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CBS will present a:controversial Hitler miniseries May 18 and 20.

Gall "Em the May ‘Squeaks’

BY PAIGE ALBINIAK

eading into the home
stretch, the race to claim
victory in the key adults

18-49 demographic is much
tighter this year than last,

Get With the

By BiLL MCCONNELL

he threat of license revoca-
Ttions appears to be keeping
the DTV transition on track.
Of the 71 laggard TV stations that
failed to justify missing last year's
May deadline for building their
digital stations, FCC officials say,
55 have made it on the air, and
the others have adequately ex-
plained their tardiness.
The earnest efforts are wise,

when NBC dominated the
season with strong scripted
programming and the 2002
Winter Olympics.
Entering May sweeps, Fox
is closing in on NBC, with a
4.2 rating/11 share season-to-
Continued on page 39

DTV Program

given that the FCC last week re-
confirmed plans to strip DTV li-
censes from stations that fail to
construct digital facilities.
Despite the tough policy, no
stations face imminent threat of
revocation, and the commission
appears generally pleased with
the pace of DTV rollouts. “Al-
though we find that overall DTV
construction is centinuing at an
acceptable rate,” the FCC said,
“we must be prepared to deal
Continued on page 42
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NBG: THE FUTURE [5 NG

Network, affils discuss
ways of exploiting
DTV, Internet

By STEVE MCCLELLAN

BC and affiliates, working
through a “futures com-
mittee” formed a year
ago, have a list of ideas
that they hope to turn
into new revenue streams.

High up on the list is a plan for
affiliates to broadcast NBC's
Spanish-language network Tele-
mundo and Pax TV over their now
underutilized digital stations.
NBC owns one-third of Pax.

The network and its affiliates
still have their differences, but
they set them aside last week in
New York as they met behind
closed doors to sort out how best

r
| TVB 2003

HEALTHY
Ci!l!)\ﬂl][liwmﬁ

44%

| TVB President Chris Rohrs says |

| attendance at the association’s

| conference last week reached

1,097, up from 760 last year
COVERAGE STARTS PAGE 17

they can work together to fully
utilize their digital spectrum and
better exploit the Internet.

NBC stations head Jay Ireland
also laid out the owned stations’
“centralcasting” strategy and how
affiliates might avail themselves
of it. Centralcasting involves con-

Q A EGE
DirecTV's Boss
Already Sounds

Like A Murdoch
Executive

PG. 42

‘Cable operators
“just had the
worst year in their
history. ... I'd be
talking ahout
bundling, too.’

Going Forward
Together

Broadcasting Pax TV over

DTV stations

Offering classified ads via
the Weh

Streaming NBC
programming via the Web
Jointly operating an
Dilympics Web site

trolling several stations or parts of
stations from a central remote
hub. NBC has been among those
pioneering the technology.

Some of the new business op-
portunities make certain as-
sumptions, such as an FCC rule

Continued on page 42
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Gollateral TV Damage Less Than Expected

Tribune posts 1Q
increases, while
Gannett, Scripps,
NYT report losses

By JounN M. HIGGINS

V stations are exhibiting some
Tl)altle scars from the Iraq war’s

disruption of advertising, but
the damage is not as severe as some
had feared.

Among TV-station groups posting
financials for their first quarters, Tri-
bune Co. and Emmis Broadcasting’s
results were strong, even startlingly so,
Gannett and New York Times posted
sharp declines in operating cash flow,
and E.W. Scripps showed a smaller dip.

“Things were not as bad as people
expected they would be in the first
quarter, and we're still looking for
some conviction on the second
quarter,” said Bear Stearns TV and
radio analyst Victor Miller. “We'll
start seeing that this week.

“Groups with heavier Fox, UPN
and WB affiliations,” he added, “are
showing much less disturbance from
the war because they carry less news
and had fewer interruptions.”

National advertisers started slowing
spending on TV stations in February.
Then, after the U.S. launched its at-
tack on Baghdad March 19, networks
pre-empted many local avails, and
advertisers pulled out of news pro-
gramming.

At Gannett, broadcasting revenue
was down about $9 million, or 5.4%,
and cash flow dropped 11%. Part of
the problem was the absence of
Winter Olympics revenues that en-
riched the group’s 13 NBC affiliates
last year. But both revenues and
profits were crunched by the war.

BROADCASTING-GABLE

Mixed Broadcast Resuits

First Quarter®

mos, fueling Tribune’s local stations
as well. The acquisition of Acme
Communications stations in St.
Louis and Portland, Ore., accounted

2003 | CHNG. for just two points of Tribune's 12.9%
ol . | e revenue gain during the quarter.
EaETE $289.3 | 12.9% “We're seeing a share increase in
2l $1039 = 23.0% most of our markets,” said Tribune
EMMIS CEO Dennis FitzSimons. “We still
Revenue $52.3 | 10.9% have seen automotive very healthy.
Cash flow $382 | 10.8% The movie category has been very
GANNETT strong for us. Agzlin.‘this is where the
Fr— $158.2 5.4% young demos benefit us. And the re-
- $705 | -11.0% tail category has been good, also. We
have seen a decrease in direct-re-
NY TIMES sponse, and the tourism category, as
Revenue $322 | 06% you might imagine, has been soft.”
Cash flow L §72  -133% Emmis Broadcasting last week
SCRIPPS posted 11% gains in TV sales and
Revenue $70.1 7.0% cash flow—for its fourth fiscal quar-
Cash flow $15.6 -2 5% ter that ended Feb. 28, two weeks

*Results are for the first quarter ended
March 31, except Emmis, whose re-
sults are for its fiscal fourth quarter
ended Feb. 28.

SOURCE: Company reports

‘Groups with heavier Fox, UPN
and WB affiliations are show-
ing much less disturbance
from the war because they
carry less news and had
fewer interruptions.’

Victor MILLER, Bear Stearns

The stations “had some additional
cost for war news coverage,” said
CEO Doug McCorkindale. “They lost
the advertising where they were
blanked out on most of the war.”
Tribune is benefiting because its
station portfolio is loaded with WB
affiliates. The WB, which is partly
owned by Tribune, has posted strong
gains in valuable young-adult de-

before the start of the war. No mat-
ter, said CEO Jeff Smulyan. “We're
clearly pacing above our peers. |
think, in March, we're the only TV
company with positive numbers,
maybe one of the only radio compa-
nies with positive numbers.”

What's especially surprising is that
results are strong even though, this
year, Emmis’s Fox stations didn’t
have the Super Bowl they had last
year and its NBC stations didn’t have
the Winter Olympics.

Scripps’s problems were rising ex-
penses. TV-station revenues in-
creased 7% to $70.2 million. But op-
erating cash flow fell 2% because of
the cost of covering the war, includ-
ing setting up a TV bureau in the
Washington offices of the Scripps
Howard News Service.

New York Times station revenue
went flat for the quarter, coming in
at $32.2 million. But profits dropped
13% to $7.2 million because of high-
er payroll costs, partly due to an
overhaul of CBS affiliate WREG-TV
Memphis, Tenn. m
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Blacks’, Whites’ Viewing Habits Mesh

New York—Initiative Media’s latest annual
“African-American Television Viewing Study” found
that black and white viewers last fall had “the most
common viewing ground in at least 10 years.”

Nine of the 20 top-rated programs are favorites
among both black and white households, vs. only
seven last year, according to the media-buying firm.

Ad spending in targeted African-American fare
in fourth quarter '02 was “at its highest level in
five years”—at $168.4 million in total ad spend-
ing, including $84.1 million in broadcast-network
TV and $54.6 million in cable’s BET.

Initiative Media said, in the fourth quarter,
black households watched Lifetime more than
runners-up ESPN and BET.

African-American homes account for 12% of
U.S. TV households but, IM noted, those viewers
watch far more than the general population (76.8
hours weekly, the highest level in eight years).

CBS placed five shows among the top 20 (led by
CSl: Crime Scene Investigation); ABC, Fox and
UPN four apiece; and NBC three. ABC’s top show
was My Wife & Kids, Fox’s Cedric the Entertainer
Presents (the overall black favorite), UPN’s One
on One and NBC’s Law & Order.

A&E Nahs CSI: Miami 01f-Net Rights

New York—A&E has secured cable rights to
forensic drama CS/: Miami from King World Pro-
ductions, which is distributing the CBS
Productions, Bruckheimer Television and Alliance
Atlantis drama. A&E will pay up to $1 million per
episode for off-net rights to strip CS/: Miami be-
ginning in fall 2006. A&E also gets rights to
replay the early seasons beginning this fall, for
about $100,000 to $150,000. These episodes
must air out of prime time.

Fox & Friends Stays on a Roll

New York—For the second straight week, Fox
News Channel’s morning show Fox & Friends
notched higher viewership than CBS News’ Early
Show. For the week of April 7-11, Fox & Friends at-
tracted 2.86 million viewers vs. Early Show’s 2.77
million. NBC’s Today show had the largest audience,
with an average 6.55 million viewers; on ABC, Good
Morning America registered 4.84 million.
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PHOTO DOUG GOODMAN

Embeds Return, Laden With Stories

CBS journalists find
the experience in Iraq
arduous but rewarding

By ALLISON ROMANO

n dusty work boots and a khaki
camping jacket, CBS News' Mark
Strassman was still outfitted for the
desert. But, after more than a month
in Kuwait and Iraq with the Army’s
101st Airborne Division, the tanned cor-
respondent was back at CBS News head-
quarters in Manhattan last week.
“It was a long exercise in deprivation,”
he said. “[ The military] has stories worth

telling, and we had
stories we want to tell.”
As the military ac-
tion has cooled off in Iraq over the past 10
days, the media’s “embeds” have been
parting ways with the military units to
which they were assigned. Some began
moving freely through the war zone, going
where they could find the best stories.
Others, including Strassman and fellow
CBS reporters Jim Axelrod and Byron Pitts,
were among the first to return stateside.

Like other embeds, they provided ex-
traordinary frontline coverage and slice-of-
life features. Strassman was at Camp Penn-
sylvania in Kuwait when a U.S. soldier
allegedly lobbed grenades into officers’
tents. During a firefight, a Marine hovered
over Pitts, trying to shield him from in-
coming rounds. “It was dangerous to think
too much about the future,” said Pitts.

Last week, the trio hailed the embed-
ding experiment as arduous but reward-
ing. “To get this back-stage pass, | felt like
I walked into a John Clancy novel,”
Strassman said.

They said thoughts of their families
weighed heavily, particularly after the
death of their colleague, NBC News corre-
spondent David Bloom on April 5. When
Pitts and his Marine unit were in the mid-
dle of a Baghdad firefight, his wife Lynn, a
CBS producer, was in the control room.
Strassman’s wife, Linda Stouffer, a CNN

Tribune’s Dennis FitzSimons (c) flanked by B&C's Lawrence Oliver (1) and Paul Audino.

SAuD
ARAB A

SAULCI ARAH

€8S News correspondents Jim Axelrod (1), Byron Pitts (c) and Mark Strassman share war stories.

Headline News anchor, heard about the
fragging incident at Camp Pennsylvania—
and that her husband was there—on the
set. Both women are pregnant.

Yet these CBS reporters relished being
so close to the action. They sat in on mili-
tary planning meetings. They slept and ate
alongside the soldiers. When the story
moved, they were with it.

Although CBS broadcast

million viewers, up 16%, and ABC was up
5% with 9.7 million.

CBS's The Early Show was actually beat
in viewership for the first week in April by
Fox News Channel’s campy morning show
Fox & Friends. Red-hot cable news nets,
led by Fox News, have certainly drained
away some broadcast viewers. CBS may
have been hit particularly
hard, contends news analyst

less war coverage than the I feit "k_e I Andrew Tyndall: “CBS has his-
other major TV news organi- 'Walked intc a torically been strongest in
zations, it had a full comple-  John Clancy small markets. And [its ratings
ment of reporters, including novel.’ weakness] could be because

10 embeds, in the Persian

Fox News’ strength is greatest

Gulf. Correspondent Lara Lo-
gan, pulled from Baghdad just
before the shooting, returned
there ahead of other U.S. TV reporters. 60
Minutes I correspondent Scott Pelley trav-
eled as a so-called unilateral, unattached
to any military unit, adding another di-
mension to coverage.

Yet it was not enough to push up CBS's
ratings. The CBS Evening News still trails
the evening newscasts of its NBC and ABC
competition. For the week of April 7 (the
most recent ratings at press time), Evening
News drew 8 million viewers, up 1% from
a year ago. NBC, though, grabbed 10.8

MARK STRASSMAN,
CBS News

in the heartland.”

Even when Fox draws 4
million viewers in prime, its
audience is still half that of Evening News.

Axelrod, who traveled with the Ist
brigade of the Army’s 3rd Infantry, said
the limits on war coverage at CBS were an
advantage. CBS journalists, he said, had
more time to put together their stories
each day, rather than constantly feeding
a 24-hour cable news machine with live
reporting and updates. “iIt’s like being at a
hurricane,” he said. “If you're always talk-
ing about the storm, you don't get to talk
to the people who have been affected.” m

BROADCASTER OF THE YEAR

Beware the MSO, FitzSimons Waras

Tribune Chairman and CEO Dennis FitzSimons last week
warned his fellow TV-station owners and managers that
“consolidated” cable companies are cut to grab a big
kunk of their local business.

Acknowledging his being named Broadcaster of the Year
by BroaocasTing & CasLe at the TVB conference last Tuesday,
FitzSimons said that No. 1 MS0 Comcast and others are
telling investors that they are taking aim at the local ad
market. “Make no mistake, the operators that are left after
this most recent round of consolidation are good.”

The “larger players are determined to emulate what
good local broadcasters do ...
strong local awareness through local programming com-
munity service.”

To ward off the new rivals, he said, broadcasters
“have to raise our game” and adapt. —Harry A. Jessell

and that is to develop a
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CLOSE WEEK YTD
Dow Jones 825761 04% -1.0%
Nasdag 1394.72  21%  44%
The B&C 10
CLOSE WEEK YTD
AOL Time Warner $12.48 -13% -4.7%
Clear Channel $38.35 35% 2.8%
Comcast Corp. $28.44 01% 25.9%
Cox Comm. $31.36 12% 10.4%
Disney $17.99 37% 10.3%
EchoStar $28.20 -02% 26.7%
Fox Ent. $22.96 1.6% -11.5%
Hearst-Argyle $2186 2.8% -9.3%
Tribune $48.00 25% 5.6%
Viacom $39.92 -14% -9.8%
GOOD WEEK

Entravision $6.49 13.5% -35.0%
TiVo $5.14 11.7% -1.3%
Beasley Bestg.  $11.59 11.4% -3.0%
Publicis $19.73 10.2% -5.9%
Sinclair Bcstg.  $9.25 9.7% -20.5%

BAD WEEK 3
Granite $1.87 -8.8% -8.8%
Mediacom $8.43 -3.9% -43%
Pegasus $19.28 -3.5% 46.1%
Motorola $7.83 -21% -9.5%
Acme $670 15% 159Y

BOON TO ECHOSTAR

You'd think the prospect of rival DirecTV
in the hands of combative News Corp.

would rattle EchoStar sharekolders. But,
while EchoStar shares have dipped a bit,

DirecTV parent Hughes Electronics

shares have done far worse since Rupert
Murdoch got his deal done. EchoStar Is

up 26% this year.

Source CNET Infestor (InveStor.cnet com)

% ‘nfoFmation & bEked on
sources beligved to be réhable, and while extansive efforts are made to as-
sure its accuracy, no guarantees can be made CNET Investor agsumes no
liability for any naccuractes. For information regarding CNET Investor
customized financial research services, please cail 415-344-2836
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Maury's a Heavyweignt in Early Fringe

FEBRUARY 2003 MAURY vs. FEBRUARY 2002 TIME PERIOD SHARE INCREASE

MARKET
Chicago
Atlanta
Detroit
Seattle
Minneapolis
Phoenix
Pittsburgh
Portland, OR
Hartford
Charlotte
Raleigh
Cincinnati
Columbus, OH
Greenville-Spart.
Norfolk
New Orleans
Greensboro
Austin
Tulsa
Knoxville
Honolulu
Des Moines
Shreveport
Greenville-N. Bern
Tallohassee
Tyler-Longview
Lansing
Lafayette, LA
Corpus Christi
Bakersfield
Columbus-Tupelo
Biloxi-Gulfport
Panama City
Jackson, TN
Zanesville
Presque Isle

STATION

WGN/W
WGCL/C
WDIV/N
KCPQ/F
KMSP/F
KPHO/C
WPGH/F
KOIN/C
WTIC/F
WCCB/F
WNCN/N
WXIX/F
WSYX/A
WYFF/N
WVBT/F
WDSU/N
WXLV/A
KXAN+/N
KJRH/N
WTNZ/F
KGMB+/C
WHO/N
KTAL/N
WFXI+/F
WTWC/N
KETK+/N
WSYM/F
KADN/F
Kili/A
Kuvi/u
WLOV/F
WXXV/F
WIHG/N
WBBJ/A
WHIZ/N
WAGM/C

w18-49

+129%
+100%
+100%
+200%
+400%
+133%
+120%
+18%
+150%
EVEN
+56%
+160%
+80%
+45%
+167%
+55%
+43%
+10%
+67%
+500%
+13%
+80%
+88%
+400%
+2000%
+233%
EVEN
+233%
+100%
+300%
+767%
+133%
+129%
+87%
+94%
+33%

W25-54

+83%
+67%
+33%
+300%
+INF
+20%
+67%
+13%
+120%
+150%
+50%
+20%
+33%
+67%
+133%
+44%
+29%
+25%
EVEN
+200%
EVEN
+33%
+56%
+250%
+1400%
+167%
+80%
+200%
+33%
+150%
+325%
+250%
+113%
+150%
+12%
EVEN

A18-49

+71%
+200°/o
+70%
+133%
+350%
+150%
+125%
+6%

e YA
+25%
+71%
+267%
+80%
+50%
+60%
+25%
+33%
+13%
+50%
+400%
+8%
+33%
+133%
+150%

+1500%

+267%
+67%
+150%
+80%
+300%
+450%
+50%
+100%
+92%
+100%
+50%

A25-54
+67%

+150% £

+17%
+300%
+50%
+25%
+100%
+14%
+50%
+150%
+83%
+67%
+50%
+75%
+17%
+9%
+17%
+14%
+17%
+100%
+22%
EVEN
+86%
+75%
+500%
+100%
+150%
+125%
+44%
+267%
+300%
+400%
+100%
+150%
+21%
+18%
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Maury is showing his brute force, competition is being demonstrated
with a heavyweight performance by huge yearto-year increases

this Februrary in early fringe time  across key demos. So, let Maury
periods that lead in local newscasts  do an afternoon workout on your
or sitcoms. His stronghold on the station and you'll seertheresults.
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FAST TRACK

Moonves Stays at the Top at CBS

LESLIE MOONVES signed a new deal with CBS to remain at the network
through 2007, Moonves confirmed last week. As part of his new con-
tract, he takes the title of chairman/CEO of the network, a move up
from his previous title of president/CEQ.

Moonves started at CBS, now the nation’s most-watched network,
as head of entertainment eight years ago and later was given control
of CBS news, sports, sales, marketing and other divisions. He also
took over leadership for Viacom sister network UPN in 2001.

War! What Is It Good For?

Commercial rates at cable news networks, that's what. While evening
newscast on broadcast networks have not seen viewer gains during
the Iraq war, cable net have, and they may use their hefty war-audi-
ence stats to lure ad dollars from the Big Three’s evening news shows.
CNN executive VP, sales and marketing, GREG D'ALBA said that, with “all of
cable news [programmers| doing well” and the major broadcasters hav-
ing a hard time keeping up with the war’s breaking developments, the
question for agency buyers should be “How relevant is network news?”

The Ticker

Prolific producers MIKE TOLLIN and BRIAN ROBBINS are leaving WARNER
BROS., having signed a multi-year production deal with TOUCHSTONE
TELEVISION. That's a big shift: This year, TOLLIN-ROBBINS PRODUCTIONS has
been a top producer for THE WB network, with three shows currently

Bloom Memonrialized in New York

BC News correspondent David Bloom

was a “newsman’s journalist and a sol-
dier’s soldier,” NBC Nightly News anchor
Tom Brokaw said last Wednesday at funeral
services for Bloom at New York’s St.

Army’s 3rd Infantry Division. [n a eulogy,

works were there, as were NBC's Tim
Russert, Brian Williams, Katie Couric and
Matt Lauer, news personalities from other
networks, and other public figures.

Patrick’s Cathedral. Bloom, former co-host of
Weekend Today, died in Iraq Aprit 5 of a pul-
monary embolism while embedded with the

Brokaw called Bloom a “model for his gener-
ation of journalists. He was simply the best.”
News presidents from the Big Three net-

on the air: Smallville, What I Like About You and Black Sash. For the
fall, Tollin-Robbins has four pilots in production: Better Days and
I'm with Her for ABC; an untitled comedy for FOX; and One Tree Hill
for The WB. ...

THE TENNIS CHANNEL debuts May 15 with live coverage of the ATP’s
Tennis Masters Series HHamburg championship in Germany. (The
matches will be repeated in prime time.) The digital sports net has
carriage deals with TIME WARNER CABLE, COX COMMUNICATIONS and the
NATIONAL CABLE TELEVISION COOPERATIVE, which should yield about 3 mil-
lion subs at launch. The network is offering MSOs a 19-day free sneak
preview beginning April 26.

TRIO, the digital arts channel from UNIVERSAL TELEVISION, is rebrand-
ing to push its emphasis on pop culture. Come June, it will adopt a
new tagline: “pop, culture, TV” (right to the point, huh?) and a new
logo. ...

After a recent test-run anchoring in the evening, CNN’s PAULA ZAHN
is now officially a prime time player. She will anchor American
Evening With Paula Zahn weekdays at 7-9 p.m. ET from the news
net’s street-side midtown-Manhattan studio, where she had been
hosting American Morning. Zahn's co-host, BILL HEMMER, stays doing
the morning show.

Gorrection

The working prototype of the Panasonic solid-state memory camera
transferred material into the editing system at 10 megabytes per sec-
ond, not 10 megabits per second as reported in “For Now, a War of
Words” (4/14, p. 4).

TNN Hopes
Mainly Men Wil
Watch "Spike TV

Niche channel’s new name
IS intended to evoke race
cars, strippers and muscles

By ALLISON ROMANO

he cable channel formerly known as
TNN is ditching its country and gen-
eral-entertainment past for a more
macho-sounding name, Spike TV. The
new identity, along with fresh brand-
ing, will debut June 16, just 10 days before its
long-awaited adult animation block launches.

President Albie Hecht said renaming the
channel was critical to its repositioning as a

young-male niche net. “Regard-
m less of how we had changed and

been successful, the name still
maintained the heritage of The Nashville Net-
work,” he said. Spike TV, he contends, is more
contemporary, aggressive and irreverent, “all the
qualities we want for the first network for men.”

The Thursday animation block, announced
last spring, will feature Gary the Rat, starring
Kelsey Grammer as a lawyer turned rat; Strip-
perella, with Pamela Anderson as a
stripper/superhero; and the Ren & Stimpy se-
ries, including new episodes.

Where women viewers can choose from Life-
time, WE or Oxygen, among others, Hecht says
men are missing a dedicated service. Sure,
ESPN, the History Channel and Comedy Cen-
tral are popular choices, but “there is no one
place where guys can come for a home base.”

Spike TV is gunning for an
elusive but coveted audi-
ence. Among adult viewers,
men 18 to 34 years old
watch the least amount of
television, according to
Horizon Media's head of re-
search Brad Adgate.

“You're dealing with a
very small pool,” he noted,
“but it’s a group advertisers
love to target, and they will
pay a premium for it.”

Spike TV can look to MTV
Networks cousin MTV for
cues. MTV delivers a high
concentration of its prized
teen viewers but rarely ranks

pique media buyers’ interest.
To get there, the network

programming. Spike is part-

Spike TV will debut series
among cable’s highest-rated like Ride W_’”’ Funkmaster
channels. If Spike TVcanac-  Flex featuring the DJ/car
complish the same thing enthusiast (1) and

with young men, it should a myriad of guest stars

from the hip-hop world,
is getting an infusion of new including Eminem.

Spike TV will launch its adult animation block, featLring
Gary the Rat, 10 days after it debuts its new identity.

Wrapping around Wednesday-night theatrical
movies will be A Guy and His Stuff. based on
the Stuff magazine column, featuring latest
gadgets and toys for men. And Zero to 60 will
target men’s car obsession with the latest au-
tomotive news and gadgets.

New series slated to debut over the next
vear include 10 Things Every Guy Should Ex-
perience, for which Spike TV
takes men to the ultimate
sporting events like the Su-
per Bowl, Kentucky Derby
and Indianapolis 508. Ride
With Funkmaster Flex is a
look into car culture and
celebrity with DJ and car
enthusiast Funkmaster Flex
and guest stars including
Eminem, Ja Rule and Nelly.
Reality show Tlie Scene fol-
lows young entrepreneurs
trying to open a club. On 8
Minute Workout Challenge,
five men and five women
test out short-term fitness
regiments to lose weight
and build muscle.

Hecht described Spike
TV's programming budget as
“very significant” but would
not elaborate. Kagan World
Media estimates that TNN
spent nearly $200 million

nering with print and online
publications for short-form programming,
which will debut with the June relaunch.

The Men’s Health Minutes will highlight
health and fitness topics from Men's Health
magazine. CBS Marketwatch will provide fi-
nancial and market news three times a day.

on programming last year.
Hecht is still aiming for Spike
TV to be 50% original programming by 2005,
when a scripted drama could join the schedule.

The channel will still have two movie nights,
trying to program male-targeted movies, and
will offer holdover acquisitions like CS/, World
Wrestling Entertainment’s Raw and Star Trek. w



DURING THE WAR WITH IRAQ
AMERICA CHOSE
THE MOST

POWERFUL

NAME IN NEWS

aa00 FOX News Channel vs. the Competition
Total Day Persons 2+ Trend
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We report. You decide.

Source: Nielsen Media Research, 3/19/03-4/9/03, FNC vs. CNN. Persons 2+ AA(000) M-Su 6a-6a. Subject to qualifications which will be made available upon request.
©2003 FOX News Network, LLC. All rights reserved.
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World Radio History 1 .

DMA HH Rtg
Rank Station Matket , % Increase
1 WWOR NEW YORK +24 /o

<) WCiu CHiCAGO +219%
a4 WGTW P}J ADELPHIA +120%
- KIicu \N FRANCGISCO +13706
7 KDFI DALLAS < o )
=] WDCA WASHINGTON DC 400
1O WKBE e ROy 18756
11 KHWB HOUSTON + 3OO0
13 WTTA TAMPA F33Y5
[=3 WwvpPX CLEVELAND =20
16 KASW PHOENIX P17
17 ‘J!I:‘)‘ VN VIIAMI o209
=) KOVR SACRAMENTO +6%%
4] WPXI PITTSBURGH +80%
23 KGW PORTLAND +31%
25 WTTV INDIANAPOLIS +150%
< 26 XETV SAN DIEGO +80Y%
=d WTXX HARTFORD +=00%
=3 WRAL RALEIGH-DURHAM 56
30 WUXP NASHVILLE + &%
<k} WIVILW  MILWAUKEE +100%
<=4 WKRC CINCINNATI +S5 %
< C 3 KSMO :_.-B.JJ AS CITY +33%
34 WITE DLUMBUS,OH +75%
35 WLOS :J;Jasw LLE, NC +164%
37 KABB >AN ANTONIO +30F%
<} WOOD GRAND RAPIDS +2 3%
39 WFLX W PALM BEACH +40%
4c WTTO BIRMINGHAM 265
41 D‘JVB‘.F JJ."JJ'._U:‘:)I K =050
45 KOCB OKLAHOMA CITY +8%
46 WXLV S:hda_..r J:JJJ:J,J-«;J,;HL ~;;1‘.-;%
WNAC o-




LAS VEGAS
WILKES-BARRE
AUSTIN

ALBANY

DAYTON
RICHMOND
TULSA
CHARLESTON, WV
MOBILE
KNOXVILLE
FLINT

ROANOKE
TOLEDO

FT. MEVERS
HONOLULU

DES MOINES
SPRINGFIELD, MO
PORTLAND, ME
ROCHESTER, NY
OMAHA
SYRACUSE
SHREVEPORT
CHAMPAIGN, IL
CHATTANOOGA
MADISON
SOUTH BEND
TRI-CITIES-TN-VA
DAVENPORT
WACO

COLORADO SPRINGS

JOHNSTOWN, PA
SAVANNAH
EVANSVILLE
LINCOLN, NE
TALLAHASSEE

ebruary Increases

+1 Qf’/o
+28%
+60%
+500%
+14%
+300%
+42%
+40%
+350%
+340%
+17%
+10%
+142%
+81%
+320%
+14%
+54%
+2%6
+9%
+267%
+133%
+20%
+61%
+91%
+63%
+45%
+44%
+40%
+70%
+160%
+56%
+22%
+170%
+25%
+24%

FT. SMITH
FLORENCE, SC
LANSING
TRAVERSE CITY
AUGUSTA
MONTGOMERY
BOISE
LAFAYETTE, LA
CORPUS CHRISTI
AWMIARILLO
ROCKFORD
DULUTH, MN
TOPEKA
COLUMBIA, MO
SIOUX CITY
ERIE

JOPLIN
LUBBOCK
BLUEFIELD, WV
MASON CITY, IA
BANGOR
ANCHORAGE
QUINCY, IL

HATTIESBURG, MS

ELMIRA
WATERTOWN
HARRISONBURG
ALEXANDRIA. LA
SAN ANGELO
CHEYENNE
MANKATO
CASPER
ALPENA

NORTH PLATTE

+53%
+33%
+100%
+50%
+135%
+113%
+54%
+800%
+100%
+150%
+13P%
+81%
+100%
+120%
+45%
+165%
+33%
+500%
+23%
+109%
+54%
+50%
+85%
+97%
+50%
+144%
+80%
+87%
+75%
+44%
+3%
+900%
+24%
+50%

ENTERTAINMENT







THE 5TH WHEEL %
*1.6 HH ratlng

« Up +18% among A18-34;
+10% among A 18-49.©

- MAURY

. ,
. 3. 4 HH ratlng, fastest year-to year
Qalner among talk strlps B

. Record dellvery among W 18-34,
W 18- 49 and W 25- 54 &

JE-RRY SPRINGER
° 2.8 HH rating.

* A t.op 5 talk strip for 6
consecutive seasons.®

‘BLIND DATE :

_ -'2.0"I-II-'I~rat§ng.

« #1 relationship strip
in HH and A 18-49.®
FERGIE

» Popular personality with
a strong connection to
the daytime audience.

.« Available for 2003-2004.
CROSSING OVER
“WITH JOHN EDWARD

* Top 10 first-run strip in .-
W 25-54 VPVH.® .

« Genre original.

o 98% coverage.
FEATURE. FILM

o Blockbuster. movies.
. 97% cowerage.

-

°
Al Source: NSS/Galaxy Exploren Premiere-to-date thru 3/30/03. HH AA/GAA%.
(1) PTD thru 3/30/03 vs. PTD thru 302, AA/GAA®. Talk = Jerry, Oprah,
Heg:s & Kelly,» Montel Williams, Ricki Lake, Jenny Jones, Martha ‘Stewant, and Other Hglf.
{2) GAA%. PTD each season thru 3/30/03, 3/31/02, 4/1/0% 4/2/00, 3/28/99. Inclydes a #e among W25-54.
CC.

(3) PTD by seagpn thru 3/30/03, 3/31/02, 4/1/01, 4/2/00, 3/28/99, 3/29/98. HH AA/GAAY%. ‘Talk = type codes
%.

o

(4) PTD thru 3/30/03. AA/GAA VPVH. (5) PTD thru 3/30/03. AA/GAA%. Relationship stnps-th Wheel
Elimidate, Change of Heart, and Shipmates. (6) PTD thru 3/30/03 vs. PTD thru 3/31/02, GAA%

4 .
®© 2003 Universal Television Grgqp All Rights Reserved.
o
-
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War in Iraqg Takes Upfront Toll

Talk of fat ad increases for the 2003-04 season has quieted

C8S’s Survivoris one of the few reality shows that broadcast networks should be able to sell to advertisers.

By JoHN M. HIGGINS

The chatter in February and early March—before the war on
Irag—had it that the scatter ad market is so strong that the up-
front advertising season was going to be a sellers’ market, with
buyers paying big increases for TV commercials. That wasn’t just
the swagger of broadcast and cable networks, which, of course, al-
ways brag about the big prices they will fetch. Even ad buyers were
not bothering to take their usual posture that they won'’t contin-
ue to pay more for the broadcast networks’ shrinking ratings.

Well, the war seems to
have shaken things up, and
ad-market forecasters have
much more modest expecta-
tions of this year’s upfront—
advance selling for the 2003-
04 TV season—than the talk
two months ago. The ana-
lysts expect the broadcast
networks to post modest

4%-7% gains over the $8.3 THE

UPFRONTS

billion they booked in last
year's upfront. Cable net-

Ingight

said. “I'mactually a little more
comfortable with everybody
in their traditional roles, buy-
ers talking pricing down and
networks talking prices up.”
Morgan Stanley media
analyst Richard Bilotti said
broadcast networks have
been boasting that they
would post 12%-15% gains
this vear. He believes that
network predictions will
spark positive headlines in

works should see a slightly

higher rate of growth from

the $4.6 billion they booked last year. And
the sole public estimate of syndication
upfront business predicts a 5%-10% in-
crease over last year’s $2 billion.

Lehman Bros. media analyst Stuart
Linde considers the strength of the scatter
market misleading. Spots not sold in ad-
vance are currently going for 20%-30%
more than equivalent time sold in last
vear’s upfront. “There is a clear distinction
between current market conditions and
torward expectations for next year,” he said.

Merrill Lynch media analyst Jessica Reif
Cohen was startled when ad buyers at her
firm's annual advertising conference in Feb-
ruary pretty much said they expect pricing
to increase sharply. “It was a little odd,” she

the press that might mis-

lead many investors. “Don’t
believe it. If the economy’s this stinky, it's
not going to be that good.”

He expects broadcast costs per thou-
sand (CPMs) to be up but expects that the
broadcast nets won't be able sell as much
at the higher prices. So, instead of 80%-
85% of inventory being committed up-
front, sell-out rates should fall to around
75%. That means that even strong, 10%-
plus CPM gains will mean modest vol-
ume growth of around 4%.

And to secure the higher pricing, Bilot-
ti expects the broadcasters to take on
more risk, offering higher ratings guaran-
tees. If the ratings fall short, they will be
stuck with higher volume of make-goods
next fall and winter and less time to sell at

Preliminary analysis of the 2003
broadcast selling season

*02-'03  '03-'04E

(MILLION) (MILLION) CHNG.
CBS $1,900  $2,080 9%
ABC $1,500 $1,610 7%
Fox $1,300  $1,470 13%
NBC $2,650 $2,640 0%
uPl $250 $220 2%
The WB $580 $700 22%
Total $8,180  $8,720 7%
E=estmate
SCURCE: Stuart Linde of Lehman Bros.

the more lucrative scatter prices.

Cohen isn't offering a detailed forecast
since ad buyers won'’t even start commit-
ting to pricing until late May.

She predicts that networks’ reliance on
advertiser-unfriendly reality shows will
keep upfront volume down. Since so many
reality shows have been tawdry (NBC'’s Fear
Factor, ABC's Are You Hot?), buyers will
avoid unknown reality shows. And reality is
sucking up 12%-14% of broadcast net-
works’ prime time schedules.

“A lot of reality you schedule, you won't
sell in the upfront,” Cohen said. “The stuff
you can sell is [Fox's| American Ido! and
(CBS’s| Survivor.”

Jack Myers, ad consultant and publish-
er of the Jack Myers Report newsletters, of-
fers the most detailed forecast, with mod-
est expectations for broadcast networks
but possibly double-digit gains for cable
networks and syndicators. But he cau-
tions against reiving too heavily on those
predictions until the advertisers get a bet-
ter handle on what the economy is doing.

“I really didn't have war fears regarding
ad spending,” Myers said. But with indi-
cators like car sales, housing start and un-
employment all looking sour in February
and March, “I want to see the May num-
bers before really making a forecast.” That
data won't be out until early june. m

B What theipros see

Richard Bilotti

media analyst, Morgan Stanley

ouTLoox: Don't believe the hype.
“Talk of 12%-15% increases in TV
upfront will mean falsely positive
headlines in May. When the pre-
upfront posturing fades, we believe
the trends will support our thesis that
TV-station, broadcast-network and
cable-network advertising all grow
5%-7% in 2003-2005.”

EARLY NUMBERS: Broadcast vol-
ume up only 4% in the 2003/2004
upfront, cable up 6%-7%
GAINERS: MTV, ESPN, Fox News
LAGGARDS: ABC, USA Network,
Turner networks

Jessica Reif Gohen

media analyst, Merrill Lynch

OUTLOOK: Cautious. “Reality
programming is a fast-growing seg-
ment in prime time, and it is unclear
whether or not advertisers can or will
commit to this programming genre in
the upfront.”

EARLY NUMBERS: Broadcast
increases in the “mid-single digits.”
GAINERS: Fox, CBS

LAGGARD: She’s not saying

Jack Myers

ad consultant, publisher
Jack Myers Report

OUTLOOK: Modest for broadcast,
bullish elsewhere. “In 1991, the mar-
ket rebounded quickly after the war,
followed by a sustained downturn in
the media economy ... But today’s
media marketplace is totally different,
and we cannot depend on historical
precedent.”

EARLY NUMBERS: Broadcast vol-
ume up 3.1%-4.8%, cable up 6.5%-
8.2%; syndication up 5%-10%. Cau-
tion: Weak May economic indicators
could make Myers bearish.
GAINERS: Viacom nets (CBS and
MTV); young-skewing nets, including
WB, Fox, Comedy Central

LOSERS: ABC, secondary cable
networks like Court TV, Bravo, ABC
Family

Stuart Linde

media analyst, Lehman Bros.

OUTLOOK: Fairly bullish. “Investors
should not look at the network spot
market [scatter] as a pure measure of
the strength of the advertising mar-
ket.”

EARLY NUMBERS: Broadcast vol-
ume up 7%.

GAINERS: Fox, WB

LAGGARDS: UPN, NBC
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At Broadcast Nets, Gall ‘'Em May 'Squeaks'’

Continued from page 1

date average in adults 18-49 ver-
sus NBC’s 4.5/12. The race for
third place is even tighter, with
CBS and ABC tied for third at
3.9/10 each. Last year at this
time, NBC had a commanding
lead with a 5.3/14; the rest, com-
paratively speaking, were in an-
other county.

This year, Fox has the lead in
adults 18-34 with a4.3/13, com-
pared with NBC's 3.9/12. Last
year, NBC had the lead in the
young demo, with a 4.4/13 to
Fox's 4.1/12.

Without the Olympics, NBC is
down in all demos season-to-
date, dropping 14% in viewers
and 15% in adults 18-49. CBS, by
comparison, is up 3% in viewers,
flat in adults 18-49 and second
to NBC in CBS’s key demo,
adults 25-54. Fox also is up

Photo Finish?

Going into the May sweeps, how
the 18-49 Nielsen race compares
with the same period last year

'02-'03 RANK '01-°02 RANK

15314

4111
3.6/10

NBE | 4512 1
Fox 4211 2

N
_ABC 39/10 3
3

o8BS | 39/10

TheWB | 185 4

3.9/10
1.6/4
UPN 154 5 | 19/

Ratings are for 9/23/02-04/13/03 vs.
9/24/01-4/14/02

SOURCE: Nielsen Media Research

L
2
4 4
3
6
54

L

across the board: 4% in viewers,
5% in adults 18-34 and 2% in
adults 18-49.

The WB is up 10% in viewers,
11% in persons 12-34 and 11% in
adults 18-34. UPN is down all
around: 18% in viewers, 20% in
persons 12-34 and 16% in adults
18-34.

So May is, for a variety of rea-
sons, a battleground where the
objectives are either to regain
lost ground or to actually topple
the competition.

NBC hopes to fend off Fox
with big season finales of
Friends, Will & Grace, ER and
Law & Order, all laden with big-
name guest stars.

But Fox's three-hour finale of
American Idol is likely to give the
network a good shot at winning
May and will make the race for
this season’s 18-49 crown very
close. If the May 19 finale of Fox’s
next reality show, Mr. Personali-
ty, does well, Fox could be un-
stoppable. Or maybe not: Fox’s
latest reality program, Married
by America, hasn't been the rat-
ings powerhouse that joe Mil-
lionaire was.

CBS is airing controversial

miniseries Hitler: The Rise of Evil
on May 18 and 20. The finale of
Survivor: The Amazon on May 11
and the season finale of Every-
body Loves Raymand on May 19
also promise to bring in big au-
diences.

ABC, which is limping into

May after a better-than-expect-
ed start, has Julie Andrews in a
special movie, Eloise at the
Plaza, on April 27. Season finales
expected to do well for ABC are
Alias’s two-hour closer on May 4
and The Bachelor’s third rendi-
tion on May 18.

The WB hopes to hit with the
series finale of Dawson’s Creek
on May 14, the two-hour season
finale of Charmed on May 11,
the 90-minute season finale of
The Jamie Kennedy Experiment
on May 1, and Rory Gilmore’s
graduation from high school on

the Gilmore Girls on May 20.

UPN also has several big
events coming in May, largest
among them the series finale of
cult fave Buffy the Vampire Slay-
er on May 20 followed by the
premiere of reality show Ameri-
cas Next Top Model. m

)
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BROADCASTING & CABLE COMMITTED TO THE FIRST AMENDMENT

There is a Limit to FCC Patience

ne thing we have learned about the FCC in covering

the agency since 1934 is that it hates to take away

broadcast licenses and has done so only in the most
extreme cases. Nonetheless, when the FCC threatens license
revocation, broadcasters listen. The latest evidence came last
week. The FCC said its license-revocation club had persuad-
ed 55 stations that had missed last May’s deadline for build-
ing their DTV stations to get on with the construction. (An-
other 16 stations were able to get off the hook by coming up
with legitimate excuses.)

We don't like license-revocation threats, especially when
they are used to enforce the FCC’s unjust and unwise inde-
cency rules. But we cannot complain when the FCC uses
them in a reasonable manner to efficiently manage spectrum
as it is doing in this instance. The FCC is obliged to put spec-
trum into productive use. Broadcasters cannot just sit on this
valuable public resource.

We again applaud the FCC for allowing small-market TV sta-
tions to begin their digital broadcasting at low power. Fact is,
DTV is a long way from generating revenue for any station. Un-
til that day comes, small-market stations should not have to car-
ry the burden of debt that comes from having to install full-pow-
er transmitters and build new towers. And they sure don't need
to double their electric bills to reach nonexistent DTV receivers.

The FCC confirmed its policy for dealing with DTV lag-
gards going forward. Stations denied extension requests will
be admonished. After six months, they will be notified that

they are liable for forfeiture. After six more months, their con-
struction permits will expire, and the FCC will move to elim-
inate the channel from its table of allocation.

That sounds harsh, and it is meant to be. As we said, the FCC
hates to take away broadcast licenses. But it sometimes does.

TVBNY Comes of Age

It was, as they say, a great room. There may have been more
TV broadcasters at the NAB convention in Las Vegas, but
there was a greater concentration of them at the TVB confer-
ence in New York last week. For the better part of a day, sev-
eral hundred broadcasters—group heads, network execs,
GMs and GSMs—mixed it up in the Javits Center and listened
1o optimistic forecasts from a long list of speakers. (We will
ignore Donny Deutsch’s pessimism because pessimism is no
fun, especially after three years of recession, and besides what
do too-hip ad guys know about anything anyhow.) Swelling
the crowd to more than 1,000 were auto execs (the confer-
ence is tied in the with New York auto show), media buyers,
syndicators and reps. The whole biz, in one big hall.

Back in New York for the second year after a long run in Ve-
gas as an NAB add-on, the TVB conference has clearly estab-
lished itself as a major broadcast gathering. TVB is to sales
what NAB is to technology. We look forward to its continued
growth of TVB and the renewed growth of NAB.

AIRTIME

GUEST COMMENTARY

ISO More Revenue? Try Classitieds

roadcasters pride themselves on being a
Bhul) for local commerce. Yet they have
largely steered clear of local classified ad-
vertising, which represents at least $18 billion an-
nually and an entrée into more than 11 million
small businesses that have advertising budgets.
Television, of course, doesn't directly lend itself to
a listings-oriented service like classifieds, which in-
volve mostly finding new employees (43%), selling
automobiles (21%) and selling real estate (17%).
But with the emergence of the Internet, tele-

vision stations are now well positioned to tap inio ~ With the
classified revenue streams. Their own Web sites  emergence of
are an obvious way (o earn revenue in direct the Internet,
competition (or partnership) with newspapers television

stations are now

streams via on-air and online cross-promotions ~ Well positioned

to tap classitied
We aren't delusional here. Most TV stations don't  payenye

streams.

and vertical providers such as Monster.com and
Hot Jobs. Or they can tap into classified revenue

with raditional classified advertisers.

do much with their own Web sites other than pro-
mote their weather, anchors, sports and network

sites. By doing so, they can win a piece of the ac-
tion via upfront ad buys or even sales commis-
sions. Such alternative, lead-generated models
may prove increasingly important as the Web
continues to “disintermediate” traditional adver-
tiser-media relationships.

The timing for getting started appears to be es-
pecially good. By making an attempt to post their
own listings on their Web sites, advertisers may
put themselves in an excellent position to lessen
their dependence on newspapers—or at least in-
crease their ability to negotiate better rates.

The challenge for advertisers, of course, will be
to build sufficient traffic to their site. This is
where the power of broadcaster promotion
comes in. Indeed, if advertiser sites can aggregate
enough listings and build ample traffic, they will
be positioned to not only save money on their
marketing costs, but they will be able to sell an-
cillary advertising around those listings. Broad-
caster sales forces will be well positioned to help
make such sales.

programming. In a just-released study conducted

with Corzen Inc., a data analyst firm, Borrell Asso-  PETER

ciates has determined that annual online revenues ~ KRASILOVSKY,
earned by TV and radio stations represent just 3%  BOrrell Associates

of the $1.65 billion local online ad market, or $48

million. Although there are five times as many television and
radio outlets as newspapers, broadcasters earn less than '/1; of
the $655 million that newspapers earn online.

Even if station Web sites remain under-leveraged, howev-
er, the Internet represents hidden gold in other, critical ways.
Using their unmatched on-air promotional capabilities, for
instance, broadcasters can help drive traffic to advertiser Web

Broadcasters aren't going to steal the classitieds
market overnight. There are, in fact, many rea-
sons for broadcasters to partner with newspapers
in the broadband era, rather than compete head-
on. But broadcasters that continue to ignore the
many, Internet-centric opportunities in classified ads will be
missing out a lucrative opportunity.

Peter Krasilovsky is a partner with Borrell Associates Inc., a re-
search and consulting firm specializing in local media. He is
based in Carlsbad, Calif. He can be reached at 760-918-0450
or pkras@borrellassociates.com

“/a OPEN MIKE

War Coverage

Editor: | disagree with Harry A. Jessell's March 31
column, in which he criticized the TV networks
use of video in their war coverage. | want to
remind him that the producers of TV news in this
war are turning around feeds from throughout the
Middle East at a frenetic pace to give Americans
the latest news in a 24/7 world. Would you rather
they not show moving images of explosions, tank
movements, the rush for food? Would you rather
they just use stills? (By the way, that picture from
the Los Angeles Times was terrific. | mean, com-
bining two pictures into one. Is that what you
mean about a great still shot?)

For the editor of a newsweekly to encourage
still photographs in newscasts is the best way to
advise your client base of station managers and
news directors how to lose an audience. By the
way, did you see the rapping Marine? That really
isn't the same in a still, is it? For me, it was one
of the stirring moments of this war.

| watch the coverage of this war 12 hours a
day, and, luckily, | was a Nielsen household last
month. | am proud of my colleagues, their
work, their grace under fire. When NBC'’s Bob
Arnot spoke to those young Iraqi children in the
streets outside Baghdad, | got chills. He is my
human connection. He is making this real for
me. He is giving me a greater understanding.

KATHLEEN SULLIVAN,
Palm Springs, Calif.
(Sullivan was one of CNN's first anchors)

TWO CENTS

=1 “Dance is dead. The chances of see-
ing the Bolshoi Ballet on network TV
are about the same as Jackass win-
ning a Peabody Award. And don’t
bring up the success of Chicago, a
musical with cuts so fast and furious you
couldn’t telt whether Richard Gere was tapping
or running away from a gerbil.”

NEeaL JusTIN, Minneapolis-St.Paul
Star Tribune, on the cast of NBC's Will & Grace's
penchant for tripping the light fantastic.

“Finatly, a show that parents can watch with
their children’s probation officer.”
ALESSANDRA STANLEY
The New York Times, on UPN's
Platinum

“It's ‘New Jack Dynasty.™
MATTHEW GILBERT
The Boston Globe, on UPN's Platinum.

L “It doesn’t have a style. It has lots of
them: hip-hop MTV one minute, NYPD Blue-
style hand-held confrontation the next, with a
lot of stutter-step editing, loud soundtrack
music and thuggish posturing the next.
Davip BiancuLLl,
New York’s Daily News, on Platinum.

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, (email: hjesseli@reedbusiness.com or fax:
646-746-7028 or mail to: Broadcasting & Cable,
360 Park Avenue South, New York, N.Y., 10010).
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Why Spike Perplexes Me

It's certainly not a name that cries out to be a men’s channel

hen word circulated in the

office last week that, in a

few hours, TNN, once the
New TNN, once The National Net-
work, and before that The Nashville
Network, was hours away from an-
nouncing its new name, well, you can
just imagine the excitement. A new
name for TNN! And [ would know it
before most of the world!

Then we heard it: Spike TV, a name
that the channel’s President Albie
Hecht said contains “all the qualities
we want for the first network for
men.”

Boy, that's true.

1, like a jerk, favored Dude!, but |
guess that doesn't contain all the qual-
ities that Spike does. Dude! is irrever-
ent, a good quality. But it is not irrele-
vant, which is cooler. Spike doesn't
sound like the name of a men’s chan-
nel, which I think must make it a lot
hipper than a cable channel name
that would at least have a vague con-
nection to the audience it’s trying to
get. (I have a friend who insists Spike
was intentionally chosen because a
spike could be construed as a phallic
symbol. And this person is not a radi-
cal feminist, either.)

No, Spike is not a name that jumps
out at you and says, “Name a men's
channel after me.” (Likewise, | am as-
suming that Albie TV was focus-
grouped and rejected.)

I've known of only four men
named Spike: Spike Lee, the film di-
rector and Knicks fan; Spike Jones,
the kooky and hilarious 1940s band
leader who was once called “the man
who murdered music”; Spike Jonze,
the filin director who directed Adap-
tation and Being John Malkovich; and
Spike O’Dell, a radio talk host who
was and maybe still is on WGN(AM)
Chicago. Elvis Costello also has an al-
bum named Spike.

So Spike, in my mind, has been un-
derused, just waiting there to become
a men’s channel.

When TNN renamed itself, [ went
to Google and typed in “Men Named
Spike.” This idea didn't turn out great,
but I did come up with a Web site ti-
tled “Men to Avoid.” They include
“Men with little naked metal women
on their mud flaps,” “Men who say
‘Have a good one,” “Men with vanity
plates like BMW4DAN or OKGUY,”

and “Men named Spike.”

Then it began to dawn on me that
maybe Spike-TV was a better name
than | thought for a network that
means to be about fast cars and ani-

Stripperella is a cartoon that seems right up Spike TV's alley.

No one suggests to Carole Black that she
rename the Lifetime network Mildred.

There’s a consistent thing about
most television or radio “for” men: It
is almost entirely mindless and repet-
itive. Strippers and burpers. Flatu-
lence and dope. A fascination with
oddly shaped people
and midgets.

Women's networks
such as Lifetime may be
a little preachy, but I get
the idea that, when their
programming people
strategize, it's not about
how to make the chan-
nel less intelligent. And
no one suggests to Car-
ole Black that she re-
name the network Mil-
dred.

I also believe that
Spike TV means to be a
little more sophisticat-
ed than The Man Show.
But that doesn’t mean
it’s looking for ways to
get very, very smart.

But seemingly every
program targeted to
young men secks to
readjust the lowest
common denominator
downward, and I'll be
surprised if Spike, as a
network, doesn't do the
same. After all, some
men's favorite television
program is a commer-
cial in which two wom-
en mud-wrestle aver the
attributes of Miller Lite.

Viacom’s MTV, VH1
and Nickelodeon have
an almost magical abil-
ity to give niche demo-
graphic groups exactly

mated versions of Pamela Anderson
in Stripperella and another season of
the WWE's Raiw. Spike TV might be
the cable equivalent of Alfred E. New-
man'’s brother. It is not going to be a
channel for brain surgeons. Or even,
necessarily, men who have brains. To
be fair, Spike seems to be intent on
scheduling some relatively intelligent
shows about investing and health,
but, with its edgy, goofy name, I'm as-
suming its goal is to program to guys
who look and act just like Tom
Arnold, only younger.

what they want. But Vi-
acom has also owned TNN, in all of its
manifestations, for a couple years,
without figuring out what it is or can
be, or how to get it there. Spike seems
ambitious enough—bold and silly
enough—to make a viewer believe
that this iteration is somehow going
to be the real deal. I don't knew how.
But I'm an old dude, and I'm not
Spike. w

Bednarski may be reached at
pbednarski@reedbusiness.com
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DTV Laggards Warned

Continued from page 1
with stations that do not meet their DTV
construction obligation.”

Broadcaster Dorothy Brunson, owner of
WGTW Philadelphia, considers the FCC hard
line unfair. Although her station will avoid
repercussions for bringing DTV on line a
year late, she thinks other single-station or
small-market owners will suffer because they
can't afford the expense. “I
don't see how this can be
justified economically,” she
said. Aside from the con-
struction costs, DTV adds

DTV Scorecard

Total commercial DTV channels 1,315

transmit as low as 1 kW. Full-power systems
cost $3 million or more and may require
even small-market stations in mountainous
areas to offer 200 kW of power.

There are major drawbacks to lower-pow-
er systems. Not only are large parts of a mar-
ket deprived of digital service, but large sig-
nal gaps may occur within the city of license.
The FCC forbids network affiliates in top-30
markets to offer low-power
signals.

Under the FCC rules, sta-
tions denied DTV-extension
requests will be admonished

40% to operational costs pg-aie

794 and, within 30 days, must out-

without a corresponding  rui-pewsr

334 line steps they will take to fin-

uptick in ad revenue. Reduced-powsr

460 ish construction and provide

The National Association

Delayed with FCC axteasion 457

an approximate completion

of Broadcasters urged the

Extensions ponding/denied 64

date. Extensions are granted

agency to exercise revoca-
tion power sparingly. NAB
did not oppose the FCC
threat to strip DTV permits but unsuccess-
fully argued that an administrative hearing
should precede any revocation.

“We expect virtually every broadcaster will
make a good-faith effort to comply,” NAB
said in a statement. “We trust the commis-
sion will carefully evaluate the specific cir-
cumstances of each case before invoking
sanctions on any station.”

Almost two-thirds of stations on-air with
digital are broadcasting at reduced power,
which allows them to meet their legal obli-
gation but stunts their coverage.

Lenient FCC rules allow stations to meet
their DTV obligation with lower-power
broadcasts that don’t reach beyond a sta-
tion’s city of license. The commission per-
mitted the scaled-down broadcasts to help
stations affordably launch DTV, Turnkey low-
er-power systems cost as little as $50,000 and

SOURCE: FCC, as of March 12

for technical problems, zoning
disputes and other snags.
Stations not in compliance
six months after admonishment will be put
on notice that they are liable for forfeiture.
One year after initial admonishment, the con-
struction permits of stations still not built out
will be considered expired, and the FCC will
take “whatever steps necessary” to revoke
them and eliminate the channel from the al-
lotment table. Although those stations will be
allowed to maintain analog signals until the
end of the transition, they will not be auto-
matically permitted to switch to DTV on their
old analog channel. Other parties will be per-
mitted to apply for the digital license, too.
Fifty-eight stations are nearing the end of
the two six-month extensions that the Media
Bureau can grant and are seeking a third ex-
tension that can be granted only by a majori-
ty of the commissioners. Those denied anoth-
er extension will be admonished immediately,
triggering the revocation process. ®

NBC, Affils Go Exploring

Continued from page 1

requiring cable systems to carry local sta-
tions’ digital signals in their entirety. That’s
absolutely critical, NBC Chairman Bob
Wright reportedly told the affiliates. “Any vi-
able business model for digital
includes a hybrid of HDTV and
multicasting. So the entire mul-
ticast must be carried by the ca-
ble operator, or our viewers will
be disenfranchised.”

The affiliates and the network
also discussed offering classified
advertising via the Internet, joint-
ly operating a Web site for the
2004 Olympic games and creating
an Internet service for streaming
NBC Nightly News With Tom
Brokaw and other NBC-owned programming.

The Olympic Web site would offer an array
of statistics.

Randy Falco, president, NBC Television
Network Group, encouraged stations to “look
at the strategic vision and focus on the future.”

He also urged them to participate in the
futures committee. “There is no bad idea,
and all proposals will be treated seriously.”

NBC's Falco urged
affils to focus on future.

Localism, he added, “will be even more of a
differentiator for broadcasters going for-
ward. I can't stress enough how important
the network/station partnership is and how
much we need to take advantage of that 77-
year history of flexibility and
strength.”

“It was a very positive meet-
ing,” said Post-Newsweek Sta-

tions President Alan Frank.
% Liberty Broadcasting Presi-

dent Jim Keelor agreed. The fu-
tures committee has produced a
“serious agenda,” and both sides
seem fully engaged in turning
proposals into real businesses.
“We have a very good dialog go-
ing with the network, and there
seems to be a genuine sense of commitment
by both parties to see what we can do to-
gether going forward.”

Gannett Executive Vice President Roger
Ogden, who is chairman of the NBC TV affil-
iate board of governors, confirmed the dis-
cussions. But he stressed that “every market
situation and every opportunity in an indi-
vidual market would be a little different.” m

Austin Aims To Stay

Less than a week after Rupert Murdoch finally secured his
deal to get control of DirecTV, the DBS service's parent Hugh-
es Electronics posted surprisingly strong resulits for the first
quarter. The News Corp. Chairman said that, after he takes
control of Hughes, he plans to keep DirecTV’s management
essentially intact, including Roxanne Austin, president and
COO of the unit. Austin spoke with BROADCASTING & CABLE
Deputy Editor John M. Higgins about the future of DirecTV's
operations. An edited transcript:

Murdoch says DirecTV’s management
is going to stay on. Barely a soul out-
side the companies believes that. Are
you really going to be there after Jan-
uary?

Yes. I think you have to look at our
performance. We've had a dra-
matic financial turnaround: a
171% increase in cash flow, a 16%
increase in revenues, $61 in aver-
age revenue per unit, 275,000 new
subscribers. We're performing.

| was surprised that, on the earnings
call, Hughes’s Jack Shaw feit that he
had to specifically defend you, say-
ing that you had “the full support of
myself, [DirecTV Chairman and CEO]
Eddy Hartenstein and [Hughes parent]
General Motors.”

He wasn't defending me. There was
some erroneous press rumble that
he thought was ridiculous. That
was his personal choice. I didn't
feel any need for him to do it.

And the rumble was that it would be
unusual for you to stay after News
Corp. took control.

After the fabulous improvement
in the business after only 18
months. The first 12 months, we
increased revenue 60%, operating
cash flow 148%, free cash flow by
100%. In the first quarter, we had
the fabulous results you saw Mon-
day. I'll put that up against any re-
sults anywhere.

How do you manage through the next
nine months? There has already been
so much ownership disarray with your
parent company shopping you for
more than two years.

That is such BS. Look, what we
have done at this company in the
past 18 months is focus on prof-
itable growth. We decided we
weren't going to focus on every
subscriber; we were going to focus
on profitable subscribers.

What was DirecTV doing before?
DirecTV was pursuing growth for
growth’s sake. Clearly, the market-
place was viewing, at that time,
subscriber growth. Every business
should be valued on its ability to
generate cash.

But Murdoch and [News Corp. Presi-
dent and C0O] Peter Chernin specifi-
cally say there are things they want to
change, most notably customer churn.

We have the lowest churn rate in the
United States, but I'm hoping there
are wonderful ideas we can utilize
from their experience from BSkyB
that can bring that even lower. If
there are opportunities through
global sourcing, maybe we can
bring the cost of our product down.
The boxes, for example. I can think
of lots of things we can do together.

Murdoch bid for DirecTV only after
the feds refused to bless your merger
with EchoStar. What did you learn
from the months of looking at
EchoStar up close?

We had already started the pro-
cess of working with some of our
legacy contracts that were coming
up for renewal. The EchoStar pro-
cess offered some wonderful
benchmarking. It was under-
standing what the market was,
what our competitor was paying.
We are going to continue to drive
our cost structure lower.

What did EchoStar learn it can use?
1 wish somebody could tell me.
On the cost side, they didn’t learn

anything.

Because it already operates more
cheaply than DirecTV does?

That’s a word for it. We will not
choose to operate as cheaply as
they do in some areas. We believe
in paying our personnel at mar-
ket, not below market. We didn't
share programming costs.

How is the fight against cable shap-
ing up?

Cable doesn’t have much to talk
about on their video side. They
just had the worst year in their
history. We grew 1 million subs
last year. People say “only a mil-
lion subs.” Can you think of a ca-
ble operator out there that would-
n't kill to have 1 million subs?
Approximately 40% of our new
subscribers are coming from digi-
tal cable. That's three times the
rate from a year ago. Cable’s just
not delivering on the digital
promise. Look at their churn rate.

So cable has to rely on bundling with
high-speed Internet service, which
you can’t really do.

I'd be talking about bundling, too,
if my video business were in so
much trouble. m
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THE MOST TRUSTED

For a decade the Pew Survey has ranked CNN as the #1 most
believable news source in America among print and television outlets.”

THE MOST VALUED

In the 2002 Beta Research Cable Subscriber Study, CNN ranks among the top two
most valued basic cable networks, far ahead of the other “news” networks.*

THE MOST EXPERIENCED

CNN’s one thousand-plus news professionals have been at the scene of the major news events of
our time, delivering unforgettable images, powerful analyses and the very best of news reporting.

THE MOST VIEWERS

According to Nielsen, more Americans tune to CNN in a month than any other cable “news” network.”*
And the CNN web site is the #1 news site, dominating the monthly usage rankings throughout 2002.****

THE MOST TRUSTED NAME IN NEWS
CNN.com

America Online Keyword: CNN

*Based on Pew Research national opinion survey, The Pew Research Center for People and the Press. August 4, 2002 (N=1002) among 13 broadcast and
cable entities and 9 print entities. **2002 Beta Research Cable Subscriber Evaluation Study, average perceived value among total cable subscribers.
***Nielsen Media Research NPower February 2003 1/27/03 - 2/23/03, Standard Unification, 6 Minute Qualifier.
“***Njelsen//NetRatings, ComSource Media Metrix. Data available upon request.

@ 2003 Cable News Network. An AOL Time Warner Company. All Rights Reserved.

d Radio History



il

UPFRONTS

) [)-Day Coming

= Nets finalizing fall skeds

Page 14

‘-) Reod Business Information

CABLE

Page 10

THE BUSINESS OF TELEVISION & RADIO

MEDIA OWNERSHIP

Support Builds for 45% Gap

By BiLL McCONNELL

s FCC Republicans coa-
A lesce around a hike in

the national broadcast-
ownership cap to 45% of TV
households, supporters and
opponents of the idea are
mounting desperate lobbying
efforts to either bolster or de-
rail the idea.

Last week, it was the Na-
tional Association of Broad-
casters, resisting a higher cap,
and CBS, Fox and NBC, all
backing a larger number,
loudly made their cases to
the regulators. The Bush Ad-
ministration also weighed in
with its first appeal: In a letter
to FCC Chairman Michael
Powell, Commerce Secretary

Continued on page 52

Feldman Accepts Challenge
Of Restoring NATPE’s Luster

BY PAIGE ALBINIAK

energy of new NATPE chief Rick Feld-

man for his new job and the TV business

will be what the organization needs to revi-
talize itself after two years in the doldrums.

Feldman, former chief operating officer of

USA Broadcasting and former general man-

Continued on page 47

BIG NIGHT

$983M

NBC’s Zucker will soon unveil
his plan for hanging on to that
Thursday revenue in the post-
Friends era. TV BUYER, PAGE 18

Syndicators hope that the passion and

Feldman was COO of
USA Broadcasting.
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Buys out AOL TW for $1.2B

Cable operators wary
of network’s proposed
alternative to annual

20% license-fee hike

By JoHN M. HIGGINS

SPN CEO George Boden-

heimer calls it a price

break. A top cable opera-

tor calls it “Disney’s usual

baseball bat.” Yes, ESPN
has a new twist to its annual 20%
spring rate hikes, but that isn't
changing the ritual dance of the
season.

Cable operatars reflexively
moan about ESPN’s annual in-
crease in its already huge license
fees, now around $2 per sub
monthly. ESPN executives, in
turn, talk up the cost of sports
rights and how their channels
drive subscribers and local adver-
tisers to cable operatars.

If this were a typical year, on
May 1, the Disney-run program-
mer would notify cable and DBS

SPECIAL REPORT

Cable’s Push
Toward
Originals
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affiliates that it plans to take the
full 20% rate hike beginning in
August, and operators with sever-
al years left on their deals could
do little more than complain.
This year, however, ESPN ex-
ecutives have a new and compli-

$4.95
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ESPN, MS0s FAI:E OF

FEE GROWTH

10| | = Current plan
m Proposed plan

Per sub per month
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ESPN’s proposal reduces the
current annual 20% hike to
11-16%. Here’s a comparison
of what the rates would be
under the proposal and an
extension of the current plan.

SOURCE: BROADCASTING
& CaBLE research

— @

cated proposal, offering to start
dropping the rate of increase
first to 16% annually and even-
tually to 11%. In exchange, ESPN
wants wide distribution and rel-
atively high license fees for its all

Continued on page 52

Clear Channel to Host
Out-of-Home Upfront

BY STEVE MCCLELLAN

lear Channel Communica-
c tions is crashing the TV net-

works’ upfront party with
one of its own. During upfront
week in May, it will pitch adver-
tisers and agencies on spending
a piece of their upfront ad bud-
gets on Clear Channel’s out-of-
home media and entertainment:
radio, outdoor, Web sites and live
events.

The media conglomerate is
pulling out all the stops. Atten-
dees will be treated to entertain-
ment by pop diva Mariah Carey

and the cast of Broadway's The
Producers, as well as to schtick
from Clear Channel radio per-
sonalities Rick Dees, Carson
Daly and Rush Limbaugh.
Organizers expect close to
1,800 advertisers and agency ex-
ecutives to attend the event, to
be held at the Ford Theater in
New York on the morning of
Monday, May 12. That after-
noon, NBC kicks off upfront
week with the presentation of its
2003-04 prime time schedule.
The other networks follow with
similar presentations over the
next three days.
Continued on page 52
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PRODUCTION

In Toronto, TNT
Says Goodhye

TNT has decided to move production of
its TV movie The Goodbye Girl, set to
begin in early June, from Toronto to
Vancouver, citing concerns over the
SARS outbreak in that city. Toronto, a
popular setting for TV and film produc-
tion, had reported 16 SARS-related
deaths as of April 23, and the World

Health Organization has discouraged
unnecessary travel there.

By contrast, ESPN is sticking to its
game plan for upcoming drama series
Playmakers. The show, about the off-
field life of a pro football team, is
scheduled to shoot beginning next
month in Toronto despite the SARS
cases there, according to EVP of Pro-
gramming Mark Shapiro. “Anyone do-
ing business there has to raise their
awareness,” he said. “But it shouldn’t
stop the normal course of business.”

Showtime, which is shooting Sou/
Food and made-tor DC/911 in Toronto,
echoed the guarded concern. A
spokesperson said the pay net will
“continue to monitor [the SARS situa-
tion] responsibly.”

About 25 TV and film projects are
shooting in Toronto.—A.R.

Top of the Week

BEHIND THE SCENES

BEFORE THE FACT

IN THE LOOP

PROGRAMMING

ABGC’s Diary Does Double Duty

ABC's May 12 made-for-TV movie,
The Diary of Ellen Rimbauer (right),
took a circuitous route to the network.
Last January, ABC aired miniseries
Rose Red, penned by author Stephen
King specifically for the network. The
mini was so popular, scoring 18.5 mil-
lion viewers and a 8.5 rating/20 share
among adults 18-49, that the network
decided to publish a book based on a
part of the story. So Hyperion, a pub-
lishing house owned by ABC parent
Disney, published The Diary of Ellen
Rimbauer. As a “diary,” the book listed
no author, but the network hired
Stephen King crony Ridley Pearson to
ghost-write it. Since Rose Red had
been written by Stephen King, fans
assumed that he wrote the diary,
which helped it hit No. 1 on the New
York Times bestseller list. Noting that
success, ABC decided to make it into
a TV movie.—PA.

GOVERNMENT

Bayh Says Rock a Bahy

S

en. Evan Bayh (D-Ind.) wants Congress to create a $20
million grant program that would provide matching
funds for donated broadcast ads promoting responsi-
ble fatherhood. The grants would equai ad time donated by
broadcasters or paid for by state and local government or
charities. The bill, co-sponsored by Sens. Pete Domenici (R-
N.M.), Rick Santorum (R-Pa.}, Joe Lieberman (DD-Conn.) and
Mary Landrieu (D-La.), also would provide $50 million for
responsible fatherhood programs issued as competitive
grants to faith-based and nonprofit organizations. Bayh's
initiative has received little attention since its introduction
in March, but he pushed through a pilot version for his
home state in 2001.—B.M.

TECHNOLOGY

ationa
Digital TV

SYNDICATION

What Is an
In-Joke, Alex?

vndicated quiz show
S Jeopardy, known for

its clever categories,
got seriously self-referen-
tial in a recent show. Four
categories sharing the
board April 21 were King
World, Sony, Colombia
Pictures and Try “Star.”
King World, of course, is
the show's long-time dis-
tributor
and Sony
the show’s
owner,
while
Columbia
Pictures
and Tri-
Star are
the for-
mer
names of
the show’s
producer
(since changed 10 Sony
Pictures Television). The
categories actually dealt
with 1) various monarchs,
though not TV royals
Roger and Michael; 2) facts
about Sony, including
founder Akio Morita and
the introduction of video-
tape; 3) pictures of people
from Colombia (Simon
Bolivar, for example); and
4) star-related answers
(starstruck, starfish).

As for Juan Valdez's pic-
ture, that was not a plug
says Jeopardy producer
Harry Friedman, adding
that the show has been
approached about prod-
uct placement.—J.E.

sinclair’s Pittshurgh Outlet Pares Staff

By Mark K. MILLER

last week fired 11 news and produc-

tion employees while also announc-
ing that it will introduce an 11 p.m.
weeknight newscast on June 9.

The staff cuts are part of Sinclair's new
centralized news operation—News Cen-
tral—based in Hunt Valley, Md., Sinclair’s
corporate headquarters near Baltimore.
News Central feeds international and na-
tional news as well as weather to supple-
ment WPGH-TV's local reporting. WPGH-

s inclair-owned WPGH-TV Pittsburgh

TV has been using News Central week-
end weather reports since the beginning
of the year.

The 11 p.m. newscast will run 30 min-
utes and will follow the Fox affiliate’s hour
newscast at 10 p.m. In addition, the sta-
tion will expand its current Saturday 10
p.m. newscast from 30 minutes to an
hour.

The addition of the weeknight half-
hour follows similar introductions at oth-
er Sinclair stations, including its flagship,
WBFF(TV) Baltimore.

Among those laid off last week were
WPGH-TV meteorologist Matt Morano,

weekend sports anchor Matt Fine and re-
porter Bill Clark, according to the Pitis-
burgh Post-Gazette. The paper also re-
ported that the fired staffers can apply for
jobs at other Sinclair stations that are
preparing to introduce local newscasts
that will also feature News Central mate-
rial. Sinclair owns or operates 63 stations
in 41 markets.

WPGH-TV Station Manager Alan Frank
said in a prepared statement that “Sin-
clair is very committed to the News Cen-
tral model. It's a multimillion-dollar ven-
ture aimed at creating a new way (o
present news.”

In addition to supplementing the Sin-
clair stations’ newscasts, News Central,
scheduled to launch May 28, will also be
able (o supply entire newscasts for the
company'’s stations that don’t currently
air news.

“We're building a mini-network that
will include as many as 40 markets,”
Frank told the Associated Press last
week.

His station, he said to AP, will have a
new news set that matches those at
News Central for a seamless appearance.
Frank wouldn't comment to BROADCAST-
ING & CABLE. ®



‘A

for the most outstanding programs f-f.;_ 002 x

Please join'us on that day.for-our awaﬁds Presentatlon luncheon
at the Waldorf=Astoria when the Umvers'{y‘ of Georgia's Grady

L. :
College of Journalism and Mass\Commumcatl )n honors the year’s
best work in broadcasting, cable and web 'ﬁas d programming.

On May 25" the Awardsg‘Cererrrony will be prese}lted on the A&E
Network. Our Souvenir Journal celebrating this event will be
distributed in both Broadcasting & Cable and at the luncheon
celebration. To reserve ad space contact gour Broadcasting & Cable
representative today. '

For tickets contact Steve Labunski
212-889-6716 or 212-448-9010 (fax)

To reserve ad space please contact
Paul Audino, 646-746-7111

Space Close Date: May 2
Materials Close Date: May 6

www.broadcastingcable.com

CABLE Grady @ College

A portion of all ad proceeds is donated to the THEYRIYERSIP0F GeoRGIn NETWORK




e

._..ﬁ..:.w...ﬂw. i it

World Radio History




are in a world of their own.
all of our own.
= ars Episode II:

lones.

geering $3.9 billion.* No other premium service comes close.
t, including such hits as Men In Black™ I,
. wars cpisode 11: Attack Of The Clones, Harry Potter And The Chamber of Secrets,

My Big Fat Greek Wedding, Scooby-Doo and Road To Perdition, just to name a few.

We have what other networks don’t.

The most $100 million-plus blockbusters*

HB@ cine@




BROADCASTING & CABLE
10 ls.2803

Top of the Week

FAST TRACK

A Good Picture Can Land You in Jail

FOX NEWS CHANNEL last week axed an engineer who allegedly returned
from Iraq with an illegal stash of goods, including paintings. Fox said
it had fired BEN JOHNSON, a satellite truck engineer who traveled with
the Army'’s 3rd Infantry Division, after learning that he had admitted
to the thefts. At press time, the Justice Department said it is investi-
gating other members of the news media for looting.

Bottom Lines Near the Top

First-quarter operating profits at the POST-NEWSWEEK TV stations fell
21% to $26.3 million on a 6% decline revenue to $70.8 million, the
company reported last week. Post-Newsweek blamed the decreases
on the tough comparison to last year, when its NBC stations had the
Olympics. Also hurting results was the war in Iraq, which started in
mid March and resulted in “several days of commercial-free cover-
age.” The company also cited the switch last July of its WIXT(TV)Jack-
sonville, Fla., to independent status after its CBS affiliation expired.

Fully Programmable

THE WB has placed an early new-season order for 22 episodes of
CARSEY-WERNER-MANDABACH-produced sitcom Grounded for Life. The
\WB took over Grounded in February after FOX decided not to place a
full-season order for the show. Meanwhile, The WB decided to can-
cel seven-year veteran Sabrina, the Teenage Witch. ...

Independent cable networks would be damaged if Washington poli-
cymakers force operators to offer a tier of family-oriented programming,
a top official for the HALLMARK CHANNEL said last week. CROWN MEDIA Chief
Operating Officer PAUL FITZPATRICK told the Washington Metropolitan
Cable Club that he fears that networks with family-oriented program-

ON LEAVE

Where's Leeza?

Leeza Gibbons is out as host of Extra, at
least for May, but she has not been axed.
Warner Bros. says Gibbons asked not to
have to host the show in May. It may allow

Alzheimer's disease (her mom’s a victim). A
spokesman said Warner Bros. and Gibbons
would discuss her future with the company
this summer. Sources say her contract
expires around that time.

her more time to devote to a charity fighting

ming would be relegated to a new tier that only a portion of general ca-
ble subscribers would buy. That would be “devastating,” he said. ...

ESPN is trolling for a new SportsCenter host. The sports net is plot-
ting a new reality show, Dreani Job, to search for a sportscaster. The
winner gets a one-year contract and a free lesson in tricky contracts:
“They could get the 2 a.m. SporisCenter on a Tuesday night,” quipped
Executive VP of Programming MARK SHAPIRO. ...

TNT chief STEVE KOONIN is adding TBS SUPERSTATION to his watch. He
will head both channels as executive VP/COO. The move comes af-
ter new TBS Chairman PHIL KENT reorganized the company’s struc-
ture, promoting former ad-sales chief MARK LAZARUS to president of
TURNER ENTERTAINMENT GROUP.

Grid and Bear it, Says Powell

The FCC Jaunched an inquiry last week to examine ways the govern-
ment can speed delivery of broadband Internet services via power
lines. Despite years of idle talk of delivering telecom services over the
power grid, FCC Chairman MICHAEL POWELL predicted the idea will be-
come a commercial reality this year: “This is a monumental moment
and a breakthrough.”

Corrections

Dennis FitzSimons is the president and chief executive of Chicago-
based Tribune Co. A caption on page 3 of the April 21 edition mis-
stated his title.

Also in the April 21 issue, it was incorrectly reported that CBS News
executive producer Lyne Pitts, who is married to correspondent By-
ron Pitts, is pregnant. CBS News colleague Jim Axelrod and his wife
are expecting a baby.

Viacom Gets
All Gomedy's
Laughs Now

By ALLISON RoOMANO

t's hardly a streich to imagine the boys

from South Park sharing a corporate home

with MTV’s The Osbournes and guy chan-

nel Spike TV. Now, with Viacom Inc. buying

out AOL Time Warner’s stake in Comedy
Central, the channel that’s just for laughs gets
a chance to thrive off both a big-media parent
and its well matched cable portfolio.

After much speculation, Viacom, which al-

ready owns half of Comedy,
m agreed last week to pony up

$1.23 billion in cash for AOLs
50% stake. It was likely difficult to part with
young, male-skewing Comedy Central, but,
struggling to pay off a hefty debt, AOL is forced
to sell even valuable assets. The deal is expect-
ed to close late in the second quarter.

AOL still retains a 50% stake in Court TV,
partnered with Liberty Media. Eventually,
some industry observers venture, AOL will try
to buy the rest of Court TV,

The net's ownership structure paves a clear
path for a single owner in the “not too distant
future,” said Court TV Chairman Henry
Schleift. He contends AOL is the likely buyer
and for good reason: “There has never been a
case when owning a largely analog, tully dis-
tributed cable network [like Court TV] is oth-
er than a pretty good thing.”

In the Viacom family, Comedy Central will
join MTV Networks, Viacom's cable portfolio
comprising MTV, VH1, Nickelodeon, Spike TV
(formerly TNN) and BET. Comedy Central
President Larry Divney is staying on. Like the
company's other successful channels, said
MTVN Chairman Tom Freston, Comedy will

Daily Show's Jon Stewart is one of Comedy Central's stars.

enjoy a good measure of autonomy.

Clearly, Viacom now has reason to invest in
growing Comedy, which was a 0.7-rated net-
work in prime for the first quarter. When it was
still a joint venture, said Viacom COO Mel Kar-
mazin, “if we had the opportunity of putting
$1 million on MTV or putting $1 million on
Comedy Central, obviously, that money went
to MTV because we owned 100% of it.”

Expect Comedy to get more promotion
and increased budget for programming and
development.

And Dan Rather at Viacom's CBS, who has
won four Peabody Awards for news excellence,
has a peer in Comedy’s Daily Show Jon Stew-
art host, who received television’s highest hon-
or in 2000 for the show's “Indecision 2000”
coverage of the presidential election.

It could cost some Comedy jobs, though,
particularly in areas where there is overlap,
like back-office departments and affiliate
sales. Freston, who held a town meeting with
Comedy’s New York and Los Angeles statfers
last Tuesday, wouldn't comment on possible
job cuts. Comedy employs about 350 staffers.

But Karmazin alluded to it. Under the AOL-
Viacom ownership structure, Comedy operat-
ed as an independent network on distribu-
tion. It has grown to 82 million homes and is
nearly fully distributed. “Now they will be part
of Viacom,” Karmazin pointed out, “and we
expect advantages there.”

Ira War. The Reality Series

By JoN EGGERTON

find weapons of mass destruction. The
Department of Defense has contracted
with reality TV producer Bertram van Mun-
ster (producer of CBS's The Aimazing Race,
and ABC's Profiles from the Front Lines) to
tilm Operation Iraqi Freedom and the tran-
sition to what DOD hopes is democracy.
Van Munster and a crew of six have been
filming in Iraq for the past three weeks and
have footage that likely will be used in De-
fense Deparument briefings as well as for
archival purposes, he says. The producer
and crew are basically functioning as inde-
pendent contractors for the government.
“They have given us a mandate for what to
do,” he says. “We hand them the tapes. We

'ust think of it as the amazing race to

don't edit anything.”

Van Munster was first approached by As-
sistant Secretary of Defense for Public Affairs
Torie Clarke about undertaking the two-
month assignment. His ABC series, Profiles
from the I'ront Lines, was a look at soldiers in
Afghanistan but the network discontinued it
when the Iraq situation heated up.

The producer says he may try to put to-
gether a TV series of his own from the
footage. “I definitely have plans. If the qual-
ity of the material is such that we can make
a coherent story out of it, I would definite-
ly try 10 go the John Huston, Frank Capra
route,” a reference to the famed filmmak-
ers who were enlisted by the government
to help chronicle World War 11.

While all the film remains the property of
DOD, van Munster believes he will also be
able to use the footage. m
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Reality Central Seeks To Become a Reality

By JoHN M,. HIGGINS

eality-show contestants

who try to exploit their

exposure usually shoot

for acting or modeling

gigs. But one former
contestant is looking to leverage
his experience into a reality-
show cable network.

Reality Central is planned as a
digital cable channel focusing
entirely on the reality TV genre.
That means mixing reruns of off-
network reality series, episodes
of foreign series that have never
aired in the U.S,, and E! Enter-
tainment-like news and features
about reality shows and their
contestants.

BIG PLANS
The chairman of the network is
Blake Mycoskie, who finished
third with his sister, Paige, on the
second round of CBSs The
Amazing Race.

Mycoskie had already started
a small billboard company but
now has raised money to start a
channel.

Blake Mycoskie (I) and Larry Namer will
team up o launch Reality Central network.

Coming in third on the second
season of The Amazing Race is
pretty much the extent of My-
coskie’s TV background. But he
has teamed with Larry Namer,
who in 1988 helped launch
Movietime, the network that was
later reworked into E!. Namer
has more recently been a con-
sultant and has been involved in
other cable and Internet ven-
tures, such as Recovery Network
and faltered interactive-TV ven-
tures Steeplechase Media and
television.com.

A HOT GENRE
“Reality TV is one of the hottest
television genres to come
around,” according to My-
coskie. Young viewers, he ob-
served, are particularly addict-
ed to the shows, and many are
dedicated to three or more of
them.

Mycoskie and Namer say
they've raised about $20 million
fram private investors but would

not name them. Namer esti-
mates that’s enough money to
carry Reality Central through a
planned launch by March 2004
plus 12 months of operation. He
believes the venture will ulti-
mately need $50 million, low for
a successful cable network.

Namer said he has had only the
most preliminary conversations
with cable operators about dis-
tribution.

Namer’s goals are relatively
modest. He figures Reality Cen-
tral can succeed with 20 million
subscribers at the end of four

years and a Nielsen household
rating of a 0.3.

A significant obstacle is the
short shelf life of reality shows.
Those made for broadcast TV
spike up with heavy promotion
but don’t seem to hold up in re-
runs after everyone knows who

. -

Careful. Other stations might get jealous.

Speed. Quahity. Flexible workflow. From acquisition to air, you can have it all with Avid. Of course, your

competition might not be too happy about 1t. For more info, visit www.avid.com or call 800 949 2843.

got thrown off the island or mar-
ried the bimbo.

But a small cable channel can
thrive on them, Namer said. “It's
one thing if you need another
big rating, but you're talking
about a cable network that only
needsa0.30r04.”m
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GUEST COMMENTARY BY ROBERT CORN-REVERE

Leave Programming out of the Media-Ownership Debate

The FCC's broadcast-
ownership proceeding
has become a public ref-
erendum about the qual-
ity of media content.

When the FCC launched
the omnibus proceeding to
review its various owner-
ship rules, it did so under
a congressional mandate
to “determine whether any of such rules
are necessary in the public interest as the
result of competition.” A critical question
is whether the commission must show
that the rules are “indispensable” to the
public interest or merely consistent with
the public interest. Traditionally, three is-
sues are included in the public-interest
calculus supporting restrictions: compe-
tition, localism and diversity of informa-
tion sources.

In the current proceeding, though, an-
other issue occupies a promi-
nent position: whether own-
ership rules are needed to
promote “good” broadcast
content. Arguments are be-
ing made that sex and vio-
lence on TV a lack of creativ-
ity in entertainment
programming, and the qual-
ity of newscasts are all related
to media concentration.

Commissioners Michael
Copps and Jonathan Adel-

To avoid problems
with the First
Amendment,

both the means
and the ends
underlying FCC
rules must be
free from content
considerations.

ownership is associated with lower-
quality newscasts. It examined such
factors as whether newscasts on vari-
ous stations covered the whole com-
munity, were significant and informa-
tive, demonstrated enterprise, were
authoritative, were fair and balanced,
and had a local orientation.

Its conclusions, though, were roundly
criticized in an analysis submitted on be-
half of three of the four largest broadcast
networks and suggesting that none of the
Project’s findings were statistically signif-
icant, that the raw data was not made
available, and that the results were errat-
ic. Among other things, the critique not-
ed that newscast quality (as graded by the
study) varied in different dayparts even
among stations owned by the same
group and that the study offered no ex-
planation for this phenomenon.

Most significant, the study based its
evaluation of newscast
quality on broad subjective
criteria. Even if such gener-
alized values—whether a
newscast is “significant,”
“informative,” “authorita-
tive” or “fair"—can be mea-
sured accurately, the more
important question is
whether this is a legitimate
basis for government ac-
tion. The FCC got out of the
“faimess” business 16 years

stein have asked whether
media concentration has
contributed to an increase in indecent
and violent programming. Copps has
suggested that media bigness has
spawned a “race to the bottom” and
that such trends might change if media
owners were located closer to their
communities of license.

In fact, the theory that community
pressures would force local owners to
clean up their acts has no real-world
support. In the 1990s, the FCC aban-
doned its policy of giving competing
broadcast applicants extra credit for in-
tegrating ownership with local manage-
ment after courts found that the FCC
had accumulated “no evidence to indi-
cate it achieves even one of the benefits
that the commiission attributes to it.”

The local market for recorded video
products similarly cuts against Com-
missioner Copps's theory. National
chains Blockbuster or Wal-Mart do not
rent or sell videos with hardcore sexual
content, for example. To get the harder
stuff, you need to go to your local
mom-'n’-pop video store.

The debate also considers the quali-
ty of local newscasts. A Project for Ex-
cellence in Journalism study submitted
to the FCC suggested that large-group

ago, and there is no justifi-
cation for getting back in
under the guise of structural rules.

A third faction injecting content con-
siderations into the debate over owner-
ship includes writers and producers
who advocate a return to a form of the
financial-interest and syndication rules
(fin-syn). They argue, among other
things, that network concentration has
promoted the proliferation of reality
programming to the detriment of cre-
ative, high-quality scripted dramas and
sitcoms. They urge the FCC to adopt a
“content-neutral” form of the fin-syn
rules to combat “blandness” in prime
time programming and to promote an
environment where viewers can see
“feisty females in lead roles on sitcoms.”

Even if the current infatuation with
reality programming could be legiti-
mately tied to anything other than
changing audience tastes, the pro-
fessed interest in promoting certain
types of program formats is anything
but content-neutral.

Nor does the demand for non-net-
work-production quotas have anything
to do with “diversity,” a key touchstone of
the FCC'’s ownership inquiry. Producer
Stephen J. Cannell wrote in the pages of
this magazine [“How Networks Can (and

Corn-Revere: If broadcast TV had made The Sopranos, it would have been blander, like Kingpin (shown).

Do} Stifle Producers,” 2/24/03, p.16] that
the broadcast networks passed on a pro-
posal for a show that became The Sopra-
nos, which then was successfully pitched
to HBO. The show that finally aired, Can-
nell wrote, “went on to redefine the face
of television.”

If nothing else, this example proves
that the increased choices for producers
and viewers alike has lead to an irncrease
in diversity and a reduction in televised
blandness—not the other way around. It
is difficult to imagine what The Sopranos
would have looked like as a broadcast-
network show (Kingpin, perhaps?) and
even harder to fathom how Hollywood’s
take on the broadcast-ownership pro-

WHAT’S YOUR BEEF?

ceeding can be squared with Commis-
sioner Copps’s interest in reducing sex
and violence on TV.

The lesson here is that the FCC
should scrupulously avoid injecting
programming quality into its review of
the ownership rules. As hard experi-
ence with the courts has shown, to
avoid problems with the First Amend-
ment, both the means and the ends
underlying FCC rules must be free from
content considerations. m

Corn-Revere is a First Amendment at-
torney with Davis Wright Tremaine and
former legal assistant to FCC Commuis-
sioner James Quello.

From time to time, BROADCASTING & CasLE runs commentaries from industry leaders whose point of view
may be different from ours, or maybe even from everybody else’s. (On the editorial page,
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The Future Is Now for Nets

Heading into upfronts, it’s time for some tough schedule decisions

The WB plans to give franchises like Tarzan and Jane a young twist.

BY PAIGE ALBINIAK

ith the upfronts looming, development
executives at the broadcast nets are
scrambling to put the finishing touches
on pilots before making their final
scheduling choices. Some networks
need more work than others. CBS, The WB and Fox
seem stable, NBC needs more successful comedies,
and ABC and UPN are in rebuilding phases.

The major networks announce their
new schedules the week of May 12.

ABC, though in a better position this
year than last, still has plenty of work to do.
It plans to continue the strategy it began
successfully last year: build strong come-
dies middie America likes. It also is look-
ing further back in its past for family-ori-
ented, character-driven dramas like
thirtysomething, My So-Called Life, NYPD
Blie and The Practice to play at 10 p.m. ET.

“We had some success this season start-
ing 1o create some of these building
blacks. We are also looking for ways to ex-

NBC will try out Alicia
Silverstone's Miss/Match.

pand family comedies, while finding young-adult come-
dies that work for us,” said Vice President of Comedy De-
velopment Stephanie Leifer.

Fox, for the first time, faces the new season as a net-
work with a stable schedule and an either first- or sec-
ond-place finish in its key adults 18-49 demographic.
May sweeps will decide its 18-49 rank.

“The schedule won't look significantly different
than it does now. If we can finally focus on Thursday
night and get something established there, then we're
ahead of the game,” said Executive Vice President of
Strategic Program Planning Preston Beckman.

Fox is hoping to use the success of American Idol to
launch young-skewing female dramas, such as The
O.C., which has a Melrose Place feel, and Wonder Falls.

Thursday night is a problem for every network ex-
cept CBS. NBC, the network that once owned Thurs-
day, is seeing its must-see TV decline while CBS’s
schedule is on the rise. Although NBC can expect a
stable 2003-04 with Friends committed for its final
year, 2004-05 could be a different story if it can’t de-
velop a show that can anchor Thursdays.

Thuesday night is a problem for every
network but CBS and, to an extent, NBC.

“Our goal is really to get to 10 comedies on the air,”
said Karey Burke, NBC's head of development.

To remedy its comedy problem, NBC is looking at
15 comedy pilots, as opposed to only seven dramas.
NBC'’s comedies and dramas have a lot of star power
attached, particularly Miss/Match starring Clueless’s
Alicia Silverstone, Touch 'Em All McCall with Tom Sel-
leck, Mr. Ambassador with Rupert Everett, and The
Lyon’s Den with Rob Lowe.

CBS chose not to talk to the press about its develop-
ment plans until the schedule is announced. But, thanks
to CBS Chairman Leslie Moonves's slow building of the
net’s prime time schedule over the years, there are very
few holes to fill. Its challenge now is to skew younger, as
it looks at third place in adults 18-49 for the season, just
one-tenth of a ratings point ahead of ABC.

The WB, after a great year by all accounts, is sticking
with what it knows: family-based, character-driven dra-
mas. The network still needs to build a Thursday night,
and its sitcoms aren't the performers its dramas are.

With Sunday, Monday and Tuesday
night all performing solidly, the network
needs to focus on Wednesdays as Daw-
son’s Creek wraps up its run. The network
is working on some known drama fran-
chises with a young twist, such as Tarzan
and Jane and MacGyuver.

UPN needs to turn itself around after
a tough year, with a 20% average down-
turn in its ratings. “Everything we are
doing, we hope feels different,” said
President of Entertainment Dawn Os-
troff, who is developing her first full
slate of programming for the network. m

Fox in Summep
Slightly Less Real

BY PAIGE ALBINIAK

up, with reality and specials taking up a
good chunk of Fox’s prime time.

But there’s a wrinkle. Although Fox isn't going
to launch its entire fall schedule this summer,
says Preston Beckman, executive vice president
of strategic program scheduling, it is going to try
to get some shows established early. In October,
except for promos, much of Fox's schedule is
clogged with baseball playoffs and the World Se-
ries, and some new series never get a chance o
get sampled.

Otherwise, Fox, like NBC, will go with heavy
doses of original reality fare on Mondays, Tues-

Fox's sweeps summer schedule is shaping

I

American Idol became a national sensation when it
premiered on Fox last summer.

days, Wednesdays and Thursdays this summer,
instead of repeating scripted shows.

Reality show Anything for Love will launch
June 16, airing double episodes Mondays at 8
and 8:30 p.m. ET, leading into Paradise Hotel at
9 p.m. Anything for Love features people doing
crazy things to win the partner of their choice.

American Juniors, a kiddy spinoff of American
Idol, will air Tuesdays at 8 p.m., premiering May
27. It will lead into new drama Keen Eddie, at 9
p.m.; Eddie premieres June 3.

After American Juniors ends, Fox will keep the
space warm with another reality show in the
Tuesday 8 p.m. time slot, until it launches the
third edition of Aimerican Idol next January.

It was Idol, of course, that became a national
sensation when Fox premiered it last summer.

Thursday nights will feature the Bruce Nash-
produced Stupid Behavior Caught on Tape at 8
p.m., starting May 29. That will be followed by
wacky talent show 30 Secornds to Fame at 8:30
p.m. Newsmagazine The Pulse will air at 9 p.m.
on Thursdays. m



SYNDICATION WATCH

RATINGS | April 7-13

Nielsen Media Research

Top 25 Shows

Adults 1849
RANK PROGRAM AA GAA
1 Ffriends 43 50
2 Seinfeld 42 49
3 Seinteld (wknd) 38 45
4 Everybody Loves Raymond 314 11318
5 Will & Grace 27 3.0
6 That '70s Show 2351351
7 Wheel of Fortune 2.3 NA
7 Entertainment Tonight 23] | 123
9 King of the Hill 21 24
9 QOprah Winfrey Show 21 22
11 Jeopardy 20 NA
11 Judge Judy 20 238
13 Everybody Loves Raymond (wknd) 1.8 NA
13 Home Improvement 178k ~2:2
15 Frasier de, A
16 Dharma & Greg 16 SN
16 Stargate 36-1 16 1.7
16 Dr. Phil 16 16
16 Friends (wknd) 16 1.6
20 Andromeda 15 16
20 Maury 145 16
20 The X-Files 15 16
23 Divorce Court 14 19
23 WW Police Videos 14 14
25 Live With Regis and Kelly 1.3 NA
25 Bulty the Vampire Slayer 3L, 145
25 Maximum Exposure 13 14
25 Access Hollywood 13 13
25 Drew Carey 138 518
25 Entertainment Tonight (wknd) 1830 i3
25 Extra R3] i3
25 Inside Edition 1.3 1.3

Top Off-Net Sitcoms

Adults 1849
RANK PROGRAM AA GAA
1 Friends 43 5.0
2 Seinteld 42 49
3 Seinfeld {wknd) 38 45
4 Everyhody Loves Raymond 34 38
5 Will & Grace 27 3.0

Aceording to Nielsen Media Research Syndication

Service Ranking Report April 7-13, 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

| reality |

The Show Found on the Web

BY PAIGE ALBINIAK

Twentieth Television's new syndicated strip Classinates debuts June

Pegged as something between a soap opera and a reality series,

30 on selected Fox owned-and-operated stations in major markets,
such as New York, Los Angeles and Chicago.

Like recent launches Texas Justice, Ex-treme Dating and Good Day
Live, Classmates will have a slow rollout, giving Twentieth a chance to
“test it, tweak it and get audience feedback,” says Robb Dalton, presi-
dent of programming, production and development.

Twentieth
Television’s Robb
Dalton balked at
Classmates at
first but then
realized that the
show’s reunions
presented
opportunities
for storytelling,
making it ‘a real-
life soap opera.’

The show is the first project from Twentieth's
new program-development unit Foxlab to make
it on-air.

The idea for Classmates came about when
Foxlab realized that, with 35 million subscribers,
Classmates.com is a bottomless pit of stories.
Dalton initially balked at a show based on a Web
site, but, when he realized all the opportunities
for storytelling that the reunions presented, he
got enthusiastic. “At its core, this show is a real-
life soap opera,” he says.

The show also plans to follow up on people it
reunites and air those stories, Dalton says. In
one of the first segments, two high school
sweethearts who hadn't seen each other since
he left for the military 10 years ago are reunited.
Both have been married and divorced in the in-
tervening years, and she has a son she named
after him.

“I believe they're going to get married. If they
do, we'll do it on the show,” Dalton says.

The show’s production team just started
working two weeks ago but has already deter-
mined that it takes about 40 leads, gathered
from Classmates.com, to put together a match
with a story to film. Twentieth had 3,500 leads
to start with and has been gathering about 300
to 500 leads a week.

Twentieth funds its slow rollouts, so the shows cost stations nothing
before they go national, if they do. If the test run goes well, Classmates
will launch nationally in January, June or September 2004.

Executive producer David Armour runs the show and with executive
producers Matt Papish and Glen Freyer. Classmates is produced by
Classmates Online, Pipeline Entertainment and Small Cages Produc-
tions in association with Foxlab and Twentieth Television. &
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Banish Daylight Saving Time!
Court shows were the one bright spot in the week
ended April 13, as every court show moved up in a
week where war coverage and daylight saving time
pulied most of syndication downward.

Viewers were either away from their sets and enjoy-
ing the extra hour of sunlight or watching the fall of
Baghdad on cable, with news-net viewing up 10%
from the prior week. But colder than normal weather in
the Northeast and the beginning of spring break
seemed to bring some different daytime viewers to
their sets.

Four of the seven court shows saw double-digit in-
creases. Paramount's Judge Joe Brown gained 10% to
a 3.4 rating; Twentieth’s Divorce Court, coming off its
lowest rating of the season, was up 17% to 2.8. Twen-
tieth's Texas Justice, also bouncing off a season low,
gained 21% to 2.3. And Warner Bros." Judge Mathis
surged 12% to 1.9. As for the others, genre leader
Judge Judy from Paramount rose 2% to 4.8. Warner
Bros." People’s Court was up 5% to 2.1. And Sony’s
Judge Hatchett advanced 7% to 1.6.

In access, Paramount's Entertainment Tonight, the
No. 1 magazine show, was up 2% to 5.3, while King
World’s Inside Edition was flat at 3.2. Warner Bros.’
Extra gained 4% to 2.5, but NBC Enterprises’ Access
Hollywood fell 11% to 2.4.

In daytime, talk shows were clearly mixed. King
World’s Oprah Winfrey Show, the top talker, gained
4% to 5.1 after hitting a new season low the prior
week. But King World’s Dr. Phil slipped 4% to 4.4.
Buena Vista’s Live With Regis and Kelly, in repeats for
the week, plunged 17% to a new season low of 2.9.
And Universal's Maury tied Regis and Kelly at a 2.9,
but it was up 4% for the week.

Crossing Over Host Has Live Assignment

Psychic John Edward, of Universal's Crossing Over
With John Edward, is crossing over to ABC to serve as
co-host of ABC's late-night talk show Jimmy Kimmel
Live during the week of April 28-May 2.

Edward, who spends his time talking to the dead
for audience members on his syndicated strip, will
help Kimme! interview According to Jim's Jim
Belushi, 24's Sarah Wynter, actress Rebecca Romjin-
Stamos from the new X-Men movie, and Grounded
for Life's Donal Logue.

#1 THEQOFILES” 2.8
#2 the practice 2.6

" coming This Fall-AN GE L

Source: NSS, Galaxy Explorer, w/o 3/31/03, rank among all weekly scripted hours, GAA HH Rtg
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ME TIME RAGE

Top 10 Basic Cable Shows
| apr 1420 |

Total Households (in millions)

PROGRAM
1. Sp Rpt: Cal

2. Hannity & Colmes
2. Sp Rpt: Ca Police
4. The 0'Rellly Factor
5. The 0’Relily Factor
5. Hannity & Colmes
7. The 0'Reilly Factor

8. WWE 10p

9. Hannity & Colmes
9. The 0'Rellly Factor

DATE NET

Atty Genl* 4/18 FOXN
4/18 FOXN
4/18 FOXN
4/16 FOXN
4/14 FOXN
4/18 FOXN
4/15 FOXN
4/14 TNN
4/15 FOXN
4/18 FOXN

HHS

38
34
34
33
32
3.2
3.1

Adults 18-49 (in millions)

PROGRAM
1. WWE 10p

2. Tr SpHollywood 10p 4/19 TLC
3. Helen of Troy, Pt. 1 4/20 USA

3. WWE 8p

5. Tr Sp/Hollywood 9p  4/19 TLC

6. Punk'd
6. South Park

DATE NET
4/14 TNN

AR
2.6
24
22
22
1.8
1.7
1.7

4/14 TNN

414 MTV
4/16 COM

6. RW/RR Battle/Sexes 4/14 MTV
9. Tr Sp/Holtywood 11p 4/19 TLC
9. Mv: Field of Dreams 4/20 TBS

SOURCE: Turner Entertainment

1.7
1.6
16

Research, Nielsen Media Research

Broadcast Networks

Total househelds (in millions)

WEEK STD
1. NBC 8.0 8.2
2.C8BS 7.2 8.8
3. FOX 56 6.4
4. ABC 5.3 6.8
5.WB 2.3 P
6. UPN 21 24
7.PAN 0.7 0.9

Aduits 18-49 (in millions)
WEEK STD
1. NBC 49 5.8
1. FOX 4.9 54
3. ABC 3.7 50
4.CBS 35 5.0
5.WB 1.8 2.3
6. UPN 1.7 1.9
7.PAX 0.3 0.4

Top 10 Broadcast Shows

Total Households (in millions)

WEEK
1.C81 CBS 13.2
2.Friends NBC 12.8
3. American Idol Tue FOX 12.7
4 Everybody Loves Raymond CBS 12.4
5. American Idol Wed FOX 11.8
6.Law & Order Thurs NBC 11.2
7.CSI: Miami CBS 11.0
8. Will & Grace NBC 10.7
9. 8crubs NBC 10.6
10.Law & Order: SVU NBC 10.5

Adults 18-49 (in millions)
WEEK
1. American Idol Tue FOX 11.4
2.Friends NBC 10.8
2. American Idol Wed FOX 108
4. Will & Grace CBS 94
5.8crubs NBC 8.9
6.CSI CBS 8.2
6.6ood Morning Miami NBC 8.2
8.Bernle Mac FOX 8.0
9.Law & Order Thurs NBC 7.8
10. Everybody Loves Raymond CBS 7.5

SOURCE: Nielsen Media Research
* Program length less than 15 minutes

e

o

WY

NBC
Week i ; MONDAY | :
30 5.6/8 9.7/16 6.7/11 5.3/8 0.5/1 2.2/4 2.1/3
20.King of Queens 7.9/13 . 99. The Parkers 1.8/3
69. John Stossel Special 39, Fear Factor 6.3/10 131. Dirty Rotten Cheater 87 7th Heaven 27/4
4.177| 17 Yes, Dear 8.7114 52. Married by America 04711 93 one on One 2.3/4
4.Ev Lvs Raymnd 11.6/18 5.3/8 i
- 28. Third Watch 7.011 {1t imas, RIS .| 95. Platinum 2.2/3|103. Everwood 162
12.Sthi Standing ~ 9.3/14 041
77.The Practice 36/6
N 33. Crossing Jordan 117. Diagnosis Murder
7.C81: Miami 10.317 6.8/11 08/
TUESDAY 2
5 6/9 7.3/12 70/11 9.5/15 07/1 19/3 3 3/5
64.8 Simple Rules  4.4/7 _Butfy th
i 35. JAG go/11| 31 Museum of Television | oo o 11.9/1] 125 Weskest Lk 0.5/1| o DU the vamaire 83 Gimore Girls  2.9/5
68. According to Jim 4.2/7 & Radio Women of TV Stayer 2.3/4
52. According to Jim 5.3/8 Comedy 6.9Mm
———————————— 39.The Guardian  6.3/10 28.24 7.0/11]125. Just Cause 0.5/1]105. Platinum* 1.5/2| 73.Smallvitte 3.8/6
58. Lost at Home 477 34. Watching Ellie* 6.7/10
. Dii is Murd
24 NYPOBue  7.5/12| 15.Judging Amy  B.9/15| 27 Dateline NBC  7.2/12 i e
WEDNESDAY :
44, My Wife & Kids 5.8/10 35. That ‘70s Show 6.6/11
e 46.Star Search  5.7/10| 43.Dateline NBC  5.9/10 121. Candid Camera  0.7/1| 95.Enterprise 2.2/4] 91 Dawson's Creek 2.4/4
51.6eorge Lopez  5.4/9 5. American ldo! 11.0/18
23. Bernie Mac 7.6/12
35.60 Minutes It~ 6.6/10| 49.The West Wing 559 124. Doc 0.6/1/107. The Twiiight Zone 1.4/2| S0. Angel 2.6/4
31. Wanda at Large 6.9/11 |
19.The Bachelor  8.0/13
49. 48 Hours Investigates 114. Diagnosis Murder
559 13.law & Order  9.2/15 092
i THURSDAY
3.9/7 9.7/16 10.4/17 3.6/6 0.8/1 3.3/6 1.4/2
: 2. Friends 12.0/21 " | 107 Sabrina/Mitch 1472
87. American Girl 2.7/5 15, Buryioe: faiang L s |125 It's a Miracie 0.51 B ———
8915 9. Scrubs 9.9/16 Shows 2 366 J 80. WWE Smackdown! 107 Brad Bluckman  1.4/2
8.WHI & Grace  10.0/16 1 3.3/6(103. Jamie Kennedy  16/3
86. American Girl 284 1.C81 12.4/20 77.The Puise 3.6/6 | —— —— - o
14. Good Mng Miami 9.0/14 114, Diagnosis Murder 111.0n the Spot 1172
0972
39. Primetime 6.3/11| 20 without a Trace 7.9'14| 6.Law & Order 10.5/18
: . FRIDAY 7
4 9/9 4.4/8 7.6/14 3 1/6 0.7/1 0.8/2 19/4
T
' ' 100. What I Like About 1.7/3
S6.AMPRAT AUIMIEE | oo oo Seanch  4.3/8[F CRMSIRERRES 83. Fastiane 2,96 117. Platinum 08— ——  — T
Home Videos 5110 Talented Kid 5711 121_Friday Night Fllx— 105. Greetings/Tucson 1.5/3
70.8 Simple Rules ~ 3.9/7 Thomas 0.5/1 | 91.Reba 244
61. Hack 4.5/8| 26.Dateline NBC  7.4/13| 80. John Doe 3.3/6 117 Piatinum 0.8/1}
80. Regular Joe 3.36 ’ 98. Grounded lor Life 2.1'4
10. Law & Order; Special 112 Diagnosis Murder T
i l . CSI: Miami Y
42.20/20 6.0/11| 66.CSI: Miam 4 3/8l Victims Unit 9.8/18 1002
; ; i SATURDAY
2.9/6 4 3/8 5.5/10 45/8 0 5/1
70.Cops 3918
OIS 73. Hunter 3898 125. Diagnosis Murder 0.5/1
459 61.Cons 45/9 | e
83. ABC Saturday Night at ] = a1 IGAlEs
the Movies—The 57.TheDistrict  4.89| 52.Law& Order  5.3/10] 0 NW: America H“'"s, [ S e o)
Birdcage 296 Badk 4.7/91125. 34th Annual Dove
24.Law & Order: Special Awards 051
T PR S Victims Unit 7514
SUNDAY | ;
6.3/11 6.0/10 8.4/15 3.4/6 0.7/1 1.9/3
100.X-Men 2 Preview 1.7/4 j
28.60 Minutes 7.014 125. Candid Camera  0.5/1 107. Giimore Girls 1.4/3
18.100 Years of Hope and | 95. The Pitts 224
55. Becker 5.2/9 Humor 81/15| 64 The Simpsons 448 - - S -
i .Doc 2 arme ]
38. ABC Sunday Night at "¢ gorypr 5.6/9 70.Ollver Beene  3.9/6
the Movies—The Ten
Commandments 6.4/11 11.Law & Order: Criminal | 58. Malcolm/Middle  4.7/7|117_Sue Thomas, EB.Eye 100, BI¥8K.23EN 7n
44.¢BS Sunday Movie— Intent 9.6/15| 75. The Pitts 3.7/6 0.8 ;
Ice Bound 5.89 -
22. Boomtown 7.713 121. Just Cause 0.711
Averages :
Week 5.0/9 6.7/11 7.5/13 5.2/9 0.7/1 | 2.0/3 2.2/4
8$-1-0 6.4/10 8.2/13 7.7/13 6.0/10 0.8/1 2.3/4 2.6/4

KEY: Each box in grid shows rank, program, total-household rating/share | Blue bar shows total-household rating/share for the day | Top 10 shows of the week are numbered in red | ™
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



Mississippi Gourts
To Test Cameras

By Joux EGGLRTON

ou can now spell Mississippi with
Yanolher eve, the electronic kind.
The Mississippi Supreme Court last
week adopted new rules permitting a
test of broadcast pool coverage of some
state courtrooms, trial and appeals,
ineluding its own (the high court had
already allowed a \Webcasting feed of its
proceedings).
The test begins July 1 and ends Dec.
31,2004, but can be extended.
\t the discretion of the judge, “televi-

The Mississippi Supreme Court
has allowed Webcasting of its
proceedings since 2001, with the
feed available to broadcasters.

|
BROADCASTING & CABLE
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AT A GLANCE

sion, radio, photographic, recording or
other electronic devices” will be allowed
in the state Supreme Court, Court of Ap-
peals, chancery courts, circuit courts and
county courts. Excluded will be munici-
pal courts and justice (small-claims)
courts, whose proceedings are not tran-
scribed for appeal purposes.

Coverage also excludes photographing
jurors or potential jurors, and certain
kinds of trials—such as divorce, child-cus-
tody and domestic-abuse and “in camera”
proceedings (those before a judge in
chambers or a cleared courtroom)—are
also exctuded.

The Mississippi Supreme Court has al-
lowed \Webcasting of its proceedings
since 2001, with the feed also available to
broadcasters, but this is the first time it
has opened its trial courts to the elec-
tronic press.

For a state-by-state outline of where
cameras are allowed, check out http://
www.rtnda.org/foi/scc.shtml. m

The Market
DMA rank o 67
Population 1.1 million
TV homes 445,000
Income per capita $14,944
TV revenue rank N 79
TV revenue $49,700,000

Commercial TV Stations

RANK® CH. AFFIL. OWNER

1 wosyav) 7 CBS Schurz -
2 WSEFTv._ 13 ABC Allbritton .
3 wsis-tv 10 NBC Media General

4 WRXR-TV 27 Fox Grant
5 WPNR(TV) 38 Pax Paxson

6 WORL-TV 24 UPN Danville TV Ptrshp.

‘February 2003, total households, 6 a.m.-2 a.m.

Sun.-Sat
Cable/DBS

Cable subscribers (HH) N 275,900
Cable penetration 62%
ADS subscribers (HH)** 111,250
ADS penetration 25.2%
DBS carriage of local TV? May 2003

‘*Alternative Delivery Systems, includes DBS and
other non-cable services, according to Nielsen Me-

dia Research
What’s No. 1

Syndicated Show RATING/SHARE***

Wheel of Fortune (WSET) ~ 14/22
Network Show

CSI (WDBJ) 18/28
Evening Newscast

WDBJ - 19/31
Late Newscast

WDBJ _9/26

***February 2003 total households
SOURCES: Nielsen Media Research, BIA Research

Growing in the Springtime

aren't the only things growing in the Roanoke-lynchburg market. “Busi-

S pring is in the air in southwest Virginia, and the azaleas and dogwood

ness is substantially improved over this time a year ago,” says Bob lLee,
president/genecral manager of CBS affiliate WDBJ(TV). “The market was
kind of slow to recover from the 9/11 fallout. But the market has come
along, and there is a general wellness in business here across all categories.”

Mike Brunette, general manager of
NBC atfiliate WSIS-TV, says Roanoke
is “probably a little bit luckier than a
lot of markets in that we don’t have
high highs or low lows. | think, like
everybody, we had our pause with the
war, but now we're seeing activity
kicking back in. I think there's a little
more confidence now.”

Another positive development, ac-
cording to Lee and Brunette, is that
both Direc’TV and EchoStar are poised
to offer local-into-local service next
month, though probably not in time
for the May book. “DBS penetration in
our market is 25%, which is very high.
But, when we go into Nielsen diary
examinations, we find that same 25%
of viewers accounts for about 35% of
television viewing,” Lee says.

Both Lee and Brunette describe
Roanoke as a competitive news mar-
ket. Brunette explains: “The ABC af-
filiate in Lynchburg 'WSET-TV] pret-
ty much serves the eastern half on
the other side of the mountain. And
then the larger part of the population
in Roanoke and the New River Valley
is split between ourselves and the
CBS station. But we also produce the
10 o'clock newscast for the Fox sta-
tion | WFXR-TV], and we have moved
the Pax station [WPXR] into our
building, and we run our 6 o'clock
newson Paxat7and our 11 at 11:30.”

PHOTO ROANOKE VALLEY CONVENTION AND VISITORS BUREAU

/& unemployment
rate in Rnanoke-Lynchburg,
low compared with the 5.8%
national rate

accommodate tourists and
business travelers

:i)ﬂ[‘ K sq. ft. of

& J I\ meeting space
is available at a conference
center and two civic centers

SOURCES: Bureau of Labor Statistics and
Roanokegov.com

Brunette is especially pleased with the boost his 5 p.m. news is getting
from Dr. Phil. “We've always struggled to get a good lead-in. In one of the
key demos, we tied our news competitor at 5 plus tied Oprah at 5, and we've

doubled our female 18-49 demo from a year ago.”

-Mark Miller

HATCHETT RULES ATLANTA!

i

SNY

PICTURES
TELEVISION

12003 Sony Pictures Television inc. All Rights Reserved.

As the #1 syndicated program

on WAGA, JUDGE HATCHETT delivers
the time period’s best performance
in 3 years from 10-11am!

e JUDGE e

9.5

o

> 9/, OVER YEAR
AGO!
HM‘ HE I I Source: NSI, WRAP Overnights, M-F,
(4/14/03 - 04'18/03}, year ago = (3'28/02 - 4'24'02)

HOUSEHOLD
RATING!

IN THE TIME
PERIOD!

www.sonypicturestelevision.com
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NBG Plans Post- Friends Era

Zucker has strategy to keep ad dollars on the net’s biggest night

By S1EVE MCCLELLAN

or many advertisers, NBC's
Thursday-night schedule is a
must buy. But recently, those
advertisers have been wringing
their hands and wondering how
NBC will sustain the magic once Frierids
departs at the end of the 2003-04 sea-
son. They won't be in the dark for long.
NBC Entertainment President Jeff Zuck-
er says he will disclose what he has up
his slecve for the post-/riends Thurs-
day-night era at the network’s prime
time upfront presentation on May 12.

Zucker will also detail plans for next
season, and the strategy for Thursday
is to stand pat with the current lineup.
“I feel good about those plans,” he
says, adding, “I think we have a good
shot” at a Friends-sized hit with a show
he has decided to replace it with.

For the past couple of seasons, NBC
has tried to come up with a new crop
of hits to maintain its Thursday-night
supremacy.

But time may be running out. Ana-
lysts say the network may have one
more development season to succeed
or lose its supremacy in both Thurs-
day-night ratings and ad dollars.

“With Friends apparently entering
its last season and recent declines
among Frasier, West Wing and even
ER, new-series development will be
more important than ever if NBC is (o
retain its lead among adults 18-49,"

'02 REVENUE VS.’01

ABC $283.8M | -34%
CBS $660.1M  +30%
NBC $983.0M Flat
FOX | §$1273M  +11% |
PAX l ~$20.1M 6%
UPN | $103.8M +20%
THE wB $84.5M  -8%
TOTAL $2.38 +1%
SOURCE: Competitive Media
Reporting

says Steve Sternberg, senior vice pres-
ident and director of audience analy-
sis, Magna Global USA.

The stakes are enormous: Advertis-
ers spend close to $1 billion annually
on NBC's prime time Thursday-night
schedule. The actual tally, according to
Competitive Media Reporting, was
$983 million in 2002.

That's the single biggest pile of ad
dough spent on any network on any
night of the week-—Dby far. It's more
than CBS and ABC combined did last

year on Thursdays ($944 million).

Last vear, NBC took in almost as
much money spent on movie ads on
Thursday ($113 million) as Fox had to-
tal revenue for the night ($127 million).

However, while NBC's Thursday ad
total was the biggest in '02, it was flat
with '01. Meanwhile, CBS, driven by
Survivor and CSJ, the latter having over-
taken ER this season as the top-rated
drama among adults 18-49 and 25-54,
posted a 30% gain in Thursday-night
advertising last year to a little more than
$660 million. CBS’s gain was a big loss
for ABC, which almost disappeared on
most Thursday nights. Its ad intake on
Thursdays dropped 34% last vear.

Movie dollars and auto spending
drive the night for all the networks.
Thursday-night auto dollars (cars and
light trucks, foreign and domestic) to-
taled $280 million in 2002. Movie
money reached $216 million.

Movie producers spend a dispropor-
tionate amount of their network bud-
gets ($1.1 billion in 2002, according to
Nielsen's Monitor-Plus ad-tracking ser-
vice), or about 20%, on Thursdays. And
they spend a disproportionate amount
of their Thursday-night budgets on
NBC: $113 million, or 52%. CBS got the
next-biggest chunk in 2002, with $50
million; ABC got $29 million; Fox, $14
million.

Movie marketers target Thursday be-
cause that night has the greatest con-
centration of 18- to 49-year-olds viewers
{followed by Monday and Sunday).m

—VISION CHI

LOCAL CABLE

EBB & FLOW

Syndie’s Fine,
Report Confirms

Second-quarter syndication is
largely sold out and, according
to Bob Cesa, EVP/advertising
sales and cable programming at
Twentieth Television, “at prices
considerably higher than in the
upfront.” Syndication CPMs are
seeing 15%-30% increases, he
says. “And there’s not a lot left
for third quarter.”

Roy Dundas, SVP/group di-
rector, national broadcast, Initia-

Late-Night Median Age

11years

younger than broadcast

tive Media, suggests, “War cred-
its are being cashed in. From
what we see, options are coming
in low, and, as summer ratings
[traditionally] drop but with the
same units to sell, that will artifi-
cially tighten up availability.”

Additional ammunition to
boost syndication’s appeal could
come from a soon-to-be
released Syndication Network
Television Association study.

A preview of the presentation
made available to BRoADCASTING
& CasLE says, “In virtually every
program genre, syndication
reaches a younger audience than
the Big Four nets.”

—Jean Bergantini Grillo

ASSOCIATION A



Telemundo Trumpets Hispanic Power

By STEVE MCCLELLAN

rmed with new market research, Tele-
Amund() is telling advertisers they need

to boost spending in Spanish-language
television or miss reaching one of the fastest-
growing and biggest consumer buying seg-
ments of the U.S. population.

That message is rapidly becoming a broken
record: According to 2000 U.S. Census figures,
there are now about 40 million Hispanics, or
13.4% of the total U.S. population; by 2020,

Protagonista

Hispanics will make up 19% of the population.

But sales of Hispanic-television ads lag the
data, by plenty.

Telemundo commissioned market-re-
search firm Global Insight to crunch the
numbers (from the Census Bureau and oth-
er public-domain databases) and forecast
the impact that Hispanic consumers and
their spending in key ad categories will have
on the U.S. economy over the next decade.

Telemundo executives say that only about
half of major advertisers spend money on
Spanish-language TV in the U.S.

That could be a mistake going forward,
they believe, given the fact that Hispanic
spending power will grow an estimated 400%
between now and 2020, to $2.5 trillion, ac-
cording to the Global Insight forecast. That
translates to average annual growth of more
than 9%, which is 3 percentage points higher
than the growth forecast for spending by the
non-llispanic population over that period.

Telemundo Executive Vice President Steve
Mandala calls that a “huge business oppor-
tunity” for corporate America.

Adds Global Insight Managing Director
Chris Hollings, “Sales to the Hispanic popu-
lation is the fastest-growing submarket for
almost every consumer product or service.”

That includes big-ticket items like cars.
Telemundo Vice President Mike O’'Shea, in
presenting some of the data from the new
study to ad/marketing executives in New
York last week, said car sales to tlispanics
over the next decade will climb significantly

Increase in
Hispanic
Spending

by 2020 |

400%

R ————

higher than sales to the general population.

On average, car sales to Hispanics will in-
crease 5.4% annually, vs. 1.4% for the gener-
al population. By 2012, Hispanics will ac-
count for 11% of all new-car sales, totaling
some $32 billion.

The motion picture industry will rely on
the Hispanic population for a bigger chunk
of its box-office growth over the next decade.
Currently, Hispanics account for almost 15%
of the industry’s $9.5 billion in box office re-
ceipts. Global Insight predicts that, by 2012,
Hispanics will account for 18% of some $16
billion in movie-ticket sales.

Over the next five years, Global Insight pro-
jects that Hispanic spending on prescription
drugs will climb at an annual rate of 15.2%,
compared with 12.6% for spending growth in
the category by non-Hispanic households. In
part, says O'Shea, that will be due to the 10
million newly insured Hispanic employees en-
tering the workforce over the next decade. m

TV Buyer
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'HOT SPOTS

FX Playing Upfront Games

FX NETWORKS is making its agency and client rounds with an upfront-
sales pitch that has a videcogame-animation look. The departure
from its former PowerPoint presentation befits FX's marketing tagline
“Rewriting the rules. Changing the game,” said FOX CABLE ENTERTAIN-
MENT EVP of Ad Sales BRUCE LEFKOWITZ.

WILDTANGENT, which developed the format, also created a separate
3-D animated online game for the programmer’s newest series,
Lucky. FX plans to drive viewers to this game—to be made available
for online play or free download at www.fxnetworks.com—via pro-
motional spots. In addition, said, WildTangent EVP of sales and mar-
keting DAVE MADDEN, the game will be pushed to 3.5 million users of
WildTangent’s own Web “game channel.” His firm also is in talks with
Road Runner and others about offering the game, he added.

In addition, FX plans a tournament tied to this online game, with
a trip to Las Vegas as the grand prize, Madden said. In its upfront
calls, FX aiso will be pitching integrated sponsorship opportunities
that include the online game, he said.

Coke CSTV Role Will Include Content Development

One facet of Coca-Cola’s $15 million deal with COLLEGE SPORTS TELEVI-
SION, execs said, will involve content development for the tledgling
network. The companies jointly announced earlier this month that
their deal—encompassing Coke’s $10 million equity stake in CSTV
and $5 million in marketing and promotion opportunities—would
involve programming that will “build upon existing Coca-Cola sports
initiatives,” such as “Footballtown USA” and “Copa Coca-Cola.” So far,
the only joint involvement announced calls for the soft-drink giant
to sponsor CSTV’s Sunday-night Notre Dame sports block this fall.
CSTV is already on DirecTV but has no MSQ carriage deals as yet.

Accounts

A.G. EDWARDS & SONS has selected INTERPUBLIC GROUP OF CO.’s Min-
neapolis-based CARMICHAEL LYNCH as its agency after a two-month ac-
count review. The account has been estimated at $20 million, but
the firm spent just $1.5 million in measured media last year, by CMR
estimate. Previously, Edwards had used agencies on a project basis.
The other finalist for the St. Louis-based brokerage firm’s review was
MCKINNEY & SILVER, Raleigh, N.C. ...

ASK JEEVES INC. tapped TBWA/CHIAT/DAY, San Francisco, to handle its
U.S. creative account. [n addition, the search engine appointed TBWA's
GMNICOM sibling OMD USA o take over media buying and planning. Pre-
viously, Ask Jeeves, whose creative was handled in-house, used GREY
GLOBAL GROUP’S MEDIACOM media unit for planning and buying. Ask
Jeeves has been working with TBWA Worldwide in the UK. Its ad
spending has plunged to nearly $1 million last year, according to CMR.

Campaigns

HERSHEY FOODS has just begun a broadcast- and cable-network cam-
paign for Reese's Pieces, the first for that chocolate/peanut-butter
candy brand since 1994. In the spot, titled “Center of Attention,” a
drawing comes alive, with the candy depicted in a Claymation fan-
tasyland. OMNICOM GROUP’S DDB WORLDWIDE, New York, is the agency.

ICs
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OUTSTANDING ACHIEVEMENT
IN COMEDY — Show

INDIVIDUAL ACHIEVEMENT
IN COMEDY — Actor
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By Bi.i. MCCONNELL

roadcasters want the
FCC to make sure that
TV stations aren’t pe-
nalized by uncertainty
over final DTV channel
assignments. Last week, the
NAB and the Association for
Maximum Service Television
urged the FCC to drop plans for
“use-it-or-lose-it” deadlines for
stations to reach their entire cov-
erage area with a digital signal.
An FCC proposal would strip
stations of their rights to cover
their entire coverage area well
before the end of the DTV tran-
sition. In the case of Big Four
network affiliates in top-100
markets, that would be July 1,
2005; tor all other DTV broad-
casters, a year later.

REGULATION

The deadlines pose a prob-
lem because not all stations
have a DTV allotment in core
channels 2-50. Those outside
the core eventually will have to
relocate because that spectrum
is being auctioned to other

| LAW |

To diminish the potential for
chaos on the allotment table,
NAB and MSTV asked the FCC
to establish a May 1, 2005, dead-
line for electing to keep their cur-
rent DTV channel or switching to
their analog. Broadcasters also

To diminish the potential for chaos, NAB and the
Association for Maximum Service Television asked for
a May 1, 2005, deadline for stations to elect to keep
their current DTV channel or switch to their analog.

users, the trade groups warned,
forcing another reallotment af-
ter the DTV transition.
Instead, the broadcasters
want to postpone the drop-
dead date until the transition to
DTV is complete and the elimi-
nation of analog channels gives
them better frequency choices.

should be prohibited from
swapping their analog and digi-
tal channels without first being
subjected to an FCC rulemaking,

Responding to proposals that
the FCC issued two months ago,
they urged the agency to let
smaller-market and lower-rev-
enue stations phase in DTV

COURTS

hours of operations. Broadcast-
ers awaiting permanent DTV as-
signments should not be forced
to launch lower-power opera-
tions on temporary channels,
they added. The groups also re-
iterated calls to eliminate ana-
log/digital simulcasting require-
ments and to establish technical
requirements for receivers.

The National Cable &
Telecommunications Associa-
tion, on the other hand, argued
that eliminating the simulcasting
mandate would lead stations to
perpetuate their analog station
as a distinct revenue stream.

The Advanced Television Sys-
tems Committee argued that
the FCC would need to take no
action if broadcasters rolled out
new digital transmission sys-
tems that rely on many cellular-
phone-style transmitters in a
market rather than a lone high-
power antenna tower. The idea,
devised by the Merrill Weiss
Group, is being promoted as a
way to get around signal echoes
and other reception problems.

Distributed  transmission

NAB Wants DTV Leeway

Says ‘use-it-or-lose-it’ coverage requirements are unfair

DTV rules currently under review:

m Analog simulcasting quota

m Interference protections for
unserved coverage areas

m Assistance to noncommercial
stations.

® DTV-set labeling (capabilities
and cable-ready status)

m Feasibility of multiple
transmission sites

W V-chip requirements

@ Program-guide codes

would be similar to low-power
translators and booster stations
already used to expand TV sta-
tions’ reach. The only difterence:
ATSC says the FCC should grant
distributed transmitters the
same interference protection as
primary towers. Translators and
boosters, by contrast, must vield
to other primary licensees that
create or receive interference.
The Consumer Electronics As-
sociation argued that broadcast-
ers should be required to stick
with DTV programming quotas. m
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TV Duop Songs Differ

By Biil. McConntL

ith Republican FCC commissioners ap-
Wparemly coming to three-vote agreement

on signhiticant opportunities for crossown-
ership of local broadcast outlets and newspapers,
T\V-station groups are turning their
lobbying toward making it easier to
own two TV stations in midsize and
small markets.

variety of ideas that would loosen re-
strictions on TV duopolies when the

of broadcast ownership rules.
Currently, the FCC permits duopo-

lies in bigger markets, where eight sep-

arately owned stations would remain

markets are nice but the combos are

An idea floated
by Hearst-Argyle,
Several groups have proposed a which would
permit TV pairs
FCC completes its sweeping review Il any market

as long as
collective
audience share
and only one station is among the four is 30% or less,

top-rated. Many top TV groups, along ~ reportedly has
with the NAB, say duopolies in big the hest shot.

tal-merger guidelines. Hearst-Argvle’s plan
would stand a good chance of passing court
muster, sources say, because it mirrors antitrust
rules and does not set an arbitrary cutoff point
for which markets duopolies can occur.

The “eight-voice test” was struck down by fed-
eral appeals judges as an arbitrary limit. Although
judges did not indicate that more-le-
nient duopoly rules were necessarily
the way to go, broadcasters think they
have persuaded the commission’s Re-
publican majority.

Democrats Michael Copps and
Jonathan Adelstein have been skepti-
cal of the industry’s plea for small-
market relief, and the Dems’ public-
advocate allies say permitting more
concentration in small markets is the
last thing the FCC should be doing.

Other competing plans include the
NAB's “10/10” proposal, which would
allow pairs in smaller markets when
a station with a 10 share would join

really needed in smaller markets,
where struggling stations would benefit from the
efficiencies of scale that paired operations provide.

The big question now is which plan, or varia-
tion thereof, will the FCC implement.

Some sources tracking the deliberations pre-
dict an idea floated by Hearst-Argyle, which
would permit TV pairs in any market as long as
collective audience share is 30% or less, has the
best shot. The deals also must meet Justice De-
partment/Federal Trade Commission horizon-

with a lower-rated station. Case-by-
case mergers would be permitted in smaller mar-
kets. The plan has pretty much been ruled out by
the commissioners, industry sources say.
Likewise, Belo Corp.’s suggestion to eliminate
the eighit-voice test but preserve a prohibition on
mergers between the four top-rated stations is
viewed as permitting too many small-market
mergers. That argument appears to be hurting a
LIN/Rayvcom plan to permit pairs anywhere unless
all stations in a market would have one owner. ®

CAPITAL WATCH

afffme

Fritts Sticks at 35%

Despite a change in thinking by at least one of his prominent members, Na-
tional Association of Broadcasters President Eddie Fritts Wednesday called on
the FCC not to give in to network demands for a higher national TV-ownership
cap. “In our view, the 35% cap has been good for localism and diversity,” he
told the Media Institute in Washington Wednesday. Although Belo has told the
FCC it could accept a hike in the cap on one company’s national reach to 45%
of TV households, Fritts said NAB is holding its ground. Asked how much of
a hike would prompt an NAB court challenge, Fritts wouldn't say. As for radio-
ownership limits, Fritts said the FCC should not alter local-market measure-
ments to reduce the number of stations one company can own in a market.

Been There, Done That, Says Gannett

Responding to criticism from Media Access Project President Andrew
Schwartzman that Gannett neither participated in nor covered a recent media-
ownership forum in Phoenix, a spokeswoman for the company said it had
sent a statement to be read at the hearing, adding that the judgment as to
whether to cover the forum had been entirely up to the local Gannett station
and newspaper in the market. Schwartzman had been seconding a complaint
of undercoverage by FCC Commissioner Michael Copps, who called for the
series of ownership forums and continues to push for more public input

Radio License Threatened

The FCC last week upheld a $39,000 fine against KTCM(FM) Kingman, Kan
for failing to comply with a host of safety and operational requirements. The
commission is also investigating whether further sanctions are warranted
including revocation of the station’s license. Maria Salazar, owner of the sta-
tion, was ordered to pay the fine after the FCC found the antenna at an unau-
thorized location and without proper lighting. The station also failed to install
Emergency Alert System equipment, maintain a main studio, or keep a pub-
lic inspection file. Salazar has not responded to a notice of apparent liability
for the fine issued last July.

OUTSTANDING WRITING
FOR A COMERY-SERIES

VVININE
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. TRANSACTIONS

| DEALS

CHANGING HANDS

TVs

WTVW-TV Evansville, Ind.

PRICE: $44 million

suveR: GNS Media Inc. (G. Neil
Smith, president)

SELLER: Quorum Broadcasting
Co. (J. Daniel Sullivan,
president)

FACILITIES: Ch.7, 316 kW, ant.
1,001 ft

AFFILIATION: Fox

COMMENT: GNS may ultimately
allow Liberty Media to
purchase the GNS stock. Liber-

ty owns WFIE-TV/Evansville

Combos

WXCGO-AM and WYCO-FM Wausau
{Wausau-Stevens Point), Wis.
PRICE: $3.4 million

BUYER: Badger Communica-
tions LLC (David W. Winters,
president/CEO); owns nine
other stations, including
WMZK-FM Wausau-Stevens
Point

SELLER: Seehafer Broadcasting
Corp. (Don Seehafer, president)

FACILITIES: WXCO-AM: 1230
kHz, 1 kW; WYCO-AM: 107.9
MHz, 100 kW, ant. 1,030 ft.
FORMAT: WXCO-AM: Sports;
WYCO-AM: Hot AC

WJZY-FM Carolina Beach and
WMFD(AM) Wiimington, N.C.
PRICE: $1.5 million

BUYER: Ocean Broadcasting
LLC (Macon B. Moye,
manager); owns two other sta-
tions, including WAZO-FM and
WRQR-FM Wilmington

SELLER: Carl V. Venters (Charles
H. Sullivan Jr., president)
EACILITIES: W]ZY-FM: 106.7
MHz, 6 kW, ant. 341 ft.; WMFD-
AM: 630 kHz, 800 W day/1 kW
night

FORMAT: W]ZY-FM: Smooth
Jazz; WMFD-AM: Sports/Talk

FMs

WWZY-FM Long Branch
(Monmouth-Ocean), N.J.
PRICE: $20 million

BUYER: Press Communications
LLC (Richard T. Morena, CFO);
owns three other stations, includ-
ingWHTG-AM and FM and
WBHX-FM Monmouth-Ocean
SELLER: Nassau Broadcasting
Partners LP (Louis Mercatanti
Jr., president/chairman)
FACILITIES: 107.1 MHz, 630 W,
ant. 541 ft.

FORMAT: Spanish AC

WWXY-FM Hampton Bays (Nassau-
Suffolk), N.Y.
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$2 million
Jarad Broadcasting Co.
Inc. (John Caracciolo, president);
owns three other stations,
including WDRE-FM, WLIR-FM
and WXXP-FM Nassau-Suffolk
Nassau Broadcasting
Partners LP (Louis Mercatanti
Jr.. president/chairman)
107.1 MHz, 6 kW,
ant. 279 ft.
Modern Rock

WOKL-FM Troy (Dayton), Ohio

$1.2 million

Educational Media
Foundation; owns 63 other sta-
tions, none in this market

Hawes-Saunders
Broadcast Properties Inc. (Ro
Nita Hawes-Saunders,
president)
96.9 MHz, 3 kW,

ant. 315 ft.

Urban/Oldies

WMRZ-FM Buena Vista (Columbus),
Ga.
$1 million
Davis Broadcasting Inc.
(Gregory A. Davis, president/
director); owns four other sta-
tions, including WEAM-AM,
WOKS-AM, WFXE-FM and
WKZJ-FM Columbus
Popwell Corporate
Group (James Popwell Sr., pres-
ident)
100.7 MHz, 12 kW,
ant. 479 ft.
Adult Standard

WCRQ-FM Dennysville, Maine
$195,000
WQDY Inc. (William G.
McVicar, president); owns two
other stations, neither in this
market

Citadel Communica-
tions Corp. (Farid Suleman,
CEO)

102.9 MHz, 100 kW,
ant. 456 ft.
Hot AC

KBMV-FM Birch Tree, Mo.
: $175,000
: Bob Knight; owns four
other stations, none in this
market
Eagle Bluff Enterprises
(Steven Fuchs, president)
107.1 MHz, 15 kW,
ant. 328 ft.
Hot AC

KWCO-FM Chickasha (Oklahoma
City), Okla.
$114,400
Kenny Communica-
tions Inc. (Matthew K.
Mollman, president); no other

broadcast interests
Tyler Broadcasting
Corp. (Ralph H. Tyler, operating
manager)
105.5 MHz, 3 kW,
ant. 443 ft.
Classic Hits

WIGH-FM Lexington, Tenn.
$20,000
American Family Asso-
ciation Inc. (Donald E.
Wildmon, president); owns 107
other stations, none in this
market
Guiding Hands for the
Blind Inc. (Steve Beverly, chair-
man)
88.7 MHz, 15 kW,
ant. 548 ft.
Educational
American Family
has also agreed to continue to
carry Union University’s men’s

VVIN

and women’s basketball games
through 2005

KREU-FM Roland (Ft. Smith, Ark.),
Okla.
$10,000
Fred Baker, et al (Fred
Baker, president); owns two
other stations, KFSA(AM) and
KISR-FM Ft. Smith
Sequoya Communica-
tions Corp. (Polly A. Crews,
president/director)
92.3 MHz, 730W,
ant. 930 ft.
'70s Oldies
At the time of the
sale, Baker was already operat-
ing the station.

KVRS-FM Lawton, Okla.; KRVS-FM
Lafayette, La.

$10

American Family Asso-



Business

BROADCASTING & CABLE
4.28.03

24

ciation Inc. (Donald E.
Wildmon, president); owns 106
other stations, including KSJY-
FM Lafayette

SELLER: Lawton Educational
Broadcasting Foundation
(Harold Wilson, president)
FACILITIES: KVRS-FM: 90.3 MHz,
1 kW ant. 187 ft.; KRVS-FM: 88.7
MHz, 100 kW, ant. 1,243 ft.
rForMAT: KVRS-FM: Christian;
KRVS-FM: Variety

Changing Hands

COMMENT: American Family
Association will also pay $800
per month to the Dorothy Wil-
son trust during the life of
Dorothy Wilson

AMs

KVIN(AM) Turlock (Modesta), Calif.

PRICE: $500,000

suveR: Nelson E Gomez; owns
six other stations, including
KBYN-FM and KCFA-FM

Modesto

seELLER: Threshold Communi-
cations (James Arata, general
partner)

FACILITIES: 1390 kHz, 5 kW
FORMAT: Smooth Jazz

WGSR(AM) Fernandina Beach
(Jacksonvitle), Fla.

PRICE: $335,000

BuYveR: Florida Sports News
Network LLC (Larry Calufetti,

president); no other broadcast
interests

SELLER: RIM Communications
Inc. (Rickman J. Morrison, pres-
ident/director)

FACILITIES: 1570 kHz, 10 kW
day/30 W night

FoRrMAT: Gospel/R&B Oldies

WWON(AM) Waynesbora, Tenn.
PRICE: $140,000
BuYER: Harvey Fischer; owns

one other station, not in this
market

SELLER: Wayne County
Community Radio (Gerald E.
Dilts, managing member/GM)
FACILITIES: 930 kliz, 470 W
day/91 W night

rFormAT: Oldies/Full Service

WKSJ(AM) Prichard (Mobile), Ala.
prICE: $100,000
BUYER: Satellite Radio Network

1IVE= P



(Michael Glinter, president);
owns five other stations, none
in this market
SELLER: Clear Channel
Communications (John Hogan,
CEO/Radio)
B ES: 1270 kHz, 5 kW
day/103 W night
ORMAT: Adult Standard
WMOV(AM) Ravenswood, W.Va.
$50,000
B Harvey Fischer; owns

one other station, not in this
market
Harold E Parshall
ACILITIES: 1360 kHz, 1 kW day
ORMAT: Country

WABN(AM) Abingdon (Johnson
City-Kingsport-Bristol), Va.
PRICE: $50,000

BUYER: Living Faith Ministries
Inc. (Buford Smith, president/
CEO); no other broadcast

interests

Abingdon Church of
the Nazarene (Dickie Kegley,
director)
ITIES: 1230 kHz, 1 kW
o T: Oldies/AC

KNIR(AM) New Iberia (Lafayette),
La.

RICE: $45,000

JUYER: Radio Maria Inc.
(Joseph Fugulo, president);

Changing Hands

owns three other stations, none
in this market

Bonin Broadcasting
Corp. (Donald Bonin,
president)

1360 kHz, 1 kW

day/209 W night

Nostalgia

WYMR(AM) Bridgeport, Ala.
: $45,000
Stone Collins Commu-
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nications Inc. (William J. Lord,
VP); owns two other stations,
none in this market

Dade County
Broadcasting Inc. (Evan E.
Stone, president/director)

1480 kHz, 1 kW

day/39 W night

Adult Standard

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



“With its sly humor and fiercely
honest style, [it's] royal fun...”

Ken Tucker
Entertainment Weekly

*...one of the funniest things on television.”

Tom Long
Detroit News

*...criminally funny.”

Howard Rosenberg
Los Angeles Times

SHRINGIN

*...the most original sitcom since
Fox's Malcolm in the Middle.”

Mark Morison
USA Today

", .critics are hailing it as the rebirth of the sitcom,
It definitely screams innovation.”

David Hochman
TV Guide

“Move over, Seinfeld. The Mac Man's in the house.”

Devin Friedman
GQ

World Radio Histo



Awards:

2002 Emmy™ Award Winner — Qutstanding Whiting for a Comedy Series

2002 TCA Winner — Outstanding Comedy Series & Actor

2003 Image Award Winner — Outstanding Comedy Series & Actor

2002 Peabody Award Winner

VVINNING VVAY

2002 Emmy*® Award Nominee — Outstanding Actor in a Comedy Series

2002 People’s Choice Nominee — Best Comedy Series & Actor

2003 Writer's Guid Award Nominee — Comedy Series

2003 Screen Actors Guild Award Nominee — Best Actor in @ Comedy Series

2003 Goiden Globe Nominee — Best Actor in a Teievision Series, Comedy

World Radio Histo




With all the news and information you'll find at this
years NCTA Show, you'll need a source you can
trust to keep you up-to-date on what’s going on.
The Reed Business Information Television
Group’s family of publications provides the most
in-depth coverage of breaking show news. From our
show issues to dailies, we'll keep you on top
of the conference and bring you up-to-date on all
the latest events as they unfold.
With our extensive in-room and show distribution,
you can be sure you'll have high visibility with all
top level industry and MSO executives. Call your

representative to reserve your space today.

N
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Multichanngl

Issue Date  Focus Space close Materials Due
June 2 NCTA Preview Issue Tues., 5/14 Thurs., 5/20
June 9 NCTA Data Book Wed., 5/21 Wed., 5/28
June 9 NCTA Issue/Newsday Tues., 5/21 Thurs., 5/28
June 16 NCTA Wrap -Up Tues., 5/29 Thurs., 6/4

Contacts: Brian Campbell 303-470-4874 « Lauren Cohen 646-746-6574 + Larry Ounn 646-746-6572
Paul Mauriello 646-746-6960

BROADCASTINGGABLE

Issue Date  Focus Space close Materials Due
June 2 NCTA Preview Issue Fri., 5/23 Tues., 527
June 9 NCTA Show Issue Fri., 5/30 Tues., 6/3
June 16th NCTA Wrap-Up Fri., 6/6 Tues., 6/10

Contacts: Chuck Bolkcom 775-852-1290 » Matcia Orcutt 323-549-4114 « Rob Payne 212-337-7022
Cheryl Mahon 646-746-6528

CED

Issue Date  Focus Space close Materials Due
June TV & VOD: What's New & What Works ~ Mon., 55 Wed, 5/7
June NCTA Show Daily Wed., 521 Fri., 523
uy NCTA Wrap- , € Wed., 6/11

Contacts: Linda Sommer 303-470-4871 ¢ Bill Parker 303-470-4870 » Todd Marquez 303-470-4873

THECABLE Be seenatThe NCTA Show. On TV, in print, and online.
"8 CHANNEL Cal Steve Nelson: 978-282-8222 www.cablechannel.com
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Most cable networks are flexing
their muscles on original programs.
Here are several networks’
strategies and plans for the
months ahead. Compiled by John
M. Higgins and Allison Romano

Court TV

The difference may be subtle, but Court TV is trying to po-
sition itself as less about crime and more of a mystery
channel. Senior VP of Development Ed Hersch said that,
unlike broadcast newsmagazines that “begin and end on a
sobbing soundbite,” Court TV is focusing on the investiga-
tion. That means more forensic experts, fewer relatives of
homicide victims.

Mastermind

To showcase this approach, Court TV will label part of
its prime time schedule | Zone, an hour featuring a mix of
documentaries, reality-based dramas, specials and
unscripted reality shows. New programs include Heist!, a
half-hour look at audacious bank robberies and museum
thefts around the world; Hollywood Justice, aboet celebri-
ties caught up in crimes; and Masterminds, focused on
elite, brilliant bank robbers, musderers and con men.

One limited series is The innocence Project, about
real-life wrongful convictions that have been overturned.
The requisite Tradimg Spaces knock-off is Caper
Challenge, in which two teams must emualate past difficult
and complex robberies on elabarately built sets containing
laser alarms, security vaults and other high-tech systems.

Food Network
Ever seeking the right balance between shows about cook- | S PE C IAL REP O RT
ing and shows merely about foad. Food Network is drift- |

By ALLISON ROMANO

u i/ t's tough to be original. USA Network
was so pleased with freshman drama
The Dead Zone last summer that it
promoted the show to a winter run

for its second season. After a strong

- debut in January, though, Sunday nights
in February proved far more competitive
than Dead Zone’s prior summer slot, and

Date Plate

the show’s numbers faded.

r 'a ¢ After initial bliss with freshman hits like Dead Zone
NetS use b OadCaSt S repeat and USA Network’s other drama, Monk, and FX's The

season’ to launch their series Shield, cable channels are rediscovering how tough a
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Disney Channel’s That's So Raven (top) gets goed Nielsen marks; Comedy Central axed satire That’s My Bush in ’01.

changing. Most cable nets are
earmarking more money for
original production, and, thanks
both to cable’s success with
scripted shows and to the recent
reality glut on broadcast, they
are gaining access to top-notch
writers, producers and actors.
ABC Family programming chief
Linda Mancuso says the comedy
genre is attractive because there
aren't many sitcoms. And broad-
cast networks, focused on drama
and reality, have had real trouble
developing sitcoms that stick.

At ABC Family, two scripts are
in development: 1,001 Dates,
about two Manhattan match-
makers, and Tiwenty Nothing, a
Friends-style comedy based in
Royal Oak, Mich. Mancuso plans
to make 26 episodes of each. “If
you hit a home run with a com-
edy,” she says, “vou can rerun it
to the ground.”

Sister net Disney Channel re-
cently welcomed its first sitcom,
That'’s So Raven, which posts en-
couraging Nielsen marks.

Of course, network execs say,
half-hour shows are hardly a

bargain. A high-quality comedy
will likely run more than
$500,000 per episode. Broadcast
networks spend upwards of $1
million per episode for the aver-
age sitcam. Star-studded shows
are wildly more expensive.

Still, cable programmers are
keeping a tight rein on costs.

For its unnamed scripted pro-
ject, Comedy Central grabbed
two young writers who don't yet
qualify for the Writer's Guild
union, which makes them afford-
able, and paired them with an ex-
perienced supervisor. Another
new Comedy show Reno: 911 is a
hybrid scripted/sketch comedy:
The scenes are set, but actors
take characters and storylines on
the fly. Comedy Central some-
times tests ideas at its Los Ange-
les comedy club The Comedy
Central Stage before committing.

“There’s never as much mon-
ey” for cable development as for
broadcast shows, says Comedy
Senior Vice President of Original
Programming and Development
Lauren Corrao, who formerly ex-
ecutive-produced ABC's The Job.

“But we try ta use it to our ad-
vantage. On cable, people are
looking for an alternative.”

WE's Tinsley Bumble, which
kicks off in June with six
episodes, is a scripted/improv
hybrid. The Rainbow Media-
owned network created and pro-
duced the show in-house, using
a single digital camera. With a
price tag said to be under
$100,000 per episode, the show
is more akin to reality shows
than to traditional sitcoms.

“We were determined to do a
comedy, and this is the way we
found to do it,” says WE General
Manager/Executive Vice Presi-
dent Martin Von Ruden.

Also trying to manage costs,
ABC Family is tinkering with tra-
ditional development. Mancuso
doesn't plan to shoot pricey pi-
lots. In fact, she won't film pilots
at all. “It doesn’t make sense, es-
pecially for us.”

Instead, she'll cast the show
and then have actors in for table
reads, saving valuable produc-
tion dollars for the scripts that
get a green light. m

show starring actor Ashton Kutcher, are particularly hot right
now. Drew Barrymore’s ex-husband Tom Green hosts a new
late-night strip show The New Tom Green Talk Show
beginning June 12. A new reality show starring newlywed mu-
sicians Jessica Simpson and Nick Lachey kicks off in August.

Other reality strains are going strong, too. Made offers
teens a chance to live a dream, like making the cheerleading
squad; Sorority Life, a reality show on sororities, is return-
ing for its third season; The Real World also returns, this
time in Paris.

TNT and TBS Superstation

After some time on the sidelines, Turner Broadcasting Sys-
tem’s general-entertainment nets want back into the
original-series business. For TNT, that means a new scripted
drama by summer 2004. The net enjoys big ratings for ac-
quisitions, such as Law & Order, sports, with the National
Basketball Association and NASCAR; and original movies.
But it has been missing an original series since Witchblade
was axed last year after two seasons of decent ratings. TNT
also plans eight original movies and miniseries for the com-
ing TV season.

After focusing on its fringe “Non-Stop Comedy Block” of
acquired sitcoms, TBS Superstation is turning to sprucing up
its prime time. A new reality show for fall is House Rules, a
Trading Spaces-type show where three teams of remodelers
compete to win the house they are making over. TBS also
plans 13 original movies, many of the action variety, for the
coming season.

Lifetime

In August, Lifetime will add two new dramas to its schedule
and open up a second night of originals on Saturdays. The ad-
ditions come as Lifetime, queen of basic cable for months an
end, has slipped in recent ratings, with first-quarter Nielsen
marks off 23%. Lifetime executives contend that the new se-
ries, along with a strong slate of summer original movies, will
drive “Television for Women” back up.

Nick & Shelley
- L

The four pilots: Nick & Shelley. featuring a divorced cou-
ple who are still detective partners. Wild Card, starring Joely
Fisher as a former blackjack dealer trying to raise her sister's
kids and investigate frauds; and Follow the Leeds, with
Sharon Lawrence as a woman running a private-investigation
business with her mom and sister. In 7-800 Missing former
ER star Gloria Reuben teams up with a teenage psychic to
solve cases.

Lifetime plans to spend $800 million on programming
over the next two years. That includes plans for new reality
shows, such as redecorating show Merge, where newlyweds
try to combine their belongings, and Make Me Over, where
friends and family propose radical hair, wardrobe and
cosmetic changes.
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| At less than $100,000 an episode and 3.0-4.0 average rating, TLC's Trading Spaces is the Holy Grail for programmers.

| the business side |

Ils Production
On the Gheap

A cadre of independent producers crank
out programming for basic-cable nets

By JoHN M. HIGGINS

ome cable networks boast
Sabout their original program-

ming as if it'’s a rarity. USA
Network calls itself “cable televi-
sion’s leading provider of original
series and feature movies.” TNT
even likes to spell “originals” with
a capital “0,” as in its “line-up of
dramatic Original films.”

Of course, while TNT may be
producing only eight movies a
year, some successful channels
are loaded with original product,
hours and hours of shows on
home decorating, adventure
travel, animal psychologists. And
basic networks like Discovery
Channel and A&E rely on squads
of small production houses, vir-
tually unknown, churning out
hundreds of episodes of dozens
of series each year.

The major difference is that
networks that load up on what
are very loosely referred to as
“reality” shows aren't paying the
kind of money the broadcast
and cable entertainment nets
do. Cable producers are com-
monly tasked with producing an
hour of television for $100,000 to
$200,000, an hour that will be
aired over and over and over
with no additional payments to
the producer. Often, those deals
come with no backend: no inter-
national sales, no DVD splits.

SMALL PRODUCERS

Viewers envision networks with
vast squads of staffers actually
shooting all their programs, said
Vinnie Kralyevich, whose New
York-based Kralyevich Productions
Inc. shoots such programs as Bra-
vo's Page to Screen and Court TV's
Dominick Dunne's Power, Privilege
and Justice. That's true at only
some networks, such as E!, the ca-
ble sports and news channels, and,
to some degree, Court TV.

“There’s this perception that the
Discoveries and the A&Es and the
Court TVs are making all these
shows themselves,” said Kralye-
vich. “But they have practically
nobedy in-house actually making

them. We're doing it. That's how
they can do it so cheap.”

At the same time, the cable net-
works depend on a strong com-
munity of independent produc-
ers to crank out programming
smoothly and much more cheap-
ly than they could do if forced to
staff up in-house.

“This is going to be our salva-
tion,” said Jonathan Rodgers, for-
mer president of Discovery Net-
works who is starting a black-
oriented channel for Comcast and
Radio One. “Not only will this give
us about 25% of our program-
ming, we're hoping our demand
will create production companies,
which, by and large, are not now
owned by African-Americans.”

Even the network executives
who hire the producers are a bit
puzzled by the business.

“How do they make any mon-
ey?” said Eileen Opatut, Food Net-
work senior vice president of pro-
gramming and production. “I
know what we do and the paces
we put them through. They can't
be skimming money off the top.
There isn't anything to skim from.”

Indeed, it can be a tough road
for a company getting, say, a $1
million assignment to do a med-
ical talk show for Discovery
Health. “What is it they say, su-
permarkets are about a 5% [prof-
it] margin?” asked Gary Gross-
man, a veteran cable producer
partnered in Weller/Grossman
Productions with ex-Entertain-
ment Tonight anchor Robb
Weller. “Sometimes we're in the
supermarket level. It's very low.”

Even though a small “reality
row” of small cable producers
has sprung up around Los Ange-
les, their world is far from the
Hollywood community produc-
ing shows for broadcast nets.

The likes of CBS are willing to
throw $1.5 million per episode at
producers of even a moderately
priced drama like Hack. The
sixth year of a hit like NBC'’s The
West Wing can push the studio’s
take to $7 million an episode.
That's why a reality show like
ABC's Are You Hot? seems a bar-
gain at $700,000 per episode.



But cable networks give small
producers a fraction of those
budgets. An hour-long light doc-
umentary on The History Chan-
nel might tetch $150,000. Food
Network pays just $40,000 to
$60,000 for a cooking show that
travels out into the field. HGTV
might pay as little $20,000 for a
half-hour home-improvement
show shot in a studio.

WORK-FOR-HIRE
Sometimes, the production com-
pany comes up with an idea it
pitches to the networks and can
keep some sort of backend. More
often, the network develops or li-
censes an idea and hires a pro-
duction shop to manufacture it.
The Holy Grail in this world is
Trading Spaces, which, at less
than $100,000 per episode, regu-
larly delivers a prime time Niel-
sen household rating of 3.0-4.0.

‘What is it they say,
supermarkets are
about a 5% [profit]
margin? Sometimes
we’re in the
supermarket level.
It’s very low.’

GARY GROSSMAN,
Weller/Grossman Productions

That's huge for a network that
had averaged a 0.8 in prime.
Looking for a bridge from its
woman-oriented afternoon block
of A Wedding Story, A Baby Story
and A Dating Story to the early-
fringe home-improvement shows,
TLC licensed the idea for Trading
Spaces from Dutch producer En-
demol, which developed British
success Changing Room:s for BBC.

NO BACKEND

The current Trading Spaces pro-
ducer, Banyan Productions, is
not the first one. Initially, TLC
tapped Ross Productions but be-
came unhappy with the costs.
TLC bid the job out after the first
season and hired Banyan. After a
change of hosts and a polish of
on-air graphics for the second
season, Trading Spaces really
started breaking out.

“It’s a great format,” said Ban-
yan CEO Jan Dickler, who started
the company with other refugees
(including wife Susan Cohen-
Dickler) from KYW-TV Philadel-
phia, whose Everning Magazine
was shut down in 1991. “We were
showing a lot of success with the
TLC daytime bloc. We were able
to deliver that every day.”

Banyan expects to produce 700
episodes of different cable shows
this year. But, for all TLC’s finan-
cial success (three 30-second

spots on a single episode can sell
for more than the episode cost to
produce), Banyan hasn't seen a
great bonus. TLC General Manag-
er Roger Marmet wouldn't get
into details but said the cost of
Trading Spaces is only slightly
higher than it was a year ago.
When the network generates
the idea, the producers get only
the original fee. Steve Rosenbaum,
CEO of New York-based Camera

Original Cable Programming

Planet, was surprised recently to
see one of 13 hours of a health
show he produced seven years
ago for a predecessor of ailing
Health Network. “I think they've
run [the series] 900 times.”

Even if the producer comes up
with the idea, networks like HGTV,
A&E and sister channel History of-
ten still demand all rights: domes-
tic, international, home video.

KPI's Kralyevich tries to mix

commissioned product like His-
tory Channel programs about
biblical figures with his own
aimed more internationally that
he can sell direct-to-video in the
U.S. One such project is Luche
Libre, a program about a day in
the life of Mexican wrestlers. “It’s
the kind of thing I could never
pitch to a network.”

Camera Planet now tries to
develop all its own ideas and se-
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cure some other backing before
approaching a U.S. cable net-
work, Rosenbaum said. “We
walk into a network with foreign
presale, a DVD deal, then say,
‘We'd love for you to be our U S.
partner.’ That way we’re coming
to [the cable network] with more
than a good idea and a bunch of
cameras. The truth is that mak-
ing television has become a
commodity business.” m
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pectrum-Sharing Plan Hits Roadblock

Database problems further hinder reclamation of broadcasters’ ENG band for mobile services

By BitL MCCONNELL

he drive to establish DTV and

reclaim old analog channels

has suffered its share of pot-

holes, but nothing like the axle-

breakers encountered by a
similar government plan to take some
spectrum that broadcasters use for
backhaul transmissions and give it to
wireless services and others.

For half a decade, the FCC has been
trying to figure out how broadcasters
can share spectrum used for electronic
newsgathering with purveyors of new
mobile satellite services (MSS) and oth-
ers seeking spots on various broadcast
auxiliary bands. ENG allows broadcast-
ers to transmit sports, news and other
programming from the field back to TV
studios for editing prior to broadcast.
Plans o share the spectrum have been
plagued by delays and are now a cou-
ple of years behind schedule.

The latest setback came April 15,
when database problems forced the
FCC to postpone for six months plans
to implement coordination procedures
necessary to make room for the new
services and estimate any compensa-
tion for stations.

The problem stems from an FCC li-
censing database that failed to account
for the number of TV pick-up transmit-
ters used and other demands on back-
haul channels. Because of the oversights,
the database contains inaccurate geo-
graphic coordinates as well as incorrect
antenna heights, makes and models. The
blame lies less with the FCC than with
outdated or missing information, partic-
ularly for licenses granted before receive-
site information was required in 1974.

An analysis by consultants Cavell,
Mertz & Davis showed that, for 6,163
out of 21,033 backhaul channels, al-
most a third, geographic coordinates
for the location of receive stations were
either missing or inaccurate. “It should
be readily apparent” that the licensing
database of auxiliary channels is not
yet ready to support mandatory coor-
dinating procedures, the Society of
Broadcast Engineers told the FCC in a
request for the delay. The society re-
ceived half of the one-year postpone-
ment it requested.

In postponing the procedures until
Oct. 16, the FFCC agreed that, absent a
stay, broadcasters “will suffer irrepara-

- P,

-

The FCC is forcing broadcasters to eventually relinquish 35 MHz on the 2 GHz band and will shrink the size of electronic-newsgathering channels.

ble harm” because,
without a fix in the
database, there is
increased likelihood
of interference to
receive facilities.

This isn't the first
delay. Negotiations
between MSS com-
panies and broad-
casters have dragged
on since summer
2000 over what com-
pensation TV sta-
tions should receive
for replacing or re-
calibrating equip-
ment to accomino-
date new, downsized
channels on the 2
GHz band.

The FCC is now
pledged to reveal compensation details
before Sept. 6, when mandatory negoti-
ations between the two industries expire.
The FCC is forcing broadcasters to even-
tually relinquish 35 MHz on that band
and will shrink the size of ENG channels.

Delays in working out compensation
have frustrated AT&T Wireless and Cel-

ENG allows broadcasters to transmit
content from the field back to TV studios.

sat America, which
have urged the FCC
to ignore one of
their own and start
issuing licenses for
portions of the 2
GHz band. They
criticized ICO Glob-
al Communications
for hindering reallo-
cation of the spec-
trum with a fight to
reduce the cost of
moving broadcast-
ers. “ICO continues
to waste the com-
mission’s time with
yet another attempt
to undermine the
process and avoid
paying their rightful
costs to relocate ex-
isting 2 GHz license holders,” AT&1 told
regulators in a May 2000 letter. At the
time, 1CO was undergoing bankruptcy
reorganization.

Broadcasters also will be sharing
auxiliary spectrum on the 950 MHz and
2.5,7 and 13 GHz bands as well.

On the 2.5 Gliz band, potential prob-

lems became apparent when an FCC
order declared that low earth satellite
stations faced little interference con-
cerns on channel Al0 because no
broadcast facilities were located there.
But the broadcast engineers countered
that they were “aghast” that, in fact,
there were “no fewer” than 87 TV facil-
ities using channel A10.

By letting broadcasters amend exist-
ing license information, the FCC also
relieved stations of what could have
been a $24 million bill if they had been
forced to make new applications for li-
censes from scratch. Each new appli-
cation would cost roughly $3,820 in
FCC fees and consulting costs, the
broadcast engineers said.

Spectrum-sharing has posed such
thorny problems that, in 2001, the soci-
ety hired a national frequency-coordi-
nation director to serve on its head-
quarters staff in Indianapolis. The post
also oversees game-day frequency-
coordination efforts with the National
Football League, which the SBE has
been assisting since 1999, as well as reg-
ular frequency coordination through
the SBI’'s nationwide network of volun-
teer coordinators. m



Patent Win Buoys Northpoint

Auction could be delayed while its lawsuit is adjudicated

By BiL. McCONNELL

orthpoint Technology exec-
N utives predict that a new

patent covering a portion of
the company’s plan for an earth-
bound competitor to satellite TV
will bolster their lawsuit against
awould-be rival.

Northpoint, which paid for and
conducted research necessary to
persuade the FCC to authorize a
terrestrial microwave competitor
to DBS and cable, is suiting both
the agency and competing appli-
cant MDS America over plans to
auction the necessary spectrum.

The most recent patent, grant-
ed Feb. 11, covers Northpoint's
method for using direct-broad-
cast-satellite spectrum to trans-
mit at power levels so low the sig-
nal won't interfere with DBS
service. The spectrum is located

‘This is strong vindication
for our claim to have
invented the technology.’

SopHia CoLtieR, Northpoint

on the 12 GHz band used by
EchoStar and DirecTV. Those
companies say the system, which
would rely on microwave trans-
mitters dispersed around the
country, would wreak havoc on
their customers’ reception.
Northpoint argues that the
patent and several others give it
exclusive right to technology
necessary to roll out the terres-
trial pay-TV service without
hurting DBS. MDS America,
Northpoint says, has violated
those patents in tests of its rival
service and can't roll out a na-
tionwide version without violat-
ing Northpoint’s rights again.
Officials at the Washington-
based company are particularly
pleased by the latest patent be-
cause it was granted over MDS
objections. Northpoint's rival had
argued that much of the neces-
sary technology for the service
was already in the public domain.
“This is very strong vindication
for our claim to have invented
the technology,” said Northpoint
chief executive Sophia Collier.
MDS officials deny the assertion.
The two companies will make
their case to federal judges later
this year. The federal appeals
court in Washington has been
holding in abeyance North-
point’s patent-infringement suit
against MDS until the FCC
wrapped up petitions to recon-

sider its terrestrial-pay-TV pro-
ceeding. Last week, the [FCC reaf-
firmed its plan to permit the ser-
vice and auction the riecessary
spectrum. Another Northpoint

suit challenges the legality of the
FCC auction.

Though the FCC said it planned
to keep the June 25 auction date, a
May I seminar for potential bid-

ders was postponed indefinitely
with no explanation. Sources pre-
dict the auction will be delayed
and rescheduled after the cases
are resolved.

At issue in the infringement
case are patents that allow North-
point to use DBS spectrum pur-
portedly without creating inter-
ference to providers using it.

Northpoint's system is based
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on the principle that it can share
spectrum with DBS by orienting
its signal in the opposite direc-
tion. Other patents cover trans-
mission of a terrestrial signal
from a different compass point or
elevation angle, as well as a plan
to operate a terrestrial network in
the presence of satellite signals
and allow reception of local
broadcast TV signals. m
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EXECUTIVES

CAREERS

He Likes the Action in Covering Conflict
O.J., Election Night 2000, war in Iraq: Ryan was there

rest, Marty Ryan finally has a little time
to reflect on Fox News Channel’s cover-
age of the war in Iraq. Ryan, a veteran news
producer, was the executive producer of Fox's

Allhough he doesn’t have much time to

coverage. It was hardly the
first time he has been at the
center of covering major sto-
ries (including 9/11) for Fox
and other news outlets.

In 2000, for example, he
was Fox’s point man for the
contentious and crazed Elec-
tion Night coverage, which,
all things considered had
more turning points than the
conflict in Iraq. And, jokes
Ryan, “both stories lasted
about a month.”

At 56, Ryan, a Chicago na-
tive, hasn't seemed to have
lost much of his get-up-and-
go, and this is a journalist
who spent many of those
years getting up very early. He
became the producer of
NBC's Today Show in 1982.
Under executive producer
Steve Friedman, whom he re-
placed when Friedman left in
1987, Today began to domi-
nate. In some ways, the two-
hour length of that show
helped Ryan get ready for the
24/7 nature of cable news,
which then consisted of only
CNN.

“I think we all went through
some growing pains,” he says
of cable news, but he reasons
that the all-day news cycle is-
n't really that different from
how newsrooms, even local
ones, have always operated—
except, for most of those
hours, it wasn't being seen by
viewers. “You do a show at 4
and another one at 11, but, in
between, there's a car chase
and you cut in, or you're
working on getting more in-
formation about the stories
you're working on. That's kind
of what we do in cable news.”

If he had his druthers, Ryan
would have been the center-
fielder for his much beloved

Chicago Cubs, but he gave up on that dream,
“when I realized I couldn't hit a curveball.”
Ryan's early training began in 1974, when
he was the evening-news producer for NBC-
owned WMAQ-TV in news-crazed Chicago. It

Executive producer,
political coverage, Fox
News Channel, and
executive producer,
Fox News Sunday

B. Nov.16,1946, Chicago

EDUCATION

BA, English, Bradley Univer-
sity, 1970; MS, journalism,
University of Missouri, 1973

EMPLOYMENT

Producer, WMAQ-TV
Chicago,1974-79; senior pro-
ducer, The Today Show, 1982-
87; executive producer, The
Today Show, 1987-90; execu-
tive producer, Home Show
(ABC), 1991-93; executive
producer KNBC-TV Los Ange-
les, 1894-95; executive pro-
ducer Fox News Sunday, Fox
News, 1995-99; current posi-
tions since 2002

PERSONAL

M. Carolyn, Aug. 17, 1968,
children: Kelly Gilmer (30),
Casey (25)

was there that he found his first journalistic
hero, Ed Planer, the station’s news director at
that time. “He was a mentor. He encouraged
me to ask, ‘Why do you think this is the way to
do this?” or ‘Why don’t we do this?”

Ryan, however, never as-
pired to the top job. He liked
producing best, and, he
notes, management has
mundane downsides: “1 did-
n't want to be the guy in
charge of finding out who
was throwing spitwads at
whom,” he laughed.

He also credits Chicago’s
rough-and-tumble political
world for his interest in poli-
tics. (Along with being execu-
tive producer for political
coverage, he is also executive
producer of Fox Broadcast-
ing's Fox News Sunday.) "l
love being involved in Elec-
tion Night. Think of it: For
that one day, for that one
time, you really do know
what people want and what
they're thinking. Because
they're telling you.”

He now credits Fox chief
executive Roger Ailes for
building a network that re-
acts quickly and without lots
of bureaucracy, one of the
real difterences of working at
the network.

He has worked for NBC—
the network, WMAQ-TV and
KNBC-TV, where he was exec-
utive producer of its O.J.
Simpson coverage—and ABC,
where he was the executive
producer of the daytime talk
show Home. At Fox, he says,
the biggest enjoyment is the
staff—or lack of it.

He recalls that, during the
2000 presidential race, the
major networks arranged a
meeting to discuss pool cov-
erage. “There were three of
us from Fox there, and the
door opened and in came 14
guys from another network
I'd rather not mention. The
guy next to me said, ‘Who
are all those guys?’ 1 said,

‘Well, three of them are me, three of them
are vou, four of them are our other guy, and
the rest, I don't know.” We're an extremely
lean machine. We just have a really good
command structure.”—P/. Bednarski

PROFILES

Broadcast 1

MIKE BROWN, national sales manager,
KTLA(TV) Los Angeles, promoted to
local sales manager.

GCable TV

At Comcast Cable: BARRY TAYLOR,
president, Wheaton Village Inc., Mill-
ville, N.J., appointed area director,
government and community affairs,
Comcast Cable’s Southern New Jersey
systems; KATHY ETEMAD, chief of staff
for Council of the District of
Columbia’s Councilmember Kevin P.
Chavous, joins as manager, govern-
ment relations, Washington.

Programming

TRICIA MELTON, VP, marketing, Oxy-
gen Media, New York, joins Lifetime,
New York, in the same capacity.

THOMAS P. SOUTHWICK, VP, free-
lance writer, Denver, named VP, cor-
porate communications, Starz Encore
Group, Englewood, Colo.

At ESPN: MANISH JHA, senior VP,
sales strategy and new media, affiliate
sales and marketing division, Bristol,
Conn., named senior VP/GM, emerg-
ing media and data services; SPENCE
KRAMER, director, marketing, New
York, promoted VP, advertising and
promotion.

At Home Shopping Network, St.
Petersburg, Fla: KAl SAWATZI, senior
VP/European creative director, Olay
Skincare and new business, Saatchi &
Saatchi, London, joins as senior
VP/executive creative director; 0TIS
HOWARD, lighting director, The Light
Design Group, New York, joins as VP,
set design and lighting; BETHANY BUN-
NELL, founder, SunSafe Inc., Miami,
joins as VP, on-air promotion and
graphics.

Media

LISA DOLLINGER, senior VP, marketing
and communications, radio division,
Clear Channe!l Communications, San
Antonio, named senior VP, worldwide
corporate communications.

At ESPN magazine and ESPN.com,
New York: JOHN KOSNER, senior VP,
business operations, ESPN.com and
ESPN, named senior VP/GM,
ESPN.com; GEOFF REISS, senior VP,
programming, production and opera-
tions, ESPN.com, named senior
VP/GM, ESPN; JOKN PAPANEK, senior
VP/editor in chief, ESPN, named se-
nior VP, editorial, ESPN, ESPN.com
and emerging media; GARY HOENIG,
executive editor, ESPN, named editor
in chief.

MARK GINTHER, assistant news direc-
tor, KSTP-TV/KSTC-TV Minneapolis-

MIKE BROWN
KTLA{TV) Los Angeles

KATHY ETEMAD
Comcast Cable

LISA DOLLINGER
Clear Channel

STEPHANIE GREENHUT
BAUMOEL
FerenComm

St. Paul, named news director, WHO-
TV Des Moines, lowa.

JOEL GROVER, investigative
reporter, KCBS-TV Los Angeles, joins
KNBC(TV) Los Angeles, in the same
capacity.

CHRIS GAILUS, weekend anchor,
WFAA-TV Dallas, joins WNYW(TV)
New York, as morning co-anchor
Good Day New York, Wakeup Edition.

At CN8, Philadelphia: CATHY BAL-
LBU, host, Calling All Cooks, Food



Network, Atlanta, and CYNDI
EDWARDS, co-host, Breakfast at the
NewRO, CHRO-TV Pembroke,
Ontario, Canada, join as co-host, Your
Morning on CN8.

DARA WELLES, fill-in news anchor,
WQXR-FM New York, adds WOR(AM)
New York to her duties.

ANDRE MOREAU, reporter/fill-in
anchor, KCAL(TV) Los Angeles, joins
KFMB-TV San Diego as weekend
ancnor.

KEITH JONES, weekend anchor,
WPXI(TV) Pittsburgh, joins WOWK-
TV, Hunington, W.Va., as primary an-
chor.

JANELLE WANG, morning reporter/
anchor, KPTV(TV) Portland, Ore.,
joins KGO-TV San Francisco, as
morning anchor/fili-in anchor.

HEATHER ROWE, anchor, KEPR-TV
Yakima, Wash., joins KWBA(TV) Tuc-
son, Ariz., as main anchor.

ANNE CRAIS, reporter, WOFL(TV)
Orlando, joins WNYW(TV) New York,
in the same capacity.

JESSICA SCHAMBACH, reporter,
KOCO-TV Oklahoma City, promoted to
morning co-anchor.

MELANIE SANDERS, weekend an-
chor, WDSU(TV) New Orleans, joins
WNCN(TV) Raleigh, N.C., as co-
anchor 5 p.m. weeknight newscast.

STEVEN COOPER, consumer/
investigative reporter, WKMG-TV
Orlando, Fla., promoted to weekend
morning anchor/investigative reporter.

VINCE SIMS8, consumer reporter/
weekend anchor, KTUL(TV) Tulsa,
Okla., joins WPXI(TV) Pittsburgh, as
reporter/weekend morning anchor.

BONNIE SCHNEIDER, weekend
meteorologist, WFOR-TV Miami, joins
WLVI-TV Boston as entertainment and
lifestyle reporter/weekend
meteorologist.

DANNY ROMERD, freelance weather
anchor, KNBC(TV) Los Angeles,
named weekend weather anchor.

Internet

RANDY STEARNS, media director, ABC-
News.com, New York, named execu-
tive producer.

OBITUARY

-

THOMAS CAULFIELD, a veteran

TV writer, died of complications

from a heart attack April 11 at

Brotman Medical Center in Los

Angeles.

He began as a staff writer for

Universal Television on such
l shows as Thriller (1960-1962)
and Tales of Wells Fargo (1957-
1962), both on NBC.

He also wrote and produced
documentaries for radio and,
later, TV, where they continue to
run on such cable networks as
A&E Network and The History
Channel.

More recently, he was senior
executive copy editor for online
entertainment news service
Wirelmage, co-founded by his
son, Michael.

Advertising/Marketing/PR

At Major Market Network, New York:
SEAN REILLY, network supervisor, and
MATT YOX, associate group director,
both OMD, New York, join as account
executives.

REBECCA LYNN MEYER, local sales
manager, WAOW-TV/WYQOW(TV)
Wausau, Wis., rejoins Continental
Television Sales, Chicago, as VP/sales
manager.

STEPHANIE GREENHUT BAUMOEL,

publicity director, FerenComm, New
York, promoted to VP.

Radio

BERNADETTE DUNCAN, former news
writer, ABC Radio Networks, New
York, joins Launch Radio Networks,

New York, as manager, programming.

Associations/Law Firms
GARMEN ALZNER, executive director,
PROMAX&BDA Europe, Cologne,
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Germany, named senior VP/managing
director, programming.

STEVE SOLOMON, principal, Hutton
& Solomon, New York, joins the
executive committee of the New York
Production Alliance.

Allied Fields

At Concrete Pictures, Philadelphia:
MARK JOHNSTON, creative director, Pit-
tard Sullivan, New York, joins in the
same capacity; JACK BANG, art/design

director, Telenium Communications
Group, Philadelphia, joins as
designer/animator; MILES DINSMOOR,
producer, promoted to head, produc-
tion.

WHAT’S YOUR FATE?

Send it to Llanor Alleyne,

editorial assistant, BROADCASTING & CABLE
(e-mail: palleyne@reedbusiness; fax: 646-
746-7028; mail: 360 Park Avenue South,
New York, NY 10010).

VER
E

- Cable has surpassed broadcast TV
in viewership, programming quality,
technology and advertising value.
Discover how you can leverage
this leadership to build your
fair share of ad revenues.

Three days of tools, ideas and
strategies that will go
right to your bottom line by
helping you score new points

with local and regional
media decision-makers.

ADVANCE

REGISTRATION ENDS

MAY 6th!




PRESENTING... |

The Recipients of the First Annual PROMAX &BDA,
Broadcasting & Cable and Multichannel News
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Through ballot nominations and personal references, the following people
at both broadcast television stations and cable networks have been chosen
to receive the first annual BRAND BUILDER AWARD.

These executives will formally receive their awards at the upcoming
PROMAX & BDA conference in Los Angeles on June 6.

Each honoree along with their individual accomplishments will be
profiled in a special commemorative issue publishing in the June 2nd

NININT: RS ARIE...

issues of both Multichannel News and Broadcasting & Cable. These
issues will receive distribution at the conference itself as well as the
award ceremony.

Plan now to send your own congratulatory message to these honorees
responsible for building many of today's leading television brands.

NBC, John Miller, Co-President/The Agency

NBC, Vince Manze, Co-President/The Agency
WB, Bob Bibb, Co-President of Marketing
WB, Lou Goldstein, Co-President of Markeling

CBS, Ron Scalera, Senior Vice President Advertising
& Promotions

ABC, Mike Benson, Senior Vice President Markeling
ABC, Geoff Calnan, Vice President, On-Air Promotion
FOX, Roberta Mell, Executive Vice President Marketing

Sinclair Broadcasting Group, Bill Butler, Vice President
Programming & Promotion

WBIR-TV Knoxville (NBC), Steve Dean,
Promotion Director

CBS 0&0's, Tom Remiszewski, Vice President
Creative Services & Markeling

KCBS-LA, Marshall Hites, Director of Creative Services,
Advertising & Marketing

NBC News, Frank Radice, Senior Vice President
Advertising & Promotions

KPLR-St. Louis (WB), Suzi Schrappen,
Creative Services Director

WPVI-Philadelphia (ABC), Caroline Welch,
Director Creative Services

PBS, Lesli Rotenberg, SVP Brand Management
& Strategic Positioning

E! Entertainment, Jill Taffet, Vice President
Senior Executive, Creative Director

Food Network, Michael Smith, Vice President
Creative Services

Telemundo Puerto Rico, Nelson Montes Bono,
Promotion Supervisor

VH1, Christina Norman, General Manager
A&E, Artie Scheff, Senior Vice President Marketing

ESPN, Lee Ann Daly, Senior Vice President
Advertising, Promotion and Markeling

TV Land, Larry Jones, Executive Vice President -
General Manager

G4, Dale Hopkins, Senior Vice President
Affiliate and Ad Sales

Hallmark, Chris Moseley, Execulive Vice President
Worldwide Brand Marketing

Disney, Eleo Hensleigh, Executive
Vice President Worldwide Brand Marketing

Martha Stewart, Heidi Diamond, Executive Vice
President, President

SCI FI Channel, Dave Howe, Senior
Vice President Marketing & Creative Services

HBO, Eric Kessler, President
Sales & Marketing

Court TV, Art Bell, Executive Vice President
Programming & Markeling

6/2/2003
5/14/2003
5/20/2003
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www.broadcastingcable.com
Paul Audino 646-746-7111 * Marcia Orcutt: 323-549-4114
Rob Payne: 646-746-7022 * Cheryl Mahon 646-746-6528

Multichaniel

wwwe.multichannel.com
Lauren Cohen 646-746-6574 « Larry Dunn 646-746-6572
Brian Campbell 303-470-4874 » Paul Mauriello 646-746-6960
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U.N. Has It Going On

Actors BANNY GLOVER and MICHAEL DOUGLAS (second and third from right, re-
spectively) were on hand at the United Nations for the April 15 screening of
SHOWTIME's original documentary series What's Going On? The 10-part series,
which began on Jan. 19 on Showtime in partnership with RCN EMTERTAINMENT,
focuses on global issies such as war, hunger and the HIV/AIDS crisis through
the eyes of children and is narrated by a host of celebrities including Glover,
Douglas, ANGELINA JOLIE and LAURENCE FISHBURNE. Glover is also a UN Good-
will Ambassador, and Douglas serves as a UN Messenger of Peace

Pictured (I-r): BRLY WISEMAN and NICOLE SILVER, co-presidents, RCN and
executive producers of What's Going On? $ASHE THARGOR, UN under-secretary-
general for communications and public information; MATTHEW BLANK, chairman
and CEO, Showtime Networks; LOUISE FRECHETTE, UN deputy secretary-general;
Douglas; Glover; DAVID MCCOURT, chairman and CEO, RCN Corp.

Museum Pieces

Joe Abruzzese (second from right), Discovery’s president
of advertising sales, gathered with his Discovery cohorts

at the network’s advertising-
sales upfront at the American
Museum of Natural History in
New York last month: (from
left) Evan Sternschein, senior
VP, national advertiser sales:
Samantha Brown, host of The
Travel Channel’s Great Hotels;
. Paige Davis, host of TLC’s
.'_E‘_ Trading Spaces; and that

!shnw's designer, Kia Steave-

Dickerson.
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Top of the Week

The gang over at TV GUIDE CHANNEL were looking
exuberant at their ad-sales upfront at the New York
club Show, where the theme was “Destination En-
tertainment.”

Pictured (I-to-r): MADELEINE FORRER, senior
VP/GM, TV Guide Channel; SUSAN HAWK, TV Guide
Channel Survivor cor-
respondent; DEBBIE
MATENOPOULOS, KEN
TAYLOR, CYNTHIA
GARRETT and KATIE
WAGNER, all TVGC
hosts; special guests
TRISTA REHN of The
Bachelorette and
DOMINC CHIANESE of

The Sopranos; and BILL ROSOLIE, senior VP/director
of sales, TV Guide Network Group.

&

NATAS’s Manageme 7

The NATIONAL ACADEMY OF TELEVISION ARTS AND
SCIENCES held its first Management Hall of Fame event in
New York on April 15, inducting seven members
recognized as important early innovators in television.

The Inductees were: DANNY VILLENUEVA, partner, Span-
ish International Communications (Univision); ROBERT M.
BENNETT, former president, Metro Media; WARD L. QUAAL,
former president, WGN Continental; TOM MURPHY,
chairman and CEQ Emeritus, CapCities (ABC); and, posthu-
mously, STANLEY E. HUBBARD $R.. founder of Hubbard
Broadcasting Inc.; J. LEONARD REINSCH, former chairman,
Cox Broadcasting; and DONALD . MCGANNON, former pres-
ident, Westinghouse Broadcasting.

Pictured (I-r): Villanueva; ANDY FISHER, president, Cox
Television; STANLEY S. HUBBARD, chairman, Hubbard
Broadcasting; DENNIS SWANSON, executive VP/COO,
Viacom; PETER 8. PRICE, president, NATAS; Quaal; Murphy;
TERRANCE MCGANNON; and Bennett.
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April 28-29
Second Annual PAC-ABLE Golf Tour-
nament & Cable Day

Hermitage Hotel, Nashville, Tenn. Contact:
Stacey Briggs, shtcta@aol.com.

April 28-30

Association of National Advertisers
Seminar: Creative, Media, Integrated Marketing,
Direct Marketing, Agency, TV, Internet. New
York. Contact: Patricia Hanlon, 248-391-3121

April 30

Satellite Entertainment 2003 Hyatt Re-
gency Monterey on the Del Monte Golf Course,
Monterey, Calif. Contact: 831-643-2222.

May 1

Cable Positive

Annual Benefit Dinner. The Metropolitan
Pavilion, New York. Contact: Melissa Hinnen
212-459-1502.

May 2003

May 4-7

Association of National Advertisers
Advertising Financial Management
Conference. Palm Beach, Fla. Contact: Patri-
cia Hanlon, 248-391-3121.

May 11-14
SCTE Cable-Tec Expo 2003 Philadelphia.
Contact: 800-542-5040.

May 12

NBC Upfront Sales Presentation \et-
ropolitan Opera House, New York. 1 p.m.
Contact: Rebecca Marks, 818-840-3914 or
212-307-7171.

May 13

ABC Upfront Sales Presentation
Radio City Music Hall, New York. 4 p.m. Con-
tact: Kevin Brockman, 818-460-6655.

May 13

WB Upfront Sales Presentation Sheraton
Towers, New York. 10:30 p.m. Contact; Pamela
Morrison, 818-977-6155 or 212-581-1000.

1. The futures committee of NBC
and its affiliates are exploring
business opportunities, includ-
ing:

A) Jointly operating an Olympics
Web site.

B) Franchising Fear Factor fast-
food restaurants (featuring show
memorabilia).

C) Using affiliates’ DTV spectrum
to increase coverage of the Pax
and Telemundo Networks.

D) Offering classified ads over
the Web.

2. All the following werds or
me2nings entered the American
lexicon during the course of the
Iragi War except:

A) Embed (n.)—a war

correspondent officially attached
to a military unit.

B) De-embed (v.)—to become
officially detached from a
military unit after reporting on its
activities

C) Disembed (v.)—to insult a
war correspondent who
becomes officially attached to a
military unit.

D) Embed (v.)—to become offi-
cially attached to a military unit
for purposes of reporting on its
activities.

3. CBS executives considered
several names for its Hitler
miniseries next month before
settling on:

A) Hitler Sweeps to Power.

|
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Will you soon be dining on Fear
Factortake-out?

B) Springtime for Hitler.
C) Hitler: The Rise of Evil.
D) It Could Happen Here.

4) According to The Washington
Post, the closed-captioning on
ABC’s World News Tonight told
hearing-impaired viewers that
Federal Reserve Chairman Alan
Greenspan was:

A) “In the hospital for an
enlarged prostitute.”

B) “Likely to be reappropriated
by President Bush.”

C) “Not likely to be of any lower
interest for several months.”

D) “Suffering from a rash of tur-
bulence.”

5) NATPE’s Rick Feldman said he
was happy to get the job as the
new president because:

A) He hates big crowds.

B) He thinks he can convince

those big syndicators they'd be
better off building really big
booths.

C) This will surely get him out
of the habit of calling it
“NAPTE.”

D) He thinks he can make
changes that will make the
show more effective for syndi-
cators.
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On May 12, Broadcasting & Cabie features its

“ag
-
ISSUE DATE exclusive over-view of the top 25 media groups

May 12,2003 in the industry. This in-depth profile singles out

companies with a host of significant media holdings

in the U.S. and provides you with the only industry-

May 2, 2003

specific review around. Be part of this important

MATERIALS CLOSE issue. Call your Broadcasting & Cable sales rep
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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: 646-745-6949
visiT ouR WEB SITE: www.broadcastingcable.com
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introduction

It seems unimaginable that as recently as

1994 there were only about 3000 Web sites on
the Internet — or that the Internet itself was then
generally regarded as a shadowy, exotic realm

tabl e Of accessible only to an elite group of techno-nerds
con te n t ) hunched over their keyboards late into the night,

exchanging arcane secrets in indecipherable lan-

NETWORK CONSUMER guages. Today there are millions of Web sites
pages 2a with new ones being launched on what seems to
NETWORK AFFILIATE be an hourly basis.
pages 8a
ORGANIZATIONS The Web can still be a complex
page |4a and baffling place without a road map. Hence
PRODUCT/SERVICE this guide, which shows at a glance some of the
page |52 valuable information and resources that are
INTERACTIVE only a mouseclick or two away at
page 152 television related Web sites.

NETWORK CONSUMER

SEE IT SUNDAY @ 10pm

[ ALSO FRATURD ON

' L.
Vet 'um ;m\

sign up )

www.cinemax.com

amctv.com . )
Check out Cinemax.com and get closer to your favorite movies — with

Amctv.com is for everyone who's ever imitated Dustin Hoffman in front nsive reviews of thousands of original web programming and fan

of a mirror, who cries just thinking abo e good-bye scene in Terms o
Endearment or has seen Saturday Night Fever at least 58 times

Amctv.com is for movie people
* AMC Movie Companion Database  * Interactive games
featuring over 16,000 titles * Sweepstakes & contests
* Program schedules * Polls, rr reviews and
* Email reminders discuss oards
* Exclusive content * Movie merchandise and more!

2a




NETWORK CONSUMER

On the brink of war

CNN
CNN.com

CNN.com is the top ranked news site on the World Wide Web delivering
unmatched interactive news coverage, including video and audio. Staffed 24
hours a day, seven days a week with the resources of CNN's global team of
almost 4,000 news professionals, CNN.com delivers up-to-the minute
coverage of national and international news, politics, technology,
entertainment and more.
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CNN en Espaiiol
CNNenEspafiol.com

CNNenEspafiol.com is CNN's award-winning Spanish-language Web site
offering comprehensive news coverage for Spanish-speakers across Latin
America and the US. Leveraging the CNN News Group's global
newsgathering resources, CNNenEspafiol.com brings users the world's top
Latin American, International and U.S. breaking news stories and headlines,
including business and financial news, special in-depth sections, weather
reports and forecasts, and informatior on sports, technology,
entertainment, heaith and travel.

NETWORK CONSUMER

CNNfn
CNNmoney.com

From CNN and Money magazine, CNN/Money combines business
news and in-depth market analysis with practical advice and
answers to personal finance questions. Breaking business news,
stock quotes and market insight draw a strong at-work business
audience, complemented by personal finance tips. tools and
exclusive columns from Money magazine writers.
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CNN International
Edition.cnn.com

Produced by a team of seasoned CNN journalists from every
corner of the world, CNN.com irternational edition delivers
immediate access to global news coverage - around the clock.
In addition to breaking international news and the latest regional
business analysis, CNN.com international edition
(ht:p://edition.cnn.com) offers users an array of eclectic lifestyle
reports including information on travel, entertainment, science
and technology.
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COMEDY CENTRAL

www.comedycentral.com

comedycentraicom ‘s the ultimate destination on the web for
comedy seekers. Visitors find extras for the shows they love, plus
joke-of-the-day, games, downioads. contests, a full TV schedule
and other just-for:the-web content. Users can even take home a
bit of Comedy Central with our online store. Web surfers who
need a laugh break come to comedycentral.com.

Watch and Win!
ot e ¢ St
Junkyard live
pame nolim
while yoo watch
the show.

Discovery Networks
Discovery iMedia

Discovery Communications continues to innovate with Discovery iMedia —
interactive conzent and unique innovations that allow consumers to further
explore their world, their way.

Discovery iMedia initiatives enhance the on-air experience of each of the
Discovery Networks, extending all of our quality brand relationships to the
internet with Discovery.com, and through broadband, enhanced television
and interactive TV experiences.

Discovery iMedia is committed to producing the highest quality, family-
friendly, real-worid storytelling and interactives with a mission to fulfil
consumer curiosity and inspire exploration.

NETWORK CONSUMER
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DIY
DlYnet.com

If you're looking for concise and complete do-it-yourself step-by-
step instructions, DIYnet.com is the website for you. With more
than 10,000 projects on :opics ranging from crafts and decorating
to home improvement and hobbies, completion of your next DIY
venture is just a click away.

Think of DlYnet.com as your “encyclomedia” of do-it-yourself
information. With DIY. just Watch. Click. Print. Do!
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E! Online
www.eonline.com

E! Online, the web's number one entertainment news site, gives
viewers the latest inside scoop on movies, music and television.

Our fans enjoy:

* Up-To-The-Minute Entertainment News

* The Latest CelebrityGossip

+ Fashion Pics & Pans

* Original Interactive Features, Games and Quizzes
* E! Program Listings and Exclusive Show Extras

* Extensive Award Show Coverage




NETWORK CONSUMER

Expetience
all ther= 13 10
Fine Loving

Fine Living
FineLiving.com

FineLiving.com is more than just an “added value!” It's a genuine extension of
Fine Living - the first television network dedicated to inspiring and
empowering people to live better and get the most out of life. Our
informative and entertaining programming covers five lifestyle categories
viewers care about most including  Adventure, Persoral Space,
Transportation, Favorite Things and Fine Living Every Day. Fineliving.com
offers viewers a convenient, interactive resource that provides information
and guidance on maximizing “viewers” precious time and money.
Supplementing the rich website content, our “Notes to Self” newsietter is
sent out on a monthly basis to almost 500k {and growing) subscribers.

Nowhere else will users be more inspired to "Live like you mean it.”

Food MNetwork
FOODNETWORK.com

"FOODNETWORK.COM is the perfect accompaniment to your
favorite Food Network shows. It's easy to use, with complete
programming schedules, information about Food Network chefs
and shows, and of course, lots of great fcod suggestions. n addition
to more than 25,000 recipes, the popular website features useful
menus, cooking how-to's, holiday guides, wine pairings, plus handy
recipe-and-ingredient searches. Fans can also find contests, games,
and a store stocked with chef and show products.

NETWORK CONSUMER
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Game Show Network
www.gsn.com

Game Show Network, the leader in interactive television, has over 84 hours
of sync-to-broadcast programming. Log on to www.gsn.com and phay along
for a chance to win great prizes in a weekly sweepstakes. Plus, catch up on
game show trivia, play multi-player games and chat with other online users.
Enjoy the net’s hottest playground even more with a broadband connection.
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Hallmark Channel
www.hallmarkchannel.com

Hallmarkchannel.com is the place to go for the stories behind-the-
stories on Hallmark Channel. Sneaic previews of upcoming
originals, exclusive behind-the-scenes, cast interviews, photo
galleries and the latest sweepstakes enhance the entertainment
experience. imovative and useful feawres include program
schedules, a monthly newsletter, e-greetings from Hallmark, plus
customizable show reminders.
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HBO
www.HBO.com

Check out HBO.com to get closer to your favorite HBO shows -- featuring
exclusive online entertainment and fan communities: HGTV

Original web programming HGTV.com

Discussion boards and chat rooms HGTV.com is the leading online destination for home and garden
Games and polls ideas, with approximately three million unique visitors monthly.
At HGTV.com, people can search more than 35,000 projects and
video tips. They'll also find an interactive Program Guide,
Exclusive kids entertainment web site Episode Finder, Calculators, dozens of Message Boards, an
Complete HBO programming schedule and a Interactive Library of 80 animated how-to projects and more!
downloadable monthly guide

Online HBO sign-up
HBO store

Video clips from your favorite shows

NETWORK CONSUMER

iF ditiiate resource center

HC the Brand
Promotion &
Publicity
Gude Kits
Schedules
Reesoarch

IFC Contacts
Email Us
Stte Map

WFC OnDermand
Overvew
LI Y

Outdoor Life Network

The Independent Film Channel (IFC) www.OLNTV.com

www.Affiliates.IFCTV.com
OLNTV.com keeps you up-to-date on all your favorite outdoor
IFC's affiliate website is your one-stop resource for: adventure programs. Known for outstanding programming that
Promotion & publicity materials spans a variety of activities, OLN takes viewers to the next level
by showcasing the outdoor experience in a very unique way.
As the official website of the Tour de France, as well as the
& assets best source for updates on Global Extremes: Mt. Everest and
PBR, OLNTV.com keeps your fingers on the pulse of the
Great Qutdoors.

Guide kits Schedules Research Contacts IFC On Demand info




For Quality, Value and Convenierce, shop with QVC'’s top-rated
Web site. You'll find nearly a million products over a wide range
of categories, including jewelry. fashion, beauty, electronics,
and home décor. Shop by size for fashion. Watch QVC TV on
the Web. Check out our Today's Special Value. And use our
LiveHELP for instant online Customer Service.

CABLE

Showtime
SHO.com
There's no limit to what your subs will find at SHO.com including:

+ Showtime Unlimited® programming schedules for
Hollywood Hits, Showtime Original Pictures and more

» Destination Web sites for hit series including Queer As
Folk, Soul Food® and Family Business

* Fight schedule on America's #| Boxing Network™

« Special consumer offers and sweepstakes

NETWORK CONSUMER
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Sundance Channel
sundancechannel.com

Sundance Channel Online provides an informative companion to
Sundance Channel:

* Searchable guide to Channel programming.
* Customizable schedule, weekly emails, news, and offers.

* Discussion boards for DOCday, a weekly showcase of
documentaries.

* Background on films and filmmakers, as well as original
shows like Anatomy of a Scene™.

* A monthly directory of film festivals and events.
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Trio
triotv.com

Pop culture surrounds us in movies, music, magazines, video
games, and an ever-expanding entertainment universe. Finally,
one network brings it all together: TRIO. The destination for
the best in pop culture, with a point of view like no other on TV -
or the Web. Triotv.com provides a second medium for viewers
to discover TRIO, while accessing all the latest programming
information. Triotv.com delivers Web-exclusive promotions,
downloads, and broadband content from a uniquely TRIO
perspective.




NETWORK CONSUMER

- .

s
Sioou JHTEATURES | e

.‘.I'u s ' ] e "'-7\;' — m

Turner Classic Movies
Turnerclassicmovies.com

Turnerclassicmovies.com is the leading online destination for classic movie
lovers featuring streaming broadband media, in-depth feature articles, photo
galleries, message boards, daily polls, trivia challenges, games, eCards,
wallpaper, MP3 player skins and much more. Visitors can enjoy extensive
movie search capabilities, upcoming schedule information, and exciting
interactive tools highlighting TCM's popular programmirg like “The
Essentials.”

NETWORK CONSUMER

WE:Women’s Entertainment
www.,we.tv

With powerful originals, captivating movies and hit off-network series.
WE:Women's Entertainment provides women with an upbeat television
experience so they can relax, recharge and enjoy great entertainment. Join us
at www.we.tv to:

+ Get WE's complete program schedule

* Enjoy exclusive video, interactive games and online activities
for popular shows like Felicity and WE originals like Full Frontal
Fashion ana Single in L.A.

+ Enter sweepstakes and contests

* Participate in polls, discussion boards, more!

Univision
www.univision.com
Univision Online {www.univision com) is the most popular Spanish-
language Internet destination in the United States. It caters to

Hispanic Americans by offering culturally relevant entertainment,
news, sports and services.

NETWORK AFFILIATES

ABC Family
ABCFamily.com

ABCFamily.com is an inreractive entertainment, information and
community online destination that provides an extended
experience to viewers featuring original content for ABC Family
series, specials and movies. The site empowers viewers to impact
programming through interactive polls, online events and content
submissions. and uses wireless platforms to extend programming.
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ABC Cable Networks Group
ABCCNG.com

ABC Cable Networks Group affiliate web site. abceng.com, offers easy
navigation for the latest ABC Family, Disney Channel, SOAPnet and Toon
Disney Marketing, Local Ad Sales, Programming, Video-On-Demand, Public
Affairs, Research, Customer Service, Technical Information, Premiums and
more. Go to abceng.com for immediate access to the tools you need to
support your business.

NETWORK

COMEDY CENTRAL
“Get It Online”
www.comedycentral.com

Get It Online" is a valuable resource exclusively for Comedy
Central affiliates. “Get it Online" offers up-to-the minute local ad
sales and marketing information, as well as instant access to
programming, research, promotions, pro-social opportunities, VOD
information, CSR updates, materials, contacts, premiums, games and
more. Take advantage of this comprehensive affiliate resource and
receive a frea gift just for registering on the site.

AMC Networks
www.amcnetworks.com

amenetworks.com is the user-friendly destination created with our
affiliate’s needs in mind. Our affiliate partners can download network
logos, programming schedules, tune-in ads, broadband content and
sign-up online for AMC, WE:Women's Entertainment and FUSE
marketing campaigns that will connect them with their customers and
local businesses.

Now amcnetworks.com has a fresh, new design with faster and easier
ravigation to help affiliates get the AMC Networks promotional
materials and programming information they need quickly.

AFFILIATE

C-SPAN Affiliates
c-span.org/affiliates

Market your system with C-SPAN

C-SPAN's affiliate web site at ¢-span.org/affiliates offers the resources
cable systems need to meet their marketing goals. Here, affiliates
can order premiums, customize sample letters to educators and
goveroment officials, view and request promotional spots, and
download logos. Find tools for your local education community,
such as C-SPAN in the Classroom's free lesson plans and activities.
The site also features information abcut the C-SPAN School Bus,
including how to request a bus visit to your community and ideas
about how to make the mast of a visit.
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Daystar
daystar.com

Daystar is the second largest and fastest growing Christian television
network!

* No programming (license) fees.
* 24 hour/day, 7 day/week network, with no infomercials.
* Promotional and marketing support available in your market.

Our primary focus is to launch on your digital tier. For more information
about how Daystar can help your Cable System, please visit our website at
www.daystar.com or contact Dave Troxel at either:dave.troxel@daystar.com
or 817-571-1229 ext. 596.

Dgcavery
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Discovery Networks (iPAK)
Discoveryaffiliate.com

Discovery Networks invites you to visit iPAK at
www.discoveryaffiliate.com, our web site dedicated to the
marketing, affiliate ad sales and public relations needs of our
affiliates. Gain immediate and up-to-date access to our latest
promotions, marketing tools, programming highlights, affiliate ad
sales resources, acquisition and retention support and CSR training
tools. Whatever your needs are, iPAK is designed to help drive
your business forward. Log on today!

NETWORK AFFILIATE
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DMX MUSIC
dmxmusic.com/affiliates/index.htmi

DMX MUSIC's Affiliate website was created with you, the Affiliate, in mind.
Jam-packed with all the tools and information you need to maximize your
marketing efforts and promote DMX MUSIC as part of your digital acquisition
campaigns, the site features:

* Digital Launch Forms * Logos

+ Channel line-ups & descriptions + CSR Training Materials
* Programming Schedules * Premiums

* Cross Channel/Radio Spots
* Ad Slicks

Let DMX MUSIC help you drive digital subscriptions - your one-stop shop
online for all things DMX MUSIC!

* Digital Music Research

AffiliateZone.espn.com

Visit the site rated #1 in the industry*

ESPN's Affiliate Zone can assist you in maximizing your business objectives.
Visit today to receive updated programming, marketing and ad sales
information, as well as play pools and games designed just for you.

* One click access to programming on all four ESPN networks

* Marketing graphics and materials - order online!

* Affiliate Forum: Interact with industry contacts and ESPN Employees!
* CSR, PPV, Research, Geographic and Technical Specific Sections

* ESPN Affiliate NFL Pool and College Hoops Challenge: Win trips
and big prizes

- Beta 2002 Cable Operator Study
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EWTN Global Catholic Network

www.ewtn.com

EWTN Global Catholic Network, now in its 22nd year, has
grown into the largest religious media network in the world.
EWTN's website has become a key link to viewers and internet
users worldwide — www.ewtn.com logs more than 7 million
page views per month!

Now EWTN brings you its NEW affiliate support site, offering
on-line ordering of marketing materials, downloadable images
and logos, current and advance programming schedules, and
much more!
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Fox Cable Networks
foxcable.com

Fox Cable Networks powers up a dynamic new online service,
packed with interactive marketing and local ad sales tools for
affiliates.Log on to foxcable.com and access sales and marketing
tools, print materials, programming information, and much more.
With just the dlick of a mouse, you'll have immediate access to the
marketing resources of Fox Sports Net, FX, the National Geographic
Channel, Fox Movie Channel, Speed Channel, Fox Sports World,
Fox Sports en Espaniol, Fox Sports Digital Nets, Fox Enhanced TV
and our newest network, Fuel.

NETWORK AFFILIATE
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Hallmark Channel
www.insidehallmarkchannel.com

Insidehafimarkchannel.com is an online service providing valuable
resources for Hallmark Channel affiliate partners. From cross-
platform partnership opportunities, research and company news to
program schedules, CSR training and technical data,
insidehallmarkchannel.com offers information and tools vital to
developing successful marketing and local ad sales prograros

Sign-up and partner with Hallmark Channel to grow your business
today.
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MTYV Networks
mtvn.com

MTV Networks: Channel Our Strength Online
* Customized to meet your needs
+ Serving up filtered content relevant to you
+ Easy access to a wealth of tools and information
+ Dozens of revenue building promotions at your fingertips
* Instantly connect to your MTVN representative
21 network brands. | robust web site.

Make the connection: mevn.com
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NBC Cable Networks

www.nbccableinfo.com

This comprehensive site provides ongoing and updated support for all
of the NBC Cable Networks affiliates’ Marketing, Local Ad Sales and
Community Relations efforts. Information can be found on CNBC,
MSNBC, The Complete Olympics, CNBC World, ShopNBC,
Telemundo, and mun2. Content includes: program schedules, launch
forms, promotions, downloadable art, press releases, research, and
technical information.
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The Outdoor Channel
www.outdoorchannel.org

Are you looking for an easy way to distribute marketing materials
to your saff! Do you need a logo or the latest market research?
Do you want to review our current promotions or find a sales
contact for your area? Visit www.outdoorchannel.org for all of
the resources that you need without all of the paperwork.

NETWORK AFFILIATE
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Outdoor Life Network
www.OLNTVAFFILIATES.com

This isn't just a website, it's a tool to boost your bottom line. Loaded
with OLN's schedules, program descriptions, logos and streaming
promos, OLNTVAFFILIATES.com is a powerful site you can use
every day to enhance and increase sales. Browse special events and
programming, read up on the latest promotions and keep your sales
force up on what OLN has to offer Bookmark
OLNTVAFFILIATES.com today.
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Playboy TV Networks
Pbtvnetworks.com

The Playboy TV Networks affiliate website is available 24 hours a
day to provide marketing support, programming information, and
technical resources designed to help maximize your adult
subscription and pay-per-view revenues.

Log on today and find everything you'll need to successfully market
our entire suite of channels!
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Affiliate Sales & Marketing, Inc
A Subsidiary of QVC
www.asm.QVC.com

The Affiliate Sales & Marketing Web site is filled with valuable
information for QVC affiliates. This easy to navigate Web site is
designed to help you maximize your marketirg efforts, including
downloadable ads, cross-channel schedule and marketing
messages. View the latest affiliate programs including our Go Low
Go Smart, Affiliate Discount and Cross-Channel programs. You
will also find your ASM/QVC regional representative information,
training materials, Cable In The Classroom information, menthly
program guides and our ASM Newsletter.

SCRIPPS
NETWORKS

SCRIPPS Networks
affiliate.scrippsnetworks.com

The Scripps Newworks Affiliate website is filled with invaluable
information about HGTY, Food Network, DiY-Do It Yourself Network,
and Fine Living Network. This easy-to-access database and professional
support tool has been created especially for marketing and local ad
sales. With up-to-the-minute programming schedules, brand specific
promotional materials, proprietary sales information, demographics,
research and marketing studies, this site is designed to help you
maximize marketing opportunities and local ad sales revenue.

NETWORK AFFILIATE

Showtime
SHOinfo.com

Built to give you unlimited access to everything Showtime:

* Marketing and Advertising materials: ad slicks, ad reels,
logos, direct mail

* Programming news, interviews, trailers, schedules
* insider entertainment and industry news

+ Research and technology reports that keep you plugged
into the latest business trends

+ Call Center site provides online product and skills training

» Link to sister site Sundancechannelinfo.com

STARZ ENCORE GROUP

StarzEncoreAffiliate.com

Starz Encore Group preserts its affiliate web site, the definitive resource for
maximizing your success with the STARZ Super Pak.

Access a variety of marketing strategies and tactics for all 12 STARZ Super
Pak Chanrels, including:

* Monthly Affiliate Kits * Programming Information
+ 2003 Marketing Plan * Logo Library

* Quarterly Campaigns + CSR Programs, Incentives
+ Streaming Video and Much, Much More

(cross channel spots,
on-air promotions)

To start using the Starz Encore Affiliate site, go to StarzEncoreAffiliate.com
and click on “Request Access Here.”
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TechTV
TechT Vaffiliates.com
TechTVaffiliates.com provides you with the tools to support all of
your needs, such as:
* Award winning technology e-content

* The Screen Savers High-Speed Special, Episode Hil,
TechTV's insertable video content that demonstrates the
benefits of broadband

* HDTV Special available in June
» Taggable acquisition spots

* Programming schedules

* LAS information

+ Logo resources

* TechTV contact information

NETWORK AFFILIATE
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Univision Networks
www.UnivisionNetworks.com

UnivisionNetworks.com is the first and only affiliate web site to provide
the source for Hispanic marketing intelligence and tools. Gain instant
access to an arsenal of materials expertly crafted to captivate Hispanics
with UnivisionNetworks.com such as:

+ Customizable materials that create awareness and gain distribution
* Research in Hispanic television viewers, buying habits and lifestyles
* Programming schedules and highlights

* Street ready presentations

* Promo spots

* Logos and images

PR
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Turner Networks
TurnerResources.com

Turner's affiliate website, open 24/7 to provide the resources you need to
support your business.

Find these resources and more:

* Customizable Programming Grids * High-Resolution Photography
+ Local Ad Sales Information * Video Spots

* Promotional Opportunities * On-Line Merchandise Ordering

* Education and Public Affairs Information  * Customizable Sales Presentations

* Ad Slicks and Logos * Turner Representative Information

ORGANIZATION
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Cabletelevision Advertising Bureau’s
CAB OnDemand

(An Access Password Is Required For This Members-Only Forum)

CAB OnDemand is the first place to go for cable ad sales information.
Available at no charge to CAB members, the service provides cable sales
professionals with instant access to the latest planning and presentation
information needed to build advertising revenues—including: network &
supplier profiles, updates on promotions and programming changes, major
industry research, key advertising category overviews, marketing success
stories, advertiser testimonials, and The Weekly Intelligence Report. To
request an access password, E-mail nancyl@cabletvadbureau.com.
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NATPE
NATPE.ORG

All your best contacts, all in one place! NATPE.ORG gives you
powerful databases and up-to-date research to further the success
of your business 365 days a year, 24 hours a day. Members receive
valuable discounts on a wide range of products and servites plus
even greater access to the in-depth resources at natpe.org - join
today!

ORGANIZATION

®Membership

Training & Cartficatinn

The Society of Cable Telecommunications
Engineers (SCTE)

www.scte.org

Discover a wealth of practical resources for cable telecommunications
engineers, managers and technicians at SCTE Online. The recently renovated
site features new Online Learning and Spanish-language sections. Even better,
members of the Society have access to bulletin boards, networking tools, and
valuable professional development resources like engineering acronyms,
technical dictionaries, encyclopedias, white papers, lectures, and more in the
site's new Members Only area.You can also download free electronic copies
of approved industry standards, purchase books, and explore career
opportunities at SCTE's official Job Bank powered by BroadbandCareers.Com.
Ptus, explore links that help you stay on top of industry news and connected
to your peers in the engineering community. Visit SCTE Online today at
www.scte.org or call 800-542.5040 for more information about SCTE.
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NCTA
www.ncta.com

The National Cable & Telecommunications Association (NCTA) is the
principal trade association of the cable television industry in the United
States. NCTA represents cable operators serving more than 90 percent of the
nation’s cable television households and more than 200 cable program
networks, as well as equipment suppliers and providers of other services to
the cable industry. In addition to offering traditional video services, NCTA's
members also provide broadband services such as high-speed Internet access
and telecommunications services such as local exchange telephone service to
customers across the United States.

Visit us at www.ncta.com for the latest information about the cable industry,
including recent press releases, industry statistics, NCTA regulatory filings and
policy positions, cable’s commitment to quality programming, technology and
public affairs initiatives, and much more.
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www.tvguideportfolio.com

TV Guide's Portfolio web site provides you with information about TV
Guide¢ branded guidance and entertainment services including TV Guide
Chamnel®, TV Guide Interactive®, TV Guide® Magazines, TV Guide® Online,
and TVG, the leading, interactive horseracing network

Visit us today to learn more about our products, local ad sales opportunities,
and about our turnkey marketing and promotional tools to support your
VOD, HDTV and DVR initiatives.

Contact

Steven Henry, VP, Affiliate Marketing, 918-488-4721
steven.henry@tvguide.com




Some people work
really
hard
at getting
marketing ideas.

And other people J‘ust Click.

So many resources, in so little time.

Get Programming

Marketing Materials
Logos

Art

CSR and LAS Training
VOD Demo

Ad Sales Support

All in an instant.
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Feldman Mans the Helm as New NATPE Chief

Continued from page 1

ager of KCOP-TV Los Angeles,
takes the helm of NATPE today,
after the association conducted
a three-month search for a new
president.

He replaces Bruce Johansen,
who stepped down from NATPE
in January after 10 years on the
job. The association chose Feld-
man in an unanimous vote after
considering 43 candidates and
narrowing them down to five
who were interviewed last week.
Former Emmis executive Made-
lyn Bonnot had been the leading
candidate until she dropped out
the week before final interviews
because she determined she
could not relocate her family to
Los Angeles from New Orleans.

“At the end of the day, Rick
had the broad experience in ev-
ery area,” said Peggy Kelly, chair-
man of NATPE's board of direc-
tors and senior vice president of

'l have ideas about what |
want to do, but first | want
to make sure that my
ideas make sense for
everyhody.’

Rick FELDMAN,
New NATPE prsident

global client services at advertis-
ing agency Universal McCann. “
He’s incredibly energetic and
passionate about the job. He's an
idea-a-minute kind of guy. He
has a reputation of being terrific
with staff, and he's very eager to
take on the challenge.”

Feldman takes on the task of
rebuilding NATPE as the annual
convention moves permanently
to Las Vegas next year after years
of lagging attendance in New
Orleans and syndicator com-
plaints about the expense of
transporting stars and syndica-
tion staffers there. More basical-
ly, though, by the time NATPE
arrives each January, the syndi-
cation buying frenzy is already
over, mainly because consolida-
tion has made clearing shows
easier.

“I think Rick is a terrific guy,”
said Dick Robertson, president,
Warner Bros. Domestic Televi-
sion Distribution. “I've known
him for many years, and he is an
absolutely superb executive. If
anybody can figure out how to
solve the various issues that are
challenging NATPE, I'd put my
money on Rick.”

Other syndicators were just as
enthusiastic as Robertson about
Feldman. “Rick loves the televi-
sion business, and he really want-
ed this job,” said Steve Mosko,

VIV LT viuauLast nuusty

for over 60 years”

Box 807 Bath, Ohio 44210

(330) 659-4440

president of Sony Pictures Divi-
sion. “He's got the fire in his belly
to do it, and he’s got the relation-
ships at the agency level, the sta-
tion level and the studio level.”
Feldman wasn't ready to re-
veal specific ideas he might have
to revitalize NATPE, but he said

he’s ready to roll up his sleeves.
“I have a different take, a dif-
ferent perspective and a lot of
energy,” he said. “I have ideas
about what I want to do, but first
I want to make sure that my
ideas make sense for everybody.
That means meeting with all the

301 686 1820 fax

www.denny.com
Member AFCCE

SPECIALIZING

IN DIGITAL TELEVISION

syndication chiefs and NATPE’s
board of directors before decid-
ing what direction to take
NATPE in next.”

Other candidates in the final
running, sources said, were for-
mer Columbia TriStar President
Barry Thurston; Lisa Markham,

who ran Tribune's KSWB-TV San
Diego and Pappas Telecasting’s
KMPH-TV Fresno, Calif; and
Jamie Bennett, former president
of Pearson International and
former head of programming,
production and development for
Buena Vista Television. m
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ALL BUSINESS FROM THE WORD “GO”

www.promax.tv ® Los Angeles ¢ June 4-6
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Fax: 517-278-6973
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Belo Favors Raising Cap  ESPN Puts a Twist
On Fee Increases

Continued from page 1
Donald Evans called on the commission to stick to
a June 2 date for completing a review of all broad-
cast-ownership rules, which includes
the cap and other major regulations.

“The current review is the most
thorough and comprehensive in the
60-year history of the media-owner-
ship rules,” Evans wrote.

The missive comes as deregulation
critics at the FCC and on Capitol Hill
are pressuring Powell to slow down.
The latest call for delay came from
Democratic Commissioner Jonathan
Adelstein, who criticized the june 2

-

leading the fight to retain the 35% cap. Few TV
NAB/NASA members appear to be following Belo's
lead. The trade groups themselves are as adamant as
ever that a higher cap would allow major
broadcast networks to buy enough sta-
tions around the country that other sta-
tion owners would have little leverage to
elicit favorable affiliation agreements
with the nets.

Despite Belo's defection, NASA Chair-
man and Post-Newsweek Stations Pres-
ident Alan Frank said the determination
to preserve today's limit is “stronger
than ever” among most station groups.

Like a few other groups, Belo is less

deadline in an op-ed piece in the The time has come concerned about networks’ leverage
April 24 San Francisco Chronicle. ‘to coalesce than about winning the right to set up
There was also a little surprise: Dal- ~ around a rational ~ TV/newspaper combos and doesn't
las-based station group and newspa-  peyision’ of the want deregulation on that front to get
per owner Belo Corp. bucked its broadcast- delayed by continuing fights over the
broadcast brethren by dropping op- - national TV cap.
ownership rules.

position to a hike in the national TV-

Other rules being examined are local

ownership cap. In return, though,
Belo wants FCC commitments to rein
in abusive tactics allegedly commit-
ted by major networks in their rela-
tions with affiliates.

“The time has come for proponents of divergent
opinions to coalesce around a rational revision of
these long-outdated” broadcast-ownership rules,
Belo Chairman Robert Decherd wrote to Powell in a
letter that became public last week. Endorsing a 45%
cap on one company’s TV-household reach, he said,
“All parties need to make reasonable concessions.”

Belo is on the NAB board and is a member of the
Network Affiliated Stations Alliance; both groups are

Belo Corp.

RoBERT DECHERD,

limits on TV duopolies, crossownership
of TV/radio combos, and multiple own-
ership of leading broadcast networks.
Belo's Decherd suggested that the na-
tional ownership cap be increased on condition that
the FCC put a stop to network abuses alleged by TV-
group owners negotiating affiliation agreements. Af-
filiates’ biggest compliant is that networks prevent
them exercising their right to reject net programs.
For their part, the big broadcast networks de-
nounced affiliates’ attempts to paint them as bul-
lies. NAB/NASA arguments are three “red herrings”
that are “unsupported, ill-considered and irrele-
vant,” Fox, CBS, and NBC told the FCC last week. m

Clear Channel’s Upfront

Continued from page 1

According to Lori Wellinghoff, senior vice presi-
dent, Clear Channel Advantage, the company’s
cross-platform sales arm, the basic pitch is that ad-
vertisers should focus not just on who their target
audiences are but where they are. And where they
are is outside of the home, where TV is less effec-
tive, she said.

Clear Channel provides a lot
of options. It owns more than
1,200 radio stations in the U.S.,
most often heard in cars. It oper-
ates about 935 Web sites, which
draw most of their visits during
the day, when people are at
work. In addition, Clear Channel
claims it can post ads on 150,000
outdoor, transit and street dis-
plays throughout the world. It
also offers sponsorships and sig-
nage in connection with its 76
entertainment venues and with
the more than 29,000 live events
it produced last year.

“We're suggesting that per-
haps the Holy Grail of finding
why media plans are becoming
less and less effective is to follow
the trail of the consumer,” she said. “By balancing
media plans with more consideration to media
that reach people and motivate people when
they're gone from home, you can reverse declining
return on media investment overall.”

Clear Channel will present “very radical and im-

Clear Channel wants advertisers to
spend on out-of-home media.

portant research” demonstrating that most people
spend most their waking hours away from home
and exposed to media other than TV, Wellinghoff
says, adding that advertisers ought to spend more
money than they do on those out-of-home media
as a “complement” to their TV buys.

Agency executives say they want to know more.
“It makes a lot of sense,” said Andy Donchin, di-
rector of national broadcast for
Carat. Whether it makes sense
for individual clients at Carat re-
mains to be seen, he said, but
“Clear Channel has a very legiti-
mate platform so it’s something
that needs to be considered.”

Said Bob Riordan, senior vice
president, national broadcast,
MPG, “It’s an interesting idea. I
think everyone has to take a look
at it, especially with the infla-
tionary nature of network and
cable right now.”

He says that clients are in-
creasingly angered by and “very
frustrated with” the yearly ad-
rate hikes imposed by networks
and cable while their audiences
continue to shrink. “You could
see a shift in dollars to alternative media and a
pulling away from network and cable a little bit
this year.”

The major networks declined to comment on
the Clear Channel platform, which the company is
calling the “Gone From Home Network.” m

Continued from page 1

its products, including ESPN
Classic, startup Spanish-lan-
guage service ESPN Deportes,
and a new pay-per-view service.
Further, ESPN wants long-term
commitments and pricing
schedules for more-uncertain
products, such as a high-defini-
tion ESPN feed, a nascent inter-
active-TV product, video-on-de-
mand packages and a
high-speed Internet product.

Bodenheimer, president of
both ESPN and ABC Sports, calls
the proposal an “opportunity”
for affiliates. He cites ESPN's high
ratings (particularly during foot-
ball season), its high ranking in
independent consumer surveys
and its high level of appeal in
selling basic-cable subscriptions.

He also argues that operators
substantially offset their license
fees by selling local ads on ESPN.
He contends that the ad revenue
will come to $781 million this
year, or about 92 cents per cable
subscriber per month.

Operators adding up the pieces
say that whatever savings they got
on ESPN would be offset by the
costs of the other products. For ex-
ample, one senior MSO executive
said his rate for ESPN2—now
about 45 cents monthly—had al-
ways increased 6%-8% a year but
the new deal calls for “double
double-digit hikes.”

“Five years later than they
should have, they've realized that
it's dangerous to run the rates of
ESPN up,” says the MSO presi-
dent, who sees the proposal as a
baseball bat. “So they're going to
build value in other ways.”

He contends that ESPN exec-
utives fear political repercus-
sions from being the most ex-
pensive basic-cable channel and
demanding a 20% hike each
year. Already, ESPN and its sib-
lings account for 20%-25% of ba-
sic-cable programming costs.

As for the ancillary products,
operators are averse to 10-year
pricing deals on something like
broadband services or video-on-
demand because they can't tell
what the economics will be.
“Imagine if, two years ago, you
had set the pricing for interac-
tive-TV product until 2010,” said
a senior executive at one cable
operator. “There’s no business,
but you're still paying big for the
product.”

That’s assuming operators are
willing to pay anything at all. One
programming executive who
wants to launch ESPN HD is
balking at a price that starts at 85
cents and keeps climbing. “First,

George Bodenheimer argues that ESPN's
fees can be offset by local ad sales.

this is basically a simulcast of
something I'm already paying a
lot of money for,” the executive
said. “Then they said they need to
cover the cost of the hi-def tech-
nology. But those costs are going
to go down, not up, and their rate
card only goes up.”

Jerry McKenna, vice president
of strategic marketing for MSO
Cable One, concurs. “If you're
providing the same program-
ming just in different delivery,
we believe that is a cost of doing
business ESPN should incur, not
something its customers should
be paying for. We're already pay-
ing for that programming once.”

Sean Bratches, executive vice
president of affiliate sales and
marketing for ESPN, said the
rates on ESPN HD might change
as the technology costs fall.

ESPN is critical to Disney,
which is misfiring in many other
parts of its business. The spots
network is such a money-maker
that the network group should
deliver 30% of the company’s
consolidated operating income
this year—around $1 billion out
of $2.7 billion—even though it
accounts for just 10% of the
company’s revenues, $3.8 billion
out of Disney'’s total $27 billion.

But, between the escalating
cost of sports rights and ESPN’s
grab for more sports and games,
the network isn’t quite as lucra-
tive as it used to be. Morgan
Stanley media analyst Richard
Bilotti says ESPN's sports-rights
payments have surged from
$525 million in 1997 to $2.2 bil-
lion this year. That has sliced op-
erating profit margins from a
huge 52% to a more modest
20%. He expects operating prof-
it on ESPN’s main channel to fall
14% this year, to $575 million,
despite a 16% increase in rev-
enues, to $2.8 billion. m
Additional reporting by Allison
Romano
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- Tom Shales, The Washington Post
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