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Galif. TV Loves a Recall:
Great Story, Great CPMs

Gov. Gray Davis is expected to buy lots

of TV time in the effort to save his job.

MADISON AVE.

By DaN TRIGOBOFEF

uddenly California news-
s casts are awash in politics,

and stations will soon be
awash in ads. Since Amold
Schwarzenegger announced
his gubernatorial candidacy on
The Tonight Show two weeks
ago, the star has been given
more California airtime than he
could getin aTNT Terminator
marathon. But Schwarzenegger
and some of the other 135-odd
candidates soon will be paying
for time, too.

Estimates of the coming
political advertising blitz
range from $50 million to
$100 million, concentrated in
the two largest population
centers, Los Angeles and the
San Francisco-Oakland-San
Jose market, where a 30-sec-

Continued on page 8
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TV news struggles to illuminate blackout, but was anybody watching?

By DAN TRIGOBOFF AND JOHN
EGGERTON

orget digital cameras.
Last Thursday, the hot
commodities in news-
rooms were backup gen-
etators, charged-up cell
phores and good old fashioned
shoe-leather. Newsrooms across

//Fox
EWS

channel

Fox News Channel managed to keep Homeland Defense Correspondent
Catherine Herridge (left) and the rest of its New York news crews rolling.

RO!
OTTAWA CLE"ELAP\D

a region ranging from Ottawa,
Canada, to New York City, be-
came campgrounds for TV and
radio journalists who couldn't,
and probably wouldn't, go home.

Indeed, as NBC's Brian
Williams was broadcasting the
bulletin thai the Northeast had
been hit with a massive blackout,
in the background the emergen-
cy alarm at 30 Rockefeller Center

fo
TOLEDO

was clearly audible.

The biggest frustration, said
Randal Stanley, news director at
Cleveland’s WKYC-TV, was not
within the newsroom, but out-
side of it. “We wondered who we
were talking to besides our-
selves,” he said.

Without electricity, only a
handful of viewers with battery

Continued on page 26

Generating
Fox News

BY JoHN HIGGINS

wrong even before any voice came
in his earpiece. The Fox News Chan-
nel business news anchor was on the air
with his daily 4 p.m. ET show Your World
Thursday when the lights briefly flickered.

Neil Cavuto knew something was

Continued on page 23
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Top of the Week

Sinclair Wants To Get Into Direct Mail

Broadcaster thinks advertisers will augment campaigns with TV spots

By S1iviE MCCLELLAN

hen TV operators get to-

gether at conferences

there’s usually a panel

about grabbing market

share away from com-
peting media like newspapers, radio or
cable TV. Now Sinclair Broadcast Group
is going after direct mail advertising.

In fact, it has already jumped into
that business, in a modest way. The
company expects to generate close
to $20 million in incremental rev-
enue this year from its direct mail
sales efforts.

But there's nothing modest about
the direct mail advertising base in
the 39 markets where Sinclair oper-
ates its 63 television stations. Sinclair
estimates that about $1 billion in di-
rect mail business is done in those
markets each year.

Here’s Sinclair's game plan: The
broadcaster will enter into partner-
ships with direct mail outfits in cities
where Sinclair owns stations. Sin-
clair’s sales force then sells local ad-
vertisers on the idea of a mailer, and
tries to convince them to supple-
ment the direct mail effort with day-
time TV spots on Sinclair stations.
The Sinclair partners physically pro-
duce and distribute the mailer.

Using that model, the company
says it wants to roll the new business
out to every one of its broadcast mar-
kets, over the next three years. By the
time the business is up and fully run-
ning, Sinclair believes it can generate

between $80 million and $100 million
in direct mail advertising annually.

The company is in the process of
hiring as many as 600 new sales per-
sonnel to mine for direct advertising
gold across its markets.

Analysts are intrigued by the Sin-
clair initiative and believe that if it
pans out, other broadcasters may
follow its lead.

“If it works for [Sinclair CEO] David
Smith, it would presumably catch on
with others,” says Lee Westerfield, me-
dia and entertainment analyst at the
New York investment bank Jeffries &

campaigns with daytime TV spots,
many of which go unsold. That's an
issue for many TV broadcasters, es-
pecially those that don't carry soap
operas, says Westerfield. “They
wouldn’t be doing it otherwise and
it should amount to entirely incre-
mental advertising revenue,” he
says.

Through the first half of 2003,
where Sinclair has experimented with
the direct mail effort, it has brought in
$9.4 million. On a recent conference
call with analysts and investors, Smith
was practically drooling over the ex-

Sinclair GEO David Smith, enthusiastic after
making $9.4M on initial direct mail efforts,
said, 'We think we haven’t even touched the
tip of the iceberg.’

Co. “What you like about him can un-
nerve you too—he'll try anything. A lot
of other TV operators are watching
skeptically right now, but by this time
next year, they may very well be asking
‘How did he do that?"”

Westerfield also says he wouldn't
be surprised 1o see Advo Inc., a lead-
ing direct mail company in the U.S.
counter attack with a TV partnership
of its own if the Sinclair project real-
ly takes off. Last week, an Advo
spokeswoman declined comment.

Sinclair hopes to convince direct
mail advertisers to supplement their

pectations. “We have made just a for-
tune at i,” he said, about initial ef-
forts, and “we think we haven't even
touched the tip of the iceberg.”

Just a few months ago, Sinclair
started putting together a direct mail
sales unit in Baltimore that will op-
erate separately from the TV sales
staff there. Similar efforts are under-
way in five other cities, including
Pittsburgh and Columbus, Ohio.
Those efforts should be operational
by year’s end, says Smith. “If we like
what we see, we will roll it out every
place else as fast we can.” m

BREAKING...

Comcast Hems and Haws on Vivendi
New York—When bids for Vivendi Universal En-
tertainment come in this week, they won’t include
Comcast but may well include Liberty Media.
Comcast declared that it won’t bid on Vivendi Uni-
versal Entertianment, then abruptly—and confus-
ingly—backtracked by then announcing discus-
sion to combine its cable networks with VUE’s.
Liberty Media President Dabhb Bennett then told
analysts that Liberty will “continue to be
involved” in the VUE process, though wouldn’t ac-
tually acknowledge that he’s putting in a bid.
Comcast started nosing around the U.S. entertain-
ment assets of Vivendi three weeks ago, armed
with a $3 hillion or so in expected after-tax pro-
ceeds from the sale of its half of QVC to Liberty
Media.

General Electric is seen as the front runner,
proposing more of merger than the cash purchase
Vivendi seeks. GE wants to combine VUE with its
NBC network and stations, giving Vivendi a minor-
ity stake, but putting in very little cash and leav-
ing all VUE’s debt in the venture.

The remaining cash biddger an investor group
led by Edgar Branfman Jr. is also balking at the
price, but insiders said he will be submitting an
offer Monday.

NBC Finds Grass Greener

New York—NBC has purchased $5 million
worth of Themson grass Valley production equip-
ment for use at a number of its owned-and-oper-
ated stations. The stations include WMAQ-TV
Chicago, 1ll., KXAS-TV Dallas, KNSD-TV San Diego
and, KNBC-TV Los Angeles.

NBC properties like CNBC and other stations
are already using multiple networked Profile XP
Media Platform servers, NewsEdit XT nonlinear
editing systems and a multi-channel Grass Valley
Open SAN shared storage digital infrastructure
that connects various NBC facilities throughout
the country.
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Shap & Style1s No Sale in NBC Test

By STEVE MCCLELLAN

f you'd been meaning to check out

the new home shopping show, Shop

& Style, airing on select NBC owned

stations and ShopNBC, forget about

it. NBC pulled the plug after just two
weeks on the air.

The program was produced by Today
producer Diane Masciale and hosted by
Lynne Koplitz (you might remember her
from syndication's Change of Heart and
Food Network’s /{ow to Boil Water) and
Kerry McNally, who previously worked at
WFLA-TV Tampa, Fla. It had better pro-
duction values than your average home
shopping show. But it lacked viewers
who wanted to buy stuff.

NBC positioned the show as a trial that
would air in daytime throughout August
on its TV stations in New York, Chicago,
Philadelphia and San Francisco, with a
simulcast on ShopNBC, the home shop-
ping cable channel in which NBC has a
40% stake. But when the plug was pulled,
a spokeswoman insisted that executives
always envisioned it as a two-to-four week
test and not necessarily one that would
continue throughout August.

NBC issued a short statement con-
firming the cancellation, adding that it
“provided ShopNBC with increased on-
line traffic, new customers and addi-
tional vendors. Our next step is to evalu-
ate the results and determine where to
go with the concept.”

One issue to be evaluated: why viewers

NBC's Shop & Style experiment failed to perform better than The Other Halfin most markets.

would buy fewer mesh rings and cooking
products from an over-the-air show than
they would from a cable show.

The show'’s ratings tell part of the sto-
ry—it averaged a 1.0 rating/3 share in
Chicago, down from a 2.2/7 for The Other
Half, which had been airing in the 10
a.m.-11 a.mn. slot. Philadelphia was the
only market where the home shopping
show did a little better in the ratings than
the show it replaced (also The Other Half).

But observers note that the show
couldn’t have been moving much prod-

uct off the shelves 1o be dropped so
quickly (although it would have come off
the air at the end of August in any event).
A source familiar with the situation con-
tirmed that executives involved didn’t
feel sales were strong enough to justify
the show’s commercial-free format. The
show did have promotianal breaks that
teased upcoming episodes of Today and
new season shows such as Miss Maicl: as
well as Shop & Style itself.

NBC executives declinec comment
beyond the statement. @

FCC Thaws Station Sales Freeze

But chance to clear backlog of radio deals may be short lived

By Biii. MCCONNELL

ing to clear a backlog of roughly 300

requests (o sell radio stations and an-
other 30 for TV stations, after removing a
freeze on license transfers last week.

They also will have to tackle the hun-
dreds of additional transfer requests that
owners put on hold since the FCC declared
a moratorium on applications June 2.

The agency suspended sales of com-
mercial broadcast stations more than
two months ago because it needed to
draw up new application forms reflect-
ing revamped local and national owner-
ship limits. It also had to obtain approval
of the new documents from the Office of
Management and Budget.

Several Washington regulatory attor-
neys complained the moratorium need-
lessly stalled many deals when the FCC
broke with tradition and refused to ap-
prove transfers that complied with the
new rules.

And they may not be out of the woods
yet. Camplicating the picture are the

F CC Media Bureau staffers are work-

court challenges to the FCC's new own-
ership rues. Public advocates have asked
the courts to stay the new rules. If the
court complies, the FCC could again put
the just thawed deals into the deep freeze.

The freeze policy affected radio in par-
ticular, because the industry typically

Several regulatory attorneys
complained that the moratorium
stalled many deals when the FCC
broke with tradition and refused
to approve transfers that
complied with the new rules.

has a steady stream of deals—about
2,500 a year. Also, many of the pending
radio deals will require amended appli-
cations because new rules altered the
way local market size; is measured, a
change that will reduce the number of
stations one company may own in many
small markets

“This really hurt radio,” said Gary
Smithwick. a Washington regulatory at-

torney. “Many, many, many deals were
ready to go but could not be filed.” Lau-
ren Colby, another attorney representing
radio clients, predicted that more than
200 transfer applications would be filed
in the next few weeks.

Television was affected less because the
deal flow is much smaller and because the
limits were generally relaxed, eliminating
any need for pending deals to be re-
worked to comply with new restrictions.

The Paperwork Reduction Act requires
that OMB approve federal government
applications and other documents that
individuals and business must file o
prevent undue paperwork burdens. The
mandate sometimes can stop normal
government business during the lag be-
tween re-creating forms, winning OMB
approval, and publishing them in the
Federal Register.

The application forms affected were
FCC Forms 314 and 315, which cover ra-
dio and TV transfers of control, and
Form 301, which covers license modifi-
cations such as changes to power levels
and coverage areas. The freeze did not
apply to noncommerc:al stations. m
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B&C INDICES

THE B&C 10

WEEK YTD

2 &

BROADCAST TV GROUPS

WEEK YTD

CABLE TV MSO’S

YTD

WEEK

CLOSE  WEEK YTD

Dow Jones 931056 2.0% 11.6%

Nasdaq 1700.31  2.9% 27.3%

The B&C 10

CLOSE WEEK  YTD

Aol Time Warner $15.46  2.9% 18.0%
Clear Channel $39.96 4.5% 7.2%
Comcast Corp.  $28.50 0.9% 26.2%

Cox Comm. $33.02  3.3% 16.3%
Disney $22.56  4.2% 38.3%
EchoStar $35.59 0.7% 59.9%
Fox Ent. $29.94 53% 15.5%

Hearst-Argyle  $24.38 51% 1.1%
Tribune $46.00 -0.9% 1.2%

Viacom Cl. A §43.01 2.8% -2.8%

_GOOD WEEK
XM Satellite $13.00 23.6% 383.2%
Univision $35.05 20.6% 43.1%

Hispanic Best.  $29.64 20.5% 44.2%
New Frontier $3.61 15.7% 261.0%

Young Bcst. $24.28 13.5% 84.4%

BAD WEEK = L
Pegasus ~ $20.94 -41.8% 58.6%
Paxson $3.95 -7.5% 91.7%
Charter  $360 -6.3%205.1%
Mediacom $7.00 -5.3% -20.5%
Granite $263 -3.3% 28.3%

FLYING LOW

-42%

Pegasus was blindsided by the NRTC, its
partner in a lawsuit against DirecTV. The

NRTC and DirecTV inked a deal that said
in eight years DirecTV may pay as little
as $150 per subscriber to their rural
dealers. Pegasus had been trading at
$1,200 per subscriber, which anticipates
a value of $3,600 per sub in 2011.
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FAST TRACK

The Art of the Deal

NBC has struck a deal to buy time on CLEAR CHANNEL radio, outdoor and
live event properties to promote the next five Olympic games. The
companies have done business in the past, but this deal represents
the first time NBC has used Clear Channel to promote the Olympics.
No details yet on the marketing strategy, but it will begin with next
summer's Olympics in Athens, which starts Aug. 13. ...

DISCOVERY NETWORKS diginet DISCOVERY HOME & LEISURE is partnering
with JOHN DEERE on a new lifestyle series, Backyard Brigade, \where
homeowners dream up and create their new backyard designs. John
Deere products will be integrated into the show and Backyard
Brigade will be promoted in John Deere retail outlets. The deal,
which runs through 2004, also includes John Deere advertising on
other Discovery channels, including the SCIENCE CHANNEL, DISCOVERY
CHANNEL and DISCOVERY TIMES CHANNEL.

ABC Pull Back on 45%?

Is ABC owner DISNEY would pulling back on its efforts to make sure the
new 45% cap stays? Responding to a report, the company’s top lob-
byist, PRESTON PABDEN, says “Disney/ABC continues to support dereg-
ulation of broadcast ownership. But because we re at 24%, the im-
pact on our company of a rollback to 35% would not be as severe or
immediate as it would be to other networks.”

back for more

Hard Laughs

omedy Central is bringing Tough Crowd with

Colin Quinn back for an encore. The net is or-
dering up 104 new episodes of Tough Crowd,
which features former Saturday Night Live Week-
end Update anchor Quinn and other comics dish-
ing on topics ranging from pop culture to politics.

The order extends Tough Crowd through the
end of 2004. The show, which airs weeknights
after The Daily Show with Jon Stewart, averages
about 500,000 viewers.

The statement appears not so much a change of position as a
recognition of political reality and the increasing likelihood that a
cap rollback is coming. Disney was the last of the networks to pull
out of the NAB over that group’s decision to push for a rollback to the
previous 35% cap—at only 24% coverage, it still has plenty of room
to maneuver under the cap.

Fun with numbers

Revenues for the big three networks were essentially flat in the sec-
ond quarter at $2.7 billion, according to numbers compiled by ERNST
& YOUNG and released by the BROADCAST CABLE FINANCIAL MANAGEMENT
ASSOCIATION last week. Prime time, by contrast, was up 8% to $1.7 bil-
lion, while the late night, morning, and daytime dayparts all showed
double-digit gains. Sports was down 46% to $238 million. For the first
six months, combined Big Three revenues are down 6% (o $5.4 bil-
lion, due in large part to 2002 Salt Lake City Olympic spending.

Separately, ad spending of all sorts in the first half of 2003 rose
2.8% to almost $47 billion, according to Nielsen's Monitor-Plus ad
tracking service.

The biggest gainer, on a percent basis, was Hispanic TV, up 19% to
$1.2 billion. Biggest gainers in terms of dollar volume for the half
were national magazines, up $800 million, or 14%, to $7 billion. Spot
TV was up 4% to $10 billion, while network TV was down 4% to $10.4
billion, due in part to lack of Olympic money. Barter syndication was
down 4% to $1.4 billion while cable dropped 5% 1o $6.4 billion, ac-
cording to the Nielsen numbers.

NABET, ABC accord tentative

THE NATIONAL ASSOCIATION OF BROADCAST EMPLOYEES AND TECHNICIANS has
reached a tentative agreement with ABC on a new contract for 10 bar-
gaining units covering newswriters, desk assistants, talent coordina-
tors, technicians and daily hires. The old contracts had expired May
12. The new contracts extend through March 31, 2007, and are ex-
pected to be voted up or down by Sept. 26.

Family-friendly favorite The WB's Gilmore Girls is entering its fourth year on the air.

Fall in the Family

Four new shows boost slates of ad-friendly fare

BY PAIGE ALBINIAK

ive years ago, a group of advertisers sat

down to discuss the lack of family

shows on the broadcast networks be-

tween 8 p.m. and 10 p.m. But they did

more than talk. This season, those
family-friendly fans boast seven such shows,
including four new ones for fall.

Today, the 10 founding members have grown
to 45 national advertisers representing $13 bil-
lion in TV ads, according to Dawn Jacobs, vice
president of advertising for Johnson & Johnson.
And it is spreading the word. The group held its
first-ever Family Friendly Programming Forum
Symposium in Los Angeles last week.

FFPF-backed shows that have stuck to net-
work schedules are The WB's
Gilmore Girls, ABC's 8 Simple
Rules for Dating My Teenage
Daughter and NBC's American Brand

Dreams. The fund last year also  advertising, In a
backed ABC's Veritas: The Quest  family television

environment, has cated on ABC Family next fall.
U
a positive impact

About the Andersons, Like Family 0l the brand's
and Steve Harvey’s Big Time, and  SUccess.’

and The WB's Family Affair, both
of which were cancelled. The four
new offerings are The WB's Al

NBC’s midseason The Tracy Mor-

cus should be more on developing hits that
can also make it to syndication than on get-
ting more hours of family-friendly shows on
network prime time. They would also like to
see the forum kick in some down-line help.

“The next natural progression for this
group’s efforts is to put their promotional sup-
port behind the shows that their funds have
helped create,” says Jed Petrick, president and
COO of The WB, which has more of the fo-
rum’s show’s on than any other net. “Building
hits means long-term access in first-run and a
syndication afterlife for the family-friendly en-
vironment they dearly want their brands to ke
associated with.”

Syndication is a “more efficient” advertising
medium anyway, Petrick says, because ads in
syndication are less expensive than in prime
time. It should be to an advertisers’
advantage to have popular, family-
oriented shows running in cheaper
time periods, he says. The WB's
Gilmore Girls is entering its fourth
year on the air, and will be synci-

Executives from syndicators and
cable networks privately say they
would like advertisers to help fund
family-friendly shows for them as
well, although that's unlikely. Syn-

gan Show.

What advertisers are banking
on—and particularly blue-chip-
pers like AT&T, Ford, Coke, Gener-
al Mills, Kellogg, Kraft, McDonald’s, Wal-Mart
and Wendy's—is that, in a family-friendly en-
vironment, viewers will adopt their products
into the family as well.

“Brand advertising, in a family television en-
vironment, has a positive impact on that brand’s
success,” said Andy Jung, senior director of ad-
vertising and media services for Kellogg.

Out of the 45 advertisers who are part of the
FFPE about 18 or so contribute money to a
script development tund. On average, a script
costs a network between $50,000 and $80,000
1o develop. The networks submit scripts to the
fund, which picks its family-friendly favorites
for financial support. The fund reimburses
networks for scripts turned into pilots that
don’t make it on the to schedule.

While the networks appreciate the outside
financial support some executives say the fo-

Kellogg

ANDY JUNG,

dication doesn’t generally deliver
the massive numbers of high-in-
come viewers advertisers crave,
and cable networks, such as Dis-
covery, Animal Planet, TLC, Hallmark and ARE,
have already made family fare part of their pro-
gramming strategy and don't need advertiser in-
centives to develop such shows. But many ad-
vertisers are interested in sponsoring more
original family-friendly fare on cable, as John-
son & Johnson did with TNT's award-winning
Door to Door.

Besides being interested in running tradi-
tional ads in family-friendly shows, advert.s-
ers such as Kellogg also work to get product
placement deals in shows. For example, Kel-
logg’s has an arrangement with The WB and
The Gilmore Girls to occasionally pop a toast-
er pastry into the script. Both the Gilmore
Girls regularly mention Pop-Tarts in their ban-
ter, and Kellogg feels this helps convince
moms that Pop-Tarts are a wholesome snack
for their kids. m
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EXPOSURE

Gajoling Gojocary

aramount Domestic Television

has enlisted talent fram no
fewer than three of its shows to
promote the arrival of style maven
Steven Cojocaru as an Entertain-
ment Tonight correspondent. The
promos will run during ET, ET on
MTV, ET on VH-1and ET Weekend
starting Aug. 18, with eight sepa-
rate spots airing until Cojocaru
appears on his first show Aug. 27.
According to the plot line, £T an-
chors Jann Carl, Mark Steines and
Maria Menounos each try to coax
Cojocaru from his dressing room
to appear on the entertainment
newsmagazine. Their pleas fall on
deaf ears and Cocojaru remains
holed up, attended by
hairdressers, stylists and make-up
artists. Finally, Paramount sends
Judge Judy and Dr. Philto take a
crack at persuading him to appear.
Paramount won’t say who
succeeds, but our money is on the
doctor.—P.A

PROMOTION

- ]
Hawk Like an Egyptian
)§ Q\»{ "%\ Discovery Channel reportedly took to the streets

in New York, Los Angeles and Washington last
week to promote its Nefertiti Resurrected special,
which was scheduled to air Aug. 17. In Washing-
ton, noontime strollers were greeted by the sight
of shirtless “slaves” bearing Nefertiti (actually
shirtless temporary employees of a promotion
company bearing a regally attired temporary hire),
preceded by maidens handing out Nefertiti masks
with day-and-date information and show de-
scriptions on the back. “Nefertiti’s mummy had
malicious blows to the mouth and one arm torn
off,” read some of the upbeat promo copy.
Verisimilitude did not extend that far. The faux
queen appeared to have all her appendages and
an appropriately engaging smile.—J.E.

Top of the Week

BEHIND THE SCENES |

IN THE LOOP

#1 NEW 7ORK TIMES BESTSELLING AUTHOR

AL FRANKEN

BEFORE THE FACT

SUE YOU

Of Franken, Fox
And Phrases

y now everybody must know Fox News

Channel has filed a complaint against Al
Franken in the New York State Supreme Court - :
concerning the phrase ‘fair and balanced.” \ =
The network has a trademark on the phrase \f hd the
and believes the use of it in the title of Al L . ! [_ =
Franken's new book, Lies and the Lying Liars n /'a['s -
Who Tell Them: A Fair and Balanced Look at yIing 3 &
the Right, will “blur and tarnish” it. Who Tali

Them

But wait; there’s mare. Fox also has a
trademark on the phrase “Bulls & Bears,” the
A Fair and Balanced
Look at the Right

title of a Saturday busin2ss news show. It's
also a phrase dropped daily on Wall Street
and in the titles of many books including one
we liked, Don't Be a Bozo Dealing With the
Bulls and the Bears. Otter Fox News trade-
marks include “Fair. Balanced. Unafraid.” and,
of course, “We Report. You Decide."—J.E.

Closed-Circuit ABG

hile ABC was broadcasting nationally

out of D.C. and New York during the
blackout last Thursday, it was also doing
some in-house hroadcasting in New York.

The network farmed a crisis committee

after 9/11 that convened im-
mediately. Speaking from a
“too dark to dial” office,
committee member Julie Hoover said that,
without inter-office e-mail, ABC broadcast
messages via loudspeaker, installed in
case of fire, to keep New York staffers in-
formed about the latest news. Those
included top stories, like the fact that ter-
rorism wasn’t suspected, and “news you
can use,” i.e. cafeteria hours had been ex-
tended.—J.E.

BLACKOUT

POLITICS

What Are You
Talkin About?

It looks like Gary Cole-
man's career could prove
problematic for broad-
casters now that the for-
mer Diff’'rent Strokes co-
star has put his oar in
the water for the Califor-
nia governorship. Any
Coleman appearance
outside a news broad-
cast would give any of
the other candidates the
right to demand free
time equal to Coleman’s.
KTVU(TV) San Francis-
co’s program director
checked and found Gary
Coleman appearances
on the following
programs: Cheers, The
Wayans Brothers, Mar-
ried With Children, The
Fresh Prince of Bel-Air,
The Parent Hood and the
Jamie Foxx Show.

What about Diff'rent
Strokes, where Coleman
played Arnold Jackson
for six years on both NBC
and ABC? Nickelodeon
has the rights, butitisn't
running it, and wouldn't
have to worry anyway
since the free time rule
effectively excludes ca-
ble—J.E., D.T.

Univision Gets Backing From Hispanic Democrats

BY Jo1N EGGERTON

pair of prominent Hispanic law-
Amakers, including the chairman of

The Congressional Hispanic Cau-
cus, last week encouraged the FCC to ap-
prove the proposed merger of Univision
and Hispanic Broadcasting.

In separate letters to FCC Chairman
Michael Powell, Democrats Ciro Rodriguez
of Texas and Jose Serrano of New York, also
a caucus member, argued that the merger
of the nation’s largest Hispanic radio and
TV companies would benefit the Hispan-
ic audience by expanding service and at-

tracting more mainstream advertisers.

Serrano went so far as to suggest that
treating the Spanish-language market as a
separate entity for regulatory purposes
would be a form of segregation. The seven-
term congressman representing The Bronx,
told Powell that isolating the market will
create a “separate but unequal” category of
Spanish stations that should be “offensive
to all Americans.” He said he is “alarmed by
the efforts of some to segregate by regula-
tion those broadcast stations that choose
to serve Hispanic audiences.”

Rodriguez, who was speaking for him-
self and not the caucus, which has taken
no official position on the issue, wrote

that Hispanic broadcasters “should not
be penalized because of their choice of
programming format or the ethnicity of
their audience.” )

House Democratic Caucus Chairman
Bob Menendez and at least one member
of the House Hispanic Caucus have crit-
icized the merger. Menendez wrote to the
FCC back in March urging that Spanish-
language media should be considered a
separate market.

If commissioners decide that the Span-
ish-language market is separate, the merg-
er would likely be conditioned on divesti-
tures. Justice approval already requires
Univision to sell most of its interest in

Spanish-language broadcaster Entravision.

Serrano said the FCC should review the
merger applying the same rules that it uses
with other mergers. Univision and HBC,
he says, should be allowed to create a His-
panic company on a scale to compete with
ABC/Disney, NBC/Telemundo and Via-
com/Infinity. “Ultimately,” he said, “I am
confident that the merged company will
continue to expand opportunities for His-
panic viewers and listeners.”

The FCC’s Republican majority is ex-
pected to approve the $3.5 billion deal
{Justice has already signed off), perhaps
as early as this week.—Bill McConnell
contributed ta this story.
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CCTA Hopes for a Western Show Grand Finale

Confab a victim of consolidation, slow economy

By ALLIsON RoMANO

fter a 36-year run, the Western
Cable Show will make its curtain
call this December, citing con-
solidation in the cable industry
and economic pressure.

The show's organizer, California Cable
Telecommunications Association, is look-
ing to make this last Western Show a big
one. Top MSO executives, including Time
Warner Cable chief Glenn Britt, Cox Cable
head Jim Robbins, Bresnan Communica-
tion’s Bill Bresnan and Insight Communi-
cations Chairman Michael Willner have
pledged to attend, the CCTA said. The
show is slated for Dec. 2-5 at the Anaheim
Convention Center in Anaheim, Calif.

And, with cable operators pledging to
turn out, “Programmers and suppliers
will follow,” predicted CCTA Vice Presi-
dent of Federal Affairs Jerry Yanowitz.

The Western Show’s death follows a
quick but apparently incurable ailment. In
recent years, programmers have defected
en masse off the floor and attendance has
declined. Last December’s show attracted
nearly 10,000, off from about 17,000 in
2001 and a massive 33,000 in 2000.

For years, the cable industry supported
two major shows—the Western Show and
The National Cable & Telecommunica-
tion Association’s annual spring National
Show. But, faced with increased financial
pressure and consolidation, program-
mers and distributors have questioned
the need for two big gatherings.

To its credit, the CCTA conjured up tac-
tics to make its show more desirable and
easy on corporate pocketbooks. In 2001,
the association footed the bill for top
MSO execs to attend the show. And, for
exhibitors, it introduced cheaper, prefab-
ricated booths and hotel suites for meet-
ings as alternatives for expensive booths,
which can run upwards of $100,000 to as-
semble and staff.

At last year's confab, the Hallmark Chan-
nel was one of a handful of programmers
on the floor. The year before, the network
went with a hotel suite.

Now, with one more Western Show to
go, Hallmark execs are evaluating the op-
tions. “The CCTA made a business deci-
sion,” Hallmark Channel’s distribution
chief Ron Garfield said of this final show.
“Our decision will be based on a business
decision.”

Without the Western Show, says Fox

The Western Cable Show has been plagued by declining attendance in recent years.

Cable’s Executive Vice President of Affili-
ate Sales Lindsay Gardner, “people in the
industry will have to find other ways to
come together,” like increased support for
industry events like the Kaitz Founda-
tion's annual dinner and Cable Positive.

The CCTA, which generated about 30%
of its revenue from last year’s show, also
slashed its staff 40% last vear. The organi-
zation says it will continue on with its
lobbying efforts in California.

Before sealing the show's fate, the as-
sociation had to get out of its commit-
ments with the city of Anaheim, Calif.
and the convention center there, which

were to run through 2006.

One element of the Western Show, the
CableLabs’ CableNet exhibit of new tech-
nology, will be incorporated into the Na-
tional Show.

For Bresnan Communications’ chief,
the end is bittersweet. He recalls attend-
ing his first California cable show in 1965
in Sap Diego, a few years before it was
even called the Western Show.

“The show has had a tremendous im-
pact on the growth of the industry,” Bres-
nan said. "A lot of people enjoyed going,
profited from it, and learned a lot. Busi-
nesses were helped by it.” »
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Top of the Week

Galifornia, Here They Gome-All 135 of Them

Continued from page 1
ond spot in a newscast can cost
up to $5,000.

TV executives predict signifi-
cant buying by Gov. Gray Davis,
in his defense against the recall,
and top challengers, notably
Schwarzenegger, investor Bill Si-
mon Jr., former baseball com-
missioner and Olympics guru
Peter Ueberroth, political com-
mentator Ariana Huffington, Lt.
Gov. Cruz Bustamante and, pos-
sibly, State Sen. Tom McClintock.

As for the coverage, Paul Tay-
lor, the former journalist who
founded the Alliance for Better
Campaigns and is now with the
Pew Charitable Trusts, estimates
that there was more coverage of
this recall race in the past week
than there had been in the pre-
vious two gubernatorial races in
total.

‘TRAIN WRECK’

“All it takes is a movie star,” says
Taylor. “It reminds me a little of
the 2000 presidential campaign,
where the real interest and the real
coverage began the night of the
election.” Both the 2000 election
dispute and the current California
recall have “a train-wreck quality,”
Taylor says. “The recall has that
quality even without Arnold, but
then Arnold comes along and
takes it to the next level.”

Marty Kaplan doesn't quite
know what that level is. “I'm not
sure I'd call it political,” says Ka-
plan, associate dean of the USC
Annenberg School for Commu-

nication, and director of the Nor-
man Lear Center for the study of
entertainment and society. “But
there’s certainly more coverage.”

Kaplan's group monitored the
final eleven weeks of Gray Davis’
winning 1998 campaign and
found that local news devoted a
half of a percent of its program-
ming on gubernatorial campaign
coverage, or a total of about 37
hours in the state’s top four mar-
kets, Los Angeles, San Francisco,
San Diego and Sacramento, and
No. 8 market Bakersfield.

There's probably more interest in
politics in Northern California
than in Southern California.”

‘HEAVY WITH TV’ ADS
But he defended the promi-
nence of the Schwarzenegger
story. “I can’t remember the last
charismatic candidate we've had
running for governor. ... We've
had Pat Brown, Ronald Reagan
and Jerry Brown. That's three in
the last 50 years.”

Elliott Troshinsky, general
manager of Sacramento’s KCRA-

'Look at Chicago. Politics is a much bigger story in
Chicago. People seem to care less here than in
Chicago. There's probably more interest in politics in
Northern California than in Southern California.’

JEFF WALD, KTLA Los Angeles

More volume, certainly, says
Kaplan, but so far it’s been a
content-free zone. Some other
candidates are struggling to get
substantive messages out there,
but the majority of attention is
going to Arnold. “It's the same
kind of attention that would be
paid to a freeway chase,” he says.

Los Angeles’s longest-tenured
news director, KTLA(TV)'s Jeff
Wald, was making no apologies.
Newscasts are tailored to their
audiences. “Look at Chicago,” he
says. “Politics is a much bigger
story in Chicago. People seem to
care less here than in Chicago.

TV, which has been lauded by
public interest groups for its
polital coverage, agrees. “It’s
been a historic occurrence to say
the least,” he says. “That in itself
has precipitated a lot of the cov-
erage. As we move forward, we
have to press the candidates.”

And what about the recall
haul?

The campaign strategies are
“like wet clay right now, not yet
massaged into a full sculpture”
says Phyllis Schwartz, general
manager at NBC's KNSD(TV) San
Diego. “Everybody's waiting, even
the pundits. The candidates with

money will have to go heavy with
TV. They won't have the time to go
heavy in any other way. The mes-
sage has to be just right.”

Station executives say they
were receiving inquiries as to
rates and availability of spots,
and expected some spending to
begin this week. They predict
that spending would likely come
from a handful of candidates
and increase as it gets closer to
the election.

Some sales executives in Cali-
fornia’s major markets say that
by now, a station’s September in-
ventory is largely sold, filled with
seasonal advertising like “back-
to-school” sales and new cars. A
significant amount of political
advertising, they say, may pre-
empt regular advertisers and
force political ads on program-
ming other than news.

DEBATE COMING

“Of course, I doubt that any sta-
tion will end up with less,” says
KABC-TV General Sales Manag-
er Spencer McCoy. “But I don't
see it as a big windfall either. In-
ventory was already extremely
tight. If we had the opportunity
to create inventory and put
more minutes in the day, we
probably would. But that’s not
reality.”

Cathy Jacquemin, vice presi-
dent of sales at NBC-owned
KNBC(TV) Los Angeles, says, “It's
hard to say right now how much
anybody’s going to be spending.
Who knows how much they can

raise in that short a time? The
agencies haven't given any indi-
cation of what they're going to
spend. Certainly, some invento-

ry’'s going to be displaced.”
The California Broadcasters
Association last week an-

nounced a gubernatorial debate
for Sept. 17 at California State
University at Sacramento. The
90-minute debate will be open
to six candidates.

Numerous federal courts have
upheld a forum’s right to exclude
fringe candidates, and the CBA
debate will be open to six candi-
dates who show 10% of voter
support in the statewide Field
poll prior to Sept. 5. If six candi-
dates fail to qualify under that
criteria, CSU will survey unde-
cided voters to determine which
of those polling more than 4%
are preferred.

CBA will also distribute a half-
hour program on the recall elec-
tion, including a statement from
Gov. Gray Davis. Davis will not
participate in CBA's debate.

Oakland’s Cox-owned Fox af-
filiate KTVU(TV) Oakland-San
Francisco also plans a debate,
and more invitations are expect-
ed down the road. The Tribune-
owned Los Angeles Times and
KTLA have sponsored debates in
past statewide campaigns.

Will the ads and campaign get
ugly? It’s already ugly. “Recall,”
notes Stan Statham, head of the
CBA, and a former Republican
legislator, “is a synonym for
mud.” m

Schwarzenegger's Tonight Show spot didn't trigger equal time because he wasn't an official candidate at the time.

Broadcasters Wary of Equal Time

Old movies, TV appearances may pose a problem in California

A

n on-air “Hasta la vista” from Arnold could mean broadcasters will be say-
ing “hola” to a bunch of free-time obligations. According to the equal
opportunities clause of the FCC's political broadcasting rules, a broadcast ap-
pearance (voice or picture) by any legally qualified candidate triggers a broad-
caster’s legal obligation to provide free time to all other candidates in that race.
Only four categories of bona fide news programming are exempted from the
so-called equal time provision.

The Bonzo rule, which got its nickname from the

regulation

FCC decision in 1976 affirming that old Ronald Rea-

gan movies like Bedtime for Bonzo triggered free time

obligations, was behind the flurry of concern among California broadcasters over
the current gubernatorial race. With Arnold Schwarzenegger and other performers in
the running, an airing of one of their old movies or TV shows would require the
broadcaster to give any of the 130-plus other candidates equal time. The rule effec-
tively excludes cable. Only cable-operator originated non-news programming carries
the equal time burden. That leaves cable networks free to air Terminator marathons
or Gallagher stand-up specials to its collective heart's content.

Candidates hoping to take advantage of the equal-time provision need to file

within seven days of an appearance, and they will need their stopwatches. A two-
hour Terminator movie does not trigger a two-hour obligation. The FCC only counts
the time that the candidate is actually seen or heard. The obligation is also limited to
broadcasts that reach a measurable portion of the voting audience, which means
stations in or broadcasting to California.

Equal time fun fact: President Ford in 1976 waived his equal time rights gained

by airings of Ronald Reagan’s Cattle Queen of Montana.—John Eggerton
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With Time Slots
Rare, Syndie
Seems Sedate

BY PAIGE ALBINIAK

yndicators are bracing for a light fall season this

year with only four major new first-run strips

being launched this year—Warner Bros.” The

Lllen DeGeneres Show, Warner Bros.” The Sharon

Osbourne Show, NBC Enterprises’ Starting Over,
and King World's Living It Up! With Ali & Jack. The slow
fall is being attributed to vertical integration and the rel-
ative sticcess of last year's crop ol shows, led by King
World's Dr: Phil.

“In any year there are a limited number of slots avail-
able, and this year there were in essence three slots that
were not available because of success. That’s part of it,”
savs Bill Carroll, vice president of programming at Katz

Special Report

Media. “And with fewer companies, there are going to be
fewer shows launched.”

I'he top-two rookie shows last season, Dr. Phil and
Buena Vista game show Who Wants 1o be a Millionaire,
maintained their slots and Sony's Pyramid performed
well enough to hold on to its time periods as well. NBC
Enterprises’ The John Walsh Shouw also was renewed for
a second season, although the show’s ratings are low.
Walsh, cleared in daytime slots, has hovered around a 1.3
for the past several months, making it the 83rd-ranked
program in syndicated television.

“I think the marketplace has tightened up because of
long-term renewals and because of double runs of off-
net sitcoms,” says John Nogawski, president of Para-
mount Domestic Television. “It used to be that shows
were renewed annually so they flipped more often. But
now with shows like Oprah, Phil, Judge Judy, Judge Joe
Brown, Entertainment Tonight, Wheel of Fortune and
Jeapardy, that explains it. As the list gets longer, there is
less available real estate each year.”

What space is left, Nogawski says, is divided up by the ma
jor station launch groups—ABC, CBS, NBC, Fox and Tri-
bune—and all those companies are fed shows by their own
syndication companies. It's only when one of those syndica-
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Clockwise from top: Sitcoms King of
Queens, Becker, and hourlong dramas
The West Wing and Angel.
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The Reality Is Off-Net Is Thinning

Only a handful of scripted shows are available for syndication

BY PAIGE ALBINIAK

ith it getting harder and harder to
launch a bona fide scripted hit on net-
work prime time because of time tak-
en by reality shows, the off-net busi-
ness is getting tougher. There’s not
much material in the pipeline for the future.
Syndicators are launching six off-net shows in
2003: sitcoms Kirng of Queens from Sonv and Para-
mount’s Becker and The Parkers, as well as Twenti-
eth’s Angel and Warner Bros.” The West Wing, also
premiering on NBC-owned Bravo, the only one-
hour off-net launches. Sony also is launching Rip-
lev’s Believe It or Not, a half-hour strip, off of its run
on cable network TBS.

following. In syndication, Kirng of Queens is cleared in
98% of the country, while Becker is cleared in 91%.

Becker barely made it back on CBS’s schedule this
fall, with the network picking up only 13 episodes of
the Ted Danson comedy instead of the usual 22.

The Parkers, cleared in 85%-90% of the U.S., also
will get a cable run on Viacom-owned BET, one of
Paramount’s sister companies. Anige! is cleared in 96%
of the U.S. and The West Wing in 95%. Ripley’s is
cleared in nearly 92% of the U.S., and is getting dou-
ble-runs on many stations.

With fewer scripted hits on the networks, the flow
from network to syndication is little more than a
trickle. But each studio has its set of shows headed
to syndication in the next few years. Twentieth has
Fox's Malcolmn in the Midcdle and CBS’s Yes, Dear in

2004 and Fox's Bernie Mac

While hit sitcoms are al- and The WB’s Reba in 2005.
ways a hot property, particu- Coming off-net hours from

larly for non-traditional sta-
tion affiliates that love to fill
their access time slots with
ever-repeating comedies to Angel

Six off-net series go into syndication
this year:

Twentieth include Fox's
Boston Public in 2004 and

lead into their prime times, Becker
weekly hours have become ing of queens

Fox's 24 in 2005.
Twentieth  weekly hour Buena Vista is launching
Paramount sitcom ABC’s ,'\I.V lVIfe and Kids,
~ Sony sitcom  starring Daman Wayans, in

less attractive. They don't re- The Parkers

Paramount sitcom 2005, with 85% of the coun-

peat well, and much of TV Ripley's Bedleve It o~ Not

Sony  off-cable strip try already sold. Buena Vista

stations’ weekend business The West Wing

Warner Bros. weekly hour  also is selling ABC's Alias for

has gone over to cable.

King of Queens, starring
comedian Kevin James, is the biggest sitcom launch
this year. The show has performed solidly as CBS's
Monday night anchor.

“This show has great time periods, great stations
and a great spread of broadcasters who have bought
it across the board, including the Fox, Tribune and
Viacom stations,” says John Weiser, executive vice
president of Sony Pictures Television.

Sony also has been successful marketing promo-
tional tie-ins with King of Queens, something the
syndicator hasn't done with any of its other shows,
Weiser says. King is involved with spots for Pastry
Swirls, Days Inn and Hungry Man Dinners.

Separate of syndication, this fall CBS is moving King
of Queens to \Wednesdays at 9 p.m., a move that many
see as risky, and could affect the syndication platform
if the show’ originals fall out of favor with viewers. King
of Quieens will lead out of the very old-skewing 60 Min-
utes and into Becker, a show that has a loyal, but small

2005, but sales on that show

just started. Buena Vista has
scheduled ABC's According 1o Jim and NBC's Scrubs,
produced by Disney-owned Touchstone, for 2006.
and ABC's 8 Simple Rules for Dating My Teenage
Daughter for 2007.

Warner Bros. is hoping to bring HBO's Sex and the
City to syndication in 2004, although no deal has yet
been done. The studio also has The \WWB's Smallville
and ABC's George Lopez in 2005. The WB's Everwood,
CBS's Without a Trace, NBC's Good Morning, Miami,
The WB's Jarnie Keninedy and The WB's What I Like
About You are slated for 2006, assuming all those
shows stay on their networks long enough to get to
svndication.

King World is launching CBS’s mega-hit CSI:
Crime Scene Investigation next September and the
show already is cleared in 91% of the country. Many
of those clearances are on CBS-owned statians and
affiliates, where it will run at 11:30 p.m. and chal-
lenge NBC's saturday Night Live.m

Ahmad Rashad will cohost eBayTV.

It’s Never Too Early
To Start Thinking
About Syndie ’04

By PAIGE ALBINIAK

hile there are few syndicated launches slated
Wfor fall 2003, 2004 already is hopping. Com-

ing next year is Twentieth's still untitled show
with American Idol star Ryan Seacrest, NBC Enter-
prises’ The Jane Pauley Show and Paramount’s The
Insider. Sony still plans to go ahead with eBayTV,
and last week the syndicator announced that veter-
an sportscaster Ahmad Rashad would join Molly
Pesce to host the program.

“It's rare you see shows being set so early for the
next year,” says one syndication executive. “That im-
plies that this fall’s casualty rate is expected to be
higher than usual when you have stations agreeing
to clear new shows and buy replacement shows be-
fore this fall's shows have even gotten to air.”

Of course, there's a lot that's being talked about, too.
As for development, King World is talking about doing
a pop culture/variety strip that would be executive pro-
duced by pop star Britney Spears. Sources say the mar-
ket appears hungry for that kind of young, hip show,
especially now that the off-net
sitcom pipeline has slowed to
a trickle. Universal is talking
with Linda Lopez, sister of J.
Lo, about a show, and Sony is
developing a younger, edgier
version of ABC's 7/ie View with
E! Entertainment hostess Jules
Asner and other personalities.

Back to reality.

While Pauley’s clearances
are just getting going—NBC
has New York, Los Angeles,
San Diego, Seattle and Wash-
ington signed on so far—The
Insider already is cleared in
78% of the country and Ryan
Seacrest is cleared in 80%.
When Paramount was considering launching The
Insider, a spin-off of Entertainment Tonight, it saw
that CBS stations in fall 2004 would have a need in
access because King World's Hollywood Squares was-
n't performing as well as the station group would
have liked. Paramount announced the show early
this year with seven CBS owned-and-operated sta-
tions already signed on.

Sony’s eBayTV is cleared on stations from the Via-
com, Gannett, Belo, Raycom, Clear Channel, Pegasus,
Media General, Cox, Capitol Broadcasting, \White
Knight, Emmis, Evening Post, Quorum, Grant and Go-
Com Media station groups. So far, Sony still has not
secured one major launch group for the show.

As for Ryan Seacrest, stations have snapped up
the show quickly, with some markets seeing bidding
wars for the strip.

“There’'s demand from the station community for
Ryan,” says Paul Franklin, executive vice president
and general sales manager for Twentieth Television.
“If they had their druthers they would love (o have
the show right now. The guy is a hot commodity and
TV stations have been all over this.”

And NBC Enterprises hopes it will have a show to
rival King World’s Oprali and Dr: Phil in Jane Pauley.

“The first rule in daytime is that you want the
viewer to connect with your host and I think there is
a tremendous connection with Jane Pauley,” says
Linda Finnell, senior vice president of programming
for NBC Enterprises. m



Continued from page 9

tors doesn't have a developed pro-
gram ready to fill a slot that outside
syndicators—Sony, Universal and
Warner Bros., in particular—get
the chance to launch a show.

Still, Warner Bros. this fall is
premiering two major shows—
Ellen and Sharon—even though
the company doesn't own and is-
n't affiliated with a major station
group.

“We have launched an unprece-
dented co-op [advertising] cam-
paign with our stations,” says Dick
Robertson, president of Warner
Bros., “and we have bought a mas-
sive amount of advertising on ca-
ble television.” Moving into cable,
he said, is a new strategy for a ma-
jor syndicator.

“We felt that having looked at
this closely and looked at the
viewers, cable is a far better
place to reach them. We want to
fish where the fish are,” he says.

Robertson argues that when
outside producers like Warner
Bros. produce syndicated fare, it

‘I think the marketplace
has tightened up because
of long-term renewals
and double runs of off-
net sitcoms. It used to be
that shows were
renewed annually so

they flipped more often.’

JOHN NOGAWSKI,
Paramount Domestic Television

relieves networks of the risk of the
start up costs. Warner Bros. also
will repurpose Ellen on cable net-
work Oxygen the week after each
episode airs on TV stations.

Meanwhile, NBC is preoccu-
pied with the launch of its own
show, Starting Over, in which six
women live together while trying
to straighten out their lives. The
syndicator hopes the daytime
reality show works, though an
earlier reality show Life Moments
failed in the daytime.

“Starting Over is truly different
and really believe that to break out
in daytime you have to be differ-
ent,” says Linda Finnell, senior
vice president of programming for
NBC Enterprises. “It combines a
reality show with a talk show and
a soap opera and we are doing it
with the people who know how to
do reality best,” meaning long-
time reality producers Mary-Ellis
Bunim and Jonathan Murray (See
Q&A, page 12).

“If there is a trend with the po-
tential to begin this season it
would be Starting Over,” says
Katz’ Carroll. “It’s taking advan-

tage of the success of unscripted
filmed shows on network televi-
sion. If Starting Over succeeds,
we can be assured there will be
many more such shows.”

King World seems confident
but it faces a challenge with the
launch of Living It Up! with Ali &
Jack, which will go head-to-head
with Buena Vista’s Live With Reg-
is & Kelly in many markets.

But don't call them copy cats.

Syndication | Filling in the Holes

“This show is not a carbon copy
of Regis and Kelly. It is completely
different,” says Roger King, CEO of
CBS Enterprises and King World
Productions. “The best thing to do
is produce the best show possible
and then make sure there is ony
one place to watch it so it develops
into a franchise for the station.”

While those four shows prepare
to premiere, Buena Vista’s The
Wayne Brady Show will launch

NATPE
2004

NATPE 2004 Conference & Exhibition
January 18-20 Sunday - Tuesday
Sands Expo Center & Venetian Hotel

Phone: 310-453-4440  www.natpe.org

For information on

prime real estate 4
call NATPE today!

nationally on Sept. 1, after getting
a limited roll-out last year. And
Twentieth’s Classmates and Am-
bush Makeover will continue on
Fox-owned stations, with Twenti-
eth eyeing a national launch for
both shows sometime in 2004.
Paramount also is launching
this fall's only first-run weekend
hour from a major syndicator with
Unexplained Mysteries, which is
cleared in 94% of the country.

Special REport

BROADCASTING & CABLE
8.18.03

11

Other weekend shows are
coming from smaller syndica-
tors, with that daypart getting
less and less busy. Telco Produc-
tions has weekly half-hour Miss-
ing for fall, cleared in 85% of the
country, joining Telco’s other
weekly show, Animal Rescue. By-
ron Allen’s CF Entertainment has
three weekly half-hours: Auto-
motivevision.TV, Urban Style
and Latin Lifestyles. m

The World’s
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gality TV? These Two Producers Wrote the Book

A question-and-answer session with the
producers of daytime’s Starting Over

Bunim and Murray produce NBC Enterprises’ Starting Over (top) and MTV's Real World Paris (bottom) and Road Rules.

onathan Murray and
Mary-Ellis Bunim should
probably be called the
grandparents of reality
TV.

After all, they launched the
trend with MTV'’s Real World and
Road Rules in the early 1990s,
but when reality finally made the
leap to prime time in 2000 it
skipped a generation. Block-
buster shows emerged such as
Mark Burnett's Survivor, Fre-
mantle’s American ldo! and Mike
Fleiss's The Bachelor, but Bunim
and Murray had no big network
prime time hit.

Now the two think they have
found their way into prime
time's big time this fall with Fox’s
The Simple Life. The show fea-
tures “celebutantes” Paris Hilton
and Nicole Richie living on an
Alabama farm and doing things
the impossibly rich girls have
never even imagined, like get-
ting real jobs, punching a time
clock, and hanging out at the lo-
cal gas station. Fox liked the
show so much they moved it out
of the summer reality glut to a
fall launch, where Bunim, Mur-
ray and Fox executives expect it
to flourish.

But Bunim and Murray’s
biggest challenge—and biggest
risk—this fall is NBC Enterpris-
es’ Starting Over, the first new-
generation reality show to hit
daytime syndication. A group of
women, each in the throes of a
personal or professional crisis,
are housed together and try to
work out new lives for them-
selves.

Starting Over, which includes
elements daytime audiences
find appealing, is poised either
to become a trend-setting hit or
an expensive flop, but NBC En-
terprises has faith in the two ex-
perienced producers. Recently,
Murray and Bunim (pronounced
to rhyme with you-nim) talked
with Los Angeles Bureau Chief
Paige Albiniak about their two
new shows and how reality TV
has changed prime time televi-
sion forever. The interview has
been edited for space.

JM: Real World was an outgrowth
of Mary-Ellis Bunim’s and my
backgrounds. She had spent
many years as an executive pro-
ducer of daytime dramas and 1
spent many years in documen-
tary and news programming.

When you mix the documentary
and soap world, you get this re-
ality thing, this real-life soap.
MEB: When you start with writ-
ers, sets, directors and actors, it
is enormously expensive. We
thought if you trained cameras
on people who were really inter-
esting, and edited that in an in-
teresting way and cut it to music,
what do you have? We did a pilot
that was fascinating. We knew
within 20 minutes of shooting
that we had a series.

JM: We didn’t pitch it all around.
We had been in development
working with MTV on a scripted
soap, and when that didn’t go
forward for various economic
reasons we said what if we did
something like it but did it un-
scripted and edited it like a dra-
ma. We felt that would be cutting
edge for MTV because it hadn’t
been done.

That became Real! World. In

M ary Ellis Bunim produced
soap operas; including
2,500 hours-worth of Search
For Tomorrow, As The World
Turns and Santa Barbara. And
her partner, Jonathan Murray,
worked focal news and station
management in Atlanta, Cleve-
land and Rochester, N.Y., be-
fore the duo combined in 1992
to produce MTV’s The Real
World, what many consider the
first true reality series.

The series has received
multiple nominations for Em-
mys, People’s Choice and
Teens Choice Awards, and is
the recipient of a TV Guide
Award, among many others.
Since then, they have pro-
duced Road Rules and Making
the Band, among other
shows.

The pair also creates real-
ity-based prime time network
specials and made-for-televi-
sion movies.




the second season, we sent two
cast members in a Winnebago to
pick up a third cast member. Just
watching the three of them in
that Winnebago together was so
entertaining and interesting. A
couple of years later when MTV
asked us to do a spin-off, we said
what about a road show? And
Road Rules became the first
game reality show. Later, there
was Survivor and Fear Factor,
but Road Rules was really the
first.

Why did it take so long for reality to
hit prime time?

JM: Because the networks kept
saying, “Oh, that's a cable thing,
the prime time audience wants
scripted television whether its
comedy or whether its drama.
They won't go for this stuff.” Fi-
nally, they did Survivor and Big
Brother in Europe and they
were both huge hits. Those
shows became very successful
over in Europe and suddenly
the networks were willing to
take a chance.

What elements make a good reality
cast?

JM: Each person has a unique
story and you have to care about
them. You care about all of these
women in Starting Over. They
have humor and passion. They
each have a distinctive and in-
teresting look and they are not
afraid of conflict. That's the great
thing about having a show with
women. Women are generally
less afraid of conflict than men.
They are direct with each other
about what they are feeling and
that comes up clearly in this
show from day one.

MEB: After all these years, |
guess we are good at it. We have
an instinct about what makes a
good cast member. What makes
a person compelling television is
that they are telegenic, articu-
late, funny and colorful. We cast
for diversity, cast for conflict, all
sorts of ways.

What about managing the process
when you are doing a strip?

JM: We approached this with the
idea that every day in the house
had to equal a television show.
We've been disciplined in stick-
ing to that.

In Real World we do an outline
first, then we actually write a 13-
page almost-script from the raw
material.

In this show, we're going im-
mediately to what we call “string

ut, " when the two story people
assigned to the show are looking
at the material and creating an
edit, a first rough-cut. That's ap-
proved with notes from the pro-
ducers and then it goes to the
editing team, which has a week
to take it from the editing room
to a show. It takes about two

weeks from the day something
happens to the day it becomes a
show.

Is that the dirty little secret about
reality TV—it’s not that real?

JM: The difference between a
documentary and a reality show
is that the producer thinks
through a reality show before he
does it from the standpoint of
“how is this show going to be en-

Syndication | Filling in the Holes

tertaining?” “How am I going to
get viewers to tune back before
each commercial break?” “How
is the network going to be able
to promote this?” You are think-
ing about all those things when
you are making a reality show.

How different is putting together a
! E han {

scripted s haw’

JM: The difference is that with a

scripted show a lot of the work
happens in the script. If you can
get a great script, then you go
shoot it. In a reality show, you
cast it first and then come up
with the show’s architecture.
Then you shoot it and go
through this long process, simi-
lar to the script process, where
you make an outline and go
through multiple rough cuts to
massage and fine-tune the show
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into being as good as hopefully
that great script was.

Do you think this summer diluted

]M I think this summer showed
that unless you come up with
something fresh, unless there’s a
unique quality to it, it's only go-
ing to do okay. The ones that are
going to be hits are the ones that
are truly unique. m
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New originals like Duck Dodgers is helping Cartoon Network compete with Nick and Disney.

NETWORK

Gartoon Is for Kids Again

Network ramps up original programming, sets higher goals

SYNDICATION

CABLE |

search, even with July 2002, a sign of
stabilization. And the kids numbers
are good too. In July, Cartoon was
neck and neck with Nickelodeon
and Disney Channel in the key de-
mos like kids 2-11 and 6-11.

“Kids ratings are volatile and often
snap back quickly,” explained John
Rash, senior vice president for media
buyer Campbell Mithun.

One area where Cartoon has en-
joyed success is with its young adult-
targeted Adult Swin block. The late-
night block, airs Sundays through
Thursdays, averaged a hearty 1.6
million viewers in July thanks to
originals like Aqua Teen Hunger
Force and acquired adult cartoons
Family Guy and Futurama.

Cartoon’s return is important to

By ALLISON ROMANO

he Cartoon Network is a
force on the playground
again. After some ratings
blips last year, the Turner
Broadcasting-owned kids
network looks back on track.
Cartoon’s newest original Duck
Dodgers, with Daffy Duck and
friends playing futuristic characters,
premieres Aug. 23. Teen Titans, an-
other original about a crew of teen
superheroes guarding a West Coast
city, came on in July and is earning
stellar ratings. Plans now call for

four new original shows per year.

General Manager Jim Samples
said Cartoon needs to do “more,
better, faster,” to attract kids and
tweens and keep them. That means
more original series, more acquisi-
tions and more new episodes. Ac-
cording to Kagan World Media, Car-
toon will spend close to $70 million
on programming this vear.

At Cartoon's upfront presenzation
last spring, Samples said it would
need to boost its output to turn rat-
ings around. He is beginning to de-
liver. In July, Cartoon notched a 1.6
rating in prime with 1.8 million view-
ers, according to Nielsen Media Re-

stay competitive with powerhouse
Nick and a surging Disney Channel.
It needs to command its share of kid
eyeballs and ad dollars (particularly
since Disney confines its advertising
to limited corporate “sponsorships”).

“Cartoon is still a viable alterna-
tive to Nick,” said Rash. And
strengthening the programming
should only help Cartoon’s fortunes.

Just as important as new shows,
Samples said, is increasing episode
orders. The goal is to have enough
episodes to strip a show. By next
year, hit original Codename: Kids
Next Door, which debuted in De-
cember, will be ready. m

What's In A Name? Gourt TV May Want to Investigate That

By ALLISON ROMANO

friendly Hallmark. Then TNN dumped the National

Network name for Spike TV, the network for guys.
Now, Court TV has a new slogan, the
“Investigation Channel.” But don't add
Court TV to any list of cable networks
with an identity crisis, said CEO Hen-
ry Schleiff.

“They were networks whose pro-
gramming wasn't working,” he said of
Odyssey and TNN. At Court TV, “we have programming
that is clearly working and growing.”

Court’s ratings are on the rise, nudging past a 1.0 in
prime time in recent weeks, and the channel is increas-
ingly drawing younger viewers.

Still, Schleiff said, the Court TV name doesn't quite say
enough anymore. “We have evolved to an emphasis on in-

First, the Odyssey Channel morphed into family-

COURT

The Investigation Channel \\¢

vestigation,” he explained. Court’s current slogan, “Join the

Investigation,” pointed viewers there, but the new “Inves-

tigation Channel” catchphrase spells it out more clearly.
When Court TV showed a Kobe Bryant special recent-

ly, the network scored a 1.2 Nielsen rating—and of

course, Court TV will want to Kobe Bryvant's trial, if there
is one.

But when Schleiff took over in 1997,
Court was a low-rated net showing all
trials, all the time. He added acquired
series like Homicide to pump up prime
and, more recently, moved to all origi-
nal series in prime time.

The net will introduce the new slogan during its “Foren-
sic Week” stunt Aug. 25.

The next step, Schleiff said, could be trading the Court
TV name for the Investigation Channel, a move that could
happen in the next year or so. But he plans to keep Court
TV alive, preferring a name like “The Investigation Chan-
nel, the home of Court TV." m
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ESPN’s Playmakers follows the on- and off-field exploits of
the fictional football tem, the Cougars.

ESPN Ready To
Kick Off Its First
Dramatic Series

By ALLISON ROMANO

with Playmakers, its tirst original scripted
series, bowing Aug 26 at @ p.m. ET.

The 11-part drama chronicles a fictional pro
football team on and off the field, and is a bold
programming departure for ESPN, a channel bet-
ter known for its playcalling and highlight shows.
But after two original movies, the sports net’s en-
tertainment unit is ready to make its move.

“Our viewers always say get us closer [to the
athletes],” said executive vice president of pro-
gramming Mark Shapiro. “We had to go fiction-
al to get you there.”

The goal is to draw in casual viewers who
may not automatically tlip or SporisCenter ev-
ery night, like all good ESPN junkies do.

Early buzz on Playmakers has been good. The
show is an ESPN in-house production executive
produced by Orly Adelson, Michael Angeli and
Alias creator John Eisendrath. “It is edgy, it is
provocative, it is gritty, it takes chances,” said
Shapiro.

To that end, earlier this summer, the net
screened Playmakers for focus groups in New
York and Philadelphia, but didn'’t tell them what
network would air the show. “They said—un-
prompted—HBO did it again,” Shapire said.

Playmakers doesn't go quite as far as an 11BO
show though. The language and content will be
milder than ESPN’s original movie on Bobby
Knight, which had a cleaned-up version simul-
cast on ESPN2.

ESPN is trying to maximize the show’s expo-
sure airing it Tuesdays at 9 p.m. ET, 10 p.m. and
then again at midnight after SportsCenter. That
way, Shapiro notes, it plays at 9 p.m. in every
time zone except Mountain. ESPN HD will also
simulcast the show in high definition.

Work is already underway for a second ESPN
original though. Filmmaker Spike Lee is pro-
ducing a pilot for a series on pro basketball. m

E SPN is ready for a different brecd of footbail
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RATINGS | Sept. 2228 | daytime talk | y .
Nielsen Media Research ‘ ' InSlde r
Top 25 o Pauley ‘Leaps’ Aheat
Adults 18-34 DIC Is There for The Kids
RANK PROGRAM AA GAA DIC Entertainment Corp. Sept. 1 is launching its
_ 1 Friends 50 58 BY PAIGE ALBINIAK block of kids’ programs with advertisers such as
2 Seinteld ) 42 49 Hasbro, McDonald's, Kellogg, Mars, Nestlé, Chuck
_ 3 Seinfeld (wknd) 41 54 BC Enterprises has been busy this summer, adding nine major E. Cheese’s and Bandai on board. The programmer
_ 4 Everybody Loves Raymond 29 32 N markets 1o its list of clearances for The Jane Pauley Show, which is also providing a Spanish-language feed of its
4 That '70s 8how 29 34 premieres in fall 2004. programs for stations’ second-audio-program
6 King of the Hill 27 30 Besides WNBC-TV New York, KNBC-TV Los Angeles and KNSD(TV) channels.
7_Wil & Grace 26 238 San Diego—all NBC-owned stations—NBC Enterprises has added six DIC has cleared its three-hour kids' programming
8 Home improvement 22 26 ABC affiliates, two NBC affiliates and one blocks on 450 TV stations and, in some cases, on
8 Fox Hollywood Theater IV 22 23 more NBC-owned station to its roster. more than one TV station in a market.
10 Buena Vista Movle IV 21 22 The ABC affiliates include Fisher’s With three separate blocks available, Fox, The WB
_11_0prah Wintrey 8how 20 21 KOMO-TV Seattle and KATU(TV) Port- and UPN affiliates get their own exclusive kids’ pro-
11 Waury 20 22 land, Ore.; Allbritton’s WJLA-TV Washing- gramming in a cost-effective manner. National adver-
11 Friends (wknd) 20 20 ton, and KTUL(TV) Tulsa, Okla.; and tisers get more than 100% clearance on DIC
_14_Frasier 1.9 21 Scripps Howard’s KNXV-TV Phoenix and programs because the same national advertisements
_15 WW Police Videos 18 18 WEWS(TV) Cleveland. The two NBC affil- run in all three blocks, even though the programs in
16 _E€ntertainment Tonight 17 138 jates are Scripps Howard's KSHB-TV the blocks are different. DIC's shows also help sta-
16 Dharma & Grag 118 Kansas City, Mo., and Cordillera’s WLEX- tions meet their FCC requirements for educational
18 _Stargate 36-1 16 17 TV Lexington, Ky. And KXAS-TV Dallas is children’s programming.
_18_Buena Vista Movle Il 16 15 the other NBC-owned station. .
18 _That ‘703 Show (wknd) 16 16 NBC would not confirm any time peri- A Pleasant Break for Syndie
21 Jerry Springer 1450 e ods. Company executives have said they are A relatively nice spell amid the bad summer weather
21 W 15 1.8 shooting for early fringe time slots, al- that has been plaguing the East Coast gave syndica-
21 _Butty the Vampire 3layer 15 15 though some stations will air the show in tion a case of the summer blahs, making ratings
24 Wheel of Fortune 14 NA the morning. NBC Enterprises executives generally stagnant in the week-ending Aug. 3. Still,
24 Judge Judy 14 18 also have been positioning the show asari-  —_c—G—_G——— talk shows managed to see some gains. Of the top
24 Entertainment Tonight (wknd) 1.4 15 val for King World's Oprah, but several ABC e el el £ G : dozen talk shows. eight were up, two were down and
24 _Divorce Court 14 18 affiliates, including WJLA and WEWS, al- two were unchanged from the prior week.
24 The X-Files 14 15 ready carry Oprah. King World has extended Oprali’s contract through 2008. Universal’s Crossing Over with John Edward,
24 Just 8hoot Me (wknt) 14 17 Linda Finnell, senior vice president of programming for NBC Enterpris- which may have seen this coming, had the largest
Tﬂll Talk Shows es, also has been looking for an executive producer for the show. Finnell rating increase among talkers, jumping 20% toa 1.2
has begun interviewing candidates in New York City, where the show will rating. King World's Oprah had the biggest decline in
Adults 18-34 be taped. Finnell hopes to have an executive producer in place by fall, to the group, losing 10% to 5.3. In second place, King
RANK PROGRAM AA GAA give NBC plenty of time to develop the show before next year’s launch. World's rookie Dr. Phif was up 2% to 4.3. Universal's
1 Oprah Winfrey Show 20 21 The Jane Pauley Show will tape at 30 Rockefeller Center in studio 8G, Maury took third for the sixth time in the past seven
1 Maury 20 22 where The Today Show was shot when Pauley began hosting the show weeks with a 3.6, unchanged from the prior week.
3 derry Springer 0 in 1976 at age 26. Right behind was Buena Vista's Live with Regis &
4 Qr. Phil 1.3 14 Now, half a life later, Pauley is reinventing herself at 52 as the host of Kelly up 3% to 3.5. Universal’'s The Jerry Springer
5 Live With Regis and Kelly 1.1 NA her own daytime talk show. During a rambling speech last week to ad- Show gained 7% to 2.9, followed by Paramount’s
5 _Montel Willlams Show IRl vertisers at the Family Friendly Programming Forum Symposium in Los Montel Williams up 4% to 2.5. Warner Bros.” Jenny
According to Nielsen Media Research Syndication Angeles, Pauley promised: “I will not exploit unhappy people. | will not Jones in its final weeks picked up 5% to 2.1. Sony’s
iir\fc;e Ranklr;\g Ci?_eport ;ulty 28-Aug. 3, 2003 crowd the margins of decency.” Ricki Lake slipped 6% to 1.7. NBC Enterprises’
Bt Ot e stigsiegatoienags She also reported that upon hearing about her new endeavor, hus- rookie The John Walsh Show rebounded from last
ONE NIELSEN RATING = 1,067,000 households band Garry Trudeau, who writes the political cartoon Doonesbury, said: week’s slide with a 17% surge to 1.4. Martha Stewart
ngiucshe;]eoﬁéiﬁinﬁeﬁ; g;;h;;?fj million TV “My wife is entering a new chapter of her life. After 26 years at NBC, she Living cooked up an 8% increase to 1.3, while Twen-
NA= e avAISER made the courageous leap to an entirely different division of NBC.” m tieth’s Good Day Live was flat at 1.0.
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NIELSEN | Aug. 4-10 | RATINGS

- at © " FoXNEN -5 SRR Ky
Top 10 Basic Cable Shows NBC : A
X l MONDAY
R Week : ;
Total Households (in millions) 46 6.9/12 6.4/11 6.0/10 34/6 0.8/1 2.0/3 1.9/3
PROGRAM DATE NET HHS
1 WWE 1D 84 TNN 37 33. Yes, Dear 47/9 S 5.0 75. Anything for Love 3.1/6 98. The Parkers 1.8/3 5 il a5 4'
) n 3 — ear Factor 510 ; —_— eaven !
re — 3. AFC-NFC Hall of Fame | 5 syin Standing  5.1/9 72, Stupid Benavior 3.3/6) 110 P:":““"’“ ""‘?"; :‘ | 91 e parkers  204] !
- - Game: Green Bay e o the Movies—HighRoadp————— — +—— |
6. Ev Lvs Raymnd  7.3/12 p 88. Giritriends 2.1/4|
2. Mank 8/8 USA 31 Packers vs. Kansas 15.For Love or Money 2 | o, oo omse Hotel  3.7/6| 10 China 081 7777 = | 98.7th Heaven 183
4. WL Giants/Patriets  8/7 ESPN 2.8 City Chiets  7.4/13| 9 King of Queens 6.8/11 b 91 Halt Hall 2073
5.Fairly 0dd Parests 8/3 NICK 27 18:86 B S 27312 10. Who Wants 1o Marry 120. Diagnosis Murder X
6. Spongebeb 3gr 9:30a 8/9 NICK 2.6 FTEIR 40 Best Commerc’ls 458 X My Dad? 6.4/ 0.711 |
7. Homicide: Lite/Streets 8/5 TNT 25 - S e =
7. Spengebeb Sgr 4p 8/4 NICK 25 . TUESDAY
7. Spongehob Sor 92 89 NICK 25 41/7 4 .4/8 6.0/11 4.8/8 07/1 : : 4/2 : 1.7/3
. Maguire {50 398 Simpie Rules  4.5/9 [109. one on one 1.33]
100 <00y g 5 25 - 18.Big Brother 4 5.6/10 0 AmETE N 125. Mysterious Ways 0.6/1 —i
Adults 18-49 (in millions) QR AT By 567 21.Last Camic Standing inss ISR (7. NN . SRRy
Lil 40, Accorging/Jdim  4.5/8 5.4/9 [ [
e i L LB U ! 52 cupid a0 26.0.C. 5.0/8(120. Promiseg Lang 07711 2- MY the Vampre
1. WWE 10p 8/4 TNN 3.0 (-l 49.Less Thn Pertect 4.1/7 Stayer 1.072
2. Com Central Roast 10p 8/10 COM 25 3. law & Order: Special 11;jllagnnsls Mur;er
2. WIWE 9p 8/4 TNN 25 L 357 co.JumpmmAmy 3 5GNEESE R s 0.92
4_Nip/Tuck 8/5 FX 24 Zaa 1
5. My: Star Wars 810 8BS 2.1 ; WEDNESDAY
5 Shark Week 2003 8/10 DISC 2.1 3.9/7 6.0/11 5.1/9 4.4/8 0.8/1 1.4/3 1.4/2
7 My:Jerry Maguire  8/8 TNT 2. Y 33 My wite g Kids 4.7/9 f— '
i . i g ———————————— 11.60 Minutes Il 6.3/12| 65.Race to the Altar 3.6/7 120. Candid Camera  0.7/1/109. Enterprise 1.3/3/101. Smallville 1.73
7. Queer Eye/Straight 6uy 8/5 BRAV 2.0 (E1R 33 George Lopez  4.7/9 43.2003 Teen Choice |
7. Monk 88 USA 20 B 5 e o Rosconne N Awards 448 ¥ | PR
10.NFL: Giants/Patriots  8/7 ESPN 1.9 Shot 397 11.Big Brother 4  6.3/11] 55 The West Wing  3.9/7 116.Doc 0.8/1/107. The Twilight Zone 1.5/3| 112, Pepsl Smash 1.072
SOURCE: Turner Entertainment 21,48 M e 116‘m7 i S
Research, Nielsen Media Research 72 The Family 3.3/6 oursnkes gsa;:O 2. law & Order  7.8/14 s Muruero 8/
Broadcast Networks : THURSDAY
4.9/9 7.4/13 4.7/8 2.5/4 0.6/1 3.0/6 1.9/3
Total households (in millions) LB 31 ABC 50th Anniversary ) 15. Friends 6.0112| 8880210 Ten Year High | [ \
17. Amazing Race 4 5.7/11 [128.1t's a Miracle  0.4/1
WEEK STD Bloopers 4.8/9 33 Serubs 4.7/9 School Reunion  2.1/4 el 79. WWE Smackdown! 95. WB Thursday Movie—
1.c8S 5.7 8.1 — — House on Haunted Hill
2- '0 7A6 LELN 33 Extreme Makeover e L o 33. Will & Grace 47/8 o e ! 3.0/8 193
.NBC 5. d < 4 e E——— e | {
3. ABC 47 61 S— 4'7{8# 50. Serubs 38/6 120. Diagnasts Murder ‘L
1080 Pri 071
4.FOK 37 59 08 Poiiing ""‘""’;"2/9 3. Without a Trace 7.4/13 43R 448 l
5.UPN 19 23 : e |
6. W8 18 25 i ! FRIDAY
7.PAX 0.7 08 4.9/10 4.4/9 5.98/12 21/4 ) 0 4/1 13/3 ‘ 1.9/4
Adults 18-49 (in millions 200 's Funni 83 Bernie M 24/5 i Reb 4
( ek ) S 28 America’s Funaiest | oo o grother . 49/10| 52 DatelineNBT  4.0/8—— - =] - b -t
EE 126. Friday Night Fllx
55 = = - Home Videos  4.9/10 85. Wanda at Large 2.3/5 /Gh ATTIRADTINGE 109, UPN's Movie Friday— 104 What | Like About 163
‘ ) 7 S i€ —— ost Dog: A Detective - e ——
LEN 52 Whose Line Is it 4.0/8 : | Diamonds Are F Reb 1/4]
2.C8S 31 45 — 165488 36/7 28.1aw & Order: Speclal 05 Boston Public  1.9/4 Tail 0.51 L nr‘tzv;,‘s gsg era — __?_11;
3. ABC 30 43 LR 49 Whose Line Is it 4.1/8| | Vetims Unit 4.8110 ‘ 1 95. Grounded for Lite 1.9/4
L
S 30 50 19.20/20 55/1| 31.c81 48/9] 68 Boomtown 357 o |
5.UPN 1:3 1.8 Unexplained 0.31 i
.WB { 1 - : : :
? PAX ;g (2_)40 : i i SATURDAY
. : 2.5/5 3.4/7 2.3/5 35/7 04/1
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9.King of Queens cBS 72 Disney—Angels in the 43- 444’8!
. The Simpsons 4/
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5.Who Wants to Marry/Dad? NBC 5.0 Week 4.4/8 5.3/10 4.7/9 3.5/6 0.6/1 -_1.7/3 1.7/3
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7.Without a Trace CBS 49
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SOURCE: Nic;lsen Madia Research | 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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After a Wait
EBay Is a Go

BY PAIGE ALBINIAK

A Healthy Hyphenate

he No. 47 DMA has three hyphens in its name and covers four cities.
AT A G L A NC E Spread across central Pennsylvania, the Harrisburg-Lancaster-lLebanon-
York market takes advantage of its geographic proximity to the great

population centers of the Northeast: Philadelphia, Pittsburgh, Baltimore and

ony Pictures Television is preparing
SeBa_v'IV for a fall 2004 launch, hiring The Market New York, and the major highways that converge within its borders.
veteran sportscaster Ahmad Rashad “It's a manufacturing center and a transportation center,” notes John Rig-
1o co-host the strip with Molly Pesce. DIRIFARRE B i gle, general manager at Tribune-
“In exploring this show, we looked at the Population 1,658,000 owned VYork-based Fox affiliate
brand we want the show to have,” said Russ L —— 627,000 WPMT(TV). The manufacturers here 4 -
Krasnoff, president of programming and Income per capita $17,683 range from a leading weight and bar- 1
production for Sony. “We love Molly Pesce TV revenue ramk s 52 bell maker to an infamous motorcy- : .
but we felt she needed somebody to Ll L ___$91,600.000 cle maker to several well-known -

bounce off of. While she
is fun and upbeat, we
also wanted someone
who could anchor a little
more. When we looked
at our choices, we fell in
love with Ahmad.”

Over the past two
weeks, Sony shot a pilot
with Rashad and Pesce
in an empty store that
overlooks the courtyard
of The Grove, a large up-
scale Los Angeles shop-
ping mall.

Considering the show’s
content—covering sto-
ries generated by eBay's
on-line auction com-
munity—Sony decided
it would be interesting
to shoot the show at a
real-life marketplace.

Molly Pesce
(above) will
co-host Sony's
new shopping
show with
veteran
sportscaster
Ahmad Rashad.

Commercial TV Stations

RANK* CH. AFFIL. OWNER
1 WBALTY) 8 NBC Hearst-Argyle
2 WHTM-TV_ 27 ABC _ Allbritton
3 WHP-TV 21 CBS Clear Channel TV
4 wemr(lv) 43  Fox  Tribune

5 WWHT¥ 15 UPN  SJL Broadcasting
‘May 2003, total households, 6 a.m.-2 a.m., Sun.-

Sat.
Cable/DBS

Cable subscribers (HH) 501,600
Cable penetraion 80%
ADS subscribers (HH) 57,684
ADS penetration —— 9.2%
DBS carrlage offocalTv? ~  Yes

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

What’s No. 1

snack food producers.

The market has been growing at
about a half-percent annually, less
than in some other markets and the
market rank has dropped among
[DMAs in recent years.

The area leads Pennsylvania in all
economic indicators,” said WGAL(TV)
general manager Paul Quinn. “Is a rel-
atively healthy market. \Ve're not losing
people like some other markets. But
there are other markets growing faster.”

WGAL, the only VHY station in the
market, has been the top dog since
its 1949 launch. The Hearst-Argyle
station wins in local news and sup-
plies as well numerous locally pro-
duced educational, political and en-
lertainment programs.

In television, local executives talk
about the market’s strength and con-
sistency. “This is a odd television mar-
ket,” says Rob Saylor, general sales

il d |
NEY: T
|| I

1 |

WHAT
THEY

7 people attend
‘ the Corvettes
at Carlisle, a three-day event
including seminars and
celebrities.

‘ artifacts from
’ Y the Civil War
are held at the National Civil
War Museum in Harrisburg.

‘ ) employees
' § work at the 1
million-square-foot Harley-

The syndicator is seriously considering Syndicated Show "A""G//SHARE"' manager for Allbritton-owned ABC af- Davidson plant
The Grove for eBayTV's permanent home. Jeapardy (WHP) 99 filiate WHTM-TV, noting an extraordi- G i

EBayTV has been under development Network Show nary commitment to community. Al-
for a l.ong time. Sp far, Sony’'s l.aunch g‘e"“_i(—wrf&—' — 8 lh'()llgh TV. revenue }ook'a typical  SOURCE: pacapitairegions.com, national-
group includes stations from the Viacom, i Dby mid-teen dip in 2001 from its record-  civilwarmuseum.org, laugerman.com
Gannett, Belo, Raycom, Clear Channel, SO _ L3, selling previous year, the market, aid-
Pegasus, Media General, Cox, Capitol, \%v?;'/: Newscast 1033 ed by political money from a highly competitive congressional race, bounced

back in 2002 and set new records in the process. BIA Financial predicts addi
tional growth for 2003 and a tremendous politics-aided 2004; smashing
through the $100 million mark by nearly $5 million. —Dan Trigoboff

Emmis, Evening Post and Quorum. But
Sony is not giving out a clearance num-
ber. Along with the show, stations also will
get software from eBay and Sony to run
their own branded auction sites. m

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

HATCHETT PRESIDES OVER AUSTIN:

JUDGE HATCHETT
Delivers an Impressive -

Performance on o/. OVER PRIOR
"'69 7o DROGRAMMING!

KTBC at 10:30am!
—JUDGE OVER
o "‘59% DEBUT!

Pror prog= Rob Netsen in Nov ‘02 Sweep, debut in tp = (331103 - 4/04/03)

www.sonypicturestelevision.com

HOUSEHOLD
RATING!

i

SONY

PICTURES

TELEVIBION 82003 Sony Pictures Telewision Inc, All Rights Reserved
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What? Sex and Violence Don't Sell?

Ad recall down in viewers of shows with sexual or violent content

BY STEVE MCCLELLAN

f it bleeds it leads,” is said 10 be
the mantra of many a TV news di-
rector when putting together the
story roster for the evening news.
But Brad Bushman has a different
take: “If the TV program bleeds,
memory for the brand recedes.”
And when it comes to brand recall
in TV ads, “sex doesn’t sell,” he adds.
Bushman, a psychologist at the
University of Michigan Institute for
Social Research, and lowa State Uni-
versity’s Angelica Bonacci recently
completed a study that they say
demonstrates that viewers don't re-
member ads as well when they are
featured in programs with high levels
of sexual and violent content.

.

_

Do viewers remember ads in sexy shows like Fox's Paradise Hotel? A new study says no.

The study was based on a group of
324 viewers who watched tapes of 18
TV shows, including the headbanging
wrestling, the sexually charged USA
cable’s Sirip Poker and the more se-
date Miracle Pets on Pax. After 40 1o
45 minutes, participants were asked
to recall the brand names of the ad-
vertised products.

The researchers found that people are
less likely—by an average of 19%—to
remember aTV ad when it is inserted in
aviolent or sexually explicit program.

Brand recall was 17% higher for
participants who watched a “neutral”
program than for those who saw a vi-

olent show. And recall was 21% high-
er for viewers watching neutral shows
versus a highly sexual program.
What if you juice up the ads with
sex and violence? Well, Bushman and
Bonacci thought of that and found
that it didn’t seem to change the re-
sults. The violent ads were 20% less
memorable and the sexy ones 18%
less memorable than the neutral ads.
“The bottom line is that matching
ad type to program type doesn't
change the basic fact that people are
less likely to remember brands adver-
tised in violent and sexually explicit
programs,” Bushman says.

The results of course beg the ques-
tion, why? That question wasn’t ad-
dressed in the current study. Howev-
er, in a study done last year by the
same two researchers, they suggested
that viewers focus so hard on the sex
and violence that they take a mental
rest during the commercial breaks.
“Individuals have a limited amount of
attention to direct toward TV pro-
grams,” they wrote in the Journal of
Applied Psychology. “The more at-
tentive individuals are toward a TV
program, the less attentive capacity
they have for the commercials em-
bedded in the program.” m

Home Depot ‘Trades Spaces’ With Lowe's

By ALLISON ROMANO

tesy of Tracling Spaces and TLC. The Atlanta-based home im-
provement giant signed on last week to be the exclusive cat-
egory sponsor for Trading Spaces, replacing its archrival Lowe's.

Home Depot’s deal, which kicks off in the fall and runs through
third quarter next year, also extends its current relationship with
another TLC redecorating show, While You VVere Out.
The deal calls for Home Depot to advertise on other
Discovery Networks channels including the Discov-
ery Channel and BBC America as well.

The home improvement company will provide
the budgets, projects and material for remodeling
projects on both While You Were Out and Trading
Spaces, one of cable's hottest original shows. And
Home Depot will get marketing opportunities on
spin-off Trading Spaces: Family.

Iome Depot is getting increasingly aggressive in

H ome Depot is the latest remodeler going for a new look cour-

Home Depot now has a
Trading Spaces tie-in.

its TV dealings. In May 2002, the company struck a three-year,
$100 million deal with Walt Disney Co. As part of the deal,
tHlome Depot agreed to advertise across Disney-owned net-
works ABC, Lifetime and the Disney Channel.

The Trading Spaces deal with TLC is well timed. The home im-
provement chain has been looking for ways to recharge its image.
Sales have sagged, although recent reports show improvement
and have boosted the stock price. Bob Nardelli, Home Depot
CEQ, is a former NBC executive who was considered a potential
successor to Jack Welch to become chairman of GE
before Jeff Immelt got the nod.

Lowe's same-store sales have surpassed Home De-
pot for the last eight quarters. And Lowe's isn't get-
ting out of the TV show business. The company is
teaming with TBS Superstation on an upcoming re-
decorating show fHouse Rules. That show, which de-
buts in October, will pit teams of amateur remodel-
ers against each other for a chance to win the home
they've worked on. Lowe's will provide the supplies
and be featured heavily in product placement. m

EBB & FLOW

Strong Syndie
Scatter Seen

Syndication is benefiting from
strong demand for broadcast TV
ad time and its the third quarter
scatter market is almost finished
with price hikes in the mid-teens
(or higher) above upfront rates.
“Syndication in third quarter
is pretty much sold out,” said
Jason Kanefsky, VP, national
broadcast, MPG, “with increases
between 15% and 20%."
Kanefsky added that August is

+15%-90%

usuai'y tight for syndication be
cause that's when sellers tend to
fulfill their make good obligations
for the first and second quarters.

Ed Gentner, senior VP/group
director, MediaVest, said that
“There are some pockets of
avails in September but it's rela-
tively tight. New syndicated pro-
grams are starting earlier in Sep-
tember and syndicators will see
how the shows track. If they un-
der-deliver they will take inven-
tory out of sale for make goods.’

Bob Flood, executive vice
president, director of national
electronic media, Optimedia,
agreed, but added those numbers
reflect only the “good stuff such
as Friends and Seinfeld.”

Some shows received scatter
price hikes in high single digits,
Flood said. “We did a lot of stuff
well in advance of the upfront.”

“Third quarter pacing slowed
down because buyers are taking a
break and there’s not a ton to buy
out there,” noted Andy Donchin,
senior VP director of national
broadcast, Carat. “Syndication
had a good year last year and is
having a better year this year.”

“We are way ahead of last
year,” said Bob Cesa, executive VP
advertising sales, Twentieth Tele-
vision. “| have a miniscule amount
of inventory left.” Hot categories:
back to school, movie companies,
electronics, pharmaceuticals,
automotive and video games.

—Jean Bergantini-Grillo

NEXT WEEK:
Radio
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REPORT

The marketplace for diversity television is growing by

leaps and bounds. Broadcasting & Cable will focus CIVERSITY REPORT PART |

two in-depth special reports on all aspects of this FOCUS ON HISPANIC TELEVISION

ISSUE DATE SPACE CLOSE MARERIALS CLOSE

lucrative market. We will cover the effect of diversity
SEPT. 8, 2003 AUG. 29, 2003 SEPT. 2, 2003

programming on broadcast and cable networks,

who's leading the pack and what does the future hold DIVERSITY REPORT PART I
FOCUS ON AFRICAN AMERICAN TELEVISION

ISSUE DATE SPACE CLOSE MARERIALS CLOSE
SEPT. 15, 2003 SEPT. 5, 2003 SEPT. 9, 2003

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.

BROADGASTING-GABLE

Paul Audino 646-746-7111 e Cheryl Mahon: 646-746-6528 * Chuck Bolkcom: 775-849-8404 ¢ Marcia Orcutt: 323-549-4114 » Rob Payne: 646-746-7022
Ciassified Advertising: Yuki Atsumi: 646-746-6949 vISIT OUR WEB SITE: www.broadcastingcable.com

World Radio History
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Re-Rey Guns of August

Activist groups take aim at cable ownership rules

By JoHN EGGERTON

able consolidation opponents clearly

lacked a kitchen sink or they would

have tossed that in along with every-

thing else they threw at the industry in

a scathing report labeled “The Failure
of Cable Deregulation.”

Maybe it was the wisdom of scheduling their
news conference for the slow news days of Au-
gust, or maybe it was a heightened sensitivity to
media-ownership issues, but there seemed to
be more than the usual contingent of press in

The Failure
of Cable
Deregulation

A Blueprint For Creating A
Competitive, Pro-Consumer
Cable Television Marketplace

U.S. Public Interest Research Group

August 2003

U.S. PIRG slammed the cable industry with this report.

attendance, including live C-SPAN coverage.

Saying the industry had “gouged consumers,
crushed competition and bullied regulators,”
the U.S. Public Interest Research Group (U.S.
PIRG), flanked by a Who's Who of re-reg ac-
tivists, last week called for new regulations to
rein in the industry, chastised the FCC for fail-
ing to exercise its regulatory power over cable,
and warned that the wired industry was ex-
tending its “tentacles” into the broadband In-
ternet marketplace.

Jeff Chester of the Center for Digital Democ-
racy even blamed cable for contributing to the
growing obesity of America's youth, saying that
as a gatekeeper of programming and advertis-
ing targeted to them it had to take some re-
sponsibility.

Also on hand to drive home the criticism
were Mark Cooper of the Consumer Federation

of America and Andy Schwartzman of Media
Access Project.

For its part, the National Cable & Telecom-
munications Association responded that the
charges were shopworn and baseless.

The FCC is currently reviewing cable-owner-
ship rules and considering whether cable and
telephone broadband service should be subject
to regulations to prevent content discrimina-
tion by carriers.

The report, written by public interest lawyer
Jay Halfon and gleaned from various sources,
dates the laundry list of cable offenses from the
restructuring and rate deregulation of the 1996
Telecommunications Act. It alleges that
rates have skyrocketed, service is “some
of the worst in America,” consumer ac-
cess (o programming and a choice of
broadband Internet providers is effec-
tively denied, DBS provides no real com-
petition, and overbuilders, which do pro-
vide competition, are few and far
between because companies won't com-
pete against each other.

U.S. PIRG's proposed solution was
rolling back cable deregulation, saying it
would take its report to Congress and
hope to catch the attention of frequent
cable critic, Senator John McCain (R-
Ariz.), chairman of the Senate Commerce
Comimittee.
| Responding to the attack, Rob Stod-
| dard, senior vice president of communi-
cations and public affairs, for NCTA said:
“The wild and unfounded claims of these
Washington-based advocacy groups are
recycled arguments that fell out of favor a
decade ago. The regulatory environment
envisioned by Congress in 1996 and
maintained by the FCC has fostered the
most robust telecommunications mar-
ketplace in the world. It's providing a bet-
ter deal for consumers, who are getting
far more for their dollar. How odd that so-called
consumer groups would prefer to take all that
away.”

U.S. PIRG's blueprint for taking all that away: 1)
Return oversight of the industry to state public
utility commissioners and local franchising au-
thorities; 2) impose conditions for competition,
including a la carte tiers so that consumers can
get “access to channels they want at prices they
can afford;” and 3) mandate nondiscriminatory
access to competitive Internet service providers.

The Internet access issue could be a key one
for activists.

The Internet was a powerful tool for anti-
consolidation forces, which used it to help flood
the FCC with comments opposing broadcast
deregulation after concluding the major media
were deliberately spending little time covering
the issue. m

COURTS

ZTl CAPITAL WATCH

Disney Backs Dereg...But
ABC hasn'’t given up on the 45% cap, but it appears unwilling to expend too
much political energy on it.

In response to a report that ABC owner Disney would no longer actively push to
retain the FCC's increase of the station ownership cap to 45% of TV households,
the company's top lobbyist, Preston Padden. said last week: “Disney/ABC contin-
ues to support deregulation of broadcast ownership. But because we are at 24%,
the impact on our company of a rollback to 35% would not be as severe or imme-
diate as it would be to other networks.” Some network executives viewed the news
as less a breaking of ranks than a statement of political reality.

ABC was the last of the networks to pull
out of the NAB over that group’s decision
to push for a rollback to the previous 35%
cap, and at 24% coverage it still has plenty
of room to maneuver under the cap. With
the issue becoming a hot one on the Hill,
and bipartisan support growing to roli
back the cap, some positions have be-
come concurrently fluid. NAB backed off
its push for 35%, then raised that standard
once again as prospects brightened for a
bill that would not also undo other FCC
deregulatory moves NAB supported.

FCC Grants More Time

The FCC has granted NAB's motion to ex-
tend the comment and reply comment pe-
riods for defining radio markets in non-
Arbitron survey areas—the redefinition
stems from the FCC’s June 2 ownership
rule rewrite. But it only gave them an extra
30 days for each, not the six-plus weeks,
and two months, respectively, NAB had
asked for. The comment and reply com-
ment periods had been Sept. 4 and Sept.
19. NAB, saying it needed to study data
from a survey it had commissioned, had
wanted the FCC to bump the deadlines to
Oct. 20 and Nov. 19. Instead, the FCC,
saying it needed to complete its proceed-
ing in a timely fashion, while recognizing
the “public interest” served by a brief ex-
tension, set the new deadlines at Oct. 6
and Oct. 21.

MMTC Needs More Room

While we're on the subject of FCC filings
(see above), a coalition of groups led by
Minority Media Telecommunications
Council has asked the FCC to extend the
page limitations on petitions to recon-
sider the FCC's June 2 broadcast rule
changes. Current limits are 25 pages
each for petitions to reconsider and op-
positions to petitions to reconsider, 10
pages for reply comments. The groups

COPPS OPINES
ON OPIE

CC Commissioner

Michael Copps
(above) has chastised
the commission for fail-
ing to address indecency
complaints about last
August’s Opie & Anthony
show on WNEW-FM New
York allegedly containing
a broadcast of sexual ac-
tivity at St. Patrick’s
Cathedral. “Nothing has
changed over the past
year,” and he predicted
“things will get even
worse.” Copps, who has
called for stricter inde-
cency enforcement,
blames media consolida-
tion for part of the prob-
lem: “It stands to
reason,” he said, “that as
media conglomerates
grow ever bigger and
control moves further
away from the local
community, community
standards will go by the
boards.”

want to double those limits, saying it is the most “far-reaching and complex
broadcast ownership proceeding in history,” and that it is actually six pro-

ceedings in one.

Read all about it

The Aug. 9 issue of National Journal document’s NAB's lobbying challenges
in a story headlined “Broadcast Blues.” The generally positive piece chroni-
cles the network/station split over the ownership cap issue and the “major
policy challenge” it has “foisted” on the associaion. In the end, the piece’s re-
porting suggests, NAB will continue to be a force to be reckoned with, even
it it it does not regain the network members it has lost during the fight.
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Thanks to /ol and Joe,
Fox Ent. Is Looking Good

Entertainment Group reports increase
in operating income, revenues in 4Q

By STEVE MCCLELLAN

ox Entertainment Group, News Corp.’s publicly-trad-
ed 80%-owned subsidiary posted a five-fold gain in
pre-tax operating income to a record $2.1 billion, for
its fiscal year 2003, which ended June 30. Revenues
were up 13% to $11 billion for the year.

The profits this year look particularly good compared to last
year when the company took a write-down of nearly $1 billion
for national sports contracts, primarily Major League Baseball
and the National Football League. No further sports-related
write-downs were taken this year.

For the company's fiscal fourth quarter (ended June 30), pre-
tax profits were up 58% to $505 million on a 15% gain in rev-
enue to $2.8 billion.

The company reported that the Fox TV network turned the
profit corner during the fourth quarter
but remained in the red for the full
year, while narrowing the previous
year’s loss. The network posted fourth
quarter operating income of $29 mil-
lion versus an $89 million loss in the
fourth quarter of 2002.

For the full year, the operating loss
totaled $183 million, a $100 million
improvement over the $283 million
posted in fiscal year 2002.

‘. The company attributed the net-
Rupert Murdoch’s work’s improved financial performance
Fox T_v network to better ratings and ad sales thanks to
remained in the programs like American Idol and 24
red for the full (not to mention Joe Millionaire).
year, but did trim The Fox owned station group post-
the previous ed a 13% gain in revenues for the full

fiscal year to just over $2.1 billion.

In a conference call with analysts
last week, Lachlan Murdoch, who
oversees News Corp.’s publishing op-
erations and TV stations arm, said that the profit margins of
the company's UPN affiliates (the Chris-Craft stations that it
bought a couple of years back) trailed the Fox affiliate O&O’s
by 16% to 20%. “That's the bad news,” he said. The goods news
is the UPN stations are profitable and performing ahead of last
year. But that's not good enough, he said, although he's willing
to give UPN management “a shot with this new season to turn
around the performance of the network. If they can't turn it
around, we have lots of options and | will leave it at that.”

The Fox cable networks nearly doubled their pre-tax operat-
ing income for the fiscal year to $472 million, on a 22% revenue
gain to $2.1 billion. For the fourth quarter, the cable profits were
up 140% to $106 million ona 19% revenue gain to $637 millian.

News Corp. chief operating officer Peter Chernin reported
that talks continue with affiliates on a renewal of the recently
expired agreement under which stations contribute roughly $50
million a year toward the company’s rights payment for the NFL
in exchange for program exclusivity. “We are optimistic we'll
have something finalized pretty quickly,” he said. @
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DEALS

By JoHN M. HIGGINS

slowed a bit during the sec-
ond quarter, but the compa-
ny still swiped plenty of business
from its cable and DBS rivals.
For the three months ended
June, Echostar posted strong 21%
growth in revenue to $1.4 billion.
Operating cash flow increased
22% to $289 million (excluding a
$34 million gain from the settle-
ment of litigation).
But there were a couple of blips.

Echostar’s subscriber growth

BROADCASTING & CABLE
8.18.03
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The topline-cost of acquiring new
customers totaled $492 per sub-
scriber, down 4% from last year.
But adjusting capitalized equip-
ment expenses, Merrill Lynch an-
alyst Marc Nabi said subscriber
acquisition costs actually rose
18% from last year.

EchoStar added 270,000 sub-
scribers during the quarter, down
7% from the 295,000 net additions
during the year-earlier period.

still, EchoStar Chairman Char-
lie Ergen expressed enthusiasm.
“There’s not any cable operator
who's immune to an attack from

—= EchoStar Up, But at a Cost

Dish Network,” he said. Weaker
systems, particularly in markets
where EchoStar’s Dish Network
delivers “local-into-local” broad-
cast stations, are prime targets.
Ergen said that EchoStar is still
working through the details of
how telco SBC will retail the DBS
service in its 13-state market fol-
lowing a recent joint venture deal.
He said that EchoStar will lose
some subscribers to SBC’s bun-
dled DBS and DSL Internet pack-
ages. But he believes the reduction
of customer churn will benefit
EchoStar in the long run. @

SUSQUEHANNA RADIO

has acquired

WSOX-FM

York, Pennsylvania

from

LANCASTER-YORK
BROADCASTING

for

$23,000,000

The undersigned acted as exclusive broker
in this fransaction and assisted in the negotiations.

Kalil & Co., Inc.

3444 North Country Club Tucson, Arizona 85716 (520)795-1050
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New mobile service created for cell phone users

By KEN KERSCHBAUMER

ealNetworks is hitting the road
with RealOne Mobile, a service
that brings audio and video
news updates to Sprint PCS Vi-
sion cellular phones. The service
costs $4.95 a month and includes content
from Fox Sports, CBS Marketwatch, the
\Weather Channel, NPR and ABC News.

“By the end of next year every new
. wireless device will
| streaming | have the ability to

stream audio and
video live off the Internet,” says Bernie
Gershon, ABC News.cormn senior vice pres-
ident and general manager. “So we think
this is a great way to extend the ABC News
brand to maobile professionals domesti-
cally and, eventually, worldwide.”

Mark Donovan, RealNetworks direc-
tor of strategy and marketing, says the
company is focused on the Sprint de-
plovment for the near term but that he
expects it to be available via other mo-

bile carriers in the near future.

“We're talking to all the major opera-
tors in the U.S. and Europe on a variety
of fronts, including media services and
media delivery infrastructure,” he adds.

True video delivery to cell phones is-
n't possible yet but it is possible to de-
liver four frames of video per second,
allowing for slide-show presentations in
conjunction with the audio reports.
About 90 pieces of content will be avail-
able every day. “The focus is on build-
ing a business model that works for
Sprint, ourselves, and the content
providers,” says Donovan.

Gershon says the deal is similar in
structure to the one ABCNews has for
RealOne’s SuperPass. That model calls
for content providers to get a small
payment per subscriber.

Gershon says the audience is differ-
ent from the SuperPass audience. Su-
perPass users are more interested in en-
tertainment or having access to song
files, while RealOne Mobile customers
are expected to be interested in getting

Clips from ABC World News Tonight will be available to

RealOne mobile subscribers.

news information while travelling.

“This is similar to the broadband
market three-to-four vears ago,” savs
Gershon. “And we see the technology
increasing and improving dramatically
in the next few years.” m

' ContentProbe Keeps an Eye on Signals

IFOCUS

MIGRATION TO

By KEN KERSCHBAUMER

monitoring challenges that Omnibus co-founder
Glyn Powell-Evans is hoping to remedy with his
new company, ldeasUnlimited.tv.

The company’s ContentProbe system takes “finger-
prints” of audio and video content as it leaves a facility
and verifies its integrity by matching the fingerprint
when it arrives at a facility. The new company resulted in
Powell-Evans’ resignation from Omnibus, the traffic sys-
tem developer he co-founded in 1992. He most recently
was Omnibus group ex-
ecutive, strategy.

“This is outside the main
core of what Omnibus is
doing, although we think
there is a lot of value to link
our product to the Om-
nibus system,” he says.

“There are a number of
things that can go wrong with a signal when it leaves a
facility and is sent to another,” he notes. IdeasUnlimit-
ed’s fingerprint helps broadcasters more easily verify the
delivery of audio and video signals around the world.

Potential problems range from loss of video or audio 10
having the wrong audio channel received with the video
channel. Compounding those problems is that people
who monitor signal quality are generally asked to moni-

The multichannel environment has opened up new

DIGITAL

tor a large volume of outgoing and incoming signals, di-
viding their attention into smaller slices. increasing the
possibility of error or a missed problem. And Powell-
Evans says that while it may be possible to monitor the
video portion of multiple video signals it's impossible to
monitor the audio portion.
“You can't listen to 10 audio
channels at once,” he says.
ContentProbe is based on a
1RU PC that runs embedded
Windows XP-based saftware that
by creates a “unique 24-byte dig-
ital fingerprint.” That file is then
sent to another ContentProbe PC
on the receiving or monitoring
side via the Internet. The two fin-
gerprints are then compared
and, if they match, both the au-
dio and video arrived safelv. If
they don't match up, an alarmin
the form of an SMS message 10 a
GLYN mobile phone or an email with
PoweLL-Evans, an attached .pdf report and mini
IdeasUnlimited.tv pictures is sent to notify engi-
neering of the problem.
Powell-Evans says the system has been registered
with SMPTE as Class 14 metadata meaning it can be
incorporated into the¢ Media Exchange Format (MXF)
metadata wrapper. It’s available for purchase or rental
with a cost of about $5-$8 per day, per channel. m

‘You can‘t listen
to 10 channels
at once.’

(=]

Concurrent Looks to NDVR
Concurrent is introducing Real-Time Media,
which will enable cable operators to deliver en-
hanced, automated on-demand services, such
as network-based digital video recording
(NDVR}). The system uses the company’s
MediaHawk Generation On-Demand Platform
and MediaMatrix system. MediaMatrix helps
with stream management and storage, making
it easier to deal with fluctuating demands. Bruce
Bradley, vice president of product developmen:
for Concurrent’s video-on-demand division,
Xstreme, says that NDVR is something satellite
operators cannot provide.

Media 100 0K

Clear Channel stations KOKI-TV Tulsa, Okla.,
and KTFO-TV Tuisa have begun using Media
100’s 844/X real-time online vertical editing sys-
tem, a move that has doubled its production
capacity for promos and graphics. KOKI/KTFQ
Creative Service Manager Charlie Ray says the
844/X's ability to work in real time has been the
key timesaver. The unit handles promo spots,
1Ds and graphics for two stations, three news-
casts and an array of episodic shows.

Kalypso sings

"

NEP Sings New Song

The NEP Supershooters truck used for ESPN-
HD’s NFL coverage employs the new Grass
Valley Kalypso HD video production switcher
and is the first North American user of the
Grass Valley C2IP camera contro! system. The
production company, based in Pittsburgh, Pa.,
used more than 20 Thomson LDK 6000
Worldcam camera systems and the Grass Val-
ley Profile XP Media Platform HD video server.

Sharp, Samsung Tap TV Guide

Sharp and Samsung will incorporate Gemstar-
TV Guide’s interactive program guide into some
of their product lines. Sharp will place the guide
into its LCD televisions and digital video
recorders in North America, Japan and Europe.
Sharp will pay Gemstar license fees based on
the number of units sold that include the tech-
nology. The agreement does not include a mini-
mum commitment. Samsung’s multi-year dea
calls for the incorporation of TV Guide On
Screen into its digital television and DVRs.
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Outage Makes for Long, Gool Night at Fox

Continued from page !

Within a few minutes he no-
ticed something going on out-
side of the brand new street-lev-
el Fox News studio in midtown
Manhattan. Workers were pour-
ing out of nearby Rockefeller
Center buildings and filling the
street. “We saw a flood of people
right out our window,” Cavuto
said.

Minutes later word came: New
York City had gone dark. And it
soon became clear that a mas-
sive blackout had shut down a
large swath of the Northeast,
Midwest and southern Canada.

Now it was time to swing into
action and put to the test all those
contingency plans to keep a New
York-based network on the air
when everyone else’s power went
out. Talk host Bill O'Reilly was in
his office, and ran out to descend
17 crowded flights of stairs to the
network’s ground-floor studios.
Everyone was calm except for one
man trying to push past everyone
else. “There was one jerk,” O'Reil-
ly complained. “I was going to
strangle him.”

Commentator Shepard Smith
was stuck at JFK Airport on his
way to his vacation, phoning in
some observations until his cell-
phone batteries died. Sean Han-
nity, who has been doing his ra-
dio show from ABC Radio’s
nearby studio, walked into the
newsroom sweaty and wrinkled
at 8:15 p.m., but was crisp and
ready for air by 9 p.m.

On the plus side, Fox News did-
n't have to go far to flood the zone:
it was in the middle of the most
dramatic part of it. Sure, the black-
out swept dozens of other cities in
eight states and one Canadian
province. But New Yorkers can
out-throng Cleveland or Syracuse,
N.Y., any day.

“At the same time everyone's
heading for Penn Station, so
were we,” said executive produc-
er Bill Shine.

Deploying reporters and shoot-
ers was tough, partly because of
an overloaded cell-phone system,
partly because of traffic. Fox
broadcast stations were tapped
for feeds.

The National News Service co-
operative among Fox, CBS and
ABC was invaluable, with Fox
News making liberal use of feeds
from WCBS-TV's helicopter
sweeping over the thousands of
commuters pushing toward fer-
ry terminals.

Fox News was reminded that a
TV network is power hungry. The
news network had access to two
diesel-powered generators locat-
ed on the 7th and 10th floors of
the News Corp. office tower. One
is shared with the New York Post.

But the other is dedicated to the
network.

Normally, the dedicated gen-
erator could pull the network for
20 hours. But Fox News Engi-
neering Director Chris Bauer
said that some of the fuel had
been depleted by periodic tests.

The tank was only three-quar-
ters full. “That’s what we get for
not topping off,” Bauer said.

A voice over the public ad-
dress system begged staffers to
shut down any PCs, lights and
other gear that weren't absolute-
ly essential. Fortunately, air con-

ditioning was excluded.

The conservation may have
helped. The generators were still
chugging when the power came
back on in the Fox neighborhood
on Friday morning around 7 a.m.

Producers had little idea what
the competition was doing. Except

for a feed from NBC's Washington
bureau, the Fox newsroom gets
CNN, ABC, CBS and other net-
works the way most Manhattan-
ites do, from the local Time Warn-
er Cable system, which failed. The
newsroom monitors were as dark
as the rest of Manhattan. m
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Making His Cable News Dream Come True
Balboni nurtured New England Cable News to prominence

Balboni moved from print to broadcast and
later helped create a medium that com-
bines both of those with cable. His New Eng-

I n a 30-year-plus career in local news, Phil

land Cable News includes
partner stations in all New
England markets, several of
New England’s newspapers
and its own staff, which in-
cludes New England televi-
sion news icons Chet Curtis
and Tom Ellis, Balboni said.

There were only one or two
local cable news channels in
the country during the mid-
1980s when Balboni, then
news director at WCVB-TV
Boston, first thought the idea
might work in New England.
He nurtured the idea through
his time in Hearst's corporate
office, and helped launch the
channel, owned by Hearst
and Comcast in 1992.

“We thought at first we could
use a lot of our WWCVB pro-
gramming,” Balboni recalled.
“It turned out that what our ca-
ble partners wanted was most-
ly original programming. Over
time we learned that you've got
to create original news and
original value in order to get ca-
ble carriage. And without that
carriage, you're nothing. Distri-
bution is our lifeblood.”

Back then, there were
many more cable entities to
deal with and he had to trav-
el from town to town pitching
the channel. Even today,
NECN deals not only with the
five major cable companies,
but also several smaller cable
companies across six states.

According to Balboni, with
the exception of the full year
recession of 2001, the cable
channel has been in the black
since 1998. It's won Peabody
and DuPont Awards and re-
cently added the Radio-Tele-
vision News Directors Associ-
ation’s prestigious national
Edward R. Murrow award—
the only cable network to win
a Murrow this year, he noted.

Longtime Boston anchor
Curtis, who, as a WCVB-TV

anchor and now NECN host, goes back more
than 25 years marvels that Balboni “started
this place. He's nurtured it, supported it, and

Phil Balboni

President and Founder,
New England Cable
News

B. Feb. 15, 1943, Norwood,
Mass.

EDUCATION

BA, Boston College, 1964;
Certificate in French Language
and Civilization, The
Sorbonne, Paris, 1967; Ford
Foundation Fellow, Graduate
School of Journalism
Columbia University, 1971

EMPLOYMENT

Reporter, The Richmond (Va.)
Times-Dispatch, Richmond,
1967-1968; editor, correspon-
dent, United Press
International, Boston, 1968-
1970; editorial director, direc-
tor of public affairs, vice pres-
ident and news director
WCVB(TV) Boston, 1972-
1990; special assistant to
Hearst Corp. President and
CEO, New York, 1990-1994;
present position since 1994.

PERSONAL

m. Elizabeth Houghteling,
March 20, 1988; children.
Jessica (30), Philip, (12).

made it successful. And news guys don’t al-
ways make good business guys.”

And, Curtis said, Balboni remains a news-
man. “Phil is very hands-on. Hardly a week

goes by he doesnt make
some comment on the pro-
gram | do—and it's not al-
ways flattering. He's always
around with suggestions
about topics or guests.”

Balboni's future wasn't al-
ways as clear. When he came
home from Vietnam in 1966,
where he was an officer in
Army Intelligence, he was
anxious (o get on with the rest
of his life, but uncertain where
to start. In France, where he
had enrolled at the Sorbonne,
he gave some thought to in-
ternational relations. He also
considered journalism.

At the Benjamin Frankiin
Library in Paris, Balboni went
through an old Editor & Pub-
lisher yearbook and sent off 30
letters of inquiry to American
newspapers, which produced
a few responses and an ofter
from the Delta Democrai-
Times in Greenville, Miss.
When he returned to the
states, Balboni dropped in on
two of the other newspapers
that had indicated interest
and ended up as a general as-
signment reporter on the
Richmond Times-Dispatch.

Balboni's first job in televi-
sion was researching editori-
als for WCVB-TV. He joined
the storied station shortly af-
ter the infamous and protract-
ed battle over the FCC's revo-
cation of the /Herald-Traveler's
license 10 operate the station
and the transfer to locally-
owned Boston Broadcasters.

The station’s editorial
board chairman was well-
known Harvard historian Os-
car Handlin, whom Balboni
remembered as “brilliant and
irascible.” He likens the meet-
ings determining the station’s
editorial policy to those of a
great debating society and he
laments their lost practice in
local television. “Working at

WCVB was like starting at the top,” Balboni
said, “although it took years before we realized
how special it was.”

Dan Trigoboff

PROEILES

PAM SCHOEN, on-air writer/producer,
KTLA(TV) Los Angeles, promoted to
on-air senior producer.

DEVIN HORENSTEIN, account execu-
tive, Blair Television, Miami, promoted
to group sales manager, Philadelphia.

ADAM WEYNE, local sales
manager, WFMY-TV Greensboro, N.C.
named general sales manager, KOLD-
TV Tucson, Ariz.

RICHARD LOWDEN, regional
account executive, Comcast Cable,
San Francisco, joins KPIX-TV/KBHK-
TV San Francisco, as account
executive, business development
team.

At Comcast Cable: TIM HAGAN, direc-
tor, business operations, Comcast
Cable, Chattanooga, Tenn., promoted
to GM, Comcast’s Kentucky systems;
ROSALIE JONES, assistant VP, human
resources and administration, Lincoln
University, Pennsylvania, joins Com-
cast Cable, Voorhees, N.J., as area di-
rector, human resources, Southern
New Jersey.

At Cox Communications, Atlanta:
CATHERINE MITCHELL, VP/GM,
Roanoke system, Virginia, named ex-
ecutive director, loss prevention; BETH
DENNING, director, sales and distribu-
tion, named field marketing director.

Programming

SANDY WAX, senior VP, brand strategy
and research, SoapNet, Burbank,
Calif., appointed senior VP, program
planning, scheduling and acquisitions.

KENNETH WARUN, VP/creative di-
rector, Game Show Network, Los An-
geles, joins Beantown Productions,
New York, as senior VP.

At MTV Networks, New York: LiZ
GATELEY, director, original program-
ming, Lifetime Television, New York,
joins as VP, production development;
LISI HARRISON, director, production
development, promoted to senior di-
rector.

JIM RAPSAS, director,
development/executive producer, Dis-
covery Kids, Silver Spring, Md.,
named VP, program development.

At The Weather Channel:
KATHLEEN LANE, director, public rela-
tions, Atlanta, promoted to VP; RICK
MONIHAN, senior manager, ad sales,
properties/messaging, AOL, New
York, promoted to director, pricing
and inventory, The Weather Channel
Media Solutions, New York.

KIM W0ODS, director, Western re-
gion ad sales, AMC, Los Angeles, pro-
moted to VP.

ERIN HARVEGO, corporate market-
ing manager, Rainbow Sports

RICHARD LOWDEN
KPIX-TV/KBHK-TV

5
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ROSALIE JONES

Comcast Cable

SANDY WAX
SoapNet

KENNETH WARUN
Beantown Productions

Networks, Jericho, N.Y., named direc-
tor, marketing and promotion.

NOAH SOLOMON, executive assis-
tant to Neil Strum, executive VP, Uni-
versal Television Productions, Los An-
geles, named manager, business
affairs, Universal Network Television.

JENNIFER ALBRIGHT, senior
account executive, KWBB-TV
Beaumont, Texas, joins The WB 100+
Group, Atlanta, as national spot sales
manager.



TIM ETTUS, litigator, Chadbourne
% Parke LLP, New York, joins Hurri-
:ane Entertainment, New York, as di-
ector, development.

SHAWN DENNIS, VP/group head,
3lobal co-branding, MasterCard Inter-
aational, Purchase, N.Y., joins the
NFL, New York, as VP, marketing ser-
vices.

JENNIFER WILSON, consultant, Cap
Gemini Gonsulting, New York, joins
Varsity Entertainment, New York, as
director, business development and
client relations.

STEVE KERR, former Chicago Bulls
NBA player, joins TNT, Atlanta, as an
NBA analyst for All-Star Weekend and
TNT's NBA playoff package

ELLIE HIRSCH, account service rep-
resentative, Haltmark Channel, New
York, joins The Football Network, Baton
Rouge, La., as account executive.

At KPHO-TV Phoenix: VALERY H.
LODATO, deputy managing editor,
USA Today Live, McLean, Va., joins
as senior executive producer; her
husband MARK J. LODATO, Washing-
ton correspondent, KPIX-TV San
Francisco, joins as investigative
reporter.

MICHELLE VALLES, evening anchor,
KTSM-TV Ei Paso, Texas, joins KXAN-
TV Austin in the same capacity.

ALYCIA LANE, weekend anchor/re-
porter, WTVJ(TV) Miami, joins KYW-
TV Philadelphia, as anchor.

ALITA GUILLEN, night reporter,
WBBM-TV Chicago, promoted to
weekend morning anchor.

TERRI GRUCA, anchor/consumer
reporter, WSPA-TV Spartanburg, S.C.,
joins WCCO-TV Minneapolis, as week-
end evening anchor/consumer
reporter.

CHRISTINE HAAS, weekend
anchor/reporter, KARE(TV) Minneapo-
lis, joins KVUE-TV Austin, as primary
anchot.

JENNA COOPER, weekend morning
anchor/reporter, KXAN-TV Austin,
Texas, joins WAGA(TV) Atlanta, as
general assignment reporter.

CHRIS MARTINEZ, general assign-
ment reporter, Central Florida News
Channel, Orlando, Fla., joins
WFTS(TV) Tampa, Fla., as reporter.

RYAN BAKER, Sunday sports
anchor, WKMG-TV Orlando, Fla., joins
WMAQ-TV Chicago, as weekend
sports anchor.

DOUG KAMMERER, morning meteo-
rologist, WOFL-TV Orlando, joins
WCAU-TV Philadelphia, in as evening
meteorologist.

MEGAN HENDERSON, co-anchor,
Good Day Utah, KSTU(TV) Salt Lake
City, joins KDFW(TV) Dallas, as co-
anchor, Good Day.

JEANELL BOOMER, assistant account
executive, Magnet Communications,
New York, joins DKB and Partners,
Mornstown, N.J., as senior account
executive.

Radio
At KABC(AM) Los Angeles: ELSTON

BUTLER, account executive, Radio Dis-
ney and KABC(AM) promoted to local
sales manager, KABC(AM); BERNARD
PENDERGRASS, executive producer,
The Ken & Company Morning Show
with Ken Minyard and Dan Avey,
named assistant program director for
the station.

At Katz Radio: LAURA FERNANDES,
account executive, Los Angeles, pro-
moted to senior account executive;
KATIE JAMELE, account executive, New

York, promoted to senior account
executive.

MICHAEL SCHULTE, account execu-
tive, Clear Channel Radio Sales, Chicago,
named senior account executive.

ROB TARTRE, global account executive,
i2 Technologies Inc., Dallas, joins
Broadband Services Inc., Highlands
Ranch, Co., as senior VP, sales.
DELWIN L. BOTHOF, consultant,

ﬁ Fates & Fortunes

Strategic Media Group, Montclair,
N.J., joins Broadwing
Communications Inc., Austin, Texas,
as strategic consultant.

At Sirius, New York: JOEL SALKOWITZ,
format director/brand manager, Clear
Channel Communications, New York,
joins as VP, programming operations;
STEVE BLATTER, VP, Big City Radio,
New York, VP, music programming.
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MARY SALIH, director/European
sales manager, Vyvx Broadband
Media Services, Tulsa, Okla., joins
GlobeCast America, New York, as
director, broadcast sales.

WHAT’S YOUR FATE?

Send it to Llanor Alieyne,

editorial assistant, BROADCASTING & CABLE
(e-mail: palleyne@reedbusiness: fax: 646-
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New York, NY 10010)
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Sales Careers

Technical Careers

News Careers

Marketing Careers

“IF YOU HAVE AN OPENING,
WE'VE GOT A CLOSER”
www.MediaRecruiter.com
877-400-5150

TELEVISION SALES

Join the fastest growing golf television pro-
gram in America. Show experiencing growth
in large markets and needs immediate per-
son or company to sell sponsorships to na-
tional advertisers. Large commissions and
flexibility. Experience in ad sales a must.
Contact Bob Vermillion at 410-250-8100 or
fax resume to 410-250-3322.

LOCAL SALES MANAGER
WOFL/WRBW, the FOX O&0 duopoly in Or-
lando, FL has an opportunity for an experi-
ence sales manager to develop and imple-
ment a strategic plan to help us achieve our
goals. The successful candidate will train
and motivate local account executives, over-
see selling efforts, packaging and pricing,
build ratings estimates and selling retail
strategies and recognize and develop new
business targets. Broadcast sales manage-
ment experience with a proven record, lead-
ership skills, strong motivational skills and
the ability to teach. Good communication
skills and the ability to develop relationships.
Must be detail and deadline oriented. Expe-
rience in inventory management. Send let-
ter of interest and resume to: WOFL-FOX35,
Attn: HR Dept/BC, 35 Skyline Drive, Lake
Mary, FL 32746. No phone calls or faxes
please. EOE/M/F/DIV

NATIONAL SALES MANAGER
KGW, BELO owned, NBC affiliate in the
beautiful Northwest market of Portland, Ore-
gon, seeks a highly motivated and proactive
National Sales Manager. The ideal candi-
date will lead the national sales effort, be a
skilled negotiator, organized, a team player,
able to build and grow outstanding relation-
ships at the rep, agency and client level.
The ability to sell the entire station and de-
velop client contacts is essential. A mini-
mum of § years experience in sales at the
station or National Rep firm is preferred
along with a proven track record of success
in achieving financial goals. Send resume
and cover letter to: HR, KGW, 1501 SW Jef-
ferson Street, Portland, OR 97201. EOE.

Analyst Careers

CHIEF ENGINEER
Responsibilities to include supervise tech-
nical operations, engineering staff, FCC
compliance; organize capitol purchases
and requisitions, budgeting, training, trans-
mitter and technical maintenance. Duties
to include: Supervise technical staff, insure
FCC compliance, purchase technical items
and equipment for other departments, re-
search capital needs, propose purchase,
install and instruct, assist engineers with
maintenance, coordinate technical assis-
tance with other departments, maintain
transmitter towers and microwave equip-
ment, prepare reports and perform other
administrative tasks, train technical per-
sonnel. Qualifications to include two years
of college plus two years of formal elec-
tronic training. High level of experience in-
cluding electrical, broadcast, and mechan-
ical engineering with a proven ability to
manage, train and motivate engineering
staff. Ability to make sound decisions on
capital equipment; cooperate and coordi-
nate with corporate management; expo-
sure to high voltages and high radio fre-
quency radiation; exposure to inclement
weather that may include lightening, snow
and ice. Ability to work on high towers, op-
erate and repair all broadcast and non-
technical equipment. Must possess and
maintain a valid driver's license with an ac-
ceptable driving record. EOE M/F/V/D-
Drug Screen. Send resume to
hr@wbtw.com or 3430 North TV Road, Flo-
rence SC 29501. No phone calls please.

News Careers

MARKET ANALYST (CHEYENNE, WY)
Sought by ZEE TV USA, an Indian Lan-
guage Cable TV Company. BS + 2yrs exp.
Respond by resume to HR, ZEE TV USA,
1615 W. Abram, #200C, Arlington, TX 76013,

NEWS DIRECTOR

The Broadcast Image Group is currently re-
cruiting for a Northeast Medium Market
News Director. Candidates must demon-
strate leadership, a successful track record
in news management and ratings growth.
We're looking for an impact player to nurture
the team, manage the brand, keep the news
product focused, energized, and on top for
years to come. Excellent communication
and people skills are a must. Please send
your resume, tape and news philosophy to:
The Broadcast Image Group, ATTN: Karen
Davis, kdavis@broadcastimage.com, 7744
Broadway, Suite 100, San Antonio, TX
78209. www.broadcastimage.com Minorities
encouraged to apply. EOE

PRODUCER
KVUE-TV, the Belo owned ABC affiliate in
Austin Texas, is expanding its weekday
newscast to one hour. We need a creative,
motivated and flexible journalist to produce a
compelling and content driven newscast. The
successful candidate will utilize the resources
of Kvue, our Washington bureau and the
other Belo stations in Texas. This is a full time
position. Please send a tape, resume and ref-
erences to: jmcthompson@kvue.com EOE

EDITOR-PHOTOGRAPHER
KVUE-TV, the Belo owned ABC affiliate in
Austin Texas, is expanding its weekday news-
cast to one hour. We need someone who can
edit under deadline pressure, and has the
skills of a photojournalist. This is a full time po-
sition. Please send a tape, resume and refer-
ences to: jmcthompson@kvue.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.
Resumeftape to John Hendon, Assistant
Chief Photographer, WYFF-TV, 505 Ruther-
ford Street, Greenville, SC 29609. EQOE.

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

NEWS SEGMENT REPORTER
Wisconsin Public Television has an immedi-
ate opening for a full-time television reporter.
Minimum: $31.8K. Visit our website
www.wpt.org (inside WPT) to learn more.
Betsy Bendrick, 821 University Avenue, Madi-
son, WI 53706. Bendrick@wpt.org. EEQ/AA

Caption Services

MARKETING EDITOR

Can you edit attention-grabbing promos?
Do you have an eye for graphics? WJHL -
TV, a Media General Station in the moun-
tains of Northeast Tennessee, is looking for
a self-motivated, highly creative editor for its
Marketing Department. You'll edit news top-
icals and station image promos. We've got
the tools to produce killer spots. College
degree and one year non-linear editing ex-
perience preferred. Rush your resume and
reel to: Human Resources, WJHL-TV, 338
East Main St., Johnson City, TN 37601
hr@wjhl.com . We're a Media General Sta-
tion in ADI #90. EOE. Pre-employment
drug test required.

Voice Overs

WARM RICH VOICE
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

Various Careers

Digital Captioning
and Subtitling

CAPTIONIYV.-D.4

Traffic Careers

TRAFFIC MANAGER

Needed at KJCT-TV in Grand Junction,
CO to oversee Traffic Department. Mini-
mum three years TV Traffic experience.
Knowledge of Encoda preferred. Must be
organized, detailed, and able to work well
with others. Send resume to: Pikes Peak
Broadcasting, Attn: EEO Officer, P.O. Box
1457, Colorado Springs, CO 80901. Pikes
Peak Broadcasting is an Equal Opportu-
nity Employer.

SBG

SINCLAIR BROADCAST GROUP
S TEOmESSem . L COSMImTeIam

Want to work somewhere that
thinking outside of the box is the norm?

Check us out at www.sbgi.net.

Get
the latest
industry news:
www.broadcastingcable.com
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Host Careers

Faculty Careers

MORNING HOST
WQXR-FM, America’s premier classical ra-
dio station, seeks full-time weekday morning
host. Send tape and resume with cover let-
ter to: Announcer Search, WQXR-FM, Box
BC, 122 Fifth Avenue, New York, NY 10011.
NO PHONE CALLS PLEASE.

Sales Careers

DISTRICT TERRITORY MANAGERS
DOMESTIC RADIO SALES - BCD07031004
(US Territories Available: Pacific Northwest,
Midwest, East Coast, and Southern) Harris
Corporation is an international communica-
tions equipment company with over 100 years
of experience building new technologies, and
we're exploding into new territory every day.
With $1.9 billion in sales and more than
10,000 employees internationally, we're in a
prime position to offer you the best opportuni-
ties in the industry. We rely on our people to
continue to set new standards and forge new
technologies. And we reward you accordingly
with excellent growth potential, outstanding
benefits, and the chance of a lifetime to build
your skills and impact the future of this excit-
ing industry. There's never been a better time
to join us. Your future is now at Harris Corpo-
ration. Candidate will be responsible for sell-
ing all radio products, systems and services to
call-letter radio stations in his/her designated
territory. Must meet or exceed quarterly quota
objectives. Chosen candidate will have a
minimum of 3 years of experience in field
sales, including proven selling skills and a
track record of consistently over-achieve quo-
tas. Will also have knowledge of radio indus-
try. The ideal candidate will have success call-
ing on owners, managers, decision makers
and other operational levels, as well as engi-
neering and technical levels. Must have expe-
rience selling top-of-the-line large ticket, capi-
tal equipment, system and services that are
often integrated in a solutions sales, and must
be comfortable making executive-level pre-
sentations and one-on-one presentations to
key decision makers. Must be able and will-
ing to travel 4 days per week. This position
may be home-based within the geographic
territory. To apply, please e-mail your resume

to: mdidone@harris.com. EOE

Situations Wanted

FACULTY MEMBER -
TELEVISION JOURNALISM/
KNIGHT CHAIR IN BROADCASTING
Medill School of Journalism, Northwestern
University, seeks distinguished journalist or
top-level academic with expertise in news-
room-based television reporting / writing /
producing / documentaries for its Evanston
broadcast program. Program operates stu-
dios in Evanston and Chicago; produces
newscasts for Chicago and Evanston edu-
cational television stations; and distributes
reports nationwide from students in Wash-
ington. Successful candidate will provide
excellent hands-on, instruction with strong
interest in engaging undergraduate and
master's-level students, seminar teaching in
broadcast issues and journalism matters.
Capacity for continued professional or re-
search accomplishment required. Ad-
vanced degree preferred. Rank and salary
commensurate with experience; tenured full
professorship possible. Northwestern Uni-
versity is an Affirmative Action, Equal Op-
portunity employer. Women and minorities
encouraged to apply. Hiring contingent
upon eligibility to work in U.S. Application
deadline for full consideration: November
1, 2003. Send letter, c.v. / resume and
teaching philosophy statement to: Abe
Peck, Chair, Search Committee, Medill
School of Journalism, 1845 Sheridan
Road, Evanston, IL 60208-2101. Contact
a-peck@northwestern.edu with questions.

Anticipated start date: September 2004.
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nal Cards

Services

du Treil, Lundin & Rackley, Inc.
CONSULTING ENGINEERS
201 Fletcher Avenue
Sarasota, Florida 34237
(941) 329-6000

www.DLR.com
Member AFCCE

—= CARL T JONES —

CORPORATION
CONSULTING ENGINEERS

7901 Yarnwood Court
Springfield, Virginia 22153
(703) 569-7704 fax (703) 569-6417

MEMBER AFCCE www.ctjc.oom

Mullaney Engineering, Inc.
IConsulting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115
Member AFCCE

COHEN, DIPPELL AND EVERIST, P.C.
CONSULTING COMMUNICATIONS ENGINEERS
Domestic and International
Since 1937
1300 “L” Street, N.W.,, Suite 1100
Washington, DC 20005
(202) 898-0111 FAX: (202) 898-0895
E-Mail: cde @ attglobal.net

Member AFCCE

OWN YOUR OWN AD AGENCY

As a media rep you've thought about owning
your own Ad Agency. You're already doing all
the work but only getting commission on a
small portion of your client’'s budget. Starting
an Agency is risky. You'll need flawless ac-
counting systems, sophisticated media buy-
ing software, expensive Nielsen/Arbitron data,
trafficking systems, dependable creative peo-
ple, production resources. Then there’s col-
lection problems... The listis endless. All this
takes away from what you're good at, dealing
with the client. Introducing Advizor. It's an Ad
Agency in a box. We provide you everything
you need to be in the Advertising Agency
business at no upfront cost. We only make
money when you make money. Only one per-
son per DMA can be an Advizor. Sound in-
teresting? www.advizor.com/myownagency

POINT-CLICK-COLLECT

With The Media Collection
Dream Team

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

* Place claims and receive acknowledge-
ments and status reports on line.

*View relevant media specific articles on
a wide variety of business management
subjects.

* Examine our Media Credit & Collection
procedures, services and contingent fees.
or Call/Write:

CCR " George Stella
1025 Old Country Rd., Ste. 4038
Westbury, NY 11590
Tel: 516-997-2000 * 212-766-0851
Fax: 516-997-2071
E-Mail: ccr@ccrcollect.com

To advertise in
BROADCASTINGCABLE classifieds
please contact:

Yuki Atsumi
646-746-6949 - direct
646-746-6954 - fax
or email:

yatsumi@reedbusiness.com

John F.X. Browne
& Associates

A Professional Corporation
Member AFCCE
BROADCAST/TELECOMMUNICATIONS
Bloomfield Hills, Mi Washington, DC
248.642.6226 (TEL) 202.293.2020
248.642.6027 (FAX) 202.293.2021

www.jfxb.com

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS

Box 280068
San Francisco, California 94128

707/996-5200
202/396-5200
www.h-e.com

HATFIELD & DAWSON

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

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

MEMBER AFCCE

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

A\&\‘

7839 Ashton Avenue
Manassas, VA 20109
(703) 392-9090
Fax (703) 392-9559
www.cmdconsulting.com
www.DTVinfo.com

CARL E. SMITH
CONSULTING ENGINEERS

AM FM TV Engineering Consultants
Complete Tower and Rigging Services
“Serving the broadcast industry
for over 60 years”

Box 807 Bath, Ohio 44210
(330) 659-4440

Denny & Associates, P.C.
Consulting Engineers

301 686 1800 tel.
301 686 1820 fax
www.denny.com
sl N NRd Member AFCCE

101 West Ohio St

20th Floox

A Indianapolis, IN

Y ASSOCIATES 46204

2 (317) 684-6754

Dennis Wallace wallacedtv@aol.com

SPECIALIZING

IN DIGITAL TELEVISION

Munn-Reese, Inc.
Broadcast Engineering Consultants
P.O. Box 220
Coldwater, Michigan 49036
Phone: 517-278-7339
Fax: 517-278-6973
www.munn-reese.com

www.4SEinc.com
info@4seinc.com

4$Bennett * Moore * Ussery * Burbage
STRUC TURAL ENGINEERS

Structural Evaluations, Modifications,
Inspections, Mapping, Specifications
7 Radcliffe Street Suite 301 Charleston, SC 29403

Phone
Fax 843.722.1211

843.722.1992
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BROADCASTING & CABLE COMMITTED TO THE FIRST AMENDMENT

The Other Steel-Toed Boot

of re-regulation activists Jeff Chester, Mark Cooper and

Andy Schwartzman last week at a press conference is
a sure sign that the cable ownership issue is heating up. If
some in that industry took secret satisfaction from the trials
and tribulations at the NAB, which faced an unexpected
wave, make that a tsunami, of opposition to long-contem-
plated rule changes, prepare to seek higher ground.

Cable was being fitted for a jacket with a target on its back
last week as a familiar litany of its alleged offenses were ticked
off before a sizable press contingent and a C-SPAN audience.
That press event, organized by U.S. Public Interest Research
Group had a sense of déja vu about it. The room was differ-
ent, but the anti-Powell, anti-industry rhetoric was similar to
that of a press conference some three months ago. At that
gathering, the Consumers Union and the Consumer Federa-
tion of America threatened that June 2 would be “only the be-
ginning” or the broadcast-ownership rule battle. Then the
deluge.

Don’t be surprised if e-mails start flooding the FCC from
“average citizens” asking that the commission restore the cap
on cable subscribers, mandate ISP access, ask that PUC’s and
local franchising authorities be given wide ranging regulato-
ry powers, and demand seats on a cable operator’s board or
enough money to give access channels West Wing-type pro-
duction values. Prepare to be amazed at the “average citi-
zen's” sudden command of a la carte tiering, leased-access

The cable industry is now forewarned. The contluence

rates and more. Cable had best have its counter-arguments
ready and its lobbying ducks in a row.

Lights Out for Bonzo

Back in 1991, the FCC modified its political broadcasting
rules (o restore the common sense stripped from them in the
FCC'’s 1976 Bedtime for Bonzo ruling, when the FCC held that
old Ronald Reagan movies triggered broadcaster obligations
to provide time to other candidates. The 1991 commission
narrowed the equal opportunities provision to appearances
authorized by the candidate after he or she had become a
candidate. But by 1994, a new commission, this one headed
by Reed Hundt, had put Bonzo back in business. Fast forward
to last week and California, which has more fruitcakes than
a dumpster on Dec. 26 and now has twice as many guberna-
torial candidates as counties. With most of those candidates
angling for publicity and many of them out for mischief, Bon-
zo is taking on the proportions of King Kong. We hope the
spotlight exposes its absurdity, not to mention inequity. Since
the rule doesn't apply to cable, Terminator marathons could
abound on TNT without triggering any obligations, but let a
Gary Coleman Love Boat guest shot slip past on a TV station
and 135 candidates could come knocking, stop watch in one
hand and tin cup in the other. It’s past time to put Bonzo to
bed for good.

&//4,

AIRTIME

GUEST COMMENTARY
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We Have Our Radios. Now What?

pproaching the second anniversary of
Ajept. 11, one item remains at the top of
very checklist for emergency readiness:
The battery-operated radio, ever ready to trans-
mit information in times of crisis. Whether we
take our cues from the Department of Homeland
Security or our next-door neighbor, the radio (we
are told) is an indispensable safety device.
Ideally, radio is a great deal more. It is ubiqui-
tous, timely, distinctive, dependable. At its best it
presents the news in deeper context, rendering
current events comprehensible and relevant. Ra-
dio provokes. It entertains. It offers comfort and
companionship in difficult times.

Radio is timely,
distinctive and
dependable. But

glomerates have no incentive to invest in the pro-
duction of local news or programs.

As listeners here is what we should demand:
m Commercial broadcasters must participate in
creating an informed citizenry, whether or not
the FCC requires them to. In a style that works for
their specific format and audience, they should
make a consistent commitment 10 news pro-
gramming and to local concerns.
——  mQur federal government must recognize that con-
solidation has ill served the free exchange of infor-
mation. As FCC Chairman Michael Powell himself
has noted, “the public interest is about promoting
diversity, localism, and competition.” Citizens and

But the reality is lamentably different. Recent it js being Congress should hold to that wise objective. At the
consolidation has led to homogenized program- threatened same time, since in-depth news will never be a pri-
ming that in many communities leaves public ra- ’ ority for most commercial broadcasters, govern-
dio as the only local voice. LAuRA WALKER, ment should unstintingly invest in the essential

Earlier this year the Columbia space shuttle pro-  WNYC-AM-FM public service performed by public radio.

vided a sobering example. As WNYC-FM New York
reported in On the Media, a series we produce for
National Public Radio, news of the tragedy was nonexistent on
thousands of commercial radio stations nationwide. Instead,
listeners heard the same old song: automated programming
taken straight from the satellite. Some remote-run stations
were able to switch to a centralized news feed for the breaking
story. But many don't have that capacity, or don't use it.

The disappearance of radio news—or even live hosts who
can read an emergency bulletin—started in the 1980s when
stations were liberated from public service obligations. But the
Telecommunications Act of 1996 changed everything. While
there are benefits to consolidation, these huge national con-

m As for public radio, we have a greater responsi-
bility than ever. We can and should be human,
contextual and engaging—the antithesis to homogenize, au-
tomated broadcasting. We need to be even more deeply en-
gaged in our communities, voice more divergent views, in-
spire reflection, stimulate civic action, and express the
inexpressible through music, stories and the arts.

Across the country, the radio is on. In these anxious and
politically charged times, let's make sure it is playing what the
public needs to hear.

Laura Walker is president and chief executive officer of New
York Public Radio, WNYC-AM-FM. This column was wriiten
before last Thursday's blackouu.

Angelyne wants
to be governor.

OPEN MIKE

Missing the Real News

Editor: | agree with your commentary of Aug. 4,
“TV's Big Assist.” The last few years we have
been so consumed with the sensationalism of
the sexual prowling of people in the public eye
that we have become distracted from the people
who are trying hard not to be noticed—those
who train in our country to fly planes, who set
up headquarters in our neighborhoods, who
travel in and out of the country undetected.
They know that the media are their allies
because they distract the American public.

Our government officials should be keeping
us abreast of the wars. They should be having
press conferences, but instead they are wiping
their brows with a sigh of relief that the cam-
eras are focused on something else. While
America is waiting to see what happens to
Kobe being caught with his pants down, we
better make sure that our pants are pulied up,
zipped and tightly buckled.

CaroL MANGIN,
WCCB(TV) Charlotte, N.C.

“Politics is the ultimate game

and the California recall elec-
tion is one of the most bizarre

contests in American history.
This strange election provides

us with a rare opportunity.”

Game Show Network
President and CEO
RicH CRONIN, as reported
by Joal Ryan, E! Online.

“I normally prefer not to be out
of the country on vacation when I'm sued.
However, from everything | know about law re-
garding satire, I'm not worried.”
Humorist AL FRANKEN
vacationing in ltaly, responding to Fox
News Channel lawsuit against him for the use
of the phrase “fair and balanced.”

“Itis extraordinary that one of the
largest media corporations would take
such action. In trying to suppress Al

Franken's book, News Corp. is under-
mining the First Amendment princi-
ples that protect all media, guaran-

teeing a free, open and vigorous debate of public
issues. The attempt to keep the public from read-
ing Franken’s message is un-American and runs

contrary to everything this country stands for.”

A statement from DUTTON PUBLISHING,

publisher of Al Franken's Lies.

“You guys have your job to do and it's an impor-

tant job. | sometimes wish you did it better—but

then a lot of people wish | did my job better.”
Tom CLANCY on journalists,
from an interview in Newsweek.

WE LIKE LETTERS

It 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: hiessell@reedbusiness.com, fax:
646-746-7028 or mail: BROADCASTING & CABLE,

360 Park Avenue South, New York, NY 10010)
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God Bless AM Radio

it proved its value last week

Maligned and forgotten,

f the electronic media, AM ra-

dio is the most neglected. It

was the first, the progenitor of
TV, FM, cable TV, satellite TV, VCRs,
DVD and the Internet. For three
decades, from 1920 to about 1950, it
was king. But sometime in the 1950s,
radio lost electronic supremacy to TV.
And then in the 1970s, AM fell behind
FM. A lot of folks don't bother with
AM at all anymore.

But last Thursday and Friday, at
least in New York City, AM was on
top of the heap. When the power
went out on a hot summer after-
noon at 4:13 last Thursday, what
you needed were a bottle of water
and a battery-powered portable
radio with an AM tuner. Fortu-
nately, 1 had both. Actually, Tad
Smith, one of our corporate exec-
utives had the radio, but he held
it out and passed it around so
that all could hear the news.

It was the only way folks tum-
bling out of our building at 26th
and Park Ave. had of knowing
what was going on after the lights
and computer flickered off.

(By the way, for AM’s tempo-
rary return to eminience,
Smith’s radio was oddly suited.

It was new model, but built to
look like an AM-only transistor

of the early 1960s. In fact, as a
radio from that time might, its
plastic housing proudly pro-
claimed that it was “Transistor”"—then
the state of the art.)

Of course, Smith’s radio had an FM
tuner as all radios must these days,
but we kept it on AM. It was an AM
day.

As everyone kinda knows instinct-
ly, AM is where you go when the pow-
er goes out. After it lost the fidelity
war with FM, AM reinvented itself
around news and talk. If you are
lucky, vou live in a town where one of
the AM stations still has reporters on
the street and takes local news seri-
ously. New York is fortunate to have
several.

All Thursday night and into Friday,
[ stuck to WCBS, Infinity's all-news
station at 880 Khz. It had reporters
scattered throughout Manhattan and
one circling overhead in a helicopter.
None had much to say, but all provid-
ed reassurance that things in Man-
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hattan were not unraveling, that peo-
ple were behaving themselves and,
without actually saying so, that every-
thing would be all right in the end.
AM has some inherent disadvan-
tages to FM. Not only does AM sound
worse, it is susceptible to noisy inter-
ference from lightning and electrical
devices of all kinds. You
don't want to

drive
near the pow-
er lines during a key

moment in the ball game.

The medium has been badly mis-
treated over the years. When radio
makers noticed that listeners were mi-
grating to FM, they accelerated the
march by purtting more money into the
FM tuners and less into the AM. Some
of the AM tuners are so bad you won-
der why the manufacturers still bother.
This is especially true of the tuners
built into CD and tape players and
those little sports radios for joggers.

The FCC has also damaged AM. For
vears, it had a policy of cramming as
many stations into the band as it could
until it practically collapse under its
own weight. After a while, it was tough
to find where one station began and
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another ended, especially at night
when AM signals tend to go wild.

For all that, AM still has some won-
derful qualities. In every market, there
are still a handful of stations with the
juice and the antennas to lay down a
signal powerful enough to pop from
any radio, no matter how cheaply
built. And these signals know how to
propagate, how to get into every nook
and cranny, and cover entire
metropolitan areas seamlessly.

AM ain't what she used to

be, but it’s still an important

role player and keeping the
band strong and healthy is,

[ think, a matter of national

security. AM radios are cheap

and ubiquitous and they re-
quire little power. Should
things really go bad in this
country, AM is the most surest
way of reaching the citizenry. A
handful of the old clear-channel
stations can cover the entire na-
tion. And in a pinch vou can
build a receiver with a handful of
wire and some headphones. You
don't even need batteries.

They say that afier the apoca-
lypse, after mankind finally destroys
itself in a nuclear holocaust, the
hardiest species—the cockroach—
will inherent the earth. If so. 1 know
what they will be listening to.

]

Even with AM, it was a trying few
days in New York. We tried to return
to work on Friday morning, after a
long night, but power wasn't restored
until Friday night. That meant the en-
tire crew had to come in on Saturday
and work 10 hours (without air con-
ditioning) to complete the job. That
you are reading this is testimony that
we did.

It was an extraordinary effort. For
it, I'd like to thank our reporters and
editors, including those in Washing-
ton and Los Angeles who never
missed a beat and kept on reporting.
I'd also like to thank the support
troops, the building managers and
the IT and production staffers, and
our printer. They too went out of their
way to make this magazine happen.

Jessell may be reached at
hjessell@reedbusiness.com
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No Lights! Camera! Action!

Continued from page 1

operated sets could see any television.
The blackout, said to be the largest in U.S.
history, affected some 50 million people,
and most of them got their news from ra-
dio, if at all, or from passersby. Literally
and figuratively, everybody else was in the
dark.

WXYZ(TV) Detroit’s veteran News Direc-
tor Bill Carey, coincidentally, was vacation-
ing in New York. In the interim, Assistant
News Director Dave Manney realized he
was “in uncharted waters when we were
trying to keep the generator alive. It was
redlining. There was a garden hose con-
nected by a rubber band cooling the gen-
erator. It worked.” At one time the station
was carrying a microwave picture from a
press conference but audio from a cell
phone.

ANCHORS WEIGH IN

At the network level, the A-Team was in
place, especially mindful after the horrors
of 9/11. CBS's Dan Rather anchored from
New York. ABC had backup power but de-

1o the studio, sat in the half-darkened
newsroom and related the story of pass-
ing groups of people gathered in the park,
huddled around a tiny battery-powered
radio like a campfire, then passing it on to
the next group.

ABC correspondent Robert Krulwich
phoned in from a sliver of Long Island to
point out that one of the notable effects on
asmall town there was that a convenience
store clerk was having to add everything up
in her head, which turned the run on can-
dles and flashlights into a crawl.

CNN’s Maria Hinojosa was describing the
blackout scene by from a Manhattan street
when she was forced off the pay phone by
pedestrians waiting to make calls.

The blackout tested the grit and ingenu-
ity of TV stations and their staffs. WABC-TV
New York said the outage caused “major
league” problems, and the station operated
through creative uses of extension chords,
and was relaying signals “from handheld
two-way radios to a van to a helicopter” and
eventually, to its audience.

In Cleveland, WKYC-TV’s Stanley

Major Power Outage
AFFECTS ENTIRE NORTHEAST

=2

guiding the crowds and traffic. 911 ang

backup power kicked in. WIBK's Ron Sav-
age said that one of the biggest difficulties
reporting from the field was that, due to
the lack of pump power, “there were no
men's rooms.” In the studio, with its back-
up power—and functioning toilets—
“they were living like kings,” he joked.

CABLE CONNECTIONS

Cable operators throughout the affected
areas scrambled to bring services back to
viewers, with the challenge being keeping
in touch with utilities to make sure MSO
efforts were focused on areas that were
getting juice.

Comcast viewers in northern New Jersey
reported no problems receiving the MSO’s
signals once power returned on Thursday
but viewers and Comcast operators in
Michigan weren't as lucky as the challenge of
returning power proved much more daunt-
ing. Jenni Moyer, Comcast spokeswoman,
said that as of late Friday there were still spo-
radic cable and broadband subscribers still
without service. Subscribers with phone ser-
vice also had difficulties getting service once

New York City stations battled a lack of electricity and millions of people to cover the blackout.

cided to throw the anchoring to Ted Kop-
pel from the still powered-up Washington
bureau. ABC's Peter Jennings phoned in
radio reports from his home outside the
also-darkened Ottawa, where he was on
vacation. Elizabeth Vargas, took over in
New York at 10 p.m. that night.

CNN was on the story from soon after
the power went out at about 4:15 p.m. ET.
At first, John King anchored from Wash-
ington, but later the news network was
anchored from its Atlanta headquarters.
And Fox News Channel barely missed a
beat—it had a brief snafu getting its sig-
nal out to cable operators—but had suffi-
cient backup power. (See separate story)

Thom Bird, executive producer for news
specials and event coverage at Fox News
said that its still-working electronic ticker
and loudspeakers outside the network’s
building on 48th Street were able to keep the
gathering crowd of New Yorkers informed.

\BC’s Charles Gibson, vacationing on
Cape Cod, was able to fly back part of the
way and drove the rest to do an extended
Good Morning America Friday morning
that went live across the country.

\ report from ABC's Diane Sawyer sug-
gested some New Yorkers were tapping
into radio's much-touted localism.
Sawyer, clad in her husbhand’s shirt and
having just walked through the city to get

lucked out: “Fortunately we'd installed a
two-way radio system just this week. If we
were relying strictly on cell phones we
would have been in bad shape.”

The blackout gave Cleveland’s ABC affil-
iate, WEWS(TV), its share of difficulties.
“After 9/11 you would think you're pre-
pared for everything,” said News Director
Lynn Heider. “Even our backup generators
failed for a few minutes.” In addition, the
studio was lit by a few standup lights and
had only one of its live-shot receivers
working. But the station was able to go live
from some key locations around town,
Heider said, and “somehow we managed.
Our talent made up the difference.”

COVERING MOTOWN
In Detroit, Mo Gordon, executive produc-
er of operations for WDIV(TV), Post-
Newsweek’s NBC Detroit affiliate, reported
that the station’s backup power kicked in
immediately. Once they realized the black-
out went well beyond Detroit, the station
took MSNBC's feed for the first 20 minutes
or so and checked out their own power
and equipment. Following that, Gordon
said, the station’s signal was simulcast on
some local radio stations.

Fox's WIBK(TV) Detroit News Director
Dana McDaniel said his station went
down for about five minutes before the

the power was out. As of Saturday nearly
600,000 Michigan residents were still with-
out power and full coverage was not expect-
ed until Sunday.

Cox had two areas affected: Connecti-
cut and Cleveland. Ellen East, Cox vice
president, communications and investor
relations, said the outage in Cleveland
was limited in its effect, with viewers up
and running once power kicked back on.
Viewers in Meridian and Southington also
had limited problems due to 60 backup
generators that were in place to ensure
phone service. Six of the generators need-
ed to be manually restarted but, with
those exceptions, cable, phone and
broadband services were unaffected, pro-
vided the subscriber had the juice to pow-
eraTV, computer or phone.

Not surprisingly, problems with col-
lecting data in multiple cities has created
“indefinite delays” in the release of prime
time network Nielsen ratings from Aug. 14
and beyond. If coverage of a syndicated
show drops by more than 10%, as it most
surely will, the ratings won't count in sea-
son averaging.

Nielsen said the data will be released
Aug. 18 or, “as soon as it becomes avail-
able,” but a source said Nielsen hasn't de-
cided whether to publish the ratings with
an asterisk, or to withhold them entirely. m

ot

Cupid star Lisa Shannon’s date was ruined.

It Was a Light

Schedule, Anyway

Network news outlets managed to
stay on the air during Thursday’s
power outage via back-up generators,
but production for several network
shows located in the Big Apple was de-
layed. By contrast, syndicated fare
originating in the city avoided similar
troubles, helped by the TV’s-dead-in-
August timing.

NBC went ahead with Bravo's Queer
Eye for the Straight Guy's ‘ab five
makeover of Tonight Show host Jay Lend
and revealed Jay’s new lock on Friday
night as planned. But to allow East Coast-
ers to see the show, NBC will repeat both
Tonight Show episodes on Monday and
Tuesday. Aug. 25 and 26.

CBS had to suspend taping on reality
show Cupid, while star Lisa Shannon was
on a date with one of her eight remaining
suitors at a Times Square restaurant.

The outage in Canada also affected
Hollywaod, with taping on Fox's Wonder-
falls, scheduled for mid-season, halted on
site in Toronto. Four soap operas—ABCs
All My Children and One Life to Live and
CBS's As the World Turns and Guiding
Light—had to stop taping Thursday
night. Both ABC shows were back to work
in their studios in New York's Upper West
Side on Friday with power restored, while
a CBS spokesman was unsure when the
two CBS soaps would get back to work.

ABC’s Hope and Faith, a new sitcom
for fall, had to interrupt taping in New
York after the outage, and stars Faith Ford
and Kel'y Ripa both had to walk home
over New York bridges with the rest of
the Manhattan masses.

Syndicated shows originating out of
New York were little affected by the outages.

Live with Regis & Kelly, which airs live
from New York, was done taping Thursdav
before the blackout. The show is pretaped
on Friday’s. It also begins a regularly
scheduled two-week hiatus s:arting today.
Maury, which also originates in New York.
was on vacation, scheduled to resume tap-
ing this week. Crossing Over with John
Edward another New Yorker, was in pro-
duction Thursday, but had wrapped taping
and was not slated to tape Friday.—Paige
Albiniak and John Eggerton.
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