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EDITORIAL: 

The More 
They Punish Howard, 
The Richer He Gets 43 

In one audacious 
move, Howard Stern 
told the FCC and his 
misguided radio foes to 
shove it. His deal with 
Sirius Satellite Radio 
was genius—a flipping 
of the bird to sanctimo¬ 
nious regulators and 
wimpy radio execs who 

wanted to dethrone the King of All Media. 
They censored Stern—and drove him into 
a $500 million payday. Now he’s even talk¬ 
ing about brokering a deal where his cur¬ 
rent bosses at Viacom buy Sirius. 
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They Got More MTV 
Toffler, Graden broaden their corporate kingdoms 

As top executives at MTV, Van Toffler and Brian Graden had two of the best jobs in television. Those 
jobs just got better. 

Recently anointed MTV Networks (MTVN) Chairman 
Judy McGrath tapped Tojfler to essentially fill her old slot, 
upping him from president ofMTV and MTV2 to president 
of MTVN Group and adding VH1, CMT and startup gay 
channel Logo to his portfolio. 

Programming wiz Graden, who will report to Toffler, goes 
from president of entertainment for MTV and VH1 to pres¬ 
ident of entertainment for MTVN Music Group and presi¬ 

dent of Logo; Graden also gets some official responsibility for 
programming at MTV’s myriad international networks. 

There were no surprises here. 
Tojfler and Graden have shared credit for the remarkable 

string of successes at MTV over the past five years, trans¬ 
forming dinosaurs like Ozzy Osbourne and afterthoughts 
like Jessica Simpson into pop-culture icons that have elec¬ 
trified the channel. 

The pair spoke to B&C’s John M. Higgins about their new 
jobs, the state of their networks and the music they rock to 
these days. 

Van Toffler Deciphers Audience Signals Brian Graden Champions Cultural Restlessness 
What’s the mission here? Big changes or little ones? 
MTV had its highest-rated year for the last five years. 
Business is at an all-time high domestically and interna¬ 
tionally. CMT and VH1 are having their highest-rated 
years, too. We need to focus on how those brands expand 
with their audiences to the digital-media landscape. Logo 
is in pure launch mode. It’s been a while since we’ve had 
a channel in distribution mode. 

What’s the big change for you? 
I’m not sure there are big changes. I take more of a su¬ 
pervisory role and work with the channel leaders on strat¬ 
egy, focusing them on the future and brand extensions. 
But I don’t want to be too removed from the content and 
creative processes. That’s what jazzes me. 

MTV hits last around two years, then fade. Is that good or bad? 
It’s inevitable with MTV’s demographic. The shows burn 
bright and fast. The Osbournes is on the cover of every 
magazine, then fades. Unlike the broadcast business, you 
don’t have Friends or Survivor for 10 years. We’re accus¬ 
tomed to this turnover, developing and launching shows 
year-round. This is the way we live. 

It’s a unique strategy even in cable. Can it last forever? 
MTV has been able to read and lead the signals of its au¬ 
dience. We’ve evolved from a pure-music-video channel 
to having game shows and genre music channels to hav¬ 
ing long-form shows and music events. We created Total 
Request Live because the audience wanted to have more 

Continued on page 12 

What changes here? 
It’s not as if you 
have a dramatically 
new job. 
Van, Judy and I 
have been in a 
playgroup togeth¬ 
er for eight years. 
It’s more of the 
same, but I mean 
that in a good way. 

You’ve got a lot of turf. Are you stretched too thin? 
It’s all about the quality of the people working for you, as 

I cliché as that sounds. The team at MTV has been together 
for seven years. The VH1 team [has been there] for three, 
and the turnaround there is pretty complete. 

But you’re hands-on now. You’re not getting involved with 
TRI Norwa/l 
If I were trying to give specific development notes or pick 
every development idea, then I would be stretched too 
thin. I empower people to make the creative choices they 
want. I get involved at the strategy and green-light phase. 

What do you see for the channels? 
MTV’s got more working franchises than ever. Fourteen of 

i the last 15 series have been a hit. The challenge is to extend 
this creative machine to other platforms our audience is 
embracing, like wireless or online content. 

Continued on page 12 

MPicks 10 for Hall of Fame 
The 14th Annual Broadcasting & Cable 
Hall of Fame awards dinner on Monday Nov. 8 
honors 10 of the brightest lights in the business— 
and salutes SportsCenter, the influential ESPN 
sportscast in its 25th anniversary year. 

Says B&C Group Publisher Chuck Bolkcom, 
“We are honored and excited by this year’s class.” 
Editor in Chief J. Max Robins adds, “Our hon¬ 
orees exemplify the best in the business.” 

To be inducted into the Hall this year: 
■ WILLIAM F. BAKER, chief executive, New York 

Public Television, which ownsWNET and WLIW 
■ GEORGE BODENHEIMER, president of sports 

giant ESPN and ABC Sports and co-chairman of 
Disney Media Networks 

■ STEPHEN B. BURKE, chief operating officer of 
Comcast Corp, and president of Comcast Cable, 
the nation’s largest cable operator 

■ CATHERINE L. HUGHES, founder and chair¬ 
person of Radio One, the nation’s largest black-
owned radio station group 

■ MARIO “DON FRANCISCO” KREUTZBERGER, leg¬ 
endary host of Univision’s Sabado Gigante 
■ JERRY LEE, president and partner of 

Philadelphia’s WBEB(FM), and one of radio’s 
visionaries 

■ JUDITH A. MCHALE, president and CEO of Dis¬ 
covery Communications, which grew from one 
channel in 1985 to 14 today 

■ LESLIE M00NVES, co-president and co-COO of 
Viacom and chairman of the resurgent CBS, 
which he turned around from the time he ar¬ 
rived in 1995 

■ DICK ROBERTSON, president of Warner Bros. 
Domestic Television Distribution, whose pow¬ 
erful domain includes overseeing the syndica¬ 
tion of Friends and Extra 

■ JEFF SMULYAN, chairman of Emmis Commu¬ 
nications, an industry innovator who operates 
27 radio stations and 16 TV stations. 

In addition, for only the second time ever, 
B&C will induct a television show—ESPN’s 
SportsCenter—into the Hall of Fame. The 
sports-news program is no less an institution 
than The Simpsons, which was honored last 
year. 

The awards dinner will be held Nov. 8, this 
year at New York’s Waldorf-Astoria. For reserva¬ 
tions and information, call Maggie Pritikin at 
646-746-7068. ■ 
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MONEY TALKS 

A Thirst for Synergy 
Believe it or not, Viacom had no 
corporate game plan until now 
Les Moonves calls synergy an overused word. But he wishes 
Viacom had used it a little more. 
Moonves and his co-president and co-COO at Viacom, Tom 

Freston, took the new Les & Tom Show (or is it the Tom & Les Show?) 
to the Goldman Sachs Communicopia media investment conference 
the other day. It was part of their ongoing campaign to rally Wall 
Street to their company’s cause. One enticement for investors: The 
execs said they are working on a new strategic plan to lay out the 
company’s future for the next 
several years. Viacom’s 15-20 key 
execs and division chiefs, Fre¬ 
ston and Moonves said, need
a blueprint to follow and to benchmark the company against later. 
After all, a strategic plan is like private jet or a crate of Blackberries: 
You can’t run a media conglomerate without one, right? 

Well, wrong, apparently. 
In a moment of startling candor, Tom and Les acknowledged to 

Goldman’s Anthony Noto that, er, the strategic plan isn’t an update, 
it’s a whole new thing. Viacom hasn’t really had a corporation-wide 
game plan for years. 

Wow. No formalization of how all the pieces ofViacom fit togeth¬ 
er. No overarching tactical thinking about which divisions the com¬ 
pany should invest in more heavily and which should be milked. Or 
what new businesses to enter and which old ones to sell off. 

After his presentation, Moonves had no time to chat with a crowd of 
investors, but one question stopped him in his tracks as hustled toward 
the exit: “Les, you guys didn’t have any strategic plan?" He wheeled 
around: “What does it look like to you? These units weren’t working to¬ 

gether. No planning, no sharing.” 
For years, many Viacom executives 

bragged that they weren’t making the 
mistakes of other media giants by 
forcing synergy onto every division. 
Nothing like Disney’s ruining ABC by 
foisting Touchstone productions on 
the network. Or AOL’s forcing every 
Time Warner employee to switch to 
the online service’s simple-minded e-
mail system. 
At Viacom, during the era when Mel 

Karmazin was playing CEO-in-waiting 
to Sumner Redstone (before the exas¬

perated Karmazin resigned last spring), division presidents were en¬ 
couraged to make decisions that were best for their businesses, with¬ 
out much regard for their corporate siblings. 

“Their strategic plan was whatever Mel and Sumner talked about,” 
says one Wall Street executive. 

Freston at MTV Networks and Moonves at CBS no doubt enjoyed 
their independence. But now they’re thirsting for some synergy. 

“We want the relationships between the various divisions of the 
companies to change and take advantage of the fact that we are all 
in it together,” Freston told other investors a few days earlier. “There 
are a lot of ways we can extract value through stepped-up internal 
collaboration.” Like getting MTV shows and bands promoted more 
heavily on Infinity radio stations. And making Paramount’s TV stu¬ 
dio cater more to the needs of CBS—potentially a big customer— 
rather than treating the network like an afterthought. 

It’s not a small issue. Moonves and Freston face the prospect of 
Viacom’s revenues growing at a mere 6%-7% over the next few years. 
Cash flow needs to grow at a much faster rate to get Wall Street ex¬ 
cited. So, in addition to reviving struggling units like Paramount Pic¬ 
tures, Moonves and Freston need to work the existing assets more 
efficiently. Look for more VH1 shows advertised on Viacom-owned 
billboards near you. 

JOHN M.HIGGINS 

We welcome the debut ofD eputy Editor John Higgins’ column on the 
workings of Wall Street and the television industry. Look for Money 
Talks every week in B&C. E-mail him at jhiggins@reedbusiness.com. 

ABC Gets Big Bise Cut of Fall 
Risky new dramas help revive network 

By Allison Romano 

ABC is taking back prime time—one night at 
a time. DOA last season, the network is bat¬ 
tling CBS and NBC for the key 18-49 

demo—and gaining momentum. 
ABC ruled Sunday night last week with soapy 

smash Desperate Housewives. On Wednesdays, 
thriller Lost's outstanding performance is over¬ 
shadowing CBS’s hot CSI: N. Y, and reality series 
Wife Swap is strong. On Monday and Tuesday, 
ABC is solid, thanks to Monday Night Football 
and its sitcoms. Forget last fall’s slams of "strug¬ 
gling” and “stagnant.” This year, ABC is basking 
in accolades like "reinvigorat¬ 
ed” and “inventive.” 
But with the season just 

three weeks old, ABC’s fresh¬ 
man entertainment chief Steve 
McPherson remains cautious. 
"Our attitude is slow and 
steady,” he says. "We know we 
have a ton to do.” 

Leading the network’s resur¬ 
gence is Desperate House¬ 
wives, which reigned as the 
most-watched show on tele¬ 
vision Sept.27-Oct.3 among total viewers, 18-49s 
and 25-54s. “ABC promised a steamy, sexy soap, 
and that’s what you get,” says media buyer John 
Rash, senior vice president at Campbell Mithun. 
Lost, meanwhile, was also a top-10 performer in 
each group. (The new shows enjoyed some un¬ 
conventional promotional support. See page 12.) 

“Everyone said ABC had good shows,” adds 
Laura Caraccioli-Davis, senior vice president and 
director of Starcom Entertainment. "The ques¬ 
tion was, would viewers find them?” They did. 

In its Oct. 3 debut, Desperate Housewives 
captured 21.6 million viewers and a stellar 8.9 rat¬ 
ing in 18-49S. The sky-high marks wowed 
McPherson. “The interest was devastating, and it 
built from the half-hour,” he notes. “There was an 
underserved audience on Sunday nights with 
women.” Even Viacom Co-COO and Co-Presi-

dent Les Moonves called to congratulate him. 
As for Lost, it’s a hit after three episodes. On 

Oct. 6, the island thriller from Alias creator J.J. 
Abrams reeled in 16.6 million viewers and a 
6.2 rating in 18-49s, about 10% less than it 
snagged on its premiere. New David E. Kelley 
drama Boston Legal started strong Oct. 3 with 
13.1 million viewers and a 4.8 rating in the demo. 
While ABC surges, NBC looks a bit winded. 
The Peacock did not have a single show in the 

top five last week in any key category. The best 
performer was The Apprentice Sept. 29, turning in 
a sixth-place performance among 18-49s. Sever¬ 
al NBC shows, such as LAX, Hawaii and Father of 
the Pride, are suffering. Law & Order looks weak 

against the CSI franchise. 
Compounding NBC's woes 

is a surging CBS. After the 
first two weeks, CBS lead its 
rivals in 18-49s and its own 
core 25-54S. (The Sept. 30 
presidential debate and Oct. 
5 veep debate interrupted 
network programming.) 

The sizzling CSI trio is lead¬ 
ing CBS's charge. The Oct. 7 
CSI arrested 27.8 million 
viewers; the night before, CSI: 

N.Y. captured 16.9 million viewers, and CSI: Mia¬ 
mi grabbed 20.7 million on Oct. 4. All scored big 
with 18-49S. Even so, there’s no victor yet in the 
war for the ad-rich 18-49 demo. 

NBC traditionally leads, but its competitors 
are clawing for a larger slice. For now, CBS 
and ABC remain challengers, and Fox, hold¬ 

ing its new lineup until after the World Series, is 
considered the wild card. “The baseball playoffs 
will alter the 18-49 race some,” says Rash. “The 
real story will begin to solidify in the November 
sweeps. “ 

Not resting on reviews, McPherson is already 
hunting for companion shows for Lost and 
Desperate Housewives. “What makes these shows 
pop is they are different,” he says. “We’re looking 
for the next big thing, not the next Lost." ■ 

In the Crosshairs 
As audiences flee, Law & Ordertakes a hit 

NBC sharpshooter Law & Order is misfiring. 

The revered crime drama is in a fall ratings slide, and 

spinoff Law & Order: Criminal Intent is wounded, too. 

The culprit: a mix of stiff competition and fickle 

viewers, who may have overdosed on Law & Order 

on NBC and cable reruns on TNT and USA. 

Season-to-date, Law & Order's viewership is off 

26%, while delivery to the three key adult demographics 

(18-34.18-49 and 25-54) has tumbled about 25% com¬ 

pared with a year ago, per Nielsen. Law & Order: Crimi¬ 

nal Intent is off 22% in viewers and some 20% in both 

18-49sand 25-54s. 

Other shows have clicked with viewers—at Law & 

Order's expense. 

On Wednesday nights, CBS’s sizzling freshman 

drama CSI: N.Y. is encroaching. “There is some curios¬ 

ity with CSI: N.Y. It’s a sexier show,” says Starcom 

Entertainment Senior Vice President and Director Laura 

Caraccioli-Davis. Meanwhile, Law & Order: Cl took a 

major hit Oct. 3, when ABC premiered new prime time 

soap Desperate House¬ 

wives—the night's most-

watched TV show. 

The only Dick Wolf 

creation still posting 

growth is Law & Order: 

Special Victims Unit. On 

Tuesday nights, it's up 

11% in viewers and 

posting high single-digit 

gains in the key demos. 

Of course, the jury is

still out, as viewing patterns take time to settle down. 

"CSI is a hot franchise right now, but Law & Order 

remains one of the most dependable shows on TV,” 

says a network rep, adding the ratings are “up to our in¬ 

ternal expectations.” 

And just in case three Law & Orders isn’t enough, 

one more is coming. The fourth incarnation, Law & 

Order: Trial by Jury, is slated for midseason.—A.R. 
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OVER $1 BILLION IN BOX OFFICE HITS 

HBO® and CINEMAX® have licensing agreements 

with more major studios than any other network. 

That guarantees your customers the biggest 

inventory of exclusive box office hits anywhere. 

And that guarantees that HBO will premiere a new 

movie every Saturday night while Cinemax will 

continue to provide and grow the most exclusive 

theatrical library of any premium service. And, of 

course, the movies that are most in demand 

are available on HBO ON DEMAND® 

and CINEMAX ON DEMANDS 

•Source: The Hollywood Reporter: Reflects 2004 Pay Premiers based on box office grosses through August 30, 2004. 
© 2004 Home Box Office, Inc. All rights reserved. HBO , Cinemax , HBO On Demand“ and Cinemax On Demand5“ are service marks of Home Box Office, Inc 
Dr. Seuss’ The Cat In The Hat and Dr. Seuss Characters’" & © Dr. Seuss Enterprises, L.P. 
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EVERYBODY HAS SOME 
DIRTY LAUNDRY 

Desperate Measures 
Cross-media campaign takes competition to the cleaners 

By Anne Becker 

Unsuspecting patrons in 
New York and I ..A. got a lit¬ 
tle something extra with 

their dry cleaning this summer: 
four beautiful women. 

Slyly gazing out from clear 
dry-cleaning bags were the four 
lead actresses from ABC’s Des¬ 
perate Housewives, bolstered by 

the catchphrase: “Everybody has 
some dirty laundry.” 

Of the estimated $15 million 
ABC earmarked to promote its fall 
season, $8 million-$9 million was 
lavished on Housewives' cross-

One million Desperate Housewives' dry-cleaning bags were distributed in New York 
and Los Angeles in August and September. 

First Place 
Wisconsin on Demand 
Bev Greenberg, Time Warner Cable 

Second Place 
Charter All Digital Marketing Campaign 
Craig Watson, Charter Communications 

First Place 
Get Schooled Games Tour 
Dennis Wald and Douglas Dickstein, 
GSN. The Network for Games 

Second Place 
Discovery Health Channel National Body Challenge 
Victoria Lowell, Discovery Health Channel 

A TimeWarncr Company 

Multichannel 
«CABLE 

earn 

Cable Company/Distributor Division Network/Industry Supplier Division 

Congratulations to the winners of 
The Collaborative Marketing Case Study Competition 

S.T.A.R. Award Winner - Superb Teamwork Achieves Results 
Mobile Investigation Unit 
Ellen Schned, Court TV 

media marketing campaign. 
The network, which has lan¬ 

guished in the ratings for several 
years, pulled out all the stops to 
target a female audience; the 
dry-cleaning promo accompa¬ 
nied sassy ads in health clubs, 
women’s magazines and Web 
sites, along with outdoor, TV and 
radio spots. 

Steve McPherson, president of 
ABC Entertainment, cites the net¬ 
work’s marketing as integral to 
the show’s early success. "There is 
a lot of clutter out there, and peo¬ 
ple are savvy. It targeted the right 
audience, and it was fun,” he 
says. “The intent was to generate 
buzz, and it delivered.” 

Unlike ABC’s $5 million cam¬ 
paign for its other fall smash, 
Lost, which aimed for an air of 
mystery, the Housewives effort 
gave the show a distinctly fun, 
sexy vibe. Mike Benson, senior 
vice president of marketing for 
ABC, says the idea was to get 
people thinking, “This would be 
a good time on a Sunday night.” 

That’s why the marketing for 
Housewives didn’t forget men. To 
lure them, a spot that ran on vari¬ 
ous sports shows was set to the 
song "Slow Ride” and used footage 
of Nicolette Sheridan’s character 
squeezing a sponge over her shirt 
while washing her car. 

The campaign paid off: Desper¬ 
ate Housewives scored 21.3 mil¬ 
lion viewers overall for its Oct. 3 
premiere, making it ABC’s high¬ 
est-rated series premiere since 
Spin City in 1996. And 37% of the 
debut’s 18-49 audience was male. 

Jim Chabin, CEO of Promax, a 
trade group for broadcast design 
and marketing professionals, 
credits the large audience to 
ABC’s broad marketing ap¬ 
proach. “They could not have 
had the strong launch they did if 
they relied on their own airtime,” 
he says. “They had to look be¬ 
yond, to create a critical mass. It 
was an ingenious use of other 
media to launch a premiere.” 

ABC’s next challenge is to keep 
the Housewives audience tuned 
in. By leveraging the show’s rat¬ 
ings, it hopes to draw viewers to 
others on its roster, such as 
Boston Legal and Wife Swap. 

“This is a marathon, not a 
sprint," says Benson. “And we’re 
at mile one. The goal is to sustain 
efforts in marketing to keep 
bringing people back.” ■ 
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FLASH 
CSIs New Toys.. .The Next South Park. . .Chris Matthews Meets Tanner 

Saving Face 
Unsure what to buy that special tween in your life? 
We’re sold on the CSI Forensic Facial Reconstruction 
Kit, manufactured by Planet Toys through a licensing 
deal with CBS. 

The kit’s centerpiece is a skull on a stand. By following 
instructions, kids re-create the facial structure of an 
unidentifiable “victim,’’ using molding clay, pins and oth¬ 
er instruments. (Those youngsters in need of a visual aid 
can watch the Oct. 13 episode CSI: N.Y., which involves 
facial reconstruction.) 

“Obviously, it’s an adult show, but we’re looking for 
the younger scientists—the aspiring crime-scene investigators,” says Planet Toys Director of Marketing John Tul-
lock. While the manufacturer thinks the kit is appropriate for ages 8 and up, it’s sophisticated enough for high 
school students. 
Other CSI toy kits will appear on shelves later this month. A forensic kit includes experiments in fingerprinting, 

casting tire tracks, and synthetic blood analysis. Another kit simulates DNA-analysis experiments, employing a re¬ 
markably realistic centrifuge. All will be sold exclusively at Toys “R” Us. 

“It is difficult and results will vary,” says Tullock, who consulted extensively with scientists and biological com¬ 
panies while testing. He says the DNA and forensic kits are so realistic, they require adult supervision. Think of 
it as an opportunity for quality time with the kids. 

Special 
Delivery: 
South Park 

The folks at Comedy Central are eagerly awaiting Oct. 
27. That’s when they get new episodes of South Park, 
the network’s long-running hit. Let’s just hope show 
creators Matt Stone and Trey Parker will deliver. 

The boys have been consumed by their new puppet 
terrorism movie, Team America: World Police, dubbing 

new dialogue as recently as last Thursday. And they’ll 
be doing press for the movie until its Oct. 15 premiere. 

It’s not like they have extra South Parks in the can. 
Unlike most series, the cartoon rarely produces much 
ahead of its air date. Stone and Parker are 
famous for writing scripts just a week ahead and 
reworking up to the last minute. An episode slated 
to air at 10 p.rn. ET Wednesday often ships by around 
5:30 p.m. that day. “I wouldn’t say we’re nervous,” says 
one network executive, “but it’s a question mark.” Ob¬ 
viously, an understatement. 

And Comedy Central has a fair amount riding on the 
new installment. The new South Park episode leads into 
the debut of a new series, Drawn Together, an animated 
reality show that’s Real WorZd-meets-Cartoon Network. 

Matthews on Tanner 
MSNBC host Chris Matthews is one of many news 
cameos in the new Sundance Channel series Tan¬ 
ner on Tanner, a sequel to the political satire Tan¬ 
ner '88. The fake documentaries were written by 
Doonesbury cartoonist Garry Trudeau and direct¬ 
ed by Robert Altman. Sex and the City star Cynthia 
Nixon returns as Alex, daughter of unsuccessful po¬ 
litical candidate Jack Tanner (Michael Murphy). 
.Alex is documenting her father’s trip to this year’s 
Democratic National Convention, where they en¬ 
counter dozens of real-life politicos. 

In the third installment, which debuts Oct. 19, 
the Hardball 
host barges in 
on Jack Tan¬ 
ner as he inter¬ 
views former 
presidential 
candidate Ho¬ 
ward Dean. 
“This is more 
important,”

Matthews shouts across a fence at Alex, explaining 
that he needs Dean for a pretaping. "This 
is MSNBC!” 

When Alex protests, Matthews appeals directly 
to Dean, yelling, “We gave you all that free airtime! 
Come on, you owe us!" Dean relents, and the Tan¬ 
ners’ exclusive interview is cut short. 

Matthews tells B&C his act was purely improvi¬ 
sational. “I can assure you it was spontaneous. It 
wasn’t strategic,” he says, adding that the former 
Vermont governor plays his own version of hard¬ 
ball. “Dean was always a pretty hard get for us.” 
Matthews’ take on Tanner! “I looked like a crazy 
guy, didn’t I?” he says. “The people in the crowd 
thought it was for real.” 
Watch out, Chris. You know what happened to 

Howard Dean when he started screaming. 
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MTV Management Shuffle 
The expected management shuffle at MTV NETWORKS included a sur¬ 
prise revival, the return of ex COMEDY CENTRAL President LARRY 
DIVNEY to active duty. He supposedly “retired” last spring, but new 
MTV Networks Chairman JUDY MCGRATH has tapped him as COO of 
MTV Networks’ advertising-sales unit. Divney replaces BOB BAKISH, 
who moved into a slot at MTVN parent VIACOM when ex-MTVN 
Chairman TOM FRESTON became co-president of the company. 

Powell Promotes HDTV 
FEDERAL COMMUNICATIONS COMMISSION Chairman MICHAEL POWELL un¬ 
veiled an online effort (www.dtv.gov) to encourage viewers to up¬ 
grade to digital. He even appeared on Monday Night Football to 
plug the campaign. The site includes a shopper’s guide, FAQs and 
link to another online HDTV education effort (www.checkhd.com), ! 
the industry-backed portal created by Decisionmark. Not every¬ 
one was pleased. Activist group COMMERCIAL ALERT has asked 
Congress not to fund the FCC campaign, complaining the gov¬ 
ernment shouldn’t encourage the purchase of expensive new sets 
to create couch potatoes. 

Kill Bill 
The amendment that would have increased FCC fines to $500,000 
was stripped in a House/Senate conference from a Department of 
Defense Authorization bill that legislators are trying to pass before 
the session closes Oct. 9. Sen. SAM BROWNBACK (R-Kan.) wanted to 

Kerry, Bush 
Split Ohio 
In the syndicated-TV talk race between 

the First Couple and their Democratic 

challengers, John Kerry and Teresa Heinz 

Kerry, the results were as even as the po¬ 

litical race. In Ohio (which no Republican 

has lost and still captured the White 

House), the two split the state’s four me¬

tered markets. Each couple made an appearance on King World’s Dr. Phil to talk 

about parenting. The Kerrys won Cleveland and Dayton; the Bushes took Cincinnati 

and Columbus. Overall, the Bushes scored the highest numbers in the 56 metered 

markets, with a 5.2 rating/13 share average, compared with a 5.0/13 for the Kerrys’ 

appearance Oct. 6. But the Kerrys won in four of the top six markets: New York. 
L.A., San Francisco and Boston. 

reintroduce a bare-bones version as a separate bill at press time 
and will probably do so in the next Congress. But boosting the 
FCC's indecency fines and applying them to performers seems 
dead for now. 

Raceto Air 
Expect CBS to unleash season six of Emmy-winner The Amazing 
Race soon to shore up a sagging time slot or ratchet up competition 
on hotly contested nights like Tuesday. The network had planned to 
air it on Saturday nights later this fall, but Amazing may be too good 
to waste on the weekend. The reality show's season five finale, Sept. 
21, snagged a strong 12.2 million viewers and a 5.6 rating in 18-49s. 
Where CBS places it could sway the neck-and-neck 18-49 race. 

Murdoch To Expand TV Empire 
Already the major player in regional sports nets, NEWS CORP. Chair¬ 
man RUPERT MURDOCH wants to start a new national sports network 
to tackle ESPN. That’s what he told investors at GOLDMAN SACHS’ Com-
municopia conference in New York last week. Murdoch also ac¬ 
knowledged that FOX NEWS will start two networks in relatively 
short order: one business news network, one focused on enter¬ 
tainment news. 

Correction 
The biggest employer in the Grand Rapids, Mich., area is Spec¬ 
trum Health (Market Focus, 9/27, page 29). 

Brian Graden Champions Cultural Restlessness 
Continued from page 5 

ForVHl, the turnaround crossed the line in the 
past quarter. The Surreal Life added super-fuel to 
our schedule. We need to cement the turnaround 
identity and find a couple more hits. 

The reality show to re-create The Partridge Family was 
not one of them. 
I wish it would have connected on a wider scale. 
The sitcom from that is still to come, and that's 
really the gamble. That's the long-term play. 

Do you worry you don’t create programs with library val¬ 
ue? It’s crucial to other networks. 
We do many things that are “of the moment.” That 
said, we’ve seen interesting things on VOD with 
classic episodes of The Real World. 

You’re programming CMT. You aren’t the least bit 
“country.” 
There are great people there. It’s a chance to 
stretch myself. Actually, country music was ever 
present in my house. My father was obsessed 
with George Strait and Charlie Rich. I would try 
and slip my Journey albums in, and it just wasn’t 
happening. 

How do you get your arms around the international 
channels? 
I want to create a culture where every MTV feels 
it could be creating formats that could end up 
anywhere. Right now, many of our hits are creat¬ 

ed here and exported. But in the industry, so 
much of hit television in America is being 
imported. 

What are you watching from the new fall season? 
I’m dying to watch Desperate Housewives. I like 
Lost. Wife Swap is great; I like it much better than 
the Fox version. I’ve been sampling A&E’s Dog the 
Bounty Hunter and Growing Up Gotti because our 
audience is going there. Who would have thought 
A&E would be in our competitive set? Or Discov¬ 
ery, because of Monster Garage? 

What do you worry about? 
On MTV, it’s never OK to miss a trend. Preserving 
a cultural restlessness is something I worry about 
constantly. And a cultural curiosity—where it’s 
never OK to live today, you have to live tomorrow. 
ForVHl, we seem to have tapped into a cultural 
Zeitgeist for retro culture. Our digital channels? 
Getting to them before tomorrow gets here. 

Competition? 
There’s 40%-50% more dollars going into original 
programming aimed at 12-34s than three years 
ago. So there’s 50% more creatives chasing an au¬ 
dience you had to yourself. 

What’s on your iPod? 
I went on vacation in Europe and did a heavy mix 
of DJs, like Sasha and John Digweed. It’s trance¬ 
like, which I need for this job. 

Van Toffler Deciphers Audience Signals 
Continued from page 5 
control over the content, and see themselves on 
TV. We’ll continue to evolve. 

With so many reality and other shows, how much is MTV 
dependent on music trends? 
We’re kind of hand-in-glove with music and the 
music culture. A few years ago, music stars dom¬ 
inated entertainment, from 
J.Lo to Britney. That waned, 
and now it’s young movie 
stars who dominate. That 
makes our lives harder. How 
do we make stars out of musi¬ 
cians the audience isn’t com¬ 
pletely connecting to? Linkin 
Park is a great band and 
makes great music, but the 
audience can’t name the 
members. 
I would give one of my 

limbs for a compelling, irrev¬ 
erent rock star. We need the 
new Axl Rose, but it just does 
not happen. Eminem is 
someone everyone gravitates 
to, but you don’t have the 
equivalent in rock. 

What about VH1? You’re finally getting new series oth¬ 
er than the nostalgia shows. 
The ratings are great, and they’ve found a niche in 
terms of capturing current culture and entertain¬ 
ment. They can play a larger role in adult music, 
which sells quite a bit. Their packaging is won¬ 
derful for things like the Hip Hop Honors. Not ev¬ 
erything works, but that’s the way television goes. 

Judy McGrath had Comedy Central, but you don’t. Com¬ 
edy Central President Doug Herzog fought to split it off, 

and he still reports up to Judy. Did you want it? 
Not really. I was happy as I could be with my cur¬ 
rent job, so the notion of growing it is great. I’m a 
hands-on person and like to be close to the prod¬ 
uct. The brands I’ve got are great. 

You love doing MTV Films, and I heard you were think¬ 
ing about jumping over to Paramount. 
I love my connection to movies now. We get to pick 

and choose when we want to 
make a movie, with no pres¬ 
sure to create a slate. That’s 
what’s great about being on 
the production end of 
movies, as opposed to man¬ 
aging a larger process. 

But you guys have been so criti¬ 
cal of how Paramount handled 
MTV Films. 
The job I have enables me to 
do both. I’m a New York guy, 
a TV guy, and a music guy. I 
like being involved in all of 
those. 

What keeps you up at night? It’s 
not small music network Fuse. 
MTV2’s viewership quadru¬ 

ples Fuse’s. I always fear the audience is going to a 
place these brands won’t be quick enough to go to. 
If the audience gets content on their cellphones, 
for example, how do we get to that? It’s not about 
the executives in the room. It’s about making the 
audience’s voice the loudest. I don’t ever want to 
miss those signals. 

You just flew to L.A. What was in your iPod? 
Razorlight and Ringside. And there’s a Stereo¬ 
phonies record that’s a year old. I’m really groov¬ 
ing on those. 
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60 Minutes in 60 Seconds 
An index to David Blum’s Tick...Tick...Tick... The Long 
Life & Turbulent Times of 60 Minutes 

As a service to readers who may be suffering from 60 Min¬ 
utes /Dan Rather overload lately, we’ve boiled down David 
Blum’s history of the newsmagazine to its most savory bits. 
Apologies to the impressively tressed author, but we’re waiting 

for the Mary Mapes memoir, “Did I Mention the ‘Bush 
Strafed El Paso’ Documents?” 

BRADLEY, ED 

married briefly to Rita Coolidge's sister, Priscilla . 127 

friends with Hunter Thompson .126, 201 

CALLER FROM BIRMINGHAM, 

MICHIGAN 

talks to Larry King Live guest Don Hewitt.244 

CHB0N0L0GY, IMPOSSIBLE 

low-rated biweekly 60 Minutes in 1970 posited as not hurting ratings 

for M'A’S'H and All in the Family, CBS shows that don’t exist yet. 50 

DAN,GUNGA 

see: Rather, Dan 

HEWITT, DON 

bitch, son of; called by Kennedy, Robert . 

kill you, I ought to; told by Sinatra,Frank. 

hits on Quinn, Sally. 

tells Quinn, “Well if you won't sleep with me,” 

then will sleep with Walters, Barbara . 

20 

27 
74 

75 

KROFT, STEVE 

difficult .181 

extra-large head.187 

butcher-block face.254 

RATHER, DAN 

handsome . 

handsome . 

wardrobe in Afghanistan critiqued 

by Shales, Tom, as being worthy 

of Redgrave, Vanessa. 

84 

85 

133 

REASONER, HARRY 

writes novel Tell Me About Women .34 

dates Dickinson, Angie 34 

ROONEY, ANDY 

Walter Cronkite knows he's not a racist 182 

SAWYER. DIANE 

Junior Miss, 1963 . 

dates Holbrooke, Richard . 

as new employee, not told 

where bathrooms are. 

poses for Vanity Fair. 

155 

156 

160 

175 

60 MINUTES 

hallways, “F_you!” heard often in.55 

STAHL, LESLIE 

aggressive. 
smart. 

appealing. 

one of the most beautiful women 

in television news. 

household name. 

193 

193 

193 

194 

194 

UNIDENTIFIED FEMALE 60 MINUTES EMPLOYEE 

throat, Hewitt “stuck his tongue down my”.75 

VIEIRA, MEREDITH 

wears jeans to the office.187 

brings child to office. 187-188.190-191 

remember any Meredith Vieira stories; 

Hewitt asks “do you?".190 

WALLACE, MIKE 

admits snapping female co-workers’ 

bras .76 

says, “I'm tired. I can't keep up this 

ice much longer” in 1976 . 112 

pacemaker .196 

suffers from gastric reflux.266 

ZILCH 

about the scandal over dubious Bush/National Guard 

documents (drat those publishing-industry 

deadlines. Maybe for the paperback?). 1-295 

The Comedy 
That Delivers the „ 

Key 
Demos 
(yada, yada, yada)... 



That 70s Show 
CYCLE II 

The Show Of The Decade Is The 



...Beats Seinfeld 
in four out of five key demos! 

W18-34 W18-49 M18-34 M18-49 P12-17 

70s Show_ 4.8 3.9 4.4 3.8 4.9 
Seinfeld 3.7 3.7 4.1 4.1 2.0 

Source: Nielsen ProFile Ranking Report. All Telecasts. Average of Nov. '03, Feb. '04, May '04 & July '04. 

Not that there’s anything wrong with that. 

Opportunity Of The Year. carsey<^ werner 
DISTRIBUTION 

SM & © 2004 Pie Carsey-Wemer Company. LLC. All Rights Reserved. 



shows The Partner and Branson's Big 
Adventure will have stronger male appeal. 

When The O.C. returns in November, it’s up 
against Joey at 8 p.m. How much of an oppor¬ 
tunity is there for Fox? 
Thursday night is a place we need to be. 
It’s the biggest advertising night of the 
week for movies, automotive and retail. 
Joey is an OK show, but it’s not Friends. Gamble 

Tony Vinciquerra (center) with Nip/Tuck stars Dylan Walsh (left) and Julian McMahon 
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Will the late-fall debut, year-round launches and 
North Shore on Thursdays pay off? 

Fox is watching its broadcast rivals slug it 
out in early fall. Betting on a different 
strategy, the network is holding its 
launches until November, after the World 
Series. The belated debut is part of Fox’s 
new programming tactic, sprinkling 
shows over 52 weeks. One of its architects, 
Tony Vinciquerra, president and CEO of 
Fox Networks Group, isn't worried. He di¬ 
rects the business sides of Fox and Fox Ca¬ 
ble's entertainment and sports networks, 
such as FX, National Geographic and Fox 
Sports Net. Growing the broadcast and 
cable numbers—and getting them to 
work together—is his mission. Vinciquer¬ 
ra talked to Allison Romano about the 
company's long-term plays, the network's 
relationship with the NFL and why a 
late-season launch makes sense. 

As part of Fox’s year-round schedule, new 
shows debuted in June, but nothing hit big. Are 
viewers ready for this? 
We introduced four scripted shows this 
summer, and two, North Shore and Quin¬ 
tuplets, survived. That’s a 50% batting av¬ 
erage, and any network would be thrilled. 
The O.C. didn’t do that well last summer. 
It started with a 7 or 8 share and built to 

Being quiet this fall shows in the ratings. Is the 
new Fox strategy hurting you? 
We knew the weeks before the World Se¬ 
ries would be difficult. Everyone else is 
introducing new programming. The flip 
side: We think October is going to be ter¬ 
rific. All the teams we want are in the 
playoffs. That will help thwart the growth 
of some of the other networks’ shows. 
And it’s a great platform. 

What if November is too late? 
It’s not too late. We’ll have an opportuni¬ 
ty to present in a less cluttered environ¬ 
ment. Share of voice is very important. 
Weil be the only one with new programs. 
We zig where they zag. In September, if 
we were competing against NBC, ABC 
and CBS, we’d get lost in the mix. 

How do you capitalize on Arrested Develop¬ 
ment’s Emmy? 
We’re going to develop a comprehensive 
marketing campaign to entice viewers. 
When Seinfeld was in its growth stages, 
the media buyers all watched and want¬ 
ed to buy it. We hope the same for Arrest¬ 
ed Development. 

There are 10 or 11 rating points with 
18-49S up for grabs. We don’t need The 
O.C. at a 15 or 16 share; weil be happy 
with 8 or 10. Hopefully, North Shore will 
do better in the time period. 

It’s still early in the season, but how do you 
size up your competitors? 
CBS’s three CSIs are terrific. Their biggest 
surprise is Without a Trace, which may 
break out. NBC has to be happy it didn’t 
completely collapse. ABC did well with 
Lost and Extreme Makeover. 

Survivor aside, a lot of reality shows are soft. 
Is the appetite for them waning? 
There is clearly an audience, but it’s being 
spread over so many new shows on 
broadcast and cable. It’s going to erode. 
Over time, we’ll have less. The good shows 
will survive. 

Except for The O.C. and 24, dramas have been 
a problem spot for Fox. How do you fix it? 
You have to get a show on at the right 
time and with the right promotional 
campaign. House is different; it’s more 
character development. We hope 
Athens, from O.C. creator Josh Schwartz, 
will be equally successful. We think 
North Shore will develop into a good 
drama. 

about 10. 

But neither show has the buzz of The O.C. 
Hopefully, we’ll build them. We’re going to 
put North Shore behind The O.C. on 
Thursday, and Quintuplets behind That 
70s Show. 

A major criticism of Fox’s lineup last fall was 
shows like Skin and Joe Millionaire 2. They 
didn’t mesh with the postseason-baseball au¬ 
dience. Have you corrected that? 
Several are more compatible. (Medical 
drama] House will target a little older 
audience, which is baseball, and reality 

American Idol returns in January. When Idol is 
on, ratings soar. When it signs off, Fox suffers. 
Is Fox too reliant on its superstar? 
You can say that about any network. You 
need the promotional platform. We 
intentionally grouped some of our new 
shows in January because we can 

promote them aggressively and help cre¬ 
ate year-round programming. 

What impact is Fox’s year-round-programming 
strategy having on ad sales? 
We’re five months in, so we don’t have the 
answers yet. In a year, we’ll know more. It 
helps that we can tell advertisers we’ll in¬ 
troduce fresh programming in January 
and June. For NBC to tell people what will 
be on next spring is hard. 

Mitsubishi is pulling ad dollars out of broadcast 
prime time. Do you fear other big advertisers 
will defect? 
Mitsubishi may be making a huge mis¬ 
take. There is only one place where you 
can get a significant number of eyeballs at 
one time, and that’s broadcast television. 
There is only one place to get American 
Idol- or Survivor-type numbers. 

You also sell Fox s cable group to advertisers. 
How do you reconcile the competing agendas? 
They are complementary. There is a place 
for both broadcast and cable and a signif¬ 
icant business. We can provide a broad 
audience to advertisers through broadcast 
and niche audiences through cable net¬ 
works. Speed Channel, National Geo¬ 
graphic—these networks target specific 
audiences. They all work for different ad¬ 
vertisers. 

Fox’s reality shows are heavy on product place¬ 
ment. How much is too much? 
It’s common sense. If it looks like a show 
is being negatively impacted, we won’t 
do it. But product placement is here to 
stay. We’ve been aggressive on our cable 
networks, like Best Damn Sports Show 
Period on FSN, and in our Fox Sports NFL 
pregame show. You try to maintain a bal¬ 
ance of pleasing customers and viewers. 

Fox is finally broadcasting sports and prime 
time in high-def. Why the wait? 
Early on, we were implementing the HD 
structure and educating producers. We 
waited until people were seriously inter¬ 
ested in HD sets. We have six NFL games 
a week, and CBS has up to three. We’re 
equal to everyone else on prime time. By 
waiting, we did it for a lot less money and 
have better technology. 

Everyone is trying to handicap the next NFL TV 
deal. How far will Fox go to keep its pro-football 
package? 
The NFL is extremely important to Fox. 
They understand we don’t do well 
financially with the NFL. CBS says it does 
by some magic accounting, but we know 
what the revenues are and what they 
pay. But the NFL also understands that, for 
the health of the game and the business, it 
can’t come looking for huge increases. 

News Corp, chief Rupert Murdoch wants to 
launch new cable channels. When will Fox start 
a national sports channel? 
If the right opportunity arose, like Sunday 
Night Football and the NFL did not start a 
bidding war, we’d give it a shot. ■ 
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Fblitics, Media and Money 
What do Dennis Hopper, 
Comcast executives, 
Kirk Kerkorian and 
Geraldine Laybourne 
have in common? 
They’re all eagerly 

writing checks 
to their favorite 
candidates 

in the most money-
saturated presidential 

campaign ever 

By David Hatch 

s a partner and co-founder of the 
Carsey-Werner production company, 
Marcy Carsey has plenty to keep her 
busy. Fox’s That '70s Show is from her 
company, one of the last major inde¬ 
pendent producers left in the TV busi¬ 
ness. The distribution arm of the com¬ 

pany that created The Cosby Show ships programs in 
more than 50 languages to over 175 countries. She’s busy, 
but Carsey has taken time out this year for a different 
sort of distribution effort: sending checks to support the 
presidential candidacy of Sen. John Kerry. 

Carsey’s donations in recent months range from a 
million-dollar gift to Victory Campaign 2004, the 
fundraising effort of two soft money “527" groups intent 
on ousting President Bush, to a $2,000 check sent to the 
Kerry campaign in February. Carsey also shipped 
$25,000 to the Democratic National Committee, and she 
may be thinking ahead to the 2008 presidential election: 
In the spring, Carsey gave a total of $4,000 in support of 
Sen. Hillary Clinton, who’s not running for anything 
right now. 

Hollywood’s interest in influencing the political debate 
is well-known, of course, but a B&C review of campaign 
contributions during this election season shows 
that the movers and shakers in media and en-
tertainment industries are interested in do-
nating more than just hot air to the process. Rgfefcw 

Although the contributions, unsurprising-
ly, tend heavily toward the Democrat side of 
the ledger, money is flowing into both cam¬ 
paigns—sometimes from the same, bet-hedging 
donors—and comes from a wide array of powerful play¬ 
ers, including (for the Republicans) billionaire MGM 
mogul Kirk Kerkorian and Univision Chairman and CEO 
Jerry Perenchio and (for the Democrats) former YES Net¬ 
work CEO Leo Hindery and DreamWorks principal Jef¬ 
frey Katzenberg. 
Tracking the money is easier than determining 

whether the motivation behind it tends more toward try¬ 
ing to buy influence or expressing ideological solidarity. 

Carsey couldn’t be reached for comment on her activ¬ 
ity as a sort of one-woman political action committee 
(several others in this story were similarly unavailable), 
but Ann Cox Chambers, a director of the media giant Cox 
Enterprises, happily shares the thinking behind her ef¬ 
forts on behalf of Kerry. 

“President Bush creates chaos in whatever theater he 
turns his attention to,” she says. “I think four more years 
would be catastrophic for any of our companies, as well 
as every other company.” 

Cox, who emphasizes that she’s speaking for herself, 
not the company, is designated a vice chair of the Kerry 
campaign for having raised more than $100,000 for the 
Democratic ticket. She donated $25,000 to the Demo¬ 
cratic National Committee in the spring and gave $2,000 
directly to Kerry last year. She has also contributed to 
America Coming Together (ACT), MoveOn.org and oth¬ 
er pro-Democrat 527 groups that operate outside the 
Federal Election Commission’s purview and don’t cap 
contributions. She plans to give more money to ACT be¬ 
fore Election Day. 

That sort of targeted largesse makes political watch¬ 
dogs bristle. “Our view is, it’s not fair that money from a 
select number of individuals should be able have such a 
huge megaphone in the political process,” says Frank 
Clemente, director of Public Citizen’s Congress Watch. Of 
the 527 organizations, he says, “It’s not right that a group 

can exist to collect these huge sums of money.” 
"■ Until the election season heated up, Stephen 
— Bing’s major claim to fame was as the cad-

dish father of actress Elizabeth Hurley’s 
baby a couple of years ago. But now the 

movie producer and head of Shangri-La Entertainment 
is wowing Hollywood with his free-spending support for 
pro-Democrat 527 groups. Bing, the inheritor of a size¬ 
able fortune, has sent more than $6.9 million to Victory 
Campaign 2004 and nearly a million dollars to 
MoveOn.org, according to the watchdog Center for Re¬ 

sponsive Politics. 
Bing isn’t the only player in the media-entertainment 

industrial complex to hit the seven-figure mark with po¬ 
litical donations this year. Fred Eychaner, president of 
Newsweb Corp., has given $1.15 million to pro-Demo¬ 
crat 527s; he got some of his fortune by selling a Chica¬ 
go TV station, WPWR, for $425 million to Rupert Mur¬ 
doch’s Fox. But other donors more commonly stay in six 
figures. 

The Kerry campaign has enough vice chairs to fill a 
hotel ballroom, including $100,000+ bundlers Hindery; 
actor Dennis Hopper and his wife, Victoria; Jeffrey and 
Marilyn Katzenberg; Chris McGurk, vice chairman and 
COO of MGM, and his wife, Jamie. 

Other notable members of the Dems’ money tree this 
year include Miramax Co-Chairman Harvey Weinstein; 
Oxygen Media Founder, Chairman and CEO Geraldine 
Laybourne ($25,000 and $51,250, respectively, to the 
DNC or its affiliates); and Barry Diller, chairman and 
CEO of InterActiveCorp., who gave $10,000 to the Demo- ¡2 
cratic Senatorial Campaign Committee. < 

z 
o 

hey’re harder to come by in this rarefied sec- 0 
tor of the economy, but Republican sympa- o 
thizers have broken open their checkbooks as z 
well. Tom Hicks, chairman and CEO of Hicks, > 
Tate, Muse and Furst, which owns sizable “ 

stakes in LIN Television and Clear Channel Communi- § 
cations (where Hicks was formerly vice chairman), is a § 
Bush Pioneer, gathering at least $100,000 in bundled do- f 
nations, according to watchdog group Public Citizen. d 

Kerkorian, who has a deal pending to sell MGM to a d 

Sony-led consortium, gave $25,000 to the Republican 
National Committee in March and $5,000 that month to 
a PAC supporting the GOP leadership in Congress, along 
with $2,000 to Bush last year. 
Republican fundraisers are also happy to see 

Univision’s Perenchio. As B&C reported previously, 

Children’s-entertainment mogul Haim Saban gave $57,000 tc 
But he’s a bit of a mighty morphin power player: He also ga\ 
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New Bucks in the 
Markey Wai' Chest 
The congressman and media gadfly gets funds 
because Kerry win could put him in Senate 

Rep. Ed Markey from Massachusetts is considered a shoo-in for 

reelection to the seat that he has held since 1976. But televi¬ 

sion-industry heavyweights are sending serious cash to him 

anyway during this election season. 

Why? As the ranking Democrat on the House Telecommunica¬ 

tions subcommittee— and a frequent gadfly on media issues— 

Markey already had their attention. 

But with the congressman gearing up to go after John Kerry’s 

Senate seat if the Democrats take the White House, Markey is sud¬ 

denly very popular with executives in the TV and movie industries. 

“Relatively modest sums can get you access," says Frank 

Clemente, director of Public Citizen's Congress Watch, on why some 

executives give to lawmakers with whom they might have clashed 

over policy or who aren't in the majority party. “A $2,000 contribution 

will get you a meeting with that senator." 

In the second quarter of 2004 alone, Markey raised 

$1.35 million— not all of it coming from constituents appreciative of 

Markey's service to the Bay State. 
In May, Disney President and Chief Operating Officer Robert 

Iger contributed $4,000, while Robert Sachs, the outgoing 

president and CEO of the National Cable and Telecommunications 

Association (NCTA), Kicked in $2,000. The following month, Aaron 

Sorkin, creator of The West Wing, donated $2,000, and Comcast 

CEO Brian Roberts wrote a check for $1,000. NBC Universal Chair¬ 

man Robert Wright also joined Markey’s army as did movie director 

Rob Reiner. 
Political action committees operated by the National Associ¬ 

ation of Broadcasters (NAB) and NCTA have also gotten into the 

act, with each donating $10,000—the maximum amount allow¬ 

able— to Markey. 
But Markey’s not the only beneficiary of the industry’s generosity. 

Among the others: 
■ TOM DASCHLE (D-S.D.), the Senate minority leader and an 

opponent of FCC efforts to relax media-ownership rules, got $10,000 

from the NCTA in 2003-04. plus $1,000 from Sachs this year. 

Daschle also received $3,500 from the NAB's television and radio po¬ 

litical action committee (TARPAC). 

■ JOE BARTON (R-Texas), the House Energy and Commerce 
Committee chairman, who has a sometimes prickly relationship with 

the TV industry, plucked $10,000 from the NCTA committee in 2003-

04 (plus another $1,000 from Sachs). The NAB also gave him $1,000 

m 2003. 
■ FRED UPTON (R-Mich.), head of the House subcommittee 

on telecom and the Internet, hauled in $10,000 from the NCTA in 

2003-04 and $6,000 from the NAB in the same period. 
■ JOHN MCCAIN (R-Ariz.), the Senate Commerce Committee 

chairman and a frequent industry critic, received $5,000 from the 

NCTA's PAC in 2003 and $1,000 from TARPAC in 2003. 
■ BILLY TAUZIN III, who is running to replace his father, Rep. 

Billy Tauzin (R-La.). cashed in $5.000 from the NAB's TARPAC. A 

freshman congressman might not have much clout in Washington, 

but his father, who is retiring, was very tight with broadcasters. 
— D.H. 

he signed on early as a Bush Pioneer. 
But now Perenchio is contributing in other ways: In June, 

he donated $1 million to the Progress for America Voter 
Fund, a 527 running TV ads in support of Bush. And ac¬ 
cording to Public Citizen, he’s a Bush Super Ranger, having 
gathered $300,000 in bundled contributions for the GOP 

ious Democratic organizations. 
2,000 to the Bush campaign. 

Then again, FEC records indicate that Perenchio is¬ 
n’t putting all of his eggs in one basket: Last year, he 
contributed $25,000 to the Democratic Senatorial 
Campaign Committee. 

Indeed, other bettors put their money on the red 
and, in the case of political fundraising roulette, the 

COVER STORY 

Democratic Celebrity 
Cash Flow 
Democrats are still the party in favor in Hollywood. 
Here's a partial look at some stars and executives 
who give and give 

THE MILLION-DOLLAR (OR MORE) CLUB 
These entertainment executives gave big to 527s 
MARCY CARSEY, co-founder/partner, Carsey-Werner, $1 million 

STEVE BING, film producer, Shangri-La Entertainment. $8 million 

FRED EYCHANER. chief executive, Newsweb Corp.. $1 1 million 

SIX FIGURES IS JUST FINE 
These actors and/or execs raised $100,000 or more 

for Sen. John Kerry or the DNC 

HAIM SABAN*. CEO, Saban Capital Group 

JEFFREY KATZENBERG, principal, DreamWorks 

LEO HINDERY, former CEO, YES Network 

ANN COX CHAMBERS, director, Cox Enterprises 

DENNIS HOPPER, actor, and his wife. Victoria 

CHRIS MCGURK, vice chairman/COO, MGM 

SUSAN NESS, former FCC commissioner 

ROB FRIEDMAN, vice chairman, Paramount Pictures 

CHARLIE RIVKIN, former CEO. Jim Henson Co. 

'Saban is raising $250,000 for the DNC; with his wife, Cheryl, 
he's part of another group pledged to raise SIOO.OOO. 

EVERY LITTLE BIT COUNTS 
Executives raising $50,000-$100,000 for Kerry 
KEN N0VACK. former vice chairman, Time Warner 

JOHN SYKES. chairman/CEO Viacom’s Infinity Broadcasting 

KATHERINE KENDRICK, general counsel. DreamWorks 

TOM WERNER, co-founder/partner, Carsey-Werner 

CAPITAL FOR THE CAPITOL HILL GANG 
These executives gave significant amounts to House or 

Senate Campaign Committees 
HAIM SABAN. CEO, Saban Capital Group, $57,000 
AARON SORKIN, creator, The West Wing, $25,000 in 2004, 

$11,500 in 2003 
BARRY DILLER, chairman/CEO, USA InterActive Corp., $10,000 

JEFFREY KATZENBERG, principal. DreamWorks. $10.000 

LARRY DAVID, creator, Seinfeld; star/executive producer, 

Curb Your Enthusiasm, $10,000 

ROBERT IGER. president/COO, The Walt Disney Co., $5,000 

ROB REINER, director. Castlerock Entertainment, $20.000 

WALKING-AROUND MONEY FOR DEMS 
Actors and executives who gave more-modest amounts to Kerry, 

the Democratic Party, Democratic candidates or PACs 

WILLIAM BALDWIN, actor. $2.000 

TOM HANKS, actor. $2.000 

JERRY SEINFELD, actor, $2,000 to Kerry and $5,000 

to Sen. Hillary Clinton’s PAC 

ROBERT REDFORD, actor, $2,000 

TOM FRESTON. co-president/co-COO. Viacom. $2,000 to Kerry, 

$5,000 to Victory Campaign 2004 

GERALDINE LAYB0URNE. founder/chairman/CEO, 

Oxygen Media, $1,250 to Victory Campaign 2004 

SOURCE: Federal Election Commission, Public Citizen, 
Center for Responsive Politics 

The Bush Bunch 
Bulletin: Not many entertainment executives 
or Hollywood stars are big Republican donors. 
Here are some who are 

‘SUPER RANGER’ RAISING AT LEAST S300.000 
JERRY PERENCHIO. chairman/CEO, Univision 

“PIONEER” RAISING AT LEAST SI 00,000 
TOM HICKS, chairman, Hicks, Muse, Tate & Furst 

LONELY GOP CLUB 
A few other GOP donors who gave to the RNC or Bush 

LOWRY MAYS, chairman Clear Channel, $22,500 to RNC, 

$2,000 to Bush campaign 
RUPERT MURDOCH, chairman/CEO, News Corp., $25,000 
CHUCK DOLAN, founder/chairman. Cablevision, $25,000 

KIRK KERKORIAN, co-chairman/president, 

MGM's Tracinda Corp., $25,000 
JERRY BRUCKHEIMER, producer, movies and CSI series, 

$2,000 to Republican Senatorial committee 
JOHN MALONE, chairman, Liberty Media International Inc., 

$2,000 (in 2003) 

EDDIE FRITTS, president, NAB, $2,000 (in 2003) 

ROBERT WRIGHT, chairman, NBC Universal, $2,500 (in 2003) 

GARY SHAPIRO, president, CEO, Consumer Electronics Association 

$1,000 (in 2003) 

JOIN THE CLUB 
This clout club gave big to the DNC or Kerry Victory 2004 

Committee 
GERALDINE LAYBOURNE, founder/chairman/CEO. 

I Oxygen Media, $50,000 
HARVEY WEINSTEIN, co-chairman. Miramax, $25.000 in 2004. 

$25,000 in 2003 
LARRY DAVID, creator, Seinfeld; star/executive producer, 

Curb Your Enthusiasm, $25,000 in 2004. $25.000 in 2003 

PETER CHERNIN. president/COO, News Corp., $25,000 

ROB REINER, director. Castlerock Entertainment, $20,000 

SHERRY LANSING, chairman, Paramount Pictures, $48,000 

We Wish They All Could 
Be Winners 
Perhaps because cable is all about choice, a couple 
of cable execs have donated to both campaigns 

BRIAN ROBERTS, CEO, Comcast, $2,000 to Kerry (2004), 

$2,000 to Bush (2003) 
CHUCK DOLAN, Cablevision, $2,000 to Kerry (2004), 

$2,000 to Bush (2003) 

SOURCE: Federal Election Commission, Public Citizen, 
Center for Responsive Politics 

blue. Brian Roberts, CEO of Comcast, the nation’s 
largest cable operator, and Stephen Burke, Comcast’s 
president, each donated $2,500 this year to 
the Republican Party in Pennsylvania, an 
important swing state. 

But Roberts, who gave $2,000 to Bush last 
year, gave the same amount to Kerry in Au¬ 
gust, which follows on his $2,000 donation to 
the Democratic Senatorial Campaign Committee 
in March. 

Children’s-entertainment mogul Haim Saban, who sold 
his programming partnership with Fox to Disney in 2001, 
is a prominent and longtime Democrat supporter. He and 
wife Cheryl are $100,000-level bundlers for Kerry, and Sa¬ 
ban is a DNC Trustee, gathering at least $250,000 for the 
party, according to Public Citizen statistics. 

In 2003, Saban gave $57,000 to various Democratic 
organizations, plus $1,000 to the Kerry campaign. But 

FEC records indicate that Saban is a bit of mighty 
morphin power player: He also gave $2,000 to the 

Bush campaign. 
Saban might have shown a hint of trying to cov¬ 

er all the political bases, but another center 
of show-biz influence remains steadfastly in 
the Democrat camp: the Seinfeld bloc. 
In August, Jerry Seinfeld kicked in $5,000 

for Hill PAC, Sen. Clinton’s political action com¬ 
mittee, which funnels money to Democratic candidates. 
Last year, he contributed $2,000 to Kerry’s campaign, ac¬ 
cording to FEC records. 

His Seinfeld co-creator, Larry David, and David’s wife, 
Laurie, have given a combined total of $180,000 to sup¬ 
port Kerry, various pro-Democratic 527 organizations 
and the DNC. Like many of their counterparts, the 
Davids aren’t likely to curb their enthusiasm for 
bankrolling causes they believe in until after Nov. 2. ■ 
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Does nCmity Have 
An Afterlife? 

PROGRAMMING 
g mim' ((ininuin alu i n.ili\c tin smnc \merica 
■ shows, the typical after-market for a re- Still, v\ 

American cable network TV One. 
Still, what producers would really like 

getting more lucrative. With Fear Factor 
succeeding on FX and Twentieth close to 
making a $200,000-per-episode cable 
deal for The Simple Life, studios see op-

ality show rests in other countries, where 
companies buy either the series itself or 
a customized format. A French-Canadi¬ 
an version of Bunim-Murray’s The Sim¬ 
ple Life (La Via Rurale) being sold in syn¬ 
dication by Fox is ready to air in Quebec, 
while the Belgians are preparing Ciao 
Bella! If that trend continues, reality will 
have done an about-face: Instead of a 
format American producers bought from 
Europeans, it has become one that 
American producers export to Europe. 

Reality TV, at least as viewers know it 
now, snuck onto the scene when Survivor 
showed up from Scandinavia and sur¬ 
prised everyone, including CBS, by be¬ 
coming enormously popular in the sum¬ 
mer of 2000. Over the past four years, 
cultivating a reality mega-hit—Survivor 
on CBS, American Idol on Fox, The Ap¬ 
prentice on NBC, The Bachelor on ABC 
and America’s Next Top Model on UPN— 
has become essential. And reality TV not 
only brought networks quick ratings, it 
also was cheap and quick to produce. 

to see is a way to wring more backend 
revenue out of serialized reality shows, 
such as American Idol, Joe Millionaire or 
The Bachelor. Repurposing these shows 
on a sister cable network or even same¬ 
week plays on broadcast networks haven’t 
worked well in the past. 

“The regularity of viewership in syndi¬ 
cation tends to be very low,” says David 
Goldberg, president of Endemol USA, the 
company that brought Fear Factor to the 
U.S. "Could you get somebody to commit 
to watching the show every day, and what 
happens if they miss a few episodes? 
Those types of shows burn out pretty 
quickly, and syndicators need to be able 
to repeat and repeat and repeat.” 

Reality shows are big business, but they 
are financed differently from scripted 
television shows. 

In the scripted world, networks pay li¬ 
cense fees to studios that don’t even cov¬ 
er costs for the first few years. If the show 
is a hit, the fees go up, and the studios 
make their money back and much more 
in syndication. In the reality game, pro¬ 
ducers cover all their costs and make their 
profits in the network license fee. Any af¬ 
ter-market sale is gravy. 

Depending on a secondary market is 
bad strategy, experts say. “As you are plan¬ 
ning out your business and how you are 
going to meet your overhead, you had 
better do it for what you are producing it 
for in the U.S.,” says Bruce Nash, presi¬ 
dent of Nash Entertainment and produc¬ 
er of such shows as Who Wants To Marry 
My Dad? and Meet My Folks. 

“If you are really good, it will sell inter¬ 
nationally. If you are lucky, it will sell to a 
cable outlet, and you’ll make even more 
money. But I wouldn’t want to base my 
business on international or cable sales. 
That’s just found money, but sometimes 
what you find is pretty darn good.” 

There’s a new reality: It is not only get¬ 
ting more expensive, particularly if it 
comes from an established produc¬ 

er like Mark Burnett, but reality is also 

Anew potential after-market is around 
the corner for reality producers, with 
both Fox Reality Channel and Reali¬ 

ty Central preparing to launch. While 
there is the possibility that 24/7 cable re¬ 
ality channels could dampen the public’s 
appetite for the genre—or draw all the 
real fans, much as Nickelodeon and The 
Disney Channel have assumed much of 

Fox's hit The Simple Life (below) spawned 
La Via Rurale (left), a French-Canadian 
version starring a singer known as Jacynthe 

(in overalls) and Anne-Marie Losique. 

Syndication deals give producers hope 
for a secondary market 

By Paige Albiniak 

Every reality producer had a fear of 
syndication. Except the makers of 
Fear Factor. 

The success of the NBC gross-out hit 
Fear Factor on FX and its ability to get a 
toehold in broadcast syndication (albeit 
at bargain prices) are giving reality pro¬ 
ducers hope, even though Fear Factor is 
relatively unique to the genre: Its episodes 
are self-contained and repeat well, two 

features most reality shows don't share. 
But some producers hope that Fear Fac¬ 
tor’s success is a signal the reality business 
model is changing altogether. 

“Industry-wide, everybody has no¬ 
ticed what’s happened with Fear Factor 
and realized there might be something 
here,” says Joey Carson, CEO of Bunim-
Murray Productions. “Now they are ask¬ 
ing if there is a way to further monetize 
these shows. It’s changing, but slowly 
and on a case-by-case basis.” 
While domestic cable is becoming a 

portunity where before they saw only re¬ 
ality hogging prime time shelf space. 

“We look to find multiple revenue 
streams with our reality shows in much 
the same way we do on our scripted 
shows,” says Arthur Hasson, an NBC ex¬ 
ecutive vice president who pushes ancil¬ 
lary-market sales. 

NBC Universal not only sold Fear Fac¬ 
tor to FX and to broadcast stations but 
has also sold Dog Eat Dog, Average Joe 
and The Weakest Link to Game Show 
Network as well as syndicated dating 
show Blind Date to Spike. The company 
also is working on a cable run for its 
syndicated reality show, Bunim-Mur-
ray’s Starting Over, on new African-

the children’s market—most reality pro¬ 
ducers see the channel as a new opportu¬ 
nity to place both original and off-net re¬ 
ality shows. 

“We are very excited about that,” Has¬ 
son says. "We hope they develop into 
great customers of ours. Every company 
is making so much more reality; to have a 
new outlet for the backend is fantastic.” 

Even with more after-market opportu¬ 
nities available, reality producers say they 
aren’t changing the way they produce 
their shows. 

“I’m not thinking first with my business 
hat, I’m thinking first with my creative hat,” 
Nash says. “If you do a good job of enter¬ 
taining people, the money will follow." ■ 
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RATINGS I Sept. 1319 
Nielsen Media Research 

Top 25 Shows 
Adult 18-49 

RANK PROGRAM AA GAA 

1 E8PN/NFL 4.7 NA 

2 Seinteld (wknd) 3.6 4.5 

3 Friend« 3.5 4.0 

3 Seinfeld 3.5 4.1 

5 Everybody Loves Raymond 3.4 4.1 

6 Oprah Winfrey Snow 3.2 3.2 

7 Jeopardyl 2.6 NA 

8 CSI: Crime Scene Investigation 2.5 2.7 

8 Wheel of Fortune 2.5 NA 

10 Entertainment Tonight 2.1 2.2 

11 Dr. Phil 2.0 2.0 

11 Everybody Loves Raymond (wknd) 2.0 2.0 

11 That'70s Show 2.0 2.4 

11 Will & Grace 2.0 2.4 

15 Malcolm in the Middle 1.8 2.0 

16 Judge Judy 1.6 2.3 

17 Cops 1.5 1.9 

17 King of Queens 1.5 1.8 

19 Home Improvement 1.4 1.7 

19 King ol Queens (wknd) 1.4 1.6 

19 Maury 1.4 1.5 

22 King ol the Hill 1.3 1.5 

22 Live With Regis and Kelly 1.3 NA 

22 That'70s Show (wknd) 1.3 1.5 

25 Access Hollywood 1.2 1.2 

25 Entertainment tonight (wknd) 1.2 1.2 

25 Frasier 1.2 1.4 

25 Friends (wknd) 1.2 1.2 

25 Stargate SG-1 1.2 1.2 

Top Action Hours 
Households 

RANK PROGRAM AA GAA 

1 Cops 1.5 1.9 

2 Stargate SG-1 1.2 1.2 

3 Mutant X 0.9 1.0 

3 twilight Zone 0.9 1.0 

5 Andromeda 0.8 0.9 

5 Maximum Exposure 0.8 0.8 

5 The X-Flles 0.8 0.8 

According to Nielsen Media Research Syndication Service 
Ranking Report Sept. 13-19, 2004 
AA = Average Audience Rating 
GAA = Gross Average Audience 
ONE NIELSEN RATING POINT = 1.096,000 households, 
representing 1% of the 109.6 million U.S. TV households.s 
NA = not available 

CATION WATCH 

By Paige Albiniak 

Ken Jennings and Jeopardy!^ Alex Trebek 

we’d probably have a conversation,” 
says Dennis Williamson, senior cor¬ 
porate vice president and CFO of Belo 
Corp. “But Wheel of Fortune has 
changed hosts in the past, and no one 
even remembers.” 
Both shows are ad-friendly and 

widely distributed and have large au¬ 
diences, says a King World rep. 
“They’ve been consistent, and consis¬ 
tency is the toughest thing to do.” 
Created by Merv Griffin Produc¬ 

tions, Wheel and Jeopardy! are more 
than 20 years old and have been the 
No. 1- and No. 2-rated programs in 
syndication for 83 and 76 consecutive 
sweeps, respectively. Wheel averages 
14 million viewers nightly; Jeopardy! 
grabs 11 million. Both are produced 
by Sony Pictures Television. Wheel av¬ 
eraged an 8.7 and Jeopardy! a 7.2 in 
households last season. 

Yet with TV audiences becoming in¬ 
creasingly fragmented over the past five 
years, household ratings for the shows 
have dropped. In 1999-2000, Wheel 
earned a 10.5 while Jeopardy! averaged 
an 8.7. That’s a 17% decline for Wheel, a 
15% drop for Jeopardy!. 

But the falloff doesn’t bother Gar¬ 
nett Losak, vice president, director of 
programming, Petry Media Corp. 
“The truth is,” she says, “there is no 
alternative.” 
For the duo, the demos improve 

with age, especially in women. Among 
females 18-34, Wheel scores a 2.2; in 
18-49S, a 3.0; in 25-54s, a 3.7; and in 
women 50+, a 13.0. On Jeopardy!, the 
story is similar: Among women 18-34, 
it does a 1.9; among 18-49s, a 2.4; 
among 25-54s, a 3.0; and among 50+, 
a 10.4. Wheel's median age is 63.5; 
JeopardyJ ’s is 62.5. 

“It’s not the skew that’s important, 
it’s the number that’s important,” 
Losak says. “If you have a show that 
does a 15 rating in adults 50+ and a 4 
rating in women 25-54, you are still 
doing a 4 rating in women 25-54. You 
are consistently delivering.” ■ 

Wheel, Jeopardy! 
stay hot with viewers 
and advertisers 

A Winning 
Combo 

King World has renewed veteran 
game shows Wheel of Fortune 
and Jeopardy! through 2010. 

Hearst-Argyle, Belo, Cox Broadcasting, 
LIN, Viacom Stations Group and Post¬ 
Newsweek, as well as the ABC O&Os, 
have all re-upped. So far, renewals 
cover nearly 50% of the country. 

None of the talent—Alex Trebek, 
Vanna White or Pat Sajak—has 
re-signed through 2010, but that does¬ 
n’t faze stations. “If a change dramati¬ 
cally affected the show’s performance, 

SYNDIE INSIDER 

Divorce Trumps Fear 
NBC’s pain is other syndicators’ gain. After two 
weeks on air, the off-NBC syndicated version of 
Fear Factor has been downgraded in Charlotte, 
N.C. Cox-owned WAXN, an independent, is 
moving Fear Factor from 5 to 11 p.m., trading 
time periods with back-to-back episodes of 
Twentieth’s Divorce Court. Divorce Court also 
got an upgrade in Jacksonville, Fla., at the ex¬ 
pense of NBC Universal's beleaguered Jane 
Pauley (see below). Both Charlotte and Jack¬ 
sonville are metered markets. 

See Jane Move 
Starting Oct. 11, Gannett NBC affiliate WTLV 
Jacksonville, Fla., will move Jane Pauley to 
3 p.m., putting back-to-back Divorce Courts in 
at 4 p.m. WTLV President and GM Ken Ton¬ 
ning says the move will strengthen his news 

lead-in and give Pauley a 
fighting chance. At 4 
p.m., the show was 
competing with Ellen 
and Oprah. 

WRGB Albany, N.Y., a 
CBS affiliate, also moved 
Pauley out of the news 
lead-in, giving that spot 
Ellen DeGeneres Show. 

Pauley goes to Ellen's 3 p.m. slot. Albany is 
not a metered market and will not see local rat¬ 
ings until December. 

Also on Oct. 11, Pauley trades places with 
Paramount’s Montel Williams on LIN TV’s 
WAVY Norfolk, Va. Montel will air at 4 p.m., 
and Jane moves to 3 p.m. “I wouldn't call it a 
downgrade,” says GM Edward Munson. “We’re 
getting Jane out from under the shadow of 
Oprah so we can grow the show more.” 

to Warner Bros.’ 

Be Good 
Twentieth Television’s Good Day Live is scour¬ 
ing the Big Apple for a new local correspon¬ 
dent to join Steve Edwards, Debbie Matenopouos 
and Arthel Neville. Anyone over the age of 18 
who lives in New York is eligible to apply by 
sending a one-minute audition on VHS or dig¬ 
ital video to Good Day Live From New York, c/o 
Good Day Live. P.O. Box 25337, Los Angeles, 
CA 90025. 

we have LIFT OFF! 

Source: NSl.WRAPOvemigfits.fi = w/o WIKA. wto WIKA vs. w/o 9H 34)4 % Grow*. KI RtQ 

The #1 Sitcom In Its Time Period & Up +24% From Its Debut Week. 
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Total Households (in millions) 
PROGRAM 

TUESDAY 

Broadcast Networks 
THURSDAY 

Total Households (in millions) 
WEEK STD 

FRIDAY 

48 Joan ol Arcadia 5 6/10 
99 That 70s Show 2.2/4 131 Balderdash 0.2/1 

43 JAG 6.0/11 109 Complex: Malibu 1.7/3 
68 Less Ihn Perfect 4.1/7 

0.2/1 House 37 20/20 6 3/11 55 Dr. Vegas 5.2/10 

SATURDAY 

SUNDAY 

118 Ooc 1.0/2 

25 Law & Order: Criminal 

7.4/11 Intent 

129 Cold Turkey 0.3/1 

Averages 

Sept. 27-Oct. 3 

6.1/10 8.1/13 6.0/10 4.2/6 0.5/1 1.8/3 3.9/6 

l:H 

I30 

IDO 

1:11 

10:30 

8.0/13 10.2/16 7.7/12 3.7/6 0.4/1 3.0/5 2.9/4 

111 

Sept. 27-Oct. 3 4.9/8 9.7/15 8.9/14 2.3/4 0.5/1 2.7/4 1.8/3 

0:30 

10:30 

4.9/9 5.6/10 6.4/12 1.9/4 0.2/1 1.2/2 2.0/4 

8.8/14 9.0/15 6.6/11 3.4/6 0.7/1 

0:30 

10:00 

10:30 

10:1 

Tan Tint indicates 

winner of time slot 

SOURCE: Turner Entertainment 
Research, Nielsen Media Research 

Program length less than 15 minutes 

SOURCE: Nielsen Media Research 

134 MGM Night at the 

Movies—The Russia 

DATE HET HHS 

Top 10 Broadcast Shows 
Total Households (in millions) 

WEEK 

32 Medical Investigation 

6.8/12 

63 8 Simple Rules 4.3/8 

THE PRIME TIME RACE 
Top 10 Basic Cable Shows 

119 Sue Thomas, F.B.Eye 

0.9/1 

21 Extreme Makeover: 

Home Edition 8.4/13 

97 King of the Hill 2 3/4 

32 CBS Sunday Movie— 

Suhurhan Madness 

6.8/11 

45 Dateline NBC 5.8/10 

21 Crossing Jordan 

8.4/14 

35 Dateline NBC 6.4/12 
71 Compl Savages 3.8/7 

KEY: Each box in grid shows rank, program, total-household rating/share | Blue bar shows total-household rating/share for the day I Top 10 shows of the week are numbered in red | TV 
universe estimated at 109.6 million households; one ratings point is equal to 1.096,000 TV homes | Tan tint is winner of time slot | (NR)=Not Ranked; rating/share estimated I 'Premiere I 
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 

41 Third Watch 6.1/11 

57 American Dreams 

5.5/9 

(nr) NR Game 2 10.6/21 

97 The Simpsons 2.3/4 

20 Boston Legal' 8.6/15 

76 Fox Movie Special-

Rush Hour 2 3.6/6 

12/ America's Most 

Talented Kids 0.4/1 70 The Simpsons 3.9/7 

60 Hope & Faith 4.4/8 

134 On the Cover 0.2/1 

59 America's Funniest 

Home Videos 4.8/8 

i Desperate 

Housewives* 13.6/20 

Week 

0
 NBC if 

MONDAY 

P X 
2 10.1/16 10.6/18 6.7/10 3.3/5 0.5/1 2.3/3 3.9/6 

76 The Benefactor 3.6/6 
30 Still Standing 7.1/11 

34 Fear Factor 6.6/10 85 North Shore 3.1/5 
129. On the Cover 0.3/1 97 One on One 2.3/4 

60 7th Heaven 4.4/7 
27. Listen Up 7.3/11 134 Balderdash 0.2/1 95 Hall and Hah 2.4/4 

2. NFL Monday Night 

Foothall—Washington 

Redskins vs. Dallas 

Cowboys 13.0/22 

S.Evlvs Raymnd 12.1/18 
25 Las Vegas 7.4/11 76 Trading Spouses 1.6/5 

125 Mrs. America Pageant 

0.6/1 

94 GirUriends 2.5/4 
82 Everwood 3.4/5 

7 Two/a Half Men 10.9/16 102 Sec Time Around 2.1/3 

11:00 

10:30 
2. CSI: Miami 13.0/21 41 LAX 6.1/10 

1 Presidential Debate 9/30 FOXN 6 0 

2 NFL: Rams/49ers 10/3 ESPN 5.7 

3 Debate Analysis 9/30 FOXN 5.1 

4 NFL Prime Time 10/3 ESPN 3.5 

5 SpongeBob Sqr 9:30a 10/3 NICK 3.3 

6 The O'Reilly Factor 9/27 FOXN 3.2 

7 WWE Raw TOp 9/27 SPIK 3.1 

7 WWE Raw 9p 9/27 SPIK 3.1 

9 The O'Reilly Factor 9/30 FOXN 3.0 

9 SpongeBob Sqr 9:30a 10/2 NICK 3.0 

9 Presidential Debate 9/30 CNN 3.0 

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

1 NFL: Rams/49ers 10/3 ESPN 4.5 

2 Presidential Debate 9/30 FOXN 3 8 

3 Debate Analysis 9/30 FOXN 3.3 

4 NEL Prlmehme 10/3 ESPN 2.9 

5 Nip/Tuck 9/28 F/X 2.6 

5 Real World XV 9/28 MTV 2.6 

7 Mv: Twister 8p 10/3 TBS 2.5 

8 Mv: twister 10p 10/3 TBS 2.3 

9 WWE Raw 10p 9/27 SPIK 2.1 

10 WWE Raw 9p 9/27 SPIK 2.0 

I 56 My WUe and Kids 5.1/8 
13 Navy NCIS 9.3/15 

72 Last Comic Standing 

3.7/6 
53 Trading Spouses 5.3/8 

129 On the Cover 0.3/1 108 Allot Os 1.9/3 
65 Gilmore Girls 4.2/7 

50 George lope; 5.5/8 129 balderdash 0.3/1 99 Eve 2.2/3 

28 According/Jim 7.2/11 
31 Clubhouse' 7.0/11 

52 Lather ol/Prlde 5.4/8 87 The Next Great Champ 

3.0/5 
125 Early Edition 0.5/1 109 Veronica Mars' 1.7/3 76 One Tree Hill 3.6/5 

44 Rodney 5.9/9 45 Scrolls 5.8/9 

37. NYPD Blue 6.3/10 23 Judging Amy 7.8/13 
18 Law & Order: Special 

Victims Unit 8.7/14 

121 Diagnosis Murder 

0.6/1 

WEDNESDAY 

9. lost 10.5/17 
28 60 Minotes Wednesday 

7.2/12 
57 Hawaii 4.9/8 

68 That 70s Show 4.1/7 134 On the Cover 0.2/1 84 America's Next Top 

Model 3.2/5 
72 Smallville 3.8/6 

82. Quintuplets 3.4/5 134 balderdash 0.2/1 

48 The Bachelor 5.6/9 8. CSI 10.8/17 13 The Apprentice 9.3/14 
72 Bernie Mac 3.7/6 

127 Early EdiHon 0.4/1 89 Kevin HiU* 2.9/4 104 Mountain 2.6/4 
76 Bernie Mac 3.6/5 

23 Wile Swap' 7.8/13 4 . CSI: New York 12.5/20 17 Law & Order 8.8/14 
125 Diagnosis Murder 

0.5/1 

65 Extreme Makeover 

4.2/7 

6 Survivor: Vanuatu 

11.5/18 

15 Juey 9.0/15 99 Tut Outrag Bhvr 2.2/4 134 On the Cover 0.2/1 

93 WWE Smackdownl 

2.7/4 

104 Blue Cellar TV 2.0/3 

18 Will & Grace 8.7/14 95 Wrlds Craz Vids 2.4/4 134 Balderdash 0.2/1 102 Blue Cellar TV 2.1/3 

121 Early Edition 0.6/1 111 One Tree Hill 1.6/2 
Presidential Debate 

120 Diagnosis Murder 

0.8/1 I35 Analysis: DebateE 4/10 39 Campaign 04 6.2/10 16 Decision 04 8.9/14 

1 CBS 9.0 9.3 

2 ABC 7.8 7.6 

3 NBC 7.1 7.5 

4 FOX 3.7 3.8 

5 WB 2.9 3.0 

6 ÜPN 2.4 2.4 

7 PAX 0.5 0.5 

Adults 18-49 (in millions) 
WEEK STD 

1 ABC 5.4 5.2 

2 CBS 4.8 5.3 

3 NBC 4.7 5.0 

4 FOX 2.8 2.9 

5 WB 2.1 2.2 

6 UPN 1.7 1.7 

7 PAX 0.2 0.2 

116 America's Next Top 

Model 1.2/2 

111 What 1 like About 16/3 

114 Grounded tor Lite 1.5/3 

116 Kevin Hill 1.2/2 
91 Reba 2.8/5 

104 Blue Collar TV 20/3 

89 Survivor: Vanuatu 

2.9/6 

72 LHe's Funniest 

Mements 3.7/7 

76 Cops 3.6/7 

65 Cups 4.2/8 
121 Universal Family 

Movie—Beethoven 

0.6/1 
47 Crimetime Saturday 

5.7/10 
85 The Apprentice 3.1/6 

63 AMW: America Fights 

Back 4.3/8 

I 60. Wile Swap 4.4/8 
53 48 Hours Mystery 

5.3/10 

39 Law & Order: Special 

Victims Unit 6.2/11 
129 Faith Under Fire 0.3/1 

1 Desperate Housewives' ABC 14.9 

2 CSI: Miami CBS 14.2 

2 NFL Monday Night Football ABC 14.2 

lest: Now Yer* CBS 138 

5 Everybody Loves Raymond CBS 13.3 

6 Survivor: Vanuatu CBS 12.6 

7 IWo and a Half Men CBS 12.0 

8 CSI CBS 11.9 

9 Lost ABC 11.5 

10 BO Minutes CBS 11.2 

Adults 18-49 (in millions) 
WEEK 

1 Desperate Housewives’ ABC 11.6 

2 NFL Monday Night Football ABC 10 5 

3 Survivor: Vanuatu CBS 9.7 

4 CSI: Miami CBS 9.4 

5 CSI: New York CBS 9.2 

6 The Apprentice NBC 8.9 

7 lost ABC 8.5 

8 Everybody Loves Raymond CBS 8.0 

9 NFL Monday Showcase’ NBC 7.9 

10 Extreme Makeevr: Home Ed ABC 7.6 

10. 60 Minutes 10.2/17 

11 CuldCase 100/15 

Week 7.1/12 8.2/13 6.5/11 3.4/5 0.5/1 2.2/4 2.7/4 

STD 6.8/11 8.6/14 6.8/12 3.5/6 0.5/1 2.2/4 2.8/4 
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AT A GLANCE 

The Market 
DMA rank_ 27 

Population_ 2,575,000 

TV homes_ 1,001,000 

Income per capita_ $21,352 

TV revenue rank_ 30 

TV revenue_ $181,900,000 

Commercial TV Stations 
RANK* CH. AFFIL. OWNER 

1 WF8B_ 3 CBS Meredith 

2 WVIT 30 NBC_ NBC 

3 WTNH 8 ABC_ LIN 

4 WTIC 61 Fox Tribune 

5 WTXX 20 WB Tribune 

6 WCTX 59 UPN_ LIN 

7 wuvn 18 Uni. Univision 

8 WHPX 26 Pax Paxson 

' May 2004. total households. sign-on to sign-off. Sun -Sat. 

Cable/DBS 
Cable subscribers (HH)_ 888,000 

Major Cable Operator_ Comcast 

Cable penetration_ 89% 

AOS subscribers (HH)** _ 62,000 

ADS penetration_ 6% 
DBS carriage of local TV?_ Yes 

•‘Alternative Delivery Systems, includes DBS 
and other non-cable services, according to 
Nielsen Media Research 

What’s No. 1 
Syndicated Show rating/share*** 
Jeepardyl (WTNH)_ 8/15 

Network Show 
ER (WVIT)_ 20/31 

Evening Newscast 
WFSB_ 9/20 

Late Newscast 
wvn_ 8/16 

•**May 2004, total households 

SOURCES: Nielsen Media Research. 
BIA Research 

MARKET I Hartford tEOGUS 

The lipper Crust 
Local news thrives in this affluent Connecticut area 
Hartford-New Haven, Conn., the nation’s 27th-largest TV market, houses some of the wealth¬ 
iest, best-educated people in the U.S. More than 30 colleges are within an hour’s drive of 
downtown Hartford, including Yale and Wesleyan. Still, the tech-heavy New England knowl¬ 
edge corridor was hard hit by the recession. TV ad revenue has yet to recover from 2001. BIA 
estimates stations will take in $182 million this year, up about 6.5% over 2003 but well below 
the $194 million it banked in 2000. And though political spending will bring in $5 million-
$6.5 million, that’s half of what was collected in the category in 2002. 

The slow recovery has led broadcasters to ramp up their fight for local dollars, and several 
stations have expanded their sales staffs. “You have a lot of young people knocking on a lot of 
doors to recruit new business,” says Mark Hoffman, general manager at NBC-owned WVIT. 
Despite its proximity to Boston and New York, the Hartford-New Haven market draws signif¬ 
icant national ad revenue. About 50% of stations’ total revenue comes from national accounts. 

On the news front, there is a tough race for supremacy. 
WFSB, a CBS affiliate owned by Meredith, just won 

the 6 p.m. news crown in May from WVIT. And WVIT 
barely seized the late-news crown from its rival in to¬ 
tal households. Tribune's Fox affiliate, WTIC, runs an 
hourlong newscast at 10 p.m. that finished second to 
WVIT’s 11 p.m. broadcast in late night’s key 18-49 
and 25-54 demos. 
WFSB scored a major daytime coup in September, 

picking up Dr. Phil, which had been running on LIN 
Broadcasting’s ABC affiliate WTNH. 
Three duopolies exist. In addition to WTNH, LIN 

owns UPN affiliate WCTX. Tribune operates both 
WTIC and WB station WTXX. Entravision runs the 
Univision station, WUVN, as well as low-power Tele-
futura-affiliated WUTH. About 8% of the market’s 
population is of Hispanic origin. 

Nearly every TV household here subscribes to cable, 
one of the highest penetration levels among the top 75 
markets. Comcast is the major provider, covering 
roughly 90% of the DMA. By contrast, satellite pene¬ 
tration is low, about 6%. 

Although highly educated viewers sometimes watch 
less television, HUT (households using television) lev¬ 
els in Hartford are in line with the national average, 
suggesting a keen interest in politics and local news. 
WTNH General Manager Jon Hitchcock attributes au¬ 
dience numbers to the sound quality' of the broad¬ 
casts: “There is a lot of good news product in this mar¬ 
ket, and it’s drawing viewers in.” ■ 

NEXT I ATLANTA 

THE DEMOS 

These New Englanders boast higher 
income and educational levels than 
the national urban average. Leisure 
pursuits include hiking and boating. 
Despite plenty of sports teams 
nearby, they are not avid fans of pro 
sports and are less likely than the 
norm to attend pro football, baseball 
or hockey events. 

SHARE OF 
WHO POPULATIOH INDEX* 

18-34 28% 88 

18-48 59% 95 

25-54 58% 98 

35+ 72% 105 

Married 56% 102 

Never married 24% 94 

College grad 27% 118 

White 88% 107 

Black 8% 70 

Hispanic 8% 58 

Aslan NM NM 

S100K+HH 17% 114 

S50K+ HH 56% 115 

Below S50K HH 44% 85 

BY THE NUMBERS** 

Went boating_ 10% 124 

Subscribes to digital cable 26% 11 2 

Drives loreign vehicle 28% 127 

Attended pro sports event 28% 81 

SOURCE: Scarborough Research 2003 Release 1 
Multi-Market (Feb. '02-March ’03) 

•Index is a measurement of consumer likelihood. 
An index of 100 indicates that the market is on 
par with the average of the 75 local markets. 

NM = Not large enough to be measured 

“Activities engaged in past 12 months 

Delivery” head-to-head! 

Life&Style 

OVER 
PRIOR WEEKl 

' I- |%OTW I YEAR AGO! 

There ’s A Brand New Point O Í1 w 
F You on WKYC at 10am with 
Life & Style outperforming +~| 11 % 
“Tony Danza” and “Home 1

Cleveland’s Got 
■ 

SONY 
Source: NSI. WRAP Overnights, 10/4 -10/5/04. M-Tu, 10AM pictures 

prior week = 9/27 ■ 10/1/04; year ago = Oct '03 WWW.SonypiCtureStelevision.com ©2004 Sony Pictures Television Inc. All Rights Reserved. television 



FTP® T 

PROGRAM 
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By Allison Romano 

PROGRAM 

7th Heaven 

PROGRAM 

ER 

CSI 

Lost 

LOS ANGELES 

One Tree Hill 

post lower ratings in the electronic tally. 
To allay concerns, Nielsen has opted to 

keep diaries running alongside LPMs for 
test periods. In San Francisco, both are in 
use until year’s end. But not every market 
will need to adjust. Outside of the top 10 or 
20 markets, it may be too expensive for 
Nielsen to deploy the technology and for 
cable operators, stations and media buy¬ 
ers to purchase the pricey, à la carte data. 
Most of the country’s 210 markets will stick 
with the old diary system. 

In smaller markets, clients can see im¬ 
mediately what advertising works. Says 
Initiative’s Finkel Greene. "They know what 
is driving traffic into local shoe stores.” 

With time, researchers say, LPM-gener-

ated ratings will stabilize. That’s what hap¬ 
pened when Nielsen converted to a peo¬ 
ple meter in its national sample in 1987. 

This season, at least in the five LPM 
markets, advertisers know for certain who 
is watching. Says Finkel Greene, "For bet¬ 
ter or worse, we have our overnight data. 
We’re not waiting for months to find out 
what we’ve won.” 

In fact, most research and sales execs 
say the LPMs are an improvement in lo¬ 
cal measurement. “The sample is better 
now, the Hispanic sample is better, and 
the technology is better,” says MediaCom 
CEO Jon Mandel. “The salespeople at Fox 
don’t like the fact they actually have to 
sell now.” ■ 

BROADCASTING & CABLE 
10.11.04 

“Before, we were guessing,” says Janice 
Finkel Greene, executive vice president 
and associate director of local broadcast. 
“Now buyers get alerts on every buy and 
if they are delivering on the ratings.” 

So far this season, the LPM data mirrors 
national Nielsens. The three CS/s are huge¬ 
ly popular in all four markets, as are ABC’s 
Lost and NBC’s The Apprentice. Upon clos¬ 
er examination, though, subtleties appear. 
On Sept. 27, for example, The WB ’s sopho¬ 
more drama One Tree Hill performed well 
with 18-34s in New York, Boston and 
Chicago; in Los Angeles, the demo pre¬ 
ferred NBC’s Father of the Pride and Fox’s 
Trading Spouses. In Chicago, NBC’s home¬ 
town medical drama ER is huge, beating 
the national average on 18-49s. 

But the new technology also has its 
share of detractors. 

18-34 

NETWORK AIR DATE RATING 

18-49 
NETWORK AIR DATE RATING 

18-34 

NETWORK AIR DATE RATING 

*San Francisco started reporting preliminary LPM data Sept. 30 

SOURCE: Nielsen Media Research data 9/20/04-10/03/04 

he early-fall buzz surrounds ABC’s 
Lost and CBS’s CSI: N. Y. But buzz 
isn’t science. For the first time, TV 
and ad execs are getting local 
demo ratings in major markets on 

broadcasters’ new programs on a daily ba¬ 
sis, courtesy of Nielsen’s locai people me¬ 
ters (LPMs). 

LPMs, an electronic system that re¬ 
places the old handwritten “diary” sys¬ 
tem, are operating in Boston, Chicago, 
Los Angeles, New York and San Francis¬ 
co—and yielding a treasure trove of data 
that bores into specific demos. 

“To know who is watching and who isn’t 
is a great feedback tool for programmers,” 
says The WB Chairman Garth Ancier. 

In New York, U PN ’s America’s Next Top 
Model and NBC’s The Apprentice kill in 
the 18-34 demo. Las Vegas is popular with 
Bostonians 18-49. But the prize goes to 
ABC’s Desperate Housewives, which scores 
big numbers with young viewers in all 
four markets. 

With LPMs, data comes fast and furious. 
Media buyers can call their local station 
sales rep every morning to buy into a hot 
new show or collect on a make-good when 
a program is under-delivering. At ad-buy¬ 
ing firm Initiative Media, a new computer 
system, the Initiative Overnight Alert Sys¬ 
tem, tracks the overnights from new LPMs. 

Nielsen plans to roll out LPMs in the re¬ 
mainder of the top 10 markets within two 
years. In those markets, they stand to 
make local sweeps irrelevant Demo rat¬ 
ings are the currency for TV ad sales, but 
under the old diary system, detailed data 
was published only in ratings books after 
sweeps. “Household ratings gave every¬ 
one a directional feel, but they were nev¬ 
er really sure,” says Rob Frydlewicz, vice 
president of research for Carat Insight. 

Despite controversy, local 
people meters mirror 

Nielsen ratings 

NBC 9/23/04 11.9 

ABC 9/22/04 6.9 

CBS 9/23/04 9.2 

Desperate Housewives ABC 10/3/04 9.8 

The WB 9/20/04 4.4 

Extreme Makeover:Home ABC 9/26/04 7.7 

Nielsen has been defending LPMs 
since introducing them in Boston in 
2002. Fox, a vocal proponent, 

charges that they undercount minorities. 
Univision, also saying the system under¬ 
represents minorities, tried unsuccessful¬ 
ly in court to block the LPMs in Los An¬ 
geles. One overriding network concern: 
The LPMs could pinch ad-sales revenue 
for some local broadcasters, which have 
seen some ratings drop under the LPM 
measurements. Fox’s New York and UPN 
stations and Univision affiliates are no¬ 
table examples. 

LPM data are difficult to compare with 
the old diary results because of differ¬ 
ences in the methodology. For instance, 
certain Fox shows did better with diaries 
vs. LPMs. Under the new system, smaller 
cable networks, which Nielsen homes 
might have forgotten to jot down in the 
diary, are registering improved ratings. 
Conversely, broadcast networks and big 
cable channels may have been over-em¬ 
phasized in some diaries. Today, they may 

"Before, we were guessing. Now buyers gel alerts on every buy and if they are delivering on the ratings."— jaNICe f.NKeL greene, initiative Mema 

Desperate Housewives ABC 10/3/04 7,9 

Extreme Makeover Home ABC 9/26/04 6.8 

Law & Order SVU NBC 9/21/04 6.0 

Gilmore Girls The WB 9/21/04 4.8 

Il_ ■ I 

An LPM 
Snapshot 

Some of 
the top shows 
in key demos 

during the 
first two weeks of the 

broadcast season 

Desperate Housewives ABC 10/3/04 8.1 

The Apprentice NBC 9/23/04 7.0 

Wife Swap ABC 9/26/04 5.3 

Father of the Pride NBC 9/21/04 4.6 

That 70s Show Fox 9/22/0 4.6 

18-49 

PROGRAM NETWORK AIR DATE RATING 

Desperate Housewives ABC 10/3/04 8.4 

The Apprentice NBC 9/23/04 7.4 

Extreme Makeover: Home ABC 9/26/04 6.6 

Lost ABC 9/22/04 5.7 

CSI: N.Y. CBS 9/22/04 5.7 

NEW YORK 

PROGRAM 

18-34 
NETWORK AIR DATE RATING 

The Apprentice NBC 9/23/04 17.6 

Desperate Housewives ABC 10/3/04 9.3 

America’s Next Top Model UPN 9/29/04 5.8 

Gilmore Girls the WB 9/28/04 4.7 

One Tree Hill the WB 9/28/04 4.6 

18-49 

PROGRAM NETWORK AIR DATE RATING 

ER NBC 9/23/04 13.9 

Desperate Housewives ABC 10/3/04 12.2 

CSI: N.Y. CBS 9/22/04 8.0 

CSI: Miami CBS 9/20/04 7.9 

Lost ABC 9/22/04 5.7 

SAN FRANCISCO* 
18-34 

PROGRAM NETWORK AIR DATE RATING 

Joey NBC 9/30/04 8.7 

Will & Grace NBC 9/30/04 7.9 

Desperate Housewives ABC 10/3/04 7.3 

Boston Legal ABC 10/3/04 3.5 

Medical Investigations NBC 10/1/04 3.0 

18-49 

PROGRAM NETWORK AIR DATE RATING 

Desperate Housewives ABC 10/3/04 8.3 

Joey NBC 9/30/04 8.0 
Survivor CBS 9/30/04 7.9 

Boston Legal ABC 10/3/04 4.7 

Medical Investigations NBC 10/1/04 4.0 

BOSTON 

PROGRAM 

18-34 

NETWORK AIR DATE RATING 

Desperate Housewives ABC 10/3/04 11.7 

Will & Grace NBC 9/23/04 11.3 

CSI CBS 9/23/04 9.8 

CSI: Miami CBS 9/20/04 9.7 

One Tree Hill The WB 9/28/04 6.1 

18-49 

PROGRAM NETWORK AIR DATE RATING 

Desperate Housewives ABC 10/3/04 12.9 

CSI CBS 9/23/04 11.3 

The Apprentice NBC 9/23/04 10.2 

CSI: N.Y. CBS 9/29/04 7.8 

Las Vegas NBC 9/20/04 6.0 

CHICAGO 



#1 in Cable 
(hey, we're good) 

#1 vs. Broadcast 
(we're really VERY good) 

#1 in ALL of TELEVISION 
(actually, we're totally HOT!) 

Degrassi. It Goes There. 
The Season Premiere ranked #1 among Teens 

in All of Television for the night delivering: 

• A 2.6 Teen Rating and 12 Teen Share! 

• A 5.1 Female Teen Rating and 
21 Female Teen Share! 

Real. 
Life. 
Now. 

mtvn.com mtv networks. 

Sourcing: Nielsen ^edia Research. Galaxy Explorer.10/1/04. P12-17, F12-17. 8p-9p. Cvg Rat7« Cvg Share Noggin/The N vs 
AU Ad-Supported Cable Networks The Disney Channel, and Broadcast networks. Qualifications available upon request. 
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10.11.04 PRODUCTION_TRANSMISSION BROADBAND 

TECHNOLOGY 
CUTTING EDGE 

BY KEN KERSCHBAUMER 

Avid Jackpot 
Casino and The Benefactor, the two reality 
programs shot in HD, were completed us¬ 
ing Avid’s DS Nitris system tor HD post¬ 
production. Casino, shot with Panasonic 
VariCam HD Cinema cameras and edited on 
15 Avid Media Composer systems sharing 
8TB ot storage on an Avid Unity MediaNet-
work system, was finished on a Nitris sys¬ 
tem. The Benefactor was shot on Sony’s 
HDCam camera at 1080i and edited on Avid 
Media Composer systems. Matchframe 
Video, Los Angeles, used Avid DS Nitris op¬ 
erators to color-correct each episode. 

Colossus in Connecticut 
Connecticut Public Broadcasting is using 
the OmniBus Colossus playout-automation 
system in its new digital facility in Hartford, 
Conn. The automation system controls five 
channels of playout: one primary HD chan¬ 
nel, CPTV2, CPTV Kids, a backup channel 
and a preview channel. In addition to au¬ 
tomating playout to air from an Omneon 
Spectrum media server, the OmniBus sys¬ 
tem manages the process of ingesting ma¬ 
terial from tape to the servers. It will also 
eventually interface to PBS's NGIS (Next 
Generation Interconnect System) for pro¬ 
gram delivery. 

ESPN2 HD Is Coming 
Launching one HD channel isn’t enough for 
ESPN. The network says ESPN2 HD will roll 
out on Jan. 6, with a men’s college basket¬ 
ball tripleheader. Sports fans can expect the 
two HD networks to deliver 85 HD telecasts 
in the first 85 days. By the end of 2005,300 
major events plus 2,000 programs, totaling 
6,000 hours, will be seen in high-def. 

Siemens, BBC Work Together 
The BBC has announced that it has com¬ 
pleted the procurement for a 10-year Tech¬ 
nology Framework Contract with Siemens 
Business Services worth almost $ 3.75 bil¬ 
lion. As part of the deal, Siemens Business 
Services has also acquired BBC Technology, 
the department responsible for the com¬ 
pany’s technology strategy and develop¬ 
ment. Siemens will work with its new acqui¬ 
sition to deliver the technology throughout 
the BBC for the next 10 years. By outsourc¬ 
ing the work, the BBC expects to save 
around $55 million each year. 

<| (*) The Apprentice Thu 3/25 » a Nee 

FOX 

Sun 
Mon 
Tue 
Tue 
Wed 
Sun 
Wed 

3/28 
3/29 
3/30 
3/30 
3/31 
4/4 
4/7 

CBS® 
FOX 

© Survivor 
O Stanford vs. Arizona 
© The Real World 
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Now Playing on TiVo 

Survival of the Fittest 
Netflix and TiVo partner in the competitive—and risky—DVR universe 

F
orget Tiger Woods’ nuptials. When it comes to hot mar¬ 
riages, the “joint entertainment offering" of Netflix and 
TiVo has couch potatoes salivating. Shernaz Daver, a Net¬ 
flix rep, describes the service as an expansion of Netflix’s 
current DVD service, which should launch by the end of 

2005. “We’ve always talked about digital distribution of our as¬ 
sets,” she says, “and we see TiVo as one step in that direction.” 

But what that step will be is anyone’s guess. The early buzz 
is that Netflix will deliver movies straight to TiVo, eliminating 
the need to mail DVDs—in short, answering consumer need. 

Consumers want to be able to surf the Net, order a movie, 
have it delivered via broadband to the digital video recorder 
(DVR), then watch it on TV. But the two companies are running 
into a snag: the quagmire of movie-distribution timelines and 
release windows for home video, video-on-demand (VOD) and 
subscription TV 

“Hollywood windowing is a black science that most people 
don’t know exists,” says Bob 
Greene, senior vice president, 
advanced services, Starz. “A lot of 
these hypothetical offerings are 
interesting, but you have to get 
down to actual implementation.” 

Industry opinion is that the 
Netflix-TiVo partnership can ex¬ 
ist only within the VOD window, 
which follows the home-video 
window. During this period, which typically lasts five 
months, Netflix/TiVo will offer content alongside other VOD 
providers. The movie studios make too much money from 
home-video sales to shrink that window. Given the popular¬ 
ity of hit movies, subscription channels, like HBO and Starz, 

pay millions to entice customers. 
“We know we’ve secured exclusive rights to our movies, and 

that includes rights for Internet distribution,” says Greene. Sub-
scription-based cable networks hold onto subscription rights 
with an iron grip: “We don’t see the ability for anyone else to 
come into this space.” (Moreover, the control that Starz, HBO and 
others exert over cable and broadcast windows lasts seven or 
eight years. Unless those windows change, look for a subscrip¬ 
tion Netflix/TiVo service to be a non-starter. But if they do, ev¬ 
eryone will be affected, including competitors MovieLink and 
CinemaNow, two Internet services.) 

Because the theatrical-movie distribution timeline requires 45 days of home-video exclusivity to generate greater DVD 
sales, this first window could pose the biggest challenge to 

the successful launch of a Netflix-branded service. At present, 
Netflix subscribers pay $23 a month to rent three DVDs at a 

time, which are mailed to their 
homes. This business model is 
economically attractive to the 
movie studios. They make $10-$12 
from each DVD sale, compared 
with only $2 per VOD sale. 

“The studios aren’t against new 
services,” says Ken Jacobus, man¬ 
ager of business development for 
copy-protection company Macro¬ 

vision, “but their hands are tied long-term.” 
Where does that leave the Netflix/TiVo partnership? Facing a 

VOD window. Movielink and CinemaNow already allow users 
to visit their sites and download movies during that window. 

Continued on page 28 

’’Both parties are hoping 
to differentiate their movie 

services by adding the other." 
Adi Kishore, The Yankee Group 
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Survival oí the Fittest 
Continued from page 26 

According to Movielink CEO Jim Ramo, about 
15% of Movielink users store movies on the PC, then 
connect the PC to the TV—an example of the con¬ 
vergence that was a big deal in 1998 but has since 
become an everyday reality. “As homes move to dig¬ 
ital technology, they can handle either a digital ca¬ 
ble or a digital broadband signal," he says. Add 
home-networking technology, and content can be 
moved from the PC to the TV. 

tal-rights management on DVRs and other devices is 
a vexing problem for Hollywood. But Jacobus says 
Macrovision’s latest technology is ready forTiVo and 
other DVR devices. 

DRM is also expected to be used in the new Net-
flix/TiVo service. “The rights owners will insist on 
protecting the content for distribution over analog 
outputs,” says Jacobus. That’s because, when a sig¬ 
nal is converted to analog, it’s much more suscepti¬ 
ble to being copied and distributed illegally. 

One of the more interesting aspects of Macro¬ 
vision’s latest technology is that it allows content to 

“We’re very interested |in getting on TVJ,” says be stored on a DVR for a period of time (say, 30 days) 
Ramo, “and we continue to solidify deals 
and develop things with companies whose 
main job is to connect the Internet to the 
TV.” Movielink has signed deals with cable 
operators such as Time Warner and Char¬ 
ter to have a presence on broadband 
homepages in return for affiliate fees and 
promotions. 

Beyond the deals and the competition, 
there is the technical issue of making a Net-

before it is automatically deleted. 
“It’s more of a content-management 

system,” Jacobus says. “It also allows con¬ 
tent to be moved around the home and 
viewed on different devices and hard 
drives.” It even pennits transfer to portable 
video players. 
That may explain the TiVo-Netflix 

nexus. “Both parties are hoping to differ¬ 
entiate their movie services by adding the 

flix/TiVo service work. 
Tony Wasilewski, chief scientist for 

Scientific-Atlanta, a manufacturer of 
DVR set-top boxes akin to the TiVo 
boxes, says that effort is going well. 
Boxes with dual tuners can use one 
of them to download content from 
the cable headend. A Scientific-At¬ 
lanta technology called Broadcast 
File System (BFS) enables a carousel 
of content to be played out to the 
set-top box. 

A download service would have some lag time,” says Wasilewski, 
“but it’s definitely less than U.S. 

mail, which Netflix currently uses.” 
He does see some potential in 

"We continue to 
solidify deals and 
develop things 
with companies 

whose main job is 
to connect the 

Internet to the TV." 
Jim Ramo, Movielink 

other,” says Adi Kishore, media 
and entertainment analyst with 
The Yankee Group. “They each 
have fantastic ideas, but they 
need to stay a step ahead as their 
initial concepts become com¬ 
moditized by bigger players.” 
The more pressing problem 

facing the service is the future of 
TiVo itself. There are 2 million 
TiVo subscribers in the U.S., 
with 1.2 million getting the ser¬ 
vice through DirecTV. If DirecTV 
doesn’t allow the Netflix service 
to be delivered to its set-top 
boxes, that leaves the potential 
audience at 800,000. And future 

a download- TiVo growth could be curtailed by cable DVR box¬ 
based service, especially if it’s coupled to a new 
DVR set-top box that Scientific-Atlanta will roll out 
in the second half of next year. It has a recordable 
DVD drive, which means content can be bought as 
opposed to rented. He says that, while content 
owners don’t want cable subscribers to have a 
“DVD printing press,” with the proper digital¬ 
rights management (DRM) system, the new DVR 
set-top box could be a big hit. 

The DRM issue does loom as a trouble spot: Digi-

es and the entry of NDS technology as a DirecTV 
DVR option. 

In the end, the Netflix/TiVo union may echo the 
dotcom boom. Video and audio content companies 
flooded the Internet, promising to compete with the 
traditional TV and cable networks. They quickly 
found a paucity of compelling content, and boom 
turned to bust. 

The trick for Netflix/TiVo will be to create a unique 
service that carries content available elsewhere. ■ 

The Net Gain 
CSTV extends brand to Internet 
to reach devoted fans 

For College Sports Television, one linear TV channel isn’t 
enough. With more than 75 million college sports fans 
nationwide, the network is using the Internet to provide 
clips and information about the athletic endeavors of 
viewers' alma maters. Brian Bedol, CSTV president, re¬ 
cently discussed the network’s online effort, which includes 
a mix off ree and subscription content. 

What’s motivating the online effort? 
When we began looking at the category of college 
sports, we came to a conclusion: If we were going to be 
a media company that served it, we needed more than 
a single linear television channel. One of the exciting 
things about college sports as a category is that there 
are over 100,000 games and events every year across a 
thousand schools, with 400,000 athletes and 75 million 
fans. The numbers are enormous, and we feel that de¬ 
livering content across multiple platforms is the best 
way to go. 

Streaming video is still percolating, but it doesn’t have the 
buzz it had back in the late ’90s. What are the business 
opportunities? 
It depends on your connection. One of the nice things 
about our business is that the majority of our users are 
college graduates and tend to be alumni who follow their 
schools. They skew young, have above-average incomes 
and are more technologically advanced. More than 70% 
of our users are already broadband-enabled. The limita¬ 
tions of streaming media in the past was really limited 
by the connection the users had to the Internet. 

"Many advertisers realize 
traditional television is no longer 
the best way to reach certain 
passionate interest groups." 

Brian Bedol, CSTV 

What has been the reaction from advertisers? 
It’s been terrific. We’ve discovered there are many ad¬ 
vertisers that realize traditional television is no longer 
the best way to reach certain passionate interest 
groups. We’ve had a great response because we not only 
featured rich media advertising but we can segment the 
audience based on demographic and geographic data. 
Since we operate more than 170 different school and 
athletic sites, |we have ranged If you want to reach 
users in the Southwest or just Ivy League sites, we can 
do that. 

One of the early promises of Internet advertising was that you 
would only have to pay per click. Do advertisers still think 
that way? 
They’ve gotten much more sophisticated. We recognize 
that some advertisers are looking purely at transactions, 
others at branding, some at both. So it depends on what 
their goals are. 

Is the comprehensive approach you have to the Internet some¬ 
thing other networks will need to do? 
The content has to accommodate it. If you think about 
the life cycle of new technologies, movies and sports are 
the primary drivers. The next-generation nonlinear 
technologies that allow interactivity and consumer 
choice benefit sports. You want to see highlights, scores, 
stats. It’s rare that anyone just wants to sit on a couch and 
watch a game from beginning to end. Because there are 
so many colleges and events, these technologies benefit 
our content. ■ 



Cross Broadcasting. Encoda s automation system helps at Australia's Southern 

e 

rían Lay, Harris director of product marketing, au-

tent: The operator sits at a PC terminal, sets up t 
playlist and then manipulates it as needed. 

to operate with the same staffing levels.” 
Station automation is about making content-gath¬ 

ering easier, whether it’s programming, commercials 
or interstitials. Today’s station-wide systems are 
based on building a playlist of all the different cor 

backs—the graphic device that shrinks the on¬ 
screen image as one show ends to allow space for 
another image—becomes difficult. So do other 
transitional graphic conventions that give viewers 
he visual cues they’ve come to expect from tech-
ically sophisticated TV operators. Viewers don’t 

viant multicast channels to look low-rent. 
The type of content carried on secondary channels 

a|so can make automation more complicated. Says 

"The broa 
operations q 
are simply 

But that’s not all automation systems are expected o 
do. Topping a list of new demands are digital multicat t-
ing and centralized operations for a station grou 
Adding a multicast that includes a 24-hour loop of news 
casts (with new commercials) and a 24-hour weathe 
channel may sound simple, but both exemplify the 
growing complexity of broadcasting today. And central¬ 
ized operations require a system that makes it easy for 

complex 
to be run without 

-i -i If O Tl /WO " /omat>on solutions, “Channels that are primarily 
Cl d Lv71 A ICI LAv/A L /based on prerecorded content require very little man¬ 

plans face to f^é with the reality of budget constraints. "A lot of people think it 
õ add secondary channels," says Dave Polyard, Omnibus vice pres-

■tdrflToi sales and marketing, “but they need to remember that the business 
model needs to be much more efficient.” Simple fact: Adding more channels to 
a market through multicasting doesn’t mean there are more advertisers. 

"Those channels won’t generate as much as the main channel. And that’s why 
automation will be important,” says Polyard, noting his company's TXPlay sys-

Continued on page 32 

will be eas 
ility. In short, stations to contribute content to and pull content from a central 

getting simple takes hard work. 
Adding secondary channels into the transmission streams actuallyTSrft 

that complicated. A few channels of automation, more server capacity, pro¬ 
duction switchers and branding devices, and a station is in business. 

Steve L’Heureux, president of Encoda Systems Automation Solutions Group, 
believes that, in a few years, the typical broadcaster will be broadcasting eight or 
nine channels: four or five digital channels plus its analog channels. Today’s au-

Belt-tightening is a way of life for TV stations’ technical and operational 
staffs—eyenwhen they’re preparing to throw the switch on multicast chan¬ 
nels. That's why automation is essential. 

“The broadcast operations of today are simply too complex to be run 
without automation," says Robert Johnson, president of automationj^iu. 
dor Sundance Digital. “Certainly, efficiency is a word with which re well 
acquainted, but in many cases stations are adding more cha Els and want 

tomation systems are well-equipped to address those needs. Stations that use 
one- to four-channel automation systems might have difficulty scaling, he says, 
“but with improvements in processing power and software, they should be okay.” 

However, if a station wants its multicast offspring to have the same qual-
-i4y_o£appearance as the "big” channel, the challenge is greater, says John 

ibus vice president, technology. In terms of worker-hours, the 
neis can actually require more effort. Plugging in squeeze-

Wadle, 
secondary ch 

— ROBERT JOHNSON, SUNDANCE DIGITAL ual intervention. But channels that contain live sports 
or news may require an operator per channel." 

Such staffing needs can put ambitious multicasting 

Encoda Is a Harris Need 
$340 million acquisition entwines two of automation’s giants 

T
wo of the automation market’s biggest players will 
come together in November when Harris Corp, 
completes its acquisition of Encoda Systems Inc. 
for $340 million in cash. The move brings togeth¬ 
er two complementary automation systems. 

“The Harris system is optimized for single stations 
with up to 10 or 20 channels,” says Howard Lance, chair¬ 
man, president and CEO of Harris. “But the Encoda sys¬ 
tem is optimized for very large and complex applica¬ 
tions, literally extending to hundreds of channels.” 

Both companies are about more than automation. 
Harris is known primarily for its transmitter, networking 
and automation products, all of which have a strong 
presence in station facilities across the country. Encodas 
core business is traffic, sales and billing software, and 
more than 600 broadcast and cable customers around 
the globe use the company’s system. The value of its 
contracts, which stands at approximately $200 million, 

helped make Encoda an attractive acquisition. 
“Encoda’s model is to put in place multiple-year con¬ 

tracts that provide a solid revenue base,” says Lance. 
Most of those contracts are for three to five years. 

Harris hopes to bring out the best of both 
automation architectures and create a system 

that customers can never outgrow. 

The purchase follows months of study by Harris, 
which was investigating new segments in the broadcast 
market. Jeremy Wensinger, president of Harris Broadcast 
Communications Division, says the research showed 
that, to grow, Harris would have to reach into stations’ 
back offices. 

Inheriting Encoda doesn’t come without challenges. In 
recent years, the company’s billing contracts have been 
vulnerable to new competitors offering fresher software. 

(The core of its code was written in the early 
1980s.) Wensinger says one of Harris’ priorities 
will be to accelerate development of next-gen¬ 
eration traffic and billing software. “You can 
have a very sticky' product that works, but stick¬ 
iness only lasts so long, especially when tech¬ 
nology is all about doing it faster, cheaper, bet¬ 
ter,” he says. “We’re painfully aware that the 
barriers to entry’ of our competitors are proba¬ 
bly in direct proportion to lack of investment at 
Encoda. So I think that’s an opportunity’ for us 
to bring the new product to market in a quick¬ 
er way and offer a future-proof platform.” 

As for automation, Wensinger hopes to bring 
out the best of both architectures and create a 
system that customers can never outgrow. 

Encoda’s revenue for the 12 months ended 
June 30 totaled $124 million from five lines of 
business: traffic and program scheduling for 
broadcasters (58%), traffic and program sched¬ 
uling for cable operators (8%), automation 
(19%), Arkemedia digital asset management 
(1%) and ad-agency work (14%). Harris’ rev¬ 
enue for the same period was $287 million. • 

imation 10.11.04 
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SpecialjReport: Station Automation 1 

systems] 

server 

— ROBERT JOHNSON, SUNDANCE DIGITAL 

“All the modules use Transmission Control Proto-
col/Internet Protocol [TCP/IP| connectivity to provide 

The improvements will make the automation system 
more aware of content rather than focusing on device 
control, L’Heureux says, adding that that’s important as 
broadcasters begin to consider new business models 
related to digital TV. 

“They need an infrastructure in place that can sup¬ 
port not only classic push business models but the 
forthcoming pull model, where consumers request 
content from a server,” he says. That means having a 
system that has digital-rights information and other 
metadata attached to files. 

Integrating the Arkemedia database with Encoda’s 
automation system does that. Says L’Heureux, “With¬ 
out it, broadcasters will face difficulties in the future.” 

The disparate places where automation tools can fit 
into a facility can lead to dizzying decision-making. To 
help stations make the decision, Sundance is offering 
"transition consulting” services. 

“We have several staff members with operational ex¬ 
perience to work with the stations and ease their transi¬ 
tion to automation and multichannel operations,” John¬ 
son says. “We’ve been through this enough to know where 
the rough spots will be.” • 

Segmentshare capitalizes on the growing use of 
video servers in broadcast plants, replacing videotape 
decks and changing workflow and, in turn, automa¬ 
tion systems. 

"These are causing a profound shift in workflow 
since the commercials and programs are arriving dig¬ 
itally and can be transferred to the on-air server at 
faster than real time,” Johnson explains. “The linear 
workflow of dubbing media into the server or record¬ 
ing from a satellite feed is going away and being re¬ 
placed by a vastly improved workflow.” 

Florical recently completed a project for Media 
General that is similar to what Segmentshare accom¬ 
plishes. The station group installed a system that con¬ 
trols the satellite feeds for 10 stations from a central 
site. The stations share a database, and only one sta¬ 
tion needs to time the program. After that, timing is 
available to all the stations via the database. 

Databases continue to be one of the hot topics 

mission-critical, play-to-air-device control 
for both single- and multi-channel broad¬ 
casters," Lay says. The system’s link to the 
traffic and scheduling system allows 
changes to be made in the current on-air 
schedule directly from the traffic system. 
And a graphic timeline display lets opera¬ 
tors make last-second schedule changes. 

Harris isn’t the only vendor with a com¬ 
prehensive approach. Sundance Digital’s Ti¬ 
tan system can support a nearly unlimited 
number of channels. That scalability can be 
used in hub-based broadcasting, in which 
one system controls multiple locations. 
Other Sundance products, notably Seg-
mentShare and TimeLiner or FastBreak, are 
designed to meet specific needs. 

“TimeLiner is more of a high-end event 
sequencer. We see it used commonly in cor¬ 
porate channels as well as some smaller 
broadcasters,” says Lay. “FastBreak is de¬ 
signed for stations with one to four chan¬ 
nels while Titan shines in larger or distrib¬ 
uted automation scenarios." 
Segmentshare reflects changes in the 

market. Increasingly, station groups want to 
gain efficiencies by receiving programming 
or commercials at one station and then 
sharing the material with others. Ideally, 
says Johnson, one station records the show, 
performs quality control, segments it, and 
ships the show and segment information to 
its sister stations. That’s where Seg-
mentShare comes in. 

“Only one station has to time the show," 
says Johnson. “Those timings can then be 
sent to a central Segmentshare server, and 
the rest of the stations can download and 
apply the timings—for both the show and 
any secondary events.” 

ated channel identification as part of content metada¬ 
ta while allowing shared/centralized ingest and 
content-management processes." 

That allows multiple channels to share the Opus in¬ 
frastructure in environments with either separate or 
common content-identification systems, he says. That 
can be important when individual stations within a 
group may take slightly different approaches to file 
names or spot IDs. The Opus system also allows for mul¬ 
tiple, channel-specific identifications to be attached to 
content as it leaves a centralized facility. That means that 
a common identification can be used during ingest and 
other processes and then the unique ID is added just pri¬ 
or to the content’s leaving the plant. 
Encoda also has a new approach to databases, fold¬ 

ing technology from Arkemedia, a company it acquired 
earlier this year, into its D-Series automation system by 
the end of the year. 

technology," says Sun¬ 
dance’s Johnson. 

Harris recently updated 
its BPM system and gave 
customers a first glimpse at 
the new system at last 
month’s IBC show in Ams¬ 
terdam. The system com¬ 
prises three modules—Air 
Manager, Schedule Manag¬ 
er and Resource Manage¬ 
ment—along with a new 
device-control core. 

are causing a 
profound shift 
1 . in workflow , si nee the commercials, and , 

programs, can be jfransrerred 
to the on-air server 

among vendors. Omni¬ 
Bus recently rolled out 
Opus, a suite of tools 
based on the company’s 
G3 architecture and de¬ 
signed to help improve 
Content management 
across an entire organi¬ 
zation. “The use of 
Opus in multichannel 
environments is en¬ 
abled by the underlying 
design of the OmniBus 
database,” says Wadle. 
"Specifically, the data¬ 
base maintains associ-

You’re safe with Florical. 

logger, Better, More Complicated 
Continued from page 29 
tern, which can automate up to 12 channels, as an ex¬ 
ample of a cost-effective system well suited for local 
marketing agreements (LMAs) and backup channels. 

Thanks to budget constraints and a lack of incre¬ 
mental revenue, Florical Systems President Jim Mon-
eyhun says he hears a lot of talk about multicasting 
but sees little movement. “Broadcasters are waiting 
for the time when it looks like there will be enough 
of an audience for advertisers to buy separate spots,” 
he says. At the earliest, he sees multicasting becom¬ 
ing a trend in 2006. 

Moneyhun’s advice for stations today is to remember 
that an automation system isn’t just about the com¬ 
mercials, and the buying decision should involve more 
than just the engineering team. The general manager, 
the traffic department and accounting should all be in¬ 
volved because all of them interact with an automation 
system. “It’s the little details that can make the differ¬ 
ence, like helping the billing department get more accu¬ 
rate bills,” he says. 

Lay concurs, adding that the automation system 
should also be able to control graphic logos as well as 
the overlay of bumpers and banners on sports and oth¬ 
er programs. “There has to be a tracking system,” he 
says, noting that the Harris Broadcast Presentation 
Manager (BPM) offers such functionality. 
Communication between automation and traffic 

systems continues to be a challenge for all involved. 
One thing that could improve the situation is a proto¬ 
col being developed by the Society of Motion Picture 
and Television Engineers’ so-called S-22 Committee to 
enable the systems to communicate seamlessly. “We’re 
very excited about the workflow implications of this 
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AirLogger - Off-Air Video Logging 

• Searchable off-air recording to disk in low-res 
MPEG-4 

• Use with any automation system or stand-alone 
• Prove commercials ran as scheduled; make quick 
decisions on need for make goods 

• Meet government requirements for storing broad¬ 
casts 

AirGuide • PSIP Program Guide 

• Real-time PSIP updates from play-to-air automation 
• Filter events to display only programs, programs 

with breaks, or all events including commercials, 
IDs, etc. 

• Keep your web site up-to-date automatically 
• Support multi-channel and centralcasting operations 
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The Annual Broadcasting & Cable Hall of Fame 

is recognized as the leading industry venue 
honoring the pioneers, the innovators and the 
stars of the electronic arts. This year’s Hall of 
Fame Inductees will be honored on November 
8th, at a formal dinner held at the Waldorf-
Astoria, New York City. 

In the November 8th issue, Broadcasting & 
Cable will produce a Special Supplement that 
will highlight the major contributions and 
achievements that the 14th Annual Hall of 
Fame Inductees have made to the industry. 
This special supplement will be seen by 
Broadcasting & Cable’s readership of over 
22,000 media executives, as well as, 
distributed at the Hall of Fame gala dinner 
on November 8th. 

FOR RESERVATIONS FOR THE 

DINNER GALA PLEASE CONTACT: 

Maggie Pritikin at 646-746-7068 
maggie.pritikin@reedbusiness.com 

Net proceeds Io benefit I he Hroadcasten' 
Foundation and Cable Positive 

cable/positive 

FOR ADVERTISING INFORMATION PLEASE CALL: 

BROADCASTING‘CABLE 
www.broadcastingcable.com 
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Specialyteport: Station Automation 10.11.04 

arwatch 
feds for leaner operations 

Crispin 
Crispin’s System 2000, the company’s premier automation offer¬ 
ing, is a suite of applications for master control and news¬ 
playback environments that gives the user control over multiple 
channels and devices. It uses a TCP/IP architecture to network 
computers together, each handling different tasks while offering 
access to other computers and equipment. Modules available in¬ 
clude DubberAssist, AutoDubber, RapidPrep and Device Server. 

Encoda 
Encoda’s D-Series Version 4 automation system is one of the first 
systems based on the Linux 2.6 operating system. The company 
says Linux gives the system a more stable software architecture, Harris 

metadata. Ine nodule Manager provides distributed, secure, 

an important feature in critical applications. A less expensive con¬ 
figuration is built around the database, video-server informât! 
system, archive interface and file-transfer manager on a jifigle 
server platform. 

Miranda 
Miranda's latest is the Desktop Glass Cockpit, an ultra-compact 
master-control system for low-cost television playout. The new 
system uses multiple desktop LCD displays to create a tightly 

Florical 
AirBoss is Flárical’s backbone to its automation offerin 
.controls virtually every device used for on-air presentations and 
can also handle secondary functions and events, including 
squeezes, keys and voiceovers. It can serve as the support syst 
.'of a single-cannel facility or a multichannel operation based on 
Florical’s StrareCasting. That device makes sure schedules run in 
their own time zones while time-based commands for servers and 
switchers are based on a common time. Other features include re¬ 
gional ingest stations, central traffic/billing, rescheduling of 
regional commercials and promos, and even targeted ads. 

multi user access to manage and update the schedule. It includes 
a running log that provides information about each event on the 
playlist, including access to all associated metadata and a brief de¬ 

af happened during transmission. And Resource 
t enables priority-based sharing through distributed 

ment and access to resources across the enterprise. 

scription of 
Manage 

The Broadcast Presentation Manager (BPM) includes a number of 
hat, collectively, automate a facility from end to end. Air 

¡tors real-time channel play-out, gives a view of mul¬ 
tiple on-air charnels simultaneously and allows manual editing of 

mo 

Manager 

integrated interface that presents all of Miranda's latest control 
technologies, spanning master-control switching, channel-
branding graphics, video/audio nmB¡Wfír¡g7and remot?sTgsal 
and infrastructure monitoring^er IP. 

OmniBus Z 
The main focus of OmniBus’ automation efforts is its G3 
system. Based on Standard open IT protocols, it allows 
broadcasters to cc Urol and configure both OmniBus automa¬ 
tion and equipmer t from different vendors in a way that the 
company believes s unparalleled in terms of workflow and 
flexibility. 

The system doesVt treat automation in isolation from news¬ 
room systems or assai management and other workflows. In¬ 
stead, it controls VTRs\nd servers over a wide-area network 
(WAN) without the need rar serial communications, giving 
users multiple access pointsXdifferent devices. 

Sundance 
Titan is an example of the kind of flexibility the bigger automa¬ 
tion systems give multichannel users. It’s based on a 
distributed-processing architecture that separates the on-air 
interface from the playlist controller. 

That gives the system additional processing speed so it can 
run up to 10 list processors on each server with guaranteed 
frame accuracy. In addition, because the system can have nearly 
unlimited list-processing servers, it can handle either a central¬ 
ized or distributed centralcasting operation—and scale as chan¬ 
nel demands grow. 

Titan’s Air Control Station gives master-control operators a 
graphical user interface designed for multichannel, server-based 
automation.—K.K. 

Next generation broadcast automation 

master control automation 

commercial insertion 
scheduling and logging news room integration 

multilayer graphic overlay 

!■ ■ ■ 
Call us for a demonstration 

« 

tudioTX 

ON-AIR StudioTX - providing end to end 
broadcast automation system for live and 
dynamic playout 

ON-AIR Systems US. 6800 SW40 St « 389. Miami. FL. 33155-3708 
Tel: 1 800 379 0809 /1 786 206 15600 

ON-AIR Systems Ltd 97-101 Cleveland Street. London. W1T 6PW, UK 
Tel *44 20 7663 3663 

ON-AIR 
SYSTEMS 

www.on-air-systems.com MAKING BROADCASTING AVAILABLE TO ALL * 

manual and automatic scheduled playout 
on-line/off-line media management 



BRDADCASTIN&CABLE Multichannel 
CABLE NETWORK TV: 

On October 25th, Broadcasting & Cable and Multichannel News will publish a Special Advertising 
Supplement that will enable cable networks to reach the following key decision making executives: 
► Agency Media Buyers & Planners 

► Advertisers: Consumer and Product Managers 

► Cable MSO's and Local Cable Ad Sales Management 

The focus of this Special Advertising Supplement will be on the strength of Cable Audience Delivery 
and will address many of cable strong points including: 
► Overview of Cable's rise to becoming a front line medium. 

► Cable Network's dominance in the targeted reach of key consumer demo's. 

► Cable as the Premier Value-added medium (promotions, integrated marketing opportunities). 

► CFO & Procurement Officers looking for their company's TV advertising ROI. 

► Looking at how Advertisers are increasingly making cable their core TV buy. 

This powerful supplement will also feature Network Profiles 
that includes detailed information about each network's 

value to advertisers, viewer demographics and contact information. 

FOR INFORMATION on how to promote the value of your network in front of this highly targeted 

readership of Advertisers, Agency Media Buyers and Planners and Cable MSOs—call your Sales 

Representative and reserve your place today. 

Larry Dunn: 646.746.6572 ldunn@reedbusiness.com 

Cheryl Mahon: 646.746.6528 cmahon@reedbusiness.com 

Jason Greenblatt: 646.746.6413jason.greenblatt@reedbusiness.com 

Rob Payne: 646.746.7022 rpayne@reedbusiness.com 

Brian Campbell: 303.470.4874 bcampbell@reedbusiness.com 

Technology Advertising: Kathy Standage: 303.278.2689 kstandage@reedbusiness.com 

Classified Advertising: Yuki Atsumi: 646.74i6.6949 yatsumi@reedbusiness.com 
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BUSINESS 
CHANGING HANDS 

TVs 
WPHJ(CA) Vidalia, Ga. 
PRICE: $250,000 
buyer: April E. McKinney 
(April E. McKinney, owner) 
seller: Barinowski Investment 
Co. LP (Clarence Barinowski, 
president) 
FACILITIES: Ch. 46, 150 kW, ant. 
445 ft. 
AFFILIATION: Ind. 

KFQX Grand Junction, Colo. 
PRICE: Undisclosed 
buyer: Parker Broadcasting 
Inc. (Barry Parker, president) 
seller: John Harvey Rees 
(John Rees, president) 
FACILITIES: Ch. 4, 100 kW, ant. 
1,404 ft. 
AFFILIATION: FOX 

WBXK(CA) Jackson, Miss. 
PRICE: Undisclosed 
buyer: Community Television 
Network LLC (Mark C. Mayo, 
CEO) 
seller: The Box Worldwide 
LLC (Amy Brown) 
FACILITIES: Ch. 8,0.91 kW, ant. 
1,050 ft. 
AFFILIATION: Ind. 

K58GA Lafayette and KLAF(LP) 
Opelousas, La. 
PRICE: Undisclosed 
buyer: Communications Corp, 
of America (Thomas R. 
Galloway Sr., chairman) 
SELLER: Delta Management 
Corp. (Charles H. Chatelain, 
president/CEO) 
FACILITIES: K58GA: Ch. 46, 7.41 

kW; KLAF(LP): Ch. 62, 8.93 kW 
AFFILIATION: KLAF(LP): UPN 

WYBD(LP) Dothan, Ala. 
price: Undisclosed 
buyer: LKK Group Corp. (Keith 
Bass, managing member) 
seller: Tiger Eye Broadcasting 
Corp. (John N Kyle II, 
president/CEO) 
FACILITIES: Ch. 46, 20 kW 

WARZ(LP) Smithfield/Selma, N.C. 
price: Undisclosed 
buyer: R K Parker Communi¬ 
cations LLC (Robert K. Parker, 
president/manager) 
seller: Waters and Brock 
Communications (Gerald Wa¬ 
ters, owner) 
FACILITIES: Ch. 34, 12 kW 

Combos 
KMVP(AM), KTAR(AM) and 
KKLT(FM) Phoenix 
PRICE: $70 million 
buyer: Bonneville Internation¬ 
al Corp. (Bruce T. Reese, presi¬ 
dent/CEO); owns 34 other sta¬ 
tions, none in this market 
seller: Emmis Communica¬ 
tions (Jeffrey H. Smulyan, 
chairman/CEO) 
FACILITIES: KMVP(AM): 
860 kHz, 1 kW; KTAR(AM): 
620 kHz, 5 kW; KKLT(FM): 
98.7 MHz, 100kW, ant. 1,788 ft. 
FORMAT: KMVP(AM): Sports; 
KTAR(AM): News/Talk/Sports; 
KKLT(FM):AC 

KZNG(AM), KQUS(FM) and 
KYDL(FM) Hot Springs and 

KLXQ(FM) Mountain Pine, Ark. 
PRICE: $4 million 
BUYER: US Stations LLC 
(Charles Shinn, president); 
owns no other stations. 
seller: Powell Broadcasting 
Co. Inc.(Nanette Kelley, 
president) 
FACILITIES: KZNG(AM): 
1340 kHz, 1 kW; KQUS(FM): 
97.5 MHz, 100 kW, ant. 866 ft.; 
KYDL(FM): 96.7 MHz, 940 W, 
ant. 807 ft.; KLXQ(FM): 
101.9 MHz, 3 kW, ant. 407 ft. 
FORMAT: KZNG(AM): News/ 
Talk; KQUS(FM): Country; 
KYDL(FM): Hot AC; KLXQ(FM): 
Classic Rock 
broker: Greg Guy of Patrick 
Communications 
comment: The stations are in a 
local marketing agreement. 

WERL(AM) and WRJO(FM) Eagle 
River, Wis. 
price: $2.2 million 
buyer: Heartland Communi¬ 
cations Group (Thomas L. 
Bookey, managing member); 
owns 11 other stations, none in 
this market 
seller: Berner Broadcasting 
Inc. (Mary Jo Berner, president) 
FACILITIES: WERL(AM): 
950 kHz, 1 kW day/51 W night; 
WRJO(FM): 94.5 MHz, 50 kW, 
ant. 492 ft. 
format: WERL(AM): Nostalgia; 
WRJO(FM): Oldies 
broker: Jerry Johnson of John¬ 
son Communication Properties 

WERL(AM) and WRJO(FM) Eagle 

River, Wis. 
price: $2.2 million 
buyer: Heartland Communi¬ 
cations Group LLC (Thomas L. 
Bookey, managing member); 
owns 11 other stations, none in 

FACILITIES: KAMD(FM): 
97.1 MHz, 50 kW, ant. 456 ft.; 
KMGC(FM): 104.5 MHz, 3 kW, 
ant. 328 ft.; KCXY(FM): 
95.3 MHz, 100 kW, ant. 456 ft. 
FORMAT: KAMD(FM):AC; 

STATION SALES SCORECARD 

2004 YTD* I 2003 TOTAL 

NUMBER 
VALUE 
(000) NUMBER 

VALUE 
(000) 

TELEVISION 63 $393,288 70 $500,601 

RADIO 681 $1,556,561 880 $2,324,227 

SOURCE: BIA Financial Networks •As of 10/6/04 

this market 
seller: Berner Broadcasting 
Inc. (Mary Jo Berner, president) 
FACILITIES: WERL(AM): 950 kHz, 
1 kW day/51 W night; WRJO(FM): 
94.5 MHz, 50 kW, ant. 492 ft. 
FORMAT: WERL(AM): Nostalgia; 
WRJO(FM): Oldies 
broker: Jerry Johnson of John¬ 
son Communication Properties 

FMs 
KAMD(FM) and KMGC(FM) 
Camden, KCXY(FM) East Camden, 
Ark. 
PRICE: $1.45 million 
buyer: Jay Bunyard (JayW. 
Bunyard, president/CEO); owns 
10 other stations, none in this 
market 
SELLERS: KAMD(FM): US Sta¬ 
tions LLC (Charles Shinn, “pres¬ 
ident); KMGC(FM): Jade 
Communications (Craig Dale, 
president); KCXY(FM): Y95 
Radio (Gary Terrell, president) 

KMGC(FM): Urban; KCXY(FM); 
Country 
broker: Wally Tucker ofMBT 
Enterprises Inc. and Greg Guy 
of Patrick Communications 
comment: The stations are 
currently in a local marketing 
agreement with Y95 Radio. 

AMs 
WMLB(AM) East Point (Atlanta), Ga. 
price: Undisclosed 
buyer: JW Broadcasting Inc. 
(Joseph Weber, president); 
owns no other stations 
seller: Atlanta Area Broad¬ 
casting Inc. (William E. Corey, 
president) 
FACILITIES: 1 160 kHz, 50 kW 
day/160 W night 
format: Adult Standard/Oldies 

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

BroadcastEngineering 

^úveiíBiBL 
• Sophisticated productions 

_ • Error-free productions "On-the-fly" chang 

video.com 

Uvef 

and controlling the production 

Production Control System 
with a simple and powerfu, 
user interface. 

www.ross 

’ * Optimize staffing 
• Less staff training 

The pressure to produce 
more with less has never 
been greater. On-air 
devices are more complex 

can be a real challenge. 
OverDrive™ simplifies 
live production control 

• Immediately air breaking events 
• Optional newsroom link 

tel: (613)652-4886 email: solutions© rossvideo.coi 



in 

Vital Industry News 

Multichannel 

THE NEW WEEKLY VIDEO STREAMING 
PROGRAM FROM MULTICHANNEL NEWS this . 

week 

Multi Vision requires 
no fee or login. It’s free. 
Log on to Multichannel 

News, click on the 
Multi Vision Player 

and watch. 

Ï Hosted by Editor-in-Chief Marianne Paskowski 

Tune in to watch Marianne 

provide her expert analysis an 

insight on the issues affecting 

the cable industry including 

trends, events, hot topics, 

marketing programming, 

ad sales and more. 

TO ADVERTISE, CONTACT: LARRY DUNN 646-746-6572 LDUNN@REEDBUSINESS.COM 
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FATES & FORTUNES 

The Spirit of Independence 
Adelson turns real-life stories into award-winning TV 

T
V producer Orly Adelson is known for 
her firsts: She produced ESPN’s first 
original dramatic series, Playmakers; 
Discovery Channel’s first movie, 
Twelve Days of Terror; and Comedy 

Central’s first original made-for-TV movie, 
Porn and Chicken. Since 1995, when she 
formed Orly Adelson Productions, she has 
added a host of acclaimed 
shows to her résumé. But un¬ 
like most Hollywood success 
stories, she credits her perse¬ 
verance to the Israeli Army. 
Adelson earned her lieu¬ 

tenant's stripes on the officer’s 
track, a grueling regime that 
weeds out nearly 50% of fe¬ 
male applicants. Training was 
so difficult, her father, a high-
ranking army officer, had 
to force her to return to base 
after military leave. “If you 
can survive it,” she admits, 
“you think you’re the best 
thing." 
That confidence sustained 

her through a tough academ¬ 
ic career. Adelson simultane¬ 
ously earned degrees from 
Hebrew University and 
Jerusalem’s famed Academy of 
Music & Dance. But her move 
to the U.S. was kismet. At a 
party in 1981, she met Andrew 
Adelson, who was in Israel to 
promote the film The Post¬ 
man Always Rings Twice. 
Eventually, she left one love, 
Israel, for another, her new 
husband, and moved to Los 
Angeles. 

Though she’s currently in post-production on 3 for 
ESPN, a biopic on 

NASCAR’s Dale Earnhardt, and 
just produced Hustle, about 
Pete Rose’s downfall, she 
kicked off her TV career in 
commercials. In 1988, she 
joined ad agency Bozell, Ja¬ 
cobs, Kenton and Eckhardt. By 
1990, she was ready to move 
from 30-second spots to two-
hour movies, so she called 
friends at Brandman Produc¬ 
tions. They gave her an office 
and told her to sell movies. 
Starting with NBC and Shoot First, she proved a 
valuable asset and was quickly elevated to vice 
president of development. 

Soon, she was recruited to Carolco-Gimbel 
Productions by President Roger Gimbel. There 
she oversaw TNT’s Chernobyl: The Final Warn¬ 
ing, which won an Environmental Media 

Award. By 1994, the company had become 
Gimbel-Adelson Productions. “You have to 
learn the development side,” says Adelson of 
building production skills. “It was good 
schooling.” 
Then, after independently producing Keep¬ 

er of the Light, a documentary about the state 
of Israel, she decided to fly solo. Since then, 

she has worked on an eclectic 
array of projects. From Plain¬ 
song for Hallmark to D.C. 
Sniper: 23 Days of Fear, which 
won the NAACP Image Award 
for best TV movie, Adelson has 
flourished. Ever versatile, her 
company is also producing re¬ 
ality series Sorority Life and 
Fraternity Life for MTV. What 
draws her “are stories that say 
something or explore a char¬ 
acter.” 

ronically, she has been a hit 
in sports dramas, although 
she claims no interest in 

sports. In 2001, she began 
working with ESPN Original 
Entertainment, where she pro¬ 
duced The Junction Boys, the 
network’s highest-rated original 
TV movie, followed by Play¬ 
makers, which earned the AFI 
award. "Orly’s kept her focus on 
the task at hand and produced 
the highest quality possible,” 
says Ron Semiao, senior vice 
president of ESPN Original En¬ 
tertainment. “Several actors 
have said she’s one of the best 
executive producers they have 
ever worked with ... and that’s 
a tough bunch to please.” 

Adelson is especially adept at 
true stories. 

Besides Porn and Chicken, 
which explored the secret porn 
society of an Ivy League col¬ 
lege, she’s developing Hidden 
in the Heartland, about Atlanta 
bomber Eric Rudolph for USA 
and The J.K. Rowling Story for 
NBC. With real-life accounts, 
she is a meticulous factual re¬ 
searcher. “We literally go 
through every scene,” she says. 

Bela Bajaría, CBS senior vice 
president of movies and 
miniseries, worked with Adel¬ 

son on To Love, Honor and Betray and now on 
Canal Street Brothel. “She’s a very good part¬ 
ner,” says Bajaría crediting their ongoing rela¬ 
tionship to Adelson’s efficiency and cool de¬ 
meanor. “We can have a straight, honest 
dialogue ... It’s a refreshing approach to mak¬ 
ing movies.’’—Melanie Clarke 

Orly Adelson 
President, 
Orly Adelson Productions 

B. Aug. 22,1956, Jerusalem 

EDUCATION 
BA, sociology 
and musicology, 
Hebrew University; 
BA. music and dance, 
Jerusalem Academy 
of Music & Dance 

EMPLOYMENT 
Producer, ad agency 
Bozell, Jacobs, Kenton 
and Eckhardt, 1988-90; 
VP, development, 
Brandman Productions, 
1990-91; 
Producer/executive producer, 
television division, 
Carolco-Gimbel (later 
Gimbel-Adelson Productions), 
1991-95; 
Current position since 1995 

PERSONAL 
M. Andrew; 
two children 

Broadcast TV 
JAMES HAMILTON, lead Web 
producer. TechTV, San Francisco, 
becomes Web manager, KPIX/KBHK 
San Francisco. 

Cable TV 
ALI ZANJANI, president, retail sales, 
Sprint Corp., Kansas City, Mo., 
named VP, sales and distribution, 
Cox Communications Inc., Atlanta. 

Programming 
JOHN WESTPHAL, VP, development, 
Big Ticket Television, Los Angeles, 
named VP, development, Sony Pic¬ 
tures Television, Culver City, Calif. 

At The Weather Channel, Atlanta: 
CINDY JJNES, director, strategy and 
development, promoted to VP, con¬ 
sumer marketing; EILEEN LICHTEN¬ 
FELD, director, consumer marketing, 
named director, affiliate marketing. 

AMY FUESSNER. director, 
acquisition marketing, DirecTV, Los 
Angeles, has joined Starz Encore 
Group LLC, Englewood, Colo., as 
senior director, program marketing. 

KEVIN MCMAHON, manager, 
consumer and integrated marketing, 
Spike TV. New York, named senior 
manager, marketing and program¬ 
ming, Turner Sports, Atlanta. 

JOAN KOBBINS, VP, 
Entertainment Studios, Los Angeles, 
promoted to senior VP, talent 
relations. 

At VOY Pictures Television, New 
York: JOSE PRETLOW, independent 
producer, named chairman; Gloria 
Medel, independent producer, 
named president, production. 

CINDY JONES 
The Weather Channel 

JOAN ROBBINS 
Entertainment Studios 

Ark., joins WDRB Louisville, Ky„ as 
morning meteorologist. 

Radio 
AMY CAPLAN, regional director, The 
Captivate Network, Westford, Mass., 
named VP/general manager, WQSX 
Boston, and director, FM Sales, 
WAAF and WQSX Boston 

PHIL CORRIVEAU. deputy director, 
Wisconsin Educational Communica¬ 
tions Board, Madison, Wis., named 
director, Wisconsin Public Radio, 
Madison. 

Journalism 
MADISON MICHELE, host, King of the 
Jungle, Animal Planet, Silver Spring, 
Md. joins TV Guide Channel, Los 
Angeles, as host and correspondent. 

BEEJAL PATEL, Saturday morning 
anchor/reporter, KATV Little Rock, 
Ark., joins New England Cable 
News, Boston, as morning reporter. 

ROSEANNE TELLEZ, morning 
news anchor, WGN Chicago, named 
co-anchor, morning and midday 
newscasts WBBM Chicago. 

VICKIE NEWTON, co-anchor, 
KM0V St. Louis, named anchor/ 
reporter. 

KEVIN COARI. reporter/fill-in 
anchor, KPTV Portland, Ore., 
promoted to weekend anchor. 

KRISTINE JOHNSON, weeknight 
anchor/reporter, WPRI/WNAC Provi¬ 
dence, R.I., joins MSNBC, Secaucus, 
N.J., as anchor/correspondent. 

VIVIANA HURTADO, reporter, 
KRGV Weslaco, Texas, joins the 
weekday morning news team, WPRI 
Providence. R.I., this month. 

MARC WEINBERG, weekend 
meteorologist, KTHV Little Rock, 

Advertising/Marketing/ PR 
ERIC KERN, national sales manager, 
KTTV/KCOP Los Angeles, named 
national sales manager, Adlink, Los 
Angeles. 

Allied Fields 
At Medialink: DENNIS VAUGHAN, 
world desk editor, BBC, London, 
named head of broadcast, London; 
TOM MARTIN, producer, ABC and 
CBS News, named director, media 
relations, New York. 

GORDY HALVERSON, formerly CEO, 
Telewire Supply, Englewood, Colo., 
joins Cedar Point Communications, 
Derry, N.H., as an executive adviser. 

JANET ROBERTSON, executive 
VP, business development. 
Healthscape, Tampa, Fla., joins 
Sesame Workshop, New York, as 
executive VR international business 
development. 

WHAT'S YOUR FATE? 
Send it to Mele nie M. Clarke, editorial 
assistant, Broadcasting & Cable 
(e-mail: meclarke@reedbusiness.com; 
fax: 646-746-7028; mail: 360 Park Ave. 
South, New Yo<k. NY 10010). 



FROM THE RURAL FIELDS OF SOUTH DAKOTA, TO 
THE HALLS OF THE WHITE HOUSE, TOM BROKAW 
HAS BEEN COVERING THE WORLD FOR WELL OVER 
THREE DECADES. 

On October 25th, Broadcasting & Cable will 
take a retrospective look at the life and career 
Tom Brokaw. From the Watergate years to the 
Today Show, to his current post at NBC Nightly 
News With Tom Brokaw, B&C will cover the 
major achievements of this Award Winning 
Journalist. 

Please join Broadcasting & Cable in 
congratulating and saluting Tom Brokaw 
by reserving your ad space today. 

SPECIAL REPORT: SALUTING TOM BROKAW 
ISSUE DATE: 

October 25, 2004 
SPACE CLOSE: 

October 15, 2004 
MATERIALS CLOSE: 

October 19, 2004 BROADCASTING-CABLE 
www.broadcastingcable.com 
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CLASSIFIEDS 
TELEVISION 

Various Careers 

Sales Careers 

GSM/LSM 
Traditional #1 needs a leader as GSM/LSM 
to focus on training, developing new rev¬ 
enue streams, managing inventory, selling 
value and building share. Not interested in 
analytical systems and grids. Prove you are 
a hands-on, results-oriented coach who can 
grow sales talent. Successful applicant will 
lead by example and represent the station 
by being active in the community. Previous 
sales management experience and college 
degree preferred; excellent communication 
skills and computer literacy a must. Live 
and work in the beautiful southeastern 
U.S. EOE and drug-free work place. 
Send cover letter and resume to: Box 
#BC104 to yatsumi@reedbusiness.com 

LOCAL SALES MANAGER 
WDRB/WFTE TV in Louisville is seeking a 
Local Sales Manager. Outstanding career 
opportunity in top 50 market with superb 
benefits and compensation package. Pri¬ 
mary responsibilities include coaching, train¬ 
ing and evaluating local salespeople. Will 
make sales calls daily with account execs 
and be heavily involved in all client negotia¬ 
tions. Must have a "Good to Great" people 
philosophy and a proven track record for de¬ 
veloping new business and maximizing 
share. 3 years broadcast TV sales experi¬ 
ence required as well as strong leadership, 
organization and communication skills. 
EOE. Send cover letter and resume to: 
Marti Hazel, General Sales Manager. 
Mhazel@fox41.com Fax:502 581-0777 

MediaRecruiter.com 
"We're looking for you!" 

We're in touch with over 67,000 media 
professionals each week. 

Currently 225+ Jobs - Nationwide 
Managers - Sales Pros - Marketing 

& Research 

Sales Careers News Careers Research Careers 

GENERAL SALES MANAGER 
Successful news producing South Bend, In¬ 
diana Fox affiliate is looking for a hands-on 
GSM. Qualified candidates must have pre¬ 
vious sales management experience with 
proven results in growing local and national 
revenue and ability to develop sales talent. 
A college degree is preferred. Send cover 
letter and resume to jobs@fox28.com. NO 
PHONE CALLS! WSJV is an Equal Oppor¬ 
tunity Employer. 

News Careers 

SENIOR METEOROLOGIST 
Are you a meteorologist looking for a new 
challenge? The Indianapolis NBC station 
and its 24/7 weather sister station have a 
position that needs a leader. This position 
affords you the opportunity to showcase 
your technological and forecasting profi¬ 
ciency, manage other meteorologists, and 
still be on-air every day. This unique blend 
of on-air and off-air responsibilities is de¬ 
signed for a meteorologist with demon¬ 
strated forecasting and graphic producing 
abilities. State-of-the-art technology is avail¬ 
able to you, including Weather Central Live-
line Genesis graphics systems, a 9000 watt 
Doppler radar, two weather studios with con¬ 
tinuous live capabilities, a storm-chasing ve¬ 
hicle, and an exclusive network of traffic 
cameras. Candidates should have a mini¬ 
mum of five years weather anchoring/pro-
ducing experience and be a certified AMS 
meteorologist. Recent Weather Central ex¬ 
perience highly preferred. Qualified candi¬ 
dates please submit your resume and tape 
to: WTHR-TV, Human Resources Job # 24-
609, 1000 N Meridian St., Indianapolis, IN 
46204. All qualified applicants are encour¬ 
aged to apply. WTHR/WALV are equal op¬ 
portunity employers. 

BUSINESS REPORTER 
Wall Street Reporter Magazine (est. 1843) 
has an immediate opening for an 
Anchor/Reporter to host our new weekly in¬ 
vestment show, airing on a national cable 
network, beginning November. Ideal candi¬ 
date should have thorough knowledge of 
business/finance issues, and possess out¬ 
standing interviewing skills. Please send 
non-returnable tape/resumes to: Jack 
Marks, Executive Producer, Wall Street Re¬ 
porter Magazine, 11 Hanover Square, 10th 
Floor, New York NY 10005. 

PHOTOJOURNALIST 
WYFF-TV, Hearst-Argyle Television is look¬ 
ing for a photojournalist. Do you have a 
passion for great pictures and sound? Do 
you relish an atmosphere where your ideas 
count? If so, this is a rare opportunity to join 
our team. At least one year of experience in 
commercial television required. Resume/ 
tape to John Hendon, Assistant Chief Pho¬ 
tojournalist, WYFF-TV, 505 Rutherford 
Street, Greenville, SC 29609. EEO 

IMMEDIATE OPENING 
For a Newscast Director. Primary responsibil¬ 
ities include video switching, audio board op¬ 
eration and CG operation for live newscasts 
and production, as well as M/C operation. You 
will work with a seasonec team and with state-
of-the-art equipment. WPSD-TV has the 
tools: GVG Kalypso, Profile XP and Chyron 
CG. We need the right person to wield these 
tools - experience punching your own show is 
a must. At least one year experience required. 
Send resume to: Dwayne Stice, WPSD-TV, P 
O. Box 1197, Paducah, KY 42002-1197 ore-
mail dstice@wpsdtv.com. WPSD-TV is an 
equal opportunity employer and does not dis¬ 
criminate on the basis of race, religion, color, 
sex, age, national origin, or disability. 

Creative Careers 
CREATIVE SERVICES DIRECTOR 

Are you a natural Problem solver? Do you like 
challenges and decision-making? Do you be¬ 
lieve in doing things the right way? Are you 
seeking a position with greater responsibility? 
WAZE-TV WB19, the Tri-State's fastest grow¬ 
ing TV station is searching for an experienced 
Creative Services Director. This key member 
of our management team will be responsible 
for all matters of promotion, production and 
operations of our new digital and HDTV facil¬ 
ity. The position requires 3-5 years experience 
as a Promotion/and/or Production Manager in 
a top 100 market. Please send resumes and 
VHS tape or DVD to: Lyle Schulze, General 
Manager, WAZE-TV WB 19, 1277 N. St. 
Joseph Ave., Evansville, IN 47720 (email: 
lschulze@wazetv.com) EOE 

CREATIVE SERVICES DIRECTOR 
Meredith Corporation (WFSB-TV3 and 
WSHM-CBS3) has an immediate opening for 
a Creative Services Director. The ideal can¬ 
didate will be responsible for overseeing the 
strategic development of our station's brands, 
overall marketing, community affairs and 
commercial production. The candidate will 
manage Promotion and Graphic teams. 
Must love promoting a strong news product, 
be creative, organized, thrive under tight 
deadline, a good motivator, possess solid 
writing skills and have high production val¬ 
ues. Position will also work with other Dept. 
Heads to create and implement station 
strategic plans. College degree preferred 
with a minimum 3-5 years television market¬ 
ing experience. Please send cover letters, 
resumes and non-returnable tapes to 
HR/Creative Services Director, WFSB-TV3, 3 
Constitution Plaza, Hartford, CT 06103. 
EOE. No phone calls please. 

Employment Services 

Radio & TV Jobs in the Beautiful Northwest! 

Washington State Association of Broadcasters 
Job Bank. 

Phone: 360-705-0774 Fax: 360-705-0873 
www.wsab.org 

RESEARCH DIRECTOR 
Media General Broadcast Group 
www.mgbg.com WIAT-TV is looking for a 
Research Director. Position will be responsi¬ 
ble for all sales research using NSI rating 
data, NSI Advantage and NSI AdViews; re¬ 
sponsible for maintaining the AE Avail Sys¬ 
tem-updating all data, installing enhance¬ 
ments, and solving low level hardware and 
software problems. This position will assist 
with all sales presentations using one 
sheets, and power point presentations, cre¬ 
ating sales collateral pieces for specials, 
sports, etc.; as well as being responsible for 
data reports to management, corporate and 
the department heads. Requires working 
knowledge and use of all software from 
Nielsen for Ratings, Advantage and Ad-
Views. Microsoft Office (all facets), Corel 
Draw, WebSite usage, creation of web 
pages, etc. helpful. Required 2 - 3 years pre¬ 
vious television research experience. EOE 
M/F/D/V Pre-employment and drug screen. 
Please send your resume and references to: 
Human Resources, WIAT-TV, P.O. Box 
59496, Birmingham, AL 35259. or email to 
hr@wiat.com. No phone calls please. 

Technical Careers 

TECHNICAL MAINTENANCE ENGINEER 
WLS-TV, the number one station in 
Chicago, is seeking a Technical Mainte¬ 
nance Engineer. Candidate will have 5+ 
years in the Broadcast industry; with expe¬ 
rience in station automation systems, core 
technical facilities, satellite and microwave 
transmission systems, bench repair to a 
component level, non-linear editing sys¬ 
tems, computer networking/integration, and 
studio production systems and operations. 
SBE certification a plus. Candidate must be 
a self-starter and able to work in a challeng¬ 
ing environment. Job hours may involve 
nights and weekends. Please send your re¬ 
sume to Kal Hassan, VP and Director of En¬ 
gineering, WLS-TV, 190 North State Street, 
Chicago, IL 60601. No telephone calls, 
faxes, or e-mails please. EOE. 

Producer Careers 

PRODUCER 
WYFF, Hearst-Argyle Television is looking 
for an aggressive high-energy newscast 
producer. College degree and one year of 
experience required. Tape/resume to Andy 
Still, News Director, WYFF-TV, 505 Ruther¬ 
ford Street, Greenville, SC 29609. EEO 

NEWS EXECUTIVE PRODUCER 
WPVI-TV is looking for an experienced 
news manager with excellent editorial skills, 
and a strong background in news production 
and promotion. Send resume and recent 
non-returnable show tape (no calls/faxes) to 
Carla Carpenter, Vice President & News Di¬ 
rector, WPVI-TV, Suite 400, 4100 City Ave., 
Philadelphia, PA 19131 EOE 
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TELEVISION 

Promotion Careers 

PROMOTION WRITER/ 
PRODUCER/EDITOR 

ABC 7 Chicago, Chicago's #1 Station, is 
seeking a highly creative, energetic, self¬ 
motivated Writer/Producer/Editor to join our 
award-winning Creative Services Depart¬ 
ment. Successful candidates will have 3 + 
years of experience in television promo¬ 
tions; must possess strong writing, produc¬ 
ing and non-linear avid editing skills. Be ef¬ 
ficient, innovative, and a team player. Must 
be organized, work well under pressure and 
have the ability to meet tight deadlines. Re¬ 
sponsibilities will include: Conceptualizing 
and producing high-end station image cam¬ 
paigns, news series promos, daily topical 
news promotion and local programming pro¬ 
motion. A strong knowledge of Film and HD 
Production a definite plus! Please send re¬ 
sume and non-returnable demo reel to: Keri 
Bartholomew, Promotion Manager, ABC 7 
Chicago, 190 North State Street, Chicago, 
Illinois 60601. No phone calls, please. EOE 

PROMOTIONS PRODUCER 
KFSN-TV, the ABC owned station in Fresno, 
California, has an immediate opening for a 
Writer/Producer in the market's hottest pro¬ 
motion department. If you are highly cre¬ 
ative, have experience in non-linear editing 
and ready to cut spots for the #1 station in 
town, this job is for you! Additional duties 
will include website writing & production for 
ABC30.com. Send tape and resume to: 
KFSN-TV, Human Resources Dept BC 05-
01, 1777 G Street, Fresno, CA 93706. ABC, 
Inc. is an Equal Opportunity Employer. 
Women and minorities are encouraged to 
apply. (No phone calls please) 

PROMO WRITER/PRODUCER/EDITOR 
The #1 ABC/Disney owned station in Hous¬ 
ton is searching for a full-time Writer/ Pro-
ducer/Editor in our creative services depart¬ 
ment. If you have 2-3 years news topical 
experience, non-linear editing skills, and are 
ready to move up or just looking for the right 
place for you to thrive, we offer excellent 
tools (AVID), support staff and a competitive 
salary. Please rush your demo with topical 
samples and resume to: Scott Morrow, 
KTRK-TV, 3310 Bissonnet, Houston, TX 
77005. No phone calls please. Equal Op¬ 
portunity Employer M/F/V/D 

Finance Careers 
VICE PRESIDENT OF FINANCE 

Fox O & O in Memphis is seeking a Vice 
President of Finance. Requires strong lead¬ 
ership skills with ability to project professional 
image. Successful candidate will be ex¬ 
tremely organized, detail-oriented, and have 
ability to work under pressure in a fast-paced 
team oriented environment. Must have 
proven track record for meeting deadlines 
and ability to work varied schedules to meet 
company needs. Requires BA in Accounting 
or related field and minimum 5 years ac¬ 
counting management experience in broad¬ 
cast accounting or related field. MBA and/or 
CPA preferred. Send cover letter and resume 
to: Human Resources, WHBQ-TV.485 S 
Highland, Memphis, TN 38111. EOE 

To place an ad contact Yuki Atsumi 

Phone: 646-746-6949 

Fax: 646-746-6954 

Email: yatsumi@reedbusiness.com 

Lease Time 

PRIME RADIO & TV LEASE TIME 
NY & NATIONWIDE 

Ethnic, religious accepted 
NY LPTV & RADIO LMA AVAILABLE 

212-769-1925 
866-MY TV SHOW 
tcntalk@aol.com 

ALLIED FIELDS 

Faculty Careers 

THE UNIVERSITY OF GEORGIA 
Grady College of Journalism and Mass Com¬ 
munication Faculty Openings. Anticipated 
start date is Fall 2005. BROADCAST NEWS 
- Rank: Assistant or Associate Professor. 
Teach undergraduate classes in broadcast 
news reporting writing and producing, serve 
as alternating executive producer for the pro¬ 
duction of a daily news show; teach graduate 
courses in area of scholarly interest; serve on 
graduate committee and conduct scholarly re¬ 
search and/or engage in creative activities. 
Ph D. and professional experience required. 
TELECOMMUNICATIONS - Rank: Assistant 
or Associate Professor. Teach undergraduate 
courses including, but not limited to, studio 
and field production; teach graduate courses 
in area of scholarly interest; serve on gradu¬ 
ate committees and conduct scholarly re¬ 
search and/or engage in creative activities. 
Professional experience desired. MFA or 
Ph D. required. TO APPLY; Applicants should 
submit letter of application, a vita, and the 
names, addresses, and telephone numbers 
of three references to Search Chair, Grady 
College, University of Georgia, Athens, GA, 
30602-3018. For full consideration, applica¬ 
tions should be received by November 15. 
For more information about the Grady Col¬ 
lege, visitwww.grady.uga.edu. The University 
of Georgia is an EEO/AA Institution 

CABLE 

Director Careers 

nesn 
DIRECTOR OF 

PRODUCTION & OPERATIONS 

New England Sports Network (NESN) seeks 
candidates with extensive knowledge and management 
experience in broadcast, cable or network operations. 
Responsibilities will include studio and remote 
operations, program production, master control, post 
production and news operations. This position will 
manage all studio and technical personnel, photogra¬ 
phers and editors. This individual will be instrumental 
in the plan and design of an eventual move into a new 
facility. Qualified candidates will possess a Bachelor's 
degree and 5 years of related experience. 

Interested candidates should submit a resume with 
salary requirements to: 

Human Resources 
NESN 

70 Brookline Ave. 
Boston, MA 02215 

NO PHONE CALLS PLEASE 
EOE 

CABLE 

Your adaptation to our career 
environment won t hi- measured by how 
well you melt into a "corporate mold," but^MjfM 
rather by how you distinguish yourself 
through your unique contributions to our culture^® 
of creativity and excitement. How else do you 
think our network gained such a reputation for its B 
celebration of the things that make individual people’ 
animals and technologies stand out from the rest? 

Discover some of the reasons we're distinguished on 
the list of the Top 50 employers in the Washington, 
D.C. Metro Area (Washingtonian magazine) and the 
“Top 100 Best Places to Work in the United States" 
(Fortune magazine): 

• Incentive plans, merit increases and annual 
bonuses 

• Performance Management Program 
• Tuition reimbursement 
• 50% fitness reimbursement 

Though we admire the 

Standouts 

COMMUNICATIONS EOE. M/F/D/V 

chameleon’s 
blend irñ we 

Operations Manager -
Requisition #1705 

k Manager, Broadcast 
A Operations -
B Requisition #1717 

H Manager, Digital Assets 
■ Requisition #1734 

■ Manager, Training -J Requisition # 1733 
Manager, Media Storage/ 

Ingest - Requisition #1735 

Careers for the world you live in. Apply online at corporate.discovery.com. 

The following exciting openings exist within the 
Discovery Television Operations Group: 

Various Careers 

Programming Careers 

PROGRAMMING MANAGER 
Dallas-Fort Worth- ¡Sorpresa!, America's first Hispanic Children's Network, seeks Program¬ 
ming Manager. Candidates must be bilingual and have at least 3 years experience Respon¬ 
sibilities include program acquisition, on-air promotions, and overseeing programming dept. 
Fax resumes to (817) 831-1848 or email to jhaire@firestoneinc.com 

Operations Careers 

STUDIO TECHNICIANS 
Studio and Technical Operations Department. 
ESPN. Inc. is the worldwide leader in sports 
entertainment, with a broadcast portfolio that 
includes over 40 national and international 
business entities in the sports marketing 
arena. In these Bristol, CT based positions, 
you will operate studio cameras, film projec¬ 
tors, and videotape recorders during studio 
broadcasts. Specific responsibilities will in¬ 
clude operating 1 and 2-inch videotape 
recorders in record and playback, and marking 
for on-air viewing and preliminary editing pur¬ 
poses. In addition, you will operate film and 
slide projectors for direct projection to air, or in 
connection with film material, to be transposed 
to videotape and later utilized in tape mode on 
air, as well as assist in the assembly of daily 
composite commercial reels. To qualify, you 
must have at least 2 years of advanced elec¬ 
tronic training, and 1 year of broadcast experi¬ 
ence or technical/broadcast training. Excel¬ 
lent multi-tasking abilities, familiarity with the 
operation of studio cameras and associated 
electronic equipment, and superior communi-
cation/interpersonal skills will be expected. 
We offer a competitive salary and comprehen¬ 
sive benefits package. For immediate consid¬ 
eration, please reference Job # 51235 and ap¬ 
ply online through the "Jobs" section of our 
website at espn.com/joinourteani. No phone 
calls please. Only qualified applicants will be 
contacted at this time. ESPN in an EOE/AAE. 
www.espn.com 

Professional Cards 

& Services 

Mullaney 
Engineering, Inc. 

Member A FCCt 

Serving Broadcasters 
Since 1948 

9049 Shady (irove Court 
Gaithersburg. MO 20877 

(301)921-0115 

Fax (301)590-9757 
mullaney@mullengr.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 

SUBSCRIBER 
DEVELOPMENT, Inc. 

Subscription Infrastructure 

for Broadcasters 

Consulting - Implementation 

(209) 536-0800 
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Professional 
Cards 

& Services 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST/TELECOMMUNICATIONS 
Bloomfield Hills, Ml 
248.642.6226 
248.642.6027 

Washington, DC 
(TEL) 202.293.2020 
(FAX) 202.293.2021 

www.jfxb.com 

Denny & Associates, p.c. 
Consulting Engineers 

301 686 1800 tel. 
301 686 1820 fax 

www.denny.com 

Member AFCCE 

VISUAL AUDIO CAPTIONING 

Closed Captioning 

Captions for Pre-recorded & Live Programming, 

DVDs & Subtitles 
Contact Visual Audio Captioning, Inc. 

703-280-0041 

du Treil, Lundin & Rackley, Inc. 
CONSULTING ENGINEERS 

201 Fletcher Avenue 
Sarasota, Florida 34237 

(941)329-6000 
www.DLR.com 

Member AFCCE 

Hammett & Edison, inc. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

UE 707/996-5200 
202/396-5200 

www.h-e.com 

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 

Northstar 
Nashville 1-800-605-3590 

www.NorthStarStudios. tv 

24/1 Teleport Facility with Ku and C band 
Network Origination 

" Transmission Services 

=  CARL T. JONES = 
- CORPORATION 

CONSULTING ENGINEERS 

7901 Yarnwood Court 
Springfield, Virginia 22153 

(703) 569-7704 fax (703) 569-6417 

MEMBER AFC3CE wwwxljc xymii 

HATFIELD & DAWSON 

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

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

www.hatdaw.com 
MEMBER AFCCE 

COHEN, DIPPELL AND EVERIST, P.C. 
CONSULTING COMMUNICATIONS ENGINEERS 

Domestic and International 

1300 “L" Street, N.W., Suite 1100 

Washington, D.C. 20005 

(202) 898-0111 Fax: (202) 898-0895 

E-Mail: cde@attglobal.net 

www.broadcast-consulting-engineers.com 

Since 1937 Member AFCCE 

Broadcast and Communications Consulting Engineers 

7839 Ashton Avenue 
Manassas. VA 20109 
703-392 9090 

www.CMDconsulting.com 

www.FCCinfo.com 

Member AFCCE 

NSi - Media Library System 
—. 

The world’s only truly 
intuitive way to manage your 

media asset library 
Call, e-mail or log-on 

to learn more and receive 
your FREE Demo of the NSi 

Media Library System 
www.nesbit.com 
1-609-799-5071 

Nesbit Systems, Inc. 
5 Vaughn Drive, Princeton, NJ 08540 

THE NEXT GENERATION 
OF WOMEN IN TV 

On October 18th, Broadcasting & Cable’s Special Report will take a look at a group of women 
who are all rising to the top in all phases of the rapidly changing media business. The Next Wave 
profiles woman who are something special in cable, broadcast, syndication, advertising, talent 
management, law/regulation and technology 

thenext wave 
This year s Broadcasting & Cable's Next Wave of Women are: 

FAITH CAMPBELL 
Initiative Media 
Associate Director 
of National Broadcast 

ADELINE DELGADO 
Vice President of 
Programming Sales 
MTV Networks Latin America 

LYNN ELANDER 
GM of Marketing 
Microsoft TV Division 

SUZANNE KEENAN 
Senior Vice President 
for Customer Service, 
Comcast 

DEDE LEA 
Vice President, 
Government Affairs 
Belo Corporation 

LAVERNE MCKINNON 
Senior Vice President 
for Drama, CBS 

LAURA BARBER-MILLER 
Vice President, 
Worldwide Communications, 
Thomson Broadcast & 
Media Solutions 

AMY ROSENBLUM 
Executive Producer 
Home Delivery and Maury 
NBC Universal 

LINDA SIMENSKY 
Semor Director 
Children’s TV 
PBS 

ALLISON WALLACH 
Vice President, Programming 
Lifetime Entertainment 

KATHY WHITE 
CAA Packaging Agent 
Los Angeles 
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EDITORIALS_ 
BROADCASTING & CABLE COMMITTED TO THE FIRST AMENDMENT 

Long Live the King 

In one audacious move, Howard Stern last week told the FCC and his misguided radio foes to shove it. His 
deal with Sirius Satellite Radio was genius—a flipping 

of the bird to sanctimonious regulators and wimpy radio 
execs who wanted to dethrone the King of All Media. They 
censored Stern—and drove him into a $500 million pay¬ 
day. Now he’s even talking about brokering a deal where 
his current bosses at Viacom buy Sirius. 

Yes, it was about money and a massive ego, but it was also 
about a regulatory climate that said, "We don't want you." 

We don’t think it was any coincidence that Stern’s an¬ 
nouncement coincided with the National Association of 
Broadcasters Radio Show in San Diego. At that blabfest, 
NAB President Eddie Fritts exclaimed, “There is a terrific 
buzz surrounding this convention.” Sure, there was. It was 
the sound of thousands of radio execs wondering if their 
industry was dealt a severe blow by a howling FCC that 
badgered Stern on indecency and got nervous owners like 
Clear Channel to march to a new, timid drum. 

If Stern brings only a fifth of his fans, Sirius will be mak¬ 
ing good money, and over-the-air broadcasting will be¬ 
come less relevant as a marketplace of ideas, particularly 
those that don’t pass the government smell test. 
From an FCC that talks about bridging the technologi¬ 

cal divide between the haves and have-nots, Stern’s deci¬ 
sion is weird irony. The consequence of the commission’s 
stifling of edgy and extreme, or just mildly offensive, speech 
has been to create a divide between free and pay media. 

With Opie & Anthony on XM, Stern headed for Sirius, 

AIRTIME 
GUEST COMMENTARY’ 

and—so we’ve heard—Bubba the Love Sponge talking 
with one or the other, there may soon come a day when 
the only way to hear authority tweaked and conventional 
taste offended is to pay for the privilege. The founding fa¬ 
thers that conservative politicians love to invoke fought 
and died for the privilege of offending authority. (Back 
then, it was the King of All Britons.) 

The unintended consequence of driving offensive 
speech to pay channels will have been to create a com¬ 
petitive satellite-radio industry. Said one Wall Street 

analyst, “We think this deal will likely transform satellite ra¬ 
dio into a much more competitive industry and provide 
tremendous momentum to Sirius’ business.” A little buzz 
about that at the NAB Show, too, we bet. 

Satellite radios will eventually become standard equip¬ 
ment on millions of cars. We can see lots of commuters 
who pay 4 bucks for a latte paying $12.95 a month to keep 
the Stern morning rush flowing as well. 

As it turns out, Congressional attempts to boost FCC 
fines appear to be dead until at least next year. It hardly 
matters. Damage has been done, with broadcasters cav¬ 
ing and the FCC cracking down after being hauled before 
Congress. 

Washington’s actions had a surprise ending. Stern’s de¬ 
fection made a business out of fledgling one and weak¬ 
ened the old radio business censors were trying to “fix.” 

Free enterprise. Free speech. Sweet revenge. Kudos, 
Howard. 

Too Big To Be Too Good 
Excerpted from recent testimony to the Senate 
Commerce Committee by Geneva Overholser, a University 
of Missouri professor and former editor of the Des Moines 
Register, opposing further media consolidation: 

s longtime editor Harold Evans put it, media 
companies are not having trouble staying in 
business. They are having trouble 

staying in journalism. The FCC has it in its 
hands to make matters worse by enabling me¬ 
dia owners to take their companies still further 
from the concerns and needs of local citizens. 

I am here to speak about newspapers, whose 
decline in importance is greatly overstated. 
Newspapers continue to be important, first, in 
numbers of readers. On any given Super Bowl 
Sunday, more Americans read their Sunday 
paper than watch the game. I hear little talk of 
football's demise. A Consumers Union study 
this year found that Americans rely on newspa¬ 
pers much more than on other media for local 
news and information. Newspapers influence 
other media because of the size of their news¬ 
gathering resources. 

reducing the number of newsrooms and newsgatherers. 
Yet this is precisely what happens with greater 

consolidation. 
Let me say a word here about this gift of synergy that we 

will supposedly derive from so-called convergence of 
media. Convergence is likely to be good for media 
business, but it is almost sure to be bad for journalism. 

Far from increasing the amount or quality 
of the newsgathering, convergence 
provides additional means of distribution. 

Consider Reporter A, who spends a given amount 
of time reporting and a given amount of time 
putting it together for his newspaper. Now he is 
asked to disseminate the same report on radio, TV 
and the Internet. How much time does each new 
method of delivery require from him? Even if it’s 
only half an hour, that’s an hour and a half less 
time each day spent on reporting. The report on 
the State of the News Media 2004 noted, "Much of 
the new investment in journalism today—much 
of the information revolution generally—is in dis¬ 
seminating the news, not in collecting it.” 

Every time [a newspaper! is combined with a local 
television station, there is at the least one less TV reporter 

Geneva 

Overholser 

University of 

Missouri 

Yet newspapers are undergoing great strains due 
to the pressure of maintaining high profit mar¬ 
gins. As one observer has said, being a cash cow 

is a strategy. Not only do we see lower-quality news, but 
we see companies unwilling to serve customers in whom 
advertisers have no interest. The FCC is in a position to 
keep this situation from worsening. The companies that 
own newspapers (and often other media, of course) do not 
need our assistance to further increase the returns while 

who might actually spy a story the paper did not. And 
when the newspaper, broadcast outlets and Web all join 
into one report, what values are likely to prevail? As Robert 
Haiman of the Poynter Institute put it, "There is going to 
be a tremendous clash of values: the journalism values of 
newspapers, the entertainment values of television and 
the no-holds-barred, raw, unedited, anarchic values of the 
Internet.” Let’s guess how likely it is that the values of 
journalism will win. 

m TWO CENTS 
“I got into the medium to change things, to be 
different, to be funny. And increasingly what’s 
happened is that material I want to do on the air 
I can’t do.... The rules are changing so rapidly 
and are so restrictive, especially for me.” 

Shock jock Howard Stern, to the 
Los Angeles Times, on his jump to Sirius 

Satellite Radio in 2006 

“It don’t mean shit right now. Daddy's won here 
10 times.” 

Dale Earnhardt Jr., cursing live on 
NBC after his Oct. 3 victory at Talladega Super¬ 

speedway. NASCAR fined him $10,000 and 
docked him 25 points, dropping him to second 
place in the league. NBC instituted a 5-second 

delay on future NASCAR broadcasts. 

“[NASCAR President Mike] Helton made it clear 
... that we, as a family sport, were taking this 
very seriously and adhering to FCC guidelines.” 
NASCAR spokesman Mike Zizzo, pointing 
out that the racing league had warned drivers in 

February about using profanity 

“The popularity of [NASCAR] is based on color¬ 
ful personalities and the fact that everyone can 
relate to these drivers and their emotions. Now it 
seems like that's a detriment.” 

Richie Gilmore, director of competition 
for Dale Earnhardt Inc. 

“Though few viewers noticed, a short shot of a 
New York City edifice called the Puck Building in 
last Thursday's [Sept. 30] telecast of Willand 
Grace on NBC makes it look as if the building is 
named for an unprintable four-letter word.” 

Eagle-eyed Chicago Tribune arts critic Sid 
Smith, digging up dirty words on broadcast tele¬ 
vision. NBC promised not to use that shot again. 

“By the way, I am not going to succeed Sumner 
[Redstone] ... although he is on the short list 
for Disney.” 

Disney CEO Michael Eisner, joking with 
investors in New York last week. He will leave 
his position in 2006; Viacom CEO Redstone 

plans to step down within two years. 

“Roughly three in 10 committed Bush voters 
(29%) cite Fox News as their main source of de¬ 
bate news. That is three times the number of 
certain Kerry voters who cite Fox News as their 
main source of information about the debate. 
CNN is the top debate news source among Kerry 
voters (21%), followed by ABC News (16%).’’ 

From Debate Coverage Viewed 
Favorably." a Pew Research Center study 

released last week 

“The series needed Don King to instruct these 
amateurs in the intricacies of Trickeration 101 
and how best to carry $200.000 in small bills 
around town in a duffel bag, as he did to lure 
Hasim Rahman from his rival, Cedric Kushner.” 

New York Times critic Richard 
Sandomir on Fox's low-rated The Next Great 
Champ, which was unceremoniously moved to 

Fox Sports Net after only four episodes 

WE LIKE LETTERS 
If you have comments on anything that appears on 
these pages and would like to share them with other 
readers, send them to us. We reserve the right to 
edit. E-mail:bncletters@reedbusiness.com: 
fax 646-746-7028; or mail to Broadcasting & Cable. 
360 Park Avenue South. New York. NY 10010. 
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MATT ROUSH 

Lost & Found! An Original Idea 
And to think that just a few weeks ago, we were worried 
too few people would bother to go in search of ABC’s Lost. 

This opulently produced adventure thriller, about the 
survivors of a terrifying plane crash onto a seemingly un¬ 
charted Pacific island, has emerged as one of the instant 
breakout hits from an encouragingly robust fall-season 
launch. (The initial ratings are even more sensational for 
ABC’s other much anticipated and well reviewed new dra¬ 
ma, the darkly satirical soap Desperate Housewives.) 

Defying recent tradition, 
audiences actually appear 
willing this season to seek out 
new network shows that have 
been generating buzz. More 
than a few of them—including 
the addictive reality series Wife 
Swap, seemingly unfazed by 
Fox’s cheesier rip-off Trading 
Spouses—are airing on perpet¬ 
ual underdog ABC, which a 
year ago was mired in a rut 
with lethargic hokum like 10-8 
and Threat Matrix. 

What makes the early suc¬ 
cess of Lost so sweet is that it 
defies the stifling convention¬ 
al wisdom that tends to influ¬ 
ence the way most broadcast 
networks go about develop¬ 
ing and programming shows. 
How do I love watching 

Lost break the rules? Let me 
count the ways. 
■ It’s not part of a 

franchise. ABC won't be able 
to clone Lost, nor should it 
want to. 

It’s refreshingly original, a 
rare feat in a year when the 
third CSI series is outpacing 
the original Law & Order in 
head-to-head competition 
while a fourth Law & 
Order show is in the pipeline, 
whether we desire it or not. 
The sameness of these procedural dra¬ 
mas has gotten to the point where last 
month’s premiere episodes of CBS’s With¬ 
out a Trace and NCIS, both involving the 
kidnapping of a blind girl, were original¬ 
ly titled "In the Dark.” (.NCIS eventually 
blinked and changed its name.) 

■ You could never accuse Lost of hew¬ 
ing to a formula. 

Its premise may be as old as Lost Hori¬ 
zon, as potentially hokey as Gilligans Island 
and as familiar as Survivor, but its execu¬ 
tion is fresh and startling, playing on pri¬ 
mal fears of mortality, abandonment and 
things that go bump (or louder) in the 
night. 

■ There are no big stars. 
Generally speaking, TV is much better at creating 

personalities than at repackaging them. 
Cases in point: Seinfeld’s Jason Alexander, who be¬ 

came a TV star as a second banana, once again is adrift 
and miscast as a leading man in a mediocre new come¬ 
dy (CBS’s Listen Up). And NBC seems to have hoped that 
we will watch Heather Locklear in just about anything— 
or, in the case of LAX, nothing. 

Lost stars nobody. It is less about star power than about 

story power. It’s very much an ensemble piece, with few 
recognizable players. That will soon change as magazines 
and newspapers clamor to turn this appealing cast into 
household names. If there is a star, it’s probably Party of 
Five's likeably unassuming heartthrob Matthew Fox as a 
resourceful and sympathetic doctor. The most 
familiar face is probably Lord of the Rings ex-Hobbit 
Dominic Monaghan as a drug-addicted rock star. Leading 
lady Evangeline Lilly, as a heroine with a dark secret, is an 

authentic newcomer. She’s 
a real find. 
■ There are too many 

characters. 
One of the first advance 

criticisms leveled at Lost 
was that, with 48 survivors, 
including 13 principal cast 
members, it would be too 
confusing, much like cre¬ 
ator J.J. Abrams’ previous 
ABC cult fave, Alias. Non¬ 
sense. So far, each of the 
castaways we’ve met has 
been clearly defined, with 
fascinating and surprising 
back-stories that provide 
the basis for compelling 
storytelling. The Oct. 13 
episode, for example, fo¬ 
cuses on the heretofore 
enigmatic Mr. Locke 
(played by character actor 
Terry O’Quinn), a militaris¬ 
tic take-charge figure 
whose reasons for being on 
the plane are the last thing 
you’d expect. 

■ It’s on too early. 
With its scary flashback 

re-creations of the doomed 
flight and its grisly encoun¬ 
ters with an unseen mon¬ 
ster that lurks in the forest, 
Lost is an unconventional, 
and some may think un¬ 

wise, choice to lead offWednesdays at 8 p.m. 
But why save all the good stuff, however jolt¬ 
ing it may be, for later in the night? Most of 
those time periods are already crowded with 
established hour-long hits—many of them, 
naturally, procedural crime dramas. Besides, 
the very notion of a “family hour” is a quaint 
fantasy. (These days, most kids think an 
after-school special is finding a new ultra-
violent videogame to play before dinner. Or 
they’re watching the Disney Channel or 
SpongeBob, not ABC.) 

■ It’s more like a movie than a TV show. 
Even those dazzled by Lost’s movie-qual¬ 

ity two-hour pilot wondered if the show’s 
premise could possibly sustain the sus¬ 
pense and narrative drive over the long 

haul. It’s still a fair question, but as of the fourth hour 
(which is almost as enthralling as the first), only four 
days have passed since the crash, indicating that, like 
Fox’s equally riveting 24, time will play a critical role on 
this show. If each episode represents roughly a day in 
their stranded lives, it may be a while before the show 
runs short on gripping incidents. 

■ Finally: It’s not a reality show. 
For that, we can all be grateful. ■ 

How do I love 
watching 
Lost break 
the rules? 

Let me count 
the ways. 

If each episode represents roughly a day in the 

lives, it will be a while before Lost runs short on 
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