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Staying Power

Now entering its seventh season,
The Amazing Race has proved to
be an unlikely success. Co-creators
Bertram van Munster and Elise

Doganieri. who

W won the Emmy for

best reality series

¥ two years running.

i reveal the secrets
behind the show's

stamina. ‘ ‘
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Where to be and what to watch... = (not Jimmy) Center Auditorium

X at 6:30 this evening. The former
Talking Heads maestro’s topic?
“I ¥ PowerPoint.” Given that one
of Byrne's PowerPoint-parodying
works includes an
endlessly repeated
outline of Dan
Rather’s head.
this event like-
ly will have

Monday, February 28

Ah. to be a media investor at
The Breakers hotel in Palm
Beach today. While your bud-
dies in New York are trudging
to work through grey slush. you
can order room-service break-
fast. maybe hit the spa or play

some golf—it’s only polite. better CBS
after all. 1o allow the representation
mercury to achieve than the
the delightful 78 William
degrees forecast- S. Paley
ed before hitting Festival—named 1o th

the beach—and founder of CBS—al the |

- then mayb- COVER STORY: ChI"y Fall Forécasi Angeles branch ol the Museum
<

Rrrrrrrving! Medest Growth in the Upfront: Most of It Goes to Cable  Page 4 of Television & R"“!io (founder:
i Wake-up call! Bill Paley). The festival starts
( Redstor - 3 ) X .
gumne DO‘\\'I].\lall'S for DRAMA QUEEN Fomghl. fasts un_nl March I6.. and
' 'lhe Be:dr Sterns & Q&A With ARE’s Abbe Raven Page includes screenings and audlenpe
Co. media conference at 7:30 Q&A sessions to fete a bevy of
a.m.. you lazy toad! Ad-agency EASY MONEY? TV stalwarts, from the reunited

titan and junket spoilsport Sir cast of In Living Color 10 that
Martin Sorrell. chief execu- big ol’ Sapphic slumber party
tive officer. WPP Group. kicks on Showtime known as Tle L
off three days of briefings for Lid a1 L Word. But CBS con-
investors with the wakey-wakey tent? Feh.
keynote. At least Viacom Chair-
man Sumner Redstone has the
decency to wait until after lunch

Advocacy Ads Prove Profitable—But Painful  Page 12

Earnings Reports  Fast Track P
Flash  Page €
Money Talks The B&C Pag

Q&A With Kyle McSlarrow. New Head of NCTA  Washington Watch "wrSday' March 3

to start putting the best face on February Sweeps Roundup  Station to Station | d A moment.

the company’s recent $18 billian please. for Jerry

write-off and rhapsodize about L } Orbach. His death

the possibilities of MTV Africa. Sony Wants To Command HD Market  Puge in December marked.
Q&A With NASCAR's leffrey Pollack P ‘ Jerry Orbach for all intents

Tuesday, March 1 SPECIAL REPORT: Golden Mike Award dadl pERgOste, e

nishine of that gloriously

NYPD Blue has Percy Sutton. Inner City Broadcasting  Page 24 oxymoronic entertainment figure.
been fading to a - - the hardboiled song-and-dance
sort of aquia for RACE’ T0 VICTORY man. Ever the trouper. Orbach
some time. but Q&A With Amaczing Race’s Bertram van Munster and Elise Doganieri ™ oe 2 reeled off three episodes of Law
tonight’s fina- & Order: Trial by Jury before
Ie—~winding up SPECIAL REPORT: NAE Buyer Guide passing away. This latest entry in
a dozen years on What Broadcast and Cable Networks Will Be Shopping For  Page 28 the L& O product line previews

the air—gives tonight on NBC (10 p.m. ET).

Dennis Franz SPECIAL REPORT: Local Legends then slips into its regular Fri-
0

& Co. one last In Boston. Locals Know WCVB Is There for Them  Page 37 day slot tomorrow.
chance at a Tuesday-night rat-

ings streetfight [B&C columnist PEOPLE Friday, March 4

Matt Roush’s tribute is on page
54]. The 10 p.m. (ET) throw-

Fifth Estater: Jonathan Prince. Executive Producer. American Dreams e

Fates & Fortunes Page 42 Synergy alert! Fox

down pits the ABC cops against brings us a very

the premiere of Amazing Race 7 NIELSEN RATINGS Puaec 45 special presenta-

on CBS and Law & Order: SVU tion of Assembling

on NBC. David Caruso will just DEALS Pacc 46 “Robots’’: The

be glad when the series finally © Magic, the Fenge, of &

ends and he won’t have to be OPINION Music and the Obots
reminded every treakin’ Comedy. (8 p.m. ET).

week that he could Editorial P“é“%; a behind-the-scenes look at the
have been pulling Airtime P“f“ = making of the 20th Century Fox
down CSI: Miami- Open Mike  Page animated feature that will begin
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First Amendment
Award to Bradley

CBS News Executive Producer
Jeft Fager will award 60 Minutes
veteran Ed Bradley the Leonard
Zeidenberg First Amendment
Award. a highlight of the Radio
and Television News Direc-
tors Foundation'’s annual First
Amendment Awards dinner March
10 at the Ritz-Carlton in Wash-
ington. The award is named after
the late B&C senior correspon-
dent. NBC News President Neal
Shapiro will make the keynote
speech about new challenges to
free speech faced by journalists,
including WJAR Providence,
R.L. reporter Jim Taricani. who
was recently found in contempt
of court for refusing to reveal

a source and was sentenced to
house arrest.

Outgoing NAB President Eddie
Fritts will present Jim Keelor. a
former news director who now is
president of Liberty Corp. sta-
tion group. with the First Amend-
ment Leadership Award. CNN
host Larry King will hand out the
First Amendment Service Award
to his senior executive producer.
Wendy Walker Whitworth. a top
producer for his show since 1993.

ABC News
veteran Sam
Donaldson
will host the
dinner. RTNDF
provides train-
ing. financial
assistance and
research for
electronic news
media.—A.K.

FCC Queries
“No-Power”
Low-Powers

The FCC is investigating a
California company holding more
than 200 low-power-TV licenses
nationwide since 2000 but not yet
on the air with any of them, ac-
cording to the Center for Public
Integrity (CPI).

Per the center. Los Angeles-
based MS Communications
owner Mark Silberman. who
began collecting LPTVs in 1992,
says he had planned to launch
wireless cable networks in
underserved areas. He has never
broadcast more than a test pattern
on any of them, he told the center.

Ed Bradley

Viacom’s Big Bath

$18B charge tops week of earnings news
By John M. Higgins

n a final tarewell to former
President Mel Karmazin,
Viacom took an $18 bil-
lion write-off on the value
of Infinity Broadcasting
Corp.. the radio and bill-
board company he had
founded and ultimately
sold to the media giant.

Viacom blamed the huge charge
against earnings in the fourth quarter
to the weak market,
acknowledging  that
they were carried on
the its books as worth
far more than today’s
market value.

Viacom was not
alone. Clear Channel
Comimunications took
a similar $4.9 billion
charge against its radio
assets. The charges are
bookkeeping  entries
against “goodwill.” or
the difference between
an asset’s purchase
price and its book
value. Accountants re-
cord this as a “write-oft.” Revenues and
operating cash flow are not affected.

The giant write-ofts reflect how
unhealthy certain media sectors—no-

“The vast majority of our content,
the network assets, are firing on

all cylinders.”

SUMNER REDSTONE. VIACOM

tably. radio and billboards—have be-
come over the past three years. and last
week’'s round of earnings reports don’t
offer many signs of hope.

At Viacom. growth has virtually halt-
ed at Infinity’s radio stations. and most
other divisions are growing by single-
digit percentages. The big exception
is the cable networks. where revenues
jumped 15% during the fourth quarter
to $1.9 billion while operating cash
flow increased 11% to $761 million.
However. cash-tlow growth could slow
because Viacom has decided to invest in
basic cable more heavily.

On the broadcast side. CBS network.
station and production revenues in-
creased just 5% to $2.2 billion. but cash
flow jumped 19% to $334 million. That's
in large part because of unexpectedly
strong political-ad sales in the fall.

Viacom Chairman Sumner Redstone.
ever the optimist. told investors in a
statement: “The vast majority of our

Cablevision Systems President
Jim Dolan is breaking up his
sports partnership with Fox.

content. the network assets. are firing
on all cylinders.”

CABLEVISION

Cable companies posted slightly more
upbeat news. When Cablevision Sys-
tems posted its earnings for the quarter.
the company revealed plans to cut a deal
to split up its regional-sports partnership
with Fox. The deal gives Cablevision all
of the venture’s assets in New York. the
market where all of the
company’s cable systems
are located. Cablevision
gets Madison Square Gar-
den and its accompanying
network. Fox Sports New
York, and the New York
Knicks and Rangers. The
cable operator also gets
100% of Fox Sports Chi-

Fox Sports New England.

Fox Sports gets 100%
of the national Fox Sports
Net service. plus regional
channels in Ohio and
Florida. Fox Sports hopes
to accelerate the national
channel. possibly by bidding tor TV
rights to National Football League games
that are currently held by ESPN. Analysts
say Cablevision is cleaning itself up to
be sold given the acrimony
between Chairman Chuck
Dolan and his son. Presi-
dent Jim Dolan.

For all the corporate
mayhem at the company.
Cablevision’s  operating
performance was solid
during the quarter. Cable-
system revenues increased
a strong 13.5% 10 $820 million while
cash flow jumped 19% to $325 million.
Much of the growth is coming from the
successful rollout of telephone service
to all of Cablevision’s properties over
the past 18 months.

INSIGHT
At Insight Communications, financial
results were strong. but the company
did post another drop in basic subscrib-
ers. The cable operator’s revenues rose
11% 10 $262.5 million while operating
income jumped 4% to $119 million.
Insight is recovering from a brutal
2003 and difficult first halt of 2004,
so its financial results look good by
comparison. The company lost another
12.000 subscribers to DBS rivals. drop-
ping 1o 1.27 million. That’s partly offset
by new revenues from high-speed Inter-
net and digital-cable customers. and the
company is planning a heavy promotion
of new telephone services this year. il

cago and a bigger chunk of

saying “regulatory changes and
other tactors™ intervened. The
company could lose those licenses
if that is the case.

Now Silberman appears to be
looking for a buyout. He told the
center, “There’s going to be some-
one who needs my channels.”
License-holders are expected to
be on the air within three years
or risk losing the license. and the
FCC says MS has reported to it
that its stations are on the air.

The FCC has sent MS a letter
asking it to explain the reports
of its dark stations and expects
a reply by March I, according
to FCC spokeswoman Rebecca
Fisher. The center also says that
60 of MS’ licenses had expired.
but Fisher says that is not correct.

“They have not yet come to
their renewal deadlines. The first
batch begins April 1.” says Fisher.
“So | am not sure where CPI got
that info.”” CPI's Robert Morlino
says the confusion may have been
that the 60 expired licenses are as-
signed not to MS but to Silberman
personally. Morlino says they are
listed as “off the air™ in the FCC
database.—/.E.

Curtis To Front
Jackson
Re-Enactments

James Curtis. a four-year
veteran anchor at Court TV,
will host E!’s re-enactments of
the Michael Jackson child-mo-
lestation trial. Based on court
transcripts from the previous
day’s testimony. E! News: The
Michael Jackson Trial will air
weeknights at 7:30 and 9 p.m.
ET with a one-hour wrap-up at
10 p.m. on Saturdays. Curtis will
also conduct discussions with
legal analysts
on the pro-
ceedings. He
first appeared
on Court TV
in 1995 as a
commenta-
tor during the
0.J. Simp-
son criminal
trial and began
anchoring at the network in
2001.—A.B.

ESPNU Prepares
For Kicko

ESPNU. ESPN's new 24/7 net-
work devoted wholly to college
events, will reach approximately
3 million subscribers when it
Continued on page 48

James Curtis
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Nancy Grace(less) at Headline News

Anyone who witnessed legal
analyst Nancy Grace’s
combative performance at
the recent Television Critics
Association press tour in Los
Angeles won'’t be surprised
by the behind-the-scenes
reports coming from CNN
Headline News’ new show,
Nancy Grace. The diva act
continues. But CNN may be
inclined to take the bad with
the good, because Grace is
lifting the beleaguered
channel in the ratings.

Just one week into the
prime time show (which got
off to a rocky start with a
glitch-filled premiere). Grace
has already had her makeup
person reassigned, and laced
into a production staffer so
mercilessly that he quit the
show. (A CNN spokesper-
son dismissed any talk of
problems, saying every new
show has growing pains.) In
a departure for the tradition-
ally low-glitz CNN, Grace
has commanded a room of
her own for
makeup. But
it’s not as if she
wants privacy;
the host calls
her staff in for meetings while
she’s being spruced up.

As the show enters its
second week, CNN staffers
expect more tension. “This
is cable, honey. Skip the diva
business,” says one. It was an
echo of reactions to Grace’s

Legal analyst Nancy Grace

Lost's Jin, played by
Daniel Dae Kim

Sun (Yunjim Kim),
Jin's wife on Lost

Hunter S. Thompsen

grande dame manner during
the TCA gathering in January.
The good news: “Nancy
Gruce Premiere Week™ goosed
the longtime ratings laggard
Headline News by 81% in
the 8 p.m. (ET) time slot and
outpaced Keith Olbermann’s
Countdown on MSNBC.

Translation
In ‘Lost’ Lost

Remember when snow on the
screen could ruin a TV show?
Those days
were back, sort
of. last week
for some Lost
viewers. Fans
of the ABC hit learned about
the mysterious past of Korean
couple Sun and Jin early in
the Feb. 23 episode during a
flashback scene, where the
conversation in Korean was
translated in subtitles on the
bottom of the screen. In New

York, however, Lost view-
ers were simply lost. WABC
ran a crawl across the lower
part of the screen announcing
a winter-weather advisory,
blocking the subtitles.

Annoyed viewers called
WABC to complain, but
President/GM Dave Davis
says that the number of calls—
though he declined to be spe-
cific—was not significant. And
the calls didn’t just come into
the switchboard; Davis says
he heard directly from some
viewers, and he apologized
for the inconvenience. But. he
adds, “it was done for the right
reasen, to give emergency
weather information.”

The snowed-in viewers
didn’t miss any earthshaking
revelations. Though i1 would
have been nice to see the
dialogue, the gist of the scene
was that Jin asks Sun’s father
for her hand in marriage. The
father demands to know how
Jin will support her and sug-
gests he come to work for him.
When the episode repeats. this

sumimer, fans in New York
planning to recapture the Lost
lines had better hope there
aren’t any severe thunder-
storms tracking their direction.

Dr. Thompson’s
Twisted Quote

After Hunter S. Thompson
committed suicide on Feb.
20. tributes to the godfather
of gonzo journalism began to
pour in. Many of them guoted
liberally from Thompson's
work. including this classic:

“The music business is
a cruel and shallow maney
trench, a long plastic hallway
where thieves and pimps run
free, and good men die like
dogs. There's also a negative
side.”

If you're the kind of person
who still reads newspapers,
you might have encountered
this quote in the Chicago
Tribune, the UK Guardian,
the Orange County Register,

the Toronto Star, the UK
Evening Standard. and many
other inky news outlets.

It’s a wonderful, vivid, typi-
cally Thompsonian journalistic
hand grenade. Except he didn’t
say it. Or write it. At least not
about the music business.

No, Dr. Thompson was
describing something dear to
B&C: the television business.
And delete the line about
“There’s also a negative side,
too.” It’s also wrong.

In 2001, About.com’s
urban folklorist, David Em-
ery, researched the origin of
Thompson’s famous quote.
He found that a line from a
Thompson column for the
San Francisco Examiner in
1985 had been widely mis-
quoted, applied to a variety of
industries, including music,
radio and public relations. [To
its credit, the Chicago Tribune
ran a correction last week.}]

For the record, here’s the
real quote, bird-dogged by
Emery, which you can find in
Thompson’s Generation of
Swine: Tales of Shame and
Degradation in the ’80s:

“The TV business is uglier
than most things. It is nor-
mally perceived as some kind
of cruel and shallow money
trench through the heart of
the journalism industry. a
long plastic hallway where
thieves and pimps run free
and good men die like dogs,
for no good reason.”
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Rumors and Other Tales

The business is once again awash in talk of multibillion-dollar deals

think Time Warner is going
to buy Tribune,” a top media
lawyer said to me. We were
in a bad hotel bar over a
round of drinks with the
CEO of a TV-station group.

The idea had never oc-

curred to me.

Time Warner—a mas-
sive cable-system, network, movie and
online company—would want to take
over Tribune Co., an old-line owner
of newspapers and TV stations—two
slow-growth businesses Time Warner
has avoided for years. Why would CEO
Richard Parsons do it? The WB,
the lawyer replied. Time Warner
controls the networks but doesn’t
own any stations. Tribune—part
owner of The WB—owns 19 of
them, including big-market out-
lets in New York, Los Angeles,
Boston and Chicago.

Stop. I'm not going into the
many reasons Time Warner is very
unlikely to drop $18 billion or so
on Tribune to support its $600 mil-
lion-revenue broadcast network
(even if it could flip Tribune’s
newspapers to, say, Gannett).

The point is, after a fairly
quiet couple of years for media
dealmakers, the business is awash in
rumors about multibillion-dollar deals.
Some are clearly well-grounded; some
are far more speculative. But the end of
the stock slump means that some media
companies are getting past memories of
the days their stocks were 50%-100%
higher and may be willing to use shares
as currency again for big takeovers.

I’m not just talking about the deals
that people have been buzzing about for
months—Ilike whether a telco will buy
EchoStar to control a play in the video
market. Or whether News Corp.’s Ru-
pert Murdoch will buy Liberty Media.
After all, John Malone seems more of a

My favorite rumor
of the month came
out of the blue. A
Wall Street analyst
asks about something
he keeps hearing from his clients at
big institutional investors: “Comcast
and Viacom.” Think about it, a $140
billion combination of the No. | cable
operator, the No. | broadcast network,
a lucrative pile of cable networks and
a middling movie studio. Comcast
CEOQO Brian Roberts would have con-
trol of all kinds of content to stuff into
his video-on-demand systems, which

‘

Viacom’s Sumner Redstone (left) and Comcast’s Brian Roberts

could make a $140 billion combination.

is why he chased Disney.

It wouldn’t have been possible two
years ago, but a federal court struck
down restrictions on ownership of TV
stations and cable systems in the same
market. Not that Roberts wants to be in
the broadcast business. He would regard
CBS’ TV and radio stations as he did
Disney’s theme parks: waste.

Nonetheless, would Roberts want to
do a Viacom deal? Absolutely. “There’s
only two problems,” says an adviser
to Comcast during the Disney fight.
“Sumner and Redstone.” Both the Via-
com CEO and Roberts like control, and
Comcast would never do a deal without

Comcast and Viacom? “There’s only two problems:
Sumner and Redstone.”” covcasT ADVISER

seller these days, not a buyer.)

Perhaps the most speculation swirls
around the Cablevision, run by the
Dolan family. You heard it here first:
Time Warner is buying Cablevision.
I just don’t know what year. | chased
this story for the first time back in
1989. Given Time Warner’s huge cable
presence in New York City, various
company executives have lusted after
Chuck Dolan’s metropolitan-New York
systems for years. It will come to pass
some day, I know.

a clear path to getting it. That path
could be rocky, as ex-Viacom President
Mel Karmazin found out the hard way.

At 80 years old, Redstone wants to
leave a legacy. What kind is a big ques-
tion. Would he want to cap off his life
with a media megadeal? Or would he
rather be remembered as captain of his
ship until the end?

Redstone might also buy Univision,
some people whisper. Redstone and new
Viacom Co-President Les Moonves crave
the potential of the growing Spanish mar-

MONEY TALKS

By John M. Higgins

ket, and Co-President
Tom Freston has made
his career building
niche audiences.

Univision doesn’t
seem quite as far-fetched as a deal as
Comcast, because Redstone actually
made a $6.5 billion offer for the Span-
ish-language broadcaster two years
ago. Univision CEO Jerry Perenchio
rejected the approach, which has proved
to be a good decision given that the two
companies’ stock prices are moving in
opposite directions. (Univision’s now
worth at least $2 billion more.)

The major snag is in Washing-
ton. Univision and Viacom own
too many broadcast stations
in the same markets. “There
would be triopolies and even
quadropolies,” says one analyst
who dismisses the idea.

Longtime cable partnerships
are also provoking buzz now.
Lifetime Television CEO Car-
ole Black is leaving, and part-
ners Hearst and Disney have
spent a long time choosing her
replacement. Hearst is a 50-50
partner with Disney in the net-
work. With such key changes
being made, are the two sides
discussing bigger issues? Morgan
Stanley analyst Richard Bilotti esti-
mates it would cost Disney around
$2.2 billion to buy out Hearst.

ON SECOND THOUGHT...

Some gossips think this is red hot. But
industry executives close to the two
companies are cold. “This is coming up
because Bob Iger keeps telling people
he wants to buy,” says a senior industry
executive. “But Hearst doesn’t par-
ticularly want to sell, especially since
Lifetime is getting back on its feet.”
Ratings are perking up after dropping
substantially since 2002.

Also, a Lifetime buyout would raise
even more thorny issues in other part-
nerships, such as buying Hearst’s 20%
share in Disney’s ESPN (worth around
$7 billion) and its 33% stake in A&E
(worth $2 billion).

Another partnership conundrum:
When will one of the three partners in
Discovery Communications decide to
sell? Cox—a 25% owner—is a likely
candidate given its debt from the Cox
Communications buyout.

Finally, here’s a tip that’s real: Me-
dia titans are deal junkies. Wall Street
would prefer to see media giants spend
extra cash on dividends or stock buy-
backs, not more takeovers. B

E-mail comments to
Jjhiggins@reedbusiness.com

WEEK OF FEBRUARY 18-24

THE B&C 10
WEEK YTD
BROADCAST TV GROUPS
WEEK YTD
CABLE OPERATORS
WEEK YTD
RADIO
WEEK YTD
CLOSE WEEK YTD
Dow Jones 10748.79 -0.1% -0.3%
Nasdaq 2051.70 -0.5% -5.7%
THE B&C 10
CLOSE WEEK YTD
Cablevision $30.18 9.0% 21.2%
Clear Channel $33.91 -1.0% 1.3%

Comcast Corp. $32.24 04% -1.8%

Disney $28.15 -4.1% 1.3%
EchoStar $29.18 -2.4% -12.2%
Fox Ent. $33.31 -2.3% 6.6%
Hearst-Argyle $24.67 -4.6% -6.5%
Time Warner $17.38 -3.7% -10.6%
Tribune $40.50 -2.8% -3.9%
Viacom $35.28 -48% -4.9%
GOOD WEEK
Tivo $448 23.8% -23.7%
Cablevision $30.18 9.0% 21.2%
Omnicom $89.48 5.9% 6.1%
New Frontier $7.63 45% -3.7%
Charter $1.68 3.7% -25.0%
BAD WEEK
Granite $0.33 -154% -19.5%
Gemstar $4.85 -12.6% -18.1%
XM Satellite $30.15 -9.3% -19.9%
Sirius $5.58 -6.8% -26.8%
Cumulus $1404 58% -6.9%

A SR T TR BTN e R R R AT S
+24%

0ld media can out-hype the bloggers. TiVo
shares jumped 23.8% on chatter that Apple
was considering taking over the ailing
DVR company. Given the passion the two
companies stir, speculation about a sale has
circulated on the Web for a while. But it was
only when CNBC picked it up that the market
reacted, giving TiVo its first rally in weeks.
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Who provides the interactive services
today’s consumer is looking for?

You do.

With Turner, you provide your customers with offerings which range from VOD programming for CNN,
TBS, Cartoon Network, and Boomerang; one-of-a-kind broadband content brought to you by CNN.com,
PGA.com and NASCAR.com; the broadest range of HD entertainment programming found on one
network, TNT; and enhanced television offerings for TNT, TBS and CNN. Whatever advanced platform
you choose, Turner supports your business growth through continually evolving content.
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Drama Queen

Abbe Raven transforms A&E into a buzz network

bbe Raven, president of
A&E Network, knows
how to jazz up—and age
down—a cable channel.
Since she took the reins in
October 2002 as EVP/GM
of A&E and The Biogra-
phy Channel, A&E’s prime
time viewership in the key
18-49 demo is up 88%, with an average year-to-date
audience of 523,000.

Raven was promoted to A&E president in Septem-
ber 2004, the same year the network roped in a record
24 Emmy nominations. Under her leadership, view-
ership continues to climb: In January, 18-49 ratings
were up 42% in prime compared with a year earlier.
(Total prime time viewership is up 9%.) Plus, A&E,
one of a family of networks owned by Hearst Corp.,
ABC Inc. and NBC, recently won a fierce competi-
tion for cable oft-net rights to HBO’s The Sopranos.
The A&E chief, who will receive NCTA’s 2005 Van-
guard Award for “*Distinguished Leadership™ in April,
discussed that programming coup and the network’s
formula for success with B&C’s Anne Becker.

Some say A&E is all over the map. What does the network
stand for?

There’s an emotional connection that differentiates us
from other services. On the surface, Dog the Bounty
Hunter may seem larger than life, but when you really
look, it’s all about redemption and dealing with people
emotionally. Look at HBO as the pay model: quality,
the most Emmy nominations, the only other network
with a mix of high-quality drama and documentary
programming. Set it against A&E, the
basic model: high quality, the most
Emmy nominations of any basic-cable
network in history, and a devotion to
documentary, drama and performance.
You really can’t go to another network,
a USA, and say that. I'm not going to
be as bold as to say we're the HBO of
basic, but our models are very similar.

Several networks are changing thelr taglines
or logos to better explain their programming.
Does A&E plan to do the same?

We’re taking our lead from our view-
ers. If it’s right, we’ll evolve. When |
was asked to return to A&E in October
2002 after the loss of a big-ticket show
[Law & Order] and a
plummet in ratings, we
were A&E for the 50-
plus audience. I said we
had to refine the brand
for the next genera-
tion. It’s still all about
the programming. The first step was to introduce
the art of entertainment, emphasizing entertainment.
We could make our greatest impact immediately
in nonfiction. That was the motivation for ramping
up alternative development. We got Airline, Family

Plots, |Growing Up| Gotti. We spent 2004 making a
splash by launching a new show almost every other
month. That was a bold, risky move, but we’ve had
one success after another. We introduced MI/-5 and
started bolstering dramas, acquiring CSI: Miami and
Miramax movies. We’d have less questioning about
the brand if we were 18 months down the road and
you saw more drama on the network.

What do you say to critics who call A&E youth-addicted?

I tell critics we’'ve become a buzz network. That’s a
goal for any network, whatever their brand. Over the
next few years, you’ll see a more defined A&E with
24, CSI: Miami, The Sopranos. Take those pieces
and juxtapose them against the real-life series, per-
formance programming and original movies. You get
a bigger picture of what we are. Critics and com-
petitors point to pieces in isolation, but it’s always
a mix. In the same way, CBS, a broadcast network,
goes from CS/ to Survivor. The key is balance. Be-
cause our nonfiction has gotten so much attention,
people see it as slightly off-balance: it’s not.

Are there any reality programs you wouldn’t do?

We won’t do anything contrived, so we’re not doing
a game show or a contest. It has to become drama in
a nonfiction setting: real people, real situations with
an emotional connection to the audience. I call it the
A&E voice. The New York Times called The First
48 a near-perfect drama. Intervention is a gripping
drama about people at a low point in their lives and
how friends and family rally to help. We recruit by
going to facilities with connections to people with
addictions. If there’s any indication the subjects
think there may be an intervention,
we won’t do the show. If we’re go-
ing to have any credibility with
our viewers, it has to transpire in a
real way. We're not there with our
cameras telling people what to do;
we’'re trying to craft a story.

Do you have a go-to person you run
ideas by?

I have a great team: head of pro-
gramming Bob DiBitetto and
Nancy Dubuc, SVP for nonfiction
and alternative programming. We
have a building filled with 20-
and 30-year-olds. They are our
potential viewers, so we have an

““We had to refine the brand for the next generation.”
—ABBE RAVEN, A&E NETWORK

informal system. From the beginning, I said we are
going to make this a network you want to go home
and watch. I hired all new, edgy people. We did a
workshop. We made a list of 30 pie-in-the-sky ideas.
No. | on the list was having The Sopranos.

Give me a cost-benefit analysis of The Sopranos deal.

It cost nearly $200 million for repeats. $2.5 million
an episode. We would never do anything without a
financial return. Advertisers that never had a chance
to advertise on The Sopranos wanted to partner with
us. Advertisers that had never advertised on A&E
[wanted to] target a younger demo. It becomes a
cornerstone to the schedule in fall 2006. If it’s on
for a few hours a week, there are programming
hours we’re not investing in. But this is such a great
platform to build off and launch originals. It will not
inhibit us from growing the network.

How will The Sopranos fit the brand?

It not only fits, it elevates the bar. I want A&E to
continue to be one of the top networks, and drama
is a big part of our mix. Our off-network dramas
are a cut above. We've always stood for quality and
excellence in programming, and there has never been
another program that has generated the acclaim, at-
tention or popularity of The Sopranos. It has been
the jewel in the crown for HBO. There is no property
like it on the horizon that will go into syndication
in the next few years. We've been trying to take the
essence of our brand—stories about people, charac-
ter development, heritage and biography—and lay
that over popular and contemporary culture and The
Sopranos fits.

What's on your TiVo?

24. 1 watched it last night at 11 because I got home
late from work. I’'m totally hooked. I'm so happy we
bought it. Also, Curb Your Enthusiasm and Desper-
ate Housewives.

Do you watch any reality?

None of the contrived ones. | watched The Appren-
tice its first year. Didn’t hold it for me. I got very
angry—it portrayed women in business very badly.
Carolyn was great, but the women contestants? Just
not real enough.

Any programs you see as a cut above?
Nothing that jumps out.

What’s coming up on A&E?

Texas Roller Girls just went into production. I love
the concept: women in roller derby leagues. They
are becoming very hot, especially in the South.
By day, they’re teachers, lawyers, reporters, social
workers, mothers, wives. single. At night, they're
competitive in this league. It’s like Sex and the City
on blades. Go Go Lucky [Laguna Beach’s produc-
tion company] is doing it, so it’s like film—a whole
different look. Nancy Dubuc was circling this, but
we put it in a demo tape, and all of us hands down
said we have to have it. Then you know you’ve hit
a home run.

You just got tapped to head A&E’s new Crime and Investiga-
tion channel. it launched in Australia on Jan. 1 and will be
avallable for U.S. affiliates to
preview April 2. Isn’t that a lot
on your plate?

We’re experts at growing
the corporation and launch-
ing networks from the
mothership. It’s one of the
things I’'m really good at. | was at A&E when we first
launched. Also, when we did The History Channel,
The Biography Channel and History International.
So it doesn’t feel daunting. To have a blank canvas
is always fun. l
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Advocacy Ads: Easy Money?

Special-interest spots prove profitable—but painful By Bill McConnell

mericans must wait years before Presi-
dent Bush’s plan to allow workers to
invest some Social Security contribu-
tions on Wall Street pays off. But TV
stations are cashing in today—thanks
to issue advertising by activists on both
sides of the debate.

The catch: Station owners must be willing to dodge
the crossfire of America’s political wars.

Rare for a non-election year, political advertising in
2005 is shaping up to be a cash cow for stations. Free-
market activists promise to spend at least $50 million
promoting private Social Security accounts, mostly on
TV. Opponents of the White House plan, including AARP
and the NAACP, aim to counter them dollar for dollar.
Tens of millions more are expected to pour in for ads on

TELL CONGRESSMAN
JOE SCHWARZ:

SUPPORT
SOCIAL SECURITY
PERSONAL SAVINGS ACCOUNTS

CLUBFORGROWTH COM

tort reform, gay marriage and other hot-button social is-
sues. And millions more will flow when Congress begins
rewriting U.S. telecommunications laws this summer.
TV-station owners love the cash but are discovering
that advocacy ads can also be a headache. Because of the
high stakes, activists not only mount ad campaigns but
have taken to public-relations attacks on stations that run
opponents’ ads or fail to run their own. More worrisome,
some activists—on both the right and left—hint they'll
force stations to fend oft costly FCC complaints or chal-
lenges to their broadcast licenses for showing favor. The
prospect of paying lawyers’ fees and spending months
navigating an FCC investigation is a worry many activ-
ists don’t mind planting in station managers’ minds.
“Any time an ad misleads people about the presi-

dent’s plan, stations can expect a call from us,” says
Danny Diaz, spokesman for the Republican National
Committee (RNC), which shot an ominous-sounding
letter to 14 TV stations in Florida, Indiana and Penn-
sylvania earlier this month.

RNC Deputy Counsel Michael Bayes urged them not to
air ads by liberal activist group MoveOn.org, which warned
that Bush’s plan could cut guaranteed benefits as much as
46%. Republicans cried foul because the first people likely
to see cuts that large won’t even be born until 2008. “As an
FCC licensee, you have a responsibility ... to avoid broad-
casting deliberate misrepresentations of the facts,” Bayes
wrote. “This letter places you on notice” that the MoveOn
ad is misleading. “Your station should act responsibly and
refrain from airing this advertisement.”

None of the 14 stations running the ad honored the

up to 46% cut in benefits
f + aa i

o SRR
SOCIAL SECURITY

The Club for Growth and other free-market activists pledge to spend $50 million promoting the administration proposal.

GOP’s request to pull the spots, although NBC affiliate
WNDU South Bend, Ind., did ask MoveOn to change
the wording. The ads stopped running on schedule, three
days after the GOP issued the Feb. 3 letter.

Even though the stations largely ignored the request,
Diaz considers the letter a huge success. “Next time
MoveOn tries to buy time,” he says, “stations across
the country will give their claims a very close look.”

WNDU GM Jim Behling believes the letter was meant
to scare stations. “Our licenses are coming up for re-
newal soon,” he says. “It would be naive to think the
RNC wasn’t aware of the timing.”

Would the Republican Party really ask the FCC to strip
licenses or file false-advertising complaints? Diaz “‘won’t
discuss strategy” but says cryptically, “Stay tuned.”

“Any time an ad misleads people about the president’s plan, stations
can expect a call from us.” DANNY DIAZ, REPUBLICAN NATIONAL COMMITTEE

Richard Zaragoza, who represents state broadcast-
ing associations in Washington, says letters objecting
to commercials and other content are becoming more
numerous. Stations have little to fear because politi-
cal- issue ads, even if they’re misleading, don’t break
the law in the same way as promos for. say, phony diet
drugs. “We are not talking about deceptive practices in
a commercial setting,” he says.

PUBLICITY STUNTS

The harassment isn’t coming just from conservatives.
Liberal activists have cried foul repeatedly over the
major broadcast networks’ refusal to run ads supporting
equal rights for homosexual couples and opposing the
White House plan to limit medical-malpractice awards.

A group called Citizens for Responsibility and Ethics
in Washington (CREW) asked the FCC to investigate
the networks’ advocacy-advertising policies after the
Big Four broadcast networks refused to air a spot fea-
turing Dylan Malone, whose son had died as a result of
negligence. That complaint came on the heels of a PR
campaign mounted by the United Church of Christ and
its allies during the Christmas holidays after NBC and
CBS refused to air spots criticizing other denominations
that don’t welcome openly gay individuals.

Ironically, the attacks on the networks have been
spurred by their desire to avoid criticism by rejecting
all controversial ads.

“The networks’ policies are inconsistent,” says
CREW's Naomi Seligman. She complains that the net-
works routinely run White House-bought spots on con-
troversial issues, such as one explaining the Medicare
prescription-drug plan or supporting asbestos reform.

Alan Wurtzel, head of standards and practices for NBC,
calls CREW's attacks a publicity stunt. “A lot of these
groups are giving us commercials they know we will
reject, then asking the press to write about it,” he says.
“They realize they can get more coverage than if we ran
their ad in the first place.” Any issue ad on a controversial
topic is off limits, no matter the sponsor, he insists.

As for running commercials touting the benefits of
Medicare changes, Wurtzel says the spots became ac-
ceptable only after the prescription-drug benefit was
signed into law. During the debate, NBC left the issue
to the networks’ journalists. “That’s why God invented
the news division,” he says.

CBS spokesman Dana McClintock explains a similar
policy at his network: “We don’t want one side with deep
pockets to have the advantage formulating the debate.”

SNEAKY IMAGES
But media researchers say the Bush Administration is
getting a boost from the networks’ policy because many
companies are able to sneak brief, usually pro-Republi-
can, references to controversial issues as their tag line in
corporate-image ads. In a report to be released on March
16, the University of Pennsylvania’s Annenberg Public
Policy Center finds that Republican-leaning business
interests outspent citizens groups on TV by a 5-1 ratio.
With the fight over Social Security just beginning
and equally bitter battles over other Bush initiatives on
the horizon, lawyer Zaragoza predicts the number of
complaints over ads will only increase. His advice to
stations: Treat factual disputes fairly by vetting com-
plaints with the ad sponsor and correcting statements it
can’t defend. “That will be the last thing a station hears
about the matter.”” l
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RATINGS 2/7-13/05

Nielsen Media Research

Top 25 Shows
ADULTS 18-34

PROGRAM AA GAA

1 Seinfeld 40 46
2 Everybody Loves Raymond 39 48
3 Seinfeld (whnd) 33 42
4 Oprah Winfrey Show 28 28
5 CSl: Crime Scene lavestigation 25 29
5 That ‘705 Show 25 3
7 Malcolm in the Middie 295 26
8 Kimg of the Wll 21 26
9 Wheel of F f Fortune 20 MNA
10 Maary 19 20
10 Wl & Grace 19 23
12 Everybody Loves Raymond (whknd) 18 19
12 Taat "70s Show (wknd) 18 21
1 Cops L7 20
14 Dr. Phil 17 u
14 Entertainment Tonight I )
14 Home Improvement 1 22
14 Jeopardy! 17 M
18 Hing of Queens . 1 2
20 Entertainment Tomight (wknd) 14 14
20 Judge Judy 14 22
20 King of Queens (whnd) 14 16
23 Fear Factor 1213

23 Yos, Dear 12
25 Divoree Court ]
25 Friends (whnd) u u
2% Inside Edition u 12
11
u
1

2 Jerry Springer

25 Judge Joe Brown 15
25 Nentel Williams Show E
Tog Court Shows
DULTS 18-34
PROGRAM AA GAA
1 Judge Judy 14 22
2 Biverce Court 4
2 Jadge Joe Bromn 1 15
4 Judge Mathis 0 U
5 People’s Court 08 09

According to Nielsen Media Research Syndication Service Ranking
Report eb. 7-13, 2005

AA = Average Audience Rating

GAA = Gross Average Audience

One Nietsen rating point = 1,096,000 households, which represents
1% of the 109.6 mittion U.S. TV househoids

NA = nat available

BE 2/28/05

Drive My Car

‘Live’ contest draws 2.3 million entries By Jim Finkle

Live With Regis and Kelly
gave away 28 vans.

hen Oprah Win-

frey gave away

276 Pontiac se-

dans on her show

in September, she

scored a TV mar-
keting coup. Live With Regis and Kelly
used a similar stunt for February sweeps,
but its $1.7 million giveaway of 28 Pon-
tiac Montana SV6 vans didn’t get the
publicity bounce Wintrey’s did. Still, the
contest got the largest response from
Live viewers of any promotion in the
show’s 17-year histary, pulling in more
than 2.3 million entries.

Live executive producer Michael Gel-
man sees contests as loyalty programs.
Designed to keep viewers tuned in, they
can reward those who do. Since the show
first went on the air, it has held regular
trivia contests for the home audience.
The rules get more complicated, and

8 SIMPLE RULES

JOAN OF ARCADIA
DATELINE

WHAT | LIKE ABOUT YOU
ENTERPRISE

the prizes get bigger during sweeps.

“I’m much more into giving away my
prizes to people who are the viewers at
home than I am ta giving things gratu-
itously to the studio audience,” he says.

To grab the most attention with his
Pontiac contest, Gelman began drop-
ping hints in late December. Hosts Re-
gis Philbin and Kelly Ripa told viewers
“*something really big™ would happen
on the show after the holidays. On
Jan. 11, the two walked outside their
New York studio to a block on West
67th Street where 28 Pontiac Montana
SV6s stood. The stunt stopped traffic
for about 15 minutes.

During the week of Jan. 17, the hosts
gave viewers special car phrases each
day. To qualify to win. entrants had to
send in all five answers. Throughout the
month of February. they handed out a
van to one viewer a day.

Each package was valued at almost
$60,000: $37,000 for the van plus cash
to cover the costs of registration and
taxes.

Pontiac and Buena Vista won’t
disclose the financial terms of their
arrangement. But Pontiac Advertising
Manager Mary Kubitskey says the bud-
get was roughly equivalent to what she
would have spent on advertising on the
show in a full year.

Kubitskey, who orchestrated the
giveaways on both Live and The Oprah
Winfrey Show, is now working on a strat-
egy for developing the next promotion.
She wants the Pontiac car campaign to
be wed to the show, not relegated to its
ad time. “In these days of TiVo, with
people skipping commercials. I've got to
find a way to break through and resonate
with consumers.” she says. “We need to
find the next big thing.” l

SUZE ON HOLD

Twentieth Television has nixed plans to
launch a daily talk show with Suze Orman
this fall. The company has had trouble
lining up enough stations to carry the pro-
gram. “Fewer available, attractive time peri-
ods in fall 2005 and the current economics
of launching a daytime strip constrain the
manner in which we wish to bring this very
important program to viewers,’ Twentieth
said in a written statement.

The few desirable slots that were avail-
able for next season have already been
claimed by The Martha Stewart Show from
NBC Universal and The Tyra Banks Show
from Warner Bros.

Twentieth had cleared The Suze Orman
Show in the top five U.S. markets, split
between NBC and Viacom stations. But it
ran into trouble finding attractive time slots
in the second-tier markets, which support
fewer stations and have less space. Sony
Domestic Television has also had difficuity
finding clearances for a talk show starring
Robin Quivers.

Although Orman’s project is being put
on the shelf, she'll continue to appear on
a CNBC weekend personal-finance show.
She also produces pro-
grams for PBS, writes
articles and appears
on QVC.

“There is much
greater potential for
Suze Orman in fall
2006, or possibly ear-
lier, when a number of
highly desirable time
periods are slated to become available,
Twentieth said in its statement.

King World Productions CEO Roger King
has said he hopes to launch a show creat-
ed by Oprah Winfrey’s Harpo Productions in
fall 2006. Paramount Domestic Television is
working on several projects that could be
ready for next year, including a show hosted
by entertainment reporter Steven Cojocaru.

Suze Orman

SIlow
| PREMIERES THIS FALL
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A Chilly Fall Forecast
As the networks and media

buyers prepare for battle in the
upfront ad market, the victor's spoils won't be much: An early

survey of the field reveals only modest growth. And most of that will likely go to cable,

leaving some broadcast networks scratching for gains.

Early assessments of the market—very early—in-
dicate that upfront advertising commitments to na-
tional broadcast, cable and syndication will hit $18.5
billion-$18.7 billion, up 4%-5% from the $17.8 bil-
lion generated last year.

Of the expected gain of up to
$900 million, insiders believe
that cable networks stand to
scoop up $600 million or more.
Broadcast networks combined could be flat like last
year or up slightly, by as much as $200 million. But
some are likely to be down. National syndication
would get the rest. The final tally will come in June.

“I don’t think it will be up to the degree it was last
year,” says Ray Warren, managing director, OMD,
pointing to 2004’s 6% overall growth. “There is
clearly experimentation with other forms of media,
partly over TV pricing, partly over the lack of belief
that ‘I need to do the same thing I did last year.””

Changing fortunes

That’s not to say there won’t be plenty of drama as
the networks drive their hardest bargains. CBS is
No. 1, but not by much. For the first time in years,
ABC suddenly has leverage: Young-adult ratings are
up 14%, and advertisers are clamoring for time big-
reach shows Desperate Housewives and Lost. NBC’s
leverage has dissipated as it has plunged from first to
fourth place among adults 18-49.

American Idol has saved Fox’s Nielsen averages
from a disastrous fall season, but that alone won’t
necessarily rescue the network in the upfront. Much
of the rest of Fox’s lineup is a yawner.

CBS Chairman and Viacom Co-President Les
Moonves crows about his network’s ascent to the
top. “We expect a much larger share of the market
than we’ve ever had before,” he says, noting that up
to 40% of the money advertisers commit during up-
front is spent on Thursday nights. “The fact that are
now dominant that night is very significant.”

Cable networks hope to repeat their success of

BY JOHN M. HIGGINS

CSI (below left) and Survivor (above) help CBS dominate
Thursdays, the night that accounts for 40% of upfront
spending, says Chairman Les Moonves.

last year. Buyers jumped to cable to evade the high
broadcast rates. Instead of negotiating with cable only
after finishing deals with the likes of CBS and NBC,
buyers turned to cable for price breaks and committed
hundreds of millions of dollars before broadcast net-

works had even finalized
their fall schedules.

Turner  Entertainment
Sales President David Levy
says he wrote more than
85% of his upfront business
for TBS and TNT before the broadcast negotiations even
commenced. He expects similar success this season.

Broadcast networks haven’t lost as much audience
to cable this year. Broadcasters have lost only 1.9%
of their 18-49 audience this season, versus 6% last
year. Meanwhile, cable continues to climb by about
4%. “It’s the same trend: We’'re in a growth mode,
they are in a decline mode,” Levy says. “There’s a
diminishing return from broadcast.”

There’s an increasing disconnect between com-
mercials sold during the annual spring prime time
upfront and what networks actually collect by the end
of the season. Every year, series get cancelled, and all
advertisers have the option of rescinding a big piece
of their orders.

Even though the original agreements may be al-
tered wildly by the end of the season, the networks
still collect hundreds of millions of dollars in this ar-
cane—some say archaic—bazaar that centers on the
second week in May when the broadcast networks
unveil their fall schedules.

Right now, broadcast networks are still early in
their program-development process, and many ad-
vertisers have yet to tell their media-buying agencies
how much they’re planning to spend.

Sluggish scatter market
Why such a dull financial outlook? There’s little ex-
citing in the broad economy, particularly given the
slowdown among the biggest TV advertisers of all, car
manufacturers. Further, advertisers are increasingly an-
noyed at the climbing cost of TV, sending them look-
ing harder at other media, particularly the Internet.
“We don’t see anything out of the ordinary that
would make it a tremendously bullish marketplace,”
said Initiative Media SVP Ray Dundas. “We see more
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situations where it would be flat to slightly negative.”

Perhaps the best evidence of a modest upfront is the sluggish scatter market.
In a healthy market, a 30-second spot typically sells for 10%-15% more than
spots sold in the previous spring’s upfront. Networks report that scatter prices
are flat to slightly above upfront prices and there’s no shortage of inventory.
“There’s nobody out-of-sale,” says one broadcast sales executive.

And pricing won’t be helped by the tightness of the ratings race. The worst
of the Big Four broadcast networks lags the best by just 400,000 viewers. A
year ago, the gap was triple that.

“Only three-tenths of a rating point separates the four networks right now,”
says Randy Falco, president of NBC Universal Television Networks Group.
“That dampens price. It always has. [ haven’t seen this kind of network parity
since 1991 and 1992.”

Less animosity

The nasty tone between buyers and sellers is less pronounced than in the 2004
market. That should be evident this week as ad executives gather in New Or-
leans for the American Association of Advertising Agencies’ convention. At
the very beginning last year, agencies declared war on broadcasters and threat-
ened to move $1 billion from broadcast to cable. They were still burning over
the 2003 upfront, when advertisers sharply increased their budgets at the last
second and sent upfront prices unexpectedly soaring, with costs per thousand
(CPMs) increasing an extraordinary 15%.

The threats largely worked. In 2004, broadcast networks settled for CPM hikes
averaging 7%. Cable networks got their now-standard 8% increase and collected
an extra $600 million. (Before the upfront commenced, B&C estimated that cable
would grow by $700 million.)

The upfront market balances buyers’ and sellers’ views of how strong the general
ad market will be next fall and winter. If they think the market will be sluggish—as it
is today—buyers may be able to get better prices by waiting to buy time in the scatter

market. If they see a surge in demand, buyers will want
to lock in prices now.

Sellers go through a similar calculus. Facing
weak demand in last year’s upfront, ABC President
of Sales Mike Shaw held inventory back. That bet
largely paid off when ABC’s schedule hit in the fall
and ABC had a lot more ratings points to sell.

But his success was tempered by weak demand in a relatively soft scatter mar-
ket, keeping ABC from fully cashing in on Desperate Housewives and Lost.

In the coming selling season, such positioning will be common. Major broad-
cast and cable networks have about 1.7 million 30-second spots to sell, and
buyers have $18 billion to spend.

“Everybody just can’t buy American Idol.” says Moonves, B

UPFRONT LOWDOWN

Sales, in billions

2001-02 2002-03 2003-04 2004-05
Broadcast $6.9 $8.0 $9.0 $8.7
Cable $4.0 $4.1 $5.5 $6.6
Syndication $2.2 $2.1 $2.4 $2.5
Total $13.1 $14.2 $16.9 $17.8

2005-06 (EST.) $18.5'518.7J

SOURCE: Merill Lynch; B&C research

Steady hits like USA Network's Monk (above) will keep money flowing to cable, while
breakout Lost gives ABC new power in the ad market.

¢
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COUNTERPOINT

Upfront Forecasters
Are All Wet Each year,

when the weather gets warm on the
streets of Manhattan, otherwise sensible people line up

to play an irresistible con game. No, it’s not “Three Card Monte,” although the

sleight of hand involved is every bit as deft and
the chances of actually coming away a winner
are no more assured.

On Madison Avenue, they call this game
the “upfront.” The deck gets shuffled over and over again until nobody is sure
exactly what they got—even when it’s over. Part of this is due to the fact that the
upfront isn’t actually the distinct marketplace many people think but is part of a
broader set of future, current and revised markets that make up the network-TV
advertising business. And at the end of the year, when all those network ad units
are finally bought, paid or exchanged for “make-goods,” the final number often
bears no resemblance to what the networks say they took in during the upfront.
In fact, it never does.

To illustrate this point, I analyzed the past 14 years of network advertising rev-
enues and compared it with their upfront advertising sales claims. There was little,
if any, correlation between the two. On average, the network upfront ad marketplace
grew nearly 8% a year for the 14-year period between the 1990-91 and the 2003-
04 seasons. Actual network advertising revenues for each full year following those
upfronts rose at half that rate.

And it’s not simply that the upfront overstates actual network advertising sales.
Consider this: In upfront sales seasons 1990-91, 1992-93, 1996-97 and 2000-01,
when upfront sales volume rose, actual network ad revenues decreased the following
year. Conversely, in 1991-92 and 2001-02, upfront sales declined, but network ad
revenues rose the following year.

“The network upfront is an artifact,” says Dan Hodges, managing partner of
Greenwich Consulting Partners, Greenwich, Conn., who consults for advertisers and
networks on their TV advertising strategies. “It’s more a reflection of what people
say they intended to buy than what actually gets bought.”

Hodges, a veteran of both selling and buying in the upfront marketplaces, says the
final numbers that networks boast about selling in June of each year dissipate when
the rest of the network sales cycle is taken into account, including upfront cancella-
tion options, make-good advertising units, and ratings shortfalls that can affect how
much the networks have to sell during the scatter marketplace.

“It’s really one part of a whole,” explains Lawrence Fried, chief revenue officer,
national TV, at SQAD, a Tarrytown, N.Y.-based company that tracks actual TV ad
spending for advertisers and agencies. Fried, a former top sales executive at ABC
and ESPN, calls the upfront sales figures an “illusion” designed to drive advertising
deals by convincing advertisers and agencies that the networks are “selling out”
their ad inventory.

*It is an artificial deadline created by the networks to force advertisers to ‘pin’
advertising in case they need it,” says Mike Lotito, president of Media IQ, a New
York-based company that monitors TV advertising buys for marketers. “As a result,
advertisers often reserve more than they need, knowing they can reduce their inven-
tory via options.”

In fact, the market is such a moving target when advertisers make their ad com-
mitments during the upfront that they are allowed to cancel about a third of that
time later in the year if they think they over-bought. Typically, upfront advertisers
are permitted to cancel up to 25% of their first-quarter buys and up to 50% of their
second- and third-quarter buys during the broadcast season.

When the networks fail to deliver on overly optimistic ratings projections, they are
forced to give some of their ad inventory back to upfront advertisers as compensa-
tion, which depletes what they have to sell in the scatter marketplace. Says Media
1Q’s Lotito, “The final difference between upfront gains and final revenue is a result
of declining ratings.” Hl

AD INFINITUM

BY JOE MANDESE
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Judges Burn Flag

A new technology meant to protect
digital TV shows from illegal Inter-
net file-swapping received a hostile
reception from federal judges last
week.

The fate of FCC rules requir-
ing that digital TVs and VCRs be
equipped to block illegal computer
distribution of DTV content is in
trouble, if acerbic questioning by
two of the judges hearing legal
challenges are any indication.

*“You crossed the line,” Federal
Appeals Judge Harry Edwards
declared, telling FCC lawyers that
the commission overstepped its
authority by mandating the technol-
ogy known as the “broadcast flag.”
In 2003, the FCC required that TVs,
personal computers and digital stor-
age devices be equipped to recog-
nize a code, or flag, embedded in
TV signals. The flag would indicate
to what extent content could be sent
over computer networks: unrestrict-
ed, one-time copying or none at all.

“You crossed

the line.”
FEDERAL APPEALS
JUDGE HARRY EDWARDS

Broadcasters and Hollywood
pushed for the requirement, argu-
ing that TV stations will never be
granted the right to run high-defini-
tion movies until programming is
copy-protected.

The FCC'’s best hope for preserv-
ing the requirement: a three-judge
panel could rule that groups chal-
lenging the broadcast flag face so
little risk of harm that they don’t
have standing to take the commis-
sion to court. The panel, which
debated the standing question at
length, is expected decide the case
in two or three months.

Social Securi
Sued Over Delay

The Social Security Administra-
tion is withholding documents
regarding its $1.8 million contract
with PR firm Fleischman-Hillard
and possibly information on other
contracts, an activist group alleges
in a federal lawsuit.

Citizens for Responsibil-
ity and Ethics in Washington
(CREW) complains that the
Social Security Administration
failed to meet a legal deadline for
producing documents requested

Learning Curve

New NCTA chief knows D.C., not cable By Bill McConnell

yle McSlarrow, who
becomes president of
the cable industry’s
main trade group
Tuesday, freely ad-
mits: “l don’t know
beans about cable.”
But if the board of the National
Cable & Telecommunications Asso-
ciation doesn’t see his lack of industry
experience as a drawback, the former
Energy Department official isn’t going
to worry about it either.
“I’'m mindful I have an
enormous amount of learn-
ing to do,” he said over lunch
with reporters at Washington
steakhouse Sam & Harry’s, a
favorite power-dining hangout
for lobbyists. “l guess they
were looking for someone
who can puli it all together.”
He replaces Robert Sachs,
who stepped down Feb. 28
after leading NCTA for five
years.
Because of his lack of in-

delivery. Lawmakers are expected to set
regulation for Internet telephone service,
which cable operators would like to see
as light as possible. NCTA also is deter-
mined to block phone companies’ bid to
exempt their fledgling pay-TV services
from local franchising rules that require
cable operators to serve their entire lo-
cal markets, including low-profit poor
neighborhoods.

OUT OF THE BLUE, IT CLICKED
McSlarrow says he can best help NCTA
in the upcoming fight by
capitalizing on Capitol Hill
contacts developed during his
days as a congressional aide
and by tapping management
experience gleaned from four
years as deputy secretary for
the Department of Energy.
McSlarrow says there is
one similarity between the
energy and cable industries
that gives him insight into
his new duties: Both busi-
nesses operate over networks

dustry experience, McSlarrow “] was that are heavily regulated by
refused to give opinions on . = the local, state and federal
the public policy and indus- dealmg with governments.
try debates facing cable. open access Cable and energy indus-
[in the tries operate netwgrks that are
A VIEWER'S VIEW regulated in varying degrees
The one exception was the Energy by the government. Like
ongoing congressional effort Department] J the cable industry’s fight to
to rein in sex and violence every davy.” remain free of access rules
on TV. McSlarrow, 44, de- Ty aay. that would force operators to
fended cable’s exemption KYLE carry rival Internet providers
from the type of indecency I:’,ICC%&ARROW' on their high-speed networks,

restrictions that broadcasters
face. “I’ve got three boys, and
there’s a lot on TV I don’t  want
them to watch.” But he’s “‘comfortable™
with the channel-blocking technology
that cable offers parents: “l don’t want
to start making decisions about what
other people watch.”

As for his own viewing, McSlarrow
says his family subscribes to the Farifax,
Va., Cox franchise and gets a digital
package that includes high-definition
service. He also owns a digital video
recorder and just started getting his tele-
phone service over cable.

The Sci Fi Channel is his favorite,
and he’s glued to the tube Friday nights
watching Stargate, Stargate Atlantis
and Battlestar Galactica.

The first project for NCTA is design-
ing a strategy for navigating a fierce
legislative battle over the U.S. telecom-
munications laws, which Congress will
kick off in the next few weeks.

The outcome of the telecom rewrite
will be critical for cable as it breaks
into businesses dominated by regional
telephone monopolies and tries to stave
off those rivals’ incursion into video

energy companies too must
grapple with rules governing
sharing of pipelines and power grids.

“l was dealing with open access
every day,” he says.

McSlarrow says the NCTA job was
the only post he interviewed for after
deciding to leave the Energy Depart-
ment shortly after President Bush was
reelected, although he was approached
for energy-related jobs at law firms and
other trade groups. The chance to head a
well-established, highly regarded trade
group with business at the forefront of
new technology service was too good to
pass up, he says.

A request from search firm Korn-Fer-
ry to interview for the job came “out of
blue,” he says. Before that call, his only
major contact with the cable industry
occurred during debate over the 1996
Telecommunications Act, when he was
working as deputy chief of staff for then
Majority Leader Bob Dole.

Decker Anstrom, former NCTA
president who now sits on the board, ap-
proached him for the interview. “When
they called me,” McSlarrow says, “it
clicked.” B

under a Freedom of Information
Act (FOIA) request.

CREW is seeking copies of all
the agency’s contracts with public-
relations firms. The request was
filed in January after the Depart-
ment of Education confirmed that
it paid TV commentator Armstrong
Williams $240,000 to promote the
Bush administration’s No Child
Left Behind program. To find out
whether other agencies have similar
contracts, CREW filed FOIA re-
quests with 21 other federal offices.

FOIA requires federal agencies to
respond to requests within 20 days.
Social Security spokesman Mark
Hinkle says the agency isn’t stone-
walling. Social Security is “actively
working” to honor the request.

Mutual Retreat
In Stern Fight

Radio giant Clear Channel and
shock jock Howard Stern agreed
to drop their dueling lawsuits gen-
erated when the San Antonio-based
company removed his program
from its radio stations a year ago.

At the time, six Clear Channel
stations were under investigation by
the FCC for indecency violations
during Stern’s show. Clear Channel
later paid $1.75
million to settle
resulting fines for
those and other
violations.

Terms of the set-
tlement were not
disclosed. Stern
was not available

Howard Stern  for comment.

Stations Draw Fines
Over Deaf Alerts

Three San Diego TV stations face
the first-ever FCC fines for failing
to provide emergency alerts aimed
at deaf viewers. The fines, totaling
$65,000, were proposed by the
FCC after the stations failed to
provide visual warnings during
wildfires that struck Southern
California in fall of 2003.

The stations can appeal the
fines. KFMB faces a proposed
$25,000 sanction. KUSI and
KGTYV were socked for $20,000
each. TV stations and cable opera-
tors are required to provide people
with hearing disabilities the same
access to emergency information
as those with unimpaired hearing.
The FCC allows stations to pick
a variety of methods for provid-
ing alerts to the hearing impaired,
including closed-captioning and
screen crawls.
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STATION TO STATION

Ride the TV Train

By Allison Romano
WSB Atlanta is hitting the rails.
Come spring. the station’s news-
casts will be seen by passengers on
area commuter trains and subways
via The Rail Network, a company
that wires mass-transit systems (o
receive live audio and video.
Atlanta is the system’s inaugural
market. TRN is installing five flat-
screen TVs in each Metropolitan
Atanta Rapid Transit Authority
(MARTA) train car and will stream
in live content through wireless
technology. The system has six
audio channels. English- and

Atlanta rail commuters will soon get TV,

Spanish-language channels for the
video, and three music channels.

To hear. passengers can tune in
with FM radios. The bottom third
of the screens will be closed-
captions. The service wili be free.
To hype it, TRN plans to give out
more than 200.000 FM radios.

The company’s CEO. David
Lane. dreamed up the idea while
commuting on the N-line subway in
New York. “Passengers want 1o see
local. relevant content.” he says.

For WSB. train TV is one more
way to reach viewers. “There is
an unserved audience riding the
trains.” says Director of Creative
Services Steve Riley. “This is an
extension of our brand and our
newscasts.” The station provides
its news for free in exchange for
exposure and promo time.

MARTA gets a free ride, too.
TRN picks up the tab—it won't
disclose costs—for wiring and
maintaining the system. It will
make money selling ad time and
plans to share some ad revenue
with the transit authority. So far,
Chevrolet, Cadillac. Metro PCS
and American InterContinental
University have signed up.

On weekends. TRN will pipe in
entertainment and music program-
ming. possibly from local radio
stations or satellite radio. Those
plans are still in the works.

Other cities may hop on board
soon. Lane says he has pitched
every major transit authority in
North America. So far. the Wash-

February Roundup

Fox wins; NBC loses By Allison Romano

BY THE NUMBERS

Sweeps performance

hat a difference a sweeps
makes. After a fourth-
place finish in Novem-
ber. Fox is positioned to

win the February sweeps Jodgi

" . : 18-49 RATING/ VIEWERS
in the key 18-49 demo and total viewers. SHARE (MILLION)

Fox benefited from monster ratings ABC
for the Feb. 6 Super Bowl. Although it's 2005 3.8/10 101
the first time the big game fell in the rat- 2004 3.2/9 90
ings period. researchers say Fox would Change 199%+ 12%
probably have won anyway. The reason: T ro e e e
American Idol on Tuesdays and Wednes- CBS
days. Now Fox is adding a third install- 2005 3.9/10 1216
ment on Mondays. Says Magna Global 2004 43/11 14.4
USA EVP of Audience Analysis Steve Change 9%* 13%
Sternberg. “That may be just what Fox B =
needs 10 seal the sweeps deal.” Fox

After winning November. CBS is plac- 2005 = 7.0/18 169
ing second in February in 18-49s and total 2004 | A2/ T O
viewers. Season-to-date. Fox and CBS are Change ~ 67%* = 75%
neck and neck among 18-49s.

ABC sits in third place in February. with s
Desperate Housewives and Lost power- T",ms i b ]
ing its ascent. The network “still needs o e i B LS
to strengthen many other hours. and they o 272 1%

g y . )

could use more comedies.” notes Shari The WB
Anne Brill. VP/director of programming 2008 1.4/4 35
tfor Carat North America. 2008 17/4 20

As for NBC, its ratings woes continue. Chanse 18%* 13%
After winning the coveted 18-49 demo S S
for the past four seasons. the Peacock UPN
is in fourth place. The WB and UPN. 2005 1.3/3 3.2
both off slightly from a year ago. round 2008 1.7/4 3.9
out the broadcast standings. February Change 24%* -20%

sweeps officially ends March 3. Here's
a look. to date. at the winners, losers and
a few surprises.

HOW THE SHOWS STACK UP

American Idol

Reality phenom American ldol (left) is Fox's most valuable
=P8 player, Killing the competition on Tuesdays and Wednesdays. On

* Change In rating

SOURCE: Nielsen Media Research data 2/3-23/05,
2/5-25/04

Feb. 15, the Tuesday edition nabbed a 5.6 rating/14 share in 18-
49s and 14.2 million. The next night. the Wednesday show scored
an 11.5/27 in 18-49s and 26.3 million total viewers. Also. medical
drama House is enjoying a ratings pop as /dol’s lead-out.

Survivor
The Feb. 17 premiere ot Survivor: Palau (left) posted the se-
ries’ best 18-49 numbers—a 9.1 rating/ 23 share—since 2003’s

Survivor: Amazon. CBS’ potent combination of Survivor and
CS/ means it dominates Thursdays.

WINNERS

NBC
The one-time 18-49 king is facing a fourth-place finish. With-
out Friends, Thursday nights are bleak. Joey (left) and Will &
Grace are no match for Survivor; the Law & Order trilogy has
also slowed.

LOSER

- o
-

. Monday Nights
- - \ A wasteland earlier in the season. Mondays are now hot. Fox’s 24
- is flourishing, up 24% in 18-49s from last season. NBC's Medium
4 (left) wows, and CS/: Miami remains vibrant. ABC struggles to
find a replacement for Monday Night Football.

SURPRISE

ington. D.C.. and Vancouver. B.C.
systems are exploring options.

Sweeps Stunts
Turn Ugly

There is no naked anchor. but Feb-
ruary still teatured noteworthy local
sweeps stunts. WAVE Louisville.
Ky.. got national attention after
reporter Eric Flack and his camera-
man were assaulted by officials at
marketing firm Louisville Pro dur-
ing an interview. Company founder
Eli Ohayon and two other reps
allegedly assaulted Flack and his
cameraman. who caught the alterca-
tion on tape. Ohayon is now facing
criminal charges: the company
skipped town. WAVE. the market’s
second-place news station. aired the
fight as part of Flack’s report. Flack
even turned up on NBC's Today.
CNN's American Morning and MS-
NBC to discuss the incident.

STUN GUNS

In Columbus. Ohio. and St. Louis.
the reporiers’ pain was self-
inflicted. WCMH Columbus
reporter Teresa Garcia and KMOV
St. Louis reporter Larry Conners

‘“It felt as if a bull

were goring me.”
KMOV'S LARRY

CONNERS ON GETTING
SHOT BY A STUN GUN

were both “tasered”"—shocked with
high-voltage stun guns—for stories
on the controversial weapons. More
than 80 people have died from tas-
ers. per Amnesty International. yet
most states allow sales to the public.
In the WCMH report, Garcia
and News Director Stan Sanders
were zapped. then roiled in pain.
“We wanted to tell this story from
firsthand experience,” says Sand-
ers. KMOV management agreed
after Conners arranged for medical
workers to be on-hand. He was not
injured. but the pain was temporar-
ily paralyzing. “It felt as if a bull
were goring me over and over,”’
Conners said in an online account.

WTKR AUDITIONS

Preferring a more feel-good sweeps
promotion. CBS affiliate WTKR
Norfolk-Hampton Roads. Va., is
pitching its search for a new traffic
reporter on-air. The station solicited
tapes through mid February from
hundreds of TV wannabes and held
auditions at the town center.—A.R.

Send station news to
aromano@ reedbusiness.com
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The Market
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Commercial TV Stations
Rank'  Ch.  Affil_ Owner
1 WHT 27 CBS GrayTV
2 WX 18 NBC Cordillera
3 Wi 36 ABC Medta Gen.
4  WhKY 56 Fox Sinclair
*November 2004, total househoids, sign-on to sign-off,
Mon.-Sun.
Cable/DBS

v feben HH) 312,650
Ma hie ogerat Insight Communications
Cobepmetration ™~ 65%
ADS subscribess (HH)* 129,870
AL iratior 27%
DR ge of local TV Yes

* * Altemative Delivery Systems, includes DBS and other non-
cable services, according to Nielsen Media Research

What's No. 1

Syndicated Show Rating/Share***
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Network Show
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Evening Newscast
es 13/28
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WLEX —___8/.26!
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SOURCES: Nielsen Media Research, BiA Research
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vinner’s

WLEX grabs top ratings in news race By Allison Romano

In Lexington. Ky.. home of thoroughbred racehorses and bluegrass tunes. there is a
new champion in local news. In November 2004. for the tirst time in 28 years, WLEX.
Cordillera Communication’s NBC affiliate. won top ratings in early morning. early
evening. 11 p.m. and weekend news. Gray Television's CBS affiliaste WKYT. its rival
and former top news station. prevailed at noon. “We've worked hard to deliver a prod-
uct that resonates with the market.” says WLEX President Tim Giloert.

Part of the station’s success is due to the rejiggering of its format. When Cordillera
Communications bought WLEX in lute 1999, the station had an unusual news lineup:
It delayed Nightly News until 7 p.m. to run an hour-long 6 p.m. newscast. By 2000.
WLEX opted for a traditional 90-minute news block from 5 to 6:30. running Nig/uly
News live. The station instatled a “Coverage You Can Count On” mantra and promoted
relentlessly. Now. it can hype its top-rated news.

For the 64th-largest TV market. Lexington bhoasts a dvnamic local TV battle.
WKYT remains the overall ratings leader. primed by CBS’ strong lineup. Media
General-owned ABC aftiliate WTVQ. third-placed in news and overall. is mounting
an offensive. In the last 18 months. the station installed a fresh evening news team and
recruited news director Tai Takahashi. formerly executive producer of news and special
coverage for KOMO Seattle. It also upgraded its weather iechnology and. in October
2004. WTVQ mtroduced “Action News™ branding. *“We need to focus on getting the
right product out.” says VP/GM Mike Pimentel. WKYT produces the 10 p.m. news
for Sinclair Broadcasting's Fox affiliate WDKY.

The challenge for stations: covering a far-flung. economically diverse region. “The
old joke was Lexington was horses. whiskey and tobacco.” says Gilbert. “Now it’s
a great deal more.” The Lexington market includes 40 counties. ranging from coal-
mining towns in Appalachia to wealthy Kentucky horse country. Frankfurt. the state
capital, is also in the market. The University of Kentucky is a nerve center and the city’s
major employer. "UK sporting events are the biggest events in town.” says Pimentel.
Printer manufacturer Lexmark is based here and Tovota has a large plant nearby.

The cconomic mix helps stabilize the local economy. TV stations will earmn $67.8
million in revenue in 2005, up slightly from $66.8 million last year. according to BIA
Financial. The ad market should grow in the low single digits over 2004, excluding
political. station execs say.

WLEX is continuing its assault on the market. Haltway through February. the station
was holding its November gains.

But don’t expect a big celebration if WLEX wins a second-straight sweeps. After
last November’s victory. says Gilbert. "We had some ice cream m the newsroom and
went back 1o work.” Il

NEXT: SAN DIEGO

Sweeps Stories
For February sweeps. two
Lexington. Ky.. stations seized
the opportunity to te hit networ
shows into unconventional local
news stories.

CBS affiliate WKYT went with
reliable star Survivor. An 11 p.m.

Kk

news story spotlighted Colone! Jack.
a local resident trying out for the en-

durance-testing reality show. “Wh

it comes to dealing with people. I’

slicker than deer guts on a door-

knob.” Jack told the station.
NBC's new drama Medium

inspired local aftiliate WLEX

to teature area psychics who

cn
m

communicate with the dead. much

like Patricia Arquette’s character
on the show. While 1t made tor
an interesting story. WLEX Vice
President/General Manager Tim
Gilbert says his station tries not to
overdose on sweeps-mania.

“I"'m not a big behiever in tricky
stories for sweeps.” Gilbert says.
“We want to act like we're in a rat

ings period all year long.” —A.R.

SHARE OF

WHO ~ POPULATION INDEX*
Mel8-¥ 33w 107
ge 1§ - 49 61% 99
Age 35- 4 57% 98
Cotsgegrad === e
White 93% 112
Black ‘ 5% 44
Hispmic y %8 U16]
Ao 1% 29
$100K+ HH H9% = ey 54
$50K+ HH 36% 74
Below 350K HH 64% 124

*Index i1s 8 measurement of conisumer hikelihood. An index
of 100 indicates that the marke: 1s on par with the average

of the 75 locat markets.

SOURCE: Scarborough Release 1 2004 75 Markets Report

(Feb. 03 March 04)

e i Ppy g

JUDGE HATCHETT
is WRAZ’s #1 show

before 5:00PM!

HATCHETT

www.sonypicturestelevision.com

g

SONY

PICTURES
TELEVISION

+23
+11%

HH
RATING!

WEEK
TO WEEK!

OVER
LEAD-IN!

Source NSt WRAP Overnights. 2114 -21805 HH rating
M-F 10.00AM Lead-in= 172 hr time geriod Judge Mathis

BROADCASTINGSCABLE e FEBRUARY 28, 2005




Sony Wants To Command HD Market

Company pitches new high-def products at NAB By Ken Kerschbaumer

n the hopes of locking up
the HD marketplace. Sony
is unveiling a new mid-
priced version of its popular
XDCAM at NAB in April. The
camera fills an important void
in the company’s HD product
line. Estimated at between $17.000 and
$20.000. the new XDCAM is priced
between Sony’s low-end HDV. with
camcorders costing $4.000. and s
high-end HDCAM. running $40.000.

“XDCAM is a way to fill that gap.”
says Alec Shapiro. Sony Broadcast's
director of marketing.

Price is one variable: speed is an-
other. The XDCAM disk can transfer
low-resolution (or proxy video) up to
56 times faster than real time. a key
part of Sony’s sales pitch.

And with more than 50% of
televisions in the U.S. expected to
be HDTV sets by the end of 2006,
Hugo Gaggioni. Sony Broadcast
chiet’ technology officer. says the
market will be primed for HD news.
a potential sweet spot for the HD
XDCAM. which will probably be
available in early 2006.

Until then. Shapiro says stations
will be focused on getting their plants
ready for HD. "Broadcast stations are
still very much in the SD world,” he
says. “They'll need a total infrastruc-
ture change tor HD, and we think field
acquisition will be the last piece, not
the first piece.”

A REFINED XDCAM

In addition to showcasing its HD
model, Sony is unveiling several other
products at NAB. For instance, the
SD version of XDCAM. which will
be on display, has been refined. Sony
has shipped more than 5,000 XDCAM
units since its introduction in April
2004. This year, the NAB exhibit will
highlight the growing maturity of the
product line.

The biggest change from last year
is how quickly stations can edit with
proxy video. “Companies like Avid
will show how easily the editing can
be done.” says Shapiro.

Once ingested into the nonlinear
editing system. personnel can begin
assembling story clips.

When the XDCAM disk arrives at
the facility, the high-quality content is
inserted in place of the low-quality con-
tent for on-air playback. Sony will also
demonstrate the ability to send proxy
video live from the camera via Wi-Fi to
laptops or directly to the station.

Bob Ross. CBS SVP. East Coast op-
erations. is a believer in the XDCAM
wireless transmission capability.

“The cameraman can be up on the
camera stand with 12 other people and
the reporter or editor can be somewhere

is the HDW-8280 half-rack HDCAM
VTR. designed for newsgathering and
outside broadcast applications. It can
record and playback in 1080/24p as
well as 1080/60i. There is no 720p op-
tion, since it doesn’t have a downcon-

New cameras being showcased at NAB: Sony X310 and the DSR-450W$S

The XDCAM disk can transfer low-resolution proxy
video up to 56 times faster than real time.

else putting notes into a computer re-
lated to the video.” says Ross.

Those notes can then be transmitted
back to the cameraman and attached
to the video file. "You don’t need to
put that information on a disk or USB
card and marry it to the video later.”
he adds.

A second bonus: The video can be
sent back to the station, where the
producer can download and edit at the
same time it is being shot in the feld.
In a competitive news environment. that
can mean being first to air with a story.
And if a station wants to blast live foot-
age straight to the Internet, it can.

MORE ROBUST
Also new for the broadcast community

verter. (It is priced at $39.000.)

Another new product is the Anycast
Station. Last year at NAB. the compa-
ny introduced it as a live-content sys-
tem packaged in a briefcase. Complete
with monitor, production switcher and
camera controls, Sony believed it was
a perfect fit tor churches and disc jock-
eys. But once broadcasters examined
it, they began requesting broadcast-
style features.

“We spent the past year redesigning
it.” says Shapiro. “and believe it's a
much more robust product.”

Anycast is like a production studio in
a suitcase. It can handle multi-camera
recording and even broadcast content
to the Web with a built-in encoder and
server. Other features include a video

switcher with
16 wipe patterns
and an audio
mixer which
can handle six
channels. No
announcement
vel on prices or
ship dates.

For those sta-
tions and sports
broadcasters
looking to add HD point-of-view
shots. Sony has revamped its HDC-
X300 compact HD camera. It weighs
less than three pounds without a lens
and is useful in stadiums or in keeping
track of road conditions.

Unlike the original unit. which only
had an HD/SDI output and limited
cable runs 10 900 feet. the new camera.
the HDC-X310. has an optical-tiber in-
tertace and permits runs of 3.300 feet.
The camera will cost $17.000. and the
interface another $3.500.

Sony’s Alec Shapiro

HOLLYWOOD STYLE

Sony will also address the Hollywood
production community. from both the
TV and movie sides. Each group ap-
preciates the ability to shoot video
at 24 progressive frames per second.
matching the frame rate of traditional
film production.

Sony wants 24p to be one of the
buzzwords at this year's convention, so
it is extending 24p capability across its
product line—from DVCAM to HD-
CAM. The DSR-450WS (a widescreen
version of the DSR-400) can record
24p. 30p or 601 images. And it will
cost less than $18,000. (The DSR-400,
for 4:3 production, will run $10.800.)
“We also will have upconversion Kits
for 720p and 1080 resolutions so our
customers can evolve their operations
and infrastructure.” says Shapiro. Cost
of those boards will be $4,500, with a
fall delivery.

While 24p works for those who shoot
hourlong dramas and movies, it is of
no help to the live production commu-
nity. That is why Sony is introducing
the HDC- 1000 studio camera and HDC-
1500 portable camera. Both record 1080-
progressive lines at 60 fps. a step the
company believes will help broadcasters
produce sports in either 1080i or 720p.

Available this summer, it will be able
10 shoot in 24, 25. 30, 50. and 60 frames
progressive. Says Gaggioni. “The
camera sensor costs an arm and a leg
1o develop, but we’ll leverage it across
many products.” 1l
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* Cable’s first and only inspirational

Here’s why we’re so confident:
i-Lifetv generated over 4,000 new digital customers (including
over 3,000 “non-subs”) for Cox Las Vegas!

If we can do this in the “Gaming Capital,” imagine

what we can do in your city!

* High-demand, values-based
lifestyle programs.

* A campaign that works in any
market... at any time.

lifestyles network.
¢ 18 new exclusive and

original programs!

It’s a marketing campaign
you can frust.

Call your Inspiration Networks
representative today and do the math.
Empower your digital lineup today.
Add i-Lifetv, a proven digital driver. ¢

It's A Lifestyle
You Can 'lrusl'

'www.inspnets.com
800.725.4677



m Rev Up NASCAR’s VOD enhances race

NASCAR fans got a

treat during the Daytona
500 on Feb. 20. Once again,
NASCAR rolled out a

VOD package that enhances
viewing. Subscribers

can almost jump behind

the wheel with some of the

country’s hottest drivers for
the 36 races that comprise
the Nextel Cup series.
Jeftrey Pollack, NASCAR

managing director,
broadcasting and new
media, talks with

B&C’s Ken Kerschbaumer
about how the

biggest sport in America
caters to fans.

Be first.

Because it’s only news once.

From ingest to playout, nothing stands in the way of a great story.

To be a leader, you have to stay on top of the news, the competition, and

the latest technology. That's why Avid has become a leading choice of news

organizations around the world for innovative editing, media asset management,

networking, storage, and newsroom systems. Integrated, all-digital, end-to-end broadcast

solutions from Avid continue to set the pace in versatility, reliability, and B

price/performance, so broadcasters can focus on today's news — and not

worry about tomorrow's technology. www.avid.com/broadcast

Avid

When the VOD package came
out two years ago, it seemed
like an interesting experiment.
Has It worked?

Both consumer and critical
reaction have grown. This
is a new type of TV experi-
ence, and we’re realistic in
terms of how quickly it will
be adopted. For us, this is
all about increased viewer
choice and control.

Any changes to the package
this year?

It hasn’t changed much.
It’s still seven channels of
dedicated in-car cameras,
live telemetry data and live
in-car communications.
The focus is on the fans’
ability to switch from car
to car.

How much does it cost?

A full-year subscription is
$99, but we have an early-
bird special through Feb.
27 of only $79.

Will you add more channels in
the future?

Right now, we’re limited
by the number of cars with
cameras in them. On any
given weekend, it could be
eight to 12, so we settled
on seven channels. But as
the seasons roll on, this
venture will grow and
change. We'll have more
room for things, to the ex-
tent that set-top box inter-
active applications become
more widespread.

Is this kind of offering something
other sports should be looking
into?

I don’t want to comment
on others, but we’re pretty
unique. NASCAR is very
fan-friendly. I look at this
as akin to strapping a cam-
era onto an NFL or

NBA player during the heat
of competition.

You have broadband and wireless
services. Is NASCAR a natwral fit
for new-media technologles?
We're very bullish on our
portfolio of new-media
ventures. We have 75 mil-
lion fans in the U.S., and
about 40 million consider
themselves hard-core. They
spend an average of nine
hours a week on NASCAR
media. Our job is to make
sure we're bringing the
sport to fans on platforms
that are meaningful,
interesting and real. B
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WE NOT ONLY DELIVER
THE BEST HDTV CABLE NEIGHBORHOODS,
BUT EVERY NEIGHBORHOOD IN AMERICA.

SES AMERICOM'S HD-PRIME not  performance, further distancing  deliver every neighborhood and
only offers the most desirable itself from any competitor. TV address in North America.
HDTV cable neighborhoods, but

delivers every TV neighborhood Since 1973, SES AMERICOM has  For more information on

in America. With the recent been the undisputed leader HD-PRIME, please contact Carl
launch of the g in North America for Capista at: +1.609.987.4246
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state-of-the-art Pyl Ccsirable cable and www.ses-americom.com. We'll

satellites AMC- broadcast neighborhoods be at NCTA, too: booth 721.
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industry-leading HDTV platform  neighborhood. Bring your HDTV S ES /A\ AM E RI C O M

for power, coverage and signal to HD-PRIME, and we’ll An SES GLOBAL Company

Copyright©2005 SES AMERICOM. All rights reserved.



BROADCASTERS’ FOUNDATION

Percy Sutton: Hard Work Led to Major Rewards

Nearing 85, this Golden Mike winner is unstoppable By Stuart Miller

;:-;‘A‘ '

Inner City Broadcasting's Percy Sutton has done it all.

hen they write the book on Percy

Sutton’s life, his founding and nur-

turing of Inner City Broadcasting

(ICB) may take up just one chapter.

After all, this guy was a Tuskegee
Airman, a Freedom Rider, Malcolm X’s lawyer, the
head of cable companies in New York and Philadel-
phia, and a Manhattan borough president. And that’s
probably not even half of his biography. He is now
starting a new career, heading up a high-tech company
he plans to take public in 2006.

“Percy Sutton started it all,” says Alfred Liggins,
CEO of Radio One, now the largest black-owned
radio-station group in the nation. “We at Radio One
aspired to emulate Percy and Inner City Broadcasting,
as did any black broadcaster of any size and scale.”

That, in short, explains why Sutton, who turns 85
this year, and his entire Inner City Broadcasting fam-

ily (including his son, Pierre, who now runs the com-
pany, which owns nine AM and seven FM stations)
are being honored with the Broadcasters’ Foundation
Golden Mike Award on Feb. 28 in a black-tie fund-
raiser at Manhattan’s Plaza Hotel.

“He was a groundbreaker in the No. | media mar-
ket,” says Gordon Hastings, CEO of the foundation,
which distributes money to industry employees fac-
ing personal financial crises (see story below). “And
while we talk in the radio and television business
about our commitment to local communities, here is
an individual whose résumé—in terms of service to
the community—no one can match.”

Sutton devotes much of his energy these days run-
ning Synematics Inc., a high-tech software/hardware
company, but broadcasting has always been close to
his heart.

BIG DREAMS
As the youngest of 15 children living on a farm just
outside San Antonio, Sutton used to hold a corn cob to
his mouth and state, in his best radio voice, “Ladies and
gentlemen, this is Percy Sutton from high in the clouds
in the Smith/Youngtown building,” referring to a local
*“skyscraper” that housed a radio station—and that Sut-
ton, as an African-American, could not even enter.

But while prejudice was a fact of life as he grew up,
it couldn’t dampen his motivation and inspiration to
dream big. That came from his father, who was born
before the Emancipation Proclamation and became a
school principal and un-
dertaker. The Suttons also
ran numerous local busi-
nesses, putting Percy and
his siblings to work—hard
work.

For pleasure in his spare
time, Sutton, whose will-
ingness to take chances
proved crucial to his later
success, learned stunt fly-
ing. “l have been a risk-
taker all my life,” he says.

During World War I,

As a Tuskegee Airman

Sutton served as a combat intelligence officer with
the Tuskegee Airmen, the all-black combat unit that
distinguished itself for its toughness. After the war, he
worked his way through college and law school, at one
point simultaneously juggling jobs in the post oftfice,
as a train conductor and as a waiter. Sutton plunged
into the civil-rights movement. He headed New York’s
branch of the NAACP, joined the Freedom Riders,
provided counsel for Malcolm X and got involved in
New York politics.

But he never let go of his dream to be in broad-
casting. He got on the air on WLIB New York by
working for nothing, but he soon realized that *I'd
be better off owning the station.”

NO E-Z CREDIT

During the 1960s, Sutton says, he went to dozens of
banking institutions looking for backing to start Inner
City Broadcasting. Even after he bought WLIB, he ran
into doubters on his home turf. When he looked for in-
vestors among his black associates, he recalls, “only two
believed in me and invested in the company.” But Sutton
believed in himself: “I knew I had a talent for hiring the
right people, and I knew how to make money.” He has
since donated ICB stock to charity but has not sold any
outside his family.

The company eventually expanded from New York,
adding stations nationwide.

Sutton also learned how to deal with defeat. He
says he poured $31 million of his family’s money into
trying to revive Harlem’s famed Apollo Theater, with
mixed results. The Showtime at the Apollo TV program
was originally rejected by every white station owner
outside of New York because they’d never heard of
the theater, Sutton says. He eventually built up the
syndicated program, only to become embroiled in
controversies over both the theater itself and the rights
to syndicate the show, which ICB lost in recent years.

Sutton says he has learned two things: to never
look back and that optimism about the future is es-
sential to success. “Don’t cry for yourself and don’t
worry about the indignities of the past,” he says.
“You have to understand history, but you always
have to be forward-looking.” Il

Foundation Is a “Godsend” for Those in Need

Organization provides a helping hand just when it's needed

t is difficult, if not impossible,
to imagine the impact of the
devastating blows Cheri Wyman
absorbed in September 2002.
First, her husband John, a sales
manager at KEZW Denver, suffered a
fatal brain aneurysm. Two days later,
Cheri was diagnosed with multiple
sclerosis. But beyond the emotional and
psychological challenges of burying her
husband and facing a debilitating disease
while raising two teenagers was the very
practical matter of finding the $1,400 a
month to pay for the medicine that could

help prevent the MS from progressing.

“l didn’t know where to turn,
but someone at the station told me
about the Broadcasters’ Foundation,”
Wyman says. The foundation came
to her assistance immediately. “If it
were not for them, 1 could not afford
the medication,” she says. “They have
been a godsend.”

The mission of the Broadcasters’
Foundation is to provide financial as-
sistance to those in the industry (or their
immediate tamily) who, through no fault
of their own, tind themselves in acute

financial need, says President Gordon
Hastings. Wyman is getting $1,000 a
month, and Hastings says that will con-
tinue as long as she needs the help.

CALAMITIES AREN'T SCHEDULED

The foundation currently helps 28 indi-
viduals or tamilies on a monthly basis,
along with providing grants on a one-
time basis. “That’s a big caseload.” Hast-
ings says, adding, “*What is so important
for people to understand is that I have no
idea how many new requests will be on
my desk each afternoon.”

The organization, which relies on mem-
bers and state broadcaster associations to
provide referrals, pays for these grants out
of current income raised at events like the
Golden Mike Awards gala. It has an en-
dowment of just under $1.5 million, but
Hastings wants to build that up to cope
with the swell of baby boomers who will
need a helping hand in the future.

In the present, those getting the help
can’t sing the foundation’s praises loud
enough. Wyman says gratefully, *'I could
not have gotten through this without
them."—S.M.
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‘Race’ to

Victory

Amazing’s co-creators capture the human condition

s The Amazing Race

launches its seventh |

trek around the

globe March 1, CBS

is recruiting contes-

tants to compete in

two more rounds.

The network recently ordered races 8 and

9 from husband-and-wife creators Ber-

tram van Munster and Elise Doganieri.

Amazing Race not only claimed the

Emmy for best reality series two years

running but was honored in January with

the 2005 Producers Guild of America
award for nonfiction TV.

Van Munster’s long résumé includes

a stint with Fox’s breakthrough series

Cops, while Doganieri spent a decade

in advertising. That changed shortly

after she married van Munster. One

day, he asked her to pitch him an idea

for a TV show. In less than five min- EVTR ZTCE RIS

utes, she came up with the concept for EIENTERTTEVE{EIFTTITY)
Amazing Race, a global scavenger hunt EETTECHTIER: PN EREFITTES
that forces pairs of contestants to work EESCITUTRNTTT

together in extremely stressful situa- EEERETRCTRTEEY

tions. The logistics are so complex it EELUETCRYS LTI
takes about 2,000 people to produce RAECHITZHICTR

each race.

A ratings winner for CBS since it de-
buted in September 2001, Race ranks
among the top 10 shows in any given
week. Its co-creators talked with B&C’s
Jim Finkle about the show’s creative
challenges and why it works.

Why do you think this show has performed
better in ratings vs. others?

ELISE DOGANIERI: We have a show that’s
real quality. People want to see quality.
They don’t always want to come home
and be brain-dead. You can feel good
about watching it.

BERTRAM VAN MUNSTER: You are also
exhausted after you’ve seen one hour
of it. You want to go to bed and sleep
peacefully.

What's the show really about?

BVM: It’s all about the story. The world
and the situations you put them in are
just in the background. The characters
and the story are in the foreground.

What Is the theme or nature of that story?
ED: The human condition. How do two people func-
tion when they are put under stress? They’re tired.
They’re hungry and faced with financial issues and
language barriers.

“There is

no formula

to do this thing.
There is

fluidity in

the show

all the time.”

BERTRAM
VAN MUNSTER

Have you made any changes to the game
In season 7?

BVvM: We made some really, really
exciting tweaks that you're going
to enjoy.

Can you tell me about them?

BVM: I'd like to keep it as a surprise.
But there are going to be things that
are extremely exciting. When | first
came up with this, I wasn’t sure if it
was a brilliant idea. But it turned out
to be an extremely good idea.

What is it like working so closely with
your spouse?

BVM: We got married five years ago.
It is almost a miracle we’re still
married.

What makes it so difficult?

ED: It never ends.

BVM: The work never ends. You take it
with you 24 hours a day.

Do you travel separately when you go
overseas to plan the show?

ED: Bertram and | lay out the route.
Bertram scouts six of the shows, |
scout the other six. We come back
and put all the ideas together and
make it happen.

What is the most difficult thing about pro-
ducing the show?

BVM: Everything.

ED: Creatively, it’s a challenge every
season. We put a map up on the wall,
and we start picking locations. We have
to figure out logistics and creative.
BVM: And money.

ED: It doesn’t get easier.

BVM: What makes it difficult is that
the show is not cookie-cutter. Every
44 minutes that we produce for CBS
is almost always an experimental
show. There is no formula to do this
thing. There is fluidity in the show all
the time. The contestants are on the
move. We don’t know what they are
going to do next.

There was a lot of controversy over the
way Jonathan Baker treated his wife
during Amazing Race 6. In particular,

there was a shoving Incident that troubled a lot of view-
ers. You reprimanded him, but many viewers sald they
thought you should have kicked him out of the game. In
hindsight, do you wish you had thrown him out?

BVM: To tell you the truth, to a certain degree he did
blindside me.

In what sense?

BVM: You cast somebody, and they show one side of
themselves. Something else comes out when they're
under stress. That behavior | could not predict.

Have you changed your screening procedures as a result of
what happened with Jonathan?

BVM: He’s actually not a bad guy. But it was very
unusual the way he dealt with the stress of the
show.

ED: We do psychological testing and background
checks. That’s something we’ve done from the very
start, and that will continue.

Let's talk about safety. How dangerous Is it for your contes-
tants to be driving around in foreign countries in cars they
may not feel comfortable driving?

BVM: They may look like jalopies, but these cars have
been really tested and carefully checked by us.

What about the taxi drivers? Some of them seem kind of
dangerous.

BVM: The taxi drivers are obviously random. But
taxis all over the world are controlled by the very
firm rules they have in those countries. Sometimes, it
looks like they’re driving around in old cars, but all
these countries have rules and regulations for their
own taxi cabs.

When you're filming overseas, do people know what's go-
ing on?

BVM: They totally recognize us. It doesn’t matter
where we go. They are people pointing at the flags
and saying, “That’s the Amazing Race.”

ED: We're always saying, “We don’t know what that
is, we don’t know what those flags are.”

BVM: And people say, “We know you guys.” People
get a kick out of it.

To what extent Is what we see on television staged by your
players? Are they acting?

BVM: You cannot act in front of these cameras. You
can’t possibly do that 24 hours a day. Maybe once in
a while they’ll try, but it immediately looks ridiculous
and obvious.

What do you plan to do beyond The Amazing Race?

BVM: More exciting television. I'm also developing
some ideas that could easily translate into a very
good movie.

Scripted or unscripted?
BVM: Scripted.

Do you want to keep working with CBS?
BvM: Absolutely. We tremendously enjoy working
with them.

Are there similarities to the stress the couples face on your
show and the stress you go through as you produce the show?
Is there the same kind of tension?

ED: This is a high-stress job for anybody. Even if we
weren’t married, I think working together we would
have our moments. Most of us do on this production.
It’s just a matter of being able to say, “OK. That was
work. Let’s go home and go out to dinner, and we can
fight about dinner instead.”

BVM: It certainly has been a phenomenal adventure.
I’1l be eternally grateful to Elise for coming up
with such a simple idea that’s so complicated to
produce. B
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SPECIAL REPORT:
What They Want

NAB BUYER GUIDE | 4

If your travel plans include a trip to the NAB Convention in Las Vegas
(April 16-21. with the show floor opening on Monday. April 18). you
probably know what to expect: attending innumerable industry ses-
sions, walking endless aisles to visit more than 1,400 exhibitors, and
trying to get a handle on where the industry is headed.

On the following pages, you'll tind cur Major Network NAB
Buyer Guide. It's the first of five special reports B&C will run
between now and the show. The first two reports will take an in-depth
look at what some of the industry's biggest technical execs are look-
ing for at NAB. Then we'll dive into the exhibitors themselves for

our “Road to NAB™ reports. rounding up the top gear from the top

Here’s what major networks will be buying at NAB
Stcries by Ken Kerschbaumer and Glen Dickson

manufacturers in a wide variety of product categories.

Coming:

March 14: Major TV Station Group NAB Buyers’ Guide
March 21: Road to NAB: Newsroom Operations

April 4: Road to NAB: Station Operations

April 11: Road 1o NAB: IT Infrastructure

April 18: Special NAB Show Issue

Filling the Gaps

Ross wants to finish HD puzzle for CBS By Ken Kerschbhaumer

ike a chef shopping tor just

a few special ingredients to

complete a gourmet meal.

Bob Ross, CBS senior vice

president for East Coast
operations. wiil spend the NAB show
finding the bits and pieces that he
says will help complete the HD pro-
duction enviroanment. “We have good
cameras and good switchers, but we
still need things to tie it all together.”
he says.

Those things include graphics de-
vices that are a little more
HD-friendly and editing
systems that can more
quickly work with high-
def. “"We're ulso looking
tor price reductions on
those things as well.” he
says. “There’s still a bit of
a penalty for doing stuff in
HD. so we'd like to see it
be equal.”

With the end of standard-
definition analog in sight.
he says. some HD gear has
become as inexpensive as SD equip-
ment. But some equipment still comes
with a 29%-5% premium. while others

Bobx Ross

can be even more costly depending on
the amount of additional processing
power needed.

The HDV cameras from Sony and
JVC are a perfect example of the kind
of pricing structure Ross wants. “You
can buy an HD camera for $3.000 now.
and that's how much a DV prosumer
camcorder cost only a few years ago.”
he says.

All the talk of HD is also beginning
1o spread to the newsgathering side. Al-
though the technology for HD electronic
newsgathering (ENG) is in
place for building things
like HD news vehicles.
Ross says. it is still dif-
ficult to acquire broadcast
news in HD. I think we’ll
see some pretty cool stuff at
NAB that will allow people
to do cost-effective news
gathering.” he predicts.

Topping CBS’ wish
list are ways (o get news
signals back from the tield
via microwave. Ross has
seen some interesting combinations
and solutions. but two issues remain.
On one hand. the signal has to be

compressed to a manageable size so it
can be sent back to the station. On the
other. it can’t have a lot of “latency.”
or time delay.

“If there are two seconds of latency
because 1t's getting compressed. you
can't do a Q& A with the reporter.” he
says. “['m hoping to see more than a
couple manufacturers have a solution
for that because that’s the last real
breakthrough we need.”

CBS is in the midst of building a
new broadcast origination center in
New York that will be server-based.
While nothing needs (o be invented
to put it together, Ross is looking for
the right pieces. “The technology is
changing over so fast that. as soon as
you make a decision. you're kind of
stuck.” he says. “So all the sotiware
tools we've been developing are ge-
neric from a hardware standpoint.”

CBS won't look for tons of storage.
since it doesn’t keep much program-
ming online. But servers and routers
are on its NAB shopping list. Audio
and video routers are becoming smaller
as [T-based routers gain popularity.

CBS is in an awkward phase. “The
problem at the broadcast center is
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Shopping List

—HD graphics gear

—HD acquisition
equipment

—HD ENG
transmission gear

—Routing switchers

—Video servers

that we're still moving a lot of video
around.” Ross says. “We'll move some
of it around in an IT function. but we
still have a huge infrastructure 1o sup-
port for video. We have 40 fiber feeds
coming into the building and multiple
inputs trom different countries in dif-
ferent formats. and all of it needs 1o be
converted to video.” R

Report continues on page 30
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Fox Huntin

After HD debut, some fine-tuning By Glen Dg

fter last year’s show. Fox is

due for a stress-free NAB.

Having pressed hard to

launch HDTV prime time

and sports broadcasts this
past tall. Fox's technology team can
relax somewhat, as the HDTV plant in
Los Angeles and the HDTV-receiving
and MPEG-splicing gear at aftitiates
continue to run smoothly.

“We have virtually every component
we had in the SD [standard-definition]
world. and mercifully, the manufacturers
have stepped up and devel-
oped products that give us
a comparable program to
what we had in SD.” says
Richard Friedel, executive
vice president and general
manager, Fox Networks en-
gineering and operations.

“One area we are really
focused on is an affiliate
branding project.” says
Friedel. He would like to
identify technology that
will allow Fox affiliates
to insert local branding. such as call
letters. time and temperature displays.

Eas

o

Richard Friedel

into local SD and HD broadcasts.
“We're in the midst of planning.” says

Friedel. “The promotions people are al-

ready doing creative. and we're already

talking to vendors. There's a lot of stutt

in discussion. but we have to tind the
hardware. We're hoping for a one-box
solution for both HD and SD.”

Fox wants to find more-effective
gear for monitoring audio and video.
now that the HD launch has doubled the
workload for master-control operators.

“They could be watching as many as
nine football games in HD

commercials,” says Friedel.
“They have to watch the
audio. the video and the
captioning. It's really dif-
ficult to find good ways
for one or a few people to
efficiently look at all that
stuff.”

Fox will be investigat-
ing virtual monitor-wall
technology and brain-
storming with vendors
like Evertz. Miranda and Barco for
new video-monitoring solutions.” We're

Does It

NN’s Castle aims to integrate, simplify

ordon Castle. senior vice

president of technology

tor CNN. will head to

NAB with three things

on his mind: integration,
extension and simplification. “That’s our
mission statement.” he says.

With CNN relying more on moving
content around as files. Castle is heading
to NAB looking for tools to
make that even easier. Get-
ting content in from CNN
bureaus and out 1o CNN
Newsource (the service that
provides video to member
stations) is one of his top
priorities. Enhancing the
media-management  tools
related to such file move-
ment is another.

“Media management. ed-
iting systems and so forth
are still on our list of things
to look at,” he says. “There’s always
new-product appetite for those types of
systems.”

Media management continues to be
a tricky area because it is increasingly

Gordon Castie

incorporated within products like video
servers, editing systems and even ac-
quisition formats. Castle says CNN ap-
proaches media management as if it is
an entity unto itself and then ties it into
those other products.

Two previous projects. an asset-
management system based on Informix
and Virage technologies. and a digital
archive based on IBM and
Sony technologies are in
place at CNN.

“Enterprise-level  me-
dia-management systems
are still a developing art.”
Castle says. “So we're still
focusing on it because we
don’t yet have immediate
access (o all content by all
of our areas.”

For example. major bu-
reaus have no problem ob-
taining access to low-reso-
lution proxy video, but smaller bureaus
might have.

As for simplification. Castle and his
team will head to NAB looking for
Journalists™ tools. Scheduling. searching

and SD, with two sets of

trying to find better ways to present in-
formation,” says Friedel. “but we don’t
necessarily have a lot of good ideas.”

Fox uses various products from
Wohler, Dolby and Tektronix to moni-
tor its Dolby Digital 5.1-channel audio
output. but Friedel says there is room
for improvement. For program playout.
Fox is currently relying on Thomson
Grass Valley Profile video servers, but
the network is looking to purchase ad-
ditional HD server equipment.

Another hot item is automation
software. with a particular focus on
systems that are designed for live pro-
duction and run on robust operating
systems, such as Unix or Linux. Says
Friedel. "We're not too thrilled about
using Windows for a mission-critical.
real-time Kind of system.”

Fox will be shopping for on-air audio-
production consoles, where it still re-
lies on 10-year old AMS Neve models
for such shows as Fox NFL Sunday.
It wants to upgrade its sports editing
operations from old Grass Valley and
Sony linear tape-based systems to non-
linear editors and is close 1o selecting
a vendor.

Friedel will look at new digital
systems, such as Sony’s optical-based
XDCAM and Panasonic’s solid-state
P2 solution. So far. Fox is leaning
toward the P2 format. says Friedel.

THE WORLD'S NEWS LEADER

'
Shopping List

—Media-management tools

—Nonlinear editing systems

—Tools for journalist
workstations

~—Field production equipment

—HD gear

and media-management functions have
been integrated loosely or directly into
the Avid iNews newsroom system. But
it is still a complex environment. and
Journalists need to be expert users to
understand how to use all the tools.
“We're looking at the integration
framework for journalists’ tools as
well as the tools themselves.” he says.
Bottom line: CNN wants gear that
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FOX

Shopping List

—Local-branding solutions

—Virtual monitor-wall
technology

—Digital audio-monitoring
gear

—HD playout servers

—Audio-production consoles

—Digital acquisition systems

despite the relative expense of the
flash-memory cards it uses.

“We really are enamored with the
idea of solid-state memory and no
moving parts. no thermal or electrical
problems. but we don’t know how fast
that technology is going to roll out.”
he says. “The company as a whole is
taking a strong look at that.” Il

connect journalisis to the stories they
need—faster.

Field production is an important fo-
cus, as CNN wants to extend the file-
based world out to story sites. The net-
work has found success with laptop-based
editing in the field and delivery of some
stories as files, but Castle will investigate
some of the new tools that use wireless
Internet networks to deliver content.
“There’s still a quality-of-service issue
with those networks, but we've had really
good luck.” he says. “You can still tell a
pretty big difference in the live stift. but it
is pretty hard to tell the difference on the
store-and-forward stuft”” One thing he'd
love to see: a Wi-Fi—enabled Firewire
connector allowing video to be streamed
over a modest distance from a camera to
a laptop or other editing device.

HDTYV still will be one of the big sto-
ries at the show. and whtle CNN doesn’t
have an HD plan. it has been laying an
infrastructure for HD including routers.
cameras and production switchers. HD
gets Castle’s attention only when the
price is right.

“We're already deploying HDV cam-
eras because they're only marginally
more expensive than the DV cameras.”
he says. “And we're starting 1o see
products like that. which can bridge the
SD/HD gap. because we can use it for
both.—K.K.
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What in the World?

At NAB, Discovery aims to meet needs all over the globe

ot glue? That will be the
theme of Discovery Net-
works” NAB hunt as it
searches for the tools and
methods to connect its fa-
cilities worldwide more closely together.
Later this year. it opens a new technical
facility at its headquarters in Sterling,
Va.. but it is also rebuilding facilities in
Singapore and London. John Honeycutt,
Discovery Networks' se-
nior vice president. broad-
cast operations. says the
rebuilds will create a plat-
form for content-sharing,
as tools like transcoding
engines or asset-manage-
ment systems become in-
creasingly important.
“We're always looking
to see what's happening
in asset management. but
we also want to explor
what we call alternativ
distribttion methods.” Honeycutt says.
“Things like VOD. cellphones and

S

More people

Dlane Tryneski

broadband are becoming important.”
Diane Tryneski. senior vice president.
Discovery production group, says those
outlets are something Discovery has to
think about when it begins the produc-
tion process. “IU's not just a central
server that is kicking out material to TV
viewers.” she says. Discovery has to take
into account how it can produce material
for different platforms most efficiently.
Honeycutt says Discov-
ery is keeping a close eye
on teicos like SBC and
Verizon that are looking
10 use MPEG-4 compres-
sion. MPEG-4 encoding
and decoding is sull in its
infancy, but Honeycutt is
impressed. “We had the
guys from Modulus Video
in here, and they're mak-
ing advances all the time.”
he says. “"We have to watch
that technology and make
sure stability is there. but it’s clear that
the telcos and DBS providers are going

are looking to Ross products

to handle their production needs

down that road. As content providers.
we have to ensure we deliver the content
at a quality that gives the best viewing
experience for the consumer.”

Tryneski will head to NAB looking
tor new production and post-produc-
tion tools, and items like the new
acquisition formats are always being
eyed. “For [freelancers] producing for
our network. we have standards that
we set. 7 she says. "And when we look
at production equipment, a big part is
the ability to transcode it for our inter-
national services.”

Discovery now uses Sony’s HDCAM
format internally and requires ouiside
producers to send in content at 1080i.

Discovery uses Avid editing systems
but is looking at what work the vendors
have done around the AAF and MXF
formats. It will take a look at Apple’s
Final Cut Pro editing system and also
investigate other less costly systems.
“We can start looking at truly consumer
software 1o do cuts for a cellphone video
package.” says Honeycutt.

DIScovery

14
Shopping List

—Asset-management
systems

—Nonlinear editing

—Video servers

—New acquisition formats

—MPEG-4 compression gear

—New post-production tools

He says Discovery is looking for

open-standards servers because any new
servers need to be interoperable with
existing equipment. Play-to-air servers
will need more horsepower while serv-
ers for editing can be less expensive.
Says Honeycutt. “Closed systems just
aren’t going to work here"—A.A.
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ABC on the HD Lookout

High-def microwave and satellite systems are a priority

ome 40 members of ABC's

broadcast operations  and

engineering group will make

the trip to the NAB Show to

attempt (o uncover some
tech gems.

"We  always go  out
to NAB hoping to find
something that is not on
our radar screen.” says
Preston Davis. president of
ABC broadcast operations
and engincering. However.
Davis and his team have
a few definite items on
their shopping list. ABC's
successtul high-detinition
broadcast of last month’s
presidential inauguration.
which involved 36 HDTV cameras and
four production vehicles. gave the net-
work valuable experience and uncovered
a few technology gaps. says Davis.

“We are still looking for HD wire-
less equipment. like digital microwave
systems. that can handle the HDTV
bandwidth for the type of wireless HD
cameras that would be used on some-
thing like the parade route during the

Preston Davis

inauguration.” says Davis. "HD satel-
lite newsgathering [SNG]| equipment is
also still very much on the hist.”

ABC 1s still evaluating new digital-
storage media for news production and
archiving. including Sony’s
XDCAM optical-based so-
lution. which stores video
on special DVD disks using
blue-laser technology: Pan-
asonic’s P2 system. with
records content on solid-
state flash memory cards:
and  Tkegami's  EditCam.
which stores video on a
removable hard disk. ABC
is due to receive all three
products by early March
and will be testing cach
in conjunction with Avid Techinology’s
nonlinear editors and iNews™ newsroom
system. which ABC has been deploying
over the past two years. "We'll be testing
each as a system. not just as a standard
acquisition device.” says Davis.

While considering electronic news-
gathering (ENG) camera systems.
ABC will be looking closely at JVC's
HDV as a low-cost. high-definition

acquisition format for news.

With two new production control
rooms under construction in New
York. Davis is looking for multi-format
switchers that operate in both SD and
HD modes. ABC wants HDTV graphics
devices. including character generators
and digital video-eftects systems.

“"We're hoping 10 sec more devices
and low-cost choices for HDTV graph-
ics production. as well as shared storage
devices for graphics.” says Davis.

ABC also wants devices for sending
digital ENG or SNG feeds with less
bandwidth or delivering ABC content
1o wireless devices like PDAs.

The network already delivers con-
tent to PDAs through ABC News
Now. a broadband-based service it
tested as a digital network through
the 2004 electoral cycle. It was car-
ried by some 70 ABC aftiliates as a
part of their DTV broadcasts and was
also available 10 6.5 million cable sub-
scribers. ABC concluded the broadcast
trial late last month. leaving it as an
Internet-based service. but the digital
network will launch again this spring.
Davis is now figuring what receiver

Buying in Bu

NBC Universal will shop for a lot at NAB

BC Universal's  John
Wallace is  going to
preside over a big field
trip at the NAB. As ex-
ecutive vice president
of television operations and production
services. he oversees technology for
the NBC network and its 14 owned sta-
tions: NBC Universal cable networks:
and Telemundo and its 16 stations. He'll
take 80 stafters to Las Vegas to help him
shop for technology that can solve pro-
duction and distribution challenges.
Three major areas NBC Universal
will be focusing on at NAB are HDTV.
multicasting technologies
and creating a standard-
ized platform to manage
spot sales and playback
across all NBC Universal
television properties.
“We're looking at solu-
tions for a more complex
environment as we explore
mobile technologies. tar-
geted ads and interactive
mediums like VOD,” says
Wallace. "The traditional

John Wallace

paradigms of how we broadcast and
sell are changing. and there are some
interesting thoughts in how vendors are
tackling the market.”

HDTV production gear is a priority
since NBC will launch Late Night With
Conan O'Brien in HDTV in April and
convert Studio 8H. home of Saturday
Night Live and Last Call With Carson
Daly. by October.

And to support NBC's high-det broad-
cast of the 2006 Winter Olympics trom
Turin. Italy. next February, the network
will upgrade its 32-channe! Genesis
operations center in New York to handle
cight channels of HDTV.

“The biggest difference
[compared with the Athens
Summer Olympics in 2004]
is that the NBC television
network will do a simul-
cast in full HD.” says Wal-
lace. “This time. we will
do all the commercial inte-
gration through New York
and manage multiple time
zones.”

NBC Universal is also

Shopping List

—HDTV graphics and
editing

—Digital-asset
management

—Traffic and automation
systems

—Virtual-set technology

—Low-cost digital
acquisition gear

creating a new network operations
center (Genesis 1I) in Englewood
Cliffs. N.J.. for its cable and Tel-
emundo networks. Due to go online
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Shopping List

—HD solutions for
ENG and SNG

—Digital acquisition systems

—Asset-management
software

—HDTV graphics

—Virtual-monitoring
solutions

—Advanced encoding
technologies

equipment local stations will need.

As he explains. every new tech at-
tempt is just a test to discover prob-
lems. “At the moment.” he says. “we're
building an ABC News Now pilot
system as a way to understand how to
manage the bandwidth and what equip-
ment will be needed at the station for a
service like that."—G.D.

next month. it’s designed to handle
64 channels and a mix of standard-
definition and HDTV feeds. Initially.
it will support 28 channels including
Universal HD.

On the station side. NBC Universal
is focused on  ways 10 use its digital
spectrum for multicasting. with such
projects as NBC Weather Plus, the 24-
hour weather service it is launching in
14 markets. In that vein. NBC will be
investigating “virtual-set” systems.

NBC U 1s standardizing technology
platforms at all of its facilities to stream-
line the selling and airing of comimer-
cials. Wallace wants a systent that han-
dies sales. reporting and playback across
all broadeast and cable properties and is
able to expand to new applications. such
as targeted ads. mobile-content services
and VOD advertising.

“We want a “sales-to-playback” strat-
egy that will let us efficiently sell to the
customer across multiple digital medi-
ums.” he says.

Wallace has digital asset-management
systems on his list. 100. prices have be-
come more reasonable in that area. Stor-
age is important, but “I'm also looking at
the ability to manage content through the
enterprise and push and pull material.”
says Wallace. “If a story is breaking in
Birmingham. can | have it in my desktop
in New York immediately?"—G.0D.
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LOCAL
LEGENDS
This is the first
in an occasional
series of stories
on TV stations
that have long
reputations for
excellence in the
industry and

in the community
they serve.
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Hearst-Argyle station puts its accent on community involvement

It was Thomas “Tip™ O’Neill. the former Speaker
of the House of Representatives from Boston. who
often said, “All politics is local.” The legendary con-
gressman would be happy to learn a version of that
maxim is still alive and well at WCVB. the Boston
TV station where. it seems. everybody has strong
roots to their hometown.

There is no need to coach the statf on the cor-
rect pronunciation of Gloucester or Worcester. Most
WCVB staffers grew up watching Channel 5 and have
Boston—and its quirks—down cold.

Just a couple of weeks ago. over coffee at the sta-
tion cafeteria called Five & Dine. consumer reporter
and noon anchor Susan Wornick watched as col-
leagues entered for a snack. As they did. she rattled
off their hometowns—nearly all from Boston or the
surrounding area.

Star anchor Natalie Jacobson is a Boston native. So
ts chief meteorologist Dick Albert. Weekend anchor
Kelley Tuthill hails from Hingham. where she once
had a Boston Globe paper route. In fact. says Wor-
nick. who was reared in nearby Natick. where she still
lives. “most of us grew up here. It matters a lot to the
viewers.”

In a market proud of its localism. there are fewer
places with deeper roots than WCVB. “People define
great TV stations, and. over the years. WCVB has been
blessed with the best of Boston's TV professionals.”

s Know

BY ALLISCN ROMANO

says David J. Barrett. president and CEO of
Hearst-Argyle, which owns the ABC aftiliate.

Over WCVB’s 33-year history. the sta-
tion has thrived on a two-pronged approach:
heavy locai programming and deep commu-
nity involvement. "My mission is ta institu-
tionalize this station in the community.” says
President/GM Paul La Camera.

WCVB's repertoire of local production
is almost unrivaled. Its 23-year-old nightly
newsmagazine Chlironicle is practically one
of a kind. In addition to five weekday news-
casts—all top-rated in Boston houscholds in
January—producers churn out local specials
and public-affairs programs.

In 2004, WCVB aired 24 original specials
ranging in topics from political issues to health to
sports. All aired in valuable real estate between 7 p.m.
and 11 p.m. WCVB doesn’t like to brag about it. but 1t
is a top preemptor of ABC programming.

The statuon’s news operation is first-rate. “There is
incredible attention to detail. whether it is big events
like the pope’s visit or elections or breaking news.”
says former WCVB News Director Emily Rooney,
now host and executive editor for Greater Boston. a
WGBH local-attairs show.

WCVB has been lauded with a mountain of presti-
gious broadcasting prizes. including regional Emmys,

4
Ed
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LOCAL LEGENDS: SPECIAL REPORT

Anchor Natalie Jacobson (above) is WCVB’s big draw.
Below: WCVB's headquarters in suburban Needham, Mass.
Bottom: GM Paul La Camera has been at WCVB since it began.
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Gabriel Awards, DuPont Awards and Edward R. Mur-
row honors, on display all over the station. In 2001. a
live Fourth of July special. Pops Goes the Fourth, earned
a National Prime Time Enuny nomination, the first for
a station.

In the past. WCVB behaved like a mini broadcast
network. In the 1980s. the station proauced an ABC
Afterschool Special, a prime time movie and a local
sitcom. ABC’s Good Morning America was modeled
on the station’s old morning show. Good Day! That's
changed some. “We've tocused on what we do well:

Continued on page 38
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Buildinga Reputation

WCVB busy with its volunteer Boston “makeover”

WCVB staffers celebrate a recent convent conversion

The challenge: turn a former convent into a home for troubled
children in just three days. If this sounds like an episode of
Extreme Makeover: Home Edition, that is exactly the idea.
WCVB has adapted the hit ABC reality show into a new
community-service initiative. lis first project. Extrerne Make-
over: Boston Edition, converted a one-time nunnery into a
new facility for the Home for Little Wanderers. a local fam-
ily and children’s services nonprofit, in time for Christmas.

“We ve tapped into the spirit of the popular show. Bos-
ton has never done anything like this betore.” says WCVB
President/GM Paul La Camera.

Fortunately. this is one television station that has a staff
knowledgeable about hammers. nails and drywall. For the
past five years, the station has worked with Habitat for
Humanity to build low-income housing. Each summer.

a bus would collect WCVB employees in the parking lot
and ferry them to a work site for two-day projects. WCVB
allows its staffers to take two work days a year for commu-
nity service.

Inspired by its Habitat for Humanity experiences, the sta-
tion was searching for other building projects. Community
Aftairs Director Karen Holmes Ward hit on the idea for
Extreme Makeover: Boston Edition one night while watch-
ing its namesake show. “We want to do as much in the com-
munity as possible. It helps separate us from our broadcast
and cable competition.” says Holmes Ward, who also hosts a
Sunday-morning public-affairs show.

The station quickly mobilized advertisers to help. Sears
donated appliances. local furniture company Bernie & Phyl's
kicked in furnishings, and Allegheny Contract Flooring pro-
vided carpet and tile. Blue Cross Blue Shield sent a crew of
volunteers. JetBlue supplied plane tickets for a trip to Dis-
neyland for the disadvantaged kids and their counselors, and
Sovereign Bank provided funding for the home’s library. The
station crafted promotional spots recognizing its advertisers’
participation.

To pull off the three-day marathon makeover. WCVB
needed all hands on deck. Most station statfers—everyone
from star anchor Natalie Jacobson to La Camera—pitched
in. as did Boston Mayor Tom Menino. The city helped navi-
gate permits and building codes.

WCVB promoted the project through public-service an-
nouncements and reports on its newscast. When the project
was complete. the station’s evening newsmagazine Chroni-
cle recapped the experience.

The station is ready to get back to work. This spring, they
will redo a home for the Committee To End Elder Home-
iessness and another for the Boston Living Center hospice.

The really big project comes this summer: WCVB will re-
hab an entire city block. The station will solicit nominations
on its Web site. TheBostonChannel.com. The winner will re-
ceive fresh paint jobs. landscaping and street cleaning. Sears is
among the advertisers expected to pitch in again. Beautitying a
city block will be a massive undertaking: it also builds a mas-
sive amount of goodwill. Says Holmes Ward. “This time. we
might need a week."—A.R.

Locals Know WCVB
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informational shows and documentaries.” says Liz
Cheng. VP of programming.

As the local TV business has changed every-
where. so has WCVB. Consolidation forced a
new bottom line. which is how WCVB. once
owned by local businessmen. became one of
26 Hearst-Argyle affiliates. Some Bostonians
say that has changed the station’s individuality.
But anchor Jacobson
won't hear it.

“My mission is to institutionalize

this station in the community.”
PAUL LA CAMERA. WCVB BOSTON

TRUE-BLUE ‘NAT
“Stations have gone
through this agonizing
identity crisis.” she
acknowledges. “Who are we? What are we?" But,
she says. “through the passage of time. the chang-
ing definition of news and financial constraints, this
station has kept its identity. It has always thought of
itself as a big part of the community.”

Jacobson——or Nat, as she is known to viewers
and co-workers—is WCVB's most visible face.
She arrived at the station in 1972 and climbed the
ranks to the plum |1 p.m. anchor desk. where she
reigned from 1978 to 2000. Her marriage to co-
anchor Chet Curtis. and their divorce five years
ago. prompted lots of headlines. (He went to
work for New England Cable News.) Other large-
market stations and networks have tried to steal
her away. but Jacobson. who has a young-adult
daughter in town, says she’s just too Boston to
leave. (Other WCVB veterans include Fox News
host Bill O'Reilly, MSNBC's Keith Olbermann
and ABC's Dr. Tim Johnson. who still reports for
WCVB on the side.)

The station has rewarded her loyalty with an en-
viable arrangement. Since 2000. Jacobson works
an abbreviated day, co-anchoring the 5 p.m. news
with Anthony Everett and a solo newscast at 6 p.m.
The rare one-woman newscast is a testament (0
Jacobson’s worth. “Natalie has a long-standing

The ratings in hyper-competitive Boston seesaw monthly. In recent
months, WCVB dominated mornings and early news. In late news,

it grabbed households in January, edging out WHDH, No. 1 the
two previous months. Total-day ratings are equally volatile.

HOUSEHOLD RATING, ADULTS 25-54

TIME PERIOD NOV. 2004 DEC. 2004 JAN. 2005

6 a.m. news ——iie
weve  59/38 @ 53/34 @ 57/36
wez 2.6/1.5 2.8/1.8 33/18
WHOH 3524 3522  36/21
WEXT_ 1108  09/07 _1.0/0.8

6 p.m. news Jily =4 = lA
WCvB S0y IF S Ioi0/3NE SO0
WBE o 0 42/1.6 o 4.0/1.5 43/1.6
WHDH 6.9/3.5 6167/ 2: 90 B i/ 3/ 35 o
latenews 2 R
weve = 67/40 2@ 67/38 @ 7.9/44
Wez = 69/49 2 6.1/38 _6.5/4.2
WHOH 7843 = 7543 = 7848
WEXT* 3.7/2.9 3:1/2:3 4.3/3.4
Totalday =8 sm— -i{rwy 3
weve =0 04223 2@ 40/21 2@ 46/26
wez =~ 40/24 3821 = 42/24
WHOH 4020 = 3720  43/24

*10 p.m. newscast
SOURCE: Nielsen Media Research

reputation.” says Assistant News Director Neil
Ungerleider. “This is not necessarily something
you'd do with another anchor.” Viewers clearly
approve: Jacobson's 6 p.m. news dominates the
market. In January. her WCVB newscast pulled in
a 10.1 rating versus WHDH's 7.3 rating and WBZ'’s
4.3. typical results for the time period. Jacobson’s
contract expires this summer. but both sides seem
inclined to continue the relationship.

The fifth-largest TV market in the country.
Boston TV  some-
times gets rapped for
being too tradition-
bound, its newscasts a
little egghcaded: With
nearly 40 colleges in
the region. an endless
stream of local experts weigh in on TV reports.
The news operations at Boston stations are prob-
ably more high-brow than a viewer would find in
other cities. But while news trends like increased
story counts. shorter packages and more graphics
changed news elsewhere, stations in the market
held on longer to their traditional ways.

SLOW TO CHANGE?

One explanation. says new WBZ President/GM
Julio Marenghi. is the market’s ownership mix.
A Boston native who started his local-broadcast
career in WBZ’s mailroom. he can draw off ex-
perience in big markets like San Francisco and
New York. In other top-10 markets. most stations
are O&Os. which often contorm to a very specitic
network style. For many years. Boston stations
were all closely run atfiliates that did what they
wanted. That. says Marenghi. allowed the market
“to hold on to its old ways for a long time.” WBZ
and Fox station WFXT are O&Os but have been
only since the mid 1990s.

Few people understand Beantown better than
La Camera. A third-generation Bostonian. he has
worked at WCVB since its first day, starting as
public-atfairs director. He got his MBA at night
from Boston University and studied station
operations. His father. Anthony. was a highly
regarded Boston TV critic.

“Over-the-air television is an invited
guest in the home.” La Camera says. "It is
a special responsibility.” Stations. he says.
need to provide quality programming and
give back with public service. Rare among
station executives these days. he often
shares his views in on-air editorials, which
he writes and tapes each week.

Boston was rocked in 1993 when Sun-
beam Broadcasting owner Ed Ansin bought
WHDH and imported a fast-paced. flashy
news style from its Fox aftiliate WSVN Mi-
ami. News Director Joel Cheatwood, famous
for his “if it bleeds. it leads™ brand of local
news. led the charge. “They turned the mar-
ket upside down with a lot of sizzle—graph-
ics. aggressive reporting and fast-paced pre-
sentation—that the market had never seen.”
says WCVB Creative Services Director Paul
Baldwin.

(Further complicating the landscape. WBZ,
which had been an NBC aftiliate. became a
CBS-owned station when  Westinghouse
bought CBS in 1994 and WHDH switched
to NBC.)

The new WHDH caught WCVB and WBZ
by surprise. They ratcheted up the look and
pace of their newscasts. Some Boston TV
observers say WCVB responded by cutting
down on its substance for style. “WCVB was

Continued on page 40
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LOCAL LEGENDS: SPECIRL REFORT

The Most Sl,e%p

eprivi d Guy in Town

Anchor Ed Harding is hard at work,
on early-morning newscast and late at night, too

WCVB news viewers are seeing double. Tune in for the

11 p.m. news. and |7-year station vet Ed Harding co-anchors
with Liz Brunner. sportscaster Mike Lynch and meteorologist
Harvey Leonard. But early risers can also catch him on the Eve
Opener morning show from 5 to 7 a.m.. with Heather Unruh.
In an unusual turn. Harding anchors both. He may have the
highest-profile graveyard shift in Boston. He may also be a guy
who needs a good nap.

Harding. who had been the station’s weekend sports an-
chor, crossed over to news five years ago to co-host WCVB's
Eve Opener. the market’s top-rated morning show.

But the station used to place second or third at 11 p.m.. be-
hind both WHDH and WBZ in hotly contested Nielsen battles.
In order to reinvigorate the broadcast. News Director Coleen
Marren and Assistant News Director Neil Ungerleider initi-
ated a nationwide search last year for a new male anchor. Last
summer. they were inundated with audition tapes: hundreds
overflowed from crates in Marren’s oftice. Eight prospects
were called in for auditions. but no one clicked. That is when

Marren turned to Harding. ““The right person was already here.”

she says.

But. with mornings humming along. WCVB didn’t want
to disrupt that show’s chemistry. *Morning news has become
increasingly important.” says Marren. So Harding. an empty-
nester who lives near the station. agreed to pull double duty.
“There is no such thing as a 9-to-5 job anymore.” says Hard-
ing. “"We're living in a TiVo society. | can watch The West
Wing on Thursdays at 10 a.m. if | want.”
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Ed Harding (center) with WCVB's Liz Brunner and Mike Lynch.

last November Harding jotned up with Brunner, who
was a former Eve Opener anchor herself before she moved
to nightside in April 2001. Leonard joined a year later from
cross-town rival WHDH. and Lynch is the crew’s old-timer. a
fixture at the station since 1985.

The “vampire hours.” as Harding calls them. are paying
oft. In January. WCVB grabbed top household ratings in late
news for the first time since the late 1990s, when Who Wants
To Be a Millionaire powered the station’s ratings success.
There is still work to be done: WHDH won the key news
demo of adults 25-54.

Harding works through the night with a small team of pro-
ducers. Occasionally. he will sneak home—a short four miles
away—tfor a nap. When he gets off. around 8 a.m.. Harding
hits the gym and then goes home to sleep.

Harding’s odd schedule did initially confuse viewers.

They would call and e-mail, demanding an explanation. This
prompted WCVB’s promotions department to intervene. Pro-
ducers crafted a series of spots to explain Harding's schedule.
In one. a young woman falls asleep watching WCVB late
news and, when she tunes in the next morning, Harding is
still there. A voiceover says, “How does Ed do it?” Bewil-
dered. the woman says. “And why?” In another spot. experts,
including a sleep specialist and a career coach. try to explain
Harding’s willingness to work overnight.

WCVB cven enlisted Harding's family for a promo. The
spot features his son, daughter. wife and father all offering
their explanations. His daughter’s assessment: “Dad’s always
been an overachiever.”

Harding’s own answer is simple: “I have two kids in col-
lege and bills to pay."—A.R.

Locals Know WCVB
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like the race car in front of all the others with no
one on the road ahead. Then they started looking in
the rearview mirror,” says former WCVB reporter
David Ropeik. who spent 22 years at the station
and is now a director at Harvard University's Cen-
ter for Risk Analysis. Ropeik says the station be-
came more homogenized and “designed to appeal
to the broadest possible demographic.”

These are notions station executives vehemently
reject. “Initially. we may have overreacted.” says
La Camera, “but we found a balance.”

inventory. With LPM experience. the market has
settled down.

Long before the Boston news and ratings
shakeups, WCVB endured its own tumult. Origi-
nally CBS aftiliate WHDH (not to be confused
with the present-day WHDH). the station was
started in 1957 by the Boston Herald-Traveler
Corp., which also published a local newspaper.
In 1969. the FCC revoked the license over con-
cerns about media crossownership and awarded
the station to local ownership group Boston
Broadcasters Inc.. which promised deep local
programming. Boston Broadcast-
ers promptly switched affiliation

6

RATINGS BATTLE i When you to ABC. and WCVB signed on on
On a recent night in February. the |1 interview March 19.1972. In 1981. it was sold
p.m. ne\\'scasls.displuyed some of the for a iOb to Metromedia.
eftects of tlashier news presentation. - WCVB's new owner ran the sta-
WHDH. WBZ and WCVB alil covered here, it's tion from afar for several years. Me-
largely the sl?llfe stories—a l((j)oming almost like Flt'ollngdiu _chi::(t)'écs)hl:| K!t;gj rarelylvis(;
snowstorm. fishermen rescued at sea ited but. in . decided to unloa
and a sexual assault in a quiet suburb. they ar'e his station group to Rupert Murdoch.
Each had gimmicks. On WHDH. an screening except for WCVB. La Camera and a
overhead camera zoomed around the ou to be group of station executives mounted
studio. A cartoonish graphic chalk- y an unsuccessiul bid to buy the sta-
board outlined a suburban school’s Dal‘t of the tion, and Kluge sold it 1o Hearst
&%pé)sgl:sillc)ljjlﬁkel up jn’ow "L(iéxyls. community.” Igr’ ;1 lh’f]n-reCrOl'dI $gi() lll'ligion.

Z 1e.al1 essly hyped an “Only HEATHER 1at ur.ng out for the best. La i
on 47 story about changes to Fenway UNRUH era says. When the economy turned

Park. Beyond repeatedly alerting
viewers of fresh reports with “new
at 1117 WCVB just seemed calmer.
although the station recently added
slick new graphics and music. On all three sta-
tions. anchors spent part of the newscasts in front
of huge video walls. (WBZ says it is phasing out
those standups.)

Late-news ratings are a battle. For the first time
since 1999. WCVB posted top household ratings
in January. edging out WHDH by a tenth of a rat-
ing point. WHDH. however. delivered more adults
25-54. But even when ABC was doing badly—Ilike
last season—WCVB remained competive.

Station revenues are equally well-matched.
Boston TV stations will take in $613 million in
revenue in 2005. according to<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>