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So are we.

Grass Valley Media Workflows
¢ HD acquisition & production

o News/sports/feature production
 Transmission=IPTV, satellite/cable distribution
e Digital mobility

e Digital cinematography/post production

e Broadcast play?a//

dMAX: digital media

asset maximization initiative
o Software, critical applications,

expert systems integration, and service to
optimize workflows
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Check out our NAB Virtual Booth Tour at:
www.thomsongrassvalley.com/tour

dMAX: digital media asset
maximization initiative

No company touches more points of today’s digital
production workflows—or has more experience
integrating them—than Thomson. That's why we can
make yours as efficient as possible.

Under one umbrella, the dMAX initiative will deliver

to media leaders worldwide a combination of software
and middteware frameworks, critical applications—
such as asset management, facility management,

and monitoring—expert system integration,

and support services to create complete, optimized,
end-to-end workflows.
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See us at Booth # SU-7823

Digital cinematography/
post production

With one of the broadest lines of digital cinematography
and post-production technologies available, we provide
turnkey workflows for filmmakers and commercial
production professionals. Our fully integrated, resolution-
independent, end-to-end digital approach lets you choose
just the right production path to help you realize your
creative vision.

Transmission: IPTV,
satellite/cable distribution &
digital mobility

Our Grass Valley™ signal-management systems and
facility monitoring, network management, and control
software—together with our compression and network-
ing products—provides the foundation for a full range
of cable, contribution, playout, transmission and
distribution solutions - including support for {PTV and
digital mobility.

'l’“

News/sports/feature production

Supporting a wide array of multi-format news, sports,
and feature production workflows, our end-to-end
Grass Valley solution includes applications for ingest,
browse, nonlinear editing, media storage, and news
playback—as well as integrated production solutions
that let you produce and broadcast live newscasts and
other programs with only one or two operators.

HD acquisition & production.
Broadcast playout.

Our multi-format acquisition & production and broadcast
playout workfiows feature a broad set of products
including the Grass Valley line of cameras, switchers,
servers, routers, and modular, control, and monitoring
products. Today, media companies worldwide rely on
these solutions for everything from professional sports
and high-profile entertainment programming to market-
leading news and cultural events coverage.
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Send in the Stars

Cable programimers are touting
their roster of big stars to adver-
tisers. Mira Sorvino and Donald
Sutherland will star in a Lifetime
miniseries. TNT has Kyra Sedg-
wick and Gary
Cole. And Michael
Douglas is execu-
tive producer of a
Sci Fi series. Will
marquee names
draw more dollars
away from broad-
cast networks?
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By Allison Romano

s Americans work
longer hours and

out extra dollars, such as
selling sponsorships for
the traffic and weather.
How are the morning
crews doing? Says one
media buyer, “On some
stations, the ratings at
6 a.m. are as good as

74
= 7 A
/‘ evening news.”
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evening news

ratings have
declined. But the
moming shift is
booming at local
TV stations. View-
ers increasingly
crave a quick fix of
local news, weather
and traffic before they
leave the house, and
broadcast giants such as
Viacom, Meredith Broad- |
casting, and Hearst-Argyle
have made morning shows
a priority. Drawn by cheaper
spots and rising ratings, nation-
al advertisers are buying in. And sta-
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2GHz RELOCATION.
SMOOTH MOVE AHEAD.

ATTENTION NAB 2005 ATTENDEES

2GHz Relocation is on track and in your future. Nextel is
making the transition as smooth as possible. You should
expect no less from a company that's all about getting

things done.

VISIT NEXTEL @ NAB 2005 TO LEARN MORE

——e Nextel Central @ LVCC Monorail Station

Sunday, April 17th to Wednesday, April 20th

8:00am to 7:00pm

> Come to the Nextel lounge to recharge,
view online tools and check email

——® Microwave Equipment Vendor Booths @ LVCC

Monday, April 18th to Wednesday, April 20th

9:00am to 6:00pm

> Visit Nextel at the microwave equipment
vendor booths

——® Refreshment Break @ RTNDA in the Hilton

Monday, April 18th

2:15pm to 3:15pm

> Visit Nextel in the exhibit hall at the
Hilton for refreshments

——® Broadcast Engineering Conference @ LVCC

Tuesday, April 19th

3:30pm to 4:00pm in Room N-110

> With a full-conference exhibit pass, hear
the presentation by Nextel leadership

www.2GHzRelocation.com

NEXTEL.Done. |

Nextel's Nationwide Network serves 297 of the top 300 markets. © 2005 Nextel Commurdcations, Inc. NEXTEL and NEXTEL DONE are “ervice marks, trademai ks, and/or *eqistered trademarks owned by Nextel Communications, Inc. All 1glits mserved
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Where to be and what to watch...
Monday, April 18

In a new episode of the reality show
“NAB: Las Vegas.” tech-savvy
competitors are plunged into a
bewildering, 819.000-square-foot
labyrinth, where they have one
goal in mind: clawing their way
past 100.000 rivals and more than
a thousand equipment-clogged
booths in a desperate bid to.. find
«a place to sit down, for crvin’ out
loud. The National Asso-
ciation of Broadcast-
ers convention (“The
i World’s Largest
Electronic Media
Show™; see our
coverage on
A pages 7 and
) 26) gets going
in earnest today
with the opening
of the exhibition floors. Think the
running of the bulls in Pamplona,
only here when you try to avoid
being gored. it means edging out of
a conversation with a deeply sincere
rep from the fledgling cable channel
run by a certain ex-Vice President.
Premiering ronight: Children from
another marriage. a royal mother-
in-law, goofy New Age leanings, fa-
mous friends—isn’t it a bit soon for
the Prince Charles and Camilla
reality series? Er, yes. This one’s
I Married a Princess (Lifetime,
8 p.m. ET). starring Catherine
Oxenberg and Casper Van Dien.
They're “actors.” They live in
“Malibu.” This is their “life.”

Tuesday, Apnil 19

“The ARF Slst
Annual Convention
Challenges Industry
to re:think! How
Marketing. Adver-
tising and Research
Work.” Or so says the
Advertising Research
Foundation press %
release (how about they re:
think! their name to avoid acronym-
ic confusion with the Airedale &
Rottweiler Federation?). Court TV
is using the ARF gathering in New
York (this is day two) to unveil a
study that the network
hopes will help
make sense of usu-
ally gibberish-laden
discussions of media
return on investment.
Today ar NAB200S:
Late, great St.
Louis Cardi-
nals announcer Jack
Buck is inducted into the NAB

membet
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Pope John Paul I’s life could be
a miniseries by spring.

t was inevitable. Given the tens

of millions of TV viewers in

this country and around the

world who followed the pass-

ing of Pope John Paul !, you

knew what was coming next:
producers clamoring to turn his life
into a miniseries.

Word first surfaced during the MIPTV
annual international television market in
Cannes. France. last week—only days
after the pope’s interment—that serious
discusstons were under way for a TV
epic about his life. At the center of the
project, according to industry sources, is
Ettore Bernabei. the chairman of LUX,
an [talian independent
production company. The
veteran producer has de-
veloped close ties with the
Vatican during a storied
career that includes work-

THE ROBINS

REPORT

By J. Max Robins

Cannes: The producers are aiming to air
the miniseries next spring.

That may be wishful thinking, espe-
cially if Bernabei and company want
to proceed with the Catholic Church’s
blessing. 1 remember when the Jesus
project was in development, and let’s
Just say that, with all those partners and
with millions of dollars at stake. to say
nothing of the religious sensitivities, the
script went through several drafts. This
new project likely will be similarly chal-
lenging, but given the subject matter and
the high level of interest, it would take a
brave man to put Pope John Paul I1: The
Miniseries in turnaround.

Certainly, religious-themed program-
ming is a good bet in the entertainment
business. We all know about the box-of-
fice success of Mel Gibson’s The Pus-
sion of the Christ. L.ast Wednesday, the
premiere of NBC miniseries Revelations
drew almost 16 million viewers while
competing gainst American Ido!l (NBC
did well with another religious-themed
show that night: a special edition of Date-
line devoted to the apparently inexhaust-
ible subject of The Da Vinci Code).

It might have appeared a bit un-
seemly to huddle over discussions
about a Pope John Paul 1l miniseries
shortly after the man’s funeral, but
the project makes plenty of sense. It’s
easy to imagine the pitch:

Born in a small village in Poland, a
young man named Karol Wojtyla con-
siders becoming a professional actor
before turning to theological study. The
Nazi invasion of Poland
and a crackdown on re-
ligious instruction force
him into hiding. Post-war,
he’s ordained a Catholic
priest and. by 1964, is

ing on several religious- Miniseries Archbishop of Krakow and
themed international TV known as a courageous re-
epics. Among the produc- producers are ligious leader navigating
tions he has been part of seeking the the dangerous political
are five biblical-themed Vati ’ waters of a Soviet-domi-
movies that ran on TNT in daucan S. nated country. Then, at 58.
the mid 1990s, including cooperatlon. he’s the Church’s surprise

Abraham and Jacob. and
Joseph: A TNT Bible Story. The LUX
chief was also part of the co-production
of Jesus on CBS in 2000. Jesus drew
more than 20 million viewers, making it
the year’s highest-rated miniseries.
Some of the same people involved in
Jesus are in discussions about the Pope
John Paul Il project, including Italian
broadcaster RAI. Feelers have been put
out to CBS as well. The producers are
seeking the Vatican's cooperation with
this project, as they did with the Jesus
miniseries. [t was screened at the Vati-
can, and Viacom Co-COO Les Moonves
(then CBS president) got an audience
with John Paunl II. The word out of

choice in 1978 as the next
Pope. the first non-Italian pontiff in more
than 400 years. During his tenure, he
survives an assassination attempt, plays
a key role in the fall of Communism,
and travels the world preaching to mil-
lions, railing against poverty, promoting
peace. yet causing controversy with strict
adherence to Church doctrine on abor-
tion, contraception and other hot-button
issues. Whether people are among the
faithful or not, nobody denies his cha-
risma or the dramatic scope of his life
and work. Sold. B

E-mail conments to

« bcrobins@ reedbusiness.com

Broadcasting Hall of Fame. Paying
tribute: ex-Cards shortstop Ozzie
Smith, known to American Idol
fans as the father of Nikko Smith,
who two weeks ago was voted off
the show for a second time, having
been recalled in March to

replace Mario “Hamlet”
Vasquez.

Wednesday, April 20

Why would a western-
state governor with no
apparent interest in -y Rich
the World’s Largest ardsop
Electronic Media Show be visiting
Las Vegas this weekend? Why, 10
orate on the subject of the relation-
ship of the news media and the
government, at a luncheon today
hosted by the Radio-Television
News Directors Association. If
New Mexico Gov. Bill Richardson
happens by accident to slap a few
backs and impress the folks who
will be directing coverage of his
likely campaign for the Dems’ 2008
presidential nomination, well, so
be it. And, hey, campaigning for
the White House is the World’s
Second-Largest Electronic Media

. Show.

Thursday, April 21

The advertising up-

Sfronts marathon con-
tinues: A&E execs are
likely to be positively
giddy today, touting
the channel’s revitaliza-
tion under President Abbe Raven.
When we heard that the party was
at a rink, we were giddy: With A&E
touting a fall reality show about
roller derby, we figured the shindig
was going to involve banked turns,
flying elbows and the saucy-—buz
athletic!—stars of Roller Girls.
Alas it’s at the Rockefeller Center
ice rink/warm-weather restaurant.
Music by The Nerds.

Friday, Apnl 22

In the season finale
of Joan of Arcadia
(CBS, 8 p.m. ET),
according to a
network synopsis,
Amber Tamblyn
as the girl-who-
talks-to-God con-
fronts “a mysterious man

who, though he also talks to God,
has a sinister agenda.” Blue-state
joke: And that man is George W.
Bush. Red-state joke: And that man
is Hillary Clinton. Allstate joke:
You’re covered! —Mark Lassw

Ambe, Tamblyn

Email info for B&C Week to

b&cweek @ reedbusiness.co
———————
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Bush Sends
Mixed Signals
On Indecency

President George W. Bush ap-
peared to tell newspaper editors last
week that he supports extending
indecency standards to cable and
satellite TV. That would have been
big news, except that he didn’t re-
ally mean it.

*“Yeah, I'm for that. I think there
ought to be a standard.” he said in
response to a question following a
speech to the American Society
of Newspaper Editors. Although.
at first, he didn’t seem to quite un-
derstand the question, when it was

repeated and
Y clarified that the
issue was cable

a Q 1 and satellite,

the President
said, “I don’t
. mind standards
being set out for
people to judge
"\ the content of
George Bush a show to help
parents make
right decisions. The government
ought to help parents. not hinder
them.” Still, reporters weren’t
convinced that he understood the
question. They were right.

According to White House spokes-
man Trent Duffy, what the president
was actually endorsing was the House
bill that would increase the fines on
radio and TV indecency but does not
address cable and satellite TV.

The president also last week
argued strongly for self-regulation:
“The final edit is a parent turning off
the TV. The ultimate responsibility
in a consumer-driven economy is
for people to say, ‘I'm not going
to watch it,” and turn the knob off.
That's how best to make decisions
and how best to send influences.”

The president continued with
what seemed a mixed message:
“Look, we're a free society. The
marketplace makes decisions. If you
don’t like something, don’t watch it.
And, presumably, advertising dollars
will wither, and the show will go off
the air. But [ have no problems with
standards being set to help parents
make good decisions.”—J.E.

Venizon Gustomers
To See Starz!

*-izon signed a deal with pay
13 ammer Starz to carry its

MCie channels on the telco’s
\
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planned video system when it
launches later this year. Starz,
which is owned by Liberty
Media, will deliver both East and
West Coast feeds, plus some titles
on-demand. The deal is part of
Verizon'’s quest to secure a full
lineup of programming for its
systems, which aim to compete
directly with cable and DBS
operators. Verizon can buy pretty
much anything it wants through
the National Cable Television
Cooperative. which resells
programming to smaller opera-
tors. But the telephone company
is trying to get better pricing

by cutting deals with networks
directly —/ M. H.

TV Stations a Drag
on Gannett Earnings

Gannett Co. Inc. posted weak re-
sults for the first quarter, with the
company’s TV stations dragging
down an already sluggish news-
paper operation. Not counting

the positive effects of a midyear
acquisition, Gannet's station
revenues dropped 5% to $164.6
million, while operating cash flow
dropped 13% to $66.4 million.

Gannett blamed the problem
partly on the absence of political
and football advertising (six of
Gannett’s 20 TVs are CBS affili-
ates, which aired the NFL football
championship last year).

Car advertising also was down
in the *mid-single-digit” per-
centage range for the quarter for
broadcasting.

Companywide revenues,
including Gannett’s much larger
newspaper operation. increased
4% 10 $1.8 billion. Operating cash
flow increased 2% to $455.5 mil-
lion.—J. M.H.

UPN To Launch Spears
Reality Show

Tuesday, May 17 at 9 p.m. is zero
hour for the debut of UPN's six-epi-
sode reality show featuring Britney
Spears and new hubby Kevin
Federline.

The half-hour
show, which
is billed as the
story of their
courtship and
wedding com-
plete with home
videos, will
kick off with
an hour-long
episode.

It will revert
to its half-hour format the follow-
ing week, when it will be followed

Continued on page 58

-

Britney Spears
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Our programming made us who we are today.
Lifetime Movie Network is a Top-10 Nielsen-rated
cable network in Total Day. Just think of the power
Lifetime Movie Network would have for your
business on basic.

Well don't just think about it.
Make the move.
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Gable’s Upfront

Beat the Drumpl?gtlu(if:

Will big stars and more originals draw ad dollars?
By Anne Becker

able networks are wrapping their
New York upfront presentations on
an upbeat. Cable is widening its
viewership gap over broadcast, so
cable execs think that they have a
good chance to turn even more ad-
vertisers their way this year.

Buyers shied away from broadcast’s
high rates last year. Even before the
Big Four networks finished announc-
ing their fall schedules, advertisers had
shifted $600 million to cable. That gave cable an upfront
total of about $9 billion, a 15% increase from 2003.

Early market assessments put upfront advertising
commitments to national broadcast, cable and syndica-
tion at $18.5 billion-$18.7 billion, up 4%-5% from the
$17.8 billion generated last year. Out of the expected
gain of up to $900 million, according to industry sourc-
es, cable networks could scoop up more than $600 mil-
lion if buyers again balk at high broadcast pricing.

But pre-upfront predictions are just that. The market
moves in mysterious ways.

Cable brags that, in first quarter 2005, its networks
had more viewers than the broadcast networks. But six
broadcast networks still command about half the audi-
ence pie, and a hundred or more cable networks divide
the other half. And buyers recognize that.

“It’s good positioning, but it’s positioning,” says
Doug Seay, senior VP at media buyer Starcom, about
cable’s upfront chest-beating. “It’s like pre-trial pub-
licity: It’s a great way to influence public opinion of
your case, even though it has no bearing on what will
happen in the courtroom.”

Still, cable likes where it is at the moment,

To Starcom’s Seay, cable’s argument resonates
more in theory than in the reality. In short, buyers are
subjective.

“Cable’s saying you shouldn’t put so much money
on the networks because ratings are going down is like
saying you shouldn’t drive a big SUV because it drives
the cost of oil up,” says Seay. “The actions of the mar-
ketplace determine the reality of how the dollars fall,
right or wrong.”

But cable execs insist viewers and talent don’t differ-
entiate between broadcast and cable. “For actors and ac-
tresses, there aren’t a lot of movies on broadcast, but top
talent can go to cable. It’s a win for us, it’s a win for our
viewers, it’s a win for everybody,” says Rick Haskins,
executive VP/GM, Lifetime Entertainment Services.

TOE TO TOE WITH THE NETWORKS"
Cable is going “toe to toe with the networks in terms of
quality of original programming,” agrees Sci Fi/USA
President Bonnie Hammer, adding that cable’s “open-
mindedness” helps attract big names.

Cable programming is still a sliver of what broadcast
networks program nightly. Sci Fi, for example, is finan-
cially bound to creating two nights of original series
right now, but Hammer wants more going forward.

Broadcast networks may seem indistinct, but cable
works hard to give their channels a distinctive image.
Turner’s TBS and TNT have smartly rebranded under
Executive VP/COO Steve Koonin.

Says John Rash, VP at Campbell Mithun, “Con-
tinual defining and refining of brands is impressive,
necessary and welcome in an ever-fragmented media
environment.” ll

| COMING ATTRACTIONS

M Many of Discovery’s networks took major ratings
dips in 2004, but the company, with new man-
agement in some key spots, is bullish on its
prospects. It unveiled ambitious new slates of
originals including home-improvement show
./ The Adam Carolla Project, a 14-episode
series coming to TLC this fall.
M With newly named president Betty Cohen set to
take the helm, Lifetime will increase original program-
ming by 33% this year, premiering first-ever limited
drama Beach Girls in July and snaring top-
notch stars Mira Sorvino and Donald Suther-
land for fall miniseries Human Trafficking
(working title). In June, Rick Schroder joins the
sixth season of Strong Medicine, the longest-
running original drama on cable.
B TNT wants to own this summer with original
dramas The Closer, starring Kyra Sedgwick,
and Wanted, with Gary Cole. The network
also inked development deals for three
new original movies: a sequel to The
Librarian, this year's ratings hit with
Noah Wyle; Pleading Guilty, based on
the Scott Turow novel about a cop-
turned-lawyer; and Avenger, a thriller
based on the Frederick Forsyth novel.
M TBS, the “very funny” network, will sponsor its
first-ever Comedy Festival in Las Vegas in Novem-
ber, highlighted by a two-hour special starring
top jokesters in Earth to America; fourth-quarter
originals include the parody Daisy Does America,
produced by Courteney Cox Arquette and David
Arquette; and reality project Minding the Shore,
starring comedian Pauly Shore.
M After its best first quarter ever, Sci Fi increased its
slate of movies in development for 2006 from 23 to
28 and named 10 scripted and alternative series in
development for '06-'07. Among the highlights:
“Z . a drama on the life of author Shirley Jackson
- executive-produced by Michael Douglas,
and Heroes Anonymous, an hour-long live-
action series about twentysomething wannabe
superheroes based on comic books published by
Matt Groening's (The Simpsons) Bongo Comics.

e

-

despite breakout broadcast hits like ABC’s
Lost and Desperate Housewives and another
strong showing from Fox’s American Idol.
Some major cable networks, notably TBS
and A&E, have seen steady ratings growth
while lowering their median age. TBS says,
in first quarter 2005 its median prime time
viewing age dropped from 40 to 37, younger
than viewers of ABC, CBS, NBC and Fox.

COST-PER-THOUSAND GAP

Cable is also now wielding strong original
programming of its own, with top talent in
front of and behind the camera. That should
impress advertisers, since the broad enter-

C
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Top of the

| TOP 5 SHOWS IN FEB.‘05 SWEEP

w1834 w1849

tainment-programming category is the one 1. American Idol (Wed.) +167% 1. American Idol (Wed.) +200%

great big space where cable lags broadcast 2. Law & Order +150% 2. Law & Order: SVU  +129%
Iy ESUpeE thoitsaich (LM, - 3. Ev. Loves Raymond  +117%

“Sports and animation are at parity, and 3. Law & Order: SVU +129% y! 009
entertainment is inching ever closer,” says 4. SCRUBS +125% 4. SCRUBS +10UA
David Levy, president of sales for Turner 5. Law & Order +86%

5. King of Queens ----. >+100%

Entertainment. “It takes time, but cable .
Ev. Loves Raymond

truly is a substitute for broadcast.”

Levy argues that clients will not lose in
reach or frequency by putting ad dollars into
Turner’s TNT or TBS.
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he broadcast industry’s top regulatory,
technical and news-programming issues
(and untold minor issues as well) will be
the focus of the massive annual convention
of the National Association of Broadcasters
this week in Las Vegas (April 16-21).

It is expected that. by the time the doors at
the Las Vegas Convention Center close on Thursday
afternoon. more than 100.000 people will have vis-
ited the show. whether ambling through the 819,000
square feet of exhibits. sitting in on Radio-Television
News Directors Association discussions or attending
the myriad of regulatory panels.

The daunting technical-exhibit space dominates the
show. but the convention has plenty of aspects impor-
tant to attendees who wouldn’t know a headend tfrom a
head-board. The RTNDA@NAB convention-within-a-
convention brings together journalism professionals to
consider topics of vital interest to
their craft, from reviewing their
coverage of the tsunami disaster
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Fritts farewell, newsroom ethics and affordable HD are highlights
By Ken Kerschbaumer, Bill McConnell and Allison Romano

to pondering how to buttress public (and governmental)
regard for journalistic ethics. The RTNDA exhibit space
is dwarfed by the tech show, but it gives newsroom pros
a chance to touch base with companies that provide
music, newsfeeds and set design. The association also
arranges for representatives from the FCC and Congress
to take questions from broadcasters (who are not known
for their timidity in such settings). which is always
entertaining and sometimes
even enlightening.

Some of the topics batted
around in the RTNDA mectings
will spill over into the general NAB sessions. Expect
rousing discussions on TV stations’ cable-carriage
rights. network/aftiliate relations and digital TV, as well
as the government’s crackdown on broadcast indecency.
But the top priority of most attendees will be cornering
retiring NAB President Eddie Fritts in order ta give him
a pat on the back (see schedule at right for Fritts” much-
anticipated face-off with FCC Chairman Kevin Martin,
among other expected convention highlights). Fritts 1s
stepping down atter more than two decades of leadership
in which NAB's lobbying prowess was revived after hav-
ing bottomed out in the early 1980s. During the Fritts cra.
NAB also turned its annual Las Vegas convention into
a profit machine. He is likely to receive more than one
standing-O over the course of the week.

HOW TO PROTECT CONFIDENTIAL SOURCES

A less ecstatic reception is likely to await House Com-
merce Committee Chairman Joe Barton (R-Texas) and
other lawmakers, especially when it comes to Barton’s
plan to set a Dec. 31, 2006, “hard” deadline tor the
analog-TV transmission shut-off. Barton hasn’t backed
off the idea, even though broadcasters worry that con-
sumers won’'t have bought enough DTV sets by then
for all-digital service to be viable. Broadcasters will be

Charts

3Y % SHARE CHANGE VS. LEAD-IN

THE SCRUBS ADVANTAGE
OVER TS LEAD-IN IS SO LARGE
THAT I'T TOPS VIRTUALLY EVERY

Mm1834 Mm1849 IN THE FEBRUARY 2005 SWEEP.
1. SCRUBS +200% 1. American Idol (Wed.) +144% WirtH M1g34, SCRUBS IsA
2. American Idol (Wed.) +109% 2.SCRUBS ------.... 750, RESOUNDING #1.
3. King of Queens - 3. King of Queens -
40BN ~emeees 4 4100% 4 AccordingtoJim - 670,
5. Numb3rs 5. Law & Order: SVU -~

All 9p & 10p shows, excl. specials;

Lead-in is half-hour time period share.

OTHER 9p OR |0p PRIMETIME SHOW

TscrubSl

© Teuchstone Television Productions LLC

counting on other lawmakers to force Barton to retreat,

perhaps by delaying the shut-off date to 2008 or 2009.
For TV- and radio-station news directors. a major
area of interest at this year's show is how to protect their
Continued on page 24

Time management is essential to getting the most out

of NAB 2005. A must to avoid: dud chat sessions

that cut into booth-cruising and schmoozing time.
To help with your planning, we sifted through the conven-
tion agenda and identified the most promising-locking
discussions and events. Monday and Tuesday look best
for panelizing, which leaves Wednesday and Thursday
completely free for hitting the show floor.

MONDAY
Encountering Sam Donaldson shortly after
waking up might be a bit startling. but there is
good reason 1o hustle over to the panel the ABC
Newsman is moderating at the Las Vegas Hilton
at 7:30 this morning: the NAB Congressional
Breakfast will address subjects dear to broad-
casters’ hearts and wallets. Key members of
Congress will be on hand, most notably House
Commerce Committee Chairman Joe Barton.
The Texas Republican is the main driver of con-
gressional legislation pushing a 2006 deadline
for the analog-TV transmission shut-off. Also
present: House Judiciary Committee Chairman
Jim Sensenbrenner. House Telecommunica-
tions Subcommittee Chairman Fred Upton
and Commerce Committee member Michael
Bilirakis. Listeners will be monitoring these
guys’ reactions to see if they support Barton's
stance. Entertainment bonus: Broadcast-
ers in the audience are likely to give the
lawmakers griet for recently dropping
threats to impose the same indecency
restrictions on cable and satellite
programming faced by TV and radio
stations.
Best bet for the evening (aside from
the craps table): the Radio-Television
News Directors Association’s annual
Paul White Award reception and dinner
beginning at 7 p.m. The RTNDA is
recognizing CBS News Sunday Morn-
ing anchor Charles Osgood for his
lifetime achievements and contributions
| tojournalism.

| TUESDAY
NAB President Eddie Fritts might not
have been too disappointed by FCC
Chairman Kevin Martin's thanks-a-lot-
gotta-run appearance at the NCTA
gathering in San Francisco two weeks
ago. It meant that Martin’s hour-and-
tifteen-minute chat with Fritts amounts 1o
the new FCC chief’s real debut in front of
Continued on page 20
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Dag-NAB-it! ABC Cacels ‘Nightline’ Dlrectors Sony Spiel

late-break- and TV stations—all but the
ing schedule o o1 L Voo proposed $550,000 fine for the
change at 021, 2005 ot Apptications Janet Jackson Super Bowl
this year’s in-epth D19 0 """&’nm 6:13PM flash dance, anyway, which
National Sl 22 st 04 Viacom vowed to fight.

Association
of Broadcasters convention:
Nightline senior director
George Murphy will not
be presenting a case study
Tuesday morning on using
Sony’s Vegas nonlinear edit-
ing system in the broadcast
environment. According to a
source at ABC, the network
yanked Murphy tfrom the Las
Vegas convention gig last
week following B&C’s inqui-
ries about whether Murphy’s
public enthusiasm for Sony
had turned into a financial
conflict of interest.

Attempting to avoid even
a suggestion
of a product
endorsement,
television net-
works are notoriously averse
to discussing the technology
they use. But it turns out that
in addition to being slated
as a Sony cheerleader at
NAB200S (“With industry
veterans like George Murphy
and his team using Sony
Vegas 5 for international
broadcasting, there is clearly
a change in the winds of the
editing world,” gushes the
program description), Mur-
phy runs a business that sells
Sony products. His bio on the
NAB site says the director’s

ABC says that Nightlme senlor director George Murphy
won't be making this Sony-centric session at NAB2005.

NAB president?

CBS’ Marty Franks: the next  Stephanie Dill's Survivor
strip act drew complaints.

affection for the Sony prod-
uct line led him to open an
online “software superstore”
where he “sells this wonder-
ful product at a discount.”

Murphy did not return our
calls seeking comment. On
Friday, the NAB confirmed
that Ray Schlogel, the
owner of video-production
company Underground Plan-
et in Austin,
Texas, would
be replacing
Murphy at the
Tuesday session.

ABC’s nixing of Murphy’s
NAB appearance may not
end the story. “It’s an un-
fortunate situation.” says an
ABC insider, “that is being
reviewed as we speak.”

Post-Fritts:
The Early Line

Even though the search has
barely begun—and likely
won’t conclude until this fall

at the earlhiest—three candi-
dates are already generating
considerable buzz as poten-
tial replacements for Eddie
Fritts, the retiring (but never
shy) president of the National
Association of Broadcasters.
Expect plenty of wagering
on the subject this week at
NAB2005 in Las Vegas.
Given that spats with af-
filiates prompted the major
networks to drop out of the
organization in recent years,
which has in turn hurt the
NAB’s lobbying power on
Capitol Hill (goes one theory),
two prime contenders should
be CBS Executive VP Marty
Franks and Disney/ABC
lobbyist Mitch Rose. Ei-
ther one might help build a
rapprochement between the
networks and affiliates, and
both have extensive Washing-
ton connections: Franks is a
former Democratic House and
Senate staffer whose current
job includes running CBS’
digital-TV operations; Rose is
former chief of staff to Senate

Commerce Committee Chair-
man Ted Stevens.

But it’s not clear that
network affiliates are ready to
seek peace with the Big Four.
That could be good news for
David Kennedy, CEO of
radia group Susquehanna
Media. Kennedy is immediate
past chairman of the NAB’s
joint TV/radio board and is
co-chairman of the committee
searching for Fritts’ replace-
ment. Funny how these search
commiittees sometimes work:
Eddie Fritts led a certain
search committee before he
was chosen to head the NAB
23 years ago.

Viacom-plaints
Uncovered

Last November. in a settle-
ment with the FCC, Viacom
forked over $3.5 million to
settle every pending inde-
cency complaint against the
multimedia company’s radio

The settiement covered
well-known incidents like
the sex-at-St. Patrick’s
stunt engineered by shock
jocks Opie and Anthony
on WNEW(AM) in New
York. But it also wiped away
complaints against Viacom-
owned CBS and UPN that we
hadn’t heard about—until our
Freedom of Information Act
request came through.

It turns out that complaints
were made against 15 Viacom
shows, including episodes of
Big Brother and CSI.

Here are a couple of TV
moments from other episodes
Viacom chose not to defend:

From UPN’s Dec. 9, 2003,
Rock Me Baby:

Beth: Of course you are
[immature]; that’s why you
laugh every time the South
Carolina Gamecocks play the
Oregon State Beavers.

Jimmy: Hey—do you
remember that time the an-
nouncer said, “The Gamecocks
are deep in Beaver territory?”

From CBS’s Dec. 19. 2002,
Survivor: Thailand

When cast member Stepha-
nie Dill does a striptease (her
breasts and pubic area are
pixilated), she holds a fish to
her crotch, saying “If you don’t
pick me, you can kiss my fish.”
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Avid newsroom solutions: complete control

When it comes to pressure, few work environments can match the broadcast newsroom. Today’s
broadcasters need much more than wire feeds and teleprompters—they need complete newsroom
solutions for assignments, research, scriptwriting, rundowns, communications, and scheduling. And

nobody in the world can integrate the newsroom workflow with the production workflow like Avid.




End-to-end capability and compatibility

The benefits of an integrated, end-to-end Avid® newsroom solution extend beyond precise command and control.
Broadcasters can expand newsgathering and improve communications via e-mail, telephones, PDAs, text
messages, FTP, and IP transfers. Web accessibility brings the newsroom desktop to the reporter in the field. And
innovative tools such as Avid INEWS™ Instinct™ address the expanding role of the journalist as broadcasters move

from tape-based to digital nonlinear workflows.

Avid INEWS: the complete newsroom
The Avid iINEWS newsroom computer system (NRCS) delivers comprehensive newsroom functions: wire ingest;
assignments; rundowns and show timings; research and scriptwriting; and rundown playout. That’s why it's used every day

by more than 70,000 newsroom professionals at more than 500 stations worldwide.

= The Avid INEWS system provides unmatched integration m  With the Avid INEWS system, teleprompter feeds and cues
between the newsroom, broadcast operations, and news for character generators, video servers, and still-stores can
editing. Station-wide messaging alerts all connected users be executed directly from an INEWS NRCS script. And video
to important information and changes, instantly. The Remote editors using Avid NewsCutter® editing systems can view
Search feature allows users to search other iNEWS systems scripts directly in the editing application with the NewsCutter
within a station group for feeds, footage, and stories. NRCS tool—eliminating delays and errors in final production.

Putting the story first: journalist tools

The days of journalists running between editing rooms are over. Avid's revolutionary Avid iNEWS Instinct system lets
journalists and producers create sequences with footage, voicetrack, and script as easily as writing a story. Built-in asset
management makes it easy and fast to locate footage from shared storage, and simple cuts can be automatically timed to
narration. Users have full access to the iINEWS system'’s search and research tools, so they can check facts and updates as

they assemble the story.




Avid INEWS at a glance

Starting with ingesting wire feeds, the Avid INEWS newsroom computer system lets producers and assignment editors
control the production of an entire newsroom at one workstation. They can read wires, e-mail, and messages; organize
assignments; write stories; prepare news programs; maintain contact lists; and stay current with updates from newsroom

managers, all in one place.

Journalists get their assignments and stay in contact with instant system messaging within the INEWS system. They perform
research, access contact databases, and write scripts without leaving the desktop. When they leave, the system can still
perform Forward Searches for them—so if information comes in later, they can be notified when they log in—or by e-mail
to their phone or PDA. And if they're out in the field, they can still log into the INEWS Web Client and do all their

scriptwriting tasks using a standard Web browser.

The powerful, built-in newscast rundown provides continuous feedback on the program’s timing, status of scheduied video and
script elements, and fast drag-and-drop rundown re-ordering. Integration with Avid AirSpeed™ video playback servers lets

events play back according to the order and timing of the rundown, providing accurate, reliable playback from start to finish.
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Welcome to today’s newsroom. This is a place where
decisions are made—Iots of decisions—and fast. Abrupt
change isn't the exception, it's the rule. Everything must run
like clockwork, with the flexibility to shuffle priorities and shift
direction at a moment'’s notice. One thing is certazin. This is
not a place for experimentation or improvisation. And it's not

a place that setties for less. This is a place for profzssionals.

The news director is concerned with one thing: everything.
From fast-breaking news to fast-changing rcles and
responsibilities. Producers, reporters, and journalists must
stay focused on the story, doing it right and doing it fast.
Operations require complete accuracy and control to get the
news to air on time—every time. And IT staff have more and
mo-e responsibility for tying it all together as broadcast news

moves from analog to digital technology.

The newsroom is the ultimate test of talent and technology.
Everything depends on choosing an end-to-end solution that
offers mission-critical stability and reliability; integration with
existing skills and systems; and the ability to scale to meet

future needs. Every story begins and ends with an Avid sol ution.

“To remain competitive, we sought to modernize our newsroom production
systems from tape-based production pipelines to end-to-end digital workflows.
Avid provides all the networking, productivity, and quality advantages of the
broadcast production systems owned by large-market stations, at a price that
smaller-market station groups like Barrington can afford.”

Keith Bland, senior vice president for planning and development of Barrington Broadcasting Company




|
|
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Discovering new sources: remote newsgathering

Your reporters are out in the field, but you need their stories back in the newsroom. The Avid iINEWS system offers
innovative tools to connect the newsroom with the world at large. With the INEWS Data Receiver, journalists and producers
can deliver fast-breaking stories and updates by e-mail, PDA, and phone, directly from the scene. Wires and other stories can
be ingested into the Data Receiver via serial feed, Telnet, e-mail, or directory monitoring for comprehensive newsgathering
from any source. When information back at the station is updated, they can stay on the move and still stay current with the
latest developments. With the INEWS Web Client browser-based interface, journalists can log directly into the NRCS
with nothing more than a Web browser—and write their stories as if they were sitting at their own desktop in the station,

CG cues and all.

Reliability and interoperability: newsroom automation

The Avid INEWS ControlAir™ automation-assist system provides automated rundown lists, tracks script changes, and
automates control of production and playback facilities. Production cues inserted directly into the iINEWS scripts enable a

single ControlAir workstation to trigger multiple broadcast devices for increased control and accuracy.

m  The Avid INEWS system offers multiple integration paths with = Avid’s commitment to industry standards and third-party

third-party products, so broadcasters can incorporate many interoperability extends into the newsroom. Vendors can
industry-standard systems into a tightly integrated workflow develop applications directly into the Avid iINEWS system
with native device management of more than 30 production through a range of Application Program Interfaces (APIs),
systems. The Avid INEWS MOS (Media Object Server) while broadcast organizations and newsrooms can protect
Gateway enables command and control of MOS devices their investment in existing systems and choose new
directly from the rundown. products from nearly three dozen industry-leading

companies from around the world.

Avid iINEWS Instinct

Radically familiar. Avid

building

he Send to Playback feature




Services, support, and training

In customer service, experience makes the difference. Avid offers a wide range of expert service, support, and training

programs designed specifically for broadcasters, including:

m Presales consultation. A detailed workflow analysis shows
how an Avid broadcast solution can fit into your facility,
interface with existing systems, and provide time, labor,

and money savings that can be realized at each step.

= Professional Services Group. Includes installation and
project management driven by a broadcast expert who
understands processes, directs a predictable installation,
and provides full documentation. Other professional services

offerings are planned.

To learn more visit www.avid.com/broadcast
or contact your local Avid office.
Corporate Headquarters 800 949 AVID (2843)

Asian Headquarters + 65 6476 7666
European Headquarters + 44 1753 655999

To find your regional Avid office, visit www.avid.com/contact

Customer support. Dedicated phone support places
broadcasters’ calls first to ensure that they stay on the
air. Follow-up on-site support can provide valuable insight

to pinpoint and solve problems before they happen again.

Broadcast training. Training led by experienced broadcast
professionals, on-site or in a classroom, allows users to
maximize every advantage offered by Avid systems,

software, and solutions.

make manage move | media~ Aw .

Footage courtesy NBC10-Philadelphia. Photo courtesy Sogecabie Javier Serrano. © 2005
Avid Technology, Inc. All nghts reserved. Product features, specifications, system requirements, and
availability are subject to change without notice. Adrenaline, ArSpeed, Avid, Avid Active, Awnd Unity,
CaptureManager, CountDown, Instinct, make manage move | media, NewsCutter, and ProEncode are
either regs: or of Avid Technology, inc. in the United States and/or other
countnes, INEWS and iINEWS ControlAir are trademarks of INews, LLC. All other trademarks contained
herein are the property of their respective owners.
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Money Can’t Buy Success

Paul Allen’s billions aren’t helping Charter

o get a clear idea

of the condition of

Charter Communi-

cations, you need

only look at the

$1.32 stock price.

But the problems

at mega-billionaire

s Paul Allen’s com-

pany are bigger than just a depressed
stock: Ne cine is running the show.

Charter has sustained a nearly clean
sweep ot its executive suites. The
company has no permanent CEO. CFO
Derek Chang exited last Friday. (Even he
was merely an interim CFO, replacing an
executive who left in August.) The COO
slot was filled just two weeks ago, after
being open for six months. Other recent
departures include the chief marketing
and technology officers.

It could take months for a new set
of executives to come together, get the
lay of the land and significantly reverse
Charter’s loss of customers and boost
its trickling cash flow.

This is bad news for Allen. The cable
operator was a favorite plaything in
his platinum-plated sandbox, with the
Microsoft co-founder personally invest-
ing $7.2 billion and borrowing billions
more to rapidly scoop up systems.

ALLEN'S WIRED WORLD
Charter was supposed to be the cor-
nerstone of the vision Allen has talked
about since the 1980s: that of a Wired
World, connecting average consumers
through a broadband pipe to a variety
of information and communications
services. That is why he dove into cable
and made dozens of other, smaller in-
vestments, many of which went bust.
Charter does have a solid temp in the
top slot: interim CEO Bob May. A Char-
ter board member, longtime FedEx ex-
ecutive and onetime COO of Cablevision
Systems, May was in the right place at

ing up-to-the-minute on the financial
crisis was a special struggle. “Every
other day, I'd go for somebody, and
be told, ‘They’re down at the attorney
general’s office, and they won’t be
back to work,”” May recalls.

Scrushy is on trial over fraud charg-
es, and several of his lieutenants are
cooperating with prosecutors.

Certainly, there are
some similarities at
Charter: tremendous
debt load, account-
ing fraud and execu-
tives facing criminal
charges. Still, May finds Charter a much
better situation than HealthSouth. “That
was ashes,” May says. “This is better;
this is about getting after the fundamen-
tals of the business.”

Some outsiders agree. UBS War-
burg’s Aryeh Bourkoff believes the risk
of Chapter 11 is now small. “‘Basically,
the company has to set an
operating plan in place,
something that should
have been done a few
years ago.”

May is loathe to openly
criticize Vogel and his
executives but contends
that Charter hasn’t paid
enough attention to essen-
tial blocking and tackling
—like marketing, smooth
customer-service opera-
tion, efficient installation
and repair services.

In a lengthy interview,
May alluded to the Vogel regime only
vaguely: “This is work, this isn’t deal-
doing.” Translation: Vogel was con-
centrating too much on restructuring
Charter’s debt and not enough on the
nuts and bolts.

That position, of course, infuriates for-
mer Charter executives. From their per-
spective, Charter was crippled by Allen

It could take months for a new set of executives
to come together and get the lay of the land.

the right time. Allen, chairman and
Charter’s controlling shareholder, asked
May to pinch-hit in the wake of ex-CEO
Carl Vogel’s resignation in March.

In 2003, May was tapped to help
keep notorious hospital and health-care
company HealthSouth out of Chapter
11. The company was reeling from
charges that flamboyant former CEO
Richard Scrushy was cooking the books
in ways that gave him tens of millions
of dollars in bonuses.

At the time, HealthSouth was on the
precipice of bankruptcy and had no
cash to keep the show going. Keep-

at the outset. He was interested primarily
in building a big operation rather than a
sensible one. In 17 acquisitions between
1999 and 2001, he spent $16 billion on
companies like Falcon Cable, Bresnan
Communications and Helicon, which
primarily served small towns scattered
across the country.

FOCUS ON DEBT

Consequently, Allen had few geograph-
ic clusters in the major markets that
are best-suited to successfully launch
and sell advanced services. And most
needed expensive rebuilds. So Charter

MONEY TALKS

By John M. Higgins

Charter Chairman Paul Allen

wound up with sub-par assets on which
Allen loaded too much debt.

Vogel’s team wasn’t around when Al-
len was amassing all those subscribers.
The federal prosecutors arrived shortly
after Vogel did in 2001, ultimately in-
dicting four sentor Charter executives.

It was difficult to stay focused on
operations when the company was in
danger of violating
loan covenants every
quarter. Vogel’s team
had to focus on re-
structuring $9 billion
in debt over the past
18 months in order to keep Charter out
of Chapter 11.

But the damage shows. Charter is see-
ing heavy churn in more places than the
executive suite. Its systems are suffering
the same problem. More than 100,000
customers fled Charter last year, bringing
the total lost since 2001 to 500,000.

Most of those have gone
to the welcoming arms
of DBS operators, which
specifically target Charter
systems with extra advertis-
ing and special promotions
because they see them as
ripe for the plucking. (They
love Adelphia Communica-
tions systems, t0o.)

Stabilizing the opera-
tions will be the first step
in dealing with Charter’s
debt problems. Allen—
who is still worth $22
billion—says he won’t
consider putting any more money into
Charter until he sees some operating
vitality.

SEARCH FOR CEO

That job might not fall to May.
Charter’s board still has a search com-
mittee hunting for candidates. But as
one Charter executive said, “Bob’s not
acting like he’s ‘interim’; he acts like
he’s here to stay.” However, industry
executives say Cablevision COO Tom
Rutledge is a favorite recruiting target
of Charter’s directors.

The irony is that Paul Allen’s Wired
World vision is far from folly. Cable
operators are pretty much deploying the
concept today, with products like video-
on-demand, digital video recorders and
VoIP telephone. But Charter's financial
crunch means that Allen is a laggard,
not a leader. It is Comcast, Cox and
Cablevision that are delivering.

Which just goes to show: Immense
wealth can’t buy you the ability to ex-
ecute your own vision. l

E-mail comments to
Jhiggins@reedbusiness.com
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THE B&C 10
WEEK YTD
BROADCAST TV GROUPS
WEEK YTD
CABLE OPERATORS
WEEK YTD
RADIO
WEEK YTD
CLOSE WEEK Y10
Dow Jones 10278.75 -2.5% -4.7%
Nasdaq 1946.71 -3.6% -10.5%
THE B&C 10
CLOSE WEEK YTD
Cablevision $26.69 -4.1% 7.2%
Clear Channel $33.81 -2.6% 1.0%
Comcast Corp, $32.73 -0.7% -0.3%
Disney $27.63 3.7% -0.6%
EchoStar $28.73 -1.3% -13.6%
Fox Ent. $36.35 0.0% 16.3%
Hearst-Argyle $25.37 0.7% -3.8%
Time Warner $17.61 1.5% -9.4%
Tribune $39.00 -13% -7.5%
Viacom $34.83 -2.0% -6.1%
GOOD WEEK
TiVo $5.94 8.2% 1.2%
Scripps $51.73 1.5% 7.1%
Media General $64.02 3.9% -1.2%
Salem Comm. $19.75 1.3% -20.8%
Interpublic $13.09 1.1% -2.3%
BAD WEEK
SeaChange $10.75 -16.0% -38.4%
Acme $4.30 -14.7% -38.7%
Paxson $1.01 -122% -26.8%
Charter $1.27 -10.6% -43.3%
Spanish Bestg.  $9.13 -10.1% -13.5%

SCRIPPS’ CABLE

+28%

Scripps executives are so loving their
decision to push into cable; the rest of

the company is rather weak. According to
first-quarter earnings report, the networks’
revenues soared 28%, only partly because
of an acquisition. Newspaper sales rose a
mere 2%, and TV-station revenues dropped
5%. The company's stock rose 7% last week.
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ROBINSON KEEPS HER ACCESS
Top 25 Shows Syndicator provides FCC-friendly kids’ fare By Jim Finkle Shaun Robinson, co-anchor of the week:
ADULTS 1849 end edition of Access Hollywood, has
PROGRAM AA GAA t a time when only a bro. Mattel and other advertisers time signed a multiyear
: handful of independent on KTLA (a WB atfiliate) along with :& deal to stay with the
1 “'_""['_”"’ Loves Raymond 38 48 syndicators remain. DIC KTTV (Fox) and KCOP (UPN). magazine show. She
2 Seimield ! L Entertainment has shown Those multiple runs are also a rat- also works as a corre-
3 Seinfeld (wkad) 35 u that there’s room for ings booster. During the first full week spondent for the daily
1 N . G, i small players with innovative ideas. of March, the DIC Kid's Network block - version of the enter-
5_Oprah Wiairey Shon i The company provides three-hour | pulled an average 1.6 household rating. tainment magazine,
§ CSk C NS g 23 32 blocks of kids programming packaged ~ That's higher than the average house- Shaun which is distributed by
7 Vel of Fortune L, 10 make it easy for stations 10 address | hold rating of regular kids programming Robinson  NBC Universal.
§ leapardy! - 22 WA the FCC'’s core requirement of provid- = from ABC (1.3 rating). CBS (1.1), Fox
9 Entartsinment Taight e ing at least three hours a week of edu- | (0.9). NBC (1.4) and The WB (1.3), ac- JUDGE TURNS STEWART DOWN
. L. S , gl 4 cational programming. cording to data provided by DIC. Martha Stewart’s bid to end her five
1_Every ey Loves Raymond (whnd) 20 20 Stations like it because DIC takes on months of house arrest was rejected last
12 Dr. P e the work of complying with FCC rules week when U.S. District Judge Miriam
12 Nag of Queens LSk to carry out the Children’s Television Goldman Cedarbaum declared her punish-
12 Nalcoln in the Middhe s Acl core-programming requirements. ment “reasonable and appropriate”
L Wag o the R Those rules are somewhat vague. put- The judge also rejected the domestic
16 _Judge Judy 1726 ting the onus on stations to determine diva's request to raise the number of
16 WS Lty whether the programming is in the spirit hours she is allowed to be out of the
18 Loy 16 19 of the law. house from 48 to 80 per week.
15 King of Queons (whad 16 19 The block debuted in September Stewart argued that the restric-
20_Vome improvement L5 19 2003. drawing on programming from tions were hurting business, including
- “ . 15 16 \ DIC’s library of more than 1.600 hours the development of a syndicated talk
2 2558 T L= ar Q’ s of animated and live-action shows. show and a new version of NBC’s The
B Cntertument onght (hnd) L4 14 Liberty’s Kids Is part of DIC Kid's Network. It comprises Strawberry Shortcake, Apprentice.
N _Wsite toen LR Inspector Gadger, Madeline. Liberty's Federal prosecutors, who convicted
2 _Uve Witk Negs and Rely Ly 02 Broadcasters can choose from a | Kids. Where on Earth Is Carmen San- Stewart on obstruction of justice charg-
variety of shows in the DIC library as diego? and The Smurfs. es for lying about a stock trade, had
TOD Court Shows part ol the block. That means multiple Not every episode of each series pass- countered that “minor inconvenience
ADULTS 18-49 stations in a particular market can run es educational muster. says Heyward. to one’s ability to star in a television
PROGRAM AA GAA separate shows. even though the com- One example is The Snuurfs. DIC and show is an insufficient ground for
; R mercials are all the same. ils edyculionul consull_z.ml.s velted (!ozens resentencing”
. =13 L.I .Known as DIC Kid's Network, the ot.eplsodes and are offering 26 episodes
T B niche product is cleared on more lh.zm of lh; 1980s unnnu‘led Hanna-Barbera NICE WEATHER, BAD RATINGS
r o 450 .WB. Fox and UPN stations—in- classic .purchused l'ron) Warner Bros. Nice spring weather is bad for daytime
r T cluding at least one in every U.S. mar- Domestic Cable Distribution and put TV. Ratings of many daytime shows

According to Nielsen Media Research Syndication Service Ranking
Report March 28-April 3, 2005

AA = Average Audience Rating

GAA = Gross Average Audience

One Niclsen rating point = 1,096,000 households, which represents
1% of the 109.6 million U.S. TV households

NA =

not available

ket and two or three in some areas.

“Your commercial could run in Sa-
brina the Teenage Witch and Liberty's
Kids on two different stations in the
same market.” explains DIC Chairman/
CEO Andy Heyward.

In Los Angeles, for example. a single
commercial purchase gets Banzai, Has-

into the DIC Kid’s Network rotation in
January.

“There are lot of programs we look
at.” says Heyward. They're sent to the
consultants that DIC employs to see if
they'll get an educational thumbs-up.
“If we're told they won't work,” he
says, “they don’t get on the air.”

softened in the week ended April 3, as
good weather kept viewers outdoors.
The Oprah Winfrey Show and Live With
Regis and Kelly were the only two vet-
eran daytime shows to improve from the
previous week, Oprah gaining 11% to a
7.3 household rating and Live gaining
6% to a 3.6.

KICKS (P55 IN CLEVELAND?

February "05, 730pm Cleveland, Rtq.

M 18-34

M 18-49

WJW/F

MalcolminteMiddle 4.2 4.0

WUAB/U
WEWS/A
WBNX/W
WKYC/N
WOIO/C

That ’70s Show

Jeopardy!

Everybody Loves Raymond
Entertainment Tonight
Millionaire

3.8
3.2
1.6
1.2
0.6

2.6
2.9
1.9
2.2
1.1

Source: NSI SNAP, Feb '05. PA.
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Bringing The World To You

PASport delivers you breaking news, special
and sporting events worldwide
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= Michael Moore
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BRI Tough To Make a Buck

The Market

65
1,215,000
480,000
$16,679
e i 74
$57,600,000
Commercial TV Stations
Rank”  Ch. AL Owner
1 1M 12 ABC _ Disney/ABE
2 ANEN 5 CBS  Meredith Bestg.
3 ‘ 25 NBC  Barrington Bestg.
4 i 66 Fox__ Sinclair Bestg.

*February 2005, total househalds, sign-on to sign-oft,
Monday-Sunday

Cable/DBS
316,800

Comcast, Charter

)= 96,000
' 20%
] Yes

* *Alternative Delivery Systems, includes DBS and other non
cable services, accordng to Nielsen Media Research

What's No. 1

Syndicated Show Rating/Share***
00 WNEM 13.3/24
Network Show

{WNEN 21,2/31
Evening Newscast
WNEN 16/30
Late Newscast
WNEM 10/27

** *February 2005, total households

66%

Flint stations battle sluggish economy By Allison Romano

ixteen years after filmmaker

Michael Moore spotlighted

economically depressed Fhint.

Mich.. and its auto-industry

woes in his film Roger & Me,

the Rust Belt city is still struggling. Over

time. General Motors. once the city's

liteblood and largest employer. has sliced

its workforce from 80.00) employees to
about 15.000 locals.

: The performance of Flint-Saginaw

WIRT's evening anchor team, Bill Harris television reflects the economic hardships

and Angie Schramski of this city. In 2004, local broadcasters

took in $57.6 million in gross revenue,

according 10 BIA. up from $53.4 million the year before. But Flint still ranks as the
74th-largest market in total revenue. almost 10 spots behind its market size.

“The challerige for us is 10 go seek new dollars.” says WNEM GM Al Blinke. “In
a lot of markets. you can depend on the same advertisers coming back day after day.
But here. if the economy gets tough. they tighten their belts.”

Like most markets. automotive is the largest advertising category. but it is not with-
out its challenges. Thanks to its hometown ties. GM doesn’t need to advertise heavily
on local TV stations. and for the same reason. Ford and Chrysler don't either. About
92% of Flint residents drive U.S.-made cars. according to Scarborough research, so
foreign automakers also don’t spend much time wooing Flint car buvers.

There is some good news. As the Detroit suburbs push notth. communities are spill-
ing into what is technically the Flint-Saginaw market. It helps that the surrounding
areas are showing improvement.” says WEY1 VP/GM lJett Gilbert.

WIRT is an ABC O&O in the 65th-largest broadcast market. and Meredith Broadcast-
ing owns CBS affiliate WNEM. Barrington Broadcasting recently bought NBC affiliate
WEYI. and Sinclair Broadcasting operates Fox station WSMH.

WIRT and WNEM are hyper-competitive, trading top ratings in news and other
daypans. In February. WIRT won early morning and noon news. while WNEM
claimed 5 and 6 p.m. In the key 11 p.m. news. the stations tied at a 10 rating, but
WNEM’s 27 share was two points better than WJRTs,

Looking for an edge in the news battle with WIRT. Meredith bought a local AM
radio station and converted it to WNEM-AM news radio. The station simulcasts all
the TV newscasts. and WNEM anchors also broadcast on the radio.

WIRT is trying a different news play. Its rival WNEM gets big ratings running The
Oprah Winfrev Show. and that talk powerhouse sets up its early-evening news (o win.
After tryirg in vain to compete. WIRT has decided to start the market's first 4 p.m.
newscast this July against Oprah. Says WIRT Program Director Sara Jo Gallock, "We
think this is the right move, given our strength in local news.” ll

NEXT: DALLAS-FT. WORTH

The WB Gets in the
Game, via Cable

Until recently, Flint did not have
a local affiliate for The WB. That
changed when Barrington Broad-
casting keyed in on that opportunity
by acquiring the market rights for
The WB from Acme Broadcasting.
which held an unexercised option on
an FCC license.

The new WB aftiliate launched
the network on one of Bamrington-
owned NBC aftiliate WEYT's digital
channels. But that didn’t do much:
About 10% of area residents have
the digital TVs necessary to capture
the over-the-air digital channels.

To really be seen. Barrington's
WB station needed cable and satel-
lite carriage. To sweeten its pitch, the
company bought rights 1o air Detroit
Pistons NBA basketball games and
played up the appeal of The WB's
young-skewing programming. “This
is brand-new programming people
in the market have not seen, just
heard about.” says WEYI VP/GM
Jeff Gilbert, who also oversees the
WARB station. The strategy worked.
Both DirecTV and local cable
companies Comcast and Charter
now carry the WB feed as part of
their main service. (There is still no
UPN carriage in the market.) B

SHARE OF
WHO POPULATION INDEX"*
White R, T T
Black 10% p 80
Hispanic 20 mtek Sl 0N
Asian 0% 12

SOURCE: Scarborough Release 75 Markets Report 2004
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hen CBS News offered affiliates live
coverage of Pope John Paul II's April 8
funeral, WCTYV Tallahassee, Fla., didn’t
want to miss out. Rather than sacrifice
WCTV’s popular early-morning news-
cast, President/GM Nick Waller gave
the funeral feed to its new sister UPN
station. Such sharing is standard when stations have
a common parent. But Waller’s duopoly is different:
His UPN station in Tallahassee is broadcast on one of
WCTV’s secondary digital channels.

WCTYV is just one of dozens of stations that are
already using their government-mandated digital ca-
pabilities to cut costs and build profits, however slim.
TV stations have spent millions upgrading their facili-
ties to phase out analog equipment in order to deliver
digital television. The new digital spectrum can handle
up to four standard-definition channels,

president of Young
Broadcasting, whose
11 stations are testing
the digital waters. Four have local weather channels,
and independent KRON San Francisco takes some
programming from HDNet, Mark Cuban’s all-high-
definition cable channel. Tiny KELO in Sioux Falls,
S.D., the 116th-largest TV market, carries a UPN feed
on one digital channel and weather on another.
Broadcasters had hoped to force their digital channels
onto cable systems by way of the FCC’s “must-carry”
guidelines, which compel cable operators to carry their
local broadcast stations. In February, however, the
commission ruled in favor of cable, saying operators
are required to pick up only a single digital feed. Now
broadcasters will have to negotiate distribution for any
additional channels, the same as cable networks.

Secondary channels promise new venue
for selling By Allison Romano

The ruling, some local broadcasters say, will stymie
development. “Without cable carriage, it makes it diffi-
cult to invest heavily in new programming,” says Alan
Frank, CEO of Post-Newsweek Stations.

The FCC'’s ruling is not a roadblock, says NBC Exec-
utive VP Brandon Burgess, an architect of the network’s
24-hour digital channel, Weather Plus. “It comes down
to the quality of the idea.” NBC will launch a second
multicast service in the next year or two, he says.

CBS, which has, to date, focused its attention on
high-definition, is also expected to get aggressive on
digital-channel ideas.

In some cases, cable operators are eager to air the
stations’ digital channels. During the recent NCAA
men’s college basketball tournament, CBS stations in a
dozen markets offered—and cable operators agreed to
carry—extra games on specially designated channels.

Across the country, more than 300 lo-

ceaing new ovnue andpogranming | Ty KELO n | o vostente e o e
In an industry plagued by slow growth Sioux Falls, S.D. that don’t take advertising.

e e covonimies e ow and [ U1 116t gt B e re the mostcommen

far bétween. Sggondary digital channels v market, play. NBC’s Weather Plus, C(;—owned by

offer an attractive new revenue stream, a
venue for selling more advertising and
sponsorships.

carries a UPN
feed on one

NBC and its affiliates, is the largest and
best-known. Currently, 20 NBC stations
offer the service, and another 33 are

But, because Nielsen doesn’t rate sec- digita| channel scheduled to launch.
ondary channels yet, stations can’t pro- and weather Weather is a hot field. Forecasting
vide hard data to advertisers. As a result, service AccuWeather, which already
on another.

advertising on digital services is much
cheaper than on the primary station.
Gray Television, which owns WCTYV, exploits its digi-
tal capabilities in Tallahassee and three other markets
by carrying UPN stations on digital. WCTV-DT carries
UPN’s regular prime time fare and also takes WCTV
programs, such as a second run of The Oprah Winfrey
Show and sports. “This allows us to have more control
of our programming,” says Waller. Startup costs are
low—Gray estimates it takes just $300,000 in capital
to launch each UPN station—and the company says its
UPN affiliates are already contributing to its coffers.

WEATHER IS HOT
“We’re all looking for opportunities to enhance local-
ism and generate new revenue,” says Deb McDermott,

supplies data to 50 stations, is shop-
ping a hyper-local channel. So far, no
stations have signed up, but Accu-Weather plans to
unveil the service at this week’s NAB show.

News channels are another attractive option. Sta-
tions already produce hours of news a day, along
with documentaries and special-event coverage. An
all-news channel would help amortize those costs. A
handful of stations, like tech-savvy WRAL Raleigh,
N.C., and WFAA Dallas offer such channels. In Ra-
leigh, Time Warner Cable carries WRAL'’s weather
and news channels.

ABC is trying to build a national and local
hybrid with its broadband news network ABC
News Now. The network, which will relaunch
in July after a test period last fall, will offer sta-

tions local cut-ins and opportunities to rerun
their news. So far, though, only the network’s
10 owned-and-operated stations are committed.

In the future, some local broadcasters hope to deliver
more-entertaining fare, such as movies, classic TV
shows or sports, on digital channels, possibly as sub-
scription services. At last year’'s NAB, Emmis Com-
munications Chairman Jeff Smulyan unveiled a plan to
air the popular cable channels via digital broadcast. US-
DTV CEO Steve Lindsley launched a similar business
in Salt Lake City, Las Vegas and Albuquerque, N.M.
Despite bullish projections, however, neither system has
expanded to other markets.

For now, many stations are on the sidelines, waiting
to finalize their business models. For now, most simply
simulcast their analog feed on the digital channel.

To watch a digital channel, viewers need a TV with

a built-in tuner or a digital cable box, and digital
TV penetration is low: Only about 11 million sets
have been sold, compared with hundreds of mil-
lions of analog TVs. But digital-cable penetration
is projected to hit more than 25 million subscribers
this year.

ATOOL FOR CABLE

In Allentown, Pa., independent station WFMZ un-
derstands the need for a big cable company all too
well. The station launched a weather channel in 2001
offering forecasts, ski reports, stock quotes and news
headlines all set to soothing jazz music. It counts
250,000 subscribers on small area cable systems, but
the regional heavyweight Comcast does not carry it.
GM Barry Fisher keeps pushing the cable giant. “The
cable companies can use this as a tool to keep people
away from satellite,” he says.

NBC’s Weather Plus has cracked 7 million cable
homes in just four months on the air. That growth has
allowed NBC to sell Weather Plus to brand-name out-
door-related advertisers like Subaru and Gortex. Says
Jay Ireland, president of NBC’s station group, “This is
focused programming and an alternative.” B

WHEN STATIONS GO DIGITAL

A LOOK AT EARLY USES OF THE SPECTRUM

NBC WEATHER PLUS
Twenty stations have launched and about 33 more are sched-
uled to launch.

ABC NEWS NOW
So far, ABC's 10 owned-and-operated stations will carry the
revamped news service, which relaunches in July.

LOCAL NEWS AND WEATHER CHANNELS

KMGH Denver

WRAL Raleigh, N.C.
WFMZ Allentown-Philadelphia
KJTV Lubbock, Texas
WJHG Panama City, Fla.
WKRN Nashville, Tenn.
WTEN Albany, N.Y.

WATE Knoxville, Tenn.
WBAY Green Bay, Wis.
KELO Sioux Falls, S.D.
WFAA Dallas-Ft. Worth
WILA Washington

UPN OR THE WB ON DIGITAL CHANNEL

WEYI-DT Flint-Saginaw, Mich. (The WB)
WCTV-DT Tallahassee, Fla. (UPN)

WKYT-DT Lexington, Ky. (UPN)

WVLT-DT Knoxville, Tenn. (UPN)

WRDW-DT August, Ga. (UPN)

KELO-DT Sioux Falls, S.D. (UPN)

WBSC-DT, Greenville/Spartanburg, S.C. (UPN)

SOURCE: BAC research
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Barton Takes Aim

at DTV-Set Makers

Rep. Joe Barton (R-Texas), chair-
man of the House Commerce
Committee, has been pressuring
broadcasters to go all-digital as
soon as possible.
Now he aims to
make TV manufac-
turers pitch in, too.

Barton said last
week that he and
other committee
leaders will ask the
FCC to accelerate
its deadline for requiring nearly
all digital TV sets to contain
tuners capable of receiving sta-
tions’ over-the-air digital signals.
Currently, DTV sets 13 inches and
larger must have the tuners by July
1, 2007. He wants the deadline
moved up to “late 2005 or early
2006,” he told the Federal Com-
munications Bar Association.
An accelerated equipment deadline
is needed, he said, to ensure that
broadcasters are able to switch to
digital-only operation by Dec. 31,
2006, as current law envisions.

But, Barton insisted, there won’t
be enough digital-ready viewers to
cut off old analog broadcasts unless
consumers are better equipped to
receive digital signals than current
trends suggest. “Right now, we
don’t think the [broadcast] industry
can meet the Dec. 31, 2006, dead-
line because the equipment won'’t
be there.”

In 2002, the FCC approved the
tuner mandate, which also required
50% of sets 36 inches and larger to
include DTV receivers by July 1,
2004, and 100% by July 1, 2005.
The digital-tuner mandate was ada-
mantly opposed by the Consumer
Electronics Association, which
sued to block it, but was upheld by
federal appeals judges. CEA subse-
quently said it favors accelerating
the deadline.

TV manufacturers have manufac-
tured many HDTV models without
digital tuners, expecting them to
be hooked to cable rather than to
an over-the-air antenna that allows
viewers to get their local broadcasts
directly from the stations.

CPB Interim Chief
Rejects Complaints

“Baloney.” That is what Ken Fer-
ree, acting president of the Corpo-
ration for Public Broadcasting
called media activists’ suggestions

Joe Barton

FCC: UNRs Need IDs

Source of pre-packaged political stories must be identified
By John Eggerton and Bill McConnell

he FCC put TV stations
and cable operators on
notice last week, urg-
ing them to identify
producers of pre-pack-
aged news stories about
Social Security privati-
zation, education reform, or other po-
litical or controversial issues.
Following the uproar over the Bush
Administration’s use of video news
releases (VNRs), the Federal Commu-
nications Commission said stations and
cable outlets “must clearly disclose” the
*“nature, source and sponsorship” of po-
litical or controversial material, as well
as material they have been paid to run.
Failure to reveal sponsors of political
or controversial VNRs, the FCC said,
could lead to fines up to $10,000, license
revocation or im-
prisonment of up to

Failure to reveal a VNR’s

a VNR. Senate Commerce Committee
Chairman Ted Stevens (R-Alaska) last
week committed to holding a hearing
and a committee vote on a VNR bill to
be introduced by Sens. John Kerry (D-
Mass.) and Frank Lautenberg (D-N.J.).

Passage of the legislation would re-
solve a turf fight between the Govern-
ment Accountability Office, the watch-
dog arm of Congress, and the Justice
Department over whether VNRs must
be identified to keep them from being
considered illegal government-funded
“covert propaganda.” Right now, GAO
says yes; Justice says no.

The threat of penalty applies to undis-
closed VNRs produced by government
agencies, whether or not stations and
operators have been directly paid to use
them, if those VNRs promote contro-
versial  policies.
Programming

a year. outlets, however,
VNRs are pre- Sponsor could lead to a don’t have to iden-
packaged stories 510,000 fine—or worse. tify VNR material

produced so that

TV news programmers can air them
without additional editing. Sometimes
actors have been employed to portray
reporters. Producers of the releases often
suggest scripts that news anchors can use
as lead-ins.

The FCC’s action was cheered by
activists at Free Press, which petitioned
the FCC to review
the use of VNRs.
“The broadcast
industry’s use of
video news releases
and other govern-
ment- and corporate-
funded fake news
continues to enrage
Americans,”  says
Free Press Executive
Director Josh Silver.
“Unless broadcast-
ers take immediate
action to cease or
disclose their use of this material, we
will pressure the government to take
stronger action.”

But one distributor of VNRs and “B-
roll” video clips warns that the govern-
ment should not be dictating how news
producers do their job. Instead, public-
relations executives have an obligation to
make sure news operations are aware of
the source of any video release. “We’re
heading down a dangerous path if they
allow limits on what broadcasters can
show,” says Douglas Simon, chief ex-
ecutive of D S Simon Productions.

Separate from the FCC action, gov-
emnment agencies also were put on
notice that Congress may require them
to disclose when they are the source of

A State Department VNR praises lragis’
increased Web use and other benefits of
Saddam Husseln's fall.

that they are not
paid to run and that does not deal with
political hot-button issues. The FCC
said it was simply reminding broadcast-
ers of their disclosure responsibilities
under existing sponsorship-identifica-
tion rules. The commission insisted it
was not addressing the central issue in
the controversy: whether government
agencies bear any
liability when VNRs
are used without
identification. This
“is an issue beyond
the commission’s
jurisdiction,”  the
FCC said.

The commis-
sion added that it
was responding to
a large number of
complaints—tens of
thousands, accord-
ing to Commissioner
Michael Copps—over the use of VNRs
and whether they complied with sponsor-
ship-ID rules. The agency said it will also
issue a report, or perhaps initiate a formal
rulemaking, based on public comments.

Following revelations in January 2004
that the Department of Health and Hu-
man Services supplied pre-packaged
programming segments on controversial
White House Medicare policies, critics
of the Bush Administration have de-
manded that the use of VNRs by federal
agencies be eliminated. A GAO study
last May declared the Medicare VNR to
be illegal “covert propaganda,” a char-
acterization the White House disputes,
citing a contradictory Justice Depart-
ment opinion. Bl

that he lacks sufficient commitment
to the public interest to run the
organization charged with doling
federal dollars to noncommercial
stations and programmers.

He said he wants to be consid-
ered for the permanent post but
wouldn’t handicap his chances.

On learning of Ferree's interim
appointment following the abrupt
April 8 resignation of Kathleen
Cox, leaders of the Center for
Digital Democracy and Common
Cause insisted the switch was
engineered by Republican board
members pushing public broadcast-
ing programming rightward.

Before joining CPB, Ferree
served as Media Bureau chief
under Republican FCC Chair-
man Michael Powell. Powell and
Ferree voiced skepticism about the
activists’ demand for new public-
interest obligations on commercial
broadcasters. But Ferree says he
never indicated that broadcasters
have no substantive duties to serve
the public interest.

He predicted that his critics will
end up “agreeing with everything
we intend to do” to strengthen
public broadcasting.

Tribune Gets Breathing
Room on Hartford Sale

Tribune Broadcasting will be

able to keep TV station WTXX
Hartford, Conn., for at least another
two years after the FCC essentially
nullified a court order to sell the
station.

Last month, a federal district
court ordered the sale, arguing
that Tribune needed to come into
compliance with the federal ban on
crossownership of TV stations and
local newspapers. Last week'’s deci-
sion indicates that the FCC is will-
ing to issue other crossownership
waivers if licensees demonstrate
tangible public-interest benefits, at
least while it revises its ownership
restrictions.

Since 2001, Tribune has been un-
der FCC order to sell either WTXX
or the Hartford Courant, which
the company acquired when it took
over Times-Mirror. Thanks to last
week’s decision, Tribune has FCC
permission to keep the station until
2007, when licenses for WTXX and
another Hartford station owned by
Tribune, WTIC, must be renewed.

FCC Democrats Michael Copps
and Jonathan Adelstein approved
the new WTXX waiver even though
they fiercely oppose relaxation
of media-ownership limits. They
went along in this case, because
the station probably would go dark
if forced to become a stand-alone
operation.
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Being a broadband operator has never been for the faint of heart. Considering the rate of
change needed to keep up with the demands of today’s network infrastructure and
operations, the pressure can be almost mind-boggling. Transitioning to an IP-based
network. Bringing new on-demand services online. Rolling back on truck rolls. And the
never-ending challenge of attracting and retaining customers in a highly competitive
environment. Which is why more and more operators are calling on C-COR for advanced
broadband technology and proven experience to ensure the health of their network and
operations by giving them greater control over it. Our comprehensive range of interoperable
and modular access, optical transport and OSS products and solutions, combined with our
global expertise providing technical services, enable operators to confidently manage

change in this on-demand IP era. It’s the kind of brain trust you'd expect from a company

with over 50 years of experience working with leading network operators around the world.

Meeting the demands of an on demand world” C C



Continued from page 7

the television industry. Try to
find a good seat for the 7:30
a.m. discussion in the Las
Vegas Hilton Barron Room.
Fritts will likely draw Martin

out on everything from
indecency regulation to
expanding TV stations’ digital-
cable-carriage rights to his
thoughts on resolving disputes
between the big broadcast
networks and their affiliates.
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What will probably be one
of the liveliest tech-centric
discussions of the week un-
folds at 10:45 this morning in
Convention Center room S220
with the NAB Super Session:
The HDTV Marketplace.

Focusing on HDTV from

the consumer, broadcaster

and regulatory perspective,
the discussion will be led by
Sinclair Director of Advanced
Technology Mark Aitken,
who’ll be grilling Jeff Joseph,

A.F. Associates, the global leader in systems
integration and engineering services
is changing its name - but only its name...

Introducing: Ascent Media Systems & Technology Services

In 2000, the 30-plus years of A.F. Associates’ systems integration
experience was added to the impressive roster of companies now
known as Ascent Media Group.

At the end of 2003, Ascent Media enhanced A F. Associates’ depth
of resources and global reach by acquiring the former Sony
Systems Integration Center. In 2005, a systems integration
operation was launched in London.

With full-service operations on both U.S. coasts, greater resources
and expanded global capabilities, A.F. Associates is proud to be
known as Ascent Media Systems & Technology Services:
strategic growth providing ever greater value to our clients.

San Jose, CA | Northvale, NJ

| To learn more visit: NAB Booth #C5434,

www.ascentmedia.com/systems, call 201.767.1200 or send an
email to systemsales@ascentmedia.com

AFA 1w

Engineering the Future of Television

Ascent
N\edia

Palm Bay, FL London, UK

Consumer Electronics As-
sociation VP, communications
and strategic relationships, and
Louis Sigalos, FCC chief,
consumer affairs and outreach
division, consumer and gov-
ermnmental affairs bureau.
Given the uncertainty over
the future of TV ad revenues,
Beyond 30: New Advertising
Models for Television could
turn out to be the show’s most
important session. At 2 p.m.
in room S$220, panelists
including Tim Hanlon of
Starcom MediaVest Group,
Rick Mandler of Walt
Disney Internet Group and
Barbara Bacci Mirque of
the Association of National
Advertisers will contemplate
ad-related issues, such as
the impact of personal video
recorders and changes in audi-
ence measurement.

MORE FCC BRASS ON TUESDAY
If Kevin Martin didn’t spook
everyone with his remarks
this morning, then maybe
these guys will: FCC
Commissioner Jonathan
Adelstein and Commerce
Department Telecommuni-
cations Chief Michael
Gallagher. With NAB Chief
Legal Officer Marsha
MacBride moderating the
3:45 p.m. discussion, dubbed
Regulatory Face-Off, in
Convention Center room
N249, Adelstein (one of two
Democratic commissioners)
likely will again harangue
broadcasters for failing to
commit to quotas for public
affairs and local program-
ming. (Adelstein promises to
revive his battle for public-
interest obligations when his
colleagues consider NAB’s
appeal of February’s FCC
decision denying digital
multicast and other new
cable-carriage rights to
broadcasters.) Gallagher, the
Republican head of the
National Telecommunica-
tions and Information
Administration, will spell
out White House plans for
reclaiming old analog
spectrum and auctioning the
channels off to wireless
companies that plan to roll
out Internet video and other
services to compete with TV
stations.

Then attendees can go out
on the exhibition floor and
blanche when they encounter
some of the wireless equip-
ment that may soon be eating
into their business. I
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HDTV.WHEN YOU'RE READY TO GROW,
GROW WITH THE LEADER.

HD-PRIME is America’s leading the leading HDTV producers, from Discovery neighborhood to trust. Bring your signal to
cable neighborhood for HDTV. With to NBC, from iNDemand to Comcast and America’s cable neighborhood, HD-PRIME,
SES AMERICOM'S next generation AMC-10 MTV. and we'll deliver every neighborhood and

and AMC-11 satellites, As our client list continues TV address in North America. For more

HD-PRIME covers the entire H D_PRI M E to expand, HD-PRIME information on HD-PRIME, please contact
U.S., including Alaska and T R sl caches the most HDTVcable  Carl Capista at: +1.609.987.4246 or visit our

Hawaii, with more households in the USA. website at: www.ses-americom.com
reliability and with more HDTV capacity Our reliability, service and high client
than ever before. renewal rates make HD-PRIME the perfect
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company to carry HDTV signals. As the distribution. When you do your homework, An SES GLOBAL Company
leader in HDTV, we carry signals for all of there’s only one high definition cable

SES AMERICOM, Princeton, N.J. USA +1.609.987.4200 or 800.273.0329 info.americom@ses-americom.com Copyright©2005 SES AMERICOM. All rights reserved.



Local Newswaesup

Stations and advertisers discover new money at the crack of dawn
BY ALLISON ROMANO

Good Morning Memphis anchor
Ron Meroney isn’t prone to Freud-
ian slips, but on a recent morning,
he tripped up. “Melissa is live in
the bedroom,” he said, intending
to say “‘newsroom.” His WHBQ
cohorts howled with laughter.

At 5:30 a.m., such a gaffe might
be forgiven. The show, one of a

growing number of really early- morning news
shows, goes live at 5 a.m. in one of the most
competitive morning markets in the country.
Last fall, WHBQ moved Good Morning
Memphis’ 7 a.m. start time up two hours to
match CBS affiliate WREG at 5 a.m. How-
ever, true bragging rights go to NBC affiliate
WMC, which kicks off its news,
traffic and weather at 4:30 a.m..
when some residents of this biues
town are just going to bed. “Morn-
ing news is the new prime time,"
says WMC News Director Peggy
Phillips, clutching the first of
three mugs of coffee for the day.

“Morning news is the new prime time.”’ recoy pHILLIPS. WMC MEMPHIS

STORY

Across the country, stations are waking up to the early
shift. Changing lifestyles—longer work hours and ear-
lier bedtimes—are sapping the audience for evening
news. In contrast, the morning audience is growing. In
2004. 25% of American homes were watching TV at
6:30 a.m.. compared with 15% in 1991, according to
Nielsen Media Research. At 6 a.m.. the tune-in levels
jumped to 20% from 11%.

Drawn by cheaper spots and strong ratings. national
advertisers are jumping aboard the early-morning band-
wagon. and stations are exploiting new ways to make
money in the morning: One example is by selling spon-
sorships for the weather and traffic. Hyundai. trying to
reach commuters, recently bought spots in local morn-
ing news in more than a dozen East Coast markets—a
first for the automaker. ~You have working viewers with
good household incomes.” says Mary Barnas. director
of local broadcast for Carat North America, which en-
gineered the agreement.

Today. at least two stations in each of the top 120
Nielsen markets have two-hour newscasts starting at
S a.m.. and some are as long as four hours.
San Diego and Sacramento. Calif.. among
others, boast five morning shows. Stations
in the South and Midwest attract the biggest
morning crowds.

Evening news is a station’s cash cow, com-
manding higher ad rates and generating more
revenue, and morning news still brings in a

=
]
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fraction of nighttime figures. But while the gains in early
morning may never fully offset evening losses, it remains
the only growth spot for local news. Beyond revenue, a
strong morning program sets up the day. Viewers stay
tuned for Today or Good Morning America and then
move on to The Ellen DeGeneres Show or Live With
Regis and Kelly. Promotional spots for prime time and
late news tempt viewers to return later.

Morning news shows, whose revenue has been
negligible in the past, now comprise as much as 20%
of news revenues, stations say, which in turn make up
about 40% of a station’s revenue. For a middle-market
station with $40 million in annual revenue, early news-
casts might account for $3 million.

“On some stations, the ratings at 6 a.m. are as good
as early-evening news,” says local media buyer Bill
Perkins, president of Indianapolis-based Perkins Nich-
ols Media. In Indianapolis, he points out, a $1,000 spot
in early-evening news and a $500 spot in morning
news deliver nearly the same ratings. In New Orleans,
CBS affiliate WWL can draw a 13 rating in the early
morning, one of the highest marks in the country. In
Baltimore, Philadelphia, Indianapolis and St. Louis,
multiple stations regularly hit a 6 or 7 rating.

Local morning news shows even trump their national
counterparts. On average, about 16 million viewers

1

‘““People are going to bed earlier
and getting up eardier. That’s
your enemy in late news, but your

friend in the moming.”
PAT CASEY, VETERAN NEWS DIRECTOR

L =]

Across town, WHBQ'’s four-hour marathon starts with
hard news and gets softer as the morning progresses.
“We never want to be just entertainment,” says VP/GM
John Koski. “We want to be news with personality.” In
the second half of the newscast, local chefs might ap-
pear to cook in the brand-new kitchen set, and area spas
sometimes treat viewers to “Foxy Makeovers.”

Programming a news show that balances personal-
ity and hard news before most people have had their
first cup of coffee can be tricky. All morning shows
play up overnight news, weather and traffic. In Des
Moines, Iowa, traffic isn’t the snarl it is in Dallas.
Weather is predictable in San Diego and Phoenix, but
not so in Boston and Minneapolis.

NBC 0O&O KXAS Dallas gives traffic reporter
Tammy Dombeck, nicknamed the “Gridleck Buster,”

news,” says station consultant Bruce Northcott, a partner
at Crawford Johnson & Northcott and former Magid
president. “You better be competitive, or you're going
to be in deep trouble. It is that simple.”

The morning-show movement is due directly to
changing lifestyles in the U.S. Americans are getting up
earlier to care for families, go to work or tackle longer
commutes. Nearly one-third of Americans wake before
6 a.m., according to the National Sleep Foundation, and
more adults are getting less sleep.

From May 1997 to May 2004, the average audience
share for early-evening news dropped 18%, according to
a study by Project for Excellence and BIA Financial Net-
work, while late news slipped 16%. “People are going to
bed earlier and getting up earlier,” says Pat Casey, who re-
cently left his post as news director at WXIX Cincinnati,
which also starts news at 4:30 a.m. “That’s your enemy
in late news, but your friend in the morning.”

Recognizing the shift, big broadcasters such as
Hearst-Argyle, Viacom and Tribune have made
launching and improving their morning shows a
priority. In Boston last month, Viacom relaunched its
second early-morning TV show in the market: UPN’s
The Morning Show is now a fast-paced lifestyle show
targeting female viewers. Co-owned CBS station WBZ
has a more traditional two-hour early newscast.

In Baltimore, competition is so heated between
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watch local morning newscasts nationwide, while
Today, Good Morning America and The Early Show
combined reach about 12 million viewers, according to
news consulting firm Frank N. Magid & Associates.

Few places highlight the morning surge like Mem-
phis, the 44th-largest TV market. It is a shift town, with
workers at FedEx, the city’s largest employer, and nu-
merous medical centers punching in around-the-clock.
The city’s suburbs are pushing out into eastern Arkansas
and central Tennessee, lengthening commutes. Frequent
ice storms and tornadoes make viewers anxious for
weather reports before they head out in the morning.

In Memphis, as it is elsewhere in the U.S., morning
viewers use TV more like radio. Half of early viewers
aren’t actually watching; they are listening, according
to Magid research. Most viewers tune into television
in the morning for less than 30 minutes. Those habits
have changed the way morning shows are produced.
*“The shows are written for the ear, not as much for
the eye,” says Steve Schwaid, senior VP of news and
programming for NBC-owned stations.

To keep pace with viewers racing from the coffee
pot to the shower, news is rapid-fire. At WMC, the 45
minutes from 6:15 to 7 a.m. mark a critical window:
That is when Memphians are racing out the door,
according to station research. They want top-line
information fast, so WMC skips taped reports and
long packages and airs traffic and weather highlights
more frequently.

SOURCE: Project for Excellence in Joumalism, BIA

heavy airtime. “People tell us they need their Tammy
in the morning,” says News Director Susan Tully.
KXAS runs promotional ads in which local paramed-
ics and American Airlines workers proclaim that they
always tune in for Dombeck’s reports. The station has
let viewers vote to pick her wardrobe and even to find
her backup reporter.

At Meredith Broadcasting, VP of Morning News
Rosemarie Schwarz frets at the prospect of finding the
right morning hosts. “One miscast person can bring a
show down,” she says.

Two-thirds of morning stories are under 45 seconds,
according to a study by the Project for Excellence in
Journalism. Producers work on tight, repetitive news
wheels. The anchors tease upcoming stories relentlessly.
Whether it is “Weather on the Ss!” or “Traffic on the
2s!”, each station hammers its own version all morning.
“Viewers are on the clock,” says KXAS’ Tully.

Expanded morning newscasts represent valuable air-
time to TV stations, which control all the ad time in a
news hour, unlike in prime time or syndicated program-
ming. On WMC’s morning show, McDonald’s sponsors
the news ticker, and local insurance agent Bill Blake
purchased naming rights to the traffic cameras.

An added bonus: If a station hooks viewers early in
the day, it can promote its daytime syndication, evening
news and prime time.

“Morning is the only growing time period for local

Hearst-Argyle’s NBC affiliate WBAL and CBS-owned
WIJZ that the stations’ morning ratings rival evening
news Nielsens for stations in other markets. In Febru-
ary, in the 6 a.m. hour, WJZ posted an 8.0 rating, and
WBAL averaged a 7.8. Sinclair’s Fox affiliate WBFF
was a distant third with a 1.9, Scripps Howard’s ABC
station WMAR clocked in at 1.5.

The focus on mornings has even stretched into week-
ends. Dispatch Broadcasting’s NBC affiliate WTHR In-
dianapolis offers three hours on Saturdays and Sundays,
complementing the network’s Weekend Today. “Ten
years ago, we never thought we would do this,” says
VP/GM Rich Pegram. Dozens of ABC stations have
added weekend shows to flank the new Good Morning
America weekend edition, and Viacom is pushing all its
CBS outlets to add weekend news, too.

Meredith Broadcasting’s Schwarz, a morning pio-
neer who helped Cox-owned Fox affiliate KTVU San
Francisco’s plucky morning show go up against the
Big Three stations in the market in 1992, believes the
competition will only get hotter. KTVU clawed its way
to the top spot by providing a live local broadcast while
its rival network competitors ran taped network news
out of New York.

Meredith subsequently hired Schwarz to engineer
similar results for its 13 stations.

The new reality is simple, Schwarz says: “The audi-
ences for nighttime newscasts are eroding, and morning is
growing. Stations can make money in the morning.” I
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NAB Gathers in Las Vegas

Continued from page 7

newsrooms from prosecutors.
As more stations build out their
investigative teams, reporters

can find themselves struggling
to protect the identity of confi-
dential sources. The RTNDA has
invited a couple of experts on

the subject for a breakfast ses-
sion on Monday, April 18: Jim
Taricani, the WJAR Providence,
R.I, investigative reporter who
ran afou! of prosecutors over his
refusal to divulge his source on
a story about local government
corruption, and his news director,
Betty-Jo Cugini. Taricani, who

Knowing every detail of our customers’ accounts
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was convicted in December of
contempt of court, was released
from house arrest April 9, two
months ahead of schedule.

THE VNR DILEMMA

The RTNDA is taking up an-
other headache increasingly
encountered by news directors:
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how to handle so-called video
news releases sent to stations
and news services by companies
and political organizations push-
ing particular agendas. (See re-
lated story on page 17.) Stations
are frequently seduced into us-
ing the one-sided clips, blinded
by the professional-grade video

Rick Galos

Semor Communications Engineer

Skynet Employee
15 years

Cy LORAL SKYNET

Industry pioneer since 1962,
with a future that's brighter than ever

and audio production values.
The RTNDA just released new
guidelines to help news direc-
tors and producers in evaluating
VNRs. On the checklist: Be sure
to question whether the station
could have obtained the footage
or interviews on its own and,
if non-editorial video is used,
identify the source on-air.

A prime destination for tech-
grazing news directors will be
the HD broadcast station on
the top floor of the convention
center’s North Hall. RTNDA
and NAB have built a fully
functioning HD facility to show
how high-def will improve and
change the way news footage is
acquired and newscasts executed.
The station will be equipped
with new HDV cameras from
Sony and JVC, relatively low-
cost cameras that many believe
will help spur development of
HD newscasts. In addition, a
number of vendors of electronic-
newsgathering transmission gear,
including BMS and JVC, will
demonstrate ways to send HD
live from the field. The inability
to easily clear that hurdle has,
so far, impeded the adoption of
HD for local and national news.
If news directors are persuaded
that transmitting in HD live from
the field is no longer a hassle,
HD news may finally be ready
to take off.

GRABBING IMAGES AS FILES

Of course, the hundreds of booths
at NAB will showcase more than
just cutting-edge news technol-
ogy. Production, post-production,
infrastructure and transmission
equipment will all be on display
in seemingly infinite permuta-
tions. One common thread: in-
creasing reliance on information
technology and computers. Some
products—notably graphics, vid-
eo servers and post-production
gear—have always been heavily
based on computing technolo-
gies, but a major change this year
is that cameras are increasingly
IT-centric. Recording formats
such as Sony’s XDCAM optical
disk, Panasonic’s P2 solid-state
camera and lkegami’s Editcam
camcorder all take acquisition
into the next realm: grabbing im-
ages as files.

While the vast majority of
stations likely will not jump
into file-based acquisition for
at least another couple of years,
that is not the point of the NAB
show. As technology constantly
changes and industry profes-
sionals scramble to keep up, this
convention in the middle of the
desert is about planting seeds and
ensuring future survival. ll
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editing system simpler for
journalists to use has meant
taking away features,” says
Dave Schleifer. VP of Avid
Broadcast and Workgroups.
“But our assessment was they
needed their own tools.”

New editing system helps
the reporter, for a change

Avid’s Basic Instinct

A reporter-friendly approach to
newsroom editing systems will
be rolled out at NAB by Avid

Technology. The iNews Instinct
system has a radically different
nonlinear-editing (NLE) inter-

face designed for tech-chal-
lenged journalists.
“Traditionally. making an

McCormick Tribune Fellowship

McCormick Tribune Fellowship:

Increasing the impact of executives
of color in the news business

CLASS OF 2005

NeCorey Anderson
Production Manager
13 WMAZ-TV, Macon, GA

The McCormick Tribune Foundation and
the National Association of Minority Media
Executives salute the newest class of
McCormick Tribune Fellows. They
join 57 other talented, accomplished
print and broadcast executives of
color as members of an exclusive,
influential braintrust designed to
help the news media achieve its

diversity goals.

In addition to producing annual
reports and serving as a diversity

Araceli De Leon
Vice President & General Manager
KWHY-TV, Los Angeles, CA

Denise W. Bates
Vice President, Community Affairs
KTRK-TV, Houston, TX

resource to the news industry, these
broadcast fellows will participate in
an innovative mentoring experience

and attend the Media Management
Center’s Management Development

For more information about the 5 4 .
Seminar for Television Executives at

PRI RE RpSATE Northwestern University.
McCormick Tribune Fellowship
reports, go to www.namme.org,
call the NAMME Foundation at
103/288-6501 or email

gjasik@namme.org.

The next deadline for applications is
October 1, 2005.

Tracy Wright
Marketing Director
WIAT-TV, Birmingham, AL

A McCormick Tribune Foundation/NAMME Partnership

That meant big changes.
Usually. nonlinear-editing sys-
tems are based on a timeline
with a marker that moves from
left to right as the story is
played back. As a story is as-
sembled, video and audio clips.
text. and graphics are dropped
onto and around the timeline.
And while the professional
video editor can easily navigate
the features, the professional
journalist has usually found
them overly complex.

“The reality is. the typical
journalist thinks that NLE in-
terface is the equivalent of the
cockpit of a 747, Schleifer
jokes.

So. 18 months ago, Avid
began looking into creating
a vertical timeline. A study
group revealed that journalists
found the vertical interface
easier to use because they
typically wrote scripts on nar-
row. vertical columns from the
top of the screen to the bottom.
It was much easier for them to
lay the video clips next to a
few sentences in the script,
rather than working with the
script as if it were a TV ticker.

The interface, which can be
personalized. has “window
panes” for different functions.

A typical application uses
four panes. One is used for
watching video and selecting

Vertical orientation lets reporters
see video clips alongside script.

clips. another has a file-man-
ager-type “tree” for finding as-
sets. and a third lets the journal-
ist view those assets (such as
wire services and other clips).
The fourth pane is the vertical
storyline where the story clips
and text come together.

“It works really hard for the
Jjournalist. without the journalist
having to work very hard,” says
Schleifer. “This is a tool that re-
ally democratizes the nonlinear
digital revolution that is going
on in the newsroom.”

The iNews Instinct system
will be available later this year
priced at $3.995 per editing-
system seat.—K.K.
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TV Azteca
Taps
lkegami

Editcam tapeless ENG
system Mexico-bound
By Ken Kerschbaumer

V Azteca, the giant
Mexican broadcast-
er, has purchased 46
Ikegami DNS-33W
Editcam3 camcord-
ers and related gear in a deal
valued at more than $1 million.
That makes TV Azteca the
largest commercial broadcast
user of the system, which is
based on hard-disk technology
akin to that which records video
and audio in laptop computers
and iPods. (Government-run
Armed Forces Radio and
Television uses more than 150
units.) The deal validates the
Editcam system, giving broad-
casters and content creators
three distinct approaches to
lapeless acquisition: lkegami's
hard disk, Sony’s XDCAM
optical disk and Panasonic’s P2
solid-state recording system.

TV Azteca has bought 46 lkegami
Editcam tapeless camcorders
to help speed centent creation.

The Sony and Panasonic
systems have garnered most
of the attention, but it was the
Editcam system that broke the
tapeless barrier, introduced by
Ikegami and Avid 10 years ago.
It’s designed to remove what
Ikegami Product Specialist Jose
Rosado says is the most unat-
tractive feature of nonlinear
editing: the need to first trans-
fer the material from videotape
onto an editing server.

Since its introduction, poten-
tial customers have been scared
off by a hard disk that wasn’t
able to record reliably under all
conditions and the simple fact
that most of them didn’t have
nonlinear editing and server-
based storage in their facilities.

But now in its third genera-
tion, Editcam appears ready for
its close-up: KXNV Phoenix
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has also purchased Editcam
units, adding 19 to its news-
gathering arsenal.

TV Azteca Director of Pro-
duction Services Jorge Pickering
says that, after testing, he’s satis-
fied about Editcam’s reliability.

TV Azteca chose Editcam
mainly because it relies heavily
on Avid editing and newsroom
technologies. The Avid sys-
tems instantaneously access
content on the hard drives, and
TV Azteca has purchased 36

Ikegami SAT-100 readers so
laptop editing can also be done
in the field.

“We’ll be able to complete
stories in half the time of a
tape-based system,” Pickering
says. *“The drive is hooked into

the editing bay, and the editors
can grab the pieces they like or
add them onto a central server
so others can access them.
That’s much faster than having
to transfer the whole story or
videotape."—K.K.
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HD, VOD Dllﬂt InDemand tests bandwidth limits

Two of the top video-related
product offerings being rolled
out by cable operators are VOD
and HD. But what about HD

VOD? This rollout has been a
bit slow going, but InDemand
and its two-channel HD service,
INHD, are looking to change

that. InHD COO Rob Jacobsen
discussed the latest develop-
ments in HD VOD with B&C’s
Ken Kerschbaumer.

What are your thoughts on the
transition to HDTV?

It’s grown extremely quickly,
and cable seems to be benefit-

INTEGRATION MAKES ALL THE DIFFERENCE

Visit CAM Systems at NAB 2005
South Upper Hall
Booth #5U9859

Contact Gregory Maugeri
212.370.5757

RO NAY

Ad Solutions for Network Cable

CAM s v

www.camsystems.com

ing from the “more-is-better”
strategy. The more HDTV
owners feel they're getting
value for their set or HD
set-top box, the quicker the
product will roll out. And with
content becoming increasingly
available in HD, the next logi-
cal step is to figure out how to
make that programming avail-
able on-demand.

What are you working on in that
area?

We actually have a product
called the InHD Concert Juke-
box that is being rolled out in
a test phase in Richmond, Va.
Consumers can see HD music
programming on-demand with
5.1 Dolby Surround Sound. It
marries the two most important
products that cable operators
are rolling out: HD and VOD.

What are some of the goals of the
trial?

VOD itself requires a certain
amount of stream bandwidth,
and HD requires four or five
times that amount of band-
width. So we want to address
any concerns that a free HD
VOD service might create, like
putting too much demand on
a cable system’s bandwidth.
Music is an extremely well-
performing VOD application,
and we’ve seen research that
shows it is tied for second
behind sports in terms of most-
requested HD programming.

Why? What do you think makes
music attractive for HD?

Well, we’re doing concerts in
HD—and seeing them in HD
and hearing them with Dolby
Surround is like being there.
And we’re getting more and
more music from groups like
Earth Wind & Fire, Bon Jovi
and Chicago, so we can meet
the demand for different genres.
And that’s another reason it’s
great for VOD: Consumers can
play the music they want when
they want it.

What will be your growth opportu-
nities when HD becomes the norm?
We know we have a two-year
window of opportunity over
other networks. So we’re go-
ing to spend those two years
finding out what type of pro-
gramming people like watch-
ing, and then provide it on a
reliable basis. There will also
be an advertising play as we
transition to a focused genre of
programming, and we’ll pro-
vide more and more HD VOD
applications.
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We'd like you fo meef our new neighbor.

Noww alf your HD solutions live in the same neighborhood.

Your HD cable neighborhood just got a lot bigger. By more than 80 million homes.
SES AMERICOM and Comcast Media Center have teamed up to offer a comprehensive
package for your HD programming needs. SES AMERICOM'’s HD-PRIME™ is the only
two-satellite HD cable neighborhood, with the most advanced and innovative spacecraft
in the business. And Comcast Media Center’s totai content management solution
for HDTV offers state-of-the-art HD content production, network origination and
transmission services. Together, we can deliver your HD entertainment to virtually

every cable subscriber in North America.

HD-PRIME and Comcast Media Center. This is where HD technology is moving. And
we'd like to be the first to welcome you to the neighborhood.

SeSAAMERICOM [IDRIVid (comcast.
o media cenrer

Copyright © 2005 SES AMERICOM. All rights reserved. www.ses-americom.com
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Fallon’s Seward Champions Integrated Approach

Minneapolis shop puts media and creative teams in same room

isa Seward
squirmed in her
seat as she
watched David
Verklin, CEO of
Carat, New York,
one of the largest
media agencies in the world,
preach the benefits of “unbun-
dling” media services. She
seethed as Verklin strutted the
stage during the ad industry’s
annual media conference last
month, delivering his trademark
catchphrase: “It’s not media
that’s being unbundled. It’s cre-

ative that’s being unbundied.”

If Verklin stands for the sepa-
ration, or unbundling, of various
services that serve a single cli-
ent, then Seward, VP/media di-
rector of Fallon North America,
a smaller full-service ad agency
headquartered in Minneapolis,
believes just the opposite.

A decade ago, most traditional
ad agencies offered a “full-ser-
vice” approach to advertising,
providing consumer research
(gathering of data), creative
(the making of ads), media
planning (choosing where to

buy the ads) and media buying.

Since then, virtually all the big
ad agencies have unbundled their
media departments into free-
standing specialty agencies that

AD INFINITUM

By Joe Mandese

research, plan and buy media.
Conversely, what was left—ba-
sic ad agencies—have become
creative shops that conduct re-
search and produce advertising

The Word Network has partnered with

!i.l‘.hl

Vestir

THE UNDISPUTED SOURCE FOR URBAN MINISTRIES

AND GOSPEL MUSIC!

content (TV commercials, radio
spots, print ads, etc.).

Seward and other critics com-
plain that this approach divorces
advertising strategy from media
strategy, leading to weaker ad
messages. She believes in inte-
grating media planning and buy-
ing with the rest of an agency’s
services.

An ad vet who began her
career in 1985 as a planner and
buyer at Leo Bumett before
jumping to Fallon in *96, Seward
isn’t worried about the consoli-
dation of media buying. She’s
angered by the perception it cre-
ates among clients: that media-
planning and -buying agencies
should play a leadership role in
developing all ad strategies.

Big agencies like Carat are
“turning this magical art form
into a numbers-and-data game.
And they’re selling clients on
their effectiveness.” Much to
Seward’s chagrin, Fallon out-
sourced its media-buying duties
to Starlink last year. Fallon par-
ent Publicis owns Starcom Me-
diavest, which owns Starlink.

For all big companies’ boasts
about media consolidation, the
media agencies owned by the
Big Six advertising holding
companies actually control less
than half of U.S. and worldwide
ad spending.

Seward’s philosophy is
simple: Put media and creative
on equal footing and weave
them into a seamless strategy
she calls “message.” Media
needs to work in conjunction
with the other key divisions of
an ad agency, she says.

The tactic has paid off for
Fallon, which has gained atten-
tion for being on the forefront
of creative media thinking.

Seward saw how combining
media buying and the creative
side could work at Leo Burnett
in 1995 when she was assigned
a project for a major business-
services brand. Because it was
short-term, it wasn’t staffed
with the traditional account
management. Media Director
Seward was put in a room with
two “creatives”—an art director
and a copywriter—to brainstorm
ideas. “Our work was smart,”
she says, “and we sold it without
difficulty to the client.”

The lesson was a powerful
one. “It was a big ‘aha’ for me,”
she recalls. “All of a sudden, 1

could do what everyone said
couldn’t be done.”

At Fallon, her media team
works with the research, plan-
ning and creative departments.
A primary research team finds
out how consumers connect
with various media—what some
agencies call “communications
planning” or “channel planning.”
Fallon calls it “connection plan-
ning,” assuming that the primary
connection is with the consumer,
not the media outlet.

Here’s how it works: The ac-
count- and connection-planning

"

Collaboration

is key: “It makes
the final product
a whole

lot better.”
LISA SEWARD,
FALLON NORTH
AMERICA

teams operate in tandem to un-
derstand what drives a consumer
to a brand. The integrated model
helps craft the ad message and
determine the best medium for
delivering it. The result, Seward
says, is creativity in both sectors.
Plus, either the creative or the
media side can propel the work.

An example: Fallon’s in-
novative 2001 campaign for
BMW Films, a series of short
movies collectively known as
“The Hire,” directed by top
Hollywood directors, starring
big-name stars and prominently
featuring the BMW. The scripts
were written by Fallon’s creative
team. Creative devised a media
strategy that included running
the movies on the Internet and
using other media to drive traffic
to the BMW Films Web site.

Seward says collaboration is
key. “It makes the final product
a whole lot better.”” B
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Technology Leadership Award Winners!

You work as a team.
Now your software and hardware can too.

The Microsoftes Connected Services Framework for Broadcast and Film

In an industry built on connections, make yours count. Integrate your connections to
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The television business has never been confronted with so many opportunities and chal-
lenges as it is today. Almost all of them revolve around the new technologies that continue
to turn television into something far more exciting than we could have imagined even a
decade ago.

For the eighth year. B&C's Technology Leadership Awards salute innovators whose
vision and imagination today will shape the communications systems of tomorrow. We also
welcome Microsoft as a fitting sponsor of this year's awards.

Our winners. every one of them. are filled with the passion to excel and the spark of
ingenuity that makes them keep asking, “What if...?" They lead by example. and their
technological prowess continues to propel the rapid change in our industry.

At this year’'s NAB Show. the exhibition hall will be filled with the latest technological
gear. some of it being unveiled for the first time. None of it would have been possible without the thousands of
professionals around the world who made it happen.

The winners of this year's B&C Tech Leadership Awards. like the distinguished winners in previous years. ex-
emplify the very best of the business. Their focus is on innovation. Their vision is unlimited. B&C and Microsoft
are proud to salute them.

Regards.

WW
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A Smooth Operator

CBS’ Ross handles crises, new technologies with aplomb By Glen Dicks

Ross, 52, uses that practical experience as
a member of the Media Security Reliability
Council (MSRC), an FCC advisory com-
mittee formed in the wake of 9/11, whose
mission is to ensure media outlets maintain
operations through disasters. He co-chairs
the MSRC “Toolkit Working Group,” which
is devoted to preparing local television sta-
tions, radio broadcasters, DBS operators and
cable properties for emergencies.

“I was here in the building on 9/11, and 1
was here for the blackout,” says Ross. “So |
have had some good anecdotal stories that
I’ve used for these things, as 1 have had to
live through them.”

One of Ross’ recent accomplishments was
helping relocate the digital broadcasts of
five New York stations that were displaced
on 9/11. WABC, WNBC,
WWOR, WPIX and WNET
all lost their DTV facilities
at the World Trade Center,
just as WCBS lost its pri-
mary analog transmitter
there. Fortunately, WCBS
has a broadband digital
antenna located at the Em-
pire State Building (also the
current home of its primary
analog feed ), which it in-
stalled in 1998 with the idea
of hosting other stations in
the future.

That broadband antenna is the new home
for WCBS’ DTV competitors. After a two-
year process of protracted negotiations among
stations, along with difficult construction
work, CBS has built a combiner network on
the 85th floor of the Empire State Building
that receives DTV signals, filters them and
sends them to the antenna for broadcast.

“That is on the air running well,” says
Ross.

A continuing project for Ross is the
complete overhaul of CBS’ Broadcast Op-
erations Center in Manhattan, a process he
began evaluating in 2000 and hopes to com-

plete, with a new high-def system, sometime
in 2009.

“The current system is more than 15 years
old, and it needs to be updated and replaced,”
says Ross. “Our playback is still tape-based;
it comes off Sony LMS machines. We want
to migrate that to servers. We also need to
update the infrastructure for the routing and
distribution of all signals. There is only one
part of the Broadcast Center used for pro-
gram and commercial playback. Other parts
are used by sports and CBS News, and we
have hundreds of their signals.”

Like many broadcasters, CBS will be lib-
erally incorporating IT-based technology as

Bob Ross, CBS

““For the network, our HDTV offerings are just
a normal business to us now. It is no longer an
engineers’ experiment.”

BOB ROSS. CBS

it updates its plant. While Ross appreciates
the advantages of being able to move video
around as files for applications like editing, he
doesn’t think IT-based gear will ever fully re-
place traditional broadcast hardware because
of the real-time nature of live television.

“An IT infrastructure still doesn’t replace
normal, good old-fashioned video for on-air
live [broadcasts],” says Ross. “Chances are,
a live feed will still use traditional broadcast-
standard hardware. You will still have some-
one sitting at a switcher, pushing a button to
switch a live feed between two live cameras.”

The merging of the IT and broadcast dis-
ciplines within the CBS plant has caused a

personnel shift. While there is still a large
need for transmitter and video engineers,
there is also a requirement for maintenance
technicians who understand hard drives and
networked servers, and computer-savvy
operators who can interpret new digital test
-and-measurement equipment that analyzes
the DTV stream.

Ross himself had an early love of gadgets,
and studied industrial electronics at Southern
Maine Technical College, with the aim of get-
ting a job in radio or television. A part-time
job fixing televisions at a local Sears repair
shop led him to his first television job as an
operations engineer at WCSH in Portland,
Me. Ross then landed a field job with RCA,
traveling to stations nationwide to install and
test-film telecines. studio cameras and quad
videotape machines. Flying 300,000 miles in
three years, he gained a wealth of experience
(including working the 1976 Winter and Sum-
mer Olympics).

After marriage, Ross was looking for a
less travel-intensive position and took a job
at a succession of stations owned by West-
inghouse (now Viacom). First it was WBZ
Boston, and then WJZ Baltimore, where he
assembled Group W'’s first combined opera-
tions and engineering unit. In 1990, he went
to KYW Philadelphia to set up a similar
system there.

After the Westinghouse/CBS merger in
1995, one of Ross’ biggest accomplishments
was developing a proprietary automation
system used at all 19 CBS stations, while
also overseeing DTV tower upgrades and
specifying HDTV transmission gear.

In spring 1998, Ross was promoted to
a network job as VP of
operations and engineering
for CBS’ News Production
Systems, taking responsi-
bility for supporting CBS
News’ videotape operations,
hard-news center operations,
traffic, graphics, studio
operations and project en-
gineering. He also kept up
his DTV conversion work
with the station group. He
was promoted to his current
position in 1998.

On the HD front, Ross is overseeing the
process of updating the Ed Sullivan Theater
to launch high-def broadcasts of Late Show
with David Letterman this fall.

The network also showed 36 games of the
NCAA basketball tournament in HDTV, and
this month will broadcast the Masters golf
tournament in HDTV.

“For the network, our HDTV offerings
are just a normal business to us now,” says
Ross. “It is no longer an engineers’ experi-
ment. But we haven’t gotten to the point
where all the stuff we do is high-def. We
still have to convert news, and that is very
complicated.” B
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New Tech’s Eager Student

Raycom’s Folsom keeps learning [y ¢

He has also performed a mix of engineering
work, sometimes creating and integrating new
facilities. other times managing day-to-day
operations. Today, Folsom, 59, is using his di-
verse experience to provide technical guidance
to Raycom'’s growing portfolio of stations. But
he still thinks he has plenty to learn.

“['ve kept myself in a learning mode all
my life. and it's made for an interesting ca-
reer,” says Folsom. *“It’s too easy to sit back
and think you know it all.”

When the HDTYV standard was being de-
veloped in the early "90s. Folsom quickly
snagged a spot on the Advisory Committee
on Advanced Television Service (ACATS).
He served on two working parties and also
acted as host for HDTV transmission testing
in Charlotte. N.C. Folsom enjoyed helping
shape the ATSC standard. but says his pri-
mary motivation for joining ACATS was to
educate himself on DTV.

“The best way to learn about something is
to be a part of it.” says Folsom. who is cur-
rently boning up on the possibilities of DTV
multicasting as Raycom stations launch new
services like NBC Weather Plus.

Born in Beverly, Mass.,
in 1945, Folsom took an
early natural interest in
technology. His father was
an inventor who owned a
machine shop and designed
magnetron tubes used in ra-
dars. After joining the Navy
and performing four years
of service. Folsom studied
engineering at the U.S. Na-
val Academy before leaving
school to serve two tours
in Vietnam. He worked as
a lead electronic technician on destroyers,
operating radar equipment.

Returning to New England after his
service, Folsom began working for the
broadcast division of Microwave Associates
(now called Microwave Radio Corporation)
and taking night classes at Massachusetts
Institute of Technology’s Lincoln Institute
(he left school a few credits short of gradu-
ation due to work demands). Folsom used
his microwave expertise to help Microwave
Associates develop the first electronic news-
gathering (ENG) systems, which were used
to cover the 1972 political conventions.

Folsom’s brother, John, was working at

WGBH Boston and recruited him to join
the PBS member station. He spent six years
there and was eventually promoted to chief
engineer for WGBH's daytime programming
service, The 21-Inch Classroom.

“I enjoyed the television environment. and
I've been in it from then on.” says Folsom.

In 1976, Folsom left WGBH to join elec-
tronics manufacturer Sony Corp., which
made him an “offer he couldn’t refuse”™ to
work as its first broadcasting-sales engineer.
Sony’s three-quarter-inch gear, which was
originally designed for industrial applica-
tions, was starting to be used by television
news crews. and Sony saw a big opportunity

“I've kept myself in a learning mode all my life,
and it’s made for an interesting career. It’s too
easy to sit back and think you know it all.”

in the broadcast market. Folsom would be
intimately involved in the rapid shift of news
from film to tape production.

“From 76 to "80 was when film just com-
pletely shut off and was replaced by tape.”
says Folsom. “That was a very short time.
and it was an exciting time to be working for
Sony. Everyone was working at the forefront
[of ENG]. and we changed the paradigm for
the industry.”

But with a wife and two young children at
home. the excitement of being on the road 3(X}
days a year wore off for Folsom. He opted for
a change of pace in 1982 by taking a job as en-
gineering supervisor at ABC aftiliale WCVB

KSOi

Boston, where he would later be promoted to
chief engineer and then director of operations
and engineering.

Folsom had become acquainted with
what he calls the “adrenaline rush™ of news
production while working for Sony. He en-
joyed the environment at WCVB, which was
pumping out over 80 hours of live produc-
tion a week. “News doesn’t get any bigger
than that,” says Folsom.

The WCVB facility had originally been
a tractor warehouse, and the station had
rushed to get on-air. Folsom explains. In his
four years at WCVB, Folsom completely
remodeled the facility, creating a new news-
room and a large production studio.

Folsom's facility design and integration ex-
perience led to his next job in 1986. working
for The Christiun Science Monitor. which had
bought WQTYV Boston. Folsom created a new
facility for the station, which offered a nightly
news program carried nationally on cable. But
the Monitor’s plans to further expand in televi-
sion never materialized.

After five years. Folsom missed the
excitement of news and went to work for
Providence Journal Broadcasting [now part
of Belo], which had just bought NBC affili-
ate WCNC Charlotte, N.C.. and was looking
to significantly expand its news operations.
Folsom was brought on board as WCNC
director of operations to handle the facility’s
redesign.

At the same time, NBC was looking for
a location for a new affiliate news service.
NBC NewsChannel. The station offered to
add on extra space in its new Charlotte facil-
ity to house NBC NewsChannel on a leased
basis, with the two facilities
being attached both physi-
cally and electronically.

That got Folsom going.
He then built new facilities
for cable news operation
Northwest Cable News and
KING in Seattle: for KHNL
Honolulu; and for America’s
Health Network (now part
of Discovery’s Health Net-
work) in Orlando, Fla.

When Belo acquired
Providence Journal Solu-
tions in 1996, Folsom made another career
move. While many members of Providence’s
upper management were offered new posi-
tions in Belo, a few principals including
Folsom and Providence VPs John Hayes
and Paul McTear decided to start their own
broadcast group. With backing from the re-
tirement system of Alabama. they founded
Raycom Media in Montgomery. Ala. It has
now grown (o 42 stations in 27 mostly small
markets.

*It was a little gutsy at that time in my
li