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Will Billy Stay or Go? 
By Bill McConnell 

With the Democratic lead¬ 
ership of the Senate 
Commerce Committee 

in flux due to the pending retire¬ 
ment of Sen. Fritz Hollings (see 
page 30), many in Washington 
are wondering whether there 

will be a similar shuffling of the 
chairs on the other side of Capi¬ 
tol Hill among House Commerce 
Committee Republicans. 

Rumors persist—despite re¬ 
peated denials from the man 
himself—that House Commerce 
Committee Chairman Billy 
Tauzin will exit Congress for a lu-

Continued on page 30 

Fritz Quits 
Will not seek re election In 04 i Page 30 

Tm still working around 
the clock for the next 
year and a half, and ol 
course after that I'll be 
looking for a job.' 

Sen. Ernest Hollings, 
(D-S.C.) 

The Kobe anil Conan Show 
Show biz, news biz 
merge as TV chases 
stories of celebrity 
crime and politics 
_ 
By Dan Trigoboff 

E
ntertainment, journal¬ 
ism, crime, celebrity, 
politics, sports—all be¬ 
came one in the elec¬ 
tronic mixer of televi¬ 

sion last week. The networks 
and TV stations sent an army 
of newspeople to the tiny town 
of Eagle, Colo., for the Wednes¬ 
day court appearance of a 
sports star accused of rape, 
only to see him upstaged by a 
movie star declaring his candi¬ 
dacy for governor of California 

Continued on page 26 

COMING THIS FALL 

Above: Arnold with reporters the day after he announced his candidacy. Below (l-r): 

Kobe Bryant in Eagle. Colo., and two ot Schwarzenegger's state-house rivals, pundit 
Arianna Huffington (on PBS|. and former child actor Gary Coleman (on CNN). 

GOING 
WAY UP 

S110.5B 
New Veronis Suhler 
Stevenson report says 
cable revenues will grow 
7.5% a year through 2007. 
TV BUYER, PAGE 16 

SYNDICATION AD SALES 

SNTA Is at DeWitt's End 
By Steve McClellan 

The question being asked last 
week after the Syndicated 
Network Television Associa¬ 

tion parted ways with 
its president, Gene 
DeWitt, is, do syndi¬ 
cators really need an 
advertising trade as¬ 
sociation? 

There’s no clear an¬ 
swer. Apparently the 
members (dominated 
by the major studios) 
think they do. They’ve 
retained the same headhunter 
that found DeWitt—Heidrick & 
Struggles—to search for his re ¬ 
placement. 
But others in the business 

think they would be better 

served by folding SNTA and clos¬ 
ing ranks behind NATPE, so that 
syndicators would at least have 
one strong association instead of 
two groups that are in clear dis¬ 
array. (Ironically, NATPE’s new 

president Rick Feld¬ 
man was a candidate 
for the SNTA job along 
with DeWitt). 

Chris Rohrs, presi¬ 
dent of the Television 
Bureau of Advertising, 
wasn’t offering any 
advice, but said he be¬ 
lieves the syndicators 
could thrive in the 

TVB tent. He said he would con¬ 
tact SNTA’s board to look for 
ways to work together. “I’m open 
to talk about anything.” 
One SNTA member reached 

Continued on page 27 
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What Should FCC Do With Shock Jocks? 
No easy answers to defining, enforcing indecency rules 

By Bill McConnell 

A
 group of broadcasters and 
First Amendment activists 
want the FCC to back off 
its threat to revoke station 
licenses for indecency vi¬ 

olations. 
The First Amendment Coalition in 

a petition to the FCC last week ar¬ 
gued that threats to toughen enforce¬ 
ment of government restrictions on 
indecent broadcasts overstep the 
agency’s constitutional authority. The 
coalition also asked the commission 
to launch an inquiry into its existing 
policy for enforcing indecency re¬ 
strictions—including whether it 
should exist at all. 

“A key factor that has prevented 
the FCC’s indecency policy from be¬ 
ing a constitutional catastrophe has 
been the commission’s sense of re¬ 
straint,” wrote Robert Corn-Revere, 
the coalition’s attorney and a First 
Amendment specialist. "But the 
agency’s reluctance to act as a board 
of censors appears to be waning.” 

Com-Revere argued that the FCC’s 
published guidelines on indecency 
are too vague to let broadcasters know 
what programming will cross into 
prohibited territory. Even worse, he 
said, the commission relies on confi¬ 
dential informal rulings as precedent 
for dealing with incoming complaints. 
“Most are unavailable, thus constitut¬ 
ing a body of secret law,” he said. 
Frustration has been mounting 

among individuals on the other side 

of the issue too. FCC Commissioner 
Michael Copps has repeatedly asked 
for an inquiry into enforcement 
practices, asserting that thousands 
of complaints about base sexual pro¬ 
gramming are routinely ignored. He 
also wants the agency to consider 
adding violent programming as a 
category that can be restricted. 

As a sign of his frustration, Copps 
last week complained that nearly 
one year after Infinity station 
WNEW-FM New York carried out its 
notorious sex stunt at St. Patrick’s 
Cathedral, no action has yet been 
taken against the station. Copps also 
criticized the recent decision to slap 
WKRK-FM Detroit, also owned by 
Infinity, with a $27,000 fine rather 
than immediately revoking the li¬ 
cense over a call-in show focusing 
on descriptions of extreme, some¬ 
times violent sexual acts. The WKRK-
FM case is the same one Corn-Re¬ 

vere said unjustly raised the threat of 
future license revocations. 
"Nothing has changed over the 

past year in the FCC’s enforcement,” 
Copps said. 

In the middle is FCC Chairman 
Michael Powell, who is close to rec¬ 
ommending to colleagues a solution 
to the WNEW-FM case. “If they had 

taken the time to check with 
staff, they would have learned 
that they would have a draft of 
the decision next week,” said 
an FCC senior staffer. 

Powell has stated several 
times a reluctance to dive 
into the indecency debate, 
preferring that the constitu¬ 
tionally treacherous waters of 
regulating free speech be 
navigated by Congress. But as 
programming has gotten 
raunchier and complaints 
have increased on Powell’s 
watch the FCC has not only 
raised the threat of license re¬ 

vocations but made it easier to file 
actionable complaints. Com¬ 
plainants used to have to provide 
tapes or transcripts of broadcasts. 

The FCC’s current rules bar be¬ 
tween 6 a.m. and 10 p.m. the airing of 
indecent content “describing or de¬ 
picting sexual or excretory organs or 
activities” in a way “patently offensive 
by contemporary community stan¬ 
dards.” What falls under that descrip¬ 
tion is perpetually under debate. 

Copps said a deluge of complaints 
indicates community standards are 
being breached all the time. ■ 

BREAKING... 
Big Three Flat in 2Q 
New York—Net revenues for the big three net¬ 

works were essentially flat in the second quarter 

at $2.7 billion, according to numbers compiled by 

Ernst & Young and released by the Broadcast Ca¬ 

ble Financial Management Association last week. 

Prime time, however, was up 8% to $1.7 billion, 
while the late night, morning and daytime 

dayparts all showed double-digit gains. Sports 

were down 46% to $238 million. For the first six 

months, combined big three revenues are down 

6% to $5.4 billion, due in large part to 2002 Salt 

Lake City Olympic spending. 

Univision, Sinclair gain 
Los Angeles—Univision stock was up 11% in 

midday trading Friday after better than expected 

2nd quarter earnings results were reported by the 

company on Aug. 7 after the markets closed. Uni¬ 

vision posted a 22% gain in operating cash flow 

to $108 million from its TV operations with a 4% 

dip in revenues to $288 million. Separately, Sin¬ 

clair Broadcast reported a 13% gain in second 

quarter operating profits to $56 million on a 3% 

revenue gain to $196 million. Sinclair’s third 

quarter guidance: Revenues down 2 to 3%. 

Minority Report 
Los Angeles—More Latino/Hispanics and 

African-Americans landed parts in television 

shows and movies in 2002 than in 2001, the 

Screen Actors Guild reported on Thursday. Latinos 

were cast in 6% of all TV and movie roles, up 

from 4.8% in 2001. African-Americans were cast 

in 15.5% of all available roles, the group's high¬ 

est share ever, up from 14.4% in 2001. Women 

over 40 got 2% more roles in 2002 than in 2001, 

29% of all available female roles. Asian-Pacific 

Islanders and Native Americans both were cast 
less in 2001, with Asian casting remaining flat 

and Native Americans getting only 0.2% of roles, 

down from 0.37% in 2001. 
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Fox News: Home oí Democrat Debates? 
By Allison Romano 

I
t seems that politics does indeed 
make strange bedfellows: Fox News 
Channel has announced plans to air 
three Democratic presidential de¬ 
bates in the coming months. 

Last week, Fox and the Congressional 
Black Caucus Institute unveiled plans to 
partner with Rupert Murdoch’s news 
channel on two new debates. The first 
will be held in Baltimore on Sept. 9, the 
second in Detroit on Oct. 26. Eight of the 
nine major Democratic candidates have 
committed to the Baltimore debate. Sen. 
John Kerry (D-Mass.) is the only one who 
hasn’t said yes yet. 

Fox News is often noted for conserva¬ 
tive commentary and is run by former Re¬ 
publican strategist Roger Ailes. But Fox 
prides itself on its political prowess, and 
still brags about its fairness and balance. 

“When there is not a two-party race, 
it’s natural to make a big deal out of the 
race there is,” said Marty Ryan, Fox’s ex¬ 
ecutive producer of political coverage. 
“We think we do the best political cover¬ 
age of anybody." 

Fox will also carry a January Demo¬ 
cratic debate just prior to the South Car¬ 

olina primary. ABC News has already 
hosted one debate with the candidates. 

The idea for the latest round of de¬ 
bates sprouted several months ago after 
conversations between Fox CEO Ailes 
and U.S. Rep. Elijah E. Cummings (D-

Md.), chair of the Congressional Black 
Caucus. 

Ryan says Fox will keep up its election 
coverage of both parties. “We’ll make a 
big deal out of the Democratic conven¬ 
tion and the Republican convention.” ■ 

Reps. Bennie Thompson and Elijah Cummings and chairman of the Congressional Black Caucus announce the 
presidential debates with Fox Chairman and CEO Roger Ailes. 

Do Networks Care? Congressmen Say No 
By Bill McConnell 

House lawmakers leading the effort 
to retain the 35% cap on TV house¬ 
hold reach claim to have found a 

smoking gun that proves network head¬ 
quarters, not local managers, call the 
programming shots for their stations. 
But Fox, at whom the gun is pointed, 
says the legislators are firing blanks. 

Reps. John Dingell (D-Mich.) and 
Richard Burr (R-N.C.) last Wednesday sent 
FCC Chairman Michael Powell a copy of a 
letter from Cheryl McDonald, general 
manager of Fox Ó&O WDAF-TV Kansas 
City, to Tim Maupin, director of the Kansas 
City chapter of the Parents Television 
Council, telling the community activist 
that his complaint about the June 10 
Keen Eddie episode had been forwarded 
to the Fox home office. “The network, not 
WDAF TV4, decides what shows go on 

the air for the Fox Owned and Operated 
Television Stations," McDonald wrote. 

"The letter makes a mockery of‘local¬ 
ism’ ” and “confirms that allowing net¬ 
works to acquire stations in new markets 
... will further diminish the number of 
televisions stations that have the ability 
to broadcast programs consistent with 
the values and tastes of the communities 
they serve," the lawmakers told Powell. 

Dingell and Burr, sponsors of legislation 
rolling back the FCC’s decision to lift the 
cap to 45%, asked Powell to include Mc¬ 
Donald's letter in the FCC’s broadcast 
ownership record and to give it “signifi¬ 
cant weight” when the FCC takes up peti¬ 
tions to reconsider its ownership changes. 

Fox parent News Corp, countered that 
the network does not dominate O&O pro¬ 
gramming. “Our GM’s letter... doesn’t ful¬ 
ly explain that the network only programs 
two hours per weeknight on Fox O&Os,” 
said spokesman Andrew Butcher. ■ 

Parents Television Council's Tim Maupin viewer complained about Fox's Keen Eddie. 

NASA Asks 
Court to 
Smash 45% 
By Bill McConnell 

Network affiliates didn’t wait 
until the Oct. 4 deadline to 
challenge the FCC’s TV 

ownership cap hike in court. 
Last week, the Network Affili¬ 

ated Stations Alliance, which fa¬ 
vors maintaining the 35% own¬ 
ership cap that the FCC just 
raised to 45%, asked a federal 
appeals court in Washington to 
vacate that new limit, arguing 
the 45% figure is arbitrary, capri¬ 
cious and unlawful. 

NASA, which represents 600 
TV stations affiliated with ABC, 
CBS and NBC, says its members 
will be hurt in contract negotia¬ 
tions if the networks are allowed 
to buy more stations and gain 
more negotiating leverage. 
The FCC increased the nation¬ 

al TV-ownership cap and relaxed 
other limits on June 2. 

The NAB has also filed suit on 
radio station ownership limits and 
limits on television duopolies. 

Additional lawsuits from oppo¬ 
nents and supporters of media 
deregulation are expected to be 
filed over the next two months. ■ 

WEEK OF AUG. 1-7 

B&C INDICES 
THE B&C 10 

WEEK YTD 

CABLE TV MSO’S 

WEEK YTD 

CLOSE WEEK YTD 

Dow Jones 9126.45 -1.2% 9.4% 

Nasdaq 1652.21 -4.8% 23.7% 

The B&C 10 
CLOSE WEEK YTD 

Aoi Time Warner $15.03 -2.6% 14.7% 

Clear Channel $38.25 -6.6% 2.6% 

Comcast Corp. $28.24 -3.8% 25.0% 

Cox Comm. $31.95 0.5% 12.5% 

Disney $21.65 -1.2% 32.7% 

EchoStar $35.35 -2.5% 58.8% 

Fox Ent. $28.43 -6.1% 9.6% 

Hearst-Argyle $23.19 2.6% -3.8% 

Tribune $46.43 -1.7% 2.1% 

Viacom Cl. A $41.84 -4.1% -5.4% 

GOOD WEEK 

New Frontier $3.20 6.7% 220.0% 

Acme $7.62 3.1% -4.4% 

Hearst-Argyle $23.19 2.6% -3.8% 

Motorola $9.27 2.5% 7.2% 

Beasley Best. $13.29 1.5% 11.2% 

BAD WEEK 

XM Satellite $10.52 -23.6% 291.1% 

Mediacom $7.39 -21.7% -16.1% 

Charter $3.88 -20.3% 228.8% 

TiVo $8.57 -20.3% 64.5% 

Insight $11.50 -15.6% -7.1% 

AN OFF WEEK 

► -4% < 
Are MSOs scheduling earnings releases 
according to who's strong and who's 

weak? Two weeks ago, Cox and Comcast 
turned in good results, but last week there 
were big disappointments. Mediacom fell 
22%; Insight fell 16% and Cablevision fell 
13%. But the bigger-cap MS0 stocks held 

the sector average to a loss of just 4.2%. 

Source: CNET Investor (investor.cnet.com) This information is based on 
sources believed to be reliable, and while extensive efforts are made to as¬ 
sure its accuracy, no guarantees can be made CNET Investor assumes no 
liability for any inaccuracies For information regarding CNET Investor's 
customized financial research services, please call 415-344-2836 
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FAST TRACK 
It's Official 
New broadcast ownership rules go into effect Sept. 4, as editors of 
the Federal Register made good on plans to publish the rules last 
Tuesday. The FCC stipulated in June that the rules would go into ef¬ 
fect one month after publication in the register of government ac¬ 
tions. The publication also triggers other deadlines: petitions for the 
FCC to reconsider all or part of the rules are due Sept. 4 as well and 
appeals for federal judges to strike them down are due Oct. 4. Of 
course, separate efforts on Capitol Hill to rewrite the FCC’s June 2 
changes are still expected to move forward. They could stall imple¬ 
mentation of some of the new rules, which raise the national TV 
ownership cap to 45% of television households, make it easier to 
form smaller market duopolies, and relaxed restrictions on local 
broadcast/ newspaper crossownership. 

Whacks at Mag Rack 
RAINBOW MEDIA HOLDINGS' video-on-demand service, MAG RACK, has 
axed staffers and will now farm out most of its programming. The 
company reportedly cut twelve staffers, mostly in production, al¬ 
though Rainbow Media would not comment on the number. GM 
MATT STRAUSS remains with the service. Mag Rack is a free VOD ser-

A Boon to Boomtown? 
To help build Boomtown's audience, NBC will run 
repeats of its critically acclaimed sophomore 
show in its new Friday 10 p.m. time period start¬ 
ing Aug. 8. “By bringing Boomtown back in 
August, we are giving viewers a chance to catch 
up with last season's storylines and sample the 
series that critics have named the best drama on 
television," said NBC's Jeff Zucker. Boomtown's 
second season premieres Sept. 26. 

vice consisting of specialty programs on topics from yoga to motor¬ 
cycles. In-house producers had been creating most of the content. 
The cuts are apparently not related to the recent accounting irregu¬ 
larities at Rainbow’s AMC NETWORKS, where 14 executives were dis¬ 
missed. Mag Rack is available to about 2 million subscribers. 

Ding, Dong, Peacock Calling 
NBC and cosmetic company AVON have announced a marketing deal 
featuring a plotline in which a character from soap opera Passions 
(Jessica Bennett) will become an Avon Lady. Technically, she be¬ 
comes a sales representative for ’mark,’ a new Avon business that tar¬ 
gets younger women. NBC calls the deal “groundbreaking” in that 
the Passions storyline was altered so that the character can explain 
the benefits of becoming a ‘mark’ representative. Three episodes of 
the show will feature the ’mark’ storyline, along with various cos¬ 
metic products that will appear in the show leading up to a ’mark’ 
launch ad campaign that will kick off on NBC Aug. 11. 

2Q News 
ACME COMMUNICATIONS, the WB station group founded by The WB net¬ 
work head JAMIE KELLNER, narrowed its pre-tax operating loss by 51% 
to $535,000 on a 25% revenue gain to $11.5 million in the second 
quarter. Commenting on the results, Kellner said: “While second-
quarter advertising demand remained soft, our developing station 
group was still able to deliver significant gains in both absolute-dol¬ 
lar revenue and market share.” Acme owns nine stations in mid-sized 
and smaller markets.... 

GRANITE BROADCASTING reported a 13% revenue decline for the sec¬ 
ond quarter to $28.5 million, while the company’s year-to-year op¬ 
erating loss widened 8% to $1.3 million. The revenue decline was 
due in part to the disposition last year of KNTV(TV) San Francisco. 
Same-station revenues were up 5% the company said. Granite CEO 
DON CORNWELL said third-quarter revenue will be down between 2.5% 
and 6.5 % due to lack of political dollars, which gave the company 
a 14% revenue boost last year in the quarter. Excluding political, 
third-quarter revenue should come in at between flat and up 4%, 
Cornwell said. 

Vivendi Not Hurrying a Bid 
By John M. Higgins 

sually buyers gear up for a bidding 
deadline and excitement builds. But 
in the sale of Vivendi Universal En¬ 
tertainment, corporate suitors are go¬ 
ing slow. 

French parent Vivendi has 
asked for a second round of bids 
on its U.S. entertainment proper¬ 
ties Aug. 18 (its initial deadline this 
Friday, one bidder noted, would 
have Vivendi’s bankers working 
furiously over weekend; a Monday 
deadline will rob the buyers ad¬ 
visers of their weekend.) 

But the pressure is off, in part 
relieved by Vivendi’s expectation 
that the bidders should be willing 
the value VUE at $14 billion. "No¬ 
body’s excited about the $14 bil¬ 
lion number,” said an executive 
with one bidder. 

Industry executives said that Lib¬ 
erty Media CEO John Malone has 
lost interest in the auction and may 
at best submit a lowball bid. Viacom 
is holding firm in its stance that it only wants 
VUE’s cable networks, USA Network and Sei Fi 
Channel. Only an investor group led by former 
Seagram CEO Edgar Bronfman Jr. is showing 
much swagger in anticipation of the bidding 

And despite weeks of talks, General Electric, 
on again, may not submit a formal bid. The in¬ 

dustrial giant wants to merge VUE into its 
NBC unit without actually giving the French 
company any cash. 

While Vivendi has been reviewing tons of fi¬ 
nancial information, GE advisers are telling the 
company it may need more time to finalize val¬ 
uations of the joint venture. “They’ve been talk¬ 

ing for a while, but GE’s hasn't been 
getting all the numbers it wants un¬ 
til the last week or two,” said one 
adviser to the company. 

Comcast remains the wild card. 
The company has signed a confi¬ 
dentiality agreement to review the 
same financial information other 
bidders have gotten. They’ve 
tapped Frank Biondi—former pres¬ 
ident of Viacom and former chair¬ 
man of Universal Studio—to help 
them process the financials. Com¬ 
cast Cable President Steve Burke is 
cautioning investors that the com¬ 
pany won’t do anything crazy. 

But an adviser to the company 
said CEO Brian Roberts is taking 
the process seriously. “It could be 
very interesting, especially if it’s the 
kind of busted auction it seems to 

be turning into,” the adviser said. Other bidders 
say he may cut a venture with Malone and his 
sidekick, Barry Diller, whose Interactive Corp, 
holds a stake in VUE and may incur a $1 billion 
tax penalty if the company is sold. Under the 
terms of a previous deal, Vivendi is on the hook 
pays to cover Diller’s tax bite. ■ 

Liberty CEO John 
Malone may have 
lost interest in 
bidding for 
Vivendi Universal 
Entertainment. 

Burnett Gets an Unreal Chance 
Survivor creator signs 
with Warner Bros, to 
create scripted series 

By Paige Albiniak 

Reality TV may be the hottest 
trend on network prime time, 
but scripted programming is 

where producers get respect. With 
that in mind, reality producer Mark 
Burnett, best known for CBS’s real¬ 
ity hit Survivor, last week signed an 
exclusive two-year deal with Warn¬ 
er Bros. Television to make the leap 
from reality to scripted. 

“Mark’s success and storytelling ability in the 
reality television genre is unparalleled,” said Pe¬ 
ter Roth, president ofWarner Bros. Television. 
“We believe he will create equally compelling 
and innovative scripted programming." 

Burnett has tried at least once before to en¬ 
ter the scripted arena with a pilot he produced 
for The WB in association with Carsey-Wern¬ 
er called Are We There Yet? The WB ordered a 
pilot and three scripts but declined this sea¬ 
son to pick up the show, a sort of TV rendition 
of National Lampoon's European Vacation. 

“I am excited about the partnership with Pe¬ 
ter Roth and his very gifted team of executives, 
who are now my teammates as I cross over the 
the scripted side of programming," Burnett said. 

Conrad Riggs, Burnett’s producing partner, 
will continue to work with Burnett on develop¬ 
ment of scripted shows as well as on oversight 
of all of Burnett’s reality projects. Besides pro¬ 
ducing CBS’s Survivor, Burnett also produced 
NBC’s The Restaurant and The WB’s Boarding 
House: North Shore this summer. He is in pre-
production on NBC’s The Apprentice, hosted by 
real estate tycoon Donald Trump, for January. 

Burnett has been nominated for 14 Emmys, 
and won for Survivor and Discovery’s Eco-
Challenge, the shows where Burnett cut his 
teeth. He’s also won the People’s Choice Award 
three years in a row for Survivor as favorite re¬ 
ality show. Burnett and Riggs are represented 
by CAA. ■ 
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Bravo 
- BRAVOTV.COM 

The best network drama is now the best cable drama. 

More Emmys. More Goldeo Globes. TV’s most acclaimed series. 
Premieres Monday flugust 11 at 11pmu/10ci. 

Contact your Bravo representative today. 
East Coast: 201.585.6420 West Coast: 818.84fl.3333 nbccabieinto.com 
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PUBLIC BROADCASTING 

SYNDICATION 

Selling Sex 
HBO and Warner Bros, are still peddling 

their syndicated version of Sex and the 
City tor broadcast TV, but Oxygen Chairman 
and CEO Geraldine Laybourne is interested in it 
for her cable network if she can get the right 
window. Usually that means three or four years 
after the broadcast syndication window, which 
HBO and Warner Bros, have not nailed down. 
Oxygen is going for the sophisticated, edgy, 
18-49 woman, and Sex and the City would be a 
perfect fit, Laybourne says. Sources say the 
Turner nets also are interested. 

On the broadcast side, Tribune stations are 

BEHIND THE SCENES | BEFORE THE FACT 

IN THE LOOP 
Pushy Peacock 
The NBC peacock has promo fever. The 
network, top-rated last season in the key 18-49 
demo, is spreading its wings and trying a bunch 
of things to get it, and its co-owned cable net, 
Bravo, noticed. First came the reverse-repur¬ 
posing with a cut-down version of Bravo's gay-
themed makeover show Queer Eye of the 
Straight Guy. Now, the Queer Eye guys are mak¬ 
ing over Jay Leno on the same night that a full 
hour of the show is reairing on NBC. The net¬ 
work also is plugging Bravo’s gay dating show, 
Boy Meets Boy. and off-NBC runs of West Wing. 

NBC also is hoping to keep viewers tuned 
in with occasional shorts between shows in 
prime. The network hopes one-minute movies, 
or “1MMs." will discourage surfing. ER cre¬ 
ator John Wells and director Paris Barclay pio¬ 
neered the concept. Projects include The 
Pussy Cat Dolls, featuring Carmen Electra 
(right). NBC plans to slot the 1MMs when pro¬ 
grams run a little short.— A.R. 

HDTV 

Hi-Def Lob 
USA Network is serving up some 

of this month’s U.S. Open ten¬ 
nis in HDTV. The cable net, which 

airs early rounds of the 
tournament, plans to 
carry center court 
matches in 1080i HD 
Sept. 1-4. CBS, which 

has broadcast rights, will air six 
days of action in HD. The networks 
will share the equipment, including 
cameras, switchers and an HD 
production truck. USA plans to 
charge operators a “nominal" fee, 
says Doug Holloway, president of 
distribution.—A.R. 

Buum the Brink 
Executives at Acme Communica¬ 
tions said they’re pleased with the 
performance of The Daily Buzz, 
the live morning show launched a 
year ago. They also may cancel it. 

I
 Buzz has im¬ 
proved time 
period ratings 

and revenue. The problem: Half 
the show’s revenue was derived 
from two stations in St. Louis and 
Portland, Ore., that Acme has sold 
to Tribune. Acme hopes to syndi¬ 
cate the show or bring in a partner. 
But Acme’s Doug Gealy said if he 
can’t do a deal by early September, 
it’s bye bye Buzz.—S.M. 

MARKETING 

All My Roadshow Friends... 

and the pitch reads: “It's Monday Night...Are You Ready for some 
Roadshow!” Inside is a chalkboard noting the cities scheduled for 
Roadshow visits. The series airs at 8 p.m. on Monday nights, so at 
least it doesn't have to compete helmet to helmet with ABC’s Mon¬ 
day Night Football franchise, which kicks off at 9.—J.E. 

PBS is looking to take a 
page out of ABC's promo¬ 
tional playbook. The lat¬ 
est promo mailer for 
WGBH-TV Boston's An¬ 
tigües Roadshow 
features the profile of a 
quarterback in classic 
passing pose. The hel¬ 
met’s logo is the 
Antiques Roadshow trunk 

ANTIQUES ROADSHOW 

Kickoff 
, Winning un«p 
« New u—1

Day Labor 
Dispute According to a story in the Northern Virginia 
Journal, noncommercial 
WETA-TV Washington 
doesn’t want a day labor¬ 
er shelter in its back 
yard. According to a 
WETA-TV spokeswoman, 
the station supports the 
shelter, but preferred two 
other sites—all three are 
on the same block—that 
were closer to an 
employment and educa¬ 
tion center. 
The Journal story 

quoted station CEO 
Sharon Rockefeller as 
telling the Arlington 
County board that the 
location closest to the 
WETA-TV complex in 
Arlington, Va., would be 
“a pretty hostile envi¬ 
ronment.” WETA-TV di¬ 
rector of corporate com¬ 
munications Cecily Van 
Praagh said Rockefeller 
was referring to poten¬ 
tial traffic hazards with 
pick-ups and drop-offs 
of laborers, which the 
board also cited, and not 
fears that staffers would 
be accosted by laborers, 
as the paper concluded. 
The board went with the 
site WETA-TV opposes, 
but the station accepts 
that decision, said Van 
Praagh. 
The Journal story 

prompted a media bias 
alert from the conserva¬ 
tive Media Research 
Center, which hastened 
to point to stories on 
public broadcasting 
about the need to help 
day laborers.—J.E 

Mediacom Feels the Squeeze as DBS Pushes Local TV Signals 
By John M. Higgins 

Facing a competitive wave that big¬ market operators suffered a few 
years ago, Medicom is showing wear 

as DBS rivals expand their carriage of 
small-market broadcast TV stations. 

Mediacom’s stock dropped 20% last 
week after the Middletown, N.Y.-based 
cable operator disclosed deeper sub¬ 
scriber losses than investors expected. 
The MSO lost about 24,000 subscribers 
in the second quarter and its 1.6 million¬ 
subscriber base has shrunk 1.4% over the 
past 12 months. The losses and price cuts 

aimed at combating them prompted the 
company to trim guidance for the year. 
The numbers may seem small, but a 

percentage point or two of revenue and 
earnings growth makes a huge difference 
to the way investors value cable stocks. 
The problem stems from DirecTV and 

EchoStar. As an operator who started by 
scooping up rural and small-town systems 
and upgrading them, Medicom CEO Roc¬ 
co Commisso is well schooled in battling 
DBS’s fat lineup of cable networks and 
sports packages. But one of his big ad¬ 
vantages is that his systems could deliver 
the signals of local (usually regional) 
broadcast stations that non-subscribers 

often couldn’t clearly receive otherwise. 
But DBS services are expanding their 

“local-into-local” offerings, retransmit¬ 
ting ABC and CBS affiliates via satellite. 
They initially allocated their satellite ca¬ 
pacity to carry signals in the biggest mar¬ 
kets. Now, they’re starting to encroach on 
the turf of Mediacom. 

Merrill Lynch media analyst Jessica 
Reif Cohen said that DBS services deliv¬ 
ered local broadcast signals in only 15% 
of Mediacom’s footprint a year ago. That 
grew to 34% by June, and she estimates it 
could hit 62% by January. 

As the DBS service roll out broadcast 
stations, they pepper the market with 

price promotions and discounts. “The re¬ 
ality is that a significant portion of our 
customer base is basic media only, and 
may be swayed by aggressive promo¬ 
tional offerings, even if they have a tem¬ 
porary nature,” Commisso said. “We are 
responding ... but also think that a lot of 
what we see out there is irrational and 
unsustainable.” 

Mediacom now expects 2003 revenues 
to grow 8.5%-9% instead of the 10%-11% 
as previously expected. Operating cash 
flow should only increase 8%-9% instead 
of 11.3%-12.3%. Basic-subscriber guid¬ 
ance was lowered from flat to a l%-2% 
decline. ■ 



LIFETIME WEST 
Goes PowerVu 

AFFILIATES: 

YOU MUST TAKE ACTION TO BE PART OF THIS CHANGE! 

The Lifetime West satellite feed on Satcom C3, transponder 4, is changing to 
Scientific-Atlanta’s PowerVu encryption. Act now to get ready for the transition! 

September 15: Simulcast of the PowerVu signal begins. 
October 15: The Videocipher Feed will be terminated. 

This change affects the Lifetime West Feed only. 

HOW TO MAKE THE CHANGE 
If you are a Lifetime West affiliate, you may be eligible for Scientific-Atlanta’s 
PowerVu model D9850 IRD under the Lifetime IRD replacement program. 
To find out if you are eligible, please füll out a request form.. 

DEADLINE HAS PASSED - But you can still act today to be part of the program! 

Web: lifetimeconnection.com/powervu 
Email: techsupport@lifetimetv.com v;ith “PowerVu’ in the subject line for a request form. 

For more information about this program, contact your 
Lifetime regional representative, or send your questions 
to techsupport@lifetimetv.com. 
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Tuesdays 

#1 in A18-49 among all ad-supported cable networks 
in primetime on July 29th! 

“The most divine makeover show ever!” -tv Guide 

Don't miss out on cable's honest shows. Launch Bravo today. 

Source: NSI Nielsen Galaxy Navigator 7/15/03, 7/22/03, 
7/29/03,TU 9p-1 Op, 10p-11p, Prime 8p-11p, Night 7p-2a 



are totally fab! 

In New York, the #2 highest rated cable show in the DMA 
with a 2.9; in San Francisco, #2 with a 3.8! 

“...the most ingenious reality twist maneuver EVER!” -Entertainment Weekly 

Contact your representative. 
East Coast 201.585.6420 West Coast 818.840.3333 

nbccableinfo.com 

ONLY ON Bravo 
-BRAVOTV.COM 
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STATION BREAK 
BY DAN TRIGOBOFF 

Two for one 
Indianapolis—WISH-TV has hired two veteran area newsmen to replace 
News Director Lee Giles, who retired at the end of May after 35 years on the 
job. Former WTHR(TV) anchor Tom Cochrun, who has been running his 
own production company, will be news director. It will be Cochrun’s first po¬ 
sition as a news director, but the station’s general manager Scott Blumen¬ 
thal noted that Cochrun has 30 years in the business in various positions 
and a clear commitment to the market. Kevin Finch, a longtime WTHR pro¬ 
ducer, will become WISH-TV's assistant news director. 

The two made their pitch as a team to GM Scott Blumenthal. Blumenthal 
conceded that the tandem pitch was unusual, but said, “The combination 
of Tom and Kevin will bring all the elements together” and improve the sta¬ 
tion’s position in its often heated competition with WTHR. 

Prather Takes Journal News Post 
Las Vegas—Jim Prather, TV president of Milwaukee’s Journal Broadcast 
Group and GM of its WTMJ-TV there, has been named president of news for 
the company’s five TV stations and GM of its KTNV-TV Las Vegas. Prather 

was WTMJ-TV news director 
and vice president, news, be¬ 
fore being named vide presi¬ 
dent and then president of 
television. 

Journal will no longer have 
a TV president. The group’s 
five GMs will now report 
directly to Journal Broadcast 
Group CEO Doug Kiel. 
WTMJ-TV General Sales 
Manager Mark Strachota will 
be interim station manager 
while Kiel shops for a new 
VP/GM. 

WUSA taps Green 
Washington—With a name 

And Many Happy 
Returns 
KFSM-TV Fort Smith, Ark., had its 50th 

birthday party recently and The New 
York Times Co.-owned station brought in 
CBS News Face the Nation host and chief 
Washington correspondent Bob Schieffer 
(r) to help celebrate. KFSM-TV started on 
another channel with different call letters 
in July 1953 but moved to ch. 5 in Decem¬ 
ber 1956. Fort Smith is the nation’s 107th 
largest market. Schieffer is shown here 
with retired station anchor Bur Edson. 

like Darryll Green, Gannett 
flagship W(JSA(TV)’s new 
president and GM could 
expect a great table at any 
restaurant in the Washington 
area. But while Darrell Green 
was outrunning receivers as 
a future Hall of Famer for 
the hometown Redskins, 
Darryll J. Green was in Buffa¬ 
lo runningWGRZ(TV), also a 
Gannett station. “I hope I 
have half the career here that 
he did,” said broadcaster 
Green. 
Green replaces Ardyth 

Diercks, who took over as GM 
of NBC’s WTVJ(TV) Miami 

late last month. That opening was created by the elevation of Don Browne 
to chief operating officer of NBC-owned Telemundo Communications 
Group. 

A former accountant for Delloitte, 1 laskins & Sells, Green has been with 
Gannett since 1983 and was named its Manager of the Year in 2001. Gan¬ 
nett Broadcasting President and CEO Craig Dubow called Green “a caring 
and committed leader” with “a great track record of success.” 

Fernandez Flies KTLA-TV 
Los Angeles—After less than two years anchoring the Morning News for 
KTLA-TV Los Angeles, veteran newswoman Giselle Fernandez left the sta¬ 
tion last week. Fernandez could not be reached, but station sources said the 
split was amicable, with the newly married anchor likely seeking a lifestyle 
change that might include different working hours. Fernandez told col¬ 
leagues she was looking at other opportunities in news. Fernandez also 
owns her own production company. 
The former network correspondent came to the station to anchor the 

morning program in 2001 after a stint co-anchoring Access Hollywood. 

All news is local. Contact Dan Trigoboffat (301) 260-0923, e-mail dtrigob-
off&reedbusiness.com or fax (413) 254-4133. 

RTNDA, UNITY Call 
for Diversify Summit 
RTNDA/Ball State University survey shows drop in 
minorities in radio and television newsrooms 

By Ken Kerschbaumer 

R
TNDA and the UNI TY: Journal¬ 
ists of Color last Friday said they 
want to hold a summit discuss a 
way to get more minorities 
working in TV and radio news¬ 

rooms, and the timing is no coincidence. 
The move is in response to a recent 

survey that showed a drop for a second 
consecutive year in the percentage of mi¬ 
norities in the newsroom. 

from 7.7% to 6.5% and Asian Americans 
dipped from 3.1% to 2.7%. 

Cochran says that overall employment 
in newsrooms fell during 2001 but 2002 
was a year of hiring back. So even though 
the number of minorities in the news¬ 
room increased in 2002, it still fell as a 
percentage. 

One step RTNDA will take this year is 
to start more broadcast journalism pro¬ 
grams in high schools to spark interest in 
the profession. RTNDA is also using 
scholarships and fellowships in its efforts 

'If we knew better why the drop was happening 
then we'd have a better sense of approaches we 
could take to turn things around.' 

Barbara Cochran, RTNDA 

“If we knew better why the drop was 
happening then we’d have a better sense 
of approaches we could take to turn 
things around,” says RTNDA President 
Barbara Cochran. “And one of the things 
we’d like to do is get the money to do 
some more studies.” 
According to the 2003 RTNDA/Ball 

State University Annual Survey of wom¬ 
en and minorities, the percentage of 
African-Americans in theTV-news work¬ 
force dropped from 9.3% in 2002 to 8.4%. 
For Hispanics, the number dropped 

to encourage greater minority interest in 
broadcast journalism. The end result is to 
better enable stations to serve their com¬ 
munities. 

"If you’re trying to serve your audience 
and you aren’t representative of the com¬ 
munity that can be a problem,” says 
Cochran. “You could miss stories or the 
audience could feel your news is not for 
them.” 

Television continues to have higher 
percentages of minorities in the news¬ 
room then radio, with radio stations that 

6.5% of their newsroom 

Broadcast News Workforce 

Here’s how TV/Radio employment breaks down by race, 
compared to last year, and to nearly a decade ago. 

Television 2003 2002 1994 

CAUCASIAN 81.9% 79.4% 82.9% 
AFRICAN AMERICAN 8.4 9.3 10.1 
HISPANIC 6.5 7.7 4.2 
ASIAN AMERICAN 2.7 3.1 2.2 
NATIVE AMERICAN 0.5 0.5 0.6 

Radio 2003 2002 1994 

CAUCASIAN 93.5% 92.0% 85.3% 
AFRICAN AMERICAN 4 8 4.1 5.7 
HISPANIC 1.2 2.4 7.5 
ASIAN AMERICAN 0.3 0.8 0.6 
NATIVE AMERICAN 0.2 0.7 1.0 

In TV, minorities dropped to 18.1%, with all minority groups except 
Native Americans edging down. In fact, over the last nine years, 
there has been no consistent, meaningful change in the percent¬ 
age of minorities in television news. 

Without Hispanic stations, the minority percentage fell from last 
year's 19% to 17% this year. In radio, the percentage of minorities 
continued the general slide that started with the elimination of the 
EEO guidelines. 

SOURCE: RTNDA/Ball State survey 

workforces are minority 
members. (TV’s combined 
minority total is 18.1%). 
One of the more inter¬ 

esting breakdowns in the 
survey is that only 67% of 
stations in the top 25 mar¬ 
kets have minorities on 
their news staffs. But as a 
group, the top 25 stations 
report that nearly 25% of 
their entire workforce are 
minorities. 

“As our population gets 
more diverse the news me¬ 
dia needs to keep up with 
that,” adds Cochran. "A 
station’s news report needs 
to accurately reflect the 
community its serving.” 
The survey was con¬ 

ducted in the fourth quar¬ 
ter of 2002 among a ran¬ 
dom sample of 1,421 TV 
stations and 1,490 radio 
stations. Valid responses 
were received from 890 TV 
stations and 445 radio sta¬ 
tions. ■ 
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BROADCÄSTiNGCfiBLE - Multichannel 

VHISPANIC 
Television Summit 

Tuesday, Sept 50 -
VVedues'day, Qct 1,2005 

Harriott Marquis, 
New York City 

This September, Broadcasting & Cable and Multichannel 
News combine forces to produce a 1 ’A-day Summit 
exploring all areas relevant to tapping into the burgeoning 
Hispanic Marketplace. 

Topics to be covered include: 

• Census/Buying Power/Trends 

• Ad Sales and Ad Spending 

• Marketing to Hispanics 

• Packaging - what works and what doesn't? 

• Programming - a look at the latest issues 
facing this business 

• The importance of Bundling 

• Sports - importance of to the Hispanic Consumer 

• Local News, Local Events 

BROADCASTIN&CABLE 

Multichannel 
• Online Usage 

and much more.... Watch this space for further details 

Sponsorships available - contact Paul Audino, 646-746-7111 
or paudino@reedbusiness.com 

For more information contact - Sandy friedman, 646-746-6740 
or safriedman@reedbusiness.com 

Sponsored by: 

^NBC Cable Networks Y 
TFl FMUNOO 

mun2 Schramm 
sports - entertainment 
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Cable Nets Aim for 1.0 Rating 

WAT 

Baden 

^iain womans 

played out 

Off-nets, originals and 
movies help make little 
networks get bigger 

By Allison Romano 

W
hen Henry Schleiff arrived 
at Court TV in 1998, he took 
over a thinly-distributed 
network with a scant 0.1 rat¬ 
ing in prime. Now, the chan¬ 

nel is poised to cross a major cable 
threshold: the 1.0 monthly rating. 
Reachinga 1.0 rating, which, depending 

on distribution, translates to about 1 mil¬ 
lion viewers, is an important milestone on 
the path to joining cable’s elite. Of the 52 
Nielsen-rated cable networks in July, only 
14 recorded a 1.0 rating or better. Those 14 include cable’s 
biggest draws, with general entertainment powerhouses 
like TNT and Lifetime, as well as kids nets. 

Another batch of networks hovers just below the bench¬ 
mark with 0.8 and 0.9 ratings. In addition to Court TV Sei 
Fi and FX are close to breaking through and staying above 
1.0. TLC and MTV regularly cross over and back, depend¬ 
ing on how their hit shows are performing. The Hallmark 
Channel and AMC—both with retooled strategies—are 
building, each having scored a 0.8 in July. HGTV one of the 
more popular niche nets, regularly records a 0.8. 

To move Court TV up, CEO Schleiff first had to dump 
prime time trial coverage in favor of acquired off-net¬ 
work dramas. More recently, Court moved to all origi¬ 
nals in prime with strips like Forensic Files and weekly 

The Sei Fi Channel had its own hit last December with 
the $40 million Steven Spielberg-produced miniseries 
Taken. The 10-part series averaged 4 million viewers and 
Sei Fi’s ratings soared to a 1.6 in prime that month. But 
as great as Taken was, said Sei Fi CEO Bonnie Hammer, 
it’s what comes after that really matters. “Events are 
great for awareness, but you need a foundation to keep 
people coming back on a weekly basis,” she said. 

Sei Fi followed Taken with the well-received Children 
of Dune miniseries and new episodes of Stargate SG-1. 
Sure, ratings have come back to Earth, but Sei Fi has 
had year-to-year growth ever since. 

A "home-run show” is key, explains Horizon Media’s re¬ 
search chief Brad Adgate, because it helps “maintain your 
core audience and bring in new viewers, and is a way pro-

Shows like Forensic Fileshave helped propel Court TV toward a 1.0 monthly rating. 

shows like Dominick Dunne’s Power, Privilege and Jus¬ 
tice. The strategy has clicked with viewers. Since 2000, 
Court has eked out an additional tenth of a rating point 
each year. In about the same time, distribution swelled 
from 30 million subscribers to 80 million. 

“It is predictable growth,” said Schleiff. “We have cut¬ 
ting-edge, smart, good programming.” Just as important, 
he said, Court’s demographics have also improved. 

Of course, the surest way to break through is with a 
hit show. As Trading Spaces bubbled up to become one 
of cable’s top shows, TLC’s ratings also rose—even pass¬ 
ing older sibling Discovery Channel in some months. 

mote your other shows.” 
But not always. FX, for example, has had 

trouble translating its hits into overall rat¬ 
ings success. Viewers are loyal to gritty cop 
drama The Shield and NASCAR Winston 
Cup races and new plastic surgeon drama 
Nip/Tuck is one of cable’s summer hits. Still, 
FX’s prime time average has not popped. 

Between originals, network executives say, 
you need strong theatricals and acquired se¬ 
ries to carry the load and made-for movies 
to spark ratings. Off-network drama Law & 
Order helps fuel TNT’s ratings dominance. 
And, between high-rated originals like Monk 
and Peacemakers, off-nets like Jag and Adam 
Sandler movies carry the load for USA. 

Hallmark Channel is following a similar strategy. 
Come September, reruns of M*A*S*H and Mat lock will 
anchor the schedule and the channel will step up orig¬ 
inal movie production—one per month for now, even¬ 
tually expanding to two. It also has acquired movies 
from Hallmark Hall of Fame and Walt Disney Co. A new 
Saturday Western block is pulling in 1.0 ratings. 

Aiming to get younger, AMC recently cast off older-
skewing movies in favor of more contemporary titles and 
original programming, like the clay animation celebrity 
spoof show The Wrong Coast. The plan is working, ratings 
are going up and the audience is skewing younger. ■ 

Just Like Old Huies 
For Lifetime, Drama 
Couplet Starts Strong 
By Allison Romano 

Finally, Lifetime has received some good rat¬ ings news. After some down time, Lifetime 
scored big last week with its two new orig¬ 

inal dramas, 1-800-Missing and Wild Card. They 
premiered Aug. 3 with stellar Nielsen marks. 

1-800-Missing, which stars ER vet Gloria 
Reuben as an FBI agent who teams with a teen 
psychic to solve missing persons cases, nabbed 
a 3.1 rating with 3.3 million viewers. Wild Card, 
featuring Joely Fisher as a former Las Vegas card 
dealer who leaves that job to raise her sister’s 
three children and starts a new career investi¬ 
gating insurance fraud, followed at 10 p.m., 
nabbed a 2.7 with 2.8 million viewers, accord¬ 
ing to Nielsen Media Research. 

Those marks rival the ratings routinely post¬ 
ed by Lifetime’s established Sunday night dra¬ 
mas The Division and Strong Medicine. The new 
dramas, airing on Saturdays, have opened up a 
new night of originals for Lifetime. 

Buoyed by its originals, Lifetime’s prime time av¬ 
erage perked up to a 2.1 rating for the week of July 
28 to Aug. 3, one of the few weeks recently that the 
channel has surpassed a 2.0. That used to be rou¬ 
tine for Lifetime, the top-rated cable net in 2002. 

But the first half of this year has been rough. 
July ratings were off 10% from a 2.0 last year and 
second quarter marks fell 19% to a 1.7. Acquired 
movies have faltered, as has Unsolved Mysteries. 

Lifetime CEO Carole Black had predicted her 
channel would bounce back come summertime. 
Black and programming head Barbara Fisher are 
moving to ease the network’s dependence on ac¬ 
quired fare and ramp up original movies and se¬ 
ries. Plans call for Lifetime to spend $800 million 
on programming over the next two years. 

Upcoming debuts include two new lifestyle 
shows, Merge, where newlyweds blend their be¬ 
longings, and a makeover show aptly titled 
Make Me Over. Fisher is also focusing on mak¬ 
ing more original movies. ■ 

1-800 Missing, starring Gloria Reuben (left) and Caterina 
Scorsone, drew 3.3 million viewers in its debut. 



Programming 

SYNDICATION WATCH 
RATINGS I July 21-27 

Nielsen Media Research 

Top 25 Shows 
Households 

RANK PROGRAM AA GAA 

1 Wheel of Fortune 7.4 NA 

2 Seinfeld 6.0 7.1 

2 Jeopardy 6.0 NA 

2 Friends 6.0 6.9 

5 Oprah Winfrey Show 5.9 6.0 

6 Seinfeld (wknd) 5.7 6.9 

7 Everybody Loves Raymond 5.4 6.2 

8 Entertainment Tonight 5.0 5.1 

9 Judge Judy 4.9 7.2 

10 Wheel of Fortune (wknd) 4.5 NA 

11 Dr. Phil 4.2 4.2 

12 Will & Grace 3.7 4.1 

13 Maury 3.6 4.0 

14 That 70s Show 3.5 4.4 

15 Live With Regis and Kelly 3.4 NA 

15 King ol the Hill 3.4 3.9 

15 Home Improvement 3.4 4.3 

15 Judge Joe Brown 3.4 4.4 

19 Friends (wknd) 3.1 3.2 

20 Inside Edition 3.0 3.1 

20 Who Wants To Be a Millionaire 3.0 NA 

20 Entertainment Tonight (wknd) 3.0 3.1 

23 Divorce Court 2.8 3.7 

24 Frasier 2.7 3.0 

24 Jerry Springer 2.7 3.1 

24 ER 2.7 3.1 

Top Off-Net Sitcoms 
Households 

RANK PROGRAM AA GAA 

1 Seinfeld 6.0 7.1 

1 Friends 6.0 6.9 

3 Seinfeld (wknd) 5.7 6.9 

4 Everybody Loves Raymond 5.4 6.2 

5 Willfi Grace 3.7 4.1 

According to Nielsen Media Research Syndication 
Service Ranking Report July 21-27, 2003 

AA = Average Audience Rating 

GAA = Gross Aggregate Average 

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

NA = not available 

I daytime talk | 

Mawy Is All Right With Kids 
By Paige Ai.biniak 

Maury Povich may not be getting any younger, but his audience is. 
With the college kids home from school, Universal's Maury has 
taken firm hold of third place among daytime's talkers, regular¬ 

ly beating such heavyweights as Buena Vista’s Live with Regis & Kelly and 
his Universal counterpart, The Jerry Springer Show. The feat makes 
Maury the 13th-highest rated syndicated show on television. 
While Maury is doing well in the national ratings, it also is topping the 

charts among adults 18-34 with a 2.3 rating, beating Oprah’s second-place 
1.9, and up 28% over last year. Mau¬ 
ry and Oprah tie for the lead among 
women 18-34, each at a 3.0, putting 
Maury up 20% over last year in that 
demographic. 
Oprah leads among adults 18-49 

and women 18-49, but Maury is 
maintaining second place in the key 
demographics. In adults 18-49, 
Maury was up 19% over last year 
and in women 18-49 he was up 16%. 
Younger audiences seem to be 

drawn in by such topics as “Turn 
My Wife Back Into the Sex Goddess 
1 Married,'' "Which Teen Brother is 
my Baby’s Father?" and “Sex, 
Cheaters and Frightening Mo¬ 
ments Caught on Tape.” 
"These shows are something 

younger viewers can relate to,” says 
Amy Rosenblum, Maury’s execu¬ 
tive producer. "We stick to our for¬ 
mat—real-life human drama. We’ve been programming the show more 
in mind with younger audience every summer for the past six years.” 

Rosenblum also says that unlike other daytime syndicated shows, 
Maury doesn’t go into a whole summer of repeats. "I save things 
throughout the whole year. I take the July book very seriously.” 
Maury is so hot in New York City that its July 30 show was the high¬ 

est-rated program on its home station, The WB affiliate WPIX(TV). And 
with a 5.2 rating/17 household share, it was the top-rated talk show for 
the day in all of New York, beating King World’s Oprah and Live with 
Regis & Kelly on WABC-TV, and King World’s Dr. Phil on WCBS-TV. 

With that rating and share, Maury easily won its 10 a.m. time slot. It 
also built on its lead-in, Warner Bros.’ Jenny Jones, which came in with 
a 2.1/7 at 9 a.m. ■ 
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Sony Promotes Rider, McDonnell 
Marti Rider and Boyd McDonnell were promoted at 
Sony Pictures Television. Rider becomes vice presi¬ 
dent of the southeast region, responsible for selling 
first-run and off-net syndicated shows. Rider has 
been with Sony for 10 years, most recently as direc¬ 
tor of sales for the western region. She will be relo¬ 
cating to Atlanta from Los Angeles. McDonnell takes 
Rider’s job. Previously, he was account executive for 
the southeast region based in Atlanta. In other Sony 
news, Executive Vice President John Weiser has 
joined the board of the Television Bureau of Advertis¬ 
ing. TVB’s board is comprised of 30 television execu¬ 
tives, with Liberty’s President and CEO Jim Keelor 
serving as chairman. 

WPIX Double Dips With Springer 
Universal Domestic Television’s The Jerry Springer 
Show is getting a second run on The WB affiliate 
WPIX(TV) New York. Jerry will replace Warner Bros.’ 
Jenny Jones at 9 a.m., starting Aug. 11. Jenny Jones 
was canceled this year after twelve years on the air. 
Jerrÿs primary run on the station will continue at 11 
a.m. Universal’s Maury also will be double-run on 
WPIX at 10 a.m. and noon, comprising a four-hour 
block of Universal talk shows on the station. 

ffGets a Roost From Kobe 
Paramount’s Entertainment Tonight, which featured 
extensive coverage of the Kobe Bryant case, including 
analysis from former O.J. Simpson prosecutor Marcia 
Clark, had the biggest ratings increase of any major 
strip in syndication for the week ending July 27. Filed 
all syndicated magazines, jumping 16% to 5.0, the 
show's highest rating in seven weeks. Viewers inter¬ 
ested in the Bryant case also tuned into Warner Bros.’ 
Celebrity Justice, which last week shot up to a season 
high 1.5 in mostly late-night slots and remained there 
for a second straight week. Syndication’s other maga¬ 
zines were little changed on the week. King World’s 
Inside Edition and Warner Bros.’ Extra were flat at 3.0 
and 2.3, respectively, while NBC Enterprises’ Access 
Hollywood was up 5% to 2.2. Elsewhere, several of 
the closely watched rookie strips were struggling. NBC 
Enterprises’ The John Walsh Show lost 14% to 1.2. 
Twentieth's Good Day Live slipped 9% to 1.0, and the 
syndicator’s Ex-Treme Dating fell 10% to 0.9. 
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THE PRIME TIME RACE 
Top 10 Basic Cable Shows 

July 28-Aug. 3 

Total Households (in millions) 
PROGRAM DATE NET HHS 

SOURCE: Turner Entertainment 

1 WWE 10p 7/28 TNN 3.7 

2 Peacemakers' 7/30 USA 3.5 

3 WWE 8p 7/28 TNN 3.4 

4 Monk 8/1 USA 3.1 

4 Mv: The Foreigner 8/3 USA 3.1 

6 Law & Order Dp 7/29 TNT 3.0 

7 Mv 10p: Men In Black 8/3 TBS 2.7 

7 Designing Women 7/28 LIFE 2.7 

9 1-800-MIS8ING 8/2 LIFE 2.6 

9 Designing Wm Reunion 7/28 LIFE 2.6 

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

1 WWE 10p 7/28 TNN 3.3 

2 WWE Op 7/28 TNN 3.1 

3 Mv 10p: Men In Black 8/3 TBS 2.2 

4 Nip Tuck 7/29 F/X 2.1 

4 Real World XXIII 7/29 MTV 2.1 

4 Queer Eye/Stralght Guy 7/29 BRAV 2.1 

7 Mv 8p: Men In Black 8/3 TBS 2.0 

7 Monk 8/1 USA 2.0 

9 Mv: Pay It Forward 8/3 TNT 1.8 

10 The Osbournes 7/29 MTV 1.7 

Research, Nielsen Media Research 

Broadcast Networks 
July 28-Aug. 3 

Total households (in millions) 
WEEK STD 

SOURCE: Nielsen Media Research 

1 CBS 5.9 8.1 

2 NBC 5.3 7.7 

3. ABC 4.1 6.2 

4. FOX 4.0 5.9 

5 UPN 2.0 2.3 

6 WB 1.8 2.6 

7 PAX 0.7 0.8 

Adults 18-49 (in millions) 
WEEK STD 

1 NBC 3.6 5.3 

2 CB8 3.2 4.5 

3 FOX 3.1 5.0 

4 ABC 2.4 4.4 

5 UPN 1.5 1.8 

6 WB 1.3 2.1 

7 PAX 0.3 0.4 

Top 10 Broadcast Shows 
Total Households (in millions) 

WEEK 

1 C8I CBS 9.5 

2 Without a Trace CBS 8.6 

3 60 Minutes CBS 8.4 

4 Law & Order Wed 10p NBC 8.1 

5 CSI: Miami CBS 7.6 

6 60 Minutes II CBS 7.5 

6 Everybody Loves Raymond CBS 7.5 

8 King o! Queens CBS 7.0 

8 Who Wants to Marry/Dad? NBC 7.0 

9 Friends NBC 6.9 

Adults 18-49 (in millions) 
WEEK 

1 CSI CBS 5.5 

2 Friends NBC 5.4 

3 For Love or Money 2 NBC 5.3 

4 Who Wants to Marry/Dad? NBC 5.2 

4 Fear Factor NBC 5.2 

6 Big Brother 4 Wed CBS 5.1 

7 Last Comic Standing NBC 5.0 

8 Scrubs Thu 8:30p NBC 4.8 

8 Without a Trace CBS 4.8 

10 Big Brother 4 Tue CBS 4.7 

Week 

NBC 

MONDAY 

PX (@ 

45 4.5/8 6.6/11 6.0/10 3.7/6 0.7/1 1.9/3 1.9/3 

00 

39 Lincoln Financial 

Battle—Woods/Els vs/ 

Mickelson Garcia 

4.5/8 

13 48 Hours: Hope 6.3/12 
19 Fear Factor 5.6/10 61 Fox Movie Special— 

Nutty Professor 2: The 

Klumps 3.7/6 

119 PAX Monday Night at 

95 The Parkers 1.8/3 
87 7th Heaven 2.0/4 

:N 23. Still Standing 5.3/9 87 One on One 2.0/3 

6.EvLvsRaymnd 7 0/12 16 For Love or Money 2 

5.9/10 

M 
Dagger 0.6/1 

8/ Girlfriends 2.0/3 
91 7th Heaven 1.9/3 

1 

1 

:ll King ol Queens 6 6/11 91 Halt & Halt 1.9/3 
8
 
8
 

5. CSI: Miami 7.2/12 
8 Who Wants to Marry 

My Dad? 6.5/11 

112 Diagnosis Murder 

1.0/2 

TUESDAY 
4.3/7 4.3/7 5.6/10 4.5/8 0.6/1 1.4/2 1.8/3 

IN 

1:11 

9:00 

1:11 

1I:N 

11:11 

46 8 Simple Rules 4.3/8 
18 Big Brother 4 5.8/11 31 Dog Eat Dog 4.9/9 

39 American Juniors 

4.6/8 
126 Mysterious Ways 0.4/1 

105 One on One 1.5/3 
91 Gilmore Girls 1.9/4 

61 tile With Bonnie 3.7/7 106. Abby 1.4/3 

28 Accordlng/Jim 5.1/9 
74 Cupid 3.3/6 

19 Last Comic Standing 

5.6/9 
43 Paradise Hotel 4.5/8 123 Promised Land 0.5/1 

109 Butty the Vampire 

Slayer 1.3/2 
99 Smallville 1.6/3 

43 Less Thn Perfect 4.5/8 

52 NYPD Blue 4.0/7 61 Judging Amy 3.7/6 
13 Law & Order: Special 

Victims Unit 6 3/11 

112 Diagnosis Murder 

1.0/2 

WEDNESDAY 
3.8/7 6.1/11 5.4/10 4.2/8 0.8/1 1.6/3 1.4/3 

IM 

1:11 

l:N 

1:11 

11:00 

ll:N 

23 My Wile & Kids 6.3/10 
6. 60 Minutes II 7.0/13 46 Race to the Altar 4.3/8 

71 The Simpsons 3.4/6 
119 Candid Camera 0.6/1 99 Enterprise 1.6/3 99 Smallville 1.6/3 

39 George Lopez 4.6/8 52 American Juniors 1.0/7 

75. The Family' 3.2/6 

11 Big Brother 4 6 4/11 48 The West Wing 4.2/7 36 Paradise Hotel 4.7/8 115 Doc 0.7/1 99 The Twilight Zone 1.6/3 109 Pepsi Smash 1.3/2 

35 Cupid 4.8/9 4. Law & Order 7.6/14 
11? Diagnosis Murder 

1.0/2 

THURSDAY 
4.1/7 7.5/13 4.9/9 4.1/7 0.6/1 3.4/6 1.4/3 

ISO 

1:10 

1:00 

1:10 

10:00 

10:10 

48 ABC Thursday Night 

Movie— Mary and 

Rhoda 4.2/7 

22 Amazing Race 4 5.5/10 
9 Friends 6.5/12 65 National Geographic: 

Bug Attack 3.6/7 
123 It's a Miracle 0.5/1 

71 WWE Smackdown! 

3.4/6 

106 WB Thursday Movie— 

Gossip 1.4/3 

19 Scrubs 5.6/10 

1 CSI 8.9/15 
36 Will & Grace 4.7/8 39.181 Things Removed 

from Human Body 4.6/8 115 Diagnosis Murder 

0.7/1 

52 Scrubs 4.0/7 

52 Primetime Thursday 

4.0/7 
2 Without a Trace 8.0/14 36. ER 4.7/8 

FRIDAY 
4.6/9 4.3/8 5.9/12 2.4/5 0.4/1 1.2/2 1.9/4 

1:00 

1:10 

3 00 

1:11 

10:00 

10:30 

30 America's Funniest 

Home Videos 5.0/10 
31 Big Brother 4 4.9/10 

16 Dateline NBC 5.9/12 

80 Bernie Mac 2.6/5 

126 Friday Night Fllx— 

Trial ol Old Drum 0.4/1 

111 UPN's Movie Friday— 

Avalanche 1.2/2 

84 Reba 2.1/4 

78 Bernie Mac 2.8/6 97. What 1 Like About 1.7/3 

59. Whose Line Is It 3.8/7 
52 JAG 4.0/8 87 Boston Public 2.0/4 

84 Reba 2.1/4 

65 Whose Line Is It 3.6/7 97 Grounded lor Lite 1.7/3 

28 20/20 5.1/10 
52 48 Hours Investigates 

4.0/8 

15 Law & Order: Special 

Victims Unit 6.1/12 

126 Encounters With the 

Unexplained 0.4/1 

SATURDAY 
2.5/5 3.7/8 1.9/4 4.4/9 0.6/1 

1:88 
83 ABC Saturday Night at 

the Movies—The 

Three Stooges 2.3/5 

65 48 Hours Investigates 

3.6/8 

99 Just Shoot Me 1.6/4 70 Cops 3.5/8 

99 Just Shoot Me 1.6/4 48 Cops 4.2/9 
Tan Ont indicates 

winner of time slot 76 Hack 3.1/6 84 NBC Saturday Night 

Movies—Behind the 

Camera: Three's 

Company 2.1/4 

31 AMW: America Fights 

Back 4.9/10 119 PAX Saturday Night 

Movie—loves Music, 

Loves to Dance 0.6/1 77 Dragnet 3.0/6 45 The District 3.9/8 

SUNDAY 
3.4/6 5.9/11 5.0/9 3.4/6 0.6/1 1.7/3 

S 
i 

s 
5 
i 
S 

ti
 

59 ABC Sunday Night 

Movie—Paulie 3.8/7 

3.80 Minutes 7 6/16 31 Dateline NBC 4.9/10 
79 Futurama 2.7/6 

123 Candid Camera 0.5/1 106 Gilmore Girls 1.4/3 
81 Banzai 2.4/5 

23 Becker 5.3/10 
71 American Dreams 3.4/6 

51 The Simpsons 4.1/8 
115 Doc 0.7/1 91 Charmed 1.9/4 

27 CBS Sunday Movie— 

Instinct 5.2/9 

61 King of the Hill 3.7/7 

81 Allas 2.4/4 
11 law & Order: Criminal 

Intent 6.4/11 

65 Malcolm Middle 3 6/6 119 Sue Thomas, F.B.Eye 

0.6/1 
95 Boarding House 18 3 

58 Malcolm/Middle 3.9/7 

65 The Practice 3.6/6 23 Restaurant 5.3/10 115 Just Cause 0.7/1 
11:11 

Averages 

Week 3.9/7 5.5/10 5.0/9 3.8/7 0.6/1 1.9/3 1.7/3 

S-T-D 5.8/10 7.6/13 7.2/12 5.6/9 0.8/1 2.2/4 2.4/4 

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

A Hub on the Lake 
By Paige Albiniak 

The National Association of Television 
Program Executives (NATPE) hopes 
the announced return of NBC Enter¬ 

prises and Sony Pictures Television to the 
organizations convention show floor in 
Las Vegas this January means the rest of 
the major syndicators will follow. 

Rick Feldman, president and CEO of 
NATPE. said. "We worked with NBC Enter¬ 
prises and Sony Pictures 
Television to find cre¬ 
ative ways to increase 
the value proposition of 
the floor." 

So far, only NBC and 
Sony have confirmed 
they will be on the floor 
for the show Jan 18-20. 
The domestic divisions 
ofWamer Bros, and Bue¬ 
na Vista plan to stay in 
the hotel suites, but oth¬ 
er major syndicators, in¬ 
cluding King World, 
Twentieth Television and 
Universal Domestic Tele-

'I think the floor 
is going to be a 
fun place to be. 
We're in the 
television 

vision, are still deciding 
what their NATPE pres¬ 
ence will be. 

For the past two years, 
all of the major syndica¬ 
tors have abandoned the 
show floor in favor of ho-

business, not 
the cement 
business.' 

Rick Feldman, 
NATPE 

tel suites. This year’s 
NATPE will be held at the more centralized 
Venetian Hotel and Sands Expo Center in 
Las Vegas, and Feldman says that should 
make things easier on attendees. 
Feldman says survey feedback has 

shown that NATPE attendees prefer the 
show floor to hotel suites. “I think the floor 
is going to be a fun place to be,” Feldman 
says. “We’re in the television business, not 
the cement business." ■ 

AT A GLANCE 

The Market 
DMA rank 143 

‘May '03, total households, 6 a.m.-2 a.m., Sun.-Sat. 

Population 413,000 

TV homes 157,000 

Income per capita $15,067 

TV revenue rank 137 

TVrevenue $21,300,000 

Commercial TV Stations 
RANK* CH. AFFIL. OWNER 

1 WICU-TV 12 NBC SJL Best Mgmt 

2 WJET-TV 24 ABC Nexstar Best Group 

2 WSEE 35 CBS Initial Best of Penn 

4 WFXP 66 Fox Mission Best 

Cable/DBS 
Cable subscribers (HH)_ 108,330 

Cable penetration 69% 

ADS subscribers (HH)“ 27,475 

ADS penetration 17.5% 
DBS carriage ol local TV? No 

“Alternative Delivery Systems, includes DBS and 
other non-cable services, according to Nielsen Me¬ 
dia Research 

What’s No. 1 
Syndicated Show 
Jeopardy (WSEE) 

Wheel ot Fortune (WSEE) 

Network Show 

RATING/SHARE“* 

_ 12/24 

12/24 

ER (WICU-TV)_ 20/36 

Evening Newscast 
W JET-TV_ 16/35 

Late Newscast 
WICU-TV_ 11/27 

W JET-TV_ 11/27 

‘“May 2003, total households 

SOURCES: Nielsen Media Research, BIA Research 

With Pittsburgh to the south, Cleveland to the west and Buffalo, N.Y., 
to the east, the Erie, Pa. DMA “acts like a much larger market than 
its ranking [No. 1431 would indicate,” according to Louis Gattozzi, 

who runs Nexstar’s WJET-TV and some operations at Mission Broadcasting’s 
WFXP(TV) there. 

Adding to the big-market feel is Interstate 90, which runs through Erie 
connecting Cleveland and Buffalo. 
By focusing sales efforts on enter- o 
tainment and restaurants and look- £ 
ing ahead to the construction of a g 
new hotel and convention center, “ 
the market is “trying to capitalize on « 
the [highway! traffic,” said Gattozzi. 
Through operating agreements, 

four Erie stations are largely con¬ 
trolled by two corporate entities. 
Nexstar’s ABC station, WJET-TV, is re¬ 
sponsible for the sales and day-to-
day operations of Mission’s Fox affil¬ 
iate, WFXP Although barred by FCC 
rules from owning duopolies in 
small and medium markets, Nexstar 
and Mission share investors and 
have enjoyed operating efficiencies 
through numerous joint arrange¬ 
ments in several markets. 

Meanwhile WICU-TV the NBC sta¬ 
tion, is involved in a joint sales 
arrangement with WSEE(TV), the CBS 
affiliate. “The joint service agreement 
was set up to reduce expenses at 
WSEE,” said Tim Noble, vice president 
and general manager ofWICU-TV and 
general sales manager forWSEE. “The 
benefit for WICU-TV is that we are 
then paid a management fee.” 

Noble operates sales, commercial production, accounting and engineering 
at WSEE, while the news operations and programming departments are sep¬ 
arate. The agreement was established when Initial Broadcasting purchased 
WSEE last November. SJL Broadcasting Management owns WICU-TV 

With the sales staff combined, “it affords the advertiser the opportunity to 
tap into two strong affiliates,” said Noble, adding that year-to-year sales are up 
at both stations. “National is a bit soft although it is improving and local sales 
are doing well,” he said. After automotive, restaurants, fast food, furniture 
stores, medical, and legal are top ad categories. Noble said.—Henry Seltzer 

7 miles of beaches line the waterfront at Presque Isle 
State Park. 

4 Q 'f°°t high Bicenten-
I O nial Tower enables 

visitors of Presque Isle to view 
the downtown and bay. 

animals live on 15 
acres at the Erie Zoo. 

[A KING-SIZED JULY!' 
THE KING OF QUEENS is the #1 COMEDY on anv network 



16 BROADCASTING & CABLE 
8.11.03_ NETWORK I SYNDICATION | SPOT | LOCAL CABLE 

VSS Predicts Growth Across All TV Sectors 
Recovering economy will help boost ad revenues over the next five years 

By Steve McClellan 

I
t may be a mature business, but 
there’s still life in the broadcast TV, 
according to a new forecast from 
New York-based media merchant 
bank Veronis Suhler Stevenson. 

consumers are spending more time 
watching TV—average household view¬ 
ing last year was a record 7.73 hours per 
day according to Nielsen Media Re¬ 
search—it’s cable that’s grabbing in¬ 
creased share of viewing, not broadcast. 

The report concluded that the net¬ 
works aren’t helping themselves a 

longer-lasting hit potential.” 
For local TV stations, the outlook for 

the next several years is a lot better 
than the five-year performance be¬ 
tween 1997 and 2002, when national 
spot ad dollars grew at an annual com¬ 
pound rate of just 0.7% and local spot 
climbed 2.7% annually. 

Broadcast TV growth over the next 
five years (2003 through 2007) will 
average 4.4% a year, nearly double 
the 2.5% growth rate the industry 
achieved between 1997 and 2002, 
VSS said. By 2007, broadcast TV 
will be a $52 billion business. 

The cable/satellite sector will 
grow even faster, according to the 
forecast. And a look at the pay-TV 
numbers explains why broadcast¬ 
ers are obsessed with their search 
for a revenue stream beyond adver¬ 
tising. Overall, the pay-television 
business—basic, pay, pay-per-view, 
advertising and license fees—will 
grow at an annual clip of 7.5% 
through 2007 to $110.5 billion. 

About 21% of the cable/satellite 
total, or $23.3 billion, will be ad¬ 
vertising revenue, which will grow 
at an average annual rate of 9.7%. 
That’s a healthy clip, but represents 
a slowdown compared to the 1997-
2002 period when ad revenues 
grew at a rate of almost 13%. 

Cable/satellite’s growth over the 
next five years will be two-thirds 
greater than broadcast’s, perhaps 
not unexpected given that cable is 
a relatively young business. 

The annual VSS Communications 
Industry Forecast will be released 
this week, but the firm provided a 
sneak preview to Broadcasting & 
Cable. 

The forecast, citing the improv-

Cable will grow at a pace of 7.5% annually with help from 

scripted programs like USA’s Monk. 

Reality Check 

VSS forecasts for growth in 2002 turned out 
to be conservative for every TV segment but 

syndication. 

SEGMENT FORECAST ACTUAL 

Broadcast Networks_ 3.5% 7.3% 

TV Stations_ 4.4 8.9 

National Spot_ 5.0_ 12.1 

Local Spot_ 4.0_ 6.6 

Barter Syndication_ 4.3 -3.1 

Total Broadcasting_ 4.1_ 7.6 

For the five-year period through 
2007, VSS projects that national 
spot will grow 4.5% annually to al¬ 
most $13 billion, while local TV 
spot is expected to grow 4.3% to 
$16.1 billion. Combined, total local 
TV dollars will grow 4.4% a year to 
$29 billion. 

This year, being a “valley year” 
between political and Olympics, 
will yield 2.4% growth to $24 bil¬ 
lion for local TV, with local spot up 
2.2% to $13.3 billion and national 
spot up 2.6% to $10.6 billion. 

For cable, advertising is ex¬ 
pected to grow 6% in 2003 to 
$15.5 billion, VSS reports. The 
bulk of that will go to cable net¬ 
works, which will sell $11.5 billion 
in advertising this year, while lo¬ 
cal sales will total $3.5 billion, and 
regional sports advertising will 
contribute another $480 million. 

The good news going forward, 
if the VSS projection holds up, is 
that advertising growth for the 
medium will increase annually 
through 2007. 

In 2004, for example, network 
ads will total $12.4 billion, up 8%, 
local sales will climb 10% to $3.9 
billion and regional sports adver¬ 
tising will increase 9% to $525 
million. “Annual ad spending 
throughout the remainder of the 
forecast period will be robust,” 
the forecast stated. 

ing economy, projects a 3.6% gain 
in network TV advertising in 2003 to 
$16.9 billion. Annual growth in the sec¬ 
tor through 2007 will be somewhat bet¬ 
ter—close to 5% with revenues reach¬ 
ing $20.5 billion. If the VSS forecast 
proves correct, network TV will outpace 

whole lot in the programming depart¬ 
ment with the slew of reality shows 
they’ve introduced in the past couple 
of years. The aim of course has been to 
try to duplicate the success of a few, 
such as Survivor, Joe Millionaire and 

"General Motors, Philip Morris, 
Pfizer and AT&T [among others! are ex¬ 
pected to continue to pour money into 
cable advertising throughout the fore¬ 
cast period because the cost-per-thou-
sand [price] is much lower than for 
broadcast television and because of the 

the annual growth rate it posted from 
1997 to 2002 (4.2%), which included the 
period of the dotcom boom/bust and 
ensuing recession. 
A big question for network TV is 

whether it will be able to continue to 
charge higher rates for decreasing rat¬ 
ings, which has been the pattern for 
more than a decade. 

The report pointed out that while 

American Idol. But the result, said VSS, 
will more likely be reality burnout. 

“Viewers appear to be turned off by 
reality overkill that has produced too 
many poorly produced imitations and 
thereby contributed to the continuing 
decline of network ratings,” the report 
stated. “Furthermore, the reality shows 
are taking time slots away from new 
sitcoms and dramas that may have 

projected rise in cable viewership.” 
In the 2002-03 season, basic cable 

commanded a 51% share of all TV 
viewing, according to Nielsen, com¬ 
pared to a 46% share for the broadcast 
networks. Over the next four television 
seasons, VSS projects that basic cable 
will double its lead and command a 10 
share-point lead (54% to 44%) over the 
broadcast nets. ■ 

EBB & FLOW 

Sans Political, 
3Q National 
Spot Down 
Without a huge political ad wind¬ 
fall like 2002, this year’s third-
quarter national spot ad market 
is soft. But reps say they’ve been 
successful replacing some of 
those political dollars with new 
ads. 

“If you take out political, 
third quarter will end up flat or 

30 National Spot 

-8% 
roughly up 1%,” said Tim McAu-
liff, president and C00 of Petry 
Media Corp. 

Katz Media President Jim Be-
loyianis noted, “With political in 
there, we’re projecting third 
quarter down 8% to 9%, but 
current pacing is -1%. Twenty 
percent of all our revenue last 
September alone was political.” 

The good news for Katz is 
automotive, said Beloyianis. It’s 
up 5%. Petry also reported 
higher auto billings. 

But stagnant auto sales could 
affect future car ads. Pete Stassi, 
senior VP, local broadcast, PHD, 
said, “We’re finished with 2003 
for Daimler Chrysler. We’re just 
not spending much in scatter 
and with car sales off in July, 
there could be cancellations. 
We've cancelled locally already.” 

The V ew from Horizon Media 
is that “auto is down,” said Lour¬ 
des Marquez, the company’s se¬ 
nior VP, local broadcast. “Last 
year GM spent all the way 
through October. Now, I see 
some dayparts down 1% to 2% 
in some markets.” 

In the top five markets, how¬ 
ever, prime and access are tight, 
according to Bonita LeFlore, di¬ 
rector of local broadcast, Zenith 
(Toyota/Lexus). “In New York, 
prime and access are almost 
sold out. Boston is not way off. 
Chicago has only daytime and 
early fringe available.” 

NEXT WEEK: 

|SyndicationJ 



The marketplace for diversity television is growing by 

leeps and bounds. Broadcasting & Cable will focus 

two in-depth special reports on all aspects of this 

SPACE CLOSE ISSUE DATE lucrative market. We will cover the effect of diversity 
SEPT. 8, 2003 AUG. 29, 2003 

programming on broadcast and cable networks, 

who's leading the oack and what does the future hold 

for this growth market. 

Make sure you're part of this important coverage 

which will be seen by top industry decision-makers. 

Call your Broadcasting & Cable representative today. 

BROADCASTING>CABLE 
Rob Payne: 646-746-7022 

Classified Advertising: Yuki Atsumi: 646-746-6949 visit our web site: www.broadcastingcable.com 

MARERIALS CLOSE 

SEPT. 9, 2003 

MARERIALS CLOSE 

SEPT. 2, 2003 

SPACE CLOSE 

SEPT. 5, 2003 
ISSUE DATE 

SEPT. 15, 2003 

Paul Audino: 646-746-7111 • Cheryl Mahon: 646-746-6528 • Chuck Bolkcom: 775-849-8404 • Marcia Orcutt: 323-549-4114 

DIVERSITY REPORT PART I 

FOCUS ON HISPANIC TELEVISION 

DIVERSITY REPORT PART II 

FOCUS ON AFRICAN AMERICAN TELEVISION 
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Cap Loss Could Büro Bush 
Override of 35% veto would be fodder for Democratic 
challengers who can charge he’s helping big media 

By Bill McConnell 

P
resident Bush risks an embarrassing 
defeat over his support for big media 
if he makes good his aides’ pledge to 
veto a congressional rollback of re¬ 
laxed broadcast-ownership limits. 

The prospect of that election-season loss, 
particularly on an issue that has recently 
gained the attention of many voters, has 
Washington observers wondering whether 
Bush is serious about taking on 
Capitol Hill. 

Already there are a number of 
key issues that are strikingly sim¬ 
ilar to the elder Bush’s losing bid 
to retain the Oval Office—war in 
Iraq and a struggling economy for 
instance. 

Those are likely to overshadow 
the media debate in resonance 
with voters, but with approval rat¬ 
ings slipping, Bush wants to avoid 
a repeat of the upset his father 
suffered when Congress overrode 
his veto of cable rate regulation 
eleven years ago. 

WILL BUSH LISTEN? 
"A veto would hand Democrats a 
huge campaign issue,” said one 
Capitol Hill aide, whose boss vot¬ 
ed to reinstate the 35% cap on 
one company’s TV household 
reach. 
That legislation would knock 

down the FCC's June 2 decision to 
lift the cap to 45%. Others in Con¬ 
gress want to go further and elim¬ 
inate additional FCC rule changes 
by reinstating the ban on local 
broadcast/newspaper crossown¬ 
ership and previous limits on TV 
duopolies. White House aides have said they 
will urge the President to veto any reregula¬ 
tion, regardless of whether it is limited to the 
ownership caps or includes other reregulato-
ry measures. 

Will Bush follow their advice? Their threat 
issued by the Budget Office promises only that 
aides will recommend a veto, not that Bush 
will agree. 

Already three Democratic candidates have 
threatened to make media concentration an 
issue—just as Clinton running mate then-Sen. 
Al Gore did by returning from the campaign 
trail to help override the elder Bush’s cable 
rate veto. 

“President Bush has a choice,” former Ver¬ 
mont Gov. Howard Dean trumpeted from the 
campaign trail after the House approved an 
Appropriations bill containing the ownership 
cap rollback. “He can choose to reward his 
campaign contributors by vetoing this bill, or 
he can do his job and protect the best inter¬ 
ests of ordinary people by signing it.” 

DEMS SPEAK OUT 
Sen. John Kerry (D-Mass.) is co-sponsor of a 
separate “legislative veto” that will come to 

the Senate floor in September. 
Kerry also penned a letter to FCC 
Chairman Michael Powell in May 
opposing the pending June 2 vote. 

Rep. Richard Gephardt (D-Mo.) 
joined the chorus later in June 
when he told a Democratic Party 
dinner that Bush’s GOP ap¬ 
pointees to the FCC were just one 
more example of the President’s 
“horrible appointments” to 
agency and judicial posts. 

It’s clear Bush would like to 
avoid handing Democrats an easy 
campaign issue. 

His aides and GOP leaders are 
currently stumping House mem¬ 
bers for enough written commit¬ 
ments from one-third of mem¬ 
bers—enough to sustain a veto. 
Their hope is that with the neces¬ 
sary 147 votes in the bag, House 
and Senate negotiators will 
scratch the media ownership pro¬ 
visions from the funding bill 
rather than force his hand. 

POWELL STAYS COOL 
It’s too early to predict whether 
they’ll raise the necessary com¬ 
mitments. A spokesman for Rep. 
Chris Cannon (R-Utah), lead orga¬ 

nizer of the effort, said “90 and counting” 
pledges had been generated through Aug. 6. 
Opponents of the new rules took some solace 
that the stated number hadn’t grown from 
Cannon’s press release she days earlier. 

At the FCC, Powell was taking the White 
House offer at face value last week, but insist¬ 
ed he had no inside track to the President’s 
thinking. “That’s between the President and 
Congress,” he said. “He doesn’t ask me about 
his plans on vetoing.” 

Privately, Powell aides are confident the 
White House staff can get Bush to deliver. “We 
have a very good relationship with the White 
House,” one aide said. ■ 

'President Bush 
has a choice. He 
can choose to 
reward his 
campaign 
contributors by 
vetoing this bill, 
or he can do his 
job and protect 
the best 
interests of 
ordinary people 
by signing it.' 

Howard Dean, 
Democratic presi¬ 
dential candidate 

CAPITAL WATCH 

LPTV, Satellites Get 2nd Channel 
Low power and satellite TV stations will get a second channel during the 
transition to DTV, the FCC decided last week. 

The commissioners approved the additional channels as part of a series 
of decisions aimed at expanding deployment of telecommunications ser¬ 
vices in rural areas. 

LPTVs operate as independent stations, but with smaller coverage areas and 
generally lower interference protections 
than full powers. While technologically the 
same as LPTV outlets, satellite stations 
usually serve as either translators, which 
rebroadcast signals to rural communities 
outside a primary stations’ coverage area, 
or as boosters that fill in coverage gaps in 
a full-power station's signal created by ter¬ 
rain and other factors. LPTVs and satel¬ 
lites serve as programming links to rural 
communities. 

The commission tentatively concluded 
that LPTVs DTV signal should have visual 
quality at least equal to an analog signal, 
and that ancillary and supplemental ser¬ 
vices be permitted within any remaining 
channel capacity. That and other tentative 
conclusions will become FCC policy, but 
changes could be made after a review of 
public comments and a final vote. The 
commission seeks comment on whether 
channels 60-69 should be used during the 
transition even though they will be off lim¬ 
its when the switch to DTV is complete. It 
is also seeking comment on whether 
LPTVs and satellites should have the same 
trigger dates for returning analog spec¬ 
trum to the government—when 85% of 
TV households in a market can receive a 
DTV signal either over-the-air or through 
cable. 

Targeting Minority Media 
Amid concern over Univision’s bid to ac¬ 
quire Hispanic Broadcasting, Sens. Ed¬ 
ward Kennedy (D-Mass.) and Hillary Clin¬ 
ton (D-N.Y.) have introduced a bill that 
would require the FCC to solicit public 
comment, including holding a public hear¬ 
ing, before transferring the license of a TV 
or radio station that broadcasts in a “mi¬ 
nority language." In addition to Spanish, 
the bill defines minority language as the 
native tongue of any minority group desig¬ 
nated by the Voting Rights Act, including 
American Indians, Asian Americans and 
Alaskan Natives. 

FTC Stops Rhino in its Tracks 
Facing charges that it deceptively mar¬ 
keted its WaveScrambler cell phone radiation protection device in TV ads, 
Rhino International has settled with the FTC. 

Rhino agreed not to suggest in its ads that its products, which fit on a cell 
phone earpiece, “could block a substantial amount of radiation and other 
electromagnetic energy emitted by cellular telephones, thereby reducing 
consumers’ exposure to this radiation.” It is now required to have scientific 
evidence for any claims, and must point out in its ads that most of the radi¬ 
ation from cell phones comes from the antenna and parts other than the ear¬ 
piece. Rhino has also agreed to pay $342,665 to consumers who bought its 
product. 

‘I’M HERE!’ 

How many times do I 
have to say it? I’m 

here!” FCC Chairman 
Michael Powell (above) 
told reporters after an FCC 
meeting last week. Powell 
appeared exasperated by 
the questions, which came 
only two days after the AP 
reported he had assured 
senior staff of his “firm 
intention” to remain at his 
post. Powell’s term isn’t 
up until 2007, although 
almost no one expects he 
will stay that long. 

But Powell insists 
he’s not cutting out this 
year. Still, talk persists 
that he will resign this fall 
because of Capitol Hill’s 
negative reaction to his 
plan for relaxing 
television-ownership 
rules. Although Powell 
has issued a statement 
criticizing a House vote 
to roll back the cap to 
45% of TV households, 
he also said the fate of 
the rules is a matter to be 
decided by Congress and 
the White House. 



Mum's the Word at Cablevision 
Silence on its DBS plans, audit probe 

By John M. Higgins 

W
hen it comes time 
to chat up Cablevi¬ 
sion to Wall Street, 
it’s what company 
executives don’t say 

that’s most interesting. 
During last Tuesday’s confer¬ 

ence call to discuss a pretty un¬ 
derwhelming second quarter fi¬ 
nancial performance, Cablevision 
President Jim Dolan and other ex¬ 
ecutives didn’t touch on one sig¬ 
nificant event—the refusal of au¬ 
ditors KPMG to clear the 
company’s financial report—un¬ 
til an analyst asked them. 
Their reticence extended to 

Cablevision’s newly launched di¬ 
rect-broadcast satellite, Rainbow 
1. Despite having committed 
more than $800 million to the 

New forensic accountants 
have now identified an addition¬ 
al $3.4 million in improperly al¬ 
located production costs. But 
KPMG last week abruptly balked 
at signing off on Cablevision’s 
quarterly numbers while other 
accountants were still reviewing 
its old work. 

On the company’s conference 
call, Cablevision executives were 
silent about the auditing snag 
until asked by Bear Stearns ana¬ 
lyst Ray Katz. “We just were in¬ 
formed by KPMG in the last 24 
hours, and we’re in active dis¬ 
cussions with them on it,” said 
Vice Chairman Bill Bell. 
The company acknowledged 

that uncertainty over quarterly 
financial statements could delay 
a planned refinancing of pre¬ 
ferred stock. 

“If we don’t have comfort at 

Cablevision President Jim Dolan 
didn't touch on one significant 
event-the refusal of KPMG to 
clear the company's financial 
report-until asked by an analyst. 

widely criticized satellite ven¬ 
ture, Cablevision still hasn’t de¬ 
tailed its business plan. Share¬ 
holders looking at sides crowded 
with offerings from DirecTV and 
EchoStar don’t know what the 
venture is supposed to be after 
Cablevision spins the unit off to 
them later this year. 

"Don’t say anything about the 
elephant in the living room,” 
wisecracked one analyst who 
was on the call. 

The problem with auditors stems 
from the scandal at Cablevision’s 
networks unit. KPMG is awaiting 
the outcome of an investigation 
into accounting games at Cablevi¬ 
sion’s Rainbow programming unit, 
which, of course, includes a review 
of the auditor’s own work Cablevi¬ 
sion in July purged Rainbow’s AMC 
Networks operation of 14 executives 
including President Kate McEnroe, 
accusing them of misstating the op¬ 
eration’s results by about $20 million 
over three years. 

Cablevision said AMC was un¬ 
derstating its profits, with the ef¬ 
fect of making it easier to reach 
the following year’s profit targets 
set by corporate. 

some point in time, we’re going to 
have to delay our financing until 
we do,” Bell said. “But we’re active¬ 
ly trying to resolve that situation.” 

Analysts generally believe the 
amount of money involved in 
the Rainbow scandal was too 
small to be worried about. But 
they believe the continuing in¬ 
vestigation threatens to side¬ 
track the planned December 
spinoff of Rainbow DBS. Unde¬ 
terred, Dolan asserted the sepa¬ 
ration would proceed on sched¬ 
ule. “There’s no change in our 
intention to do the spin.” 

Financially speaking, the sec¬ 
ond quarter was not impressive. 
Total company cash flow rose 
just 5%, and Oppenheimer & Co. 
media analyst Tom Eagan says 
that filtering out some unusual 
items, it actually fell 0.4%. Oper¬ 
ating cash flow from the con¬ 
sumer video business alone only 
increased 5.6% despite a 10% in¬ 
crease in revenues. Ignoring 
some one-time costs from its 
fight over the New York Yankees’ 
YES network, cash flow growth 
would have been 9.2%, middling 
by cable standards. ■ 

This lime Hallmark Gets A Gift 
By John M. Higgins 

Hallmark Cards gave its TV unit a nice gift last week: Crown Media, whose U.S. Hall¬ 
mark Channel is celebrating its second 

birthday got $400 million to help clear up a 
messy stock deal that could have become even 
more expensive. 

The money was given to Crown Media, which 
needed the infusion to cover a bet it made two 
years ago when it sold $265 million worth of a 
complicated preferred stock. 

The preferred stock deal carried a cash pay¬ 
out of 6.75%, but guaranteed investors would 
ultimately receive a return of at least 14%. 

Back when Crown’s stock traded at $12 a 
share, the presumption was that investors 
would want to convert the preferred stock into 
Crown common shares. Instead, Crown 
dropped below $2, before rebounding to $4. 
To solve the problem, Crown’s 70%-owner 

Hallmark Cards lent the company $400 mil¬ 
lion at an interest rate of 10.25% without re¬ 
quiring Crown to pay any cash interest for 
four years. ■ 
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Hut, Hut, HD 
CBS signs on for one 
HD NFL telecast a week 
while ABC begins new 
MN F season in HD 

he belief is that sports will be a 
major driver of HD. This fall the 
industry will test that belief as 
ABC, CBS and ESPN step up with 
three HD National Football League games a 

By Ken Kerschbaumer 

ABC, CBS and ESPN will all test the HD waters with NFL HD telecast's this year. 

week. CBS, in a joint announcement with DirecTV last 
week, declared its commitment to broadcast its pri¬ 
mary NFL game in HD each week. 

But football fans who want to see every game in HD 
will need to subscribe to NFL Sunday Ticket, which is 
only available through DirecTV. Viewers who receive 
their CBS HD signal via over-the-air or a cable system 
will be subject to the game’s regional availability. 

Ken Aagaard, CBS Sports vice president of technolo¬ 
gy, says the network will produce NFL HD telecasts dif¬ 
ferently from the way it has handled them in the past. 
This year, production will be done in HD and then have 
an SD 4:3 feed made available. 

Larry Barbatsoulis, CBS Sports director of engineering, 
says that past NFL HD telecasts from CBS left the SD pro¬ 
duction team blind to the HD production. 
Not so this year. “With this season they’ll be 
able to deal with the HD,” he says. 

Mobile truck vendor NEP Supershoot¬ 
ers will supply the HD truck known as 
Nova (it was previously used by the now¬ 
defunct Action Sports Network under the 
name Columbia). The truck is stocked 
with Sony gear, including the MVS 8000 
switcher and Sony HDC series cameras. 
Other gear includes an Accom DVEous 
HD digital video effect. 

ABC is also getting in on the action with 
last week’s HD broadcast of its first Mon¬ 
day Night Football game of the year. Na¬ 
tional Mobile Television’s $10 million 53-
foot truck with 22 Thomson cameras and 
Thomson HD production switchers made 
its official Monday Night debut after re¬ 
cently getting a workout from ESPN-HD. 

Ken Michel, ABC vice president of net¬ 
work engineering said the only glitches 
were satellite issues during the first 15 
minutes that were out of ABC’s control. Once they were 
cleared up, Michel says, the HD production and 5.1-au¬ 
dio channel broadcast went very well. “The integration 
of all the equipment was a monumental feat from NMT 
as it has very complicated signal management." 

To HD viewers the biggest change was something that 
wasn't available during ABC’s 2003 Super Bowl telecast: an 
HD version of the 1st and Ten marker. ABC Sports uses 
Sportvision’s version of the marker, providing a yellow 
graphic overlay that shows the viewer where the first down 

mark is. Sportvision worked hard earlier this year to make 
its products HD compatible, resulting in products for 
ESPN-HD’s baseball coverage and Monday Night Football. 

Hank Adams, Sportvision CEO, says the HD version 
requires more computation power, so it involves a cou¬ 
ple more PCs. 

“We went to an HD camp that ABC Sports held the 
week before the Monday Night Football game and showed 
that we could pull off the HD 1st and Ten,” he adds. 
The new system has another benefit as well. The 

technology was moved upstream towards the camera 
so the graphic information can be recorded to isolation 
tape decks and be seen during replays. 

The HD first-down marker line will give an early-sea-
son advantage for ABC's and ESPN’s HD NFL coverage. 
CBS uses Princeton Video Image’s 1st Down Line sys¬ 

tem and Aagaard says the company is 
working on an HD version that he hopes 
to have in place by the middle of October 
(the system is currently being used for 
baseball coverage). 

HD aside, football and the yellow line will 
become synonymous this season. ESPN 
and ESPN2 will use it for all of their college 
and professional games and CBS and Fox 
will use it for every NFL telecast. Even 
though CBS’s use of the PVI system prevents 
Sportvision from having a market lock on 
the yellow line, Adams isn’t complaining. 
“The technology continues to get 

cheaper and the broadcasters have made 
the commitment to take it to all their 
games,” he says. “It’s a substantial jump 
for us and we’re practically doubling the 
number of games we’re doing. We could 
do close to 300 games this year.” 

CBS Sports will have six PVI units in its 
New York City facility that will be available 
to insert the line. An operator in New York 

will keep track of what camera the director is on and 
work with a “spotter” who will tell them what yard line 
the play started on. PVI ’s visual recognition system then 
lays down the line. 

With CBS signing on, its viewers are left with one 
question: what about HD college football? It’s become 
a staple on CBS over the past couple of years, though an 
announcement has yet to be made. But the truck from 
Core Digital that CBS used last year won’t be involved 
with the NFL telecast, so it will be ready and waiting. ■ 

'The Integration ol 
all the equipment 
was a monumental 
feat from NMT as It 
has very 
complicated signal 
management' 

Ken Michel, ABC 

Leitch Hunts 
for New CEO 
By Ken Kerschbaumer 

Broadcast and professional video and audio 
equipment manufacturer Leitch is looking 
for a new CEO after Margaret Craig re¬ 

signed from the position last month following 
disappointing fourth quarter results. Stan Ka-
bala, who has been on the company’s board of 
directors since 1996, will serve as interim CEO. 

Kabala says he hopes he can find a successor 
within three or four months. 

He’ll be busy in the meantime, 
execs The fourth quarter revenues 

were $38.2 million, down 22% 
from the previous quarter and a 25% drop from 
the same quarter last year. Leitch calls the re¬ 
sults an aberration attributable to factors like 
the war in Iraq and economic uncertainty. 

“I’ll be focused aggressively on the cost side 
and meeting the challenge of changing our cost 

structure,” says Kabala, who will lead the com¬ 
pany’s efforts to cut costs between 5%-10% in 
the next two quarters. Product lines and devel¬ 
opment will not be affected by the cuts. 

The company also appointed its first chief 
operating officer, Salil Munjai. Munjai, previ¬ 
ously vice president of corporate developments, 
will control the company’s three product seg¬ 
ments: video processing and distribution, video 
servers, and post-production. 

Kabala says early reports show the broadcast 
and professional market expanding by 10-15% 
during the upcoming year, although he cau¬ 
tions that the spending in the broadcast market 
in recent months has not been a direct match 
to the industry’s recovery. “If 1 were running a 
broadcast company I’d want to make sure it 
stayed bounce back before I started making big 
capital allocations and 1 think that may part of 
the reason for the lag in capital allocations.” ■ 
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Cox Invests in Digital Newsroom 
By Ken Kerschbaumer 

he Cox TV station group has 
signed a multimillion dollar deal 
with Avid for the supply of Avid 
products for use in newsrooms 
at six of the group’s sta¬ 

tions. And more Cox stations will 
be on the Avid to-do list in the fu¬ 
ture. 

Sterling Davis, vice president of 
engineering for the Cox Station 
group, says that the ability to 
solve workflow issues led to the 
selection of Avid’s Unity server 
and NewsCutter editing systems 
for use at the stations. 

“This will allow smoother oper¬ 
ations so that people who are 
writing and producing the news¬ 
casts can oversee a lot of the pro¬ 
cess themselves,” says Davis. “The 
stations won’t have two different 
groups of people working on the same 
project and trying to communicate with 
the iNews system.” 

The stations getting the gear are KIRO-
TV Seattle; KFOX-TV El Paso, Texas; 
WFTVfTV) Orlando, Fla.;WJAC-TV John¬ 
stown, Pa.; WTOV-TVSteubenville, Ohio; 

and WSOC-TV Charlotte, N.C. Five of the 
six stations will use Avid’s Unity storage 
system as well as the AirSPACE play-to-air 
server and Avid NewsCutter systems to 
edit stories for airing (KFOX-TV only re¬ 
ceived some upgrades). WTOV-TV also 
added an iNews system that allows for 

low-resolution browsing of content on the 
Unity system. The other stations are al¬ 
ready using the ¡News newsroom system. 

“We don’t have to drive a broadcaster to 
high or low resolution as the products can 
go either way,” says Adam Taylor, Avid vice 
president of American sales operations. He 

says that a station typically wouldn’t re¬ 
quire the iNews system unless the amount 
of content stored on the Unity is more 
than a few hundred hours. Five of the six 
stations will only require about 200 hours 
of storage obviating the need for iNews. 

The stations will acquire video in the 
DV25 or DV50 video format and 
then move the material onto the 
Unity system using Avid’s 
XDeck. Taylor says various types 
of NewsCutter editing systems 
will be used and that Avid’s 
Adrenaline DNA system will also 
be used, allowing the stations to 
process uncompressed SD video 
over a single FireWire cable. 

“It takes advantage of the ad¬ 
vances in CPU processing,” adds 
Taylor 

Other components in the deal 
include MOS integration and 
other Avid productivity tools de¬ 
signed to improve station oper¬ 

ations. 
"Five years ago everyone was looking 

for an editor from one company, storage 
area network from another and playback 
device from a third,” says Taylor. “But 
that has gone away as customers have 
understood that this stuff is complex.” ■ 

Virtually Mediacom 
Cable operator taps For-A digiWarp-
EX II for monthly digital infomercial 

By Ken Kerschbaumer 

Cable operator Mediacom has installed For-A’s digiWarp-
EXII virtual studio system in its Des Moines, Iowa, studio 
to help produce a new half-hour monthly program called 

Digital Connections that explains digital cable services. 
“We needed to move forward with more of a long-form in¬ 

fomercial about our products,” says John Pascarelli, senior vice 
president of marketing and consumer services. "We were look¬ 
ing at how complex the digital product is between the interac¬ 
tive guide, VOD, PVRs and all the channels and wondering how 
we were going to communicate it to consumers so they can get 
value out of it.” 

Pascarelli says using the virtual studio helps give the pro¬ 
gram a digital look, something Mediacom felt was important 
given the subject matter. The program made its debut on Aug. 
1 and other programs, related to broadband and HDTV, are ex¬ 
pected to be completed by the end of the year. 

Cecil Van Houten, production manager for the Des Moines 
facility, says Mediacom will use a variety of the pre-built virtu¬ 
al sets that come with the system. 

"They give us multi-camera capability and 3D features,” he 
says. "We can also change and tweak the sets in the computer 
with software programs such as Photoshop or 3DSMax to mod¬ 
ify and tailor the virtual backgrounds for each individual show.” 
The stage is 35x40 feet and has Thomson LDK-93 cameras 

with Fujinon lenses. A VPS-400D For-A digital switcher and a 
Grass Valley 200 analog switcher are also used. 

Pascarelli says that if Mediacom decided to build a set he 
most likely would have gone to an outside production com¬ 
pany. “But this allows us to maintain all the activities in the stu¬ 
dio without real disruption, overlaying this activity into it.” ■ 

■ Briefs 
New MOS Grows 
MOS protocol version 2.8 has been 
released with new features designed 
to enhance newsroom equipment and 
software. One major change is that 
MOS-enabled desktop plug-ins no 
longer require special versions to op¬ 
erate with specific newsroom 
computer systems. Other new 
features include detailed “profiles” of 
how-to-apply the protocol to the 
seven areas of basic functionality and 
workflow (in order to use MOS and 
display the MOS logo vendors must 
support at least two of the profiles). 
Vendors must also list the specific 
profiles they are compatible with 
along side the MOS logo. Other addi¬ 
tions to the protocol improve speed 
and performance of operation. 

hi-def vtr 

Panasonic AJ-HD1700 Debuts 
Panasonic's AJ-HD1700 DVCPRO HD 
VTR is now available, extending record¬ 
ing times and offering slow motion and 
low tape costs. It can record for up to 
126 minutes in either 1 080/60Í, 
1080/50Í or 720/60p high-definition 
formats on a single AJ-HP126EX cas¬ 
sette. The low tape cost of operation is 
achieved by the use of 9-micron track 
width recording, which delivers twice 
the recording density of existing 
DVCPRO HD recorders. It can also con¬ 
vert 24fps footage acquired by 
Panasonic’s AJ-HDC27 VariCam HD 
Cinema camera to 1080/24p, allowing 
the VTR to act as a source deck in a 
1080/24p-based linear or nonlinear 
editing bay. The VTR is also equipped 
with a built-in format up/downconverter 
for downconverting 1080i or 720p HD 
video to 480i or 480p, and upconvert-
ing pre-recorded DV, DVCAM, 
DVCPRO, DVCPRO50, DVCPROP tapes 
to 1080Í or 720p HD. 

Courtyard Tests Signals 
Courtyard Electronics is now offering 
the CY430-HD-HD/SD Master SPG and 
test signal generator. The generator ex¬ 
tends the popular CY430 Master SPG 
series into HD, providing tri-level syncs 
for all commonly used HD formats, as 
well as catering to SD. Sales Director 
Steve Cranny says it delivers a highly 
accurate and stable HD sync source 
from a 1 RD box making it a good fit 
for OB use as well as studio operation. 
“The inclusion of digital test patterns 
and an HD-SDI output adds to the ver¬ 
satility of this unit,” says Cranny. 
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B. Feb. 7,1962, Stamford, Conn. 

Barry Wallach 

MISTY SKEDGELL 

TBS Superstation 

CHRISTOPHER KEENAN 

Warner Bros. Animation 

That’s when he realized TV was an exciting 
industry in which to work. "The passion to 
pursue those feelings has remained with me 

Executive Vice President, 
NBC Enterprises 

Journalism 
TAMMY HADDAD, consultant, People 
magazine, New York, joins MSNBC, 

KAREN CASSELL 

TNT 

for 20 years,” he says. 
His internship at Katz helped him get a job 

as a researcher at Blair Television right out of 

JONATHAN D. SCHWARTZ 

Cablevision 

Secaucus, N.J., as executive in 
charge, Buchanan and Press. 

CHRIS GUARINO, senior producer, 
Flashpoints USA with Bryant Gumbel 
and Gwen Ifill, WETA-TV Washington, 
adds Washington Week to his duties. 

GEORGE MATZ, news operations 
manager, WISN-TV Milwaukee, 
named assistant news director. 

KELLY WALLACE. Middle East cor¬ 
respondent, CNN, named national cor¬ 
respondent, New York. 

Cable TV 
JONATHAN 0. SCHWARTZ senior 
VP/deputy general counsel, AOL Time 
Warner, New York, joins Cablevision 
Systems Corp., Bethpage, N.Y., as ex¬ 
ecutive VP/general counsel. 

CANDACE HUMPHREY director, 
public policy/public relations, Mary¬ 
land, Virginia and West Virginia, 
AT&T, joins Comcast Cable, White 
Marsh, Md., as director, government 
and public affairs, Baltimore Metro 
Counties systems. 

Programming 
JOHN S. FRIEND, senior VP, business 
development and strategy, Latin Amer¬ 
ica, TBS, Atlanta, named senior VP, 
Cartoon Network Enterprises, Atlanta. 

CARLA PRINCI, VP, publicity, Life¬ 
time Entertainment, New York, 
promoted to senior VP. 

At Sony Picture Entertainment, Cul¬ 
ver City, Calif.: CHRISTINA BROWN. VP, 
finance, Sony Pictures Television Inter¬ 
national, named senior VP/CFO: DREW 
SHEARER, VP, Finance, Sony Pictures 
Television, named senior VP/CFO. 

At TBS Superstation and TNT, At¬ 
lanta: KAREN CASSELL, senior VP, TNT, 
adds oversight of TBS’s public 
relations to her duties; MISTY 
SKEDGELL. VP, public relations, TBS, 
named VP, corporate 
communications. 

CHRISTOPHER KEENAN. VP, creative 
affairs, Warner Bros. Animation, Sher¬ 
man Oaks, Calif., promoted to senior VP. 

BRONAGH HANLEY, director, com¬ 
munications, TLC, Silver Spring, Md., 
promoted to VP. 

ships, I’ve really only worked for those two 
guys—Ed twice and Gary twice,” Wallach says. 
“We all joke about it.”—Paige Albiniak 

Broadcast TV 
AMY NIZICH-GOLDSTEIN. executive 
VP/director, local broadcast negotia¬ 
tion, Initiative Media, Los Angeles, 
joins KCBS-TV and KCAL(TV) Los An¬ 
geles, as director, sales, new business. 

STEVEN J. SCHUPAK. VP, strategic 
marketing and business development, 
Henninger Media Services Inc., Wash¬ 
ington, joins Maryland Public Televi¬ 
sion, Owing Mills, Md., as VP, content 
enterprises. 

ALEXANDER VON LICHTENBERG 

general sales manager, WUTH-TV 
Hartford, Conn., promoted to GM, 
WUNI(TV)/WUTF(TV) Boston, and 
WUVN-TV/WUTH-TV Hartford. 

At KETC-TV St. Louis: AMY SHAW 
director, education, WSIU-TV Carbon¬ 
dale, III., joins, as director, education 
services; CATHERINE HUEWE. director, 
call center, named director, individual 
giving. 

EDUCATION 
BA, communications, BA, 

business, Syracuse 

University, 1984 

PERSONAL 
M. Carolyn Kelly, Jan. 29, 

2000; children: Gregory (11); 

Emily (9); Lindsey (3) 

EMPLOYMENT 
Researcher, Blair Television, 

New York, 1984; researcher, 

Katz Communications, New 

York, 1984; account executive, 

Katz Sports, New York. 1984-

86; Midwest account 

executive, vice president, se¬ 

nior vice president of domestic 

sales, executive vice president 

of domestic sales, Genesis En-
tertainment/New World. New 

York, 1986-96; executive vice 

president of domestic syndica¬ 

tion, CBS/Eyemark Entertain¬ 

ment, Los Angeles, 1996-

2000; executive vice president 

of distribution and marketing, 

WorldNow, New York, 2000-

01; current position since Au¬ 

gust 2001. 

backpacking around Europe. 
From his perspective, if he 
had gone he wouldn’t be 
where he is today. 

Today, Wallach is crisscross¬ 
ing the country, furiously selling 
The Jane Pauley Show for NBC 
Enterprises. While the travel is 
grueling, dropping Wallach off 
in several cities a week ever 
since NBC announced the 
show in June, it’s one of the 
things Wallach has always loved 
about syndication. 

"I didn’t get to do my back¬ 
packing through Europe but 
at least I’ve been everywhere 
in the U.S.,” he says. 

On one day last month, Wal¬ 
lach woke at 4 a.m. at his home 
in Connecticut, flew to San 
Francisco to present Jane 
Pauley to a TV station group 
head and then returned to New 
York by 1:30 a.m. the following 
morning. And with no time to 
catch up at the office, he had a 
quick trip toWashington D.C. 
scheduled for the next day. 

"When you get opportuni¬ 
ties like this and shows like 
Jane Pauley, well, this is a big 
one. It’s in your blood and you 
live for it,” he says, adding 
with pride that over the years 
and millions of miles logged, 
he’s “watched about four 
movies” on airplanes. He 
prefers to sit with his laptop 
open, coming up with strate¬ 
gies to sell his shows. 

Over the 20 years Wallach 
has been in the syndication 
business, he has sold some 
100 TV shows. He got his start 
in syndication in college at 
Syracuse University, where he 
interned at Katz Media Group 
and took a trip to Hollywood 
to meet prominent Syracuse 
alumni, including Fred Silver-
man at CBS and Mark Tinker, 
the producer of shows such 
as The White Shadow, LA 
Law, St. Elsewhere and NYPD 
Blue. 

college, which he opted to 
take instead of travel. "I 
found out later that jobs are a 
dime a dozen,” he says. But 
he’s still glad he took the path 
he did: “By the time my 
friends got back from Europe, 
I was already on my second 
job.” 

His second job took him 
back to Katz. He was playing 
on the company’s softball 
team in Central Park when he 
met Gary Gannaway, founder 
of Genesis Entertainment. 
Wallach’s enthusiasm soon 
won Gannaway over, and 
Wallach was rewarded with a 
job as account executive for 
Gannaway’s new syndication 
company. 
Wallach remained with 

Genesis for ten years, even af¬ 
ter New World Entertainment 
bought the company in 1994. 
It soon became clear New 
World wasn’t planning to stay 
in the business long-term—it 
ultimately sold out to Fox— 
and Wallach jumped to a new 
syndication company, Eye¬ 
mark Entertainment, that Ed 
Wilson was starting for CBS 
in Los Angeles. 

But the Connecticut-born 
Wallach never was meant for 
the West Coast. About the 
time he moved to Los Ange¬ 
les, he met his future wife, 
Carolyn. She was and still is 
an executive producer for the 
New York-based Martha 
Stewart Living, which was 
distributed by Eyemark and 
based in New York. Four years 
later, they were married and 
he returned to the East Coast. 

After returning, he started 
working for new media com¬ 
pany, WorldNow Network, 
also started by Gannaway. Af¬ 
ter Wilson went to NBC to 
start up NBC Enterprises, 
Wallach returned to syndica¬ 
tion as Wilson’s head of sales. 
“Really, outside of my intern-

He Got To Travel, Selling Syndie Shows 
Wallach skipped Europe trip to start television job 

Barry Wallach, executive vice president of 
NBC Enterprises, doesn’t mind that he 
never got to take his post-college trip 



People 

Cool Cash From Cats 

-QVC 

Did NBC honor Bob Hope? 

5. NBC-owned Bravo's new Queer 

Eye for a Straight Guy has done 

so well, NBC, which already ran 

perature exceeds 90 degrees, in 
which case it supports leg slation, 
but only if the National Rifle As¬ 
sociation is in a good mood. 

BEN PAYNE, SVP, affiliate sales and marketing, 
ABC Cable Networks Group, and HOWARD SZAR 
FARC. GM of Time Warner Cable of New York & 
New Jersey, were on hand last week to donate 
$10,000 to the Learning Leaders, which trains 
school volunteers who provide tutoring and men¬ 
toring to New York City public school students. 

Allied fields 
THOMAS F. BURCHILL and PETER W. 
FRAME, founding members, Galileo 
Management LLC, New York, both 
named managing directors. 

C) No other provisions are added 
to the legislation. 
D) It’s an even-numbered day; on 
odd-numbered days, it opposes 
legislation, except when the tem-

The check was presented at the Hue-Man book 
store in Harlem after author DEBORAH GRIGORY 
read from the latest book in her The Cheetah Girls 
series. The Walt Disney Co. recently adapted the 
books into a movie starring RAVEN. The Cheetah 
Girls will air on the Disney Channel on Aug. 15. 

Pictured left to right: Payne; Gregory CIGNA 
SANCHEZ, president, Learning Leaders; Raven; and 
Szarfarc. 

Sex anti the City’s Kristin Davis is 
supporting breast cancer awareness 

by starring in cross-channel PSAs for 

the 10th Anniversary of QVC Presents 
FFANY Shoes on Sale. The Oct. 15 

event will feature 100,000 pairs of 

designer shoes, with proceeds bene¬ 

fiting breast cancer research. 

1. NBC hopes to discourage 

channel-surfing and commercial 

zapping during commercial 

breaks by: 

A) Broadcasting subliminal mes¬ 
sages like “Switch channels and 
we’ll kill your dog” and “Zapping 
makes you sterile.” 
B) Increasing non-programming 
clutter by airing one-minute 
“mini-movies” in two 30-second 
segments, one in early prime, 
one in late prime. 
C) Reducing non-programming 
clutter. 
D) Using DTV channels to send 
signals to remote controls and 
PVRs that cause them to 
malfunction. 

3. After much ado, the NAB has 

finally clarified its oosition on 

legislatio n that would restore the 

35% TV station ownership cap. It 

supparts legislation as long as: 

A) Fritts gets invited to Fritz’s 
going-away party. 
B) Andy Fisher promises not to 
come to the next three board 
meetings 

NBC’s Karey Burke, Star Search winner Jake Simpson. 

Hollywood Radio and Television Society President 

(and NBC program maven) Kevin Reilly, along with 

Nickelodeon's Candace Bailey and Brent Popolizo had 

a great time at HRTS’s Kids Day on Aug. 5. The event 

previews fall children’s programming. 

2. TV news organizations spent a 

small fortune last week to send 

reporters and crews to Eagle, 

Colo., to: 

A) Cover the Eagle County Fair. 
8) Investigate links between Al 
Qaeda and the Colorado militia. 
C) Hear Kobe Bryant say, “No, sir." 
D) Attend the RTNDA convention. 

Radio 
BOB DANE, senior director, affiliate re¬ 
lations, Westwood One 
Entertainment/CBS Radio Networks, 
Arlington, Va„ named programming 
director, WMET(AM) Washington. 

LUCILLE FORTUNATO, managing di¬ 
rector, promotions group and partner¬ 
ship marketing, Infinity Broadcasting, 
Los Angeles, joins ABC Radio Group, 
Los Angeles, as regional marketing 
manager 

MIKE WALTER, senior correspon¬ 
dent, USA Today Live. Arlington, Va., 
joins WUSA(TV) Washington, as 
morning anchor/reporter. 

JODI BROOKS, investigative 
reporter, WEWS-TV Cleveland, joins 
KCNC-TV Denver, as night reporter. 

WHAT’S YOUR FATE? 
Send it to Llanor Alleyne, 
editorial assistant, Broadcasting & Cable 
(e-mail: palleyne@reedbusiness; tax: 646-
746-7028; mail: 360 Park Avenue South, 
New York, NY 10010). 

Associations/Law Firms 
LINDA KAHN, senior VP, programming 
and distribution, Scholastic Entertain¬ 
ment Inc., New York, named 
president, New York Women in Film & 
Television. 

At Broadcasting Cable Financial 
Management Association, Chicago: 
JOE BARLEK. senior VP/controller, 
Susquehanna Radio Corp, named 
chairman: LESLIE HARTMANN. VP, fi-
nance/controller, Radio One, named 
secretary; ED DEICHMAN, senior 
VP/controller, Media General Broad¬ 
cast Group, named treasurer. 

IRA SUSSMAN, research consultant 
Cabletelevision Advertising Bureau, 
New York, joins the organization as 
VP, research. 

4. From battle-zone variety 

shows to Tonight Show walk-ons, 

Bob Hope was closely iCeutified 

with NBC throughout his extraor¬ 

dinary career. So which network 

honored Hope with a tribute show 

that generated great ratings? 

A) ABC 
B) CBS 
C) Fox 
D) NBC 

a half-hour replay, will now: 

A) Air a one hour episode Aug 
14, and have the Fab Five 
“remake” The Tonight Show set 
the same night. 
B) Add a new series: Law & 
Order: Queer Private Eye. 
C) Air new series that stereotype 
other groups, including Jelly 
Donuts fora Fat Cop. 
D) Have the five designers rear¬ 
range the colors of the peacock. 

SPONSORED BY 
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Biking to the Top 
Outdoor Life Network President and CEO E. ROGER WILLIAMS joined Tour de France 
winner LANCE ARMSTRONG and his fellow competitors on the victory podium. 
OLN’s Tour de France coverage peaked on July 26 with a 1.5 rating. Pr me time 
coverage paced at a 0.6, a healtny increase over OLN’s more typical 0.2 average in 
pr me. This is OLN’s third year of Tour coverage. 

From left to right: MIGUEL INDURAIN of Spain: EDDIE MERCKX of Belgium; BADEN 
COOK E of Australia; Armstrong: RCHAID VIRENQUE of France; DENIS MEUCH0V of 
Russia; HOWARD LEACH, Ame'ican Ambassador of France; Williams; ard BERNARD 
ElhMULT of France. 

BESEIS 
network 

CAROL BLRNETT (shown) is among those to be hon¬ 
ored during the 26th Annual Kennedy Center Honors: 
A Celebration of the Performing Arts, shown annually 

on CBS, usually during Christ¬ 
mas week. Burnett will join 
godfather of soul JAMES 
BROWN, country singer 
LORETTA LYNN, film director 
MIKE NICHOLS and violionist 
ITZHAK PERLMAN for the gala, 
which will be held on Dec. 7 in 
Washington, but telecast later. 

Kennedy Center Honors 
are bestowed through rec¬ 

ommendations by members a national artist com¬ 
mittee, including past honorees. The award gala 
also serves a fundraiser for the Kennedy Center’s 
performing arts, education and public service pro¬ 
grams. GT ORGE STEVENS JR. will serve as 
producer of the gala, as he has from the start. 
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CLASSIFIEDS 
TELEVISION 

Sales Careers 

FRESH START - NEW CHALLENGE! 

50 MAJOR MEDIA COMPANIES 

OVER 100 POSITIONS AVAILABLE 

www.MediaRecruiter.com 

NATIONAL SALES MANAGER 
WBTV, the CBS affiliate in the vibrant Char¬ 
lotte market, seeks a highly motivated and 
aggressive National Sales Manager. The 
ideal candidate will lead the national sales 
effort, be a skilled negotiator, organized, a 
team player, able to build and grow out¬ 
standing relationships at the rep, agency and 
client level, and be relentless in the pursuit of 
budget. The ability to sell the entire station, 
sell sports and specials, develop client con¬ 
tacts, create local dollars, and get the rate 
and the share is essential. A minimum of 5 
years experience in National Sales manage¬ 
ment at the station or rep is preferred. Sub¬ 
mit resume to: WBTV, Attn: Sharon Griffin, 1 
Julian Price Place, Charlotte, NC 20208. 
Jefferson Pilot Communications is an Equal 
Opportunity Employer. M/F/D 

GENERAL SALES MANAGER 
Top rated ABC affiliate in beautiful Corpus 
Christi, Texas seeks dynamic leader for our 
sales team. The Gulf of Mexico provides 
year-round outdoor entertainment and fam¬ 
ily fun. General Sales Manager will super¬ 
vise all operations of sales and traffic de¬ 
partments. Successful candidate will have a 
proven track record of increasing revenue 
through quality presentations, new business 
development, and inventory management. 
Send creative ideas and resume to: KIII-TV, 
GSM Position, 5002 South Padre island 
Drive, Corpus Christi, TX 78411. KIII-TV is 
an equal opportunity employer. 

EXPERIENCED ACCOUNT EXECUTIVE 
KVUE, the ABC affiliate in Austin, Texas is look¬ 
ing for an Experienced Account Executive Re¬ 
sponsible for new business development, as 
well as maximizing share of existing accounts. 
2-4 years experience in Television sales re¬ 
quired. Must demonstrate effective negotiation, 
oral and written communication skills. If you 
have an interest in this position, please send 
resume to: Human Resources, KVUE-TV 
3201 Steck Ave Austin Texas 78757 or email 
to jmcthompson@kvue.com EOE 

SALES MANAGER 
KNIN-TV, the powerful UPN Independent in 
Boise, Idaho, is looking for a Sales Manager 
to lead its team in new business develop¬ 
ment, vendor, co-op, multi-platform sales 
and consultative selling. Applicants should 
have three or more years of management 
experience and should have excellent ana¬ 
lytical, computer, research and presentation 
skills. KNIN is an Equal Opportunity Em¬ 
ployer. No phone calls or emails please. 
Please send resume and cover letter to: 
Phyllis Foster, General Manager, KNIN-TV, 
816 W. Bannock St., Boise, Idaho 83702. 

TELEVISION 

Sales Careers 

ACCOUNT EXECUTIVE 
UPN44 WTOG-TV is looking for motivated 
Account Executives. Must have minimum 2 
years media sales experience, possess ex¬ 
cellent people and computer skills, great at¬ 
tention to detail and an obsession for win¬ 
ning. Please send resume to: HR, WTOG-TV, 
365 105 Terrace NE, St. Petersburg, FL 
33716 or email rschrutt@wtogtv.com. EOE 

BILINGUAL ACCOUNT EXECUTIVE 
L A. based TV station is seeking a 
Span/Eng bilingual A.E. 3+ years Ad sales 
required. Please send resume & salary re¬ 
quirements to fax# 818-887-9978 or e-mail 
to tvespanol03@yahoo.com 

Voice Overs 

MY VOICE SELLS 
Every station should have a strong warm 
and rich promo voice (delivered via internet 
or ISDN), www.voiceovergems.com 

VERSATILE VOICEOVER PRO 
Seeks TV imaging or voiceover clients, 
ISDN Mp3, CD delivered, call (800) 431-
2624, hear demo at www.meldevonne.com/ 
trailer-tvdemo.mp3 

Marketing Careers 

MARKETING DIRECTOR 
Duties include: Develop and execute an ef¬ 
fective marketing plan that recruits new 
viewers and retains current audience. Re¬ 
sponsible for creative conception and writing 
of all image and Target Special Reports; 
oversight and development of outside media 
elements, including print and radio. The suc¬ 
cessful candidate will help in the coordina¬ 
tion and execution of special events and 
oversee all aspects of the WJBF 
NewsCHANNEL 6 brand. Other responsibil¬ 
ities include budget oversight, promotional 
schedules, make-goods, and filling daily log. 
A Bachelor of Arts in Mass Communications, 
Public Relations, or similar degree required. 
A creative mind with excellent copy writing 
skills, strong communication and leadership 
skills with an outgoing personality required. 
The ability to plan strategically and discipline 
to adhere to plans. At least 3 years in televi¬ 
sion marketing preferred. Send resume and 
a tape of your latest work to HR, WJBF 
NewsCHANNEL 6, 1001 Reynolds Street, 
Augusta, GA 30901, fax (706) 828-7204, 
email HR@WJBF.com. Deadline is August 
29, 2003 NO PHONE CALLS. "EOE 
M/F/DA/". WJBF is a drug free workplace. 
Offer of employment is contingent upon ap¬ 
plicant passing a substance abuse test. 

TELEVISION 

Technical Careers 

TELEVISION 

Producer Careers 

BROADCAST TECHNICIANS 
ENG Personnel for a major broadcast facil¬ 
ity in NYC. *ENG field operations with cam¬ 
era (and microwave truck) experience. 
‘Videotape Editors ‘ENG Maintenance 
Broadcast studio personnel ‘Studio 
Technical Directors ‘Audio Operators ‘CG 
(Pinnacle Deko) Operators ‘Broadcast 
Equipment Maintenance Technicians. Can¬ 
didates must have experience operating in a 
live news and/or entertainment show envi¬ 
ronment. Employment would commence 
Spring/Summer 2003. Out-of-town appli¬ 
cants accepted for these positions will be re¬ 
imbursed for airfare, hotel, and per diem ex¬ 
penses. Send resume to: BMC, Box 322, 
998C Old Country Road, Plainview, NY 
11803. Fax: 212-308-6996 Phone: 212-
751-2393. This employment would occur in 
the event of a work stoppage and would be 
of a temporary nature to replace striking per¬ 
sonnel. This is not an ad for permanent em¬ 
ployment. An equal opportunity employer. 

MORNING SHOW PRODUCER 
WNBC-TV, (NYC) is searching for a Morning 
Show Producer for our #1 rated morning news 
show. We are looking for a take charge indi¬ 
vidual who will deliver a broadcast that is ener¬ 
getic and full of news and information. The 
successful candidate will oversee all the ele¬ 
ments, including directing reporters live in the 
field, conceiving pre-produced reporter; fran¬ 
chise segments; booking newsmaker and fea¬ 
ture guests. Coordinate production; coverage 
with planning and managing editors. Supervise 
and evaluate directors, writers, and production 
staff. Assure compliance with all relevant laws 
and company policy on broadcasts and con¬ 
cerning news operations. Candidates should 
have experience in other forms of television i.e., 
talk, magazines, sports, etc. Strong journalistic 
skills, significant experience as a TV newscast 
producer. Apply @ www.wnbc.com (no 
calls/tapes). Via fax: 212/664-6449. EOE, M/F/V 
We regret that we will only be able to respond to 
those applicants in whom we have an interest. 

Director Careers 

DIRECTOR AND GENERAL MANAGER -
KVCR-TV-FM 

San Bernardino Community College District, 
SBCCD, is seeking a Director and General 
Manager for KVCR Public Radio and Televi¬ 
sion, affiliate of NPR, PRI, and PBS. The in¬ 
cumbent functions as the administrator of 
broadcast operations and programs to the 
Inland Empire. In this capacity, the incum¬ 
bent reports to the Chancellor and is 
charged with the responsibility of planning, 
organizing, and administering the public ser¬ 
vice radio and television operations and re¬ 
lated activities. MINIMUM QUALIFICA¬ 
TIONS: A minimum of a Bachelor's Degree 
in Communications, or a related field, from 
an accredited institution of higher education 
(with an advanced degree desirable). Five 
years experience in a television broadcast¬ 
ing facility or related entity with at least three 
years in a senior administrative position; or, 
any combination of education and experi¬ 
ence that would provide the required qualifi¬ 
cations. SALARY: Starting salary of 
$98,448 to $104,784 per year is determined 
by experience. APPLICATION DEADLINE: 
FRIDAY. AUGUST 29. 2003. 5:00 PM. San 
Bernardino Community College District, 114 
South Del Rosa Drive, San Bernardino, Cal¬ 
ifornia 92408. Phone (909) 382-4040. 
Website: http://www.sbccd.cc.ca.us 

Producer Careers 

NEWS PRODUCER 
WFMZ-TV serves Eastern Pennsylvania and 
Western New Jersey, a short drive from 
Philadelphia, Manhattan, and the Poconos. 
We're looking for experienced news produc¬ 
ers for our Allentown and Reading offices. 
Send resume, reference contacts and writing 
samples to Job #L075, WFMZ-TV, 300 East 
Rock Road, Allentown, PA 18103. EOE 

GOT WHAT IT TAKES? 
What We've got: A fully digital facility, excel¬ 
lent benefits, competitive salary and unlimited 
growth opportunities with one of the nation's 
largest station groups. Three exciting oppor¬ 
tunities at KRIV Fox 26 in Houston, as we 
expand to Houston's only four-hour morning 
news: Executive Producer, Newscast Pro¬ 
ducer, and Fill-in Producer. What you’ve got: 
Leadership skills, excellent news judgment, 
creative story tellingskills and organization 
mastery. You'll produce newscasts, breaking 
news, and news specials. In addition, you'll 
coordinate live event coverage, field produce, 
write, research, and produce individual sto¬ 
ries. Your broadcast news experience and 
current management skills will demonstrate 
your ability "To Win" in the drive to be the best 
newscast in Houston. A degree in communi¬ 
cations is preferred. Tape required. We are 
an Equal Employment Opportunity Employer. 
Please send resume and tape to 
recruiter@fox26.com or fax to 713.479.2728. 
Or mail to 4261 Southwest Frwy. Houston, 
Texas 77027, Attention: Human Resources. 

Operations Careers 

OPERATIONS MANAGER 
Insight Media, has an immediate leadership 
opening in our Central Indiana Market (Indy 
area) to manage the Operations team. Fi¬ 
nancial reporting, ad insertion, traffic/billing, 
software maintenance and commercial pro¬ 
duction. A great promotional opportunity for 
the career focused individual. Candidate 
must have prior Media Sales traffic and 
billing exp. with demonstrated leadership 
abilities. EOE, Drug Free Workplace Send 
resume to: mediajobs@insightma.com 

Get the latest industry news: 

www.broadcastingcable.com 
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TELEVISION 

News Careers 

ANCHORS, REPORTERS, 
PHOTOJOURNALISTS 

Needed for new start up NBC affiliate located 
in Casper, Wyoming. Al new facility - all new 
equipment. College degree and experience 
preferred. Must be able to carry and operate 
news gathering equipment and have a clean 
driving record. Send resume and VHS tapes 
to HR Dept. KCWY-TV, PO Box 1540, Mills 
WY 82644. email: vfender@kcwy13.com. No 
phone calls please. 

TOPICAL PROMO 
WRITER/PRODUCER/EDITOR 

Do you have a passion for topical news promo¬ 
tion? Then rush your reel and resume to us to¬ 
day! We are WAVY-TV(NBC) and WVBT-
TV(Fox 43)the leading news operation in 
Norfolk, VAI We need a self-starter with proven 
writing, producing and editing skills. News im¬ 
age, station promotion and other on-air fare will 
also be on your plate. Aftemoon/evening shift. 
Non-linear editing a plus. Must have college 
degree. Prefer 1-2 years experience in broad¬ 
casting or similar field. Send reel and resume: 
Judy Triska, Creative Services Director, 300 
WAVY Street, Portsmouth, VA 23704, 
Judy.ttiska@wavy.com, EOE 

PHOTOJOURNALIST 
Do you have a passion for great pictures and 
sound? Do you relish an atmosphere where 
your ideas count? If so, there is a rare oppor¬ 
tunity to join our team. At least one year of ex¬ 
perience in commercial television is required. 
Resume/tape to John Hendon, Assistant 
Chief Photographer, WYFF-TV, 505 Ruther¬ 
ford Street. Greenville, SC 29609. EOE. 

TELEVISION PRODUCER/DIRECTORS 
WISH-TV seeks talented Producer/Direc-
tors. Duties include directing fast-paced live¬ 
intensive newscasts, some commercial pro¬ 
duction, LWS updates and breaking news 
cut-ins. College degree and supervisory 
skills a must! Minimum 3 yrs. directing ex¬ 
perience preferred. Skills in operation of 
GV4000 + 4 Channel Krystal DVE a plus. 
Scheduling flexibility necessary. NO PHONE 
CALLS! Cover letter, resume' including ref¬ 
erences and tape with director's track to 
Production Manager, WISH-TV 1950 N. 
Meridian, Indianapolis, IN 46202. M/F EOE 

Production Careers 

PRODUCTION/PROMOTIONS MANAGER 
WUVP, Philadelphia's Univision television sta¬ 
tion, is seeking a full time, "hands-on" Produc-
tion/Promotions Manager for its busy Vineland. 
NJ studio team. Candidate will need to have 
strong organizational, planning, presentation 
and interpersonal skills: must be a multi-tasker. 
The ability to confidently operate linear and 
non-linear editing equipment, cameras, audio 
equipment and graphics equipment as well as 
experience with studio and field lighting is pre¬ 
ferred. College degree in applicable field as well 
as two years of experience in commercial pro¬ 
duction and management experience are pre¬ 
ferred. Fully bilingual in Spanish and English is 
essential. Send resume and cover letter to: 
WUVP Human Resources, P.O. Box 340, New¬ 
field, NJ 08344 ATTN: Job #WUVP03-02. NO 
PHONE CALLS. M/F EOE 

CABLE 

Business Opportunity 

FOR SALE 
Own a TV business in an upscale Colorado 
ski town. Profitable local cable station/ad 
sales insertion/video production operation. 
Ideal for owner/operator with production 
and ad sales capabilities. $450,000 in¬ 
cludes studio/production suite; seller fi-
nancing/partnership possible. Inquiries to 
resorttvl 3@hotmail.com 

Marketing Careers 

FIELD MARKETING 
COORDINATOR 

STAMFORD, CT 

Outdoor Life Network is looking for an 
experienced, highly motivated person with strong 
attention to detail to coordinate system marketing 
activity within the Eastern Division. Various duties 
of affiliate marketing include system trainings, 
network representation at promotional events and 
trade shows, and marketing campaign distribution. 
Position requires 2-3 years of cable industry and 
sales and marketing experience as well as a four-
year college degree in Telecommunications and/or 
Marketing. Proficiency required in Microsoft Word, 
Excel, PowerPoint, Lotus Notes, and database 
management. 

Please forward cover letter and 

resume, indicating position of interest 

by E-mail to: jobs@olntv.com 

OUTDOOR LIFE 
NETWORK 

No Phone Calls Please. 
EOE M/F/D/V 

RADIO STATIONS FOR SALE 
Three FM consolidation opportunity in small 
rated Southeastern market. $5,000,000 price 
justified by strong revenue and cash flow Ex¬ 
cellent opportunity for an owner/operator or 
group owner. Contact greg@patcomm.com 
for more information. 
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The Stars Come Out on the Nightly News 
Continued from page 1 
on The Tonight Show. 
The Kobe Bryant and Arnold 

Schwarzenegger Show played 
the rest of the week on cable 
channels, the celebrity news 
shows and newscasts every¬ 
where. By week’s end, the sup¬ 
porting cast included a water¬ 
melon-smashing comedian, a 
funny-looking child actor grown 
old, a porn star and porn pur¬ 
veyor. When Jerry Springer an¬ 
nounced he wasn’t going to run 
for Senator from Ohio, it was just 
another so-so item for televi¬ 
sion’s most influential political 
show: Entertainment Tonight. 

Celebrity and news have tan¬ 
gled before, of course. CNN 
commentator Jeff Greenfield 
noted the well-publicized trials 
for alleged sexual crimes of ac¬ 
tors Fatty Arbuckle or Erroll Fly¬ 
nn. When Richard Nixon was 
vice president, he used television 
for his famous “Checkers” 
speech. Ross Perot became a vi¬ 
able political candidate through 
appearances with CNN’s Larry 
King. In 1992, candidate Bill 
Clinton put on shades and 
played sax with the band on Ar¬ 
senio Hall’s old talk show. 

‘CELEBRIFICATION’ 
“The impulse is no different,” 
Greenfield said. “The difference 
today is its sheer volume.” 

“There’s been a trend toward 
‘celebrification’ of the culture,” 
said former CNN Washington 
Bureau Chief Frank Sesno, now a 
professor at George Mason Uni¬ 
versity. “The news merely re¬ 
flects the culture in that respect, 
but increasingly competitive ca¬ 
ble channels drive this trend on 
an ever-accelerating track. 
Celebrity often provides a simple 
story; easy to sink your teeth 
into. In both |the Bryant and 
Schwarzeneggerl cases the ma¬ 
terial is irresistible.” 

All of which underscores “the 
dilemma of opening courtrooms 
to cameras” in a post-O.J. world, 
said Sesno. It produces “a circus 
atmosphere around sometimes 
totally perfunctory proceedings.” 

Jerry Burke, Fox News Chan¬ 
nel’s executive producer for day¬ 
time programming, said that 
when he saw the scaffolding in 
the news camps around the Col¬ 
orado courtroom he instantly 
thought of the Simpson trial. 
“That was where tabloid jour¬ 
nalism morphed into main¬ 
stream; I saw it happen.” 

The Kobe Bryant case has been 
a hot media topic since early last 
month when a 19-year-old wom¬ 
an accused the basketball star of 
sexually assaulting her at the Col¬ 
orado resort where she worked. It 

has yet to take on O.J. dimen¬ 
sions, but it’s still early. 
Schwarzenegger has been 

talking about running for gover¬ 
nor for a while, but many 
thought he had given up on the 
notion. So it came as a surprise 
to most Hollywood and political 
reporters when he told Jay Ixmo 
during The Tonight Show’s 
Wednesday taping that he would 
make a run for the state house. 

"It’s another bizarre chapter in 
California politics and the stuff 
that goes on in California,” said 
Jeff Wald, news director at 
KTIJ\(TV) Los Angeles. 

the plane to Colorado.” 
At CBS, David Letterman’s Top 

10 list of Schwarzenegger 
pledges was topped by the ac¬ 
tor’s supposed promise that he’ll 
“Speak to voters in clear, honest, 
broken English." 
Even Schwarznegger’s mar¬ 

riage to NBC News’s Maria Shriv¬ 
er adds to the media-politics 
connection: She’s from the na¬ 
tion’s most famous political fam¬ 
ily (that’s the Kennedys, not the 
Bushes). Shriver took a leave 
from NBC last week when 
Schwarzenegger annnounced 
his candidacy. 

of truth surrounded by bad 
taste,” but like so many other 
celebrity news stories last week, 
he could see why the news net¬ 
works would “replay and replay 
and replay” the comment. 

MEDIA FIELD DAY 
California’s recall election also will 
supply plenty of media fodder. Al¬ 
though the most famous candi¬ 
date is the actor who played Co¬ 
nan the Barbarian and Danny 
DeVito’s twin, also running is wa¬ 
termelon-smashing comedian 
Gallagher, career pundit Ariana 
Huffington, former Dijf'rent 

Schwarzenegger will have to get 
serious. Said Greenfield: “He 
cannot spend the next 60 days 
offering movie lines in non¬ 
threatening forums like The 
Tonight Show," which scored its 
best Wednesday ratings in four 
years on the day the actor made 
his announcement. 

But as of Friday, Schwarzeneg¬ 
ger had turned down appear¬ 
ances on the Sunday morning po¬ 
litical shows despite impassioned 
pleas from producers at Face the 
Nation, Meet the Press and This 
Week with George Stephanopou¬ 
los. (A staffer at Fox News Sunday 

The news media with satellite trucks in tow, went to Eagle, Colo., for the arraignment of Kobe Bryant. He said only two words to the judge: "No, sir.” 

Schwarzenegger, with his 
name recognition and political 
ambition, has been given a rare 
opportunity. Critics of sitting 
Govenor Gray Davis late last 
month collected over a million 
signatures, forcing a recall elec¬ 
tion this fall. Voters will be asked 
first if they want to recall Davis. 
If they vote yes, they may then 
vote for a replacement. It takes 
only a handful of signatures and 
a few thousand dollars to get on 
the replacement ballot. 

“In the real world, the reason 
ISchwarzenegger is| the frontrun¬ 
ner is because he’s a celebrity,” said 
Andrew Tyndall, who monitors TV 
news for his Tyndall Report. 

THE LINES BLUR 
With both stories simultaneous¬ 
ly in the news, the line between 
show biz and the news biz has 
nearly disappeared—as did the 
lines between fact and fiction, 
and the serious and trivial. 

Jay Leno quipped that the re¬ 
porters left in Los Angeles to 
cover Schwarzenegger’s an-
nouncment “must have missed 

On the same night Bryant was 
arraigned in Colorado, he appeared 
on tape on Fox’s Teen Choice 
Awards, acknowledging his legal 
problems while many in the audi¬ 
ence gave him a rousing ovation. 

That got played over and over 
again on the news, but it turned 
out Fox edited Bryant’s accep¬ 
tance remarks. The Associated 
Press reported that Bryant told 
the audience, “an injustice any¬ 
where is an injustice every¬ 
where," a paraphrase of a fa¬ 
mous Martin Luther King Jr. 
quotation. A Fox spokesman told 
the wire service that the net¬ 
work’s standards department de¬ 
termined that his legal problems 
were not germane to accepting 
an award for his sports prowess. 
Mark Cuban, owner of the 

NBA's Dallas Mavericks caught 
heat for suggesting Bryant’s rape 
accusastion would help NBA at¬ 
tendance because the curious 
would want to see Bryant when 
his Los Angeles Lakers came to 
their town. Fox News media crit¬ 
ic Eric Burns said it was the kind 
of observation that had a "kernel 

Strokes star Gary Coleman and 
Hustler publisher Larry Flynt. 

Pom star Mary Carey is flirting 
with a candidacy built on a plat¬ 
form of tax-deductible lap 
dances to promote stress reduc¬ 
tion and the general welfare 
while, semi-celebrity actress and 
candidate Angelyne has, so far, 
used platforms only for hanging 
her self-promoting billboards. 
And when the candidacy of 

the newly dubbed "Governator” 
forced U.S. Rep. Darrell Issa out 
of the race, KTLA Los Angeles 
was able to offer its own Arnold-
pun, “Issa la vista, baby.” Issa 
had led the recall petition drive, 
spending $1.5 million of his own 
money in the effort. 

But the story of an already world 
famous and apparently viable can¬ 
didate for the governorship of a 
key state; one which has already 
elected an actor governor and 
helped launch him to the presi¬ 
dency; fits any definition of news. 
The Schwarzenegger candidacy 
will directly affect millions in Cali¬ 
fornia and across the nation. 
To be taken seriously, 

with Tony Snow said an appear¬ 
ance there was possible because 
Snow is the actor’s friend, but 
nothing was definite.) 

On the same day as the Bryant 
hearing and the Schwarzenegger 
announcement, coincidentally, 
journalists were denied—and 
the public was spared—a 
Springer candidacy. Said CNN's 
Leon Harris, “Politics can be a 
pretty dirty business. But you 
know despite that, Jerry Springer 
is still not interested.” 
Springer showed up on nu¬ 

merous media outlets last week, 
defending his show as a “silly” 
entertainment and less exploita¬ 
tive than news which, he says, 
invades people’s lives against 
their will. That could make a 
viewer think he should reconsid¬ 
er his decision. 

Greenfield said that the con¬ 
tinuing discussion of media 
feeding frenzies becomes self-
fulfilling. “Whenever you hear 
someone on the air talking 
about a media circus,” he said, 
“you’re looking at one of the 
clowns.” ■ 
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DeWitt's Exit Raises Questions About SNTA 
Continued from page 1 
last week said it was important 
that the organization be kept 
afloat to generate awareness 
about the benefits of syndication 
to the advertiser and agency 
community. 

But outsiders were puzzled over 
the fact that the association’s 
members—who weren’t talking on 
the record last week—can’t seem to 
get their act together, find a com¬ 
mon message they can agree on, 
and back a staff long term to get 
that message out. Observers note 
that the turmoil that led to DeWitt’s 
departure has been out in the open 
for several months. And not having 
a plan in place upon the an¬ 
nouncement of his departure 
doesn’t say much about the orga¬ 
nization. “The way this played out 
really makes them look stupid,” 
said one executive familiar with the 
association’s operations. 

Added a senior-level ad agen¬ 
cy executive: "The SNTA is just a 
dysfunctional organization to 
begin with. Syndication is its 
own worst enemy and they’re 
lucky they benefitted from this 
year’s hot market.” 

DeWitt was the second senior 
level advertising veteran in the 
last two years to head the organi¬ 
zation. He joined the SNTA in 
April of 2002 after running Opti-
media, a unit of Publicis. But he 
wasn’t there long before he start¬ 
ed butting heads with the then 
chairman of the association, Marc 
Hirsch, who runs the barter ad¬ 
vertising division at Paramount. 

Some sources last week ques¬ 
tioned DeWitt’s hiring in the first 
place. He wasn’t exactly a big 
supporter of syndication when 
he had his own ad agency, De¬ 
Witt Media, sources said. 

Sources say Hirsch, who head¬ 
ed up the internal SNTA search 
committee for a new' president 
in 2001, and DeWitt, ended up 
disliking each other. The reason? 
DeWitt, used to running his own 
company (which he sold to Pub¬ 
licis) and calling the shots, 
thought he was being micro-
managed by Hirsch. 

There was tension leading up 
to this year’s first annual SNTA 
conference in New York. And 
while members generally 
thought it came off pretty well 
(agencies also gave it good 
marks), Hirsch and others 
thought DeWitt’s presentation 
was not well done. And, sources 
say, much of the SNTA confer¬ 
ence’s planning and logistics 
were carried out by the mem¬ 
bers—particularly Hirsch and 
Universal Television’s Elizabeth 
Herbst, not DeWitt and SNTA. 

That’s partly due the fact that 

the trade group never has had 
much of a staff. While SNTA 
members have increased the 
budget of their trade group over 
the years, it’s always been a 
shoestring operation. Sources 
say that the main reason Allison 
Bodenmann, the agency veteran 

who held the job before DeWitt, 
opted not to renew her contract 
in 2001 was that she tired of do¬ 
ing everything without an ade¬ 
quate support staff. 
According to 1RS files, she 

made $221,250. 
Sources say SNTA had agreed 

to pay DeWitt more than 
$600,000 a year under a three-
year contract. If nothing else, that 
salary showed that syndicators 
were ramping up the budget and 
at least trying to take the associa¬ 
tion to some ill-defined “next lev¬ 
el.” What kind of a settlement De¬ 

Witt gets for the last two years of 
his contract remains to be seen. 

DeWitt, who didn’t return calls 
last week, had enough left over in 
his budget to hire Hadassa Gerber, 
a top notch research executive 
that worked with him at DeWitt 
Media and later at Publicis. ■ 
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When E. (F.) Hollings Talks... 
Ernest (Fritz) Hollings (D-S.C.), the senior senator on the 

Commerce Committee and a central figure on the com¬ 
munications regulation landscape for the better part of 

four decades, said last week he would retire next year. Calling 
him a friend to free, local broadcasting, NAB President Eddie 
Fritts said he was saddened by the news. Frankly, our feelings 
are mixed. Like Fritts, we will miss Hollings, as will anyone with 
an appreciation of the Southern accent that mellows and at¬ 
tenuates with age. Nobody is better than Hollings at the kind of 
courtly speech that makes a stinging rebuke read like a black¬ 
tie dinner invitation in the next day’s Congressional Record. 

Fritts and broadcasters certainly need all the friends they 
can get in the current climate. But congressional friendships 
frequently come with a price tag. The paternal and avuncu¬ 
lar Hollings has a penchant for wanting to parent the medi¬ 
um, telling it what to put on and when. We have always coun¬ 
seled that content regulation is an untenable price to pay for 
the loosening of structural regulations, but with friends like 
Hollings, broadcasters have been tempted to see it as, in¬ 
stead, an acceptable cost of doing business. 

Hollings’ double-edged sword was on prominent display back 
in 1994, when he was pushing a broadcaster-friendly Commu¬ 
nications Act rewrite. At the same time, he was pushing for more 
government control over broadcast speech, eventually passing 
in committee a bill that would have banned violent program¬ 
ming during certain times and funded a government-issue re¬ 
port card (effectively a hit list) of violent programs and their ad¬ 

vertisers. Cooler heads prevailed, but with Hollings’ support for 
a deregulatory review of the act and his opposition to spectrum 
fees crucial to broadcasters, there was less opposition to his con¬ 
tent proposals than was healthy for the industry’s First Amend¬ 
ment status (See: V-Chip). Broadcasters’ best friends remain 
those who share an abiding respect for freedom of the press. 

Overdue Review 
A group of First Amendment fans, including several station 
groups, People for the American Way, and attorney Robert Com-
Revere, have asked the FCC to open a notice of proposed inquiry 
on its indecency rules. The group argues that the FCC is taking 
far too much liberty with the limited content regulation powers 
it was granted in the Pacifica case. Specifically, the FCC has used 
its condemnation of the particularly offensive speech on Infin¬ 
ity’s WKRK-FM Detroit as a springboard to more active inde¬ 
cency enforcement, including threatening other broadcasters 
with license revocation for their own potential transgressions. 
Some commissioners feel even that isn’t enough. One of them 
is Michael Copps. Although we disagree with the direction he is 
moving, we agree on at least one thing: Indecency decisions 
should come from the top, since they become the precedent go¬ 
ing forward given the built-in vagueness of the standard. 

We also agree with Corn-Revere that it is time to look at the 
indecency rules in light of today’s marketplace, and that such a 
review should result in less FCC content regulation, not more. 

AIRTIME 
GUEST COMMENTARY 

At Fox, Diversity Initiatives Thrive 
I read with a sense of déjà vu the July 14 Airtime of Mark D. Walton, “For More Behind-Scenes Di¬ 

versity,” on the state of diversity in the television 
industry. Déjà vu set in because every one of the 
ideas, or “lessons,” suggested by Walton have been 
implemented at the Fox Entertainment Group. 

I was hired by Fox three years ago to create and 
run the Office of Diversity Development, which 
has helped effectuate dramatic gains for women 
and people of color in our broadcast, filmed en¬ 
tertainment and cable programming divisions. On 
the broadcast side, 17 of our 22 series last season 
included ethnically diverse or female directors, 
with 26 people of color directing 75 episodes 
(twice the number from the 1999-2000 season), 
and women directing 29 episodes. Similarly, 19 of 
our 22 series last season included at least one di¬ 
verse writer or producer of color, with a total of 37 
writers and producers of color staffed on those 19 
series (more than 3 times those in 1999). 

How did Fox accomplish such dramatic im¬ 
provement? We implemented proven diversity pro¬ 
grams in new and creative ways, taking into ac¬ 
count the unique characteristics of our industry and our 
company. The programs in place at Fox include: (1) The launch 
of a writers initiative designed to identify, develop and hire di¬ 
verse writers for various positions on Fox series; (2) the devel¬ 
opment of a talent database that tracks diverse writers and di¬ 
rectors for internal pitching to our series’ producers through Fox 
television executives; (3) internships at colleges and graduate 
schools, including a paid internship program at historically 
black Howard University in Washington; (4) management train¬ 

ing programs that involve mentoring of trainees by 
company executives; (5) hiring initiatives that en¬ 
sure inclusion of persons of color and women in 
the candidate pools; (6) a procurement program 
that ensures access for minority and women-
owned businesses, resulting in purchase gains from 
diverse companies totaling in the millions of dol¬ 
lars. This is just a sample of the diversity initiatives 
in place and on the drawing board at Fox. 

Mr. Walton was absolutely correct about his final 
two “lessons.” Top management at our company— 
Peter Chemin, president and chief operating offi¬ 
cer of Fox Entertainment Group, Sandy Grushow, 
chairman of the Fox Television Group, and Gail 
Berman, president of Entertainment for Fox Broad¬ 
casting Co.—has set the tone and the agenda for 
Fox’s diversity program. Their commitment is evi¬ 
denced in the dramatic improvement realized in 
the last three years. They live by the motto that fail¬ 
ure in the area of diversity is not an option. More¬ 
over, they ensure that this attitude infuses the en¬ 
tire organization by incorporating diversity 
benchmarks as part of our company’s appraisal and 

compensation process. In this and other respects, they have put 
teeth into a diversity program that we believe is second to none. 

Is it time to sit back and rest on our laurels? Far from it. We 
have only just begun, and Fox will not rest until the issue of 
diversity is no longer an “issue,” until it is part of the very fab¬ 
ric of our company, our industry, and our society. 

Mitsy Wilson is senior vice president, diversity development, 
Fox Entertainment Group. 

Top management 
at our company 
... has set the 
tone and the 
agenda for Fox's 
diversity 
program. 

Mitsy Wilson 
Fox Entertainment 

“The seeming fading of impartiality [of television 
news] is a direct result of the deregulation of 
radio and television ... Networks and stations 
that pander to a particular political audience 
aren't doing it for philosophical reasons; they 
simply perceive a valuable demographic group. I 
always think of the Monty Python sketch in 

“We never show you how horrible it really is. It 
really is much, much worse than anything you 
ever see on television. You can’t imagine. And 
we talk about that. We don’t show it to you. 
The principle isn’t that we’re trying to be pro-
American. It’s something that falls more into 
standards and practices. We don’t show naked 
breasts, and we don’t show the guy burnt in a 
tank. And we talk all the time about that: 
Should we break that taboo? And if we did, 
that would have huge impact. Huge." 
John Donvan. ABC News’ Nightline, on 

the media’s depiction of the war in Iraq, 
quoted in New York magazine. 

“This reminds me of the 
great scene in the movie and 
the play Chicago, where 
Richard Gere turns to 
Roxy Hart and says, ‘It’s 
all one big circus.’ This is 

the summer story of 2003. 
Congress is out of town. President’s going 

on vacation. Not a whole lot is happening. We got 
to keep the audience, so we give them a razzle 
dazzle story, like Kobe Bryant.” 

Cal Thomas, syndicated columnist, 
on Fox News Watch 

which the same newscast is repeated five or six 
times for different animals. ‘And now the news 
for Wombats. No wombats were involved in a 
collision on the M-4 motorway ... And now the 
news for Parakeets. No parakeets were involved 
in a collision on the M-4 motorway.’ ” 

Keith Olbermann, 
MSNBC’s Countdown, in The Hartford Courant 

“You can’t show buttocks 
in 2003. It's unbelievable.” 
Tom Gutteridge 
creative director of Tele¬ 
vision Corp., on having 
to edit a thong-wearing 
contestant on Paradise 

Hotel, quoted in 
The Independent (London) 

WE LIKE LETTERS 
If you have comments on anything that appears on 
these pages and would like to share them with other 
readers, send them to Harry A. Jessell, editor in 
chief (e-mail: hjessell@reedbusiness.com, fax: 
646-746-7028 or mail: Broadcasting & Cable, 
360 Park Avenue South, New York, NY 10010). 
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Roseanne in Ruins 
No one cares, least of all the comedian herself 

I promised not to write about reality television anymore, and changed 
my mind only after I saw The Real 

Roseanne Show on ABC last week. I was 
one of few. The premiere "attracted” a 
7% share in 18-49s—an abysmal per¬ 
formance—but it taught me several 
lessons about reality these days: 

It’s not fun. It’s grim. It’s nasty. And it’s 
not escapist. Dramas end when they 
catch the bad guy. Sitcoms end with a 
laugh. Reality ends, in weekly episodes, 
with plots against friends and neigh¬ 
bors, phony alliances and evil intent. 
Roseanne takes all of those traits to 

new narcissistic levels. You cannot 
watch The Real Roseanne Show and 
not be appalled by her, or by her 
crowd of hangers-on, or really, by the 
contrivance of the entire program. Or 
grimly, by the fact that watching one 
hour of her show is like reliving your 
worst day at work. 

I do believe Roseanne is, as she is 
presented here, a slobby, unfunny, 
unmotivated has-been, who for the 
sake of a “reality” television show 
walks around for an hour seeming to 
be doing something. Real Roseanne is 
a low point in the loaded-with-low-
points history of reality television. 

So maybe when I sat down to watch 
I was just in a bad mood? Quite the op¬ 
posite. I was in just about the same 
mood zone as any other working stiff, 
who wants to come home, turn on the 
television... and escape. 

But a requirement of the escapist 
formula is that the medium fill the 
room with likeable people and a hero 
to root for. 

Roseanne made that impossible be¬ 
cause in one of the most inadvertentiy 
real parts of the program, we recog¬ 
nized how all those tabloid stories 
about her must be at least partially 
true. She seemed monstrously unfun¬ 
ny. surrounded by men and women 
who play the part of people devoted to 
her, including one guy who is a “face 
reader” and counsels her against hiring 
people based on his opinion of their 
mugs. Now, there’s a guy to like. 

Real Roseanne is a reality show about 
Roseanne’s preparation to pitch and 
then produce a cooking show (which 
in fact will be produced for ABC Fami¬ 
ly). Her ambitions are as fatuous as she 
is: “talk, eat, meet famous people and 
make fun of them.” Reality television is 

giving everybody their 15 minutes but 
I never thought it was going to give that 
to people who have already exceeded 
their allotment. Put Roseanne next to 
Anna Nicole Smith’s show and you 
could revive radio. 

■ 
A few weeks ago, I wrote a column 

that in short pointed out that HBO’s 
self-congratulatory posturing disguised 
the fact that some HBO shows are just 

merely good, not, as they like to say, 
"groundbreaking.” Of course, shortly 
after that column HBO got 109 Emmy 
nominations, which made me have to 
re-examine Shinola bottles. 

Anyway, in that column, I suggest¬ 
ed that plans by Warner Bros, to syn¬ 
dicate Sex and the City were going to 
be a tough sell because without the 
sex and language, there wasn’t much 
of a show. To be sure, almost immedi¬ 
ately, Dick Robertson, the president of 
Warner Bros. Domestic Television 
Distribution, dispatched two top lieu¬ 
tenants, Bill Marcus and John Buck-
holtz, to New York to show me edited -
for-broadcast versions of Sex to prove 
to me just how wrong I was. 

I was. 
The edited versions are basically 

Sex and the City Without Samantha. 
She still shows up in most of the 
scenes with the other women, but is 
never seen having sex, and hardly 
ever talking about having sex. By and 
large, and pretty artfully, editors have 
de-sexed the show for syndication. 

They had a little room because on 
commercial-free HBO, Sex runs 

longer than it will on commercial TV. 
So by cutting out three or four min¬ 
utes of sex stuff, the show is ready for 
prime time. Actually, I think the show 
plays a little smarter without the 
“shock” of the frank talk and nudity. 

So in the interest of fairness, I take 
back my earlier doubts. Also, 1 perform 
this skinback because for the first time 
in over 20 years of writing about tele¬ 
vision, I’ve never had three sales exec¬ 
utives ever do a hard sell on how un-
sexy their product was. (In that regard, 
the good old days really were better.) ■ 

Bednarski may be reached at 
pbednarski@reedbusiness.com 

You cannot watch The Real Roseanne Show anú not be appalled by 
her, or by her crowd of hangers-on, or really, by the contrivance 
of the entire program. Or grimly, by the fact that watching one 
hour of her show is like reliving your worst day at work. 
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Tauzin Denies He'll Quit 
For Valenti's MPAA Jeb 
Continued from page 1 
crative lobbyist post, perhaps suc¬ 
ceeding Jack Valenti as head of the Mo¬ 
tion Picture Association of America. 

If Tauzin exits, his departure would 
probably ignite a turf battle over the 
Commerce Committee’s helm be¬ 
tween senior Republicans. Next in se¬ 
niority on the panel is Rep. Michael 
Bilirakis of Florida, but Financial Ser¬ 
vices Committee Chairman Michael 
Oxley of Ohio once battled Tauzin to 
lead Commerce and might want to 
jump back to the panel if leadership 
becomes an option. 

Another option for Tauzin could be 
the $1 million-per-year job running 
the Cellular Telecommunications In¬ 
dustry Association, which will be va¬ 
cant at the end of this year. And Tauzin 
had been said to be in the running to 
head the Recording Industry Associa¬ 
tion of American until that group 

Tve been with Billy 10 years. 
Trust me, if Billy had one foot 
out the door I'd have both feet 
out the door.' 

Ken Johnson, Tauzin spokesman 

picked Republican lobbyist Mitch 
Bainwol two weeks ago. 

Tauzin’s staff is so sick of the ques¬ 
tions about his future they initially re¬ 
fused even to address the issue last 
week. "We’re not going there. We don’t 
want to get that whole thing started 
again," said Tauzin spokesman Ken 
Johnson. But Johnson answered any¬ 
way. ‘Tve been with Billy 10 years,” said. 
“Trust me, if Billy had one foot out the 
door I’d have both feet out the door.” 

Johnson said he was phoning in his 
comments from home because he 
had taken the day off to help prepare 
a half-page campaign ad that will run 
in 21 Louisiana papers at the end of 
August. 

Why the continued speculation? 
Tauzin over the years has made a lot 

of friends in the entertainment indus¬ 
try. He also has a lot of the personal 
skills necessary to replace the leg¬ 
endary Valenti, who has managed to 
keep fractious Hollywood interests 
united on public policy. 

He’s a quick study on new issues and 
uses his jocular style to make friends in 
both political parties. Also, he’s rakish 
enough that no one would have a hard 
time seeing him jump from public ser¬ 
vant to lobbyist. “He has a lot of quali¬ 
ties that would serve MPAA well,” said 
Michael Gardner, a Washington attor¬ 
ney who has represented producers, 
writers and other Hollywood execs. 

Gossip about his plans reached fever 

pitch during the last week of June, 
when Congress Daily, a Capitol Hill tip 
sheet, quoted unnamed Republican 
sources predicting Tauzin would resign 
this year. The publication also said 
GOP leaders had begun discussions 
about a successor to Tauzin as chair¬ 
man of the commerce panel. 

Days later, Tauzin tried to put the 
speculation to rest. In a “Dear Col¬ 
league” letter to fellow House mem¬ 
bers, Tauzin said he plans to seek re¬ 
election in 2004. He also laid out plans 
for the Commerce Committee’s agen¬ 
da for the coming session, noting that 
GOP term limits for committee chair¬ 
man allow him to remain at his Com¬ 
merce Committee post until 2006. 

Yet the rumors persist, in part be¬ 
cause few believe the 60-year-old 
Tauzin would pass up the lucrative 
MPAA post, which currently pays 
roughly 10 times his $154,700 congres¬ 
sional salary. Also Capitol Hill publica¬ 
tions have reported that Tauzin’s son, 
now working in community relations 
for BellSouth, has voiced an interest in 
running for the Congressional seat 
when dad steps down. 
The Louisiana lawmaker also is 

leading the fight, at risk to the populist 
image he’s crafted for hometown vot¬ 
ers, to protect the FCC’s recent relax¬ 
ation of media-ownership limits from 
the increasingly popular effort by 
many in Congress to reinstate previous 
restrictions. While that may generate 
some ill will with folks back home, it 
would put him in good stead with 
MPAA members like Viacom and Dis¬ 
ney, which both own TV networks that 
want to see the cap raised. 

But Johnson said the 81-year-old 
Valenti assured Tauzin the job won’t be 
opening imminently. “They haven’t ap¬ 
proached us, nor did RIAA when their 
job was open.” 

MPAA officials refused to comment 
on Valenti’s status or any future re¬ 
placement. 

Tauzin, first elected to Congress in 
1978, has been an ally of both broad¬ 
casters and the cable industry. As 
chairman of the Commerce Commit¬ 
tee, he has brought both industries 
into his office to negotiate a truce in 
the war of digital must carry and has 
brokered industry deals for cable¬ 
ready DTV equipment. Tauzin has 
stuck by his pro-deregulatory posi¬ 
tions even when popular opinion has 
appeared to go against the industries. 

In the past he has helped force the 
FCC to back down from plans to re¬ 
quire broadcasters to give free airtime 
to candidates and to scale back a low-
power radio service that would have 
competed for audience share against 
commercial broadcasters. He also 
shepherded to enactment legislation 
requiring satellite TV providers to car¬ 
ry local broadcast stations. ■ 

When he chaired the Commerce Committee, Hollings (r) sometimes clashed with John Danforth (R-Mo.). 

Hollings Won't Return After '04 
NAB’s Fritts ‘saddened’ by retirement of ‘Hill legend’ 

By Bill McConnell 

In his thick deep-South brogue, veter¬ an Sen. Ernest Hollings last week an¬ 
nounced plans to leave Congress next 

year, bringing an end to his sometimes-
friendly, but more recently angry rela¬ 
tionship with the media 

From a Columbia, S.C., legal training 
center that bears his name, the seven¬ 
term senator confirmed his pending re¬ 
tirement in a talk with reporters that was 
more often a lament on the current state 
of the nation than a reflection on his 
long career. “I’m truly worried about the 
country's direction,” he said. 

Hollings could just as easily been talk¬ 
ing about his current views of broad¬ 
casters and cable companies. Despite 
plans to step down, Hollings isn’t relax¬ 
ing yet and neither can supporters of in¬ 
dustry deregulation. 

He is a lead sponsor of legislation that 
would reinstate the 35% cap on one 
company’s TV household reach, which 
in one form or another is expected to 
come to a vote before the full Senate 
next month. 

Recognizing Hollings’ role in that and 
other broadcaster-backed efforts, National 
Association of Broadcasters President Ed¬ 
die Fritts said he was saddened by the 
news. “Fritz Hollings is a Capitol Hill legend, 
with unquestioned integrity and a fierce in¬ 
dependence that has served his country 
and his South Carolina constituents ex¬ 
ceedingly well. He’s been a friend to free, lo¬ 
cal broadcasting for 35 years.” 

But Hollings and the NAB don’t see 
eye-to-eye on everything. The lawmak¬ 
er for years has opposed the industry’s 
recently successful effort to eliminate re¬ 
strictions on local broadcast/newspaper 
crossownership and is pushing to roll 
back that as well. 

Hollings also won the appreciation of 
the cable industry for pushing the 1996 
Telecommunications Act, which eased 
regulation of the industry and paved the 
way for local franchises to get into tele¬ 
phone and broadband service. “Fritz 
Hollings is one of the true giants in the 
United States Senate and the cable in¬ 
dustry will miss his knowledge and lead¬ 
ership on telecommunications issues,” 
said Robert Sachs, president of the Na¬ 
tional Cable & Telecommunications As¬ 

sociation. Conveniently, Sachs left out 
Hollings’ role in regulating cable rates 
four years earlier. 

With Hollings’ decision. Sen. Daniel 
Inouye of Hawaii becomes the odds-on 
favorite to become the Commerce Com¬ 
mittee’s ranking Democrat. Inouye is 
next in seniority among committee 
Democrats and the ranking member 
post would be a step up in power from 
his current position as top Democrat on 
the Indian Affairs Committee. 

Hollings’ retirement gives Republi¬ 
cans a second strong opportunity to 
pick up a southern seat in their bid to 
maintain control of the Senate in 2004. 
Several Republicans have already 

started campaigning for the seat. 
Hollings would be the third senator to 
retire in 2004, according to the Associat¬ 
ed Press. Sen. Peter Fitzgerald (R-Ill.) and 
Sen. Zell Miller (D-Ga.) have already an¬ 
nounced plans not to run for new terms. 

Decisions by Hollings and Miller to 
step down complicate Democrats’ strat¬ 
egy for holding on to all of their 48 seats 
and gaining seats enough elsewhere to 
regain control of the Senate. In addition, 
Sens. John Edwards (D-N.C.) and Bob 
Graham (D-Fla.) are seeking the Demo¬ 
cratic presidential nomination and have 
not yet said whether they will run for 
new Senate terms. ■ 
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Our M-Series’ iVDR intelligent video digital 
recorder has a familiar look about it. 
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The digital breakthrough 
been waiting for... 

That’s because its touch-screen interface looks just like a VTR—so you 
can run it just like a tape-based system. 

But you don’t have to worry about replacing high-cost tape heads. 
Or transports jamming. Or running tapes here, there, and everywhere. 

That’s because an M-Series ¡VDR is a digital system. No heads to 
replace. No capstans to clean. No rollers that can pinch. 

Or exchange clips with news, graphics, and other applications using 
standard formats such as AVI and QuickTime. 

Major software developers are already supporting the M-Series iVDR. 
They include, Crispin, Dixon Sports Computing, DNF Controls, Encoda 
Systems, Florical Systems, Harris Automation Solutions, OmniBus Systems, 
Pathfire, and Sundance Digital. 

Just plug it in, turn it on, and go. 

The M-Series iVDR features two record and two playbackchannels, more 
than 60 hours of online DV storage, and removable media. And it 
supports any standard-sized media drive using industry-standard 1/0— 
from digital tape to optical disk. 

It’s like having multiple VTRs in one box. 

Best of all, the M-Series ¡VDR lets you do things you never could before. 
Like trim and create video clips and subclips. Or build playlists. 

With its network-friendly design, the M-Series ¡VDR lets you send digital 
clips wherever you want with a push of a button. Its Firewire port can 
ingest video directly from a DV camera. And with the broadest 
compression format support available, the M-Series ¡DVR is architected to 
accommodate future camcorder and compression-format technologies. 

In addition to direct control, the M-Series iVDR offers remote control via 
cable connection, Ethernet network, or specialized software. 

To learn more, please visit www.thomsongrassvalley.eom/M/. 
Or contact your local Grass Valley™ sales representative. 
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