV Guide 
International, Inc. 

Produced in 
partnership with 

Keynote 
Rob Glaser 
Chairman & CEO 
RealNetworks, Inc. 

Keynote 
Kari-Pekka Wilska 
President 
Nokia, Inc. 

B -yan Lamxin 
Senior Vice President Digital 
Imaging & Digital Video Products 
Adobe 

Sponsored by 
Adobe 

Keynote 
Greg Estes 
Vice President of 
Corporate Marketing 
SGI 

To register and for the most 
up-to-date information, 

visit www.nab.org/conventions/nab2003 

Conferences: April 5-10 
Exhibits: April 7-10 

THE WORLD’S LARGEST 
ELECTRONIC MEDIA SHOW 
April 5-10, 2003 • Las Vegas, NV 
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War Could Play Big Role in Upfront Market 
Continued from page 1 
vertisers conference in New York. 

Fox President of Advertising 
Sales Jon Nesvig expects both 
pricing and volume to be up. He 
points to last year’s record up¬ 
front, historic low cancellations 
and strong scatter market. “1 think 
there is more of a consensus than 
usual that we will have a least a 
reasonable market this year.” In¬ 
deed, many buyers, he says, have 
braced clients for a rate increase. 

But MPG Senior Vice President, 
National Broadcast, Bob Riordan 
isn't one of them. He believes that 
total spending in this year’s mar¬ 
ket will be "flat to down” com¬ 
pared with last year. His reason¬ 
ing: Last year saw an infusion of 
some $1.5 billion or so in new up¬ 
front money vs. the year before. "1 
just don’t see categories that 
would step up spending that 
much” for a similar gain in 2003. 

MediaVest President of U.S. 
Broadcast Mel Berning concurs. 
And he says that declines in con¬ 
sumer confidence, auto sales and 
new-housing starts, as well as the 
potential impact of war on the 
economy, have advertisers con¬ 
cerned as they ponder ad budgets 
for the coming year. “You start to 
see cracks in consumer spending, 
and that’s what’s been driving the 
ad marketplace. So I think these 
preconceived notions about how 
fast and how strong the upfront 
market is going to be must be re¬ 
considered.” 
As for pricing, Riordan and 

others say it is too early to pre¬ 
dict, “especially in light of the 
economy we’re in and the possi¬ 
bility of hostilities breaking out 
in the [Persian] Gulf.” 

Make no mistake: A war with 
Iraq could wreak havoc on this 
years spending. Carat North 
America CEO David Verklin says 
his agency expects an advertising 
blackout for the first six days of the 
war and lots of ad preemptions for 
up to seven weeks following that. 
"It could happen right in the mid¬ 
dle of the market.” An open ques¬ 
tion is whether those ad dollars 
would get spent later or simply 
pocketed as profits by advertisers. 
Of course, a flat market 

wouldn’t be terrible. In fact, it 
would tie the record at a little 
over $8.3 billion, basically in line 
with 2000 spending levels. 

But don’t tell that to the sellers, 
who say year-long momentum 
should translate to an even better 
market in the coming year. 

Like Nesvig, most sellers be¬ 
lieve both pricing and total dollars 
will be up this year. Viacom Pres¬ 
ident and COO Mel Karmazin 
told analysts recently that, with 
scatter so strong, “that bodes well 
for an even stronger '03-’04 up¬ 

front” than last year’s. He’s on the 
record predicting a 12%-15% gain 
in pricing, with more dollars in 
the market as well. 

Buyers disagree, and even some 
sellers say Karmazin’s prediction is 
high. “Will it be up? Yes, but I don’t 
think anybody thinks it will be 

that high,” said one sales execu¬ 
tive for a broadcast network. 

But the fact is, TV is “still the 
medium of choice and the an¬ 
chor of most companies’ market¬ 
ing plans,” said Bob Liodice, pres¬ 
ident and CEO of the Association 
of National Advertisers, at the or¬ 

ganization’s annual TV Advertis¬ 
ing Forum in New York last week. 

Indeed, a recent survey of 100 
senior ad executives by Morgan 
Anderson, a New York-based 
consulting group, found that 
63% of those polled plan to 
spend more money on network 

TV this year than last year. 
Carat’s Verklin told ANA atten¬ 

dees last week that current eco¬ 
nomic conditions have forced a 
“retreat to television. Times are 
tough, and clients worry about 
moving product tomorrow. Tele¬ 
vision is best at that." ■ 

Come hear the latest buzz on America’s Multicultural Youth, the driving force behind New 
Media! Cable and broadband executives will discuss plans and strategies for programming, 
new product development, marketing and branding for America’s Latino, African-American 
and Asian youth, and all attendees of this half-day breakfast research Forum will receive 
cutting-edge data and analysis on this dynamic, young, and hip market from Horowitz 
Associates, the nation’s leader in consumer cable and broadband research. 

Horowitz Associates, Inc. 
3rd Annual Forum 

state of cable and broadband 
America's Multicultural Youth: 

The Next Generation | 

3rd Annual Horowitz Associates, Inc. Forum on State of Cable and Broadband 

America's Multicultural Youth: 
The Next Generation 

Latinos 
Digital and Interactive 

Asians 
Programming and Content 

African Americans 
Premium Services 

Urban Markets 
Broadband 

Half-Day Breakfast Research Forum 

May 1, 2003 7am-12 noon 
at the New York Marriott Marquis 

k Keynote Speaker: 

David Zaslav 
President 
NBC Cable 

Speakers Include: 

Richard T. Roberts 
President, 
Urban Investment Group 
Goldman, Sachs & Co. 

Artie Bulgrin 
SVP, Research & 
Sales Development 
ESPN 

Scott Tenney 
Vice President, 
National Marketing 
Core Video Products 
Comcast Cable Communications 

Lee Chaffin 
SVP, Affiliate Sales & Marketing 
BET Metworks 

Jim Honiotes 
VP. Marketing and 
Communications 
International Channel Networks 

Andrew Tow 
Chairman and CEO 
Atom Films / Global Media 
Holdings, LLC 

Howard Horowitz 
President 
Horowitz Associates, Inc. 

Adriana Waterston 
Director of Marketing 
Horowitz Associates, Inc. 

Co-Moderators: 

David Intrator 
President, Intramedia 

Alisse Waterston 
President, 
Surveys Unlimited 
division of Horowitz Associates 

SEATING IS LIMITED- REGISTER NOW!! Early Bird Registration: $449.00 
(Through March 24) Regular Registration $495.00 

Special Discount for NAMIC, AMA, and RTRC Members. 

To register, contact Adriana at 914-834-5999 

email: adrianaw@horowitzassociates.com 

Other events on May 1 : 

The Multichannel News Wonder Women 2003 Luncheon 

and 7th Annual Cable Positive Benefit Dinner 

Brought to you by: 

esfh 
Lead Sponsor 

Lead Sponsor 

<UNBC Cable Networks 

TT mun2 
Lead Sponsor 

I INTERNATIONAL CHANNEL 
NETWORKS 

Lead Sponsor 

MSO Sponsor 

O E M B E R M E DIA 

Media Sponsor 

Multichannel 
Media Sponsor 

BROAOCASTING*CABLE 

Media Sponsor 

Study Sponsor 

Schramm Sports 
and Entertainment 

Media Partner 

Cable Positive 
Media Partner 

WICT 
Media Partner 

Presented by: 

HOROWITZ 
ASSOCIATES, INC. 

The Leading Source tor 
Consumer Research and 
Analysis in Cable, Broadband 
and New Media 
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The Long Arm of the Media 
W

e were struck by the parade of law-enforcement of¬ 
ficials publicly patting themselves on the back last 
week for the safe return of Elizabeth Smart, partic¬ 

ularly since, as with the capture of the Washington, D.C., 
sniper suspects, it seemed to have as much or more to do 
with a combination of media and citizen power. 

According to reports, Smart was discovered after her fam¬ 
ily and the news media began publishing sketches of drifter 
Brian David Mitchell. A couple who had seen the sketches on 
local TV and Fox’s America’s Most Wanted identified Mitchell, 
confronted him, called police and basically said: Come get 
him. You will recall that, in the sniper case, the police had ac¬ 
tually tried to keep the media from learning of the license 
number that led to the capture, which occurred only after the 
information was leaked and broadcast. Citizens spotted the 
car and effectively said to police: Come get them. 

Then there was the tragic Polly Klaas incident a decade 
ago. ABC’s Sam Donaldson, who interviewed law-enforce¬ 
ment officers in that abduction/murder case, reminded his 
radio audience last week that police had actually stopped the 
suspect (later convicted of Klaas’s killing) while the child may 
still have been alive. They let him go because he had no out¬ 
standing warrants and because the officers did not know a 
child had been kidnapped. Why? Police told Donaldson at the 
time that they did want the media to hear about it. 

A lot, said Donaldson, has changed since then, although 
we would argue not enough in terms of giving the media 

more information. One thing that needs to happen, and fast, 
is passage of the bill funding a federal AMBER Alert system. 
The program immediately alerts the news media in the case 
of a missing-child report. NAB and child advocates have been 
pushing for the legislation, which passed the Senate but got 
stuck in the House. With Elizabeth Smart’s father begging for 
passage last week and suggesting that there would be blood 
on the hands of those who put legislative maneuvering be¬ 
fore the lives of children, the bill appeared to be speeding to¬ 
ward passage. We hope so. To borrow an observation from 
one of Donaldson’s callers last week, if legislators can move 
swiftly to change the name of the french fries in the congres¬ 
sional cafeteria, they ought to be able to get off their derri¬ 
eres (pardon us, “freedom fannies”) to save some lives. 

Safety First 
We join with RTNDA, SPJ and others in calling for changes to 
the Homeland Security Act, specifically knocking out the 
FOIA restrictions and whistleblower penalties that are over-
protective of government secrecy in the name of national— 
in this case, homeland—security. We’re all for having the gov¬ 
ernment watch out for our safety, but, speaking as both 
citizen and journalist, we would feel a lot more secure know¬ 
ing that the press was free to uncover information that itself 
might be of benefit to the nation’s health and safety. 

AIRTIME 
GUEST COMMENTARY 

FCC Review: Déjà Vu All Over Again 
Af unny thing happened on the way to the 

FCC’s review of its media-ownership rules: 
The proceeding morphed into a debate over 

so-called trash TV and the "family-viewing hour.” 
Not that there is anything particularly unusual 

about the bureaucratic impulse to make pro¬ 
nouncements about programming. Scratch just 
about every' other FCC commissioner and you’ll 
find a TV critic dying to get out. One of the tradi¬ 
tional perks of federal service is the ability to casti¬ 
gate the state of television in general and to lam¬ 
baste particular shows when the mood arises, even 
though the government’s power to regulate televi¬ 
sion programming directly is rather limited. 

Commissioners like to refer to their position as 
the “bully pulpit,” although not in the spirit in 
which Teddy Roosevelt meant it when he coined 
the expression. T.R. described the presidency as a 
“bully pulpit" in that it was a “splendid” platform 
from which to persuade the populace. But, when 
FCC commissioners speak of the “bully pulpit,” 
they intend the more modem and literal meanings 
of both words: that they view their office as a li¬ 
cense to threaten broadcast networks with further 
regulation and to moralize about programming. 

While this tendency is nothing new, it is inter¬ 
esting that the FCC’s study of media ownership has become a 
potential vehicle for reforming programming content. Some 
commissioners are urging the industry to devote the first hour 
of prime time to “programs that parents and children can en¬ 
joy together.” They also have challenged cable operators and 
satellite services to create a "family-friendly” programming tier. 

The claim is that media concentration has spawned a “race 

to the bottom” and that TV viewers need the gov¬ 
ernment’s assistance to find acceptable program¬ 
ming. In this regard, the problem is not media 
concentration; it is too much choice and how to 
channel it in the right direction. While no one is 
yet proposing rules to require such channeling, 
demands that media companies consider such 
measures “voluntarily” during a high-stakes rule¬ 
making proceeding leave little to the imagination. 

In the mid 1970s, broadcasters adopted a "fam¬ 
ily-viewing policy” as a result of "suggestions” 
from Congress and the FCC. The FCC’s proposal 
was adopted by the networks and enforced 
through the National Association of Broadcasters’ 
Code, but a U.S. District Court invalidated the pol¬ 
icy as a violation of the First Amendment. 

The Court of Appeals reversed the lower court’s 
decision on the theory that the challenge to the 
family-viewing policy should have been present¬ 
ed first to the FCC, not to the court. But it agreed 
that the use of informal techniques by the FCC to 
control television programming "presents serious 
issues” involving due process, the First Amend¬ 
ment and the Communications Act. 

If the FCC’s current review of ownership rules is 
exploited as an opportunity to extract program¬ 

ming concessions, the agency may get an answer to the ques¬ 
tion the courts left open. And this time, the courts are likely to 
be far less lenient. 

Corn-Revere is a partner at the Washington office of Davis 
Wright Tremaine. He served as chief counsel to former FCC 
Chairman James H. Quello. 

The FCC's study 
of media 
ownership has 
become a 
potential vehicle 
for reforming 
programming 
content. 

Robert Corn-
Revere 
Davis Wright 
Tremaine 

“Unscripted shows are the networks' realization 
that they don’t need to gamble on talent or new 
ideas to create ratings-rich sensations, that it's a 
lot harder to find and pay writers and actors 
than it is to grab cheap labor from among the 
thousands of beautiful people living near Sunset 
Boulevard longing for their shot at fame on 
shows such as The Bachelor, The Bachelorette, 
Are You Hot?anti Joe Millionaire." 

Matthew Gilbert. 
The Boston Globe 

“[Jennifer] Garner has impersonated a torch 
singer in Paris, a cocktail waitress in Las 
Vegas and a New York punk princess. Each 
time she appears on screen in another alias, it 
seems the thrills and suspense of the script 
screeches to a halt for a brief ‘oh-my-
goodness' fashion moment. 

“For her first wardrobe fitting last season, 
the show’s fashion designer, Laura Goldsmith, 
had Garner meet her at a store in L.A. called 
Syren. Syren specializes in rubber.” 

Vicki Vasilopoulos. 
New York Post, on Alias's sexy image. 

“At this point in the reality cycle, viewers are 
wise to the inevitable real-life breakups after the 
televised happy endings. The only true happy 
ending so far is an appropriately commercial 
one: Evan and Trista are shilling for KFC.” 

Joanne Ostrow. 
Denver Post 

“How I feel about his political and sociological 
opinions doesn’t matter. How I found his live tele¬ 
vision show does. Liberal, conservative—no 
matter your paradigm, I think we can agree on 
one thing: Dullsville is dullsville." 

Melanie McFarland 
Seattle Post-Intelligencer, on MSNBC's 

The Savage Nation March 8 debut. 

“If there need be safe, non-threatening fare, let 
it be My Big Fat Greek Life, to be followed by 
My Big Fat Greek Kids, My Big Fat Greek Mid-
Life Crisis and My Big Fat Greek Heart Attack." 

Neal Justin. 
the Minneapolis-St Paul Star Tribune, on 

CBS's My Big Fat Greek Life. 

“Watching Clinton in this new capacity raises the 
question of whether it is a seemly thing for an 
immediate past president to do—after, of course, 
you get past the question of what exactly would 
be considered unseemly for Clinton at this point.” 

Steve Johnson. 
Chicago Tribune, on 60 Minutes’ “Clinton vs. 

Dole” segment. 

“[James] Gandolfini’s agents believe they’re 
holding a gun to HBO’s head to get them to 
pay this massive salary increase, but it’s really 
a water pistol—and doesn’t even have any 
water in it.” 
HBO lawyer Bert Fields on HBO's fight 

with Sopranos star James Gandolfini. 

WE LIKE LETTERS 
If you have comments on anything that appears on 
these pages and would like to share them with other 
readers, send them to Harry A. Jessell, editor in 
chief, (e-mail: hjessell@reedbusiness.com or fax: 
646-746-7028 or mail to: Broadcasting & Cable, 
360 Park Avenue South, New York. NY 10010). 



K3 

Courts May Nix FCC Fix 
Either Powell miscalculated, or his opponents have 

HARRY A. JESSELL 
EDITOR IN CHIEF 

FCC Chairman Michael Powell 
had a plan. A cadre of bright 
FCC lawyers and economists 

would study the media marketplace 
and then scientifically calculate re¬ 
laxed media-ownership rules that 
would ensure that new ideas would 
flourish and the American Republic 
would thrive for years to come. Based 
on the indisputable logic of the staff 
findings, the new rules would with¬ 
stand any court challenge. 

It was a good plan. If the FCC exist¬ 
ed in a galaxy far, far away that was free 
of human avarice, pettiness and pow¬ 
er grabbing—that is, politics—it might 
have worked. As it is, here we sit on St. 
Patrick’s Day, and the FCC ownership 
proceeding is headed for a good old-
fashioned political fix on the eighth 
floor of the Portals. If it weren’t, Dis¬ 
ney’s Preston Padden and Alex Wallau 
and Viacom’s Leslie Moonves would 
not have been running around Wash¬ 
ington last week putting the squeeze 
on some of the fixers. 

This is not necessarily a bad thing. 
I’ve always seen the FCC's job as a 
kind of referee, weighing into the fray 
of warring industry sectors when nec¬ 
essary and ultimately leading them to 
a resolution. 

The reality check came two weeks 
ago when FCC Media Bureau Chief 
Ken Feree acknowledged that the staff 
would make no recommendation to 
the five commissioners on the key 35% 
TV station cap. In other words, the staff 
would simply send to the eighth floor 
all the stuff it collected and leave it to 
the commissioners and their staffs to 
sort it out. 

Oh, the agency staff is not done. Af¬ 
ter the commissioners cook up the 
new cap, they will send it back to the 
lawyers and economists for some re¬ 
verse engineering. The staff will pick 
apart the cap and then start attaching 
words and numbers in a valiant at¬ 
tempt to justify them to the public and 
the courts. It’s a tricky business and 
seldom works (see fin-syn, 1993). 

For the scientific method to have 
had any chance, the five FCC commis¬ 
sioners would have to be philosophical 
clones. This is hardly the case. 

The law requires two of the five 
commissioners to be of a party not in 
the White House. In years past, a Re¬ 
publican administration would find 

Democrats in name only. For what¬ 
ever reason, the Bush Administration 
allowed unfriendly congressional 
Democrats to pick two of the five 
commissioners, Michael Copps and 
Ken Adelstein. 

Copps, in particular, has been a real 
drag on Powell’s effort to deregulate 
the media. He has been playing poli¬ 
tics on the ownership proceeding 
from the start, rallying so-called pub¬ 
lic-interest advocates and doing what¬ 
ever he can to slow the proceeding. 
He’s not against loosening the caps, 
mind you; he just doesn’t want to rush 
to judgment. Yeah, right. Fact is, he 

The lobbying at the FCC and on 
Capitol Hill will become increasingly 
intense. If Powell sticks to his June 
deadline for action, the commission¬ 
ers and their personal staffs will begin 
working out a new set of ownership 
rules sometime in May. To relax one 
rule—newspaper/broadcast crossown¬ 
ership, say—Powell may have to agree 
to keep another in place—tire 35% sta¬ 
tion cap, say. That fin-syn II rule also 
could creep into the dealmaking as a 
hedge against broadcast-network 
power. 

So, in the end, the FCC stitches to¬ 
gether a Frankenstein monster, gives 

The FCC ownership proceeding is headed lor a good 
old-fashioned political fix on the eighth floor of the Portals. 

would impose a one-person, one-sta¬ 
tion rule if it could dictate the result. 

Republican Kevin Martin, a vote 
Powell should be able to count on, is 
also complicating the picture by 
showing an independent streak. In a 
high-profile telephone proceeding, 
Martin sided with Adelstein and 
Copps and put Powell on the short 
end of a 3-2 vote. Now, Martin may 
simply be a courageous man who 
acts without any thought about his 
future in Washington, but rest assured 
he did not embarrass Powell without 
political cover, probably from the 
White House, where he used to work. 

So what’s going to happen next? 

it life during a meeting this spring 
and releases it upon an unsuspecting 
public. But, like a mob of villagers up¬ 
set by what run-amok monsters 
might do to property values, three 
judges of the U.S. Court of Appeals in 
Washington will strike the monster 
dead and give the FCC no chance to 
revive it. Suddenly, the business is free 
of ownership restrictions. 
Hey, maybe Powell does have a 

workable plan, just not the one we 
thought. ■ 

Jessell may be reached at 
hjessell@reedbusiness.com 
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New Turner Order Creates Three Divisions 
Continued from page I 
& Order and blockbuster theatri¬ 
cals. That has all worked well—TNT 
is currently the No. 1-rated cable 
network—but original series are 
prized for their branding and buzz. 

Lazarus’s emergence as the top 
network executive was the most 
significant change in Kent’s new 
TBS structure. He had been pres¬ 
ident of Turner Sports and over¬ 
sees Turner Entertainment Sales. 

SIEGEL GONE 
In the new post, Lazarus is es¬ 
sentially taking on some of the 
duties of Brad Siegel, president 
of Turner Entertainment Net¬ 
works, who is leaving the com¬ 
pany. Siegel decided to leave af¬ 
ter Kent got the top TBS post in 
mid February. "I want to com¬ 
pete against someone, go at it in 
ratings,” Siegel said. “I like to be 
on the lines, not manage the 
people that manage the people.” 

Siegel said he plans to take 
time off before pursuing new 
opportunities, most likely in 
television. 

Kent and Siegel are old friends 
who started at Turner within 
weeks of each other 10 years ago. 
Kent said he understands 
Siegel’s decision. "I did it; I get 
it,” he said, referring to his own 
Turner hiatus. 

Kent left Turner in September 
2001 after CNN chief Walter 
Isaacson was tapped to be chair¬ 
man of CNN News Group, a job 
Kent had wanted. He agreed to 
return after Kellner let it be 
known that he wanted to return 
to the West Coast. Kellner con¬ 
tinues to run The WB broadcast 
network, which like TBS is 
owned by AOL Time Warner. 

THREE-PRONGED TBS 
Kent reorganized TBS into three 
divisions: entertainment, news 
and kids. Previously, ad sales re¬ 
ported to Kellner, and network 
heads were charged only with 
programming and marketing. 
Each division, Kent said, “will 
have a single leader responsible 
for the revenue side of business 
and the cost side, including the 
marketing and programming.” 

Entertainment chief Lazarus 
has had a good run at Turner. In 
last spring’s upfront market—his 
first as Turner’s ad sales chief—he 
resisted cutting spot prices when 
other general entertainment nets, 
namely USA Network and Life¬ 
time, slashed rates up to 10%, ac¬ 
cording to analyst estimates. 

Last year, he led Turner’s efforts 
to renew National Basketball As¬ 
sociation rights. Turner’s new $2.2 
billion package (shared with ABC 
and ESPN, which are paying $2.4 
billion) is sweetened with new ex¬ 

tras like the All-Star Game, more 
playoff games and exclusive 
Thursday-night telecasts. 

Now Lazarus’s purview expands 
even wider. Turner Entertain¬ 
ment’s “programming decisions, 
sports decisions, ad sales deci¬ 
sions will be vetted collaborative¬ 
ly,” he said. “In the past, we made 
those decisions in a vacuum.” 

David Levy, co-president of 
TBS International, is returning 
stateside to be president of en¬ 
tertainment sales and Turner 
sports, Lazarus’s former charges. 

Levy has been with the com¬ 
pany since 1986. He helped 
build Turner Sports’ ad sales unit 
before transitioning to interna¬ 
tional sales. After climbing Turn¬ 
er's international sales ranks, he 
became co-president of TBS In¬ 
ternational in 2000, a job he 
shared with Andrew Bird, now 
the sole president. 

BUSIEST TIME OF YEAR 
After spending about 30 weeks a 
year crisscrossing the globe for TBS 
International, Levy will now split 
time between Atlanta and New 
York, where his family lives. He says 
he is energized by his arrival at a 
busy time of year for ad sales and 
sports. “With the upfronts coming 
up, that should take up the major¬ 
ity of my time,” he said. “Plus, we’ll 
have the NBA playoffs and baseball 
season starting.” 

Jim Walton is the news chief as 
president of the CNN News 
Group, a post he acquired in Jan¬ 
uary after Isaacson called it 
quits. CNN’s domestic ad sales 
chief, Larry Goodman, will add 

Even without original series, TNT has managed to rise Io the top of the cable ratings chart with off-network shows and original 

movies like Door to Door, which stars William H. Macy and Kyra Sedgwick. 

international ad sales to his 
watch and report to Walton. 

Kent has not yet appointed an 
executive to run the kids divi¬ 
sion, which includes Cartoon 
Network, Boomerang and Kids 
WB. It is possible that Jim Sam¬ 
ples, general manager of Car¬ 
toon Network, could get the nod. 
He once worked for Kent in the 
international division. 

Turner’s affiliate sales opera¬ 

tion, headed by President An¬ 
drew Heller, remains unchanged. 

Kent has a history of trying to 
simplify Turner operations. 
When he was chief of Turner 
Broadcasting’s international op¬ 
erations in the late ’90s, Kent set 
out to regionalize CNN interna¬ 
tional and Turner’s entertain¬ 
ment offerings and put ad sales 
under respective entertainment 
services. As president and COO 

of CNN, he was tasked with 
shoring up the news net’s opera¬ 
tional expenses; part of that 
meant shaving 400 jobs. 

The latest reorganization “will 
create three independent busi¬ 
nesses supported by very strong 
people,” said Kent. It’s like run¬ 
ning a family business: “You pick 
the right people and create an 
operating system that matches 
their strengths.” ■ 

Ancier's Leaving Atlanta, though Not Turner 
When the executive dust settles at Turner 

Broadcasting, programming whiz Garth An-
cier will—basically—keep doing his job. 

Despite Phil Kent’s arrival as Turner’s new 
CEO and his subsequent reorganization of 
Turner’s ranks, Ancier says he's staying put even 
though he’s part of the old guard. 

Ancier followed Jamie Kellner, his old WB 
boss and former TBS chairman, to Turner in 

2000. After Kellner bowed 
I close-up I out of Turner last month, 

speculation swirled that 
Ancier would be leaving Atlanta as well. 

Well, he is, literally. But not figuratively. 
“The issue was not Jamie or Phil,” Ancier 

said last week. “The issue was, for someone who 
had spent a lot of their life in New York or Los 
Angeles, I was not having good time in Atlanta. 
Phil understands that.” 

So Ancier is staying on as executive vice 
president of programming for Turner, but he will 
spend most of his days in Los Angeles. From 
there, he'll continue to work on programming for 
CNN, Turner entertainment nets and The WB, his 
job largely unchanged. 

“Garth will continue to work closely with me, 
Mark [Lazarus] and the GMs of the networks," 
Kent said, “and I feel very good about that.” 

Ancrer has served largely as a consultant for 
the various networks. For example, he advises 
CNN on promotions and helped finesse talent 
like Paula Zahn and Connie Chung. At The WB, 
he's currently casting pilots. Even though The 

WB is now under the Warner Bros, division of 
AOL Time Warner—and Jamie Kellner’s sole 
charge—Ancier will be able to continue his 
work there. 

He says he’ll get more involved in original¬ 
series development for Turner. Kent is advocating 
developing scripted shows that would help dif¬ 
ferentiate TNT, akin to USA Network's success 
with Monk and FX’s with The Shield Ancier will 
also continue to advise TNT and TBS on off-net 
acquisitions and original movies. 

Holding on to the boyish, highly regarded 
programmer is a coup for Turner and Kent. An¬ 
cier had successful runs programming Fox and 
The WB, where he developed such hits as Buffy 
the Vampire Slayer, Felicity and Dawson’s Creek. 
Although an 18-month stint at NBC didn’t go as 
well, he is still considered a whiz. He also started 
up syndicated talk show Ricki Lake. 

He has had a lower profile at Turner, where he 
still has a multi-year contract. With Turner Enter¬ 
tainment President Brad Siegel departing, 
though, Ancier's expertise may now be particu¬ 
larly in demand. (Ancier says their jobs did not 
overlap much before.)—Allison Romano 
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STATS On election night. EM’S Stats 
automatically ingests results from your AP 

wire feed, making them immediately available 
to all desktops, CGs and the Web. Completely 
automates the display of the latest vote results. 

SNAPfeed moves video from 
anywhere on deadline with the best possible 

quality. Integrates with laptop NLEs and 
ENPS for simplified workflow. from assign¬ 

ment through ingest production, play-out 

and archive. 

ENPS is a family of news production 
tools which enable you to revolutionize work¬ 

flow. Used by tens of thousands of journalists 

in almost 500 newsrooms in 41 countries, 

ENPS gives you complete control over your 

news product from a single desktop. Handle 
wires, write scripts, edit video, create rundowns, 
search archives and more, all from one simple 

interface. 

PUBLISHING Through the 
standard ENPS interface, output text and 

media content to the Web. PDAs, phones 

and other devices. 

COMBINE these technologies with AP 
text, audio, video, photos, graphics and more 

for the best on-air and online product your 

station can have. 

Visit us in Las Vegas! 
RTNDA Booth RT3O4 
NAB Booth SU6271 

It's all about 
control. 
ENPS.com 

If You Had 
One Chance 
To Build 
The Perfect 
Newsroom, 
Where Would 
You Start? 
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Come see the latest ideas in non-linear news systems 
from the world leader in digital news gathering. 

NAB, Las Vegas Convention Center, April 7-10, booth C904. 
ideas for life 




